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MAKE IT BETTER.

=

Basamid® Image® Drive® Pendulum®

When choosing a professional partner, you should
demand a commitment to success equal to your own—
the kind of commitment you get from BASF. While other
companies were bailing out on the turf industry to chase
profits in pharmaceuticals, BASF was actually divesting
its pharmaceutical holdings to free up resources to serve
you better. That means billions in R&D to add innovative,
new products to our already top-performing portfolio.

It means unsurpassed customer service and a long-term
commitment to the future of the turf industry. Most of all, it
means working side by side with you to make it better.

We don't make the turf.
oy 1 We make it better.

i R BASF
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Get in on the action!

Friday - Sunday, July 19-21, 2002
Kentucky Exposition Center
Louisville, KY USA

For lnformatlon on exhlbltlng or to roquost a brochure call 800-558-8767.
Circle No. 143
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Check out these features that set the Dixie Chopper apart!

Velvet Touch Control Steering - Every "Z" Mower Should Be This Smooth
Lifetime Mower Frame Warranty* - it Doesn't Get Any Better Than This
Top Ground Speed of All "Z" Mowers - Makes YOU More Productive

Engine Options Include Honda, Kawasaki, Kohler, and Yanmar Diesel Power

Call today to experience the Dixie Chopper and see what you've been
missing in your business. We'll be glad to tell you and show you what
tens of thousands already know; the Dixie Chopper is tops for "Price,
Performance and Reliability".

DIXIE CHOFTER

The Worlds Fastest Lawn Mower

www.dixiechopper.com
Circle No. 109 765-CHOPPER



on the record

BY RON HALL 7/ EDITOR-IN-CHIEF

We haven’t seen anything yet

alm trees in New Jersey?

If you bet against that, you're wa-
gering against a technology that's re-
defining agriculture and will, a few
years down the road, give us some in-
credible turfgrass and ornamental
plant material. The brave new world

of genetic manipulation is just one of many trends that
will stretch and challenge our landscape industry. | men-
tion it first because it’s one of the most visible trends.

The same is true for instant messaging and the vast
amounts of information and data now available at our
fingertips. Who among us envisioned the Internet even
15 years ago? Personal computers, communication
satellites and the World Wide Web have greatly ex-
panded our abilities to exchange ideas and gather data.
It's happening so fast some of us are just now catching
on to these technologies.

But we're not just talking advances in the materials
we regularly use, products like equipment, turf, plants
and chemicals. We anticipate these changes. We take
their increasing sophistication for granted. They're part
of the fabric of our still young and evolving industry.

It's the other changes, the unforeseen and unex-
pected ones that will challenge, perhaps dismay us and
cause us to rethink the scope of services we offer our

customers and how we price, market and deliver them.

A shocking auction

The following is an example that surfaced at the ALCA
Executive Forum just a couple of weeks ago, and it
caused some consternation and discussion among the 200
or so landscape professionals who attended the event.

Kurt Kluznik, owner of Yardmasters, Inc., the

www.landscapemanagement.net / MARCH 2002 / LAN OIS SR PNV NN

largest landscape company in Ohio, recounted how
GE, one of his big maintenance clients, conducted an
“auction” on the Internet to determine who would
maintain two of its properties, properties that his com-
pany had serviced well. He wasn't thrilled with the
idea of the auction but he participated just the same.
What could he do?

GE put the specifications for the properties on its
Web site, the landscape company owner said, and
opened the auction at $50,000. Bidders were identi-
fied on the Web site only by number, not by name. As
the bids dropped lower and lower on the computer
screen, so did the owner's spirits.

“We ended up with one of the two properties,” he
concluded. “We went as low as we could go.”

Is GE's use of an Internet auction a blip oris it a
trend that's just now coming into focus? Probably the
latter. Many of our customers are as interested in efhi-
ciencies as we are, and they’ll use available technologies
to achieve them.

Changes are coming so fast and

furious that not even the

prospect of seeing palm trees
growing in New Jersey seems
so outlandish anymore.

Contact Ron at 440/891-2636

or e-mail at rhall@
advanstar.com



|inside the owner’s head

BY RON HALL / EDITOR-IN-CHIEF

Communicate with your

Hispanic employees

« ommunication is key.”

B That'’s the message, in
big red letters, that Bruno
Pillari sees every day on a
message board at company
headquarters. Bruno and
brother Joe operate Pillari

Brothers, Inc., Howell, NJ.

They face the same problem as thou-
sands of other Green Industry professionals
— communicating with their Spanish-
speaking employees. Their 22-year-old firm
is comprised of two divisions, design/build
and landscape contracting, and employs
about 100 workers in season.

Bruno and Joe take a proactive ap-

proach to communication. It’s not uncom-
mon to see either brother in the field, talk-
ing to and encouraging workers. That's
getting tougher to do, though.

. Uy,
Joe, left, and Bruno Pillari work to break down
the language barriers at their NJ firm.

“As we have grown (about $7.5 million
in 2001), it becomes more difficult to
maintain that communication,” says Bruno.
“It's important that we establish proce-
dures in communicating.”

Bruno said that several Hispanics serve
as foremen in the company, including a re-
cently promoted shop manager. This facili-

tates communication. It’s a trend that the
brothers would like to see grow.

When the brothers gather all employees
for their annual April “Spring Kickoff”
meeting, they make sure everyone knows
their goals and what’s expected of each em-
ployee, both English and Spanish speakers.

“As for myself, I want to learn Spanish
well enough to write it,” says Bruno.

Team spirit

Central Coast Landscape & Maintenance
provides a range of award-winning land-
scape services in and around beautiful
Santa Cruz County, CA. It's operated by
Jack Long and his son, Scott. Like the Pil-
lari brothers, the Longs realize that effec-
tive communication increases the effective-
ness of employee training and, ultimately,
delivery of services.

The firm's 30 employees, including its
Hispanic workers, gather each Wednesday
at 7:30 a.m. for 30 minutes of training.

“We review our company mission state-
ment each week in English and Spanish,”
says Jack Long. “We encourage employees
to give us feedback on what the different
parts of the mission statement mean and
how it relates to them and how they do
their jobs.”

Because of the region’s mild climate,
landscape care there is year-round, and the
company keeps a stable work force, pri-
marily, believes Long, because of its efforts
to communicate with its frontline employ-
ees. “Not all of our training is about how to
trim or mow. They know how to do this
although we go over this,” says Long. “We
discuss business-related issues, t0o.”

10 LANDSCAPE MANAGEMENT / MARCH 2002 / www.landscapemanagement.net

Jack Long: weekly
meetings give work-
ers a positive sign.

¢Habla
Espafiol?
“Spanish Phrases
for Landscaping
Professionals” by
Jason Holben and
Dominic Arbini has just been pub-
lished by Stock Pot Publishing. This
204 page book contains more than
1600 words and phrases compli-
mented by simple, intuitive phonet-
ics. Call 303/863-1685 or e-mail
StockPotSpanish@hotmail.com.

Most of
CCL&M'’s Hispanic
employees under-
stand some English.
Even so, the com-
pany relies upon
bilingual employee
Martin Ballesteros
to serve as a liaison

between manage-
ment and the
workers.

The message Long and his management

team communicates to all employees is
that they aren’t considered “human wheel-
barrows” but valuable team members.

Long says they’re starting to get the

message, which indicates that the company
is doing a better job of communicating.

— Information provided by The Owners’
Network, a program of JP Horizons, Inc.
Visit the Web site www.owners1.com
or call 440/254-8211.
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TURN ON THE KUBOTA VALUE:
SHAFT DRIVE, QUIET DIESEL POWER, HYDRAULIC DECK LIFT

The new Kubota ZD28 zero-turn mower is strong enough to handle the tough turf, yet
responsive enough to make work seem like fun. With 18,500 fpm blade tip speed (72" mower)
for better mowing performance, a filt-up mower deck for easy maintenance, a shaft
drive mower and transmission to reduce wear and the lowest noise output of any zero-
turn mower in its class, the ZD28 is everything you value in a commercial turf

mower. Talk to your Kubota dealer about the complete line of ZDs today.

« 28 HP liquid-cooled diesel engine * Roll-over protection/seat bell, standard
* Hydraulic deck lift * 60" and 72" culting width mowers

* Hydraulic PTO clutch * Pivoting front axle follows ground contours

For more information, call 1-888-4-KUBOTA, Ext. 403 or write to

. E Veryfhing you value. | Kubota Tractor Corporation, 3401 Del Amo Boulevard, Dept. LM, Torrance, CA 90503
Financing available through Kubota Credit Corporation. www.kubota.com
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Want season-long control of
disgusting, turf-damaging grubs?
The proven performance of MACH 2*
specialty insecticide provides superior,
broad-spectrum control. Its wide window
of application allows you to treat
grubs through the second instar — and
there’s no need for immediate irrigation.
“ Unbeatable centrol. Gorgeous turf., Things
are looking better all the time. ,

. B
- “DowégroSciences
*
ALWAYS COMES THROUGH. M Acl.l 2
ALL SEASON LONG. .
Specialty Insecticide
. www.dowagro.com/turf  1-800-2565-3726 Always read and

follow label directions. *Trademark of Dow AgroSciences LLC
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NEWS YOU CAN USE

Deere folds in
Century Rain Aid
MOLINE, IL — Century Rain Aid is
now part of John Deere Land-
scapes. Deere & Company acquired
all 170 Century branches with the
purchase of Century’s parent com-
pany, Richton International Corpo-
ration. The Century locations were
combined with 50 branches of
McGinnis Farms, Alpharetta, GA,
wholesale distributor that had pre-
viously been acquired by Deere.

Scotts acquires
Ehrlich’s division
READING, PA — J.C. Ehrlich Co.,
the fifth largest company in the
structural pest control market, sold
its lawn and tree care services divi-
sion to Marysville, Ohio-based
Scotts LawnService. The sale did
not include Ehrlich’s tree surgery,
grounds maintenance services and
vegetation management services.

Cebeco invests in
Premier

HALSEY, OR — Cebeco Interna-
tional Seeds signed a letter of in-
tent Jan. 24, 2002 to purchase 40%
of the issued and outstanding
shares of stock of Premier Pacific
Seeds, Ltd., Vancouver, BC.

Masterblend
acquires Tyler
ELWOOD, IL — Masterblend Inter-
national, the largest custom for-
mulator of water soluble fertilizers
for the commercial horticultural in-
dustry, has finalized its purchase of
Tyler Enterprises.

14 LANDSCAPE MANAGEMENT / MARCH
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Pre-season selling strong despite
worries, say lawn care pros

BY JASON STAHL/
MANAGING EDITOR

Despite a sluggish economy and unpromis-
ing economic forecast for 2002, lawn care
professionals across the country are saying
that business drummed up from
early pre-season selling is falling
right in line with last year. Some
are even saying that they may
outdo last year's performance.
“We did some early advertis-
ing because we were worried
[the economy] would be flat, but
response has been better than we
thought it would be,” says 30-
year-industry veteran Gary LaS-
calea, owner of GroGreen,
Plano, TX. “Our pre-pays are ac-
tually up 15% from last year.” 2002.
Jack Robertson, owner of
Jack Robertson Lawn Care, Springfield, IL,
was also worried coming into the selling
season, which is why he chose to be more
cautious than aggressive with his market-
ing plan. “I didn’t want to be spending a
lot of money for just a few sales,” Robert-
son says. Nice weather, however, has en-
abled his team to conduct estimates and
create sales already, and total numbers so

far are in-line with last year’s.

Jack Robertson has
had a fine start in

Thomas Hofer, president of Spring-
Green Lawn Care Corp., Plainfield, IL,
says sales are even so far with last year,
but he anticipates that his company will
be more price sensitive this year. Jim
Campanella, owner of The
Lawn Dawg, Hudson, NH, is
offering an “economy” pro-
gram this year, sensing that
people may want to save a few
dollars.

Still, lawn care company
owners aren't nearly as wor-
ried about the economy as
they are about other things.
Last year, weather did more
damage to Campanella’s busi-
ness than the recession. “We
had snow on the ground until
April,” he says. “Normal
weather patterns just don't seem to be
the case anymore.”

Also, rising chemical/fertilizer costs,
health insurance and workers' compensa-
tion remain continual challenges. “Work-
ers’ comp has almost doubled for us this
year, and I had almost zero incidents,”
LaScalea says. “But you're pooled in with
other companies in the state, and big law-

suits pull up the cost too.”

2002 / www.landscapemanagement.net

Ken Budd, president of Budd Seed, and Dick
Olson, president of Pro Seeds Marketing, re-
cently presented Rutgers University a check
for $409,186.78 for royalty payments on
the 2000 production of Rutgers-developed
turfgrass varieties. Budd (far left) presents
the royalty check to Dr. William Meyer,

professor of turfgrass breeding, and Dr

Stacy Bonas, assistant professor of

turfgrass breeding




Industry braces for drought

NYC mayor to issue first drought warning since 1995

BY LYNNE BRAKEMAN &
JASON STAHL

Government authorities in New York,
Maryland and Pennsylvania are stepping
up moves to cope with an impending
drought emergency.

Pennsylvania’s Department of Environ-
mental Protection (DEP) held a live Web-
cast Jan. 28 to discuss current drought con-
ditions, and what would be required under
Pennsylvania’s new drought regulations if
the state moves into a drought emergency.
DEP Secretary David E. Hess, says
drought watches or warnings exist in 62 of
Pennsylvania’s 67 counties.

“It’s early in the year for a drought to
be declared so the impact might not be
felt immediately. But as we go into the
spring planting season it will have a drastic
impact on Green Industry professionals
and consumers,” says Michele Corbin,
public and government relations director
for the Pennsylvania Landscape and Nurs-
ery Association.

Mandatory water limitations have seen
set, but unlike 1999, Pennsylvania profes-
sionals aren’t having to follow the same re-
quirements as consumers. With newly
seeded and sodded lawns, pros can water
during regular business hours. Irrigation
equipment can be tested 15 minutes per

each zone. But Corbin says worries are far
from over.

“Our concern still is that any municipal-
ity or water supplier could adopt stricter
rules in the future if they want,” she says.

New York City Mayor Michael
Bloomberg also called for a series of volun-
tary measures to cut water consumption,
and warned he was close to issuing the
city's first drought warning since 1995.
The New York Times reported in February
that 20 of neighboring New Jersey’s 21
counties are under drought warnings.
Drought warnings are also in effect in 21
counties in New York State, including
Westchester, Putnam, Rockland, Sullivan
and Dutchess.

“I'm worried,” says Larry Wilson of
Lawrence Landscape Design, Yonkers,
NY. “It will either get better or worse in
late March, early April, and whatever hap-
pens then will bear heavily on what restric-
tions come out.”

Maryland authorities issued a drought
warning for 15 counties in Central Mary-
land and the Eastern Shore. The state has
seen a deficit of 4 to 9 in. of rainfall over
the past six months, and state lawmakers
are drafting proposals to require munici-
palities to draw up and implement water
conservation plans.

IN THE MONEY

A survey conducted by the
Professional Grounds Management
Society uncovered these salary facts
about grounds superintendents/

managers in 2001:

Avg. salary  $21.34 per hr

Avg. low $17.51 per hr

Avg. high $24.96 per hr

Hire rate $17.21 per hr

Salary range $10.55-$35 per hr

Lowrange  $9.80-$26.28 per hr

High range  $12.90-$35.00 per hr

Avg. base $54,523

salary

Correction

In the January 2002 issue of Landscape
Management, a “Clippings” item stated
that FMC Corporation had changed its
name to FMC2. This is incorrect. The
company has not changed its name.
We apologize for the error.

Lush takes on a new definition.

Primo MAXX® treated turf is as lush, as thick, as uniform as the most luxurious carpet. Conditioning the turf to
create a thicker root system and denser canopy, Primo MAXX helps turf better handle disease, drought, and all

the other extremes of summer. So use Primo MAXX. And redefine what turf should be.

www.syngentaprofessionalproducts.com

Important: Always read and follow labe! instructions before buying or using this product. ©2002 Syngenta. Syngenta Professional Products, Greensboro, NC 27419
MAXX®, Pimo®, and the Syngenta logo are trademarks of a Syngenta Group Company.

syngenta

P

Y Primo

Plant Growth Requlator
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Try

CANCUN, MEXICO — Having difficulty
selling add-on services to your basic main-
tenance or lawn application package? Try
this idea that surfaced at the recent ALCA
Executive Forum here.

Take a digital camera to some of your
accounts, the ones where you see that
there's a need for additional remedial ser-
vices. Maybe there are areas on these prop-
erties where the turf is weak or thin. Or,
perhaps there's a section where decorative
pavers would solve a traffic problem, or a
corner or entrance where seasonal color
would make a huge difference.

Photograph these areas and, using land-
scape imaging software, enhance these im-
ages to show your clients the difference

that your suggested improvements will

make on their properties. Several landscape

pros at the conference said they're increas-
ing their revenues per property by using

this upselling technique.

this to sell add-on services

This and many other ideas surfaced
during three days of brainstorming by 160
of the best minds in the business. While
moderator John E. Johnson, longtime mar-
keting guru for Levi Straus, spent several
mornings walking the owners through
streamlined strategic planning, the real ac-
tion erupted when they huddled and began
swapping experiences.

After hours of huddling, the owners
seemed to agree on the following points and
discussed strategies to implement them:

P We'll respond quicker to our

customers

P We'll expand our relationship with

customers and suppliers

P We'll make use of the 30 to 50

annual opportunities to interact

with clients

P We're in the beautification business

P We seek 100% customer satisfaction

P We sell the emotional experience of

ALCA Forum leaders (l. to r.) Rick Doesburg,
CCLP, Gary Kinman, and Kurt Kluznik

a beautiful landscape

P We use the Internet and software

to communicate and to inform our clients
P We're in the continuing education
business

P We regularly survey our customers
and prospects

P We'll discourage a “we and they” at-
titude in regards to our hourly workers,
many of whom are Hispanic.

— Ron Hall

People & companies

LESCO, Inc. named Jeffrey L.
Rutherford chief financial
officer.

Textron Golf, Turf &

LaFollette vice
president of
customer care-  tives.

Turf and PLC.

Gary Ackerson to its staff
of technical sales representa-

manager for its Irrigation

Division.

Landscape Services, Las

Specialty Products named
Dennis Schweiger

executive vice president of
sales and marketing-Turf and
PLC, Joe Thompson vice presi-
dent of sales-Turf, and Joe

o |

f
e

Thompson

Dennis Jo

Schweiger

Ralph Nicotera

was promoted
Ralph

; to vice president
Nicotera P

of marketing and
product management-Turf
and PLC.

Exmark appointed Bruce
Cooper national sales
manager and Jim Lysle
territory manager for the
northeast U.S.

Growth Products has added

The J.R. Simplot Co. named
Lawrence S. Hlobik CEO-
elect and Dr. David Rickard
as product development
specialist.

Aquatrols hired Mica Franklin
as research agronomist. He
will be engaged in product
research and development

The Toro Company ap-
pointed Thomas J. Tootle

southeast area business
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Vegas, NV, named Laura
Stubbert business develop-

ment manager.

Briggs & Stratton appointed
Richard Kolbe vice president

of information technology.

Rex Dixon, president of the
Irrigation Association,
formed The Rex Dixon
Consulting Group offering
consulting services at
972/250-0861.




The shortest distance between broadleaf and grassy weed control.

Drive® 75 DF herbicide effectively raises the bar for postemergent weed control. A single, convenient
application of Drive quickly eliminates a broad spectrum of both broadleaf and grassy weeds—from
crabgrass and foxtail to clover and dandelion—in a wide variety of turf species. Then Drive keeps weeds
under control for 30 to 45 days—in some cases for more than 3 months. Drive also offers exceptional
seeding and overseeding flexibility—allowing you to seed many varieties of turf immediately before or
after application. To learn more about how Drive® 75 DF can help you in your drive for turf perfection,

call 1-800-545-9525 or visit www.turffacts.com. Always read and follow label directions.

We don’t make the turf.

We make it better. BASF
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Feuding neighbors spark blower fuss

FAR HILLS, NJ — A neighbor-
hood flap over noise is causing
this posh community of about
800 residents to consider legisla-
tion to ban leaf blower use out-

side of normal work hours.
Mayor Carol Torsilieri, who

owns a lawn maintenance com-
pany, said the law would be a
" nightmare” to enforce, re-
ported Gregory Zuckerman in
the Feb. 15 issue of The Wall
Street Journal.

A recent hearing on the leaf

Www.landscapemanagementme

WHAT'S NEW ON-LINE

= “Ask the Expert” section
coming April 1 — review
previously submitted
questions and answers,
and submit new ones!

