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“Wlth TII5, T Make More Money

“When | started 15 years ago, | didn't know
how to run a business. | didn’t even know what
job costing was.

Route Sheet

po msTITUTE FOR MNDE

CLIP Scheduling

D —

After struggling two years, | knew | needed
help. | saw an ad for CLIP Software and
bought CLIP.

| also began attending the annual CLIP
Conferences. These conferences had a
profound impact on my business. With this
new found knowledge and CLIP Software to

back me up, | had the freedom to move on. |  E= P ppp—— e —— e if:\:/’sygﬁtr
put others in charge of billing, scheduling, and Raindays? | oo = Sl fast
routing. . . and | needed fewer people to do it! No problem! R "—."—!?S_Tu :

Record Work

CLIP lets me know my profitability on every job
| do, and gives me the tools | need to make
timely decisions.

Print your least profitable jobs
at the top!

Today, CLIP allows me to expand my customer
base and the services | offer, such as our new

lawn treatment program. oo 0
If you could lift the hood of my business and Just press “Y"—Yes, Done! Business graphs and charts
look under it, you'd see CLIP.” CLIP knows exactly what to With over 5,000 businesses depend-
bill & when to reschedule ing on CL/P daily, we don’t just talk,
Bruce Holding (center), Village Lawns, Inc., Montgomery, AL we deliver.
=== g0 . Visit us at the GIE Show, Booth #580
"' — It’s What’s Under the Hood that Counts

FREE Demo—Call 800-635-8485

For more information on Village Lawns and other CL/P users, visit www.clip.com
OR Ask Your LocaL DeaLer!

USE READER SERVICE #12
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“When a decision has to be made, make it.
There is no totally right time for

anything.” - George Patton

Every once in a while it occurs to me as | write this column that the business
management concepts I address or the practices I support apply to our
business as well as yours. That was particularly true last month when I talked
about the importance of taking advantage of the good times in a business’s life

as opportunities to make the changes that will ensure continued success and
delivery of the best possible product to the customers.

As you've likely noticed by now, we’ve made some dramatic changes to
our design beginning with this issue. And I will be the first to admit that when
we decided back in January - yes, this project has been in the works for nearly
a year now - to do this redesign, I initially disagreed with the decision.

Afterall, Lawn & Landscape goes to more contractors today than ever before
and we will deliver more editorial information — about 530 pages this year -
than our competitors deliver or than we have ever delivered. Last year we
won the National Editorial Excellence Award from Folio: magazine, and now
we should overhaul the entire magazine’s design from front to back?

Fortunately, the other individuals on our staff got me to realize the
importance of always working to grow and improve, even when you don’t
think you have to do so in order to succeed. After all, doing something the
same way again and again over time may be comfortable for us, but 1 think you
deserve more than that from us.

So, in your hands now (with the exception of those of you reading this on
Lawn & Landscape Online), is the hard work of a gifted designer, Charlotte
Turcotte. With this redesign, we have worked to make the information more
accessible and easily digestable for the time-crunched readers we know we
have. Of course, we have also toiled to make the magazine as
aesthetically pleasing as possible, and I am confident we have

succeeded on both counts.

Additionally, we have bolstered the strength of our editorial
lineup with the addition of noted industry veteran David Minor
as a columnist (page 25) to field your questions each month.

Every decision we make about this magazine is done with
the intent of providing you with the information you need to be
asuccessful contractor. If you have suggestions for how we can

do this better, please don’t hesitate to contact me at 800/ 456-0707
ext. 239 or via e-mail at bwest@lawnandlandscape.com.

B v/t
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Send me more information on GMC® trucks.

(3 Light Duty Commercial Pickups/Utilities [ T-Series (Medium Duty Tilt Cab)

[ Light Duty Commercial Vans () W-Series (Light/Medium Duty Tilt Cab)
[ C-Series (Medium Duty Conventional) [ GMC Personal-Use Trucks

Do you currently own a GMC?  0'Yes O No Call 1-800-GMC-8782.

If yes, selling dealer: Or visit www.gmcforwork.com.
If no, preferred dealer:

Are you likely to lease or buy? (JLease [JBuy [JUndecided :
When? (J0-3months  (J4-6 months [ 7-9 months GM &

D10-12months O 1-2years [ 2+years (JUndecided Do one thing. Do it well™



http://www.gmcforwork.com
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FIRST-CLASS MAIL PERMIT NO. 351 TROY, MI

POSTAGE WILL BE PAID BY ADDRESSEE

GMC.

PO BOX 905
TROY MI 48099-8904

NO POSTAGE
NECESSARY
IF MAILED
IN THE
UNITED STATES




’'m your go-to guy.
| carry all your tools. And keep you

iN the green. 'm a
And hardly ever rest.

'\

I live for work.

ways on the job.

When your business relies on the growing season, every day is a push for profit. We've
engineered the classic Sierra® to take the heat. Even on your busiest days.

To start, the classic Sierra 3500 HD has a base payload capacity up to 9,232 Ibs and
is available in three wheelbases. lts flat frame rails are mounted close to the ground for

easier body installation.

Choose the standard 290 hp Vortec™ 7400 gas engine or an available 6.5L turbo
diesel with 195 hp to keep your business moving forward. And count on our standard four-

wheel antilock brakes to help you
maintain steering control even during
adverse conditions.

The GMC?” classic Sierra is relentless
power and reliability at your command.

USE READER SERVICE #11

Bring me on the job.

Call GMC at 1-800-GMC-8782.
Or visit www.gmcforwork.com.

GMC.

Do one thing. Do it well™

Vehicles shown with equipment from an independent supplier
See owner's manual for information on alterations and warranties.
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You've got customers to please, a schedule

to keep and no time for weed control callbacks.

That's why Roundup PRO" is the perfect
herbicide for all your yards.

"PRO/m1a1ce

 TECHNOLOGY




With its PROformance Technology,

Roundup Pro penetrates the leaves and roots
of weeds faster. The result is more complete
weed control with no regrowth. And rainfastness

in 1-2 hours for wider windows of application.

Roundup PRO also carries a caution label

to stay on schedule and keep your

customers happy, rely on Roundup PRO
with PROformance technology.
For more details today, visit your

retailer or call 1-800-ROUNDUP.

for your peace of mind. So when you've got

at the GIE Show, Booth #426

Always read and follow label inst
Roundup PRO" is a registered trademark ol Monsanto
862 |5 599 £1999 Mamsanto Company. PROCO

USE READER SERVICE #54




ONTHEJOB ; Seattle, Wash.
The areas listed to the right

’ R S ol Ore. ! s A ‘
womers comp have béen identified as the [ e et N e '

Portland, Ore. |

- : ;
walt costs sss communities where heavy I ounty/Los.

Contractors who wait more than 24 hours anti-pesticide activity has x San l-‘r-;;;l—sco. calif.

to report any incident that could result in already taken place and is  § e SUEHO : N | A g _f. 1 i
a workers' compensation claim risk likely to continue at a high

increasing the average cost of that claim level during the year 2000, |
by as much as 50 percent. Michael according to the Responsible i
Lezynski, vice president, Acordia Industry for a Sound Envi-

Northeast, Morristown,
N.J., explained that the
average cost for a claim
filed less than 10 days
after the incident occurs
is $12,082, whereas the
average cost of a claim
filed more than 30 days
after the incident occurs is $17,920. In

addition, the likelihood of a claim leading INDUSTRY NEWS

to litigation jumps from 22 percent for

claims filed within 10 days to 47 percent catmng up mth U.s. Iawns

for claims filed after 30 days.

ronment (RISE).

In addition, RISE has identified children’s health and water qual-
ity as the top two issues that anti-pesticide activists will focus on in the
coming months.

Lawn and landscape industry supporters who are interested in
helping to counter proponents of pesticide bans in these communities
or other areas are encouraged to contact RISE at 202/872-3860.

Lezynski also recommended contrac- When US. Lawns was first featured in Lawn & Land- Tom Oyler ’-
tors establish internal safety committees, scape (August 1994), it was the only company franchis- believes
safety incentive plans
snd aformal ing landscape maintenance services in the country some |
protocol for and it had 16 franchises in three states. Plans were to independent
investigation of add six to 12 franchises annually from that point, but contractors
all accidents in Tom Oyler, U.S. Lawns president and founder, was |
order to control pulled away from the business as he managed and pould |
their workers' sold his other company, Oyler Bros. Company, to Sonsider
\. compensation Environmental Industries, Calabasas, Calif. el
claims. Today, U.S. Lawns includes 42 franchises and four company Qanchising I
stores in 14 states and is poised for significant growth now thatit lies a8 the
beneath the mega-umbrella of Environmental Industries, In addi- ]
tion, inOyler, U.S. Lawnsis directed by an entrepreneurin the truest iustry
. sense of the word who sees the consolidation taking place in the Eehisolidates. ]
industry as the perfect reason for a franchised landscape mainte-
.  hance company. Jera e
“The biggest challenge in the industry today is for the W8 ons

independent owner-operator to find a way to compete
with these new, massive companies and be able to generate
the capital necessary to grow the business,” noted Oyler.
“Franchising is a model running parallel to consolidation,
but franchisees can outperform the big companies because |
the franchisees can stay closer to their customers and to their |
businesses.”

(continued on page 18)
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ou can waste 200 hours over the next two years sharp Tungsten” carbide blades. More mowing time,
less downtime. Pretty simple choice, huh? Check

“out the complete line of maintenance-free Gravely

greasing spindles and sharpening blades.
Or you can get a Gravely zero-maintenance mower
and save $4000 a year* Because every commercial mowers at www.gravely.com.
Or call 800-GRAVELY for a dealer near you.

IF IT DOESN'T SAY ZERO MAINTENANCE, IT ISN'T A GRAVELY.

Gravely commercial mower comes standard with

maintenance-free Gravely XL Spindles™ and stay-

ERAVELY]

Visit us at the GIE Show, Booth #732

*Saves sn estimated 100 hours of maintenance
annually (340 an hour average labor rate). © 1808 Arlens Company

A DIVISION OF ARIENS COMPANY
USE READER SERVICE #13



http://www.gravely.com

IN THE NEWS

Terra Announces
New Name

MEMPHIS, TENN. - Cenex/Land O’Lakes
Agronomy announced it will merge recently
acquired Terra Professional Productsand Land
O’Lakes East Turf & Ornamental Products to
form Resource One, a supplier of fertilizer,
plant protection products, seed and services
to the turf and ornamental industries.

The new venture will be headed up by Dr.
Tom Perkins, vice president professional
products. Perkins noted that developing a
premiere distribution chain will be one of the
group’s first orders of business.

“Our customers will have the products
and services when and where they need
them,” Perkins noted.

Resource One plans to distribute its
brands of fertilizer, seed and plant protec-
tion products in addition to products made
available by other manufacturers.

(continued on page 14)

NOV. 13-16 Green Industry Expo, Baltimore. Contact: 770/973-2019.

NOV. 16 National Arbor Day Foundation Building With Trees, Philadelphia and New York,
Contact: 402/474-5655.

NOV. 16 Davey Tree Resource Group EcoSmart Pesticide Use Seminar, King of Prussia,
Pa. Contact: 330/673-9511.

NOV. 18 MAGIC Recertification Seminar, Kansas City, Mo. Contact: 816/561-5323.

DEC. 6-9 OTF Conference & Show, Columbus, Ohio. Contact: 740/452-4541.

DEC. 6-9 IANJ Turfgrass Expo, Atlantic City, N.J. Contact: 973/379-1100.

DEC. 7-9 Georgia Turfgrass Association’s 30" Annual Conference and Trade Show,
Atlanta. Contact: 770/975-4123.

DEC. 7-9 Rocky Mountain Regional Turfgrass Association Turf Conference & Trade Show,
Denver, Colo. Contact: 303/770-2220.

DEC. 15 Annual Turfgrass & Landscape Institute and Tradeshow, Buena Park, Calif.
Contact: 909/627-8829.

2000

JAN. 4-5 Ontario Turfgrass Symposium Trade Show, Toronto, Ontario. Contact: 519/767-5000.
JAN. 5-7 Michigan Nursery and Landscape Association's 2000 Great Lakes Trade
Exposition, Lansing, Mich. Contact: 800/879-6652.

JAN. 5-7 Minnesota Nursery & Landscape Association Con-vention & Trade Show,
Minneapolis, Minn. Contact: 651/633-4987. $

« Stainless breakaway spray boom
* 100-Ib. variable speed spreader

* Heavy duty variable speed hydrostatic drive

e Eliminates operator fatigue
e Triple your productivity

Special lease
* $0 down

$489 per month ¢ 36 months
* $1.00 buy out

With approved credit

» Spreads and sprays over 6600 sq. ft. per minute
* One hand steering - zero turn radius maneuverability

* Interchangeable high pressure hand gun to low pressure wand

* 65-gal.tank 100 ft. hose reel and aluminum utility tray

Design Imaging Group

We Are Exterior Design

On-Line;

w.DesignlmagingGroup.com

Computerize your
Designs with our

Photo Imaging

Software

Hot Line;

-776-0103

Easy to Learn
Easy to Use
Easy to Own

Contact Us for Free Demo CD

www.groundtek.com * Phone (407)656-1088 « Fax (407)656-5148

Visit us at the GIE Show, Booth #696
USE READER SERVICE #15
LAWN & LANDSCAPE

USE READER SERVICE #14
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TO ENSURE that your meeting date is published, send an announcement at
least 12 weeks in advance to Lawn & Landscape, 4012 Bridge Ave., Cleveland, OH 44113.

JAN. 5-7 Montana Nursery & Landscape Annual Meeting &
Trade Show, Missoula, Mont. Contact: 406/721-7334.

JAN. 6 NYSTA Northeast Regional Conference, Albany, N.Y
Contact: 800/873-8873

JAN. 9-11 Westem Nursery and Landscape Association's The
Big Show — Westem 2000, Kansas City, Mo. Contact: 816/233-1481.
JAN. 10-14 Advanced Landscape IPM Short Course, College
Park, Md. Contact: 301/405-3913

JAN. 11-13 Canada's International Horticultural Trade Show
and Conference. Toronto, Ontario. Contact: 905/875-1805.

JAN. 11=13 Eastern Pennsylvania Turf Conference & Trade
Show, King of Prussia, Pa. Contact: 610/828-0253

JAN. 11-13 Kentucky Nursery & Landscape Association,
Lexington, Ky. Contact: 502/899-3622.

JAN. 11-14 INLA Professional Landscape and Nursery Trade
Show, Indianapolis, Ind. Contact: 317/573-2848

JAN. 12 California Landscape Contractors Association
Landscape & Nursery Expo. Sacramento, Calif. Contact: 800/448-
2622

JAN. 12-13 Natural Design in the American Landscape
Symposium, New London, Conn. Contact: 215/247-5777

JAN. 12-14 lllinois Landscape Contractors Association Design
Seminar, Hoffman Estates, Ill. Contact: 630/472-2851

JAN. 12-16 Sports Turf Manager Association 11* Annual
Conference, St. Louis, Mo. Contact; 800/323-3875.

JAN. 15-16 Natural Design in the American Landscape
Symposium, New London, Conn. Contact: 215/247-5777

JAN. 15-19 Oregon Landscape Contractors Association and
Washington Association of Landscape Professionals, Lihue, Hawail.
Contact: 503/253-9091

JAN. 15-20 OLCA/WALP Leadership Conference, Kauai,
Hawaii. Contact: 800/505-8105

JAN. 18-20 Midwest Turf Expo, Indianapolis, Ind. Contact:
765/494-8039.

JAN. 18-20 MAGIC 2000 10
Mo. Contact: 816/561-5323
JAN. 19-21 Mid-America Horticultural Trade Show, Chicago,
NIl Contact: 847/526-2010.

JAN. 18-20 Mid-America Green Industry Council/Mid-America
Green Industry Convention, Kansas City, Mo. Contact: 816/561-5323
JAN. 19-21 Idaho Nursery Association Horticuitural Trade Show,
Boise, Idaho. Contact; 800/462-4769

Annual Convention, Kansas City,

Profe:

Airport Road * P.Q

Available in both conventional and V-Plow

Pick up winter revenues with a Hiniker Salt and
Sand Spreader. With a 10% hp
engine, in-cab electric
controls, and a big

1.78 cu. yd. hopper, this
spreader means business!

. Box 3407 * Mankato, MN 56002-3407 * Phone 507-625-6621 * FAX 507-625-5883
www.hiniker.com

ipnal Snow and Ice Gontrol

with Hiniker Plows and Spreaders

(.t Foct

_~ configurations, all Hiniker
" Snowplows feature the fast

and easy Hiniker Quick Hitch
Mounting system. Plus you get
the rugged construction and high-

performance design that
commercial plowers need.

{ Drive truck forks into
plow receiver

2. Pull lever to lock
plow to truck & raise
stand

Z Plug in 2 connections

& you're ready to roll!

USE READER SERVICE #16
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Agri-Bio Tech
Reorganizes

SALEM, ORE. - The turf seed industry’s
mighty consolidator, AgrBioTech, took a

major step toward making its extensive ac-
quisitions more manageable by dividing the
company into two separate business units

The first business unit, Independent
Seeds, isa compilation of 13 acquired compa-
nies, including such well-known names as
Burlingham Seeds, Seed Resource and Zajac
Performance Seeds. This group will serve the
turfand forage sector of the industry and will
be headed up by John Zajac.

“Working closely with ABT research and
production, Independent Seeds will be able
to impm\ e customer access to new pn\dud\.
streamline ordering procedures and more
efficiently deliver products and services tar-
geted to wholesale markets,” noted Jerry

112 WP
z\-\P

Clarence Davids, Sr. announced his retirement from Clar
ence Davids & Co. His son, Bill, remains president of the company

Je#t Carowlitx was promoted to vice president of marketing
at Hunter Industries

Exmark Manufacturing Co. appointed Jeffrey Hallgren as
director of sales and marketing

Bill Rheda jcined the Century Rain Aid sales team serving
the service grower operations throughout western Michigan

Toro Irrigation announced the following promotions: Steve
Snow 10 director of sales and marketing, goli; Dirk Lenie to
director of sales and marketing, Toro Res/Com; Mike Ochoa 1o
senior marketing manager, Irritrol® Systems; Brad White 0
national sales specification manager, Toro/lrritrol Systems; and
Greg Parker 10 product manager

Rclph Quamme joined Thomas Equipment as national sales manager

LESCO appointed R. Breck Denny as vice president and chief financial officer

Robert Doletxzky was promoted to vice president of intemational sales and

marketing at Sweepster

(Top)Davids,
Sr., (Bottom)
Carowitz

“Kasco Display Aeration

selt
;{:&w Attractive Water Quality Management
o e \ At Affordable Cost (from under $1,000%)!

W“W

8400/JF Decorative Aerator
shown with optional L-375

lighting package.

SHIPPED VIA

Manufactured by: :
KASCO MARINE, INC., 800 Deere’ res
(715) 262-4488 » FAX (715) 262-4487 » wwwkascomanne com

*Suggested list price for F2400/VF, freight and taxes not included.

14 NOVEMBER 1999

ott, Wl 54021-1241

USE READER SERVICE #17
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“Whether we’re working on

a residential, commercial or
industrial site, Millennium Ultra™
has given us exceptional control
over clover as well as other
weeds. Our number of callbacks
has decreased by 34% in the
three years we’ve been using the
product. I would recommend

it to anyone who wants
exceptional results.”

tewve Leisuring Vice President of Operations

Greenlon, Inc., Cincinnati, Ohio

Millennium Ultra is an extremely
effective, broad spectrum broadleaf
herbicide. Its state-of-the-art formulation
results in fewer callbacks, happier
customers and a product that's easier on
the environment. For rapid response
and outstanding effectiveness,

get Millennium Ultra.

werdale : /.. :
Y v Millennium s
e L

| USE READER SERVICE #18
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Distributors WANTED

=2 (SIS

“The BACKSAVER" ™"

* 1-Year Warranty

* Saves on workman comp. claims due to back injury.
¢ Increase crews productivity.

* Universal, easy 20 minute installation.

¢ Fully assembled, no welding.

Note: Works on all utility trailers with side rails.

ORDER NOW!
Toll Free: 1-877-965-0951

60 DAY MONEY BACK GUARANTEE
All Major Credit Cards Accepted

For More Information Contact:
Ballard Equipment, 2100 S.E. Delaware, Ankeny, IA 50021
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FREE MONEY!?

Okay, there’s no free money, but we do have something
free. Read on...

Hil I'm Marty Grunder, founder and
president of Grunder Landscaping Co.
in Dayton, Ohio. Grunder Landscaping
Co. is a national award-winning firm |
started with a $25.00 lawn mower
bought at a garage sale. This year our
sales will eclipse $2 million with no
slowdown in sight. In the past four
years, we have helped hundreds of small landscaping,
lawn maintenance, lawn care and tree care companies
(just like yours) jump-start their businesses using the exact
blueprint | used to create our successful landscaping firm.
And we'd like to help you too!

To receive my free report “How to Re-nvent Your Lawn-
Garden/Landscaping Business with Million Dollar Market-
ing, Management & Motivation Secrets,” simply write
“Report” on your letterhead and fax it 24 hours a day to
937-847-8067 or you may call 937-847-9944 ond
leave your name and address and we'll send the report out
immediately. Chances are you have either seen one of my
ads before, read about our company in a magazine or
seen one of my seminars and despite all that you remain
skeptical. That's normal but realize it will cost you nothing

to get this report and seek the fruth yourself. So call or fax
us now while it is fresh in your mind.
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(continued from page 14)
Peterson, forage business manager for Independent Seeds.

The second business unit will focus on the retail and professional
markets.

ABT also announced it would post a one-time, fourth-quarter loss
between $35 million and $39 million due largely to restructuring costs,
some of which have been mentioned above.

Bill Speelman, 36-year employee of The Toro Co., was hon-
ored by the American Society of Irrigation
Consvultants with the presentation of the Roy Willlams
Award. The award is the society's highest honor presented
in recognition of substantial and significant contributions to
the irrigation industry

The American Society of Landscape Archi-
tects is providing solutions to urban design problems with
its just-published issue of the Landscape Architecture Tech-
nical Information Series on ways to improve the survival of
city trees. The publication is available for free to ASLA
members at www.asla.org. Non-members may purchase the
book for $49.95 by calling 202/216-2362.

The Callfornia Landscape Confractors As-
soclatlon gave Bill Locklin, originator of the Night-
scaping 12-volt outdoor lighting system, the 1999 Meridian
Award for substantial beautification of the environment. The
Meridian Award is the top honor presented to landscape
professionals by the Orange County/Long Beach Chapter of
the CLCA as part of its 41* annual Beautification Awards.

74

American Landscape Co,, Canoga Park, Calif,, has not been acquired

by TruGreen LandCare, as reported in the October issue.
Myra Potts was mistakenly identified as Angela Ramos in the Sep-
tember People section.

16

NOVEMBER 1999

L

LAWN & LANDSCAPE



http://www.midam.ora
http://www.cvanamidspd.com
http://www.aowanco.com
http://www.independentsuspension.com
http://www.hunterindustries.com
http://www.centurvrainaid.com
http://www.middletonpest.com
http://www.asla.org

“For years, we had the same
problem every spring—how to
effectively control weeds while it
was still cool outside. We usually
had to reapply products to get the
desired control. That is until we
discovered Cool Power®. Cool
Power eliminates the weeds the
first time around—saving us

time and money. R

nington Lawns

.

\_‘ T :j;‘\,\‘\!"

‘ Denny Pennington Owner,
‘ Des Moines, lowa

X

Often, when the temperatures are cool,
your ability to successfully control weeds
is hampered. No more. Cool Power, a
post-emergent herbicide, offers superior
weed control for cool

weather applications.

So whether it's wild
violets or dandelions,

weeds can't hide from Cool Power.

x>

- JRiverdale
COOL\POWER® The Formulation Innovators

(800) 345 3330
www.riverdalecc.com
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catChing Up With U-s- Lawns (continued from page 10)

While landscape companies grow into
multi-million dollar organizations, encum-
bering systems and bureaucratic policy can
bog them down, Oyler explained. “That is
why many of the owners of these companies
are selling. They had become dinosaurs and
they knew it,” he said.

Franchises, on the other hand, retain the
entrepreneurial spirit and the ability to con-
stantly reengineer their businesses as the
market demands.

U.S. Lawnsenables Oyler toimplement the
practices he learned since opening his own
landscape company, Oyler Bros. Company,
in 1973 that grew to be one of the largest and
most respected in Florida before being sold
to Environmental Industries in 1990.

“Forexample, we don’t want franchisees
to take jobs that require more than 15 min-
utes of drive time getting to or from thejob,”
Oyler noted.“One of the lessons Idearned

trying to operate branches all over Florida
with Oyler Brothers is that the route busi-
ness is best served by the owner-operator
because of the attention this person can give
the customer. Plus, in the future, we don't
think the customer will be willing to pay for
this driving time.”

Opyler envisions three phases franchises
grow through: a start-up phase; a growth
phase and a maintenance phase.

“Thestart-up phase is when the franchise
focuses on getting the operations side of
things set up and doesn’t focus on premium
accounts,” Oyler explained. “The growth
phase begins once the operationsissues have
been dealt with and we're ready to go after
premium accounts. This is the phase most
independent owner-operators remain in.

“But the maintenance phase is the key to
the franchises’ success because this is when
we get_margin aggressive and pursue the

ideal customer,” he continued, adding that
the franchise will still grow the business dur-
ing this phase. “This phase should yield a
higher return on the business while less time
is invested in the work.”

Typically, US. Lawns franchises avoid
primary markets where competition is more
intense and they avoid larger contracts (more
than $5,000 monthly) that are more competi-
tive work and more damaging to lose.

Oyler’s plans for the future include ex-
panding to 200-300 franchises by 2004 with
plans to sell 36 to 40 in the next 12 months,

Obviously, there are no guarantees with
any business, but Oyler currently has four
franchisees that own multiple franchises and
he's looking to further develop this model of
multiple unit operators with combined sales
exceeding $2 million.

Qyler also explained thatfranchise fee is
$29,000 with annual royalties between 3 per-
cgnt and 4 percent,"depending on the
franchise’s annual sales yolame. — Bob West

multiple job sites and for
countless other applications.

* 9,000-Ib. capacity

* Designed for smaller
trucks: no commercial
driver’s license required

* Equips one truck to
perform multiple functions

* Containers and equipment
platforms also available

* Hook hoists also available
in 13,000 thru 60,000 Ib.
capacities.

