Meet a cool cat.

Our new water-cooled gas rider. New in
town, but making friends quickly. You can
drive it and ride it, and it still doesn’t get hot
under the collar. The new T28WCG. Runs
cool. Stays cool. For less wear and less
maintenance. When the growing gets tough,
it pays to stay cool.

See your Ransomes Bob Cat distributor for
a personal demonstration or call Ransomes,
Inc., One Bob Cat Lane, Johnson Creek, WI
53038, (414) 699-2000.

RANSOMES
BOEB-CAT

The grass machine.
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A Distributor and Much More

Reinders Brothers of EIm Grove, Wisconsin, has roots dating to the 1860s.
More than 100 years later, the company’s services are still expanding
to meet the needs of its varied clientele.

When Bob Reinders talks about his
business, he can't help smiling.

Yeah, he has the problems most
turf equipment distributors have—
customers with cash flow problems,
problems with manufacturers, hot
and cold sales and weather seasons.
But company secretary Reinders, who
operates Reinders Brothers Inc. of
Elm Grove, WI, along with brother
Richard (vice-president) and 80-year-
old father Roland (president), takes
the bad with the good. And the last 30
years have been mostly good for the
Toro distributor.

The reasons? An ever-increasing
list of services ranging from turf
equipment and supplies to irrigation
equipment and supplies, to consumer
power equipment, to wild bird feed, to
salt products, to retail garden sup-
plies. Reinders Brothers, once Elm
Grove's general merchandise store,
continues as a sort of general supplier
for those in the turf and irrigation
business.

An aggressive company

Bob Reinders is an avid hunter and
fisherman. His suburban Milwaukee
office is lined with his conquests, in-
cluding a tremendous muskie landed
in a Wisconsin lake. A big man given
to staccato speech and hand gestures,
Reinders enjoys the public relations
work involved in promoting a multi-
million dollar operation. Far from pre-
tentious—yet quick to point out his
company’s strength—he is quietly
aggressive.

And so is his company. He and Ed
Devinger, manager of the turf divi-
sion, realize that the company’s suc-
cess ($11 millionin salesin1984)is due
partly to that aggressive stance. De-
vinger, a friendly man with a booming

by Ken Kuhajda, managing editor

Bob Reinders has seen his company grow from 20 employees
when he started 30 years ago to today's total of 125.
He's predicting continuous growth for the future.

voice, has been with the company
since 1971. Before that he was a golf
course superintendent in lowa and
then a five-year man in fertilizer sales.
They agree that you can’t relax and
spend your time tallying profits if you
want to make it.

“Yeah, we're aggressive,” says De-
vinger. “You have to be to survive. It's
survival of the fittest in this business.”
Adds Reinders: “I think our com-
petitors would tell you that we're ag-
gressive. We're hungry and [ think we
see some of our competition not being
as hungry as they once were."

In the Reinders’ turf division, six
outside salesmen comb the eastern
of Wisconsin and Michigan’s Upper
Peninsula. They're young, experi-
enced in turf, and more than order-
takers. They want to survive.

“Our sales people have a genuine

interest in the customer,” says De-
vinger, lighting a Newport. “Some-
times it's awfully difficult to convey
that to the customer. The point I al-
ways try to make to them is that
there's no way that getting their busi-
ness today is going to make us rich.
We have to get it tomorrow, then the
next day, and the next day.”

Devinger doesn't get out on the
road much but handles much of the
inside turf sales.

“We've got to do what's right by
you and if we can’t come back with a
smile on our face and on the cus-
tomer’s then we don’t want the busi-
ness. No one order is that important,”
says Devinger.

Complementing divisions
When sales orders in Reinders’ turf
division slow down, sales orders in
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BEFORE WE DEVELOPED THESE
PROBLEM-SOLVING TURFGRASS
MIXTURES, WE MARCHED
THROUGH ACRES AND ;
ACRES OF PROBL

Nobody knows the troubles we've seen.

Our Northrup King turf specialists and
researchers have hoofed through salt prob-
lems, soil compaction, disease, starved turf,
baked turf, cleated-to-shreds turf, and dor-
mant winter turf—all depressing sights.
But it was a road well worth our travels.