= Features from the
February issue of LM
= LM Week in Review
u The latest Green
Industry news

IMAGINE SOLITUDE.
ENVISION SERENITY.

Your customer’s dreams can become reality with
Pond Sweep’s high-performance and surprisingly
low-maintenance pond supplies.

With our PuriFalls® BioFilter, PondSweep Skimmer .
and our new PuriPumps’, theyll soon be hearing the
gentle rhythm of nature’s music.

CALL TOLL FREE 1 -866-754-6766
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blower ban, calling for fines as
much as $1,000 or 30 days in
jail for violators, resulted from
complaints directed at multi-
millionaire Dean O’Hare, chair-
man and CEO of Chubb
Group, one of the biggest insur-
ance companies in the world.
Several neighbors living near his
20-acre estate have repeatedly

complained that he uses loud
yard equipment at all hours of
the day and night. Worth maga-
zine lists Far Hills as one of
“America’s Richest Towns.”
O’Hare called the com-
plaints grossly exaggerated
claimed he had his gardening
equipment tested for noise lev-
els, according to the WSJ article.
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The perfect expression

of being open to new ideas.

Most skid steers are built of metal. Ours are made of reaching vital components.

from ideas. Of course, built with field-proven systems, including
Besides extraordinary advantages like panoramic genuine John Deere POWERTECH® engines, 53- to

360-degree visibility and industry-leading engine 90-hp 200 Series Skid Steers rarely have downtime

horsepower, John Deere Skid Steers come complete to begin with.

with a remarkable quick-lift cab that takes just Interested in looking into a John Deere? Just

one wrench and 30 seconds to raise. This nearly visit your local John Deere Skid Steer dealer (call

instantaneous access to hydraulics, along with 1-800-537-8233 to find one near you).

swing-out engine door, easily removed side panels See machines so ingenious, they're even

and tilt-out oil cooler forever ends the hardships uplifting to service.

& Circle No. 114
JOHN DEERE

www.skidsteer.com Expect a difference
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Successful owners tev&gl how they
satisfy their cus)n:ﬁets without
st}aying from their competencies

BY GEORGE"WITTERSCHEIN/
CONTRA4BUTING EDITOR

oes “all things to all people”
inevitably mean “jack of all
trades and master of none?”
Asking around among ex-
perienced Green Industry

owners and managers, we got

the impression that the an-
swer might be yes.

It appears that many people in the industry
understandably confuse “commitment to cus-

tomer service” with an “absolute commitment

LANDSCAPE MANAGEMENT / MARCH 2002 / www.landscapemanagement.net

to do any and everything the customer wants.”
This particular confusion is easy to fall into, ac-
cording to Burton Sperber, founder and CEO of
Environmental Industries, Inc., Calabasas, CA,
one of the largest Green Industry companies in
the United States.

“The ‘no’ decisions are much more difficult to
get out of our mouths than the ‘yes’ decisions,”
Sperber observes from his vantage point of five
decades’ experience in the industry. “It’s a lesson

[ learned early in my career — the hard way.”



PHOTO COURTESY: POST PROPERTIES

Mistakes of focus

For years, Sperber focused on his strength: horti-
cultural services. He started working for a locally
owned landscape nursery while in high school, a
business built around horticulture. When the
owner eventually passed on, he bought the busi-
ness for $250. More than 50 years later, Environ-
mental Industries is still in the same line of busi-
ness, bringing in $2.5 million in revenue a day.

“But that doesn’t mean I didn’t make mis-
takes of focus,” Sperber says.

And how. Sperber remembers a person some
decades ago telling him about a booming new sport
in New Zealand and Australia called grass skiing.

“It seemed like a natural line of business for
me to branch into, given my gardening focus and
the availability of grassy hillsides in California,”
Sperber says.

Little did he know that grass skiing was not at
all connected to the landscape/horticulture in-
dustry but rather was part of the entertainment
or leisure activities industry.

Sperber says he learned the same lesson a sec-
ond time when his company undertook the own-
ership and management of golf courses. “Having
built, remodeled, and maintained 500 to 600
golf courses, we figured it was a natural exten-
sion of our core business, but it was not. Once
again, we had strayed into the leisure activities
industry. Having gotten our noses a little blood-
ied, we decided to get out of the ownership and
management of golf courses, although we still
build and maintain them.”

Hunkering down

It's not always easy to determine whether a new
business opportunity represents a dangerous
threat to your company’s focus or a good thing.
The analysis can be subtle, and often requires
“out of the box” thinking.

strengths

That was the experience of Mike Rorie, presi-
dent of Groundmasters, Inc., a 20+ year old
Cincinnati company providing mostly commercial
landscape service, with revenues in the $9 million
range and about 140 employees at peak season.

In the past, Rorie’s company had achieved

success by providing higher priced landscape

management services to Class A customers,
whether industrial or commercial. But it wasn't
enough, says Rorie. “We were looking for an-
other line of work to expand into, and one very
promising market we found was the homeown-
ers’ associations.”
Rorie figured it was a no-brainer to tap this
market, given that there were a lot of homeown-
continued on page 24

Get employees into your focus too

Staying focused as a company also means making sure your employees grasp and
participate in your company’s focus on its core business and customers.

We found that several of the Green Industry people we interviewed are doing
just that.

At Environmental Industries, Burton Sperber is proud of his company’s efforts
to educate and involve its 6,500 people in the supreme core competency of cus-
tomer satisfaction. “We believe strongly in training our people, which is another
major point of attraction in the workforce. People want to be trained. We believe
our willingness to train our people is one of the major reasons why we have had
no difficulty attracting applicants. During the recent boom times, we would read
the reports of labor shortages in the landscape industry and smile, because we
were not experiencing any shortage of applicants at all. Our company is where
very good people end up because of the opportunities we have for learning and
the scope and scale of the important projects we work on; and our reward system
seems to excite the best in the industry.

“And our customers understand that it's our job to try and outperform their
expectations. Ninety percent of the education in our corporate training courses is
about delighting the customer. Our corporate university does not even have a

lawnmower for use in training. That's how we have grown to be such a large and
continued on page 24
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continued from page 21
ers’ associations in the Cincinnati area. All
of them also had the same high standards

and concern for aesthetics his company’s

other clients had, so he knew they could
deliver.

But after the decision was made, Rorie
was the one left wondering if he had a

Still using
old-fashioned

to plant your new
trees & shrubs?

US PATENT NOS. 6,141,903 & 6,065,243

stake & wire

Finally, there's a better way! Introducing...

REE OTAPLE

BELOW-GRADE STABILIZING SYSTEM
FOR NEW TREE & SHRUB PLANTINGS

The revolutionary new
stabilizing system that's

because it never needs to
be adjusted or removed

because one worker,

a sledgehammer, and
a few minutes is all it
takes to install

Circle 116
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brain. “We found out
the hard way just how
difficult it can be to do
business with a democ-
ratically governed com-
! ;f " munity of private

Mike Rorie bat-
tled, and stayed,
with HOAs.

homeowners,” he says.
“Suddenly, you have not
one boss but 200. And
then there was the con-
stant turnover (of board members) after
board elections, which meant that we had
to re-establish our connections and reedu-
cate the customer at least once a year.”

It was a hard lesson to learn, but, mas-
tering the subtleties of the analysis, Rorie
decided to stay and redouble the com-
pany’s efforts to succeed in the HOA
niche. “We could have said to ourselves,
“This isn’t our core business, and we're tak-

continued from page 21
successful company. We attract good

people and train them to do what we
do: satisfy the customer.”

You don’t have to be a large cor-
poration like Ell to take a similar atti-
tude toward training your employees.
At Ultimate Services Lawn Care, John
Chiarella takes an attitude parallel to
Sperber’s.

“Every winter, | invite some of my
old professors from the University of
Connecticut School of Horticulture to
come to our facility and teach our peo-
ple,” he reports.

“We also have decided to partner
with a local college — Naugatuck Val-
ley Community College — for accred-
ited and non-accredited horticulture
courses held at our facility. Their fac-
ulty people will be coming into our
building where we have teaching fa-
cilities in place,” Chiarella observes.



ing some hits here, so let’s get out.” But we
didn't. I listed out the reasons why we
should stay in the HOA line of business,
and they seemed compelling.”
The reasons Rorie decided to stick it

out were:

This was high-end maintenance

work — his company’s true core
competency.

The dollar value of the contract was

high — four to five times higher than
the company'’s typical industrial or com-
mercial maintenance contract per year.

The company had already achieved

substantial market saturation in their
geographic area with the existing commer-
cial/industrial customers. There were not
that many other places to go where they

How to find your core
business/customers

“Focus is one of the keys to becoming profitable in the landscape business” says
Green Industry consultant Jim Paluch of Painesville, OH, who has worked with several
of the landscape professionals interviewed for this story. “Take that one niche and

become the best in it,” he advises.

Paluch admits it's easier said than done. “A lot of factors work against a com-
pany’s doing that. Most owner/operators hate to lose the revenue that the other,
non-core business areas are bringing in. Often, these non-core businesses are not re-
ally making profits, but they are bringing in revenue, and the owner/operator is de-
ceived into thinking that this line of activity is making money for him.”

How do you decide what's core and what's not?

“Step back, list your clients, and take a hard look at where the profitable income is.
And zero your attention in on that like a laser beam,” Paluch says.

could find customers willing to pay for
high-end landscape maintenance services.
So Groundmasters decided to hunker
down and crack the HOA nut. To accom-
plish this, Rorie required his account man-
agers to attend the associations’ board
meetings and participate as appropriate.

This made possible a two-way information
and education flow that helped overcome
the difficulties inherent in working for a
multi-person customer.

This strategy has paid off, Rorie reports.
“We now have about 20 HOAs under con-
tract and we expect to break $1 million in

It’s Time
To Take A

(Closer Look

At Your Water
Management
Program

Circle 117

SOIL SURFACTANT
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this segment soon. And the niche is still
growing — HOAs are a vast market. Plus,
as the people who live in HOAs are profes-
sionals and executives, winning them over
is good for us — they can help us land con-

tracts in the commercial marketplace.”

Can you compete?

Another take on deciding what your core
business is comes from John Chiarella, presi-
dent/owner/founder of Ultimate Services
Lawn Care in Wolcott, CT. Chiarella started
out with the proverbial single push mower
while still in high school in the upscale sub-
urbs of central Connecticut. His business
steadily grew to the point where today his
revenues average between $4 and $5 million
a year, and at peak his staff numbers 50 to 60.

John Chiarella likes to stay focused, too,
but he'll provide other non-core services

in the name of customer satisfaction.

His core business? “We specialize in
landscape maintenance for high-end resi-
dential properties, some of which boast
million dollar landscapes,” he says.

A graduate of the University of Con-
necticut School of Horticulture, Chiarella
likes to stick to plants, gardening, landscap-
ing, and things green in general. But when
his customers ask him, he’s prepared to

provide services he never studied in college.

“We've done exotic gardens, grass tennis
courts, putting greens and all kinds of other
things for our customers on request,” he
says. “Once I even chased a bee out of a
customer’s porch on a Saturday night.”

Is that lack of focus? Chiarella says no.
“While we are sometimes willing to do un-

orthodox things for our customers,” he ex-

plains, “we do not try to undertake new

lines of business, even landscape-related

business, in which we cannot compete.”

For example, he won't branch out into the

sprinkler business or design/build because |

there are already a number of excellent

contractors in that niche, “and I could never l

catch up to them in a reasonable time.” In

addition, those people often work with

Chiarella as subcontractors, and he doesn't

want to step on their toes. l
“It’s good focus to know who your

friends are and to keep them,” he says. Lm

« Edge or trim at any angle from horizontal to vertical with
one quick adjustment.

» Can be adapted to virtually any mower deck

» Easily folds out of the way for transportation, and will not
extend the deck width!

* Mount is spring loaded to swing away from obstacles for
added safety.

* Increase productivity for all zero turn mowers.

LEADER IN TURF CARE INNOVATIONS
For more information, contact your local PECO dealer today

1-800-438-5823

www.lawnvac.com
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BRUSH,

THE Ut CUTTER

PeCo Inc.'s Amazing
Brush Blazer™

Clear over 6 acres per day on

inclines up to 45 degrees! Call for your

Rugged, dependable, easy to free video today!

maintain. Will reduce 2" 800-438-5823

caliper trees to mulch gt Box 1197

in minutes Arden, NC 28704
www.lawnvac.com

Circle 119

26 LANDSCAPE MANAGEMENT / MONTH 2001 / www.landscapemanagement.net


http://www.lawnvac.com

S ——

THE FASTEST WEEI] GI]NTHI][—EIIEB

REA R

m, ’E@

New SpeedeZone contains

carfentrazone, the newest chemistry
available to the turf market for
broadleaf weed control.

This unique new active ingredient
will give you awesome results in
your weed control program.

In university tests and field
trials SpeedeZone has
consistently shown fast
control of tough weeds
like clover, plantain,
ground ivy and
spurge.

Don’t wait 30
days or more
for clover
control. Get

your weed
control program on

track with SpeedeZone

L Broadleaf Herbicide.
G PbLI /cordon 4
corporation
‘QJ /j P /_/J_/ ’_j An Employee-Owned Company # Visible results in iUS( 24 hours
. IR PE FOR TURF 1-800-821-7925 ¢ The most effective and fast-acting
pbigordon.com cool weather product ever

¢ Clover control in as little as
From the makers of i K
TRIMEC' Herbicide . b o
¢ Rain fast in 3 hours

NET CONTENTS:2.5 IS GALLONS

Always read and follow label directions. SpeedeZone is a trademark of PBI/Gordon
©2001 PBl/Gordon Corporation Circle No. 120



WE STARTED INVENTING

Admittedly, we're obsessed. For 165 years,
we've scratched our heads over how to
improve plows and tractors.

And if computers had existed back in the 19th
century, we certainly would have considered
harnessing the semi-conductor sooner.

But now, here they are: The first compacts
available with electronic transmissions
and controls. The 4000 TEN Series.

eHydro™ electronically activated pedals
are up to 70 percent easier to push than before.
A LoadMatch™ power management system
makes stalls almost impossible. Cruise control
is speed-sensing (plus has accelerate/deceler-
ate and resume features — just like your car).
New SpeedMatch™ and MotionMatch™ systems
allow functions never before possible on a
tractor this size.

In fact, there's so many new features, you
honestly need a test drive to appreciate them all.
Your John Deere dealer would love to show
you (or provide an onsite demonstration) what's

next in tractors.
No ad can do them justice.

We've never forgotten the lessons learned over more than
a century and a half: That there's no substitute for real-world
tests, for rugged components and customer feedback.

The TEN Series survived three years of intensive customer
evaluations and rigorous field tests.

www.JohnDeere.com

IN THE 19TH CENTURY.

I THE WORLD'S FIRS

Nine Tractors. Three chassis sizes. Four years in develop-
ment. Over 120 improvements to the previous-generation
4000 Series models.

4000 TEN Series ROPS
meet new SAE, ASAE
and OSHA standards.

The optional iMatch™ hitch

Try it once and you'll be hooked.
Simply back tractor up, and
slide on PTO shaft.




BOR-SAVING DEVICES
D HAVEN'T STOPPED

New low-effort electronic
controls are located right at
your fingertips, and grouped
in a convenient console.

After initial installation,

Quik-Park™ Loaders (and Backhoes)
can be attached and detached in
four minutes or less.

New LoadMatch™ hydrostatic transmission: Torque is New Frontier™ 0mplements fill out an already comprehensive
always maximized. Response is instant. And stalling? | line-up of landscaping tools. Include landscape rakes, core
Almost a thing of the past: The transmission automatically aerators, pulverizers and more.

adjusts to engine output, maximizing productivity. ]

JOHN DEERE
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MAINTENANCE

Use these strateqgies
and build youyr own

system to price

work for profit

BY WAYNE VOLZ

30

he three most important
words in real estate are lo-
cation, location, location.
In commercial mow-
ing, they're production,
production, production.
There's no secret to
running a successful landscape mowing/

maintenance operation — you mow and
trim as much property as you can in the least
amount of time that meets or exceeds your
clients’ expectations. You do it over and over
again. Day after day. Week after week.
What was considered a good day’s pro-
duction from an operator and his commer-
cial unit 20 years ago is child’s play to the
same operator on a ZT rider today. In fact,
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Today's landscape business owner wants mow-
ers that are bigger, faster, more maneuverable
and more comfortable.

few facets of landscape maintenance have

changed as much as commercial mowing,

in particular mowing equipment. Remem-
ber what was considered a state-of-the-art
commercial mower just 10 years ago? Five
years ago?

Bigger and faster

Today’s efficiency-conscious landscape
business owner wants mowers that are big-
ger, faster, more maneuverable and, to
some extent, more comfortable.

One New England operator is now
mowing his large commercial properties
with a Deere fairway unit with a 11-ft.-wide
cut. The batwing design allows the operator

continued on page 32
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Minimize Mowing & Clippings

with Controlled-Release Nitrogen

Richard Guzman realized there was something missing in
\ home lawn care services that golf courses had always
provided: topdressing. So he started his own business in
1998 offering deep core aeration and topdressing to
’ homeowners and sport fields in the Atlanta area.

“Traditionally, lawn care companies just mow, fertilize and
water,” says Guzman, owner of Sandman Topdressing and
Aerating, Inc. of Hoschton, Georgia. “When you add deep
core aeration plus topdressing, all of a sudden the lawn
looks phenomenally better. Our topdressing is mostly sand
with about 10% organic compost.”

While Sandman’s customers enjoy
* their thicker, plusher lawns, they
often complained that the grass
color faded a month or so after
topdressing. “Our Southern
turfgrasses require more nitrogen
than bluegrass and other northern
turf,” explains Guzman. “We knew
we could put down straight
nitrogen and get green grass, but
didn’t want to bring on a surge
of growth and get excessive
clippings and added thatch.”

A year ago, Sandman was
searching for the best fertilization
solution for its patented Sandman
Application System® when the
company discovered Nitroform®
Controlled Release Nitrogen from Nu-Gro Technologies, Inc.
Nitroform contains more than two-thirds water insoluble
nitrogen, providing extended nitrogen release for 8-12
months. Unlike other nitrogen sources, Nitroform hasa 1:1
ratio of nitrogen to carbon. When microorganisms break
down the nitrogen in Nitroform, carbon is used as an energy
source for microbes. An increased microorganism population
results in healthier turfgrass.

Cut More Leaf, Less Stem..."“Nitroform constantly
releases small amounts of nitrogen so the turf stays green
and never goes hungry,” Guzman notes. “Once we started
applying Nitroform, our customers’ lawns and sport fields
were near perfect all summer long. We found people were
mowing less often — cutting more leaf and less stem
when mowing. Nitroform is transforming our business
dramatically for our customers and franchise operations.”

Sandman continually educates its customers about the
benefits of controlled-release nitrogen. They tell them that
excess clippings and surges of growth are real negatives.

Cut More Leaf, Less Stem

“We promote returning the clippings to the soil,” says
Guzman. “By removing the clippings, you're losing 30%
of your fertilization. Just mowing and leaving clippings
where they lay is the best thing for the turf. By promoting
controlled growth, you mow less often, compared to
every other day with fast—-growing lawns.”

Sandman crews topdress throughout the growing season,
from mid-March through the end of October. They first
deep core aerate, then apply Nitroform at the rate of 200 to
300 pounds per acre, then topdress and drag the material
into the soil with Sandman'’s patented drag-mat screeds.
“Topdressing eliminates thatch,
helps percolation, increases the
efficiency of fertilizer intake,
reduces moisture requirements
and develops a healthier root zone,”
explains Guzman.“Nitroform
encourages organic matter and
promotes controlled leaf growth.
Our customers notice the difference
two months and beyond because
there’s no drop off in feeding, no

surge of growth and fewer clippings.”

Other Nu-Gro Nitrogen
Products... Other controlled-
release nitrogen sources available
from Nu-Gro Technologies include
Organiform®and Nutralene®.

Organiform provides intermediate
nitrogen release lasting 16 to 24 weeks. It contains 55%
water-insoluble nitrogen, allowing sustained release when
plants need it most. Organiform builds up beneficial soil
bacteria, even in soils naturally low in microorganisms.

Nutralene provides nitrogen nutrition lasting from 12-16
weeks. It contains 14.5% water insoluble nitrogen, and
releases nitrogen both by hydrolysis and through microbial
activity. This dual-release of Nutralene provides a two-fold
advantage: hydrolysis releases nitrogen quickly, giving
plants a boost at the beginning of the growing season,
then microbial activity releases nitrogen more slowly
through the rest of the season.

“Many homeowners spend time and money mowing much
more often than necessary,” says Guzman. “They can fill up
20 bags of clippings from a 5,000 square-foot lawn. They
spend time filling up the bags and then have to dispose of
them, too. By mowing less, they save time, use less fuel
and put less wear and tear on their equipment. The best
part is they also have a more beautiful, deep green lawn.”

