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THE Lawn & Landscape Show of the Decade
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ALLA PGMS

Associated Landscape Professional Lawn Care Professional Grounds

Contractors of America Association of America Management Society
WA T T e e R R N A——— 1
| v Yes! Send me more information on Exhibiting at the 3rd annual |
| Green Industry Expo or Call (404) 973-2019 I
I I
: Company :
| Contact Name I
: Address :
| City/State/Zip |
: Phone FAX :
| Clip & Mail to: GREEN INDUSTRY EXPO, 1000 Johnson Ferry Rd., NE, Suite C-135, Marietta, GA 30068-2112 |
| (404) 973-2019/FAX (404) 578-6071 |

_____________________________________ —

Circle No. 129 on Reader Inquiry Card



Control insects and mites
without disturbing homeowners.




Mavrik" is gentle on birds, bees and other beneficials. In fact, no other broadspectrum
insecticide is gentler.

Mavrik is also non-restricted, effective at low rates, and non-phytotoxic.
There isn’t even an offensive odor to alarm neighbors.

So when you control insects and mites with Mavrik, you can rest easy.

And so can the neighborhood.

MAVRIK

Insecticide/Miticide

ively. Read and follow label directions carefully
stered trademark of Sandoz Ltd
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Helpful hints for
tank-mixing your
pesticides, fertilizers

Watch for foaming and gel
formation when mixing
pesticides and fertilizers in
tanks, says an agronomic
consultant.

® Former Purdue University agronomist
Jeff Lefton, now an independent consul-
tant, reminds us that “pesticides are not
perfect,” that they rarely get 100 percent

control, and that sometimes mixing errors

make them even less effective.

“We have to understand where the
problem is—in the leaf, the crown or the
roots—and then target one chemical to
the problem.

“There’s a lot of information on the
label,” Lefton says. “But many times we
don’t read the label or the information we
need isn't on the label. That's when you
have to learn from your experiences. You
have to keep a lot of notes.”

Here are some cardinal rules Lefton
says to keep in mind when mixing pesti-
cide and fertilizer products:

1) Only one soluble chemical can be

tank-mixed with one or more insoluble
chemical.

2) If two soluble chemicals are tank-
mixed, you can avoid phytotoxicity by cut-
ting the rates in half.

3) All insolubles can be tank-mixed
without phytotoxicity, as long as you use
recommended rates.

4) Do not mix organic fungicides with
alkaline compounds or with insecticides
using xylene as a solvent.

5) Never mix a contact fungicide with
a subsurface insecticide.

“Try mixes on a test area similar to
where you plan to apply,” Lefton suggests.
If they are physically incompatible, you
will probably see one of the following indi-
cators:

* precipitation

* foaming

* gel formation

* flake formulation

* separation of components

When tank-mixing, tanks should first
be filled to one-fourth capacity with water,
and agitation should begin. Then add fer-
tilizer first, followed by any wettable pow-
ders or wettable dry granules (pre-slurry).

Liquids, flowables or solubles should be

Photo courtesy of ChemLawn Services Corporation.

next, followed finally by emulsifiable con-
centrates.

Lefton says to watch out for alkaline
hydrolysis, which can occur under high
water pH. “Some compounds have very
short residuals, sometimes just hours,” he
says. “Temperature, salts and formulations
also affect alkaline hydrolysis.”

Powder Blue, liquid ureaformaldehyde,
fluid lime and water are all high-pH, as are
many cleaning detergents.

To avoid alkaline hydrolysis, Lefton
suggests:

1) checking pH;

2) using a buffer to bring the pH down
to 5.5 to 6.0; and

3) applying the same day as mixing.

[n summary, Lefton says:

1) Collect all the information you can.

2) Use a jar test, or test the tank-mix
on a test area.

3) Know the solution’s pH.

4) Use the right product for the right
problem.

— Jerry Roche

Mercurial costs
merit close tracking

Direct and indirect costs
must be passed on to
customers if you want to
stay profitable.

® [f you don't track increasing costs care-
fully each year, profits will shrink before
you know it, says Bill Hoopes of Barefoot
Grass.

