
Over Your Course. 
Eagle gives you another option 
to work into your rotation. 

There's plenty for 
applicators to like about Eagle, 
as well. Extremely low use 
rates, for instance. Just six 
tenths of an ounce per 1,000 
square feet gives you all the 
control you need. This 
translates into easier storage, 
transport and mixing. 

Plus, Eagle comes in 
premeasured, water-soluble 
pouches. Just toss them right 
in the tank. No measuring, 
no mess. 

Find out how Eagle can help 
your course soar to a new level. 
For a FREE brochure, call today: 
1-800-987-0467. 
Circle No. 127 on Reader Inquiry Card 

EAGLE 
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T U R F « O R N A M E N T A L F U N G I C I D E 

For top- f l ight performance. 

ALWAYS READ AND FOLLOW 
LABEL DIRECTIONS FOR 
EAGLE AND FORE FUNGICIDES 
Eagle* and Fore* are registered 
trademarks of Rohm and Haas Company 
© 1996 Rohm and Haas Company 
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Are biologicals smart 
mole cricket control? 
by HOWARD FRANK / University of Florida 

Most turf managers try to control mole 
cricket pests with a bait, or granules or 
liquid containing something that kills 
them. That "something" may be chemi-

cal materials (a chemical pesticide) or living biologi-
cal materials (a biopesticide). 

Some of the newer chemical materials, called 
"biorationals," are synthetic chemicals that, for ex-
ample, mimic the action of insects' growth hor-
mones to interfere with development. 

The biological materials may be insect-killing ne-
matodes (now available commercially) or fungal or 
bacterial pathogens (being tested experimentally). 

These products can be placed exactly where they 
are needed. In general, the chemical pesticides work 

faster than the biopesticides, but the biopesticides 
affect a narrower range of non-target organisms and 
are more environmentally acceptable. The "biora-
tional" chemicals are somewhere in between, be-
cause they tend to work more slowly than the tradi-
tional chemicals, and to have less effect on animals 
other than insects. 
Natives not pests 

The 10 mole cricket species in the U.S. and its 
territories (including Puerto Rico and the Virgin Is-
lands) differ in appearance, distribution, behavior 
and pest status. 

In fact, the native mole crickets are not pests. 
Our pest mole crickets are immigrant species. 

The three species that arouse the ire of turf man-



agers in the southeastern states all belong 
to the genus Scapteriscus. They came from 
South America, arriving at the turn of the 
century in ships' ballast. They are the 
short-winged mole cricket (Scapteriscus ab-
breviates), the southern mole cricket 
(Scapteriscus borellii), and the tawny mole 
cricket (Scapteriscus vicinus). 

The southern mole cricket lives in low-
land areas of North Carolina, South Car-
olina, Georgia, Florida, Alabama, Missis-
sippi, Louisiana and eastern Texas. 
Recently it turned up on a golf course near 
the Arizona/California border. 

The tawny mole cricket has a similar 
but narrower range and may not yet have 
spread west of the Louisiana/Texas border. 
The short-winged mole cricket in the con-
tiguous states is almost entirely in coastal 
areas of peninsular Florida. 

When they got to the U.S., these pest 
species began to spread, and they continue 
to spread today. One reason they have 
been successful here is that the natural 
predators that control them remained in 
South America. 

Natural enemies 
Introducing the specialist natural ene-

mies from South America to the southeast-
em states is a possible solution. This kind 
of activity, called classical biological con-
trol, has been partially accomplished in 
Florida. 

First, the biological control agents were 
observed in South America and identified. 
Then some of them were brought under 
federal permit to a quarantine facility in 
Florida for study. 

It had to be learned how to culture 
them, and also how to culture mole crick-
ets as year-round food for them. Only 
agents shown to be harmless to non-target 
organisms were cleared for release. These 
had to be produced in large numbers for 
release in Florida, then releases were made. 

Populations of them became estab-
lished at various places, then spread to 
nearby counties. The spread of populations 
had to be tracked, and the effect on mole 
cricket populations had to be evaluated. 
The details differ widely from species to 
species. For example, a parasitoid fly was 

The life cycle of the short-winged mole 
cricket. This pest is found in coastal regions 
of the Florida peninsula. 

released by the thousands, at multiple sites, 
and quickly spread throughout south and 
central Florida. A predatory beetle has not 
yet been released. 
Encouraging results 

Mole cricket populations have been 
monitored for over 15 years at three trap-
ping stations in Florida. Mole crickets 
trapped at the southwestern station over 
the last three years number on average less 
than an eighth of what they averaged in 
the years before releases were made. The 
same two biological control agents are es-
tablished near the two stations in north 
Florida, where mole crickets trapped over 
the last three years number on average 
about a third of what they were before re-
leases were made. 

In north Florida, one of the two biologi-
cal control agents occurs only in small 
numbers and probably has little effect; 
however, a third agent has just become es-
tablished and its effect should increase. 

These biological control agents are 
achieving area-wide biological control of 
pest mole crickets. There are more kinds of 
biological control agents yet to be re-
searched and released. 

The big questions to ask are: how low 
can we suppress mole cricket populations 
with classical biological control agents, and 
to what degree can we reduce the use of 
pesticides? • 

Call up 'Mcricket' for answers 
How can you tell the 10 species of mole crickets in the United States apart? 
It's much easier to identify the adults than the young (nymphs) to the species level. 

One way to identify them is to use a computerized knowledge base called Mcricket. 

This knowledge base not only has graphics that let you identify the mole crickets, but it 
also has information about their life cycles and behavior. It also has information about 
control methods, including tutorials. 

Mcricket was developed by University of Florida entomologists Tom Fasulo, Howard 
Frank and Don Short with extension agents Harold Jones and LaRue Robinson. Other 
than that, any IBM-compatible PC with 3.3 MB of hard disk space, 640 KB of RAM, and 
one floppy drive will do. 

Mcricket: Alternative Methods of Mole Cricket Control including the software (three 
diskettes, Program 089) and manual (Circular SW-089) can be purchased as a package 
from: University of Florida, IFAS Software Support, P.O. Box 110340, Gainesville, FL 
32611-0340. Phone: (352) 392-7853. Mcricket costs $30 for Florida residents (add sales 
tax) and educational institutions, $40 for all others. Prepayment by check or Visa/Mas-
terCard is required. Checks should be made out to the University of Florida. 

However, if you know how to surf the World Wide Web from your computer, you 
can access Mcricket free at: 

http^/gnv.ifas.ufl.edu/~ent1/mcricket/index.html 



FORE. 
Before your greens can look like the one on the 
right-hand page, you need the product on the left: 
Fore® fungicide. 

To most golf course superintendents, performance is 
what matters most. Fore provides a level of control 
that matches Daconil® and Chipco® 26019. Even 
against tough diseases like brown patch or pythium. 

No fungicide offers a broader spectrum of activity, 
either. Fore gets diseases other products can't—such 
as algae and slime mold. 

In addition, you can tank-mix Fore with Eagle" 
Aliette®, Subdue®, Banol® or other products, 
providing even broader spectrum control and 
strengthening your resistance management program. 