/l) ))) Nu-Gro Technologies, Inc. 2680 Horizon Drive SE, Suite F5, Grand Rapids, Ml 49546
Telephone: 1-888-370-1874 ® www.nugrotech.com

nu-gro
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continued from page 30
to swing up either of the side cutting units
(or both) with a push of a button. He
hardly slows even when approaching a tree
or other obstacle.

Maybe you don’t mow properties that
large, but you get the point. Production is
one of the biggest keys to profitable

mowing.

Is the price right?
An equally big piece of the mowing profit
puzzle is pricing. If a company overprices a
property, it risks losing the job to a competi-
tor. But if that same company underprices
the job, it can find itself doing a lot of work
for little retumn.

A landscape company that doesn't
know why it charges what it charges is in

for trouble. A “guess” bidding process may

You'll boost efficiency when equipment is

properly stored, fueled and ready to go.

seem to work for awhile, but as your com-
pany grows, the chances that process will
fail greatly increase.

To succeed in commercial mowing, you

have to accurately calculate your cost of op-

Boost production, hike your profits

When your crews are maintaining a property — mowing, trimming, etc. —
they're serving customers and contributing to your company'’s financial well-
being. Your task as a company owner or field supervisor is to maximize this time
and minimize the time when their not actually servicing properties.

To compete in today’s landscape maintenance/mowing market, you must es-
tablish systems to make your crews as efficient as possible, says longtime industry
consultant Jack Mattingly. He says that even small increases in employee produc-
tivity, measured over the course of a season, can significantly improve a com-
pany’s bottom line. He offers these suggestions for boosting crew efficiency:

®m Have crew members fuel and load their service vehicles the

night before.

® Park service vehicles at your shop so you don’t need to be
moved around the next morning. They should be ready to roll

when the crews are.

32

® Equip walk-behind mowers with a stand-on sulky like a Velkey
or Jungle Wheels. It will dramatically increase production.
m Consider having a mobile snack service (what Mattingly refers
to as a “roach coach”) show up at your shop early each work day
for coffee, donuts, etc. Make sure the vendor packs up before
your crews are scheduled to leave the yard.
® Dismiss marginal employees and non-performing employees.
The sooner you do this, the better.
— Ron Hall

LANDSCAPE MANAGEMENT / MARCH 2002 / www.landscapemanagement.net

eration. McDonald's knows exactly what it
costs to get an order from them to you.
Why should your business be any different?
Don't charge “x” number of dollars per

manhour because your competition is
charging “x" number of dollars per man-
hour — know why you charge what you
charge. The success of your business is
more important to you than the success of

your competitor’s business, isn't it?

Don’t second-guess

I found myself second-guessing my bids a
lot. I knew other companies were bidding
on the same jobs we were, and knew they
were bidding less than we were. I caught
myself thinking they were right and |
needed to adjust my bid. Unfortunately,
we were trying to bid against other compa-
nies that had no idea why they charged
what they charged.

[ finally realized I was on the same path
of destruction as them. When we estab-
lished our current bidding strategies, we
began bidding with confidence. We calcu-
lated our cost per hour of operation and
knew what we needed to charge. By know-
ing our cost, it made the service easier to sell.

How did we develop our bidding system?
We put together a system that accurately

continued on page 35



Our fertilizer
comes with
a built-in
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insurance policy. H_

UHS Signature Brand Fertilizers with Prospect Plus
not only provide quality nutrients, they also work to:

* Help turf establish or withstand

environmental stresses

* Develop a more fibrous, extensive

root system

* Build greater shoot mass

* Increase uptake of soil nutrients
and moisture

* Increase photosynthesis

* Enhance early plant growth and vigor

UHS Signature Brand Fertilizers with Prospect* Plus have been impregnated with a proprietary nutrient solution that has
shown a remarkable ability to improve vigor, quality and stress tolerance in turf, trees and ornamentals. The patented additive in
Prospect® Plus has been tested extensively on many crops, including turf, in laboratory, greenhouse and field studies in the U.S.

and several other countries.

Those studies have consistently shown a
positive effect on early plant growth and
development and with mature plants under
stress. Sod farms results show that turf can be
harvested earlier due to increased root mass and
quicker establishment from seed or sprigs.
Mature turf has greater root mass with a noted
"tighter" visual appearance and less
susceptibility to stress.

The same benefits can be found in Prospect;
a liquid micronutrient for foliar application or for
use in fertigation systems.

Effect of Fertilizer with Prospect Plus on
Creeping Bentgrass Density
Ohio Turfgrass Foundation Research and Educational Center - 2000

% Turf
Treatment Rate Density
Check 60.00
Fertilizer (46-0-0) 0.014 Lb. N/1000 sq. ft. 7200
Fertilizer (46-0-0) + Prospect Plus 0.014 b. N/1000 sq. ft. + 48 oz./acre 77.00

Seeded on August 4, 2000 with G-2 creeping bentgrass at a rate of 2 bs. per 1000 sq. ft.
Density measurements were based on % cover taken visually on 10/4 (8 weeks after treatment)

Study Results: “.. a significant increase in creeping bentgrass establishment two months
after seeding with the application of fertilizer and Prospect Plus compared to the untreated
control.” A 22% improvement over check and more than a 12% increase over fertilizer
alone!

For more information, contact your local UHS representative

www.uhsonline.com
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Program some
of our greatest hits
into your playlist.

Here’s just a few of the seed titles you've come to know and love.

SIGNATURE MARVELGREEN RYEGRASS BLEND is a well-known blend containing top-rated varieties such as Palmer Il and
Prelude IIl. It's extremely wear tolerant and is well-suited for any application in any region, including overseeding in the South.

SIGNATURE CLOSE CUT BLUEGRASS BLEND contains three of the best Kentucky bluegrass varieties including Princeton 105,
Apollo and Rambo to provide top performance under close mowing conditions.

SIGNATURE TRINITY PERENNIAL RYEGRASS BLEND is a three-way blend of the finest perennial ryegrasses available, includ-
ing the highly-rated Palmer lll, making this blend an excellent choice for tees, fairways and sports turf.

SIGNATURE DIVISION | SPORTS TURF MIX is a quick-establishing turf mixture containing three top perennial ryegrasses plus
one top-notch Kentucky bluegrass variety for improved wear tolerance.

SIGNATURE STADIUM MIX contains three excellent tall fescue varieites including Scorpion, Shenandoah Il and Gazelle as well
as Dragon Kentucky bluegrass to produce good sod forming qualities with outstanding drought and heat tolerance.

Only United Horticultural Supply offers the Signature Pure Seed Tag ™
assurance of quality. This tag means every seed lot has undergone testing
and found completely free of noxious weeds and unwanted grasses

a
For more information, contact your local UHS representative

www.uhsonline.com A
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continued from page 32

measured the cost of each job. This included:

® the equipment needed,

m the hourly production of the

equipment,

® the mowing time required,

® the trimming time required,

® the blowing time required,

u the level of difficulty of the job,

® travel time

® any contingencies and

® overhead.

The biggest factor in determining a bid
is the total number of man-hours to com-
plete the job.

Also, knowing the production possibili-
ties of each piece of equipment your com-
pany uses is critical to the success of esti-
mating the man-hours necessary to mow a

given area. The formula I use is simple and

easy to remember: ground speed (mph of
the unit) times width of cut (inches) di-
vided by 120 (assuming 80% productivity
from the operator)
equals production capa-
bility per hour of oper-
ation. As an example,
let’s consider a mower
with a ground speed of
4 mph and a 48-in cut-
ting width. Multiply
the two factors and di-
vide by 120 (assuming
80% productivity al-
lowing for overlap,
turns and terrain differ-
ences) for a production rate of 1.6 acres
per hour. (For more info, See “Best Prac-
tices” page 92.)

Calculate the trimming and blowing
time by taking a given percentage for each.
We've found you can add between 25% to
35% of the mowing time to your bid to
cover the time necessary for weed-eating.
Increase or decrease these amounts de-
pending on conditions.

The sharpest cut of all

It's not every day at our editorial office that we get a package with a mower
blade in it. In fact, we'd never gotten one until a long, thin package arrived from
Janik Technologies Corp. last month.

This blade was unusual because it had razor-sharp metal inserts on its two cutting
edges. | held up a sheet of paper and managing editor Jason Stahl sliced it easily.

Our interest piqued, we contacted the blade’s co-inventor, Jim Blarek. He says
he and Dave Nemke came up with the idea of the metal inserts (“They can be
tapped onto the blade in seconds,” he says) because he was sick of sharpening
the blade on his mower. Also, he wasn't satisfied with the cut his mower gave his
one-acre property in Hatley, WI.

Working off the concept of a utility knife, Blarek and Nemke designed the in-
serts to be tough, sharp and replaceable. The two and Randy Janikowski of
Janik Technologies, took prototypes to the 2001 Mid-Am Horticultural Trade
Show in Chicago and were mobbed by landscape companies demanding to
know where they could get the blades, says Blarek. A month later, in February
2001, Blarek and Nemke got a patent for his unique blade design.

“New mowers have cup holders, zero-turn radiuses, cruise control and just
about every other option, but nobody has ever really changed the object that
does the work — the blade,” says Blarek. “Not until
now anyway.”

Blarek says several mower manufacturers have
expressed interest in equipping mowers with the
blades, and discussions with a blade manufacturer
are ongoing.

Field testing has shown that the blades, even when
dull, are sharper than a recently sharpened traditional blade,
says Blarek. He claims they give a cleaner and faster cut than
OEM blades. They also save fuel and wear on mowers. Best of all,
you don’t need to remove the blades from the
mower to replace the sharp edges.

When will these blades become available
to landscapers? That's up to the industry and
its suppliers, says Blarek. “Every industry has
its own way of doing things and it's always
hard to accept change.”

For more information about the blade,
contact Janikowski at rjanik1@msn.com or
715-446-2316.

— Ron Hall

Take between 4% and 8% of your
mowing time and use it as the blowing

money for business education.

All of us must consistently look for ways
time for most residential jobs. This has to become more efficient and better man-
been reliable for our service through agers. | have yet to meet anyone across the
the years. country who has told me, “I can’t wait until
It still amazes me to see how many fail-  the day I go out of business.” Lm
ures there are due to improper bidding.
We often think nothing of spending thou-
sands of dollars on trucks, trailers and

equipment, but don’t want to spend

— The author is owner of Wayne's Lawn
Service, Inc., Louisville, and offers consulting
services through Profits Unlimited. He can be
reached at 800/845-0499.
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BY HANK WILKINSON

od is a perishable product. It
can die, but long before it dies
it can be stressed, stunted or
forced into dormancy. It con-
tains more than just grass
plants and soil. In fact, the soil
contains millions of microor-
ganisms, small animals and plants, all of
which must be nurtured to maintain a beau-
tiful and healthy lawn.

A number of important issues are worth
keeping in mind to ensure the new sod will
perform. Failure to recognize these practices
could result in failure of the sod and the re-
sulting loss of your income. Here are my top
10 ways to botch a lawn installation job, not
to mention harming your reputation.

Underestimate the time and planning it

takes to install sod. Preparation is re-
quired to ensure that you and the landscape

- -« 0or, 10 ways
to not get paid
for your next
turf installation

project

are ready to receive sod. Overestimating how
many yards of sod you or your crew can in-
stall in a day can cost you big money. Sod is
perishable and can die even before you unroll
it. Never make the sod wait to be installed.

Buy poor quality sod. If you start with
2 poor quality sod (weeds, weed seeds,
disease or insect damage, old, thatchy, poor
variety, etc.), you'll wind up with poor
quality lawns and unhappy customers. Poor
quality sod will cost you money in terms of
handling, causing you a lot of extra trimming
and leaving you with unwanted scraps. In-
spect and buy only top quality sod.

Don’t be ready to receive the sod deliv-
3 ery. When sod is ordered, it's usually cut
late in the afternoon the day before or very
early the moming of the delivery. This guar-
antees that you and your customer get the

continued on page 38
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landscape Artists — express yourself.

Bobcat equipment
is tough, yet sensitive
enough for your style.

Landscaping demands the right equipment. Tough enough to handle all
the heavy lifting, digging and pushing you’ve got — and sensitive enough
to take care of the most precise applications like grading, leveling and
laying sod. That's why there’s one right choice for landscapers like you.
Bobcat equipment. It's tough and sensitive and fits you like a work glove.

ar>

Visit our website or call for a FREE “Bobcat: One Tough Animal”

Video Catalog and 2002 Buyer's Guide. o c a
Bobcat Company * P.0. Box 6000 » West Fargo, ND 58078 = 701-241-8700 ®
www.bobcat.com One Tough Animal
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continued from page 36
freshest, coolest sod. Remember, the mi-
croorganisms that live in the sod respire, so

they're always generating heat — like you
when you carry rolls of sod. In addition,
sod cools itself by evaporation (like sweat-
ing). However, once sod is harvested and
rolled up for delivery, it cannot cool itself
nor dissipate the heat from the microbes. It
can reach a temperature of over 130° F in
24 to 48 hours if left rolled up. Also, if
you're not ready to receive the sod, you'll
infuriate truck drivers who have to wait,
and the delivery person won't be able to
place the sod where you can use it effi-
ciently. In short, you'll have to handle the
sod more, which will cost you money.
Don’t order the sod until you're sure you
can install it.

Don’t prepare the soil properly. Sod
4 starts to form new roots as soon as it's
harvested. These roots need to find porous,
moist, cool soil. Till the soil, remove any
debris and rocks, and make sure the soil
doesn'’t contain too much (<30%) clay.
Have the soil tested if you suspect it has
too much clay. When you lay good sod on
poor soil, the sod won't root, the density of
the turf declines, and the grass desiccates in
the summer. Further, poor soil preparation
will require more water, more fertilizer
and more explanation, all of which will

|
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Prior to installing sod, remove any
rocks and debris from the soil.

Before you buy sod. ..

= Seek out a reputable sod producer
® Ask what varieties of seed make up the sod
= Ask how old it is (<24 months is best)

= Visit the sod farm and inspect the fields with the producer

cost you more
money. Make sure
your soil has a
good texture. If
needed, add or-

ganic matter and

and neatly cut

good topsoil and
till it into the top 3 to 6 inches of the soil.
Don’t add water to cool the soil.
Water cools the ground and helps
the sod to root. The sod you're installing
just had about 80% of its roots cut off
and therefore can’t absorb water efhi-
ciently. Keep the sod and the soil below
it moist and cool to prevent desiccation
and root “stinging,” or death caused by
dry, hot soil. The soil surface in the mid-
west can reach 130° F on a bright, sunny
day. If the sod gets hot while on the pal-
let and then is installed onto hot soil, it
will be heat stressed and may go dormant
(off-color green or brown, and no new
root growth). Thoroughly wet the soil to
about three inches deep between 24 to
48 hours before you install the sod. By
the time you install the sod, the soil sur-
face will be dry enough to work on.
Once the sod is unrolled, the moisture in
the soil will migrate up to meet the sod.
You won't have to add as much water
after installation, and the sod won't go
dormant.

38 LANDSCAPE MANAGEMENT / MARCH 2002 / www.landscapemanagement.net

u Check the thatch layer: it should be less than <5/8 in. thick
= Inspect the sod when it arrives: it should be moist, cool

—HW

Do a sloppy installation. If you've left

big seams or had to patch a lot of little
holes because you didn’t trim correctly,
your customer will be unhappy. Pay atten-
tion to details. Stay off the soil as much as
possible before you install the sod. Once
the sod is rolled out, work on it only when
necessary to fit and trim it, then stay off it.
Remove any air pockets beneath the sod:
they'll cause it to dry and turn brown. Use
a riding roller to ensure contact between
the sod and the soil. Don't use a hand
roller: your feet will damage the sod as you
struggle with the roller. Finally, as you roll
out the sod, give it a good soak. This will
prevent shrinking and heat stress.

Don’t tell the customer how to man-
7 age the sod. Homeowners, although
well-intentioned, don’t have a clue as to
how to properly establish turf. If you, the
installer, leave the sod care entirely in the
homeowner’s hands, expect callbacks and
complaints. In general, people water lawns
too frequently and don't apply enough

continued on page 40



Equipment Knowledge: Check

Local Ownership: Check

Mechanical Expertise: Check

THAN JUST EQUIPMENT.

Knowledgeable people. Reliable equipment. Fast service.
For a store near you, call 1-800-RENT-CAT.

Wil g
H\l Rental
www.TheCatRentalStore.com S I [] H [@,

2001 Caterpillar
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continued from page 38

water. Another problem is improper mow-
ing. After installing the sod, leave a written
description of how to care for it. Review
this with the customer. If you need a plan
like this, visit the Midwest Sod Council’s
Web page (www.midwestsodcouncil,
com) for details.

Leave the on-going mowing, fertilizing

and watering up to the customer.
Your customers want a beautiful lawn;
otherwise, you wouldn't be installing one.
They also want to help care for the sod.
However, most customers are busy and
not knowledgeable about taking care of a
new lawn. The least you should do is in-
struct the customer on proper manage-
ment for the turf: when to mow, fertilize,
and water their lawn. They must realize
that the first few weeks after installing sod
are critical to proper establishment.

Don’t tell the customer when they can
9 get on the grass. Customers should
know that grass is not that fragile after it's
installed, but they need to use some cau-
tion. Sod can be walked on by humans and
animals immediately after it's installed.

However, caution your customer to avoid

® After you graded the soil, you
forgot to come back and put the
sod down.

® You gave the sod company a de-
livery address in another town.

* You bought sod from the same
guy that sells velvet Elvis pictures
along Rt. 66.

® You put most of the sod
greenside up, but not
all of it.

¥ [t was too hot
to water the sod,
so you did it the
next day.

® You gave the
customer’s little

any activities that cause lat-
eral movement and shearing for about 4 to
6 weeks. Tell the customer what they can
and can't do on the grass, and explain why.
1 Don’t check up on the sod’s
progress. This may take both diplo-
macy and salesmanship, but try to get the
customer to allow you to perform post-in-

stallation services. In most cases, you don’t
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The real reasons _
you won't get paid

Properly trimmed sod fits neatly
together and doesn't leave big
seams or lots of little holes.
Patching takes time and the

job doesn't look as neat.

poodle a whack for “watering” on
the new sod.

® The last thing you did on the job
was paint the grass green.

® You tried to explain why summer
patch developed in the sod and got
caught BS-ing!

® You let the customer’s kids help,
and then blamed the sloppy
job and overtime on them.

® You just read this

article and have
no idea what
the author was
talking about.

—HW

want to leave the success of your efforts
and professional reputation in the cus-
tomer’s hands. Prepare a schedule and list
of how you'll inspect the lawn during the
critical establishment period (3 to 6 weeks).
— The author is associate professor of turf-
grass science at the University of lllinois and
a popular speaker at regional and national

turfgrass conferences.

ILLUSTRATION: HARRY NELSON
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WE’RE FLATTERED THAT COMPETITORS

KEEP ATTACKING PENDULUM.

THAT’S WHAT HAPPENS WHEN YOU SET

THE INDUSTRY STANDARD

FOR EXCELLENCE.

BASF
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.‘?ml Pendulum’ herbicide consistently controls crabgrass better than other preemergent herbicides.* What
" more can we say? How about Pendulum controls costs better, 1oo, to offer you far greater value. It also
controls a broader specirum of weeds than any other preemergent—more than 40 grassy and broadleaf
weeds, such as oxalis and spurge, in all. Plus, Pendulum comes in granular and liquid formulations, and
BASF pendimethalin is available on fertilizer from Scotts and Helena, for maximum application flexibility. With Pendulum,
there's just so much more fo falk about than crabgrass.
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‘:1\ LOT ABOUT CRABGRASS.

NEVER COMES UP.

To learn more about why everyone's falking about Pendulum, call
1-800-545-9525 or visit www.turffacts.com.
Always read and follow label directions.

WE DON’T MAKE THE TURF. WE MAKE IT BETTER.

BASF
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weeseirs | gWard-winning landscape management

Busch Gardens

2001 PGMS Grand Award Winner for
Amusement or Theme Park

a4

Property at a glance

Location: Tampa, FL

Staff: One Source Landscape &
Golf Services

Category: Amusement or Theme Park
Total budget: N/A

Year site built: 1959

Acres of turf: 125

Acres of woody ornamentals: 104
Acres of display beds: 3

Total paved area: N/A

Total man-hours/week: 3,000

Maintenance challenges

P High profile/high attendance park
P> Strict ride/animal safety restrictions
P Time/visibility/noise restrictions

Project checklist

Completed in last two years:
» Elephant display renovation
» North veldt renovation

P Ewasi roller coaster landscape

On the job

» 75 full-time staff, 5 licensed
pesticide applicators

Busch Gardens attracts millions of pay-
ing customers a year. The pressure is al-
ways on the staff of One Source Land-
scape & Golf Services to keep the
popular theme park looking perfect.