Hoopes defines direct costs as those
costs which are closely identifiable with

the rendering of service, including trucks,
product and labor.

An indirect cost is one not directly !
identifiable with rendering of service, and |
includes rent or utility bills. ]

The gross profit margin—or the sum |
total of sales minus the direct costs—can
dip dramatically when costs increase, as |
they are sure to do each year.

What happens when costs change, but |
business people fail to react?

“Assume you have 1,000 customers,” \
says Hoopes, “each paying $200 per year

for lawn care (five treatments each year at
$40 each); your revenue is $200,000.”

Gross profit is now $73,500 and has
dropped from 40 percent to 36.75. Selling
and administrative costs have jumped by
0.4 percent ($2,000). It's now $52,000 or
26 percent, further eroding bottom line.

Before-tax profit is now $21,500 (10.75
percent).

More than 28 percent of profit has been
lost to cost increases.

“You could increase sales,” suggests
Hoopes, “but the percentages will stay the
same. If you don't think you can get more
eficiency from labor, and can’t control
price increases, you have to pass it along
to customers in the form of a price
increase.

“If your treatment price per customer
is $40, the example shows a 4.25 percent
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’ Tree roots break through sidewalks. They can
break through into greens and sand traps. They
can even break through into hazardous waste sites
and contaminate everything around them. In fact,
wherever you need to maintain the integrity of the
soil and vegetation around an area with trees, you

need a root control system that works.

And that's why there’s Biobarrier,® a break-

friendly root deterrent. Plus, Biobarrier is made
with Typar,® a rugged polypropylene fabric that
allows air and water to flow through while holding
the nodules in place.

Biobarrier's guarantee is as impressive as its

performance. Biobarrier is guaranteed to control

roots for over 15 years when used in vertical appli-

Breakthrou
Like This#

I cations, and can remain effective for up to 100

through in environmentally
sound prevention of root
encroachment. It stops

roots without damaging the

tree or the soil around it.

years in some applications. Plus, its fabric
flexibility allows it to be cut, shaped, or formed
to meet virtually any configuration your site

requires.

Biobarrier. It's a root control breakthrough that

Biobarrier is a geotextile fabric that contains
controlled-release nodules with trifluralin, a non-
systemic active ingredient that has a successful track
record spanning over 30 years. It is non-soluble

and biodegradable, making it an environmentally

we guarantee will keep your roots from breaking

through. For information, call 1-800-25-ROOTS.

Bio?barrief

The Roots Stop Here.
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This multimillion dollar

The color green means a lot in
the world of golf. It also means
a lot to John Deere.

In the past five years, we're
proud to have helped maintain
everything from major cham-
pionship sites to countless other
quality courses across the
country.

This year, six new machines

highlight our lineup.

The new 1800 Utility Vehicle
literally leaves others in its wake.
As a sprayer, it offers the
productivity of a 200-gallon
tank and 21-foot boom in a
hydrostatic-drive machine.

The new 3365 Professional
Turf Mower is the first machine
with John Deere designed and

investment ensures that every
reel mower we produce lives up
to our, and your, tough standards.

The new 5000 Series Utility
Tractors give you affordable and
reliable choices in the 40-, 50-
and 60-PTO hp classes.

And the new F1145 Front




Mower adds 4-wheel-drive

why we're proud of our growing

SICCI) coats

efficiency to our already solid

lineup of rotary mowers.
When you consider the rest

of the picture —the 1200 Bunker

and Field Rake, 2243 Profes-
sional Greens Mower, 22 and
22R Walking Greens Mowers,
AMT*626 Utility Vehicle and
152 Vacuum, you begin to see

John Deere family.
For your nearest distributor | JOHN DEERE
or free literature, call

18005442122, or write John ~ INOTHING RUNS
Deere, Dept. 956, Moline, IL. LIKE A DEERE

Like scores of other superin-
tendents have learned —

our “green coats”
are a perfect fit. Circle No. 105 on Reader Inquiry Card




drop in profit,” explains Hoopes. “So to
equalize the $8500 loss—from 30 percent
to 21.5 percent—we need to raise prices
4.25 percent. All that means is $1.75,
which is not critical.”

