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Big-ticket equipment now more adaptable
to landscaping uses

A wide array of attachments add versatility
and efficiency to skid-steer purchases.

® In your landscape company business plan, in the space beside the
word diversity, add the words versatility and efficiency. Keep them
in mind when buying equipment, particularly big-ticket items like
skid-steer loaders.

This is the type of equipment, particularly with the amazing col-
lection of accessories being made for it, that will allow your compa-
ny to do more—much more—with fewer people.

“Nobody in the landscape business wants people standing around
with shovels and rakes. That's costly.” says Mike McPherson, vice
president sales for Glenmac/Harley Power Equipment, Jamestown,
N.D. Making wise equipment choices will help prevent this.

When buying big equipment, experts say to:

@ match equipment as closely as possible to the types of services
you offer;

@ review the availability of work-saving attachments;

@ calculate the recovery of equipment costs; and

@ consult with employees on ease of equipment use.

Big items such as loaders and backhoes, more typically used in
landscape construction rather than maintenance, represent a siz-

able financial investment for most landscape professionals. But they

can stretch dollars and increase the productivity of these purchases
equipment by also investing in appropriate attachments.
Manufacturers offer an ever-widening array of landscape-type
attachments for skid-steer loaders and tractors. Most can be mount-
ed quickly and easily.

Even “maintenance” equipment such as front mowers and
compact tractors can now be fitted with buckets, forks, blades,
sweepers, etc. so that they can be used out of season, helping to
recover their costs in a shorter time.

“Most people don’t realize how versatile their equipment really
can be,” says Phil Lawrence, equipment designer at Lawrence, Inc.,
Spring Lake, Mich.

“For example, sometimes a landscaper will dump 30 yards of
mulch on the parking lot of a condomium complex and he'll send in
four guys with wheel barrows, and they're working like crazy. It just
doesn’t make sense,” says Lawrence. A smaller crew, working with
compact tractor equipped with a bucket, would get the job done
much faster, decreasing labor costs significantly.

Adds McPherson of Glenmac: “Contractors are always looking
for ways to elminate hand labor. It's unpredictable. They want to
keep their businesses small but profitable, and they can do that easi-
er with the right equipment and implements than they can with
more employees.”

—~Ron Hall

Glenmac Power Rake

Ditch Witch trencher

Du-Al 1250A trencher

Mustang 900 Series Ioéaer
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HEAVY
EQUIPMENT

...for the green industry

Ditch Witch
Circle No. 300, Reader Card

Underground construction equipment. Trenchers from walk-behind that can be taken through a yard
gate to four-wheel-drive models. Vibratory plows. Boring and pirecing tools and attachments, including
three Jet Trac directional boring systems.

Du-Al Manufacturing
Circle No. 301, Reader Card

Model 1250A Trencher for compact utility tractors in the 18 to 35 hp range, patented Hydra-Creep worm
gear drive. Model 1025, 1035 backhoes for mounting on tractors or skid steer loaders. Model 107
Commercial Loader.

Ford New Holland
Circle No. 302, Reader Card

New Holland skid-steer loaders, nine models, self-neutralizing hand controls, maxiumu forward reach at
maximum height. Full line of attachments, Tractor loader/backhoes. Ford powertrains.

Glenmac
Circle No. 303, Reader Card

Model Pro-6 Power Landscape Rake, 6-foot design, left or right throw, oil-bath drive, three-point hitch,
front-mounted scarifier, double-drive rollers, for 27 to 45 hp range tractors. New: the Model Pro-8 Power
Rake with 8-foot design.

JI Case
Circle No. 304, Reader Card

Model 1840 Uni-Loader, Case coupler and bucket design for one-person attachment changes in field, 50
hp diesel, rated operating capacity is 1,350 Ibs.

Deere & Co.
Circle No. 305, Reader Card

John Deere loaders. Five models, from the Model 375 with 17 hp, Yanmar, three-cylinder, liquid-cooled
diesel engine, 675-Ib. operating load capacity to the Model 875, 65 hp John Deere liquid-cooled diesel,
operating load capacity 2,000 Ibs Backhoes for tractors and skid-steer loaders. Loaders for compact,
utility tractors and series tractors.