G-05-452

The Galbreath U3 Hook Hoist lets one truck do the
work of several. It offers a cost-efficient way
of transporting equipment and materials to

[NCREASE YOUR PROFIT MARGIN WITH THE U9 Hook Holst

)LL FREE

DOES IT ALL!

CALL 81T

oF visit our web site at wwwgalbrealh mc com

©1299 Galbreath, Inc
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Kevin Johnson General

Des Moines, lowa

“Late spring and summer are
when we encounter some of
our most difficult-to-control
weeds, such as spurge and
ground ivy. Horsepower®
has given us the control we
need with less reapplication.
Customers expect us to kill
weeds the first time around,
and Horsepower has helped us

to deliver on that promise.”

Manager, All American Turf

When the weather gets warm,
Horsepower is the most effective way to get
command of those hard-to-control weeds. Its
highly effective, broad

spectrum formulation

also offers you a non-2,
4-D alternative. So use the
power of Horsepower to control

problem weeds in the summer.

el

Horsepower
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Michael

Kernaghan, vice
president of
Weed Man In-
temational, will
be part of the
team bringing
Weed Man lawn
care franchises
south from
Canada into the
United States
Photo: Weed
Man

Weed Man
Targets U.S. Market

MISSISSAUCA, ONTARIO - The biggest name in
Canadian lawn care is joining forces with some big
names in the U.S, lawn care industry with the goal of
building the second-largest lawn care company in the

United States within the next five years.

The Weed Man, a30-year franchisor
of lawn care services with 135 opera-
tions grossing approximately $50 mil-
lion annually throughout Canada,
shared its new plans for expansion into
the U.S. market in an exclusive inter-
view with Lawn & Landscape.

“Our goal is to open up 100 territo-
ries servicing about 70 cities through-
outthe U.S. within five years,” related Roger Mongeon,
president of Turf Management and Turf Operations,
the two holding companies that own master franchise
rights to the United States for Weed Man.

“Our biggest problem with entering the U.S. mar-
ket until now has been the lack of key people,
but now everything has come together bring-
ing the necessary people with the expertise in

franchise systems such as Leisure Lawn, Lawn Doctor
and All-Green.

“With the labor situation as bad as it is, a lot of
contractors are tired of beating their head against the
wall and now they want an opportunity to leverage
their experience,” Mongeon noted.

“I've talked to a lot of lawn care operators who
have thought about expanding their businesses but
they don’t know if they’ve got the necessary support
to do'so,” Kurth explained. “Franchising with Weed
Man means these contractors have an immediate in-
frastructure to grow from and computer software to
manage their business with and all of the other ben-
efits of being part of this group.”

Kurth added that the first master franchisor agree-
ment should be finalized with a prominent industry
veteran in the upper Midwest by November, and he sees
agreatdeal of potential for Weed Man across the country.

“There are a lot of landscape contractors who are
re-examining the way they handle their chemical lawn
care work either because they’ve sub-contracted the

(continued on-page.22)

ACQUISITIONS

the U.S. market,” explained Dez Rice, Weed
Man president.

One of the key people joining the Weed
Man team is Terry Kurth, a former employee of
The Scotts Co. and a long-time franchisee in the
Barefoot Grass organization before it was pur-
chased by TruGreen-ChemLawnin early 1997.

Kurth will serve Weed Man in developing
master franchisors, which areindividuals who
own the territory rights to a number of territo-
ries in a geographic region and who then sell
the various franchise rights to the individuals
who will run the operation in the area. The
master franchisors will then retain a percent-
age of the royalties paid by each of the fran-
chises they sell, set up and support.

Kurth and other Weed Man representa-
tives pointed to the presence of these master
franchisors as a key strategic difference setting
Weed Man apart from other U.S. lawn care

Husqvarna Acquires
Yazoo/Kees Turf Business

# CHARLOTTE, N.C. - Husqvarna Forest & Garden became more

than a hand-held power equipment manufacturer on Oct. 4 when
it-finalized the acquisition of the commercial turf care assets of

Yazoo Power Equipment, Jackson, Miss.

“The green industry is in a powerful growth phase and we
intend to be the leading source for all outdoor power equipment
needs,” noted Dave Zerfoss, Husqvarna president. “This acquisi-
tion creates a complete line of offerings, making Husqvarnaa total
source forall lawn and garden and commercial needs-everything
from professional trimmers to commercial mowers.”

The deal provides Husqvarna with its much sought-after pres-
ence in the commercial mowing industry via all Yazoo/Kees-

(continued on page 22)
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Y2K Partners: Teamed for Success

The Mid-Am Trade Show, where horticultural professionals can find their every
need, congratulates the American Nursery & Landscape Association on its
1 25th anniversary. Mid-Am is proud to partner with ANLA and be the principal
benefactor of the ANLA Gala to be held Thursday, January 20, 2000. Call ANLA
at 202/789-2900 or Mid-Am at 847/526-2010 for details on how you can
participate.

Navy Pier, Chicago - jahuary 19-21, 2000



_ Breaking News

Weed Man (contined from page 20)

work to TruGreen-ChemLawnand they don’t
want to do that anymore since TruGreen-
ChemLawn has gotten into landscape work,
or these contractors have realized how strong
the margins are in lawn care,” Kurth added.
“The problem for these contractors is that
they may not be familiar with the pesticides
lawn care companies use or they don’t know
the proper way to tank mix these products,
so that’s where buying a franchise and ob-
taining all of the support from the corporate
office and master franchisor can help.”

Currently, Weed Man’s U.S. presence is
primarily represented by corporately owned
offices in Seattle, Wash.; Denver, Colo.; and
Minneapolis, Minn. These locations have
served as testing grounds for the last one to
three years.

“We'vebeen concentrating on getting our
licensing paperwork taken care of for the
U.S. markets and looking for any differences
between the U.S. and Canadian markets,”
explained Mongeon, noting that Weed Man
found few variations between lawn care busi-

nesses north and south of the border. “We
feel very well prepared to start offering these
franchises now,” he added.

Weed Man has historically focused on
selling franchises in smaller markets in
Canada - populations of 50,000 to 150,000 -
and although the group has plans to target
larger markets as well in the U.S., Mongeon
and Rice explained that their expertise in
small markets will be an asset in the future.

“Selling a master franchisor a large terri-
tory to develop through selling to individu-
als in the smaller, more local markets will
generate quite a bit of interest because right
now TruGreen-ChemLawn is just dominat-
ing in some of these markets,” Mongeon
explained.

“And we've learned how to make opera-
tors successful in the low population areas
because Canada doesn’thave the same popu-
lation density that the U.S. has,” Rice added.
“While we will definitely sell franchises in
bigger cities in the U.S,, the sheer size of the
U.S. means our potential there is phenom-
enal.” — Bob West

Husqvama (continued from page 20)
branded products, turf care dealers and dis-
tributors, and the company’s Beatrice, Neb.,
manufacturing facility. Specifically, Husq-
varna will now have its own line of six com-
mercial riding and zero-turn mowers, four
gear-drive walk-behind mowers and two
hydrostatic-drive walk-behind mowers.

Yazoo/Keees will provide manufactur-
ing, customer service and distribution ser-
vices to Husqvarna for the next 12 months as
the Yazoo/Kees operations are integrated
into Husqvarna’s operations. The mowers
will be initially marketed via a dual-brand
strategy under the Husqvarna and Yazoo/
Kees names until June 30, 2000, at which time
decisions about branding and distribution
will be made by Husqvarna.

Tom Lutes, chief executive officer for
Yazoo/Kees, said Yazoo/Kees will continue
to own and operate its non-turf care business
that it has developed over the last few years
and proceeds from this sale will be used by
Yazoo/Kees to pay down debt and finance
additional growth. — Bob West

Power Blower

Slip Scoop

l Power Angle Blade

Stump Cutter

Madel 430 Max
with Chipper/Shredder

M. in Daton, OH 289 N. Kurzen Rd. -

PO. Box 504 - Dalton, OH 44618 -

Our tractors get ve
attached to their work.

What makes a Steiner turf tractor so
good at so many different jobs? Start
with constant four-wheel drive, a
powerful engine and the unique
maneuvering capabilities of our
articulated frame. One turn behind
the wheel tells you that nothing
moves like a Steiner.

of time and effort.

SteINER TUrF EQUIPMENT, INC.

Then, add your choice of Quick-
Hitch attachments, which enable a
Steiner to do the work of up to 20 single
purpose machines. In minutes, the
Steiner transforms into a chipper/

shredder, snow blower, lawn
sweeper, edger. Whatever the job,
the Steiner gets it done with a minimum

Add in Steiner quality engineering,
which means unmatched performance Chipper
and dependability over many years, and
excellent value at resale. Put it all
together, and its easy to understand
why so many proud owners are

attached to their Steiners. Visit your
authorized dealer and drive one today.

A turf tractor with a different twist

Phone: 330/828-0200 + www.steinerturf.com

—

Rotary Mower

Shredder

Disc Edger e

Reel Mower
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KEEP UP TO DATE!

SUBSGRIBE TO LAWN & LANDSGAPE TODAY!

The leading
management
magazine
serving the
professional
landscape
contracting
marketplace.

KEEP UP TO DATE!
SUBSCRIBE TO LAWN & LANDSCAPE TODAY!

NATIONAL 1OL

lawnvlandsca

OISR

The leading
management
magazine
serving the
professional
landscape
contracting
marketplace.

() Free one-year subscription to qualified contractors.
U.S. subscriptions only.

(JNorth America* 1 Year $35.00

() South America, Europe* 1 Year $98.00

(J Other International* 1 Year $218.00

*Payment must be in U.S. currency and drawn on a U.S. bank

QCheck Enclosed
QMCNISA QO Amex O Novus/Discover
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(prepayment required)
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Having o reputa-
tion as an em-

ployer who cares

about your staff will

help your recruit-

ment efforts.

QUESTION: Recruiting and retaining good

employee_s':mﬁnues to_be a struggle for my

company. Can you give me some good ideas on

how I might be able to address this problem?

ANSWER: it scems appropriate that the first
question that I.am asked as we debut this col-
umn for Lawn & Landscape involves the prevail-
ing “I'can’t get good help” problem. I, too, have
struggled for the better part of my 20-plus years
in the landscape business with this question.

Often times I can recall thinking if I could just
solve this problem the sky would be the limit
insofar as growth and profits were concerned.
The reality is, this is a problem right now, it was
20 years ago, and it will be 20 years from now.
How you deal with personnel issues both intel-
lectually as well as emotionally could mean the
difference between success and failure.

I suspect the No. 1 reason why people fail
and/or get out of this business is because of
personnel problems. I found that if I overcame
the negative aspects of this puzzle and focused
on the reality that every-
oneelse was dealing with
the same problem, I was
better off in the long run.

The truth of the mat-
ter is that if labor wasn't
sucha challenge this busi-
ness would bea greatdeal
easier, which would
mean far more competi-
tion, lower prices and,
conceivably, less profits.

Focusing on the fact
that this is the “nature of
the beast” and putting a positive spin on an
incredibly challenging aspect of this business is
important for managers and owners. Then you
can think intellectually about how you can out
recruit and out retain your competition. You do
not have to have the best employees and reten-
tion rates of all the businesses in your market.
You just need to be better than the competition
in your industry.

Of course, there is not enough space in this
column to discuss everything that can be done
to address this challenge. You could write a
book, in fact many have, on strategies to hireand

retain good people. There are both industry-
specific strategies and generic strategies to con-
sider when attacking this problem.

First the generic - | think people want to
work for a company that genuinely cares about
its employees. While money and benefits are
important to employees, studies have shown
that the No. 1 key tojob satisfactionis the feeling
of being appreciated. Do not underestimate the
power of praise and recognition. Appreciating
your employees will be the most cost-effective
strategy you employ to retain them. Write notes
to your staff thanking them for their work, praise
them publicly at every opportunity and give
awards and recognition to those who excel.

Having a reputation in your community as
an employer who cares about your staff will
greatly help your recruitment efforts. Friends of
employees will beat a path to your door, good
folks already on your payroll will turn down
opportunities elsewhere, and the end result will
be a happy team and satisfied customers. If you
can create an organization where these things
are being done, then you have tackled the chal-
lenge of employee retention.

Another thing that employees want from their
companies is to be a part of the decision-making
process. This ranks right behind appreciation on
the job satisfaction scale and, remember, job
satisfaction is what keeps employees happy.
Involve your people down to the lowest level on
decisions that may affect your company. Ask for
their input and follow through on that which is
givento you. Employees will naturally feel good
about themselves and their company when they
know their opinion counts.

Involve your staff as much as possible when
it comes to the financial aspects of the business.
Many companies have had great success with
the open book concept of management
where all of the company’s numbers are
shared. Others have achieved the same
results by sharing a more concise view of
the financial picture. Regardless, keep
employeesinformed and ask them for ways
you can improve. You will get everyone
working together for the good of the team.
“Your company” then becomes “their com-
pany,” and you will keep your staff moti-
vated and happy.

Another good way toinvolve your staff
is by having annual strategic planning

(continued on page 28)

(a3 s it

One of the most popular

'speakers at the 1999 Lawn

& Landscape School of
Management was David
president of Minor's
Landscape Services, a §15-
million company in Austin,
Texas, that Minor sold to
TruGreen-ChemLawn in
1998. David will share his
thoughts and suggestions
for managing a lawn and
readers via this monthly
column.

cific questions they would
like to ask David can do so
by e-mailing them to

‘or faxing them to Lawn &
Landscape at 216/961-0364.

LAwN & LANDSCAPE

www.lawnandiandscape.com
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GROWTH REQUIRES REGULAR CARE AND ATTENTION.
WHETHER YOU’RE TALKING ABOUT TREES, OR YOUR BUSINESS.

Before your business can branch out in new directions,
you need a partner who's willing to look out for you.
And no one fits that description better than Case. We

work together with you to find exactly what you need

to finish the job. From skid steers to loader/landscapers
to excavators. But more than just a full line of equipment,
you can also depend on us for the full support you need.

Anytime, anywhere. Including flexible financing through




Case Credit, extended warranties, fast response on parts
and service, and good advice from trained experts. So
stop by your Case dealer today. And see how we can

help your profits grow even healthier.
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(continued from page 25)

meetings by department. Lay out the typical
strategic planning model in which you evalu-
ate each department’s strengths, weaknesses,
opportunities and threats and then let your
staff come up with solutions to problems.
Schedule follow-up meetings and have all
staff implement specific action strategies.
This type of exercise fosters employee loy-
alty and teamwork that is difficult to mea-
sure in terms of satisfied employees, but the
benefits are very real.

Now that we have covered the more ge-
neric ways to enhance retention and help
recruitment, let’s discuss a few specificideas.

Finding basic entry level laborers, field
foremenand technical field employees seems
to be the biggest staffing hurdle companies
face. Getting folks in the door is obviously an
importantstep in the staffing equation. Many
companies have had great success with pay-
ing referral bonuses to their existing em-
ployees to bring others on board. There are
various types of ways to structure these ar-
rangements and many are very successful. I

would strongly suggest structuring the
payouts based on the new employee staying
on for a minimum amount of time. Flyers
sent in areas where your labor force resides
or even direct mail to a cer-
tain demographic profile has
also worked. For example,
you may want to send a di-
rect mail letter that details
employment opportunities
in your company to all li-
censed irrigators or chemi-
cal applicators in your state.

Another

Many companies have had  JETIPSNIF} PRS- PPN

considerablesuccess with the
government’s H2B program.
H2Bisa program thatallows
youtolegally hireimmigrant
labor for a specified time frame at a very
reasonable wage. There are no subcontrac-
tors that provide this service; or if your
company is big enough you can hire an
attorney to help you do this yourself.

For recruiting management staff, there
are a myriad of avenues to investigate, in-

thing that
employees want from
their companies

is being part of

making process.

cluding onsite college and junior college re-
cruitment and industry field days like the
Associated Landscape Contractors of America
Student Career Days. Promoting and train-
ing from within-even
if the individual lacks
a formal education - is
also very useful. The
key here is employee
training.

Again, however,
rather than focusing
solely on specific ways
to recruit more em-
ployees, think more
about retention and
create a culture that
fosters a positive per-
ception of your company.

Understand that the problem of employee
recruitment and retention will not go away
and how you deal with it could mean the
difference between success and failure.

David Minor can be reached at 817/740-9792.

Temporary/Seasonal Labor Visas

Do Not Hesitate! Act Now!
Be Ready For Your Season!

Receive work visas for up to 10 months of your peak season and have a loyal,
productive labor force that you personally choose!

Call now for information packet and a quote.

Join us in our fifth year of obtaining and re-certifying work permits. You can
trust that our experience and motivation is sincere and our customer service is unbeatable!

A\

CSfoley Enterprises
Tl sfree (888) 623 7285
Austin (512) 262 3237
ez (512) 262 0958
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'he Benaroya Hall, home of the world-renowned
Seattle Symphony, is the site of the Garden of Re-
membrance. Located in the heart of downtown Se-
attle on the entire block bounded by Second and
Third avenues, the memorial garden, constructed by
Northwestern Landscape Co., Puyallup, Wash., hon-
ors more than 8,000 Washington State veterans who

lost their lives defending the nation’s freedom.

DESIGN CHALLENGES. Construction of the gar-
den was especially complex. The entire garden was
built on top of a garage deck with a train tunnel
running underneath a portion of it. Planting the
garden required boom trucks, but steep slopes made
it difficult and dangerous for them to operate.

Other project challenges included a very tight
and congested downtown worksite and working
around multiple trades, raised planters and under-
ground cavities — some as deep at 10 feet.

DESIGN SOLUTIONS. Congested worksites
meant we had to work early hours, move materials
with wheelbarrows, close down street lanes, cover
sidewalks and paver areas with tarps and plywood
and work on normally inaccessible areas.

Large underground cavities were needed for fu-
tureroot growth on large trees. Soil was lowered into
10 foot deep cavities with an extended forklift, then
hand-shoveled up to 12 feet underground and hand-
compacted to fill voids before planting.

Shoring on steep San Francisco-like slopes was
necessary to install plant material. Blocking was

PLANTS INSTALLED: A 40-foot red oak and more

' vine maple, dogwood, Oregon grape, Magnolia, snow

¥, acre

P———

than 2,000 different plants, including azaleas, ferns,

berry and other native species.

(inset ). Photos:

e

done by stacking large railroad tie timbers on the
low side of the slope. Soil was placed on top of the
timbers so tractors and cranes could drive on a level
surface to prevent accidents during installation.

A 40 foot tall red oak with an 8-inch root ball
weighing more than 5 tons was planted using more
than 60 cubic yards of topsoil in its planting cavity.
Large bolts and rods were placed through the root
ball to create a pivot to set the large tree. The tree,
which had a 13-inch diameter trunk, was lifted with
a crane and turned in the proper planting position.
The planting of the tree was scheduled for installa-
tion moments before an Independence Day celebra-
tion and the veterans dedication at

the Garden of Remembrance. Dur-
ing the dedication, veterans placed
medals of honor, dog tags and even
aPurple Heartin the oak tree’s plant-
ing cavity. A crew of eight people
was ready to set the tree during the
city planting ceremony. All under-
ground staking wassetin place prior
to planting. When the tree was
placed in the ground it was able to
be unhooked from the crane within minutes due to
the detailed coordination.

THE RESULT. The garden is now a welcome and
comfortable natural setting to visit and enjoy. Large
specimen shrubs, tightly spaced groundcover and
specimen trees instantly created the feel and look of
a beautifully established planting.

Northwestern Landscape Co. received the Asso-
ciated Landscape Contractors of America Exterior
Judges Award for outstanding work on the Benaroya
Hall Garden of Remembrance project this past year.
— Lisa Gonner and Geoffrey Bartels

The authors are in sales and marketing at Northwestern
Landscape Co., Puyallup, Wash.
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DVEY SLON

by Nicole Wisniewski

Buel and Becky Messer admit that when they started
Messer Landscape withtheirtwosons, Mike and Chuck,
who were 10 and 13t the time, they didn’t give a lot of

thought to problems that would occur along the way.

“Thebusiness wassuchasmallentity when it started
out that I wasn't planning for the things that could go
wrong in the future,” explained Buel, still president of
the 19-year-old, Staunton, Va.-based company.

While Messer said conquering business ups and
downs were healthy for the company and the family, he
doesn’t deny that there were many disputes along the
way involving sibling rivalry, being a boss and a father
at the same time and dealing with non-family employ-
ees who felt they were treated unfairly because they
weren’t Messers.

While Messer, 61, feels he has handled these chal-
lenges well, he knows they will continue to be formi-
dable tasks for the family, especially now thathe and his
wife have announced plans to retire.

Family businesses are similar to other businesses as
they are hardly exempt from their need for profit,
customer satisfaction, quality service and motivation of

www.lawnandlandscape.com

the individuals — family or not - who comprise the
organization, pointed out Ira Bryck, director of the
University of Massachusetts Family Business Center,
Ambherst, Mass.

However, as much as they are the same as other
companies, family businesses are different in one im-
portant way: “The obvious characteristic of lifetime
family membership,” Bryck explained. “When a family
business fails, it wreaks havoc on the family like the
death of a loved one, replete with mourning and dislo-
cation. When a non-family business folds, there is un-
employment, but the employees geton with their lives.”

And the statistics to support family business failure
are not good. According to Bryck, two-thirds of all
family businesses fail to make the jump to the second
generation and 90 percent fail into the third, which
proves that even the most successful family business
empires can sink like stones when the relatives who
manage them cannot learn to work together.

IN THE BEGINNING. When businesses begin as a
family entity, Bryck said the task of examining the
personalities of the people who are going to be working
together and whether open and direct communication

(continued on page 36)
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By planning ahead and recognizing inevitable
quandaries, contractors can learn to settle family

disputes and complete a successful transition into

their company’s next generation.
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(continued from page 33)

is possible between them is often overlooked.

Bill Davids, president, Clarence Davids &
Co., Matteson, Il1, started working alongside
his father, Clarence, when he was 12 years old.
To succeed as a father and son in a working
relationship, Bill said he had to share the
same business vision with his dad and keep
the communication lines between them open.

“We aren't the most successful family out
there in terms of working at our relationship,”
Davids said. “We've had our own share of
problems. Butmy older brotherhad the most
difficulties working with dad to the point
where he left the business and the family. We
only talk now on an as-needed basis. He and
my fatherjust had philosophical differences.
The separation has been very hard tohandle.”

To avoid the pitfalls of an unmanageable
relationship, Bryck suggested families look
at their potential ability for ‘dynamic ten-

sion” first before going
into business together.
The term, according to
Bryck, was used by mu-
sic historians to discuss
the partnership of John
Lennon and Paul
McCartney. “Dynamic
tension between them
was the factor, aside from musicalskill, that
empowered their success as a team,” Bryck
explained.

“In the early, struggling days of a busi-
ness, the owners can take a huge cut in pay
- a tradeoff for running their own com-
pany,” Bryck continued. “One partner feels
like going to the bank for capital and the
other neither a borrower nor a lender be, Or
one partner is comfortable with delegation
and the other is the chief cook and bottle

START-UP

» Driven by personal goals

» The business is designed around the leader

» Intuitive/opportunistic direction

+ Hard work

- Trial and error

|
J
I
J
|

- Attributed as a “one-man band" and the owner is looked at as a “jack of all trades”|

» Business is more organized but experienced as being “like a family”

+ Qutside expertise

» Financial discipline
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- Entrepreneurial/managerial tension

S R
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« Market-driven strategic planning
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Drew, Dean and
David Snodgrass
(left to right)
manage a third-
generation
company. Photo:
Dennis’7 Dees

washer type. Certain relationships won't
work out. Hopefully, relatives, particularly
in-laws, can accept each other’s differences
as long as their business values are the same.”

In the case of Jon and Vicky Cundiff,
whose relationship was based on learning to
work together even when they met as cheer-
leaders for Northwest Missouri State Univer-
sity, managing Turf’s Up, Lee’sSummit, Mo.,
is more hectic now than it was when they got
started in 1987.

“Our separate business responsibilities
were clear cut when we started our busi-
ness,” explained Vicky, secretary/ treasurer/
vice president of the company. “I'm the live-
inside-the-box financial person and Jonis the
live-outside-the-box, on-the-go visionary.
And since we worked out of our home, we
werealways communicating. Things got more
complicated once we started growing.”

Jon said that growing meant adding em-
ployees and, essentially, turning tasks over
to people who are going to make mistakes.

“We are transitioning from working in
our business to working on our business,”
Jon stated. “If we don't relinquish some of
our duties to emplovees we trust, then the
business stops growing.”

While some family members can run a
business successfully because they worked
together in the past, others think their work-
ing relationship thrives despite the fact that
they weren’t close when they were younger.

Gilbert Hermes is six years younger than
his brother, Dalton, who is president of
Hermes Landscaping and Hermes Nursery,
Lenexa, Kan. Dalton bought the company
from his father two years ago after working
there forabout 11 years. Gilbert started work-
ing for the company three years ago.

“There wasa 20-year period when I didn’t
see my brother much because college and
work took us in different directions,” Dalton
explained. “One day he came to me asking
whether we had any positions available and

(contirtued on page 38)
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(continued from page 36)

we did. He started here as a production Gilbert (left) and Dalton (right)
supervisor and now he is vice president of Hermes have become closer
Hermes Nursery, butit wasa challenge bring- as brothers since becoming
ing him into the company because we were co-workers after a 20-year
estranged for almost 20 years. period of little contact
“Now,” Hermes continued, “as we be- with each other.

come business partners, we are also growing Photo: Hermes Landscaping

closer together as brothers.”

Sometimes, looking at the personalities of
company owners and how they best work
together means altering someone’s duties to
prevent foreseeable family collisions.

Bobbi Anderson, who handles marketing
and public relations at Anderson Lawn Care,
Leesburg, Ind., isanadmitted micromanager.

“And because of this personality trait,”
Anderson explained, “instead of saying ‘Can
we have a discussion?” when there’s a prob-
lem, I'm going to say ‘I've got a problem with
this and I want to know why it was done that
way.’ It's hard forme asamom tobe like lam

30027 | and be the controllerin the company. I would
B — get into conflicts with my sons all the time.”
' Bobbi recognized the potential difficul-
ties that her personality could cause and
stepped back, letting her husband, Steve,
take over as president, her son Todd, 25, as

il
TOURS

I ~ T treasurer and her son, Scott, 23, as vice presi-
Inereasing Your Propit $28,992.72 per Jear for dent, of the 12-year-old company,
8very Lawn Maintenance Crew you Operate' “Steve can work with their very different

dependable perfectionist vs. gutsy/vision-
ary, ‘1 can do no wrong because I'm the
oldest’ mentalities,” Bobbi explained. “Steve
is so much better than I am at sitting down
with the two boys when there is a problem
and making the discussion happen.