Aside from a constant parade of foot
trafhic of visitors, the grounds crew main-
tains several different types of land-
scaped themed areas, including jungles,
deserts, savannahs, topiary gardens and
big beds of color. If the Edge of Africa
landscapes appear a little wild and over-
grown, don't worry — it's intentional.

It's one thing to have to deal with an
ornery possum or armadillo once in
awhile, but can you imagine fighting off
crocodiles in your daily landscape main-
tenance chores? Workers have to be sus-
pended in safety harnesses to access the
jagged walls of the Nile crocodile pool
and maintain the crinum lilies, fountain
grasses, firecracker plants and purslane.

Workers meticulously time applica-
tions of fertilizers and other chemicals
for peak effectiveness and also to build in
an extra measure of safety for employees
and park guests.

MANAGEMENTI

Workers time applications of fertilizer and
chemicals for peak effectiveness and safety.

Irrigation specialists have their own
challenges in this account. They regu-
larly perform zone checks to make sure
the irrigation performs as expected.

It's a big job with seven irrigation
wells, 120 clocks and over 1,000 zones

on the property.

Editors’ note: Landscape Management is the exclusive sponsor
of the Green Star Professional Grounds Management Awards
for outstanding management of residential, commercial
and institutional landscapes. The 2002 winners will be
named at the annual meeting of the Professional

Grounds Management Society in November. For more
information on the 2001 Awards, contact PGMS at:
720 Light St. » Baltimore, MD 21230 « Phone: 410/223-2861. Web-site: www.pgms.org

LANDSCAPE MANAGEMENT / MARCH 2002 / www.landscapemanagement.net



The grounds crew at Busch Gardens,
Tampa, has to care for several
different types of landscapes, in-
cluding jungles, desert-like land-
scapes, savannahs, topiary gardens
and big beds of color.
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PROGRESSIVE ATHLETIC FIELD MANAGEMENT

Intields to build
reputations

Secrets to great infield soils from a former

46

Major Leaguer and a master of the art

BY PAUL ZWASKA

Editor’s note: This article is the second in a series of
three that will discuss the basics of infield care.

he soil type you use on your
infields is vital to its playability
and, ultimately, to your reputa-
tion as a grounds professional.
It's your responsibility to know
and select the best soils for your
baseball or softball infields.
That's where you prove your worth.

Don'’t rely upon a supplier to make the decision for
you. Most suppliers don’t understand the special char-
acteristics needed for a superior infield surface. The
soils they often recommend are too sandy and unsta-
ble. They won't be able to meet the six basic criteria
you should always strive for in building, repairing or
maintaining a skin infield: traction, playability, re-
siliency, surface drainage, appearance and consistency.

Select a soil you can compact for stability but
fractionate with moderate agitation when using an
Aero-vator or greens aerator. This will crack the soil
open so it will accept water more easily but won't
introduce too much pore space, which can deterio-
rate the base mix’s firmness.

Don't overdo it. Rototilling introduces large

Former Baltimore O’s grounds pro Paul Zwaska says that
75% of baseball or softball action happens on dirt.

amounts of pore space into a soil. (However, ro-
totilling is acceptable to thoroughly mix amend-
ments or large amounts of soil to the existing skin
when it needs it.)

continued on page 48
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For every job on your field, there’s a John Deere made especially for
it. A full-line of quality equipment, born out of the suggestions and
critiques of sports turf managers and their crews. From quality
mowers and tractors to aerators and utility vehicles. But it doesn't

end there. We follow it up with the industry’s best operator manuals,

‘! tech literature, and support hotline. We deliver quality parts 365 days
R 2 year, with a 99.5% fill-rate overnight. And we offer the JOET
MasterLease, the most cost-effective way to acquire turf equipment.

For more on how John Deere can make a difference on your field,

call your local John Deere distributor or 1-800-537-8233.

| ,‘}f“( Circle No. 129
www JohnDeere com

G

NOTHING RUNS LIKE A DEERE



ATHLETIC TURF

continued from page 46

Soils are typically classified by the per-
centages of soil sand, silt and clay in them.
You have to choose a soil with the right
binding qualities because there’s no turf-
grass root mass to help stabilize the infield
surface. The soil needs to bind enough to
permit adequate traction, yet it can’t com-
pact so much that water won't infiltrate it.

The two basic characteristics that influ-
ence how well a soil will compact and bind
up are:

1. The percentage of clay in the mix. The
combination of clay and water is the glue
that holds soil particles together. Too
much clay in the soil mix may make it too
hard and difficult to manage.

2. The shape of the sand in the mix.
Sand grains in a good infield mix should
have an angular to sub-rounded surface
texture and a relatively non-spherical
shape. Sands that are somewhat angular or
rough on the surface will lock up better
mechanically and thereby help to firm up
and stabilize the soil. Sands that have a
rounded or smooth surface will tend to re-
sist firming up due to their lack of surface

FIG. 2 COMPARING THE RELATIVE
SIZES OF SOIL SEPARATES

FIG. 1 SOIL TEXTURE TRIANGLE
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texture. Imagine trying to compact a bowl
of ball bearings with your fist. Sand parti-
cles that are too round show the same
characteristics and aren't suitable for an ex-
cellent infield.

Soils vary widely throughout
the country, but there are gen-
eral recommendations that can
be used as guidelines when
choosing an infield skin base soil.
Use them as the starting point to
formulate the specifications for
your mix according to available
soil supplies, climate and field
conditions.

The area shaded in the soil
texture triangle shown in Fig. 1
indicates an infield skin’s opti-
mum range of soils. Other soils
outside of this shaded area
(mainly just to the right) can
provide the qualities needed for
an infield skin. They will, how-
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ever, require the addition of soil amend-
ments in order to acquire the desired traits.

When ordering infield soil material
from a supplier, make sure the soil is
shredded and thoroughly screened to re-
move any trash such as rocks, clumps and
twigs. Double screening is always a good
idea, if possible. It might even be worth
purchasing your own small soil screening
machine.

When your infield mix has been deliv-
ered, check the quality of the material be-
fore it's unloaded. Make sure it’s clean.
Never hesitate to refuse a load of soil if the
quality appears questionable. Once you get
a bad load of soil on your infield, you'll be
stuck living with it until the day you re-
move it. Or management removes you.

If you're unhappy with your existing in-
field base soil, take a sample and send it to a
private soil testing lab or local county ex-
tension office for a soil particle size analysis.

continued on page 50



You’ll Get More
' Than a Kick
Outof Us...
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nu-gro

In fact you can get up to a full season of kicks and top growth to help turfgrass withstand
when you use the fine-tuned, controlled- many types of stress.

release mechanisms in Nitroform®,
Organiform® and Nutralene®. Products that
give plants the nitrogen needed, when it's
needed, season-long.

Used in a well-planned fertility program,
Nitroform, Organiform and Nutralene provide
for rapid turf regeneration. And their
release characteristics

allow minimal leaching of
nitrogen into ground-

water or surface water.

Precise control of nitrogen } ——
promotes the balance :"'"‘
necessary between roots 3

Effective, Safe and Environmentally Sound

Nu-Gro Technologies, Inc., 2680 Horizon Drive SE. Suite F5, Grand Rapids, Ml 49546
Telephone: 1-888-370-1874 www.nugrotech.com
Nitroform, Organiform and Nutralene are registered trademarks of Nu-Gro America Corporation
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TurfVigor®

TOO BAD
the guys

who play

on your field

DON'T

have such an

EFFECTIVE

A Program Using TurfVigor®:
e Enhances turf color

* Improves root growth

* Promotes greater stress tolerance

¢ Stimulates natural defenses

¢ Maintains root mass

Invigorate your high-spec,
high-stress turf with this
complete nutrient, biostimulant
and patented microbe complex
from Novozymes, the world
leader in applied microbiology.

Your turf looks and plays better.

Which means you look better.

-
CLEARY

178 Ridge Road
Dayton, NJ.08810-1501
1-800-524-1662

wwweclearychemical.com

novozymes.}‘x>
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INFIELD SKIN BASE SOIL GUIDELINES

Comments

Higher amounts=>soil mobility=>maintenance.

Avoid sands with surfaces that are severely
angular or rounded as well as highly spherical.

Stay with lower end of recommended values to

avoid dusty infields. High levels of silt will
increase the slickness of an infield skin when
it is wet.

Soil separate = Recommended
% range of
soil separate

Sand 50-70%

Silt 15%-35%

Clay 15%-35%

Infield soils with clay contents higher than

25% may require the addition of soil
amendments for proper soil consistency.

continued from page 48

This test will give you the percentages of
sand, silt and clay as well as the sand shape
and sand particle size distribution. You
can’t improve on an infield soil unless you
know what's already out there. Once you
have your results, you can plan a course of

action for improving or replacing that soil.

Infield skin topdressings

Four basic types of infield skin topdressings
exist on the market today — calcined clays,
vitrified clays, crushed aggregates and di-
atomaceous earth. Each has its place in the
industry due to its physical characteristics
and/or availability in certain regions of the
country.

Calcined clays. Calcined clays have been
the standard in the industry for several
decades. They're created from naturally oc-
curring clays mined from the earth and
processed in a rotary kiln at temperatures
anywhere between 1,200°F to 1,600°F.

The intense heat creates a solid, stable
particle that absorbs large quantities of
moisture but doesn't change the clay’s
physical characteristics. Calcined clays
have an enormous number of micropores,
which create strong capillary action that

can wick up water at tremendous speed.
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Dark-colored calcined clays (grayish black)
are typically fired under the lowest temper-
atures to help maintain the dark color. The
hotter the clay is calcined, the redder the
material gets. Other colors are available via
a dying process, but this process can ad-
versely affect these clays’ capillary action
and water-holding capacity.

Calcined clays come in several grade
sizes for use as soil amendments, infield
topdressings or drying agents. They can be
purchased in bag or bulk form, but the ma-
terial should be kcpt under cover to pro-
tect it from rain until it's used. They're sus-
ceptible (compared to the other
topdressings) to being distributed across in-
field skins by strong winds or heavy rain.

Vitrified clays. Vitrified clays, also
known as porous ceramics, have only been
around for a little more than a decade, but
they’ve rapidly become popular with
groundskeepers at all levels of play.
They’re created using naturally-occurring
expansive clays that are processed through
a rotary kiln and heated to 2,000°F.

The extremely high heat causes the mi-
cropores in the raw material to rapidly ex-
pand, thus creating larger macropores. This
transformation destroys the natural capil-

continued on page 55



How do you get
more power to

the root of your
weed problem?

nd
o!'P

Herbicide

-~
Sl



The proof is in the leaf.
Monsanto scientists used scanning-
electron microscopy to photograph
the effects of weeds sprayed with
Roundup PRO and an imitator.
Taken just one hour after
application, these images clearly
show more formulation in the leaf
sprayed with Roundup PRO.

Get Roundup PRO" herbicide with
patented PROformance technology.

In the first two hours, it delivers three times more power
to the roots than Syngenta’s latest imitator product.

The proof is in the roots.’
Scientists also used autoradiography

to photograph and measure the amount
of herbicide in the roots two hours after
application. Time after time, at least
three times more herbicide showed up
in the weeds sprayed with Roundup PRO. ‘
With the imitator, barely any herbicide :
has moved to the roots. '
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This is a cross-section of a weed
leaf magnified 1000x. The yellow
droplets mean Roundup PRO is
already at work inside.

Scientific photography taken
two hours after application
shows three times more

Roundup PRO in the
roots. More color
means more
herbicide.

e proof is in your control.

See for yourself the difference Roundup PRO with patented

_ PROformance technology can make in your weed management.
\ See your dealer or call 1-800-ROUNDUP for more information.

This weed, sprayed with
8 the imitator, has almost
no droplets in the leaf.

In the first two hours,
almost no imitator
herbicide has moved

to the roots.



Free video shows science in action.

See PROformance technology at work in a free,
five-minute video. Scientists Dr. Tracey Reynolds

and Dr. Jimmy Liu demonstrate the autoradiography
and cryo-SEM techniques used to compare Roundup PRO
with an imitator on two identical weeds.

Call 1-800-ROUNDUP and ask for your
free Roundup PRO video today!

Always read and follow label directions. Test conducted with MON 77360, EPA Reg #524-475 wath comparison to Syngenta product
carrying EPA Reg. #10182-449. 1.Test r

thodology. In scanning-elect microscopy, Monsanto saentists identified penetrated formulations
of both Roundup PRO and Touchdown Pro in the mesophyll cell layer. These micrographs support the evidence that formulations containing
Monsanto’s patented PROformance technology rapidly penetrate the leaf surface. 2.Test methodology: Radiolabeled formulations were
apphed at equal acd-equivalent rates. Radioactmity was visualized by autoradiography following a simulated rain event two hours after
applica Monsanto laboratory tests, 2001, Roundup®, Roundup PRO" and PROformance™ are trademarks of Monsanto Technology LLC
{12748 jct 10/01 | ©2001 Monsanto Company RUPRO-12748




continued from page 50

lary action and moisture-hold-
ing capacity of the clay, which
is why vitrified clays absorb
much less moisture at a slower
rate than calcined clays. They're
typically reddish-orange in color
but can be customized to a spe-
cific color if desired.

Vitrified clay is usually sold
in one or two grade sizes, and
can be purchased in bag or
bulk form. It doesn’t have to
be stored under cover since it
doesn’t absorb a tremendous
amount of moisture. In addi-
tion, due to the material’s
heavy nature, it has a low sus-
ceptibility to being trans-
ported by strong winds and
heavy rains.

Crushed aggregates.
Crushed aggregates have been
used over the decades on ball-
fields because they're cheap
and readily available in most
locations. They're stone prod-
ucts that have been crushed to
fine grades. This category also
includes the use of crushed
fired brick as an infield top-
dressing alternative. The prob-
lem with crushed aggregates is
that all stone products crush
into very sharp, jagged or an-
gular pieces. Therefore, care
must be taken to make sure
that any of these materials
used on fields are ground down
fine enough so that the parti-
cles are not too abrasive to
players’ bodies.

Generally, crushed aggre-
gates absorb the least amount
of moisture of all infield top-

dressings. They're sold in bulk

Topdressing

Transportability

material by wind & rain

Diatomaceaous §
earth

Calcined clay
Vitrified clays I

Crushed
aggregates

and come in a variety of colors.
Like the vitrified clays, crushed
aggregates have a heavy bulk
density and thus a low suscep-
tibility to being transported off
of an infield skin by strong
winds or heavy rains. Crushed
aggregate material can be
found at most local or regional
quarries. Not all quarries, how-
ever, have the ability to crush
these materials down fine
enough to make it safe for use
on ballfields.

Diatomaceous earth. Di-
atomaceous earth is the
newest material to be used as
a topdressing. It's made of
sedimentary rock composed
of fossilized skeletal remains
of diatoms. It's crushed and
calcined to remove organic
contaminants but retains a
large quantity of micropores
that make it very absorbent.
The natural color of this ma-
terial is white due to the fact
that 86% to 94% of the prod-
uct is made up of silica. Usu-
ally it’s dyed a pinkish-red
color, but quite frequently
the coloring wears off and
eventually creates a glare
problem for infielders. It's
available in two grade sizes

and is sold in bags but may be

Topdressing

Water absorbing

material capacity

Diatomaceaous

high
earth 8

A
Calcined clay
Vitrified clays

Crushed
aggregates

available in bulk in the north-
west United States.
Diatomaceous earth has the
lowest bulk density of all top-
dressings and is highly suscepti-
ble to being transported off an
infield skin by wind or rain.

The particle structure is some-

what more fragile than the
other topdressings and will
tend to be the first to break-
down from the physical abra-
sion that occurs from dragging
an infield skin.

The next, and final, install-
ment of “The ‘Dirt’ on Infield
Skins” will discuss how to
amend or change infield skin

base soils, and how to deter-
mine what types of topdressings

to use on an infield skin. Lm
— The author is manager of
Beacon Ballfields and conducts
seminars on baseball grounds
maintenance. He can be reached
at beacon@ballfields.com.

FLOAT YOUR FIELD
Like The Pros!

Give your infield skin
the finished look of a
professional’s with
Beacon’s Cocoa Mat
Drags. Available in
hand drag size (6' x
30") and tow-behind
size (6' x 4' with
or without optional
leveling bar).

BALLFIELDS

For more information, call 800-747-5985
or visit www.ballfields.com
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Strategies

to combat traffic

It’s up to you, the turfgrass
manager, to say "enough is
enough” in saving your athletic
fields from long-lasting harm

8Y A.J.-POWELL, JR., PH.D:

ow much play should

be allowed on a game

field, or even a practice

field? No definitive an-

swer to that question

exists because field

- wear is determined by

the size and intensity of the athletes, turf
density and regrowth rate, and soil moisture
at the time traffic is imposed. Schools are in-
creasingly facing legal questions and are
being held liable for injuries resulting from
poorly designed or maintained facilities.

Traffic trouble

To have safer fields, you need to restrict
play on those fields to one sport only. You
also need a turf maintenance program that
promotes regrowth and turf repair.

There is no rule-of-thumb concerning
the number of games that can be played on
a field. Some years, when the fall playing
season is dry, 30 to 50 may not cause
much turf damage. But it takes only one
extremely wet game to destroy a great
field. Also, in most years, once the field
gets wet during fall, and especially after the

grass quits growing, the soil X |5
stays wet and turf under :
traffic declines rapidly.

The more traffic you
put on a field, the faster the
turf declines. Football
causes extreme wear be-
tween the 20s, and soccer
between the 20s and goal
mouths. The marching
band is also hard on the
field because musicians
tend to march along the
same lines all the time.
Also, band members often
execute spinning turns in
exactly the same spot re-
peatedly.

In most situations, properly maintained
native soil fields will withstand traffic as
well or better than fields with sand modifi-
cation and internal drainage systems. The
main advantage of sand-based fields is
they'll withstand much more use in heavy
rain situations. If a native soil field can be
rain-tarped for a few days prior to games or
practices, or if the game or practice can be
postponed until the field is drier, then
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The goal mouths are the most vulnerable part
of youth soccer fields. Portable goals give a
turf pro the freedom to spread the wear.

native soil fields can be protected from
heavy damage.

Bermudagrass
Bermudagrass forms a tight-knit, resilient
continued on page 58
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&‘ all Rain Bird® vou cannot afford to waste time and money at the job site. You
need to install irrigation products that work right out of the box and continue to deliver long after
you leave. For nearly seven decades, Rain Bird has been the preferred choice for contractors who

know that time is money. Install confidence. Install Rain Bird.

For your free tools to Install Confidence, call 1-800-RainBird (U.S. only) and request this CD
that contains product information, specifications and technical data or visit www.rainbird.com

for more information about Rain Bird products.
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continued from page 56
playing surface with lots of lat-
eral stems (rhizomes and
stolons) growing on or near
the surface. Bermudagrass
wear tolerance is great during
the summer and early fall, but
it can be easily overused in late
fall or early spring when the
grass is dormant (brown). If
the above-ground foliage is
worn off during heavy fall
play, it’s not likely to recuper-
ate in spring.

Increase spring recovery of
bermuda by covering the field
with straw or a synthetic cover

during winter, especially be-

These little athletes are a lot
easier on our community fields

than the bigger players.

tween the hash marks. This is
most important for the first
year after establishment, but
it's also important every year in
which our winter is very cold
(with little snow cover). Since
we cannot predict winter
weather, it’s preferable to al-
ways cover the field.

With moderate field use and
a minor amount of damage be-
tween the hash marks, you can
repair the field in May or early
June by hand-transplanting
sprigs or bermuda sod from ad-
jacent areas. If most of the field
is destroyed, you'll need to hire a

company to row-plant the field.

Shattertine®

Sportstine®

Finetine®

AerWay® offers low cost, low

maintenance, long lasting options for
all your turf aeration needs!

A Full Family of Tines - AerWay"

offers you customized aeration options ( Aer Way")

for your greens, tees, fairways and

roughs.

Effective Deep Tine Action - goes to
the heart of soil problems by relieving

compaction. This results in strong
root growth and outstanding
drought resistance.

AerWay® - Effective Aeration

When You Need It - Where You Need It!
for further information call 1—800—457-83 1 0

Advanced Aeration Systems

www.aerway.com aerway @thehollandgroupinc.com
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10 Way to reduce sports

field traffic

D U B W N

. Restrict use when soil is extremely wet.

. Restrict use when soil is dry and turf is wilting.

