




IT'S ONLY HU 
TO WANT THE BEST OF BOTH WORLDS. 

Preventive or curative? Why not both? 

MACH 2® is the only turf insecticide that gives you 

the power to prevent or cure grub infestation. Apply 

mid-May to prevent grubs all season long. Or apply 

immediately after egg hatch and grubs up to the 

second instar stop feeding within hours after 

ingestion, and die shortly after. 

Plus, the innovative new chemistry behind MACH 2 

Turf Insecticide requires no immediate irrigation, is 

virtually odorless and offers a favorable 

environmental profile. 

So, when it comes to MACH 2®, the best of both 

worlds is clearly an understatement. 

For more information, call 1-888-764-6432 

ext. R2551, or visit our website at www.mach-2.com 
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IKIACH 2 
TURF INSECTICIDE 

IT'S M L YOU NEED 
TO PREVENT OR CURE. 

VRohMid L.L.C. Company (£51999 Always read and follow label directions. 

http://www.mach-2.com


For Tough Turf Tasks. 

For more than 30 years, 
Kubota has been building diesel 
powered equipment to handle 
tough turf and landscaping 
projects. 

Kubo ta M-Ser ies u t i l i t y 
tractors, from 47-90 net engine 
HP, offer a user friendly design 
and an economical ly engi-
neered operator platform for 
comfort and ease of operation. 
These tractors are powered by 
quiet Kubota E-TVCS diesel 
engines. Cab models provide a 
zone of operator comfort and 

all weather protection. 
The compact sized B21/L35 

TLB's are designed to work in 
tight places and are easy to trans-
port from one job site to the next 
with a 3 A ton pick-up and trailer. 
Versatility is provided with 
Kubota's quick-attach backhoe, 
Category I, 3-point hitch and 
rear PTO. 

Kubota Grand L-Ten Series 
from 30 to 46 net engine HP offer 
a variety of transmission choices 
- fully synchronized main and 
shu t t l e t ransmiss ion (FST), 

for more information, please contact: 

Kubota 

clutchless glide shift trans-
mission (GST) and the new 
"FeatherStep" HST. 

The F60 front mowers increase 
a crew's productivity with ease 
of opera t ion and precis ion 

cutting. The Auto Assist 4WD 
with dual-acting, over-running 
clutch system delivers turf 
saving traction, in forward and 
reverse. 

When you have tough turf and 
landscaping jobs to get done, get 
Kubota. 

K U B O T A T R A C T O R C O R P O R A T I O N 
P.O. Box 2992, Dept. LM, Torrance, CA 90509-2992 

Toll Free 1-888-4 KUBOTA, ext. 403 (1-888-458-2682, ext. 403) • kubota.com 
Financing available through Kubota Credit Corporation. 
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PINK SLIP 

Choosing the ever-dependable Toyota Tacoma as 
your fleet vehicle is one of the smartest business 
decisions you'll ever make. With the highest standard 

r<S£> TOYOTA 
on the job. 

— e v e r y d a y . — 

payload of any truck in its class * it's one worker 
that'll do just about anything you ask of it. And like 
you, it plans to be around for the long haul. 

www.toyota.com • l*800»go»toyota 
©2000 Toyota Motor Sales, U.S.A., Inc. Buckle Up! Do it for those who love you. *Based on comparison of base 4x2 5-speed, Regular Cab models. Including occupants, equipment and cargo. 
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NEW, NO-DUST, LOWER-ODOR Orthenc Turf, Tree 
&C Ornamental Spray 97 blows away any other airf insecticide. 

New O R T H E N E 97 controls more than 40 pests 
(far more than Chipco Choice"). 
O R T H E N E 97 controls 
through both contact and local 
systemic activity (more than 
Talstar"). So O R T H E N E 97 
is one of the most COST-EFFECTIVE 
turf insecticides you can buy. 

Best of all, its patented 
97 PERCENT PELLET ^ M 
delivers genuine O R T H E N E • J 
performance in a smooth- j 
flowing formulation / 
that improves handling I 
convenience and M f 
measuring accuracy / : | 
while it reduces odor and f 
virtually eliminates dust. f 

Find out about new 
O R T H E N E 97 from your distributor or through 
the Valent web site at www.valentpro.com 

Products That Work, From People Who CarT 

TURF, T R E E & O R N A M E N T A L SPRAY 

http://www.valentpro.com


BY SUE GIBSON / EXECUTIVE EDITOR 

It was a done deal 

Excuse my naivete with the United 
States Environmental Protection 
Agency's pesticide reassessment 
process. I actually thought that when 
the Food Quality Protection Act was 
passed in 1996, the EPA and the spe-
cialty pesticides industry would sit 

down together and figure out how to reasonably esti-
mate exposures of pesticides for children and adults. I 
thought that many professional users would step for-
ward and tell the Agency just how valuable these 
chemical products are for landscape management. 

Silly me, I thought that the reams and reams of test 
data and the millions of research dollars spent by the 
manufacturers to meet the EPA's product registration 
scrutiny would be taken seriously as a useful body of 
knowledge. 

But the anti-pesticide activists within EPA had an-
other idea, and it was to put their agenda forward 
without giving the industry's body of knowledge more 
than lip service. After all, this is a political world and 
the EPA is one of the more politically active and bi-
ased of our federal agencies. 

It was clear early on that EPA's regulators had 
organophosphate products in their sights, and they 
haven't wavered since. This is their mission — to put 
organophosphates and other products out of every-
one's reach — rather than to build a logical and scien-
tifically valid definition of what's safe and what's not. 
They changed the rules in the middle of the game, 
making many of our products vulnerable. 

Most of us want manufacturers to keep developing 
safer, more targeted and more effective products. And 
many of us really wanted to see realistic definitions of 
the safe exposure limits. But after EPA made up its 

Silly me, I thought the r eams of test data and 
mil l ions of product research dollars would be 

regarded by the EPA as a useful body of knowledge. 

own definitions and its own rules, the "reassessment" 
process seemed more like a done deal. 

What surprised me was the lack of comment or de-
bate from our side of the industry. I didn't hear many 
product users telling EPA these products are impor-
tant. I didn't see many industry associations or leaders 
step up to the bat for this. 

Maybe you think it will stop after a few products 
and you'll still have a variety to use in your control 
toolbox. I wonder about that, because I hear about 
several activist networks pushing not only for limita-
tions on use, but also outright bans on pesticides 
around schools, public parks and even home lawns. 
These people are organized, determined and vocal. 

I'm troubled when I see professionals point fingers 
at each other, saying, "I don't use that stuff - they're 
the ones who do." In reality, thousands of you in lawn 
care, landscaping and grounds management depend on 
these products. 

I hope I'm not naive to think that someday we'll 
have a strong, united industry voice to present to gov-
ernment regulators, investors and the public. We sure 
could have used one recently. In this case, it would 
have made the EPA think twice before being so cava-
lier with the products that 
you use. 

Contact Sue at 440/891 
2729 or e-mail at sgib-
son@advanstar.com 

mailto:son@advanstar.com
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P r o u d i n p p o r t e r i f t h e s e g r e e n i n d n i t r y p r o f e s s i o n a l o r g a n i z a t i o n s : 

July 
18-21 Turfgrass Producers 
International Summer 
Conference and Field Days I 
Spokane, WA; 800/405-TURF 

22-24 International Lawn, 
Garden and Power 
Equipment Expo I Louisville, 
KY; 800/558-8767 

24-25 PLCAA Legislative 
Day On The Hill I Washington, 
D.C.; 800/458-3466 

25 Midwest Regional Turf 
Field Day I West Lafayette, IN; 
765/494-8039 

25-27 Penn Allied Nursery 
Trade Show I Fort Washington, 
PA; 800/898-3411 

30-3 Plant Growth 
Regulation Society of 
America meeting I 
Kailua-Kona, HI; 

www.griffin.peachnet.edu/pgrsa/ 

30-5 Perennial Plant 
Symposium and Trade Show 
I Toronto, Ontario, Canada; 
614/771-8431 

August 
3 University of Illinois 
Turfgrass, Nursery, 
Landscape, and Trial Garden 
Field Day/Urbana, IL; 217/333-
7847 

4-6 Southern Nursery 
Association Convention I 
Atlanta, GA; 770/953-3311 

8-12 APLD Summer 
Conference I Toronto, Ontario; 
Sponsored by the Association of 

Professional Landscape Designers; 
630/579-3268 

9 Ohio Turfgrass, Landscape, 
Horiticulture Field Day I 
Columbus, OH; 888/683-3445 

9-10 Penn State Turfgrass 
Field Days I University Park, PA; 
814/863-3475 

10 Michigan Nursery and 
Landscape Association's 
Summer Field Day I Okemos, 
Ml; 800/879-6652 

14-18 Florida Turfgrass 
Association Annual 
Conference and Show I 
Gainesville, FL; 800/882-6721 

15 Cornell Field Day I Ithaca, 
NY; 607/255-1792 

23 Michigan Turfgrass 
Field Day I Lansing, Ml; 
517/321-1660 

30-2 CIPA Annual 
Conference and Exhibitor 
Showcase I San Jose, CA; 
707/462-2276 

September 
7-8 Southwest 
Horticultural Trade Show I 
Phoenix, AZ; 480/966-1610 

12-13 Turfgrass and 
Landscape Research 
Conferences and Field Days 
I Riverside, CA; 909/787-4430 

13 Hampton Roads 
Agricultural Research and 
Extension Center Field Day I 
Virginia Beach, VA; 757/363-3906 

MAA 

ANTLA 
American Nursery & 
landscape Association 

4 Member 

The Irrigation Association 

£ 
OTP 

PgMS 

lu r f j l Manager's AsMxiution 

fiTOCA 

Associated Landscape Contractors of America 
150 Elden Street, Suite 270 
Herndon, VA 20170 
703/736-9666 
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 
25250 Seeley Road 
Novi, Ml 48375 
248/476-5457 

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

National Arborist Association 
The Meeting Place Mall, 
P.O. Box 1094 
Amherst, NH 03031-1094 
603/673-3311 
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 
opei.mow.org 

Professional Grounds Management Society 
720 Light St. 
Baltimore, MD 21230 
410-752-3318 (tel) 
PGMS@assnhqtrs.com 

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

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

Sports Turf Managers Association 
1375 Rolling Hills Loop 
Council Bluffs, IA 51503-8552 
712/366-2669; 800/323-3875 
www.aip.com/stma 

Turf and Ornamental Communicators Association 
P.O. Box 156 
New Prague, MN 56071 
612/758-5811 

http://www.landscapegroup.com
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BY RON HALL / SENIOR EDITOR 

No reason to turn back now 

The genie is out of the bottle and if we 
use her wisely we'll discover that 
she'll do wonderful things for us. 
Her name is biotechnology and she's 
tantalized us with small proofs that 
she can help feed the hungry and cure 
many of our illnesses. 

This has lead us to investigate what else she can do 
for us, including developing grasses to better control 
erosion along our highways, beautify our lawns and re-
duce the amount of chemicals and water needed to 
keep the turf on our golf courses green and healthy. 

Most of us are willing to give biotechnology a chance 
to work its magic, but only after we're sure that we can 
direct it. 

Some people, however, don't think that it's possi-
ble to control this genie. They fear that engineering the 
genetic material of living organisms is inviting catastro-
phe. Others maintain that this technology isn't 
needed. Some of these people, acting upon these be-
liefs, commit foolish, destructive acts. 

A senseless act 
On the evening of June 4, a group calling itself the An-
archist Golfing Association (AGA) traveled a dark, 
back-country road to the Pure-Seed Testing turfgrass 
research facility near the farming community of 
Canby, OR. These people — it's not known how 
many — entered two greenhouses there and destroyed 
research on genetically modified creeping bentgrass 
along with collections of traditionally bred grasses. 
They also stomped and pulled turfgrasses from re-
search plots outside of the greenhouses. These selec-
tions were being evaluated for their resistance to dis-
ease or their ability to grow using saline irrigation. 

That genie of biotechnology is out of 
the bottle, and we can't put her back in. But we 

can g u i d e her and make her work for us. 

The AGA left other reminders of their attack, in-
cluding slogans on the walls of the green houses and 
golf balls with symbols drawn upon them. The vandal-
ism to the turfgrass plants caused the most distress to 
Pure-Seed Research though. The process of developing 
improved varieties requires incredible effort. 

The raid's irony 
What the AGA didn't know (or didn't want to know) 
when it trashed the seed company was that the re-
search that it damaged was directed at developing turf 
varieties that require fewer pesticides, less water and 
grasses that can prosper on saline and waste water. 

While the company was, in fact, working on genet-
ically modified bentgrasses, that research was report-
edly assessing the suitability and safeguards needed to 
grow these modified grasses in eastern Oregon. Pure-
Seed Research uses traditional selection and breeding 
methods to develop its varieties. 

What effect will the midnight raid have on the 
grass seed industry? Probably not a lot. 

Plant breeders will continue to develop improved 
grasses through traditional means and through genetic 
manipulation. 

The genie of biotechnology has awe-
some powers to serve us. We just 
have to make sure we know how 
to guide her. 

Contact Ron Hall at 440/891-2636 
or e-mail at 
rhall@advanstar.com 

mailto:rhall@advanstar.com


BY DANIEL WEISS / GUEST COLUMNIST 

Refusing a job because it's not in your area of exper-
tise is professional. It says that you're an expert in 
what you normally do, but not in that particular task. 

Know your boundaries 

Recent magazine articles on the sale 
and consumption of smaller land-
scape maintenance firms by larger 
ones show that the trend is toward 
more efficient, larger and theoreti-
cally more profitable companies. But 
smaller companies must also de-

velop strategies to focus on services suitable for 
them and how to keep customers from leaving for 
the big boys. 

Your strategy must be clear and focused — a de-
fined set of services that determine the type of equip-
ment, staffing, customer base and expertise you need 
for those tasks. One step we all should take is to ask: 
How far will we go to satisfy our customers with ser-
vices we don't normally provide and what are we qual-
ified to do? These questions need to be asked before 
we get in over your head. 

Above and beyond 
There are two areas of consideration when considering 
offering "special" services, strategic and tactical. Here 
are several strategic questions we try to answer before 
we go any further on a job: 
• Can we make it safe and profitable? 
• Is it something we are qualified to do? 
• Is this a one-time job or a new service we will regu-
larly provide? 
• H o w successful can the task be? 
• What are the consequences of a problematic com-
pletion? 
• W h a t are the long-term affects to the customer? 

Then, we look at the tactical, or practical, side of the 
job: 
• Am I qualified to teach it to my employees? 

• Do we have the necessary equipment? 
• Are we willing to invest in new equipment if we 
don't already have it? 
•Wi l l we rent equipment? 
• D o we have the necessary licensing? 
• Do we have the necessary insurance? 

With these questions in mind, here are our options: 
1. Do the job. 
2. Hire a subcontractor. 
3. Refuse the job. 

Take on the job 
Just recently, I ran into a manager of an established 
lawn maintenance firm with an excellent reputation 
for service. The company, located in southeastern 
Michigan, also prunes, weeds and mulches the proper-
ties of homeowners and commercial sites. 

The owner told me that a long-time residential cus-
tomer asked them to plant a row of Colorado spruces. 
You may already have guessed that this project was a 
disaster with long-lasting effects. Although a valuable 
customer asked for the installation, the manager re-
fused at first, saying that it wasn't the kind of work 
that he did any longer. He eventually made an excep-
tion because he didn't want his customer looking for 
another contractor who could do the work (and per-
haps take over what he had been doing for years). 
Needless to say, the project was over budget, took too 
long and the trees died. 

You may have acquired some experience perform-
ing a certain type of service, but do you know enough 
about it to be able to teach it to your staff? Those are 
two different standards. And your staff should under-
stand more than the basics — your employees 

continued on page 12 



I ' m y o u r g o - t o g u y . 
I carry all your tools. And keep you 
in the green. I'm always on the job. 
And hardly ever rest. 

U S A 
Q&P 

P r o u d S p o n s o r o f t h e 
2 0 0 0 U . S . O l y m p i c T e a m 

I l i v e f o r w o r k . 
When your business relies on the growing season, every day is a push for profit. 

The GMC* classic Sierra® 3500 HD can take the heat. It offers a base payload 
capacity of up to 9,232 lbs and is available in three wheelbases. Plus, flat frame rails 
mounted close to the ground make for easier body installation. 
Our choice of engines gives you power to burn. Both our standard 290 hp Vortec™ 
7400 gas engine and available 6.5L turbo diesel with 195 hp keep your business moving 
forward. And our standard four-wheel 
antilock brakes help you maintain steering 
control even during adverse conditions. 

The classic Sierra is relentless power and 
reliability at your command. D o o n e t h i n g . D o it well!" 

Vehicles shown wi th equipment f rom an independent supplier. See owner ' s manual for information on alterations and warranties. 
36USC220506 C1 2 0 0 0 Genera l Motors Corporat ion. All r ights reserved. 



my way 

continued from page 10 
should also know the safest, most efficient 
and most practical way to perform a task. 

Insurance is invaluable. If anything can 
happen, it just might. Insurance companies 
may give you performance ratings. These 
numbers designate the type of services you 
provide. Some insurance policies are more 

might pay more for the work because it 
makes it easier on them. 

Often it's best to sub out the job 
Now you have a problem because you 
have to figure out how that tree will come 
down, where it will land, how you will dis-
pose of it, how you will clean up, if your 

use a subcontractor you don't know. Ask 
other customers whom they have used and 
take your time finding one who does the 
level of work you want. 

I work a lot with deck, brick and tree 
contractors. I use two contractors for each 
category depending on the type of work 
and time schedule. This kind of subcon-
tractor may be the way to go. You can pro-
vide the service without making sacrifices 
with potentially dangerous outcomes. Be 
aware, though, that subcontractors can just 
as easily ruin as well as strengthen a cus-
tomer relationship with your firm. 

Turn it down 
Refusing a job is one of the more difficult 
aspects to contracting. One of the advan-
tages of a smaller company is the ability to 
provide services at many different levels 
and be a one-stop shop for your customers. 
But after balancing a job's requirements 
with your capabilities, refusing a job may 
be the best alternative. 

In fact, refusing a job because it is not in 
your area of expertise is professional. It 
says that you are an expert in what you 
normally do, but not in that particular task. 
Customers, believe it or not, will respond 
better than you might have expected. 

There are all sizes of companies out 
there. Many full-service contractors have 
been successful by providing convenient 
multiple services to their customers. But it 
must work both ways, for you and your 
customers. 

Consider your boundaries and stay 
within those limits. It will ultimately make 
you, your staff and your customers much 
happier in the end. 
— The author is president of Natural Land-
scape Design and Maintenance Inc., Keego 
Harbor, MI 

Well into an ongoing 
landscape job, the 
owners decided they 
wanted this large, 
damaged tree re-
moved (above). How 
successful do you 
think this guy (inset) 
will be? 

general than others. 
For instance, insur-
ance for a lawn 
maintenance firm 
may not include 
snow plowing ser-
vices, even though we often associate the 
two together. 

The lack of equipment can have nasty 
consequences, particularly when it comes 
to safety and profitability. For instance, a 
customer sees how well a company is in-
stalling a landscape and asks if a large oak 
can be removed at the same time. You're 
there, the customer wants it and they 

staff can do the work and if your insurance 
will cover the tree removal. 

It may be better to hire a subcontractor. 
If you already have a subcontractor for that 
particular service, you already know the 
routine. If you don't, you must do your 
due diligence, both as a service provider 
and as a consumer. 

If the job must be done quickly, don't 
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When people do start thinking about retirement, 
they think it's tOO late. But that's not so. You can start 

your retirement plan any time and have success. 

Plan for your future: 
It's never too late to save 

Retiring in style is virtually everyone's 
dream. For most of us, unfortunately, 
we are least likely to plan for it when 
we're young. And obviously, this is 
more difficult than dreaming because 
there are senior citizens who never 
achieve the goal of financial freedom. 

One of the reasons seems to be that when people do 
start thinking about retirement, they also tend to think 
it's too late. But that's not so. You can start your retire-
ment plan in your 20s, 30s, 40s, even your 50s, and 
have success. But remember that starting later does 
make it more difficult. 

Where do you start? 
There are a number of considerations when preparing 
to retire. Truthfully, it's hard to decide how much 
money you need to retire. Much depends on your 
lifestyle. I like the idea (as a minimum) of having your 
house paid for in full and a million dollars in the bank. 
Then, if you don't take more than one world cruise a 
year or blow a ton on the lottery, you're probably 
going to be in good shape. Your dreams may be differ-
ent. 

Although $1 million may not be your goal, let's 
look at what it takes (and how long) to amass that mil-
lion if you're able to invest it and gain a 13% return. 
(According to Ibbotson and Associates, that's what the 
stock market as a whole has averaged over the past 25 
years.) 

$1 million equals: 
^ $10,000 lump sum invested for nearly 40 years 

• $100 per month invested for 38 years 
Compare that with what you have to do in a 

shorter time to reach your $1 million: 
• $294,590 lump sum invested for 10 years 
^ $48,040 per year invested for 10 years 

These are fairly big numbers for most people to 
generate. This also makes no allowances for taxes, 
and it assumes that you will make 13% per year — 
by no means a guarantee. In other words, it's any-
thing but an easy task for most of us. And the less 
time you have, the harder it is. Consequently, the 
sooner you start saving, the better. 

Here is another example: 
^ $2,000 per year invested at 10% grows to $100,000 
in 18 years 
^ $2,000 per year invested at 15% grows to $100,000 
in 14 years 
The point of all this is twofold: 
^ The more you can invest and save now, the better 
^ The higher your rate of return, the faster it will 
grow 

Most of us can come up with $2,000 a year. And 
$100,000 is a heck of a lot better than nothing. Again, 
this assumes you're going to do well on your choice of 
investments, but says nothing about how you're going 
to achieve these lofty rates. 

Investment help 
It's no longer difficult for the average investor to keep 
pace with the financial world and monitor his 
investments. If I had one place to go to get do-it-

continued on page 14 
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continued from page 13 
yourself investment advice, it would be 
the Modey Fool on the Internet. One of 
their model portfolios, which is called the 
"Rulebreaker," turned $50,000 into over 
$800,000 in less than six years. No 
foolin'l 

Can they do it again? Who knows, but 
they also explain how they do it, and you 
owe it to yourself to learn everything you 
can. The site has a "Fool School" full of 
incredible information and investments 
ranging from the very conservative to the 
flamboyant. They give you a sound ap-

proach for where to put your hard-earned 
dollars, not to mention how to monitor 
them. 

Another factor most of us don't cal-
culate is the effects of inflation. Never-
theless, even a low rate creates big ef-
fects over long periods of time. If you 
factor in our current reduced rate of 2% 
vs. a 100-year average of 3%, in 30 
years, a $20,000 car will cost about 
$35,000! A $10 meal at a fast food 
restaurant will run about $17. (Retro-
spectively speaking, some of us may 
even remember when you could get a 

McDonald's hamburger for 15 cents). 
Today's social security check would go a 
long way in yesterday's marketplace. 
Unfortunately, it's not likely to ever 
work that way. 

— The author is a registered principal/inde-
pendent stock and commodity broker with 

more than 20 years' experience in the finan-
cial industry. Contact him at 800/643-1155. 

Crew out unloading sod? 
No Problem! 
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From screen to green, 
Greentrac.com" is your best 

way to buy. Ana sell. 
Join the landscape, golf, municipal and other turf industry professionals and 
their suppliers who have already saved time and money with Greentrac.com. 

