


PREVENT 
GRUBS. 

STOP THEM IN 
THEIR TRACKS. 
irS NOT EVEN 

AN ISSUE. 



Now you can control grubs preventatively or 

curatively. With a single application. Only with 

new MACH 2™ Turf Insecticide. 

MACH 2 is a powerful killer with a new 

chemistry that accelerates the molting process of 

target insects. 

Just hours after ingesting MACH 2, the insect 

stops feeding. Then it dies beneath the surface 

in 2 to 3 weeks. It's that simple. 

With MACH 2™ Turf Insecticide, you'll kill 

target enemy insects all season long. Grubs. 

Cutworms. Armyworms. Sod webworms. 

Plus, odorless MACH 2™ is easy to apply. 

You don't even have to water it in immediately. 

So don't let grubs control your grounds, or your 

schedule. Depend on MACH 2™ Turf Insecticide. 

It's all you need to prevent or cure. 

For more information or for the distributor 

nearest you, call 1 -888-764-6432 and visit our 

website at www.mach-2.com. 

MACH 2 
TURF INSECTICIDE 

ALL YOU NEED 
TO PREVENT OR CURE. 

Circle No. 141 on Reader Inquiry Card 

TM/RohMid LLC Company ©1998 Always read and follow label directions. 

http://www.mach-2.com


SPECIAL REPORT 

FEATURES 

23 

47 

STATE OF THE INDUSTRY '99 
The landscape industry keeps in 
stride with booming U.S. economy 
BY LM STAFF 

GET WITH THE PROGRAM! 
Read what these winners have 
learned about building teams. 
B y GEORGE WITTERSCHEIN 

COLUMNS 
8 OPENING SHOTS 

Sitting in Alan Greenspan's 
chair 

7 8 ASK THE EXPERT 
Spruce problems, quackgrass, 
fire ants 

8 1 ARBORVIEW 
Trees info on the Internet 

DEPARTMENTS 
11 HOT TOPICS 

68 OPERATIONS NOTEBOOK 

82 JOBTALK 

86 EVENTS 

88 SUPPLIER NEWS 

93 PRODUCTS 

97 CLASSIFIED 

99 AD INDEX 

100 GRAB BAG 

ON THE COVER: RESIDENTIAL LAWN PHOTO PROVIDED 
BY GRANT HEILMAN PHOTOGRAPHY INC, UTTTZ. PA 

74 

76 

84 

KEYS TO SATISFYING CLIENTS 
Tips from the pros about putting 
smiles on your clients' faces. 
BY ROBERT REAVES 

WESTFIELD HAS IT ALL 
This insurance company in 
Westfield, OH, earned the PGMS 
Grand Award as an office park. 

LM REPORTS: GET A RISE OUT 
OF YOUR EQUIPMENT 
Use these aerial and bucket lifts. 
B y CURT HARLER 

VISIT US ON THE WEB AT 
WWW.LANDSCAPEGROUP.COM 

56 

62 

70 

TREE SPECIALIST TO THE STARS 
Salinas Landscaping develops 
happy clients among LA's elite. 
B y DON DALE 

A NEW LOOK AT FERTIGATION 
It may be the cost-effective 
alternative you need for the 
property you manage. 
B y ROBERT REAVES 

HOSTA-ILE TERRITORY 
Hostas—great problem solvers for 
shady sites. Here are the best. 
B y ANDREW SPARKS 

http://WWW.LANDSCAPEGROUP.COM


P i n p o i n 
C irthcnc 

FROM ONE 
PROFESSIONAL TO 

ANOTHER. 
For more than 20 years, professionals like you have counted 
on Orthene® Insecticide. In recent years, Valent has added 

several other high-quality products to our Professional Products 
lineup, including Pinpointf a granular form of ORTHENE; 

Envoff your most practical grass herbicide choice; and Distance® 
Fire Ant Bait, an effective new way to break the fire-ant life 

cycle and kill the entire colony 

For more information about our growing lineup of products 
and services, visit the Valent web site at www.valent.com 

or call 1-800-89- VALENT. 

A Company You Can Grow With 

Readand follow the label instructions before using. DISTANCE, ENVOY, PINPOINT and TAME arc registered trademarks of Valent U.SA Corp. ORTHENE is a registered trademark of Monsanto Company. 
SUMAGIC is a registered trademark of Sumitomo Chemical Company Ltd. NOTE: TAME is a restricted use pesticide. ©1999 Valent U.S.A. Corporation. 9900-PPG-ADTGC 

http://www.valent.com


The Landscape 
Management 

Handbook 
The best single-source reference containing 

the most current and comprehensive information 
on the basics of turf grass and landscape 

management available today! 

edited by 
William E. Knoop 

125 pages, softcover 
Item #LSMB830 

$24: 95 

The 
Landscape $ . 
Management * 
Handbook 

f^niSI». VA*. E 

% Provides an overall 
understanding of turf 
and landscape care and 
management and covers 
all the basics of the 
green industry 

Covers all the topics golf course superintendents and 
students of turfgrass and landscape management 
need to know 

# Combines practical information with the tried 
and true basics of management to provide a single, 
practical, affordable and up-to-date text 

Features detailed information, charts, diagrams, 
figures and tables to illustrate key information points 

The Landscape Management Handbook provides a 
unique, single-source reference of comprehensive informa-
tion on a variety of turf and landscape topics. It's an ideal 
handbook for golf course and lawn care superintendents 
and crew members, and is also appropriate for schools 
that teach basic turf and landscape management. 
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Outside the U.S. 218-723-9180 
Order on-line at www.landscapegroup.com 
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and T X must add sales tax. Price subject to change. CODE: 950854 

LANDSCAPE management 

EDITORIAL STAFF 
Sue Gibson 

Ron Hall 

Nancy Stairs 

Karl Danneberger, Ph.D. 

Vernon Henry 
Lisa Lehman 
Lisa Bodnar 

Executive Editor (440) 891-2729 
E-mail: sgbson@advanstar.com 
Managing Editor (440) 891-2636 
E-mail: rhall@advanstar.com 
Technical Editor (440) 891-2623 
E-mail: nstairs@advanstar.com 
Chief Science Editor 
E-mail: Dannebergerl@osu.edu 
Group Editor (440) 826-2829 
Art Director (440) 891-2785 
Sr. Graphic Designer (440) 891 3101 

Visit us on the World Wide Web at: unvw.landscapegroup.com 

READER ADVISORY PANEL 
Jerry Gaeta The Good Earth Inc. Mr. Pleasant, SC 

Judson Griggs Lied's Landscape Design & Development Sussex, W1 
Dwight Hughes Dwight Hughes Nursery Cedar Rapids, LA 

Larry Iorii Down to Earth Landscaping Wilmington, DE 
Rick Kier Pro Scapes Jamesville, NY 

Lou Kobus, Jr. Village Turf, Inc. Mount Vernon, VA 
Tom Riccardi The Goodyear Tire & Rubber Co. Akron, OH 

Jack Robertson Jack Robertson Lawn Care Springfield, IL 

BUSINESS STAFT 
John D. Payne Group Publisher (440) 891-2786 

E-mail: jpayne@advanstar.com 
Danielle Zarycki Administrative Coordinator (440) 891-2734 

Karen Lenzen Production Manager (218) 723-9129 
Debi Harmer Production Director (218) 723-9325 

Karen Edgerton Circulation Manager (218) 723-9280 
Candy Hausauer Green Book Coordinator (218) 723-9175 

ADVERTISING STAFF 
Cleveland Headquarters 
7500 Old Oak Blvd. 
Cleveland, OH 44130-3369 

Heather M. Fox Eastern Account Manager 
(440) 891-3168 Fax: (440) 891-2675 
E-mail: hfox@advanstar.com 

Gene Homan Midwest Account Manager 
(440) 891-2772 Fax: (440) 891-2675 
E-mail: ghoman@advanstar.com 

Anthony Lavdas Account Manager 
(440) 891-3118 Fax: (440) 826-2865 
E-mail: tlavdas@advanstar.com 

Leslie Zola Classified/Market Showcase (440) 891-2670; 
(800)225-4569x670 
E-mail: lzola@advanstar.com 

Jessica Hendricks Directory Sales (800) 736-3665 ext. 104 

Regional Offices 
Tom Galligan Group Sales Director 

3901 52nd Ave. 
Kenosha, WI53144-1830 
(414)653-9523 Fax:(414)653-9524 
E-mail: tgalligan@advanstar.com 

John Kiesewetter Western Sales Manager 
859 Willamette St. 
Eugene, OR 97401 
(541)338-0022 Fax:(541)338-0044 
E-mail jk 

MARKETING SERVICES 
Marcie Nagy Reprints (100 minimum) (440) 891-2744 

Joe Gilliam Circulation List Rental (800) 225-4569, ext. 773 
Advanstar Marketing Microfiche/film Copies (800) 598-6008 

Subscriber/Customer Service 
(218) 723-9477/(888) 527-7008 

Tammy Lillo International Licensing (218) 723-9539 
Books, directories, back issues, photocopies 
(800) 598-6008; (218) 723-9180 

http://www.landscapegroup.com
mailto:sgbson@advanstar.com
mailto:rhall@advanstar.com
mailto:nstairs@advanstar.com
mailto:Dannebergerl@osu.edu
mailto:jpayne@advanstar.com
mailto:hfox@advanstar.com
mailto:ghoman@advanstar.com
mailto:tlavdas@advanstar.com
mailto:lzola@advanstar.com
mailto:tgalligan@advanstar.com


ÍTTTI 1 
management 

A proud supporter of these green industry 
professional organizations: 

Associated Landscape Contractors of America 
150 Elden Street, Suite 270, Herndon, VA 20170 
(703) 736-9666; http://www.alca.org 

American Nursery & Landscape Association 
1250 I St. NW, Suite 500, Washington, DC 20005 
(202) 789-2900 

Independent Turf and Ornamental 
Distributors Association 
1217 Wayburn 
Grosse Pointe Park, MI 48230 
(313) 331-7739 

The Irrigation Association 
8260 Willow Oaks Corporate Dr. Suite 120 
Fairfax, VA 22031-4513 
(703) 573-3551; http://www.irrigation.org 

National Arborist Association 
The Meeting Place Mall, P.O. Box 1094, 
Amherst, NH 03031-1094 
(603) 673-3311; http://www.natlarb.com 

Ohio Turfgrass Foundation 
1100-H Brandywine Blvd.,PO Box 3388, 
Zanesville, OH 43702-3388 
(888) 683-3445 

The Outdoor Power Equipment Institute 
341 South Patrick St. 
Old Town Alexandria, Va. 22314 
(703) 549-7600; http://opei.mow.org 

Professional Grounds Management Society 
120 Cockeysville Rd., Suite 104, 
Hunt Valley, MD 21031 
(410) 584-9754 

Professional Lawn Care Association of America 
1000 Johnson Ferry Rd., NE, Suite C-135, 
Marietta, GA 30068-2112 
(770) 977-5222; http://www.plcaa.org 

Responsible Industry for a Sound Environment 
1156 15th St. NW, Suite 400, 
Washington, DC 20005 
(202) 872-3860; http://www.acpa.org/rise 

Sports Turf Managers Association 
1375 Rolling Hills Loop, Council Bluffi», IA 51503-8552 
(712) 366-2669; (800) 323-3875; 
http://www.aip.com/stma 

m A n . Turf and Ornamental Communicators Association 
Wi I I I , A P.O. Box 156, New Prague, MN 56071 

mM 1 U V A (612) 758-5811 
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Sometimes imitation is the fondest form 

of flattery. But when it comes to parts for 

your John Deere commercial equipment, 

flattery will get you nowhere. That's why 

John Deere has packaged its original 

equipment replacement parts for your 

specific machine into one convenient 

box. John Deere Recommended Parts 

Match (RPM) Kits* have everything you 

need for 500 hours of scheduled 

maintenance. Oils, filters, fluids, belts, 

blades and plugs. Get the real deal. Pick 

up an RPM Kit today. 

*Not available in Canada. 

Nothing Runs Like A Deere® 
Circle 111 
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When professionals need superior results they know they can count on the 

#1 line of gas powered blowers...Echo. Every Echo power blower is 

designed to handle the toughest jobs from start to finish. Power blowers 

that are quiet, comfortable and deliver maximum performance when you 

need it most — every hard-working day. That's Echo Pro Performance! 

Built by the team 

that knows exactly 

what professionals 

need: quality, durability and power. 

For more information call 1-8QO-432-ECHO (3246). 



OPENING SHOTS 

Sitting 
Alan 
Greenspan's 
chair 

SUE GIBSON 
E x e c u t i v e E d i t o r 

Everyone thinks Alan Greenspan's job 
is so hard, but I don't think so. As 
chairman of the Federal Reserve, he is 
one of the most powerful people on 
the planet. Every time his limo glides 

up to Capitol Hill, the world's financial commu-
nities wait with bated breath and listen for his 
predictions. All he has to do is mention adding 
more money to the nation's money supply or say 
he's just considering a teeny jump in the Fed's in-
terest rates to banks, and world's financial mar-
kets react (or overreact) instantly. 

I had the pleasure of 
touring the Federal Re-
serve's Washington D.C. 
headquarters last year 
with my business school 
class. We sat through a 
dull lecture on the Fed's 
operation, then got to the 
meat of the tour — the 
Federal Reserve Board's 
meeting room. This place 
was cool. It reeked of 
money. 

The large, elegant 
room has an impressive 
wooden oval table for 
about 20 people in the 
center, plus a gallery for 

spectators and the press. The walls are decorated 
with framed collections of United States paper 
money in editions dating back to the early 1900s, 
showing denominations as rare as $10,000 bills. 

The tour guides' favorite part is when they flip 
the switch at the door. This activates pop-up 
monitors in the table, projection screens and 
cameras from the ceiling and 20-foot-tall window 
screens that drop to shut out the light. I liked that 
show, but the part I loved best was the opportu-
nity to sit in Mr. Greenspan's chair. In the eco-
nomic world, this is like sitting on the emperor's 
throne. Each of us took a turn sitting in that chair 
and each hoped to get some monetary wisdom or 
even dumb luck from the experience. 

The chair I sit in now is a lot different, yet my 
job is somewhat similar to Mr. Greenspan's. I'm 

not sure if any of his vision filtered through to 
me, but we're doing our part to analyze the in-
dustry in this month's cover story — the State of 
the Industry report. Unlike Alan Greenspan, 
however, we don't have legions of economists to 
analyze our industry, forecast its ups or downs 
and make educated recommendations. When he 
goes to Capitol Hill, he relies on the work and 
brains of thousands of experts. 

Our job at Landscape Management is different, 
because as our industry's largest firms and our 
competitors have found out, there are very little 
"hard data" available. This industry is so young 
that few government offices keep detailed infor-
mation about it. Some numbers on the industry's 
size, revenue potential and buying power become 
established for lack of any others, then are end-
lessly repeated as "fact." 

That isn't good enough for me. I'm no Alan 
Greenspan but I do see my role as offering you 
bona fide information, statistically valid data and 
educated projections that you can rely on. We've 
started this process at LM with our latest report 
and will be adding more of our own original re-
search in the near future. 

Take a look at this year's overview, which 
starts on page 23. It's based on our own research, 
as well as other recent industry figures we trust. 
We've even added a few projections of our own 
(which, of course, rely partly on Mr. Greenspan's 
moves). 

Now that I think of it, maybe his job is really 
difficult. If he makes the wrong recommendation, 
millions will lose money and he is held responsi-
ble. That's one tough position! In our industry, 
success is defined more by how well you do, not 
how well we project. And so far, you're doing 
just fine. LM 



The Crusaders (Mid) 24 

Salmon Run (Mid) 22' Tulips for Fall Planting 

Pink Margarita (Mid) 26" 

THE PERFECT MARKETING FLYER 
Use this simple color menu of new ideas to offer 

flowerbulbs direct to your customers. Just insert this flyer 
with your monthly statements in the late summer 

and early fall. Your customers can then choose from the insert 
and order directly from you. 

This 8 1/2" x 11" marketing flyer, printed both sides in color 
and folded for easy insertion into #10 envelopes, is 

available for $9 per hundred delivered. 
Call Tim at COLORBLENDS WHOLESALE for more information 

or a catalog 1-888-TIP-TOES or 1-888-847-8637. 
This text area will be left blank for your company's 

business card, stamp or label. 

The Royals (Mid) 24" 

Lava (Mid) 24" 



Yellow Sun, aka King Alfred (Early) 14" 

Daffodils and Crocus for Fall Planting 
FLOWERBULB LIFE CYCLE 
April: Tulips bloom in The Netherlands. 
June/July: Flowerbulbs are dug from the ground, 
graded and stored at proper temperature. 
August: Flowerbulbs are packed for export to the US. 
September: Flowerbulbs arrive in the US. 
October/November/December: Flowerbulbs are 

delivered and planted* in US gardens before the 
onset of Winter. 
March/April/May: Crocus, daffodils and tulips 
bloom in gardens in the US. 
•The flowerbulbs will be delivered in the Fall when soil temperatures in your area 
drop below 60°F. This is the proper time for planting. Tulip, daffodil, crocus 
flowerbulbs, etc., have to be planted In the Fall to establish a root system before the 
onset of Winter. 

Ice Follies (Early) 18 Hocus Crocus (Very Early) 

Apricot Daffodil (Early) 14 



By any name IVuGreen 
LandCare keeps growing 
MEMPHIS, TO—For those of you who 
thought there's been a lull in acquisition 
activity, think again. TruGreen Land-
Care, formerly TruGreen Landscape, 
continues to snap up companies across 
the United States. 

Chief Operating Officer Paul An-
deregg, in a telephone news conference 
to announce the official name of Tru-
Green LandCare, said that the landscape 
giant would be closing at least 15 deals 
by mid-summer. TruGreen, whose par-
ent company is ServiceMaster, jumped 
into the landscape maintenance/con-
struction market less than two years ago, 
but already has 145 branch locations, a 
presence in 60% of major U.S. markets. 

"We're looking to acquire business in 
our existing marketplaces," said An-
deregg in the mid-June teleconference. 

He added that by the start of the new 
year the company should be well on its 
way to establishing a national identity for 
the landscape company. The beginning 
of the new year will also see the com-
pany penetrate new landscape markets, 
he said. 

Company spokesperson Judith Guido 
said that the name TruGreen LandCare 
was chosen after a survey of 600 cus-
tomers and prospects, and several focus 
groups involving employees in Los An-
geles and Orlando. 

"TruGreen obviously has great name 
recognition both in residential and com-
mercial markets," she said. 

The company will be developing a 
logo, colors, uniforms and other distinc-
tive identifiers within the next 30 to 60 
days, Anderegg added. 

We asked him to stay 
MEMPHIS, TN— Bill Murdy, who emerged as a leading 
figure in the landscape industry in early 1998 with the 
formation of LandCare U.S.A., is apparently leaving it. 

In response to a question during a teleconference in 
mid-June, TruGreen LandCare COO Paul Anderegg 
said that Murdy had decided to leave TruGreen some-
time this summer. "He will not be with us long term," 
Anderegg said. 

Murdy became associated with TruGreen, specifi-
cally its parent company ServiceMaster, this past No-
vember when ServiceMaster purchased LandCare 
U.S.A. which had been in a feverish race to acquire 

landscape companies with TruGreen. 
"We certainly did our best to try to talk Bill into assuming a very important role 

with ServiceMaster," Anderegg said. "Bill did a wonderful job of bringing us all to-
gether. ServiceMaster would be a better company with him." 

William Murdy, LandCare 
founder, leaves TruGreen. 

Free online website 
design service 
New England Business Service 
(NEBS) is offering a free online web-
site creation and hosting service for 
small businesses. This is part of NEBS 
interactive website, designed to be 
a comprehensive small business 
management resource. 

This is a joint marketing agree-
ment wi th WebNow.com™ 

(www.webnow.com), which wil l 
host and maintain the business web-
sites. The sites will contain no un-
wanted advertising and wil l remain 
free as long as they remain hosted. 

Leaf blower legislation 
questions prohibitions 
SACRAMENTO, CA— 
The California Golf Course Superin-
tendents Association is supporting 
a state bill that would require cities 
and counties to consider the eco-
nomic impacts of prohibitions on 
taxpayers, consumers and employ-
ment opportunit ies before adopt-
ing any ordinance that prohibited 
commercial leaf blower use. Those 
local jurisdictions would also have 
to make a determination that no 
alternatives would be as effective 
and less burdensome to affected 
private persons. 

Website correction 
A recent LM article contained an in-
correct web address for Ferris In-
dustries. The correct address is: 
www. ferrisindustries. com. 

http://www.webnow.com




With its PROformance Technology, to stay on schedule and keep your 

Roundup Pro penetrates the leaves and roots customers happy, rely on Roundup PRO 

of weeds faster. The result is more complete with PROformance technology. 

weed control with no regrowth. And rainfastness For more details today, visit your 

in 1-2 hours for wider windows of application. retailer or call I-8OO-ROUNDUP. 

Circle No. 142 on Reader Inquiry Card 

A l w a y s r e a d a n d f o l l o w l a b e l i n s t r u c t i o n s 
R o u n d u p P R O is a r e j p s t e r e d t r a d e m a r k o f M o n s a n t o C o m p a n y . 

( 4 8 6 2 js 5/99) < 1 9 9 9 M o n s a n t o C o m p a n y P R O I C O 4 8 6 2 9 9 

Roundup PRO also carries a caution label 

for your peace of mind. So when you've got 



K e e p a n e y e p e e l e d f o r g i a n t s a l v i n i a 
Authorities are urg 

ing aquatic gardeners 
and landscapers who 
install and maintain 
ponds and water 
gardens to be on the 
alert for Salvinia molesta. 
Also known as kariba weed, 
the floating fem is a "Class A" 
noxious, federally prohibited weed 
that some nurseries continue to sell as an 
ornamental. 

The weed, a native of Brazil, forms a 
thick mat which displaces and destroys 
all native flora. In agricultural settings, it 
poses a serious threat to irrigation and 
water management. 

"Giant salvinia has the potential to be 
one of the most damaging nuisance 
aquatic plants that we might experience 

$3,750 

Rob McCoy, Lawn Tech 
Custom Care, Chadds Ford, PA 

FREE VIDEO 800.346.2001 
Mfg. by Perma-Green Supreme 

in the U.S., " says Colette Jo-
cano of the U.S. Geolog-

ical Survey, part of 
a multi-agency 
federal task 
force formed 
to fight the 

spread of the 
aquatic weed. 

So far, it has been documented grow-
ing in Hawaii, Alabama, Florida, 
Louisiana, Mississippi and Texas. It ap-
parently has the potential to survive and 
spread in all areas where fresh waters re-
main unfrozen in winter. 

"It is very likely to spread to other 
areas of the country," Jocano warns. "Its 
potential range extends along the Gulf 
and Atlantic coasts of the U.S. from 
Texas to Virginia and west to California, 
and as far north as the San Joaquin River 
Delta." 

If you find giant salvinia in your 
neighborhood, call this toll-free number, 
877/STOPANS. 

New digs for Mary-
land s turf research 
COLLEGE PARK, MD — The University 
of Maryland's Cherry Hill turf research 
facility is moving to a new site on 40 
acres of land owned by the U.S. Depart-
ment of Agriculture. The new turf re-
search site will open this summer. 

The Maryland Turfgrass Council pro-
vided $100,000 for the new site, which 
was needed because the owner of the for-
mer research property, the State Depart-
ment of Health and Mental Hygiene, de-
cided to sell that property. People with 
the University and the Maryland Turf-
grass Council worked hard to come up 
with a new site which was finally made 
possible through a special act of the 
Maryland legislature. 

Griffin adds chlorothalonil 
VALDOSTA, GA — Grif f in L L C 
and Nation's Ag II LLC have part-
nered to enter the speciality tur f , 
nursery and ornamental markets 

w i th chlorothalonil, in addit ion 
to agricultural and industrial 
markets. The global business al-
liance wi l l source, develop, regis-
ter and market chlorothalonil-
based fungicides. 

Nufarm acquires 
Riverdale 
ST. JOSEPH, MO — Nufarm, a 

producer of herbicides and the 
world's largest phenoxy producer, 
has purchased Riverdale Chemical 
Company. Riverdale serves the agri-
cultural, industrial, tur f and aquatic 
markets, w i th its core business based 
on phenoxy herbicides. The merger 
increases Nufarm's interest in phe-
noxy herbicides; Nufarm purchased 
the phenoxy business of Rhone-Po-
lenc in 1998, as well as gaining ac-
cess to glyphosate. 

Eco Soil adding products 
RANCHO BERNARDO, CA— 
Eco Soil Systems Inc., has taken steps 
to acquire the Agricultural Biologi-
cal Division, a research group of 
Agrium, Inc. (NYSE: AGU). The acqui-
sition would expand the number of 
biological products available to Eco 
Soil, including biopesticides and Rhi-
zobium inoculants. Eco Soil devel-
ops, marks and sells proprietary bio 
and tradit ional chemical products. 

Deere sues over Gator 
MOLINE, IL— 
Deere & Company on June 24 fi led a 
federal lawsuit to stop Howard Price 
Turf Equipment Inc., Chesterfield, 
MO, f rom manufacturing and selling 
a product that Deere alleges is a 
copy of its popular Gator util ity vehi-
cle. Howard Price declined comment 
on the action. 

Circle 116 



Honda Proudly 
Announces 

Some Dramatic 
Reductions. 

No, this isn't a closeout sale. It's the Honda UMK Series, 4-stroke trimmer/brushcutters. 

Thanks to some dramatic reductions, now you really can do more with less. Noise Reduction 

Honda's UMK trimmers take advantage of their 4-stroke engine's combustion format to 

dramatically decrease noise. Emissions Reduction A-stroke engines are well 

known for producing fewer emissions than comparably sized 2-stroke engines, making 

them very environmentally friendly. In fact, Honda's trimmers meet all EPA and CARB 

emission standards. l A Q m ^ ^ ^ ^ ^ ^ S ^ S ^ ^ B ^ o n d a s trimmers use straight 

gasoline, eliminating the hassle of mixing gas and oil. And they can run two times longer 

than comparable 2-stroke engines on the same amount of fuel! ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ 

The engines also suppress spark plug carbon buildup and carburetor clogging, main-

taining like-new starting ease. IBff lSBSTOff l f f l fcstart ing under $320, 

Honda's hard-working, durable string trimmers are some of the 

most efficient and cost-effective string trimmers available. 

HONDA 
Power 
Equipment 
www.honda.com 

For a free brochure and location of the Honda Lawn & Garden Dealer 
nearest you call 1-800-426-7701. 

For optimum performance and safety, please read the owner s manual before operating your Honda Power Equipment. ©1999 American Honda Motor Co., Inc. 

http://www.honda.com


Irrigation specialists form a new 
association; it's called ALIRT 
FORT WORTH, TX — From his offices here Greg Mitchell is forging the Association of 
Landscape Irrigation Repair Technicians (ALIRT), a national organization comprised 
of men and women who repair, maintain and retrofit sprinkler systems. 

"We need to work together," says Mitchell, who claims it's about time to do some-
thing to reduce the frustration and complaints of consumers suffering with wasteful, 
inefficient and ineffective irrigation systems. 

"How about mandatory 'as built' plans for new installations?" asks Mitchell. 
Mitchell envisions an organization in which members are committed to "quality, 

service and integrity." 
"It is through associating ourselves with individuals of this caliber that we can truly 

set ourselves apart from the fray and become an elite organization," says Mitchell, 
president of Fort Worth-based Turf Surgeons, an irrigation services company. 

Plans call for election of officers, educational conferences, a membership directory 
and, within two years, an association newsletter. For information on ALIRT, contact 
Greg Mitchell at 817/496-8653 or e-mail him at turfsurg@flash.net. 

— Mike Perrault 

New Holland buys Case 
RACINE, W l — For $4.3 bill ion in 
cash, New Holland wil l acquire Case 
Corp. to create a company rivaling 

Deere and Co., as the world's 
largest maker of tractors, com-
bines and other agricultural 
equipment. 

New Holland's headquarters 
will move to Case's home of 
Racine, Wl. 