The result is a complete line of Medalist*
turfgrass formulas that meet the demands of the professional turf manager.

If you've been staring down at a turf problem, look up your solution here.

And if you think it’s a turf problem we haven't seen, just let us know. %
/ JAES L

Our business is putting your problems behind us. |
=

MEDALIST TURF PRODUCT MAJOR AREAS OF USE SPECIAL FEATURES
ik dilatic Pro dnd Well suited for new seeding or overseeding.
Athletic ProII For athletic turf. Fast establishing, traffic tolerant, rapid recovery.

Both provide good footing.

Any area with high pH
Boulevard Mix (roadsides, sidewalks, boulevards,
alkaline soils, etc.).

Contains ‘Fults’ and Dawson red fescue for beautiful salt-
tolerant turf. Performs at low to high fertility levels.

School grounds, cemeteries, Establishes fast. Adapts to broad range of conditions and

Landscape Pro Mix , I
: golf course roughs, home lawns. | management levels. Low to moderate fertility needs.

|
iﬁ Overseeder I Mix Fairwavs: tees. athletic fields. Rapid germination and establishment. Withstands heavy
| - traffic and resists diseases. Penetrates compacted soils.
i Medalist North Mix Fairways, tees, cart paths, wear Quality turf for high traffic areas. Clean mowing and
| ' 3 areas. disease resistant.
Premiiin Sod Blend Commercial sod production. Exceptional dark green color. Tolerates light shade. Superior

disease resistance. Rapid sod producer.

Problem solver for heavy traffic
Renovator Pro Mix areas (athletic fields, golf tees,
and fairways).

Penetrates compacted soils and combats Poa annua.
Adaptable to most geographic regions.

Establishes rapidly and evenly. Tolerates traffic
while providing a superior putting surface. Smooth
spring transition.

Medalist Brand Winter overseeding of dormant
Overseeding Products bermudagrass.

Ask your Northru [ King distributor about Medalist Turf Products to solve your turf problems.
Or write Northrup King Medalist Turf Products, PO. Box 959, Minneapolis, MN 55440.
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FROM TEE
T0 GREEN

The
STANDARD

prlinec

Tee. Fairway. Green, or
around the clubhouse.
Whatever your needs for golf
|  courseaccessories you'll find

it at Standard Golf. Standard
has the most complete line of
accessories—all made with
the top quality that Standard
built its reputation on.

Get the finest for your
course. Get the Standard of
Excellence.

New, free 32-page full
color Standard golf course
accessories catalog. See
your Standard Distributor or
contact: Standard Golf
Company, 220 E. 4th St.,
Box 68, Cedar Falls, lowa
50613 (319) 266-2638.

STANOARD
GOLF ==

the irrigation division increase.

This summer has been particularly
dry in Wisconsin. “There’s been a
drought,” says Devinger. ‘I mean
there is no grass to cut. But the irriga-
tion division is absolutely knee-deep
in work. When it happens the other
way—it's raining and the grass is
growing—we’'re selling equipment
and the irrigation division’s phone

“..we’re
aggressive...we’re
hungry and | think we
see some of our
competition not being
as hungry as they
once were.” —
Reinders

isn't ringing. There's a great comple-
ment there,” he adds.

Reinders Brothers occupies 10
acres of land in the sleepy town of EIm
Grove (population: 6,735), a 20-min-
ute drive from downtown Mil-
waukee. Irrigation equipment oc-
cupies a good chunk of the land.
There's room for expansion and if the
irrigation division continues to grow,
it will occupy even more space.

Bob Reinders doesn’t mind. With
brother Richard directing the divi-
sion, irrigation has turned into big
business for Reinders Brothers. The
company, offering full lines of both
Toro and Rain Bird irrigation equip-
ment, covers the same territory with
its irrigation division as it does with
turf.

“We'll take a job from A to Z,"” says
Reinders. *“We consult with con-
tractors for installation purposes,
we'll design an irrigation system for a
golf course or condominium or you
name it. We'll do it for the contractor,
we'll do it as a consultant, we'll gen-
eral the job if it has to be—the big jobs
that run a couple hundred thousand
dollars.”

Reinders also functions as a manu-
facturer within its irrigation division.
They build pumping plants and
wholesale to other distributors.

