10% DOWN ON

NEW 7-IRON DECKS ALL THE REST JUST SPIN
. _THEIR WHEELS.

Equipped with exclusive 7-Iron mower decks,
™, powerful engines, and imaginative features
like top-draw fue' tanks (on the M653) and
flip-up decks (o the F-Series), it only takes
one test drive o' any of our four new zero-
turning-radius rnowers to see why John Deere
is the only place to turn.

STILL AHEAD OF THEIR TIME.
With patented two-pedal hydrostatic controls, a hydraulic
lift to climb curbs, extraordinarily tight turning radius, high-
torque gas and diesel engines, and precise power
steering for superior trimming, these extremely
affordable and durable machines prove John

.. Deere is always thinking ahead.

]

A PRODUCT OF SEVEN-GAUGE
STEEL AND DEEP THOUGHT.
Formed by four million pounds of pressure (and lots of
concentration on the part of our engineers), the world's
first seven-gauge stamped steel deck's full-length front
baffle, maximum blade overlap (40 mm) and stunning
5.75-inch depth creates a vacuum, cutting force and
airflow even the wettest, thickest grass can't withstand.

F725 FRONT MOWER
$8,495*
$164/Month**

M6E53 Z-TRAK™ MOWER

$194/Month**

60-In. 7-Iron deck
4100 HST TRACTOR

$330/month**

F735 FRONT MOWER
Mg CREATED WITH BIGGER THINGS IN MIN
* % ) D.
$
213/Month With 4W0D, mid- and rear-PT0s, long-lasting oil-
cooled brakes, an easy-to-use Twin Touch® hydro-
static transmission, and dual hydraulic pump for
exceptional implement performance, the 20-hp
4100 has every feature found on a larger trac-
tor—except for the price. (Package includes
mid-mount mower, 410 loader.)

It's about
working smarter.

F680 Z-TRAK™ MOW:i

I 212/ onth S

NOT JUST A "OMMERCIAL WALK,

A TECHNICA'. ADVANCE.

Highly productive HD Series hydrostatic walk-behinds include on-
the-go tracking, oscillating decks with anti-scalp gauge wheels
for a perfect cut on uneven ground, fast 2.2-mph reverse speed,
a limited 3-year transmission warranty, and prices that could
send other manufacturers back to the drawing board.

SETS THE PACE FOR AN INDUSTRY.
With protected kevlar belts, fully enclosed
transmissions with a 3-year limited war-
ranty, and rugged construction,
reliable GS Series gear-drive
walk-behinds easily take
the toughest jobs in stride,
and over time, leave all
other competitors behind.

HD45 WALK-BEHIND MOWER

’ Only $3,999°
$117/Month**

GS30 WALK-BEHIND MOWER
Only $2,399°
$71/Month**

4600 TRACTOR
WITH 460 LOADER AND 613 ROTARY CUTTER

ONE ENGINEERING FEAT DESERVES ANOTHER.

For a limited time, we're giving away a free pair of
premium John Deere 962 work boots (crafted for
extraordinary comfort and strength) with the purchase
of any John Deere commercial walk-behind (36-in.
r larger). Act soon—offer ends July 5, 2000*.

*Offers end July 5
Installment Finan:
months on Comms
rates and terms
and delivery charg
Cash promotional |

$174 Value
Suggested list price

POWERGARD® PROTECTION PLAN

SECURITY AND VALUE FOR THE LONG TERM.

Available for all new John Deere tractors, engine and power-

train coverage can be purchased for 12, 24, or 36 months
(with varying hour combinations) beyond the John Deere Basic
Warranty. This coverage transfers to subsequent owners, so it
not only protects your investment, but adds resale value, too.

DESIGNED BOTH TO EXCEL AND ENDURE.

From exceptional breakout force, to oil-cooled disk brakes, to a

high-torque John Deere PowerTech engine with a balanced

crankshaft and wet cylinder liners, to planetary final drives, the

45-PTO-hp 5210 is the ideal tractor for maximum productivity
and longevity. (Price includes new 521 Loader.)

