
Our finest products are lush, green, 
and vigorous. Our best work is knowing we 
can stand behind them. 

Years of field experience. Continuous 
research. Nationwide testing. All these are 
hidden in every blade that sprouts from a 
Northrup King MedalistK Turfgrass 
Mixture. 

Mixtures such as Athletic ProR II, 
Northrup King Medalist Turf Products, P.O. Box 959, 

Medalist North, Premium Sod Blend, 
Landscape Pro, and the Medalist Winter 
Overseeding Products. And we never 
stop improving them. 

For help with your toughest turf 
problems, contact us. Then we can show 

you more of our best work. Listening. 
And answering with turfgrass 

mixtures that work. 
Minneapolis, MN 55440 ©1985 Northrup King Medalist 



FIGURE 3. 

COMPOSITION OF FERTILIZER MATERIALS 
M A T E R I A L N I T R O G E N P H O S P H O R U S P O T A S S I U M L B S . $ / T 0 N $ / L B / N 

% ( N ) % ( P 2 0 5 ) $ (K20) N / T 0 N 

A M M O N I U M S U L F A T E 21 0 0 420 $150.00 $.36 
A M M O N I U M N I T R A T E 33.5 0 0 670 $288.50 $.43 
M 0 N 0 A M 0 N I U M 11 40 0 220 $360.00 $1.64 

P H O S P H A T E 
A M M O N I U M 16 20 0 320 $299.60 $.94 

P H O S P H A T E - S U L F A T E 
C A L C I U M N I T R A T E 15 0 0 300 $224.25 $.75 
U R E A 45 0 0 900 $260.00 $.29 
U R E A F O R M A L D E H Y D E 30 0 0 760 $890.00 $ 1 . 1 7 
I S O B U T Y L I D E N E 31 0 0 620 $1000.00 $1.61 

D I U R E A (IBDU) 
U R E A A M M O N I U M 32 0 0 640 $190.00 $.30 

N I R A T E S O L U T I O N 
P O T A S S I U M N I T R A T E 13 0 45 260 $560.00 $2.15 
S I N G L E S U P E R P H O S P H A T E 0 20 0 0 $253.00 
T R I P L E S U P E R P H O S P H A T E 0 45 0 0 $349.00 
S U L F U R C O A T E D U R E A 35 0 0 700 $930.00 $1.33 
W H A L E G U A N O 9.5 6.5 2 190 

FIGURE 4. 

COST OF NITROGEN IN FERTILIZER 

Fertilizers are produced with a 
wide range of nutrient content. The 
nutrient analysis of a fertilizer is al-
ways shown as three numbers on a 
label representing the primary nutri-
ents, nitrogen (N), phosphorus (P)and 
potassium (K), and always in that 
order. The numbers represent the 
percent by weight. Any other nutri-
ents in the fertilizer will be shown 
elsewhere on the label. 

Remembering analysis 
A fertilizer analysis of 10-5-8 means 

has been computed. 
Ammonium sulfate (21-0-0) is 

listed at $150 per ton and urea (45-0-0) 
is $260. 

Even though a ton of ammonium 
sulfate is less expensive than a ton of 
urea, the ammonium sulfate N is 36 
cents per pound and the urea N is 29 
cents. There is over twice as much N 
in urea (45%) than in the ammonium 
sulfate (21%). 

A turf manager who has 50,000 sq. 
ft. of turf wants to apply one pound of 
N per 1,000 sq. ft. So it will take 237.45 
lbs. of ammonium sulfate at a cost of 
$85.50. 

lbs. fert /1000 sq. ft • 
1.00 lb. N/1000 sq. ft. 