AFTER. 
Fore also helps you with quick green-up in summer. 
Users from across the country say their turf looks 
better almost as soon as they spray. 

Plus, Fore now comes in water-soluble pouches. 
This new packaging cuts down on handling, 
measuring and mixing—making your job 
a whole lot easier. 

To get the good-looking results you're after, 
use Fore. 

FORE 
ALWAYS READ AND FOLLOW 
LABEL DIRECTIONS. 
Fore* and Eagle* are registered 
trademarks of Rohm and Haas Company. 
Aliette* and Chipco* 26019 are 
trademarks of Rhone-Poulenc. 
Banol* and Subdue* are 
trademarks of Ciba. Daconil* is a 
trademark of ISK Biosciences. 
® 1996 Rohm and Haas Company T-O-155 1/96 

TURF•ORNAMENTAL FUNGICIDE 

The foundation of good disease management. 
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Heat stress 
'solutions' 
can hurt 
by TERRY McIVER / Managing Editor 

Large fans help circulate 
air around greens sur-
rounded by many 
trees.T 

Bentgrass—regardless of the variety—is natu-
rally prone to heat stress. Well-intentioned 
management that is performed to defend the 

turf against the heat can often get in the way of 
healthy turf. 

Speaking at the North Carolina Turf Conference 
in January, Dr. Milt Engelke of Texas A&M re-
minded superintendents that different species of 
turfgrasses have biological strengths and weaknesses 
that influence how they survive in the golf course 

setting. 
"Natural environmental 

conditions we are concerned 
with include temperature ex-
tremes, moisture extremes, dis-
ease and traffic," says Engelke, 
"and to help the turf withstand 
those conditions, we manipu-
late the environment to com-
pensate for the biological defi-
ciencies of the cultivar. 

Mowing heights are tricky. If 
they're too high, stressed roots 
have more turf to support^ 

Engelke's heat-stress tips: 
1. Use adapted, heat-resistant cultivars. 
2. Maintain good soil/water ratio. 
3. Promote deep, extensive rooting. 
4. Provide adequate drainage. 
5. Avoid excessively saturated soil. 
6. Maintain proper mowing height. 
7. Pull soil profiles often to view rootzone 

depth. 
8. Flush greens periodically. 
9. Use Toro Hydroject on dry greens, NOT on 

wet greens. 
10. Try using star tines on your aerator. They 

give turf about 30% more surface area in 
which to lose moisture. With %-inch diame-
ter tines, you can actually dry a green out in 
24 to 36 hours, Engelke says. 

—T.M. 

"The attitude has developed that there is a spe-
cific way we have to manage bentgrasses. We have 
to get off of that a little bit. Syringing is an example. 
That process cools the plant but it's just one of 
many cultural practices. 

"Your management scheme should be to manage 
to the weakness of the grass, and take advantage of 
the strengths," says Engelke. 

"Turf variety is important, but management is 
the key." 

Syringing in high temperatures, for example, cre-
ates humidity in the turf crown. The high tempera-
ture, high humidity and fertilizer combine to create 
a perfect environment for disease, Engelke explains. 

"Water management can be a wonderful tool," 
agrees Engelke. "We just tend to use 'a little bit of 
water' a lot!" 

There are ways to help the plant to cool itself, and 
thereby cut back on the "environmental manipula-
tion." One solution is to aerify rather than syringe. 

Summer aerification creates large pores for water 
and oxygen circulation in the rootzone, the most 
important area of the turf. 

Lost any greens collars lately? Was it after you 
raised the mowing height? That's because as soil 
temperature rises in hot weather, root growth stops. 

"So if you raise the height of cut in the summer, 
you're taxing roots that are already weakened by 
heat." • 



Even-colored, even-textured turf starts with LIBERTY. 

Use it alone. LIBERTY ranks among the highest in year-
round color and density, and performs in high- and low-
maintenance programs. It's wear tolerant, and among the 
most disease resistant of all kentucky bluegrasses. 

Or blend it with any other quality, cool-season grasses. 
It won't stand out. Its color, blade width, and density com-
plement perfectly to produce a dense, even-colored, even-
textured turf in reseeded and newly seeded areas. 

Athletic fields, golf courses, residential lawns...start 
with LIBERTY. It's the outstanding bluegrass that doesn't 
stand out. 

ZA J AC 
PERFORMANCE 
SEEDS, INC. 

33 SICOMAC ROAD • NORTH HALEDON, NJ 07508 
201 423-1660» FAX 201 423-6018 

THE 
OUTSTANDING 

BLUEGRASS 
THAT 

DOESN'T 
STAND OUT. 

LIBERTY 
K E N T U C K Y B L U E G R A S S 



Part-time 
personnel, 
full-time 
headaches 
by PHILIP M. PERRY 

#2 

Motivating full-time employees is hard 
enough. But part-time and temporary 
workers pose a special challenge. 

How do you light fires under people who are 
often saddled with low-level work, blocked from 
climbing the career ladder, and treated like "out-
siders" by the full-time staff? 

"Contingency" workers now account for 20 per-
cent of America's workforce. That number is ex-
pected to rise to 30 percent within a decade. 

"Part-time and temporary employees have be-
come vital tools for keeping labor costs under con-
trol," says Carl Johnson, president of Princeton Em-
ployee Relations, Princeton, N.J. 

Unmotivated contingency workers, however, are 
dangerous. Feeling demoralized, they perform list-
lessly and neglect customers. That threatens your 
profits. Worse, disenchanted part-time workers are 
apt to quit for greener pastures. That saddles your 
business with the costly task of training replacements. 

Here's some good news. You can motivate these 
employees. The secret is to avoid common errors 
that "turn off' temporary help: 

• Don't give them the cold shoulder. 
Give them a warm welcome and intro-
duce them to the staff. Make them feel a 
part of the family. 

Bonus tip: Avoid confusion and hurt feelings by 
clearly identifying the chain of command to the new 
employee. Who is authorized to give orders? 

#3 

#4 

• Don't turn them loose without orienta-
tion. "Cover the basic things: what are the 
policies of the firm? What are overtime 
policies?," says Bruce Steinberg, 

spokesperson for the National Association of Tem-
porary and Staffing Services, Alexandria, Va. 

Bonus tip: Plan ahead. "Don't just assume that 
when people show up, you will get everything 
ready," says Steinberg. "Prepare their tools and any-
thing else." 

• Assign a mentor. "A mentor is a 
tremendous motivational tool," says Don 
Schackne, president of Personnel Manage-
ment and Administration Associates, 

Delaware, Ohio. "Select someone who is willing to 
teach and is patient. You can also assign a few per-
manent people as roving mentors." 

Bonus tip: The mentor will feel good about the 
added responsibility. 

• Don't exert too much control. You'll 
never find out if there is "a better way" if 
you don't give the new worker the free-
dom to use creative problem-solving. 

"When contingency workers believe they are making 
a difference in an organization, they feel better 
about being there," says Ian Jacobsen, a Sunnyvale, 
Calif.-based consultant. 