Greentrac.com is the global marketplace that links 
buyers and sellers of turf, equipment and supplies. 
Buyers submit an electronic Request for Proposal 
(eRFP) and get competing bids from vendors across 
the globe. Vendors benefit too by gaining access 

to eRFPs they can't get anywhere else. And 
excess inventory can be bought and sold in eAuction. 
Come visit us at www.greentrac.com and see for 
yourself why Greentrac.com is your best way to buy. 
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N E W S Y O U C A N U S E 

Say goodbye to Dursban 
E P A S A Y S P E S T I C I D E P O S E S H E A L T H R I S K TO C H I L D R E N 

WASHINGTON, D.C. — Land-

scape managers will no longer 

be able to apply the popular 

pesticide Dursban now that its 

manufacturer , D o w Agro-

Sciences, has agreed with the 

Environmental Protection 

Agency (EPA) to voluntarily 

cancel most in and around the 

h o m e uses of it in the U.S. 

T h e EPA contends that 

Dursban, manufactured by 

D o w AgroSciences, poses a 

health risk to children because 

it could harm their brains and 

nervous systems. T h e con-

tention is based on a study by 

D o w that found tha t chlorpyri-

fos, sold under the trade names 

Dursban and Lorsban, causes 

brain damage in fetal rats 

whose mothers were given the 

pesticide. 

Despite the study, Bruce 

Miehle, general manager for 

Turf and Ornamenta l Products 

at Dow, insisted on chlorpyri-

fos' safety. "Because of F Q P A 

(Food Quality Protection Act), 

continued on page 19 

Green Industry 
responds 
Since the EPA's announce-
ment regarding Dursban, 
Tom Delaney, executive vice 
president of PLCAA, has 
fielded calls from concerned 
PLCAA members. 

Tom Delaney 

"Where landscape pro-
fessionals may have more 
problems is with commer-
cial accounts or in public 
areas like parks or recre-
ation sites/' Delaney said. 
"And there's a different re-
lationship between the 
homeowner and a land-
scape company and the 
general public and a com-
pany. The homeowner has 
more trust and receives spe-
cific benefits from the com-
pany. But the general pub-
lic has more questions and 
are more likely to say, 'I 
don't want it on my ball-
field where my kids play.'" 

"Customers happen to be 
more educated than the gen-
eral public," Delaney said. 

"They hear all kinds of stories 
about saccharin and every-
thing and are less likely to put 
a lot of weight on a flash in 
the pan article in the news." 

Allen James, executive 
director of Responsible In-
dustry for a Sound Environ-
ment (RISE), predicted a 
bleak future for other pesti-
cides. "Compared to earlier 
decisions on other pesti-
cides, it sets a track record 
and future ones will be 
treated the same," he said. 
"There's nothing to say 
they'll be more even-
handed with other prod-
ucts. The process is broken, 
not the pesticide." 

Debra Holder, executive 
director of ALCA, also voiced 
concerns about the future. 

"With Dow AgroSciences 
announcing their agree-
ment with the EPA on 
changes in the use of insec-
ticides containing chlorpyri-
fos, we recognize that there 
will be changes and recom-
mend that our landscape 
contractor follow the guide-
lines outlined," Holder said. 
M However, we do have con-
cerns that the Food Quality 
Protection Act of 1996 ap-
pears to be setting stan-
dards that are not necessar-
ily accepted by the scientific 
community or other regula-
tory boards internationally." 

Life after Dursban? 
Now that the EPA has canceled Dursban, the question is, "Is there 
life after chlorpyrifos?" The answer in many corners is, "Yes." 

First remember that you can use Dursban under its current 
label indefinitely, and the EPA stated in The Washington Post 
that "the compound (Dursban) poses no imminent threat to 
public health, and consequently won't order a recall of prod-
ucts containing it." But there are alternatives. 

Tim Maniscalo, Leader, Government & Public Affairs Urban 
Pest Management for Dow AgroSciences, says that while they 
don't cover as broad a spectrum and usage as Dursban, Dow 
products Spinosad and Conserve are comparable alternatives. 
Pyrethroids such as Talstar, Astro, Scimitar and Deltagard help 
manage surface insects such as chinch bugs, billbugs and sod 
webworms. Mach 2, Merit and Flagship can handle white 
grubs and a number of other chewing pests. 

As to whether Dow's production of Dursban alternatives 
will step up, Maniscalo said he was not sure. "Production 
will depend on demand," he said. 

Maniscalo couldn't offer specifics on any new products 
being developed for the turf and ornamental market. "We 
have a continued, on-going research effort in the turf and 
ornamental area, and we will focus our research people on 
that," he said. 
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alpha-cyano group, Talstar® insecticides won' t 

cause the skin or throat irritation experienced 
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Egarden Joins with 
ha rdwa re co-ops 
RALEIGH, NC — Egarden.com signed 
long-term strategic e-commerce 
agreements with Ace Hardware 
Corp., Do It Best Corp. and TruServe 
Corp. with the goal of establishing a 
strong initial base of buyers of lawn 
and garden products. 

Textron unites E-Z-
GO and Turf Care 
AUGUSTA, GA —In a move aimed 
at strengthening its position in the 
golf, turf care and industrial mar-
kets, Textron consolidated man-
agement of E-Z-GO Textron and 
Textron Turf Care & Speciality 
Products into a single organization 
called Textron Golf and Turf. 
Textron will continue to offer golf 
cars, professional/commercial turf 
care equipment and utility vehicles 
under the Bob-Cat, Brouwer, Bun-
ton, Cushman, E-Z-GO, Jacobsen, 
Ransomes, Ryan and Steiner brand 
names. 

Shemin Nurseries 
buys Schumacher's 
DANBURY, CT—Shemin Nurseries 
Inc. acquired Schumacher's Whole-
sale Nursery and Landscaping Sup-
plies, South St. Paul, MN. 

Shemin, one of the nation's 
largest wholesale distributors of 
horticultural products and services, 
will now be operating 24 distribu-
tion centers in 12 different geo-
graphic markets. 

Tyler opens Indy 
delivery operation 
ELWOOD, IL—Tyler Enterprises 
opened a full-service 7,200-sq.-ft. 

continued on page 20 
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Andersons completes acquisition 
of Scotts' U.S. turf business 
MAUMEE, OH — The Andersons, Inc. has 
completed its acquisition of The Scotts 
Company's U.S. Professional Turf business 
and can now focus on the process of imple-
mentation. 

"We have a plan in some stage of im-
plementation," said Rick Anderson, pres-
ident of The Andersons, Inc. Processing 
Group. "Part of our management philos-
ophy is to take the strength of what we 
acquired and our own inherent strengths 
and make them work well together to 
achieve a 1 + 1=3 phenomenon. Part of 
doing that well is putting a team to-
gether that is a combination of both and 

getting ideas from everyone involved." 
The transaction included a long-term 

supply agreement under which Scotts will 
use its own manufacturing processes to 
produce value-added products for The An-
dersons. Specifically, the acquisition in-
cluded ProTurf®, Con tec™, PolyS® and 
other brand names, the distribution net-
work, customer lists and all trademarks, 
patents, technologies and copyrights associ-
ated with the professional turf market. The 
transaction didn't include use of the 
Scotts® brand or any of Scotts' consumer, 
professional grass seed or professional hor-
ticultural businesses. 

Weed Man ups the ante 
Look for Weed Man to move into United 
States markets more quickly than planned, 
said company executives in an exclusive in-
terview with Landscape Management. 
The Mississauga, Ontario-based lawn care 
franchise company, which is the largest in 
Canada, has restructured its original U.S. 
marketing plan and stepped up the pace, 
based on early and enthusiastic response. 

According to Roger Mongeon, president 
of the U.S. subsidiary, "The initial interest 
was so great we started looking for the 
most efficient way to attack the United 
States market." 

In response, Weed Man's U.S. com-
pany, Turf Holdings Inc., signed six sub-
franchisors in key markets. Each of these 
will be responsible for high population or 
multi-state areas and will sell a number of 
local Weed Man franchises to lawn care 
operators, pest control operators and other 
interested parties. 

Currently, the large sub-franchisor terri-
tories cover much of the Midwest and mid-
Atlantic areas. For more information on 
Weed Man, contact Turf Holdings Inc. at 
416/269-5754 or visit the Web-site at 
www.weed-man.com 

Shaner appointed PGMS executive director 
BALTIMORE, MD — The Professional Grounds Management Society (PGMS) recently 
named Thomas C. Shaner as its new executive director. 

The PGMS also announced it has contracted with Joseph E. Shaner Co. (JES), of which 
Thomas Shaner is president, to provide full administrative and management services. 

"Through the association management company approach, PGMS volunteer 
leaders will be able to spend most of their time focusing on the future for their soci-
ety," Shaner said. "Operational details will be handled routinely from our offices. 
We are staffed so that PGMS services can be expanded and improved to meet the 
needs of the membership, now and in the future." 

http://www.weed-man.com


continued from page 16 
the rules have changed," Miehle said, "but 
the safety of chlorpyrifos hasn't. We ulti-
mately felt that we had to reach an agree-
ment with the EPA, but this does not 
change our conviction in the safety of 
chlorpyrifos for all labeled uses." 

Users speak up 
The decision hits companies across the in-
dustry in a variety of ways. Some landscape 
managers have stopped using Dursban, or 
plan to now, despite the fact that they will 
still be able to use it under its current label 
indefinitely and find it on store shelves 
until Dec. 31, 2002. 

"Our company made a position as of 
Jan. 1 to suspend purchases of Dursban, 
work off our existing inventory and phase 
it out," said Kirk Hurto, Ph.D., director of 

"I quit using it (Dursban) 
some time ago when 
I saw this coming/' 

— Michael Hornung, president, 
Valley Green 

technical services for TruGreen-Chem-
Lawn. "We had already brought down our 
inventory level significantly in the past 
with some development of alternative 
products." 

Part of the company's decision, Hurto 
said, was not based on safety but rather the 
fact that it was a public issue. "Right now, 
when customers call, instead of putting our 
branches in a position of dealing with anxi-
ety or clarifying information, we believe it's 
a lot easier to explain to customers that we 
want to phase Dursban out," Hurto said. 
"It's just so much easier to take a proactive 
stance, and customers in our business are 
looking for leadership and peace of mind. 
It's no longer a scientific issue than it is 
public policy." 

"I quit using it some time ago when I 
saw this coming," says Michael Homung, 
president of Valley Green, a lawn care 

firm in St. Cloud, MN. 
But it's not that simple for others who 

have come to rely on the material's broad 
spectrum of control. "The loss of Dursban 
is going to destroy us down here," notes 
Jerry Gaeta, partner in The Good Earth, a 

full-service landscape contractor in Mt. 
Pleasant, SC. "We use it for termite treat-
ments, fire ants, as a chemical in all potting 
plants, for a number of things. I don't 
know what we'll use in its place." 

— Jason Stahl 

BUSINESS CAUSES ENOUGH PERSPIRATION... 
So why not purchase an Express Blower to spread your soil? 

SKIP THE WATER BREAK... No need to slow down 
with the one step soil or compost Terraseeding" injection 
process. 

PROVEN PERSEVERANCE... With over 50 years of 
experience, Express Blower provides the most advanced 
technology for even the largest jobs. 

R E LA X • • • No where else will you find the comfort of 
helpful customer support than with the Express Blower team. 

www.expressblower.com 
A division of Rexius Forest By-Products, Inc., Eugene. OR 

http://www.expressblower.com
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warehouse and delivery operation 
in Indianapolis. The building will 
serve as a distribution center for 
Tyler's custom-blended fertilizer 
products and speciality chemicals. 

Wright M fg . 
mov ing to expand 
GAITHERSBURG, MD —Wright 
Manufacturing, Inc., is moving its 
headquarters to a new building in 
Frederick, MD, 21 miles north of its 
present headquarters. 

Milliken n e w dis-
tributor for Sybron 
SALEM, VA — Milliken Turf Prod-
ucts, Spartanburg, SC, recently be-
came Sybron Chemicals' newest 
distributor for global turf markets. 

Echo expands Lake 
Zurich facility 
LAKE ZURICH, IL — Echo Inc. is 
adding over 155,000 sq. ft. of of-
fice and distribution space to its 
Lake Zurich facility. This is the third 
expansion at the Lake Zurich facil-
ity since the original building was 
built in 1989. 

IGP acquires 
Vandenburg 
BOSTON, MA — International Gar-
den Products (IGP), Boston, MA, 
acquired Vandenburg Bulb Co., 
Chester, NY. IGP is a grower/sup-
plier of ornamental plants and 
horticultural specialty products to 
U.S. garden centers and retailers. 
Vandenburg is a processor of 
perennials and flower bulbs from 
Holland, the U.S. and other sources 
worldwide. 
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PLANTHEALTHCARE.COM ONLINE MAGAZINE...subscriptions are now available free 
through registration online. The magazine 
provides in-depth information about mycor-
rhizal fungi, rhizobacteria, biopesticides and 
water management technologies as well as 
product information. In the future, the site 
will also feature a discussion forum, distribu-
tor services, interactive plant photo libraries 
and video clips. Log on at www.planthealth-
carg.com. 

PROFESSIONAL TURFGRASS GUIDANCE AND TECHNIQUES...can be found in Turf-
grass Science and Management, Third Edition by Robert D. Emmons. This book cov-
ers the entire spectrum of turfgrass management, including updated information 
and illustrations that reflect the latest trends in the industry. An appendix of related 
Web sites will help users access valuable information in any area of turfgrass man-
agement. List price is $77.95, and copies can be ordered by calling Delmar, a division 
of Thomson Learning, at 800/347-7707. 

P e o p l e 6c c o m p a n i e s 
Netafim USA began a 
facility expansion project 
that will add 20,000 
square feet and new 
production lines to its ex-
isting facility. The project 
is Phase 2 of the com-
pany's expansion plans 
which have involved 
capital investments of 
close to $4 million. 

Nature Safe hired 
Chuck Barber as re-
gional sales manager for 

Is! 

the mid-Atlantic and 
New England states and 
Ibsen Dow as regional 
sales manager for the 
western U.S. 

Environmental Indus-
tries (Ell), the parent 
company of Environ-
mental Care (ECI) 
named Richard 
Sperber president of 
ECI. Sperber will also 
continue to serve as se-
nior vice president and 
chief operating officer 
of Ell. 

Simplot Turf and Hor-
ticulture named Bill 
Whitacre president. 

Bayer Corp. named 
Dan Carrothers head of 
marketing for the com-
pany's Garden & Profes-
sional Care unit. The 
company also named 

Phil McNally, Ph.D. 
field research and devel-
opment representative 
for the western U.S. and 
Chuck Silcox, Ph.D. 
field research and devel-
opment representative 
for the northeastern U.S. 
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Great growth, but for how long? 
B Y S U S A N G I B S O N A N D J A S O N S T A H L 

John Wheeler can forecast his landscape maintenance contracts 
through the year's end, but it's the design/build side that is harder 
to forecast. The president of Wheeler Landscaping Inc. in Chagrin 
Falls, OH, has a variety of design/build jobs lined up now but won-
ders how long that trend will last, especially if the economy "cools" 
as the experts say it will. 

"We've budgeted an increase in our design/build work this year, 
but most of the work comes not that far in advance. We had a 
record month in April but will it hold out?" he asks. 

That's the question on many people's minds as they juggle two 
conflicting trends: managing today's strong demand and dealing with uncer-
tain prospects about next year's business. Economists tell us that the Federal Re-
serve's six interest rate hikes, the stock market's volatility and some rising prices 
in certain sectors are starting to have that "cooling" effect. The question is, 
how much and how long will it last? 

Certain economic trends seem to point to a slight slowdown, but what will 
that mean for the landscape and lawn care industry? Currently, few industry pro-
fessionals see any signs of a slowdown. 

"It's not here yet," says Neil Thelen, president of Landmark Landscapes in 
Norcross, GA. "Landscape normally is at the back end of a slowdown. We could 
see something in about 12 months." 

The next year isn't looking bad for Mike McCoy, president of McCoy Land-
scape Services in Marion, OH, who says the strong economy has made business 
easy. He reports that most of his contracts came unsolicited, boosting the firm 
over its previous goals. 

Right now, the problem isn't so much a slowdown as it is managing the in-
credible growth this industry has seen during the last nine years. The profile of 
the Green Industry in 2000 is one of untapped opportunities for more business, 
labor shortages that continue to plague landscape managers and a host of new 
issues, regulations and market developments that may make life even more in-
teresting in the next few years. 

Year in review: 
Full steam ahead 
Last year, landscape managers pre-
dicted an average of 15.5% growth 
for 1999. Our research this year (see 
"How we got this information," page 
36) shows even more optimism, with 
expectations of a mean revenue in-
crease of 18% for 2000. 

Where are they getting this 
growth? Some landscapes and lawn 
care operators are expanding via fran-
chises while others are opening up 
new branches, up-selling existing cus-
tomers, finding new clients on the In-
ternet and squeezing more profits 
through greater efficiencies. 

Nevertheless, there are several 
factors that make life difficult today 
or hold the promise of having a major 
effect on tomorrow's business. 

Down and dirty 
competition 
Low-ball competition keeps mainte-
nance prices (and profits) low, espe-
cially in the head-to-head residential 
markets. Few contractors voluntarily 
get into this price-war situation and 
several, in fact, are planning to boost 
their prices this year. 

"We're shifting to a new pricing 
structure and are looking to grow 

continued on page 28 



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 
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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 fo l low #DowA^Sck!nces 
labe l d i rect ions . G d l l C r y * 

•Trademark of Dow AgroSciences LLC 

http://www.dowagro.com


Average profit margins 
for various services 

SOURCE: LM READER SURVEYS 

continued from page 25 
through that, not through vol-
ume," says Jerry Gaeta, a part-
ner with The Good Earth Inc., 
a full-service landscape firm in 
Mt. Pleasant, SC. The time 
seems right, he notes. "We 
have a backlog of work and 
enough people who want our 
services that they will wait two 
to three months." 

Michael Hornung, president 
of Valley Green, a lawn care 
services firm in St. Cloud, MN, 
says that low-balling is nothing 
new. "We've had some low-
balling in our market, but it 
seems someone is always going 
to do it. Some of those who 
used to low-ball finally raised 
their prices and their businesses 
are growing as well as ours." 

Despite the competition, 
Hornung reports Valley 
Green's 30% to 40% average 
growth has caused him to fi-
nally set limits. "It has just been 
nuts and we've started to hold 
growth back. Actually, that's 
worked well because we can be 
on the cus-
tomer's property 
more often and 
we're not work-
ing our people to 
the bone." 

While low 
prices are a valid 
option, too many 
landscapes price 
themselves out of 
the profit picture. 
And many of the prices are too 
low to encourage professional-
ism or growth of the industry as 
a whole, say some insiders. 

"It's very competitive out 
there," says Chris Karcher, 
owner of a new NaturaLawn 
franchise in Shawnee, KS. "A 
lot of companies want to com-
pete by offering low prices, but 
they're doing a disservice to the 
industry. Our challenge right 
now is targeting customers who 
are convinced that lawn care 
isn't about who is cheapest." 

Tom Davis, president of 
Bozzuto Landscaping in Laurel, 
MD, agrees: "Competition is 
stronger and pricing is still 
tight. Personally, I hope the 
low-ballers get acquired soon." 

"Low-balling used to 
^ be an issue for us," 
A notes Billy Gray, vice 
K president of The South-
9 ern Landscape Group in 

Pinehurst, NC. "But 
now that our reputa-
tion's out there, it no 
longer is an issue be-
cause people know we 
deliver high quality." 

Gray says that while 
more new start-up companies 
have joined the market in the 
past year (mainly "guys with 
one truck and a lawn mower," 

he notes), the num-
ber of larger compa-
nies offering quality 
service has stayed 
the same. 

The firm's em-
phasis on quality 
lifts it out of the 
price-cutting muck 
and has another im-
portant benefit — 
attracting quality 
employees. "We are the em-
ployer of choice locally because 
we offer good pay and bene-
fits," Gray reports. 

Gary Nichols, owner of 
Twin Oaks Landscaping Inc., in 
Fairfax, VA, rarely comes in as 
the low bidder. He expects his 
$300,000 firm to increase rev-
enues as much as 15% this year, 
but not by low-balling on land-
scape design/build. He won't 
bid on such work because 
"that's on a low-ball situation. 
There's a totally different profit 
margin involved there," he adds. 

Dwight Hughes, president 
of Dwight Hughes Nursery, 
Cedar Rapids, IA, expects 
more competition to continue. 
"New competition is a national 

issue. There is a new interest in 
horticulture and more people 
in the community college pro-
grams. They'll keep entering 
the business." 

Don't expect the debate on 
low-balling to go away. Like 
Hornung, many feel that pric-
ing plays a major role in setting 
industry standards for success 
and an appearance of profes-
sionalism. 

"Everyone is so focused on 
saving money on 
payroll, yet they're 
not charging enough 
to do the work," he 
says. "Plumbers are 
getting $100 per 
hour and we're still 
getting $30 to $40. 
That's why we can't 
find the employees 
we want. When 
we're getting a cus-

tomer on price and not on ser-
vice, we suffer for it." 

Inflation & the hunt 
for profitability 
Like other industries, many 
landscape operations undoubt-
edly found higher profits by 
reaching new levels of produc-
tivity, rather than through in-
creases in prices. 

While our economy has en-
joyed an unprecedented run of 
stable prices, some prices are 
creeping up — health care costs, 
gasoline, water and wages. And 
some operations are starting to 
feel the pinch. 

"I'm feeling significant cost 
pressures, especially in the areas 
of insurance (mainly health care 

Chris Karcher finds 
"good" customers 

Dwight Hughes: 
Interest is high 



Most popular landscape services 
offered in 1999 

H B l 
Jerry Gaeta says 
prices must rise. 

costs) and gasoline," reports Neil 
Thelen. "I'm going to take a 
pricing action of a broad nature 
this year, which is something I 
haven't done for six years." 

While Thelen considers his 
pricing options, some contrac-
tors like Jerry Gaeta have al-
ready decided to tack on a 
gasoline-hike surcharge. 

"We're going to 
be moving our 
prices up because 
the cost of gasoline 
is moving so fast it's 
not giving us room 
to pass it along to 
our customers," he 
explains. "I'm on 
fixed maintenance 
contracts, but with 
30 trucks running a 
week, I can't pass it along. 
We'll have to readjust all our 
equipment rates to cover it." 

The LM reader surveys re-
port that 71.6% of our respon-
dents plan to raise prices this 
year, with only 28.4% holding 
at current levels. 

Profit margins also depend 
on growth and healthy rev-
enues. According to the survey 
respondents, the most profitable 
services continue to fall to spe-
cialty work and landscape main-
tenance, with design/installation 
close behind. 

Within those wide segments, 
of course, there is plenty of vari-
ation. Take the profit you can 
expect for a single plant sold to 
either residential or commercial 
customers, says Gaeta. "That 
$24 plant you sell to the resi-
dential customer will only get 

you $15 or $16 for a commer-
cial landscape." That's one rea-
son why his firm focuses on 
high-end residential landscapes. 

Consolidation fallout 
keeps coming 
The consolidation in both land-
scape and lawn care markets 
continues, as do mergers and 

acquisitions on the 
supply side. This 
causes uncertainty in 
local marketplaces, 
changes in the way 
landscape managers 
must operate and, 
sometimes, rational 
pricing! 

Landscape con-
tractors in several 
markets have com-

mented on three developments 
relative to the consolidation of 
firms: 
1. Some consolidated firms are 
backing away from their higher 
proportion of design/build 
work to concentrate on devel-
oping steady maintenance busi-
ness; 
2 . Some consolidators are hard 
at work trying to systematize 
and standardize their diverse 
operations — a process that 
may yet take some time; 
3. Some firms are "buying" 
business through low, unprof-
itable pricing (and denying 
they're doing it). 

It may take some time before 
the consolidators develop the 
operations they want, but, in the 
meantime, several non-consol-
idators landscape companies are 
benefiting from the situation. 