But, Bobbi pointed out, personality dif-
ferences have to be addressed in not only
® [ncrease your warehouse space business relations, but in family relations as

FREE Business Plan @ www.superlawntruck.com  Super Lawn Truck Hand and Power well, particularly when a couple is running a
Tool Storage System

® Eliminate Daily Loading/Unloading

® Protect your equipment against theft,
accidental loss and bad weather

® (Organize your tools

® Reduce fuel stops

® Supercharge your marketing efforts

family business together.

“Trying to get along as husband and wife
and business partners for us has not been
great,” Bobbi said. “Business-wise, I'm an

lllflf emotional perfectionist. These characteris-
tics completely clash with Steve’s more easy

470 Old Hawkinsville Rd. going personality. By redefining our roles

A, P. 0. Box 446 and recognizing our differences, I think we

Eliminate Trailers with the Bonaire, GA 31005 are better at making sure business issues
Hydra Ramp System 912-923-0027  Fax 912-929-3583 don’t affect our marriage too much.”

The Cundiffs said that once in awhile

A labor saving, profit producing, marketing weapon... Just for the Landscape their time together is sacrificed when there

1
Contractor! Tour the system now at www.superlawntruck.com aren’t enough hours in the day to handle

(continued on page 40)
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business and family issues.

“There are times when Jon will come to
me and say ‘Hey, how about we go on a date
Saturday night?”” related Vicky Cundiff.
“And thenI'll explain how I need to take our
twins to see their grandma and run some
errands. Before we know it, there’s no time

left for us. When our marriage becomes the
sacrifice, I find that no matter what the case
- whether one of us is feeling neglected or
needs a hug - we have to get it out in the
open and talk about it. We separate work
from family by making sure we know when
we're talking as husband and wifeand when
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we're talking as business partners and pre-
venting the wrong one from happening in the
wrong place.”

These issues are common, according to
Barry Graff, organizational consultant, RSM
McGlandrey, Minneapolis, Minn., because
management quandaries tend to affect busi-
ness partners differently based on their fam-
ily relations.

“Husband and wife usually go into run-
ningabusinessnaively,” claimed Graff. “They
assume because they are married they can
run a business successfully, and that’s not
always the case. The health of the relation-
ship depends on what stage the marriageisin
and how it will affect an evolving business.

“Siblings, on the other hand, have more of
ahistory together,” Graff continued. “To suc-
ceed, they have to define their roles clearly.”

The Messer brothers have always been
competitive, from the time they wereinschool
sports together to playing golf, hunting and
fishing as adults, noted Buel Messer. “They
are always trying to outproduce each other,
but they never try to sabotage each other,”
Messer said. “I learned early on that if they
weren't competing for the same thing, they
began setting their own goals and helping
each other achieve them - competing on a
level that was positive for the company.”

David Snodgrass, president, Dennis’
Seven Dees Landscaping, Portland, Ore. -
now in its third generation of ownership -
said sibling competition from childhood is
natural and if brought into the workplace can
have a negative impact on a business.

While sibling competition can be reduced
by separating business roles, Snodgrass said
the real challenge comes when managing
siblings is added to the mix. As president,
David has authority over his siblings, Drew
and Dean, who own the business with him.

“There is a natural challenge to authority
when one sibling manages another,
Snodgrass said. “Our partnership works be-
cause we respect each other as owners and
we make corporate decisions jointly.”

SETTING BOUNDARIES. All families are
dysfunctional. “You just have to be lucky
enough that your family has enough good
will, generosity, social skills and conflict reso-
lution skills to understand the values of sac-
rifice and hard work,” Bryck said.

(continued on page 44)
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New Compass controls
Brown Patch, Leaf Spot,
Gray Leaf Spot, Red Thread,
Rust, and more.

Effective for all turf areas and all
species, Compass fungicide delivers
the value of a contact, the power of a
systemic. In fact, it's the best Brown

Patch value ever developed. Compass

also goes on to control important

ornamental diseases, such as Apple
Scab on crabapple and flowering

cherry trees.

Compass gives you preventive
and curative options.

Compass delivers the highest efficacy

against Brown Patch and a broad
spectrum of diseases at the lowest

use rates ever. One pound of

Compass at 0.15 0z/1,000 sq. ft. rate

covers 2.45 acres of turf.

New technology,

yet competitively priced.

With unique mesostemic power,
Compass delivers locked in, broad-

spectrum control at a price you

can afford.
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reduced-risk. So you can surface, it resists washing

use it with confidence: off, thus ensuring long-

| - lasting disease control.
Mesostemic power
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Eqntrol up to 28 days. ol e Bantas Prodss, Cresmebore

Compass securely locks into  EESEEESE N SN . o radermaris, of (‘ N O VARTI S

Visit us at the GIE Show, Booth #632



http://www.cp.us.novartis.com

_Cover Story _______|

(continued from page 40)

hen family members work together in or share
ownership of a business, the business cannot
function independent of the family and vice-versa,
according to Barry Graff, an organizational consultant who
specializes in family business consulting, RSM McGladrey,
Minneapolis, Minn.

“And this mutual dependency is, in fact, one of the major
reasons for families to be in business together.” Graff ex-
plained. “Success becomes a double success - growth of the
business engenders family pride. Familiarity breeds trust, and
family members can spend time together."

However, the overlap of the family and the business can be
a source of tension and stress as Graff pointed out: “How do
you tell your son or daughter, sibling or spouse they are not
doing a good job? When a father and son clash over a busi-
ness decision is the problem based on different views of their
market, differences in management styles that are generation
based, a good old-fashioned father-son struggle for power and
control or a mutual seeking of recognition and acceptance?"

’ While some overlap is inevitable and can be positive for the
family, excessive overlap can lead to vulnerability of the busi-
ness to family and personal entanglements, vulnerability of
personal relationships to business issues and a lack of security
and excess stress in the busi-
ness or the family.
“A few examples of
family vs. business
issues are: Transi-
tion in manage-
ment and leader-
ship of company
(business) vs. ag-
ing and death of
older generation
(family); Choosing a
competent successor
(business) vs. feeling ac-
cepted and recognized by par-
ents, especially father (family);

FAMILY

EXCESSIVE
OVERLAP

44 NOVEMBER 1999

FAMILY BUSINESS

CONSTRUCTIVE
OVERLAP

dividing

ownership

equitably,
including
recognizing
each
individual's contri-

bution to the business

(business) vs. feeling equally loved by parents (family) and
assigning the key roles to non-family members (business)
vs. defining family loyalty (family),” Graff said,

Ownership comes into play when there are different
people who run the day-to-day management of the busi-
ness (business circle) and people who own the business
(ownership circle). “If you're confused on which is which,
you probably have too much overlap,” Graff pointed out.

While excessive overlap between the family system,
the business system and the ownership system can lead
to disaster, constructive overlap among them can lead to
fulfilling family relationships and successful business op-
erations, Graff said

Graff suggested families draw their own circles to see
how much the circles overlap in a family-owned business.

“If you draw one circle for all of the systems, you have
too much overlap," Graff stated, adding that a home circle
should be added for businesses operating out of the home,

“Many landscape companies have homes that are oper-
ating near or as a part of the family business,"” Graff said.
“This can add to the stress of overlap because customers
are knocking on the door and calling after hours expecting
something from you while family members are saying
there's no peace at home."

Graff's advice for comrecting excessive overlap: “The
first step is conversation and communication. Everybody
operating in the business and the family needs some pri-
vacy and independence and by talking out excessive over-
lap problems this can be achieved." = Nicole
Wisniewski

OWNERSHIP
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Today’s professional grounds manager spends a lot of time thinking about his turf.
New ways to oversee water management. New solutions to pest and weed control.
New products that enhance field safety and playability. At Hunter we offer turf managers

the widest range of irrigation solutions for parks, sports fields and all public areas.

Your Turf, Your Job, Your Choice of Systems

Hunter rotors lead the industry in reliability and safety standards. And the new,

expandable ICC controller and rugged ICV valve are key components in an advanced

water management system. It's your field, your job —

choose Hunter as your system.

Hunter 1CC Controller, ICV Valve, 1-20 Ultra,
I-25 Plus and I-40 Rotors.

Hunfer
The Irrigation Innovators

’ 1940 Diamond Street, San Marcos, CA 92069, USA + 800-733-2823 « Fax: 760-471-9626 * See Hunter at www.HunterIndustries.com
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(continued from page 44)

The solution to family squabbles can be
as simple as rearranging the way relatives
speak to each other, Bryck explained.

“If a father says something to his son and
the son feels belittled at work, there is a
problem in that father’s means of communi-
cation,” Bryck said. “When people discuss
their feelings about particularissues at work,
they need to take responsibility for their
statements. For example, instead of scream-
ing ‘You idiot!" you need to say ‘I feel disre-
spected when you go above my head.” And if
a family member is trying to tell you they
have a problem with you, make them take
responsibility for the statement by reword-
ing it in an I-you fashion.”

Because this form of communication can
be difficult for relatives to adapt to at work,
sometimes getting along in a family business
means getting outside opinions.

The Messers operate with the help of a
board of advisers, whichismade up of people
who have the proper financial and business

expertise to assist in
company decisions.
Adding a group of
consultants, such as a
board of advisers, is an
excellent way to bring
additional expertiseinto
company planning and
help relatives work to-
gether, particularly par-
ents and their children,
Bryck recommended.
“A group of outside consultants will tend
to hear opposing viewpoints from fatherand
son more fairly and be able to say whether
the son is competent in running the business
even though the father thinks otherwise,”
Bryck continued. “Sometimes families need
outside voices to tell them where the poten-
tial icebergs are in their companies. And
there areicebergs ahead in every family busi-
ness. By discussing them, a family can steer

their boat or slow it down in time.”

Jon and Vicky
Cundiff have gone
from college
sweethearts to
full-time business
partners. Photo:

Kevin Anderson

ADDING KIDS TO THE BUSINESS.
When Dalton Hermes started out in his
father’s business, dad was in the middle of a
divorceand wasn’'t very involved in the com-
pany. While this proved a great experience
for Dalton because he learned the workings
of the company inside and out at a young
age, it was tough for him emotionally.
“Whenl finally bought the company from
my father, the problem wasn’t that dad
couldn’t let go, it was that dad didn’t mind

(continued on page 48)
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AWalker

Mower

every

20 minutes

*during normal working hours

FTER 19 YEARS on the market, customers are buying the Walker because it is
a proven good investment. We invite you to join the growing Walker Mower family.

Why Buy a Walker?

I'T Pays BACK-The Walker is producing profit
and giving a good return on investment for
commercial operators.

EASY ON THE OPERATOR—Best use of labor
means working “smart” with productive,
easy-to-operate equipment.

BeAuTIFUL RESULTS—Walker delivers the
mowed “look” for discriminating customers.

i

s =4 senlce bv a netwofk o servlcmg aealers

WALKER Dealer, Everette Schultz, H & B Equipment and Rental,
Saginaw, Michigan, delivers the 7th Walker to

Jonny and Cindy Heinz, Jonny Heinz Landscaping, spring 1999.
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letting go,” Hermes remarked. “I used to
wish dad was therealittle more often than he
was when I was learning the business but
had to get over that expectation and realize
he was at a different stage in his life.”
Adding children to the family business
generally adds competent, trustworthy em-
ployees, yet at the same time the addition

brings along another emotional level.
“There are so many parents out there that
think of their child working in the business
as paying them their allowance,” Bryck said.
“There are also many fathers who feel they
can run their family as a business and oper-
ate as a totalitarian kind of boss. That isn’t
fair to the children involved. Parents need to

K3 e RIKE'E R

“Tver

ELALNGE 8 CHALPSE SR D S T B

ard of Kichler?”

“Sure, we've been a Premiere Distributor for Kichler Landscape

Lighting products for a number of years. Kichler prides itself on
building business with relationships and not just sales. They
work hard to earn our business. Their products are extensively
tested to conform te UL standards which makes them safer
for us and our customers. And on top of all that, Kichler has

programs specifically designed to help increase business.”

Name

Company

Phone

Address

City State

Current Dealer — KICHLER?®

Call 800-659-9000 ext.6445 ... or send to: Kichier Landscape Lighting, L&L-1. 7711E. Pleasant Valley Rd., Cleveiand, OH 44131-5552

Visit us at the GIE Show, Booth #104 & 106
USE READER SERVICE #39
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treat the business like a business and the
family like a family. There are some things
parents do as bosses that would be consid-
ered harassment if they weren’t parents.”

Working children into the family busi-
ness can build a work ethic in them as long as
it's done in a supportive, teaching way, ac-
cording to Graff, and as long as parents are
understanding when the day comes that their
child chooses to follow another career path.

“There was a time in this country when
kids had to stay on the family farm,” Graff
noted. “Now, it's recommended that kids go
away to college or to work elsewhere for five
years before coming back into the family
business so they are sure of what they want.”

Hermes and Anderson both believe that
having a family business can give children an
opportunity todevelopawork ethicatayoung
age. While they don't pressure their children
into working for their companies, they do
make sure their children know the opportu-
nity is there. Last summer, Hermes told his
daughters that they had to work in the com-
pany three out of 12 weeks of their summer
vacation to learn how to work and save
money. After some grumbling, the children
went to work - one week in office, one week
in the nursery and one week in horticulture.

“And I paid them as if they were working
at a regular job,” Hermes said. “I wanted
them to understand the relationship between
hard work and reward. It turned out to be a
very positive experience.”

The whole purpose of Anderson Lawn
Care was so that Bobbi and Steve’s nine chil-
dren would have a means of developing a
work ethic and later have some assistance in
attending college.

“But we didn’t want our children think-
ing that they inherit a part of this business
just because their last name is Anderson,”
Steve said. “If they want to start earning
money fora car or to go out with their friends,
the business is there, and if we have a posi-
tion for them then they can come on board.”

There are many pitfalls parents can run
into when incorporating children into the
business. Parents should never overpay or
underpay their children, Bryck said, and chil-
dren should never be told that they have to
follow in the footsteps of their parents.

“Sure, whenIlook down the road itwould
be nice to have my kids take over the business

(continued on page 50)
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““The Posi-Track™ has doubled my
production and slashed labhor
costs by more than a half."

COMMERCIAL LANDSCAPING IS A VERY
COMPETITIVE BUSINESS. JOHN PERKINS, OF
PERKINS LANDSCAPE KNOWS THAT YOU NEED
SOMETHING TO SET YOURSELF APART FROM YDOUR
COMPETITION. THE POSI-TRACK " IS DESIGNED
TO SET YOURSELF APART FROM AND AHEAD OF
YOUR COMPETITION. “| CAN OPERATE IN
WEATHER MY COMPETITION CAN'T, | DO THE JOB
FASTER, AND | DON'T TEAR UP THE SURFACE |I'M
WORKING ON" SAYS PERKINS., THE Posi-
TRACK™ ALL PURPOSE CRAWLER FEATURES
ASV'S PATENT PENDING MTSS ™
UNDERCARRIAGE, WHICH ALLOWS THE MACHINE
TO EXERT ONLY BETWEEN 2 AND 3 PS| OF
GROUND PRESSURE. THE REVOLUTIONARY
MTSS™ ALSO OFFERS GROUND-HUGGING
SUSPENSION, SEALED-OIL BATH BEARINGS, AND
AN EXCLUSIVE RUBBER TRACK DESIGN THAT IS
GENTLE TO FINISHED SURFACES, YET PROVIDES
INCREDIBLE TRACTION.

- John Perkins
Perkins Landscape

SPECIFICATIONS:

MD 2800/2810 HD 4500/4520
OPERATING WEIGHT 7,450 LBSs. 8,500 Luss.
GROUND PRESSURE 2.5 pPsi 3 pPsI
OVERALL WIDTH 69” 69”
TRACK WIDTH 18”7 18”7
ENGINE HORSEPOWER 70/75 80/115
OPERATING CAarPAaCITY 2,350 LBS. 2,800 LBs.

Visit us at the GIE Show, Booth #902

POSI-TRACK-

ASV INC., GRAND RAPIDS, MINNESOTA
INTERNET: WWW.ASVI.COM
EMAIL: SALES@ASVI.CcOM
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just as I'm ready to retire,” said Stephen
Hillenmeyer, 41, president, Hillenmeyer
Nurseries, Lexington, Ky., whose oldest child
is 15 years old and whose business is 158
years old. “But I want them to follow their
own choice of career path. I don’t want them
to think that I expect them to be in the busi-
ness or that this business is an easy way out.”

SUCCESSION PLANNING. [t takesacom-
pany like Hillenmeyer Nurseries, which has
survived 158 years into its fifth generation,
to know how to successfully bring about a
change in ownership, even when statistics
say that only 1 percent of family businesses
make it that far. Yet Stephen Hillenmeyer
noted that succession planning in a family
business is not an easy task.

When Stephen, Chris and their brother,
Louis III, bought out their uncle, Robert,
after their father, Louis, Jr.,, died, it was a
smooth transition for the family.

“When my uncle retired, he didn’t have
to,” Hillenmeyer explained. “But he knew it
was time to let us spread our wings in the
family business.”

Davids had a similar situation when his
father decided it was time to retire and sell
the business, yet the process took over 10
years of planning.

“Time is needed just to come up with the
kind of money it takes to achieve the pay-
ments in a buy-sell,” Davids said. “Every-
thing in a succession planning process also
needs tobe donelegally and needs tobe done
in writing. There were times during a meet-
ing when looking back to the previous
meeting’s written documentation saved us
an argument.”

Hermes said the negotiations between he
and his fatber, John, were emotionally drain-
ing for them both, even though Dalton was
ready to take over the business and John was
ready to retire.

“Self-made people fightand scrap tomake
it,” Hermes said. “These traits were part of
my father’s character. He drove a hard bar-
gain. We had an accountant and an attorney
to help us through the process and to keep
the communication open, but just the fact
that it was a father negotiating with his son
made it more difficult for us. I think it goes
back to the fact that I was always taught to
honor my father and mother and that’s tough
to let go of in a business negotiation.”
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Although father-to-son transitions are
difficult, Chris Kujawa has a different view.
Chris is in the thick of succession planning
with his father, Ron, who has begun to scale
back his duties at Kujawa Enterprises,
Cudahy, Wis. Chris said that although his
father will eventually retire, he doesn’t ex-
pect Ron to ever completely remove himself
from the business’ operations.

“When you sell the company to someone
within the family, you don’t really leave it -
you just sign off on it,” Chris said. “I don’t
anticipate that Ron will really ever leave the
company. He'll probably always have an
office here and come and go as he pleases.
And Iwould rather haveit that way -he’s the
best business consultant I could have.”

While father-to-son transitions can be
difficult, they are also expected. Chris and
Stephen Hillenmeyer faced a challenge when
they bought out their brother, Louis, due to
opposing business views. The decision was
one of the harder transitions to occur at
Hillenmeyer Nurseries.

“What happens if you don’t get along or
you change your minds about the business
vision?” Hillenmeyer asked, mentioning that
discussing succession before bringing in
costly attorneys and accountants could save
the business money. “This question may
come up, and that's why family business
owners should plan while everyone is in
agreement with the company vision because
when relatives do not agree on company
policies is not the time to speak peacefully.
Think about the company five to 10 to 20
years down the road and plan for the best
and the worst just in case.”

When one family business owner is suc-
ceedinganother, thetransitionisalwaysmore
difficult than when a family is selling their
company toanoutsider, claimed Buel Messer.

Messer Landscape’s main officeis located
in Staunton, Va., but the company also oper-
ates two other locations in Richmond and
Norfolk. The Messers’ two sons each runone
of the company’s three offices, leaving the
main Staunton office without potential fu-

few years after Anderson Lawn Care, Leesburg, Ind., successfully took
off, Steve Anderson's daughter, Jodi, left to start her own business and
took the residential accounts from the 95-percent commercial business of Anderson
Lawn Care with her. Even though the companies and family members operate inde-
pendent of each other, they have an open relationship in which they share strategies
and even purchase lawn care products together.
“We are in no way competitive,” Steve explained. “We work together. We even

feed each other customer references.”

David Snodgrass, president of Dennis’ Seven Dees Landscaping, Portland, Ore. and
his brothers, Dean and Drew, who own the business with him, are in a similar situation.
The three Dees compete with their brother Drake, president of Drake's Seven Dees, also
located in Portland, Ore. While the companies do not compete head-to-head, they op-
erate similar businesses located in the same city.

“We do not share business strategies at all - we operate independently of each
other," David said. “But being brothers and competitors doesn't bother us."

Friendly competition between relatives can be healthy, claimed Ira Bryck, director
of the University of Massachusetts Family Business Center, Amherst, Mass.

“Family members just have to make sure that when they say they are operating
under friendly competition that they really mean it,” Bryck advised. “There is no Elev-
enth Commandment saying relatives have to work together. So talking about the
competition is a good idea because if there are any underlying psychological issues
there, they will become evident. It would be a shame to think that relatives are using
business competition to play out family dysfunctions.” — Nicole Wisniewski

Avoiding a

Family Feud
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ture ownership once Buel
retires, so outside acquisi-
tion is a likely possibility.
Before a consolidator
comes knocking on the door
of a family business asking
questions, Bryck said fami-

Chris Kujawa
(right) doesn’t
expect his parents
to ever completely
remove themselves
from the business.
Photo: John Roberts

lies need to discuss and
choose their place in the consolidation game.
“The worst thing to do would be to leave
the topic untouched so that when the con-
solidator peaks in the door, he sees a family
in disarray,” Bryck said. “Whether or not
you see consolidation as a demon or a saint,
one question needs to be placed on the table:
‘Whatare we going to doif we are approached
by a consolidator?” If you want to keep the
business in the family, then your goal should
be to grow your business to fight off consoli-
dators or offer better customer service as a
way to compete. If your family wants out of
the business, consolidation could be a nice
way of cashing out — or maybe the family

decides to grow the business to become even
more attractive to consolidators, There are
many options out there.”

Buel said while he is happy a portion of
the business will remain in the family, he has
learned that negotiating a business sale with
family members is complex.

“Family members tend to expect more,”
Buel said. “They expect a better deal because
they feel they’ve earned it. They think some
things are rightfully theirs because of the
family tie. To a large extent, my children will
end up with everything I own anyway, but
while I'm around they are going to earn it.”

Buel, having been through just aboutall a

father, husband and company president
could go through while running a family
business, said now that he looks back, there
are a few things he would have done differ-
ently in terms of being a father and a boss
simultaneously.

“Hindsight is always better, but I defi-
nitely would have been firmer in the begin-
ning with my sons,” Buel said. “I would have
had straighter rules and wouldn’t have bent
the ones I did have as much. The closeness
makes being a boss hard.”

The author is Assistant Editor of Lawn & Land-
scape magazine.
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_Purchasing Plants
by Bob West

Visit almost any nursery show or plant material
supplier these days and you're likely to hear the
same story - plant availability is down from previ-

ousyearsand quality material is of premium value.

Butalandscape contractor without quality plant
material is like an artist without paint, so contrac-
tors do whatis necessary to guarantee the availabil-
ity of the material they need to do their work. In a
1999 survey of Lawn & Landscape readers, better
than 77 percent of respondents indicated they pur-
chased plant materials in 1999, and respondents
also predicted they will spend in excess of $104,000
on plant material purchases in 2000. (Surprisingly,
respondents in the

PLANNING

s

Nursery material shortages during

the past two years have placed

greater importance on how

contractors purchase their plants.

Northeast and West predicted they will spend ap-
proximately twice as much as respondents in the
Midwest and nearly four times as much as respon-
dents located in the South.)

With the challenges of finding quality material
still confronting so many contractors (and expected
by many nursery growers to continue through most
of next year), the process contractors use to find and
acquire plants becomes even more important.

RELATIONSHIPS RULE. Notsurprisingly, con-
tractors spoke at length about the importance of
developingand maintaining quality relationships with
plant suppliers and keeping the number of primary
plant suppliers a company deals with to a minimum.
“We work with a few, specific vendors who know
what type of company we are and un-
derstand our plant material needs,”
noted Bruce Allentuck, president, Al-
lentuck Landscaping, Gaithersburg,
Md. “As a matter of fact, we
work with one wholesaler
even though it is not the
(continued from page 56)

Developing
relationships
with reliable
suppliers and
properly timing
plant purchases
are issues for
contractors to
focus on when
purchasing
nursery stock.
Photo: Reading
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he knew every-
s awed crew “if was

Keith Macdonald's work crews at Bridgewater State College campus swear he’s a master spy, or psychic. “He
knows when we’ve sprayed off an area with Finale” Herbicide without us even telling him,” said a crew member
“sometimes only 24 hours after the job’s done.” Keith laughs. “When it gets busy and I can’t check with every-
one, I simply drive around and see the results. It only takes a day or two for Finale to work. A month later. the
area’s still clear.” But it wasn’t always so easy. As assistant facilities director on the Massachusetts campus,
Keith used to use the leading systemic herbicide. “It took 2 weeks before I knew I had a take.” he says. “drove
me crazy.” Keith also likes Finale’s ability to create perfectly clean edges around beds and
baseball fields. “It’s the no-creep feature.” he says. “the one my crews apply to me.”

L
Finale *
[HERBICIDE ]
€D AgrEVO' 95 Chestnu Ridge Road / Monivale, N) 07645 / 201-307-9700 / www.agrevo-green.com / Remember to read and follow label directions carefully. © 1999 AgrEva USA Co
- Finale is a registered trademark of Hoechst Schering AgrEvo GmbH
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(continued from page 54)

closest one to our office, but our relationship
works real well because we’re both commit-
ted to helping the other one succeed.

“We’ll also use a local wholesale yard
occasionally foremergency needs,” Allentuck
continued. “The quality is generally pretty
good, but the prices are higher.”

“We deal primarily with suppliers that
are located within 90 minutes of our office,”
commented Booth Hemingway, president/
owner, Piscataqua Landscaping Co., Eliot,
Maine. “The quality, variety and size of the
materials these growers stock is what mat-
ters to me, so I only want to deal with
growers that I know will have a wide range of
plants from generic rhododendrons, maples
and oaks up to 7-inch caliper specimens and
other unique plants that I know will work in
our area.”

Hemingway noted thathe even used tobuy
perennials wholesale and then pot the plants
to guarantee always having an adequate sup-
ply, but that will change next year because

Some plant growers will store nursery materials in their own holding area for a period of time for

contractors who aren't ready to use the plants immediately after purchasing them. Photo: L&L staff

his suppliers have proven they are able to
keep up with the plant demand.

Some contractors admitted that the lure
of cheaper prices has drawn them out of a
successful relationship with a plant sup-
plier, only to end up making the contractor
look bad to a client or making the installa-
tion process more difficult.