The downside risk is the chance that
you won't sell as many customers. So do
you raise the price or try to get it from
elsewhere? “If you don’t (raise prices),”
warns Hoopes, “28 percent of profit flies
out the window.”

Hoopes also offers some good advice
for telemarketing and direct mail pro-
grams.

“Target your marketing, make sure it's
specifically detailed, and keep a history of
what you do and all results,” he says. “As
the year goes by, target what you do so
you spend advertising and marketing dol-
lars only when you believe it will bring a
good return.”

Hoopes made his remarks at the Green
Industry Expo in Tampa, Fla.

—Terry Mclver

Direct costs (as percent of sales) and annual increase
assumptions

0. (60% of sales)
Gmss profrt$80 000 (40% of sales)
Sales/admin........cccccvvveeeeeeeennnnnn...-$50,000. (25% of sales)
Before tax profit...........ccceeeeenneee... $30,000. (15% of sales)

Cost increase assumptions:

Labor ....... (up 6% or $3,000)....
Product.....(up 5% or $2,000)....
.(up 5% or $3,000)....
Total sales costS .....cccveevunnnnnnn.

Vehicles ..

...... $53,000. (26.5% of sales)
...... $42,000. (21% of sales revenue)
...... $31,500. (15.75% of sales)

....$126,500. (63.25% of sales)

Independent go-getter
finds new profit centers

If it’s not a nursery, it's a
community composting
facility for this Kansas City
entrepreneur.

®m John Cazzell, one of the industry's orig-
inal lawn care operators, found a new way
to make money.

How's that? He opened a garden center.

In September, 1990, Cazzell—owner of
Four Seasons Lawn & Landscaping in
Kansas City—opened a seven-acre garden
center that was immediately profitable,
enabling him to cope with the slowdown
in business precipitated by the economic
recession.

“I saw it as an opportunity to add to the
services we had already offered,” says
Cazzell, who started out in lawn care back
in 1977 as a part-timer while working with
Norfolk & Western Railroad.

“Margins are narrower than they've
ever been,” observes Cazzell, pointing to
increased fuel costs, increased machinery
costs and the recession. Yet the nursery
center has shouldered some of the burden
of the economic times.

The nursery sold $30,000 of materials

in its formative months, with
virtually no start-up costs. (Of
course, Four Seasons already
owned the acreage adjacent to
[-29 in a high-visibility area
north of K.C.)

The Four Seasons Nursery
Center sells Heartland storage
barns for a 10 percent commis-
sion. The barns, set out next to
the highway, “turn the eye,” Cazzell con-
tends.

“We have distribution rights on paving
brick and walls, patio stones and so on,” he
says. “I think it's the thing of the future.”
Four Seasons handles 38 different types
and colors of paving bricks.

Cazzell is always looking for a way to
increase profitability. Next order of busi-
ness might be a composting facility. He is
on the Kansas City Waste Minimization
Commission. Since a state law dictates
that landfills not take landscape debris,
starting this year, Cazzell has opened up
part of his garden center land as a debris
“re-cycling” center.

“We want to serve as a disposal drop-off
point for the homeowner or small (three
acres or less) commercial business,” he
notes.

Nursery manager Linda Mills helps build a proﬁt
center for Four Seasons owner John Cazzell.

He plans to disc and till the debris into
the soil with a farm tractor and re-sell the
matter as topsoil. “One cubic yard of soil
becomes two or two-and-a-half cubic yards
of rich topsoil,” he contends. What's more,
he’s working on a possible plan to lease
more land through the city (for $1 an
acre) and use it as composting fields.

Do all these projects mean he's busy?
You bet.

“Anybody can buy a mower and go
mow an industrial complex and make
$300,” he says. “But what he does with the
$300 is the key.”

That philosophy and work ethic has
helped Four Seasons grow from a $15,000-
a-year odd job to a $1.2 million business
last year. That, and John Cazzell's ability
to see the future.

—Jerry Roche
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