- 4 . 7 5 
.21 lb. n/lb. fert. 

lbs. fert /50,000 sq. ft. = 50 X 4 . 7 5 = 237.5 
$/50,000 sq. ft - 237.5 X $.36 = $85.50 

It will take 110 lbs. of urea to put 
one pound per 1,000 sq. ft. on 50,000 
sq. ft. of turf at a cost of $31.90. 

lbs fert /1000 sq. ft • 
1.00 lb. N/1000 sq. ft 

.45 lb. N/lb. fert. 
lbs. fert /50,000 sq. ft. = 50 X 2.2 - 110 
$/50,000 sq. ft. - 110 X $.29 = $31.90 

2.2 

that 10 percent of the material 's 
weight is N, 5 percent is P and 8 per-
cent is K. If the fertilizer is in a 50 lb. 
bag, 5 lbs. is N (50 lbs. x 10% N = 5 lbs. 
N), 2.5 lbs. is P (50 lbs. x 5% P = 2.5 lbs. 
P)and 4 lbs. is K (50 lbs. x 8% K = 4 lbs. 
K )• 

In Fig. 3, the composition of several 
commonly-used fertilizer materials is 
shown with the amount of nutrients 
present. The pounds of N contained in 
a ton of fertilizer is shown along with 
the cost of a ton of the fertilizer. In the 
last column, the cost of N per pound 

In this example, even though the 
cost of urea is considerably higher per 
ton than ammonium sulfate, it is sig-
nificantly less expensive to use. The 
turf manager is looking at $85.50 to 
fertilize the area with ammonium sul-
fate or $31.90 to use urea. 

In Fig. 4, the cost of nitrogen per 
pound is shown graphically for sev-
eral fertilizers as a comparison. Solu-
ble fertilizers are the least expensive. 
Slow-release materials and those con-
taining other nutrients are at the other 
end of the scale. 

Fertilizer cost is an important fac-
tor in the buying decision. Unfor-
tunately, getting the right fertilizer is 
not always as simple as using the 
cheapest N source. 

Ammonium sulfate provides sul-
fur as well as nitrogen. IBDU is a slow-
release nitrogen source, which means 
a steady supply of N to the plants and 
few applications. Urea has a high N 
analysis so the turf manager handles 
less material. Monoammonium phos-
phate has available phosphorus. All of 
these are important considerations in 
choosing a fertilizer material. 

Break-even analysis 
In any business enterprise, at some 
point in the income and cost rela-
tionship there is no profit or loss. That 
is the point at which the operation 
will break even (BE). Obviously, one 
of the goals of a business is to operate 
at a profit, which is above the BE. 



WE DESIGNED MORE HOURS 
INTO OUR NEW HYDRO 

SO YOU GET MORE OUT OF IT. 

MOW NOW, PAY LATER. 
ONLY 15% DOWN, NO PAYMENT UNTIL JUNE 

With Scag Leasing. Offer Good 1/15/90 to 4/15/90. 

Scag introduces a simple, 
straight-forward hydro drive 
system that gives you the 
dependability and long-life 
not found in competitive 
hydros. This new system 
features two heavy-duty 
White motors and a rugged 
Sundstrand pump, proven 
performers in commercial 
applications. 

Each drive system compo-
nent can be easily removed 
for servicing with a minimum 
of downtime and labor cost. 
In addition, this hydro is 
backed with a two-year com-
mercial warranty. 

And you can depend on a 
Scag for a manicure finish 
cut every time. A pneumatic 
shock absorber (patent pend-
ing) controls deck floatation 
and increases operator 
comfort. This new hydro has 
a wider stance for greater 
stability on hillsides. Cutting 
performance is enhanced 

by 20-inch tires for greater 
traction and less tracking. 
And this new hydro has a top 
speed of over 8 MPH for in-
creased productivity. 

Your success depends on 
your equipment. When you 
buy a Scag, you get simply 
the best commercial 

equipment from a manufac-
turer who specializes in the 
commercial market. For 
more information about the 
new Scag hydro rider contact 
your local Scag dealer. 

SIMPLY THE BEST 

Subsidiary of Metalcraft of Mayville, Inc., 1000 Metalcraft Drive, Mayville, Wisconsin 53050 
© SCAG POWER EQUIPMENT. 1990. ALL RIGHTS RESERVED. 



(Public organizations target break-
even and do not wish to perform 
above that.) 

The relationship of the BE to costs 
and fee revenue (sales) for a turf facil-
ity is shown graphically in Fig. 5. In 
this example, it is assumed that the 
information represents one year. 
Variable costs (VC) are the costs that 
are the most closely related to fee rev-
enue. 

Certain costs depend on the level 
of activity at that facility. Activities 
such as lawns serviced, rounds of 
play, number of games played, or sod 
sold affect supplies, labor hours, fuel 
and deliveries. These are variable 
costs. 