5210 UTILITY TRACTOR
WITH 521 LOADER

$382/month**

53 hp/45 PTO hp

HANDLES ANY WORKLOAD.
The combination of a loader with high breakout
force and quick cycle times, and a PowrReverser™
transmission (that lets you go back and forth
without clutching) allow this 43-hp tractor
package to make
short work of work.
(Package includes
460 Loader, 613
Rotary Cutter.)

| are avallable at participating dealers. Machine prices do not include taxes, freight set-up and delivery charges. ** Offers end July 5, 2000. Subject to approved credit on John Deere Credit
for commercial use only. Up 10 20% down payment may be required. 10.4% up to 36 months on Commercial Walk-Behind Mowers, 10.4% up to 48 months on Z-Trak Mowers, 10.4% up to 60
t Mount Mowers. 8.4% up to 60 months on Gator Utility Vehicles, Compact Utility and Utility Tractors. Taxes, freight, setup and delivery charges could increase monthly payment. Other special
ible, including financing for personal use. Available at participating dealers. Prices and models by vary by dealer. A Manufacturers suggested list price, does not include taxes, freight set-up
may vary by dealer. 11 Offer ends July 5, 2000. Subject to approved credit on John Deere Credit Revolving Plan, for commercial use. If the balance is not paid in full by the end of Same As
terest will be assessed from the original date of purchase. Available at participating dealers. Prices and models may vary by dealer




ROTARY CUTTERS

BACKHOES

LOADERS

THE TOOLS OF THE TRADE

FROM THE COMPANY THAT PRACTICALLY
INVENTED THE HARDWARE

From the new, rugged, double-deck MX Series Rotary Cutters to
a 48 Backhoe that can be attached and detached in under five
minutes, John Deere implements are the professional’s tool of
choice, no matter what the field.

TIELERS

NO ARTIFICIAL INGREDIENTS.
An affordable and convenient RPM
kit has almost everything you need
for 500 hours of routine scheduled
maintenance. And the genuine John
Deere parts inside promise the best
operation possible.

NOTHING RUNS LIKE A DEERE? (=

www.deere.com / 1-800-537-8233 for a dealer near you.

DKE995998(00-02) LITHO IN USA.


http://www.deere.com

Typical Performance Appraisal Sheet

Employee Name

Title

Instructions: Read over the general factors and rate each
employee’s performance on a scale of 0 to 10, 0 being the
most unsatisfactory and 10 being the most satisfactory.

General Factors

Quality — accuracy, thoroughness and acceptability of work
performed

Productivity — quality and efficiency of work produced in a
specified period of time.

Job knowledge — practical/technical skills and information
used on the job

Paperwork — proper timeliness, accuracy and legibility. In-
cludes time etiquette.

Reliability — the extent to which a task employee can be
relied upon regarding completion and followup.

Independence — the extent of work performed with little
or no supervision.

Availability — the extent to which an employee is punctual,
plus his/her overall attendance record. Includes overtime
and/or weekend work.

Equipment — care, proper use, upkeep, service, safety, and
appearance of equipment this employee uses.

Safety — the extent to which the employee adheres to com-
* pany safety policies and is safety-conscious (i.e., wearing
yysafety equipment, following designated procedures).

_Adherence to policy — the extent to which an employee
adheres to company policy, conducts him or herself, follows
Erules, and observes good housekeeping practices.

Customer service — willingness and demonstrated ability
to cooperate, work, and communicate with co-workers, su-
pervisors, subordinates, outside contacts, and customers. In-
{ cludes the stability, courtesy, personal appearance and judg-
ment demonstrated on the job.
Total point score (1 - 100)
Discussed with individual on
Employee’s signature

Follow-up requested/denied: Yes_ No _ On what date?