Bonus tip: Encourage everyone to think cre-
atively by recognizing new ideas publicly. 

• Don't load down part-timers with 
"grunt" tasks, those jobs no one else wants 
to do. Remember that everyone feels good 
about improving skills. What challenging 

tasks can you assign to the new employees? Ask 
them what skills they would like to acquire. There's 
nothing wrong with assigning low-level tasks. But 
make sure to add some specialized jobs to spark loy-
alty and enthusiasm. 

Bonus tip: Rotate the mundane tasks among all 
employees to keep boredom to a minimum. 

• Don't overlook work well done. That's 
devastating. "The recognition of a job well 
done is even more important for contin-
gent workers," says Dr. Peter Spevak of 

the Center for Applied Motivation, Rockville, Md. 
"Their own identity with the company is not as 
strong, and they need to be reinforced." 

Bonus tip: Consider giving a plaque to the part-
time "Worker of the Month." 
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QUOTABLE QUOTES 

Posi t ion ing ourselves 
"[The environmental debate] is a very robust discussion now. We've 

come out from all the bashing and we've started to posture ourselves as 

environmentalists in our own right " 

—Dr. Frank Rossi, 
University of Wisconsin-Madison 

TIP 

# 7 

TIP 

#8 

TIP 

# 9 

• Do not allow conflicts with 
full-time employees, who may 
feel threatened by part-timers, 
fearing for their own jobs. So ex-

plain to current workers why you are 
bringing in outsiders; communicate that 
the new people do not represent a threat 
to the jobs of full-time staffers. 

Bonus tip: Reward successful referrals 
with cash bonuses. 

• Do not omit temporary work-
ers from business activities. In-
vite them to workshops and 
seminars, employee lunches, par-

ties, and any other normal activities. 
Bonus tip: Hold a party for every 

temp's birthday. 
• Don't overlook financial in-
centives. Times are changing: 
bonuses are not reserved for per-
manent staffers any more. "De-

velop some kind of a bonus plan," says 
Schackne. Perhaps insurance coverage or 
vacation time after a certain number of 
successful work hours. 

Bonus tip: Pay contingent workers a lit-
de more per hour than competing busi-
nesses. This will keep competitors from 
raiding your workers after you have in-
vested in their training. 

• Don't insist on rigid hours. 
Many part-time and temporary 
workers do not want to be tied 
down to 8-to-4 hours. Capitalize 

on that. If you allow for flexible hours, you 
will encourage employees to stay with you. 

Bonus tip: Avoid panic situations by en-
couraging employees to let you know in 
advance of any anticipated scheduling con-
flicts. 

"In the past...temporary workers came, 
performed menial functions and left with 
little interaction," notes Marc Silbert of 
Robert Half International, Menlo Park, 
Calif. "Now, they serve virtually all aspects 
of the workplace. They should be recog-
nized as the professionals they are." 

—The author is a freelance business 
writer based in New York City. 

TIP 

#10 

HE FALL OF SUMMER PATCH. 

Controlling summer patch is no 
sweat with preventative applications of 
BAYLETON® Fungicide. 

To find out more, contact Bayer 
Corporation, Specialty Products, Box 4913, 
Kansas City, M O 64120. (800) 842-8020. 

Bayer 

© 1996 Bayer Corporation Printed in U.S A 96S10A0031 



You want your course to be a perfect showplace. 
Your reputation is built on it. Which is exactly 
why your disease control program should 
start with BAYLETON® Turf and Ornamental 
Fungicide for rock solid control of the toughest 
turf diseases. Including summer patch, dollar 
spot and anthracnose. 

BAYLETON is the fungicide superinten-
dents have turned to for over 15 years. And for 
good reason. With its broad-spectrum control 
and long residual, they know they can apply it 
throughout the season to control 15 of the 
toughest turf diseases. 

That's why BAYLETON should be the corner 

stone of your disease management program. 
Tank-mix BAYLETON with ProStar® for 

enhanced control of brown patch. Or include 
Daconil® in your tank-mix to control leaf spot. 

Summer Patch
 A n d a d d Subdue" to BAYLETON to tackle 

Pytbium. With BAYLETON in your tank, not 
only will you be able to control these diseases, 

u&tfM^^** but you'll also get unsurpassed control of 
Dollar Spot course-threatening diseases like summer patch, 

dollar spot and anthracnose. 
N o other fungicide offers as much versa-

tility. In addition to giving you numerous tank-
mixing options, you can also treat ornamentals to 
get outstanding control of powdery mildew, rust 

Anthracnose 

. B E F O R E YOU CAN PUT YOUR COURSE ON A PEDESTAL, 
YOUR FUNGICIDE PROGRAM NEEDS A FOUNDATION. 



and other diseases. And you can apply BAYLETON over 
your entire course to keep golfers from tracking disease 
from your fairways to your greens and tees. 

Naturally, to ensure the maximum effectiveness 
of your disease control program, 
we recommend that you apply the 
appropriate cultural practices for 
your particular region and course 
layout. Wherever you're located, 
you'll find that with no turf restric-
tions, BAYLETON is right at home. 

BAYLETON comes in a 
water-soluble packet for easy mixing and reduced 
applicator exposure. 

Water-soluble packets 
reduce applicator exposure 

To find out more, contact Bayer Corporation, 
Specialty Products, Box 4913, Kansas City, M O 64120. 
(800) 842-8020. 

Then build your disease control program on 
BAYLETON. 

The cement that holds together any successful 
disease management program. 

Tank-mix BAYLETON with ProStar 
to control brown patch and other 

tough turf diseases 

Bayer 

ProStar is a Registered Trademark of A g r E v o D a c o n i l is a Registered Trademark of ISK Biosciences. Subdue is a Registered Trademark of Ciba-C»cigy C o r p 
© 1996 Bayer C o r p o r a t i o n Pr in ted in U S A 96SL()A(K)29 



SHOWCASE 
that outfield fence! 
by RON HALL / Senior Editor 

Flowers make the out-
field fence at the College 
of Wooster's varsity 
baseball field something 
special. 

Ieff Moser turns the outfield fence at the College 
of Wooster varsity baseball field into something 
special each summer. 

3y ringing an outfield fence with flowers, orna-
mental grasses and small trees, other schools and 
communities can showcase their top ballfields, too. 
The effort provides a functional and pleasing back-
drop against which to highlight baseball or softball. 

Moser is one of nine crew members on the staff 
of grounds superintendent Phil Williams. He and 
co-worker Leroy Boulton maintain the college's ath-
letic fields. Other crew members maintain the 
school's golf course and campus. 

The College of Wooster is a private college of 
1578 students located in the heart of Amish country 
in north central Ohio. The campus is as neat and 
pretty as a picture postcard. 

Here's how Moser, basically on a shoestring, 
perks up the outfield fence: 

Each spring, he and Boulton run a string one-foot 
inside and outside of the outfield fence, and apply 
Roundup non-selective herbicide. 

Then, when the college grounds crew picks up 
its 60 to 100 flats of annuals for the golf course and 

campus, Moser sets aside 6 to 8 flats for the 5-foot-
wide, 120-foot-long curve just outside of the base-
ball fence. 