Exmark earns settlement 
BEATRICE, NE— 
The Exmark Manufacturing Com-

pany, a subsidiary of The Toro Com-
pany, obtained a favorable settle-
ment of a patent lawsuit against 
F.D. Kees Co., and Yazoo/Kees 
Power Equipment. The suit, f i led in 
December 1998, claimed certain fea-
tures of Kees ZT Max brand of mow-
ers infringed on a patent Exmark 
holds on its Lazer Z™ brand of lawn 
mowers. 

No Matter Where You Grow Turf and Ornamentals, 
VW&R Would Like to be Your Supplier. 

• VW&R has been serving 
chemical specialty 
customers since 1930. 

• Over 80 U.S. locations. 

• We will be calling on 
you soon. 

Van Waters & Rogers Inc. Call Your Local 
A ROYAL PAKHOED COMPANY VW&R Office at... 1-800-8884VWR 

We understand that failure is not an option for our customers 

• Working to supply the 
products you need for 
weeds, diseases, 
insects and specialty 
chemical uses. 

• Building a team of turf ' 
professionals with the 
right stuff to earn your 
business. 

mailto:turfsurg@flash.net


A good business relationship 
begins with quality products. 

But a great business relationship 
includes outstanding service, 

convenience and value. 
LESCO offers the most complete 

line of professional products in the 
landscape management business. But 
qual i ty products are just the begin-
ning. Service, convenience and value 
make the relationship complete. 

SERVICE. Every product LESCO 
sells is backed by service and techni-
cal expertise. With knowledgeable 
professionals at all LESCO Service 
Centers® and a ful l staff of technical 
service representatives at our 
corporate headquarters, product 
recommendat ions and technical 

input are yours for the asking. 
Whether it's agronomic program 
development , soil test ing or locating a 
hard-to-f ind item, LESCO can help. 
And w i th on-site service technicians 
at most locations, equ ipment service 
and repair are also part of the 
package. 

CONVENIENCE. Wi th 234 LESCO 
Service Centers in 38 states, most 
landscape managers can simply pick 
up the product they need, when they 
need i t—even on Saturday. And that's 
not all. LESCO also offers tradi t ional 

direct delivery, a just- in- t ime program 
and an express order ing system. 

VALUE. Put it all together and 
what you have is an overall commi t -
ment f rom a company dedicated to 
meet ing your needs.That's called 
value. It's everything you could ask for 
in a great business relationship. For 
the location of the LESCO Service 
Center nearest you, call 800-321-5325. 

LESCO 
G R O W W I T H U S . ™ 

Application 
Equipment 

Fertilizer Turf Maintenance 
Equipment 

Control 
Products 

Irrigation 
Products 

Combination 
Products 

LESCO is a registered trademark. LESCO Service Center is a registered service mark, and Grow With Us is a trademark of LESCO, Inc. Circle No. 117 on Reader Inquiry Card 



Outdoor lighting is estimated to 
be a multi-million dollar business 
nationally. Yet, there is still plenty 
of opportunity for the budding 
entrepreneur to succeed. 

Outdoor Lighting Perspectives 
is an ideal complement to your 
existing landscaping business. The 
profit potential is enormous and 
there's very little technical skill 
required. Find out more about this 
exciting franchising opportunity. 

OUTDOOR LIGHTING 
PERSPECTIVES 

FRANCHISE CORPORATION 

6930 Ancient Oak Lane 
Charlotte, NC 28277 • (704) 849-8808 

unni', outdoor! ights. com 

Circle 119 

Forget the gasoline, filler' up with zinc? 
CARLSBAD, CA — Electric mowers and 
other large maintenance equipment for 
the landscape industry are increasingly 
likely thanks to advances in fuel cell tech-
nology. 

Toro is assessing fuel cell power for 
greens mowers, and Textron for its 
Cushman and E-Z-GO utility vehicles. 
Both are collaborating with San Diego-
based Metallic Power, the developer of 
the fuel cells. 

Dr. Jeff Colbom, CEO of Metallic 
Power, tells Landscape Management that 
his company's zinc/air fuel cells produce 
several times more energy than compara-
bly sized lead/acid batteries. This means 
that fuel cell-powered equipment, in-
cluding mowers, can work longer be-
tween recharges. Equally important, says 
Colbom, the fuel cells can be refueled 
(recharged) in less than 15 minutes. 
Equipment powered by traditional bat-

teries usually needs an overnight 
recharge. 

While it's unlikely that fuel cells will 
replace gasoline- or diesel-powered 
mowers and other equipment in the 
foreseeable future, they do offer advan-
tages such as reduced noise and virtually 
no emissions, which landscapers would 
find attractive in some situations. 

Colbom describes his company's 
zinc/air technology as a closed loop sys-
tem. Fresh zinc pellets constitute the 
fuel. When it reacts with air it creates en-
ergy. The resulting by-product is zinc 
oxide which, when the equipment is at-
tached to an electrically powered "refuel-
ing station," is reconverted to zinc, which 
can be used again, and air. 

Colbom says Metallic Power will have 
prototype greens mowers to demonstrate 
to Toro, and also utility vehicles for Tex-
tron's evaluation late this year. 

Lawmakers mull notification in NY 
ALBANY, NY — The New York State Senate passed S-2543 in June, a bill requir-
ing that neighbors be advised 48 hours in advance of an application of pesticides to 
a property. But, whether the bill will actually be enacted into law is uncertain. The 
bill needs the okay of the NY Assembly, too. 

How likely is this? Not very, at least not without substantial compromises. The 
NY Assembly passed its own notification bill this past February and there appears 
to be big differences between the supporters of the two bills. 

Even so, Assembly Speaker Sheldon Silver on June 18 called upon the Senate 
to join the Assembly in immediately establishing a conference committee to reach 
a consensus on pesticide notification legislation. 

Green industry and ag-related groups are fighting provisions of the two bills, 
which they claim are unneeded and just plain unjust. In May, the New York State 
Turfgrass Association — and other pesticide-using groups — asked members to let 
their state legislators know that they opposed the notification proposal. 

These and other actions spurred last minute changes to S-2543, including re-
stricting the provisions of the bill to New York City and three NY counties — Suf-
folk, Westchester and Nassau. If enacted, the bill would allow these areas to estab-
lish local laws requiring notification. 

With budget talks expected to take up much of the NY Senate's time when it r e 
turns in mid-July, it's uncertain how far the notification legislation will get in 1999. 





TRUCUT 
, Rotary 
LAWNMOWERS 

Self Propelled 
LAWNMOWER 

Push 
LAWNMOWER 

A 21-inch Aluminum 
Cast Deck 
A 8" Front, 10" Rear 
Dual Ball Bearing Steel 
Wheels with Zerk 
Fittings 
A Heavy Gauge One 
Piece Steel Handle 
(Adjustable} 
A Durable High 
Vacuum Blade 
A Large Capacity 
Commercial Grass Bag 

A Flywheel Brake System with Zone Start 
A Safety Interlock System on Grass Bag 

A 21-inch Aluminum Cast 
Deck 
A 8" Front with Bearings 
and 9" Rear Wheels 
A 5-Speed 
Transmission/Differential 
A Variable Speed 1.1 to 4.3 
m.p.h. 
A Heavy Gauge One Piece 
Steel Handle (Adjustable) 
A Durable High Vacuum 
Blade 
A Large Capacity Commercial Grass Bag 
A Flywheel Brake System with Zone Start 
A Safety Interlock System on Grass Bag 
A Eight Grass Cutting Heights from 3/8" to 3 5/8" 

Powered By: 

BRIGGS& H O N D A 
STRATTON engines 

A Replaceable cloth grass catcher. A safety 
interlock system. No trap door design. It mounts 
solidly, removes easily and holds more grass 
then the competition . 

A Both rear side discharge and mulching 
attachments are available. Quick and easy slide 
in and out like grass catcher.. 

Low Profile Push Models 
A Cutting height adjustment ranges from 3/4" to 3". It is easy 
to adjust, no tools are necessary. The wheels are attached with 
an axle bolt handle. Simply turn handle, lift or lower to desired 
cutting height and tighten by hand. 

A Both mowers feature a one piece heavy duty steel handle 
with all controls in easy reach of the operator. Best operator 
comfort and control features. 

High Profile Models 
A Eight quick height adjustments from 3/8" to 3 5/8" give 
the widest mower cutting range in the industry . 

A TRU-CUTS own five speed ALL STEEL gear 
transmission and differential provides speed selection from 
1.1 to 4.3 m.p.h. with shift on the go. Along with a new 
patented clutch drive system. 



TRUCUT 
A For true ease of operation, 
you can inch along or move at 
full speed by varying the thumb 
pressure on the left button. 

A Dual automotive type 
clutches. Independent drive 
wheels. Drive up loading 
ramps without the reel turning, 
for extra safety and ease of 
operation. 

A Solid Dual Shore Swivel 
casters, for excellent 
maneuverability and load 
carrying capacity. Casters can 
be locked for hill and long 
straight operations. 

A Hi-strength steel reel and 
bed-knife. Cuts down 
sharpening and reel damage, 
means less down time, less 
maintenance, less operation 
costs. 

A Tru Cut mowers maneuver 
easier, cut smoother, require 
less maintenance and last 
longer than the competition. 

A Choose between Wheel 
Drive and Roller Drive system 

A Unchallenged Durability 

A Everything you would 
expect from the finest reel 
mower on the market 

Power Reel 
LAWNMOWERS 

H20R H20S P20S C25 C27 
A 20" Cut • • • 

A 25" Cut • 

A 27" Cut • 

A 5 Blade Reel • • • • • 

A 7 Blade Reel • • • • • 

A 3.5 Horsepower B&S • 

A 3.5 HP B&S or 4.0 HP Honda • • 

A 5.0 HP B&S or 5.5 HP Honda • • • 

A 1 Piece Bed Knife Assembly • 

A 2 Piece Bed Knife Assembly • • • • 

A Instant Height Adjuster • • • • 

A Bronze Bearings in Differential • • • • • 

A All steel Gears in Differential • • • 

A Ball Bearings on Rotating Shafts • • • • • 

A Removable Cutter Bar • • • • 

A Steel Clutch Plate • • 

A Galvanized Steel Grass Catcher (opt) • • • • • 

A High Impact Plastic Catcher • • • • • 

A Swivel Caster Wheels • • • • 

A Wheel Drive System • • • • • 

A Roller Drive System • 

A Maximum Ground speed is 
approximately 200 ft. per min.* • • 

A Maximum Ground speed is 
approximately 250 ft. per min.* • • • 

** Engine RPM's control ground speed without changing blade cutting frequency. 
* At engine RPM of 2800 

C25-H-7 
For Commercial 
Use 



TRUCUT 

Tru-Cut Pro-Series edgers maneuver easier, cut smoother, require less maintenance 
and last longer than the competition. Tru-Cut Pro-Series edgers feature: 

(optional curb wheel accessory) 

A Convenient, safe and durable controls. 
A Comfort hand grips. 
A Throttle lever & clutch depth controls 

at top of handle. 
A Heavy gauge tubular steel handle. 
A Handle brace with height adjustment. 
A Adjustable front wheel assembly. 

A 10" x 2" Steel blade. 
A Solid steel rear axle. 
A Quick side trim adjuster. 
A Strong protective belt and blade 

guards with easily replaceable debris 
deflector. 

A All steel, heavy-duty welded frame. 

A 3.5 h.p. Briggs & Stratton 

TC370B TC480GCH TC380B TC280H TC480H 
HOME ESTATE COMMERCIAL COMMERCIAL COMMERCIAL 
PRO PRO PRO PRO 
• • 

A 4.0 h.p. Honda GC • 

A 2.5 h.p. Honda GX • 

A 4.0 h.p. Honda GX • 

A 7" Heavy-duty wheels • 

A 8" Commercial wheels • • • • 

A Side Trim Features • • • • • 

A 10" Steel Blade • • • • • 

A Heavy-duty all steel welded frame • • • • • 

A Easily adjustable handle height • • • • • 

A Special commerical rounded tire 
design front wheel • • • • 

TRU-CUT 
3221 San Fernando Road • Los Angeles, California 90065 

Made in the U.S.A. 

PRO-SERIES 
POWER LAWN EDGERS 



When will this 
bubble burst? 
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Some annoyances we can't help you with. 

But handling hard - to - control weeds 

isn't one of them. Not if you use 

Confront* herbicide. It annihilates 

over 30 kinds of weeds, including 

dandelion, clover, chickweed, wild 

violet, ground ivy, henbit, oxalis and 

plantain — on warm and cool season turf. 

All with one postemergent application 

that lasts from 8 to 12 weeks. That is 

something even your most sensitive 

clients will appreciate. Try effective, 

low-odor Confront. For more information, 

call us toll-free at 1-800-255-3726 

or visit our web site at www.dowagro.com. 

Always read and follow label directions. 

AgnxSciences 

Confront 
•Trademark of Dow AgroSciences LLC 

http://www.dowagro.com


S t a t e of the I n d u s t r y I B I » ! 

It's been eight strong years now for green industry pro-
fessionals and the trends see it continuing into the in-
definite future. That's good news for anyone interested 
in growing. 

Despite the dramatic changes that the landscape in-
dustry consolidations will bring to the "high end" side 

of the business, many features remain the same: 
• Low barriers to entry, resulting in many industry newcomers 

each year. 
• Growing interest in, and appreciation of, professional land-

scape services, provided by contractors and in-house staff. 
• Increasing pressure to operate more profitably and effi-

ciently due to healthy competition in most industry sectors. 
• Shortage of labor — especially those employees who will 

stay with a company for an extended period of time and gradu-
ally develop into middle managers. 

The great big boom 
Our economy is "booming," say the experts, and that's obvious 

to almost anyone on the professional side of the landscape indus-
try. During past economic booms, the kind of growth that land-
scape operations have would be called outstanding, but com-
pared to some of the skyrocketing growth of Internet stocks, 
high-tech companies and industry consolidations, that very 
healthy growth in landscape seems tame. 

Don't let that fool you. Respondents to a recent Landscape 
Management survey reported an average 15.5% growth in 1998, 

with some segments reaching nearly 
24%. Add those figures on to previous 
years' growth and it's obvious that this is 
an industry with extremely healthy 
prospects far into the future. 

"We've had three good years in a 
row," says Robert Kinnucan, president 
of the Kinnucan Co., Lake Bluff, IL. 
"There haven't been too many times I 
could say that in our 29 years in busi-
ness." 

Robert Kinnucan Kinnucan's firm, which serves the 45-

sq. mile North Shore area of Chicago, 
grew by 22% this past year, thanks, in part, to particularly nice 
gains in its tree care and plant health care operations. 

Kinnucan's experience reflects the most recent Gallup poll con-
ducted on behalf of several green industry organizations which 
showed a 20% growth in services (landscape/lawn maintenance, 
installation, design and tree care) for 1998, over 1997 figures. 

Our own survey also showed landscape contractors and 
grounds managers are bullish on their 2000 prospects, with a 
record 86.3% expecting further growth. 

Who's w h o ou t there? 
The professional landscape 

industry, as we see it, covers 
several business segments: full-
service landscape contracting, 
lawn care contracting, lawn 
maintenance only and in-house 
grounds care. Firms that spe-
cialize only in golf course man-
agement, athletic turf manage-
ment, tree care, irrigation, 
landscape design, interiorscape 
and related services are related 
but secondary elements of the 
professional landscape market. 

The real debate starts when 
industry experts try to define 
the actual number of contract-
ing companies, their revenues 
and how much they actually 
spend on equipment and sup-
plies. That's because there is a 
huge, and largely undocu-
mented, turnover of start-up 
lawn care and landscape firms 
each year. 

The usual scenario is that 
each year, many such compa-
nies (often one-person firms) 
become established and a hefty 
percentage of those will not 
survive the next five years in 

business (some not even surviv-
ing the first). 

Why are these numbers so 
hard to find? Most sources for 
industry information use docu-
mented mailing lists, Yellow 
Pages listings, association lists 
and state department of devel-
opment or sales tax license de-
partment information. Although 
some federal government offices 
are looking at the industry, so far 
the numbers are not complete. 
And what about those firms that 
do not advertise, apply for state 
licenses or even list themselves 
as a separate business entity? 

The traditional sources of 
information are fine as long as 
they keep current with new en-
tries and industry dropouts, but 
when they do not, the number 
of contractors on a list contin-
ues to build. Estimates range 
from 70,000 firms to as many 
as 110,000 firms, with some in-
siders guessing there may be as 
many as 130,000+ firms exist-
ing at any one time. As for the 
turnover rate, estimates gener-
ally range from 10% to 25% or 
more. 

This special report will provide a snapshot of the industry as it is 
in 1999, through a look at the general economy and through re-
search reports. Then, we'll report on performance and growth op-
portunities to come. 

This year's report also looks at the typical labor picture, showing 
how contractors and landscape managers staff their operations, and 
who they hire. We also look at updated operating cost data, which 
you can use to compare. Finally, we study some marketplace factors 
our respondents think are holding them back from even more 
growth. 



As for the key segments of 
the market, we see revenues 
and number of participants as 
shown in the chart above. 
Indicators mean business 

Even though we appear to 
have weathered the Asian cri-
sis, an imbalance of interna-
tional trade and other factors 
potentially hurting our econ-
omy, it continues to chug 
along, buoyed by a number of 
factors: 

• High consumer confidence 
— continues at record levels; 
let the buying continue. 

• Low inflation — defies 
the experts and continues to 
stay down. 

• Low interest rates — 
money's cheap: let's buy, build, 
invest, loan morel 

• Construction boom — all 
that extra money has to go 
somewhere. Where there's a 
new building, there's a new op-
portunity. 

• Weak foreign economies 

— keeps ours going strong. 
• Leaner, meaner opera-

tions — smarter manufacturing 
and service businesses mean 
less susceptibility to cyclical 
swings. 

• More personal income — 
especially if we bought Yahoo! 
last summer. Our investments 
(and profits) generate more cy-
cles of saving and spending, 
building more financial 
strength. 

These factors drive our in-
dustry's growth, as well as 
these other factors: 

• Recently documented 
studies show the value that 
landscaping adds to properties. 

• The growth in services 
overall and particularly with 
Baby Boomers and other popu-
lation and geographical seg-
ments. 

• The higher profile our 
industry has due to consolida-
tions and Wall Street's new ap-
preciation of it. Millions of dol-

lars continue to pour into this 
industry as large corporations, 
venture capitalists and stock-
holders invest in the future. 

All these factors point to 
continuing growth for profes-
sionals who build, manage and 
renovate landscapes. 
1999 under the microscope 

This year's State of the In-
dustry report is based on Land-
scape Management's in-house 
research, as well as additional 
information from the most re-
cent Gallup poll, federal gov-
ernment projections and other 
industry sources. 

Our two-page written sur-
vey was mailed to Landscape 
Management readers in mid-
April. We received a response 
of 18.9% completed question-
naires from subscribers across 
the United States, which were 
then tabulated by an indepen-
dent market research firm, 
Penn and Associates, Cleve-
land, OH, according to stan-
dard statistical analysis. 

Survey respondents totalled 
51.3% landscape contractors, 
33.3% described themselves as 
a lawn care service and 13.8% 
were institutional grounds 
managers. 

Our sample of company 
revenues was based on four 
main categories: 

1. Smallest companies — 
with sales of less than 
$100,000, 

2. Small companies — with 
sales between $100,000 and 
$500,000, 

3. Mid-size companies — 
with sales between $500,000 
and $1 million, 

4. Large firms — with sales 
of more than $1 million. 

We also broke out responses 
by geographical segments, 

What were your 1998 
gross receipts or grounds 
management operating 
budget? 

9 % 
12.7% 1 

34.9% 34.9% 

39.2% 

<$100,000 

$100,000-$500,000 

$500,000-$1,000,000 

• $1,000,000+ 

using the U.S. Census Bureau's 
format: the Northeast, South, 
Midwest and West. 
Grow, grow, grow! 

It was one heck of a year 
again for the professional con-
tracting industry, said our re-
spondents, with 86.3% report-
ing growth from 1998 to 1999, 
as shown in the bottom left 
table on the following page. All 
large companies reported 
growth, as did 91.3% of mid-
size firms (82.9% of smaller 
firms and 83.1 % of the smallest 
firms said they grew). 



W I T N E S S P R O T E C T I O N P L A N 

Fox some, protection can be a matter of life and death. But when it comes to 
piotecting your ornamentals, death is not aii option if you use Surflan* herbicide fiom 
Dow Agi©Sciences. In fact, while being safe over the top of 400 types of ornamentals, 
it's still tough as nails on weeds. Surflan gives you extended control of 50 weeds 
such as crabgiass and goosegrass. It also stiong-aims small-seeded bioadleaf weeds like 



chickweed and henbit — weeds thai aie usually untouchable. Plus Surflan can be used 
in many tank raises. So when it comes to protecting ornamentals while killing weeds, 
let's just say we've nrot an offer you can't refuse. For more information on Surflan 
or any other product in the extensive line of Dow Agi ©Sciences products, 
call 1-800-255-3726 or visit our web site at www.dowagro.coia. ^fcDowAgroScfences 

•Trademark of Dow AgroSeienees LLC 
Always read and follow label directions. 

http://www.dowagro.coia


How landscape managers 
expect to grow in 1999 

<$100,000 

17.5% 

14.9% 

16.6% 

Average % growth 15.5% 

Regional growth breakdoum 

12.5% 

23.6% 

Compared to 1998, 
will your operations 
increase, stay the same 
or decrease in 1999? 

\ Increase 

Same 

Decrease 

Robert Wilton 

The overall average percent-
age industry growth in 1999 is 
15.5%. The figure on the left 
shows that the smallest firms 
(under $100,000) reported the 
highest rate of growth (17.5%). 

This growth carried over 
into Canadian markets, as well. 

"If you can't make money in 
this economy, you can't make 
money at all," jokes Robert 
Wilton, Clintar Groundskeep-
ing Services, Toronto. Clintar, 
a 27-year-old firm, with loca-

tions 
throughout 
Ontario, 
Canada, had 
"very strong 
growth," says 
Wilton, 
adding "Who 
knows when 
it (the strong 

economy) will end?" 
We also asked contractors 

where they got this growth. 
Residential services equalled 
growth for 40.3%, followed by 
commercial work (15.3%), in-
stitutional opportunities 
(6.3%), project developers 
(4.9%), seniors (2.8%), 
parks/fields (2.8%) and govern-
ment (1.4%). 
Services that grow 

Which service equalled 
more business growth into 
1999? Maintenance won hands 
down, reported by 16.0% of 
respondents. Installation fol-
lowed close by, with 13.9% re-
porting. Other growth centers 
included mowing (6.3%), irri-
gation (3.5%), spray services 
(2.8%) and landscape design 
(2.8%). 

Respondents also saw some 
growth from services such as 

construction, decks/patios, aer-
ation, Christmas services, fenc-
ing installation and nursery. 

Contractors see the new 
service additions, listed in the 
table below, as major opportu-
nities for growth for 2000 
(46% plan no new services). 

Other good prospects in-
clude additional services in aer-
ation, landscape design, light-
ing, seeding/sodding, deep root 
feeding/tree injection, tree ser-
vice, hauling services, or-
ganic/nonchemical fertiliza-
tion, excavation, snow 
removal, driveway sealing, re-
cycling and deer control. 
Contractors are bullish 

Our own interviews with 
contractors and grounds man-
agers support this trend. Brent 
Flory of Freedom Lawns in 
Delphi, IN, reports he sees op-
portunities for business growth 
as new housing continues to be 
built. Specifically, the new 
properties need both landscape 
and irrigation work. Flory also 
noted opportunities in servicing 
industrial properties. 

Some contractors may find 

For 1999 or 2000, what 
new services or customer 
segments will you add? 

no new services 

Irrigation/water management 

12.3% 
Spray services 

J 6.5% 
Installation 

m 4.5% 
Hardscaping 
m 3.9% 



Brent Flory 

it easy to pick up 
work on a subcon-
tracted basis, espe-
cially from in-house 
grounds managers 
who have limited ca-
pabilities to do spe-
cialty projects and 
work. 

Bob Womack, 
grounds manager at Southwest-
em College in Chula Vista, CA, 
outsources tree trimming and 
concrete work. His regular 
maintenance operations keep 
employees busy enough, he 
says. Renovation and installation 
is still a priority for his staff, es-
pecially smaller projects. "We 
landscape all new remodeling 
and installations," he notes. "We 
also do the regular maintenance 
for the sports fields." 

David Walker, grounds 
manager for the city of Virginia 
Beach, VA, also outsources 
some of his grounds manage-
ment operations, including 
mowing at some schools, infra-
structure repairs, some tree re-
moval and limited irrigation 
work on specific sites. 

Opportunities seem to be 
popping up in surprising 
places. Although David Daniell 
sees some slowing in the Albu-
querque/Santa Fe markets, the 
manager at Heads Up Land-
scape Contractors in Albu-
querque sees future opportuni-
ties with the Indian Pueblos of 
New Mexico. 

"They are expanding aggres-
sively, using money from their 
gambling operations," Daniell 
reports. "Several resorts, golf 
courses and casinos are on the 
drawing board. Also, the city of 
Albuquerque is proceeding ag-

gressively to revitalize 
its downtown area." 

Contractors at the 
large firms are most 
bullish on growth 
(50%), planning to add 
more maintenance, ir-
rigation and hardscape 
services. Those at the 
smallest firms also are 

bullish (48.3%), focusing on ir-
rigation, spraying and installa-
tion services. Contractors in 
small firms also foresee add-on 
growth (47.2%) through irriga-
tion, spraying, installation, 
hardscape and aeration ser-
vices. About 35% of mid-size 
firms plan to add growth 
through lighting, growing/nurs-
ery, tree care, organic treat-
ments and irrigation services. 

An example of this is Ku-
talic Landscaping & Design, 
Huntington, WV, which is 
owned and operated by George 
and Debbie Kutalic. Their new 
strategy for growth involved a 
new niche business. 'We 
started a small nursery to sup-
ply our contracting company, 
which has proven very prof-
itable. It was a way to increase 
our bottom line without grow-
ing the company. We are very 
happy staying smaller and using 
high-tech equipment to keep 
labor (costs) down. We do not 
sell retail or wholesale from the 
nursery.'" 
Hot growth areas 

The South's robust econ-
omy is well reflected in our re-
spondents' answers. The re-
gional figure on the previous 
page shows a whopping 23.6% 
growth. Growth was more 
modest in the other areas. 

The South's strong and con-

tinuing pattern of growth is re-
flected in the comments of 
contractors like Bobby Byrd, 
president of Byrd's Lawn & 
Landscape, Charlotte, NC. 
"Mecklenburg County (Char-
lotte area) is growing in all di-
rections and spilling over into 
the other counties." 

Geographically, 57.1% of 
respondents in the South fore-
cast growth through add-on ir-
rigation, spraying, aeration and 
design services. The Midwest is 
next, with 50% reporting addi-
tions of spraying, maintenance, 

lighting, irrigation and installa-
tion services. Add-ons reported 
by 39.1 % in the Northeast in-
clude irrigation, hardscape, de-
sign and installation. Western 
contractors reported additional 
services (29.2%) led by mainte-
nance, irrigation and hardscape. 

This kind of growth is typi-
cal of the country's hottest pri-
vate housing markets. As you 
can see in the latest annual up-
date of new housing starts from 
the United States Census Bu-
reau, these are not limited to 
the South. 

Top 25 Private 
Housing Markets -1998 

I .At lanta, GA 

2. Dallas, TX 

3. New York, NY 

4. Washington DO 

Baltimore, MD 

5. Phoenix, AZ 

6. Houston, TX 

7. Los Angeles, CA 

8. Chicago, IL 

9. Las Vegas, NV 

10. Denver, CO 

I I . Seattle, WA 

12. San Francisco/Oakland, CA 

13. Detroit, Ml 

14. Orlando, FL 

15. Philadelphia, PA 

16. Miami/Ft. Lauderdale, FL 

17. Minneapolis, MN 

18. Charlotte, NC 

19. Portland, OR 

20. Raleigh/Durham, NC 

21. Tampa/St. Petersburg, FL 

22. Boston, MA 

23. Austin, TX 

24. Indianapolis, IN 

25. Sacramento, CA 



we bought a $35,000 machine 
(Dingo from Toro) that cut out 
three laborers on many jobs," 
she says. "We're definitely look-
ing for more productivity from 
our equipment. Labor is every-
thing in today's market." 