When the activity level increases, 
the fee revenue increases and the VC 

increases to meet the demand. When 
fee revenues go down, the VC must 
also go down, often a major manage-
ment challenge. 

Fixed costs (FC) are fixed for more 
than one year. They do not change 
regardless of the fee revenue or level 
of activity. FC includes management 
salaries, office rent, mortgage pay-
ments and equipment installments. 

Graphing profit 
The FC are shown as a straight line in 
the graph since they do not change. FC 
plus VC are the total costs. Therefore, 
the VC are on top of the FC and the 
graph shows the VC line starting at the 
FC. Fee revenue begins at zero and 
goes up since it has to total costs. The 
point where the VC line crosses the 

FIGURE 5. 

BREAK EVEN ANALYSIS TURF FACILITY 

FIGURE 6. 

BREAK EVEN ANALYSIS TURF FACILITY 
DOLLARS AS% 

(1000) Of Fee Revenue 

FEE REVENUE 1300 
VARIABLE COSTS 764.5 58.81 
FIXED COSTS 415.5 31.96 
MARGINAL RATIO* 41.19 
BREAK EVEN (FC/MR) 1008.7 
* MARGINAL RATIO = % FEES AVAILABLE TO COVER FIXED 
COSTS AND PROFIT AFTER DEDUCTING % REQUIRED FOR 
VARIABLE COSTS (MR = 100% - VC%) 
TRUCK LOAD FERTILIZER @ $200/TON $5000.00 
FEES NEEDED TO BUY FERT. (COST/MR) $12,138.87 

fee revenue line is the BE. Notice how 
the two lines rapidly spread after the 
BE. This shows how quickly profits 
(revenue surplus) can build if VC are 
kept under control. If VC are allowed 
to increase, the BE will slide higher on 
the fee revenue curve. 

The BE is useful for much more 
than determining the organization's 
profitability. It can be used to estab-
lish the actual cost of expenditures. 
The BE can be used to determine the 
actual cost to the organization of any 
supply purchase, new employee hire 
or equipment purchase. 

In Fig. 6, the BE shown graphically 
in Fig. 5 is computed. The example 
uses the BE to cost out the purchase of 
a load of fertilizer. 

The VC and FC are computed as 
percent of fee revenue by dividing 
each by the fee revenue dollars 
(shown as thousands). 

BC% -
V C 

F C % « 

764.5 

1300 
_ 4 1 5 . 5 

Fee Revenue 1300 

Fee Revenue 
F C 

58.81% 

31.96% 

The marginal ratio (MR) is a ratio of 
fee revenue to variable costs. It shows 
what is needed to cover the fixed costs 
and profit (surplus). The MR is calcu-
lated by subtracting the VC as per-
centage of fee revenue from 100 
percent, which represents all sales. 

M R = 100% - V C % - 100 - 58.81 = 4 1 . 1 9 

The BE is calculated by dividing 
the FC by the MR. 

BE 
F C = 415.5 

M R . 4 1 1 9 
1008.7 

This facility would have to make 
$1,008,700 in fee revenue to break 
even. Fee revenue over that level be-
gins to accumulate profit. 

A load of fertilizer costs $5,000. By 
dividing the fertilizer cost by the MR 
the manager can determine how 
many dollars in fees must be made to 
pay for the fertilizer. 

$5 000 
Fees Needed = — 1 — = $ 1 2 , 1 3 8 . 8 7 

. 4 1 1 9 

It would take more than $12,000 
in fees to pay for a $5,000 load of 
fertilizer. The true cost of expen-
ditures can get to be quite high if 
variable costs are not controlled. 

The actual cost of fertil izer is 
often inexpensive when compared 
to the benefits it can provide an op-
eration. 



High Pointe GC in Traverse City 
has everything... heat, cold, snow, 

rain, wind, shade, traffic and 
Oregon Grown Fine Fescue. 

High Pointe GC in the resort town of Traverse City, 
Michigan, is exposed to extremes of nature and man. 
This course demands a great deal from its turfgrass . . . 
that's why it's wall-to-wall Oregon grown fine fescue. 