. Always rotate heavy play areas during practices.

. On game fields, restrict all practices to a minimum.

. Restrict use when grass is dormant.

. Restrict use until new grass is mature. This generally

requires four to eight months post-establishment.

~

. Prohibit use when surface is thawing.

8. Prohibit all unofficial play, allowing no pick-up games.
9. During heavy-use season, mow grass as tall as possible.
10. Use tarps on bench areas to reduce severe wear by
coaches and team members.

Some new bermudas can be
seeded in May or June at a
much reduced cost, but these
seeded varieties aren’t as winter
hardy and don't have the play-
ing quality of the vegetative va-
rieties. They can, however,
provide a decent quality turf
before late summer play. They
can be seeded into established

vegetative varieties.

Tall fescue/perennial
ryegrass

Tall fescue and perennial rye-
grass don’t have good summer
wear tolerance, but if they're
fertilized with nitrogen during
the fall playing season and
mowed relatively high, they'll
continue to resist wear during
the entire playing season.
They also don't form a tight-
knit, resilient sod. When tall
fescue and perennial ryegrass
fields become worn, then

used when soil is wet, the sur-
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— AP

face is disrupted, roots are
dislodged, and mud oozes to-
ward the surface.

Spring use of tall fescue and
perennial ryegrass fields is supe-
rior to bermuda since the cool-
season grasses begin to grow in
March. But if these fields are
used in both the fall and spring,
reseeding/renovation cannot be
accomplished at the same time
because the traffic will kill ger-
minating grass seedlings. It’s
difficult to reseed cool-season
grasses in late May/early June
and get establishment needed
for fall play. This is one reason
bermudagrass is often chosen
over tall fescue/perennial rye-
grass — it needs hot weather
and can be renovated during
late May/early June when fields
are less likely to be used. um

— The author is an extension

turfgrass specialist with the
University of Kentucky.
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Sod Cutter Sod Cutter

Power up your earnings with Turfco Direct. When you choose Turfco, you're getting tough, long-lasting equipment. Our
factory-direct prices save you money. Factory-direct parts, service and a 2-year warranty save you time. And having less down
time will increase your profitability. Flex your moneymaking muscle — order Factory Direct to you.

www.turfco.com
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Cleveland firm
lowers, levels
historic playing

surface

he New York Yankees
baseball team plays in
historic Yankee Stadium,
one of the oldest remain-
ing Major League facili-
ties. But they’ll be com-
peting on one of the
newest turfgrass fields.

Cleveland-based contractor S.W.
Franks Construction reconstructed the
baseball field during the off-season. The
company faced a tight deadline because it
had to have the field in championship con-

dition for New York’s April home opener.
“We used the complete resources of
our company to provide the Yankees and

gets a facelift

the City of New York with the best
playing field that can be built,” said Paul
Franks, executive vice president of S.W.
Franks.

“We have been working the past several
winters with some tough schedules and
weather conditions,” added Al Ewing, vice
president of operations. “While we always
get a little nervous about what could take
place, we wouldn’t have missed this chance
for the world.” Other recent jobs include
completion of field construction projects for
the NFL Cleveland Browns, Cincinnati
Bengals, Pittsburgh Steelers and, most re-
cently, the Major League Pittsburgh Pirates.

Lowering the field

One of the most important objectives de-
signers face may surprise many spectators
— the need to dramatically lower the ex-
isting surface. “Most people may not be
aware of the steep drop in grade that oc-
curs in the infield from first and third base
to the playing field wall,” explained Dar-
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ren Varner, S.W. Franks vice president.
“Currently, two feet of elevation change
occurs in about a 20-foot-long run be-
tween the skin and the wall. It used to be
three feet prior to a minor renovation a
few years ago.”

After all, the team would like to be
able to see the ball rolling in the outfield
from the dugout. Before reconstruction,
the right field comer was about 10 inches
higher than the left field corner, while the
center field was the highest point on the
field. In addition, the left outfield wall is a
chain link fence, while the right outfield
wall is concrete.

“We modified the outfield wall and
pads to accommodate a full-scale lower-
ing of the outfield and warning track,”
added Varner.

Field modification required a surface
grading to allow for an approximate 16-
in. lowering of the infield and maintaining
of the existing elevations of monument

park and outfield bullpens.

Movin’ earth

In some areas, workers removed as much
as three feet of existing soils from the field.
This cut accommodated the profile re-
quired for the sand-based growing
medium. The infield mix was removed first
and stored adjacent to the site for reuse
later. Once sub-grade elevations were com-
plete, the company constructed the sub-
drainage system. The irrigation system was
installed, followed by a gravel blanket
layer, which was spread evenly over the
subgrade area. Irrigation laterals were also
installed into this layer.

Following these stages, a laboratory-tested
and approved rootzone mix blend was man-
ufactured off-site and brought to the site and
spread over the gravel blanket. After the mix
was compacted and laser grade-verified, big
roll bluegrass sod was installed. Lm



We’ll sniff out more green for your business.

The smell of success is right under your nose when you go with
ProSource One. Every product and service you need to grow your
corner of the world to its greenest potential is available from us. We
see things differently — so that you see better business

Welcome to a Greener World PROSOURCE

www.prosourceone.com
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Skid-steers and their
attachments

BY CURT HARLER /
CONTRIBUTING EDITOR

n a perfect world, tractor at-
tachments would work on skid-
steers and vice versa. Salespeo-
ple live in that perfect world.
They’ll always tell you it'll fit.
Engineers, however, live in a
less cooperative universe.

Look at the bucket on a Bobcat or New
Holland skid-steer. It's not high, but has a
long floor that gives it good capacity and a
good sight-line along the long edge for
grading. A tractor bucket is comparatively
short and high, explains Tom Siefert, prod-
uct manager for tractors and implements at
Kubota, Torrance, CA.

Take a pencil, balance it on one finger.
Now move it a quarter-inch to one side.
What happens? The geometry is the same
with a loader, Siefert says. “The breakout
force on a tractor is optimized for that
short bucket. Put a skid-steer on it and you
reduce the breakout force.”

Time to change?

While he says it's always better to use a
matched attachment for either a tractor or
loader, Siefert has no problem changing
around, as long as someone reads the man-
ual. Landscapers can save money by not
buying a second tool, but they have to
know it might not be as efficient. You may
lose 15% power and some time, but you
will save money.

“Every manufacturer is beating the idea
of versatility, but everything has limita-
tions,” Siefert says. “Yes, it may fit. But is it
appropriate?”
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Hydraulics can be a bugaboo. Be sure
you're not driving an eight-gallon hydraulic
post-hole digger with a five-gallon system.
“Pallet forks are a no-brainer,” he says. But
he’s cautious about buckets, especially
those operated near the limits. Put the
bucket from an 1845 skid-steer on an L-se-
ries tractor and you'll likely overload the
tractor, especially if the dirt is wet or you're
moving aggregate.

Companies like Woods and Land Pride
now specify minimum pto for their brush
cutter attachments. Sure, most equipment
will fit a 3-pt. hitch and 540 rpm pto, but
“just because it mounts doesn’t mean it will

work right,” Siefert says. “Check the manual.”

Bobcat’s skid-steer loader can
accommodate 50 attachments.

2002 / www.landscapemanagement.net

Buying

considerations

Selecting the right skid-steer loader
for your landscaping business can be a
bit baffling since there are dozens of
choices. For starters, Doug A. John-
ston, sales manager for skid-steer
loaders at Caterpillar (www.cat.com),
says there are a few things you need
to consider:

Analyze the type of work you do.

What are the typical projects you
work on, and what tasks are required
to complete those projects? Is your
business changing? What are the
time-consuming, manual labor-inten-
sive tasks that could be completed
with a skid-steer loader’s help?

Do your projects regularly require

continued on page 64



Now you can walk or ride a Great Dane for these low monthly payments:

534'99 per month*

Scamper HG
*15 hp with 36-inch cut

555.99 per month* 572.99 per month*
Super Surfer Chariot Jr.

*15 hp with 36-inch cut *17 hp with 48-inch cut

For the Dealer nearest you, call 1-877-246-8770, toll free.

There's no better time to turn a Great Dane
loose on your toughest mowing jobs. Because
now, Great Dane is offering special financing on
some of its most popular mowers when you use
the John Deere Credit revolving credit plan.
The Scamper HG is easy to use, thanks to its
dual-drive hydro and single-lever tracking. And
the mid-Z Chariot, with low center of gravity,
delivers superb hillside stability. What about
Super Surfer! The 30 percent on-the-job time
savings that mowing contractors have reported
(when compared to standard walk-behinds)
says it all. Get out and romp with the big dogs.

Great Dane. Only from your participating dealer.

GREATGDANE
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ATI Corp.'s 26-in. jaw
fits standard 48- to 66-
in. bucket

\ |

N\
ATI \
CORPORATION
800/342-0905
NEW HOLLAND, PA
= 26-in. jaw fits standard 48- to 66-in. bucket
= Eight bolts, no brackets

= 3/8-in. thick grapple hooks
Circle #259
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BANDIT INDUSTRIES

800/952-0178

REMUS, MI

www.banditchippers.com

= 140,000-Ib. crush force

= Pulls stumps, splits stumps still in ground

= 108 in. min. mouth opening, 38 in. max. depth
Circle #260

BOBCAT

701/241-8740

WEST FARGO, ND
infocenter@bobcat.com

= Includes Power Bob-Tach for adding 50
attachments

= High-flow auxiliary hydraulics

Circle #261

BUSH HOG

334/874-2700

SELMA, AL

www.bushhog.com

= M146 for 15-25 pto units: rated 825 Ibs.,
1,335 Ibs. breakout force with 6 gpm
hydraulics

Circle #262

CATERPILLAR
309/675-5175
PEORIA, IL
www.cat.com
= Landscape tillers for skid-steers stabilize,
level, finish landscape projects

= Work to 6 in.

Circle #263

DITCH WITCH

800/654-6481

PERRY, OK

www.ditchwitch.com

Model 5700 features:

= Standard ground drive foot pedal

= Single handle backfill blade control

= nterchangeable digging attachments
Circle #264

FFC, INC.

800/747-2132

LEE, IL

www.ffcattachments.com

= Augers allow both 2 9/16-in. round and 2-
in. hex bits to work same attachment

= Earth augers range 6 to 36 in.; tree augers
24to36in.

{ FFC's earth augers
Circle #265

range 6 to 36 in.
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continued from page 62

loading material into a truck or over

an obstacle that requires lifting

heights that exceed those of conven-
tional skid-steer loaders? If so, then
you may need the extra reach of a
~ Vertical lift-style machine. In cases
. where storage is at a premium, a
vertical lift skid-steer loader may be
ideal for enabling higher load place-
ment or storage.
How often will you use the loader
for digging? What's the general con-
sistency and weight of the material

being excavated? If digging with a

bucket or using complex hydro-me-
chanical work tools are among the
machine’s main tasks, a radial lift ma-
chine provides more durability and
control due to fewer wear points in
the lift linkage.

Assess your use of and need for
2 skid-steer loader work tools.
What work tools do you use (either
own or rent frequently), and what ad-
ditional work tools would make your
business more productive and prof-
itable? Typical work tools for land-
scapers include trenchers, augers,
rakes, tillers and buckets.

Do the majority of your tasks re-
quire high-flow hydraulic work tools?
Some tools, such as stump grinders or
large augers, require extra hydraulic
capacity to operate, Standard flow
versions of these tools are also avail-

able, but may take longer to com-
plete the task.

GANDY

800/443-2476

OWATONNA, MN

www.gandy.net

= SweepMaster turf brush cleans

parking lots

= Mounting packages include hydraulic
lift option, Category 0 hitch or Cat 1 hitch
Circle #266
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RESEARCH

The smartest way to outwit a weed? One application of easy-to-use

Barricade® each spring. Its season-long control of crabgrass is unparalleled.

Plus it also controls spurge, knotweed, purslane, and 28 more weeds.
Before you can beat crabgrass bl "

Making your job a little easier means we get to know problem weeds like
YOU have to thl n k ||ke Cra bg rass. crabgrass inside and out. Perfecting a full ensemble of products to protect
your turf, that's what we're here for. Call 1-800-395-8873 to contact your

local Syngenta sales representative and learn more about Barricade.

Barricade

Herbicide

www.syngentaprofessionalproducts.com

Important: Always read and follow label instructions before buying or using thes product. ©2002 Syngenta. Syngenta Professional Products, Greensboro, NC 27419, Barricade® and the Syngenta logo are trademarks of a Syngenta Group Company.
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Glenmac’s
Power Box
Rake

continued from page 64
GLENMAC
800/437-9779
JAMESTOWN, ND

www.glenmac.com
= 14 models fit skid-steers, mini's, front-
deck mowers, tractors
Circle #267

HUNTING
FOR A NEW

r)ed el ) / 11/t ]d
oo DIUWE]
With the Express Blower, you can target new markets and
take your business to a higher level. With one worker and an

Express Blower, you can have more done by 9 a.m. than a crew
of five could do in a day.

—,

Enpress Flower
800-285-7227 www.expressblower.com

Circle 138
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KING KUTTER, INC.

205/487-3202

WINFIELD, AL

www.kingkutter.com

= Carry-All fits any Cat | 3-pt. Hitch

= Angle iron with pre-punched holes accepts
plywood or planks to create working platform
Circle #268

NEW HOLLAND

717/355-1371

NEW HOLLAND, PA
www.newholland.com

= Attach augers, rakes, backhoe, dozer blades
to Super Boom skid steers

Circle #269

JOHN DEERE

800/537-8233

www.deere.com

Worksite PRO power rake for 200-series skid-
steer features:

= Forward and backward raking capability

= Quik-Tatch system cleans itself on each use
Circle #270

MDS

800/879-6507

NEW HOLLAND, PA

= Line of clamp-on bucket forks, forks for 3-
pt. hitches and hook-on forks for compacts
available

Circle #271

RAMROD EQUIPMENT
800/667-1581

YORTKON, SASKATCHEWAN
www.ramrodequip.com

= Three Taskmasters handle buckets, lifts,
augers, brooms, paving stone movers, snow
blowers, rotary hoes, tree spades, trenchers
Circle #272

SHAVER INDUSTRIES

712/859-3293

GRAETTINGER, 1A
www.shavermfg.com

u Skid-steer mounted SC-50-H Stump Buster cuts
45-in. stump 12 in. below ground in one pass
Circle #273
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max?’
OLUTION

It s..as 'stmplte asg 12537

Solve your toughest erosion control problems
with North American Green’s Vmax3 Composite
Reinforcement Series. It offers a natural
system for vegetation establishment in high
flow channels, along shorelines and on very
steep slopes.

Our products work in many applications where
rock riprap and concrete traditionally would
have been considered. But Vmax2 mats cost
substantially less and can be installed efficiently
without heavy equipment—in a fraction of the time
it would take to install those hard alternatives.

Vmax3 mats offer immediate erosion protection
along with permanent turf reinforcement. They

also filter storm runoff, provide a safer environment
for motorists, and add natural beauty.

Take your next project to the third power with Vmaxa.
It’s just that simple!
North American Green

14649 Highway 41 North
Evansville, IN 47725

NORTH 1.800.772.2040
AMERICAN www.nagreen.com
GREEN"*

Intemational Erosion Control Association  Proud Member
-
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How to grow fast
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Acquisition/can lncrease your size
overnlght, *B‘u"t*’]eff Aronson found
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BY JASON STAHL /
MANAGING EDITOR

n 1998, Jeff Aronson found
himself at a crossroads. He and
a partner owned As You Like
It, a $625,000 landscape com-
pany located in Rockville, MD.
The partner decided he
wanted to sell his stake in the
business and try corporate life. If it didn’t
work out, he told Aronson he wanted to be
able to come back.

“I told him fine but let me run the com-
pany for one year,” Aronson says.

The problem: slow growth
Even though Aronson led the com-
pany to 15-20% growth that year, he
still was unsatisfied. “It was obvious
that it was going to take longer than |
expected for the company to become
what | wanted it to become, and |
wasn't sure [ wanted to spend that kind of
time to get it there,” he says. “The question
was, ‘Should I make a push to get it to the
next level now?”

The solution: acquire company
The answer he came out with was “yes.” So
he bought Potomac Valley Landscaping, a
$700,000 residential landscaping company
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located in the heart of the most exclusive
suburb of Washington D.C. On top of
that, the company operated on the grounds
of one of the most reputable retail nurs-
eries in Montgomery County. This alliance
added tremendous potential to the deal.

“Instead of just a warehouse now, we
had an outdoor storage area,” Aronson says.
“We also had gas tanks on site, and we were
centrally located to where we did our work,
reducing our travel time.”

Those benefits, Aronson says, turned
out to be, at least in the short-term, more
valuable than the book of accounts he’d
bought. “Since Potomac's volume was
$700,000 and ours was $600,000, we as-
sumed we'd do $1.3 million right away.
But realistically there was too much

Landscaping

Potom ac ValleY

J01-983-9203

By purchasing Potomac Valley Landscaping,
Jeff Aronson (above) got the resources needed
to build high quality landscapes (upper left).

transitioning going on to project that kind
of money.”

But a shortfall in revenue wasn’t the
only problem. The workers he’d acquired
with Potomac were a tight knit group
who'd had a lot of flexibility and didn't like



Vitals

Company: As You Like It &
Potomac Valley Landscaping

President: Jeff Aronson

the idea of working for a 29-year-old.
“Most of the foremen left and took their

righthand guys with them, so we had an
immediate labor problem,” Aronson says. 2001 gross revenue: $1,300,000 Buying Potomac Valley Landscaping gave

Plus, Aronson felt the Potomac employ- Employees: 22 Aronson a solid design/build reputation.

ees’ pay scale was too high, and their bonus Services: Maintenance, fertilization,

program, while based on job profitability, design/build, lawn care great maintenance and Potomac Valley

was “created by someone who didn’t un- provides great design/build.”

Customer mix: 98% residential

derstand the landscaping business.” The Although the merging of two businesses

two remaining designers from Potomac has been anything but easy, Aronson does-
had been used to what Aronson called a able to keep key people on throughout the ~ n’t regret it because, as he says, the acquisi-
“wait for the phone to ring” customer man-  last 2 1/2 years in solid positions.” tion was “an entry into legitimacy.”
agement philosophy, but he wanted it to To retain customers, Aronson says he “Before, we were just a bunch of guys
be an “in your face” philosophy aimed at played off the acquisition as more of a mowing grass and working out of a ware-
bringing in new business. merger. “We didn't want to give anyone a house,” he says. “It was a one-in-a-million

“We set policies that were good for the reason to look anywhere else,” he says. opportunity to put myself in a position to
company and if you didn’t like them you “We told clients it was good for both com-  succeed at the highest level, and I felt I
moved on,” Aronson says. “But we were panies because As You Like It provides owed it to myself.” Lm

www.GreenlndustryYellowPages.com

Find It. Be Found.
J| Internet Search Engine Featured Web Sites

Thinking About a
Nursery Auction??

For the past 40 years
Reimold Brothers Auction and
Marketing have been the
world leaders in
Horticultural related Auctions.

< X“"‘d‘o"m“"&‘sl‘

* 'f,"l ‘q;‘

RIVA. NET

The Best Internet
* Nationwide Dial-up Service
as low as $9.95/month!
* Nationwide Premium Dial-up
ISDN and V.90 Access Plans i :
* Web Site I'looth'. e Qua'ity Sod
World's Best Tire Sealant [l - Maruecies & Promotion Scrvices oy far

On-Time Delivery

Visit these vendors online at: www.GIYP.com
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Cuts More Lawns. Makes More Money.

Introducing the Ferris Compact IS® 10002

Ride Ferris to more acres per hour. From our introduction of the first hydro walk-behind mowers to developing
independent suspension for the riding mower, Ferris innovation has revolutionized the industry. And we've always built
tough, reliable mowers that run faster and longer so you can make more money. Now with the introduction
of the IS*1000Z, we have the most complete line-up of rugged commercial mowers available anywhere.
There’s a Ferris mower to fit any mowing task, big or small. To learn more about how Ferris can help you

make more money on every mowing job, call 1-800-933-6175 or visit www.ferrisindustries.com. We’ll

answer your questions, send you the latest product information and match you up with your nearest Ferris

dealer. And we’ll show you how you can Cut More Lawns and Make More Money with Ferris. Number 1 in Reliability

IS* 1000Z. Two-wheel front Independent Suspension IS* 3000Z. Two-wheel rear Independent Suspension IS* 4000Z. Four wheel Independent Suspension for
for a better ride, smoother cut. 21-HP Kawasaki with for better traction, greater speed and longer mower the ultimate ride. 27 and 31-HP liquid cooled engines.
48 inch mower and 23-HP with 52-inch mower. life. 23 and 25-HP engines; 61-inch mowing deck 61 and 72-inch mowers.