North of the border, in the 
Toronto marketplace, Robert 
Wilton, Clintar Groundskeep-
ing Services, agrees that labor 
availability is an issue, but for 
his company, at least, the big-
ger challenge is "people man-
agement," specifically increas-
ing the level and quality of all 
types of training for employees. 

And Robert Kinnucan, of 
the Kinnucan Company, says 
his greatest need is "hiring 
skilled personnel to maintain 

abor is obviously on 
the mind of everyone 
who took our survey, 

so we asked them how many 
full- and part-time employees 
they hire. To get a better un-

derstanding of the labor pic-
ture, we also asked them to tell 
us what their employees are 
like. And finally, to understand 
how this affects the bottom 
line, we asked respondents to 

tell us how their cost 
structure operates. 

Deborah "Andy" 
Bechtold, operator of 
Longhom Mainte-
nance Inc., Allen, TX, 
finds herself in the 
same situation as most 
contractors — getting 
the most efficient pro-
duction possible with 
available employees, 
usually 12 at peak sea-
son. 

"Earlier this year Bechtold and Longhom team 

Who's hiring full-time and part-time employees 
Regional hiring 



the quality of our service which 
is responsible for maintaining 
our profitable growth." 
The people picture 

Among those surveyed, the 
average number of employees 
is 10.7 full-time and 9.6 part-
time (see the figure at the far 
left). When this is broken 
down by revenue, the number 
of full-time employees varies 
from as few as 1.7 for the 
smallest businesses 
(<$100,000) to 52.8 for the 
large businesses (> $1 million). 
Small companies, ranging from 
$100,000 to $500,000, had 4.3 
employees and the mid-size 
(from $500,000 to $1 million) 
had 11.5 full-time employees. 

Part-time employee hiring 
also varies by size: an average 
of 1.9 for the smallest firms, 
5.9 for small firms, 10.7 for 
mid-size firms and 38.8 for the 
large firms. 

As you can see on a geo-
graphical basis, hiring in the 
West far outweighs that of 
other sectors. There, contrac-
tors hire the largest number of 
full-time (30.3) and part-time 
(15.5), followed by the Mid-
west (5.7 full-time and 11.0 
part-time), South (10.3 full-
time and 4.7 part-time) and 
Northeast (4.0 full-time and 
8.9 part-time). 

It is also apparent that the 
South and West are less limited 
by seasons and able to keep on 
more full-time people. They 
have twice as many full-time 

employees as part-time, while 
in the Midwest and the North-
east the position is reversed, 
with twice as many part-time 
employees to full-time ones. 
Faces of diversity 

Diversity in companies, 
(shown at the right) by race, 
gender or ability is somewhat 
limited. Regardless of company 
size or geographic location, 
women barely contribute more 
than 10% of the workforce (ex-
cept in the large firms). But 
considering how difficult it can 
be to attract anyone to the 
business and stick with it, given 
the demands of the job, that 
number is not surprising. 

As could be expected in a 
physically demanding business, 
the numbers of people with 
disabilities are very small (2% 
or less, regardless of company 
size or geographic location). In-
terestingly, the Midwest region 
and the smallest companies 
had the highest involvement. 

The fact that there are some 
people with disabilities in the 
workforce indicates that some 
types of challenges may not in-
terfere with certain jobs. Per-
haps future surveys could look 
into that. 

Racial diversity tends to be 
rather limited in many cases, 
particularly in regard to African-
Americans. The South had the 
highest percentage, 11.6%, 
while the rest of the regions 
didn't break 4%. The mid-size 
companies reported that 8.4% 

Landscape hiring of 
Hispanic, African-American, 
Female, Disabled/physically 

challenged employees 
<$100,000 

$100,000-
$500,000 

5.7% 

$500,000-
1 mill ion 

4 % 

1 million-»-

/ ̂  8.4% 

2.7% 

Hispanic African/American 

Female Disabled | Other 

Regional employee hiring 

Hispanic Female African/American Disabled 



Every lawn and landscape has 
thousands of tiny time bombs hiding 
in the soil. Broadleaf weed seeds. And 
the best time to stop the explosion 

is before they emerge. A preemergent 
herbicide application creates a zone 
of protection where weeds get 
whacked as fast as they germinate. 

So your customers never see any 
weeds, and the turfgrass gets off to a 
fast, healthy start. It works so well, it 
can eliminate a lot of callbacks and 



maybe two or three postemergence 
herbicide applications. One treatment 
of Gallery: preemergent herbicide is 
all it takes. Use it spring or fall on 

turf or ornamentals to prevent 
more than 95 kinds of broadleaf 
weeds for up to eight months. For 
more information, call us toll-free at 

1 -800-255-3726 or visit our web 
site at www.dowagro.com. Always 
read and f o l l o w #i**»A^sdences 
labe l d i r e c t i o n s . G d l l C t y 

•"Trademark of Dow AuroSeiences LLC 

http://www.dowagro.com


Perhaps it is 
because the West 
and South have 
more year-round 
work that those 
labor costs are a 
higher percentage 
of the overall 
budget. 

of their employees were 
African-American and the 
smallest companies, 5.7%. But 
the small and large companies 
were 4% and 2.7% respectively. 

Hispanic employees clearly 
make the largest contribution to 
diversity in the green industry. 
The companies from the West 
indicated that almost 50% of 
their employees are Hispanic — 
a substantial amount. The 
South, at 23.4%, also had a 
large number of Hispanic em-
ployees. In the Northeast and 
Midwest, the numbers dropped. 

When we look at diversity 
with respect to company size, 
the percentages of Hispanic 
workers were less variable: the 
smallest companies had 14.3%; 
closer percentages for small and 
mid-size at 25% and 21.5%, re-
spectively; and 35.8% for the 
large companies. 

Are your costs in line? 
If you're not keeping an eye 

on industry average operating 
costs, you're missing an excel-
lent way to measure progress. 

• On average, labor (in-
cluding benefits) accounts for 
35.9% of the operating budget; 

• materials and operating 
supplies account for 22.6%; 

• equipment purchases and 
maintenance take up 14% of 
the typical 1998 budget; 

• insurance takes 7.1%; 
• fuel consumes 6.7%; 
• marketing and advertising 

averages 2.9%. 
High cost of labor 

Our respondents said labor 
costs reached as much as 
47.1 % of the operating budget 
for mid-size firms, compared to 
only 28.6% of costs reported by 
the smallest firms. Labor costs 
hovered around 37.5% for 

small firms, followed closely by 
the 36.7% reported by the 
largest landscape operations. 

Perhaps it is because the 
West and South have more 
year-round work that those 
labor costs are a higher percent-
age of the overall budget. Con-
tractors and grounds managers 
in the West reported labor to-
talled 42% of operating costs, 
while Southern landscape man-
agers said it was 37% of their 
budgets. 

In the Northeast and Mid-
west, managers reported that 
labor costs were the same — 
33.7% of the budget. 
Materials & supplies 

While the survey average for 
material and supply costs was 
22.6%, it becomes a more signif-
icant piece of the puzzle with 
larger organizations. In fact, it 
totalled 28.7% of operating costs 



IT TOOK THE E A I Y U/AY OUT 

Break the spirit of any cutworm, sod webworm or 

armyworm with Conserve* SC turf and ornamental 

insect control. It controls tough pests as effectively as 

any synthetic. In fact, symptoms appear within minutes 

of contact or ingestion, putting an immediate 

is derived from a naturally occurring organism, it also 

helps control your worries about chemical applications 

and the environment. Learn more about Conserve. 

I t s Changing the Nature of Insect Control.™ 
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What percent of your 199H 
gross receipts or budget 
went toward the following 
operations categories? 

I Labor 

I Mater ia ls & 
o p e r a t i n g suppl ies 

I E q u i p m e n t purchase 

Insurance 

Fuel 

M a r k e t i n g / A d v e r t i s i n g 

for the largest firms; 23% for the 
smallest operations; 20.7% for 
small companies; and 20.4% for 
mid-size businesses. 

Geographically, the costs of 
materials and supplies for re-
spondents varied only slightly, 
ranging from a low of 20.8% in 
the Northeast to 24.2% in the 
South. Midwest landscape man-
agers reported those costs to be 
23.9%, while those in the West 
said they were only 21.2%. 
Equipment & maintenance 

Survey respondents said 
that the average costs in this 
category totalled 14%, but this 
number varied more widely 
when broken down by budget 
size. 

Clearly, equipment pur-
chase and maintenance is more 
burdensome to the smallest op-
erators in our survey, totalling 
18.5% of their operating costs, 
followed by small firms, whose 
costs were 12.8% of budget. 

The bite of equipment pur-
chase and maintenance is much 
less significant for larger opera-
tions: Mid-size firms reported 
them to be only 9.3% of oper-
ating costs, while those over $1 
million said they were a mere 
10.2%. 

It should be no surprise that 
equipment purchase and main-
tenance costs were similar 
across the country, with a high 
of 15.7% reported by respon-
dents in the Northeast, 14.8% 
in the South, 12.9 in the Mid-
west and 11.2% in the West. 
Insuring your operations 

From all appearances, com-
panies of various sizes can 
maintain similar insurance 
costs through safe operations 
and judicious shopping for 
vendors. In our survey, the cost 
of insurance averaged 7.1%, 
which is supported in the bud-
get breakdowns: 

• Firms less than $100,000 
in budget said insurance to-
talled 7.3% of costs. 

• Small organizations re-
ported costs of 7.1 %. 

• Mid-size firms said their 
insurance costs averaged 6.6%. 

• Large firms reported av-
erage insurance costs of 7%. 

There seemed to be more 
disparity of insurance costs in 
different areas of the country. 
Midwest respondents reported 
a hefty 7.9% cost for insurance, 
followed closely by Northeast 
respondents and their 7.5% av-
erage. 

Landscape managers in the 
South clearly get a break in this 
category, reporting costs of 
only 6.4%, as do those in the 
West, with an average of only 
6.1% of operating costs going 
to insurance. 

Fueling up for growth 
Economies of scale show up 

strongest in this category, as the 
largest companies clearly have 
an advantage in keeping their 
fuel costs to a smaller percent 
of their operating budgets. 

While the overall average 
for fuel costs was 6.7%, large 
companies pegged them at 
only 3.9% of the total budget, 
and mid-size firms reported 
those costs to average only 
4.6%. 

In contrast, the smallest 
firms said their fuel costs were 
a higher proportion of spending 
— at 9.3%. Small companies 
were closer to the industry av-
erage, noting an average of 
5.9% for fuel. 

Although fuel costs vary 
wildly for consumers across the 
country, our survey respon-
dents' costs were closer. Sur-
prisingly, Southern contractors 
and grounds managers reported 
the highest average cost of fuel, 
at 7.4% of their operating bud-
gets. 

It may be no surprise that 
they are followed by managers 
in the Northeast, with an aver-
age cost of 6.8%. The lowest 
costs for fuel were reported by 
landscape and lawn care man-

agers in the Midwest (6.4%) 
and the West (5.8%). 
Marketing genius 

Landscape managers of 
both large and small organiza-
tions stay pretty much in the 
same range for these costs, 
which average 2.9% of the total 
budget. Those apparently 
spending the least are the 
largest organizations, devoting 
only 1.9% of their budget to 
marketing or advertising. 

This may be because many 
large organizations focus on 
commercial business and may 
use more one-to-one marketing 
and promotion methods than 
those advertising to thousands 
of homeowners. 

The biggest spenders are 
those midsize organizations, 
who average 3.3% of their bud-
get, followed by the smallest 
firms, who spend 3.1%. Small 
organizations reported they 
spend an average of 2.9% on 
marketing and advertising pro-
grams. 

Regionally, there is little dif-
ference in spending, with mar-
keting and advertising budgets 
ranging from a high of 3.4% of 
total operating budget to as lit-
tle as 2.4%. 



Good weed control. 

but wai t unt i l they al l 

demand a raise at once. 

There's good. There's better. Then there 's 
the best: Snapshot* herbicide. It controls 
more broadleaf weeds and grasses than any 
other preemergent herbicide, l l l i spec ies , 
to be £xact. For up to 8 months. Without 
damaging your ornamentals . Contact your 
d is t r ibutor for more in format ion about 
S n a p s h o t . Or, cal l 
1 - 8 0 0 - 2 5 5 - 3 7 2 6 . 
You'll control weeds. 
And labor costs. 



v he Congressional 
Budget Office 
(CBO) reported 
in January that 

two factors to watch as major 
potential limits on the econ-
omy's growth are labor avail-
ability and a slight pickup in in-
terest rates. It also anticipates 
some drop in consumer spend-
ing and investment, as well as a 
slower rate of growth for the 
stock market. 

"The U.S. labor market is 
unsustainably tight," says the 
report, which also sees no rem-
edy in sight. 

It's going to be a real sellers' 
market for labor, CBO says, 
predicting an increase in wages 
and compensation as employ-
ers compete head-on for good 
workers. This will eventually 
affect interest rates (along with 
several other factors). 

As for interest rates rising, 

the CBO forecasts "increasing 
upward pressure," which 
sounds more like a weather re-
port than an economic forecast. 
Just for good measure, the 
CBO compares its forecasts to 
an average of those prepared by 
40 to 50 "Blue-chip" private— 
sector economists. 

What's this mean for the 
next year? LM's take is not to 
worry too much. Even the 
somewhat gloomy CBO has 



this to say about the next 10 
years (through 2009): 

• Gross domestic product 
will grow an average of 2.3% 
per year. 

• Unemployment rises to 
only 5.7% after 2001. 

• Short and long-term in-
terest rates inch up after 2001 
(but not too high or too fast). 

In other words, expect a lit-
tle less borrowing 
power, a little less 
ROI from the 
stock market, a 
few more price 
rises and continu-
ing difficulty find-
ing labor. 

"Soft landing 
scenario" is the 
way CBO forecasts 
the future. That 
sounds a lot better than any 
"hard landing scenario." 
What's limiting growth? 

We asked respondents to 
our survey to list the key fac-
tors limiting their growth from 
1998 to 1999, as well as ser-
vices they're planning to drop. 
Here's what they said: 

• Labor availability was 
the overwhelming factor limit-
ing their organization's growth, 
said 43.6% of respondents. This 
seemed to hit mid-size organi-
zations the worst — 53.6% of 
small companies ($100,000-
$500,00) and 53.6% mid-size 
($500,000 to $1 million) com-
panies said labor availability 
was their major headache. In 
contrast, only 22.2% of large 
firms (>$1 million) and 36.4% 
of the smallest firms 
(<$ 100,00) ranked it number 
one. 

Highest geographical need 
for labor apparently is felt by 
firms in the Midwest (54.3%), 
followed by the Northeast 
(43.2%) and the West (42.1%). 

But, putting a lot of bodies 
on the payroll is not the ulti-
mate goal of any company— 
being profitable is that goal. 

Alan Steiman, owner of 
Alan Steiman's Landscape Inc., 

Northboro, MA, 
says 10 years ago 
he employed as 
many as 40 people 
during peak sea-
son, and his com-
pany lost money. 
Now, with 12 em-
ployees, it's prof-
itable. And 
Steiman is content 
to keep it from 

growing too large. 
• Ability to get good su-

pervisors/foremen also ranked 
high overall, with 38.4% re-
porting this as another limiting 
factor. Mid-size companies 
ranked this much higher than 
other firms — with 58.% not-
ing its importance. Small firms 
also had problems here, with 
42% ranking it important. Only 
38.9% of largest firms and 25% 
of the smallest firms ranked this 
a limiting factor. 

If you're a supervisor, head 
to the Northeast, where 46.2% 
of the firms noted this is a 
problem, followed by the West 
(41.2%), South (37.1%) and 
Midwest (30.3%). 

• Unfair pricing and low-
ball/competition also ranked as 
important with 25.4% of the 
respondents. This situation ob-
viously hurts the smallest firms 

most, with 33.3% noting a 
problem, followed by those 
ranging from $100,000 to 
$500,000 (25.5%). 

Contractors in the North-
east seem to have the most 
problem with this type of com-
petition, because 30.2% cited it 
a problem, followed by 23.3% 
in the South, 23.1% in the 
West and 21.9% in the Mid-
west. 
Business inhibitors 

Other factors that clearly 
inhibited some contractors' 
business from 1998 to 1999 in-
clude bad weather (51.6%), 
labor quality (51.6%), more 
competitors (31.7%), plant ma-
terial availability (18.3%) and 
their own business manage-
ment skills (18.3%). 

It may be lowball competi-
tion or property managers' own 

pressure to perform at a higher 
level of profits, but many land-
scape maintenance budgets re-
main somewhat tight. 

Walfrido Verendia, grounds 
manager at Pepperdine Univer-
sity, Malibu, CA, sees continu-
ing budget pressure forcing him 
to try and maintain the land-
scape with less resources. "Our 
budget is shrinking and we 
have to do more with less. This 
means less color, less man-
power and no extras." 

Verendia has found some 
solutions through outsourcing, 
particularly installation of land-
scape areas, installation of irri-
gation equipment, renovation 
of the soccer fields and renova-
tion of gullies on the property. 

Although most contractors 
we contacted are keenly aware 
of their competition, they also 

Operating problems that 
can limit your growth 

Labor availability 

43.6% 

Good supervisors/foremen availability 

P 38.4% 

Unfair pricing/low-ball competit ion 

25.4% 

Consolidating companies/suppliers 

3.2% 

Pesticide/water/noise regulations 

5.6% 

People management skills 

11.9% 

Alan Steiman 
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see plenty of new opportunities 
developing from their markets 
and even from their competi-
tors' moves. 

David Daniell of Heads Up 
Landscape Contractors in Al-
buquerque, explained: "Our 
main design/build competitor 
has dominated his segment of 
the market by extremely suc-
cessful marketing and aggres-
sive pricing. However, they are 
beginning to be victims of their 
own success, providing oppor-
tunities for us." 

Survey respondents con-
tinue to feel the pinch of low-
ball competition and "unethi-
cal" players. Cathy Clark, Clark 
Lawn Service, Indianapolis, IN, 
remarks, "We need more li-
censing and registry require-
ments to make the lowballers 
play on the same field regard-
ing insurance, zoning regula-
tions and tax responsibilities!" 
Consolidation drives changes 

The effect of consolidation 
as a factor limiting company 
growth is not considered very 
important; in fact 59% consid-
ered it to be least important. 
That isn't to say that there isn't 
some effect, but most busi-
nesses seem confident that they 
can define a niche or expand on 
a service. 

Dale Amstutz of Northern 
Lawns, Omaha, NE, sees in-
creased competition as an issue 
because some of the new 
smaller businesses are offshoots 
of consolidated companies. 

"People leave and start their 
own businesses. Some know 
what they're doing, some don't 
and some don't know how to 

bid," he says. "While four to 
five applications are standard, 
some businesses are doing 
them in seven or eight so that 
comparisons of cost per treat-
ment looks better, even though 
the actual cost for the season is 
similar." 

Customer turnover is one of 
the costs of high competition, 
says Amstutz. "We lose a cer-
tain amount each year — but a 
lot come back." He reports an 
annual customer retention rate 

Dale Amstutz 

of +85%, with an estimated 2% 
returning after they've tried 
someone else. Offering tree 
care to non-lawn customers is 
one option he's moving into, 
with good return. 

Another new service Am-
stutz is offering is outdoor 
structural perimeter pest con-
trol. And he's confident — an 
important characteristic to 
compete in this business. 'Who 
does work as good as you do in 
your market,' we asked? "No 
one," he stated firmly. 

Big isn't better for Scott 
Carlisle either. He's manager of 
Valley Landscape & Mainte-
nance, Boise, ID. Referring to 

his two larger lawn 
care and maintenance 
competitors, he says, 
"This can be a positive 
for guys like me. They 
tend to lose the per-
sonal touch." 

Many industry pro-
fessionals feel unaf-
fected by the moves of 
the giant consolidators, 
since they are not di-
rect competitors or 
even service the same 
segments of the mar-
ket. But they may feel 
more competition in 
the future because of 
consolidation, pre-
dicted Stu Mayer, Sun- _ 
burst Landscape, 
Cranberry Township, 
PA. The consolidations 
"affect a small percent of the 
total market. A large quantity 
of middle managers are going 
to be unemployed or self-em-
ployed after (the consolida-
tors') systems are integrated. 
Look at other industries merg-
ing like banking. This will be 
the next result." 

The industry's consolidation 
may involve giant firms, but 
even Carlisle feels its effects. 
Before TruGreen-ChemLawn 
bought PermaGreen (another 
local lawn care firm), Carlisle 
relied on them to do his chemi-
cal application work. Now, 
things are different. "We're 
starting to do chemical applica-
tions. We subcontracted all our 
chemical work to PermaGreen 
and (at the time) they didn't 
do mowing. Now, they're 
mowing." 

Services you're 
planning to drop 
M o w i n g 

9 % 
Residential 
mm 

7% 
Bargain shoppers 
W 5% 

Maintenance 

4 % 
Chemical application 

4 % 

None 

63% 

Many contractors and 
grounds managers also feel the 
effects of supplier consolida-
tion. Verendia explained that 
supplier consolidation means 
less service for his grounds 
management operations. In his 
case, the supplier also provided 
field maintenance of irrigation 
equipment. 
Services to drop 

While this decision depends 
more on an individual com-
pany's business profile and cus-
tomer mix, we did see some 
similarities in services contrac-
tors plan to drop for 1999 or 
2000 (63.2% plan no drop in 
services): 

• Mowing services will be 
dropped by 8.8%; primarily by 
companies ranging from 
$100,000 to $500,000 (12%). 
Respondents from the Midwest 



(13.3%) and Northeast 
(11.1%) seem to find this more 
frustrating and plan to drop. 

• Only 3.7% plan to drop 
maintenance (highest was com-
panies between $500,000 and 
$1 million with 7.7%). 

• Chemical application 
may be dropped by a small 
portion of the market also, 
with 3.7% opting for this. 

As for customers, 7.4% of 
survey respondents plan to 
drop residential customers 
from their list, while 5.1 % of 
the contractors will get rid of 
those pesky bargain shoppers 
and slow-paying clients. 
'What rfs' keep life interesting 

Who doesn't wish for a 
crystal ball, or at least a game 
plan if things go south? It's not 
unheard of for dramatic events 
(economic or otherwise) to 
turn a market around. But even 
the experts are not forecasting 
the possibility of anything dire. 

Sure, interest rates may inch 
up more quickly than expected 
or foreign events may eventu-
ally affect the balance of pay-
ments. If the economic boom 
starts to affect the landscape in-
dustry, it won't be without 
warning. Unemployment 
claims will jump, construction 
starts will slow, interest rates 
will climb and disposable in-
come will get tighter. 

As for some quick fallout of 
the market, that seems unlikely 
right now. This high-flying 
cycle is built on unprecedented 
consumer confidence in their 
investments and in the system, 
and that may take quite a while 
to shake. LM 

Consumer Confidence Counts 
The economy's (and the landscape industry's) growth depends in large part on the confidence that 

consumers continue to have. Their outlook on investing in stocks, buying and building new homes 
and their ability to pay for professional landscape services is a key factor to watch. Two studies in par-
ticular indicate continuing (but not so strong) growth for professional landscape services. 

• The Outdoor Power Equipment Institute (OPEI) predicts that fewer commercial intermediate 
walk mowers will be sold in model year 2000. The sales of commercial riding mowers should remain 
constant. The OPEI bases its projections on fewer housing starts and sales of existing single-family 
homes in the coming months, as well as the University of Michigan's continuing studies of consumer 
confidence. 

Their trends show a reduction in the sales of commercial walk-behind mowers, but a 5% jump in 
sales of commercial riding mowers this year. Then, trends for housing and mower purchases show a 
slight slowdown going into the year 2000. 

I COMMERCIAL MOWER PROJECTED SALES 
Model Year 
1997 1998 1999 2000 

Commercial intermediate walkers 48,300 49,700 48,399 48,300 

Commercial riding mowers 52,400 65,100 68,226 68,585 

• The annual Gallup survey of American homeowners using professional landscape and lawn care 
services also projects growth in some areas and declines in others. Maintenance for landscape and 
lawns in 1998 showed a hefty 32% increase over services in 1997, and total spending for landscape ser-
vices jumped $2.2 billion. The big winner in this survey was landscape installation and construction ser-
vices, which grew an impressive $2.7 billion alone. 

But landscape design services dropped off by $100 million and tree care lost even more in revenues 
— $700 million (leaving the overall total of growth to $2.2 billion). And while the survey showed an 
amazing 48% increase in the average amount spent per household, it also showed a significant de-
cline in the number of households using these services. Is this statistically meaningful? It may be too 
soon to make any assumptions, but the drop in some service areas and loss of customers should defi-
nitely be watched. 

The survey is sponsored by the American Nursery & Landscape Association, the International Soci-
ety of Arboriculture, the Associated Landscape Contractors of America, the Professional Lawn Care 
Association of America, the National Arborist Association and the National Gardening Association. 

U.S. HOUSEHOLDS USING PROFESSIONAL LANDSCAPE SERVICES (IN MILLIONS) I 
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Leafminers Thrips Lepidoptera 

w a s t e d 

Beneficiáis Ornamentals 

Ó 
m 

Workers 

c o n s e r v e d 

Running your b u s i n e s s means walking a fine line. You have to eliminate insect pests, but 
you have to do it without harming benef ic ia l insects , plants or your workers . The a n s w e r ? 
C o n s e r v e * S C turf and ornamental insect control. Nothing's 
better at controll ing tough insect pests. And s i n c e it's derived 
from a naturally occurr ing organism, Conserve also controls your 
w o r r i e s about plant d a m a g e and b e n e f i c i a l s . C o n s e r v e . 
It's not a synthetic. It's not a biological. It's bus iness insurance. 

f^f Dow AgroSciences 

Conserve SC 
Turf and Ornamental 

Insect Control 

www.dowagro.com/turf I -800-255-3726 
Always read and follow label directions. 
•Trademark of Dow AgroSciences LLC 

http://www.dowagro.com/turf


pany provides residential and commercial 
design/build and maintenance, as well as 
water management/irrigation and lighting. 

Hans Bleinberger, residential manager, 
describes his company's path to teamwork 
as a part of an evolutionary process. 

"You know that to get anything done, 
you're going to have to have a lot of people 
helping you," he says. 

Bleinberger is committed to teaming on 
an exceptionally strong level, starting with 
communication. "I know that communica-
tion is a trite, overused word, but that's 
what it is — sharing information. We're an 
open-book company in that we share our 
financials with our employees at all levels. I 
take a lot of pride involving the team in de-
veloping a sound budget, and then letting 
them come up with a strategy to meet the 
budget. We keep them up to date on how 
they're doing and how their strategy is 
working." 

Does this mean if he's thinking about 

Everyone talks a good game 
about managing teams, but 
the few that make it happen 
share information, responsi-
bility and rewards. 

By G E O R G E 
W I T T E R S C H E I N 

buying a new chipper, he actually runs that 
past his team? Yes. "We tell the employees 
we're looking at a piece of equipment and 
this is how the purchase would affect our 
overhead, how it might affect the bottom 
line. Then we ask, 'What do you think? Do 
you want to hold tight, or do you want to 
buy?'" he explains. 

The residential division has three teams 
of about 12 to 15 people each. "I migrate 
between those teams and tie them to-

gether," he says. 
Communication 

methods include: 
• A company 

newsletter in both 
English and Spanish 

• E-mail 

J. Landon 
Reeve 

cont. on page 50 

eamwork is such an obviously 
good idea that you may take it 
for granted. These four compa-
nies of different sizes consider 
teamwork a major article of 

faith. Here's a look at how they live that 
philosophy. 
Share the news 

Chapel Valley Landscape Co. of Wood-
bine, MD, employs about 250 people and 
generates revenues of between $15 million 
and $16 million. The family-owned com-





he F620 Z-Trak™ Zero-Turning-Radius Mower 

When t r imming , the F620 Z-Trak Mower has 

the inside track. The le f t -hand mower blade 

is canted toward the le f t drive wheel for a 

closer cut . And the ent i re deck i tse l f is o f fset 

t o the t r im side and set back. I n short , th is 

advanced mower takes being on the cu t t i ng 

edge qu i te seriously — unl ike most other 

zero- turn ing-radius mowers. 