Mowing 

Landscape construction/installation 

Turf fertilization 

Landscape design 

Turf weed control 

Turf aeration 

Snow removal 

Ornamental care 

Turf disease control 

Turf insect control 

Other 10% 

"The mergers in our mar-
ketplace have caused those 
firms to move on to the largest 
projects," explains Larry E. 
Brinkley, president of BLT 
Landscape Services, Dallas, 
TX. "That's left a void with the 
medium to small-sized jobs." 
This has been advantageous for 
BLT, which concentrates on 
medium-sized commercial and 
high-end residential work. 

The shakeouts that are in-

SOURCE: LM READER SURVEYS 

evitable when competitors 
merge are also proving benefi-
cial for landscape managers 
looking for experienced man-
agers. Several commented on 
their good fortune to hire expe-
rienced people from consoli-
dating firms. 

While the nearest consoli-
dated firm is 100 miles way 
from Mike McCoy's company 
in Marion, OH, they compete 

continued on page 30 



continued from page 29 
in the same market — Colum-
bus. Since he hasn't gone head-
to-head with the bigger firms 
on bid jobs, he has a rather 
charitable view of them. "It 
seems that consolidated compa-
nies are doing a great job," he 
says. "I think there will always 
be room for smaller companies, 
though." 

Neil Thelen is waiting for 
the consolidated firms in At-
lanta to make a serious play. 
"Our market is atypical — we 
have several top firms who 
have always been competitors, 
and now they're working hard 
to figure it out," he says. "With 
that many firms, you're going 
to have some confusion, but it 
will be a juggernaut when they 

eventually do figure it out." 
He's watching closely. "It 

will be really interesting to see 
how this plays out. I think the 
consolidation will improve the 
professionalism of our business 
here in Atlanta, but everyone 
needs to be prepared for almost 
anything. You can't have too 
many prima donnas on the 
dance floor." 

On the lawn care side, both 
Centex of Dallas and Weed 
Man of Mississauga, Ontario, 
are making active moves into 
the marketplace. Weed Man 
just announced revised plans to 
penetrate the United States 
lawn care market through a se-
ries of sub-franchise arrange-
ments and has attracted several 
high-profile lawn care owners, 

while Centex is concentrating 
on acquisitions. 

Supply chain changes 
Supplier mergers and acquisi-
tions are changing traditional 
distribution systems, the avail-
ability of certain products and 
many face-to-face relationships. 

Just a few examples of the 
activity on the supplier side in-
clude: the BASF/American 
Cyanamid deal; the merger of 
Novartis and Zeneca into Syn-
genta; The Andersons' and Nu-
Gro's combined purchase of 
the professional turf business 
from The Scotts Co.; John 
Deere's new emphasis on mov-
ing its dealers into after-sale 
services; Turfco's direct sales 
program; Ferris Industries' pur-

chase by Simplicity; the launch 
of several e-commerce sites fo-
cusing on the landscape indus-
try; and AgriBioTech's bank-
ruptcy. 

All of these are expected to 
impact the normal buying and 
distribution systems, but time 
will tell if those impacts are 
positive or negative. Most 
likely, here's what you'll find: 
^ New names, new faces and 
new ways of buying. As suppli-
ers merge or tweak existing dis-
tribution chains, some will cut 
staff, reassign territories or 
"streamline" the buying 
process. 
^ Less products and potential 
limitations on developmental 
research. Some crossover prod-

continued on page 34 

10 trends impacting 
Whether the economy continues to ex-
pand or slow, these 10 trends won't 
change. Here they are: 

1. "Easy" growth - It's not only fairly 
easy to grow an operation, it's some-
times a real challenge to limit growth. 
Survey respondents named landscape 
design/installation the fastest growing 
segment, followed by maintenance. 

2. Uncertainty about the future - Is the 
economy cooling? Will it affect con-
struction, disposable income for con-
sumers and commercial maintenance 
budgets? It's hard to prepare for this. 

3. Consolidators are getting it together 
-While the rate of consolidation has 
slowed, the consolidated companies are 
starting to standardize operations and 
bring on some real competition. 

4. New, tougher competition - New 

the industry 
competitors enter this market con-
stantly, making competition tough and 
squeezing prices, particularly in the 
maintenance side of the business. This 
won't stop. 

5. Demanding customers - Blame it on 
instant messaging if you like, but 
today's residential and commercial cus-
tomers are much more fussy and pushy 
about getting "extras" in a deal. And 
they want it now! 

6- Ouch! Lack of labor hurts - Labor 
shortages are a fact of life and there is 
no solution on the horizon. Some orga-
nizations make the most of the situa-
tion with good management, benefits 
and mechanization. 

7. Regulations with bite - Key issues 
challenge landscapers around the coun-
try, including: availability and use of 

pesticides; blower noise and engine ex-
hausts; ozone-alert restrictions; control 
of irrigation installation; and water re-
strictions. 

8. Diversity in services and customers -
Innovative contractors and LCOs are ex-
panding into new areas, franchising 
new services and seeking employees 
from new sources. 

9. Supply chain blues - Manufacturers 
are merging at a dizzying rate, the ABT 
seed consolidation's fallout has yet to 
fall out and dealer/distributor chains 
continue to confuse and frustrate in-
dustry professionals. This will continue 
as long as mergers and acquisitions are 
profitable. 

10. High-tech goes "green"- Laptops, 
palm devices, digital photography, new 
software and the Web continue to at-
tract the attention of tech-sawy land-
scape managers. But how many are 
mechanizing for better productivity? 
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continued from page 30 
ucts may not be economically 
feasible for production any-
more, so expect to try new 
ones. Others may have to be 
spun off if they compete within 
a merged organization. 
^ Expect some rocky transac-
tions if you've always worked 
with the same suppliers and 
supply chains. New people and 
systems mean a new learning 
curve for everyone. 
• E-commerce sites promise 
much but it will take some 
time to see how well they de-
liver. Some have the potential 
to influence pricing/delivery 
both positively and negatively. 

Winning the 
retention game 
How landscape managers 
keep their employees 

Incentives/bonuses 67.4% 
Uniforms 52.2% 
Retirement savings plans 38.0% 
Promotions 31.5% 
Transportation 28.3% 
Recognition programs 23.9% 
Education reimbursement 21.7% 
Profit-sharing plans 19.6% 
Health care programs 9.8% 

SOURCE: LM READER SURVEYS 

In-your-face 
regulations 
Moves to regulate landscape 
operations at both local and na-
tional levels are becoming more 
visible and aggressive, espe-
cially in certain markets. Last 
month's loss of Dursban is a 
prime example (see story on 

page 16]. Massachusetts strict 
regulation of pesticide use on 
public properties is another 
major development. 

The Dursban move was not 
a surprise; rather, it was the 
speed of the decision that hit 
the industry so hard. Several 
landscape managers say they 
saw it coming and had made 
their plans accordingly. 

Michael Kowalchuk, former 
owner of Gro-Control Inc., 
Westland, MI, stopped using it 
six years ago because of a state 
law requiring him to put a 
warning plaque on his truck. 
He's spent enough time in the 
industry to know that pesticide 
regulation will ultimately affect 
business, despite the emer-
gence of alternative products. 

"People want results if 
they're paying for a service," he 
says. "They're pretty impatient. 
If you can't deliver because you 
don't have the tools to do the 
job, your market will definitely 
be affected." 

Many landscapers are deal-
ing with restrictions brought on 
by drought or overbuilding, and 
they have had to defend the use 
of water for landscaping. 

"We're down 20 inches 
below normal for the last 18 
months and may be looking at 
severe restrictions or bans," re-
ports Neil Thelen. "Malta 
(Metro Atlanta Landscape and 
Turf Association) has been 
speaking up for water rights in 
our area." 

Larry Brinkley reports an in-
formal coalition of landscape 
managers in the Dallas area has 

organized to discuss water issues 
and develop information for use 
in public debates. Thanks to the 
information, many of the re-
strictions were limited, he says. 
"They backed off on it" 

He also reports 
talk of restrictions 
on the use of back-
hoes, mowers, fork 
lifts and other 
equipment during 
Dallas' many ozone 
alert days. "They're 
talking about limit-
ing use until after 
10 a.m.," he says, 
noting that those 
rules create new logistical prob-
lems for his managers. 

Regulators in Illinois and 
Minnesota have been stepping 
up pressure to make sure that 
installation of irrigation lines is 
limited to plumbers or electri-
cians. For someone like 
Michael Hornung, who has 
seen his irrigation business dou-
ble in each of the past three 
years, Minnesota's move is a 
threat. "This is going to hit me 
directly," he says. 

The controversy about 
blower noise continues to be-
devil landscapers in some 
areas of the country, espe-
cially California. 

Wayne Richards, COO of 
Cagwin & Dorward, Novato, 
CA, explains, "The banning of 
blower use in cities is a big con-
cern. Even though suppliers and 
contractors actively try to edu-
cate the public about the value 
of blowers, this is a purely emo-
tional issue spearheaded by resi-

dents who are not concerned 
about the economic impact re-
sulting from the bans. The Cali-
fornia Landscape Contractors' 
Association is actively soliciting 
political support to arrive at 

compromises." 
"Government 

regulations on the 
H2B program have 
had a negative effect, 
with increases in the 
prevailing wage 
rates," says Ronald 

Schmoyer, presi-
dent of OneSource 
Landscape & Golf 
Services, Tampa, 

FL. He also cited EPA regula-
tions and Florida restrictions on 
water use as serious issues. 

'Spoiled' customers? 
Aren't you a more discriminat-
ing customer with your pur-
chases these days? Maybe it's 
logical to expect your clients, 
both residential and commer-
cial, to be pickier. But how 
picky is okay? Some landscap-
ers complained that unrealistic 
expectations, burdensome 
communication schedules and 
requests for "extras" are driving 
them crazy. 

"My number one challenge 
is dealing with people," says 
Dwight Hughes. "They want 
immediate communications. If 
you don't call them back the 
same day they call, they'll be 
calling you back again." 

It's not an issue of cus-
tomers as much as managing 
their expectations, Hughes ex-
plains. "I have the greatest cus-



"You have to be 
flexible and give 
customers all they 
want and more. But 
we've been training 
them to expect it — 
now it comes back 
to bite us." 

— Michael Hornung 

tomers in the world, but they 
all want it now. I had a cus-
tomer call me three times and 
all she wanted was for us to 
take out one plant. Then, a 
new fast-food restaurant here 
gave me six days' notice to 
schedule and get their entire 
landscape placed." 

Michael Hornung agrees. 
"You have to be flexible and 
give customers all they want 
and more. But we've been 
training them to expect it — 
now it comes back to bite us. 

"Seven years ago, less than 
1 % of our customers wanted us 
to call before visiting. Now, 8% 
do," he notes. "We treated one 
lawn all year and then found 
bugs in the trees. The owner 
expected that he wouldn't 
have to pay for the extra tree 
treatment. He cancelled on us." 

Jerry Gaeta sees it as a con-
tinuing trend. "Yes, customers 
are getting to be fussy, but 
that's how they are. Many of 
them are wealthy and want 
something extra. People every-
where are more demanding." 

Snapshot 2000: Overview of an industry 
Individual stories of growth range from 20% 
below 1998's levels to more than 100% 
growth in the last 12 months. How do they 
get these levels? Respondents to LM's State 
of the Industry survey showed the usual 
wide range of services offered in 1999 (see 
chart below). More than half of the respon-
dents named at least six of these services in 
their mix. 

Rising revenues 
The optimism continues, with 69.4% of re-
spondents reporting they expect an increase 
in revenue for the next 12 months and only 
27% expecting revenues to stay put. Merely 

Fastest growing service segments 
(percent chosen as fastest growing business segment): 

3.6% of them expect a decline in sales. 
The average landscape contractor's ap-

proximate revenues for 1999 were $1.22 
million, compared to the average lawn care 
company's revenues of $322,000. 

Current customer mix on average is 
59.2% residential, 37.2% commercial and in-
dustrial and 3.7% other. 

"We're seeing high demand for services in 
installation, maintenance, irrigation, tree 
care and environmental restoration," reports 
Wayne Richards. 

Hornung sees other areas of growth. "Irri-
gation has really taken off with virtually no ad-
vertising," he says. "And after marketing (a 

year-round lighting franchise) 
one week, we've picked up 
$35,000 in revenues." 

Landscape design/build 

Landscape maintenance 

33% 

services 22% 

Chemical applications 6% 

Other specialty services 5% 

Irrigation Services 2% 

Tree care services 2% 

Typical '99 annual operating budget 
Fertilizers/pesticides 

\ 8-6% 
Other 

4.2% 

Plants/landscape 
materials N 

Labor and 
recruitment 

Equipment purchase/ 
maintenance 

Overhead 

Operating lean, 
mean and green 
How can you be lean and 
mean without a clear pic-
ture of your operating bud-
get? Readers in our survey 
knew their budgets inside 
and out, and had an average 
operating budget of 
$495,000. This breaks 
down to an average budget 
for grounds management of 
$ 1.34 million; landscape 
contracting $518,000; and 
lawn care company 
$240,000. 

Our survey's respon-
dents had several challenges 
this year. The average rank-
ings show that 72.6% listed 
labor availability as their 
number one challenge, fol-
lowed closely by developing 
good field supervisors/fore-

continued on page 36 
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men (54.7%) and managing 
growth (51.3). 

The problems of managing 
effective operations go deep into 
the labor situation and also ways 
to increase efficiency. And the 
solutions are not quick and dirty. 

"You can make major 
changes in about three weeks, 
but they can fall apart a month 
later if managers don't stick 
with the changes," Jerry Gaeta 
advises. His firm is currently 
undergoing changes to allow 
growth through pricing, not 
volume. 

"Our structure is holding us 
back" from the growth they 
want, he notes. "The challenge 
is in finding new managers and 
putting the right people under-
neath. This involves training." 

Michael Homung also feels 
stymied. "We could double our 
business if I could double the 
number of good employees I 
have." 

How you handle labor 
That most precious commodity 
— labor — needs extra care, 
say landscape managers across 
the country. They were unani-
mous in naming it their first 
and most troubling priority. 

"It's still a problem here in 
Dallas," reports Larry Brinkley. 
"Employees are moving from 
our company to a competitor 
for 25 cents an hour. Some of 
the competition are recruiting 
them on our job sites." 

Brinkley says his firm's pol-
icy to hire only legal immigrants 
also hurts, and the requirements 
for housing and insuring H2B 
employees can be cumbersome. 
"Unless the government insti-
tutes an amnesty program for il-
legal immigrants, labor will be 
in trouble," he forewarns. 

Labor has been tight since 
the Atlanta Olympics, notes 
Neil Thelen, and it has gotten 
worse during that time period 
as labor costs have increased an 

How you recruit employees 
Recommendations from current employees 

Newspaper ads 

75% 

46.3% 

Hiring from competitors 15.7% 

Walk-ins/word of mouth 14.8% 

Employment agencies 13.0% 

Help wanted signs 13.0% 

Schools/job fairs 13.0% 

Internet 11.1% 

How we got the information 
It's not easy to chronicle an industry as diverse as the Green 
Industry. Each operation and market is so different from the 
others that it is hard to generalize. Regulations may impact 
one operation but not another. But that's what this industry 
is all about — a robust, restless, innovative, youthful and be-
leaguered group of landscape professionals. 

This report combines two proprietary research projects 
by Landscape Management, data from this year's Gallup 
poll and reports from sources such as the Federal Reserve 
and other economic groups. 

Our surveys were mailed to a random sample of readers 
in early and mid-April. The first survey received a 20% re-
sponse rate and was tabulated according to standard statis-
tical analysis by Penn and Associates, an independent mar-
ket research firm in Cleveland, OH. The second survey used 
a systematic, stratified selection of readers and was tabu-
lated according to standard statistical analysis by Readex, an 
independent research firm in Stillwater, MN. It received an 
average 38% response rate. 

The Readex survey represents the following groups: 69% 
landscape contractors, 25% lawn care companies and 5% 
grounds managers. Due to its higher rate of response, the 
Readex material is cited where we have comparative data 
from both surveys. 

Respondents represented a mix of locations, services, 
sizes and years in operation. Locations ranged from the 
Midwest (32%) to the South (27%); the Northeast (21 % ) 
and the West (20%). 

estimated 15 to 20%. "We're 
careful with our people re-
sources and have a good devel-
opment program" to keep em-
ployees with his firm, he says. 

Difficulty attracting lawn 
care technicians is one reason 
Mike Kowalchuk sold his firm 
to TruGreen-ChemLawn late 
last year. "In Michigan, you 
have to be certified or regis-
tered by the state to apply 
chemicals. On a regular land-
scape crew, you don't have to 
be certified to cut grass and you 
can have one guy who's the 
crew leader and who knows 
what he's doing. But in chemi-

cal application, you have one 
guy in one truck and that per-
son has to be a self-starter, 
someone who is motivated and 
can think for himself. That 
type of person is hard to find." 

Paul Harder cited more op-
portunities for his employees as 
one reason he sold his firm, Pre-
scription Turf Services in Mid-
dleton, MA, to TruGreen-
ChemLawn in February. "I 
wanted my employees to be able 
to take advantage of better op-
portunities. Plus, it has become 
excruciatingly difficult to find 
good people and keep them." 

Although the average orga-



Two sides of the "contractor" coin 
We combed our research to develop two profiles of "typical" landscape managers. For comparison, we selected data of small or-
ganizations (revenues less than $100,000) and larger ones (revenues over $500,000) from our Penn survey. Both could describe 
themselves as "landscape contractors." 

Joe Lawn Service Dan Green Guy 

Company revenues Less than $100,000 More than $500,000 
Services offered (by rank) Mowing 

Landscape construction 
Turf aeration 

Landscape construction 
Mowing 
Turf fertilization 

Customer mix Residential -67% 
Commercial - 25% 

Residential - 55% 
Commercial -41% 

Years in operation 5 to 10 years 11 to 20 years 
Location Northeast or Midwest South 
Expect increased revenue for 2001? Yes-61% Yes-72% 
Expect higher prices for 2001 ? Yes-69.2% Yes-71.4% 
What are your top 3 challenges in business? Growth management - 66.7% 

Labor availability - 54.8% 

Financing availability-42.9% 

Labor availability - 84.8% 
Developing field supervisors/ 
foremen - 78.8% 
Growth management - 51.5% 

Hourly rate for employees Best employee - $ 12/hour 
New employee - $8/hour 

Best employee - $18/hour 
New employee - $8/hour 

Number of employees Full time-4 
Part time-4 

Full time-30 
Part time - 13 

Employee retention programs used Incentives/bonus - 74.1 % 
Transportation - 37% 
Uniforms-37% 
Retirement plan - 29.6% 

Incentives/bonus - 66.7% 
Uniforms-60% 
Retirement plan - 60% 
Promotions - 43.3% 

Full time mechanic? No Yes 
Have a Web site? Yes-9.3% Yes-33.3% 
Highest level of education High school graduate Bachelor's degree 
1999 personal income $61,889 $95,174 
Hours worked per week 55 64 
Age 40 42 
Years in industry 15 21 

nization in our survey em-
ployed 17.5 full or part-time 
people in 1999, the results vary 
dramatically with the service 
segment: 

The smallest organizations 

focus on recommen-
dations (61.1%), 
newspaper ads 
(27.8%) and walk 
ins/word of mouth 
(22.2%). Large orga-
nizations concen-
trate on recommen-
dations (87.5%), 
newspaper ads 
(62.5%) and hiring 
from competitors (37.5%). it's a challenge, but we have 

Several landscape managers over 30 different strategies to 
are learning to deal with the overcome it." 

Paying and keeping people 
The average rate paid by survey 
respondents for new hires is $8 
per hour. Average wages paid 
for the "best" employee was 
$14 per hour, ranging from 
$ 12 per hour for the smallest 
operations to a $ 18 per hour 
for large organizations. 

As far as recruiting goes, 
about 75% of our respondents 
act on recommendations from 
current employees. 

Kent Miller says 
strategies in place 

labor situation in a 
creative way. 

"Everyone wants 
to focus on human 
resources, but we 
don't like to focus 
on that," says Kent 
Miller, vice presi-
dent at The 
Groundskeeper, 
Tucson, AZ. "Yes, 

AVERAGE NUMBER 
OF EMPLOYEES 

Grounds management 64.8 

Landscape contractors 17.6 

Lawn care companies 7.2 



For some, protection can be a matter of life and death., but when it comes to 
protecting your ornamentals, death is not an option if you use Suiflan* herbicide f i om 
Dow Agr©Sciences. In fact, while being safe ovei the top of 400 types of ornamentals, 
it's still tough as nails on weeds. Suiflan gives you extended contiol of 50 weeds 
such as ciabgiass and goosegiass. It also stiong-aims small-seeded bioadleaf weeds like 



chick weed and henbit - weeds that aie usually untouchable. Plus Surfian can be used 
in many lank mi^es. So when it comes to piotectinr? ornamentals while killing weeds, 
let's just say we've rrot an offer you can't iefuse. Fox more information on Surflan 
ox any othei pioduct in the extensive line of Dow A^ioSciences products, 
call 1-800-255-3726 Oor visit oui web site at www.dowagxo.com. ^ ^ D o w A g r o S c i e n c e s 

: T r a d e m a r k o f D o w A g m S c i c n c c s L L C 
A l w a y s read and f o l l o w label direct ions. 

http://www.dowagxo.com


A 'cooling' economy? 
How are today's leading indica-
tors expected to impact the 
Green Industry? After a record 
six increases of the interest rate, 
signs show that the Federal Re-
serve's policies may be working, 
gradually slowing an unheard-of 
rate of growth near 7%. Here's 
what happened recendy: 

• We're getting richer, but at 
a slower rate than 1999, says 
the Fed. First quarter house-
hold net worth grew only 2% 
in the first quarter of 2000, 
down from 8.1 % in the last 
quarter of 1999. 
^ Unemployment rises only 
marginally — not enough to af-
fect hiring opportunities in our 
industry. This may also be tem-
porary. 
• Housing starts dipped 
slightly earlier this year, which 
may or may not continue. 
^ Home mortgage demand fell 
by 56% in early 2000 and busi-
ness load demand fell 25% for 
the same period. Banks are 
tightening lending standards. 
^ April reports show consumer 
spending still strong, but at the 
slowest rate since July 1999. 

The Fed's actions typically 
take six months to filter 

borrowing, which in turn will 
slow investment and housing 
starts. How will this affect you? 
Some contractors feel that this 
will slow their landscape de-
sign/build business, but others 
think it will merely shift dollars 
into landscape renovation as 
clients stay put. 
• Disposable income. This is 
money consumers spend on 
big-ticket items — like land-
scapes, maintenance and spe-
cial services. High rates of this 
generally means good news. 
• Unemployment rate. Don' t ex-
pect this to change for years. 
While good economic health 
continues, labor will be tight. 
Your competitors include other 
landscapes and anyone who 
offers higher wages, more ben-
efits, easier work and a more 
pleasant organization. 

continued on page 42 

through the economy, so this is 
the big question mark. Growth 
may be slowing to the 3.5% or 
4% the Fed thinks is sustain-
able, down from the 7% rate it 
reached in the fourth quarter of 
1999. 

Still a toss-up 
Clearly, economic forecasts are 
still a toss-up. Economists may 
argue about the trends they 
see, but several trends may 
help you plan for late 2000 and 
into next year. Watch: 
• Interest rates, which are keyed 
to inflation. Despite jumps in 
prices for gasoline, food and 
wages, inflation is steady due to 
drops in other prices. If infla-
tion steadies, expect interest 
rate hikes to stop. 
• Housing starts. Everyone ex-
pects higher interest rates to 
slow corporate and consumer 

Data at a glance 
Average organization's 
approximate revenues for 1999 
were $984,000. 