3-Wheel Riders. Out-front performance with even Fast-Vac System. Mows and vacuums in one quick Walk-Behind Mowers. Dual Drives, Single Drives,
weight distribution and a low center of gravity. 20, 23 pass. Unique side-panel air injection design handles Belt Drives... Ferris has them alll 125 to 23-HP
and 25-HP engines with 52, 61 and 72-inch mowers more leaves and grass without clogging. engines with 36 to 61-inch mowing decks.

Ferris Industries * 5375 N. Main St. * Munnsville, NY 13409 « www.ferrisindustries.com * 1-800-933-6175
See Us at GIE booth #1201 indoors. Test ride a new Ferris outdoors and get a FREE hat.
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ADVERTORIAL

Ferris mowers help
one-person firm thlnk blg

umm«»mmamm
Mﬂogetﬁlejobdone.l.mk.lswooz.
~ ProCut Z, CTR rider, MoWa&Mm :
WA o S :

hen you're a one-person op-

eration in the landscaping

business, your mowers have
to deliver top performance. So when Jack
Carter, owner of Lawn & Land Scapes, Inc.,
in Hiawassee, GA, started his own business
seven years ago, he looked to Ferris Indus-
tries for his mowing equipment.

Initially, Carter used a HydroWalk DD
(dual drive hydro) with 52-in. cutting
width from Ferris Industries to handle resi-
dential lawns. He later added a Ferris rid-
ing mower with 52-in. deck for larger
properties.

“These two products gave me the ver-
satility and dependability | needed to feel
confident bidding on any job,” says Carter.

Carter added a Ferris ProCut Z with 61-
in. deck for its rigid construction and zero-
turn capability. “Because northern Geor-
gia is a mountainous area, | needed a
product that would allow me to bid on
yards with extreme slopes. | found that
the ProCut Z provided the superior trac-
tion and stability necessary to handle this
type of terrain.

“Mowing rugged terrain is probably
my biggest challenge,” Carter explains. “A
lot of lawns in my area are little more than
reclaimed pasture and some are very

rough. After mowing for four or five hours
under these conditions, operator fatigue is
a real issue affecting productivity.”

Carter’s solution was a Ferris IS 4000Z
with four-wheel independent suspension.
“IS independent suspension allows me to
mow all day and get off the machine as if
I'm stepping out of a luxury car,” he says.
“Once | got the ‘feel’ of four-wheel IS,
those rough properties were no longer a
pain in the back to do anymore.

“From small yards to 10 acre proper-
ties, Ferris equipment provides the relia-
bility, traction and cut | need to get the
job done. It's the best equipment I've used
in my 20 years in the landscape manage-
ment business.”

Jack Carter, owner of Lawn & Land Scapes,
Hiawassee, GA, with wife, Dotti, and dog, Cody.

BUYING THE BEST
COMMERCIAL MOWER.

Investing in a new commercial
mower for your business is an
important step; and it’s a decision
that takes some thought. If you're
thinking about a zero-turn rider,
there are a number of features
you should look for:

*The latest technology. Today's
most advanced zero-turns feature
independent suspension (either 2
or 4-wheel) for increased comfort,
speed, traction, stability and a more

consistent cut.

Rugged deck construction.
Choose a hand-welded deck with
overlap-welded comers, a double
top deck and reinforced side skirts
to make sure it stands up to years of

tough, commercial mowing abuse.

Serviceability. A simpler design
means fewer parts and easier access
to the engine compartment and
hydraulics for routine maintenance
and service. You should also look for

2-year warranties on parts and labor.

Important features. A low center of
gravity; foot-operated deck lift; 360-
degree pivoting, anti-scalp rollers;
twin A-section hydro drive belts;
and radius-cut, 1/4" thick hardened
steel blades. .. they're all important

to your comfort and productivity.

To make your choice of a new
mower even easier, be sure to
see the new 2002 line of Ferris
mid-mount, zero-turn riders at
www.ferrisindustries.com. Ferris
is the innovation leader in com-
mercial mower design. Don’t make
a decision to buy a new mower
for your business without visiting
your nearest Ferris dealer.

Sponsored by Ferris Industries
The Commercial Mower Specialist™

www.landscapemanagement.net / MARCH 2002 / LANDSCAPE MANAGEMENT

7


http://www.ferrisindustries.com

TECH CENTER / WEED CONTROL

ey

ough

on weeds

Knock out dastardly ornamental weeds
with an integrated approach

BY HANNAH MATHERS, PH.D.

Organic mulch pretreated with preemergent herbicide may have lessened this crew’s hand-
weeding chores. Ongoing research indicates that this approach may lessen weed pressure.

ough” weeds often re-
quire “tough” chemicals.
Controlling weeds by
only using herbicides,
however, will fail to elim-
inate weed seeds from
the soil seedbank.

This practice will select for biotypes
that are resistant to the herbicides used,
particularly where herbicides of the same
mode of action are used continuously. An

example is common groundsel (Senecio vul-
garis), a prevalent weed and serious com-
petitor in many nurseries and landscapes.
Strains of atrazine-resistant and glyphosate-
resistant groundsel have emerged and are
becoming an increasing concern.

Consider herbicides as just one compo-
nent of an overall integrated system to-
gether with cultural or physical control and
other combination management strategies.

Listed with this article are research findings
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and management strategies that are useful

in an integrated approach to controlling
“tough” weeds.

Plant material selection

Some common and troublesome landscape
weeds include quackgrass (Agropyron
repens), yellow nutsedge (Cyperus esculen-
tus), Canada thistle (Cirsium arvense),
common (Stellaria media) and mouse-
eared chickweed (Cerastium fontanum),
common mallow (Malvia neglecta), oxalis
(Oxalis comiculata), bittercress (Car-
damine sp.), field bindweed (Convolvulus
arvensis), purslane (Portulaca oleracea) and
ground ivy (Glechoma hederacea).

These weeds possess characteristics that
make them more competitive or efficient
than the ornamental plants they're growing
around in the landscape or nursery.

To grow, all plants require light, mineral
nutrients, air and water; the species most ef-
ficient at obtaining and using these elements
will grow the fastest. The most troublesome
weeds are the most efficient plants. How-
ever, the relative competitive advantage of
one plant over another varies in different
environments. A plant growing in an unsuit-
able environment is rarely competitive.

A ground cover of pachysandra
(Pachysandra terminalis) is unlikely to have
a serious weed problem growing in deep
shade. Plant the pachysandra in bright sun
and the bed will present a continuous

continued on page 74
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WEED CONTROL

continued from page 72

maintenance problem until removed and
replaced with a groundcover suited to a
hot, sunny environment.

The management strategy here is place
the “right plant” on the “right site.” Plant-
ing shrubs and trees in an area with com-
pacted soil will create a competitive advan-
tage for weeds such as pineapple weed
(Matricaria matricarioides). On poorly
drained soils, landscape professionals may
have more problems with weeds in general
but especially with ones such as wild garlic
or wild onion (Allium vineale), yellow
nutsedge and creeping buttercup (Ranun-
culus repens), particularly if the plants cho-
sen for the site prefer well-drained soils
such as Scotch pine (Pinus sylvestris) or Po-
tentilla spp.

Enhance herbicides’ efficacy

As a result of increasing financial and envi-
ronmental concerns, reducing the use of
herbicides while maintaining profitable
crop production and attractive landscapes

A wide variety of mulches has been advocated for weed suppression in omamentals.

has been the recent focus of considerable
research. Various approaches have been
examined, including using below-label
rates, choosing the proper time and
method of application, or adding surfactant
or other additives. Studies have been con-
ducted to enhance the efficacy of

glyphosate in controlling quackgrass by
adding ammonium sulphate.

Quackgrass is a prevalent weed prob-
lem in landscapes, particularly in Ohio and
other areas of the Midwest, in part because
it has great reproductive ability through

continued on page 76

Fig. 1. 2000, treatment efficacies evaluated
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We could just sit on the zero-turn rider that set the standard for the landscape :

market, but that's not us. Instead, we routinely drive ourselves to raise the bar w

so that you won't have to look anywhere else for the most powerful, productive e ma rk
machines on the market. Visit www.exmark.com/innovationtwo to view the
more than 20 enhancements we've made to our Lazer Z* lately.

Best-Selling Brand of Mowing Equipment for the Landscape Professional
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WEED CONTROL

continued from page 74

both sexual and vegetative means. The rhi-
zomes produced by a single shoot may
spread in diameter to about three meters
or 10 feet, with a large number of above
ground shoots forming a dense population
(Werner and Rioux 1977). Controlling
quackgrass requires suppressing both the
top growth and rhizomes in the soil.

To control quackgrass,
suppress both the top
growth and rhizomes

in the soll.

Glyphosate is a non-selective herbicide
capable of controlling quackgrass (Ivany
1988). Ivany found that top growth control
of quackgrass at 0.56 kg/ha (0.5 Ibs/ac) of
glyphosate was comparable with that of the
label rate of 0.9 kg/ha (0.8 Ibs/ac), with the

M X,
Field bindweed (left) is one o
possesses characteristics that make it more competitive than the omamentals it grows around.

phate, gave effective rhizome control
(Hamill and Zhang 1995).

There is no consensus on the effective-
ness of ammonium sulphate to improve the
efficacy of glyphosate. However, one proven
method for increasing glyphosate efficacy in
seasonal quackgrass control or in situations
where cultivation has occurred is to use
lower water volumes. By lowering the water
volume to five gallons per acre, glyphosate
can be applied at 2.4 [/ha (0.26 gal/ac) ver-

addition of ammonium sulphate. Periodic sus the label rate of 71/ha (0.7 gal/ac).
applications at the high rate of 0.9 kg/ha
(0.8 Ibs/ac), in combination with the 0.56 Biocontrol

kg/ha (0.5 Ibs/ac) rate and ammonium sul-

Field bindweed (Convolvulus arvensis) is one

Weed weight (g)

=
o
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a Fig.2. 1998, measures of efficacy with vari-

ous preemergent carriers expressed as
grams of weed weight, over two evaluations
of 70 and 150 DAT, Isd (P=0.05). The control
received no fertilizer or preemergent.
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of the most widespread, aggressive, and per-
sistent weeds in the world (Holm et al.
1977). The herbaceous vines spread hori-
zontally on the ground and vertically over
other plants, interfering with landscape plant
growth and management operations.

An extensive root system allows field
bindweed to compete effectively for nutri-
ents and water, resulting in severe reductions
in landscape plant growth (Heiny 1995).

In recent years, fungi with potential for
controlling field bindweed have been stud-
ied. Phoma proboscis infects leaves and stems
of field bindweed. The pathogenicity of P.
proboscis is primarily specific to members of
the family Convolvulaceae. In 1995, Heiny
found that applications of P. proboscis in
combination with a sub-lethal dose of non-
selective herbicides killed mature field
bindweed tissue. The applications were per-
formed in the later part of the growing sea-
son (July 31 and September 4) when dew
periods were adequate (8 to 10 hours).

Four species of beetles, Hylobius trans-
versovittatus, Galerucella pusilla, G. cal-
mariensis and Nanophyes marmoratus
have been tested and released for biologi-
cal control of purple loosestrife (Lythrum
salicaria) in the United States (Ontario
Federation of Anglers & Hunters 2001).

Galerucella pusilla and G. calmariensis
are leaf-eating beetles which seriously af-
fect growth and seed production by feed-
ing on the leaves and new shoot growth of



purple loosestrife.

Hylobius transversovittatus is a root-
boring weevil that deposits its eggs in the
lower stem of purple loosestrife plants.
Once hatched, the larvae feed on the root
tissue, destroying the plant’s nutrient
source for leaf development.

Nanophyes marmoratus is a flower-eat-
ing beetle that severely reduces seed pro-
duction in purple loosestrife. In North
America, it's hoped the impact of biologi-
cal control agents will reduce purple
loosestrife abundance by 80%. However,
researchers believe it will take 10 to 20
years to achieve this goal (Ontario Federa-
tion of Anglers & Hunters, 2001).

Mulch to the rescue

A wide variety of inorganic and organic
mulches have been advocated for weed
suppression in ornamentals. Organic
mulches control weeds by inhibiting ger-
mination and suppressing weed growth
(Skroch et al. 1992, Borland 1990 and
Duryea et al. 1999). The effects of

The effects of mulch
on weed control are
greatest when the
mulch is fresh.

mulches on weed control are greatest
when the mulch is fresh (Duryea et al.
1999). Pelletized (PennMulch) and crum-
bled recycled paper products have also
been researched as mulches for weed con-
trol efficacy (Smith et al. 1999). Smith et
al. 1999 found that the recycled paper was
effective for weed control; however, they
indicate using recycled waste paper may be
cost effective only in specific situations. In
2000, they found PennMulch, a recycled,
pelletized newspaper product with 1% ni-
trogen added, didn't provide effective

weed control applied at 0.25 in. or 0.5 in.
at 130 DAT (Figure 1).

The most commonly used mulches in
Midwest landscapes are barks. In other

areas of the country pine needles are pop-
ular. In a study of three bark mulches and
two pine needle mulches, Skroch et al.

continued on page 78
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Good things happen to those who Verti-Drain” more often.

Of course, we know that life isn't
always fair. But sometimes if you
do one thing right you gain great
rewards. Sometimes more than you
deserve. We like that when it hap-
pens to us. The converse, unfortu-
nately, isn't so much fun. And so it
is with those who aerate only once
a year. That one little oversight can
cost them, especially when turf
conditions get tough.

Aerating with a Verti-Drain 2,
3 or 4 times a year using various
methods works a little like insur-
ance for your turf. You know, you
don't always have to pull plugs
and fill every time you aerate.

R

, /’-“' "

There are lots of options - solid tining,
hollow coring, needle tining - to
name a few.

It's all based on releasing the
soil and getting more air and water
to the roots. That's how you get
root growth past 6° deep. As far as
compaction is concerned, it's an
ongoing effort. The more you break
it up, the better off you are ‘cause
you know it's coming back if you
have any traffic at all.

So give yourself a chance,
enjoy the rewards. Give your soil a
chance - the paybacks are great.
Get a Verti-Drain. Take control.

ORISR )
= | Redexim @[
8| Charterfouse . ‘
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WEED CONTROL

continued from page 77
1992 found that even
when applied at a depth
3.5in. (8.89 cm), the
mulches only reduced
weed counts by 50% over
the untreated controls.
This was well below
what'’s considered com-
mercially acceptable. In

: 2000, they found that
Plants going into an unsuitable environ Douglas fir bark mulch
ment like this will have a competitive applied as a single layer
disadvantage against weeds provided little weed con-
trol and was well below
commercially acceptable efficacy at 130 days after treatment

(DAT) (Figure 1).

Herbicide-treated mulches

At The Ohio State University, we've found that organic mulches
pretreated with preemergent herbicides offer several additional ad-
vantages to weed control over untreated mulches.

This is an integrated weed control approach in that both physi-
cal (mulch) plus chemical (preemergent) control is advocated, a
combination that could be beneficial with “tough” weeds. The
only calibration required with pre-emergent pretreated mulches is
monitoring the depth to ensure the optimum application rate. Ap-
plication is simple and safe and eliminates sprayer calibration prob-
lems (Mathers 1999)

The application of preemergent-treated bark in 1998 (Figure 2)
and 2000 (Figure 1) resulted in increased and extended herbicide
efficacy. In 1998, the control, which contained no fertilizer or her-
bicide, was the most efficacious treatment (Figure 2), indicating
there's a direct relationship between amount of fertilizer applied
and weed growth.

Of course, without fertilizer, the control was also the most
phytotoxic treatment (data not shown). The management strategy
here is that if you're applying excess fertilizer, you may wasting

money and increasing your weeding costs.

A leading issue
Weed control has become a leading issue in ornamental culture for
three reasons:

With increased irrigation water restrictions and the necessity of
recirculation ponds in container nursery culture, fewer herbicides
are being registered for ornamentals due to chemical companies’

fears of reapplication onto stock.
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With the new Food Quality Protection Act,
herbicide registrations will be lost. This will have
a greater impact on the ornamental industry
than fungicide or insecticide losses. Why? Be-
cause organic growers conducted a survey of
grower research needs, and the number one
issue for organic growers in pest management
was weed control.

The combined cost of weed control, chemi-
cal applications and hand weeding is already
landscape professionals’ largest pest manage-
ment cost.

chemical applications and

hand weeding is already
landscape pros’ largest

pest management cost.

The effectiveness of herbicide-treated
mulches in controlling weeds is being explored
further at The Ohio State University. Even
though greater efficacy is achieved with the her-
bicide- treated bark, phytotoxicity is reduced,
probably because the herbicide is never directly
applied on or near the plant material.

The extent of damage caused by weeds is often
underestimated. Effective control of weeds is es-
sential, but the environmental impact of an overre-
liance on chemical herbicide applications warrants
taking a look at other weed control methods. Lm

— The author is an assistant professor in the
Department of Horticulture and Crop Science at
The Ohio State University.

Read /\. vlandscapemanagement.net

More \

For a complete list of the sources that Dr.
Mathers used in preparing this article, revisit
the article on our Web site at www.landscape-
management.net.

PLAN AHEAD..
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GET AHEAD!

Reduce Clippings and Mowings 50% or More

Keeping property looking neat and trim, and keeping mowers and
trimmers on schedule, makes you look good. Experienced turf
management professionals get it done with EMBARK® Turf &
Ornamental Growth Regulator! Applied during periods of peak grass
growth, it reduces mowings and clippings by 50% or more!

This gives you time to get more done. Or, it can give you and your
schedule a cushion, so you aren’t cutting ruts or frantically playing
catch up when there are rain delays, worker absences or equipment
downtime. EMBARK growth regulator can be tank-mixed, if you like,
and applied with your preemergent herbicide or TRIMEC® broadleaf
herbicide. Also, applied within 4 to 6 weeks of initial spring green-up,
EMBARK can inhibit seedheads in tall fescue or Kentucky bluegrass
lawns all season long.

Always read and follow
label directions.

® Economically priced!

® Mowing frequency reduced 50% or more!
® Less need to double mow.

® Unparalleled seedhead suppression.

® 4 to 6 weeks duration.

® Use to reduce edging and string trimming
labor.

® Also retards growth of 25 labeled
ornamentals.

Questions? Let’s Talk Gordon
1-800-821-7925 @ CORPOMIRICHN

. Ar Emplover Owned Company
www.pbigordon.com

e ce———

Embark

Turf & Ornamental
GROWTH REGULATOR

EMBARK and TRIMEC are registered trademark of PBI/Gordon Corporation.

4-2002/10347

Circle 146

www.landscapemanagement.net / MARCH 2002 / LANDSCAPE MANAGEMENT 79


http://www.pbigordon

| ask the expert

BY BALAKRISHNA RAO

Mystery containers
We have some old, leftover pesticide we
inherited from a previous owner. The
brand name on one container is “Pagent.”
It smells like an insecticide. We also have
another container with the name “Asset.”
It doesn’t smell like a pesticide. We want
to get rid of them. Can you tell us what
their active ingredients are?

— CO

Pagent is an insecticide, so your nose was
right. It's active ingredient is called chlorpyri-
fos, the active ingredient in Dursban. Pagent
insecticide was a product of the former
DowElanco Sciences.

Asset is a proprietary fertilizer additive
from Helena Chemical Company. It con-
tains 2% water-soluble magnesium, a plant
nutrient derived from magnesium ammo-
nium carboxylate.

Get a copies of their labels and the Ma-
terial Safety Data Sheet (MSDS) of each,
and handle these products as directed. Your
effort to properly dispose of unusable prod-

ucts is commendable.

New herbicides
Our employees mentioned that atten-
dees at the PLCAA meeting in Florida last
November were talking about some new
herbicides called Speed-Zone and Power-
Zone. What are these?

— NC

Speed-Zone and Power-Zone are post-emer-
gent herbicides manufactured by PBI/Gor-
don Corporation and designed to manage
broadleaf weeds in turfgrass. They’re feder-
ally registered in North Carolina and several
other states. It's expected to be registered

soon in California, New York and Alabama.

There are two formulations of Speed-
Zone: Speed-Zone broadleaf herbicide for
cool-season turf s (red-colored title on
label), and a St. Augustine formula (green
heading at top of label.)

The cool- and warm-season formulations
contain a new chemistry consisting of car-
fentrazone-ethyl, 2, 4-D, 2-ethylhexyl ester,
mecoprop-p, acid, and dicamba, acid that
inhibits a key enzyme in chlorophyll pro-
duction and disrupts the cell membrane.