Obvious results are a gorgeous t r im and 

pleased customers. (Not so obvious is a l l the 

walk-behind and l ine t r immer touch-up t ime 

th is c lose-cut t ing mower saves you. ) 

Of course, i ts geometry 

isn ' t the only t h i ng on 

your side. There's also 

the ab i l i t y t o power 

the new (and unique) 

John Deere 60- inch, 

7-gauge, stamped-steel deck; precise controls; 

industry-best servicing; and excel lent hi l ls ide 

s tab i l i t y — to name a few. 

Remember, when i t comes to zero- turn ing-

radius mowers, i t 's not how wel l they turn, but 

how wel l they t r im. Interested? Visit your local 

John Deere dealer (cal l 1 -800-537-8233 to 

f ind one near you) . 

The rear of the F620 
Mower stays within 
the cutting arc, so 
there are no 
trampled flowers or 
fences to be mended, 

Circle No. 109 



Make TQM work for your services 
Teamwork is both an everyday common-sense idea and a major element in Total 

Quality Management, today's leading management philosophy worldwide. 
TQM is the source of such buzzwords as quality circles, self-managing work groups 

and participative management. While such language can sound like mere jargon, it can 
make a huge difference to business success — if you apply it. 

Tim Doppel of Atwood LawnCare did. He heard one of the last public lectures of W. 
Edwards Deming, the legendary founder of TQM, in Detroit half a decade ago. Doppel 
reports that although TQM leans strongly toward manufacturing, with some effort on 
his part, he was able to apply the thinking to his service business. 

Of course, TQM is nothing new and many related ideas continue to evolve. For exam-
ple, Doppel says that he picked up much of his teaming philosophy from non-TQM 
sources, including discussions with green industry colleagues. But if you care to go to the 
sources, here are some books: 

The Total Quality Management Handbook by John L. Hradesky, December 1994. 
About $75; 712 pages. McGraw Hill Text; ISBN: 0070305110. This is an exhaustive (and 
possibly exhausting) text with substantial treatment of leadership and team building. 

The Quality Improvement Handbook: Team Guide to Tools and Techniques by Roger C. 
Swanson, March 1995. About $50; 267 pages. Saint Lucie Press; ISBN: 188401559X. This 
book attempts to apply TQM ideas both to manufacturing and service businesses, and also 
serves as a sourcebook for tools supporting a team-based quality improvement effort. 

The Man Who Discovered Quality: How W. Edwards Deming Brought the Quality Rev-

olution to America — The Stories of Ford, Xerox, and GM by Andrea Gabor, Paperback 
Reprint edition February 1992. About $14. Penguin USA; ISBN: 0140165282. This is a pop-
ular book about the founder of TQM and his thinking. 

cont. from page 47 

• Phones with combination cell 
phones/radios that act like walky-talkies 

• Weekly meetings (foremen, field 
managers, design, sales, the ranks). 

Chapel Valley also provides ample in-
centives. "We do branch profit-sharing," 
Bleinberger says." All the employees are el-
igible for a fixed sum each quarter. Since 
we're open book, we're in a position to say, 
"If we put a couple of Saturdays in here, it 
will get us over the hump and we'll make 
our number." 

But does the teamwork approach really 
work? "We can say without a doubt that it 
does, evidenced by a couple of things. One 
is just the stability of our team. It has 
longevity. And when your folks go on to 
other opportunities, the team has enough 
strength to withstand it. We've been able 
to weather the storms of market ups and 
downs, of competition, fairly well. I think 
teamwork is our strength. It's what has al-
lowed us to grow and to do so in a con-
trolled manner." 

He continues, "Customer satisfaction 
and perception also benefit. A customer 
looks out and sees everybody working 
hard, the foreman and the crew doing their 
thing, they have a system down, the tarps 
are coming off the truck, the tools are out 
... it clearly looks like teamwork in motion. 
I think the customer extrapolates that out 
to the quality of the job they are going to 
get and the value they paid for." 

Interestingly, when Landscape Manage-
ment phoned Chapel Valley for an inter-
view, we discovered a teaming attitude 
right off the bat. We asked owner-presi-
dent J. Landon Reeve to speak with us, 
and he promptly recommended we speak 
with Bleinberger: "Hans is very passionate 
about the subject." Informed of the hand-
off, Bleinberger responded, "That's Lan-
don. He gives the credit and is very com-
fortable stepping out of the spotlight for 
other members of the team." 

Share the rewards 
The approximately 200 employees at 

L&L Landscape Services Inc., now a Tru-
Green LandCare firm in Sunnyvale, CA, 
serve industrial and commercial clients in 
the counties surrounding San Francisco 
Bay. L&L's net revenues are between $11 
million and $12 million. 

How did partners Steve Glover and Rob 
Zolezzi get into the teamwork mode? 
Glover explains, "While teamwork is part of 
my nature, the actual process of making it 
happen was spurred on by going to associa-
tion sessions, hearing the message reinforced 
and seeing how to build a good team." 

Finding the right people is the key, 
Glover says. "The most important part is 
finding team members who are comple-
mentary to each other and to the vision of 

the group. More important than the tech-
nical skills of the team members is the abil-
ity of those team members to support and 
contribute to the relationship." 

Once L&L has people in place, it uses 
incentives to reinforce the philosophy. 
"Once they are a team, we give them a 
motivation to work well as a team. But we 
do it in that order. If you take people who 
are incompatible, it's not going to be very 
productive no matter how much you in-
centivize them," he says. 

L&L's day-to-day teams include: 
• The executive team (comprised of 

Glover, Zolezzi, the CFO, the vice presi-
dent of operations and the director of sales 
— they share incentives with themselves 
and within their departments) 

cont. on page 52 



WE GUARANTEE TALSTAR® 
INSECTICIDES WORK. 

{OF C O U R S E , T H E R E ' S N O L I V I N G PROOF.} 

T H E T A L S T A R ® M O N E Y - B A C K G U A R A N T E E . 

When you use Talstar® insecticides, we' 

guarantee long-lasting performance 

against a broad spectrum of insects, 

or your money back. That's 

because Talstar® insecticides 

have the longest proven residual 

in the industry, providing up to 6 

months control of target pests. 

The active ingredient, bifenthrin, is 

the only biphenyl pyrethroid available in 

the industry. And since bifenthrin contains no 

alpha-cyano group, Talstar* insecticides won't 

cause the skin or throat irritation experienced 

with other pyrethroids. 

Talstar® insecticides can solve your t ough-

est insect problems. In and around buildings, 

on lawns and ornamentals , even on golf 

courses, Talstar® insecticides control a broad 

spectrum of insects and mites. 

The water-based flowable and the granular 

formulations can both be safely applied to 

©1999 FMC Corporation. Tha FMC* logo and Talstar* are registered trademarks of FMC Corporation 
*See Program Guidelines tor details. 

sensitive turf and ornamentals without damage or 

burning. Plus, they're easy to handle and are 

odor-free at label rates. 

Find out more about our 

new money-back guarantee for 

Talstar® GC Granular Insecticide, 

T a l s t a r ® G C F l o w a b l e 

Insecticide/Miticide, Talstar® PL 

Granular Insecticide and Talstar* Lawn 

& Tree Flowable Insecticide/Miticide* 

Contact your FMC authorized distributor or call 

1 -800-321-1 FMC. 

-FMC 



cont. from page 50 

• Each department is organized as a 
team 

• The ultimate team: production 
crews; "If they work well together, they are 
rewarded, which reinforces a team spirit." 

Glover can measure the success of the 
teaming philosophy at L&L. "Since we put 
our executive team in place a few years 
ago, our revenues and profits have in-
creased substantially." 
Share the responsibility 

Atwood LawnCare is a $1.25-million 
company in Sterling Heights, MI. Its 18 
employees serve approximately 5,000 sin-
gle-family residential customers in De-
troit's northeast suburbs, says owner/presi-
dent Tim Doppel. Although his firm is 
small, it won the 1996 Environmental Im-
provement Award from the Professional 
Lawn Care Association of America. 

"I've always believed in giving my em-
ployees as much rope as they can possibly 
use without hanging themselves," says 
Doppel. 

"Right from the get-go, I tried to in-
volve my people as much as possible in de-

cision making by giving them enough rein 
to do what I feel they know how to do." 

Exactly what does that mean at At-
wood? "I make sure that I in-

form my workers 
about what is going 
on with the business 
side of the com-
pany. For example, 
they know about the 
replacement plan for 

vehicles; they 
know about the 
needs for of-
fice equip-
ment; they 
know on a 

percentage basis how we're doing with 
sales and production," he explains. 

This communication takes place infor-
mally, he says. "We're small enough I can 
do a tailgate thing, pull everybody together 
and say, 1 want you guys to know what's 
going on with this.' Each February, we ac-
tually go off-site to a conference room at a 
local hotel and spend a day just getting 
everybody on the same page. We talk about 

our corporate philosophy, 
on how to run the business 
and how to approach cus-
tomers. And I share with 
them how we did last year." 

Doppel describes him-
self as "a very hands-off 
manager." As a conse-
quence, he tries to hire and 
retain employees who can 
handle things themselves. 
For example, he treats each 
of his technicians as a kind 
of independent route man-
ager. They have their own 
geographic areas and 
they're responsible for get-
ting the work done and 
building those areas. "As 
long as the numbers are 

good and going in the direction they're sup-
posed to, I'll stay out of their way," he adds. 

Interestingly, Doppel reports that not 
everybody is comfortable with this style of 
management."Everybody's a self-starter 
when you interview them," he says. "But it 
becomes obvious very quickly whether or 
not it's true, and whether they're going to 
survive under the current system." 
Share the burden 

OneSource is a national service corpo-
ration, headquartered in Atlanta. Ronald 
Schmoyer serves as president of One-
Source Landscape and Golf Services, the 
company's landscaping division (other divi-
sions offer janitorial, HVAC, energy, pest 
control and staffing services). His division 
works from Pennsylvania to Florida, has 
revenues of $45.5 million and 1,200 em-
ployees at peak season. 

"This is not an individual sport," 
Schmoyer says when asked about team-
work. "In this business, we're only going to 
win as team players." 

But how does he do it? "One of our 
biggest thrusts in 1999 is to develop a team 

cont. on page 54 



T o G E T TO ATLANTA FOR 

THE BIG GAME, A TEAM HAS TO 

BUILD THROUGH THE DRAFT, SIGN 

FREE A G E N T S , AND STAY UNDER 

THE SALARY CAP. 

W 
{ A L L YOU H A V E TO DO IS BUY TALSTAR8} 

I N T R O D U C I N G T H E T A L S T A R ® 

S U P E R S P O R T P R O M O T I O N . 

Eliminate pests with Talstar* insecticide products and you could 

be on your way to the big game in Atlanta or win other exciting 

prizes from FMC. You're automatically entered when you pur-

chase Talstar* products; fill out an entry form and send it back 

with your invoice. So don't drop the ball. Buy Talstar* products 

today and win. See your authorized FMC distributor for an 

entry form and details. C j r d e N q 1 2 g Qn R e a d e r ,nqu j ry C a r d 

•FMC 

Y o u C O U L D W I N : 

First Prize: A trip for two to the big game in Atlanta next January. 
Includes two tickets, hotel accommodations, and airfare. 

Second Prizes: 25 autographed official footballs. 
(Five awarded per month; see rules for details) 

Third Prizes: 100 Swiss-style military knives. 
(Twenty awarded per month; see rules for details) 

1. NO PURCHASE NECESSARY TO ENTER OR WIN. 
2. Contest open only to legal residents ot 50 United States and Washington. DC who are 21 and older to whom this 
offer is addressed and who are responsible for purchasing FMC products Sponsor: FMC Corporation. 
1735 Market Street. Philadelphia, PA 19103. 
3. You are automatically entered when you purchase Talstar products and complete and return the attached card with 
your invoice. To enter without purchase, complete and return the attached card, checking-off the appropriate box (do 
not include an invoice). Sweepstakes begins 5/1#9 andends 9/3099. This sweepstakes includes one First Prize draw-
ing and 5 monthly drawings to award the Second and Thrd Prizes. Monthly drawings w i be oonducted for entries 
received for: May, June, July, August and September, 1999. To qualify for a given monthly drawing, your entry must be 
received by the Last day of that month. Your entry w i be included in the monthly drawing for which it was received, in 
subsequent monthly drawings (if applicable) and in the First Prize drawing. If no entries are received for a gr/eci month-
ly drawing, the next month's entries wil be used to award the previous month's prizes Incomplete entries are not eligi-
ble for drawing. Only one entry per person. Sponsor is not responsible lor lost. late, damaged, iegible. misdrected, or 
postage due mail. A l entries become the sponsor's property and w i not be returned 
4. Random drawings w i be conducted by an independent judging organization from among al eligtote entries received 
Judges decisions are final. Monthly drawings will be conducted withn 15 days of the end dale of the each month The 
First Prize drawing w i be conducted on or about 10/1^9. First Prize winner will be notified by overnight earner and w i 
be required to complete and return (via prepaid overnight earner) an affidavit of eligtoikty/liabiity publicity release which 
must be signed and received within 10 days of date printed on notification or an alternate winner w i be selected at ran-
dom. Travel companion to Frst Prize winner must also execute a kab*ty/publicity release prior to travel All other win-
ners w i be notified by first class mail If a pnze notification or prize is returned as undelrverabie. the pnze will be award-
ed to an alternate winner at random Acceptance of pnze constitutes permission (except where prohibited by law) to use 
winners' names, hometowns, prizes won. and likenesses for promotional purposes without additional compensation. 
5. Prizes and their approximate retail values (ARV): 1 First Pnze: Tnp for two to Atlanta, Georgia Includes: 3 nights dou 
ble occupancy hotel accommodations, round trip coach airfare from/to closest major airport to winner's primary resi-
dence and two tickets to a football game (ARV: $12,000). Actual value of trip prize depends on location of winner and 
fares at time of departure Other incidentals and expenses not mentioned herein are not included and are the winner's 
responsibility Tnp pnze winner must agree to travel on dates as specified by the sponsor or forfeit al nghts to prize. If 
this is the case, an alternate winner w i be selected at random. 25 Second Prizes (awarded 5 per month for ffve months 
as detailed in rule Autograph Footbal (ARV $400 each). 100 Third Prizes (awarded 20 per month tor five months 
as cttafed in rule *3f. Swiss-dyle military knife (ARV: $10 each). Total ARV tor al prizes: $23.000. One pnze per per 
son with the exception of the Frst Pnze which may be won in addition to any other pnze. A l taxes on prizes are the 
responsibility of the winners. Prizes are not transferable or redeemable tor cash. No prize substitutions except by spon-
sor due to pnze unavailability, m which case a prize of equal or greater value w i be awarded. Al prizes are guaranteed 
to be awarded and delivered to winners within approximately 60 days of drawings. 
6. Employees of sponsor, its affiliates, subsidiaries, dstributors and agencies and the immediate families of each are 
not eligtole to enter. Odds of winning depend on total number of eligtole entries received. Est distribution of offer: 
150,000. A l federal, state and local laws and regulations apply Void where prohibited by law 
7. Participating entrants agree to these rules and the decisions of the judges and FMC Corporation and release FMC 
Corporation from al claims or liability relating to their parbapabon. 
8. For a list ot winners (avalabie after 11/30^9), send a self addressed, stamped envelope by 9/3099 to: Super Sport 
Contest List of Winners, c/o FMC Corporation, 1735 Market Street. Suite 2225, Philadelphia, PA 19103. 



Strong teams = retention made easy 
One of the best benefits of teaming is in recruiting, hiring and employee retention. All 
three of our featured landscape companies report good results: 

• Steve Glover of L&L Landscape Services Inc.: 
"I think teaming makes it easier to recruit and hire. Our people go out and tell their 
friends and relatives about us. We don't have a problem at that level. And we have a 
very low turnover rate. If you were to compare our employee retention with 
comparable companies, we'd do very well." 

• Hans Bleinberger of Chapel Valley Landscape: 

"We find that recruiting and hiring are easier because of teamwork. One of the 
things we do as a company is recruiting incentives. We let the team know when we 
need a crewman or a foreman. Somebody will say, 'I've got a friend just getting out 
of college who's looking for a position.' If we hire the friend and he stays with us for 
90 days, the employee who made the recommendation gets a financial reward. We 
also have really good stability with the team — we don't see much turnover." 

• Ron Schmoyer of OneSource: 
"We've never had a problem on a management level. But just like a fast food chain 
or a resort, we find that labor is a challenge. That's why we instituted some in-
centives. There's a sign-on bonus for new hourly employees and also a bonus for an 
employee who brings someone in (if that person stays for three months, the 
employee can make $350)." 

cont. from page 52 

approach with our sister corporation in the 
janitorial arena, to do cross-marketing of 
our customer bases," Schmoyer responds. 
"For that to work, we have to establish 
some good teamwork with our counter-
parts in other parts of the company." 

And internally within his division? 
"One of the things that has made us so 

successful is our structure," he continues. 
"Our district managers are responsible for 
the operation in a particular area. The 
structure promotes the entrepreneurial 
spirit — we really want the district man-
agers to operate as if it's their own business 
and to develop their own team players. 

"We want them to be making most of 
the decisions, but we also like to be the 
mentor to help them develop further. If 
one of them is working on an unusually 
large project, that's when I'd like them to 
raise their hand and say, 'We could use 
some assistance.' That's a team player. And 
then we'll help them." 

Schmoyer's district managers share in 
the rewards in entrepreneurial fashion. 
"Over the last four years, we initiated in-
centive programs and we've been tweaking 
them as they go along. The district man-
agers receive a fairly sizable bonus on a 

quarterly basis. We're weighting it 60% on 
total revenue, 20% on new growth and 
then 20% what we call 'operating contri-
bution,' which in some organizations 
would be called net profit." 

OneSource teams coordinate through: 
• Monthly senior management team 

(vice presidents, controller and human re-
sources person) meetings 

• Weekly conference calls with all dis-
trict managers, followed by separate staff 
meetings with all district-level employees 

• Semi-annual management meetings 
Signs that the teamwork approach is 

succeeding include: 
• Annual revenue has grown from 

about $23 million to $45.5 million in five 
years 

• OneSource's parent organization in 
Adanta is adopting the landscape/golf divi-
sion's teaming tactics. LM 

—The author is a freelance writer and fre-
quent contributor based in Mendham, NJ. 

Successful companies make sure that front-line employees are part of the decision-making 
process. They can offer vital information about the products they use . . . and customers. 
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Hostas are a natural problem-solver in many landscapes 

and can be a valuable part of a low-maintenance design. 

Do you know the best varieties? 

ack in the 1600s, a gardening craze 
took over Europe. Everyone 
planted tulips — billions of them. 

Garden history books called it the period of 
Tulipmania. 

We are in the middle (or just the begin-
ning) of a period that may eventually be re-
ferred to as the age of hostas, grasses, daylilies 
and wildflowers. Nurseries that didn't offer 
any of these plants 10 (even five) years ago 
are now listing 10 or 15 of each, page after 
page in their catalogs, with few descriptions 
for buyers to make good choices. I think this 
fad is nursery driven, particularly the hostas, 
because so many of them make such a good 
looking, saleable container plant in such a 
short time (two years or less) from cuttings, 
divisions or from seed. Hosta stands tall 
among the most valuable genera in the land-
scape world. 

Sun and shade problem-solvers 
Through years of use, hostas can be used as: 
• specimen plants 
• ground cover in shade 
• edging along a shady walk 
• bold contrasting texture or color 
• source of attractive bloom in the sum-

mer and early fall months 
• light, bright foliage in a dark spot, 

around ponds or along stream banks (not in 
overly moisture retentive soils or standing 
water) 

• as one of various architectural shapes 
(upright arching such as 'Sagae' or 'Krossa 
Regal' or tight mounds like 'Mount Royal' or 
'Golden Tiara'). 

The following varieties are among what I 
consider to be the best, categorized by leaf and 
plant size, type of leaf and color of foliage. 

continued on page 60 

Hosta-ile 
M A D E F O R T H E S H A D E 

territory 
By A N D R E W SPARKS 



A A shaded garden, lush and 
green, filled wi th a variety of hostas. 

^ 'Raspberry Sorbet' 

^ 'Great Expectations' and 'Blue 
Shadows' take center stage with 
their dramatic medio-variegation 
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Dwarf/Miniature — Leaves smaller 
than 3 in. by 3 in., plants develop into a 
15-in. mound or less. 

• Hosta venusta or Tiny Tears' — 
green leaves; less than 1.5-in. violet flowers 
early in July. 

• H. venusta 'Variegata' — leaves have 
green margins and white centers. 

• 'Golden Tiara' — heart-shaped, 
green leaves with gold to chartreuse mar-
gins; long-blooming, deep blue flower to 
22-in. height in mid-July. 

• 'Dorset Blue' — blue, round leaves 
with heavy slug resistant substance; 12-in. 
tall, white flowers in early August. 

Small — leaves to 6 in., plants grow to 
24-in. across. 

• 'Raspberry Sorbert' — dark green 
leaves; very neat and uniform; bloom stems 
reddish, striking with the violet flowers; 
slug resistant. 

• 'Ginko Craig' and 'Allan P. Mc-
ConnelT — leaves have white margins, 
lanceolate leaves; 'Ginko Craig' is brighter, 
and has long-blooming flowers in August; 
'Allan P. McConnelT is neater. 

• 'Kabitan' and 'Lemon Lime' — 
bold, bright, lanceolate, chartreuse leaves; 
purple flowers to 18 in. in August; Lemon 
Lime easier to grow, more slug resistant; 
Kabitan is more dramatic. 

• 'Gold Edger' — is similar, but with 
white flowers. 

• 'Blue Cadet' and 'Blue Danube' — 
very blue heart-shaped leaves; light laven-
der flowers in July; slug resistant. 

Medium — leaves to 10 in., plants to 
36-in. across, 18 to 24-in. tall. 

• 'Invincible' — shiny, dark green leaf; 
3-inch fragrant flowers in August on 33-in. 
tall stems. 

• 'Mount Royal' — similar to 'Invinci-
ble,' but with lighter green foliage and a 
tolerance of full sun; like 'Ginko Craig' 
mature plant has hundreds of flower stems. 

• 'Blue Dimples,' 'Blue Wedgewood,' 
'Halcyon' — white flowers; blue, heavy 
substance, slug-resistant foliage; 'Wedge-
wood' is larger; 'Halcyon' is smoother 
leafed; 'Dimples' is smallest. 

• 'Gold Standard' — leaves golden 
with a narrow, bright dark green, irregular 
margin; can sun scald; pale lavender 18-in. 
flower stems. 

• 'Patriot' — perhaps the best of the 
white margined Hostas; 1997 Hosta of the 
Year; very dramatic with lavender flowers; 
'Francee' has narrower white margins. 

• 'So Sweet' — white margined Hosta 
without as heavy a substance as 'Patriot'; 
very fragrant nearly white flowers; 3/4 sun. 

Large — leaves to 18-in. long and 15-
in. across, foliage clumps to 7 ft. across and 
larger. 

• H. plantaginea 'Aphrodite' — aver-
age green leaves; double flowered, very fra-
grant on top of 30-in. tall stems in late Au-
gust into September. 

• 'Blue Angel' and H. sieboldiana 'Ele-
gans' — very blue leaves; 'Angel' leaves 
pointed looking; 'Elegans' leaves broader 
and more tropical looking; flowers on 
'Angel' to 44 in., blooming in mid-June 
into July; 'Elegans' reach 22 to 30 in. and 
are not impressive ( I would cut them off). 

• Hfluctuans Variegata 'Sagae' — my 
favorite hosta; blue-green leaves 
with wide, creamy yellow mar-
gins that become more 
cream colored into the 
season; heavy slug re-
sistant substance 
without heavy cor-
rugation; upright 
vase shape makes 
it a unique speci-
men; 4-in. lavender 
flowers; 2000 Hosta of the 
Year. 

• 'Krossa Regal' — bluish-gray foliage 
becoming gray-green in late summer; 
unique vase shape like 'Sagae;' lavender 
flowers on 5-ft. tall stems in August. 

• 'Great Expectations' — irregular 
blue-green leaf with light yellow-cream 
center; perhaps the best of the large-leaved 
hostas with lighter color in the center; the 
brightness and the streakiness of the center 
make this an eye catcher; 30-in. flower 
stems do not enhance the look of the plant; 
slug resistant. 

They take time, like good wine 
Hostas, like most other perennials, 

change and improve with age. These de-
scriptions are for mature plants, but if 
what you buy doesn't match the descrip-
tion, don't be alarmed. It usually takes two 
years for leaf size to develop and five years 
for plant size. Margins will also increase 
over time. If it is vastly different, ask your 
supplier. 

If the flowers are not of particular bene-
fit to the appearance or design value of the 
plant, cut them off before opening. They 
will drop petals onto the leaves and may 
stick there, diminishing the foliage value 
significantly. Flowers are unimportant to 
'Dorset Blue,' 'Blue Cadet,' 'Blue Danube,' 
'Patriot,' 'Gold Standard,' H.sieboldiana 'El-
egans' and 'Great Expectations.' 

Other hostas should have their bloom 
stems removed following bloom fade and 
their leaves washed off. But watch out with 
the water — too hard a spray or too fre-
quent watering can dilute the waxy gray 
and blueness of the foliage. 
Getting fast growth 

In my experience, the quickest 
to reach their design size are 
'Ginko Craig,' 'Lemon 
Lime,' 'Mount Royal,' 
'Blue Angel,' 'Sagae' and 
'So Sweet.' The slowest 
are 'Dorset Blue,' 'Kabi-
tan' and 'Aphrodite.' 

For rapid development 
of a hosta, dig a hole four 

times as wide and 1.5 times the 
depth of its container or root spread, 

backfill with a mix of 1/3 peat moss or leaf 
humus, 1/3 topsoil and 1/3 excavated soil 
from the hole. Set the plant at the height 
of the existing grade and mulch with lin. 
of shredded hardwood bark. Plant should 
be sited in 50% shade as full sun or shade 
are usually not conducive to hosta develop-
ment or appearance. 

Until the next time, hosta la vista, baby! 

The author is president of the landscape ar-
chitecture firm, Andrew L. Sparks and 
Associates Inc., Garfield Heights, OH. 
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Tree specialist 
t o t h e s t a r s 

For Salinas Landscaping and Tree Preservation, 
success comes from the pursuit of excellence and 
new challenges. 

By D O N DALE 

I arlos Salinas' landscaping business in Los 
Angeles specializes in tree care. Anything you 

want done with a tree, his crews can do it for you. 
They are that versatile and skilled. 

He does it so well he is in demand in the 
I upscale suburbs on the west side, where 

some of his clients are stars and some of the houses 
he tends are as big as city halls. Yet the aspects of 
the business that Salinas loves are the aspects that 
challenge him personally and offer major potential 
for the company in the future. 

A case in point, and a big development for Sali-
nas Landscaping and Tree Preservation, is the addi-
tion last year of a tree nursery. It's modest in size 

now — about 1,500 trees — but Antonio Salinas 
gives him a chance to not only || waters nursery 
reduce costs, but also introduce trees until drip 
a retail potential. irrigation can be 

"When we do installations installed, 
we'll put in our own trees," Sali-
nas says. "There's a lot of money in trees." 

But this is only the latest news from a company 
that has specialized in trees for the 20 years it has 
been in operation. Carlos' father, Antonio Salinas, 
started it after working for other companies for 
years, and Carlos kept the focus when he started 
running the company about five years ago (his fa-
ther now is semi-retired). 

The company installs trees, moves trees, trims 
and maintains trees. Salinas estimates that mainte-
nance is 30% of his business, with about 30% new 
installations and 40% one-time tree-trimming jobs. 