Architect Tom Doak desired a links-type course with 
low maintenance qualities. Fine fescue filled that bill. 
Now, superintendent Dan Pillard finds that thousands 
and thousands of dollars have been saved establishing 
the turf, and in maintenance costs, over other species. 

And since it's from Oregon grown seed, they know 
the turf will stay manageable, predictable and playable. 

Circle No. 141 on Reader Inquiry Card 

For a series of tech sheets on 
Oregon Grown Chewings and 
creeping red fescues, call or write: 

OREGON FINE 
FESCUE 
COMMISSION 
866 Lancaster Dr. SE 
Salem, OR 97301 
503-585-1157 



USING DIRECT MAIL 
AS A MARKETING TOOL 

A direct mailer may be one of the best marketing tools available 
to attract new customers in the landscape market. 

by Ed Wandtke 

Direct mail is often overlooked 
as a marketing opportunity, 
except by the most progressive 

of today's landscaping companies. 
Many landscaping companies are 

sloppy in the way they use direct mail. 
They don't understand how to put it to 
work or the costs involved in building 
a program. 

For those considering a direct mail 
program, it's important to note that 
your most likely new customer is 
probably living next door to one of 
your past or present customers. 
Therefore, a successful direct mail 
campaign will use these clients to 
help sell services. 

Other factors need to be taken into 
consideration in order for a direct 
mail campaign to be a success in the 
green industry. For example: 

Know your market. The direct 
mailer as used in landscaping differs 
greatly from one that might be used in 
lawn care. You probably don't have as 
many customers as a lawn care com-
pany, so you have the opportunity to 
analyze their situation more closely. 

Get some idea of the income level 
and home value of the people you 
want to service. Whether you are in 
commercial or residential work, you 
have to be able to target those people 
you want to reach. This will help 
lower the cost of a direct mail cam-
paign while increasing the possibility 
that it will be successful. 

Find a market segment that offers 
the best chance of success. Once you 
know your market, concentrate your 
efforts there. It must be a geographical 
segmentation, but often it's a demo-
graphic one too. In demographics we 
look at age, home value and income as 
major variables in defining our "per-
fect" customer. 

To find demographic information 
such as home value, age and income, 
work with a mailing company. Both 
local and national mailing companies 
have this type of information at a rela-
tively low cost. Use it to examine ad-
dresses, income and home value in 
different parts of your locale. You may 

MANAGEMENT 

IN BUSINESS 

be surprised to find that there are 
many people nearby who fit your cus-
tomer profile. 

Do a current customer profile. In 
order to locate your market segment, 
find out who has bought your services 
in the past. Potential clients who fit 
their profile are likely to be the ones 
who will respond positively to your 
direct mailing. 

Don't limit yourself to geograph-
ical segmentation. 

Strut your stuff. For artwork, use 
either your own renderings, blue-
prints or drawings, or pictures of some 
of your current landscaping jobs. 

More than 80 percent of the buying 
decision is made through visual 
means. If you have a strong visual, use 
it. If it explains to the consumers what 
they will receive if they retain you, so 
much the better. 

Don't be wordy. Most brochures 
contain too much copy. Your product 
is primarily visual, so show it to the 
customer. 

Make an offer to the consumer. If 
you can't make an offer, there is no 
reason for the consumer to continue 
to look at your brochure. The offer can 
be to make the area around the home 
more livable and enjoyable. 

Don't mail to too many people. 
Should you find a responsive audi-
ence, you need to be able to get to 
them fairly quickly for the first con-
tact. The consumer will wait for your 
service after they have made the buy-

ing decision, but they don't want to 
wait for the first contact. If you mail 
too many brochures, you may find you 
can't service the leads quickly 
enough. 

Be prepared to do multiple mail-
ings. Multiple mailings are often nec-
essary. If you send out your brochure 
once, you may not get a strong re-
sponse. But by sending the same piece 
out again, you'll do little more than 
waste your money. 

You may mail only a few hundred 
brochures in order to obtain enough 
business to keep you busy and grow-
ing. Because you aren't sending out 
thousands, as is done in lawn care, 
you should make sure that the bro-
chure's quality is very high. 

Remember that the key to suc-
cessful direct mailing is to identify 
those people who are the most likely 
buyers. By combining a target market 
with a professional brochure, you can 
attract customers who would other-
wise be unapproachable. 