‘Evaluator’s signature Date

Evaluator’s supervisor’s signature Date

AUCTIONS
Machinery and Property
~Plus-
Machinery for Sale
Businesses for Sale
Commercial Real Estate
RFPs and RFQs
Employment
Funding and Capital
E-mail Notification Services

OO0z
industry

www.i-comindustry.com
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Business on the Web

Web Marketing

§31
Item#DMGB100
Over 300 Pages
Soft Cover

by lor Troty

S Written by
internet specialist
and leading
author, Joe Tracy

- Whag .
,’0
eb Marketing Q
Applied, Web >

Marketing Strategies for the

New Millennium, is the must- Q

have book for Webmasters, Web *’ M
marketers, Web developers...or anyone Ove?
involved in the marketing or promotion of a

Website. Every chapter is filled with powerful

ideas to help you drive traffic to your site.

Excellent for any industry, business or profession.

Master Your Next Move with Suceess!
-SUL 5-600

ass > j‘__ - PN WS
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FOLLOW

What do they call a chain saw that delivers superior

performance day in and day out, no matter

how difficult the duty? Echo.

Echo chain saws tackle your toughest logging, felling and limbing jobs and keep
coming back for more. That's because Echo chain saws have our exclusive Pro-Fire®
electronic ignition and all-position diaphragm carburetor to ensure fast, easy start-up
and smooth running — every hard-working day. Plus, Echo chain saws are backed by

the strongest warranty in the business. That’s Echo Pro Performance!

Built by the team that knows exactly what professionals need: quality, durability
and power. For more information call 1-800-432-ECHO (3246).

LEADER
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it’s your life

BY ROBERT K. BAIRD / GUEST COLUMNIST

“There is no such thing as a ‘sure thing’ in the market.
So if you are set on doing your own investing,
realize there will be ups and downs.”— RB

Counter uncertainty with a
sound investment plan

26

“Man is extremely uncomfortable with uncertainty. To
deal with his discomfort, man tends to create a false sense
of security by substituting certainty for uncertainty. It be-
comes the herd instinct.” — Bennet W. Goodspeed, The
Tao Jones Averages

learned about this first hand over 20 years ago

when I began trading a commaodity system |

helped to develop. In two years, the system

had huge returns. Unfortunately, by the end

of those two years, every client had quit be-

! cause there was too much uncertainty.
Uncertainty wreaks havoc with many investors’ for-

tunes in the stock market. It's an unfortunate aspect of
human nature that when left to our own devices, we
tend to sell at the lows (panic) and buy at the highs
(euphoria). This is why I stressed having a portion of
one’s investments managed for you in Part .

Get a real plan
Professionals have a plan and exercise it. Most in-
vestors don't.

There is no such thing as a “sure thing” in the mar-
ket. So if you are set on doing your own investing, real-
ize there will be ups and downs. Though we have been
in a long-term bull market since the 18th century,
there were hiccups along the way.

What often causes investment failure is timing and
our insistence on “being right.” We sometimes have
love affairs with equities. | have seen enough promis-
ing companies go the way of the buggy whip, how-
ever, to know that the most important thing is know-

LANDSCAPE MANAGEMENT / MARCH 2000 / www.landscapegroup.com

ing when to sell. Most of us never do, which is why
most of us must put our money in a mechanical pro-
gram that is diversified, disciplined and deliberate.

I have three programs that fit this bill and they have
all beaten the pants off most mutual funds for the past
13 years. Does this mean that if you try them, you,
too, will beat the market? Hardly. It doesn't even
mean you will make money over the next few years,
no matter what program or stocks you choose. But you
do put the odds in your favor.

The “Dogs of the Dow”

The first of these is called the “Dogs of the Dow.” You
take the 10 highest dividend stocks in the Dow, then
pick the four lowest priced stocks and choose either
stocks #1 to #4 or #2 to #5 and buy an equal amount
of each of them. You don't buy the #1 stock if it is also
the highest dividend. After one year, you switch out
of the stocks you have owned that are no longer “dogs”
and buy the new ones that are. Then wait another year
and do it again. With this program, you are basically
betting that GM or Dupont aren’t going out of busi-
ness in the next year. The “Motley Fool” Web site
(http://www.fool.com) has the results of over 30 years
of historical testing. This value and dividend-oriented
approach has averaged about 20% per year with only
three losing years.