The Turf Conference

Yet another service Reinders pro-
vides the customer is its Turf
Conference, held every other year in
neighboring Waukesha. In 1985, over

1,400 attended the March conference.
It's not a cheap undertaking—cash
outlays totalled almost $20,000 this
year excluding labor.

After all attendee and exhibitors’
fees are collected, it still registers red
figures. But Reinders will continue to
sponsor the event, with its well-
known speakers and top-of-the-line
equipment displays.

It'sa standing joke among Reinders
employees that the show is a hassle
because of the work involved, but De-
vinger and Reinders know the service
it performs.

“We know it's worthwhile,” says
Devinger. “We realize it has definite
benefits. It's a lot of work, but it’s
worth it.”

Reinders Brothers also hosts a se-
ries of one-day educational seminars
each year throughout Michigan and
Wisconsin. This year's events, held
July 29-Aug. 9, took place in rural
areas like Escanaba, MI; Franklin, WI;
Bristol, WI; and Beaver Dam, WI.

Stick Cities, yes, but Reinders aims
at serving all his customers no matter
where their locations.

Still growing

Bob Reinders has seen “continuous
growth” in each of the 30 years he's
been with the company. Sales figures
topped the million dollar mark in 1969
and grew to $9 million 10 years later.

Today's annual sales figures of $11
million indicate the company has
sprouted nicely from its roots as a grist
mill run by Reinders’ relatives in the
1860s.

Three expansions, the most recent
just completed, have increased build-
ing space to 100,000 square feet. A
good chunk of EIm Grove is occupied
by Reinders Brothers. Reinders gives
most of the credit for his success to his
customers.

“We feel we get our business from
the quality of the people out there.
They know their equipment, their
chemicals, they know their busi-
ness,” says Reinders. “They’re sharp,
they're educated. That's one of the
reasons we're successful.”

Reinders cites a steady service or-
ganization as a second reason for his
company’s success. And finally, the
product.

“We have good products to sell. We
think we have the best—be it
Cushman, Ryan, Toro, or Rain Bird.
Plus our allied lines are super. Any
allied line that comes out we normally
can get hold of,” he says.

Adds Devinger: “We set the pace.
The competition looks to us.” WT&T
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Get to the root
of your
thatch problem

AL - %~ L 4 A % ¢
SR Tire ) JORTRART TS AR S A N oSS LS e SRS U

5 Gang Hydraulic Lift Verti-cut

Have? Athatnh problem Outstanding Features:

Want? Improved aeration, water, Easy to transport and store
fertilizer and chemical Economical to buy and maintain
penetration Simple design using standard parts

Ll ke? Better results in overseeding, SAfGE Swoing deptr.r iy
prevention of thatch build-up Low horsepower requirement - 35 H.P.
and disease control Width of cut 138" (350.5 cm)

Blade spacing can be easily changed
If yes ... DoitwithaBrouwer Verti-cut e Ao

BROUWER

TURF EQUIPMENT LIMITED

7320 Haggerty Rd./Canton, MI. 48187 Telephone (313) 459-3700
Woodbine Avenue/Keswick, Ontario, Canada L4P 3E9 Telex 065-24161 Telephone: (416) 476-4311
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Team Management

Knowing how to motivate your staff and letting employees
know how they’re performing is the cornerstone of efficient

In the August issue, we started to
talk about team management and
the requirements for good hiring and
interviewing.

We can assume that you have hired
wisely and now are starting to have
problems with motivation and
retention.

In a team management system,
there are certain questions that every
member of the team asks, and a good
manager will be responsive to these in
order to make the team work well
with a high motivational level. The
biggest question is always, “What's in
it for me?”

Owners often announce that they
are building a team workforce that is
as motivated as they are personally, as
if that will take care of all of the prob-
lems facing the company.

If you have employees that are
part-time, paid minimum wage, and
working on an unset schedule, you
can announce that you have put to-
gether a team all you want—but it
won't help to motivate employees.
You must make a personal
commitment.