Kelley Manufacturing
Circle No. 306, Reader Card

Backhoes. Double-acting swing cylinders protected with hydraulic “cushion valve” for smooth operation
and less maintenance, digging depths 6 to 8 feet, bucket sizes 12 to 36 inches, two lever control.

Kubota
Circle No. 307, Reader Card

Model BT650 designed to be used with company's B20 tractor, 2,888-Ib. digging force, 92.9-inch digging
depth, automatic return-to-dig mechanism.

La Barge Equipment Co.
Circle No. 308, Reader Card

Attachments Plus Hopper/Scoop (1.2-yard capacity), fits any three-point hitch and many front mowers
with adaptable lift fram. Fork Set/Tote Platform for front mowers and tractors.

M-B Companies
Circle No. 309, Reader Card

Mechanical Power Brooms. Models include walk-behind (36 inches long, 20-inch diameter poly), and
those that can be mounted on tractors, skid-steer loaders, and on a John Deere out-front mower, Model
MLT (60 inches long by 25-inch diameter, all steel-welded).

Meilroe
Circle No. 310, Reader Card

Bobcat Skid-Steer Loaders, 14 models from 16.5 hp, air-cooled gas 440B (600 Ibs. load capacity) to 74-
hp, liquid-cooled diesel 2410 (2400 Ib. load capacity). Full line of attachments.

Mustang Manufacturing
Circle No. 311, Reader Card

900 Series Loaders, five models, from 15 to 57.5 hp, 650 to 1,700 Ib. lift capacities, single-lever Fast-A-
Tach. Full line of attachments.

Power Equip. & Hydra Mac
Circle No. 312, Reader Card

Hydra-Mac, Model 1450: hydrostatic, all-gear final drive, 40-hp Cummins diesel engine, two-hand lever
control.

Ransomes
Circle No. 313, Reader Card

Cushman TurfTrak independent tractor unit with approximately 20 attachments, including rotary boom,
slip scoop, chipper/shredder, etc. Three models with Kubota engines from 16.5 to 23.5 hp.

Sweepster
Circle No. 314, Reader Card

Hydraulic Drive Sweeper Model LH mounts in place of bucket, requires minimum hydraulic system of 10
gpm at 2,000 psi, measures 6 feet wide by 32 inches in diameter, manual 30-degree angle change,
quick-attach.

Thomas Equipment
Circle No. 315, Reader Card

Skid-Steer Loaders, 6 models from the T-83 (rated lift capacity 800 Ibs., 19.5 hp) to the T-233 HD (rated
lift capacity 2,300 Ibs., 62 hp). Full line of attachments.

Toyota
Circle No. 316, Reader Card

Model SDK10, rated at 1,800-Ib. operating load (largest of Toyota 6-model line), 57-hp diesel engine,
12.5-cubic-foot bucket, maximum breakout force of 4,740 Ibs., maximum dump height of 120.5 inches.

Trackless Vehicles Ltd.
Circle No. 317, Reader Card

MT5 Tractor, Cummins 76 hp to 102 hp diesel, four-wheel drive, hydrostatic transmission. Attachments:
plows, blowers, sweeper, spreader, spreader, commercial mowers.

Vermeer Manufacturing
Circle No. 318, Reader Card

The V-1850 trencher is full hydrostatic-drive; powered by a Kohler Command overhead valve engine.
Depth 0-48"; width 4-10". Good for close quarters; Porta-Bore attachment for sidewalk, driveway boring.

Worksaver
Circle No. 319, Reader Card

Rakes. Also Model ULF-24€ fork attachment increases versatility of small to mid-size tractors and skid-
steer loaders, 2,000-Ib. capacity, adjustable 46-inch long, alloy steel forks.
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You just won’t cut grass. ¢

You'll make 1t disappear. g

is money. And nobody knows it better
than a turf care professional. You need 1o squeeze
maximum productivity out of every hour.
"Toro responds with our new

Guardian® Recycler?

a patented cutting deck that makes
your Toro Groundsmaster® 200 or 300 Series
more productive than ever before.

[t cuts and recuts clippings into fine particles,
forcing them vertically into the turf. Now you see
them, now you don't. No windrows, collecting,
hauling or landfill fees. Just a superb quality of cut.