Two other approaches are called “Spark 5" and
“PEG 5.” The companies on these programs have earn-
ings acceleration, price momentum and estimates of

continued on page 28
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continued from page 26
future increased growth. This means the
street has recognized that these are up-and-

coming companies who (hopefully) will

continue their current pattern of rapid price
appreciation. The returns can be greater
than the Dow dog approach, but there is
also more volatility. Like with the Dow ap-

How productive > ¢

TRADITIONAL
About 2 cu, yd. per hour

Mulch up to 700% faster!

The revolutionary FINN Bark Blower aim-and-shoot
mulching technique pays you back fast

With the FINN Bark Blower a two-man crew can easily apply 15 cu. yd. of
mulch per hour. The powerful FINN Rotary Airlock powers mulch through
300" of 4" flexible hose. Just aim and shoot. Available in trailer and truck
mounted models, the Bark Blower breaks up clumpy mulch, reduces material
cost 20% or more, and creates a finished look customers love. No more slow
downs because of wet weather or tricky terrain. There’s nothing else like it.
Call today for a free brochure and the name of your nearest FINN dealer.

HAND LABOR WITH THE FINN BARK BLOWER
More than 15 cu. yd. per hour

Circle 109
9281 LeSaint Drive, Fairfield, OH 45014 « Fax (513) 874- 2914 « Web site: www.finncorp.com

Bark Blower

RS AN RO ARE CH SFREAOING

FIiNN

CORPORATION
Innovative equipment
enhancing the world’s landscape

1-800-543-7166
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proach, at the end of one year for “Spark 5"
picks and every six months for “PEG 5"
picks, you exit those no longer on those lists
and exchange them with new ones.

If none of this strikes your fancy, stick
with companies you are familiar with and
figure out your selling strategy. Some peo-
ple like to set a price point below which
they don’t want to see the stock trade. If it
does go lower than that, they sell. Others
prefer to set a fundamental exit point. An
example of this is when someone gives you
one of those world famous “hot tips.” You

The most important
thing is knowing when
to sell. Most of us never

do, which is why we

opt for a diversified
program.

have been informed that the company has
just been given a license to steal and an an-
nouncement is imminent...and nothing
happens. Just remember the old adage
about cutting your losses short.
A good mix for most investors’ portfo-
lios would include:
1. Professional management
2. Mechanical approaches
3. Your own thing
If it sounds like I'm overly cautious, it is
because after so many years of stellar returns,
it is sometimes easy to lose sight of things
like bear markets. There is no excuse to in-
vest without being informed and prepared.
— The author is a registered principal/in-
dependent stock and commodity broker with
more than 20 years experience in the financial
industry. Contact him at 800/643-1155.
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POWERFUL, RELIABLE, QUICK.
We built our new midmount, zero-turn mower to be
best-of-class. The Viper combines a gutsy 23-hp
Kawasaki engine with twin unitized hydraulic pump
motors and oversized tires. So it runs hard and fast, with

terrific hill-climbing ability.

The compact, 78" length and midmount deck means it
is maneuverable and easily fits on your trailer. Viper’s
built on a welded, tubular steel frame that makes it as
strong as it is durable. And a floating 54" or 60" deck

lets you finish fast and still provide the manicured look

customers demand.