“We had a primary supplier we dealt
with, and then we started thinking we could
use another supplier that offered lower
prices,” recalled Chris DeWitt, president, Sig-
nature Lawn and Landscape, Easley, S.C.
“We ended up going back to our primary
supplier because we got burned by the other

(continued on page 58)

ARE YOU READY TO MEET THE PRODUCTIVITY DEMANDS OF THE NEW MII.IEHIIIIIM?

We can show you how to save time and
money and increase your competitive
edge with one compact, multi functional

The world’s first & best mini loader slno 1981
Web Site: http://www.kanga-loader.com
11219 5. Mingo, Bixby, 0K 74008 » Dealer enquiries invited

machine with attachments
available for every job

Phone for FREE VIDEO & INFORMATION
Phone (918) 629 7230 Fax (918) 461 0996

Visit us at the GIE Show, Booth #1301,

56 NOVEMBER 1999

USE READER SERVICE #49

1303 & 1305

LAawN & LANDSCAPE


http://www.kanga-load9r.com

. %7 8 TeeTime i TeeTime
N R - - Fertilizer with - N 8 Fertilizer with Fertilizer with Fertilizer with
1 2 SEVIN (: 9..; NUTRALENE"S MERT®| * DURSBAN MERIT*

» "' Professlonal :r.,‘- Professional
8 Turf-Products '.c-’.l § Turf*Products

.
Fertilizer with

s DYLOX

Great Selection. ==

iy U orm Sizing, e
r""
Professional

Turf™Products

When it comes to providing turf
professionals with expert ammunition
to fight their wars with insects, =

The Andersons has always come ' TeeTime
through with great products and Fertlzaswit
superior performance. ;

. v S Today, using only the best performing
$la? "5; &' ingredients, proven formulation strategies
“o. and consistent particle sizing production
technologies, The Andersons has

assembled a selection of over two dozen TR
insecticide and fertilizer/insecticide |-

combination products. With each e izo

product precisely designed to meet ﬁ
«. specific insect challenges throughout the

& - season, The Andersons has effectively

provided its customers with a flexible
array of economic problem solving Fertilizer with

solutions that get reliable results. e

To get a free copy of our selection
guide with information about specific
formulations, or for the name of your
o nearest distributor, call us today at
> 1-800-225-ANDY

Visit us at the GIE Show, Booth #827 & 829 |[EELELLL
tltc’pldcs&nﬁ’s
partner

® Professional
Turf”Products
The
Andersons

TeeTime " 5’ TeeTime |# 3 TeeTime A,
. ¢

| Fertilizer with 5 DIAZINON g | Fertilizer with [ Fertilizer with SEVIN

.- : e

Professional
Turf"Products

Professional
Turf”Products

©1998, The Andersons, Inc., all product namestrademarks are property of their respecive owners

DER SERVICE #58



Purchasing Plants

(continued from page 56)

company, and now we'll only use other sup-
pliers when there is a significant price sav-
ings. Otherwise, you just can’t run the risk of
selling a job with 17 3-gallon hydrangeas
only to get to the nursery or have the plants
delivered and they are the wrong size.”
Mike McClellan, project manager for Blue
Spruce Landscape, San Jose, Calif., explained

that sending a list of his plant needs for a job
out to two primary growers generally fills
about 65 percent of those needs.

“Filling out the rest of the order requires
checking through our plant purchasing his-
tory to see who we've bought specific mate-
rials from in the past,” McClellan related.

(continued on page 60)
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l‘..ockipg in
Prices

hris DeWitt, president, Sig-

nature Lawn and Landscape,
Easley, S.C., is like every other land-
scape contractor in that he wants
commitments from customers. DeWitt
probably differs from many contractors,
however, in that he is willing to gamble
that these commitments will not cost
him any money,

“When we get a request for a quote
from a potential customer, we'll send a
plant list to our suppliers for the materi-
als on the job,"” explained DeWitt.
“Then we take the best prices off those
quotes and use them for our proposal.

“To encourage clients to move faster,
we'll guarantee the price of the job
we've proposed to them if they'll com-
mit to doing the job and give us a 50
percent deposit even if the job isn’t go-
ing to begin for two weeks,"” he noted.

"Otherwise, if the client doesn't
commit to doing the job until three
months after we've submitted the pro-
posal, we'll have the plants priced
again through the same process, and
we may be quoted totally different
prices,” DeWitt pointed out. “That's
why we include a disclaimer in all of
our proposals that states that our pro-
posed price to the client is based on the
current prices quoted to us by suppliers
and we reserve the right to alter our
proposed price to the client if any sig-
nificant changes occur in the prices
quoted us by our suppliers.

“Typically, the clients will provide
the deposit to lock in the plant prices,
but we still don't usually buy the plants
until we get closer to installing the job
because we don't expect the prices to
change that much and we don't have
much room for plant storage,” DeWitt

concluded. - Bob West
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(continued from page 58)

“A lot of design/build companies seem
focused on getting in and out of the job as
soon as possible so they look to buy plants
that are always stocked in a nursery,” added
McClellan. “That really limits the plant pal-
ate available to them, so they end up with a
lot of jobs that look the same and they’re
rarely able to ‘Wow’ their customers.”

THE TRICK OF TIMING. Deciding whom
to purchase plant material from is one chal-
lenge, but once that dilemma is solved con-
tractors still have to decide when to purchase
the plants, and different contractors have
different philosophies here.

“We haven't gotten into having the sup-
pliers deliver the plants directly to the job yet,
although I don’t have a good reason why,”
DeWitt commented. “We're just more com-
fortable having the plant material on our
property and knowing that we've got the right
plants before we show up on the job. We've
ended up with the wrong materials too many

times because of a grower’s mistakes.”

There certainly are benefits to develop-
ing a nursery holding area, and having con-
fidence that you have the right plant materi-
als is one of them. Contractors with holding
yards also enjoy greater flexibility in that
they have a number of plants available to
them immediately if an unexpected need or
situation arises on a job.

Butthe added challenges of finding space
to keep a holding yard, keeping the plants
irrigated and fertilized, and paying mainte-
nance personnel to prune these plants or
inspect them for insect infestations as neces-
sary is enough to convince many contractors
that holding yards aren’t worth the hassle.

“We've tried to really cut down on the
amount of material we keep in our yard,”
acknowledged McClellan, adding that using
employees to care for these plants would
boost some crews’ indirect time and delay
them from getting started each morning.
“Keeping the plants looking good requires a

lot of effort, so we go for just-in-time deliv-
ery to our yard so we don't actually have to
maintain the plants or we have them dropped
off at the job site.”

“We moved to our current site — an in-
door warehouse - from a retail nursery that
we could stock and pull plant materials
from,” related Allentuck. “This move re-
quired some changing on our part, but we've
become more efficient as a result and more
aware that we have to have a specific use for
a plant before we buy it. We used to take
plant availability for granted, which led to
more waste.”

“We start buying plants as soon as we
have a signed contract for a job,” asserted
Hemingway. “We use the customer’s de-
posit money to offset our plant costs.”

Hemingway said he prefers to tag all
plant material himself because of his famil-
iarity with the specific use for each plant and
his sensitivity to a client’s expectations, but

(continued on page 62)
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Purchasing Plants

(continued from page 60)

time constraints necessitate that he fax some
orders to suppliers and trust them to tag
quality material for him.

“Our key suppliers will generally hold
tagged material for us for 30 days before they

A landscape contractor without

quality plant material is like

an artist without paint.

start charging us to keep the plants in their
yard,” Hemingway added.

McClellan also pointed out the impor-
tance of having experienced personnel in the
field to take receipt of the plant deliveries
that go directly to a job so that contractors
aren’t accepting plants that aren’t healthy or
aren’t what was ordered.

“Wemake sure our peoplein the field can
discern whether or not we’ll take a plant

before it even comes off the truck,” he re-
marked. “If a supplier sends us inferior ma-
terial, we'll reject it and never let it off the
truck so thatjob is done properly and so that
supplier knows to only send us quality plant
material.”

McClellansaid suppliers are gen-
erally receptive to replacing rejected
plantmaterialsin an order at no cost,
although some suppliers have cer-
tain restrictions about when they’ll
take plant materials back.

“Normally, a supplier is looking
for a long-term partnership with us as well,
so they understand the importance of supply-
ing exactly what we need,” he said. “But we are
seeing some nurseries becoming sensitive to
infestations like fire ants so they have policies
against plant material returning to their yard
from a job site, which makes it even more
imperative that your employees on the site
pay attention before the materials are even
unloaded from the delivery truck.”

The exception to the ‘No Holding Yard’
rule seems to be when unique varieties or the
most commonly used varieties are considered.

“Having some basic materials on our prop-
erty is reassuring in case an unexpected need
arises,” observed Hemingway, who added
that limited availability of some of his per-
sonal favorites has led him to acquire them
whenever they were available because he
knows he would use them soon. “We keep
about an 8,000-square-foot holding yard
packed with some basic plants all summer. I
wish we had the time to track when they
came into the holding yard so we could make
sure the older varieties were going out tojobs
first, but that’s not possible right now.”

“Sometimes we'll come across a plant that
we know we'll need more of in the future, so
we may buy it and hold it for a month or
two,” agreed McClellan.

The author is Editor of Lawn & Landscape
magazine.
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Modern styles of flower bulb
plantings are natural in appearance

with a balanced grouping of plant

materials.

NOVEMBER 1999

by Carol Sutton

Naturalized landscapes combining many types
of flower bulbs with perennials, trees and shrubs
are not only wonderful to look at, they are a

durable, cost-effective method of planting.

Althoughonce considered the “lone wolves”
of the horticultural set, flower bulbs, today, are
an integral factor in public and commercial
landscaping.

Flower bulbs lend themselves
todifferent stylesof planting, pro-
viding a different ambience in
accord with the setting. For in-
stance, Narcissus that look so
stately in a formal bed will do
justas well and look exactly right
planted in a rough grass verge.

Botanical tulip varieties gen-
erally are the most successful in
naturalized plantings. They per-
ennialize best and their short
stems are not as affected by stiff
winds as the taller, hybrid tulips.

Bulbs used in rural and ur-

www.lawnandlandscape.com

Customers looking for more color and

variety in their landscape can be satisfied

with perennial and annual bulbs.

ban parks and gardens together form abinding
and decorative element in wooded public gar-
dens, green belts, grassy and central areas, walk-
ing paths, along ponds and lakes, among rose
beds and in the plant pots of shopping centers.

BULBS IN CONTAINERS. Tubs, boxes and
pots... flower bulbs thrive in containers.
Whether portable containers or permanent ves-
sels with a removable inner receptacle, the key
advantage to this planting style is mobility.

Containers can soften and humanize the
often inhospitable environment around hospi-
tals, homes for the elderly, office buildings and
factories.

Containers may be placed where they are
needed at any given time, re-arranged as re-
quired, and replaced with summer-flowering
bulbs once the spring display passes its peak.

Of course, plants and bulbs in pots and tubs
are more vulnerable to frost damage than those
in the ground. So, protect them with a generous
layer of mulch, such as pine branches, rotting
leaves or peat dust.

(contimued from page 68)
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Annual and Perennial Bulbs

(continued from page 66)

If winter conditions in your area are par-
ticularly severe:

¢ Shelter the containers through the win-
ter, putting them in place once the tempera-
ture becomes more moderate, or

* Grow the potted bulbs in a greenhouse
and place them out when spring comes.

Toproducesatisfying resultsin the spring:

* Choose a container with drainage holes
in the bottom.

* Add a drainage layer of fired clay
pebbles or crockery.

* For mixed plantings, use a normal pot-
ting compost.

Plant bulbs among perennial plants and
small shrubs, or install a quiet creeper at the
feet of a single bulb type. Botanical varieties -
e.g. T. greigii, T. fosteriana and T. kaufman-niana
—with their shorter stems do best in containers.

BULBS IN LAWNS. Early-flowering “spe-
cialty” bulbs may be naturalized in grass

(continued on page 72)

aturalized plantings offer a wide selection of color choices. Consider

the following approaches when planning a site:

ANALOGOUS PLANTING - This scheme uses successive shades
around the color wheel, e.g. from red through orange to yellow and

cream. Or consider blue with different shades of purple, merging through

into lilac.

PASTEL PLANTING - In this scheme, all of the flowers chosen are in

harmony, blooming in the pastel shades, e.g. light yellow, salmon or

cream

MULTI-COLORED PLANTING - Here, a wide variety of plants and

flowers of various colors and shapes are intermingled for a riotous effect.

CONTRASTING SCHEMES - From opposite ends of the color

spectrum, flowers are chosen to make bold statements, e.g. red with

yellow or purple with orange. - Carol Sutton
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for a dealer near you.
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Software that

has Answers!

CompuScapes software has
answers for the demanding, growing
professional who wants a finely
tuned organization, delivering peak
performance and quality in products
and services.

CompuScapes software provides...
+ estimates and proposals

job cost analysis

+ workorders & service requests
+ routing & scheduling

+ customer invoicing
*
*

*

complete accounting
handheld computers
+ much more...

"CompuScapes has made
my company more efficient,
competitive, organized and

most of all profitable.”
James J. Sharp
Sharps Landscaping, Inc.

CompuScapes

(800) 350-3534

www.compuscapes.com
\ Starting at $2,995 Rental & Finance available )
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When it comes to preventing the broadleaf
and grassy weeds that most often plague your

customers’ turfgrasses, PRE-M* preemergent

herbicide is right on target. Why pay more
for other products when, time after time, university
trials prove that PRE-M offers you better overall
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Superior performance made PRE-M the
leading® preemergent herbicide. Superior G o
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in the professional turf care industry.
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(continued from page 68)

where they are easily managed. Many have
flowered and are fading by the time the first
serious cutting of the season is necessary.
This particularly applies to the early crocus
and squills, such as Scilla tubergeniana.
Ifbulbs are naturalized sparingly in grass,
they will produce a semblance of a wild

flower meadow. One type of bulb that pros-
pers in damp soil is Fritillaria meleagris, the
Snake’s head fritillary.

Little bulbs that do well in naturalized
settings include the grape hyacinths -
Muscari armeniacum, M. latifolium, etc.~which
spread freely from seed, and Anemone blanda

Stake Bodies by Reading.
Built to Deliver-.

When your job requires you to

deliver, Reading’s the only choice.
Every Reading stake body delivers
durable eonstruction including a
reinforced understructure, rugged
stake racks, and full rust protection.
Only Reading can deliver years of

trouble~free hauling.

1999 Reading
in the United Sta

Only the best carry the name

ling

800-458-2226
www.readingbody.com

ydy Works, Inc
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‘White Splendour.”

The most highly recommended grass mix-
ture is one in which fescues are dominant.
They are the most practical for this purpose
because their root systems do not interfere
significantly with the bulbs’ development.

Maintenance of such a combination can be
simplified with the following steps:

* Best bets are those that flower early in
the season, e.g. small-flowering Narcissus, Cro-
cus chrysanthus, Galanthus, Chionodoxa, Pusch-
kinia and Ornithogalum nutans.

Use just one type in large numbers to
create a “carpet of flowers.”

* Plant bulbs over approximately one-
third of the grassy area.

* Mow around the bulbs, creating a con-
trast between the mown and unmown grass
(surrounding the bulbs) and adding an extra
dimension to the entire landscape’s design.

* Do not till or hoe the naturalized plant-
ing area; fertilizers are not necessary.

* Do not mow until foliage has completely
died off (six weeks) to ensure repeat bloom-
ing in the coming years.

The foliage sends nutrients into the bulb
for conversion into food and embryo flowers
for the next season’s display.

* Choose a well-drained site. Excess rain
must drain off quickly or the bulbs will rot.

Inaddition to naturalizing in grass, flower
bulbs also may be scattered among trees and
shrubs where the soil is bare. Scilla siberica,
Chionodoxa and Puschkinia libanotica all are
excellent in this role.

Further, there are flower bulbs that will
perennialize under all light conditions. Some
that prefer full sun are Alliums and Narcissi.

TYPES TO CHOOSE. Many spring-flow-
ering bulbs will perennialize, i.e. bloom for
many years, making them suitable for natu-
ralized plantings. To make perennialized
plantings as successful as possible, plant the
bulbs twice as deep as usual.

As noted above, the ones most commonly
used for this purpose undoubtedly are Nar-
cissus, i.e. daffodils, and many of the “spe-
cialty” bulbs, e.g. Crocus, Eranthis, etc.

Massed drifts of daffodils create a lovely
sightand of those particularly recommended
for perennializing are many from the
Cyclamineus group, such as ‘February Gold,’
‘Jack Snipe,’ ‘Jenny,” ‘Jumblie,’ ‘Little Witch,’

(continued on page 74)

LAWN & LANDSCAPE



http://WWW.readingbody.com

Track Star!

Top-notch Traction For Your Toughest Tasks.

All New!

Bobcat® 864 G-Series
Compact Track Loader!

Extend your working season! b
Rugged ru@ber tracks deliver § 5 : % ks T m?a?t ﬁck‘loanef‘:"
extra traction and greatly : B . e st M S TRC s e 1 ;
reduced ground pressure— SRR, R e T2 ' SRR

as low as 3.8 PSl—with :
low ground disturbance.
The Bobcat 864 offers
superior flotation for
working on soft, wet, even
muddy ground where other
machines stop dead!

You get more pushing
power, too. Hydrostatic
drive system delivers
plenty of muscle for
grading and digging.

New! G-Series engineering sets the
standard for operator-friendly performance!
You'll love the comfort and convenience!

* Excellent visibility to sides, front and rear corners. . o ~ 3l ST e Z
e Roomy comfort for operators of all sizes. Speed production and cut labor costs on your jobsite

* Fully enclosed cab and heating system available. with dozens of job-matched Bobcat attachments.

¢ Fully-adjustable suspension seat, standard.

* Rear-pivot seat bar.

¢ State-of-the-art instrumentation.

» System shutdown protection available.

* High-flow auxiliary hydraulic option.

For a FREE “Bobcat Advantage” video and 40-page Buyer's Guide, g Opeg}‘f‘g

call our 24-hour fax-back line: 1-800-662-1907 (Ext. 702). P

MELROE Melroe Company * P.0. Box 6019 e Fargo, ND 58108-6019 Wat
lNGERSOLL‘RAND www.bobcat.com/markets

USE READER SERVICE #66


http://www.bobcat.com/markets

Annual and Perennial Bulbs

(continued from page 72)

‘Peeping Tom,” “Téte-a-Téte’ and ‘Jetfire.’
To the surprise of many people, some
tulips, such as the Fosteriana group, are well
suited to this purpose. In addition, those
from the Kaufmanniana group are useful in
these settings because they bloom early.
From among the Tulipa greigii group, cul-
tivars ‘Oriental Beauty’ and ‘Red Riding

Hood’ are good choices for plantings that
are intended to sustain their appearance for
many years with only minimal maintenance.
Also, the Greigiis foliage is more decorative
than the others, i.e. mottled or striped.

The botanical tulips also perform well in
naturalized settings. Some of the best are
Tulipa eichleri, T. kolpakowskiana, T. praestans

ol
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Quick |

STUDIES HAVE SHOWN
that certain varieties of
Narcissus will flower

beautifully for years

when planted among
roses, as do certain
tulips. Among the
former are ‘Golden Har-
vest,’ ‘Carlton,’ ‘Mount
Hood,’ ‘Ice Follies’ and
‘Geranium.’

‘Fusilier,” T. pulchella, T. sylvestris, T. tarda, T.
turkestanica and T. urumiensis.

The little Tulipa sylvestris, for example,
looks elegant and natural - the very antith-
esis of the ornamental hybrids - such as the
Triumph varieties. These tulips are very
hardy. In addition, they suffer little wind
damage thanks to their short stems.

PLANTING AMONG TREES. Falling au-
tumn leaves not only mark the end of sum-
mer, they also enrich the earth as they decay.
In addition, the soil in a tree border generally
is slightly moist and light conditions on the
ground vary.

Keep these factors in mind when choos-
ing plants for such an area. Also, remember
that perennials, in particular, must be strong
enough to compete with the tree roots.

Here are some other points to consider
when planting among trees:

* Tulips and narcissus are best located
where they get sufficient light in late spring.

The flower bulbs Allium ursinum, Anemone
nemorosa, Convallaria (Lily-of-the-valley),
Corydalis solida, Endymion and Erythronium
all provide excellent results under trees and
among shrubs.

* Great ground cover choices for a shady
border include: Omphalodes verna, Lamiastrum
galeobdolon ‘Floretinum’ and Epimedium x
perralchicum ‘Frohnleiten.’

(continued on page 76)
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(continued from page 74)

There are many perennials to accompany
these combinations; e.g. Campanula
trachelium, Alchemilla mollis and Bergenia
‘Morgenrote.”

* Perennials, such as Aquilegia, Hosta,
Rodgersia and Astilbe, will push out weeds
while providing a nice summer display.

COMBINATIONS FOR BENEFITS. When
mixing a variety of plant materials, there are
a few keys to consider. For instance, to in-
crease the period in which a planting of trees,
shrubs and perennials is attractive, plant a
selection of bulbs that bloom sequentially all
in one location.

This is called a “layered” planting, in
which the latest-blooming bulbs are placed
on the bottom. These bulbs are covered with
soil and a second layer of early-blooming
bulbs is added, such as Crocus, Galanthus
(Snowdrops), Chionodoxa (Glory-of-the-
snow) and Scilla (Squills). The little bulbs
bloom first in the spring, followed by the

Annual and Perennial Bulbs =

« For a long-lasting effect, place botanical tulips
among perennials, such as Michaelmas daisies,

Bergenia cordifolia, Hosta and border trees

with the white-flowering Narcis-
sus triandus ‘Thalia.’
Alternatively, combine two
plants that flower simultaneously,
such as Helleborus orientalis (Christ-

- For a stunning landscape, combine the lightly-
scented N. triandrus cultivar ‘Hawera' in a
foliage and flower carpet of Tiarella cordifolia

(Foamflower)

mas rose) and Puschkinia libanotica
(striped squill).

Bring about a subtle contrast of
shades of green by interplanting

« Try the creamy white Narcissus ‘Jenny,’
together with trumpets ‘Carlton,’ ‘Golden
Harvest' and ‘February Gold,” and 'Actaea,’ the

Poeticus narcissus. - Carol Sutton

Polygonatum multiflorum
(Solomon’s seal) with Hosta and a
few ferns in a shady corner. An
added bonus: the growing foliage
of the perennials camouflages the
dying leaves of the bulbs.

larger, later-blooming types that were
planted first.

Sequential blooming canalsobeachieved
with different types of plants, such as an
opening cushion of Geranium (Cranesbill)

The author is president of CJS Com-
munications, Vancouver, B.C.

EDITOR'S NOTE: For information on spe-
cificbulb performance, check out this article
and other November issue articles on our
web site - www.lawnandlandscape.com.
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Cat 216 and 226 Skid Steer Loaders

* Two hydraulic joystick controls that
require only minimal wrist/hand
movement for reduced operator fatigue

 Proven, reliable Cat 3034 engine
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* More than 30 performance-matched
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low-effort controls
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_HOA Accounts
by Dave Clancy

Working with multi-family accounts, such as condominium associations,
can be a lucrative business. However, it can also be unlike any other type
of business the landscape professional serves. In fact, maintaining the

account might require as much care as maintaining the property.

The homeowners’ association account, or HOA, is constantly changing. Families move inand out.
Association board members change, as do property managers. For the landscape contractor this
means the need to stay in tune with all of the changes in the community is paramount.

Saying that, there is not only opportunity for landscape contractors to make a profit in the
HOA environment, but to make that segment an integral part of their businesses. It just takes
some effort and organization.

For Mike Scian, president, Scian’s Landscaping, West Berlin, N.J,, working on multi-family
accounts provides an opportunity to increase business. Oftentimes, he said, one management
company oversees several condominium communities, and providing first-class service at one
site can provide inroads into others.

“We will do everything we can to make sure the management firm is happy with our work,”
Scian said. “By doing that, we also get invited to bid on its other properties, and that has become

(continued on page 82) )

quite lucrative for us.”

Maintaining the account

can be just as time
consuming and
challenging as
maintaining the property
on a homeowners’
association account,

Photos: Excel Industries

(above) and Toro (below)

big headaches and big

dollars. How can

www.lawnandlandscape.com

Theseaccountscanbe P
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HOA Accounts

(continued from page 80)

Sciansaid thatabout half of his company’s
work comes from multi-family projects or
condominium associations. “The condo com-
munities are typically bigger jobs than the
corporate offices and the sales are greater if
you can build a relationship with a manage-
ment firm.

“You try and develop the relationship to
earnrespectand loyalty,” Scianadvised. “Per-
sonally, I try and maintain business relation-
ships with the upper management at prop-
erty management firms so they, in turn, will
talk to their assistant property managers,
and suggest to them that they try us out.”

AtScian’s, field foremen are also encour-
aged to develop relationships with on-site
property managers to further foster the rela-
tionship between the two companies. “This
is just one more step we use to provide the
personal attention many of these accounts
require,” Scian added.

But some contractors don't see the prop-

The key to managing this work

erty manager as the key persononan
account. “Theboard of directors, who
we call the end-users, are more im-
portant,” said Bill Trimmer, presi-
dent, Professional Grounds, Spring-
field, Va. “The problem, however, is
that most of our dealing is with the
property managers. So we have to
make sure we communicate with the
board of directors to ensure commu-
nication doesn’t break downbetween
the board and the property manager.

“We feel that even though we get
alotof direction from the property manager,
the ownersand the board of directors are the
ones that sign the check and they are the
ones that make the decisions on hiring and
firing,” Trimmer said.

But that doesn’t mean Trimmer neglects
the property manager. “We have to work
very closely with both the board and the
property manager. We have to make sureall

is communication with
customers. If you tell them you
will deliver X, Y and Z, you had
better deliver X, Y and Z. There

are 500 people who are, in

essence, your bosses.

communication channels are open. You must
do a good job communicating or you won't
be working in that community very long.”

Trimmer said Professional Grounds uses
a variety of methods to communicate with
customers, whether they be board members,
property managers or residents. “We go to
annual and monthly association meetings
whenever possible,” he said.
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Trimmer said he also writes articles for
association newsletters, and, in some in-
stances, Professional Grounds sponsors the
publications. “At the very least, we read the
newsletters regularly to get a feel for what is
going on in the community,” he said.

“Going to the meetings is important be-
causeitgives us the opportunity to ask where
any potential problems might lie,” Trimmer
said. “And the newsletters allow us to let the
residents know what we are doing and why
we are doing it.