And, with no side or rear discharge, its safer
and rims equally well from either side. Its also
ruggedly durable,

The Toro Guardian Recycler. The latest
example of our 60 year partnership with turf
care professionals.

And that will never disappear.

Helpng Yo Pt Quicity Indo Pleoy.

For more details, contactyour Toro Distributor.
1-800-803-8676, ext. 176

01993 The Tomo Company, All nghts peserved. The Tovo Company, 8111 Lyndale
Yvenue South, Murmeapolss, Minnesota 55420. " loro,” “Groundsmaster,
“Cuardian” and "Recycler " are vegastered trademarks of The Toro Company

Clrcle No 119 on Reader Inquuy Card



Mulch wisely to get full value

Buying and installing
landscape mulch is not
an insignificant expense.
Use these tips to get full
financial and plant
nutritional value.

B Using mulches in maintained land-
scapes reduces maintainence and improves
plant health by retaining moisture and
controlling weeds.

Mulches can also add beauty to land-
scapes. They're available in varying tex-
tures and colors.

But buying and installing mulch is not
an insignificant expense. Here are some
tips from the National Bark & Soil
Producers A\.ssuualmn (NBSPA) to get the
full value of mulch in the landscapes you
install or maintain:

Depth of application: 2 to 4 inches for
most outdoor applications.

As a soil conditioner: Remove grass
and weeds from the bed surface. Loosen
the soil with a shovel or spade to a depth
of 6 to 8 inches. Cover the bed with 4 to 6
inches of aged, shredded mulch and till

—— Mulch cools soil surface

: Bark mulch
\_ and helps soil decomposes to
// retain moisture. add organic matte
' / to the soil.

Mulch retards
weed growth and
prohibits weeds
from breaking
through soil.

Diagram courtesy Hyponex Corporation

into the soil thoroughly.

Avoid excessive mulch build-up: Re-
mulching beds over several years may
raise the bed level too high for shrubs
and perennials.

When bed depth rises above the base of i
|
|
|

Gently work a specially formulated fer-
tilizer (like 16-9-12, 18-11-12, or 20-10-
10) into the soil before mulching.
Fertilizer application rates depend on the
type of mulch used.

After mulching, follow recommended
fertilizer programs to maintain good
plant growth.

Look for low wood content: Bark
decomposes slower than wood, maintains
its color longer, and presents a uniform

| product appearance.

shrubs, remove 2 to 3 inches of the under-
lying mulch and save it for other planting
uses. The humus created by decomposing
bark mulch is an excellent planting medi-
um for pots and planters.

Nitrogen adjustment: Mulches may tie
up nitrogen as they decompose.

MULCH PRODUCT SELECTION GUIDE

Pine Cypress Cypress Hardwood Western
nugm mulch grade A grade B mulich mulch
Characteristics
Color (1) red brown light brown gold brown gold brown dark br/blk red brown
Longevity (2) multiple multiple single single single single
Moisture retention low high high high high high
particle size 1.25-3.5in. <1.5in. <3in. <3in. <3in. <1in.
Wood content (3) <15% >15% <15% >15% <15% >15%
pH neutral slightly acid neutral neutral slightly acid slightly acid
Benefits
Decoration excellent good excellent good good good
Erosion control fair excellent excellent good excellent excellent
Moisture control fair excellent excellent excellent excellent excellent
Soil conditioning fair excellent fair fair excellent excellent
Weed control good excellent excellent excellent excellent excellent
Applications
Edging good excellent excellent excellent excellent excellent
Drainage areas fair good good fair good good
Planting beds excellent excellent excellent excellent excellent excellent
Planters good good excellent good excellent excellent
Play areas fair excellent fair excellent excellent excellent
Slopes & grades good excellent excellent excellent excellent excellent
(1) Color may vary depending on regional tree species.
(2) Longevity is a rating of how long the product substantially maintains its original appearance and/or function. The rating for a single
season or multiple season is an average based on a temperate climate and moderately intense sun.
(3) Wood content percentage is measured as a percentage of wood to total product weight.
Source: National Bark & Soil Producers Association
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We're committed to you
from e ground up.

The name and the organization
are new — United Horticultural Supply —
designed specifically to serve golf
course superintendents, landscape and
lawn care professionals in addition to
the nursery and greenhouse industry.