"We have a tree-trimming crew, which we 
sometimes break in two," says Salinas, who employs 
15 people on a full-time basis. "We have four 



climbers on a regular basis and we have a guy on in-
stallation who can be a climber." 

His normal tree crew for a large residential tree 
job — many of his jobs in Bel Air and Brentwood are 
large houses and large jobs — is six men. At any one 
time, he might actually have three crews doing trees, 
especially if he has small, two-man jobs waiting. 

"We do mowing," he says. "We do landscape 
touch-up." But he tries to keep his other landscape 
maintenance work to a minimum in order to do 
justice to the huge demand for tree work. The com-
pany has also done large jobs, for example trimming 
trees at UCLA, but he focuses on residential work 
for clients such as Goldie Hawn and Pat Boone. 

But that focus may change somewhat as the 
trees that the company planted early last year ma-
ture. Salinas hopes to grow the tree farm into a lu-
crative ancillary business. 

"We're just putting a variety of trees in there 
now," he says, pointing out that they are planted in 
boxes on the Malibu property of a client who grows 
wine grapes and citrus there. Salinas' father and the 
owner, George Rosenthal, decided to go partners 
on the venture. 

"He supplies the land, we supply the labor," 
Salinas says. The landowner and Salinas each invest 
half of the cost of purchasing small trees and the 
24-inch boxes they are planted in. Rosenthal sup-
plies water, and Salinas will do the moving and 
transplanting when the trees are sold. 

The tree farm takes up only about an acre now, 
and has plenty of room to expand. The incentive is 
entirely economic. 

Trees have become so expensive that in the past 
Salinas has been paying up to $200 for a 24-inch 
boxed tree — and possibly $ 1,000 for a 48-inch 
box. Specialty trees are even more expensive. Palms 
are sold for about $ 150 per foot in this area. 

Of course, he passes that expense along, but a 
typical nursery makes a lot of profit that he would 
like to get. He bought his first trees for $ 15, and 
added $10 for each box with soil. By the time he 
sells them a year or so later, Salinas estimates that 
he will have about $35 invested in them, which 
adds up to a $165 profit if sold in the 24-inch box 
(half of that profit going to his company). 

But he will certainly "box-up" some trees, re-

potting them into ever larger boxes for buyers who 
want a more mature tree. That should increase the 
profit margin. 

Salinas says he is also providing a good recycling 
location for the tons of tree refuse he chips every 
year. He not only gets good potting and ground 
mulch, but he saves $30 per ton in landfill fees that 
he would pay every time he sends a truck to the 
dump. 

"The hardest part is to know which trees to 
grow," Salinas says. His experience and preliminary 
research led him to sycamore, oak, pepper, white 
birch and Chinese elm, which are well adapted and 
common to the California coast. 

"We'll probably have them a year, a year and a 
half, to get the roots established," he says of the 
bare-root trees he bought. Some species will obvi-
ously take longer. 
"I'm not sure how 
long we'll have the 
oak." 

One of the ad-
vantages that Sali-
nas had is the 
company has been 
around long 
enough to have 
some surplus capi-
tal. That, plus hav-
ing a partner go 
halves, gave him a 
big boost over 
someone who 
would have to bor-
row the invest-
ment money. 

There is still 
more to do, obvi-
ously. He is accu-
mulating the pipe 
required to put the 
trees on drip irriga-
tion, for example. 

In addition, Salinas will soon be looking at hiring 
a man to tend the trees full time. And the equip-
ment required to move large trees is going to be ex-

continued on page 66 

Salvador Miramontes 
(left), a long-time employ-
ees of Salinas Landscap-
ing and Tree Preservation, 
wi th Carlos Salinas. 
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Carlos Salinas, on the le f t 
talks over the job wi th 
employees Pedro Cabezas 
and Adalberto Nieves at 
an upscale residence in 
Bel Air. 

continued from page 63 

pensive. He'll need a crane and another truck. 
But he figures he can make money on all the 

steps along the way. Instead of renting a crane for 
large installations, he'll furnish his own. The same 
philosophy will apply to the delivery, the box and, 
of course, the tree itself. He will also sell to other 
landscape contractors. 

The obvious next decision, Salinas says, will be 
whether to open a retail outlet somewhere in Los 
Angeles. That would open the door to selling plas-
tic-potted trees in various sizes, as well as other 
landscaping supplies. There are a lot of unknowns. 
Salinas, despite taking some college horticulture 
classes, is not experienced at growing trees. 

For a landscape company to specialize in trees in 
this day and age is expensive. Salinas has invested in 
two wood chippers, the largest taking up to 12-inch 
diameter trunks, and a smaller unit. 

"It's hard to get the big chipper in, at some resi-
dences," he says. In addition to his six pickups, Sali-
nas has two dump trucks for hauling trash. He also 
has a stump grinder. 

But he says it's not the equipment that makes a 
good tree company, it's the workers. First, it takes 
more manpower to trim trees than to mow lawns. 
Salinas Landscaping has a very stable work force, 
with two workers being with the company since it 
started. His newest worker has been with him two 
years. Maybe that's because he pays well — $15 to 

$20 per hour for a good tree man. 
With such dangerous work at hand, and the pos-

sibility of damaging property, another cost that Sali-
nas incurs is liability insurance. He carries $2 mil-
lion worth just to be on the safe side, and that is in 
addition to worker's compensation. 

With jobs all over the west side, Salinas says his 
company has to be light on its feet. He accom-
plishes that in a couple of ways. First, the crews are 
fluid. The three or four men who make up the in-
stallation crew, for example, will be switched to 
maintenance if needed. And their irrigation man 
can also climb trees. 

One way that Salinas assists in this flexibility is 
by being proficient with a computer. He not only 
does his scheduling and other company business on 
the computer, he also very effectively uses a street 
guide program to print out maps to new jobs so a 
worker can carry them with him. 

In short, the secret to having a good tree busi-
ness in an upscale area is attention to detail. LM 

—The author is a freelance writer based in 
Hollywood, CA. 

Deep-root feeding 
Salinas recently added deep-root fertilizer as a 

service. The SDI 50-gallon unit cost him $6,000, but 
he has picked up a lot of business because of it. 

"It's a sprayer/root feeder," he says. "We do 
more of the root feeding than spraying." 

Using water soluble fertilizers, usually a 20-20-
20 formulation, Salinas charges $150 per hour/per 
bag of fertilizer used. On an average home he will 
use one or two bags, but on larger homes he might 
earn up to $600 with the machine. 

"It aerates, loosens up the soil and fertilizes," he 
says, and the unit is very portable. 

Salinas says the feeder is designed to be 
mounted on a truck or small trailer, but his is not 
permanently mounted. Since it can be lifted by two 
men when the tank is empty, they simply keep it in 
the yard and put it in a truck when needed else-
where. 

He has spread the word to his clients that he has 
the machine, and his workers keep an eye out for 
trees that seem nutrient-deficient. "It is a good 
business," Salinas says happily. 
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OPERATIONS NOTEBOOK 

Make sure you schedule 
for maintenance 
Scheduled preventive maintenance is the best way to prevent 

unscheduled breakdowns and costly stops in your production. 
By MARK N E I D I C H What's that saying about an ounce of 

prevention beating a pound of 
cure? A little early expenditure of 
time and money, through sched-
uled maintenance, can save your 

operation from far greater expense later. Sched-
uled preventive maintenance (PM) is the best 
way I know to prevent unscheduled breakdowns. 

PM is a series of regular inspections and equip-
ment adjustments to catch problems early, before 
they have a chance to develop into major costly 
repairs. The preventive maintenance inspection 
program is one aspect of scheduled maintenance; 
other key parts are operator inspections and 
planned component replacement. 

An effective preventive maintenance inspec-
tion is a systematic servicing and inspection of 
trucks and equipment at a predetermined inter-
val, based on time, mileage or hours. The interval 
varies with the type of equipment and its use. 
It's the system that counts 

The primary objective of a PM program is to 
maximize truck and equipment availability. 
Remember, PM is a scheduled operation and it 
produces scheduled repairs so you have maxi-
mum use of your mechanics and minimum 
downtime of your equipment. A good PM pro-
gram will also minimize unscheduled repairs and 
unexpected breakdowns. 

Diagnosis and correction are vital to any PM 
program, so necessary repairs should be sched-
uled by time and planned accordingly. Obviously, 
it is more cost effective to execute a "planned" re-
pair in the shop than to fix a breakdown in the 
field. 

The preferred method of servicing is usually 
by the mechanic according to a routine schedule. 
I break out PM into three general schedules, ac-

cording to mileage, time between service and the 
maintenance performed. 

The operators themselves are key to a good in-
spection system, and inspections should be done 
routinely by them. Mechanics, too, should make 
inspections periodically. The inspection should 
include the following preventive maintenance 
checks: 

PREVENTIVE MAINTENANCE CHECKLIST 

PXU Vehicle 
Inspection: 
0 Accident kit 0 Engine oil level 

0 Gauge 0 Running lights 

0 Automatic 0 Fire extinguishers 
transmission 0 Tire pressure 

0 Headlights 0 First aid kit 

0 Brake 0 Truck inspection 

0 Hydraulic oil level 0 Four-way flashers 

0 Dashboard light 0 Turn signals 

0 Radiator 0 Two-way radio 

PMI Trailer 
Inspection: 
13 Ball coupler 

0 Equipment 
t ie-down 

0 Running lights 

0 Safety chains 

0 Turn signals 

PMI Equipment 
Inspection: 
0 Engine oil level 

0 Lubrication 

0 Radiator 

0 Tire pressure 

0 Transmission/ 
hydraulic oil level 

Routines that work 
When it is time for servicing, make sure your 

mechanic is performing this according to a rou-
tine schedule. The maintenance plan should be 
broken out into categories, according to mileage 
or time. 



Make sure that all defects are noted and 
scheduled for repair during the servicing and in-
spection process. Notify the production depart-
ment or team so they can adjust the workload. 
You can't rush these things — the fleet me-
chanic^) should be given the time to properly 
complete repairs. 

A good PM program consists of several depart-
ment levels. Responsibility starts with the opera-
tor, who is the cornerstone of an effective pro-
gram, and then progresses up through the chain 
of command: 

• Operator 
• Crew leader 
• Mechanic 
• Fleet manager 
• Account manager/operations manager 
• Vice president operations/president/owner. 

Smart maintenance management 
Applying this information to the green indus-

try can be a challenge. Someone has to imple-
ment the program and monitor its progress. Paper 
is important to the program because it provides 
structure and accountability. But the types of 
paper forms you use and how and when they are 
monitored determine the success of your system. 
Don't forget that operation and training are as 
important to the success of the program as the 
system itself. 

It takes a certain amount of time to perform a 
service. Knowing this, and multiplying it by the 
number of pieces of equipment, will help you de-
termine the time schedule (when the equipment 
will be serviced) and how much labor will be 
needed. 

Spare equipment also plays a role in the pro-
gram. Ideally, a fleet should have 115% of truck 
and equipment needs. Spare equipment will keep 
your workers going, even while maintaining your 
routine maintenance schedule. 

Flexible scheduling of maintenance and repairs 
may be needed to allow you to reduce the time 
that your trucks and equipment will be out of 
service. For example, during normal work hours 
(7 a.m. to 5 p.m.) trucks and equipment could be 
out producing revenue. This means service time 
is either before 7 a.m. or after 5 p.m. You can see 
how production affects the fleet's service hours. 

EQUIPMENT MAINTENANCE SCHEDULE BASED ON MILEAGE OR TIME 

Trucks 
Based on manufacturer's 
recommendation: 

3,500 to 5,000 miles/ 3 to 6 months 

200 to 400 hours/ 1 year 

0 Lubrication 

0 Minor repairs 

0 Oil change 

0 Tire pressure 

Equipment 
Based on manufacturer's 
recommendation: 

25, 50, 100, 200 hours 

1 to 3 months, 6 months to 1 year 

0 Lubrication 

0 Minor repairs 

0 Oil change 

0 Tire pressure 

MAJOR SERVICE/WINTER 
Based on manufacturer's 
recommendation: 

15,000 to 30,000 miles/1 to 2 years 

1,200 to 2,400 hours 

0 Belts 

0 Brakes 

0 Cooling system 

(Check radiator hoses) 

0 Exhaust 

0 Suspension 

0 Fuel f i l ter 

0 Testing battery/charging system 

0 Tires 

0 Tune up 

MAJOR SERVICE/SPRING 
Based on manufacturer's 
recommendation: 

250, 500, 750, 1000 hours 

3, 6, 9 months, 1 year 

0 Air-cooled engines 

0 Belts 

0 Cooling fins 

0 Decks: Belts, pulleys, stress 

cracks 

0 Drive systems 

0 Frame: Stress cracks, 

bearings, bushing 

0 Hydros: hoses, f luid leaks 

0 Water cooled engine: 

radiator/hoses 

The fleet department should be working on 
trucks and equipment ahead of their seasonal 
production needs. This gives ample time to per-
form the work and not delay production. 

Mark Neidich is fleet manager at Groundmasters, 
Cincinnati, OH, where he is responsible for 45 trucks 

and 400 pieces of equipment, including tractors, turf 
spraying equipment, commercial mowers, small power 

equipment, snow plows, salt spreaders, trailers and 
landscape renovation equipment. 



Fertigation: 
Precise control, surprising solutions 
Think fertigation s just 
for golf courses? Think 
again. It may he the 
cost-effective alternative 
a property needs. 

By R O B E R T E. REAVES Depending on whom you ask, 
there are four major reasons 
why the landscape trade has 
not rushed to use fertigation: 

• high comfort level 
with granular fertilizers; 

• higher cost of fertigation equipment; 
• lack of education or misinformation 

about fertigation; and 
• unwillingness to move toward alter-

native management practices. 
But contractors are always looking for 

ways to increase revenue and at the same 
time improve the quality of the customer's 
landscape. Managers of commercial land-
scapes and sport complexes need ways to 
maximize the efficiency of their crews. 

Surprisingly for some, fertigation — the 
application of fertilizer through drip and 
sprinkler irrigation systems — could be the 
answer. Not only does fertigation deliver 
labor and fertilizer savings, it also can mean 
a healthier landscape and environment 
through micro-doses of nutrients. 

In the commercial landscape trade, 
myths about fertigation have slowed its 

use, which is unfortunate. Did you know 
that the golf course market represents ap-
proximately 15% or less of the turf market 
revenues in the United States? That means 
sports fields and landscapes comprise 
ample opportunities for the savvy land-
scape professional or distributor. 
Sports fields a good target 

"Next to golf courses, the largest 
growth in fertigation will be the municipal 
and sports field markets," predicts Danny 
Kruse, irrigation design department man-
ager for Storr Tractor in Somerville, NJ. 
He says growing suburban communities 
are running out of space and must use the 
ball fields they already have. 

"Most of these parks and ball fields have 
major compaction and drainage problems," 
Kruse says. "I know of one ball field nearby 
that is used by more than 3,000 kids in a 
weekend. That's a lot of footprints. They 
need a fertigation system badly." 

Landscape irrigation contractors have 
plenty of opportunity, too. "An irrigation 
contractor makes money two ways — 
when he installs and when he repairs an ir-
rigation system," observes Michael Chap-
linsky, owner of Turf Feeding Systems Inc. 
in Houston, TX. "Every contractor is look-
ing for secondary income. We encourage 
contractors to go back to their existing cus-
tomers and sell injection equipment as an 
aftermarket add-on." 

"We are aggressively moving into the 
commercial landscape market. For exam-
ple, we have eight units at Mandalay Bay 
Casino in Las Vegas, which cover all their 

grounds and interiorscapes," adds Chaplin-
sky. "We micro-dose the turfgrass, which 
allows us to adjust the fertilizer rates up or 
down." He pointed out that for a landscape 
management firm or property manager, this 
results in fewer clippings and less irrigation. 

"My biggest hurdle is getting people to 
use fertigation correctly and not abandon-
ing the product," says Daryl Green, district 
manager for Pacific Technical Services, La-
gun a Hills, CA. "The contractor must take 
a responsibility with fertigation. It is proba-
bly the most ideal way to fertilize in drip 
systems and on slopes, where granular fer-
tilizers wash away." 
Remedy for harsh conditions 

Steve Trotter, Midwest Turf, Fort 
Worth, TX, provides nutrition advisory 
services for golf courses. "Landscape will 
follow the goif course market and use 
more fertigation systems," he predicts. 

Trotter says nutrient injection is espe-
cially beneficial under tough soil and harsh 
environmental conditions. "Because you 
are spoon-feeding the turfgrass, you don't 
have the purge cycle seen with granulars. 
Fertigation can be the solution if there are 
mineral deposit problems with the soils or 
a deficiency in plant tissue. A soil-applied 
product can't correct these problems." 

Research confirms Trotter's comments 
about the purge cycle of conventional 
granular fertilizers. G.H. Snyder, B.J. Au-
gustin and J.L. Cisar — three turfgrass re-
searchers at the University of Florida — 
presented a paper 10 years ago titled, "Fer-
tigation for Stabilizing Turfgrass Nitrogen 



Turf Feeding Systems Inc. Model 500 Valve Box System. 

Nutrition." They compared treatments of 
conventional dry granular ammonium ni-
trate with ammonium nitrate applied 
through a fertigation system. They found 
that nitrogen fertigation stabilized turfgrass 
nutrition during the last weeks of the bi-
monthly fertilization cycles, with lower 
leaching levels. 

What does this mean for the facility 
manager? Because fertigation gives micro-
doses of nutrients, you won't see the huge 
flush of succulent growth on plants and 
turfgrass found with granular fertilizers. 
Water requirements decrease, along with 
fewer grass clippings. 'We conducted a test 
for the city of Santa Fe, NM, on several of 
their parks and found that water reduction 
went as high as 48% with nutrient injection 
systems. In the West, water conservation is 
the biggest issue today," notes Chaplinsky. 

Tim Schumacher, president of Bio 
Green Injector Systems, Las Vegas, NV, 
says fertigation offers contractors an impor-
tant advantage with new landscape installa-
tions. "New plantings will look much bet-
ter with the injector systems during the 
six-month to one-year warranty program 
on plant material. The chances of a call-

back are much less." He says many con-
tractors lose plants because of high alkaline 
soil conditions in the Las Vegas area. 
"Because an injector sys-
tem can be used to buffer 
soil pH, plant losses and 
callbacks will de-
crease." 
Equipment for any 
program 

Fertigation equipment costs 
for agricultural and golf course 
systems can get ex-
pensive, but it's 
a different 
story for the 
landscape and 
sports field markets. 
Prices are all over 
the map and continue to decrease. Units 
with proportional injection are the most 
popular: 

• Turf Feeding Systems' unit for as lit-
tle as $ 1 ,000 (Model 500 valve box-
ground mount system) is specifically de-
signed for ground mounting at office 
building complexes, parks, sport fields or 
large estates. It uses a commercial 15x21 

in. lockable valve box, which contains a 
15-gallon poly tank. 

• Green Tech, a firm in Laguna Hills, 
CA, sells InjectaFLO™ fertilizer injection 
systems through two different divisions, 
Enhanced Technical Services (Dublin, CA) 
and Pacific Technical Services. "The In-
jectaFLO system includes a flow sensor 
that installs in the irrigation main line, con-
veying variable water flow rate data to an 
electronic batch control unit," says David 
Gibson, CEO of Green Tech. "Pulse sig-
nals are then relayed to a metering pump 
that dispenses the correct amount of prod-
uct for the acreage and flow rate." 

"A fertigation unit can cost around 
$8,000 for sports field applications," notes 
Kruse. "Cost is the biggest objection I hear 
with fertigation. However, if the customer 
lets me take a look at his budget, I can 
show how a fertigation system actually 

saves money over a five-
year period." 

Kruse likes a 
unit from Agri-In-
ject called Inject-
Pro™, a five-foot 
high unit with a 
tank built right on 
the unit. It's easy to 
use — "almost a 
no-brainer for the 
customer" — and 
includes a polyeth-
ylene base, a 
pump, mixer at 
the bottom of the 
tank, injector 

probe and a flow meter. Kruse says it is 
easy to drop on site and plugs into 110 
power sources. It's also available in 12-volt 
DC model and automatically adjusts pump 
output to water flow changes for consistent 
application. 

What about residential fertigation sys-
tems? "A homeowner should expect to pay 
around $2,000 for a professional quality 

Agri-lnjecf s Inject-Pro 



Fertigation units are used to micro-dose nutrients to the 5.5 acres of turf and roses at the San Jose Municipal Rose garden. 

unit. They don't need the 'bells and whis-
tles' of a commercial unit, but should look 
for a quality unit with flow metering," ad-
vises Kruse. Will this market be a signifi-
cant factor? He says no, believing that most 
homeowners will shy away from fertiga-
tion, with the exception of the high-end 
homeowner with technical interests. 

Others, however, think homeowner in-
terest will rise. Bio-Green Injector's sys-
tems for commercial and residential use 
range from $49.95 for a half-gallon injector 
system up to $330 for a 10-gallon system 
that will treat up to two acres. "We serve 
more than 2,000 customers, including Rio 
Hotel and Casino, Texas Station and the 
Las Vegas Strip," says Schumacher. 
How to get off probation 

As head gardener at the 5.5-acre Mu-
nicipal Rose Garden in San Jose, CA, Mary 
Heidler has her hands full. "Over the years, 
the garden shifted from an overhead water-
ing system to a new system with flat popup 
spray heads and three InjectaFlo fertigation 
systems to control and monitor nutrient 
levels," says Heidler. "The turf and rose 
beds are all on separate heads. The only 
granular fertilizer we use is a single Febru-
ary application of a systemic product." 

Heidler says each of fertigation units 
costs about $8,000. But the results have 
been worth it. "This is an Ail-American 
Rose Test Center. When I arrived three 

years ago, we were placed on probationary 
status by the organization. After a year 
with our new irrigation and fertigation sys-
tem, we were taken off probation because 
of the improved health of the plants." 

But the system is not perfect, she cau-
tions. "The one problem I see is our inabil-
ity to use different fer-
tilizers for the roses and 
the turf. However, we 
believe fertigation is 
promoting soil micro-
bial activity — breaking 
up the top portion of 
our heavy clay soil." To 
keep the program 
going, liquid fertilizer is 
delivered for two 55-
gallon tanks. "Locate a 
reliable fertilizer dis-
tributor before you go 
with a fertigation sys-
tem," she notes. 

"We believe fertiga-
tion is a good idea, es-
pecially at high-end properties," adds Mike 
Schmitt, a manager of WaterWise Systems 
in Calabassas, CA, the water management 
division of Environmental Care Inc. "Ferti-
gation offers more effective cost and use of 
time than granular fertilizer, given that irri-
gation systems are not that efficient." 
Schmitt believes fertigation will become 

"The contractor must 
take a responsibility 
with fertigation. It is 
probably the most 
ideal way to fertilize 
in drip systems and 
on slopes, where 
granular fertilizers 
wash away." 
— Green 

even more popular in the commercial 
landscape trade, particularly in low-volume 
irrigation systems. 

However, he cautions it is essential to 
examine the distribution uniformity (DU) 
before considering a fertigation system. 
"Otherwise, you are wasting fertilizer just 

like water." He recom-
mends an irrigation sys-
tem should have a mini-
mum of 70% DU. 

Kruse will not en-
courage customers to 
purchase a fertigation 
system unless they are 
willing to undergo water, 
soil and tissue testing. 
He says customers like 
New York City's Central 
Park have seen the ben-
efits of fertigation when 
combined with testing. 

"If you can satisfy 
customer needs and also 
take care of the turf, it's 

an economic home run. A compact-sized 
fertigation unit that features ease of instal-
lation and use will overcome most objec-
tions facilities managers might have with a 
fertigation system," Kruse adds. LM 
—Robert Reaves, who lives in Austin, TX, is 

with Irricom, a public relations/ 
communications firm. 



• . . practical turfgrass management information you 
can use today, from the #1 research digest for turf man-
agers. Begin your subscription right here, and see what 
you've been missing! Each issue is written by field 
experts, and includes leading-edge research and timely 
information for practical, proven answers to the your 
turfgrass challenges. 
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publication, especially as we all work to protect the environment.'' 

Dr. Terrance P. Riordan 
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Keys to 
satisfying 
(and keeping) 
clients 
Top lawn and landscape pros share what they've 
learned about putting smiles on customers' faces. 

By R O B E R T E. REAVES 

Customer retention equals survival 
in the landscape business. In-
creasingly, it seems you have to 
provide legendary customer ser-
vice to retain and grow your cus-

tomer base. But once you catch the cus-
tomer satisfaction fever, you'll soon realize 
it's contagious! 

"I think customer satisfaction starts in the 
way we present and perform our service. If 
your delivery is good, it takes away the vari-
ables that promote dissatisfaction," says 
David Harris, president of Liqui-Green 
Lawn and Tree Care, Bloomington, IL. His 
company provides fertilization and pest con-
trol for a customer base that is 90% residen-
tial and 10% commercial. 
We're always ready 

"We're on call 24 hours a day, seven 
days a week," says Howard Freilich, CEO 
of Blondie's Treehouse Inc., Larchmont, 
NY. His company is the eighth largest inte-
rior landscape management company in 
the country — with more than 800 clients 
in the New York City and tri-state area. 

"The customer satisfaction philosophy 

Environmental Care 
Inc/s Pam Stark 

is the foundation of our company and ex-
tends from our employees to our cus-
tomers," says Wayne Conrad, who built 
Clean-Cut in Austin, TX, which is now a 
part of TruGreen LandCare. 

Pam Stark, vice president, client rela-
tions of Environmental Care Inc., Cal-
abasas, CA, says ECI has a passion for cus-
tomer satisfaction. "We reinforce the 

importance of 
customer satisfac-
tion through an 
ongoing customer 
survey program, 
face-to-face client 
interviews and in-
house training 
programs." ECI 
has five divisions, 
including exte-
rior landscape 
manage- ment, 

interiorscape, water management, golf 
course management and tree care. They 
have service centers throughout the United 
States. 

'We're in a service industry that must de-
liver excellent customer service," says 
Richard Akerman, whose Northwest Land-
scape Industries, Tigard, OR, was an indus-
try leader when it was purchased by Tru-
Green in 1998. "A company can deliver the 
absolute best quality landscapes, but if you 
don't maintain exceptional customer satis-
faction, you'll probably lose the business." 
With three branches in the Portland area, his 
business is 65% landscape management and 
35% landscape installation. 
Be quick on the draw 

One important way to keep customers 
satisfied is to respond to service calls quickly. 

"If nothing else, leave the customer a 
note and let them know you have an action 
plan. Your response time is very important 
because it lets the customer know you 
value their business," explains Harris. 

Written communication can be an ef-
fective tool. "After a contract is signed, we 
always send a letter thanking the customer 
for their business," adds Matt Stano, owner 
of Stano Landscaping, Milwaukee, WI. 
The company's services include residential 



and commercial landscape design, con-
struction and management, as well as a 
snow and ice control operation. "When a 
major snowfall comes, we do mass faxing 
to update our customers on snow plow ser-
vice to let them know we are coming back. 
We remind them if they have any special 
needs to give us a call, allowing us to stay 
one step ahead of the customer." 

Stano believes that aesthetics are im-
portant to customers — little things like 
placing tarps over piles of topsoil or sweep-
ing the sidewalk. Some landscape construc-
tion projects can leave the customer very 
upset. "There is a tendency in the land-
scape construction business is to start a job, 
leave and come back later. We try to get as 
much done as possible at a construction 
site. This leaves the customer with the 
feeling that the project is progressing well." 
Let customers tell you 

Meanwhile in Oregon, Akerman knows 
nondefensive listening is an integral part of 
customer satisfaction. "It is essential to ask 
the customer what they like or don't like 
about your service. This sends a message 

that you value them as a customer," he re-
marks. His commitment to customer satis-
faction even extends to customers who 
have canceled contracts. "One example is 
to have focus lunches with people who 
have actually fired us. Several months later, 
many of these customers come back to us." 
Check and recheck 

Job site inspections are an essential part 
of customer satisfaction at every company 
we interviewed. Liqui-Green has an in-
spection program called GoldCare, with 
one to three inspection of a customer's 
lawns per year. "We look for any problems 
and make recommendations for a cus-
tomer's future needs," Harris explains. 