Ten commandments
Many psychologists have studied mo-

Wandtke and McGary are owners of All-
Green Management Associates, Colum-
bus, OH

management.

by Rudd McGary and Ed Wandtke

PART 2

TEAM

MANAGEMENT

¥ ;

IN BUSINESS

tivation of employees, and their
research, coupled with our own, has
led to the development of the follow-
ing list of 10 rules for motivation that
you can follow to build a team atmos-
phere in your company.

m 1. The manager has the responsibil-
ity for motivating the team.

The key to motivation
is communication. ..
feedback, both
positive and critical,
helps let a person
know that they are
appreciated.

Don’t believe you can recruit “self-
motivators” all the time. There aren’t
that many around. If you won't take
the responsibility for performance of
the team, why should the team
members?

m 2. What is motivational to you may
not be motivational to the team
members.
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The “Golden Rule” works in a lot
of situations, but don’t think that team
members are motivated by the same
factors and rewards that you are.
Many managers make this mistake
and can't seem to figure out why the
team is less than successful.

m 3. Take care of basic needs first.

If the team members are making a
low salary, they will worry more
about that fact than they will about
whether the company is successful.
Talk to your employees: they will
usually tell you what they need to be
motivated. If you can do something
about these needs, you will have a
better chance of motivating the team.
You will still have to manage effec-
tively to do so.
®m 4. Money, or salary, is not a
motivator.

If you think money is a motivator,
ask yourself what would happen if
you raised all the salaries 50 percent.
Do you think you would get a 50 per-
cent increase in output? Salary is
something that we need to live on, not
a motivational factor. Motivation
comes from management, not money.
m5. The key to motivation is com-
munication, specifically feedback.

If someone knows that their work
is being watched and appreciated, it is
likely that they will work harder than
if they simply go about their job with
no feedback from their manager.
Feedback, both positive and critical,
helps let a person know that they are
appreciated. This is called
recognition.

m 6. Most people in organizational life
could wear a large sign on their fore-
head asking, “How am I doing?”

Remember that feedback is neither
positive nor negative. It is communi-
cation in both modes. Letting some-
one know how they are doing is a key
to motivation.

m 7. Set objectives that can be met.

This seems so simple that many
managers forget it. Give every team

continued on page 58



While nobody was looking,
Fairmont developed a

Limb Lopper power pack
that lets you trim branches quietly
without being tied to your truck.

mobile hydrau
C ack from Fairmont
This compact, highly por-
able unit weighs just 53
ments the
on your
you do ground
trimming beyond
5 normal 25-foot
est of all, it works
s that you're
/ using in your basket
ical benefits of
mobile power
ous. No longer
ou have to equip each

truck with manual and gas-
oline-powered tools f
that a ket can't reac
One set of quiet, efficie
hydraulic tools take
every tree-trimming

Many of the big
cial tree-trimming companies
have already switched to
Limb Lopper chain saws, Cir
cular saws, and shade-tree
prun It's easy for you to
do same. Just phone or
visit your nearest member of
Fairmont's trained, depend-
able Limb Lopper dealer
network. Or write: Fairmont
Hydraulics, a division of Fair
mont Railway Motors, Bldg
B, Suite 408, 800 Roosevelt
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Road, Glen Ellyn, IL 60137
Phone (312) 790-1690

Fairmont Hydraulics
Division of Fairmont Railway
Motors
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GREEN

Now is the season
The durable, easy to
Feeder and JD9-C
root feeding jobs
This root feeder is
to-last, heavy gauge
hardened tip. Both
depth indicator
Use it with the |
valve facilitates
ease of use,
period of time. |
The Green |
is designed J
and keep
Order Jf
and J
with a

use Green Garde® Root

quick and simple.
rugged, it features a made-
steel pole and case
the handles and footplate-
are adjustable.
JD9-C Spray Gun; this trigger
controlled application and
to feed more trees in a shorter

Garde Root Feeder-Spray Gun
to withstand heavy seasonal use
your business in the green.

Green Garde Root Feeder and JD9-C
Spray Gun.

\ green-
q‘” ggarde

3 and 4 hole Encap Products Co. /

replacement

(312) 593-6464

to feed those hungry trees!

Spray Gun attachment make

Now from your Green Garde distributor
start your season the professional way,

" .