“We will write about maintenance, both
from ourstandpointand to offerhomeowners
advice on how they can maintain their indi-
vidual yards,” he continued. “Since we don’t
service the individual properties, we can
direct them on what should be done.”

Trimmer estimated that 85 percent of his
company’s work is on multi-family accounts.
“We started out doing multi-family work 25
years ago and grew it from there, so we have

a pretty good handle on what works in the
industry,” he said.

But not all landscape contractors are as
convinced as Trimmer is about the allure of
the market. Glen McKinnon, CEO of Land
Maintenance, St. Louis, Mo., said his com-
pany gotoutof the HOA business in the mid-
1980s due to the revolving doors at property
managers’ offices.

“Management companies keep changing
property managers,” he lamented. “We
would develop a relationship with a man-
ager, get him or her to understand our ways
and really start to make headway into the
account. Then he or she would quit or get
replaced and we would have to start all over
again. So we just got out of the business
altogether.”

In addition to attempting to educate new
property managers, McKinnon said a major
stumbling block to his company’s success in
the HOA business was the desire of many

property managers to bring in contractors
from previous projects. “They all have favor-
ites they like working with, and more often
than not we found ourselves out of a project
whenever a new property manager took
over,” McKinnon said.

And that may be the single biggest ob-
stacle to success in the HOA market, even for
seasoned professionals who rely on relation-
ships to help them expand their business.
“Sure there are countless properties I can
name where we picked up the business be-
cause a property manager we had a relation-
ship with left one property and went to an-
other,” said Tom Freeman, district manager,
OneSource Landscape and Golf Services,
Orlando, Fla.

“However,” he added, “I can recall more
properties where as soon as a new property
manager was brought in we were given a
notice of termination and they brought in a
company they had worked with before. So it
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Bactericides - Oxytetracycline antibiotic

Tree Tech
1879 SW 18th Ave N
Williston, FL 32696
1-800-622-2831

e-mail: treetek@aol.com

Alamo is a registered trademark of Novartis
Aliette is a registered trademark of Rhéne-Poulenc Ag Company
Bayleton in a registered trademark of Bayer, AG, Germany
MetaSystox R is a registered trademark of Gowan Company
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SAVE TIME & LABOR WITH THE JRCO SYSTEM

Add profit centers with JRCO attachments

HOOKER™ Soft-Plug AERATOR
Aerate 1.5 acres per hour at 5 mph

TINE RAKE™ DETHATCHER
with 6 holes per sq. ft. up to 3" deep
Call for nearest dealer

Dethatch while you mow
Jrco
GIE Booth #148-150 1-800-966-8442

Visit us at the GIE Show, Booth #148 & 150
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Turn your leaves and grass
clippings into rich organic
fertilizer.

3BRAOWN:C comPosT

Turn your skid steer into a
more productive unit.

Turn cost into profit.

Turn to Brown Bear the

original and still the best.
515-322-4220

£ Fax 515-322-3527

e . | P.O. Box 29, Corning IA 50841

i s ’ www.brownbearcorp.com
@

[ 3BROWN:
w
)
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Deep _
Watering,
Aeration
& Feeding

Units

visit our website at www.rootwell.com or call (888) 766-8935
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k SURF THE FULL LINE OF HUSTLER TURF EQUIPMENT

or call 1-800-395-4757

HUSTLER

Out Hustle all the rest
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BILL TRIMMER places such a
premium on communication
at HOA accounts that his
employees regularly attend
association meetings and he
writes articles or often has

his company sponsor asso-

ciation newsletters.

is a double-edged sword.

“This industry has always been one based
on relationships,” he continued. “People will
work with who they are comfortable with. So
when the property manager moves on we
have to pursue the new piece of business at
the same time protecting the property we
already have.”

“We will approach the new property man-
ager, explain what we are doing and try and
keep the business,” he said. “Unfortunately,
often before we even get to meet the property
manager there is a certified letter canceling
the contract sitting in our mailbox.

“A new property manager’s goal is to
come in and make an impression. The easiest
way a property manager can do that is to
review the contracts and get rid of the ones he
perceives as being too expensive,” said Free-
man. “By saving money he makes himself
look good to the board.”

However, as often as property managers
change, the residential boards change at least
as often. New board members, along with
their agendas, are elected regularly. With
those new elections comes the need for the
landscape contractor to develop a communi-
cations pipeline to the new board.

“As the board of directors changes, you
have to be aware of what their agenda will be
almost immediately,” said Scian. “And the
difficult thing is each member has his or her
own idea as to what needs to be done, and
those ideas are changing constantly.

“That is where the property manager can
help us out,” he continued. “The property
manager will act as a liaison, helping you
communicate to each of the board members.

LawN & LANDSCAPE
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With condos, you are dealing with a variety
of people with many ideas of what should be
done and their own expectations. But they
don’talways know whathasbeen contracted
to be done.

“And, if they don’t know what is in the
contract, many new board members will not
know what items were proposed and, subse-
quently, turned down,” he added. “So be-
tween our record keeping, and our ability to
work with the property manager, we can
ensure the board has a better understanding
of our role and our responsibilities.”

And, Scian added, that even more than a
property manager, documentationis the most
important factor in dealing with HOAs.

“Documentation can be the one factor
that can keep a contract from getting into
trouble when it doesn’t deserve to be in
trouble,” he said. “With proper documenta-
tion, a property manager can go with the
contractor to the board and say, ‘Remember
when ABC contractor recommended you do
that and you didn’t? Now you have a bigger
problem because of it.

“Ifthat property management firm is mak-
ing sure thatthe board understands that they
denied these services six months ago or the
previous board voted them down, helping
the contractor keep the account when things
don’t always go right will go a long way,”
Scian said. “We know, from prior experi-
ence, just how important the management
firm is.”

For Freeman, operating in Florida offersa
new challengein dealing with HOAs. “Many
of the board members are retired profession-
als, with more time on their hands than in
other areas of the country,” he said. “And
many view these board seats as an opportu-
nity to wield some power in their communi-
ties. They have their own beliefs and are not
afraid to voice them.

“And many, just like property managers,
have their own set of contractors and com-
fort levels,” he added.

Freeman said he rarely deals with the
association boards, usually limiting his ex-
posure to the board president or the prop-
erty manager. “Dealing with one person
rather than the individual voices of the board
is much easier,” he said.

“When you work for a 300-unit property,
in essence you have 300 bosses,” said John

(continued on page 88)
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TURN WHILE AERATING?
NO PROBLEM

Classen’s new “split drive”
aerators combine two unique
features no other roll type
coring machines offer.
First, with two user-friendly
controls on the main handle, you
can steer and aerate around frees,
corners, efc. Either control can be
used, depending on the direction, to
ensure aerator remains in a straight line
on side hills. Second, because all of the
tines propel the machine, they penetrate
deeper in all soils (like other conventional type, but
unlike free wheeling type, aerators).

CLASSET.

MANUFACTURING, INC.

BUILDING EQUIPMENT FOR OVER 20 YEARS
1403 S. Pine Industrial Road, Norfolk, NE 68701
Telephone (402) 371-2294 « Fax (402) 371-3602 « www.classen-mfg.com
TOLL FREE 888-252-7710

2 models to
choose from

pat. pending

) CUTTERS  TURF RAKES * TURF

Visit us at the GIE Show, Booth #271 & 273
USE READER SERVICE #82

E865 NEW HOLLAND

DANIELS’ PULL PLOW
-‘ﬂdaal\ for small jobs and tight spaces.
.+ Complements your front-mounted plow.
gHo&lcuplsfastandeasy -
"= Sizes to fit light trucks, sport utility
vehicles, 3/4 ton and 1 ton trucks.

Put The Fun Back Into'Snowplowing
Call Toll-free 1-800-386-2932 or fax 847-426-1171

USE READER SERVICE #81
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© Shindaiwa, Inc. 1969
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There’s nothing like a landscaper’s
atfection for his Shindaiwa.




Ah, the fond regard landscapers hold for their Shindaiwas. It develops from our equipment being built with
rugged components that help to finish tough jobs under the harshest conditions. Just fire

h. d ‘ v
one up. And develop your own unique feelings for Shindaiwa equipment. For additional s In am
information, call: 800-521-7733 or visit our website: www.shindaiwa.com. FIRST TO START. LAST TO QUIT.

Visit us at the GIE Show, Booth #354


http://www.shindaiwa.com

LAWN CARE TRUCKS COMMERCIAL QUALITY TREE CARE TRUCKS
Tank sizes from 400-1200 gallons, SKID UNITS Want to hit a 100+ foot tree? We can
fiberglass, poly or stainless tanks, steel  Tank sizes from 50-300 gallon, steel, build it for you. Multiple tanks, multiple
or aluminum beds, PTO or gas engine  ajyminum or stainless frames, Honda Pumps, no problem. Poly tanks in an
driven — multiple pumps and multiple  engines, diaphragm or piston pumps - enclosed m or fiberglass tanks on an
reels. multiple tank and reels available. Units ~ aluminum

custom built to fit customer's needs.

PUMPS HOSE

A Udor A GreenGarde

A Hypro A Kuriyama

A FloJet A Arrow

A Shurflo A Synflex

A Ace 2 A Goodyear

o Westheffer Co., INC. A Kanafex
ydra-Cell 800-362-3110 A Uni

TANKS Fax: 800-843-3281 » Website: www.westheffer.com GUNS

A Tuflex E-Mail: info @westheffer.com A JD9-CT

A Raven : A FMC

A Ace A ChemLawn Gun

A Solar A Teelet

A Snyder A Talltree Guns

A Mid States ) A Root Feeders

A KBK & omv $8995.00 A Spray Wands

A 8 Body with 2 Doors A 275 Gallon Capacity Split 185/90 A Honda 5.5 Electric Start Engine A
20 GPM, 200 PSI Diaphragm Pump A Hannay Electric Rewind Reel A GreenGarde Premium Spray
Hose A Stainless Steel Frame A Chemlawn Style Gun A Body & Sprayer Mounted to Customer’s 1-
Ton Pick-Up A Tested and Ready to Spray A 8’ Long 6'6” Wide A White FRP Sides & Front A One
Piece Translucent Roof A 48” Height A Roll-up Rear Door with Lock A 3” I-Beam Cross Sills A
FRP Floor A 24’ x 48” Swing Down Side Door A 2 Louver Vents in Front, 2 in Back A Skirting Sides
& Rear A Truck not Included

Visit us at the GIE Show, Booth #532
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BREEDER'S CHOICE

Seed Mixture

For professionals or homeowners, you
‘ can have the best looking lawn in the
. neighborhood.

 www.grass-seed.com

International

Seed Company 1-800-826-6799

USE READER SERVICE #85

. TM

Made in USA

TOOL MFG

THE CONTRACTOR’S CHOICE FOR SHOVELS
Top Quality Landscaping Tools

Call us: 1 '800'454'7868

www.zactools.com

88  Novemeer 1900  USE READER SERVICE #86

HOA Accounts

(continued from page 85)

Mamone, area manager, Stiles Landscape
Service, Fort Lauderdale, Fla. “So we try to
channel everything through the property
manager. We can deal with the property
manager - just one person - instead of being
pulled in several different directions by sev-
eral residents.”

And ininstances where a resident corners
one of his employees on the job site? “Crew
members are instructed to pass that resident
to the property manager so we can deal with
their problem effectively,” Mamone said.

“We have had cases in the past when a
person outside theirhouse would grab one of
our workers and try to have them do a little
bit of gardening outside the unit,” Mamone
said. “We cannot allow that to happen.”

“We try and minimize the contact with
residents,” Freeman added. “We will contact
the manager and document any complaints,
and we will address valid ones. But our con-
tact will usually be anotelefton the resident’s
door explaining what steps were taken.

“Directing the residents to the manage-
ment office is where the property manager
canhelp,” hesaid. “That way everyone knows
what everyone else is doing.”

While some contractors will attend asso-
ciation meetings to keep themselves abreast
of community happenings, Mamone doesn’t
attend HOA meetings anymore. “Weused to,
but found we are better off just dealing with
the property manager and allowing him to
provide us with the board’s requests.”

And despite the changing face of property
managers, “We are very fortunate in that we
have strong relationships with several large
property management firms.”

Is there one key to managing these ac-
counts successfully? Trimmer thinks so.
“Communication,” he said. “The key toman-
aging this work is communication with the
customers. If you tell them you will deliver X,
Y and Z, you had better deliver X, Y and Z.
There are 500 people who are, in essence,
your bosses. Not all of them will want you to
do what you are doing. But if you sell them
something, you had better deliver what you
sell and even exceed their expectations.

“There is money to be made in this seg-
ment, but it has to be managed properly,”
Trimmer added.

The author is a freelance writer based in Gahanna,

Ohio.
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LannLandstape

Lawn & Landscape Online features

Late-breaking news

Online trade show

Back issues

Only on-line articles
Chat rooms

News groups

Industry links

Industry training guides
Classified advertising
Electronic book ordering

Online subscription services

Industry research reports
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_The Bid Market ___________
by Dive Clancy

The bid market is a tough market
to thrive in. One small mistake
can turn a successful project into a
landscape nightmare.

The bid business carries risks that are not inherent with negotiated business. For
one, competition forces everyone involved in bidding the project to double, triple
and even quadruple check their numbers. After all, an error can make your bid too
high, turning the potential project into someone else’s work. Or worse, a bid that
A ) is too low can cost your company money. And in this era of tightening purse

strings, a loss on one project can be difficult to overcome on others.

And thatis why fewerand fewer companies are getting involved in the bid market.
s than 10 percent bid work,” said Steven Blair, president, Landscape
Tenn. “We try to coordinate, negotiate and then provide the
which is not conceivable if we are continually the low bidder.”

elts, w we have developed a roster of chents that we have
pggtg)jgbasls They know our quality and keep coming back, so
\ ed to go out and bid on jobs,” he said.

ur projects,” agreed Dave Hadden, president, Hadden
‘e will use the bid process to get new clients. But after
d of time, we try and getinto anegotiation scenario.

|

Bid work is a tricky game -

an error can put your bid
too high, risking the loss of
the project, and a bid that is
too low can cost your

company money.




“When you go with the low bid, you go
with an unknown,” he continued. “The cli-
ent doesn’t know what corners will be cut in
order for that contractor to make his money
on that particular project.”

Hadden said when his company bids on
a project, it will determine the project costs
and providea figureatwhich the company will
make money. “We never worry about what
others are doing when they bid,” he said. “If
there are contractors that come in and bid too
low, we will let them have the account.
Chances are they didn’t take everything into
consideration and there will be some adjust-
ments in their work down the road.

“We do, however, like to get a handle on
whateveryoneelseisbiddingjust toseeif we
are in line with them,” he added. “If we are
way out of line on many projects, we will
reevaluate our bidding process for mistakes.

“But it makes no sense to us to adjust our
figures to get the job only to lose money on it
in the long run,” he said.

___________________The Bid Market

Hadden said his company has received
calls several years after the fact from clients
who rejected his initial bids. “They wanted us
to come in and fix what the original contrac-
tor could not afford to do,” he said.

Only in special circumstances will
Hadden adjust his numbers on a project. “For
instance, if we already have three or four ac-
counts in an industrial park, I might adjust
my numbers on an additional property there
simply because I want to keep the competi-
tion out,” he said. “And I can afford to do
that because I have an advantage with travel
time - [ am already on site or close to it. But
I never bid a project at a loss.”

Hadden said some of his competitors have
bid high-profile projects with numbers he
couldn’t justify. “Some firms here have bid
some projects just for name recognition,” he
said. “But for me, I would rather make money
on a project nobody sees than have a lot of
headaches trying to do a high-profilejob and
hope to break even.”

For Rick Doesburg, president, Thornton
Landscape, Cincinnati, Ohio, the risks of bid-
ding a project were just not worth the re-
wards. “Several years ago, we started bid-
ding our projects higher and higher until we
didn't get the bids anymore and had to stop
doing bid work. We felt there was no money
to be made because everything was so tight
and there were too many headaches.”

However, even though Thornton cut its
business in half, Doesburg claimed the com-
pany increased profits two-fold. “We got by
on providing quality service at an appropri-
ate price and it has worked for us,” he said.

Even contractors who are conscientious
of quality and price considerations must be
wary of another variable: miscalculation.
“Once you bid thejob and are successful, you
are locked in for the term of that contract,”
Hadden said. “If you mess up your esti-
mates, you are in trouble.”

Even with experience and research, the
bid still comes down to an inexact science.

SIMPLE*SOLUTIONS SOFIIWARE
Helping™You Simplify Youy Life

SERVICEWARE

The most advanced software for the Lawn & Landscape Industry

* job costing
* payroll

e products & inventory mandgement

e detailed crew sheets
* mapping

* bar coding technology for hand held data collectors!

Ask us about AVLS.

The Automatic Vehicle
Locating System

provides a cost effective means for

companies to view their mobile

work force in real time on a map.

SERVICEWARE... Thorough enough for the largest firms, yet simple

enough for the smallest companies, and affordable for both!

Call now and get the basic package at $300 for a limited time offer!

l AWWN & LANDSCAPE

CALL 410-546-9594

www.simpless.com ¢ e-mail: simpless @ezy.net

Visit us at the GIE Show, Booth #190
USE READER SERVICE #87
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“We were looking at a bid project the other
day and had three of us out at the site trying
Hadden said. “And
sure enough we produced three different

to get a good estimate,”

estimates from within our own company.”

In a case such as that, each estimate is
reviewed to see which variables caused the
discrepancies, Hadden said. And the bid is
adjusted accordingly.

If three people at the same company come
up with different numbers, it is easy to see
how different companies come up with dif-
ferent estimates for the exact same service.
Pay rates, employee productivity, equipment
efficiency, insurance rates, etc. will play into
acompany’s overhead, whichis passed along
to the client. And add to that, the innate
nature of humans to miscalculate.

“Ifyoumakeamistake,” said Patrick Elliott,
manager, Site Planning Development,
Charlevoix, Mich., “you are stuck with those
numbers.”

And Hadden said it is a doubly worri-

etting on the list of companies invited to bid on a project is as simple as,

ugh, the cold call. And, like the cold call, it might take a long time, and a

lot of rejections to get the business, “We just call project managers and
find out when their projects are going out for bid," said Dave Hadden, president,

Hadden Landscape, Plano, Texas.

“If the project was just bid, we find out how long

the contract is for, and put that name in our tickler file for the next go around.”
That process might take several years to germinate, but it can be effective as well.
“If you call on a lot of project managers, you can generate a lot of leads, and in the long
run, get several projects,” said Hadden. “Like anything else, it just takes some effort.”
For Patrick Elliott, manager, Site Planning Development, Charlevoix, Mich., reading
the newspaper gives him an instant lead file. “We see projects being written up all the
time up here. So we just do a bit of investigating to try and find out what office we

need to pursue to be invited to the project.”

- Dave Clancy

On the List

some proposition when he underbids the
existing contractor on ajob. “The incumbent
always has good, hard data on the project-or
he said.
in low enough to take that business away, |
always wonder what he knows about the

at least he should have,” If we come

project that pushed his numbers upward. It

canbescary. Then we always try and find out
how low we were. If it is a big difference, we
will go back and look at our numbers one

more time.”
Likewise, when one of Hadden’s existing
accounts is up for bid, he relies on his statis-
(continued on page 96)
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Get In Tune With

“CENZS” 2000

ake your plans now . v e ‘ _

to attend the Central ¢ B | R ~ pre-register for T
i > : . the OSU Nursery Shoi
Environmental Nursery Trade \ " A ' There are’3 wayd W

Show, “CENTS” 2000. “CENTS” i

the third largest show of its kind in . : - CALLTOLL AR
~ ; - ‘ A -

the nation, and the millennium

edition of America’s Show will have 1-800-825-5062
more pre-season bargains, more Fi‘;%h}glémlfg
world-class exhibitors and more 1'888'66 5_2329

industry information than ever
before.

And “CENTS” still offers
unsurpassed convenience with
exhibit hall, Short Course
sessions, lodging, specialty
shops, and restaurants all
under one roof. Not to
mention the

C R PRE-REGISTER ON-LINE AT
.onla.org

unparalleled P R

e o 4 is January 7, 2000,
extras, including / While the “CENTS" show is free, there
convenient / is a chargS SETERNNE S

; education sessions.
parking WA
options Show Management by:
personally The Ohio Nursery and

managed by a Landscape Association

professional ~ §

staff with FREE} 72 Dorchester Square

shuttle bus Westerville, Ohio 43081

s ~ Phone: 800-825-5062

S Fax: 800-860-1713
5 FREE child care 4 monla g
% dunng Show hours ey 757 5 o

for attendees’ children

ages 6 months througl\

12 years. |

AMERICA’S GREEN INDUSTRY SHOW FOR THE MILLENNIUM

pre-reglstratlon form. T
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You Can't Clean Up
This Season
If You Spend The Season
Cleaning Up.




Dimension® turf herbicide. It's the best value because of what it won't cost you.

Like about thirty-five bucks to shampoo a fluffy white pooch. Or eighty-five to clean a white

Berber carpet. What's it cost to repaint a white picket fence?
Scrub a concrete walk or driveway? You'll learn first-hand, if your
turf herbicide stains those items. And that messy yellow stuff
could end up costing you even more: If
the herbicide you use doesn’t
provide the best control
of crabgrass and othef — =3
weeds, you could be getting some
unexpected calls from unhappy customers.
Dimension is labeled for use on ornamentals, so
you can use it on the lawn and landscape. It doesn’t
stain, so you can apply
it with confidence right
up to concrete walks and driveways. Your customers won't
be seeing any more of those little fringes of crabgrass
along the edges of their turf. All they'll see is healthy, happy
lawn...and all you'll see is happy customers and a healthy
bottom line. L
Clean up this season. Call 1-800-987-0467 or visit us at

www.dimensionpro.com for complete information.

DIMENSION -5

ALWAYS READ AND FOLLOW LABEL DIRECTIONS. DIMENSION® s a registered trademark of Rohm and Haas Company
©1999 Rohm and Haas Company TO-279

A mombes o

IHARS A ﬁ
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Meyer offers
a full line of
steel or
polyethylene
snow plows
from 6’ to
10" all
covered

with a 2 year
warranty.

Meyer has you covered
coming and going

Meyer also offers the
industry’s most complete
line of spreaders.

1

| #3 1
18513 Euclid Avenue « Cleveland, OH 44112-1084

Phone 216-486-1313 » Fax 216-486-1321
www.meyerproducts.com * e-mail info@meyerproducts.com

A Division of The Louis Berkman Company

USE READER SERVICE #89

NO
INVENTQRY

ool <

INTR()I)U(IIN(; THE ALL NEW"'P'V-IIV
THE SWEEPERS ALTERNATIVE

AA-TACH

FEISIISEESTRTE ! ST T
SPECIALIZED EQUIPMENT
The PV-Il is the #1 selling slide-in sweeper in America.
More sweeping professionals prefer the PV-II than any
other slide-in model on the market. But don't take
our word for it. Ask our competitors.

$ 00
* Polyethylene Construction 1 3’ 900‘—

* Rust Free Hopper + TAX/ DELIVERY

1-888-922-8224

Visit us at the GIE Show, Booth #1041
USE READER SERVICE #90
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The Bid Market

(continued from page 92)

tics to give him an advantage when submitting his bid. “Any incum-
bent who has the information and does not use it is crazy,” he said.
“When we have an account, we track man hours, equipment effi-
ciency and every variable possible to get an adequate picture of where
that bid should be. The second contract is an ideal time to correct any
mistakes you made on the initial bid.”

“When you are successful on a bid, the first question to ask is
‘Where did we make our mistake?’ " Doesburg said. “I know thereare
exceptions to every rule, butI firmly believe the second lowest bid is
usually the best bid. That bid is less likely to have the cut corners that
a very low ball bid might have.

“And, I think owners are absolutely crazy to take very low bids,”
he continued. “When something comes in too low there has to be
something missing. And, usually, you won't find that out until after
the contract is signed and half implemented.”

Doesburg said his company recently bid on a project by submit-
ting a design plan as well. “The client had a hard time finding
designers to design the job. So several contractors got together and
convinced the client to do a design/build bid on the project.

“Each company designed its own project and we were being
judged not only on budget but on our creativity as well,” he said.

The danger of the bid market, contractors agree, is the lessening
effect it has on service. “If you are giving customers the lowest price
consistently, you cannot be providing them with first-class service,”
Blair said. “In the long run, this will affect your business because you
will not be known as a service provider. No matter how well inten-
tioned you are at the front end, you will have to cut service if you
pursue the bid market.”

The author is a freelance writer based in Gahanna, Ohio.

COMPETITION

with the

Little Bovys

any contractors lament the competition they
face from large companies in their markets. Not
when you are bidding. With bid work, competi-
tion often comes from small companies, often one- or two-man
shops with less overhead than the established landscape
contractor.

“It is hard to compete with contractors who operate out of
thelr trucks because we have so much more overhead than they
do," said Patrick Elliott, managet, Site Planning Development,
Charlevoix, Mich. “We have workmen's compensation, unem-
ployment, benefits, etc. It is difficult to compete with someone
who doesn't pay that.”

But Elliott said he uses his company'’s track record as
leverage when bidding accounts. “We have been in business 28
years, and we believe we do the best work in Northern Michi-
gan. You cannot do shoddy work and be in business 28 years. I
think that sets us apart,” - Dave Clancy
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Environmental Leadership Awards
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These two simple words convey a powerful concept for all of the lawn and landscape industry -

manufacturers, distributors and contractors - to be sensitive to.
Various groups and individuals have driven the evolution of the environment into an emotion-
ally political issue. Groups and initiatives across the country threaten to change how lawn and

landscape contractors go about their work.

Despite lawn care’s increased political prominence, many contractors neglect to give the notion
of environmental stewardship the thought that it deserves. Certainly, however, there are contractors
all over the country who not only spend time thinking about what it means to operate in an industry
that comes into such close contact with the environment but who ensure that their company exhibits
the necessary daily concern for the environment.

In order to recognize the contractors who are true environmental stewards, AgrEvo Environ-
mental Health is pleased to sponsor this inaugural Environmental Leadership Supplement to Lawn
& Landscape magazine.

Profiled in the following pages are 10 individuals and organizations whose ongoing business
management practices have indicated a thorough commitment to respecting and caring for the
environment around us in a manner that bolsters the image of our entire industry.

These are members of our industry who come from a variety of backgrounds and
work in a variety of capacities to provide their customers with effective lawn and
landscape services. These are also members of society who work in a range of areas
and provide the environment with the care it requires for a healthy existence.