Clean-Cut has an impressive three-step 
inspection program for its commercial cus-
tomers. Wayne Conrad visited accounts in 
his territory every Monday. He walked the 
properties and visited with the property 
manager about special needs or problems. 
The second visit of the week was by the 
Clean-Cut crew leader, who checked in 
with the property manager when the crew 
arrived at the site. At the end of the week, 
each property was inspected by the direc-
tor of operations to ensure the work was 
done to the customer's satisfaction. 
Survey and find out 

Used correctly, surveys can be an excel-
lent way to evaluate customer satisfaction 
and strengthen relationships with cus-
tomers. When ECI begins a contract with a 

new customer, they survey the client about 
60 days after the contract begins. Existing 
customers receive a written survey once 
per year. Survey results are tabulated by 
service center, region and division — pro-
viding an excellent snapshot of customer 
satisfaction levels. 

"Complaints from customers are seen 
as an opportunity at ECI," comments 
Stark. After a service center receives a 
complaint, the service center manager con-
tacts the customer to resolve the problem. 
Several weeks later, Stark contacts the cus-
tomer to make sure the service center re-
sponded to their complaint. "We actually 
encourage complaints. When we take ac-
tion and exceed customer expectations, it 
makes the bond even stronger between 
ECI and the client." Stark says this ECI 
philosophy is called "service recovery." 

Harris believes surveys can be valuable 
when used under certain guidelines. "A 
company should use surveys strictly as sur-
veys — not vehicles for up-selling a cus-
tomer. In many cases, companies take sur-
veys to the extreme and constantly use 
them for up-selling," he says. That can irri-
tate clients. 

Your customer satisfaction program? 
Build it on getting back to customers 
quickly, listening to them and delivering 
what they want—when they want it. 

Robert Reaves is with Irricom, a commu-
nication and PR firm located in Austin, TX. 
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• A view to the north through the Rotunda Garden, where bril 
liant golden tulip 'Monte Carlo/ contrasting wi th 'Coral Burst' 
crabapples and lush green turf, welcomes agents and guests. 

M Employees share annual/perennial maintenance duties, rotat-
ing responsibilities biweekly. Weeding and pinching Coleus 
'Molta Lava,' Impatiens 'Dazzler Star Mix' and Alyssum 'Carpet 
of Snow' maintain the colorful appeal. 



Westfield 
Companies 
The 1998 Grand Award Winner of the 
Professional Grounds Management Society 
for the Industrial or Office Park category. This insurance company, which started in the back of a 

general store, now resides on a property of 600 acres 
with twol8-hole golf courses, a clubhouse complex 
and the home office. The home office complex is 
comprised of one large colonial brick building, enter-

tainment center, print shop, inn, training annex and almost 20 
rental properties. The landscaping staff takes care of both the 
home office and the clubhouse complexes. 

Professionalism and excellence are essential with such a high 
profile/high use property. Minimizing impact on guests and golfers 
is a priority. All turf, paved surfaces, shrubs, trees, furniture, stat-
ues and most mechanical exterior features are managed by the in-
house staff. The areas around the first tees on both golf courses are 
the in-house staff s responsibility as well. 

The back of the Entertainment Center borders on the South Golf 
Course holes, three greens and four tees. Timing of maintenance of 
this area is critical, minimizing disturbance to guests and golfers. 

Editor's note: Landscape Management is the exclusive sponsor of the 
Green Star Professional Achievement Awards for outstanding man-
agement of residential, commercial and institutional landscapes. For 
more information on the 1999 Awards, contact PGMS at 120 Cock-
eysville Road, Suite 104, 
Hunt Valley, MD; 
410/584-9754. 

Property at 
a glance: 
Location: Westfield Center, 
Ohio 

Staff: In-house 

Category: Industrial or 
Office Park 

Year site built: 1948 1994 

Total acres maintained: 600 

Acres of turf: 40 

Acres of woody 
ornamentals: 6 

Acres of display beds: 1 

Total man-hours/week: 40 

Maintenance 
challenges 
• preservation of birch allee 
with drip irrigation and 
improved soil composition 
• year-round cultural prac-
tices to maintain premium-
looking turf without irrigation 
• annual color impact in spite 
of 30% budget cut 

Project 
checklist 
(Completed in last two years): 
• new print shop landscape 
installation 
• work order system with 
weekly task calendar 
• issue department policy 
manual increasing training of 
staff 

On the job 
• 4 full-time staff, 5 seasonal, 
3 licensed pesticide applicators 



ASK THE EXPERT 

BALAKRISHNA RAO 
Manager of Research and 

Technical Development 

for the Davey Tree Expert 

Company, Kent, Ohio 

SEND YOUR 
QUESTIONS TO: 

"Ask the Expert" 
Landscape Management 

7500 Old Oak Blvd. 
Cleveland, OH 44130 

or contact Nancy Stairs 
nstairs@advanstar.com 

440/891-2623 

Please allow two to three 
months for an answer to 
appear in the magazine. 

Problem with spmce 
On one client's property, there 

are three Colorado blue spruce trees 
in the back and two in the front of 
the house. The three in the back 
yard are showing some problems. 
During the first week of May we 
treated all of the trees with carbaryl 
for spruce gall. The problems consist 
of browning of new growth and 
rusty color of 2- to 3-year-old nee-
dles. Any idea what the problem 
might be? What can be done now to 
help the trees ? 

— TORONTO, CANADA 

Based on your description 
and the sequence of events, the 
problem is most likely related to 
phytotoxicity (plant injury) re-
sulting from spraying carbaryl 
(Sevin). Several factors related 
to pesticide applications can 
cause phytotoxicity: 

1. Improper mixing of pesti-
cides (high rate). 

2. Using a combination of in-
compatible products. 

3. Treating at high pressure 
— thus blasting. 

4. Treating on sunny days — 
if the mixture sits in the hose 
for a period of time, it can get 
very hot. When the hot mixture 
comes in contact with the 
plants it causes injury. Often 
the plants that were treated first 
may show more injury, with 
later treated plants showing less 
injury as the treatment contin-
ues. It is important to re-circu-
late the mixture back into the 
tank to avoid the mix from be-
coming too hot. 

In your situation, perhaps 
the trees in the back yard were 
treated first, while the mix was 

hot. After treating those trees, 
you moved to the front yard, 
which would not be affected 
because the cool mix from the 
tank has moved through the 
hose and therefore, is not hot. 

5. Dry soil — make sure soil 
moisture is adequate when 
treating in the future. 

6. Plants under stress. Re-
view your treatment program 
and evaluate treatment tech-
niques to avoid problems in the 
future. 

Wait to see how the plant 
recovers, then check the termi-
nal buds. If they are green the 
plant should produce normal, 
new growth. However, if the 
buds are brown or black they 
are dead. 

One other possibility for dis-
coloration may be winter drying 
and/or mite feeding damage. 
Check for these possibilities. 

Since the plants are stressed 
consider treating with a miti-
cide to manage the potential 
mite problem. Providing the 
proper amount of water, fertil-
izer, mulch and pest manage-
ment will improve plant vigor. 

If it quacks 
We have a serious problem with 

quackgrass growing in our flower 
beds, on areas of our house founda-
tion and a little bit in our lawn. Is 
there a selective herbicide that will 
kill the quackgrass? What can be 
done to manage this? 

— ILLINOIS 

Quackgrass is a very aggres-
sive perennial weed, with ex-
tensive underground rhizomes. 
It can spread rapidly in open 

areas, as well as other land-
scaped areas. 

Once established, quackgrass 
can be difficult to manage. 
There is no selective herbicide 
for management. Very early in 
the developmental stage it can 
be selectively, mechanically 
dug. However, it is important 
to remove all underground rhi-
zomes. If they are not removed, 
they can sprout and present a 
problem in the future. 

Another option is a non-se-
lective herbicide, such as 
Roundup, Finale or Scythe. 
These herbicides will kill a wide 
variety of vegetation in the 
treated area. While using these 
herbicides, make sure that the 
treatment doesn't get on non-
targeted plant areas. Also, prod-
uct effectiveness depends on 
several factors such as concen-
tration of treatment mix, ac-
tively growing quackgrass and 
proper coverage. The treated 
area may require reseeding. 

Fire ants 90 to school 
Is there anything we can use to 

manage fire ants in school grounds? 
— TEXAS 

Amdro Pro from American 
Cyanamid can be used to man-
age fire ants in several locations 
including school grounds. This 
has been recently added to the 
label along with other sites such 
as airports, roadsides and ceme-
teries. 

Make sure that your pesti-
cide applicator license will 
allow you to treat in these areas. 
LM 

mailto:nstairs@advanstar.com


Cubic Yards Per Hour 
The Express Blower, using 
only one person, can blow 30 
to 100 cubic yards per hour. 

ULTIMATE WHEELBARROW 

Visit our web site at 
www.expressblower.com 
A division of Rexius Forest By-Products, Inc., Eugene, Oregon 

The Express Blower can be operated by one person, with 
remote control, in any weather, on any terrain. Spread 
mulch, compost, soil mixes, playground chips or any 
number of other organic materials for landscaping, lawn 
restoration, erosion control and much more. 

With our ALL NEW Injection System, the Express Blower 
can inject seed, fertilizer or other additives WHILE 
BLOWING! Install a lawn with soil mix and seed, or 
blend weed inhibitors with mulch. You can even topdress 
and overseed turf with only one application. 

Get a jump on your competition. Call today and find out 
how you can expand your possibilities with an Express 
Blower! 

^ ^ ^ preading mulch and compost by hand is a costly, 
^ ^ ^ labor intensive process. It limits production and 

^ ^ ^ ^ p u t s workers at risk for injuries. The Express 
Blower will turn an inefficient process into a profit center 
and blow your competition away! 

http://www.expressblower.com


IS YOUR BUSINESS 
BLOW'IN-A-LAWN? 
INDUSTRY LEADERS SEE PROFIT RISE WITH NEW SEEDING METHODS 

\

^ou're doing what!?... 

That's the response from most 
landscape contractors when they 

first hear about the all-new seed injec-
tion technique for lawn installation. 
Not only is it surprising that soil mix for 
lawns can actually be blown into place, 
but now seed can also be injected and 
blended with it to create the ideal 
method of lawn installation. 

Rexius Express Blowers of Eugene, 
OR, has developed the "Supplemental 
Injection System" that mounts onto 
their Express Blower Trucks. These 
powerful systems can literally blow top-
soil mixes right into place instead of the 
current practice of dumping and wheel-
barrowing with large crews of workers. 
Simply put, any granular material such 
as fertilizer, gypsum, pre-emergent her-
bicide, polymer granules, and yes, even 
seed can be injected into the blow 
stream of compost and soil mixes while 
being applied. 

The process is simple and takes 
only about an hour to install a typical 
2500 sq. ft. lawn. With an Express 
Blower, you would arrive at a job site 

that has been prepared either by leveling or tilling the subsoil, and then the final 1 to 
3 inch layer of topsoil mix would be blown into place with the seed completely 
blended throughout the mix. When the seed is blended this way, your germination 
rate increases greatly because the seed is warmer, stays moist and won't be disturbed 
by watering. With this beneficial environment for seed, germination can be expect-
ed in as little as 5 days! The contractor who normally performs 4 separate processes 
of placing soil, seeding, fertilizing and then raking the seed in, can combine all these 
methods into one complete process with an Express Blower in only one hour. 

One other method of seed-
ing, that is gaining much atten-
tion, is in the area of sports turf 
topdressing. Core aeration and 
compost topdress in sports play-
ing fields for restoration of com-
pacted soils is an ideal application 
for the Express Blower. The 
blower system is capable of blow-
ing a fine, even layer of compost 
over the turf without driving con-
ventional equipment on the play 
area. The process usually takes 2 
to 4 hours and with the Express 
Blower injection system, the field 
can be overseeded at the same 
time. The cost savings to the cus-
tomer and the potential profits to 
an Express Blower owner make 
this niche market an incredible 
opportunity for the future. 

Companies all over the country 
are expanding their business and 
realizing the profitability of an 
Express Blower. They have 
tapped into several new markets 
and now spread mulch, compost, 
topsoil blends, playground chips, 
and even animal bedding for the 
livestock and poultry industries. 
They have also expanded into 
new areas of business such as turf 
topdressing and erosion control 
for highway departments and 
municipalities. If you are looking 
for an edge on your competition 
or a new business venture that 
will bring a high rate of return, 
the Express Blower is the key to 
expanding your possibilities. 

For more information about 
the Express Blower log on at 

expressblower.com 
or call toll free 

800-285-7227 

A Division of Rexius Forest By-Products, Inc. 
750 Chambers St., Eugene, Oregon 97402 



ARBOR VIEW 

Prune the 
web down 
to size 

NANCY STAIRS 
T e c h n i c a l E d i t o r 

Finding tree information on the Internet 
is pretty easy. But, finding the informa-
tion you want is harder. I know there 
are lots more sites out there, but here 
are just a couple of my favorites. 

You can usually get a couple of ideas or opin-
ions from these pages. 

Arboriculture Trees and Timber, www.ar-
borists.comAVORLDAJSAAiome.html, has many 
links including Arborists Forum and Discussion 

The International Society of Arboriculture, 
wunv.ag.uiuc.edu/ ~isa, has discussion pages 

The Davey Tree Expert Company, 
www.davey.com will take questions to be answered 

by its technical advisors 
Good info 

Many Extension sites 
are very good, including 
Nebraska and Minnesota. 

• St. Paul Field Office, 
http/Zwillow. ncfes. umn.edu 
/ucfpubs/ucfpubs.htm 

• Community For-
estry Georgia Extension, 
www.forestry, uga.edu/ 
subjects/community.html 
Labs 

Diagnostic Labs, 
http //plants, okstate.edu/ 
plantdoctorAabs.htm, lists 

the labs for states and provinces plus any links 
Links 

TreelinkiThe Community Forestry Resource, 
www.treehnk.org 

Arboriculture-
ForestryNet Links, http// 
forestry.about.com/msubarbor. 
htm ?pid=2820$&ob =home 
Diseases and fungi 

Common Tree Diseases of BC, from the 
Canadian Forest Service, www.pfc.cfs.nrcan.gc.ca/ 
health/td_web/Diagnose/SignHost/fbsppores. htm 

plant disease facts, from Penn State, www. 
cas.psu.edu/docs/CASDEFT/PLAm/ext/fact.htrnl 

disease management recommendations for 
trees and shrubs, www.mes.umn.edu/Documents/ 
D/ G/DG6659.html, from Minnesota Extension 

OSU and Virginia Tech Species, Pests and 
Diseases, www.hcs.ohio-state.edu/hcs/TMI/TR2/ 
pmTOC.html, lets you search in various ways 
Tree hazards 

"Diseases That Create Hazards," 
Penn State 

• The St.Paul site 
links to the hazard tree 
webpage, including "How 
To Recognize Hazardous 
Defects In Trees." 

Natural Path's website 
has some very good informa-
tion on communities and risk of hazard, I recom-
mend it, www.naturalpath.com/forum.htm 
Pruning 

Plant Amnesty has an interesting take on bad 
pruning practices, www.plantamnesty.org 

"How to Prune Trees," St. Paul 
'Trees and Shrubs, Problems and Care," from 

Colorado Extension, has some good information 
www.colostate.edu/Depts/GoopFxt/TRA/PLANTS/ 
tree, htmltttreepruning 
Tree species info and photos 

ISU Forestry Tree ID is an interactive key, 
www.exnet.iastate.edu/Pages/tree 

species images can also be found on OSU and 
Virginia Tech Species, Pests and Diseases 

this site promotes a CD, but you can find lots 
of information on Ornamental Plants Plus, www. 
msue. msu. edu/msue/imp/modop/masterop. h tml 
Other interesting info 

'Tolerance to Construction Damage" and 
"Identification by Wood Characteristics," from 
Georgia Extension 

'Trees and Ice Storms," http//spectre. 
ag.uiuc.edu/-vista/abstracts/aicestorm.html 

"Vegetation Management Guidelines," 
www. inhs. uiuc.edu/edu/VMG/VMG.html 

"Salt Tolerance and Plants," Colorado, 
www.colostate.edu/Depts/CoopExt/TRA/PLA[NTS/ 
stable.html 

Agree/Disagree? Comments/Questions? 
Column Suggestions? Let Nancy Stairs know 
at 440/891-2623. Fax: 440/891-2675. 
E-Mail: nstairs@advanstar.com 

http://www.davey.com
http://www.forestry
http://www.treehnk.org
http://www.pfc.cfs.nrcan.gc.ca/
http://www.mes.umn.edu/Documents/
http://www.hcs.ohio-state.edu/hcs/TMI/TR2/
http://www.naturalpath.com/forum.htm
http://www.plantamnesty.org
http://www.colostate.edu/Depts/GoopFxt/TRA/PLANTS/
http://www.exnet.iastate.edu/Pages/tree
http://www.colostate.edu/Depts/CoopExt/TRA/PLA%5bNTS/
mailto:nstairs@advanstar.com


ture's Keepers. "There were about 
five of us offering up ideas, but no 
real solutions came out of it. Even 
our idea wasn't the greatest." 
Hey, it's an idea 

Nature's Keeper's original pro-
posal: A bulldozer would climb 
the slope carrying pallets of sod to 
a team of workers, who then 
would painstakingly pull the 
seams together. 

And, even then, the rain might 
very well ruin all that hard work. And so the 
county continued to search for an answer, as did 
Nature's Keepers. 

Finally, the solution came when Nature's 
Keeper bought an HD4500 Posi-Track all-purpose 
crawler built by ASV Inc. of Grand Rapids, MN. A 
relatively new category of work machine, the all-
purpose crawler, with its rubber tracks and light 
footprint (3.0 psi), seemed to be just what the St. 
Lucie County landfill needed. 

In addition to a variety of landscaping tasks, Na-
ture's Keepers was having success with its new ma-
chine laying out big rolls of sod — as a result, they 
were achieving amazing results and saving a re-
markable amount of time. 
Much faster than hand work 

By using a sod-rolling attachment fitted to the 
front of the machine through a quick-attach sys-
tem, the company was working several times faster 
than by hand, said Feketa. The attachment grabbed 
the sod by extending rotating cones into both ends 
of the tube at the center of the roll. With the roll in 
front of the driver, the sod could then easily be laid 
directly along the seam. Moreover, as the machine 
rolled over the sod, it actually pressed the seams to-
gether and helped the sod stay in place — with no 
damage done. 

But could the crawler work on such a steep 
slope? "There is not a wheeled machine made that 
would go on that 3-to-l slope," said Feketa. 

The St. Lucie County landfill, situated 
along 1-95, near Fort Pierce, FL, had a 
problem. When it covered its 100-ft. 
high, 100,000-sq.-ft. mound of trash 
with a couple of feet of soil, nothing 

seemed to keep Florida's torrential rains from wash-
ing the dirt away. 

"We tried just about everything, but had little 
luck," said Leo Cordeiro, solid waste manager for 

St. Lucie County. Even 
sodding the 3-to-l slope 
with squared sections 
didn't work. 

"We'd get a two-hour 
rain and the sod would 
wash right down that 
slope," said Cordeiro. 

Covering the dirt with 
rolls of netting and then 
seeding the hill wasn't the 
answer, either. Again, rain 
simply took away the dirt, 
netting and seeds. 

Finally, Nature's Keepers Landscaping of Fort 
Pierce entered the picture. Eventually, they de-
veloped a solution for which everyone was 
searching. But at first, the 31 -man operation was 
as stumped as everybody. 

"We went to a bid meeting a couple of years 
ago," said Stewart Feketa, vice president of Na-

Crawler 
tames sod Job 
from hell 
By JAY LEMKE 

A Posi-Track crawler conquered the 
landfill's 3-to-1 slope and saved more 
than 1,000 hours of handwork as it 
laid big-roll sod over a towering 
Florida landfill. 



If the all-purpose crawler could, Feketa 
knew rolling the sod would make the job 
not only faster and easier, but better. 
Big rolls the answer 

"Big rolls were certainly preferable to 
pallets," said Feketa. "On a 400-sq.-ft. 
pallet, there would have been 560 joints 
to join, yet with two 200-sq.-ft. rolls, 
there were four joints with a biodegrad-
able mat under it to help hold the sod to 
the ground. On a hill where the sod 
doesn't want to be there anyway, that's 
significant." 

It took only a quick demonstration of 
the machine easily climbing the loose 
soil on the slope to convince the county 
to give Nature's Keepers a shot. 

Feketa had two men on the hill and 
one in a forklift. He handled the all-pur-
pose crawler himself. With a big roll of 
sod attached to the front of the rubber-
tracked machine, Feketa laid the sod as 
he angled his way up the slope. When 
the sod ran out, he returned to the base 
of the mound, where the forklift would 
feed him another roll. Meanwhile, the 
men on the side of the hill pulled the 
seams together. The job was completed 
in a day and a half. 

"The Posi-Track glided up and down 
the hill all day long, and there was no 
raking to clear up its tracks because it 
left none thanks to the low ground pres-
sure; we had a great day," Feketa said. "It 
would have taken eight men working 
five 10-hour days, at best, with any other 
method." 
Rolled sod the only w a y 

"It was an impressive operation, the 
way the machine ran up those slopes and 
in the amount of time it took," said 
Cordeiro. "The rolled sod is clearly the 
way to go. It stays on the hill and stops 
the water from uncovering the trash. 
We'll be doing all of our sodding with 
big rolls from now on." 

According to Feketa, the Posi-Track 
seems to be ideally suited to laying out 
big rolls of sod. 

"You can certainly attempt to lay big 
rolls of sod with a wheeled machine, but 
it's not as stable and it's difficult to go in 
a straight line to keep the seams tight," 
Feketa said. 

"I think that's why some landscapers 
don't use big rolls, because they tried 

using a machine that's not suited to the 
task." LM 

About 25% of Nature's Keepers' 
business is now sodding with big rolls. 

—The author is with Carmichael Lynch 
Spong, Minneapolis, MN. 

Introducing Turfmaker Junior. 
Welcome to the family. 

Now you can get the productivity of a 
Turfmaker II in a compact machine. Proudly 
announcing the Turfmaker Junior — the 
latest in our line of high-capacity seeders 

that prepare the perfect seedbed to give you uniform germination. 
Turfmaker Junior's 11-bushel hopper delivers everything from bluegrass 

to fescues without bridging. Four- and six-foot widths make it exceptionally 
maneuverable. And thanks to the standard speed-up kit, you get the same 
high seeding rates that run in the entire Turfmaker family. 

Call us at 1-800-409-9749 or visit our Web site at www.brillionfarmeq.com 
for more information. Junior's waiting to come out and play. 

¿ldillJZIZ 
www.brillionfarmeq.com • Brillion Iron Works, Inc., Brillion, Wl 54110 

Phone (920) 756-3720 • (800) 409-9749 
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Genie Industries TMZ is based on a patented Z configuration. It 
has a working height of 40 f t . w i th a 19 f t . outreach. 

GET A RISE 
OUT OF YOUR 
EQUIPMENT 
By C U R T H A R L E R / C o n t r i b u t i n g E d i t o r 

Equipment owners and fleet managers in the tree-care indus-
try are looking for products that reach high into the sky yet have 
simple designs. And, they want products that require low mainte-
nance to keep costs down. 

Larry Petrasek, the fleet manager for The Davey Tree Expert 
Company in Kent, OH, uses products by Aerial Lift Inc., Altec 
and Hydra-Tech Inc. to meet all of these needs. 

He says utility contracts are requiring more and more height 
all the time. 

"The height requirement seems to be creeping up," Petrasek 
said. "Fifty-five-footers are now more common." 

Over-center capability is also important to Petrasek, who said 
the ability to maneuver without moving a truck a lot makes oper-
ators more efficient. 

Bucket and aerial lift manufacturers are responding to the need 
for height and flexibility. But there is more to lifts than height. 

How long does it takes to access key components to perform 
simple maintenance tasks like lubricating fittings, changing fil-
ters or topping off fluids. Ease of adjustment often is over-

looked. Can it be done handily in the field? Are spe-
cial tools or blocks required? Is it a one-person or a 
two-person job? 

Look at the gauges provided. Extras, like hour 
gauges and oil pressure gauges, do add cost, but they 
can pay back their expense if they avoid just a single 
maintenance problem. If you opt for a unit with 
gauges, be sure that they are readily visible from the 
driver's seat. 

Aerial Lift Inc. 
800/446-LI FT 
www.aeriallift.com 

Aerial Lift makes the Mini-Foot, Rear Mount product with 
working heights from 38 to 75 ft. The vehicle is compact and 
can maneuver in tight spaces. The upper boom is made of 
molded fiberglass reinforced plastic for dielectric quality when 

used near energized power lines. The product is available with saddle boxes, 
tool and rope boxes and more. 

Circle No. 250 

MTI Insulated Products Inc. says its MTI S5 tree tr immer has up to 
60 f t . of working height. Rectangular booms give it strength. 

http://www.aeriallift.com


Altec Industries Inc. 
800/958-2555 
www.altec.com 

Altec's LRV52/LRV55 Overcenter 
Aerial Device has a working height 
up to 60 ft. and a working side 
reach to 42 ft. The product has a 
lifetime upper boom drive system 
and low operational costs. Key fea-
tures include a walking link and 
cylinder, upper boom drive and life 
time components. 
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AmeriQuip 
800/824-9776 
www.mobiletool.com 

The trailer-mounted Eagle lift 
provides 360° continuous rotation 
and proportional hydraulic controls 

AmeriQuip's Eagle l i f t 

at the bucket and the base. The full 
line includes the T40. All units are 
cost-effective to purchase, license, 
insure and maintain. Each is backed 
by a nationwide network of staff 
service technicians. 

Circle No. 252 

CATERPILLAR 
www.CAT.com 

A new access platform for Cat 
Telehandler models allows the oper-
ation to control all boom functions 
from the platform. This eliminates 
the need for someone else in the 
cab. It can be used with outrigger-
equipped TH63, TH83 and TH103 
models and is well suited to tree 
trimming work. Two speed controls 
let the operator precisely position or 
maneuver the platform. It has a 550 

lb. lift capability, measures 4x3 ft. 
and is 4 ft. high. 
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Genie Industries 
800/536-1837 
www.genielift.com 

Genie's new TMZ 34/19 is a 
trailer-mounted lift that is towed be-
hind a truck. Based on the patented 
Z-configuration introduced by 
Genie, the product has a working 
height of 40 ft. with 19 ft. outreach. 
The boom incorporates a 4.5 ft. jib 
for increased range of movement 
and easy positioning. 
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Lift-All 
219/747-0526 

Lift-All by Hydra-Tech Inc. makes 
the LAOC unit, which is an over-
center machine that allows 270° of 
articulation. The product is available 
with working heights up to 58 or 60 
ft. with a reverse mount. Maximum 
horizontal reach is 46.25 ft. over-
center. With the LAOC-55 model, 
an operator can fully extend the 
boom to 46.25 ft. in one direction 

and use the overcenter feature to 
reach 41.5 ft. in the opposite direc-
tion. The bucket capacity is 350 lbs. 
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MTI Insulated Products, Inc. 
219/747-1631 
www.mobiletool.com 

The MTI S5 tree trimmer aerial 
device has up to 60 ft. of working 
height and 46 ft. of side reach. The 
product has lower boom articulation 
to 138° and upper boom travel to 
210° allowing the operator to posi-
tion easily in difficult areas. The MTI 
S5 features side-by-side rectangular 
booms for strength, an easy-to-op-
erate one-handle platform control 
and boom actuation without chains 
or cables for low maintenance. 
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Polecat Industries Inc. 
800/876-5322 

The Polecat PC266 is a self-pro-
pelled, lightweight, highway speed 
towable lift. It has a single, propor-
tional joystick that provides 
drive/steer and raise/lower functions 
in one controller. An ergonomic 

Polecat Industries Inc. 

platform control station minimizes 
fatigue, maximizes productivity and 
makes the operator training easy. 
Most of the product's components 
are "off the shelf." The PC266 runs 
all day on less than seven gallons of 
gas. It can be towed from site to site 
by a pickup truck, maximizing pro-
ductivity and reducing job costs. 
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SNORKEL 
816/364-0317 
www.snorkelusa.com 

Articulating riser boom allows 
for up-and-over work on the ATB 
60 from Snorkel. One of six families 
of lift available, the 60's telescoping 
main boom gives extra horizontal 
and vertical reach and the 6-ft. artic-
ulating jib boom gives added hori-
zontal reach. Main boom reaches 
43 ft. for a total work height of 66 
ft. Comes in 2-wheel or 4-wheel 
drive models. 
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SPECIALTY EQUIPMENT 
800/722-6543 
www.specialtylift.com 

The Leguan Plus is a flexible 
aerial work platform with 36-ft. 
working height, 17-ft. reach and 
298-lbs. platform capacity with tele-
scoping boom extended, 474 lbs. 
retracted. Made by Specialty Equip-
ment, it is powered by a 13-hp 
Honda engine with optional LPG or 
electric power. It has zero-degree 
turning radius for easy maneuvering 
and its 34-in. width allows easy 
moving through gates. It weighs just 
over a ton, so it is easy to transport. 