The landscape industry offers 
many opportunities for direct mail-
ing. Because so little of it is done, the 
professional company using direct 
mail successfully is formidable com-
petition in this young marketplace. 

By properly targeting your audi-
ence with a high quality mailer, you'll 
be professional and profitable. LM 

Ed Wandtke is a senior consultant with All-
Green Management Associates, in Colum-
bus, Ohio. He focuses on operations and 
financial questions. 



WED LIKE TO 
TELL YOU ABOUT THE 

BIRDS AND THE BEES. 

We'd also like to tell you about 
pets and other animals, and 
hundreds of species of ornamental 
plants. 

Because they are the biggest 
reasons to use Mavrik Aquaflow.® 

Mavrik® is water-based, effective 
at very low rates, and gentle on 
beneficial species. It is a non-
restricted product and can even be 
sent through the mail! 

Mavrik won't harm plants either, 
not even when sprayed on open 
blooms. 

Yet Mavrik has excellent broad 
spectrum efficacy against most insect 
pests as well as mites. 

So switch to Mavrik. Then if your 
customers are concerned about the 
materials you use, you can tell them 
about the birds and the bees too. 

SANDOZ 
CROP PROTECTION 
CORPORATION 
DCS PIAINIS. 1160018 

Use pesticides effectively. Read 
and follow label directions 
carefully. 

© 1989 Sandoz Crop Protection Corporation 
Mavrik and Mavrik Aquaflow are registered 
trademarks of Sandoz, Ltd. 
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Trade In The Tools 
Trade in any broken or used cutter, 
trimmer, blower, or sprayer for a 
Maruyama product and get factory 
cash back for your trade! 
You can depend on the uncompromising 
quality of Maruyama commercial equip-
ment. It's built for long life and backed with 
parts & service by local qualified dealers. We 
make long life products. When you're look-
ing for the very best, look for Maruyama. 

Call your local dealer today 
Trade in offer ends soon. 

Maruyama's 
total line includes 

•BRUSHCUTTERS 
•BLOWERS 
•HEDGE TRIMMERS 
•MIST DUSTERS 
•POWER SPRAYERS 
•GRANULE SPREADERS 
• SOIL INJECTERS 
•MANUAL SPRAYERS 
• FRAME MOUNT SPRAYERS 
•WATER PUMPS 

U.S. Office 
MARUYAMA U.S., Inc. 
15436 N.E. 95th St., Redmond, WA 98052 
P.O. Box 2167, Redmond, WA 98073 
Phone: (206) 885 0811 
Fax: (206) 885-0123 

Singapore 
MARUYAMA MFG. CO., Inc. 
16 Raffles Quay 
Level 36, Hong Leong Bldg., Singapore 0104 
Phone: 321 8943 Fax: 225 9060 
Telex: RS 43382 COHQHL 

Quality equipment since 1895 

Paris 
MARUYAMA MFG. CO., Inc. 
34, BD. Haussmann, 75009 Paris, France 
Phone: ( 1 )47 70 28 52 
Fax:011-331 45231830 
Telex: MBI 290266F 

International Headquarters: 
MARUYAMA MFG. CO., Inc. 
4-15 Uchi-Kanda 3-Chome 
Chiyoda-Ku, Tokyo, 101 Japan 
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should be of interest to your 
readers, but I found many 
errors in the article. 

In reference to Devine, I 
would add that the Univer-
sity of Florida program that 
developed the fungus Phy-
tophthora palmivora for 
u s e as a m y c o h e r b i c i d e 
against m i l k w e e d vine on 
c i t r u s t r e e s was so s u c -
cessful that the market for 
D e v i n e d e c l i n e d b e c a u s e 
the fungus remained active 
in the soil. An example of a 

in the soil. An example of a 
m o r e w i d e l y u s e d m y -
coherbicide is the Upjohn 
product Collego (the fungus 
Collectotrichum g J o e -
osporioides f. sp. aeschyno-
m e n e d e v e l o p e d at t h e 
U n i v e r s i t y of A r k a n s a s ) 
w h i c h is used to control 
northern jointvetch in rice 
and soybeans. 
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