Average organization's annual 
operating budget for 1999 
was $495,000. 

Average customer mix is 59.2% 
residential, 37.2% commercial, 
3.7% other. 



I T t o o k t h e eaSY U / A V o u t . 

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 ^ lywv AgroSciences 

end to plant damage. And, since Conserve QQ||§QfV6 SC 
Turf and Ornamental 

Insect Control 

is derived from a naturally occurring organism, it also 

helps control your worries about chemical applications 

and the environment. Learn more about Conserve. 

It's Changing the Nature of Insect Control.™ 

Call 1 -800-255-3726. Conserve. 

The end of the line for insect pests. 

Nature ca* be t o ^ l * Mother/ 

Always read and follow label directions. 
*/™Trademark of Dow AgroSciences LLC 



What's your best strategy? 
It pays to be prepared for any eventuality, say several land-
scape managers. Here are their ideas: 

• Landscape maintenance. This can be a constant battle to 
eke out the profits you need because of low-balling. Try to 
balance the investment needed to get efficient equipment 
with money to pay a competitive wage and keep good em-
ployees. Some vow to raise their prices in coming months, 
both to accommodate fuel and other price increases and to 
position their firms above the "price-war" fray. 

• Landscape design/installation. This is a more complex busi-
ness to manage because it's hard to assure a manageable 
flow of projects, price goods and services for profit, invest 
in efficient equipment and organize the work for produc-
tivity. A clear niche, steady pricing, quality work, strong 
customer contact and investment in appropriate equip-
ment may make a difference this year. 

• Chemical lawn care. LCOs still grapple with the issues of 
low-balling, large competitors "churning" business, man-
aging crews and routes for maximum productivity and bal-
ancing a simple and profitable mix of services. If you find 
the self-starters to handle your routes, do everything to 
keep them. Long-time players insist a solid treatment pro-
gram, attentive customer service and add-on services will 
continue to make this segment profitable. 

• Irrigation maintenance/installation. Landscapers are finding 
plenty of opportunity to offer irrigation services. The key 
to success depends on thorough knowledge, the ability to 
make this segment profitable and the capability of servic-
ing all your potential customers. 

• Customers. Both residential and commercial customers 
are impatient, spoiled and sometimes annoying. Develop a 
strategy to manage your customers' expectations and weed 
out those who are more trouble than they are worth. 

• Client mix. Diversify. If you have only a few main cus-
tomers, it's time to spread out and get others. If you're in 
a well-defined niche, expand within it. 

continued from page 40 
• Productivity rate. If you're 
more profitable with the same 
operation, chances are you're 
more productive. But are you 
getting the maximum levels of 
productivity? We suspect this 
industry has far to go before 
reaching those levels. 

Landscape managers 
look ahead 
Bozzuto Landscaping is fo-
cused on community housing 
projects in Maryland — on the 
front end of the housing mar-
ket. Tom Davis hasn't seen any 
movement either way, yet. 
"Our parent company, which is 
a real estate developer, has 16 
communities in construction 
and as many in development. 
It's too early for any slowdown 
to trickle down to us. And if 
new homes slow down, apart-
ments may pick up." 

The recent difficulties of reg-
ulation and labor encouraged 
both Paul Harder and Michael 
Kowalchuk to sell 
their businesses. 
Others are restruc-
turing their manage-
ment, instituting 
new and advanced 
operating software 
or working hard to 
develop employees. 

Neil Thelen's in-
vestment in six-peo-
ple Isuzu trucks and 
the switch to six-person crews is 
an effort to squeeze more effi-
ciency from his organization 
while also developing his people. 

"Each crew has a senior and 

junior foreman because one 
person can't manage six peo-
ple," he says. "The younger 
manager can then get trained 
and eventually move into a se-
nior position." 

Dwight Hughes also remod-
eled his operations, using a new 
design of truck to carry people, 
equipment and plants. Hughes 
constantly searches for more ef-
ficiency and looks to equip-
ment, rather than electronics, 
for solutions. 

"Our industry is caught up 
in a trend of more computing, 
but computers are just a tool — 
not the answer," he says. "You 
have to ask, who's making the 
money for you? Is it a crew of 
workers pushing a B&B tree by 
hand or your computer?" 

Keep the momentum 
coming! 
As usual, fortune telling is an 
art few of us have. Experienced 
insiders like Rick Randall, CEO 
of Randall & Blake Inc., Little-

ton, CO, have busi-
ness spread over sev-
eral states. He sees 
some clouds on the 
horizon. 

"It appears there 
is sufficient momen-
tum to sustain ade-
quate contracting 
opportunities at least 
through the first six 
months of 2001. 

After that, we do see some soft-
ening brought about by higher 
interest rates," he explains. "The 
higher rates have begun to slow 
down residential development, 

which will slowly begin to pull 
down the rest of the economy." 

John Wheeler also has some 
misgivings about the prospects 
for his design/build division: 
"It's too early to celebrate (for 

this year). It's a good year now 
and we budgeted for an in-
crease in business, but higher 
interest rates may slow down 
business. We hope the mo-
mentum keeps coming." LXVI 

John Wheeler: Will 
economy slow? 
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Dow AgroSciences 

Conserve SC 

Running your business means walking a fine line. You have to eliminate insect pests, but 
you have to do it without harming beneficial insects, plants or your workers. The answer? 
Conserve* SC turf and ornamental insect control. Nothing's 
better at controlling tough insect pests. And since it's derived 
from a naturally occurring organism, Conserve also controls your 
worries about plant damage and beneficials. Conserve. 
It's not a synthetic. It's not a biological. It's business insurance. 

www.dowagro.com/turf 1 -800-255-3726 
Always read and follow label directions. 
"Trademark of Dow AgroSciences LLC 

Turf and Ornamental 

Insect Control 

http://www.dowagro.com/turf


Three sure signs of weed control 

Featuring Chaser® Ultra, the 
newest member of the latest 
generation of three-way herbicides 
- A family of superior cool or warm season performers 

that control broadleaf weeds such as dandelion, 
clover; chickweed, plantain, oxalis and spurge 

• Chaser® Ultra, made from the amines of Clopyralid, 
MCPA and Dichloroprop-p, is also effective on a broad 
spectrum of other weeds that are much harder to 
control such as ground ivy and Canada thistle 

www.uhsonline.com 

Chaser® Ultra is not made with 2,4-D and because it 
does not contain Dicamba, it's better for use around 
shallow-rooted ornamental plants and trees 
Chaser and Chaser 2 Amine are economical Triclopyr 
and 2,4-D formulations with excellent turf safety and 
superior control of hard-to-kill weeds 
Use Chaser in cooler weather such as the spring and 
fall and Chaser 2 Amine when days are warmer for 
year-round control 

mk United Vd w Horticultural Supply 

http://www.uhsonline.com


Working To Enhance Our World 
United Horticultural Supply is your source for professionals who have the technical expertise 

and can provide all the products you need to be a success in today's competitive market. 

Fertilizers 

Herbicides 

Fungicides 

Insecticides 

Turf Seed 

Soil Amendments 

Adjuvants 

Equipment 

Colorants 

Aquatic Products 

Micronutrients 

Wetting Agents 

Plant Growth 
Regulators 

Circle No. 145 on Reader Inquiry Card 

United 
Hortkajdfcuial Ejiippiy 

Call today for a free product guide containing 
a comprehensive listing of available items. 

www.uhsonline.com • national toll-free number: 1-800-847-6417 

http://www.uhsonline.com


Workers ' c o m p rates too High? 
These tips may Help you and your 
crews operate more safely whi le 
you cut your insurance costs 

ow much are your workers' compensation claims costing? 
Keeping your employees safe makes sense — and saves 
dollars. In fact, according to the National Safety Council; 
U.S. companies lost over $127.7 billion in workers' com-
pensation claims in 1998. But by correcting unsafe condi-
tions on your property and teaching safe equipment oper-
ating practices to your crew members, you can reduce 

costly lawsuits and unnecessary damage to your business. 
During the last 100 years, loss control representatives at our firm have in-

spected thousands of landscape operations. They have found that the most 
common office workplace hazards are those that would seem to be the most 
obvious (see sidebar on page 50). 
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Leading safety hot buttons 
Because landscape contracting, grounds maintenance 
and chemical lawn care employees perform a variety 
of tasks, there are several areas where hazards and haz-
ardous operating procedures can be eliminated. Here 
are two of the key practices to focus on: 
Improper chemical protective gear — Make sure your 
employees wear the proper protective gear when 
working with chemicals, especially in their concen-
trated forms. Loss prevention specialists say the t ime 
when employees most often avoid using their safety 
gear is while mixing chemicals and applying chemicals 
during hot days. To avoid employee chemical injuries, 
^ arrange spray schedules so your employees are not 
applying chemicals during the hottest part of the day, 
^ check chemical labels for specific information re-
garding recommended protective gear, and 
P remind employees that using chemicals contrary to 
label directions is a federal offense and may endanger 
their health. 

Make training for safe and proper equipment use a priority. 

Inadequate machine guards and power equipment 
safety practices — While it has been said that "famil-
iarity breeds contempt," it may be more accurate to 
say that "familiarity breeds carelessness" in the case of 
power equipment used daily in many landscaping op-
erations. That 's why it is important that your employ-
ees keep safety measures in mind all the t ime to avoid 
injuries and costly workers' compensation claims. 

To protect your employees from serious injury or 
death resulting from contact with moving machine 
parts, check regularly to see that all power equipment 

On-site risks to avoid 
Based on the observations of loss control specialists, we've listed three 
of the most common office site risk factors, along with advice on how 
to correct potential problems. 

1, Wet surfaces/floors. Uneven surfaces, walks, holes and changes 
in level are major sources of "slip and fall" injuries, both indoors 
and outdoors. Wet areas made slick by frequent watering and 
algae growth are also a problem. To cut down on the possibility of 
these injuries, 

post warning signs, especially in slippery areas, 
level uneven areas and fill in holes, 
fence areas that can't be leveled, 
treat walking surfaces to reduce algae growth and 
routinely inspect walkways. 

2, Cluttered aisles and walkways. Hoses left in walkways, as well as 
trees and shrubs that protrude, are tripping hazards. Bags of seed 
and/or fertilizer and storage pallets also present safety hazards for 
employees and others. To prevent these types of injuries, you 
should: 

check walkways on a daily basis to be sure they are clear of ob-
stacles, 

be certain hanging items above walkways and doorways are se-
cure and out of reach, and 

make sure tool storage areas are secure (tools don't protrude). 
3, Poor electrical wiring. Poor wiring is one of the biggest causes 
of fires. The most common electrical violations found are tempo-
rary wiring situations, excessive use of extension cords (including 
those made of "Romex" wiring) and improper splicing. To prevent 
the possibility of an electrical fire, heed the following advice: 

Have your electrical system inspected by a professional electri-
cian 

Join wires by standard twist connectors. Wires that are twisted 
together can loosen and arc, which generates heat and more arc-
ing, potentially causing a fire 

Check extension cords to make sure they are of an adequate ca-
pacity for the load they are carrying 

Do not place extension cords under carpets: Cords can break 
down from constant foot traffic and can smolder undetected, po-
tentially causing a large fire 

Never plug one extension cord into another extension cord 
Be certain that all joints are inside a junction or receptacle box 
Keep breaker and service boxes away from wet walls and pro-

tect them from leaks 



Additional eye protection would increase the safety of this task. 

is properly guarded. Make training for safe and proper equipment 
use a priority. If employees think you're just giving it lip service, 
they might cut comers and alter equipment safety guards. 

If a guard is removed from a piece of machinery to change a 
belt or make an adjustment, replace it immediately. Do not allow 
employees to bypass or remove machine guards when using 
equipment. Conduct regular equipment evaluations to see that all 
guards are present and damage-free. 

Equipment danger zones 
While the equipment used by landscape installation, lawn care 
and maintenance operations varies, many types have similar dan-
ger points such as those that follow. Specific practices for land-
scape equipment also follow. 
Fans — Ventilation and engine fans can be some of the most 
common safety hazards if not properly guarded. The fan blades, 
fly wheel and pulley system must be protected to prevent acciden-
tal contact. Do this with a protective screen with openings no 
larger than 1/2 in. All circulating fans should have guards installed 
that prevent fingers from contacting the fan blades and/or motor. 
Older fans with guards that have openings larger than 1/2 in. 
should be retrofitted with smaller guards or replaced. 
Machine parts — Air compressors, sprayers and similar machines 
also require protective guards. All V-belts on air compressors and 
sprayers, whether fixed or portable, should be enclosed. Watch es-
pecially for blades and protective guards on any chipper/shredder. 
Specialty equipment like log splitters have parts that must be 
guarded or kept free for safe operation. 
Trucks and other vehicles — Proper training is vital in the opera-
tion of on-road equipment such as trucks, vans, tractors, forklifts, 
tree spades and bobcats. OSHA requires that only trained and au-
thorized personnel operate this type of machinery. Most landscape 
managers do not permit an employee without a driver's license to 

continued on page 50 
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For 37 Years - the Foremost in 
E x p e r i e n c e & K n o w l e d g e 

LANDSCAPE LIGHTING 
A c c l a i m e d D i s t r i b u t o r of t h e I n d u s t r y L e a d e r s : 
Nightscaping 
B-K Lighting 
Kichler 
Greenlee 
Hadco Lighting 

Kim Lighting 
Lumiere Design 

Focus 
Rockscapes' 

Hanover Lantern 

Call TOLL FREE for Catalogs & Price Lists 
1-800-457-0710 

G o o n l i n e t o o u r w e b s i t e 
View our catalogs, place an order at 

www.call i te.com 
l l n e q u a l e d S t o c k 

CALIFORNIA SERIES transformers • Complete selection of lamps 
All gauges of low voltage cable • Fixture accessories • Installation materials 

California 
A Division of Kina Enterpr ises. Inc. 

3 1 2 6 0 C e d a r Val ley Dr. 
W e s t l a k e Vi l lage. C A 9 1 3 6 2 

Phone: 1-800-457-0710 
FAX: 1-800-457-0730 

Email: callite@pacbell.net 

Landscape 
Lighting 
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ft— AERA-vator® 
By First Product Inc. 

Thank you for introducing the 
AERA-vator to the Green 
Industry! My company and its 
clients have been please with the 
performance of your product. In 
the past, after using many meth-
ods of aeration, we found the 
AERA-vator far superior to any 
other method of core plugging, 
aerating, detaching or slit 
seeding. Our company has dou-
bled its production in the past 

year and increased profits by an 
unrealistic amount. Unlike other 
machines on the market we have 
experienced very little down 
time with the "AERA-vator" as 
well as virtually eliminating 
callbacks due to poor jobs in dry 
conditions. We look forward to 
another great year of aeration as 
we present your product to 
the public. 

For a free video please call 
1-800-363-8780 

www.lstproducts.gom I E-mail: sales(g> lstproducts.com 

Andreas B. Dambakakis 
President 
YARDS "R" US 
Winston-Salem, NC 

<C ^ V A W S O J 

http://www.callite.com
mailto:callite@pacbell.net
http://www.lstproducts.gom
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The precision of a steering wheel, 
and front-mounted offset mower 
deck lets the F735 run circles 
around zero-turning-radius mowers 
when trimming. 

1 

The diesel F735, and gas F725 
feature hydraulic deck lifts to 
clear curbs and other obstacles. 

F 7 2 5 
20 hp 

48-, 54-, 60-inch decks 
ANSI B71.4—1999 safety certified 

F 7 3 5 
20.5 hp 

48-, 54-inch decks 
New 60-inch 7-Iron deck 

ANSI B71.4—1999 safety certified 

With an industry-best 5.75-inch 
depth, maximum blade overlap 
of over 1.5 inches, and full-
length front baffle, the 60-inch 
7-Iron™ deck available for the 
F735 produces a flawless cut, 
even in the lushest conditions. 

3 D S H O R 



s a f o r c e o f n a t u r e 

Every John Deere Front Mower (except 

for 1600 Wide-Area Mower) is designed 

with a unique geometry that ensures 

the rear of the machine stays within the 

cutting arc when turning. This permits 

these machines to trim closely but 

never run over flowerbeds, for instance. 

O \ 
Twin Touch® two-pedal control 

(found on all John Deere front 

mowers) works with the natural 

motion of your foot, and allows 

instantaneous direction changes. 
Circle No. 111 on Reader Inquiry Card 

Don't be surprised if the F735's 

performance blows you away. 

A high-torque, liquid-cooled 

20.5-hp Yanmar diesel engine and 

shaft-driven 60-inch 7-Iron™ seven-

gauge stamped steel deck make it 

the most powerful mower of its kind. 

Hydraulic weight transfer and a 

foot-operated differential kick in 

extra traction on inclines and slippery 

ground. Precise power steering and 

Twin Touch® two-pedal control 

allow instant and effortless direction 

changes. A tight turning radius, and 

compact layout ensure the rear stays 

within the cutting arc — perfect 

for cutting sculpted landscapes. 

Best of all, a full-length welded 

C-channel side rail frame ensures it 

can survive any elements. 

Interested in the affordable diesel 

F735 (or its gas-powered counter-

part, the 20-hp F725)? Stop by 

your local John Deere dealer (call 

1-800-537-8233 for one near you). 

You'll be on cloud nine. 

N o t h i n g R u n s L i k e A D e e r e ® 



continued from page 47 
operate any mobile equipment. Many 
states do not allow anyone under age 18 to 
operate power equipment. Follow your 
state's regulations. 
Mowers — Mowers are so common that 
they are often overlooked as a safety haz-

Safe employees are more productive employees. 

ard. Most new mowers have the required 
guards, but many older ones do not. All 
mowers should have a self-closing guard 
for the emptying chute. Side chute mow-
ers should have a guard at the rear to pre-
vent the mower from rolling back over the 
operator's feet. All new mowers have a 
lever as part of the handle that will auto-
matically stop the blade and/or motor 
when released. Older mowers without this 
feature should be replaced. 
Tractors — The power take-off must be 
properly guarded. Establish and enforce a 

Safe operation's big seven 
The Outdoor Power Equipment Institute recommends several key steps to oper-
ate any piece of outdoor power equipment at any location. Make sure your em-
ployees run through this checklist with every use: 

i . Keep children and pets away from operating equipment. 
2. Handle gas and fuel/oil mixtures carefully. 
3» Never operate equipment unattended; turn off engine and discon-

nect spark plug before attempting to unclog or repair equipment 
4* Clear work areas from rocks, toys, large debris, etc. before using 
5. Dress properly for the job (long pants, close-fitting clothes, safety 

glasses, safety boots, tucked-in hair and no loose jewelry). 
6, Keep hands and feet away from moving parts. This sounds elemen-

tary but people forget to turn off equipment before working on it. 
Understand how to operate the equipment. Follow manufactur-
ers7 directions, get training on proper operation and follow safety 
instructions. 

For more information on safe operation of outdoor power equipment, contact 
OPEI at 703/549-7600. 

company policy that prohibits employees 
from riding mobile equipment unless they 
are sitting on the seat provided by the 
manufacturer. Prohibit additional riders on 
equipment. 
Skid steers — Crews working rapidly may 
forget that a skid steer should never exceed 
the rated capacity — this is 1/2 of the 
listed tipping load. 
Aerial lifts — Check all controls each time 
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before using, and never use the lift if the 
basket controls are not operational. Don't 
forget to attach the safety harness. 
Chain saws — Never operate a chain saw 
with a damaged hand guard. Check that 
the chain is sharp and chain tension is nei-
ther too tight nor too loose. Wear eye pro-
tection and safety clothing. 
Edgers & line trimmers —Wear eye pro-
tection with these products and do not op-
erate if they are missing guards. When op-
erating, be careful of bystanders. 

Ensuring that workers' compensation 
insurance is in force at all times can go a 
long way to protect your business. 

If you're not sure as to whether your busi-
ness is properly protected, ask your insurance 
company to conduct a loss control survey 

— Bob Decker is assistant vice president of 
bss control and Andrew J. Mauschbaugh is 
loss control engineering manager for Florists' 

Mutual Insurance Co., which has been 
serving the floral/horticultural industry for 

over 110 years. They can be contacted at 
800/851-7740 or www.floristsmutual.com. 

Who wants to do a Mill ionSQUARE 
f o o t o r o f 5 0 0 0 3 C | f t l a w n s w i t h 0 0 3 0 * ? 

Before you give your final answer 
phone a friend at Perma-Green 8 0 0 . 3 4 6 . 2 0 0 1 

ride-onspreader.com 
& ' , ^ for a free video and Owners Report 

Because YOUR business is not a game! 

or w w w 

D~ You 

http://www.floristsmutual.com


By the day. By the job. By the week. 

Rental 
S I 0 B E 1 

Introducing The Cat Rental Store. With all the equipment you need—f r om hand tools to heavy m a c h i n e r y — 

and the service that only a Cat® dealer can offer, it's everything you 'd expect from Caterpillar. And a lot of 

things you wouldn't. 

Call 1 800 RENT-CAT or visit www.TheCatRentalStore.com for the location near you. 
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Turn your training over to your troops and watch them 
teach you a thing or two about learning together 

B Y P H I L F O G A R T Y 

oes the conversation in 
m your shop go like this: "I 

know we should be 
I doing more training, but 

I just don't have the time 
to do it on a regular 
basis." Is this an impossi-

ble problem? No. Maybe you shouldn't 
doit. 

Why is it that we as owners and general 
managers think that everything must be 
done our way for our companies to suc-
ceed? Of course, we might not have gotten 
where we are today if we didn't have a 
pretty healthy sense of self and a good shot 
of ego. But let's face it — we didn't invent 
this industry. 

With all the training resources out 
there, all you may need to do is give good 
employees some of your time, encourage-
ment and make them aware of your goals. 
The goals must be clear cut and attainable. 
Then, let your employees design and exe-
cute an effective training program. Based 
on my experience, I can say that what your 
better employees devise will be at least as 
good as what you would come up with — 
if you give them the right guidelines. 

Get out of their way! 
If there's anything that the Skills Develop-
ment Series has taught us, it's to turn train-
ing over to the troops — today. It's a liber-
ating moment for everyone in your 
organization. Your employees already 
know what they need to know and the last 
thing they need is for you to tell them 
what they don't know (and that some day 

you will tell them — but now, just get out 
there and work until further notice). 

Get out of the way and watch those 
people teach you a thing or two about 
learning together. 

Cover the bases 
Here are a few steps to make sure the pro-
gram succeeds when you delegate it: 

An in-house facilitator like this one is just the right person to delegate training responsibility 

among fellow employees, 



One of the facilitator's key jobs is to get everyone involved by 
coaching and encouraging everyone to own the program. 

• Assign an in-house facilitator to take on 
this cause. Pick someone who can get en-
thusiastic about training. It could be a key 
manager or an employee with potential 
who needs to be demonstrated. It's even a 

great slot for a part-timer 
who can focus on teaching, 
teaching, teaching. 
• Make sure the facilitator 
understands the value of 
getting others involved. He 
or she shouldn't be doing 
all training, or even half of 
it. The facilitator's job is to 
coach and encourage every-
one to own the program. 
• Make it flexible like 
Gerry Grossi's fine group did 
at Arborlawn in Lansing, 

MI. Grossi's Spartan Irrigation runs its pro-
gram simultaneously with Arborlawn's ses-
sions. They customize and adapt but use 
the same format and information, and they 
do it at different locations. 

• Mold it around schedules, if at all possi-
ble. Mountaineer Lawncare in Morgan-
town, WV, has sessions in the field (at 
lunch) for crews who must contend with 
long drives at rush hour. 
• Become a spectator and cheerleader. 
Cullen Walker of WLM Work-A-Holics 
Landscape Management in Naples, FL, 
built bleachers for training and sits in a dif-
ferent spot each week so he can learn along 
with everyone. He may be doing the wave, 
as well] 
• Promote the cause when it's your turn 
to teach. When you get to be the one up 
front, spend some of your "mike" time 
acknowledging the progress and remind-
ing your team how important this pro-
gram is to you and to the future of the 
company. L I V I 

O TTERBINE ... 
Your Water Quality Management Specialists 

Surface Aerators 
•Reduce the problem of algae, 
aquatic weeds and odor. 