We at AgrEvo Environmental Health salute these true environmental stew-
ards and encourage all industry personnel to remember that our work begins and
ends with the environment around us,

Sincerely,

L
U ictiael W eDermatt
Michael McDermott
Business Group Director
AgrEvo Environmental Health .
Montvale, N.].
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The professional lawn and landscape industry certainly includes a tremendous num-
ber of environmental leaders in addition to those honored in these pages. Identifying
the inaugural class of Environmental Leadership Award winners was not a simple
process. Representatives from AgrEvo Environmental Health, Lawn & Landscape
magazine, and the industry-at-large weighed the merits of scores of contractors before
narrowing the list down to 10 honorees.

The following individuals were selected to receive this honor based on the commit-
ment displayed by them and their organizations to not only operating in an environ-
mentally safe fashion but for also viewing themselves as care takers of the environment
and assuming a responsibility to nurture and better the environment around them.

LAURIE BROCCOLO, Broccolo Tree & Lawn Care, Rochester, N.Y.

TIM DOPPEL, Atwood Lawn Care, Sterling Heights, Mich.

DAVE HANSON, Environmental Care, Calabasas, Calif.

THE DAVEY TREE INSTITUTE, Kent, Ohio

PHIL FOGARTY, Crowley's Vegetation Management, Cleveland, Ohio

NORMAN GOLDENBERG, 77 Green-ChemLawn, Memphis, Tenn.

MICHAEL KERNAGHAN, Thc Weed Man, Mississauga, Ontario

MARK SCHLOSSBERG, Pro-Lawn-Plus, Baltimore, Md.

CHRIS SENSKE, Senske Tree & Lawn Care, Kennewick, Wash.

TOM TOLKACZ, Swingle Tree & Landscape Care, Denver, Colo.
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important when buying a pesticide, the potential long-
term impact of the Food Quality Protection Act on con-
important to lawn and landscape contractors by host-  tractors’ businesses and what turf and ornamental prob-
lems aren't being sufficiently addressed by products cur-
rently on the market.
day roundtable event focused on the use of pesticides. While much of the information gathered at this event
Issuescovered  will go to supporting AgrEvo’s efforts to produce pesti-
o | at the roundtable  cide products of value to contractors and help the com-
QTD Ag rEVO included contrac-  pany service contractors’ business needs, much of this
o tors’ thoughts  information will also be shared with the industry via
about various for-  upcoming articles in Lawn & Landscape magazine.

!

E

l

} This fall AgrEvo Environmental Health displayed its ~ mulations of pesticide products, what factors are most
P

| commitment to learning about the issues that are most

l

ing 20 contractors from all over the country at a two-

There are veryfew industries that put their member professionals into as

much contaét with the environment as the professional lawn and land- "
scape indusfry does.
Onadaily basis, more than 70,000 lawrtand landscape companies and

himdreds of thousands of employees set out to care for, nurture and

develop the environment around them. These companies will provide a
variety of servicesifrom the design of an office courtyard to the installa-
tion of a community park to the application of products toa homeowner’s
front yards

In fagt, lawn and landscape professionals not only come into contact
with the environment every day they go to work, but they are often the
people most responsible for caring for the trees, shrubs and turf and
keeping it healthy and alive for the rest of society to enjoy.

In recent years, however, environmentalists have repeatedly targeted
the lawn and landscape industry and labeled it a source of environmental
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problems. Lawn care professionals have been
told they are poisoning waterways and
killing fish. Landscape contractors
havebeenaccused of driving harm-
ful particulate matter into the air
for people to inhale.
Unfortunately, regardless of
the tremendous hours industry
professionals spend training and cer-
tifying their employees and communi-
cating the truth about lawn care products to
their customers, some individuals will al-
ways accuse companies that ap- M.
ply pesticides of destroying the
environment around us.
Oftentimes, these accusations
and claims come from individuals

or organizations that don’t understand / \

7L

or care to learn the truth about this
industry’s commitment to be benefactors of
the environment.

For example, how many industry critics
realize that to bring just one new product to
market a pesticide manufacturer will exam-

ine 15,000 to 40,000 potential new
products each year at a cost of as much as
$100 million dollars in annual research? And
how many groups calling for the ban of pes-
ticide products realize that the registration

Do you know of a person, company or other organization within the lawn and landscape
industry that deserves recognition for a commitment to preserving and bettering the
environment? If so, nominate them for the 2000 Environmental Leadership Awards, to

be announced in Lawn & Landscape magazine’s November 2000 issue.

Nominations should include the nominee’s name, company, address, phone number,
career highlights, current responsibilities and a description of less than 500 words why
this nominee should be recognized for environmental stewardship.

Nominations can be sent to:

Bob West, Editor

ENVIRONMENTAL LEADERSHIP AWARDS
Lawn & Landscape

4012 Bridge Ave., Cleveland, OH 44113

Fax: 216/961-0364

E-mail: bwest@gie.net

e

As the digital revolution continues, AgrEvo continues to take advan-
tage of new technology in order to better serve its customers.

Lawn and landscape customers, in particular, benefit from
this initiative through AgrEvo’s dedicated industry web site,
located at http:/ / www.agrevo-green.com.

Visitors to the site will find information about all AgrEvo
products, including rates and application information, Material Safety
Data Sheets and specimen labels. Contractors can also take advantage
of the “Where to Find It" portion of the web site to locate a
nearby supplier of AgrEvo products.

processeach new pesticide must pass through
can take as long as 10 years from start to
finish before that product can be used?
Nonetheless, professional lawn and land-
scape contractors have made great strides in

improving the reputation of the
industry by professionalizing
their business practices, educat-
ing their employees and con-
stantly placing the environment
atthe forefront of their concerns.

Today’s contractors under-
stand phrases suchas Integrated
Pest Management, targeted ap-
plications and pest monitoring,
and the professional contractors
in the market have made these
phrases more than just words
by integrating these concepts
into their businesses.

The days of making exces-
sive applications that load the
soil with more product than is
necessary areover, and eachand
every member of this industry
must take it upon him or herself
to spread this message to their
community on a regular basis.

Lawn and landscape con-
tractors are friends of the envi-
ronmentand deserved toberec-
ognized as such. d

6
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What percent of companies in different
parts of the country offer chemical lawn care services?

Northeast 50.6%
Midwest 49.6%
South
West

often located in the
Northeast or Midwest, as
southern and western
companies rely on other
services to generate the
bulk of their revenues but
must offer lawn care as

1 well due to more severe

e T e year-round weed,

| he lawn and landscap@industry is growing - there is
no doubt about thats

In a 1999 survéyconducted by Research USA on be-

half of Lawn & andscape magazine, 69.3 percent of re-

spondent§said their 1999 sales will exceed their 1998 sales

with an average increase pushing 20 percent next year.

Chemical lawn care and tree and shrub care should
account for about 18.2 percent of the industry’s rev-
enues as well. While this industry still remains an
industry dominated by landscape construction and
mowing services, more contractors are recognizing
the benefits of offering weed, disease and insect con-
trol to their customers in order to capitalize on the high
profit margins associated with this work.

To illustrate this point, a 1995 survey conducted by
Research USA on behalf of Lawn & Landscape maga-
zine found that just 11.4 percent of the industry’s
revenues came from chemical lawn care or tree and
shrub care that year, compared to this year’s 18.2.

While contractors offering these services are fairly
evenly distributed across the country, the western
region of the United States (41.3 percent of respon-
dents in these states offer lawn care) tended to have
slightly fewer lawn care providers than the northeast-
ern (50.6 percent) or midwestern (49.6 percent) parts
of the country, while the southern states appear to
have the most competition (55.4 percent). The survey
also seemed to indicate, however, that the dedicated
lawn care and tree and shrub care companies are most

Source: Research USA  disease and insect prob-
lems experienced there.

Lawn care companies also continue to focus prima-
rily on the single-family, residential customer, as lawn
care respondents to the survey said 72.6 percent of
their revenues come from these customers, compared
to 16.7 percent from commercial accounts and 7.9 per-
cent from multi-family, residential accounts.

The average lawn care company is responsible for
treating 534 acres each year, broken out as follows:

* 409 acres of single-family property

* 81 acres of commercial property

* 29 acres of multi-family property

* 15 acres of other property — Bob West Q

The author is Editor of Lawn & Landscape magazine.
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Early on in

framed his
perspective on
promoting the
healthy growth of
plants. Photo:

Environmental

Care

Hanson's career he

Diave Manson
has wsed various
indlustry
experiences lo

&ueép an

a/)preciaftbn /ér
/ww we// t/w
inc[udlry cares /ér

l/ze environment.

iBroad range of experiences, and then there are the
al stops on Dave Hanson’s impressive resume.

son’s introduction to the green industry occurred
it the end of a garden hose,” as he put it, working his way
through high school and college at a nursery in the San
Francisco area. After graduating from the University of
California-Davis with a degree in environmental horticul-

ture, Hanson went to work for the UC-Davis Cooperative

Extension Service, spending six years
working on ornamental bed weed
control, low energy use turfgrasses
and water use efficiencies.

“My work focused on looking at
situations where we could increase
the sustainability of the landscape
while increasing the inputs and out-
puts from the environment,” he ex-
plained.

The operations side of the indus-
try soon beckoned, however, and
Hanson found himself in the employ-
ment of ChemLawn helping the com-
pany open up a number of new loca-
tions throughout the western region
of the country.

o WAL I GTRNLSOI L TOSI . R
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“I came into contact with a lot of wonderful
people throughout the U.S. during my time with
ChemLawn, and these people and these experi-
ences really helped frame my perspective on
plant health care and promoting the healthy
growth of plants through proper cultural prac-
tices,” Hanson noted.

Hanson then spent some time with a local
contractor in the San Jose market before joining
Environmental Care, Inc. in 1989. Today, he re-
mains with ECI as the senior vice president of
western operations - a position from which he
can influence the way coworkers approach the
environment.

“I see environmental responsibility as our
No. 1 responsibility in this industry,” Hanson
affirmed. “A lot of people shoot arrows at this
industry, saying we overuse this product and
pollute that resource, but I think our industry is
just now going through the same sort of renais-
sance a other industries have gone through.

“Look at the automobile industry,” Hanson
continued. “The first cars used a lot of fuel and
polluted the air, but those manufacturers con-
tinue to improve their products. The same is true
of our industry. The first irrigation systems were
designed to do nothing but put down a lot of
water. Now, we talk about the efficient use of
natural resources when we irrigate.”

Hanson said a key to the industry’s increased
environmental sensitivity has been a greater
awareness of its impact on natural systems.

“We need to realize that we're not afforded a
limitless supply of resources and that everything
wedois part of a larger system,” Hanson pointed
out. “We need to understand how to utilize our
landscape management practices in a fashion
that produces the greatest result with the least
amount of disruption to the environment.”

Hanson noted that he can’t trace this appre-
ciation of the environment back to any one par-
ticular incident or influence in his life. “I have
always had a passion for horticulture, and that
passion is something I share with most of the
management here at ECL,” he added. “We love
making the landscape beautiful.

“I would call myself an urban environmen-
talist, I guess,” he continued. “I believe in recre-
ating a beautiful side of the urban environment,
and I think there is a great benefit to that beauty
for our own well being. That benefit is what

\JA 7 /i /!! /! B!! /!
" COMPANY: Environ-

mental Care, Inc.

LOCATION OF
HEADQUARTERS:
Calabasas, Calif.
CAREER

HIGHLIGHTS: Senior
vice president of western
operations at ECI,
member of the board of
directors president for

PLCAA and the

PR FIL

Evergreen Foundation
HE SAID: “Anyone who
wants to advance within
their organization has to
work on learning, and
people can't just sit
around and do nothing
and expect to learn.”

Hanson said he has
always had a passion
for the environment
and enjoys making
the landscape look
beautiful. Photo:

Environmental Care

draws people to go for walks in the park and
work in their garden.”

And while this member of the board of direc-
tors for the Professional Lawn Care Association
of Americaand the Evergreen Foundationis quick
to claim that the industry doesn’t receive enough
positive publicity for the good work it does for
the environment, he also sees the need for contin-
ued improvement.

“Clearly, we need to continue to innovate as
an industry,” Hanson asserted. “We have more
knowledge than we did 10 years ago, and we
need to make greater use of practices that have
been demonstrated to be environmentally
friendly. We need to continue to expand amongst
ourselves the use of these practices.

“There are leading edge companies, and there
are companies that are still doing things they way
they did them 10 years ago,” he continued. “Only
one or two people need to screw up to make the
entire industry look bad.”

After experiencing the industry from myriad
vantage points, Hanson seems to have found a place
to stay at ECI, although there’s a good chance his
pursuit for knowledge may lead him into new
responsibilities within the organization.

“Anyone who wants to advance within their
organization has to work on learning, and people
can’tjust sit around and do nothing and expect to
learn these days,” he explained. “That's what
makes this industry so exciting.” - Bob West U

The author is Editor of Lawn & Landscape
manazine.
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im Dopppe! was a junior in high school the day he realized he
wantéd'to pursue a lawn care career.

Spending his summer employed at a local par 3 golf
course, the president of Atwood Lawn Care, Sterling, Mich.,
said while working one perfect sunny day he stopped to look
out over the rolling green hills of the course and realized he

was responsible for its impressive appearance.

“I enjoyed being able to see the tangible
results of my work,” Doppel said, who
continued working at the golf course for
six years throughout high school and into
college .

Although he gained some valuable golf
turf maintenance experience and liked the
work, Doppel really didn't care for the golf
passion for lawn environment. His time spent there was well

Tim Doppel has a

worth it, however, because it gave him the
chance to build a relationship with the
caring for the course handyman who operated a lawn
care company on the side. Doppel’s career

maintenance and

environment. Photo: :
then started to pave its own path when he

Atwood Lawn Care realized his passion was for lawn mainte-
nance, not golf course maintenance.

7/72)111'11(/ On 74) r\lthough Michigan
State University’s program was
geared more toward golf course
maintenance, Doppel substi-
tuted courses in golf green de-
sign for business courses in ac-
counting and marketing. Since he
graduated in 1982, MSU has tailored
their course work for students pursuing
careers in other turf areas, such as lawn
care and landscaping, Doppel said.
After redirecting his career goalsin 1980,
Doppel also planned to network at the Michi-

go//lur/;mz[n[enance fo él-l/l’l care, jﬂ’l ,1
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gan Turfgrass Conference that year to get to know
some people in the lawn care industry. He met
Tom Bruny, president of Atwood Lawn Care, and
was offered a weekend job as a service technician
addressing customer questions.

By 1984, Doppel became president of Atwood
Lawn Care after Bruny decided to sell it and
retire to South Carolina.

Since then, the keys to his company’s growth
include keeping his employees happy by giving
them a fair environment to work in, providing
them with the training they need to do thejob and
having confidence in them, Doppel pointed out.
Atwood Lawn Care has continued an over 10
percent growth rate over the past several years,
reaching a high point at 24 percent growth from
1997 to 1998 with $1.1 million in revenues.

j]/w Cariug _/dppmac/c. Atwood Lawn Care

offers two methods of treating the lawn: a low
input three-to-four time application of organic-
based fertilizer to spot treat weeds and a tradi-
tional five-time application approach using pes-
ticides. Doppel prefers recommending the low-
input application first.

“I don’t believe we should do what's more
than absolutely necessary to the lawn to achieve
results,” he explained, pointing out that his fu-
ture plans include moving his customers in the
direction of a more Integrated Pest Management
approach to lawn care.

The first problem with his plans, according to
Doppel, is that customers are focusing on perfect
lawn guarantees that were made by lawn care
companies in the late 1970s and early 1980s - and
are sometimes still made by companies today.

“In the past, lawn care companies made unre-
alistic claims, guaranteeing pest-free, weed-free
lawns,” Doppel stated. “Realistically, we can’t
prevent weeds, but we'll take care of them when
they become a problem. A good lawn care com-
pany should be recognized for how it responds to
problems, not how it prevents them.”

Customers, Doppel said, also don't believe
contractors are knowledgeable about the services
they provide.

“Our customers don’t understand he concept
of paying for an inspection, especially if we find
nothing wrong with their yard,” Doppel said.
“Right now, we're paid for what we bring to the
yard, not for what we know. The industry won't

HEADQUARTERS:
Sterling, Mich.
CAREER HIGHLIGHTS:
Atwood Lawn Care
president, advocate of
Integrated Pest
Management, PLCAA's

Environmental

Improvement Award
recipient and volunteer
with the River of Life
Program.

ME SAID: "A good lawn
care company should be
recognized for how it
responds to problems, not

how it prevents them.”

mature until we're paid for our knowledge.”

In the meantime, Doppel focuses on educat-
inglawn care technicians and customers on proper
lawn care. In 1996, he won the Professional Lawn
Care Association’s Environmental Improvement
Award as a result of a training book he wrote
geared toward the industry professional on re-
ducing yard waste through healthy lawn care
practices through the Metropolitan Detroit Land-
scaping Association. Doppel also gives four to
five presentations each year to customers about
taking care of their lawns. His goal isn’t focused
on educating the lazy gardener.

“I want to help the person who's doing too
much,” Doppel explained. “If yousit on the porch
and look out at your trees and shrubs and lawn
and they look green and healthy, then that's good.
Too many of my customers spend too much time
on their hands and knees looking for problems in
their lawns. They put way too much fertilizer
down and they cut their grass to short. All this
effort when they should be entertaining the less-
is-more philosophy.”

Sometimes, Doppel remarked, he thinks his
biggest challenge being an environmental stew-
ard is that his customers have a misunderstand-
ing of what he does, and what his community
goals involve as president of Atwood Lawn Care
and a member of the local community.

“They think that because [ apply pesticides, I
am a bad person,” Doppel commented, mention-
ing that in his spare time he works with the River
of Life Program through the ArchDiocese of De-
troit to clean up the Clinton River, which drains
into Lake St. Claire. “I don’t think they know - or
want to know - what I'm really about. Working in
the greenindustry, [ have an opportunity to make
an impact on the way a small part of our world
looks, and I take that responsibility seriously.”

Doppel’s family also has had an impact on his
career goals. Doppel and his wife, Alice, have
three children: David, 15; Matt, 13; and Chris, 9.

“My children are still young enough to want
to be like dad,” Doppel enthused. “So, by con-
tinuously staying focused on my goal to take care
of the environment, which is a gift to those of us
living in it, I'm teaching my children to be aware

of it as well.” - Nicole Wisniewski Qa

The author is Assistant Editor of Lawn & Landscape
magazine.
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a veteraof TruGreen-ChemLawn, Memphis, Tenn., said
vas young, he wanted to be a dentist. Thankfully for
Wn care industry, Goldenberg's parents couldn’t afford

dental school, 5o he pursued business and science.

Now, after 38 years in the lawn care
industry, Goldenberg has not only had a
successful career, but has also witnessed
the importance of environmental sensitiv-
ity change over time.

“Early on, customers wanted their
properties free of pests, and they weren't
really concerned how that performance
took place,” Goldenberg explained. “Now,
the pendulum has swung in the other di-
rection. Customers of today want the same

Photo: protection and care for their properties,
but they are more aware of the standards
of concern that must be prevalent.”

A Carver /91:[/1. After majoring in

entomology at the University of Florida,
Goldenberg was employed by Orkin Ex-
terminating Co. for seven years.

After being the president of the pest
and lawn care operations atanother multi-
service company, Goldenberg went into
business for himself operating Alert Lear
Pest Control Co. and Armour Exterminat-
ing Co. in Miami and West Palm Beach,
respectively, for 14 years. He sold his busi-

TruGreen-

ChemLawn

gacéec[ éy 38 years n Me ézwn care

a

12 LEADERSHIP 1999




nesses to Waste Management in 1987 and be-
cameinvolved with TruGreen, which wasa Waste
Management company until it was bought in
1990 by ServiceMaster, which already owned
Terminix International. Goldenberg became vice
president of government and regulatory affairs
for Terminix and TruGreen-ChemLawn.

Goldenberg recognized there are added envi-
ronmental responsibilities assumed of him and
his company for being a leader in the industry.
TruGreen-ChemLawn maintains an Environmen-
tal Stewardship Program, which includes direc-
tion on preventing and handling environmental
concerns, such as spills, pesticide retention facili-
ties and storage of products within the office
confines. The company initiated nationwide post-
ing of lawns in 1987 despite industry objections
at the time, began installing recycling fill systems
in the early 1970s, has a thorough and detailed
product approval process and funded signifi-
cant research on worker exposure, dislodgeable
residues, pesticide runoff and biomonitoring.

“Like any global and market leader, we are
perceived to stand out more than the ordinary
licensed lawn care operator,” Goldenberg re-
marked. “When issues come to the forefront,
TruGreen-ChemLawn is expected to adhere to or
reach standards of performance and environ-
mental stewardship that may be overlooked in
other firms. What we do as a company takes on a
large measure of representation of the industry
not only by our customers, but by the media,
regulators and legislators.

“Ultimately, environmental stewardship pro-
tects our employees, their families and the com-
munities in which they work and live,”
Goldenberg pointed out. “Environmental stew-
ardship means we must provide the training and
skills to develop people at all levels in our enter-
prises. It requires that we utilize the very best
equipment that can be provided for the use of
pesticide applications when and where required.
It also requires that we respect the concerns of
our customers, neighbors and environment as
we conduct our services on a daily basis.”

Environmental _Alctivism. While daims of
acute injury and cancer from pesticides have not
been proven, according to Goldenberg, Integrated
Pest Management and the Food Quality Protec-
tion Act risk cup both focus on what is now called

COMPANY: TruGreen-
ChemLawn

LOCATION OF
HEADQUARTERS:
Memphis, Tenn.
CAREER
HIGHLIGHTS: Worked

for lazon care and pest
control companies before
starting his own

companies, which were
sold to Waste Manage-
ment. Rose to vice
president at TruGreen-
ChemLawn and
Terminix International.
HE SAID: “If we don't
play an active [legisla-
tive] role then we have no

cause to complain.”

the ‘precautionary principle,” which is leading to
the cancellation of residential uses of pesticides.

“The lawn care use of pesticides is a vulner-
able target to the argument of the risk-benefit
equation,” Goldenberg said. “Food use of pesti-
cides can be more readily justified on the basis of
economics and an abundant and varied food sup-
ply. The lawn care industry is more fragmented
thanagriculture and haslittle political clout. Lawn
care use of pesticides is highly visible and takes
pesticides to the property line and sometimes
over the property line of chemophobic people.”

One of the biggest challenges associated with
working so closely with the environment, ac-
cording to Goldenberg, is listening to customers’
concerns, communicating with them and educat-
ing them even before listening to what regula-
tors, competitors, suppliers and trade associa-
tions have to say.

“The vigil of what we doand how we do it will
be forever more bearing on the performance of all
lawn care companies. The greatest challenge is
defining the ‘environment.” Lead exposure to
children is an environmental issue, yet it is im-
possible to remove lead from the environment.
The concept of ‘The Dose Makes the Poison’ must
be continually reinforced.”

The industry as a whole, Goldenberg recom-
mended, can be better environmental stewards by:

* Doing a better job of controlling off-target
applications, especially with granular products

* Training employees on environmental sen-
sitivity

* Avoiding shortcuts to push production of
revenue

¢ Investing in well-designed and maintained
equipment

» Communicating to prospects and custom-
ers openly and honestly

“We must all be environmental activists when it
comes to running our businesses and controlling
our destiny to the greatest extent possible,” Golden-
berg encouraged. “I have always been active in the
political structure as a volunteer during the time
that I have been in the industry. If we don't play
an active role then we have no cause to complain
when issues are resolved to our detriment with-
out our input.” - Nicole Wisniewski d

The author is Assistant Editor of Lawn & Landscape
magazine.

|
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hen Tom Tolkacz walks down a hiking trail and comes
across a tin'can thrown carelessly on the path, he can do
one of two things: pick up the can and throw it away or

leave it there.

“I'm the type of person who picks
it up,” Tolkacz, president of Swingle
Tree Co., Denver, Colo., admitted. “I
can’t help it.”

Everybody has the opportunity to
make choices, especially when it
comes to running a tree and lawn care
business. When Tolkacz makes busi-
ness decisions he said it’s his job to
think about the environment first.

“I'm here because I love what I do
~ caring for trees and turf,” Tolkacz
pointed out. “As a company, I make
choices because I believe they are
right. I can use product X or Y. One is
more persistent in the environment
Tom Tolkacz thinks and the other is less persistent. If I
choose the one that's less persistent in
the environment but doesn’t have as
first before anything much control, then I don't get the
results that I always need with cus-
tomers. But I have to balance my deci-
Tree Co. sion process to include environmen-
tal concerns.”

This love for the environment and
his work is what Tolkacz said has
kept him thriving in the landscape
and lawn care industry for over 20
years.

ACZ

about the environment

else. Photos: Swingle
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jime 7/%//5 ent. Growing up in S. Mil-
P g up

waukee, Wis,, Tolkacz spent many summers at
Lake Michigan hunting, fishing and camping. It's
a pastime he hasn't let go of.

Being a true outdoorsman, it was natural for
Tolkacz to want to work outside as well. In high
school, Tolkacz worked with Junior Project Ser-
vices, a government program where students can
work with the city forestry and county park depart-
ments doing maintenance work. After high school,
Tolkacz went to the University of Madison-Wis-
consin to pursue a career in business. By his
sophomore year, Tolkacz realized that he had to
follow his affinity toward agriculture, horticul-
ture and forestry and changed his major.

While in college, Tolkacz took on four differ-
ent internships, giving him a broad perspective
of the green industry. He did some of the initial
research on necrotic ring spot disease and some
research concerning pesticide effectiveness on
ornamental trees and shrubs. Tolkacz also in-
terned at a golf course, at a state park as a forest
ranger, and then traveled to Colorado to do an-
other golf course internship. Tolkacz graduated
from the University of Madison-Wisconsin with
a degree in turf and grounds management and
forestry.

During the mid-1980s — what Tolkacz called
the tail end of the booming rapid growth of the
lawn care industry - Tolkacz worked at the Bare-
foot Grass Corp., Denver, Colo., for four seasons.
Hejoined Swingle Tree Co. in 1987 as an assistant
manager in the lawn department, and then moved
to operations manager in 1991, vice president in
1993 and, finally, president last year after long-
time owner David Dickson passed away.

“The exciting thing about working with Dave
was the culture that he instilled in the company,”
Tolkacz said, mentioning the fact that he hopes to
continue that culture at Swingle Tree. “It was a
culture of complete honesty with the employees
and the customers.

Implementing this kind of culture is a com-
mitment. To keep his employees focused, Tolkacz
makes sure they’re reminded daily of company
values.