He began the project when he joined the staff al-
most seven years. 

"Every year, I make it a little bit longer and add 
more plants," says Moser. 

Because the ornamental grasses (a variegated 
miscanthus) that he planted around the fence grow 
so prolifically, he splits them often. This provides 
new plants as he expands the beds. 

Moser says he and Boulton are so busy mowing 
and fertilizing the college's athletic fields in the 
spring, that they often have to wait weeks before re-
juvenating the outfield fence, a project they do, basi-
cally, on their own. 

It takes them about a day to pop out the grasses, 
rototill the beds, plant the grasses and flowers, and 
spread about two inches of shredded bark mulch. 
He says his most pleasing combination of flowers, to 
date, has been blue salvias massed with white sweet 
alyssum. 

Although the spring baseball season is over by 
the time the garden looks its best, golfers—particu-
larly senior citizen league golfers—really appreciate 
the view. The outfield fence is adjacent to the club 
house and golf carts. 

"Phil Williams has done wonders for the campus 
grounds for years. He's the one that deserves the 
credit for the things we do," says Moser. "He gives us 
some freedom to do these things as long as we get 
our daily tasks done." LM 



THINK TANK 

Gradually, 
our message 
is heard in 
Washington 

R O N H A L L 

S e n i o r E d i t o r 

Washington D.C. is the most pow-
erful city containing the most 
powerful people that the world 
has ever known. . .so, where were 
you January 28th and 29th? 

Those were the dates for the annual Day on 
the Hill put on by PLCAA and sponsored by top 
industry suppliers. 

About 80 or 90 of us were there. But we know 
that there are thousands of others of you just like 

us. You use fertilizers and 
other chemical products 
responsibly. And because 
you do, you make our 
landscapes a lot better 
places to live, play and 
work in. 

The relatively tiny 
number of us told our re-
spective legislators and 
their aides just that. We 
also informed them about 
the number of people we 
employ. And about the 
taxes we pay. 

We emphasized the 
public's overwhelming ac-
ceptance and support for 
our services. We also pro-

vided supporting data, and told them that they 
can contact us should they need any other infor-
mation about our businesses, or our industry. 

All of this we crammed into about 10 to 15 
minutes a visit. 

This is the same information that we've been 
offering to our respective legislators year after year 
after year. This is the seventh year in a row that 
some of us have been there. 

We're starting to see the results of our work. 
It's a continuing educational process that's work-
ing. 

During our legislative visits a couple of weeks 
ago, there were no controversies to address. 

Lawmakers weren't considering any legislation 
that could be considered industry threatening, not 
like the anti-lawn care legislation that Sen. Joseph 
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Optimum scheduling 
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Who are your customers? 
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Ten lighting tips 

P A G E 1 2 L 

The problem wi th part-timers 

P A G E 1 6 L 

An operating efficiency survey 

P A G E 2 0 L 

'Pushing' motivation 

Leiberman (D-Conn.) proposed six years ago, 
anyway. 

The weight of our previous visits is partly re-
sponsible, although the governmental impasse 
over the U.S. budget and the fact that 1996 is an 
election year overshadowed everything else in 
Washington D.C. late in January. 

Even so, legislators and their staffs received us 
cordially. More and more of them, or their staff 
members, know us from previous visits. That's 
encouraging. 

Next year make plans to attend the Day on the 
Hill. You won't find yourself alone. There will be 
a small, but experienced group of colleagues that 
will show you the ropes in short order. 

After making your visits, you'll probably agree 
with them that it's the single most important in-
dustry event of the year. You'll see for yourself 
how much difference you can make. LM 

Comments? Phone Ron at (216) 891-2636 or e-
mail him at 75553.502@compuserve.com 

mailto:75553.502@compuserve.com




T H E I N S E C T I C I D E T O U S E 

W H E N T H E M A I N A C T I V E I N G R E D I E N T 

Y O U W A N T O N T H E L A W N IS 

A M Y . 

We thought an insecticide that controls grubs and other insects while 

using less active ingredient might appeal to people concerned about the environment. 

Especially their children's environment. 

That's where the brand new chemistry of MERIT® Insecticide comes into play. 

MERIT is effective at rates 85% to 96% lower than other conventional soil insecticides. 

Which means you can get an average of 94% control of grubs, 

while putting less active ingredient onto your customer's lawn. 

What's more, when applied in the spring, MERIT provides enough residual 

activity to effectively control grubs throughout the summer. 

To find out more, contact Bayer Corporation, Specialty Products, 

Box 4913, Kansas City, MO 64120. (800) 842-8020. 

Because the only thing that belongs on your customers' lawns 

in high concentrations are their children. 

Bayer ® 

96S19A0075 
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AROUND THE SHOP 

Scheduling 
fo r op t imum 
effectiveness 

BOB ANDREWS 
C o n t r i b u t i n g E d i t o r 

Since we must go to customers, rather than 
they to us, your time management is es-
sential. Visits must be scheduled so that 
customers are serviced in an organized 

and efficient manner. Here are some hints: 
1) Clearly designate routes or service zones. 

Except in very special cases, begin each year by 
treating all lawns in each zone in some type of 
order. Before the route is run for the first time, 
put these addresses in sequence by neighborhood, 
street, and number. Insist that they be treated in 

that order the first 
time out. 

2) Include clear di-
rections to the site on 
each invoice. It may 
not always be possible 
to have the same per-
son treat the lawn each 
round. Make sure a 
substitute has clear di-
rections to the prop-
erty. 

3) Take time to ac-
quaint new employees 
with the routes. Sim-
ply giving them a 
street map doesn't 
help much. Drive the 
routes with them and 

provide written instructions on locations of spe-
cific subdivisions and new developments. Provid-
ing each truck with a Graphic Street Guide is also 
very helpful and quickly pays for itself in time 
saved. 

4) Clearly note special customer requests on 
the invoice. Is this a "call-ahead" customer? Is 
there a locked gate? How about outdoor pets? Is 
the numerical address clearly shown on the 
house? If not, how do we identify it? Does the 
property have odd boundaries we need to re-
member? 

All such information should be reviewed by 
the turf specialist before they leave your office, 
not while they are parked in front of the lawn. 

5) Give the turf specialist a few more invoices 
than they are expected to treat. Despite our best 

planning, there are often occasions when we sim-
ply cannot treat a scheduled lawn. By giving the 
specialist back-up invoices, you will save the time 
of having them return to the shop for additional 
work. 

6) Track invoices and invoice scheduling. You 
should be able to tell, at any given time, the sta-
tus of any given invoice. By keeping track of in-
voices, you will service customers according to 
the schedule you have 

We must 
understand 
the need for 
both sales 
goals and 
quality work, 
too. 

set. 
7) Follow up on a as 

scheduled route the 
day it is treated. This 
does not mean you dis-
trust your employees. 
It is "quality control." 

8) Service new cus-
tomers as soon as possi-
ble. Later adjustments 
in schedules can be 
made after the lawn 
has been treated for 
the first time. 