Speed-Zone herbicides have a caution
label and are available in the EC formula-
tion for onamental turf, lawn and golf
courses. A PBI representative said that even
though these herbicides are esters, they
won't affect nearby non-target ornamentals.

Speed-Zone and Power-Zone are report-
edly fast-acting herbicides, with activity oc-
curring within 8 to 16 hours after applica-
tion and adequate weed control 7 to 14 days
after treatment. These herbicides have good
activity on clover and hard-to-control weeds
such as oxalis (primarily O. Strieta, difficult
on O. Comiculata), veronica (speedwell),
ground ivy, and spurge. Treated areas can be
reseeded within two weeks.

Power—Zone is another formulation
containing carfentrazone-ethyl. Unlike
Speed-Zone, it's a 2, 4-D-free product. In-
stead of 2, 4-D, it contains 2-ethylhexyl
ester. This ester product with low volatility
would be an alternative formulation where
2, 4-D is not desired. This is rain-fast in
three hours, can be reseeded in two weeks,
and has a caution signal word.

Safety first
I'm looking for weed control products
that are safe for a technician as well as a

consumer, one without cancer-causing
risks. Can you suggest alternatives?
— OH

Kathy Zahirsky, Environmental Programs,
Davey Tree Expert Company, made the fol-
lowing comments regarding your question:

“Nothing is 100% safe. There's always
some risk involved with every action or ac-
tivity in our daily lives. We can, however,
minimize those risks involved with herbi-
cide application by following label require-
ments during application, wearing appro-
priate and clean personal protective
equipment during application, limiting re-
entry into treated areas after applications,
and following outlined engineering controls
during mixing and loading.

“Without doing an in-depth literature
review, | know that herbicides currently la-
beled for lawn care and weed management
aren’t on the list of ’known carcinogens.’
Manufacturers of material safety data
sheets are mandated to report their prod-
uct carcinogen classification. Please review
the MSDS or contact the primary manu-
facturer to get specific details about the
product(s) of your choice.

Correction

In the Ask the Expert column in the Janu-
ary 2002 issue of Landscape Management,
“Sulfate” was listed as a pre-emergent her-
bicide. There is no such her-

bicide. Surflan is the
correct pre-emergent
herbicide. I apolo-
gize for the error.

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 44130,
or email: sporter@advanstar.com. Please allow two to three months for an answer to appear.
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Spend a Day

with Jim Paluch
And walk away with proven

strategies for your business success

Nationally recognized author, speaker and motivational expert,

Jim Paluch is the founder of cutting edge programs such as the Training
Challenge, Owners’ Network, Organizational Excitement, Sales Jams
and Leadership Jams.

Get “Inside the Owner’s Head” and:

® Discover strategies that will launch your business to a higher level of success
® Receive hands-on information that will literally change the way you do business
* Get tips on innovative and affordable solutions to the challenges facing your company

® Leam how focusing on the six fundamental business issues will increase your profits

Owners’ Network Jam— | W February 12, Dallas, TX Schedule of Events
: I The Knowledge 7:30 AM. - 8:00 AM.:
ONLY ReQISter TOduy' Development Center Continental Breakfast
$49*1  Phone: 1-877-JPH-JAMS (574-5267) | m February 19, Columbus, OH | 8:00 A.m. - 12 NoON:
E-mail: beth@jphorizons.com The Knowledge Inside the Owner's Head
&g\ Internet: www.owners1.com Development Center sl Mooes . 1:00 ikt itk
m‘m M\ Registration includes M March 7, Baltimore, MD 1:00 P.M. - 2:00 P.M.:
fws__\ Jim Paluch’s latest book Renaissance Insight into Weed Man and
| ==2%="  “Growing Dreams” Harborpiace Hotel Networking Opportunities
—
*Proceeds go towards Industry Educational Funds
° Spend the Year Networking with For more information
(Ks.owrers” Other Successful Landscape contact JP Horizons
| Business Owners at 1-877-JPH-JAMS
After the seminar, register for The Owners’ Network and get these valuable (574‘5267)
business resources: :
or e-mail at

® Board of Directors to guide your business

* A business model that works for you

beth@jphorizons.com.

e Skills course books and Internet tracking Or visit our web site at
® Weekly networking opportunities with other industry experts www.owners1.com
® Noncompetitive, open discussion forums on the Internet :
The Excitement of Sponsored by The Support of
B Horizons  yea 7va,  Landscape
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products

TECH CENTER

Much at stake

Olson’s Spike Stake has a streamline design and
provides installation for micro-spray jets on ris-
ers. A collar support protects the riser from
breaking off at the barb. Less than 1 in. of
stake remains above ground. The stake's side
barb allows connection directly to delivery
tubing or connection remote from the supply
line using a barbed adapter and flexible .160
I.D. tubing.

For more information contact Olson Irrigation
Systems at 619/562-3100 or vwwww.olsonirri
gation.com / circle no. 250

Dig a hole

Yanmar's VIO50 11,000 class op-
erating weight mini excavator
has a left and right boom
swing that allows the unit
to operate close in and
track adjacent to walls
and foundations. A 3-
pump hydraulic
system, control
pattern selector
and dual
auxiliary
PTO for
attach-

ments is also standard.

It's powered by a Yanmar Clean & Silent
4TNE88 directed injected diesel engine rated at
37.4 hp at 2300 rpm that is fully

CARB compliant.

For more information contact Yanmar at
847/541-1900 or vwwww.yanmarcom/

circle no. 251

Total control

Pursell Technologies’ insecticide, Precise
Acephate, controls fire ants, mole crickets, sod
webworms, cutworms, armyworms, chinch
bugs and more. While most insecticides have to
be applied at a specific time in the growth
stage of the insect, Precise Acephate works in

82

every stage, says the company, either as a pre-
ventive application or as a curative control for
adult insects.

For more information contact Pursell Technolo-
gies Inc. at 480/775-8880 or
www.polyon.com / circle no. 253

See the spread

FMC Corporation’s Talstar EZ Granular Insecti-
cide’s larger particle size makes it easier to see
where it's being spread. It's available in 10- and
25-Ib. resealable plastic packages.

For more information contact FMC Corporation
at 800/321-1362 or wwww. fmi
circle no. 254

pgspec.com/

Sense the rain

Rain Bird's new MS-100 moisture sensor mea-
sures soil moisture levels and automatically su-
persedes scheduled watering cycles when a
sufficient moisture level is detected. Moisture
levels are detected by two sensitive carbon rod
probes resistant to decay or corrosion.

For more information contact Rain Bird at
626/812-3676 or vwwwwv.ra
circle no. 255

Take a seat

Earthly Creations’ stone garden bench is de-
signed to look like exotic quarried stone. Avail-
able in three styles of stone, these benches add
rustic elegance to patio settings and other out-
door areas.

For more information contact Earthly Creations
at 800/766-2998 or vwww.earthl
creations.com / circle no. 256

inbird.com/

thiy
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Get the load out

NMC-Wollard's Swinger Model 2000 articu-
lated compact loader/carrier now features a
65-hp Cummins 3.3-diesel engine standard.
Other features include high fuel economy,
good cold start characteristics, reduced engine
noise levels and 2-year/2,000-hour warranty.
For more information contact NMC-Wollard at
800/656-6867 or v nmc-wollard.com/
circle no. 252

Utilize this

Polaris’ new line of utility vehicles include the
All -Surface Loader (ASL 300), Utility Task Ve-
hicle (UTV), the ATV Pro and Light Utility
hauler, and the Professional Series pumps
and generators. The ASL 300 is compact and
runs on rubber tracks designed to spread the
machine’s weight over a large surface area.
The UTV has low/super-low transmission
gearing for outstanding torque and a high
towing capacity.

For more information contact Polaris at 763/
542-0500 or www.polarisindustries.com /
circle no. 257

Release me

Aqua Aid’s Proportioner System ensures ef-
fective application of Aqua-Aid products
during routine watering by gradually releas-
ing the ingredients from the concentrated
pellets into the water stream at just the
right rate.

For more information contact Aqua Aid at
800/394-1551 / circle no. 258
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1. My primary business at this location is: (fill in ONE only) 3. SERVICES PERFORMED in ALL that apply)
CONTRACTORS/SERVICE COMPANIES 17 O A Mowing 2 ®) F Turf Fertilization 27 O K Paving, Deck & Patio Instaliation
02 O 255 Landscape Contractors (Installation & Maintenance) :g Q g ’1(_:1;; Ig:::' Control g;‘l @) a Bu:a m:le Cgt'):trol gg C ’LJ fg:gs‘t:;: El:sr; L
03 <_‘ )260 Lawn Care Service Companies & Custom Chemical Applicators (ground & air) 20 O D Turf Aeration 25 O | Landscape Design 30 O N Snow Removal
04 5285 Irrigation Contractors & Consultants 21 O E lmigation Services 26 O J Turf Weed Control 31 O O Other (please specify)___
O Other Contractors/Service Companies (please specify) 4a. Do you specify, . or infk the selection of land products?
LANDSCAPING/GROUNDS CARE FACILITIES 580 Yes 59 O No
05 O 290 Sports Complexes 4b. If yes, indicate which products you buy or specify: (fill in ALL that apply)
06 295 Parks 32 O 1 Aerators 39 O 8 Herbicides 46 O15 Sweepers
07 © 305 Schools, Colleges & Universities 33 O 2 Blowers 40 © 9 insecticides 47 O16 Tractors
O Other Grounds Care Facllities (specify) = : 34 O 3 Chain Saws 41 O 10 Line Trimmers 48 O17 Truck Trallers/Attachments
35 O 4 Chipper-Shredders 42 O 11 Mowers 49 O18 Trucks
SUPPLIERS AND CONSULTANTS :
08 O 355 Extension Agents/Consultants for Horticulture 3 O 5 Deicers 43 O 12 Snow Removal Equipment 50 O 19 Turtseed
~ 37 O 6 Fertilizers 44 O 13 Sprayers 51 20 Utility Vehicles
09 © 360 Sod Growers, Turf Seed Growers & Nurseries 38 O 7 Fungicides 45 O 14 Spreaders
10 © 365 Dealers, Distributors, Formulators & Brokers o
11 O 370 Manutacturers 5. Do you have Internet access? 52 (O A Yes S308N
O Other (please specity) SA. if so, how often do you use it?

2. Which of the following best describes your tile? (fill in ONE only) 54 O A Daily 55 O B Weekly 56 © C Monthly 57 © D Occasionally

12 10i:m;u;::mxéli;exz;?:‘:ﬁ: Partner, Director, General Manager, Chairman onneBoam.‘m 113 125 137 149 161 173 185 197 209 221 233 245 257 269 281 293 305
13 O 20 Manager/Superintendent - Arborist. Architect, Landscape/Grounds Manager, Superintendent 102 114 126 138 150 162 174 186 198 210 222 234 246 258 270 282 294 306
o Saariss 103 115 127 139 151 163 175 187 199 211 223 235 247 259 271 283 295 307 0
14 O 30 Government Official - Government Commissioner, Agent, Other Government Official 104 116 128 140 152 164 176 188 200 212 224 236 248 260 272 284 296 308
15 (O 40 Specialist - Forester, Consultant, Agronomist, Pilot, Instructor, Researcher, Horticulturist 105 117 129 141 153 165 177 189 201 213 225 237 249 261 273 285 297 309
Certified Specialist 106 118 130 142 154 166 178 190 202 214 226 238 250 262 274 286 298 310
16 C50 Other Titied and Non-Titled Personnel (pleas specity) 107 119 131 143 155 167 179 191 203 215 227 239 251 263 275 287 299 31f
108 120 132 144 156 168 180 192 204 216 228 240 252 264 276 286 300 312 8
23, 109 121 133 145 157 169 181 193 205 217 220 241 253 265 277 289 301 313
Save TIME and fax it: A 110 122 134 146 158 170 182 194 206 218 230 242 254 266 278 290 302 314 A%
413:-637-4343] . ADASAR® rsucanon 111 123 135 147 159 171 183 195 207 219 231 243 255 267 279 291 303 315
©200 Mt Commumicsions we. M g et 112 124 136 148 160 172 184 196 208 220 232 244 256 268 280 292 304 316




events

WHAT, WHEN & WHERE

March

11 NYSTA Western Regional
Conference / Buffalo, NY;
800/873-8873; www.nysta.org
16 ILCA Equipment
Auction / Crystal Lake, IL;
630/472-2851

21-24 ALCA Student
Career Days / Peoria, IL;
800/395-2522

22-24 Capital District
Garden & Flower Show /
Troy, NY; 518/356-6410

April

4 Adirondack Regional
Conference / Lake Placid, NY;
800/873-8873

5+6 Laying the Groundwork
Symposium / Raleigh, NC;
919/515-8340

7-9 EETC Annual
Conference / Bloomington, MN;
www.eetc.org

14-17 North American
Snow Conference / Columbus,
OH; 816/472-6100

May

1 Turfgrass IPM / Davis, CA;
800/752-0881; www.exten-
sion.ucdavis.edu/agriculture

3.7 ASIC National
Conference / Tucson, AZ;
312/372-7090

4.6 TOCA Annual Meeting /
San Antonio, TX; 952/758-6340

5-7 Green Space Design
Conference / Denver, CO;
877/473-7526

June

19.23 GCA Retail Tour /
Boston, MA; 202/789-2900

July

11-14 ANLA Convention &
Executive Learning Retreat /
San Diego, CA; 202/789-2900

13-17 Soil and Water
Conservation Society
Annual Conference /

Indianapolis, IN; www.swcs.org

L

S
[WaTen] |

"

Save Big.

Hire a Professional Irrigation Consultant

Independent irrigation consultants can help you save water,
energy and money by applying their knowledge and experience
to the efficient and effective design of irrigation systems.

Find out how much by contacting a member of the

American Society of Irrigation Consultants.

www.landscapemanagement.net / MARCH 2002 / LANDSCAPE MANAGEMENT

American Society of
Imgation Consultants
221 NORTH LASALLE ST
CHICAGO, IL 60601
312.372.7090

FAX: 312.372.6160
WWWASIC.ORG
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JRCO TINE RAKE DETHATCHER

Fits commercial walk-behind & riding mowers

36, 46 & 60-inch widths
Flexible tines allow zero-turning without damaging turfgrass

Call for dealer 800.966.8442 www.jrcoinc.com

Circle No. 147

FREE CATALOG!

* Over 1500 water-
gardening products
featured in our catalog.

* Fully-stocked warehouse -
ready to ship throughout
the U.S.

* All prices discounted from
suggested dealer.
Additional discounts on
full-case quantity

purchases.
Call, Fax, E-mail or * Good profit margin
mail to us for a FREE  for dealers.
Catalog! » Knowledgeable sales staff
1-800-979-0999  to assist with ordering.
* Aquatic Plants,
Fax (800) 837-0841 Water Lilies, and Lotus
discountpond@aol.com

DISTT ‘J_‘E"J’T’ POD
'J'f”? S, BT,

COMPACT WALKER TRACTOR MEETS
INDUSTRY'S LARGEST DECK

Walker Manufacturing Company, producers of compact riding
mowers, introduces the industry’s first 74" Side Discharge Deck
- the largest cutting deck for a mid-size tractor.

Although it is Walker's first four-bladed design, this larger deck
has many of the same features used on other Walker gear-
driven decks. The narrow, tunnel design of the in-line, timed
blades offers a true finish cut, aids in scalp resistance and gives
the same powerful, clean discharge pattern that Walker side
discharge operators have enjoyed for years. The combination
of Walker's full-floating deck suspension and castering gauge
wheels at the back of the deck help hold the contours of the
terrain and also help prevent scalping. Just like all other Walker
decks, the DSD74 tilts up to 90° for easy blade and deck
maintenance. Available Spring 2002.

WALKERT=MOWERS

5925 E. Harmony Road, Fort Collins, CO 80528
(970) 221-5614 » www.walkermowers.com

Circle No. 148
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Wholesale Distributors of

Water Gardening Products & Aquatic Plants
P.O. Box 2198 » Lebanon, VA 24266 « www.discountpond.com

Circle No. 149

fOur Grass is ALWAYS Greener“\

A residential and commercial synthetic
turf from the makers of AstroTurf®.

* lawns and yards
* deck cover
* pool areas
* dog runs

AstroLawn” replaces natural grass with a
product that looks like natural grass and feels like
natural grass. Yet, it has none of the problems or
inconveniences associated with natural grass.

www.astrolawn.com

AstroTurf™ Mig. inc. 701 Leander Drive  Leander, Texas 78641
(512) 256-0080 USA Toll-Free: (800) 580-8873 Fax: (512) 260-2956

Circle No. 150
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WE KEEP YOU CUTTING.

NOT TO MENTION MULCHING, CHIPPING, LOADING AND HAULING.
If you have a job to do, chances are we have the
machine to do it. From mowers to chip to compact loaders
Gravely means reliable performance. So call 1.800. GRAVELY
or visit /. gravely.com. Find out what keeps so many

BAV E L

AN ARIENS COMPANY
g~

N
")

¢

Circle No. 151

Plant Survival Essentials

ALL-PURPOSE
T/0 PLANTING GRANULES

Four (4) Critical “Plant Survival Essentials”..
In 1 Convenient, Cost-Effective Planting Package!

#1. 2-3-2 NATURAL ORGANIC FERTILIZER
#2. ENDO-ECTOMYCORRHIZAL FUNGI

#3. ADVANCED POLYMER GEL %
#4. BIO-PLEX BIO-STIMULANT

More Information & Ordering
1-800-441-3573

Circle No. 152

www.forestry-suppliers.com

It's in here.

Log onto www.forestry-suppliers.com or call 800.360.7788

to get your free 600+ page catalog today!

 Forestry Suppliers, Inc.

02002 Forestry Suppbers, Inc. All nghts reserved

Circle No. 153

The Swedish
Solution!
NOW MADE IN THE USA

NATURAL PRODUCT

DEER * RABBITS * ELK

Take their word for it...

We've tried everything from deer damage hunting permits
to FIVE other types of spray deterrents and nothing works
as well as Plantskydd.  —Skip Kuchenbuch, Farm Manager

Willow Spring Tree Farm, Radford, VA

We've been using Plantskydd for almost two years now with
95% efficacy. We've even started to replant species we had
given up on.

—Steve Sandeen, Head Gardener
College of the Redwoods, Eureka, CA

T s Fortestimonials, field trial results, FAQ's and location of the
OUR FREE dealer nearest you, visit our website:
LS www.treeworld.com or www.plantskydd.com

catL oL Free 1-800-252-6051

Email: info@treeworld.com

Primary Agent

REE WORLD

10 N. Gates Ave., Lackawanna (Buffalo) NY, 14218 USA

Circle No.. 154
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CLASSIFIED SHOWCASE

Landscape

MANAGEMENT

Each month the Classified Showcase offers
Landscape Management readers an up-to-date
section of the products and services you're
looking for. Check it out every month!

For all ads under $250, payment must be
received by classified closing date. VISA,
MASTERCARD, and AMERICAN EXPRESS
accepted.

Send to: Advanstar Marketing Services,
7500 Old Oak Blvd., Cleveland, OH 44130.
For Advertising Information, Contact:
LESLIE ZOLA, 1-800-225-4569 (ext 2670)
or 440-891-2670, Fax: 440-826-2865,
Email: Izola@advanstar.com

SEeB®GONE

* Repells Geese
a:?mh !

e
easy-spray

right on the
grass !

* One Gallon covers
one acre |

* Geese hate the
faste !

* EPA Approved |

BirdeBeGone, Inc.

We ARE the Bird Control Specialists |

Ph (949)472:3122
Fax (vamtn 31

Asry Questions regording Goose* §+Gane
Coll 1-800-392-6915

xo«op' Vu;:n& Mostercard | TR =
Circle 160 on Reader Service Card

Business For Sale

LLONG ESTABLISHED NURSERY
IN AFFLUENT COMMUNITY
Features Include:

Approximately six acres with

* Buildings & Facilities

* Nursery Equipment

* Shade Houses

* Wholesale Annuals/Flowers Nursery

* Contract Growers

Asking $695,000
Please reply to e-mail:

Jjschwiering @norrisandcompany.net

LAWN ROUTE, established for 17 yrs. Wall Twp,
NJ. 150 Residential accounts +7 Commercial
+Snow Removal. Gross $300K yr. Sell for $150K
turnkey, or equipment and accounts separately.
732-892-2793. 3/02

Business For Sale (Cont’d) Business Opps (Cont’d)

Netting $338,175 a year in
Beautiful Colorado!
LANDSCAPE SEEDING COMPANY
Started by the present owner 42 years ago
Only three employees
Real Estate Also Available
A. Jay Hoyal & Company - 800-757-6088
www.BizForSaleInColorado.com

LANDSCAPE
CONSTRUCTION COMPANY

Well Established
20-year Landscape Company
Boston, Massachusetts Area.
Annual volume $3.1 million PLUS!
Company breakdown:
* 70% Construction
* 20% Maintenance
* 10% Snow Operations
Well managed and organized operation
with a meticulous fleet. Will sell with or
without the Real Estate, which has all the
necessary provisions for repairs and parking.
The February 2002 backlog to date is $1.5 million!
Contact GLOBAL BUSINESS EXCHANGE
MR. JOHN F. DOYLE at: 781-380-4100

Business Opportunities

FOR SALE, LEASE
or PARTNERSHIP

Outdoor Living at Harris Lake
amammm
Located just north of Charlotte, NC
For more information call 704. 7‘4.1222

ST punly
The Best in Synthetic Golf Facilities

We will TRAIN YOU to be SUCCESSFUL
in the Backyard Putting Green Business
Call the Putting Green Pros
Toll Free 877-881-8477
www.theputtinggreencompany.com

ooking
for a job?
Great. We'll start
you at CEO.