Circle No. 259 
Access platform for Caterpillar Telehandler simplifies operation. 

http://www.altec.com
http://www.mobiletool.com
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Terex-Telect Corp. 
605/882-4000 

The Hi-Ranger XT-5 Series for 
tree trimming has a working height 
up to 60 ft. and horizontal reach up 
to 44.9 ft. Standard equipment in-

Terex-Telect Corp. Hi-Ranger 

has horizontal reach of 44.9 f t . 

dudes 24 x 24 x 40 in. one-person 
side mount platform, a safety belt 
with attached lanyard and individual 
lever, full pressure platform controls. 
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Versai ¡ft by Time Manufac-
turing Company 
254/399-2100 
www.versalift.com 

Versai ift's new VO-35Q/355-MHI 
is an overcenter aerial device with 
material handling capabilities. It has 
a working height up to 60 ft. and 
horizontal reach up to 46 ft. 11 in. 
The product has a platform capacity 

Versalift by Time 

Manufactur ing Company has 

art iculat ion of 210°. 

up to 400 lbs. The upper boom has 
articulation of 210° and the lower 
boom has 100°. 
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Van Ladder by Brinks Mfg. 
Co. Inc. 
888/887-5847 
www.vanladder.com 

Van Ladder's new 2921-T1 has 
a telescoping side reach up to 21 ft. 
and a working height of 35 ft. The 
unit has a front bumper platform 
from which the bucket can be 
loaded with tools and entered. The 
platform can support 300 lbs. 
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Events 

Van Ladder by Brinks Mfg. Co. Inc.'s p la t form supports 300 lbs. 

19-20 PLCAA Legislative 
Day on the Hill & Arling-
ton Renewal and Re-
membrance Project 
Holiday Inn Capitol, Wash-
ington, DC; 800/458-3466; 
wunv.plcaa.org 

21-2! Turf grass Produc-
ers International Sum-
mer Convent ion 8t Field 
Days East Lansing Holi-
day Inn, MI; 847/705-
9898; www.turfgrasssod.org 

2 3 - 2 Masters in Man-
agement for the Land-
scape Industry Seminar 
Hilton Chicago O'Hare 
Airport; ALCA, 800/395-
2522; www.aica.org 

2 4 - 2 International 
Lawn, Garden & Powe r 
Equipment Expo Ken-

tucky Exposition Center, 
Louisville; 502/562-1962; 
http//EXPO.mow.org 

2 4 - 2 8 Amer ican Nursery 
& Landscape Conven-
tion Wyndham Franklin 
Plaza Hotel, Philadelphia, 
PA; 202/789-2000; 
www.anla.com 

2 5 - 3 1 Perennial Plant 
Sympos ium & Trade 
Show Lansing Conven-
tion Center, MI; 614/771-
8431; www.perennial-
plant.org 

27 M idwes t Regional 
Turf Field Day West 
Lafayette, IN; 765/494-
8039; www.purdue.edu 

2 7 - 2 9 Penn Al l ied Nurs-
ery Trade S h o w Fort 
Washington Expo Center, 
Fort Washington, PA; 
717/238-1673; 
www.pantshow. com 

2 9 Iowa Turfgrass Field 
Day ISU Horticulture Re-
search Station, Ames, IA; 
800/605-0420 

1-4 International Soci-
ety of Arboriculture 
Conference Stamford, 
CT; 217/355-9411; 
www.ag.uiuc.edu/~isa 

1 Nebraska Turfgrass 
Field Day & Equipment 
S h o w Agricultural Re-
search and Development 
Center, Mead, NE; 
402/472-8619 

6-8 TAN-MISSLARK 
Nursery, Garden, Land-
scape Supply S h o w 
Dallas Convention Center, 
Houston; Texas Assn. of 
Nurserymen, 800/880-
0343; www.growzone.com 

9 - 1 2 Florida Turf grass 
Association Conference 
& S h o w University of 
Florida, Gainesville, FL; 
800/822-6721 

18 Michigan Turf grass 
Field Day Hancock Turf-
grass Research Center, 
Michigan State University, 
East Lansing; 517/321-
1660 

18 Univ. of Rhode Is-
land Turfgrass Field 
Day Kingston Campus, 
RI; 401/874-2481 

2 0 ALCA Environmental 
Improvement Awards 
deadl ine (Exterior) 
ALCA, 800/395-2522; 
www.alca.org 

2 6 Turf & Landscape 
Research Field Day U .C . 

Bay Area Research and Ex-
tension Center, Santa Clara, 
CA; 510/639-1271 LM 

http://www.versalift.com
http://www.vanladder.com
http://www.turfgrasssod.org
http://www.aica.org
http://www.anla.com
http://www.purdue.edu
http://www.pantshow
http://www.ag.uiuc.edu/~isa
http://www.growzone.com
http://www.alca.org


Now the most comprehensive 
Green Industry information is at 
your fingertips 24 hours a day 

(How's that for a powerful creation?) 

ADVANSTAR'S LANDSCAPE GROUP PRESENTS 

www.landscapegroup.com 
Think about it, now in-depth industry profiles, case 

studies and expert reporting are just a click of the 

mouse away. Whether you're at the office or at home on 

your desktop, you now have instant access to even more 

of the leading-edge information you get in every issue 

of Landscape Management, Golfdom, Athletic Turf 

and Turfgrass Trends. 

So log on, plug in and don't forget to bookmark 

www.landscapegroup.com. 

# ADVANSTAR LANDSCAPE GROUP 
7500 O ld Oak Boulevard • Cleveland, O H 44130 

http://www.landscapegroup.com
http://www.landscapegroup.com


SUPPLIERS CORNER 

Century Rain Aid opened 
new branches in Florida: Bun-
nell, Cape Coral, Mangonia 
Park, Palmetto and St. Augus-
tine. In addition, new branches 
opened in: Huntsville, AL; 
Macon, GA; Noblesville, IN; 
Swansea and Woburn, MA; 
Clarkson, Ml; Manchester, NH; 
Mooresville and Wilmington, 
NC; Bedford Heights, Colum-
bus and Dayton, OH; and 
Greenville, SC. 

Hunter Industries introduced 
the Hunter Preferred Contrac-
tor Program to help irrigation 
professionals gain the tools, 
office equipment and develop-
ment funds needed to expand 
their business. For the next 
three years, professionals wil l 
earn points f rom Hunter pur-

chases which can be re-
deemed. www.Hunterlndus-
tries.com 

Myra Potts joined M e d a l i s t 

A m e r i c a as tur f specialist for 
the southeast U.S. Alan Mark is 
tur f specialist for OH, IN, Ml, 
western PA, WV and KY. 

Howard Fertilizer Inc. is the sole 
distributor of Par Ex IBDU in 
Florida which is licensed by 
Lebanon Seaboard Corp. 

National Seed Company, a 
division of Jacklin Seed, ap-
pointed Dan Biddick sales rep-
resentative for Wl and MN. 

Pennington Seed Inc. ap-
pointed Roger Tucker western 
division turfgrass manager for 

its Professional Turfgrass 
Group. 

Profile Products LLC pro-
moted Sam Stimmel to na-
tional sales manager and 
named Mark Fields, CGCS, Gulf 
regional sales manager. Larry 
Lennert is midwest regional 
sales manager and Paul 
Salmon, CGCS, is southeast re-
gional sales manager. 

Dr. Jeffrey Higgins is the direc-
tor of marketing for Pursell 

Dr. Jeffrey 
Higgins 

Andrew 
Semple 

Info center 
V I D E O S A N D L I T E R A T U R E F O R T H E G R E E N I N D U S T R Y 

COMICS AND IRRIGATION ... com-
bine in the new quarterly newslet-
ter from Irritrol, "The Amazing 
Irritrol-Man." The irreverent, col-
orful approach is an interesting 
take on product information. If 
you'd like to see Irritrol-Man and 
Rex, his faithful companion (a 
Scottie, complete with tartan cape) 
you can call Mike Ochoa, market-
ing manager, at 909/785-3623. 

SOIL INFORMATION ... is available from the world's leading soil-testing laboratories, 
MDS Harris. On their website, www.mdsharris.com, a new section called Agri-
Knowledge currently has 19 technical articles on nitrogen (4), phosphorus (3), potassi-
um (3), soil pH (5), as well as zinc and manganese. 

UPDATED PGMS GUIDES ... Grounds Estimating Guide, Grounds Maintenance 
Management Guidelines and Grounds Management Forms & Job Descriptions Guide 
have been fully updated simultaneously. Presented together in a 0.5-in. binder, the 
guidelines are available at a savings of $15 for the set, for the remainder of 1999. 
Contact PGMS, 410/584-9754, fax 410/584-9756, www.PGMS.org 

Technologies Inc. Andrew 
Semple is regional sales man-
ager for the northern U.S. and 
Canada. 

Mike Tentis was named prod-
uct manager for the Profes-

sional Products 
Division of 
Simplot Turf 
& Horticul-
ture. Tentis is 
responsible for 
sales of Jacklin 
and Medalist 
America grass 

seed products in the western 
U.S. and western Canada, as 
well as the new proprietary 
Best brand of grass seed. 

Mark Sargent joined S p e c -

t r u m as director of sales and 
technical services for profes-
sional products. 

EPA approved three V a l e n t 

products for use in Colorado: 
Orthene® Turf, Tree and Orna-
mental, Spray 97, Distance® In-
sect Growth Regulator and Or-
thene® PCO Pellets. In NY, 
Pinpoint® 15 Granular Insecti-
cide has been approved by the 
state for use as a broadcast 
treatment, www.valent.com 

Buddy Camors has been 
named business director of 

Zeneca Pro-
fessional 
Products, tak-
ing over the 
pest control, 

tur f and orna-
mental busi-
ness f rom Kee-
lan Pullium. 

www.zenecaprofprod. com 

Buddy 
Camors 

http://www.mdsharris.com
http://www.PGMS.org
http://www.valent.com
http://www.zenecaprofprod


Other bluegrass varieties looked 
like sissies in comparison as 
Rambo outranked top challengers 

in demanding transition-zone tests. While others whimpered 
and withered, Rambo withstood brown patch, leaf spot 
and melting out, and was virtually unscathed by necrotic 
ring spot. As you might expect, Rambo was also among 
the densest. Thick with fine leaf texture, it stood strong 
even when mowed down to 1/2 inch. If grass knew fear, 
Rambo wouldn't. For extreme confidence, put Rambo 
in your turf today. 

Circle No. 128 on Reader Inquiry Card 

5300 West Riverbend Avenue • Post Falls. Idaho 83854-9499 
Phone: 1-800-688-SEED • Fax: 208-773-4840 • www.jacklin.com 
©1998 Jacklin Seed • All rights reserved 

http://www.jacklin.com


S U Ü u NTEP data available upon request. 
A DIVISION OF J.R. SIMPLOT COMPANY 

High Tolerance At Short Cuts 
No matter how you gauge perfor-

i l i A fi mance, Award measures up. It 
^ \ j J II K / ) handles disease pressure better 
Vi0»lttciY Biufc,45j t h a n o t h e r K e n t u c k y bluegrass 

varieties in its class, even when cut as short as 1/2 inch.* 
And trial after trial proves that Award maintains its intense 
dark green color under varying management regimes. 
Award has earned its status as an elite variety by raising 
performance standards to a whole new level. 
but, isn t tnat wnat you wouia expect irom ' 
Jacklin's Five Steps Above" Program? 

'HOO West Rivcrbcnd Avenue • Post I alls, Idaho 83854 9409 
Phone: I 800 688Mi l l> • Fax: 208-77 V4840 • www jaeklin com 
©1008 Jaeklin Seed • All rights reserved 



I l e n ' i i f FREE information on products and services adver t ised in th is issue. 

NAME (please print) 
TITLE 
FIRM 
ADDRESS 
CITY 

management 
July 1999 
This card is void after September 15, 1999 

I would like to receive (continue receiving) LANDSCAPE MANAGEMENT free each month: O Yes O no 

Signature: Date: 

.STATE .ZIP. 
PHONE ( ) 
INTERNET/E-MAIL ADDRESS . 

_FAX(_ 

Fill in ovals as shown: • 
1. My primary business at this location is: (fill in ONE only) 
CONTRACTORS/SERVICE COMPANIES 
02 O 255 Landscape Contractors (installation and maintenance) 
03 ) 260 Lawn Care Service Companies 
04 3 265 Custom Chemical Applicators 
05 ) 270 Tree Service Companies/Arborists 
06 O 275 Landscape Architects 
07 O 280 Land Reclamation and Erosion Control 
08 O 285 Irrigation Contractors 

O Other Contractors/ Service Companies (please specify) 
INSTITUTIONAL FACILITIES 
09 O 290 Sports Complexes 
10 O 295 Parks 
11 O 300 Right-of-Way Maintenance tor Highways. Railroads or Utilities 
12 O 305 Schools. Colleges. Universities 
13 O 310 Industrial or Office Parks/Plants 
14 O 315 Shopping Centers. Plazas or Malls 
15 O 320 Private/Public Estates or Museums 
16 O 325 Condominiums/Apartments/Housing Developments/Hotels/Resorts 
17 O 330 Cemeteries/Memorial Gardens 
18 O 335 Hospitals/Health Care Institutions 
19 O 340 Military Installations or Prisons 
20 O 345 Airports 
21 O 350 Multiple Government/Municipal Facilities 

O Other Groundscare (please specify) 
SUPPLIERS AND CONSULTANTS 
22 O 355 Extension Agents/Consultants for Horticulture 
23 ) 360 Sod Growers. Turf Seed Growers & Nurseries 
24 O 365 Dealers. Distributors. Formulators & Brokers 
25 O 370 Manufacturers 

O Other (please specify) 
2 Which of the following best describes your title? (fill in ONE only) 
26 O 10 Executive/Administrator - President. Owner. Partner. Director, General Manager. 

Chairman of the Board Purchasing Agent. Director of Physical Plant 
27 O 20 Manager/Superintendent - Arborist, Architect. Landscape/Grounds Manager. 

Superintendent. Foreman. Supervisor 
28 O 30 Government Official - Government Commissioner. Agent. Other Government Official 
29 O 40 Specialist - Forester, Consultant. Agronomist, Pilot, Instructor, Researcher. 

Horticulturist. Certified Specialist 
30 O 50 Other Titled and Non-Titled Personnel (please specify) 

3. SERVICES PERFORMED (fill in ALL that apply) 
40 O A Mowing 45 O F Turf Fertilization 
4 1 0 B Turf Insect Control 46 O G Turf Disease Control 
42 O C Tree Care 47 O H Ornamental Care 
43 O D Turf Aeration 48 O I Landscape Design 
4 4 O E Irrigation Services 49 O J Turf Weed Control 

AM ADVANSTAR * PUBLICATION 
®1996 AdvantUf Conwnuncabons Ine Al righto reserved 

50 O K Paving. Deck & Patio Installation 
51 O L Pond/Lake Care 
52 C M Landscape Installation 
53 O N Snow Removal 
54 O 0 Other (please specify) 

62 O 8 Herbicides 69* 15 Sweepers 
63 O 9 Insecticides 70 O 16 Tractors 
64 0 1 0 Line Trimmers 71 0 1 7 Truck Trailers/Attachments 
65 0 11 Mowers 72 O 18 Trucks 
66 0 1 2 Snow Removal Equipment 73 0 1 9 Turfseed 
67 O 13 Sprayers 74 O 20 Utility Vehicles 
68 O 14 Spreaders 

4a. Do you specify, purchase or influence the selection ot landscape products? 
75 O Yes 76 O No 

4b. If yes. check which products you buy or specify: (fill in ALL that a| 
55 0 1 Aerators " 
56 O 2 Blowers 
57 O 3 Chain Saws 
58 O 4 Chipper-Shredders 
59 O 5 De-icers 
60 O 6 Fertilizers 
61 O 7 Fungicides 
5. Do you have Internet Access? 77 O A Yes 7 8 O B No 

5a. If so, how often do \ 
79 O A Daily I 

)u use it? 
3 O B Weekly 81 O C Monthly 82 O D Occasionally 

101 113 125 137 149 161 173 185 197 209 221 233 245 257 269 281 293 305 
102 114 126 138 150 162 174 186 198 210 222 234 246 258 270 282 294 306 
103 115 127 139 151 163 175 187 199 211 223 235 247 259 271 283 295 307 
104 116 128 140 152 164 176 188 200 212 224 236 248 260 272 284 296 308 
105 117 129 141 153 165 177 189 201 213 225 237 249 261 273 285 297 309 
106 118 130 142 154 166 178 190 202 214 226 238 250 262 274 286 298 310 
107 119 131 143 155 167 179 191 203 215 227 239 251 263 275 287 299 311 
108 120 132 144 156 168 180 192 204 216 228 240 252 264 276 288 300 312 
109 121 133 145 157 169 181 193 205 217 229 241 253 265 277 289 301 313 
110 122 134 146 158 170 182 194 206 2 1 8 230 242 254 266 278 290 302 314 
111 123 135 147 159 171 183 195 207 219 231 243 255 267 279 291 303 315 
112 124 136 148 160 172 184 196 208 220 232 244 256 268 280 292 304 316 s 
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I would like to receive (continue receiving) LANDSCAPE MANAGEMENT free each month: O Yes O no 

Signature: Date: 

pFill in ovals as shown: • 
1. My primary business at this location is: (fill in ONE only) 
CONTRACTORS/SERVICE COMPANIES 
02 O 255 Landscape Contractors (installation and maintenance) 
03 O 260 Lawn Care Service Companies 
04 O 265 Custom Chemical Applicators 
05 O 270 Tree Service Companies/Arborists 
06 O 275 Landscape Architects 
07 O 280 Land Reclamation and Erosion Control 
08 O 285 Irrigation Contractors 

O Other Contractors/ Service Companies (please specify) 
INSTITUTIONAL FACILITIES 
09 O 290 Sports Complexes 
10 O 295 Parks 
11 O 300 Right-of-Way Maintenance for Highways. Railroads or Utilities 
12 O 305 Schools. Colleges, Universities 
13 O 310 Industrial or Office Parks/Plants 
14 O 315 Shopping Centers, Plazas or Malls 
15 O 320 Private/Public Estates or Museums 
16 O 325 Condominiums/Apartments/Housing Developments/Hotels/Resorts 
17 O 330 Cemeteries/Memorial Gardens 
18 O 335 Hospitals/Health Care Institutions 
19 O 340 Military Installations or Prisons 
20 O 345 Airports 
21 Ö 350 Multiple Government/Municipal Facilities 

O Other Groundscare (please specify) 
SUPPLIERS AND CONSULTANTS 
22 O 355 Extension Agents/Consultants for Horticulture 
23 O 360 Sod Growers. Turf Seed Growers & Nurseries 
24 O 365 Dealers, Distributors, Formulators & Brokers 
25 O 370 Manufacturers 

O Other (please specify) 
2. Which of the following best describes your title? (fill in ONE only) 
26 O 10 Executive/Administrator - President. Owner, Partner. Director, General Manager. 

Chairman of the Board, Purchasing Agent. Director of Physical Plant 
27 O 20 Manager/Superintendent - Arborist. Architect, Landscape/Grounds Manager, 

Superintendent, Foreman, Supervisor 
28 O 30 Government Official - Government Commissioner, Agent, Other Government Official 
29 O 40 Specialist - Forester, Consultant, Agronomist, Pilot, Instructor, Researcher, 

Horticulturist, Certified Specialist 
30 O 50 Other Titled and Non-Titled Personnel (please specify) 

3. SERVICES PERFORMED (fill in ALL that apply) 
40 O A Mowing 45 O F Turf Fertilization 
4 1 0 B Turf Insect Control 46 O G Turf Disease Control 
42 O C Tree Care 47 O H Ornamental Care 
43 O D Turf Aeration 48 O l Landscape Design 
44 O E Irrigation Services 49 O J Turf Weed Control 
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50 O K Paving, Deck & Patio Installation 
51 O L Pond/Lake Care 
52 O M Landscape Installation 
53 O N Snow Removal 
54 O 0 Other (please specify) 

4a. Do you specify, purchase or influence the selection of landscape products? 
75 O Yes 76 O No 

4b. If yes, check which products you buy or specify: (fill in ALL that appl 
62 O 8 Herbicides 
63 O 9 Insecticides 
64 O 10 Line Trimmers 
65 O 11 Mowers 

55 O 1 Aerators 
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59 O 5 De-icers 
60 O 6 Fertilizers 
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72 O 18 Trucks 

66 O 12 Snow Removal Equipment 73 O 19 Turlseed 
67 O 13 Sprayers 
68 O 14 Spreaders 

74 O 20 Utility Vehicles 

7 8 O B No 
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79 O A Daily 80 O B Weekly 81 O C Monthly 82 O D Occasionally 
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PRODUCT REVIEW 

Dripline irrigation from Rain Bird 
Landscape Dripline pressure-compensating, inline emitter 

tubing is from Rain Bird's Xerigation® line. The design of the 
tubing offers more consistent flow and improved clog-resistance 
while allowing the tubing to operate under higher pressures. 

For more information call 626/963-9311, www.rainbird.com or 
Circle No. 263 

oy engine oil? 
A two-cycle, air-cooled engine oil, Enviro-
Logic 440® is actually made from soybeans. 
From Terresolve Technologies, Eastlake, OH, 
this oil will not kill grass or leave a long-term 
sheen on water if it seeps into the environ-
ment. The product meets the performance re-
quirements for ISO GD, the world's toughest 
standard for this type of lubricant. 

For more information call 800/727-3876 or 
Circle No. 264 

Three-in-one Mantis 
The BSV (blower-shredder-vacuum) has a 21.2-cc, gas-

powered engine and wind speeds up to 125 mph. Wi th a 
debris collection bag (which holds up to 2 bushels) and 
feeder tube, the BSV converts to a handheld vacuum-
shredder, reducing leaves and small debris to a 12:1 ratio. 
Additional features include a see-through fuel tank, cruise 
control and shoulder strap. 

For more information call 877/LWONDER or 
Circle No. 265 

Stake palms fast 
Arborlock Staking Systems has a simplified palm-staking 

kit for rapid one-person installation. The notched wood blocks 
have protective polyethylene padding already installed and 
the vinyl cable-ties are mounted through the wood so the en-
tire unit can be installed in seconds. The notches grip 2x4 
ground supports (wi thout beveling) and the cable ties expand 
w i th tree g rowth and are easy to remove. 

For more information call 305/378-6153, 
www.arborlock.com or 

Circle No. 266 

http://www.rainbird.com
http://www.arborlock.com


>PRODUCT REVIEW 

Spread straw 
mulch fast 

The B40 Straw Blower from Finn 
Corporation combines compact size 
and portability with spreading power. 
The B40 chops and blows 2 to 3 bales 
of straw per minute, creating consis-
tently even mulch coverage. It is pow-
ered by a 20-hp Kohler engine, has a 
17-in. diameter blower with six blades 

and generates a discharge velocity of 
160 mph. 

Finn also has equipment for other 
blower needs, mulches, hydroseeding, 
etc. For more information call 800/543-
7166, www.fincorp.com or 

Circle No. 267 

Keep in touch 
The Motorola Radius SP21™ portable 

radio helps employees and supervisors 
keep in touch over a large coverage area. 
The variety of fea-
tures includes: ver-
satile channel 
spacing, private 
line capability, 
easy audio pro-
gramming, voice 
operated trans-
mission, conve-
nient charging 
adapter, all in a 
l ightweight, com-
pact design. 

For more information call 888/567-
7347, www.motorola.com or 

Circle No. 268 

Modern backpack 
blower 

The Kawasaki KRB400A is designed 
to minimize noise, weight and vibration 
and features a 3.2-hp engine with a maxi-
mum air volume of 380 d m and maxi-
mum air velodty of 180 mph. A plastic 

engine shroud, fan and fan casing 

Rapid sod laying 
The Bobcat Sod Layer attachment 

for the Bobcat 751-873 skid-steer load-
ers is designed to unroll 24 to 48 in. 

Circle No. 269 

wide sod rolls. The Sod Layer speeds 
sod laying 2 to 3 times over that of 
hand labor but is less expensive than a 
dedicated sod-laying machine. The at-
tachment has a cutting blade, auxiliary 
hydraulic controls and relief valves. 

For more information call 701/241-
8740, www.bobcat.com or 

Circle No. 270 

TRIMS 2000 Grounds Management Software® 
TRIMS Software International has released its most advanced grounds management 

software system, TRIMS 2000. Filled w i th innovative new features to simplify turf, golf 
course and operations management, TRIMS 2000 is GPS/GIS compatible wi th a special 
Incident Log to track when and where chemical applications, grounds work and vandal-
ism occur, so you can view patterns or identify problem areas. It also has a Custom Re-
port Writer and can export TRIMS files to Excel, Success and Microsoft Word for spread-
sheets, reports, graphs and labels. 

For more information call 800/608-7467 or 
Circle No. 271 

reduce weight and 
lower noise, as does a muffler with glass 
wool lining and a large volume air cleaner. 
Easy to start and use, the backpack 
blower weighs 19 lbs. 

For more information call 616/954-
3019 or 

Circle No. 272 

Powerful wind blast 
The Jacobsen B-40 PLUS blower is a high-capac- ^ 

ity blower that mounts to any 25-hp, 540-rpm tractor 
with a 3-point pto linkage. Features include a 36-in., 
12-blade carbon fan, all-steel direction chute and 
a Kevlar®-reinforced belt-drive to the fan. 

For more information call Textron Turf Care and 
Specialty Products at 888/922-TURF or 

http://www.fincorp.com
http://www.motorola.com
http://www.bobcat.com


Control algae in fountains 
Physan 20, from Maril Products, Tustin, CA, has been 

used by commercial growers to control algae on greenhouse 
walkways, glass, evaporative coolers and on other surfaces. 

Now it is available 
to control algae 
and odor in orna-
mental fountains 
and water dis-
plays. It also con-
trols algae on 
walkways, bricks, 
stone, statuary 
and other hard-
scape surfaces. 

Physan 20 can 
also be sprayed on 

lawns and turf to help control fairy ring, dollar spot and rust. 
It is easy to mix and is biodegradable. For more information 
call 800/546-7711, www.physan.com or 

Circle No. 273 

Turfmaker® 425 
This u n i t f rom James Lincoln Corp., can mix and apply 150 lbs. 

of w o o d mulch or 250 lbs. of paper mulch in one tank load, cover-

ing 2,000 to 15,000 sq. ft., depending on the thickness applied. It 

mixes w i t h mechani-

cal agitation, pumps 

w i th a positive-dis-

placement pump and 

fills itself w i t h water 

f rom an auxiliary 

water tank, never 

leaving the site. 

The Turfmaker is 

small enough t o 

mount on a f la tbed truck along w i t h an auxiliary water tank or 

wi l l f i t into the back of a pickup. It is also available mounted on a 

trailer w i t h a 5,000-lb. axle, electric brakes and heavy duty tires. 