9) Put customer needs before your schedule. 
Most LCOs require their turf specialists to also 
respond to service calls in their respective routes. 
Whatever your service policy, be it one day, two 
or three, respond in that time frame by schedul-
ing the service call in with the turf specialist's 
production route. 

These are ways to efficiently service customers 
and avoid wasteful "windshield time." We under-
stand the need for production sales goals, but we 
must also understand the need for quality work. 
Proper routing and scheduling of your service 
calls, and thus your employee's work day, will 
allow you to be more successful in meeting both 
objectives. LM 





Who are your 
customers... really? 
Youve got to get into their heads to effectively 
increase sales to both existing and potential clients, 
say these two experts. 

o you know enough about your customers or 

competitors to remain profitable? Or to grow 

your company? 

tomers who will most likely buy your service. Find 
out as much as possible about their mindset." 

Begin with current customers. Find out who the 
decision-makers are. When do they budget? How do 
they buy? What's important to them? 

In fact, you can't learn 
too much about either cus-
tomers or potential cus-
tomers, says Guido who, 
for example, joined a cor-
porate purchasing agents' 

That's the challenge every landscape contractor 
must meet, say Judith Guido and Edmond 
Laflamme of Laflamme Services, Bridgeport, Conn. 

If you can't provide an accurate profile of your 
best customers, it's time to start asking lots of ques-
tions, says Guido. 

Adds Laflamme: "Market research is gathering 
relevant information about current or potential cus-
tomers to allow you to specifically focus on cus-

Judith Guido and Edmond Laflamme of Laflamme Services in Bridgeport, 
Conn., pinpoint their customers so that they can focus their marketing. 

association. 
She says she wanted to find out what made pur-

chasing agents tick. She wanted to understand why 
they buy (or don't buy) landscape services. She 
wanted to discover how they budget for these pur-
chases. 

"I learned what they need," she explains. "I'm 
creating services to help them." 

While you're profiling your customers, study 
your competitors too, says Laflamme, who started 
his own landscape company in 1970 with a pair of 
mowers. Laflamme Services now does more than $5 
million annually. 

Can you name your top three competitors? Their 
top three accounts? Why your competitors have 
those accounts instead of you? 

Other information you should know: Is your 
competitors' personnel more qualified than yours? 
What are their market areas? Their pricing strate-
gies? How do they advertise? 

Don't be afraid to ask customers and potential 
customers what they think of your competitors. 

"Many times they will tell you," says Laflamme. 
"Ask them, where are they strong? Where are they 
weak? 

'Tell them why you want to know, because you 
want to improve your company. Nine times out of 
10, they will tell you the truth." 

Guido says you should match your company's 
strengths to your competitors' weaknesses. "In areas 
where you're weak against the competitors' 
strengths, you have two choices: get up to a compet-
itive level or not compete." 



Major domestic 
trends that could 
affect your sales 

• More home-based computers, allow-
ing the workforce to spend more 
time at home. 

• Widespread availability of informa-
tion systems (like the Internet and 
the World Wide Web) and computers. 

• Environmentalism and the "green 
movement." 

• Globalism and international business. 
• "Networking," "partnering" and 

"outsourcing." 
• Increasing business ethics and values; 

"honesty is a big part of business 
today," Edmond Laflamme notes. 

• Not just satisfied customers, but satis-
f ied-plus customers. 

• Downsizing. 

Guido offers these seven marketing 
tips: 

1) Define your product and service. 
Write it down. Develop a "menu" of ser-
vices. "How else do your employees know 
what you're doing? How does the public 
know what you're doing?" asks Guido. 

2) Identify your target market. "You 
can't be everything to everybody," says 
Guido, who claims that "20 percent of 
your customers provide 80 percent of your 
revenues." Find more customers just like 
that 20 percent. 

3) Identify your pricing strategy. "Can 
all of your employees answer the question: 
Why are you more expensive? Or, why are 
you less expensive?" asks Guido. 

4) Make your service accessible. Is it 
easy for your customers to get in touch 
with you? 

5) Create customer awareness by get-

ting your name into the marketplace. 
Write articles for local newspapers. Speak 
at local clubs. 

6) Transfer ownership. Is it easy for 
your company to get your services to your 
customers? 

7) Follow up and get feedback. Don't 
let seven business days go by before follow-
ing up a direct mail promotion. Either con-
tact the potential client with a call or letter. 
Tailor your follow-ups on a case-by-case 
basis, but don't stop until you get feed-
back. 

In addition to offering landscape ser-
vices, Laflamme and Guido are partners in 
Grassroots Marketing, a consulting firm for 
small to mid-size companies. • 

AERATORS • SOD CUTTERS • EDCERS • DRILLING UNITS • POWER RAKES • PIPE PULLERS 

Remember.. . 
how chain and bearing problems used to steal your profits? 
...back before you bought your first Turfco@ Aerator: 

Turfco's exclusive 
externally housed chain 
and sealed bearings...jS 
slash costly downtime! J 

Slash Downtime! 
Choose the durable Standard Aerator 

s> or the High Production Pro-Series Wide Model! 
MFG. INC. '1655 101st Avenue NE •Minneapolis, MN 55449-4420 •Phone: (612) 785-1000 -FAX (612) 785-0556 

2 Models 



SOMETIMES A COMPANY IS BETTER 
KEPT IT. 

Patented two-pedal hydrostatic drive 

KEPT IT. 
Two-year commercial engine limited warranty 

KEPT IT. 
Canister-type two-stage air filter 

KEPT IT. 
Engage-on-the-go differential lock 

KEPT IT. 
Quick, one-person attachment hookup 

KEPT IT. 
Best servicing dealer network in the business 

KEPT IT. 
24-hour parts delivery (in most cases) 

KEPT IT. 
Power steering 

KEPT IT. 
Radiator-type transmission oil cooler 

KEPT IT. 
Master stop brake and parking brake 

KEPT IT. 
Unitized, welded steel frame 

KEPT IT. 
Hydraulic weight transfer 

KEPT IT. 
Dual hydraulic-lift cylinders for attachments 

Change is good. Sometimes. But when 
youVe got a front mower with as many 
outstanding features as the F900 Series, 
it's often best not to mess. 

To give you an idea of how much we 

still have to offer, just take a gander at the 
"kept it" column above. 

Every item shown is either a John Deere 
exclusive. Or a feature that gives you a 
big advantage over most of the competition. 



KNOWN FOR CHANGES IT DIDN'T MAKE 
CHANGED IT. 

New pro-style seat; more padding, better support 

CHANGED IT. 
New electric solenoid for PTO engagement 

CHANGED IT. 
New weather-sealed electrical system 

Not a bad list of goodies from a machine 
born and bred in the 80s. 

But these 22- and 28-hp gas or diesel 
mowers have been updated in certain 
areas to make them even more reliable 

and comfortable. (See "changed it" above.) 
Rediscover the John Deere F900 Series 

for yourself. For more information or 
the dealer nearest you, call 1-800-537-8233. 