Tired of struggling in the
landscape industry? We'll give
you a }‘I'l)”)(‘lll‘lL (,.l” us
ll)\{,l.\' ‘l“ki lL'."” hl)\\ to start

yvour very own 'Vr-lll\'hl\(“

* Gall 1-800-US-LAWNS or -
,~1.,~.‘V_‘3',t www.usvlawr‘ll_s.corlni‘

FREE APPRAISAL * NO BROKER FEES
SELLING YOUR BUSINESS?
Professional Business Consultants
can obtain offers from Qualified Buyers
without disclosing your identity.
Consultant’s Fees are paid by the buyer.
CALL: 708-744-6715
Fax: 630-910-8100

CONKLIN PRODUCTS

OPPORTUNITY!
Use/market, new technology liquid
slow-release fertilizer, micro-nutrients,
adjuvants, drift control, seed treatments, etc.
BUY DIRECT FROM MANUFACTURER.
FREE Catalog - 800-832-9635
Fax: 320-238-2390
Email: kmfranke @hutchtel.net

Put Classifieds to work for you! Call Leslie Zola at 800-225-4569 x2670

88 LANDSCAPE MANAGEMENT / MARCH 2002 / www.landscapemanagement.net
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CLASSIFIED SHOWCASE

Business Opps (Contd) M@ ForSale

LAWN PROFESSIONALS...

| Improve Your
Opportunities for Success!

Take advantage of our experience! The information
contained in these manuals has taken our lawn service
from 9 to nearly 700 accounts. Receive special pric
ing when you order four or more manuals

* Bidding & Contracts P $47.95
» Marketing & Sales . ............... $39.95
* 20 Letters For Success ..$29.95
* Contracts & Goals . .$39.95
* De-Icing & Snow Removal ..$39.95
* Estimating Guide:
’ Residential & Commercial .$34.95
* Selling & Referrals ... $44.95
: * Telephone Techniques
(Not a Telemarketing Manual) $24.95

Profits Unlimited

"Your Key to Success”

' 800-845-0499

www.profitsareus.com

fe] 7= @ @

— BIDDING STRATEGIES AND MORE —]

Circle 161 on Reader Service Card

Deer Repellent

STOP

Animal Damage

Help your customers protect
their gardens with the most
effective animal repellent!

» Repels Deer, Rabbits, Tree Squirrels, Voles efc
» Safe for Food Crops, Plants, Bulbs etc.

» Odor & Taste Barrier —
» Long Lasting Weather-Resistant

DEcdl
= FF

Dual Protection

www.deer-off.com
1.800.333.7633

Use Golﬂio

= Increase your sales bynnrlytvice that
of black & white ads!
. Call LESLIE ZOLA: 800-225-4569 ext. 2670
E-mail: 1zola@advanstar.com

@

TURBO TECHNOLOGIES, INC.
1500 FIRST AVE,, BEAVIR FALLS, PA 15010
1-800-822-3437

www. turboturf.com

Discount Sprayer Parts
REPLACEMENT PARTS & PUMPS FOR:

* FMC (John Bean) » Hypro «
e F.E. Myers » Udor ¢
» Comet and General Pumps *
Also Spraying Systems Tee-Jet
and Albuz spray nozzles
We have a complete line of
sprayer accessories such as
spray guns, hoses & hose reels.

Call TOLL FREE: 888-SPRAYER
for a free catalog.
Email: spraypts@belisouth.net
Website: SprayerPartsDepot.com

LANDSCAPE DESIGN KIT 3

48 rubber stamp symbols of trees,
shrubs, plants & more. 1/8" scale
Stamp sizes from 1/4" to 1 /4"
olon $89 + $6.50 s/h VISA, MasterCard, or
# MO's shipped next day. Checks delay
shipment 3 weeks. CA add 7.75%Tax

s By AMERICAN STAMP CO.
ree Brochure

Prices subject 1o change 12290 Rasmg Rd. LM2, Wilton, CA 95693

wilhout molice. - 916- 6a7-7102 & s 10l Free (877) 687-7102

SEEDLAND.COM

LAWN & TURFGRASS SEEDS
Grasses for warm, cool & transition zones.
Buy Seed Direct - Commercial Sales Online.
(888) 820-2080
www.Seedland.com

PHYSAN 20
MULTI-DISEASE CONTROL
FOUNTAINS, ORCHIDS,
ROSES AND HARDSCAPE.
Cost effective and biodegradable.
Ordering and Dealer information: Maril Products
320 West 6" Street, Tustin, CA 92780
800-546-7711 www.physan.com

HYDRO
SEEDING
SYSTEMS

A FULL LINE OF
SUPPLIES FOR
YOUR HYDROSEEDING NEEDS

“The Blue Goo”
use polyacrylimide tackifier available on the
market

CALL 800-638-1769 or

Introducing , the easiest to

For a complete listing of our supplies
visit www.easylawnsupplies.com

FACTORY LIQUIDATION

| E’A

® 20 year roof & wall warranty
. Plenl of room for storage &

3 worl 3"°P 50 x 110 (2 LEFT)
Prime Steel 60 x 150 (1LEFT)

1-800-291-6777 exr 402

W, E.C'llA’l?lPSi‘?
g7~ YOUR SOURCE FOR:]

M Debris M Bags

“Equipment Covers
Landscaper Accessorie:

7 7 FREE CATALOG!!! ~

800-816G-242 /l\

WWW. WECHAPPS . COM

SUPER TOUGH
HEAVY I-BEAM
BUILDINGS
Perfect for use as
a landscaping
business location.

[40x65 3 LerT) | (3 LEFT)
40 x 85 (1 LEFT)

Some Other
Sizes Avadable

MOWER REPLACEMENT PARTS

FREE 200 Page Catalog — Save $$$$
Mower Blades * Air & Oil Filters
Trimmer Line * Belts » Plugs
Over 20,000 Blades in Stock
MOW MORE SUPPLIES
1-800-866-9667
Order FREE Catalog LM02

w'SthnvthhnUSA' mmsuusonoqm.us-u

Bulidings & Homes, Call Today For A Price Quote And Brochure.

HERITAGE BUILDING SYSTEMS
800.643.5555

heritagebuildings.com

www.landscapemanagement.net / MARCH

landscapersupply.com
WHERE THE PROS SHOP
1-800-895-4589

usedhydromulchers.com
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CLASSIFIED SHOWCASE

Help Wanted

— AR ——
GreenSearch ™
Providing professional executive search, human
resource consulting and Web-based job posting
services to ry companies and allied
horticultural trades throughout the United States

www.greensearch.com
E-mail: info@greensearch.com
Toll free: 1.888.375.7787
Local Phone: 770.392.1771 Fax:770.392.1772
| 1117 Perimeter Center W, Suite S00 E., Aanta, GA 30338

>

Join us as we change the face of the
landscape industry.

by expanding across the Western United
States. American Civil Constructors
offers services in

* Landscape IrrigationvMaintenance
* Golf Construction

* Erosion Control/Recdamation

Show us what you can do!

Contact us at 303-795-2582 or
resumes@acconstructors.com

The Irrigation Department Supervisor is responsible
for all functions of our irrigation department
including irrigation and landscaping lighting
sales, installation and service.

L “ry 3 . NAGE
Design and sell landscape projects. Meet with
owners/clients to determine needs, design ideas,
budget and project scheduling. Prepare plans and
proposals. Manage, oversee and schedule jobs for
complete customer satisfaction.

Fax your resume to John: 201-444-4334

or Email: john@ jacobsenlandscape.com

Jacobsen

LANDSCAPE DESIGN AND CONSTRUCTION
is a full service design/build firm that has been
creating and maintaining beautiful landscapes
in the Northern New Jersey area for over
20 years. JACOBSEN offers competitive salaries,
commission, health benefits and profit sharing.
EOE

REALTY LANDSCAPING CORP.
We're a well-established landscaping
design/build and installation firm with

three offices in New Jersey and Pennsylvania.
We have great career opportunities for

experienced individuals.

Excellent salaries and benefits offered,
including company-matched 401(k).
Please respond to:

Human Resource Manager
Realty Landscaping Corporation
2585 Second Street Pike
Newtown, PA 18940
Fax: 215-598-7345
Email: RealtyHQ @aol.com

MANAGEMENT
Chicago Metropolitan Area
Anderson Pest Control, a leader in pest management
services for more than 75 years, is experiencing
significant growth and has immediate opportunities
for experienced managers.
Anderson is looking for individuals that have strong
communication and interpersonal skills. This
position requires administration of all aspects of
branch operations including full budgeting and
profit & loss responsibility. With an inside staff of
four and a field staff of up to twenty you will need
experience in leading a service team. A college
degree is preferred.
We offer excellent growth opportunities, incentive
and benefits package including: Matching 401(k),
health, life, dental & vision, company vehicle and
paid vacations.
For immediate consideration, fax or email resume,
salary history and cover letter to:
Mark O’Hara
Anderson Pest Control
219 W Diversey, Elmhurst, IL 60126
Email: anderpest@AOL.COM
Fax: 630-834-9298
EOE - Drug Free

MANAGEMENT POSITION
Sales/Estimator
Well-established landscaping company is seeking
an experienced landscape veteran to develop
and implement sales leads and establish an
estimating team. Looking for a person with a
positive, team player attitude. Position involves:

* Sales
* Job Costing
* Estimating & Training
Candidate must have experience in high-end
residential, construction hardscape techniques,
drainage sales management, civil earthwork.
Landscape degree or equivalent necessary.
Computer literacy a must.
Call 781-837-6700 x30 or
e-mail resume and salary requirements to:
jmichael @shore.net
EOE/AA

I LOVE NEW YORK!

Come join one of the finest and largest family
operated Full Service Landscape Companies in
prestigious Westchester County.

Michael Bellantoni Inc. is a 39-year-old company
experiencing strong growth, creating a need for:

* Division Managers

* Project Managers

* Operations Managers

* Forepersons
Responsible for day-to-day Operations, Estimating,
Supervision of field personnel. Qualified applicants
must have proven leadership abilities and two years’

horticultural experience. Incentive pay—
Holiday/Vacation pay — Health/Simple IRA
Fax or send resume:
Michael Bellantoni Inc.
121 Lafayette Ave., White Plains, NY 10603
Fax: 914-948-6473

920 LANDSCAPE MANAGEMENT / MARCH 2002 / www.landscapemanagement.net

THE BRICKMAN GROUP, LTD.
Careers in landscape management
available in:

California — Colorado
Connecticut — Delaware
Florida — Georgia
Illinois — Indiana
Maryland — Massachusetts
Minnesota — Missouri
New Jersey — New York
North Carolina — Ohio
Pennsylvania — South Carolina
Tennessee — Texas
Virginia - Wisconsin
Fax: 301-987-1565
E-mail: jobs@brickmangroup.com
www.brickmangroup.com

Pennsylvania/ NewJersey/ Delaware
firm seeks motivated individuals who have
experience in the green industry.
AVAILABLE POSITIONS INCLUDE:

* Operation & Production Managers

* Crew Leaders

* Salesperson for Landscape & Tree Services

* Landscape Designer

* Arborist

* Lawn Technicians

* Equipment Operator/ CDL Driver
Year round salary with full benefit package
including 401(k) plan and commissions.
Fax Resume: 856-321-0105 or Call: 215-927-9960
Email: jobs@GreenscapeOnline.com

Horticultural Jobs.com

Looking for a Job — Employees?
Horticultural Jobs.com website matches
employees to employers offering jobs in:
* Landscape Management
« Irrigation
* Sales
Jobs in ALL areas of the Green Industry
Visit Today!
www.horticulturaljobs.com

CAREER OPPORTUNITY!
LANDSCAPE MAINTENANCE DIVISION
Established, industry recognized landscape firm
seeking a qualified and motivated individual to
incorporate our company mission and goals into
an industry leading maintenance division.
Responsibilities include:

* Client Management

* Estimating

* Production Scheduling

* Material and Equipment Acquisition

* Staffing Requirements

* Turf and plant horticultural knowledge
Complete compensation package includes
excellent base salary, bonus opportunities,
company vehicle, medical, dental, vision and
401(k) retirement plan, sick and personal time.
PLEASE FAX CONFIDENTIAL RESUME
AND SALARY REQUIREMENTS TO:
631-643-6645
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CLASSIFIED SHOWCASE

Help Wanted (Cont’d)

BOZZUTO LANDSCAPING COMPANY

Serving Maryland & Virginia

BLC is a stable, profitable, award-winning firm,

seeking career-minded individuals.

Positions Available in:
* Field
* Sales
* Management

E-mail: tdavis@land.bozzuto.com
Web Site: www.bozzuto.com
Phone: 301-497-3900

WEEDS INCORPORATED

is a 35-year-old company specializing in
Industrial Weed Control. We are looking for a
Qualified Regional Manager
: in our Chicago office. The successful candidate
must be self-motivated, organized and
have experience in sales and service scheduling.

l - Complete compensation package includes

1 excellent base salary, bonus, medical, 401(k),
sick and personal time.

) Only career-minded individuals apply.

Email: Weeds@ weedsinc.com
Phone: 610-358-9430 « Fax: 610-358-9438
www.weedsinc.com

HURRY!

If your ad isn't here,
contact Leslie Zola
immediately at
800-225-4569, x 2670
or 440-891-2670

' Only $799 complete.
’ Includes Free Support!

For a FREE demo, call 24 hours

| 1-800-724-7899 ext2

www.wintac.net

™ sreen The all-in-one
C gdition software for

o True 32-bit Windews® Design, Unlimited Data Capacity
« Visual Job Scheduler, Job Costing, Street Mapping
« Automatic Maintenance Scheduling and Routing

« Automatic Invoicing, Phase Billing, Profit Tracking

» Track Work History, Matenal, Labor, Productivity

« Attach your own Photos to Customers, Job Sites

« Full Accounting: G/L, A/R, A/P, Payroll, Checking
Inventory. Or link to QuickBooks *, Peachtree®, MS Office*

s at « Print Proposals, Invoices, Work Orders, Statements
Purchase Orders, Reports, Letters, Labels. Send Email!

ACRES GROUP... The BEST Place for the BEST
People to Work! Acres Group, one of Northem lllinois’
largest independent landscape contractors growing
at +17%, seeks additional Maintenance Managers
& Project Managers to continue our growth.
Opportunities available in 3 of our 5 facilities—
Wauconda, Roselle and Naperville. Maintenance
Managers supervise and train multiple crews. Project
Managers will bid, sell and service new commercial
construction projects. Superior compensation and
benefit opportunities. Contact Maureen for immediate
confidential consideration: PO Box 448, Wauconda,
IL 60084. Phone: 847-526-4554; Fax: 847-526-4587;
Email: greatjobsare @acresgroup.com Surpass your
own personal expectations in a fantastic team environ-
ment. Visit our website at www.acresgroup.com
for more career opportunities! MEMBERS OF THE
ILCA SINCE 1985. 10/02

EASY SEASON GRASSWORKS LLC, Lawn
Maintenance- Crew Leader/Manager. Located on
the beautiful foothills of northern Colorado. We are
seeking a qualified candidate to manage and operate
our mowing division. Responsibilities include:
Mowing, Crew Supervision, Customer Service. This
is a full-time, year-round position with 7 weeks paid
vacation to enjoy the slopes in winter. A clean
MVR, pre-employment drug screen and minimum
5 years experience is required. Salary commensurate
with experience- Health benefits available. Please
forward resume to: Easy Seasons Grassworks LLC,
339 Mount Simon Drive, Livermore, CO 80536.
Or call: 970-494-1311. 3/02

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.
PHONE 407-320-8177. FAX 407-320-8083.
Email: Hortsearch@aol.com Website:
http://www.florapersonnel.com 12/02

landscapers

LANDSCAPE BUSINESS
MANAGEMENT SYSTEM (LBMS)
- Billing System for Landscapers
Basic System $499”

Rapp Industries, Inc
201-670-9084 e Fax: 201-444-4595
Email: BobRappMail@Yahoo.com ® www.Rappind.com
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best

Establish your rates

BY RON HALL /
EDITOR-IN-CHIEF
ou might think Mike
Russo overdid it. He
doesn’t think so, though.

When Russo, president of
Russo Lawn & Landscape,
Windsor Locks, CT, set about
to determine how much grass
his operators could cut in an
hour, he did it the old-fash-
ioned way — with a measuring
wheel and stop watch.

Russo timed mowers in ac-
tion with different operators
under different conditions over
several seasons. Finally, he was
satisfied he knew how much pro-
duction to expect out of each
mower type and size.

“What we have now is a
pretty accurate and realistic
production rate for each
type of equipment,” he says.
“It is basically an average of
varying conditions.”

He measured his firm's 48-

in. walk behinds, 60-in. ZTs, their equipment and operators  grass takes longer to
Walker mowers, 52-in. Wright  so they can accurately and con-  cut depending on the
standers and push mowers. sistently estimate the man season or weather.

He also established produc-  hours needed to maintain a Establish produc-
tion rates for string trimming property. You can then provide  tion rates for better
and stick edging. potential clients with proposals  profits in each mainte-

“Estimating a property isre-  that guarantee the service they ~ nance task.
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Russo figured out his mowing rates
the old-fashioned way.

ally all about having a complete
scope of work to be done and a
simple map or notes on measur-
ing the square/lineal footage,”
Russo says. “I have even counted
shrubs to help get a handle on

pruning times and costs.”

Without production
rates, your estimates

can be out of line.

Landscape companies need
to establish production rates for

Copyright Law. For those not registered with the CCC

practices

GUIDELINES TO HELP AN INDUSTRY GROW

demand at a price that returns
your company a fair profit.

The information also allows
you to budget and track man
hours for each account. Labor
represents a maintenance firm's
greatest expense (over 30%).
It’s crucial that crews perform
their tasks efficiently consider-
ing the tight margins that char-
acterize your business.

Even small inefficiencies (15
minutes wasted here or there)
drain a company’s bottom line,
particularly when the ineficien-
cies are multiplied over the 30
times or more a season a crew
might service a property.

How exact should you be
in establishing production
rates? As precise as possible,
realizing it isn’t an exact
science.

Some properties,
for instance, contain

beds, trees, telephone
poles or hills. Or, the

Authorization to photocopy items for internal of personal use, or the internal or personal use of specific chents, is granted by
11923 phone: 978-750-8400 fax 978-750-4470; cll for copying beyond
send permission request in writing to Permissions Dept. Advanstar Communications Inc., 7500 Old Oak Bivd
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Sound off

What do you think about
our take on production
rates? Did we miss a cru-
cial point?

Every month we pro-
vide space for feedback
on this page. If we select
your comments, we’ll mail
you a copy of the book,
"Picture Perfect: Mowing
Techniques for Lawns,
Landscapes and Sports,
by David Mellor, grounds
supervisor for the Boston
Red Sox. Send comments
to Best Practices, Land-
scape Management, 7500
Old Oak Blvd., Cleveland,
OH 44130. Or e-mail your
response to jstahl@ad-

vanstar.com.
Books com-
pliments of
Simplicity
Manufacturing.
impli-
citymfg.com
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More Features. Same Low Price.

‘alue. Not just hot air. But true value: Now,

that’s something to get excited about. The new

Bob-Cat* walk-behinds are loaded with extra features.

Yet, you can't tell by the price tag. They’re tough,
reliable and have everything your crew needs to
boost productivity. Like improved operator controls

for better comfort, an electric clutch with fewer

moving parts to maintain, and a rugged 7-gauge
steel deck with 6-bolt spindle assemblies for greater
impact resistance. Plus, factor in our all-inclusive
3-2-1 warranty, and you've really got something to
jump for joy about! For more information or the name
of the dealer near you, call 1-888-922-TURF or visit

us at textronturf.com.
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