The unit can be removed f rom the trailer if desired. 

For more information call 800/551-2304, www.TurfMaker.com or 

Circle No. 276 

Improved Perfect Mix™ 
Tanaka Power Equipment has a new, cleaner burning formula t ion of its Perfect 

Mix 2-stroke engine oil. The new formula t ion burns more completely, reducing car-

bon build-up and exhaust emissions. In addit ion, new synthetic performance en-

hancers help clean up engine components t o ensure max imum performance and long 

engine life. Perfect Mix is ideal for vir tual ly all 2-stroke engine powered products. 

For more in format ion call 253/395-3900, www.tanakapowerequipment.com or 

Circle No. 274 

Low cost pipe and cable locator 
The Arrow™ Utility Safety Tool from Metrotech 

is a highly sensitive, rugged and cost-effective tool de-
signed to help avoid damage to buried pipes and cable 
before and during excavation. Easy to use, the Arrow 
detects extremely low currents and can be used as ei-
ther a stand-alone passive receiver or in conjunction 
with an Active frequency transmitter. In addition, the 
unit has a frequency modulated audio tone (sound in-
creases in volume and peaks directly over the target 
line) and is weatherproof. 

For more information call 408/734-1400, 
www.metrotech.com or 

Circle No. 275 

S Penn State s reputation 

for excellence in Turfgmss 

Management is now 

available to you—anytime, 

anywhere. With on-line 

s World Campus™ courses, 

v you get 

Flexible 
scheduling with no need to 

travel to class. 

Sign up nou for Fall 99. Visit the Web 
for course schedule and application 
information, or call 1-800-252-3592 
(in the United States) or 1-814-865-5403 
(international calls). 

www.worldcampus.psu.edu 

PENNSTATE 

w 
World Campus 

Penn Stole is committed to affirmative action, equal opportunity, 
and the diversity of its workforce. U.Ed.OCE99-2004eab/ch 

Circle 140 
July 1999 W W W . L A N D S C A P E G R O U P . C O M 

http://www.physan.com
http://www.TurfMaker.com
http://www.tanakapowerequipment.com
http://www.metrotech.com
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LOW-
INVESTMENT 

FINANCIAL 
INDEPENDENCE 

INTRODUCING T H E A L L N E W P V - I I 
T H E S W E E P E R S A L T E R N A T I V E 

AA-TACH 
S P E C I A L I Z E D E Q U I P M E N T 

The PV-II is the #1 selling slide-in sweeper in America. 
More sweeping professionals prefer the PV-II than any 
other slide-in model on the market. But don't take 
our word for it. Ask our competitors. 

• Slide In Design $ 1 ^ 9 0 0 — 
• Polyethylene Construction 
• Rust Free Hopper + TAX/DELIVERY 

1-888-922-8224 
Circle No. 102 

"I earn 78% more with 
a FINN HydroSeeder 

Brian Kerber, The Lawn Firm, Excelsior, MN 

33 

"I bought my first hydromulching 
machine for price. But it's a toy 
compared to my new FINN 
HydroSeeder. I've easily doubled 
my production." 

No other machine compares to 
a FINN HydroSeeder for high 
production and long trouble-free 
service life. You'll get faster 
loading, better coverage, longer 
spray distance, and more reliable 
performance. You can get a real 

HydroSeedet* is a registered trademark 
of FINN Corporation 

HydroSeeder for as little as $149 
a month. You'll soon know why 
the most successful contractors 
agree, "Nothing makes money like 
a FINN HydroSeeder." Call today. 

FiNN 
Innovative Equipment Enhancing 

the World's Landscape 

1-800-543-7166 
9281 LeSaint Drive, Fairfield, OH 45014 

Fax: (513) 874-2914 
www.finncorp.com 

Jrco Front-Mount 
Attachments 

Save Time & Labor 

Hooker™ 
Soft-Plug 
Aerator 

Aerate 1.5 acres per hour at 5 mph 
with 6 holes per sq. ft. up to 3" deep 

Electric 
Broadcaster 

2.2 cu. ft. / 
130 lb. capacity 

Expo Booth #3970 

Call for nearest dealer 

1-800-966-8442 
Circle No. 113 

Retaining Walls 
* * 

' No other product 
| beats the durability 
j and design flexibility 

of VERSA-LOK solid 
retaining wall units. 

No exceptions. Only VERSA-LOK, with 
its unique pinning system, permits construction of an 
unlimited variety of curves, corners, 
and steps without specification of 
special units. C a U ( g 0 Q ) 7 7 ( M 5 2 5 f o r 

FREE Design 
& Installation 

Guidelines. 

VERSA-LOK Retaining Wall S y s t e m s 
Oakdale, MN • (800)770-4525 • www.versa-lok.com 

http://www.finncorp.com
http://www.versa-lok.com


Every m o n t h t h e Classi f ied Showcase 
o f f e r s t h e readers o f Landscape 
Management a c o m p l e t e a n d u p - t o - d a t e 
sect ion o f p roduc ts , services, j o b 
o p p o r t u n i t i e s a n d m o r e ! Check i t o u t 
eve ry m o n t h , o r y o u m i g h t miss o u t . 

For al l ads u n d e r $250, p a y m e n t m u s t be 
rece ived by t h e c lassi f ied c los ing da te . 
VISA, MASTERCARD, & AMERICAN 
EXPRESS accepted. 
Send t o : A d v a n s t a r M a r k e t i n g Services, 
7500 O l d Oak Blvd., C leve land, O H 44130 

BOX NUMBER REPUES: 
Landscape Management LM Box#, 131 
W . First S t , D u l u t h , M N 55802 

FOR ADVERTISING INFORMATION 
A N D A D PLACEMENT, CONTACT: 
LESLIE ZOLA, 440-891-2670, 1-800-225-
4569, (ext. 670), Fax: 440-826-2865 
Email : l zo la@advanstar .com 

BUSINESS FOR SALE 

L A N D S C A P E C O N S T R U C T I O N & M A I N T E -
NANCE CO. WELL E S T A B L I S H E D 15 YEAR 
COMPANY IN THE BOSTON, MA AREA. $2.5M 
TO $2.9M VOLUME ANNUAL, PAST 3 YEARS 
PROFITS HAVE BEEN IN THE SIX DIGIT FIG-
URES. COMPANY BREAKDOWN, 70% CON-
STRUCTION, 20% MAINTENANCE & 10% SNOW 
OPERATIONS. WELL RUN O R G A N I Z A T I O N , 
AND WELL M A I N T A I N E D FLEET. THE 1999 
BACK LOG E X C E E D S $2M TO DATE. MAIL 
RESPONSES OF INTEREST WITH NAME AND 
FINANCIAL BACKGROUND TO: CORPORATE 
VENTURES, 271 CANTON ST., STOUGHTON, 
MASS. 02072. 7/99 

BUSINESS OPPORTUNITIES 

WANT TO BUY OR 
SELL A BUSINESS' 

Professional Business 
Consultants can obtain purchase 

offers from numerous qualified potential buyers without 
disclosing your identity. There is no cost for this as 

Consultant s fee is paid by the buyer. This is a FREE 
APPRAISAL of your business. 

If you are looking to grow or diversify through acquisition, 
I have companies available in Lawn Care, Grounds 

Maintenance, Pest Control, Landscape Installation and 
Interior Plant Care all over the U.S. and Canada. 

P.B.C 19 W. 555 Central Ave, Downers Grove, IL 60516 
1708-744-6715 * Fax 630-910-8100 j 

To place your ad in the next issue 
contact Leslie Zola 

(500-225-4569 ext. 670, Fax 440-826-2865 
Email hola@advanstar.com 

BUSINESS OPPORTUNITIES 

The Off-Season 
Solution 

1 t ^ s & H Î Ï 

FOR SALE 

Holiday and Event Decorating 
• Keep More Good People Year 'Round • 

• Offset Fixed Costs • 
• Util ize Exist ing Vehicles & Equipment • 
• Cross-sel l & Expand Customer Base • 

• High Margin, Repeat Serv ice • 
» 26th Fastest Growing Franchise Wor ldwide 

OVER 200 LOCATIONS IN 46 STATES & CANADA 

1-800 687-9551 
w w w . c h r i s t m a s d e c o r . n e t 

R c i d i t o ® 
b y M o t o r o l a 

N E W ! 
UHF460 • VHF150 • Low Band 

P r o g r a m m e d T o Y O U R S y s t e m ! 
[Compa t i b l e w / O t h e r S y s t e m s ] 

T a l k ta a n y b o d y f r a m a n y w h e r e 
Mtheceirseerjebr 

Hand Helds from $155.00 
Mobiles from $278.00 

-Full Year Warranty-

CALL 800-231-0103 

SAVE! 
Let ALCA Be Your Business Partner! Join ALCA. 
the national association for landscape contractors 
and take advantage of our outstanding resources: 
publications, seminars, conferences, and national 
networking. Contact ALCA at www.alca.org or call 
1-800-395-2522. 7/99 

MARKETING OPPORTUNITY Energetic persons 
needed to network market Conklin products nation-
wide. A very lucrative part-time, home based busi-
ness. $799 investment for the product and training. 
Call 1 -800-832-9635 for free catalog. 2/00 

M A K E MORE $$$$ How? Join NaturaLawn of 
America, the leader in organic-based lawn care, 
and let us show you how to expand your customer 
base and grow your business. There are many 
reasons why we have been selected as one of the 
top 100 f ranchises in the U.S. To learn more, 
contact us at 800-989-5444 or www.nl-amer.com. 
Financing and discounts are available to qualified 
candidates. 7/99 

EDUCATIONAL OPPORTUNITIES 

NOW...Learn professional Landscaping and Gar-
dening at home. Accredi ted program provides 
thorough training in ail phases of commercial and 
residential landscaping. Diploma awarded. Free 
brochure describes program and opportunities in 
detail. Call 1-800-326-9221 or write Lifetime Career 
Schoo ls , Dept: LF01Y2, 101 Harr ison Street , 
Archbald, PA 18403. 12/99 

Two year AAS degree program in Golf Course 
Maintenance Operations, Landscape Contracting, 
and one year Golf and Grounds Certificate. Fully 
accredited, VA approved, expanded learning facili-
ties, new equipment. Graduate placement assis-
tance ava i l ab le . Con tac t Gol f C o u r s e 
Operations/Landscape Technology Dept., Western 
Texas College. Snyder, TX 79549. 915-573-8511 
ext. 305. 12/99 

S U P E R T O U G H 
S T E E L BUILD INGS 

SAVE UP TO 

Perfect for use as a 
landscaping business location. 
• 20 year roof & wall warranty 
• Plenty of room for storage & a workshop 

1 - 8 0 0 - 7 1 3 - 8 4 2 1 E X T 7 5 

Tire Changers For Small Wheels 
Grounds Maintenance Equipment 

www.wikco.com 
Or Call 800-872-8864 

^ • Wixco INDUSTRIES. INC. • • 
4930 N 57th St., Lincoln, Na. 68507 

40 X 60 X 12 
ï $7,523 

Build It Yourself And Save 10.000 Size*. All Bolt-Together All Steel 
Buildings. Call Today For A Price Quote And A Brochure. 

HERITAGE BUILDING SYSTEMS 
8 0 0 - 6 4 3 - 5 5 5 5 

V» VV NV • 111 <- I «> I I > I <1 )-» • < «> 111 

Owner R e t i r i n g - P r o f e s s i o n a l L a n d s c a p i n g 
Equ ipment For Sale 3,500-gallon hydro-seeder, 
500-gallon hydro-seeder, trenching machine, tree 
planters, irrigation pipe trailer with bins and much 
more ! C o n t a c t : J o e C r i s a f u l l i D a y s : 
406-365-3652, Evenings: 406-377-2474. 8/99 

HYDRO-MULCHERS® Hydro-Seeding Machines, 
Straw Blowers. Most Brands & Sizes - New & 
Used . J a m e s L inco ln Corp . 8 0 0 - 5 5 1 - 2 3 0 4 . 
WWWjameslincQln.CQm 12/99 

mailto:lzola@advanstar.com
mailto:hola@advanstar.com
http://www.christmasdecor
http://www.alca.org
http://www.nl-amer.com
http://www.wikco.com


HELP WANTED 

Grounds Maintenance 
& Enhancement 
Supervisors & Managers 

Become a part of one of Maryland's and 
Virginia's top rated teams of landscape professionals. 
Come and work for a company that recognizes quality 

as a daily occurrence and knows that customer 
satisfaction is a successful driving force. 

Full-time positions with exceptional compensation, 
benefits, & advancement opportunities. 

Mail or fax your resume today to: 
Tom Davis, Bozzuto Landscaping Company 

5601 Van Dusen Rd. • Laurel, MD 20707 
Phone 301-497-3900 • Fax 301-497-8939 
Visit our website: www.bozzuto.com 

NORTHWESTERN 
LANDSCAPE COMPANY 

The Northwest's fastest growing 
private commercial landscape ana 
maintenance organization. 15+ 
years of continuous growth. We 
are currently looking to fill key 
management and supervisor 
positions. Must be committed to 
integrity, professionalism, the 
pursuit of industry excellence and 
hove a desire to moke a difference 
in o growing compony. Company 
vision and mission statement will be 
provided upon request. Excellent 
pay and benefits, including 401 (k). 
Send or fox resume (Attn: President] 
to: 253-848-8187, P.O. Box 1118, 
Puyallup, WA 98371. 

CAREER OPPORTUNITIES 
Are you ready for a change? Come join our team 
in the beautiful southwest. We are searching for 
top quality people in the following positions: 

• Project Manager 
• Landscape Designer 
• Crew Leaders 

Qualified candidates will possess experience 
in their respective position as well as excellent 
communication skills, self-motivation and a 
strong desire to succeed. Excellent benefits, 
profit sharing and relocation allowance. 
Please mail or fax resume to: Heads Up 
Landscape Contractor, Inc., 7525 Second 
Street NW, Albuquerque, NM 87107 Fax 
(505)898-2105. www.headsuplandscape.com 

EOE/Drug free 

Major Southern California firm seeking 
an experienced corporate level 

maintenance director to oversee and 
grow the maintenance division within a 

25 million dollar landscape firm. 
4 years OH degree and corporate level 

sales experience required. Generous 
salary and benefits. 

LA / Ventura Counties 
Contact Gaiy: 661-295-1970 

Changing the Landscape.. 

TRUGREEN*CHE/VO/WN 
L A N D S C A P E D I V I S I O N 

And we need you 
to build a strong foundation! 
— We're hiring acroee the nation — 

Opportunities Abound: 
Field Positions • Technical Positions 

Management Positions • Administrative Positions 

Caii today at ÔÔÔ-69Ô-0200 
for more information! 

EOE 

LANDSCAPEJOBS.COM 
888.729. LAND 

F L O R A P E R S O N N E L , I N C . In our second decade 
of performing confidential key employee searches 
for the landscape/horticulture industry and allied 
trades worldwide. Retained basis only. Candidate 
contact welcome, confidential, and always free. 
1740 Lake Markham Road, Sanford, FL 32771. 
PHONE (407)320-8177 . FAX (407 )320-8083 . 
Ema i l : H o r t s e a r c h @ a o l . c o m . W e b s i t e : 
http://www.florapersonnel.com. 12/99 

GREENSEARCH—Attention Employers...can t 
find good managers and supervisors? Or maybe 
you're a job seeker looking for a new opportunity? 
We can help you! Serving Green Industry company 
categories throughout the United States. Candi-
dates pay no fee. Complete an on-line application 
@ w w w . g r e e n s e a r c h . c o m or ca l l t o l l - f r ee 
a t 1 - 8 8 8 - 3 7 5 - 7 7 8 7 . F a x : ( 7 7 0 ) 3 9 2 - 1 7 7 2 . 
GreenSearch , 6690 Roswel l Road, #310-157, 
Atlanta, Georgia 30328-3161. 11/99 

Need Subscription 
Information or 

Customer Service? 
888-527-7008 

Let Your 
Classified Ad 

S T ND O T 
Color Increases Ad 
Readership by 40% 

Contact Leslie Zola 
800-225-4569 ext. 670; 

440-891-2670; 
Fax 440-826-2865; 

or Email 
lzola@advanstar.com 

•Source: American Business Press 

http://www.bozzuto.com
http://www.headsuplandscape.com
mailto:Hortsearch@aol.com
http://www.florapersonnel.com
http://www.greensearch.com
mailto:lzola@advanstar.com


A D I N D E X 
HELP WANTED (continued) 

Landscape Des ign and Sales Pos i t i ons -
HOLLANDIA GARDENS, a leading full service 
landscape company serving beautiful West Michi-
gan since 1968, has openings for an experienced 
designer and an aggressive salesperson to meet 
its growing needs. Our pay and benefits are very 
competitive and include 401K and profit sharing 
opportunities. Call or write Hollandia Gardens -
13057 Quincy St., Holland, Ml 49424. 
616-399-3334. 7/99 

$70,000 - $100,000 + Percentage of Net Profits' 
Full service landscape division of 50-year-old horti-
cultural co. located in central NJ seeks an experi-
enced, professional design/build landscape manag-
er to run our progressive, growth oriented division. 
We are looking for the individual who can turn this 
operation into an efficient, highly profitable opera-
tion. If you are customer focused with 5+ years 
experience & an excellent track record managing a 
busy, profitable operation we're anxious to speak 
with you. We offer a superior salary, commission, 
401K, paid vacation, bonus, med/dental benefits & 
opportunity for a piece of the action. If you have 
these qualifications and would like to join an ener-
getic team of Hort. professionals, contact Ruth @ 
the Parker Companies, 1325 Terrill Rd., Scotch 
Plains. NJ 07076. Calls taken@800-526-3672 
x444; Fax: 908-322-4818. 8/99 

OPERATIONS/SALES REPRESENTATIVE Well 
established full service company in Dallas, Texas, 
seeks energetic, highly motivated, and well-orga-
nized person to join our company. We are seeking 
an individual with a horticulture degree or equiva-
lent experience in landscape (and/or horticulture), 
with a strong emphasis on sales and customer ser-
vice. Excellent compensation and benefits, reason-
able hours, professional environment. Please mail 
or fax resume to Turtlecreek Landscape Services, 
2607 Manor Way, Dallas, Texas 75235; 
fax (214) 351-2530. 8/99 

Exciting opportunities for sixteen year old environ-
mental contracting company in the Denver metro 
area that grew by 30% last year and is continuing 
to grow. We are seeking to fill the following posi-
tions IMMEDIATELY: 'Landscape Project Man-
ager 'Landscape Maintenance Superintendent 
'Landscape Irr igation Superintendent 'Land-
scape Designer/Architect for NEW DIVISION! 
'Senior Estimator/Sales 'Reclamation Project 
Manager 'Reclamation Superintendent' We offer 
excellent wages, benefits, incentive program, and 
profit sharing. Company vehicle provided for some 
positions. Send resume with salary history to 
WSRI, 11730 Wadsworth Blvd., Broomfield, CO 
80020 or fax to (303)465-2478. Check out our 
website at WSReclamation.com. 7/99 

MAINTENANCE DEPARTMENT MANAGER: 
STM Landscape Services, Inc., one of the Mid-
Atlantic region's largest landscape maintenance 
firms with an outstanding 22-year service record, 
seeks a qualified, career-oriented manager with 
minimum 5 years' experience running day-to-day 
large field operations. Excellent leadership, organi-
zat ional and communicat ions skil ls a must. 
Responsibilities include estimating, sales, schedul-
ing and supervising crews, budget and profit 
control. Competitive benefits and growth opportuni-
ties. Fax resume to: 888-352-7555. 7/99 
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103 Tru-Cut 19 -22 

112 Valent 3 

123 Van Waters & Rogers 15 

124 Versalok 24 

This index is prov ided as an addit ional 
service . T h e publ i sher does not assume any 
l iabi l i ty for errors or omiss ions . 

Business travel made easy. 

The 1999 Travel Agent 
O f f i c i a l T r a v e l I n d u s f r y 
Directory puts more than 
15,000 travel industry con-
tacts a t your fingertips for 
just $31.95. 

ORDER YOURS NOW! 
800-598-6008 

^ outside the u.s. 
ADVANSTAR 218-723-9180 

Put the Power of 
Direct M a r k e t i n g 

to Work for You! 

ffiFffffyiyPnfffffl Use the Landscape Management targeted list to mail, phone or 
fax to over 50,000 highly responsive decision 
makers in the landscape industry! 

Target your message according to your spe-
cific needs...demographic selects are avail-
able—our data is also available for database 
enhancement or overlay. 

For List counts and pricing contact: 
Joe 

and pi 
Gillie i am 

440-891-2773 or 888-RENTLIST 

f ^ ^ B T S B W f r h e Landscape Management 
rapid response card deck is another cost effi-
cient direct marketing tool. Use this deck to 
introduce new products, test products and 
markets, and direct prospects to your web-
site 

For Card Deck details contact: 
• Jim Knaggs 

440-891-2665 
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Grab Bag 
A further sign of 
society's decline? 

A Brooklyn, NY, neighbor-
hood is being plagued by 
thieves. Plant thieves. And not 
your run of the mill, "strike at 
n ight" thieves. No, these are 
your "people on their way to 
work and pull ing plants up by 
the roots" thieves. 

Sound bizarre? The resi-
dents of the neighborhood 
think so too. This award-win-
ning block has seen the loss of 
dusty millers, impatiens and 
salvia. Not very costly plants. 

And the thieves? Well-
dressed men and woman who 
apparently do not know 
where their local plant nursery 
is and are then forced into a 
life of crime in order to stock 
their gardens. 

According to Katherine E. 
Finkelstein, f rom The New 
York Times, residents have 
chased people down the street 
(picture a man dressed like 
and accountant dashing down 
the street holding an uprooted 
plant, scattering soil behind 
him) and accosted them in the 
act (a woman holding a clear 
plastic bag ful l of stolen 
plants). Over a dozen people 
have been caught red-handed 
by the beleaguered residents. 

Well, 2000 is nearly here; so 
it's probably another sign of 
the end of the world. Has any-
one checked those Nos-
tradamus prophecies lately? 
There must be something 
about plant thievery in there. 

Been there, done that 
Turf pest problems can vary f rom year to year, depending on 

circumstances like weather and cultural practices. LCOs surveyed 
in some regions of the U.S. ran into these control problems dur-
ing the 1998 season: 

Northeast Midwest Southeast Texas 
pest % % % % 
whi te grubs 
chinch bugs 
sod webworms 
fire ants 
mole crickets 
caterpillars/worms 
billbugs 

beetles (various) 
cutworms 
all others 

88 
43 
29 

2 
7 
2 
3 
16 

97 
32 
34 

1 
2 
6 
2 
4 
21 

23 
77 
30 
27 
39 
16 
2 
6 

22 

62 
60 
2 

42 

18 

5 

20 
ROHMID SURVEY OF 312 LCOS 

Attention: Liar's 
Poker players 

Ever played "Liar's Poker" 
w i th a one-dollar bill? Trace 
your winnings' roots — www. 
wheresgeorge.com, wi l l trace 
where your bills have been, 
and when. 

Enter the denomination, se-
ries (year), serial number and 
your current zip code to see 
where your bill has been. 

Add your own memo of 
how you got that bill and, if 
you're really attached to it, 
have the site keep you up-
dated on where the bill trav-
els next. 

Want t o walk on art? Marty Kermeen, of Artistic Pavers in Piano, IL, can make it happen. 

Precise cut t ing created this replica of an 800-year-old French maze in Naperville, IL. The 

cuts and matches are so precise tha t the work almost appears to be painted on, but is 

much more lasting than paint. Geometry, mathematics, concentrat ion and control are all 

needed to make these works of art. See more examples at www.artpaver.com/mk.htm 

http://www.artpaver.com/mk.htm


The Posi-Track™ has doubled my 
production and slashed labor 

costs by more than a half." 
- John Perkins 

Perkins Landscape 

C O M M E R C I A L L A N D S C A P I N G IS A V E R Y 

COMPETITIVE B U S I N E S S . J O H N P E R K I N S , O F 

PERKINS L A N D S C A P E K N O W S T H A T Y D U N E E D 

SOMETHING T D S E T Y O U R S E L F A P A R T F R O M Y D U R 

COMPETITION. T H E P O S I - T R A C K ™ IS D E S I G N E D 

TO SET Y D U R S E L F A P A R T F R O M A N D A H E A D O F 

YOUR C O M P E T I T I O N . " I C A N O P E R A T E IN 

WEATHER MY C O M P E T I T I O N C A N ' T , I D O T H E J O B 

FASTER, A N D I D O N ' T T E A R U P T H E S U R F A C E I ' M 

WORKING O N " S A Y S P E R K I N S . T H E P O S I -

TRACK™ A L L P U R P O S E C R A W L E R F E A T U R E S 

A S V ' S P A T E N T P E N D I N G M T S S ™ 

U N D E R C A R R I A G E , W H I C H A L L O W S T H E M A C H I N E 

TO EXERT O N L Y B E T W E E N 2 A N D 3 P S I O F 

GROUND P R E S S U R E . T H E R E V O L U T I O N A R Y 

M T S S ™ A L S O O F F E R S G R O U N D - H U G G I N G 

S U S P E N S I O N , S E A L E D - O I L B A T H B E A R I N G S , A N D 

AN E X C L U S I V E R U B B E R T R A C K D E S I G N T H A T IS 

GENTLE T O F I N I S H E D S U R F A C E S , Y E T P R O V I D E S 

INCREDIBLE T R A C T I O N . 

SPECIFICATIONS: 
MD 2800/2810 HD 4500/4520 

OPERATING WEIGHT 

G R O U N D P R E S S U R E 

O V E R A L L W I D T H 

T R A C K W I D T H 

7 , -450 LBS. 

2 . 5 PSI 

6 9 " 

1 B " 

E N G I N E H O R S E P O W E R 7 D / 7 5 

O P E R A T I N G CAPACITY 2 , 3 5 0 LBS. 

S , 5 0 0 L B S . 

3 PSI 

6 9 " 

1 B " 

B O / 1 1 5 

2,BOO LBS. 

POS I-TRACK 

A S V I N C . , G R A N D R A P I D S , M I N N E S O T A 
I N T E R N E T : WWW.ASVI .CDM 
E M A I L : S A L E S @ A S V I . C D M 

http://www.asvi.cdm
mailto:sales@asvi.cdm


Tough Choice for Hard Hats 
Two tough machines 

to get you into and out 
of t i g h t s p o t s . Our 
l o a d e r / l a n d s c a p e r 
tractors - the Kubota B21 
with 21 horsepower and 
the L35 with 35 horse-
power - give you two 
ways to go when you're 
moving dirt. 

Both tractors are compact and powerful 
for w o r k i n g in c l o s e quarters . They 
feature a slanted, hard-nose hood and 
enclosed muffler for better visibility. A 
liquid-cooled diesel engine, power steering 
and 4-wheel drive are all standard features. 

The B21 features a user-friendly hydro-
static transmission with 3-speed range. 

While the L35's new 
g e n e r a t i o n G l i d e 
Shift Transmission 
operates all e ight 
speeds and reverse 
without clutching. 

I n t e g r a l l y 

designed, the front 
loader on the B21 

and L35 have a con-
venient single-lever/ 
dual function control 
with an increased lift-
ing capacity. The back-
h o e i s a c i n c h to 
qu ick -a t tach w h i l e 
the rear PTO and 
3-point hitch maximize 

your applications. Dig, till, scrape or mow 
with one tractor. Both tractors are easy to 
transport on a utility trailer, so they go 
where you go. And this tough team is 
solidly built to Kubota's rigorous standards. 

So, small wonder these compacts are the 
choice for breaking ground with contractors 
and municipal diggers everywhere. See your 
dealer today and size up these versatile 
compacts. 

For more information, please write to: Kubota. 
KUBOTA TRACTOR CORPORATION 

P.O. Box 2992, Dept. LM, Torrance, CA 90509-2992 
or call Toll Free 1-888-4 KUBOTA ext. 403 

(1-888-458-2682 ext. 403) 
Financing available through Kubota Credit Corporation 
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