N O T H I N G R U N S LIKE A DEERE^ 



10 BRIGHT lighting tips 
lights where they are the most effective without 
being too uniform. 

4) Consider glare. Shield fixtures so glare is con-
trolled, especially on an elevating path. Select fix-
tures that will keep the lamp glare from the eye as 
the path ascends. 

5) Don't be boring. Mix up the effects. If the 
trees are too small to downlight, use backlighting 
and/or silhouetting instead of all front uplighting. 

6) Never allow any normal voltage drop to be 
noticeable by the naked eye. Lay out the cable runs 
to prevent this. 

7) Don't doom your fixtures. Few fixtures are 
designed to stand up to a string trimmer or mower. 

8) Allow room. You may want to add fixtures or 
upgrade lamps to a new system. 

9) Never install a fixture that will be overgrown 
by the foliage. Select a fixture that will still be effec-
tive when surrounding plants are mature. If this isn't 
possible, have a plan to replace the fixture when the 
plants are mature. 

10) Don't place or install fixtures where it's over-
ly difficult to relamp. Consider the next person who 
must climb the tree with a screwdriver in hand. • 

Painting with light adds 
value to landscapes by 
giving them beauty after 
the sun goes down. It 
also increases security 
and safety for home-
owners. 

Increase your residential customers' enjoyment 
of their outdoor surroundings by providing 
professional outdoor lighting. Outdoor light-
ing increases security and safety. But it can 

also add beauty and mystery to gardens, pools, decks 
and patios—in all seasons. 

Some contractors refer to this as landscape light-
ing and, indeed, they do illuminate trees and shrubs. 
But they also light driveways, steps, entrances and 
other parts of properties. 

Here are 10 landscape lighting 
tips from Clay Martenies, vice presi-
dent sales of California Landscape 
Lighting: 

1) Never allow a lamp to shine 
directly into the eyes. If the effect 
you select will produce this, use an-
other angle. If this is not possible, 
use another way to light. 

2) Don't over-light. Allow the 
dark areas to accent what you light 
by varying amount of light, or not 
lighting everything. 

3) Let the airports have the 
"runway" lights. Place your path-

—These tips appeared in the winter 1996 issue of Cali-
fornia Landscape Lighting's newsletter, Lite Tips. For 
more information, write: California Landscape Light-

ing, 31260 Cedar Valley Drive, Westlake Village, CA 
91362. 



hat makes you so tough? 
With the New Holland Super Boom™ skid-steer loader, the answer is 
simple: everything. Super Boom is the most durable, reliable and 
productive machine you'll find for any landscaping job. 

Dk ere ivnen you nee d it 
The dual, endless drive chains don't have a 

master link so they're stronger than ordinary 
chains. And they're pre-stressed and never need 
routine adjustment. Axle oil seals are protected 
from damage and leaks are virtually eliminated. 

Super Boom's cast iron axle housings pro-
vide rugged support for tough jobs and heavy 
loads. And the loader pins are twice the diame-
ter of competitive machines for more strength 
and durability. 
£ ady to service 

You'll have quick 
access to all the routine 
service points with the 
boom down. It has a 50-
hour lube interval, unlike 
competitive machines whicn 
require daily lubrication. The Advanced Warning 

System keeps you informed of all major functions. 
And, if it ever needs major repairs, the entire 
boom and cab tilt forward for the best engine and 
transmission access anywhere. 

d^edt in productivity 
Super Boom is still the best for productivity 

and safety because of its superior boom reach, lift 
height, lift capacity and stability. And, Super 
Boom has a Pick Up 'n Go™ universal attachment 
system that hooks up to New Holland and com-
petitive attachments. So, what makes Super 
Boom so tough? Reliability, durability and supe-
rior performance. 

Stop by your New Holland dealer 
today and put the toughest skid-
steer loader on the market to work 
for you. Working together, we'll 
help you give the earth a facelift. 



Part-time 
personnel, 
full-time 
headaches 
by PHILIP M. PERRY 

TIP 

#2 

Motivating full-time employees is hard 
enough. But part-time and temporary 
workers pose a special challenge. 

How do you light fires under people who are 
often saddled with low-level work, blocked from 
climbing the career ladder, and treated like "out-
siders" by the full-time staff? 

"Contingency" workers now account for 20 per-
cent of America's workforce. That number is ex-
pected to rise to 30 percent within a decade. 

"Part-time and temporary employees have be-
come vital tools for keeping labor costs under con-
trol," says Carl Johnson, president of Princeton Em-
ployee Relations, Princeton, N.J. 

Unmotivated contingency workers, however, are 
dangerous. Feeling demoralized, they perform list-
lessly and neglect customers. That threatens your 
profits. Worse, disenchanted part-time workers are 
apt to quit for greener pastures. That saddles your 
business with the costly task of training replacements. 

Here's some good news. You can motivate these 
employees. The secret is to avoid common errors 
that "turn off' temporary help: 

• Don't give them the cold shoulder. 
Give them a warm welcome and intro-
duce them to the staff. Make them feel a 
part of the family. 

Bonus tip: Avoid confusion and hurt feelings by 
clearly identifying the chain of command to the new 
employee. Who is authorized to give orders? 

TIP 

#3 

TIP 

#4 

• Don't turn them loose without orienta-
tion. "Cover the basic things: what are the 
policies of the firm? What are overtime 
policies?," says Bruce Steinberg, 

spokesperson for the National Association of Tem-
porary and Staffing Services, Alexandria, Va. 

Bonus tip: Plan ahead. "Don't just assume that 
when people show up, you will get everything 
ready," says Steinberg. "Prepare their tools and any-
thing else." 

• Assign a mentor. "A mentor is a 
tremendous motivational tool," says Don 
Schackne, president of Personnel Manage-
ment and Administration Associates, 

Delaware, Ohio. "Select someone who is willing to 
teach and is patient. You can also assign a few per-
manent people as roving mentors." 

Bonus tip: The mentor will feel good about the 
added responsibility. 

• Don't exert too much control. You'll 
never find out if there is "a better way" if 
you don't give the new worker the free-
dom to use creative problem-solving. 

"When contingency workers believe they are making 
a difference in an organization, they feel better 
about being there," says Ian Jacobsen, a Sunnyvale, 
Calif.-based consultant. 

Bonus tip: Encourage everyone to think cre-
atively by recognizing new ideas publicly. 

• Don't load down part-timers with 
"grunt" tasks, those jobs no one else wants 
to do. Remember that everyone feels good 
about improving skills. What challenging 

tasks can you assign to the new employees? Ask 
them what skills they would like to acquire. There's 
nothing wrong with assigning low-level tasks. But 
make sure to add some specialized jobs to spark loy-
alty and enthusiasm. 

Bonus tip: Rotate the mundane tasks among all 
employees to keep boredom to a minimum. 