United Horticultural Supply provides
a broadbased line of premium quality,
environmentally sound products.

Our professional turf product line
includes fertilizers, chemicals and
seed. Many of these items will be mar-
keted by United Horticultural Supply
under the TURFGO™ brand name.

GROWER’'S CHOICE™ will be the
brand label for many of our nursery,
greenhouse and non-turf specialty
market products.

Each geographic division of United
Horticultural Supply is backed by the
United Agri Products company and is

part of a strategically designed system
of warehouses, inventory and transpor-
tation networks.

These divisions are designed to
provide you with unparalleled service
by being tailored to meet local needs
while at the same time uniting
together on national concerns.

If United Horticultural Supply is the
type of company you are interested in
doing business with, call 800-UHS-6417
for information on the representatives
in your area.

Horticultural Supply.
Working To Enhance Our World

Circle No. 120 on Reader Inquiry Card



TAKE SEASON-LONG,
CONSISTENT CONTROL
To NEW HEIGHTS

DISTRIBUTED BY AG RESOURCES, INC AGRI TURF, INC THE ANDERSONS BENHAM CHEMICAL CO CANNON TURF SUPPLY, IN(
BRANDON, Fl A HATFIELD, MA MAUMEE, OH FARMINGTON HILLS, MI INDIANAPOLIS, IN

FISHER & SON, CO E.H. GRIFFITH, INC GEORGE W. HILL & CO HOWARD JOHNSON'S ENT.  KNOX FERTILIZER CO KOOS. IN(
MALVERN, PA PITTSBURGH, PA FLORENCE, KY MILWAUKEE, W1 KNOX. IN KENOSHA, WI




AND
KEEP VALUE
DOWN

TO EARTH

EA'S GREEN MEADOWS, IN( LEBANON TURF PRODUCTS, IN(

TEMPLE HILLS. MD LEBANON. PA
emr il LEBA \

Unsurpassed control of crabgass and other grassy weeds tops the
list of reasons to use Barricade. Add up all of Barricade's out-
standing features and it's also the best value of any
preemergence herbicide in the industry

And when you combine top performance with down-to-earth
value you not only satisfy customers but also your bottom line.

SEASON-LONG CONTROL

Up to 26 weeks of effective weed control with one application
to give you satisfied customers and reduced labor.
MINIMIZED STAINING CONCERNS

Allows you to control crabgrass in tough-to-treat areas —
curbsides, walkways, along fences and walls.

LOWER RATES ]
Rates up to 4 times less active

ingredient for lower Barricade

HERBICIDE

environmental load and less
hassle in storage and handling.

LOW SOLUBILITY
Eliminates leaching concerns.

VERSATILE PACKAGING

In convenient 1/2 |b. water
soluble packets and with

quality fertilizers to save time
and provide your customers with
greener, more weed-free lawns.

th down on high performance Ba

rricade,
B o

-

Y. SALEM. OF

Civnla Na 112 A Daadar lnmiiing Card



Steady customers are the
backbone of your business.
But losing them could
break your back.

® Like most alert lawn and landscape
entrepreneurs, you know how hard it can
be to attract new customers. But do you

also do all you can to keep your old reli-
able “steadies”?

It's often thought that the customers
who are the backbone of your business will
always be loyal—unless some actual dam-
age is done to his or her lawn or landscape.
However, it has been proved that unless
such mishaps are really drastic, they will be
forgiven when they're corrected.

But what is rarely taken lightly by most

“old” customers—and will often lose
them—is the inability to observe some
simple, considerate and very easy common-
sense business practices. To be sure that
you and your employees are careful, check
your answers to these “yes” questions:

1) Are your trucks neat, clean and
businesslike in appearance? They should
be spotless and freshly painted with the
name of your company clearly visible.
Many customers who employ a lawn/land-
scape contractor consider having the truck
in the driveway to be a status symbol. But
even the most loyal customers won't like a
shabby, unpainted vehicle looking like a
fugitive from a salvage dump in their
driveway.

Handling complaints

® Problem customers include those who:

Pay attention to details and more details. Let your client know

@ never seem to be fully satisfied with the completed work;
@ always seem to want some extra service for free;

@ are sure they're not getting their money’s worth; and

@ insist on supervising the work to an annoying degree.