“After our morning meetings, we shout out a
saying that we live and breathe by around here:
‘Safety, Quality, Production,” he enthused. “It
keeps our people focused and gets their blood

g e
—
Lo gl v vl v

COMPANY: Swingle
Tree Company
LOCATION OF
HEADQUARTERS:
Denver, Co.

necrotic ring spot

his company cut its

PROFILIE

water usage by 40
percent in six years.

HE SAID: “Thereisa
risk associated with
everything we do. By
using the materials
properly, we can reduce

that risk.”

HIGHLIGHTYS: Did some

of the initial research on

disease, part of the Clean

Air Colorado Campaign,

have to live it and breathe it. If you don't follow
our values, you don’t last long here.”

Swingle Tree also cut its water usage by 40
percent in the last six years by monitoring the
amount used in tree spraying applications,
Tolkacz said. By selecting a trunk or soil injection
pesticide product to use instead of a liquid pesti-
cide, he claimed they reduced airborne pestspray.
When his employees do spray pesticides, they
use 99 percent water, Tolkacz assured, and they
do less broadcast spraying to reduce water usage.

“There is a risk associated with everything we
do,” he said. “But if we use the materials prop-
erly, we can reduce that risk and help the envi-
ronment. Recently, we started using a blower to
clean the sidewalk after applying granular fertil-
izer and our customers liked the idea, forcing our
competition to do it too.”

As a part of the Clean Air Colorado Cam-
paign, Tolkacz said 25 percent of his company’s
vehicles are on alternative fuel. Swingle Tree also
donates its mulch chips from tree pruning to the
community and its customers for use.

Conliuuet/ Sccce.ﬂ. The future of Swingle
Tree, according to Tolkacz, is the “era of the
employee.”

“Our leaders don’t have as much contact any
more with customers so our field level employees
have the opportunity to shape who we are and
what s in store for our future,” Tolkacz asserted.
“So, we'll focus on training our employees to take
on new responsibilities.”

Although it’s easy to lose site of the environ-

ment, Tolkaczsaid he has con-

Under the
leadership of
Tolkacz,
Swingle
Tree cut its
water usage
by reducing
the amount
used in tree

spraying

fidence that won't occur at
Swingle Tree.

“Being an environmental
steward in this industry
means having a professional
image,” he said. “We work
hard at it, but sometimes it's
easy to lose site of your goal.
But the fact that we want to
continue being a recognized
leader in the industry helps
to keep us focused.” — Nicole
Wisniewski Q

The author & Assistant Editor of

flowing. It's more than a mission statement - you Lawn & Landscape magazine.

applications.
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For the past 30 years, high dose
chemicals have ruled as America’s
all-purpose insecticides.

Time's up.

The environment doesn’t want them. Your customers | DeltaG
don’t want them. These days, high dose insecticides

are dinosaurs. Which is why we've introduced DeltaGard™, the world’s most

potent (and successful) pyrethroid insecticide.
DeltaGard'’s unique single active isomer

configuration works at rates between 0.06

to 0.13 Ibs./Al/acre to control virtually all
the surface feeding insects present in your

customers’ yards. So the next time you use a

spray or granular insecticide as part of your IPM
program, make sure it has DeltaGard

written on it. Truly, this is the way "W....’.,.x,.é

the world is moving

&

Remember 10 read and follow label directions carefully 1098 AarEvo USA (
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p@dent of th}.gmnc company his mother hircd in 1981 to
wW\\ nafter young Fogarty had done everything he
possibly could to ruin it - Crowley’s Vegetation Control,

Cleveland, Ohio.

Afterwards, Fogarty and his mother developed
a friendship with the owner of Crowley’s. Because of
this relationship, when Tom Crowley needed
someone to join the company and learn the busi-
ness years later while he worked on developing a
piece of new lawn care equipment, Fogarty was
his man. Once Crowley received the patent for the
equipment, he sold the company to Fogarty.

“A few years after I started there, Tom got the
patent and I bought the company on a long-term
buyout in the fall of 1985,” Fogarty noted. “I
bought a couple of smaller companies in the area,
so I purchased four companies all together and
tripled the size of the business.”

Soon after Fogarty bought the business, he
lost one of his favorite female customers - but it
wasn’t due to competition. Fogarty and this
woman got married. “I always say it's a really
unique way to lose a good customer,” he said.

7
(Snuironmpn/u/(S:wr?y. “Being an environ-
mental steward means you have to think outside
of the box,” Fogarty stressed. “I've always ful-
filled the role for my customers as the community
people on how to be better environmental stewards. Photo: L&L Staff turf doctor. When thcv have any kind of problem,

Phil Fogarty co-hosts a Saturday morning call-in radio show to educate
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Itry to diagnoseitand find outhow I can treat the
symptoms in order to make the property easier to
maintain.”

Because of the environmentally oriented ap-
proach he takes to lawn care, Fogarty takes issue
with the “environmentalist” individuals who
often accuse lawn care professionals of ignoring
the environment.

“Now, we have to work harder at proving we
have good practices and good products, and that
we provide a real value to our customers and the
world in general,” Fogarty maintained, adding
that fighting emotional environmentalists with
sound science is difficult, so emotion has to be
fought with emotion.

“We are the people out here every day doing
something to promote the environment,” Fogarty
reasoned. “Promoting the environment is a chal-
lenge that makes us stronger.”

projecf jmporlance. Fogarty doesn’t just
talk the talk about the significance of the environ-
ment - he walks the walk. Because of his dedica-
tion to bettering the environment and the soci-
ety, he believes that children, especially those
who live in urban environments, should learn
about the environment. As a result, he teaches at
the Cuyahoga Metropolitan Housing Authority
in Cleveland to educate children to care for the
environment around their homes.

“We have to create an environment around
children that makes them feel good,” Fogarty
explained. “If the lawns, shrubs and trees around
these kids are maintained, then I think that is
going to raise their level of esteem in themselves
and their homes.”

In addition, Fogarty appears at a host of stu-
dent career days where he teaches junior high
and elementary school students about the oppor-
tunities they have to take care of the environ-
ment. He also co-hosts a Saturday morning call-
in radio show to educate people on how to be
better gardeners and environmental stewards.

“We know we have to be entertaining to keep
peoplelistening,” Fogarty noted. “We try to keep
the format as light as possible so if we reach
people who aren't that interested in lawn and
garden topics, we can get them to listen in, too.
They are the ones who need it most.”

Fogarty has also volunteered at the Profes-
sional Lawn Care Association of America’s Re-

Vegetation Control
LOCATION OF

HEADQUARTERS:
- Cleveland, Ohio
CAREER
HIGHLIGHTS: Teaches
children about environ-
mental importance at the
Cuyahoga Metropolitan
Housing Authority, co-
hosts a Saturday
morning call-in radio
show and volunteers at
PLCAA's Renewal and
Rememberance project.
HE SAID: “Promoting

the environment is a
challenge that makes us

stronger.”

newal and Remembrance Project at Arlington
National Cemetery for the past four years, where
he assists other contractors renovating the turf in
the ares. As soon as he saw how well the event
was received, he decided to participate annually
because he feels the project is an example of some
of the great things the lawn care industry is doing
to improve the environment.

“Every participant comes away from Arling-
ton with a tremendous sense of pride in our
industry, our environment and our country,”
Fogarty noted. “The event is a great experience
and puts forth a great image of this industry.”

Orga'u'zaliona / Opporfum'ly.Amidst allof

this activity, does Fogarty actually have time to
run a business? Amazingly, the answer is yes.

When recommending 2 new program to a
client, Fogarty offers them an individualized
evaluation. He explained that itis important from
asales standpoint to make customers feel unique.

“Customers are much more sophisticated
now,” Fogarty said. “These customers now re-
quire that details be managed much better now
than ever before.”

Handling these now sophisticated customers
requires great customer service skills. “When I
receive a customer complaint, I look at it as a
phenomenal opportunity to strengthen my rela-
tionship with that client,” Fogarty noted. “It's a
great way to re-sell yourself as the right company
to be dealing with.”

Fogarty said a successful business with a good
work atmosphere needs three essential qualities:
a good customer experience, a good employee
experience and good busi-
ness practices.

“Ifeel like somehow I got
into this industry by acci-
dent,” Fogarty enthused. “I
just tripped into this as | was
struggling to find my niche.
The lawn and landscape in-
dustry has been a tremen-
dous one for so many people in leadership posi-
tions. Lawn care demands a lot, and my success
has come from conquering these challenges.”
— Angie Dyer

The author contributed this article to Lawn & Land-
scape magazine.
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nce you ageee to get into the lawn care industry, you have to
be an ambassador to the environment,” stressed Michael
Kernaghan, vice president of Turf Management Systems/

Weed Man International, Mississauga, Ontario.

After alove of golf got Kernaghan
started in the lawn care industry, he
became a true steward of the environ-
ment It's not everyday that one hears
of a lawn care company that has
adopted peregrine eggs in Canada.
Kernaghan, along with The Weed
Man, has donated money to ensure
the preservation of these endangered
falcons.

Programs like this one make
Kernaghan standoutamong lawn care

Michael Kernaghan professionals as someone who not
’ only cares about this industry but also
along with Weed 2 . :

: about the environment.

Man, donates money
On //m gn’pn.\\"ith an interest in
golfing, Kernaghan's early jobs in-
endangered falcons cluded caddying and working in the
pro shop at a golf course. “Eventu-
ally, | wentoutside and starting work-
ing on the actual course,” Kernaghan
explained. “I enjoyed the hands-on
working with trees and turf.”
Believing that this was
his calling, Kernaghan at-
tended a community college
and began to take courses in
golf course construction and
design. Michael soon realized

to the preservation of

Photo: Weed Man
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that this wasn’t exactly what he wanted to do
with his life.

So while the popular classes related to golf
courses, Kernaghan enrolled at the University of
Guelph in Ontario, Canada and began taking horti-
cultural business classes. From there, he became
interested in lawn care.

“During my college days, I would appear asa
regular guest on a talk-radio show about lawn
care,” Kernaghan mentioned. “People would call
in and I would answer their questions.”

This radio show and Kernaghan's expertise
on lawn care at a fairly young age, caught the
attention of The Weed Man. Before he even knew
what happened, Kernaghan was offered a job.

“So, 14 years ago, when I finished college, I
started as a technical representative at The Weed
Man,” Kernaghan commented. “I learned a lot
about the business and franchising. I was able to
build on my technical knowledge when I started.
I don’t do too much of the hands-on work any-
more, but I do still influence the agronomic poli-
cies in the franchises.”

Today, Kernaghan's work at The Weed Man
is becoming a family affair, His wife, Alison,
worksin the accounting department at a different
Weed Man location. They have two children to-
gether, Shannon and Evan.

g’nviromnenla/ 7//lz(lerilam/iny. While
Kernaghan considers himself lucky for having
his family, the lawn care industry should con-
sider itself lucky for having leaders like
Kernaghan who are environmentally conscious.

“I think the environment is priority No. 1,
Kernaghan stressed. “You have to be true to
yourself and the environment. We have to be
enthusiastic about our products and we have to
have the ability to make a difference.”

Kernaghan believes that this attitude should
permeate the entire industry. He said that each
person - not just a company - has a responsibility to
the environment.

This responsibility can be a double-edged
sword, Kernaghan added, when the company is
the largest in Canada, because it makes the orga-
nization more susceptible to attention. The Weed
Man, according to Kernaghan, is always expected
to be an ambassador to the environment.

“We never compromise the environment, our
products or our price,” Kernaghan remarked.

COMPANY: Weed Man
LOCATION OF
HEADQUARTERS:
Mississauga, Ontario
CAREER

HIGHLIGHTS: 11 college,
he appeared frequently as
a radio show guest
answering questions
about lawn care, donates
money to the preserva-

tion of endangered

PRCOFILIE

falcons, vice president of
Turf Management
Systems at Weed Man.
HE SAID: “] say TGIT -
for thank goodness it's
today. You have to
approach each day as a

new opportunity.”
11— — T

Kernaghan
said each
person has a
responsibil-
ity to the
environ-
ment, Photo:

Weed Man

“One thing we will never be accused of is being
an environmental opportunist. Our environmen-
tal work is reflective of our employees.”

_/4 Compang Commitmenl. Kernaghan
credits these employees as being a key to the
company’s success.

“We are a big, little company,” He remarked.
“The strength is our people. We have ex-lawyers,
ex-teachers, ex-nurses and ex-pilots, just to name
a few. Their credentials are staggering, but they
wanted to have a different lifestyle. People with
great credentials translates into professionalism.”

Besides employee strength, another priority
for Kernaghan s to treat each and every customer
carefully and consciously.

Kernaghan wants the customer to think of
The Weed Man as a resource. “We are careful not
to over-promise and under-deliver,” he pointed
out. “Once we know the client’s expectations,
then we make a program for them. We have to be
pro-active with the customers’ properties.”

Next year will mark The Weed Man's 30" year
in business and Kernaghan believes they already
have recognition, exposure and maturity. For the
future, he plans to surround himself with good
employees and possibly expand in additional
countries.

“We want to continue to penetrate markets,”
he mentioned. “We are franchising in the U.S.
now and we have explored possibilities in the
Australian market.”

As for Kernaghan's personal success, he cred-
its hard work.

“I think the harder I work, the luckier I get,”
he noted. “I remain true to myself and I see
opportunities everywhere. I give back to the in-
dustry what it has given me. You know how some
people say TGIF for
thank goodness it's
Friday. Well, I say
TGIT - for thank
goodness it's today.
Youhave toapproach
each day as a new
opportunity.” (]
~ Angie Dyer

The author contributed
this article to Lawn &
Landscape magazine.
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Customer education
1S @ non-stop part of
the job for Laurie
Broceolo. Photo:
Broceolo Tree &

Lawn Care.
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f/ze environment.

aurie Broccolo doesn't hide the truth about the people work-
ing at Broccolo Tree & Lawn Care, Rochester, N.Y.

“Everybody who works here is a real nature lover,” she
explained. “That love for nature is what drives us. We even get
excited when we find new insects on one of our properties. I

guess that means we're a little weird, too.”

Weird or not, Broccolo’s passion for
protecting and preserving the environment
has served her, her company and her cus-
tomers well. In addition, it has earned her
recognition as one of the 1999 Environmen-
tal Leadership Award recipients.

‘/4 Career—o[ ong C;ommilmenf .Pur-

suing a career in horticulture was an obvi-
ous choice for Broccolo, as few professions
provided the combination of interpersonal
interaction and conservationist work. But
after receiving her degree Broccolo was
frustrated by her initial employer’s lack of
Integrated Pest Management focus.
“When 1 got into the industry, there
was no such thing as IPM,” she noted.
“Everything was done in blanket treat-
ments. | tried to get customers interested in
our services from a consulting standpoint
rather than a spray standpoint, but it was a
hard sell. Customers had it in their mind
that they were buying product from us, not
expertise, and they never looked at the
landscape industry as a technical field.”
When Broccolo’s previous employer
was sold in November 1990, she took the
plunge and went into business for herself
with the goal of selling a different type of
lawn care service. Today, Broccolo Tree &
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Lawn Care employs 21 full-time employees and
adds 10 more employees for the busy season.

The company’s emphasis has remained on
the IPM approach to lawn care, and that means
thestaff at Broccolois constantly educating some-
one about the meaning of [PM.

“IPM is the whole approach of looking at all
of the environment from checking plants and only
treating them as needed to planting other plants
that attract beneficial insects to following proper
design concepts and installing the right plants in
the right places,” she explained. “Our emphasis on
educating customersstarts whena phone call comes
into our office and we screen the calls to make sure
the potential customer knows we don't just visit
properties and apply product everywhere.

“After we visit a property, we leave the cus-
tomers with literature that has been profession-
ally put together and explains our programs and
our pricing,” Broccolo continued. “The customer
needs to trust that we'll do what we need to do
and when we need to do it on their property.”

The education of employeesis driven by several
of the company’s full-time horticulturists and one
person who is designated to constantly identify
weed, disease and insect samples that techni-
cians bring back to the office. In addition, each
technician is equipped with a radio so they can
contact this horticulturist for diagnostic assis-
tance while they are on a property.

An equally important audience to educate,
however, is area landscape contractors.

“We track all of our leads, and 48 percent of our
sales last year came from landscape contractor re-
ferrals,” noted Broccolo. “That means educating
them to be more plant friendly is important be-
cause helping their business helps our business.

“For example, if we see a problem on a job,
we'll ask the installing contractor to come out to
the job and show them the problem instead of
just pointing it out to the customer and hurting that
contractor’s reputation,” she explained. “We have

”T/ml Lue /{;r nalure i mlz_uf c/riued 4. 1/% even gef e«ycift{c{

w/um we /im‘/ e indecl’.—i an . ane a/ oun /)mper[iezs. j .g_twddhf/llll'

COMPANY: Broccolo
Tree & Lawn Care

LOCATION OF
- HEADQUARTERS:
“ Rochester, NY
CAREER
HIGHLIGHTS: Founded
her own company in
¢ 1990 to offer customers
an Integrated Pest
l Management-oriented
alternative to other lawn
care companies.
SHE SAID: “IPM is the
whole approach of
looking at all of the
environment... Our
emphasis on educating
customers starts when a

phone call comes in.”

y *»
iltle weird Levie Picols
meand we re [lﬂ e weird, too. —~ Lanvie | rovcolo

between 60 and 70 landscape companies that refer
work to us and we refer work to, and this type of
educational approach really helps get them be-
yond the point of just being labor landscapers.”

While the bulk of the company’s business is
derived from its lawn care, tree and shrub care
has become its forté.

“We take care of lawns because everyone has
them and that gains us access to the trees, but tree
care is more exciting and keeps employees inter-
ested longer,” Broccolo noted. “Tree care is also
more demanding, so we start technicians out in
routes where they are partnered with an experi-
enced technician on a route heavy in the lawn care
and slowly move that person into more tree care.”

Fn wilh guga.Caring for the environment

also means instilling an appreciation for nature in
the local community, which Broccolo does.

“A new nature center opened in town, and I
wanted us to get involved,” recalled Broccolo.
“So we had a field day where we took a day off
from work and invited our customers and the day
care centers in the area to come out and catch
frogs and let them go catch bugs and let them go,
and take nature walks. We had more than 400
people show up, so now this is an event we host
every year to show the community how commit-
ted we are to the environment.”

In addition, the company purchased a red
Volkswagen Bug and painted black dots on the
car to create a giant ladybug.

The lack of quality employees and the poten-
tial for increased regulatory efforts both concern
Broccolo as she looks to the future.

Current legislation being considered by the
New York politicians upsets her so much that
Broccolo would rather not talk about it.

“Manufacturers are trying to make better,
more environmentally friendly products, but I
get so frustrated when I see how difficult obtain-
ing new product registrations is in New York
even when the products are so safe,” she
laments. “Then we have to bang our heads
against a wall with the proposed 48-hour
notification bill that would make it im-
possible for us to do IPM-oriented lawn
care.” — Bob West a

The author is Editor of Lawn & Landscape
magazine.
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@wn care is a challenge that features obstacles and

enemies, such as pests, diseases and environmental

pbstacles, which conspire to make a lawn care
company’s business more difficult.

Senske Lawn & Tree Care, Kennewick, Wash., how-
ever, finds itself doing battle with more than its fair

share of enemies and obstacles in the five markets it

s

serves throughout Washington and Idaho. Few com-

panies, in fact, find themselves battling
the agronomic changes confronting
Senske employees, who must deal with
dry, arid climates in some markets and
the cool, wet conditions of Western
Washington in others.

Employees of this 52-year-old firm
have come to appreciate the environ-
ment of the Pacific Northwest and have
laton care career when he committed time and energy to ensuring

Chris Senske started his

- ” that the environment is protected and
was just /7 years old .
lawn care businesses are allowed to

Photo: Senske Lawn & operate using sound practices.

Tree Care

e ;
s //n Cur/:} ‘Sjlm-l. Don't tell any

regulators, but Chris Senske gothis start
in lawn care early. He was 7 years old
when he sprayed his first lawn (and
received his firstdog bite) for his father’s
company, and he still has fond child-
hood memories today of riding atop
the company’s truck from customer to
customer.

After graduating high school,
Senske went on to the University of
Washington where he, like his father
who was a chemical engineer, demon-
strated a true proficiency for science
and obtained a degree in chemistry.

Senske’s post-college plans didn't
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necessarily include returning home to work for
his father’s company, but he did so “for a year” as
a favor to his father.

“Now, that year has turned into 25 years, and
I don’t regret it at all,” Senske noted.

WhileSenske’s educational background might
lead people to think the company operates from
a very technical perspective, that's not necessar-
ily the case. Although Senske is quick to point out
that he wishes the industry as a whole was more
technically demanding,

“There is a benefit to understanding the po-
tential environmental impact of the products we
use, how they work, how to mix them and how
they break down, but I think the lawn care indus-
try is more marketing oriented rather than tech-
nically oriented,” he explained. “Automated lawn
care doesn’t require a great deal of technology,
and that’s unfortunate because the barrier to en-
try has reduced and competition has increased.”

“We try to emphasize the varied qualities that
customers are looking for,” Senske commented,
adding that his company relies heavily on years
of market research into what matters to lawn care
customers.

“Surveys have shown that what matters to
consumers is that they can have pride in their
property, they have a fun and safe place for their
children to play and they have a place to enter-
tain,” Senske related.

By handling environmental concerns respon-
sibly, Senskesaid the company proactively avoids
any concerns customers may have, although he
counters that environmental safety concerns
aren’t as widespread as many people believe.

“Research we've seen indicates that about 5
percent of the consumer population is vitally
concerned about the environment and another 30
percent could be swayed to buy one product over
another due to environmental issues so long as
the price of the two products is the same,” he
explained. “So we avoid environmental issues
while building customer relationships unless the
customers ask us those questions. And, in those
cases, we're as forthright and honest as possible
to educate them about the facts.”

Where Senske’s environmental commitment
truly shines is the company’s involvement in
public policy efforts.

“We can't always have an affect on legislative
affairs, but at least we try,” he explained. “We've
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COMPANY: Senske
Lawn & Tree Care
LOCATION OF
HEADQUARTERS:
Kennewick, Wash.
CAREER

HIGHLIGHTS: Received
a chemistry degree from
the University of
Washington, president of
a 52-year-old company
that donates the use of its
labor and chippers for the
devélopment ofa
Christmas tree recycling
program, represents the
industry on a state
committee that developed
a pesticide sensitivity
registry for residents.

HE SAID: “We can't
always have an affect on
legislative affairs, but at

least we try.”

participated in a number of forums related to IPM
in the schools so we know the industry is repre-
sented and we can make sure the right message is
getting out.

“While we have a significant concern in mak-
ing sure all of our natural resources remain vi-
able, we also have to make sure that public policy
is implemented in a viable way that is based on

science,” Senske contin-
ued. “There is a lot of
rhetoric going around
about problems caused
by phosphates getting
into streams and how
these problems are all
caused by lawn care, and
feel that part of our re-
sponsibility it to make
sure the truth gets out
there.”

Other programs the
company isinvolved with
include donating the use
of their labor for the de-
velopmentofa Christmas
tree recycling program
and representing the
lawn care industry on a
state committee that de-
veloped a pesticide sen-
sitivity registry for Wash-
ington residents.

“Trying to positively
affectpublic policyissome-
thing every company can
do,” remarked Senske,
comparing the passage of
anti-lawn care laws to an
attack on a knight's chain
mail armor. “When com-
panies don't participate
in the regulatory process
and a new law is made
that makes doing our job
more difficult, that's one
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more notch out of the mail. Eventually, we can
end up with a pretty big hole there, which jeopar-
dizes our survival as an industry.” — Bob West ]

The author is the Editor of Lawn & Landscape
magazine.
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Cardinal Landscaping Inc. is a full-
service, design and build landscape
company in Fayetteville, NC. With
relatively mild winters and long
summers, they'll routinely service their
clients all year round.

“But time's money, and getting the job
under control quickly at the first go-around is
really important to our profitability,” says
Cardinal’s Quality Control & Purchasing
Manager, Kay Gambill. “Especially with bed
preparation, there are only so many herbicide
options that work quickly and won't interfere
with the new plant material.”

The weather calls the shots
Depending on the demands of the job,
the particular client, and - most
importantly - the weather, Cardinal uses
a number of different herbicides.

On overcast or cooler days, Finale is
the hands-down favorite because the
Cardinal crews know it's the only non-
selective herbicide that will work reliably
at lower ambient temperatures.

“Finale is going to do its job in
a few days, regardless of the
temperature,” says Kay, “and
when it's cooler we just don’t

HERBICIDE

have time to wait for Roundup®.
Typically, Roundup takes 10-21 days to
do its thing in the summer. In winter, you
can easily double or triple that time.”

Year round weed & grass control
Although ‘The South’ and ‘cooler
temperatures’ are not usually thought of
together, this interview took place in
January, when it was 60° in
Fayetteville and a perfect
\ landscaping day.
“Weeds don’t quit just because
it’s winter,” says Kay, “and
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weather permitting, Cardinal builds and
maintains landscapes all winter long.
Finale's reliable cool weather
performance certainly helps make our
job easier.”

Finale's increasing popularity with
professional landscape companies all
across the country is probably
explained, in part, by its unique ability
to deliver continued fast performance,
even in cooler temperatures.
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Finole Herbicide kills the weeds os fost as 1 o 4 days. I's also minfast in just
on averoge of 4 hours. When time is money, Finale is money in the bonk.

Canl Perfarmer.
Finole Herbicide stll kills weeds and gross in the cooler femperatures
found during Spring and Foll, Fldelsthe(oddute afl yeor round.
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Finole Herbicide i roinfost in on overage of 4 hours. That's cleardly
fuster than other nor-selective systemic herbicides.
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© Unigue in its mode-of-action, with both contoct and systemic properfies.

© Absorbed rapidly through green fissue. Produces visibl resufts in 1 to 4 doys.

© Lobeled for use in residential, commercial and industril vegetation management sites.
© Easy-touse, woter<oluble formulation.

® Excellent fonk-mix component. Compatible with many populor hebicides.

Percent control of K; ky Blueg under cool temp
Finale at 3 oz/gal. vs, RoundUp Pro at 2 oz /gal

0% ve 35% TN w T2%

. Finale
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3 days o7 cdays o 17days At 38 days

It took over 35 days for RoundUp Pro to catch up with
Finale in cool temperatures against a tough to control

grass species in Kentucky Bluegrass.