•Introduce O, into the pond. 

• New 5 + 2 Year Warranty -

•Available in a variety of 
spray patterns and sizes. 

Sub-Surface Aerators 
•Introduce 02 into the pond 
bottom via Sub-Surface or 
Diffused Air. 

•Perfect for shallow, long narrow 
ponds. 

•No visible spray pattern. 

Bunker Pumper 
•Removing water from 
bunkers, excavation sites 
or swimming pools. 

•280 GPM pumping rate. 

•Floating, self priming portable 
-only 85 lbs! 

R9 

Ottershield Lake Dye 
•Transforms muddy water into 
healthy blue water. 

•No stained clothes or hands -
you never touch Ottershield. 

•Neat, clean, water soluble 
packets. 

Otterbine, helping to preserve the environment through effective 
water quality management. 

Otterbine Barebo, Inc., 3840 Main Road East, Emmaus, PA 18049 1-800-AER8TER (237-8837) USA (610)965-6018 
Fax:(610)965-6050 www.otterbine.com E-mail: aeration@otterbine.com 
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Try looking at the wo r l d 
acco rd ing to your employees . 
It cou ld save your future 
B Y B I L L H O O P E S 

When it comes to keeping 
good people, there's al-
most nothing you won't 
do to keep them on your 
team, right? 

You're typical if you 
answered, "I'd do any-

thing, within reason, to keep the really loyal and 
productive employees I have." 

But when it comes to changing your workplace 
to encourage employee retention, what meaning-
ful actions have you taken? If you'd like to change 
things but don't know how to start, you're fairly 
typical. Most of us dream about a better world 
but don't follow the dream with action. But if you 
don't do more than think a lot about revising the 
way you do things, there will be no improvement. 

So let's set some realistic goals. You're a goal-
oriented, entrepreneurial thinker, right? Let's set 
an objective: lower turnover by 50%. 

How much would it be worth to your opera-
tion to reduce turnover by 50%? Most managers I 
work with would like to make it happen but aren't 
sure how to get it done. 

It can be done. I've just completed a 15-year 
search for realistic solutions to the turnover prob-
lem, which I've identified and included below. 
Why they leave 
Solving a tough problem requires looking at it 
from a different or unfamiliar angle. For a change, 
look at motivation from a contrary view. Instead of 
jumping head-first into the turnover pool and con-
fronting the issues from your point of view, look at 
it from the employees' view. Think about why 
they leave. 

The short answer is because they're not moti-
vated. We all become motivated when we desire 
something. Before we go for it, we must want it. 

Here are two reasons why you must under-
stand how to use motivation: 
• You cannot achieve anything beyond your own 
capacity without other people. 

If your staff resents, distrusts or dislikes you, 
they will leave the minute they get the opportu-
nity. Today, that opportunity is everywhere. So 
understand how motivation works and how to use 
it. You'll see your business environment from a 
whole new perspective, because you will under-
stand why people do the things they do. 

What's their motivation? 
What controls our wants? At work or at home, we 
do things that make sense to us. We evaluate our 
options, decide and then act. 

How does this apply in your workplace? If you 
want your employees to perform satisfactorily for 
extended periods of time and respond to your 
leadership, you must get into their heads. 

If you want your employees to think positive 
thoughts that lead to positive behavior (like hitting 
goals or staying through a tough spring), you must 
provide a positive workplace environment. If you 
think they'll stay for dollars, you are mistaken. 
Employees must like their work to stay there. 

Notice I said that you have to "provide" a posi-
tive workplace environment. It doesn't happen au-
tomatically. You must create an environment that 
positively impacts employee motivation, and that 
comes down to building relationships that are mu-
tually beneficial. 

Take off those blinders and look around 
The workplace has to "work" for both you and 
your employees, and that's not always easy. 

Some managers still don't recognize the differ-
ence between situations that favor employers and 

continued on page 56 



Follow this plan to cut employee turnover at your operation: 

Improve the candidate-to-job match as you build your team — no square 
pegs in round holes. 

Place a higher priority on training. Use the start-up program to "set the 
hook" and start building positive thoughts and feelings. 

Build in some "people magnets." Let employees do what they do well. Com-
municate often. Give the staff credit consistently. Share the results of success. 
Get out of the office and be around your people. Put some contests and fun 
into the job. 

Give people a reason to believe. Stop flying by the seat of your pants. If 
you're organized and set an example, people will want to follow you because 
they see strong management. Talk constantly about company values and be-
liefs to build a sense of pride. Brag about your staff in public and in your ad-
vertisements. 

Recognize and treat people as individuals. Identify individual talents and po-
tential while you respond to their individual needs. 

React to each employee's performance every day. Look for something to re-
ward and don't send mixed signals. 

Be fair to everyone. Don't play favorites. Tell your people why you want them 
to do it your way. 

Be honest 100% of the time. Remember: If you lie, you die. 

Set a positive leadership example. Put a smile on your face before you go 
through the door each morning. Never let the staff see you down. Positives 
create positives; negatives create negatives. 

Balance your concern for tasks and people evenly. Try to be someone your 
staff just likes to be around. 

If weed-whacking is all this guy ever 
does, he's bound to leave his job. 

curred and the customer was served, both 
you and your employee win, right? 
Wrong. 

You handled your problem but the em-
ployee got whatever the veteran felt like 
giving. As the manager in charge, you just 
committed the common mistake of seeing 
the world from a management perspective. 
We do it all the time. It's natural. Our 
needs must be filled, too. 

When we consider the employee's need 
to understand the new job, company and 
expectations, we begin to rationalize. We 
pretend that no matter how the orientation 
is handled, the job will be done exactly as 
we would do it. This is wrong. No veteran 

continued on page 58 

continued from page 55 
those that favor or motivate employees. 
At times, it's as if they're wearing blinders. 

Are you certain that when you make a 
decision or establish plans, you are creating 
a situation where both you and your em-
ployees benefit? 

Consider this example: A new hire ar-
rives at work. At the moment, you are un-
avoidably involved with a customer. To 
handle the customer issue and avoid a 
delay in the start-up of the new person's 
training, you have a veteran handle the ori-
entation. 

Sounds simple. After all, you can't 
avoid the customer issue . . . it's all part of 
business, right? And since the training oc-

c 
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continued from page 56 
will deliver the message as you would, at 
least not most veterans. Why? They don't 
have the ownership concern you do. So the 
orientation happens but the message is di-
luted or changed altogether. And who pays 
the price? You do. 

It's all in the perception 
Managers typically see their needs before 
the needs of the staff. When there is an ex-
ception to that rule, employees are more 
satisfied and turnover drops. I've seen 
turnover drop drastically when the man-
ager in charge learns to see the workplace 
from the employees' viewpoint. 

If this guy's boss is goofing off while he's work-
ing, he's likely to look for another place to work. 

But the problem is that when workers 
quit, they never say, "I'm leaving because 
you get what you need (an easy life, lots of 
profit, a great future) and I don't get what I 
need." You won't hear that, but you may 
hear any of the 10 reasons below. 

"Why I'm leaving" 
In the last 15 years, I have tracked and ex-
plored the reasons employees have left. 
They are: 

1'This job isn't what you said it would 
be." Translation: You either failed to 

explain the job requirements, or you've 
had smoke blown in your face during a hir-
ing interview. Under pressure to "fill the 
chairs," we try to see the best in people. If 
you hear this phrase, you've misread the 
job candidate or mislead yourself. 

2"I just can't do this job." Translation: 
More than likely, there has been a 

failure to provide adequate start-up train-
ing or the employee is simply bored by the 
work. 

3"All we do here is work." Translation: 
Typically, the manager has been un-

able or unwilling to control work hours. 
This happen during a bad 
weather spring, when we fail 
to eliminate long days 
and/or Saturday work after 
promising we would. 

"Nobody here knows 
what the heck is going 

on." Translation: From the 
employee's view, your oper-
ation is disorganized and in-
consistent. 

5" All we ever hear is 
what's wrong." Trans-

lation: When I hear this, I 
usually find a manager who 
is totally task-oriented. 
When the task goals aren't 
met, there can be only one 
reason for him or her — lazy 
workers. This may not be 
true, but that's the em-

ployee's view . . . and that's the point. 

6"You never say thank you." Transla-
tion: Employees in this operation 

probably get little recognition and few re-
wards. Managers who don't give credit to 
the team and don't share rewards will lose 
100% of the time. 

2"I don't fit in here." Translation: The 
workplace climate isn't people 

friendly. It may work for you, but what is it 
like for your employees? 

8"You always promise but never de-
liver." Translation: Many managers 

promise an employee whatever they have 
just to boost productivity, then fail to de-
liver. They are so stressed and beaten down 
they see no other way to get people to 
work hard than to "promise the world." 

9"You expect us to work while you 
goof off.'" Translation: Tired man-

agers can develop a habit of showing up for 
the start of the day, then disappearing (at 
least they believe they've disappeared) to 
the golf course or other activity while the 
staff "delivers the goods." Whether you 
own the business or not, employees won't 
tolerate what they consider lazy leadership 
while being pushed to the limit themselves. 

J p ^ "It's just no fun working here." 
• r Translation: This is a typical 

"exit interview" comment from employees 
of "task-oriented" managers. To keep peo-
ple, there must be a perceived balance be-
tween the manager's concern for people 
and tasks. When the employee doesn't 
sense the balance and feels that work is the 
only thing management thinks about, 
turnover rises. 

Your employees may see situations you 
see as beneficial from a different perspec-
tive. When you understand motivation and 
its impact on employee actions, it's easy to 
see how negative feelings build. To reduce 
turnover, every manager must do all he or 
she can to see that the "world according to 
the employee" is filled with recognition, re-
wards and a sense of fairness. 

If you show employees a nurturing envi-
ronment with a bright, positive future full of 
new assignments, opportunities and fun, you'll 
discover the power of human motivation. 

— The author is director of training and 
development at Scotts Lawn Service in 

MarysviUe, OH. This article is adapted from 
a presentation to be made at EXPO 2000 in 

Louisville, KY, this month. For more informa-
tion about the workshop, contact 

PLCAA at 800/458-3466. 



WE CAN'T 
TELL YOU 

HOW 
COMMERCIAL 

£RS HAVE 
WASAKI 

NGINES 
We know. We just can't tell you. All we can say is, it's a lot. Okay, 
it's more than a lot. It's over half. Way over half. But that's all we 
can say. Okay, it's more than 2 out of 3. So next time you need to 

replace your string trimmers, hedge 
trimmers and backpack blowers, switch 
to Kawasaki. Go with what you know. 
Trim with what you mow. 

Kawasaki 
ENGINES/POWER PRODUCTS 

Call toll-free 1-877-KAW-POWR 
for your local Kawasaki dealer. 

Visit our website at www.kawpowr.com 
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product focus 
• T E C H C E N T E R 

Raving t h e w a y 
^ A four-squared honeycomb structure of high 
density polyethylene with eight vertical spacing 
ribs on its upper surface, the PAVE-EL Pedestal Sys-
tem from Envirospec Inc., Buffalo, NY, ensures uni-
form spacing and elevation of paver stones, allow-
ing water to run off through to the drainage plane 
level and under paver stones to the drainage sys-
tem. For more information call 716/689-85481 
circle no. 305 

Wausau Tile's graphic artists have 

worked hard to come out with new cre-

ative designs including three stan-

dard border designs, three individ-

ual paver designs and four tree 

surrounds perfect for any paving 

project. For more information call 

800/388-87281 circle no. 306 

Grace forms new paver unit 
CAMBRIDGE, MA — Grace Construction Products has formed a new organization 
within its masonry products group to support the interlocking concrete paver seg-
ment of the construction industry, one of the fastest growing areas in concrete ma-
sonry according to industry sources such as the Interlocking Concrete Pavement Insti-
tute (ICPI) and the National Concrete Masonry Association (NCMA). 

The new unit will be staffed by three paver sales specialists, one technical service 
field specialist and a technical services lab specialist based in Grace's Cambridge, MA 
cement, concrete and masonry research and development lab. 

Micro-Top™ by Bomanite is a cemen-
titious colored topping system that 
allows unlimited color and design op-
tions for a variety of surfaces. This 
system uses a troweled-on topping 
that bonds to virtually any horizontal 
or vertical substrate, including con-
crete, wood, metal, plastic or asphalt. 
For more information call 209/673-
2411 or visit www.bomanite.com I 
circle no. 307 

A The CrossLock Plug from Oly-Ola Sales 
Inc. is a new landscape edging connec-
tion piece designed to tightly connect 
edging pieces together. It features easy-
to-use cross (x) and plus (+) indicators lo-
cated on the end of the plug and a center 
disc that keeps edging from slipping 
sideways. The CrossLock Plug is inserted 
into the round top of the landscape edg-
ing and the cross (x) and plus (+) indica-
tors are turned in either direction to 
tighten. For more information call 
800/334-4647 or visit www.olyola.com / 
circle no. 308 

http://www.bomanite.com
http://www.olyola.com


It's a chance of a lifetime, and it couldn't be easier. 
Right here. Right now. 

Enter the No Limits competition and you could win 
a new, 4-wheel-drive Hummer, or one of five 
thrilling Hummer safaris. 

You'll earn one entry for every Irritrol product you 
buy between April 1 and August 31, 2000. Use the 
form below to enter today. For additional details 
and entry forms, watch your mail and visit your 
Irritrol distributor. It's that easy! 

i w K i i v i H 
N O L I M I T S O F F I C I A L E N T R Y F O R M 

N a m e : 

Entry deadline August 31, 2000 
Title: 

C o m p a n y n a m e : 

S t r e e t a d d r e s s : 

C i t y : S t a t e : Zip : 

Phone-. ( ) Fax: ( ) E - m a i l : 

Type o f b u s i n e s s : • l a n d s c a p e c o n t r a c t o r • i r r i g a t i o n c o n t r a c t o r 

Date of 
Purchase Distributor 

Distributor 
Branch Location 

Distributor 
Invoice N u m b e r 

M o d e l a n d Quant i ty 
of Products Purchased 

FOR OFF IC IAL U S E O N L * 
N u m b e r of Entr ies 

Irritrol 
SYSHMS 

If needed, attach an extra sheet for additional purchases NOTE: Do not include copies of invoices with this entry form Valid for purchases made between Apnl 1 and 
August 31,2000. All entries must be postmarked no later than August 31.2000. Entry forms must be completed in futi to qualify for the drawings All purchases are sub-
ject to verification. No purchase necessary for entry. See official rules and regulations for details. One entry for each Imtrol product purchased 

Please mail completed entry form to No Limits Program, c/o Co-Optimum, 16000 Ventura Blvd., Ste. 1200, Encino, CA 91436-2730 or fax to 
( 8 1 8 ) 4 6 1 - 6 1 1 1 . 
I certify that the above information, which s subject to verification, is comct 

CONTRACTORS SIGNATURE DATE 
O Irritrol Systems 2000 



LM PRESENTS award-winning landscape management 
Property at a glance Westmoor Farm 
Westmoor Farm, Nantucket, MA 

Staff: In-house crew 

Category: Residential 

Total budget: $156,400 

Year site built: 1991 

Acres of turf: 9 

Acres of woody ornamentals: 8 

Acres of display beds: 2 

Total paved area: 8 acres 

Total man-hours/week: 268 

Maintenance challenges 
• Maintaining and programming 103 
irrigation zones 

• Integrated pest management of 
apple trees and vegetable garden 

• Pruning and training of roses, vines 
and espaliers 

Project checklist 
(Completed in last two years): 

• Permaturf installation in driveway 

• Tree wells for hundreds of trees 
planted too deep 

• Shredding 20 yds. of compost and 
topdressing beds 

On the job 

• 2 full-time staff, 4 seasonal employ-
ees, 1 part-time seasonal, 1 licensed 
pesticide operator 

The 1999 Grand A w a r d Winner of the 
Pro fess iona l Grounds M a n a g e m e n t 
Society for Residential Site 

The Westmoor Farm is a private estate 
and summer home covering 64 acres 
with 18 houses, five bams and a green-
house. A regulation-sized baseball field, 
18,000-sq.-ft. ornamental vegetable gar-
den, miniature apple orchard and an acre 
of manmade ponds and water features 
give the in-house grounds maintenance 
crew a variety of challenges. 

A monster irrigation system that con-
sists of 103 zones and nine water sources 
has to be frequently reprogrammed and 
checked for malfunction. Last year's 
drought brought out design flaws and 
forced grounds crew members to relo-
cate or add sprinkler heads to zones 
wherever possible. 

Trained vines can be found every-
where, so the grounds crew spends a 
good deal of its time training fledgling 
growth while maintaining the already es-
tablished clematis, espaliered laburnum, 
hardy kiwi, honeysuckle and grape vines. 
New to the property are container dis-
plays, which, head gardener Candace 
Clough says, have allowed her crew 
members to be more creative in layout 
and planting. In one area, the color of 
both flower and foliage might be mono-
chromatic, where another area might fea-
ture chartreuse and red leaf specimens. 

• Looking out the front door of the "Red 
Barn," Westmoor Farm's dining hall, one sees 
a monochromatic container display. 

v ; 1 
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Editors' note: Landscape Management is the ex-
clusive sponsor of the Green Star Professional 
v j Grounds Manage-Landscape ment Awards for 
m a n a g e m e n t ! outstanding man-
agement of residential, commercial and institu-
tional landscapes. The 2000 winners will be 
named at the annual meet- m mr% 
ing of the PGMS in Novem- U f - v j y l ^ k 
ber. For more information ^ 
on the 2000 Awards, contact PGMS at 720 Light 
St., Baltimore, MD 21230; 410-752-3318 (tel). Web 
site: www.pgms.org. Email: PGMS@assnhqtrs.com 

• Grounds crew 
members Wayne 
and Damian prune 
and train the 
wisteria vine on 
the bridge at 
the big pond. 

http://www.pgms.org
mailto:PGMS@assnhqtrs.com
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Better safe than sued 
BY CURT HARLER/ 
CONTRIBUTING EDITOR 

Nobody wants to see a fellow 
worker or an employee get hurt 
on the job. But let's face it: 
safety is given lip service more 
often than real action during 
the busy season (and during 
slack times, too). 

As an employer, it's your re-
sponsibility to provide proper 
safety equipment and see that 
it's used all the time. Lawsuits 
come from the strangest places 
— injured workers, endangered 
passers-by, state or federal agen-
cies, property owners and mo-
torists on the highway. Any of 
them could be after your hide 
on an assortment of counts: 
personal injury, a record-keep-
ing violation, an accident in-
volving a landscaping trailer 
parked by the side of the road 
or a stone thrown by a mower. 

Stack the deck in your own 
favor. Look for proper safety 
equipment and reward workers 
who get caught "doing some-
thing right." You don't have to 
reward them with a lot — free 
coffee and doughnuts the next 
day or lunch at the local dive 
would be sufficient recognition. 
Others on your crews will 
catch on fast after one or two 
"attaboys" are given. 

Best of all, you'll have estab-
lished a proven track record for 
emphasizing and rewarding 

safety — something that will go 
a long way toward reducing 
punitive damages should a dis-
aster hit or a government in-
spector notice something else 
you've overlooked. 

While you're at it, check the 
first aid kit in the pickup. Be 
sure the Band-Aids are new, 
look for a good antiseptic 
cream and check that other 
components are still sterile. 

AEARO CO. 
800/444-4774 
www.aosafety.com 
The full line of safety equipment 
from Aearo Co., Indianapolis, IN, 
includes eyeglass protectors which 
fit over prescription glasses, pro-
fessional impact goggles and 
tinted or clear safety glasses. 
Check out the firm's high-visibility 
safety vests for workers near road-
ways. Company also offers hear-
ing protection, either as industrial 
ear plugs or headset style with a 
band over the head. 
Circle #285 

BLOUNT, INC. 
800/667-3409 
www.oregonchain.com 
Check out the line of vision pro-
tection from Blount, Inc.'s Oregon 
Cutting Systems Division, Portland, 
OR. Replaceable polycarbonate 
lenses in their safety glasses give 
impact protection whether using a 
chain saw or other equipment 

continued on page 66 

Superior Signals' new 
safety back-up alarm 

safety tips 

• Provide all of the proper safety 
equipment needed for the job. 

• Reward workers for using safety gear, 
as well as sanctioning failure to use it. 

• Have both female and male members 
of the crew wear protective clothing. 