LESCO backs its products with technical expertise,
234 LESCO Service Centers

the industry standard for professional turf equipment

, and a commitment to set

and supplies. So check out the Viper. It’ll become the

standard by which you judge all others

Call 1-800-321-5325 for S
L T

a LESCO Service Center

near you.
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NEWS YOU CAN USE

. —— Andersons, Nu-Gro buy Scotts’
Fragala Landscape U.S. and Canadian turf business

SAN ANTONIO, TX - Sanitors, Inc.,
San Antonio, TX, acquired Russ
Fragala Landscape Contracting
Corp., Long Island, NY. Fragala will
stay on to oversee operations and
assist mergers and acquisitions

COLUMBUS, OH — In a move designed to  the firm one step closer to becoming the
allow it to concentrate on the consumer leader in golf course and other professional
end of its operation, The Scotts Company  turf products in the U.S. “It complements
sold its U.S. Professional Turf business to the recent expansion of our production fa-

m===_The Andersons and its Canadian Profes- cilities to include a presence in the eastern
thisiag s th.e. Lon? Islat\d b ﬂ sional Turf business to Nu-Gro Corp. and southern portions of the U.S.,” says Rick
Hrpan excmrfg Hane righe F The acquisition includes ProTurf®, Anderson, president of The Andersons. “In
no!/v," Fragala sal.d. "N.C'W we're B Contec™ and other brand names, the dis-  addition, we continue to seek an additional
9aos 0 grow t!ns i et ‘ tribution network, customer lists and all production site in the west and remain open
dosssly thl.’c.n..!gh irtarnat groweh ‘ trademarks and copyrights associated with  to additional acquisition opportunities.”
- aCt.]unsmon." . the professional turf market. It does not in- John Hill, president of Nu-Gro, said the
o L:k:fsed'out 1999 with = clude use of the Scotts brand name orany ~ move also supports his company’s goals.
over $100 milfion in sales. g of Scotts’ consumer or professional grass “This acquisition is consistent with our
seed or professional horticultural business. stated strategy of consolidating the Cana-
TruGreen-LandCare N Scott Todd, senior vice president for dian fertilizer market,” Hill said.
acquires Scapes bt Scotts’ Professional Business Group, said
ASHION. MD - TruGreen-LandCare the sale was the result of three things: . 3
sl o e, A o st ok s LESCO realigns with
Terms of the sale include all com- o o
mercial landscape management : Eﬁzﬁiﬁbwm stisteay eye toward ture
oparations, residential and com- “More and more golf courses are being CLEVELAND, OH - As a long-term plan-
mercial design/'build operations, all built, so budgets are getting tighter and ning strategy, LESCO has realigned its
trucks and equipment, and the their ability to buy products is becoming business into three separate divisions —
transder of 100 employees. constrained,” Todd said. “Things are also Lawn Care, Golf and Product Supply.
constrained at the supplier level, where The move was designed to:
Environmental golf course buying groups are placing em- * support the company’s long-term
Industries buys phasis on profit margins. growth;
STM Landscape _ “Also, we have limited resources here at * support the company’s profitability
W’ ol Indu'stry o Scotts,” Todd added. “As demand for our strategy;
EnYIronmentaI Industries ha.s et consumer products grew, our golf business * increase the company’s focus on
quured. STM Leficape Se.rvuces, " suffered. And last year, we switched to a growing shareholder value
$12 million landscape r'namte— distribution strategy and weren't covering William Foley, chairman, president
nance company based in Qakton, the market as well as we should have. We and CEO, said that the reorganization
N ’ could have solved that problem, but con- will focus LESCO even more on cus-
STMwI o?erate unde‘r .E!I’s sidering all three of these factors, it made tomers and markets and was not
Ia@mm maintenance division, for a difficult profit picture.” merely done with an eye on future
Environmental Ca.r'e.. Retaining the professional horticulture profit. “Focusing separate management
Y\fnh the acquisition Of STM. Bl and grass seed segments of its Professional teams on each of our business units will
Progects ar‘m.ual VSIS K xcess Business Group is key to Scotts’ biotechnol-  increase the accountability for the per-
of $500 million a year. ogy efforts of value-added seeds and plants. formance of our business and improve
For The Andersons, the acquisition puts our response time to customers.”

30 LANDSCAPE MANAGEMENT / MARCH 2000 / www.landscapegroup.com