• Don't overlook work well done. That's 
devastating. "The recognition of a job well 
done is even more important for contin-
gent workers," says Dr. Peter Spevak of 

cont. on page 14L 

TIP 

#5 

TIP 

#6 
I TIP 

#1 



INTRODUCING THE NEW 
SCAG TURF RUNNER 

• Easy-dump, 7.14 
bushel (67 gallon) 
grass bagger 

• 9" diameter 
heavy-duty caster 
wheels 

• Height-of-cut ranges from 1" to 
4.5" to handle a variety oi cutting 
conditions 

• 5-gallon fuel 
capacity 

• Padded high 
back seat 

• Powered by 20 hp or 
22 hp Kohler Command 
V-Twin, horizontal shait 
engine 

• 1-gallon hydraulic oil 
reservoir provides superior 
oil cooling capability 

• 7.5 mph ground 
speed makes quick 
work of big cutting jobs 

• Hydro-Gear 
pump/motor/axle delivers 
smooth and predictable 
control 

• 12" diameter blower is capable of 
moving higher volume of grass into 
bagger for more efficient collection 
of grass 

• Automatically converts 
to side discharge with 
single lever control 

• 20" x 10"- 8 drive tires 
provide superior traction 
and ride, while enhancing 
climbing ability 

• Rubber shock mounted 
footplate for increased 
operator comfort 

• 4" deep cutting deck is 
constructed of 10 gauge 
top with reinforced skirt 

THE ONLY MOWER WITH AUTO SIDE DISCHARGE! 

Combining superior ground speed, exceptional 
bagging performance and single lever change-
over to side discharge operation, Scag's new Turf 
Runner redefines the standard of performance for 
mid-size commercial mowers in this category. 

To provide greater versatility to the commercial 
cutter, the Turf Runner can convert from a rear 
bagger to a side discharge mower with the flip of 
a lever. There's no need to remove the bagging 
deck to install a costly side discharge deck. This 

innovative design (patent pending) allows more 
cutting time by allowing the operator to respond 
to changing conditions without downtime. 

In addition, the Turf Runner's heavy-duty 12" 
diameter blower cleanly transfers the grass cut-
tings from the extra-deep deck to the bagger, for 
a manicured cut every time. 

See the new Turf Runner at your Scag 
dealer today. 

M H w n a 

Circle No. 128 on Reader Inquiry Card 
Simply The Best 

96-02 
©1995. All rights reserved Scag Power Equipment, Division of Metalcraft of Mayville, Inc. 1000 Metalcraft Drive, Mayville, WI 53050 



TIP 

#7 

cont. from page 12L 

the Center for Applied Motivation, 
Rockville, Md. "Their own identity with 
the company is not as strong, and they 
need to be reinforced." 

Bonus tip: Consider giving a plaque to 
the part-time "Worker of the Month." 

• Do not allow conflicts with 
full-time employees, who may 
feel threatened by part-timers, 
fearing for their own jobs. So ex-

plain to current workers why you are 
bringing in outsiders; communicate that 
the new people do not represent a threat 
to the jobs of full-time staffers. 

Bonus tip: Reward successful referrals 
with cash bonuses. 

• Do not omit temporary work-
ers from business activities. In-
vite them to workshops and 
seminars, employee lunches, par-

ties, and any other normal activities. 
Bonus tip: Hold a party for every 

TIP 

#8 

TIP 

#9 
temp's birthday. 

• Don't overlook financial in-
centives. Times are changing: 
bonuses are not reserved for per-
manent staffers any more. "De-

velop some kind of a bonus plan," says 
Schackne. Perhaps insurance coverage or 
vacation time after a certain number of 
successful work hours. 

Bonus tip: Pay contingent workers a lit-
tle more per hour than competing busi-
nesses. This will keep competitors from 
raiding your workers after you have in-
vested in their training. 

• Don't insist on rigid hours. 
Many part-time and temporary 
workers do not want to be tied 
down to 8-to-4 hours. Capitalize 

on that. If you allow for flexible hours, you 
will encourage employees to stay with you. 

Bonus tip: Avoid panic situations by en-
couraging employees to let you know in 

TIP 

#10 

advance of any anticipated scheduling con-
flicts. 

"In the past...temporary workers came, 
performed menial functions and left with 
little interaction," notes Marc Silbert of 
Robert Half International, Menlo Park, 
Calif. "Now, they serve virtually all aspects 
of the workplace. They should be recog-
nized as the professionals they are." • 

—The author is a freelance business 
writer based in New York City. 

JUST FLAT GREAT! 
Look inside our trailer, above. The big asterisk shows you 
our 6'9" wide interior floor is Flat! No wheel boxes inside. 
Perfect for motorized Lawn & Garden Equipment, and 
plenty of "walk-around" room, too. Wells Cargo offers great 
Options for customizing like: FLOW-THRU VENTILATION 
eliminating fuel fumes, PRESSURE-TREATED 11/2n 

FLOORS and 3/4" INTERIOR SIDEWALLS for "guts". 
All backed by a 3 Year Warranty Program that 
really works for you! 

Call 

1-800-348-7553 
for Catalog & Prices 

"With a Wells Cargo Behind... You Never Look Back!" 

Circle No. 115 on Reader Inquiry Card 
14L L A N D S C A P E M A N A G E M E N T 

HMMM...THE 
SMITHS FOR AZALEAS AND 

POSTAS, OR THE JONES'FOR 
THE AU YOU CAN 

EAT BUFFET? 

O 

Deer 
Damage A 
Problem? 

• Virtually invisible mesh barrier 
• Protect garden areas or entire property 
• Easily attaches to trees or posts 

Benner's Gardens at 1-800-753-4660 
P.O. Box 875, Bala Cynwyd, PA 19004 

We have 
the 
solution. 



M O M MACHINE 



A tale of 
¿ Y c O s 

Here's how two lawn care companies 
in similar-sized markets stack up in 
PLCAA's first Operating Efficiency 
Study in 10 years. 

by DICK BARE / Arbor-Nomics Lawn Inc. 

PLCAA's 1995 Operating Efficiency Study 
allows LCOs to compare their operations 
against others across the nation. This is the 
first PLCAA study of its kind in 10 years. 

It was prepared by Wall-Bruning, Columbia, S.C. Its 
author was Lewis Browning. 

We talked with owners of two companies partic-
ipating in the PLCAA study. Both said it showed 
them areas they could improve in their operations. 

(The names of the companies and owners are fic-
tional, but the details—as far as the owners are com-

fortable sharing 
them—are true.) 

Ken Careful runs 
a 10-year-old fran-
chise of Lawn & 
Order, Inc. The fran-
chisor has multiple 
locations, mostly in 
the East, but is mov-
ing into the Midwest, 
too. Ken owns an of-
fice, warehouse and 
11 trucks with 22 to 
24 employees includ-
ing the office and 
telemarketing staff. 

L&O Inc. is split 
90/10 turf/tree re-
spectively, with 
about 70 percent of 
$1.1 million in gross 
sales from commer-
cial accounts. 

Ken's a nuts-and-
bolts operator, seri-
ous and quiet. He 

works out daily, eats healthy, and gives his three vet-
eran managers freedom to run most operations. 

Ken studied accounting in college, then started 
entry level at the then-fledgling L&O. The new com-
pany set its sights on overtaking older and more set-
tled competitors through aggressive telemarketing. 