Proven ways to handle such sticky situations successfully include:

Guarantee your work. Offer to make good in any way you can.
You may need to warn the customer that “I'll do this your way, if
you insist, but I won't be responsible for the results.”

Offer money-back guarantees on any product you sell that is
offered to you on the same basis by the supplier or manufacturer.
“If you have a receipt and if you use this product according to
directions and it doesn’t deliver as promised, just tell us exactly
where it failed.”

this, even while you are working on the property. This can be
extremely impressive, and will make your company and its ser-
vices look very good indeed.

Offer to match the prices of your competition to customers
concerned about prices. These prices should be in writing and
include everything the customer has requested. (Ask for proof of a
competitor’s bargain price on that specific job; they are often only
offered infrequently as “loss leader” bait.)

Never forget: it can cost a great deal to replace loyal cus-
tomers. They are the lifeblood of your business, and your best
sales reps. Remind your employees: if the company has no cus-
tomers, there will be no business—and, consequently—no jobs.

—B.RM.

18 Landscape Management, October 1993




2) Are your drivers safe and courteous?
Since your logo is (or should be) printed
boldly on your trucks, they and their
drivers are really moving advertisements.
This makes it especially important to drive
carefully and obey.all traffic rules.

It’s also important for your employees to
avoid arguments with a customer’s neigh-
bor concerning traffic-related matters.
Neglecting to do so can often result in los-
ing a valuable customer—regardless of
whether the employee is right or wrong.

3) Do your drivers show courtesy
toward other motorists and pedestrians?
Or do they cut people off and then smirk at
them? Rude and unnecessary traffic-related
practices have a negative impact on the
company's reputation.

4) Are your drivers’ job-site parking
practices considerate? Do they always park
away from driveways and the flow of traf-
fic, or do they cause troublesome traffic
jams by parking on busy highways during
rush hour?

5) Do your employees wear near and
appropriate uniforms? With their name and
company name embroidered on a pocket or
on the backs of the shirts? Or do your people
look like skid row characters rather than
competent and reliable landscape workers
because of their unwashed, unkempt hair
and ragged and dirty clothes?

6) Do employees cooperate with each
other? Do they work together in harmony,
efficiently and quietly, or do they quarrel
with each other about who does what,
where and how?

7) Are your employees considerate of
your customers? Your answer to this ques-
tion must be “no” if workers don’t bother to:

* carry empty trash cans from the curb to
the garage (or another location designated by
the customer) simply because it’s too much
trouble or they're too busy keeping to their
production schedule;

* bag lawn clippings, pulled weeds and
other trash and dispose of it properly and
neatly, as directed by the customer. Or (even
worse) do they leave it lying around in a
pathway or garage?

8) Do you train your workers to be con-
siderate and responsible? For instance:

* always moving garden furniture, croquet
and other games, children’s toys, and similar
items on lawns before mowing, and—if
appropriate—replacing them;

* always carefully covering all items which
can’t be moved before spraying;

* always neatly coiling and storing hoses
near a faucet or some other practical place as
designated by the customer, if you are respon-
sible for watering.

9) Do you offer your customers more
than the usual services? Sodding, seeding,
liming, irrigation and installation work are
good examples. This is an important way in
which many companies hold their impor-
tant “steady customers” and keep them
loyal as well as generating considerably
more trade and profit. You might also put
together a complete lawn care program
which includes preventive disease control
and keeping customers’ landscapes looking
good all year round.

You may feel that angling for and obtain-
ing such added business isn't worth the
trouble, but neglecting to do so carries the

risk of losing “steadies” to the competition—
especially when cut-rate fees are offered.

10) Are problem customers handled tact-
fully? Smart companies do their utmost to
answer complaints (see sidebar). Customers
will usually promptly spread the word to oth-
ers about their experiences. These verbal
reports can be negative and result in the loss
of a “steady” plus other potential or actual
customers. Or they can be positive and have
the opposite effect on business.

—The author, Bess Ritter May, is a freelance
writer specializing in business topics for
numerous trade magazines. She is head-
quartered in Philadelphia, Pa.

Landscape Management, October 1993 19




A Gas To Work Wit