P.O. Box 278, Mt. Prospect, Il. 60056
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TEAM from page 50

member an objective that he or she
can reach. Simply telling them to “Be
better!” or “Work smarter!” isn’t man-
aging, it's chanting slogans. If some-
one can achieve in your organization,
they might want to stay.
m 8. For many people, what they do to
earn a living isn’t what they do to es-
tablish their own personal image.
The higher up in an organization a
manager goes, the more the job be-
comes a part of his or her total out-
look. For entry level people, this isn’t
necessarily true. Don’t confuse your
personal commitment to the organiza-
tion with the motivation of an entry
level worker. They aren’t the same.
m 9. If your employees can’t see how

The manager has the
responsibility for
motivating the team.
Don’t believe you can
recruit ‘“self-
motivators’ all the
time.

the goals of the organization meet
with their own, they aren’t going to be
motivated.

By talking to your employees you
can find out what they are trying to get
by holding their job. Once you know
the reasons that someone takes a job
in your organization, you can be
motivational.
m10. There is a big difference between
motivation and inspiration.

Motivation occurs over a period of
time and is a mixture of both internal
and external forces. Inspiration is
temporary. It can be used under high
stress to get a team to perform at max-
imum levels, but it is very tiresome to
have a manager who constantly tries
to be inspirational.

Motivation requires the manager
to manage, not to yell things in a loud
voice. That’s why it’s so tough to bring
about.

Motivation is a very complicated
human process.

We wish we could write down ev-
erything it takes to be a good
motivator. Fortunately it’s hard, and
this separates the good from the aver-
age. The good managers will take the
time to motivate properly and the
average ones won't.

It'sa choice that every manager has
to make, to be good or to be average.
How about you? WT&T



To get performance
where it counts,
you gotta get a Gravely.

Hillside stability - a real test of 2-wheel
tractor performance. Gravely's low
center of gravity delivers traction where
it counts.

That's just the beginning. Balanced
construction means easy maneuver-
ability. Add the optional steering brake
kit for easier operation. And choose from
over 20 custom-engineered attach-
ments for professional results whether
it's mowing grass, cutting brush, or
removing snow.

TWO YEAR LIMITED WARRANTY.
Gravely 2-wheel tractors are backed
by a 2 year warranty in commercial appli-
cations. Gravely engineering makes
it possible. Rugged, Kohler engines,
cast-iron transmission housings and
our all-gear direct-drive ensure years
of dependable use.

FREE DEMONSTRATION

See your Gravely Dealer for a demon-
stration. Once you see them perform,
you'll know why - you gotta get a
Gravely. For the name of your nearest
Gravely Dealer, look in the Yellow Pages.

CTHE GRAVELY SYSTEM'

Gravely International, Inc., One Gravely Lane,
Clemmons, N.C. 27012, 919/766-4721
TELEX: 6971451 ARGRA
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hoever said “There’s nothing free in this
world” obviously never heard Buddy'’s
song or noticed the Reader Service Cards

tucked in each issue of WEEDS TREES & TURF.
In the time it takes to read this page, you can
request additional information on any number of
turf and landscape products, equipment and
technical data. It’s all designed to make your job
easier, more efficient and profitable.

ND IT WON’T COST YOU A CENT.
Even the postage is free. But don’t think
that means we take our good old time
about forwarding your requests. The WEEDS
TREES & TURF Reader Service Department is
astonishingly fast in processing your requests
and getting them to the advertisers who piqued
your interest.

ERE’S HOW IT WORKS. Your card is
processed as soon as it arrives at our
service center. When one hundred are

received, they are shipped out that day to the
advertisers involved. Even if one hundred or more
cards arrive daily they are processed and on their
way each and every day. And the Service Center
does this for three full months after the month on
the issue date! That’s so when the card you were
going to mail in December falls out of your coat
pocket in March, you can still just drop it in the
mail!

o the next time you see something
offered in WEEDS TREES & TURF that
you'd like to know more about, just fill out
the convenient Reader Service Card and mail it
the first chance you get (even if it’s a couple of
months later). We promise not to forget, and we're
positive the advertisers won't!

WHDS IRENCAURE
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HBJ) A HARCOURT BRACE JOVANOVICH PUBLICATION

A GREAT MEDIUM TO GROW PROFITS IN.

3091 Maple Drive, Suite 312
Atlanta, GA 30305 - (404) 233-1817