• Make sure your first aid kit is stocked 
with all of the essentials. 

http://www.aosafety.com
http://www.oregonchain.com


CHOICE 
(USDC APPROVED) 

d ® A H E A D * F E E L FO^EE TO (g[K3©@SE 
Now more than ever you need to keep your options open as to what equipment you use and how much 
it costs you. Dixie Chopper can help by giving you the freedom of choice. Take your pick of a 42" or 50" 
cut with a 19 horsepower Kawasaki engine, the price is the same. All Dixie Chopper machines have a 
lifetime warranty on the frame and front caster bearings along with an available five year extended drive 
train warranty. You also get our promise of being the best mower available for the combination of Price, 
Performance, and Reliability, along with our 30 day money back guarantee. If within 30 days of purchas-
ing your new Dixie Chopper you find another machine of equal cut and horsepower that will outperform 
your Dixie Chopper for production mowing, we'll gladly refund your money. 

n i u i r n u n o o ^ n 
USASl. U i i u i i l . i i 
The World's Fastest Lawn Mower 
www.dixiechopper.com 

800-233-7596 

Kawasaki is a registered trademark of Kawasaki Motor Corp. Dixie Chopper is a registered trademark of Magic Circle Corporation and may 
not be used without permission. Pricing shown above is for models L X 1 9 0 1 - 4 2 and X 1 9 0 1 - 5 0 only. Model X 1 9 0 1 - 5 0 pictured. Extended 
drive train warranty available at additional cost. Prices subject to change without notice. Copyright 1 9 9 9 . All rights reserved. 

http://www.dixiechopper.com
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continued from page 64 
which may throw chips or dirt. 
Soft, flexible frame fits over per-
sonal glasses. Product is both ANSI 
and OSHA compliant. Perforations 
in the frame reduce lens fogging. 
Circle #286 

JOHN DEERE 
800/537-8233 
www.deere.com 
Dress for success with safety ac-
cessories from John Deere's Com-
mercial Division, Raleigh, NC. Full 
line of footwear includes PVC or 
latex boot covers and rubber slush 

John Deere safety goggles 

boots. For the body, check out the 
basic Tyvic coveralls which provide 
protection for Class II and IV pesti-
cides; PVC bib apron for Class l-IV 
pesticides; and Saranex-coated 
Tyvek-sleeved apron for full-body 
protection; and rugged rain suits 
made from 35-mil PVC over poly-
ester for full protection. Firm also 
has several styles of goggles, in-
cluding indirect vented for splash 
and spray to non-vented for anhy-
drous or other vapors. If trouble 
hits, pull out the PMKT1540EA 
decontamination kit. 
Circle #287 

ECHO INCORPORATED 
80Q/432-ECHO 
www.echoincorporated.com 
Whether it's reusable vinyl 
earplugs (with belt-mountable 

carrying case), lightweight inde-
pendent earmuffs or a complete 
protective helmet system with 6-
pt. suspension, ear muffs and 
face mask, Echo has OSHA and 
ANSI-approved safety equip-
ment. The Lake Zurich, IL firm 
also offers a brush-cutter system 
with visor and earmuffs but no 
helmet. Chain saw chaps are 
made of nylon chain-stopping 
material designed for bi-direc-
tional release. They are washable 
and Teflon-coated to repel oil, 
water or dirt. 
Circle #288 

ELVEX CORP. 
800/888-6582 
www.elvex.com 
ProChaps chain saw chaps from 
Elvex, Bethel, CT, have Prolar pro-
tective pads that are designed to 

ProChaps' lightweight chaps 

jam the chain saw when it con-
tacts the chaps. The chaps are 
lightweight and flexible in order 
to allow unobstructed movement. 
With the ProGuard, a chain-saw 
operator is protected three ways: 
with an ANSI approved safety cap, 
face protection and hearing pro-
tection in one integrated design. 
Circle #289 

DIRECT SAFETY CO. 
800/528-7405 
Code 4 glasses from Direct Safety 
Co., Tempe, AZ, provide excellent 

C.C. FILSON CO. 
800/624-0201 
www.filson.com 
The new Foul Weather Coat from 
Filson's, Seattle, WA, will keep 
workers dry and protected. Its 
cloth is 100% tightly woven cot-

Direct Safety Co.*s hip glasses 
offer peripheral protection 

peripheral protection. Wrap-
around design and non-slip rubber 
nose piece provide a secure fit, 
even during physical activities. 
Glasses give maximum UV protec-
tion. Shatter-resistant polycarbon-
ate lens exceeds ANSI Z87.1 stan-
dards. 
Circle #290 

FERRIS INDUSTRIES 
800/933-6175 
www.ferrisindustries.com 
The new 4-pt. roll-over protec-
tion system (ROPS) for the Pro-
Cut Z from Ferris Industries, 
Munnsville, NY, offers better 

Ferris Industries' roll-over 
protection system 

weight distribution and helps 
spread out stress on the ma-
chine's main frame. Front 
mounting also deflects branches 
that might otherwise catch under 
a rear-mount system. 
Circle #291 

Filson's coat is saturated in 
paraffin to resist wind and rain 

ton fabric saturated with paraffin 
wax to beat off wind and rain. 
Full-body cotton lining adds pro-
tection and an optional virgin 
wool removable zip-in liner forms 
an inner layer. There are six snaps 
with storm flap in the front and 
adjustable cuffs. Comes with but-
tons to add optional hood and 
make it snug in any weather. 
Circle #292 

FLA ORTHOPEDICS, INC. 
800/327-4110 
flaortho@worldnet.att.net 
There are a lot of heavy bags and 
buckets to be moved in a day's 
work. Help the crew avoid back 
problems with the DynaBack 
braces from FLA Orthopedics, 
Miami Lakes, FL. Universal size 
model fits 24-46" waist. All units 
come with elastic side pulls, Velcro 
closure, and adjustable shoulder 
straps. The rear Safe-T-Straps have 
breakaway buckles to prevent the 
strap from getting caught by dis-
connecting at 10 lbs. pressure. 
Company also makes the Pro Se-
ries Back Ice Pack for days when 
lifting was too much. 
Circle #293 

http://www.deere.com
http://www.echoincorporated.com
http://www.elvex.com
http://www.filson.com
http://www.ferrisindustries.com
mailto:flaortho@worldnet.att.net
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GEMPLERS 
800382-8473 

Full 13-in., 15-mil Nitrile gloves 
allow excellent dexterity yet 
provide good chemical resistance. 
They are great for safe handling 
of chemicals, solvents, acids or 
caustics. Nitrile resists abrasion, 
punctures and cuts, so these 
gloves are replaced less frequently. 
For use with pesticides whose la-
bels refer to categories A, C, E or 
F. They come in a 
variety of sizes, from XS to XL, 
and are available from Gemplers, 
Belleville, Wl. The company's 
full catalog contains over 
10,000 items from gloves to 
coveralls for any kind of daily or 
specialized use. 
Circle #294 

GENERAL MACHINE 
PRODUCTS 
215/357-5500 

The Pole Trailer Light Kit from 
General Machine, Trevose, PA is a 
D.O.T-approved system for im-
proving visibility of trailers and 

General Machine's high 
visibility Pole Trailer Light Kit 

other service vehicles. Kits sturdy 
aluminum weldment is finished 

with bright yellow polyester-pow-
der coating. Comes in 24 or 46-in. 
models. "Swings on Turns" leg-
end is included with larger model. 
Safety lights are installed with 
shock mounts to increase bulb life 
and make it easy to replace 
burned out bulbs. Also available 
are heavy duty 4-way and 6-way 
plugs suited to most trailers. 
Circle #295 

MTD PRO 
330/225-2600 

Whether the crew is working with 
a blower, using a hedge trimmer, 
spraying chemicals or tilling up a 
seedbed, equip them with safety 
goggles. Both clear and tinted 
goggles are available as part of the 
parts and accessories packages 

available from MTD Pro, Cleve-
land, OH. These goggles are com-
fortable and protect the eyes from 
flying objects or spray. 
Circle #296 

PROTECTOSEAL CO. 
800/323-2268 
www.prQteqQreaUQm 
Value-priced line of safety cabinets 
constructed of 18-gauge steel and 
compliant with NFPA and OSHA 
for storing flammable or haz-
ardous materials is available form 
Protectoseal, Bensenville, IL. Cabi-
nets are designed with leak-proof 
2-in. bottom well in the event of a 
container leak. Come with either 
manual or self-closing doors. 
Order yellow for storing two 55-
gal. drums of flammables; blue for 

continued on page 68 

VW&R Will Be There with The Supplies and Expertise You Need-
No Matter How Difficult Your Growing Conditions! 

• Growing a team of 
expert professionals 
who understand your 
green industry and 
pest control needs. 
• VW&R is a full-service 
distributor for the 
green industry. 

• Supplying the products 
that you need for 
weeds, diseases 
and insects. 

• Over 65 U.S. locations. 

^ I f c l Van W a t e r s & R o g e r s Inc. 
A R O Y A L V O P A K C O M P A N Y 

K ffi 

Call Your Local 
VW&R Office at... 1-800-8884VWR 

We understand that failure is not an option for our customers 

http://www.prQteqQreaUQm
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S E R I E S 6 5 0 0 
SAFETY STORAGE CABINETS 

Workhor ie Quality... Valu« Pr iced! 

Protectoseal offers a wide 
variety of safety cabinets 

acid-resistant cabinets that hold 
acids or corrosives from 15-60 
gal.; red for Class III combustibles; 
green for pesticide cabinets that 
hold 12-45 gal. 
Circle #297 

RADIANS 
877/723-4267 
www.radians.com 
New safety eyewear from Radi-
ans, Memphis, TN, offers a sleek, 
fashionable style and comfortable, 
non-invasive Jelli™ earplugs that 
attach directly to the temple post 
of the glasses. Available in six dif-
ferent colors — clear, mirror, grey, 
amber and two shades of green 
— the 100% polycarbonate lens 
blocks out over 99% of UVB and 

Radians' sleek and comfortable 
safety eyewear 

UVA rays. The distortion-free lens 
is also scratch resistant, anti-static 
and anti-fog. A black breakaway 
neck cord is included with each 
and every pair of Radians A.V. 
Circle #298 

SAFETY STORAGE 
800/344-6539 
info@safetystorage.com 
Store palletized, volatile chemicals 
in a safe place at a constant tem-
perature. The Model 4508C dual-
temperature controlled building 
from Safety Storage, Hollister, CA, 

Store chemicals safely in Safety 
Storage's steel building 

is a prefabricated, relocatable steel 
building with dual refrigeration 
systems. Controller is pro-
grammed to alternate systems on 
a 7-day cycle and to activate the 
off-cycle system if the operational 
system fails. Building is 46x8 ft. 
providing 288 sq. ft. of storage 
behind R-22 insulation. 
Circle #299 

SMUCKER MANUFACTURING 
800/333-4503 
www.smucker.net 
A full line of safety and comfort 
equipment for Polaris ATV's, as 
well as other accessories, is avail-
able from Smucker Manufactur-
ing, Harrisburg, OR. Their 
windshields for Polaris ATVs are 
built twice as thick as competi-
tors'. The full-flared design pro-
vides upper body and hand pro-
tection. They're available in 
mid-height or tall. Other acces-
sories are available from their cat-
alog. 
Circle #300 

STIHU INC. 
800-G0-STIHL 
Uvex Bandit eye wear from chain 
saw manufacturer Stihl, Virginia 

Stihl's stylish safety eyewear 

Beach, VA, are sporty and stylish 
with wraparound frame and dual-
lens look. They actually are a sin-
gle lens with molded-in side 
shields and brow guards for excel-
lent protection and visibility. They 
ar e coated with Uvextreme AF, an 
anti-fog, anti-static, anti-scratch, 
anti-UV coating. 
Circle #301 

SUPERIOR SIGNALS, INC. 
800/447-3693 
New safety back-up alarm line 
from Superior Signals, Olathe, KS, 
the Safe-T-Alert 2500 series 
comes in six models. Units have 
decibel ratings from 87 dB to 107 
dB. Self-adjusting models avail-
able. Voltage ratings vary from 12 
to 80 VDC. Units come with a 
range of mounting options and 
can be steam cleaned after use in 
rugged environments. All alarms 
are UL listed and conform to SAE 
specifications. 
Circle #302 

ULTIMATE GOODS 
888/880-1997 
www.ultimategoods.com 
Since introducing its Ultimate Gar-
dening Glove in 1992, this Rolling-
bay, WA, firm has kept improving 
them year after year. The Hot 
Tamale is very durable and quite 
comfortable with its waterproof 
PVC outer shell, seamless acrylic 
fleece lining and textured grip for 
slippery, oily or wet objects. Keep 
this handy for cold weather uses 

Ultimate Goods' handy work 
gloves 
— it remains flexible to tempera-
tures of -4 F. 
Circle #303 

ULTRATECH INTERNATIONAL 
800/353-1611 
www.spillcontainmentcom 
These Ultra-Collection tanks from 
UltraTech International, Jack-
sonville, FL, meet EPA's container 
storage regulations for collection 
of hazardous wastes. One piece, 
molded polyethylene tanks range 

Ultratech's hazardous waste 
storage containers deter leaks 

from 50-500 gal. Each is 
equipped with secondary con-
tainment sump to capture any 
leaks or overspills. Tanks also have 
collection funnel to allow safe 
pouring and draining of waste. 
Circle #304 

http://www.radians.com
mailto:info@safetystorage.com
http://www.smucker.net
http://www.ultimategoods.com
http://www.spillcontainmentcom


BV Doug Brede,Ph.D. 
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• • • 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. 

• disease management • nutrients 
• insect management • genetic improvement 
• irrigation • weed management • so much more in 

every issue! 

" . . . helpful and informative. I believe this is a very valuable 
publication, especially as we all work to protect the environment." 

Dr. Terrance P. Riordan 
Turfgrass Plant Breeder 
University of Nebraska 

o Yes! Begin my subscription to TURFGRASS TRENDS 
U . S . & C A N A D A o 6 Months $96 0 1 Year $180 AN advanstar publication 

A L L O T H E R C O U N T R I E S O $ 2 1 0 ( 1 Year) 

Payable in U.S. funds drawn on a U.S. bank. 
Back issues available at $15 each, prepaid. 

O My payment enclosed. (Make checks payable to TURFGRASS TRENDS.) 
O Please Bill Me 
O Charge my subscription to: O V | S A O MasterCard O American Express 

Signature Date 

Account # Exp. Date 

Billing Address 

City State Zip/Postal Code 

Fax completed form with credit card information to 218-723-9417 or 9437, or mail coupon with your payment to 
TURFGRASS TRENDS, 131 West First Street, Duluth, MN 55802-2065. 
Charges will appear on your credit card statement as Advanstar Communications Inc., 

which publishes and distributes this magazine. 

Name (please print) 

Title 

Business 

Address 

City State Zip/Postal Code 

Country 

Internet/E-Mail Address 



Want a new source for 
pest information? 

www.pestfacts.org 

Termites, cockroaches, rodents, even poison ivy and other nasty weeds. They're all pests, which 
means they can cause real problems that pose health and safety risks to children and adults. The 
good news is now you've got the Pest Facts Information Center at www.pestfacts.org. It's a handy 
resource discussing the problems caused by pests, as well as the safe and responsible use of urban 
pesticides and related issues. So don't just sit there...log on. 

©1999 RISE (Responsible Industry for a Sound Environment)* 

http://www.pestfacts.org
http://www.pestfacts.org


J O B T A L K 

An up and 
down situation 
Elevation changes 
and water-specif ic 
plantings m a d e 
for one tough 
irrigation project 

BY J A S O N S T A H L / 

M A N A G I N G E D I T O R 

R ick Heidvogel and Brian 
Blaschka regularly install 
irrigation systems at es-
tates with homes valued 
from $800,000 to $3 
million. The two are 
partners in The Lakeland 

Group of Nashotah, WI, specializing in ir-
rigation, lighting and landscape manage-
ment. 

Nevertheless, a $1.8 million estate in 
nearby Oconomowoc, in the "Lake Coun-
try" area in southeastern Wisconsin, chal-
lenged their ingenuity. The 6-acre estate 
had elevation changes of up to 65 ft. It also 
contained large turf areas, annual beds, 
perennial beds and hanging potted plants. 

Rather than irrigating the grounds from 
a well, the property uses the adjacent lake 
for its source of water, something that Hei-
dvogel began perfecting in 1990 when he 
started the company. 

To a higher level 
"This required obtaining a pump station to 
distinguish between high-flow pressure de-
mands and low-flow pressure demands," 
explains Heidvogel. "But pump stations 
don't like to see such a wide range of per-
formance, so we had to figure out how to 
take technology to a higher level." 

Blaschka and Heidvogel, along with the engineers at Watertronics pumping systems, 
based in nearby Hartland, WI, designed a 7.5-hp pump station using what's known as 
programmable logic control. The sta-
tion can sense and adjust flow and pres-
sure to meet the requirements of differ-
ent turf and landscape areas on the 
estate. Some plants need more water 
than others, and at different times of 
the day. 

"The potted plants around the pool 
needed water multiple times per day 
because the pots are clay and black and 
get very hot from the sun. We needed 
to water them not only to keep them 

continued on page 72 
This 7.5-hp pump station distinguishes between 
high-flow and low-flow pressure demands. 



continued from page 71 
alive but keep them cool," Blaschka ex-
plains. 

"The small grass areas around the 
steppers also needed to be put on a 
daily watering schedule. We ended up 
putting all the small demand beds and 
little turf areas on separate zones based 
on plant life, shade and other factors. It 
was costly, but it worked perfectly," he 
says. 

The owner of the estate didn't want 
any water to get on the steppers, so 
Blaschka and Heidvogel turned to Netafim 
drip irrigation for precise watering. "We 
chose this product because it has worked 
well for us, and we knew we could bury it 
under the turf around the steppers," 
Blaschka says. "Also, we had the ability to 

"Pump stations 
don't like to see 

such a wide range 
of performance." 
— Rick Heidvogel 

punch into the drip with emitters that al-
lowed us to run tiny tubes up into each in-
dividual potted plant around the pool 
area." 

Blaschka and Heidvogel ended up in-
stalling a sophisticated, $30,000 irrigation 
system with a pump station that could 
handle both high pressure/flow needs and 
low pressure/flow needs. Also, drip irriga-

tion and line emitter tubing helped the pair 
get water to where it was needed with no 
waste. UVI 

Company 
profile 
Total revenue: 

$1.1 million 
Staff: 

6 full-time, 15 seasonal 
Business breakdown: 

62% — irrigation construction 
and business 

20% — landscape lighting 
18% — landscape management 

The Landscape Management Handbook 

T H . I * * 

L a u d b v a p e | 
K i a i i a ^ e i u e i i i ^ 
KaLuibuulv 

The best single-source reference containing the most current and comprehensive information 
on the basics ofturfgrass and landscape management available today! 

edited by William E. Knoop 
125 pages, softaover • Item #LSMB830 

^ 9 / 1 9 5 
plus shipping/handling 

tit 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 

ft 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 information on a 
variety of turf and landscape topics. Its 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. 

Call 1-800-598-6008 
Fax: 218-723-9146 • Outside the U.S. 218-723-9180 

Order on-line at www.landscapegroup.com 
950854 Please mention code H-LIVI when ordering 

! «•£ Km* 

http://www.landscapegroup.com


BY BALAKRISHNA RAO 

Transplant shock 
I planted 10 five- to eight-ft. white 
pines last spring, and all summer I 
watered them with a drip hose and 
saw some new growth. By October 
some of the needles on all of the trees 
were turning yellow. What should I do? 

— VIRGINIA 

The yellowing and dropping of some of the 
needles in all plants appears to be related 
to transplant shock. Most transplanted 
plants, because their absorbing roots have 
been cut off and lost in the original grow-
ing area, experience transplant shock. They 
need to reproduce new absorbing roots and 
readjust to new sites. They also need to be 
watered well during this period. Too little 
watering can cause drought effects and too 
much watering can cause needles to turn 
yellow. The key is to keep the area moist 
all through the planting and establishment 
period. The recovery may take four to five 
years for a 1- to 3-in. trunk caliper size 
plant, and a 4-in. and above plant may re-
cover in five to ten years. 

Some fertilizers such as a quick release 
source of nitrogen can bum the absorbing 
roots if overused. 

Other causes of yellowing and defoliation 
include root rot diseases, drought or natural 
causes. Normally, three-year-old needles do 
become yellow and drop. Study the plants 
and see if any of the one- to two-year-old 
needles are showing symptoms. 

Since these plants are under stress, it is 
a good idea to protect them with borer 
treatments using insecticides such as Durs-
ban or Astro. Also, reduce stress by im-
proving plant health through mulching, 
watering and fertilizing as needed. 

Unwanted vegetation 
Which is the best herbicide to 
control/eliminate unwanted vegetation 
like banyan trees and allied plants, 
which sprout beside buildings and even 
occur in cracks near buildings which 
damage the masonry, structure and 
brick work? 

— INDIA 

Glyphosate 41% SL (Roundup) is one of 
the best ways to manage these undesirable 
sprouts. Another option is to use Picloram 
(sold as Tordon in the United States), 
Trichlopyr (known as Garlon) or clopyralid 
from Dow AgroSciences. These products 
may be sold under different names in India. 
Make sure they are labeled for this specific 
use. If not, test these products on a small 
area with proper permission. Treat plants 
when they are actively growing. 

Another possibility is to use Arsenal 
herbicide from American Cyanamid Co., 
which can be sprayed over the sprouts or 
applied by hand with the cut-stem 
method. Again, make sure that the prod-
uct is legal to use. 

For small plants (sprouts), one applica-
tion may be sufficient. However, for large 
plants, multiple treatments may be needed. 

If the problem in and around the build-
ing is not too severe, mechanically remov-
ing the young seedlings as they sprout can 
reduce future problems. 

Injured buds 
We have a large, mature sycamore on a 
client's property that has been slow to 
foliate this year. We noticed that the 
leaf buds formed, but never sprouted 

into full grown leaves and appeared 
dead. What can we do to help this 
beautiful tree? 

— OHIO 

The "slow to foliage" problem is probably 
because the buds are damaged. The buds 
were formed last year and were injured 
some time before bud break. 

The damage could be from frost. If the 
buds broke dormancy before the last frost, 
the exposed plant parts could have been in-
jured. However, the trees will refoliate by 
using the stored energy. If it happens year 
after year, this process can weaken the plant 
by depleting reserve energy of the plants. 

The damage could also be from an early 
season leaf disease like sycamore anthrac-
nose. This disease can be active under cool 
moist periods during spring. The fungus 
produces spores in previous years' cankers, 
infects the buds and causes bud blight. 
From there it infects leaves and causes leaf 
blight. Next, it causes twig blight and pro-
duces cankers. 

Provide selective pruning as needed. 
When dry, disinfect the pruning tools be-
tween cuts. For anthracnose disease man-
agement, provide fungicide treatments 
such as Cleary's 3336 or trunk inject with 
Arbotect fungicides. Follow good injection 
guidelines to obtain good 
results. Also provide 
proper mulching, 
watering, and fer-
tilizing as 
needed to help 
improve plant 
health. 

Manager of Research and Technical Development for the Davey Tree Expert Co., Kent, Ohio 
SEND YOUR QUESTIONS TO: "Ask the Expert" Landscape Management; 7500 Old Oak Blvd.; Cleveland, OH I 

44130, or email: sgibson@advanstar.com. Please allow two to three months for an answer to appear. H 
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products 
T E C H C E N T E R 

No more core cleanup 
The Grasshopper Company's new Aeravator 
makes core cleanup a thing of the past and 
leaves your turf available immediately after use. 
Its oscillating, forged steel tines penetrate and 

fracture the soil, and it requires no irrigation 
prior to operation. It comes available in PTO-
driven 40- and 60-in. models. 
For more information call (316) 345-8621 1 
circle no. 250 

A real gas 
The W.E. gas cap guard, which fits both walk-
behind and ZTR/riding mower gas tanks, pre-
vents tampering with or theft of gas. It's also 
easy to install with ready access for the opera-
tor. 
For more information call 904/761-2427 or visit 
www.wechapps.com / circle no. 251 

Stop tough weeds 
Manufactured by DOW AgroSciences LLC, Lon-
trel T&O, a selective post-emergence herbicide, 
offers superior control of the broadleaf weeds 
landscape professionals see most — clover, 
dandelion, thistle, dollarweed, groundsel and 
plantain. Lontrel's active ingredient, dopyralid, 
moves through plants and attacks all parts, in-
cluding root systems. Lontrel contains 3 lbs. of 
the active ingredient per gallon and is pack-
aged in a tip-and-pour quart-sized container. 
Applications vary from .25 to 1.33 pints per 
acre or up to .5 oz. per 1,000 sq. ft. 