It didn't take Ken to recognize the importance of 
numbers, and he quickly rose to branch manager for 
one of L&O's largest branches. Both he and the branch 
profited. Now he runs his own franchise. 

Grate Funn, by contrast, is flamboyant, free 

wheeling and, on occasion, free spending. Because 
he sometimes spends more than he should, his com-
pany's growth has been erratic, occasionally plateau-
ing while he paid back debt. 

His Superior Lawn Care, Inc., targets high-end 
residential and is known for high-quality service. 
Gross sales are split almost evenly between turf and 
tree/shrub with an emphasis on consulting. 

Grate's company isn't as large as he'd hoped 
when he started it almost 20 years ago. Nor is it as 
profitable. Even so, by most standards it's successful, 
and it still retains its friendly, small-company culture. 

Also, unlike Ken—who has little debt and 
whose company has grown steadily—Grate runs 
most day-to-day operations himself, including pur-
chasing, promotions and sales. 

He counts on a highly-paid commission system 
to motivate his four, sometimes five, technicians. 

Another notable difference between the two 
companies is that Ken's strong telemarketing pres-
ence keeps sales strong, but its 45 percent cancella-
tion rate (20 percent unhappy), more than doubles 
both of Superior's rates. 

The PLCAA study is divided into categories anal-
ogous to those found in a standard General Ac-
counting report. All companies were ranked by 
profits. The most profitable were called "upper quar-
tile" and the second and third quartiles were aver-
aged to arrive at the "typical" company. 

Browning, the study's author, says this provides a 
usable set of averages from which can be derived 
comparative information which will balance finan-
cially as opposed to "median" data which can be 
thrown off by abnormally high or low performances. 

The study reinforced Ken's belief that bigger is 
better. Companies with more than 4,000 accounts 
and $1 million in sales fared better than smaller 
companies like Grate's. 

It also pointed out some advantages of a franchise 
since almost 30 percent of the participants were part 
of a larger parent company. This affiliation brings 
with it an established name, and training to help li-
censees avoid pitfalls. 

Also, the franchise did better in the cost of mate-
rials. The larger companies in the upper quartile re-
ported spending 10.7 percent while typical compa-
nies spent 15.7 percent. The larger size helped, but 
perhaps the buying power of the parent company 



A S S O C I A T I O N N E W S 

Comparing 
Companies 

"Lawn & Order, Inc." "Superior Lawn Care, Inc." 
franchise type of company individually owned 

serious and quiet owner's demeanor flamboyant free-spender 
commercial target market high-end residential 

90% turf, 10% tree type of accounts 50% turf, 50% tree/shrub 
three managers key employees four or five technicians 

aggressive telemarketing sales ploys commission system 
loose routes productivity high dollars per stop 

low debt high 
45% cancellation rate 20% 

10.7% of revenues cost of materials 15.7% of revenues 
31 % of revenues payroll costs 18% of revenues 

15.2% owner's salary 28.2% 
18% bottom-line profit 7% 

helped, too. 
But Grate Funn's independent opera-

tion won on other points, the study 
showed. In the Direct Payroll category, he 
was a clear winner, for instance. 

The upper quartile and typical compa-
nies averaged 31 percent while his, due 
mainly to the commission system, was just 
18 percent. 

Grate's productivity led significandy. 
Although he didn't say so, it's likely his 
trucks command a greater dollar amount 
per stop, and his routes are tighter. 

All companies were relatively the same 
in production vehicles and equipment, al-
though Grate topped out a tad on the high 
side due to his "company" BMW. 

Grate's big salary shot him into space, 
in this category, 13 percent higher than 
Ken's more sober 15.2 percent. (Grate jus-
tified his pay by pointing out that his beau-
tiful second wife's favorite book is "Dun & 
Bradstreet.") 

Ken's operating profit matched those of 
other upper quartile companies, almost 18 
percent. Grate's was about 7 percent, 
equivalent to the typical company. 

On the balance sheet, Ken and the typi-
cal companies were similar in assets and li-
abilities, while Grate had enough debt to 
send the SBA running. 

Both men said the study revealed areas 
that they needed to strengthen. 

Ken vowed to improve his hiring 
process and start a technician training pro-
gram. He's also experimenting with new 
ideas to inject excitement and enthusiasm 
into his workers. 

Grate decided to cut his salary and pay 
himself what he would pay a manager, 
then bonus himself at the end of the year 
according to the company's performance. 
He's also implementing a plan to get his 
company out of debt. 

Lewis Browning, the study's author, 
said that neither man was right or wrong, 
but both had differing personal styles that 
made their companies very different. • 

—Dick Bare is owner and operator of 
Arbor-Nomics Turf Inc., Norcross, Ga. To 
order a copy of the study, contact PLCAA, 

1000 Johnson Ferry Road, Suite C-135, Ma-
rietta, GA 30068-2112. Telephone: (800) 
458-3466. Cost is $150 for PLCAA mem-

bers; $395 non-members. 

Breaking through 
business barriers 

Dr. Nate Booth, head corporate trainer 
at Robbins Research International Inc., 
San Diego, told members of the Asssoci-
ated Landscape Contractors of America 
that all they need to break through their 
barriers is "confidence and competence." 

Booth, speaking to about 200 land-
scapes at ALCA's Executive Forum, 
urged them to "transform changes into 
challenges" by using these four keys: 

• have an empowering belief system; 
• put yourself in a peak state; 
• use the right strategy; and 
• be on a team that supports you. 
Also speaking at the Forum was Will 

Phillips, a trainer with Faust Manage-
ment Corp., San Diego, who led partici-
pants through the steps of team building. 

ALCA's 1996 offices are: President 
David Minor, Minor's Landscape Ser-
vices; President-Elect Judson Griggs, 
Lied's Landscape Design & Development; 
Vice-President Cynthia Peterson, CCLP, 
McCaren Designs; and Secretary, Steve 
Glover, CLP, L&L Landscape Services. • 

PLCAA 
recognizes 
substance abuse 

PLCAA offes "Working Partnes," a 
video training program dealing with sub-
stance abuse in the workplace. 

Developed by the U.S. Department 
of Labor, the program includes a video, a 
trainer's manual and a participant's man-
ual. Different types of substances includ-
ing marijuana, inhalants, alcohol, steroids, 
crack, cocaine, ice and hallucinogens are 
discussed. The video "America in Jeop-
ardy" and interactive group sessions are 
key parts of the program. 

"Working Partners" is $50 for 
PLCAA members and $75 for non-
members. Contact PLCAA at (800) 
458-3466. 



several foliar sprays, MERIT is applied as a drench or 

injected into the soil where it's translocated from the root 

system to the rest of the plant. This systemic action 

keeps MERIT 

in the plant 

to provide unsurpassed control of selected orna-

mental pests from spring throughout the summer. 

Protection that isn't subject to wind drift, and can't 
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With MERIT® Insecticide at the heart of 

your ornamental insect control program, you can 

have unsurpassed control throughout the season 

with just one application. Unlike other insecticides, 

which require ^ ^ 