For more information contact Dow at 
info@dowagro.com or 1-800-263-11961 
circle no. 252 

Hedge and prune 
Shark Corp.'s YardShark telescopic 
hedger/pruner combines precision-ground cut-
ting blades with a lightweight handle that 
changes its length for cutting high tree 

roller drum. It comes equipped with 0.75-in. di-
ameter tines. 
For more information call 888/922-TURFI 
circle no. 254 

Along the curb 
Borderline Stamp USA's curb machine can ex-
trude low or line voltage lighting directly into 

canopies or reaching into thorny vegetation. 
With a single-handed flip of a lever, it grows 
from 31 to 46 in. so the user never has to 
change tools. 
For more information call 800/777-5538 or visit 
www.sharksaw.com I circle no. 253 

Speedy aeration 
The Ryan Lawnaire is perfect for lawn care pro-
fessionals and rental equipment operators who 
require core-type aeration at a high rate of 
speed. The self-propelled aerator features a 19-
in. aerating width and covers up to 21,000 sq. 
ft. per hour. It can penetrate up to a depth of 
2.75 in. with the added weight bar and full 

the concrete curbing to enhance landscapes at 
night. Borderline also offers many types of 
landscape curbs that can be textured in a wide 
variety of patterns. 
For more information call 888/999-6641 or visit 
www.bordertinestamp.com I circle no. 255 

Pneumatic seeder 
RotaDaironS pneumatically powered, multi-pur-
pose combination soil renovator and seeder uses 
an air-assisted seed delivery system to save labor 
and enhance the performance of the unit. Models 
come in 10- and 13-ft. wide versions. 
For more information visit www.mge-da-
iron.com I circle no. 257 

Portable spreader 
SOLO's new portable spreader can spread ice melters, oil ab-
sorbers, sand, fertilizers, and seed and cleaning agents over 
irregular terrain more conveniently than a wheeled spreader. 
A built-in agitator and propeller operation eliminates block-
ages and improves uniformity of spread. It offers up to 20 
lbs. of capacity and weighs only 5.5 lbs. 
For more information call 757/245-4228 or visit 
www.solo.us :om I circle no. 256 

solo 
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Flower/foliage food 
Simplot Turf and Horticulture's APEX Flower 
and Foliage controlled-release fertilizers come 
in four different formulations — 19-5-12,19-6-
12,18-6-12, and 17-5-11. Featuring Polyon 
controlled-release coating technology, they pro-
vide nutrient longevity from three months up to 
16 months. Additionally, all of the nutrients in 
the new APEX Flower and Foliage line, includ-
ing magnesium and micronutrients, are uni-
formly combined in homogeneous granules to 
ensure each one contains the same elements. 
For more information on APEX Flower and Fo-
liage call 800/992-6066 or visit www.sim-
plot.com I circle no. 258 

Spray it 
Otterbine's Concept2 line of aerators handle 
surface spray aeration needs for ponds and 
lakes: the High Volume2 unit has the highest 
pumping rate per horsepower of any aerator 
on the market and provides maximum work 
with minimum appearance. The Sunburst2 of-
fers both aesthetic enhancement and aeration. 
The Phoenix2 offers a dual spray pattern. All 
Otterbine aerators come with 50 ft. of cable, a 
power control center and a warranty. 
Contact Otterbine at 800/237-8837 or 
www.otterbine.com I circle no. 259 

Shoot for the sky 
AquaMaster's Celestial Fountains can produce 
spray patterns up to 100 ft. in horsepowers 
from 10 to 25. They feature oversized flotation 
tires for easy launching, polyethylene, in-water 
adjustable floats, stainless steel frame with 16-

gauge stainless 
steel intake 
screen, electrical 
control panel, 
100 ft. of un-
derwater cable, 
cable discon-
nect and inter-
changeable 
nozzle. An op-
tional 500-watt 
stainless steel 
halogen lighting 

system is also available. 
Contact Aquamaster at 920/693-3121 or 
www.aquamasterfountains.com or cirde 
no. 260 

Low pressure rotor 
Hunter Industries' I-60 is a 
low precipitation turf rotor 
that provides 50 to 66 ft. of 
irrigation coverage for 
parks, sports fields and 
other areas where low 
water pressure is a concern. 
It's designed to operate at 
40 to 60 psi, doesn't require 
a booster pump, has a 3-in. 
pop-up height and is avail-
able as a full circle or ad-
justable arc (40° to 360°) 
model. 

Hunter Industries can be reached at 800/733-
2823 or www.hunterindustries.com I circle 
no. 261 

Trimming flexibility 
Echo Inc.'s curved shaft hedge clipper has a 7° 
bend in the shaft at the gearcase end which al-
lows operators to trim complex shapes while 
standing comfortably at the base of a tall 
hedge. A 51 -in. shaft allows operators to trim 
tall hedges without using chairs or ladders. 
Other features include a 23.6cc commercial-
duty, dual-ring piston engine and 20-in. dou-
ble-sided, double reciprocating blades with a 
10% increase in speed. 
For more information call 847/540-8400 or visit 
www.echoincorporated.com I circle no. 262 

Pelletized compost 
Now it's a breeze to apply compost with Planet 
Green's concentrated pelletized compost. These 
light, clean pellets can be applied with conven-
tional drop or broadcast spreaders. Planet 
Green's compost offers a consistent 2-2-3 
analysis with 6% calcium and 1 % iron. 
For more information contact Planet Green at 
888/425-2827 or www.planetgreen.com I 
circle no. 263 

Calibration made easy 
The PrizeLawn AccuRate Calibrator is de-
signed to make rotary spreader calibration 
easy, practical and accurate. A materials col-
lection box with an easily removable recepta-
cle pan, it prevents granules from escaping 
and falling to the ground during the calibra-
tion process. 
For more information contact the PSB Co. at 
614/228-5781 or www.psbcompany.com I 
circle no. 264 

Sharp tools 
Lowell Corp.'s pruners and brush cutters come 
in three models, two heavy duty brush cutters 
and one point cut pruner. The Forester models 
come in two sizes, 27-in. long, 4 5/8 lbs., cut-
ting capacity of 1 
1/2-in.; and 34-
in., 7 3/4 lbs., 
designed to cut 
2-in. material. 
Composite grips 
provide cushion-
ing for the hands 
while minimizing 
slippage. The 
point cut pruner 
can cut right down to its tips with minimal 
handle spread, reducing worker fatigue. The 
handles open wide for capacity cuts of mate-
rial up to 1 1/4-in. thick. 
Contact Lowell at 800/456-93551 circle no. 265 

Weed control 
Compared to plastic film and laminated land-
scape fabric, GCI Professional Landscape Fab-
rics allow air and water to pass through to 
plant roots, ensuring healthy growth. They're 
perfect for weed control in container fields and 
greenhouse floors, landscape bed designs/tree 
planting, and as a filter fabric for trench drains. 
Use them to not only control weeds but stabi-
lize soil under paving stones and prevent soil 
loss and erosion behind retaining walls. 
For more information contact GCI Industries at 
800/560-4GCII circle no. 266 

continued on page 76 
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Rugged trailer 
ShoreLand'r's trailer boasts a 1,400-lb. capacity. 
The deck measures 52 in. x 100 in. and is made 
of 5/8-in. premium grade plywood. Stake pock-
ets along the frame accept 2 in. x 4 in. uprights 

for side rails or provide convenient tie down 
points. A full axle and leafspring suspension 
make for smoother towing, molded fenders 
protect cargo from road debris, and built-in, 
anti-skid step pads in front and back allow con-
venient entry. Another feature is the rear 
gate/ramp that allows workers to drive an ATV, 
golf cart or riding lawnmower right onto the 
bed. 
Visit ShoreLand'r's Web site at www.shore-
landr.com I circle no. 267 

In the clutch 
DewEze Mfg. has come out with a clutch 
pump mounting kit for the 1999-2000 model 
Ford Super Duty with the 5.4L and 6.8L Triton 
engines. This new kit incorporates the Ford ap-
proval "Spider Mount" in its design, which 
meets Ford's requirements to maintain engine 
warranty in the mounting of accessories. Like 
all DewEze kits, this is serpentine drive with an 
automatic belt tensioner. The bracket is a one-
piece hardened aluminum casting that is CNC 
machined for exact fit. 
For more information contact DewEze at 
800/835-1042 or www.deweze.com I circle 
no. 268 

No more weeding 
Fabriscape's 2 oz. spunbond commercial weed 
stopper fabric stops 95% of weed growth, lets 

air, water and fertilizer pass through to plant 
roots, and is permanent when covered from 
sunlight. As a filter fabric, it protects native soil 
and silt from clogging drainage septic systems, 
offers drainage protection to maintain flow and 
percolation, and prolongs the life of septic 
drain fields and drainage pipes. 
For more information contact Fabriscape at 
800/992-0550 or www.fabriscape.com I circle 
no. 269 

Bye bye nutgrass 
Lawn and Garden Products says that the Nut-
grass Nihilator controls yellow nutgrass by killing 
nutlets instead of burning down just the top of 
the plant. Apply it with an oil concentrate like 
Herbicide Helper, which assists in the herbicide 
getting into the inner tissue of the weed. 
Contact Lawn and Garden Products at 559/499-
2100 or www.montereylawngarden.com I 
circle no. 270 

Sweepin' it all away 
A broom? Attached to a truck? Believe it, be-
cause TrynEx now has the Pro-Broom Truck 
Mount. Attachable to most brand name snow-
plows, the broom is built with a 90-in. main-
frame constructed of 10-gauge hot-rolled pick-
led steel. Eight poly brush rows and a dual-angle 
hood helps tackle tough material or push heavy 
objects. No moving parts eliminates the need for 
cleaning and lubrication of sprockets and bear-
ings. The Pro-Broom Truck Mount also comes in 
a 48-, 60- and 72-in. mainframe sizes. 
Contact TrynEx International at 800/725-8377 / 
circle no. 271 

Herbicide enhancer 
Precision Laboratories says its new product, Delux, 
will enhance the performance of generic glyphos-
phate and certain postemergence herbicides on 
hard-to-control weed species. tt!s a biodegradable 
activator surfactant and ammonium sulfate pre-
mix that ties up antagonistic hard water ions and 
providing ammonium ions for improved herbicide 
uptake. Delux comes in 2.5-gal. containers. 
Call Precision Control at 847/498-0800 x331 
circle no. 272 

Easy mower blade removal 
Aggravating mower blade removal is history 
thanks to the Blade Buster, which clamps onto 
the mower deck and locks the blade in a sta-
tionary position for safe and easy removal. It 
works on both push and riding mowers and is 
made of heavy duty steel. 
Call DesignLife Products at 847/266-77831 circle 
no. 273 

Spread the news 
Gandy Company says that its spreader models 
36H13FR and 42T16FR are approved for use 
with PennMulch seed establishment mulch. In-
dependent university tests showed that the 
spreaders can evenly spread PennMulch, making 
it even more useful to turf professionals, says 
Gandy. 
For more information call 800/443-24761 circle 
no. 274 

Aquatic herbicide 
Avast! from Griffin L.L.C. is a slow-acting 
aquatic herbicide selectively effective on tar-
get species, allowing desirable vegetation to 
be reestablished without oxygen deprivation 
or fish kill. Avast! continues to control prob-
lem weeds for up to 12 months with mini-
mal risk to the aquatic environment. It is 
available for sale as a flowable liquid formu-

continued on page 79 
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lated with four pounds active fluridone per 
gallon. 
Call Griffin LLC at 336/378-0571 1 
circle no. 275 

Take a seat 
Calhoun Mfg.'s Trak replacement vinyl seat 
covers and cushions for riding mowers, lawn 
and garden tractors, and farm equipment 
come in six different sizes and are easy to in-
stall. 
Contact Calhoun at 616/962-09481 
circle no. 276 

All-purpose utility vehicle 
Howard Price Turf Equipment says its new Mav-
erick 6x4 truckster with six-wheel independent 
suspension and 20 hp Honda OHV engine is 
"tough in backcountry and tender to the turf." 

The vehicle also features variable speed trans-
mission with rubber mounted engine and 
transmission, inboard wet brakes, differential 
lock and top speed of 19 mph. Load capacity is 
1,400 lbs. 
Call Howard Price Turf at 636/532-70001 
circle no. 277 

A chip off the old block 
Bandit's 1890 Drum Bandit chipper features in-
creased throwing velocity while eliminating all 
blow-back from the infeed spout. The new 
easy climb spring tension system that is now 
standard on the 12-in. and 18-in. units provides 
little down pressure until a load presents itself. 
The new feed system has twice the pulling 
power and climbs material more easily while 

adding greater crushing capacity. The 1890 also 
has thicker 5/8-in. knives that are 5 1/3-in. 
wide. The chipper also has two new 250 hp 
options: the Cummins 6CTA diesel and the 
John Deere Model 6081A diesel. 
Reach Bandit at 800/952-0178 or www.ban-

Hang tight 
Cooper Tools says its Gripple Rope Grip and 
Gripple Hang-Fast is perfect for bracing shrubs 
and trees or suspending lighting, sprinklers and 
heater/blower units. It is available in sizes rang-

ing from 1/16 in. to 1/2 in., and the reusable 
Rope-Grip offers a strong, fast, easy and safe 
method for joining, tensioning and terminating 
wire rope. The Hang-Fast comes in a range of 
sizes and load range limits. 
For more information contact Cooper Tools at 
www.coopertools.com I circle no. 279 

In control 
Dig Corp.'s battery controller offers waterproof 
operation, versatile programming, and a digital 
LCD display. Powered by two nine-volt batter-
ies, it can be mounted to the top of a valve or 
on the inside wall of a valve box and can be 
programmed for four start times, from one 
minute to 12 hours. Options include 3/4-in. -
20 threaded solenoid or 3/4-, 1-, 1 1/2- and 2-
in. flow control in-line valves. Also available is 
3/4-in. and 1 -in. actuators to convert most 
manual antisiphon valves. 
Contact Dig at 800/322-9146 or www.dig-
corp/asdig I circle no. 280 

Send a signal 
Superior Signals' Meteorlite 2000 series potted 
strobe is no disco light, but it is designed for 

heavy vibration with the electronics epoxy 
coated to protect against moisture. One model is 
a 10-joule strobe with 85 quad flashes per 
minute, while the other is 15 joules. High profile 
is 6 1/4 in. while short is 4 1/2 in. Colors include 
amber, clear, blue, green and red. Each strobe 
consists of a polycarbonate base and features a 
combination flat and 1 -in. pipe mount standard. 
Call Superior Signals at 800/447-36931 
circle no. 281 

Titillating tillers 
New Holland Construction's new tillers, manu-
factured by Alitec, are ideal for breaking up 
clumps, preparing seedbeds, mixing compost 
into existing soil and tilling home sites prior to 
landscaping. Bi-directional tine rotation allows 
the unit to operate effectively with the skid steer 
moving forward or backward. Offset mounting 
permits tilling next to curbs, sidewalks, and 
buildings. Replaceable, hardened tines are made 
for extended life and easy replacement. The 
tillers have a working depth of 6 in. and are 
available in 52-, 73-, and 84-in. cutting widths. 
For more information log on to www.newhol-
land.com/construction I circle no. 282 

Fertilization efficiency 
Emerald Isle Nutri*Rational Foliars bypass the roots 
and provide efficient intake of plant nutrients 
through the leaf tissue by using proprietary chela-
tion methods and advanced technology. Each 
product provides the most desirable forms of turf 
nutrients in an ideal ratio and has the Emerald Isle 
"Multiple Release Formats" technology. 
For more information contact Emerald Isle, Ltd. 
at 8OO/628-GROWI circle no. 283 

Blast those bugs 
The Rohm and Haas Co. introduces Address T & 0 
insecticide that controls mole crickets, fire ants, cut-
worms, army worms and other pests, ttt water-sol-
uble and absorbed by turf, tree and shrub roots 
and foliage. Spot applications also can be used to 
control wasps, ants, crickets, cockroaches, earwigs 
and pill bugs. Available in 1 lb. canisters, 10-lb. 
bags and 1/3-lb. water-soluble pouches. 
Contact the Rohm and Haas Company at 
800/987-0467/circle no. 284 

http://www.coopertools.com


Stop by 
Landscape 

Show 
Booth 
#544 

As manufacturers expand controller capability and 
size, we create convenient solutions to easily adapt our 
remote control systems. To eliminate hardwiring, we 
produced Receiver Cards for quick and easy, perma-
nent installation that are capable of operating up to the 
controller's station capacity. With one transmitter you 
can control Receiver Cards for Rain Bird® ESP MC & 
LX, Superior Sterling and Irritrol® Dial & MC con-
trollers. We also offer portable, universal models for all 
24VAC controllers. 

(800) 275-8558 -
www.remotecontroltech.com 

AA-TACH, PV-II 

AA-TACM 
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 most cost effective Parking 
Lot Sweeper on the market today. Take a 
look at the advantages over a conventional 
truck mounted sweeper 

• No need to purchase a dedicated truck 
• The PV-II loads and unloads from YOUR truck in just minutes, 

al lowing YOUR truck to perform other tasks, like pushing snow, 
etc. 

• Due to the Poly design of the PV-II, there's no need to replace 
expensive replacement parts due to rust and abrasion. 

• Best of all is the PV-II's low cost, which is thousands less than 
the nearest truck mounted units. 

Call today for a free no hassle demonstration of the AA-Tach, PV-II. 

1-888-922-8224 

Circle No. 120 

O u r b u s i n e s s is g r o w i n g y o u r s . 

If you want help growing your lawn maintenance business, 
you owe it to your future to look at a U.S. Lawns franchise. 

Our team will provide you with, step-by-step systems to grow your 
business, maximize efficiency, cut costs, and even satisfy the toughest 
customers. And as part of the U.S. Lawns family, you'll be recognized 

as a company with a reputation for getting the job done 
right the first time. Which can mean more quality time 

for you and your family. For more information on becoming 
a U.S. Lawns franchisee, call us today at 1 -800-US LAWNS. 

After all, our business is growing, yours should be too. 
www.uslawns.com 

Circle No. 122 
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Circle No. 121 

industry 

AUCTIONS 
Machinery and Property 

-P lus -
Machinery for Sale 
Husinesses for Sale 

Commercial Keal Fstate 
RFPs and RFQs 

Employment 
Funding and Capital 

K-mail Notification Services 

www.i-comindustry.com 

Circle No. 123 

http://www.remotecontroltech.com
http://www.uslawns.com
http://www.i-comindustry.com


Increase Product iv i ty 
wi th J R C O 

www.jrcoinc.com 

Call for nearest dealer 

1-800-966-8442 

See us at 
Louisville Expo 
Booth #3970 

Attachments for commercial mowers: 
Aerator, blower carrier, dethatcher, 

leaf plow, spreader, transporter 

B l o w e r B u g g y C a r r i e r 
Easy maneuverability 
Low profile 
Blow debris with 
speed & ease 

H o o k e r A e r a t o r 
Aerate 66,000 sq. ft. per 

hr. at 5 mph 
6 holes/sq. ft. 
up to 3" deep 

N o other product 
beats the durability 
and des ign flexibility 
of VERSA-LOK sol id 

retaining wall units. 
No except ions . Only VERSA-LOK, with 

its unique pinning sys t em, permits cons truct ion of an 
unlimited variety of curves , corners , 
and s t e p s without spec i f icat ion of 
special units. ( g 0 0 ) 7 7 ( M 5 2 5 f o r 

FREE Design 
& Installation 

Guidelines. 

VERSA-LOK 1 Retain ing Wall S y s t e m s 
Oakdale, MN • (800)770-4525 • www.versa-lok.com 

Circle No. 124 

I T E R R A - M U L C H ' 

Seed Aide® 
Mulching Granules. 

Seed Aide can be applied by 
hand or with a broadcast 
spreader. No significant 
equipment purchase is 
required. Seed Aide's granu-
lar texture absorbs water 
rapidly, swells, and as rain-
drops impact the swollen 
particle, Seed Aide flattens to 
better cover the soil surface. 
This reduces sediment and 
water runoff. An organic 
tackifier holds the mulch in 

place reducing soil erosion. A bio-stimulant increases root 
mass and enhances the stress tolerance of the turfgrass. 

For detailed information, 
call 800-207-6457, fax 847-215-0577, 

or visit terra-mulch.com. 

Circle No. 125 

TURBO TURF 
HYDRO SEEDING SYSTEMS 

Hydro seeding is great! Messy straw is not needed. It 
has a neat, green appearance, and faster germination. 
It is a fast one-step application. One man can seed a 
lawn faster than a whole crew did before. Cut labor 
costs. Get jobs done faster. Increase your profits seed-
ing a new lawn 200-300%. 
Get into hydro seeding with a high performance 300 
gallon unit from $199 down and $99 a month (or 
$3995). Learn about hydro seeding at www.turbo-
turf.com or call for a free videotape. 

T O r f 
Turbo Technologies, Inc. 

1500 First Avenue • Beaver Falls, PA 15010 
800-822-3437 

www.turboturf.com 

http://www.jrcoinc.com
http://www.versa-lok.com
http://www.turboturf.com


For all ads under $250, payment must be 
received by the classified closing date. VISA 
MASTERCARD, & AMERICAN EXPRESS 
accepted. Send to: Advanstar Marketing 
Services, 7500 Old Oak Blvd., Cleveland, 
OH 44130. 

BOX NUMBER REPUES: Landscape 
Management LM Box#, 131 W. First St., 
Duluth, MN 55802 

FOR ADVERTISING INFORMATION 
AND AD PLACEMENT, CONTACT: 

LESLIE ZOLA, 440-891-2670,1-800-22S4569, 
(ext. 670), Fax: 440-826-2865 
Email: lzola@advanstar.com 

Business For Sale 

Commercial Landscaping Co. 
Greater Boston Area 
$1,200,000.00 in sales 

Construction & Maintenance 
Snowplowing & Sanding 

Over twenty years in business 
Company breakdown: 

70% construction & 30% maintenance 
35 pieces of equipment, including 
15 trucks of which 5 are new '99s 
Six (6) figure cash flow to owner 

70 commercial accounts 
Asking $1,200,000.00 

Owner financing to qualified buyer 

HRI Services Inc. 
211 Neponset Street, Norwood, MA 02062 

781-278-0215 or fax 781-278-0259 

COMMERCIAL LANDSCAPE 
MAINTENANCE SERVICE 

This company has been at the forefront 
of its market for five consecutive years. 
• 90% Landscape maintenance 
• 8% Landscape installation 
• 2% Irrigation 

REVENUES IN EXCESS OF $1.3 MILLION 

Location is in the most attractive areas 
(both demographically and economically) 

in the Southeast. 

Fax serious inquiries to: 843-971-4054 

Unique lucrative, long established service business 
with nursery, acreage and facilities in affluent resort 
community. Approximately six acres, plus buildings, 
vehicles and equipment . Excel lent contracts. 
$1,365,000 in gross sales for 1999. Please reply 
to Email: janeschwiering@norris-realestate.com 

7/00 

Business Opportunities 

Powerful Profits 

! ^ 
Holiday Lighting 

Keep Employees Year Round 
Offset Fixed Costs 

High Margin, Repeat Services 

Landscape Lighting 
High Margin Niche Market 

Explosive Growth 
Cross-sell to Customers 

Design & Installation Training, Marketing, Quality Lighting Products 
Over 300 Locations in 46 States & Canada. 

j ^ ^ S f f i l ^ ^ N i t e T i i r i e 
We're Lighting The Way! Elegant Landscape Lighting 

v,u«oe* WANT TO BUY OR 
/ T P T ^ SELL A BUSINESS? 
- ^ w cr Professional Business 

4 *qu',,oor %(*"lhm 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 Cart, 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 630-910-81001 

Educational Opps (Cont'd) 

Become a landscape designer. Approved home 
study. Create plans for lawns, estates, courtyards, 
walkways, gardens, shrubbery. P.C.D.I., Atlanta, 
Georgia . Free career l i terature. 800-362-7070 
Dept. GTH694. 7/00 

For Sale 

B U S I N E S S O P P O R T U N I T Y - Energetic person 
needed to market environmentally friendly liquid 
slow-release fertilizer and 0 -0 -25-175 , chelated 
micro-nutrients, drift control, surfactants and many 
other products to turf and landscape industry. 
Buy direct from manufacturer . F ree cata log. 
C a l l : 8 0 0 - 8 3 2 - 9 6 3 5 . F a x : 3 2 0 - 2 3 8 - 2 3 9 0 . 
Email: kfranke@ciear.lakes.com 11/00 

Educational Opportunities 

WESTERN TEXAS. COLLEGE 
Two year AAS degree program in 

Golf Course Maintenance Operations 
& Landscape Contracting 

One year Golf and Grounds Certificate 
Fully accredited - VA approved 

Expanded learning facilities & new equipment. 
Graduate placement assistance available. 

Contact: Golf Course Operations -
Landscape Technology Department 

Western Texas College, Snyder, TX 79549 
915-573-8511, Ext. 305 

Customer Serv ice or Subscription 
Information: 1-888-527-7008 

TURBO TECHNOLOGIESINC 
1500 FIRST AVf, BIAVFR FALLS, PA 15010 

1-800-822-3437 www.turboturf.com 

F A C T O R Y L I Q U I D A T I O N 
l % O F F 

S U P E R T O U G H 
H E A V Y I - B E A M 
B U I L D I N G S 
Perfect for use as 
a landscaping 
business location. 

4 0 x 6 5 (3 LEFT) 
4 0 x 8 5 (1 LEFT) 

So™Of*er f ? X 11 °< 2 L E F T > 
Sixes Available 6 0 x 1 5 0 ( 1 L E F T ) 

• 20 year roof & wall warranty 
• Plenty of room for storage & 

a workshop 
Prime Steel 

1 - 8 0 0 - 2 9 1 - 6 7 7 7 EXT 4 0 2 

8 2 L A N D S C A P E M A N A G E M E N T July 2000 

mailto:lzola@advanstar.com
mailto:janeschwiering@norris-realestate.com
mailto:kfranke@ciear.lakes.com
http://www.turboturf.com


operates 
~ The beautiful water quality management system 

4 0 X 6 0 X 1 2 

$7,523 
Build It YourMlf And Sav« 10,000 S i z n , All BoH-Together All Stse< 
Bu i ld ings . Ca l l T o d a y For A Pr lca Q u o t a A n d A B r o c h u r e 

H E R I T A G E BUILDING S Y S T E M S 
8 O O - 6 4-3 - 5 5 5 5 

%v w \v . i n >• I n I l i I ( I K . ( >i H I 

For Sale (Cont 'd) 

NEW 
Horizontal 
Aerator 
or 
Fountain 

I W t t f R l l f l M C O M I V A I 
T - e - C - H - N - O - l - O - O - l - E - S 

• EC3000 Tackifier * 
• Hydro Seeders • 
* Straw Blowers * 

N e w 81 Used 

One-Stop Shopping 
3380 R». 22 W.( Unit 3A, Brjnchburf, N) 08876 

800 245-0551 a?08-707-0800«F«: 908-707-144S 

www.ErosionControlTech.com 

www.aquacontrolinc.com • quality manufacturer since 1970 

EXCLUSIVE TECHNOLOGY 
Beautiful fountains & high 
volume aerators in shallow 
ponds are now possible. 
For full details call 

300-377-0019 

Radius 
by Motorola 

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 ! 
[Compatible w/Other Systems] 

"Talk tt anybtfty tram anywtaars 
•ntoe c a i r s a a r l a b r 

| Hand He lds from $155.00 
Mobiles from $278.00 

-Full Year Warranty-

CALL 800-231-0103 

Help Wan ted 

ft] SAVE! 
James Lincoln Corporation 

HYDRO-MULCHERS 
HYDRO-SEEDERS 
STRAW BLOWERS 

New and used, all sizes, all types 
800-551-2304 

www.jameslincoln.com 

inputs*/ 
Nationally 11th ranked full service landscape, irrigation, 

maintenance, tree care, construction & pool construction 
company in South & Central New Jersey is seeking career 

minded, skilled and highly motivated professionals to join its 
award winning team. Lipinski's goal is to maintain the leadership 
position in landscape for commercial & residential customers 
and to redefine the architectural approach in the horticultural 

industry as a leading technological edge. 
Currently seeking: 

Landscape Designers/Architects/Salespersons 
Landscape Construction Supervisors & Forepersons 

Irrigation Service Technicians & Forepersons 
Landscape Maintenance Supervisors & Forepersons 

Lawn & Pesticide Applicators 
Experienced Tree Climbers 

Tree Salespersons 
Fax or e-mail resume to 

Human Resource Manager 
Lipinski Landscape & Irrigation, Inc. 

PO Box 605, m. Laurel, NJ 08054 
Fax: 856-234-0206. E-mail: humanresource@lipinskiland.com 

LANDSCAPE DESIGN KIT 3 
4 8 rubber stamp symbols of trees, 
shrubs, plants & more 1/8" scale 

S tamp sizes from 1/4" to 1 3/4". 
S84 • $6 s/h V ISA. MasterCard, or 

M O s shipped next day. Checks delay 
shipment 3 w e e k s CA add 7 7 5 % T a x . 
A M E R I C A N S T A M P C O 

Loci cails- ' 1 2 2 9 0 W t m 8 L M M ' W i l t o n ' C A 9 5 6 9 3 

916- 687-7102 Voice or Fax TOLL FREE (877) 687-7102 

OWNER RETIRING- Landscaping equipment 
for sale. 3,000 & 500 gallon hydro-mulchers, 
big straw bale mulcher, trenching machine, tree 
planter, pipe trailer, etc. Will sell on a contract 
for deed. I'll make you a deal you can't refuse. 
Call Joe at 406-377-2474. 7/00 

PUT CLASSIFIEDS TO WORK FOR YOU 

M A N A G E M E N T C A R E E R S 
Looking for a new challenge? 

Visit our Web site for the latest 
career opportunities. 

It's quick, convenient, confidential. 

www: green search, com 
GreenSearchc^ gfrfwlmi to Ptgwdug Mnyn far the G*w» laiMtry D • 

E - m a i l : lnfoOgreensearch .com 
Toll free: 888-375 7787 Fax: 770-392-1772 

http://www.ErosionControlTech.com
http://www.aquacontrolinc.com
http://www.jameslincoln.com
mailto:humanresource@lipinskiland.com


Help Wanted (Cont'd) 

TANDEM 
LANDSCAPE 

B R A N C H M A N A G E R 
Industry leader, award winning, full service firm in 
Chicago western suburbs seeks aggressive sales 
and client-oriented individual to be accountable for 
a multi-million dollar growing branch operation and 
be part of the senior management team. 
Responsibilities include sales growth, budgets, 
estimating, bidding contracts, quality control, train-
ing and staff development, motivating sales staff, 
client interaction, operations management and 
branch profitability. Horticulutre/Business degree 
or similar a must, along with working knowledge of 
all grounds mantenance operations and proven 
leadership and sales record. This is an excellent 
career opportunity for an energetic, goals oriented, 
proven leader with excellent interpersonal and 
communication skills with possibilities for 
advancement to manage multiple branches within 
the Chicago Market. We offer excellent salary and 
benefits package (including a very impressive pay 
for performance incentive program, car allowances, 
health insurance, 401k and more). To join an 
aggressively growing firm and for immediate confi-
dential consideration, call/fax/or mail resume to: 

TANDEM LANDSCAPE COMPANY 
Attn: Blaine Owens 

33W480 Fabyan Parkway, Suite 101 
West Chicago, Illinois 60185 

(630)232-1700 Fax (630) 232-6370 

THE BRICKMAN GROUP, LTD. 
Careers in landscape management 

available in: 
Colorado - Connecticut 

Delaware - Florida 
Georgia - Illinois 

Indiana - Maryland 
Missouri - New Jersey 

New York - North Carolina 
Ohio - Pennsylvania 

Texas - Virginia 
Wisconsin 

E-mail: jobs@brickmangroup.com 
Web site: www.brickmangroup.com 

HEYSER LANDSCAPING 
A DIVISION OF OMNI FACILITY 

RESOURCES, INC., THE FASTEST GROWING 
SERVICE COMPANY IN THE INDUSTRY; 
has career opportunities available to join our 
full-service landscape team. Offices located 
throughout the East Coast and the Midwest. 

Sales Management 
Production Management 

Construction Management 
Field Positions 

SALARY COMMENSURATE WITH 
EXPERIENCE, FULL CORPORATE 

BENEFITS PACKAGE. CALL 1-800-462-0343, 

PUT CLASSIFIEDS TO WORK FOR Y O U ! 

SEARCH JOBS • POST JOBS • ONLINE 
• www.greenindustryjobs.com 
• www.landscapingcareers.com 
• www.irrigationjobs.com 
• www.nurseryjobs.com 

JACK'S NURSERY INCORPORATED 
LA and MS's #1 Landscape and Irrigation 

contractor seeks two commercial 
Project Managers with five (5) 

years experience in Commercial Landscape 
and Irrigation installation. Bi-lingual a plus. 

Exceptional compensation package, 
including salary, benefits, bonus potential 

and advancement opportunities. Mail resume to: 
Kerry Rotolo 

894 Robert Blvd. 
Slidell, LA 70458 

Fax to: 504-643-2691 
Or E-mail to: 

kerry @ jackslandscape.com 
for confidential consideration. 

INSTALLERS WANTED!!!! 
Nu-Crete, a patented Thermo Plastic 

Surfacing system, has opportunities for 
installers in NY, NJ, CT, VA, NC, GA, FL, TX, 
NM, AZ, NV, CA and Hawaii. Nu-Crete is used 

for pool decks, walkways, play surfaces, 
athletic courts, concrete resurfacing and 

architectural/design projects. 
• High Profits • Easily Installed 
• Custom Colors • Durable 
• UV Stable • Seamless 

For more information call: 
Universal Surface Systems, Inc. 

1-888-NUCRETE 
www.universalsurfaces.com 

Need Workers Next Year? Seasonal H-2B workers 
from Mexico for up to 10 months who can only work 
for you. Process takes a minimum of 120 days. So 
start NOW for next season and solve your labor 
problems. Cal l : Bob Wingf ie ld , 214 -634 -0500 . 
www.amigos-inc.com. 7/00 

Landscape Lighting Market Manager: Century 
Rain Aid, the nation's leading distributor of land-
scape irrigation and low voltage lighting supplies, is 
recruiting a Lighting Market Development Manager. 
Successful candidate will direct sales and marketing 
efforts in addition to educational seminars and buying 
programs. Candidate will oversee new market 
development and support existing accounts; liaison 
with specifiers and contractors; and develop internal 
and external training materials and merchandising 
displays. College graduate preferred with sales pre-
sentation experience and knowledge of landscape 
lighting. PC skills in Microsoft Word, Access, Excel 
a plus. Position is based in Southeast Michigan and 
will require travel throughout U.S. Please send 
resume and salary requirements via e-mail to: 
B r i a n d @ r a i n a i d . c o m P r e - e m p l o y m e n t d r u g 
screening is required. Century Rain Aid is an 
Equal Opportunity Employer. 7/00 

Join Century Rain Aid, America s leading irrigation 
and landscape lighting distributor, as we continue 
to grow. Century is now accepting applications for 
branch management and sales positions. Irrigation 
experience and college education are preferred. 
Century offers industry competitive wages and a 
complete benefits program, including medical, dental, 
vision and 401K matching P lease send your 
resume and salary requ i rements to: Century 
R a i n A i d , 3 1 6 9 1 D e q u i n d r e R d . , M a d i s o n 
H e i g h t s , Ml 4 8 0 7 1 A t t n : W a y n e M i l l e r . 
Pre-employment drug screening required. Century 
is an Equal Opportunity Employer. 7/00 

READY FOR A CHANGE? Come join one of the 
Largest Vegetation Management Companies in the 
United States DeANGELO BROTHERS, INC. is 
experiencing tremendous growth in all of our divi-
sions and has immediate openings for the following 
positions: -FOREMEN: Qualified candidates must 
have proven leadership, communications and 
interpersonal skills. Industry related background 
preferred, but willing to train the right individuals. 
•TECHNICIANS: Candidates must be responsible, 
reasonable persons willing to work on weed and 
brush control crews. Positions involve driving trucks 
and operating spray and/or trimming equipment. 
•TREE T R I M M E R S / B U C K E T O P E R A T O R S : We 
are seeking tree trimmers with railroad and/or utility 
line clearance experience. Climbing and bucket 
operations experience is preferred. * H I - R A I L 
O P E R A T O R S : Qualified candidates must have 
CDL & drivers license with Tank & Hazmat 
endorsement, be willing to travel away from home 
for extended periods of time and possess good 
mechanical abilities. We offer a good starting 
salary, benefits, training, advancement and a drug 
free work place. Must enjoy moderate travel and 
overnight stays. A valid drivers license is required. 
For a career opportunity and confidential considera-
tion, contact our 24 hour, 7 day a week Employment 
H o t l i n e at 8 0 0 - 3 5 5 - 8 9 4 4 or send resume to: 
D e A n g e l o B r o t h e r s , Inc . , A t t n : H .R . D e p t . , 
100 North Conahan Drive, Hazelton, PA 18201. 
Fax: 570-459-5500 EOE/APP/M-F 4/01 

FLORAPERSONNEL, INC. 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. 
P H O N E ( 4 0 7 ) 3 2 0 - 8 1 7 7 . FAX ( 4 0 7 ) 3 2 0 - 8 0 8 3 . 
E m a 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 12/00 

HAZELTINE NURSERIES, a full service landscape 
company in Venice, Florida is in search of a 
licensed landscape pest control applicator. This 
position offers competitive salary and benefits with 
a growing, progressive company that has been 
in business since 1983. For i m m e d i a t e 
consideration, please fax resume to Grant Beatt 
at 941 -484-9316 or call 1 -800-522-6242. 7/00 

GET FAST RESULTS WITH THE 
DYNAMICS OF CLASSIFIED 

ADVERTISING! 
Call Leslie Zola: 1-800-225-4569 ext. 2670 

Fax: 440-826-2865 
E-mail: lzola@advanstar.com 

mailto:jobs@brickmangroup.com
http://www.brickmangroup.com
http://www.greenindustryjobs.com
http://www.landscapingcareers.com
http://www.irrigationjobs.com
http://www.nurseryjobs.com
http://www.universalsurfaces.com
http://www.amigos-inc.com
mailto:Briand@rainaid.com
mailto:Hortsearch@aol.com
http://www.florapersonnel.com
mailto:lzola@advanstar.com


Help Wanted (Cont'd) 

G R O U N D S M A N A G E R : Locat ion: The Taft School, 
Watertown, Connecticut. Duties: This position will be 
directly responsible for supervising the coordination 
of work activities that include sports turf manage-
ment, landscape ma in tenance and construction, 
vehicle maintenance, snow removal and turf grass 
m a n a g e m e n t . O ther m a n a g e m e n t dut ies would 
include schedul ing a n d assigning work, c losely 
monitor ing e m p l o y e e p e r f o r m a n c e , mainta in ing 
annual budgets, ensuring safety a w a r e n e s s and 
apply ing technica l aspec ts of hort iculture. Th is 
position will also be responsible for establishing 
long-range goals and objectives, interacting with 
customers and vendors along with communicating 
po l ic ies /p rocedures . Q u a l i f i c a t i o n s : M i n i m u m 
qualif ications, 7 years work exper ience in land-
scape/golf/grounds maintenance with a minimum of 
3 years supervising experience. A minimum of an 
Associate's Degree in horticulture or a related field 
is required. Please send cover letter and resume to 
Eric N o r m a n , B u s i n e s s Of f ice , 1 1 0 W o o d b u r y 
Road, Watertown, C T 06795 . 7 /00 

T O W N O F B R O O K L I N E D E P A R T M E N T O F 
P U B L I C W O R K S - D i rec to r of P a r k s a n d O p e n 
S p a c e . T h e Director of Parks a n d O p e n S p a c e 
m a n a g e s the operation, improvement , protection 
and maintenance of the Town's system of public 
parks a n d o p e n s p a c e s . T h e Director prov ides 
effective leadership and has vision for long range 
planning and policy development. T h e Director is 
r e s p o n s i b l e for t h e m a n a g e m e n t of D i v i s i o n 
personnel, administration, labor relations, training, 
staffing and evaluation of employees. T h e Director 
plans the Division's seasonal and long-range work 
program in the parks, p laygrounds, cemeter ies , 
conserva t ion a r e a s , public w a y s , historic land-
scapes and school grounds. The Director manages 
Town landscapes, oversees and maintains heavily 
used athletic fields, supervises operations teams, 
a d v o c a t e s for n e c e s s a r y r e s o u r c e s , fac i l i ta tes 
extensive public review processes, trains depart-
ment pe rsonne l , o v e r s e e s the d e v e l o p m e n t of 
stewardship and maintenance plans for the care 
of open space, and acts as technical advisor and 
liaison to several Town agencies and boards. The 
s u c c e s s f u l c a n d i d a t e m u s t h a v e e x c e p t i o n a l 
m a n a g e m e n t a b i l i t i e s , g o o d o ra l a n d w r i t t e n 
c o m m u n i c a t i o n skills, a strong prof ic iency with 
computers, excellent organizational skills and flexi-
bility to perform a wide variety of tasks. The Director 
must be available for frequent evening meetings, 
and in the event of emergencies. Candidates must 
have an appropr iate d e g r e e a n d at least s e v e n 
years of directly related professional exper ience. 
Salary range is $70 ,658 to $ 8 0 , 7 9 0 with excellent 
benefits. A A / E O E In te res ted c a n d i d a t e s s h o u l d 
s e n d a r e s u m e a n d c o v e r letter to: P e r s o n n e l 
D i rec to r , T o w n of B r o o k l l n e , 3 3 3 W a s h i n g t o n 
Street , Brookl ine , M A , 02445 . 7 /00 

For Customer Service or Subscription 
Information, Call 1-888-527-7008 

S u p e r v i s o r of L a n d s c a p e C o n s t r u c t i o n : T h e 
Un ive rs i t y of M i s s o u r i - C o l u m b i a department of 
Landscape Services is seeking candidates for the 
position of Supervisor of Landscape Construction. 
Responsible for the operation, m a n a g e m e n t and 
fiscal oversight of the landscape construction unit, 
this position directs a staff of 7 -10 in performing all 
landscape construction and repair projects on the 
700 acre University campus. Additional responsibilities 
include project management; coordination with land-
s c a p e a r c h i t e c t s a n d b u i l d i n g c o n s t r u c t i o n 
managers; plant procurement; nursery management 
and snow removal. Minimum qualifications include a 
bachelors degree in Horticulture or closely related 
field and four to five years experience in grounds 
maintenance or landscape construction, including 
supervisory experience or an equivalent combination 
of education and experience. T h e successful candi-
date will be self-motivated, innovative, organized 
and skilled in personnel management . Landscape 
Services provides professional landscape architec-
ture, construct ion a n d m a i n t e n a n c e serv ices to 
the M U campus, designated as the Univers i ty of 
M i s s o u r i Bo tan ic G a r d e n . W e offer an excellent 
benefits package and a salary range of $25,601 to 
$47 ,305 . P lease call L e a n n e Lake for addi t ional 
i n f o r m a t i o n at 5 7 3 - 8 8 2 - 4 2 4 0 . S e n d r e s u m e t o 
U n i v e r s i t y o f M i s s o u r i - C o l u m b i a , H u m a n 
R e s o u r c e S e r v i c e s , 1 3 0 H e i n k e l B u i l d i n g , 
C o l u m b i a , MO, 65211. A A / E O E 7/00 
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POINTS 
Reprints are highly effective when used to: 
• Develop direct-mail campaigns 
• Provide product/service literature 
• Create trade show distribution materials 
• Present information at conferences and 

seminars 

Extend your coverage to your 
website. Custom reprint packages 

include an E-Print of the same article 
to post on your website. 

A R T I C L E S • N E W S ITEMS • A D V E R T I S E M E N T S 

A D V A N S T A R M A R K E T I N G S E R V I C E S 
M A R C I E N A G Y • 1 - 8 0 0 - 2 2 5 - 4 5 6 9 e x t . 2 7 4 4 
4 4 0 - 8 9 1 - 2 7 4 4 • F a x : 4 4 0 - 8 9 1 - 2 7 4 0 
E m a i l : m n a g y @ a d v a n s t a r . c o m 
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cleanup crew 
THIS AND THAT • 

One of the 
ten best 
Ever hear of a lawn so well-mani-
cured you could eat off it? Well, 
grab your knife and fork for Georgia 
International Plaza since it was re-
cently named one of the ten best 
lawns in America in the Briggs & 
Stratton 2000 Top Ten Lawns con-
test. Who keeps it looking so spec-
tacular? Steve Heard and SKB Indus-
tries, that's who. The plaza is so 
highly regarded that it was chosen 
as the home of the Summer Olympic 
Games in 1996. It consists of five lush 
acres of emerald green zoysia situ-
ated on top of a seven-story parking 
deck in downtown Atlanta. It hosted 
over one million visitors within two 
weeks of its opening and continues 
to serve as a welcome mat for visi-
tors to three of Atlanta's busiest des-
tination spots — the Georgia World 
Congress Center, the Georgia Dome 
and Philips Arena. Congratulations, 
SKB, and keep Georgia International 
Plaza a place for fine dining! 

LM 2000 State of the Industry 
survey's top three concerns 
by size of operation 
Less than $100K revenues 

• Growth management (66.7%) 
• Labor availability (54.8%) 
• Financing availability (42.9%) 

Over $500K revenues 
• Labor availability (84.8%) 
• Developing supervisors (78.8%) 
• Growth management (51.5%) 

Way to go, UMass! 
It always feels good to be first in anything, as 
the Stockbridge School of Agriculture at the 
University of Massachusetts can attest 
after becoming the first academic insti-
tution ever to receive the Award of 
Merit from the National Arborists As-
sociation (NAA). The award is the 
highest honor awarded by the NAA 
to an individual or organization that 
has "positively influenced the prac-
tice of arboriculture." Stockbridge 
School was originally part of the Mass-
achusetts Agricultural College, where 
the first shade tree care course offered in 
North America was taught in 1894. It was 
not until 1946 that "Mass Aggie" launched the 
Stockbridge tree care program. 

Numerous respondents to LM's 2000 STATE OF THE INDUSTRY SURVEY 
indicated they would like to provide more training for their employees on a 
number of topics. Their preferences for training follow: 

Landscape 
operations 

Average Revenue less 
than $100K 

$100K to 
S500K 

More than 
$500K 

Landscape 
operations 4 2 . 7 % 5 0 . 0 % 3 7 . 5 % 3 2 . 0 % 

Time 
management 1 5 . 6 % 1 4 . 7 % 2 1 . 9 % 1 2 . 0 % 
Customer 
service 1 2 . 5 % 1 1 . 8 % 9 . 4 % 2 0 . 0 % 

Horticultural/ 
Agronomic 1 1 . 5 % 8 . 8 % 1 2 . 5 % 1 2 . 0 % 

Safety 8 . 3 % 8 . 8 % 6 . 3 % 1 2 . 0 % 

Business 
management 5 . 2 % 2 . 9 % 6 . 3 % 8 . 0 % 

FISH WHERE THEY'RE BITIN' 
According to The Wall Street Journal, areas with colleges seem to be the easiest places 
to find work and the hardest areas to recruit. March figures from the Department of 
Labor list areas with extremely low unemployment: Columbia, MO (1%), Char-
lottesville; VA (1.3%)f College Station,, TX (1.6%), Ann Arbor, Ml (1.9%). 
Conversely, recruiters might aim at high unemployment centers (often agricultural 
areas plagued by bad weather or low commodity prices), which the Labor Department 
pinpoints as: Vlsalia and Tulare, CA (18.8%), Merced, CA (16.8%), Yuma, AZ (16.2%). 



SOMETIMES YOU'VE GOT TO 
CHANGE YOUR NAME, IF YOU'RE 

GOING TO PLAY THE GAME. 

FLORISTS' MUTUAL IS CHANGING ITS NAME TO FMI. 
If your name doesn't describe what you do and how you approach your business, it's time to make a 
change. Today, the time has come for Florists' Mutual. When we founded our company more than a 
century ago, our name described us perfectly. But we've grown and changed since those early days. 
Today we still provide superior service to florists of all kinds, but we also serve landscape contractors, 
interior landscapers, growers, nurseries, garden centers—the entire horticultural industry. 

STARTING TODAY, IT'S A BRAND NEW BALLGAME. 
It's a new game, a bigger game, a better game. So we've changed our name. What hasn't 
changed, of course, is our commitment to meeting and exceeding the needs of each and 
every one of our customers. And we think you'll agree, that's a winning idea. 
Call 1-800-851-7740 or visit us on the web at www.fmi-insurance.com. 

FMI 
I N S U R A N C E S P E C I A L I S T S F O R T H E H O R T I C U L T U R A L I N D U S T R Y " " S I N C E 1 8 8 7 

Circle No. 103 on Reader Inquiry Card 

http://www.fmi-insurance.com


THE NEW BUNTON* MOWERS. IT'S A PRIDE THING. 
At the end of the day, your reputation depends just as much on the equipment you use as the job you do. 
So, we built our new walk-behinds and zero-turn riders to give you more comfort, durability and style. 

For a Bunton dealer near you, call 1-888-922-TURF or visit us online at www.ttcsp.textron.com. 

/ ISO9001 \ 

http://www.ttcsp.textron.com