@ AgrEvo

95 Chestnut Ridge Road / Montvale, NJ 07645 | 201-307-8700 /
www.agrevo-green com Finale® 15 a ragistered trademark of Hoechst
Schering AgrEvo GmbH. Roundup® is a registered trademark of
Monsanto Company. Remember to read and lollow label directions
carefully. € 1999 AgrEvo USA Co
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Photos: Davey Tree

(Above) Doug Cowen, right, and
Roger Funk inside the Davey Tree
Expert Co. headguarters. (Left)
The Davey Institute’s main focus

is to train Davey Tree personnel

/_?l/ 5pem[in9 lime anc/ money over [/w ,oad[ 90 years in [/ze
c[eueé;pmenf o/ an eo[ucaliona/ institution, j/ze %az/ey j’ee é:r/)erl

Co. /Lad jum,oec/ a/zeaa/ o/ l/w com/aetiﬁon.

ike many landscape contractors today, Martin Davey, Sr., was

frustrated with the high employee turnover rate in the green
industry in the early 1900s.

“Because employees didn't work over the winter months,
the company spent excess time and money constantly retrain-

ing new employees in the spring,” explained Doug Cowan,
CEOQ and chairman of the board, The Davey Tree
Expert Co., Kent, Ohio. “This also prevented the
potential for molding employees for foreman,
supervisor and salesmen positions.”

The solution was discovered in 1909 when
Davey founded the Davey Institute of Tree Sur-
gery, Kent, Ohio. Its purpose was to retain em-
ployees by offering them scientific education to
complement their technical skills.

“Davey brought the workers into Kent dur-
ing the winter months and they stayed in a large
dormitory,” Cowan said. “The employees were
taught arboriculture and horticultural courses
in a college-type atmosphere. When the em-
ployees went back to field work the next spring,
they were a well-trained, committed work force
- more valuable to the company and its clients.”

This extra training through the institute gave
the Davey Tree Expert Co. a competitive advan-
tage, while making the employees’ jobs more
meaningful and interesting, according to Cowan,
and the institute became a permanent addition
to Davey Tree.

Enanding 67 Choingi i

_apanding co wanging Today, the main
focus of the institute remains to train Davey
Tree personnel across the United States and
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Canada, and to serve as a place for industry
research, said Roger Funk, vice president of the
Davey Institute. The company has other insti-
tutes stationed across the country and in Canada
to provide on-site technical support for area in-
sects and diseases because they vary from north
to south and east to west.

“Our job is to obtain the information that
needs researched, massage it and give it back to
Davey Tree personnel in a manner that they can
understand and use,” Funk explained. “They are
the ones out there performing and we support
that with scientific background and knowledge.”

But serving as just an in-house cooperative
extension service with a 27-acre research farm
wasn'tenough to keep the institute thriving, Funk
declared. In 1992, the company made the decision
to provide its customers with an additional ser-
vice. The company’s selected customers can now
pay the Davey Institute to have some personal
research done for their specificlandscaping needs.

“It became apparent that year as the industry
was changing so rapidly that to guarantee the life
of the institute, more dollars were needed,” Funk
said. “So, now if Davey Tree works for a utility
company, we can also work for that utility com-
pany doing any training and research needed,
and bring in our own revenue for support.”

The institute also started a Conservation Sci-
ence Group in charge of wetland litigation con-
sulting and headwaters assessment, Cowan ex-
plained. “We believe that if we can assist the
people who are developing the land that we are
going to take care of eventually, we might as well
be there from the very beginning,” he said.

Another big change that helped to expand the
Davey Institute was the implementation of the
Internet into the company, Funk en-
thused.

“With the Internet, all of our em-
ployees are tied into our network and
can get all the technical information we
have in our electronic database,” he
pointed out. “Without the advent of
email and greater technology, we
would have had a terrible time manag-
ing the other institutes and getting in-
formation to them.”

This also helped to expand the in-
stitute staff across the United States,
Funk explained. What started with 14
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COMPANY: The Davey

Tree Expert Co.
LOCATION OF
HEADQUARTERS:
Kent, Ohio

COMPANY
HIGHLIGHTS: The
Davey Institute was
founded in 1909, started
a Conservation Science
Group, provide a two-

year technical degree in

PRONFIL

urban forestry with Kent
State University.

FUNK SAID: “The people
here don't consider it a
challenge to be environ-
mental stewards. It's in

our blood.”
e

*

The Davey Institute can provide Davey Tree customers with

additional research to help them with their specific needs.
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scientists has increased to 71 scientists with de-
grees in different areas of expertise. “We employ
12 people with doctorate degrees in the institute
right now,” Cowan enthused.

Ewironmenta/ pa.uion.To work at Davey
Tree, Funk noted, a person has to have a passion
for environmentalism.

“John Davey was a conservationist,” Funk
said. “The Davey culture is based onit. The people
here don't consider it a challenge to be environ-
mental stewards. It’s in our blood.”

Cowan sees the only challenge in the Davey
Tree culture of growth through education as mak-
ing all of its customers understand the difference.

“We have to pay more attention to the envi-
ronment now-it'stheonly one we've got,” Cowan
stressed. “If nothing else, being more knowledge-
able enhances our reputation. We know having
our employees educated in arboriculture is very
important to our tree care customers, especially
those with 100-year-old trees that they want us to
take care of, but I'm not sure if our lawn care
customers see the significance of more knowl-
edgeable employees yet.”

~/(ee/)iny the jail/t. Because the institute
has been around for so long, Funk admitted that
it is easy to understand why other companies
haven't followed Davey Tree's lead and devel-
oped their own institutes.

“Back in 1908, our management took it on
faith that this would work,” Funk explained. “They
didn’t think about the cost and they knew it
would take a long time before they could quantify
the results. Now we have the benchmarks that
show us how far we've come with the institute.

“If we wanted to establish an institute like
ours today, I don’t know if we could,” Funk
continued. “Once you have the proof that it is
helping your company, it's easy to warrant
the cost and the need for an institute. It's hard
to spend money on education that could be
used to buy more landscaping equipment. It's
better to tell clients we have research to prove
that what we're going to do to their landscape
is going to work than to have to go back later
and apologize.” — Nicole Wisniewski a

The author is Assistant Editor of Lawn & Land-
scape magazine.
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Mark Schlossberg
has become one of
the lawn care
industry’s most
vocal supporters
in Maryland.
Photo: Stuart
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Lahes care o/ his
customers tlwougA
Service ana/

an envivonmantal

awareness.

miagine this scenario: a customer - frustrated with his clover
problem - calls and leaves a message over a long, holiday
weekend. When the call is returned, the customer isn’t home.
Even though the client in unreachable, a technician is sent out
to the property that same day to take care of the problem. By
the time the customer returns home, the problem has been

resolved. The result? An extremely satisfied client.

This is exactly how Mark Schlossberg,
president of Pro-Lawn-Plus, Baltimore,
Md., does business. “I don’t look for ways
to get out of taking care problems,” he
asserted. “I look for ways to take care of
problems.”

That same philosophy of taking respon-
sibility extends to Mark’s view on taking
care of the environment.

“We have to educate the public and
promote the benefits of a healthy lawn,” he
stressed.

jrom Séy to j:r/ “Ever since | was

4 years old, I was fascinated with plants,”
Mark remarked. “I was always amazed
thataseed could turnintoabeautiful plant.”

Because no one in Mark's family was in
thelawn care business, he wasnever pushed
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towards a career in the industry.

While in college, Schlossberg was unsure of
where to focus his major and he even considered
meteorology. His love of plants finally drew him
away from the stars, however, and when he found
the agronomy department, he found his career.

“Most of the programs there focused on golf
course maintenance so | thought that was the
direction I would head,” Schlossberg mentioned.
“But because one of my professors knew some-
one at Hydro Lawn, I got my first job there
making $12,000 a year in 1978.”

After graduating in May 1977, Schlossberg
headed to this first job as a lawn care technician.

Schlossberg moved up the ladder at Hydro
Lawn until 1985 when he met Frank Stevens, who
owned and founded Pro-Lawn-Plus. Once Schlos-
sberg discovered thatStevens didn’thave anyoneto
leave the business to upon retiring, he made an
offer for the company that Stevens accepted.

“I started working with Frank right away,”
Schlossberg stated. “Then, when he retired in
1991, I took over everything.”

ﬁedporuiéi/;'fy to the Carth. Once at Pro-
Lawn-Plus, Schlossberg became more involved
in environmental issues, which therefore influ-
enced his lawn care program.

He offers astandard five-visit program. “First,
we inspect the lawn and apply a combination of
fertilizer and crabgrass treatment,” Mark noted.
“Then we spot treat any weeds that need an
application.”

The technicians will only recommend the
minimal amount of pesticides that a customer
needs in order to have a satisfactory lawn. When
selling the basic program, Schlossberg explains
to customers that he wants to limit the pesticides
applied to a lawn.

“We don’t blanket the lawns, and we use the
least amount of pesticides to keep customers happy,”
he added.

In keeping with the philosophy of environ-
mental leadership, Schlossberg also provides a
pesticide-free treatment. This is an organic-based
product that approximately 5 percent of his cus-
tomers purchase.

“This is ideal for those clients who want a
green lawn but don’t want the pesticides,”
Schlossberg explained.

“I think that being an environmental steward

e

COMPANY: Pro-Lawn-

Plus

LOCATION OF
. HEADQUARTERS:
Baltimore, Md.
HIGHLIGHTS: Rose from
a lawn care technician to
branch manager during
seven years at Hydro

Lawn. Bought Pro-
Lawn-Plus in 1991.

Currently serving as
president of Maryland
Association of Green
Industries.

HE SAID: “We have to
educate the public and
promote the benefits of a
healthy lawn."”

isamatter of survival in thisindustry,” he pointed
out. “We have to get this message out. We have to
educate the public and promote the benefits of a
healthy lawn.”

Schlossberg definitely works at getting the
message out. As president of the Maryland Asso-
ciation of Green Industries, he monitors legisla-
tion that could ultimately affect lawn care profes-
sionals. The association is responsible for setting
up meetings to educate legislators and the group
also hired a lobbyist to represent it on lawn care
issues in legislation.

“I started dealing with legislation as soon as I
came to Pro-Lawn-Plus,” Schlossberg said. “It all
started with the posting laws that took effect in
the mid-1980s. These laws required lawn care
companies to post signs in lawns right after treat-
ments. Then, legislators wanted pre-posting as
well, but, so far, this has not passed. As an indus-
try, we were successful in stopping that bill from
passing.”

Condlanl C ustomer Concem.At Pro-Lawn-
Plus, Schlossberg not only protects the environ-
ment but also stresses the importance of cus-
tomer service in everything the company does.

“Our goal is to give customers more than they
expect. [ train my employees not to argue over the
small stuff,” he commented. “Even just a follow-
up phone call to ask how their service was makes
people happy. I try to work with the customers as
much as possible.”

Customer service doesn't stop there - it even
extends to the way the company presents itself to
the public. “I try to have the technicians in clean
uniforms,” Schlossberg added. “We keep our
trucks in top working condition. Also important
is hiring employees who can communicate well
with the customers. And the office workers have
to be professional.”

Mark credits customer service as the key to
his company’s success. He stressed that a service
provider has to take care of customers the same
way he or she would want to be treated.

“The worst thing is when a company doesn’t
care that someone is spending a great deal of
money with them,” he said, adding that his most
loyal customers are the ones who have had prob-
lems that the company resolved. - Bob West (]

The author is Editor of Lawn & Landscape magazine.
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NORTH CAROLINA
LANDSCAPER HAS
SUDDEN DEAT ‘
EXPERIENCE.

«] started to feel cold. 1 knew
there was no time” gays‘!(ayt

For Kay Gambill, time was running out. The temperature was dropping, the weeds were growing, and she and
her team had a 2 acre ornamental landscape to clear and re-build in Fayetteville, NC. “Cardinal Landscape
works right through the winter” she explained “and that’s when most systemic weedkillers quit. But not
Finale® Herbicide. Where it’ll take Roundup® a month or more, Finale does the job in a few

days, even when the thermometer’s below 40°. For weeds, it's a sudden death experience, .
winter as well as summer. Kinda gives you the shivers, doesn’tit?”

‘OD Agf[\f() 95 Chestnut Ridge Road / Montvale, NJ 07645 / 201-307-9700 / www.agrevo-green.com / Remember to read and follow label directions carefully. ® 1999 AgrEvo USA Co.

Finale® is a registered trademark of Hoechst Schering AgrEvo GmbH, Roundup® is a registered trademark of Monsanto Company
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Contractors

have high

Crews and equipment sitting in an office or and their service vehicles. demands for the
Full-size pickup trucks remain the most
a garage don’t make lawn and landscape popular choice for landscape vehicles, with
contractors any money. So, before the first 86.5 percent of rcspundcnt:s* saying they op- vehicles that
erate at least one such vehicle. These trucks
mower is ever gassed up or the first shrubis  are followed in popularity by 1-ton cab and
chassis models (50 percent), compact pickup : ;
ever planted, contractors have to know that trucks (34.4 percent) and medium-duty trucks drive this
they can count on their trucks to deliver their (922 peroent).
] The debate of “buy vs. lease” clearly re-
crews and equipment to their service routes sults in two distinct, and almost equally industry.
popular, philosophies. Almost 25 percent of
and job sites without fail. survey respondents indicated they always
purchase their vehicles, while about 23 per-
SURVEY RESULTS. A 1999 survey con-  cent of respondents replied that they lease
ducted by Lawn & Landscape magazine elic- vehicles as often as possible.
ited some interesting data about contractors (continued on page 132)

Contractors are
known for putting
upwards of 200,000
miles on a truck at
times and most truck

owners replace their

trucks after four or
five years of service.

Photo: Richard Ivey
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| Title Quantity Unit Price  Amount
I The Complete Irrigation Workbook, $14.95 il
| by Larry Keesen
| Turfgrass Ecology & Management, $17.95 Taer
by Karl Danneberger

I'd like both books for only $29.95 $29.95 IT S
| " w
' Tra Videos
| Ining vi
: Title Quantity Unit Price  Amount
|  String Trimmers and Blowers —English $69.95
| Walk-Behind Mowers —English $69.95
| Riding Mowers —English $69.95
| Spanish Versions Coming Soon
: String Trimmers and Blowers —Spanish $79.95
| Walk-Behind Mowers —Spanish $79.95

Riding Mowers —Spanish $79.95

¢ Combination Order (any two videos) $129 (set) $129.00
Sub-Total all items (include books and videos)

| (Ohio residents only add 7%) SALES TAX
I

. e S&H
Add appropriate shipping charges: TOTAL

Books - add $2.50 for 1 book; $5.00 for 2 books
I Videos - add $7.00 for 1 video + $1.50 for each additional video
| QUESTIONS: Call Fran at 800-456-0707

Money Back Guarantee!

Name

Method of Payment

] Payment Enclosed:
Make checks payable to:
The Lawn & Landscape Media Group
4012 Bridge Avenue, Cleveland, Ohio 44113
800-456-0707.

Charge to my:
Visa D Mastercard

L)

Name as printed on the card:

Visa/Mastercard number:

Expiration date;

Signature:

| understand my purchase will be shipped upon
payment, | also understand that | can return my
product(s) within 15 days for a 100% refund if | am
not tolally satisfied.

For Faster Service
Fax Your Order
To 216-961-0364.

Address City

I
: Company
I
I

X State Zip Phone

E-mail




(continued from page 129)

The question of “new vs. used” is also an
issue for truck buyers to grapple with, and
contractors are divided almost half-and-half
as to their preferences. Twenty-four percent
of respondents indicated they buy new ve-
hicles all of the time compared to 21.9 per-
cent who buy used vehicles all of the time.

And truck buyers are generally notlocked
into acquiring trucks at any one particular
time of year, as 43.7 percent said they buy
trucks throughout the year and the remain-
ing respondents prefer to buy at various
times throughout the year.

While landscape contractors may not al-
ways agree about the right time to buy a
truck, they do have some clear thoughts on
the reasons they purchase a particular truck.
When asked about the four most influential
factors on their vehicle purchasing decisions,
more than 75 percent pointed to overall ve-
hicle quality. Quality was followed in popu-
larity by price (56.2 percent), serviceability
(50.0 percent), durability (44.7 percent), tow

Popular truck body
alterations include changing
the bed size and adding drop-
down sides for easy loading
and unloading. Photo:

American Isuzu

rating (31.1 percent) and brand loyalty (24.4
percent).

Contractors are known for putting up-
wards of 200,000 miles on a truck at times,
and the importance of a long life for their
trucks was reinforced by the fact that slightly
more than one-third of respondents indi-
cated they replace trucks after four to five
years of service while almost 30 percent
replace trucks every six to eight years.

In addition, the increasing number of

after-market manufacturers of truck accesso-
ries has boosted the popularity of customiz-
ing trucks.

Almost 22 percent of survey respondents
indicated they customize at least 90 percent
of their vehicles. The most popular alter-
ations are to change the bed size (52.8 per-

cent), add ramps for loading equipment (52.7
percent), add storage compartments (51 per-
cent) and add hand-held equipment racks
(42.7 percent).

NEW CFValve" by

24% Savings in
Chemicals Using
The New CFValve'!

Other Benefits of Using CFValve™ and the Constant Flow that results:

* Accurate, consistent flow of spray solution
* Constant and predictable spray pattern

* Predictability droplet spectrum

* Ability to select nozzle most appropriate for application

* Better water management

* Completely stops flow for pressures below cut-off
* More on-target deposition of spray solution

» Even distribution of spray solution over area treated

» Precision and cost effectiveness of pesticide application
*» Reduced labor investment for manual sprayers

operation

contamination

» Focus on application of chemical to target, not equipment

» Limits potential for worker exposure and environmental

H.D. HUDSON MANUFACTURING COMPANY -« 500 North Michigan Avenue - Suite 2300 * Chicago, IL 60611-3748 = 1-800-745-2392
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WHAT THEY SAY. While contractors are
alwayslooking to get more out of their equip-
ment, those interviewed for this article seem
generally satisfied with the vehicles currently
on the market. The durable 1-ton and %-ton
trucks remain popular for various landscape
applications, and contractors continue to
convert their fleets over to include as many

When trying to choose
between gas vs. diesel truck
engines, contractors have to

look at the operating hours
and miles the engine will be

called upon to deliver.

extended-cab vehicles as possible.

“The extended cabs let us seat five crew
members comfortably,” noted Glen Wilhite,
vice president, Brookwood Landscape, San
Diego, Calif. “We even use the extended
cabs on our smaller trucks for supervisors
and sales people because then they have
the additional necessary storage room for

T WL v

blueprints or anything else they may need
for appointments.

“Then, for maintenance operations, the
%-ton trucks work well because towing
weight is what matters when we hook a
trailer up to the truck to carry equipment or
debris,” added Wilhite.

Len Wallace, president, Kd Landscaping
Co., Falmouth, Maine,
commented that he is
considering purchasing
some of the cab-forward
design vehicles that put
the front seat of the truck
above the engine so the
driver’s visibility isn't
obstructed by the hood
of the truck.

“We are interested in
obtaining the maximum
payload while remaining
under a gross vehicle
weight rating of 26,000

~

ioPlex
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Introducing the EBS 100/200 Detachable Spreaders

Fits Most Commercial Mowers, Utility Vehicles or Tractors

* Just Seconds to Mount or Dismount

» Stainless Steel Frame

*» Heavy Duty Polyethylene Hopper

* Rubber Sealed Electrical on/off Switch
Ll * Large Capacity (100 or 200 Ibs. Fertilizer)
CALL TODAY!

| Lawn Power & Equipment
(407) 656-1088

www.groundtek.com
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“Truck Preview [

pounds so we can stay away from CDL re-
quirements,” Wallace said. “We're also look-
ing for as much visibility for our drivers
as possible, and the position of the driver’s
seat as well as the rounded body styles of the
cab-forward trucks enables drivers to see a
lot better, which is really important for plow-
ing snow.”

Ed Crawford, operating manager for vo-
cational marketing, American Isuzu Motors,
Cerritos, Calif., pointed out that the tight turn-
ing radius offered by cab-forward vehicles
can also be an advantage for contractors.

One issue many contractors debate is
whether to go with a gas or a diesel engine in
their trucks.

“We think diesel is the only way to go,”
related Wallace. “Granted, nobody likes to
pay more for anything and diesel engines do
cost more, butadiesel engine lasts longerand
the maintenance is much easier.”

“We tend to go with a gasoline engine in
our %-ton vehicles and diesel engines in our
larger trucks,” added Wilhite. “We'll get
about 200,000 miles out of a diesel engine and
120,000 miles from gasoline engines.”

“When looking at the gas vs. diesel ques-
tion, contractors have to look at the operating
hours and miles the engine will be called
upon to deliver and the conditions the ve-
hicle will operate in,” explained Jim
McNamara, public relations manager, Ster-
ling Trucks, Willoughby, Ohio. “The engine
should also be matched to the required torque
capacity of the vehicle. A vehicle that will be
used for hauling of heavy materials or that
will start and stop or drive in hilly areas often
has to have the right transmission.”

“Contractors are predominantly buying
gasoline engines, but diesel technology is
becoming more popular,” noted Crawford.
“The reliability and longevity issues favor
diesel engines, but the cost issue favors gaso-
line engines.”

“Of course, how the vehicles are used will
also affect their life span,” Wilhite continued.
“Putting a lot of weight behind them to tow
can hurt the vehicle long term. So we take
vehicles that are starting to run downand put
them on shorter routes where they only have
to drive 15 or 20 miles a day to get more
service out of them.”

The author is Editor of Lawn & Landscape
magazine.
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Charlie Harrigan has a lot of pride in the fact
that he keeps his irrigation inventory in two

immaculately neat storage buildings.

“We don’t keep our products in trucks,” ex-
plained Harrigan, president, Automatic Rain
Lawn Sprinklers, Bryantown, Md. “We stock
everything in an orderly fashion in our two
storage areas. Everything, from heads to con-
trollers, is stacked at a visible level so we can see
when we're running low on a certain product. If
I know we have eight jobs coming up and I can
visibly see that I only have three controllers left,
then I know it’s time to order more.”

Most contractors like Harrigan credit good
organization and well-kept inventory as the
easiest ways to manage the purchasing of irri-
gation products. But those qualities aren’t the
only way to save time, hassle and money when
buying heads, controllers, valves, valve boxes,
wire, pipe, pipe fittings and other irrigation
elements. Buying products at the right time,
being aware of inventory risks and how the
time spent buying products should be calcu-

by Nicole Wisniewski

lated into a customer’s job cost, in addition to
product pricing and reliability, are some of the
mostimportant factors when it comes to invest-
ing a landscape orirrigation company’s dollars
into irrigation products.

RELIABILITY IS NO. 1. Contractors don't
want to be anybody’s test market guinea pigs
when purchasing irrigation products, accord-
ing to Brian Day, marketing manager, Century
Rain Aid, Madison Heights, Mich., which is
why contractors focus on reliability and avail-
ability as the No. 1 factor in their irrigation
product purchasing decisions.

“QOur reputation as a company is built on a
durable, long-lasting irrigation system,” said
Harrigan. “We get our product information
from magazine advertising and directly from
the manufacturer. We also get information on
new products by going to irrigation and lawn
shows. We talk to the manufacturers and, if
they have a new product, they give us samples
to try. But if what we’re already using works
and has kept up with our reliable customer

Keeping on
top of
inventory 1s
just one way
buying
irrigation
products
becomes
easier for
landscape

contractors.

The relationship contractors

have with their suppliers

can influence their product
purchasing decisions.

Photo: Century Rain Aid
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image, we don’t switch products.”

Another factor that influences contrac-
tors’ product purchasing decision is the rela-
tionship they have with their suppliers and
what type of service the supplier provides.
Services, such as delivery, a large inventory,
design service, lead generation, on-site job
assistance, technical training and provision
of sales tools, are added benefits and cannot
only stretch out the money a contractor is
spending, but also enhance the relationship
between a supplier and contractor, com-
mented Jeff Carowitz, vice president — mar-
keting, Hunter Industries, San Diego, Calif.

Distributor service is the No. 1 product
purchasing influence for Jim Baker, owner,
First Green Lawns, Lafayette, Colo.

“Our distributorisabetterinventory man-
ager than we are so they do our cycle count
for us and we purchase what they say we
need,” Baker enthused. “It's an added ser-
vice that not only helps us out but builds
trust between us and our distributor.”

By standardizing his
inventory, Gary
Schepers, president,
Schepers Lawn Sprin-
kling, Grand Rapids,
Mich,, said he builds a
better contractor-dis-
tributor relationship,

he multitude of variables in sprinkler characteristics

and features can make head selection a daunting

task. The first step in the process is to have a good:
understanding of the types of sprinklers available.

Generally speaking, there are three different types of sprin-
klers that are most commonly used on smaller irrigation
projects: bubblers, sprays and gear-drive rotors.

Bubblers are designed to apply a large amount of water to a
small area in a short period of time. The bubbler delivers water
to the area immediately around the head or is sprayed in thick
streams a short distance from the bubbler. Because of this high

and ordering products
from one or two manu-
facturersvs. fouror five
manufacturers makes
purchasing irrigation
products easier.

The service a distributor provides is im-
portant because a great deal on a product
doesn’t add up to much when the supplier
doesn’t follow through with added and reli-
able service, Day added.

“If asupplier shows up four hours late to
the job site with your products, what is your
cost now of that great deal you were sup-
posed to be getting?” Day asked. “Product

Selection

price, quality and reliability are only small
factors in the product purchasing decision
when compared to supplier relationship, re-
liability and performance. How well can your
supplier support and back you up if some-
thing goes wrong to make sure you're cov-
ered? Overall cost of a product in the long run
is less expensive once a relationship has de-
veloped and deepened between a contractor

VEW OLSON WaterWell
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flow rate and close spacing requirements, bubblers are re-
stricted to small, confined, level areas. Bubblers operate over a
pressure range of 1 to 90 psi and may be used on most types of
plant material with the exception of turf

Fixed-spray heads may be used for almost any type of land-
scape planting - from turf and ground cover to shrub beds and
planters. The shorter radius (5 to 17 feet) of lawn and shrub
fixed-spray heads make for a high level of control for over
spray, but their relatively short radius also limits their useful
ness to smaller areas. Spray heads typically have flow rates of
up to 5% gpm. This high flow rate restricts the use of the
heads to relatively level areas to prevent runoff.

Stream spray heads have been successfully used on gentle
slopes because their gpm is slightly lower, while the radius is

slightly larger, reducing the risk of runoff, Caution should be exer-
cised when using stream spray heads in shrub beds, however, be-
cause shrub branches can block the relatively small spray streams,

The pressures for most spray heads range from 15 to 50 psi. Par-
ticular attention should be paid to situations with excess pressure,
which produces severe misting and poor water distribution.

Gear drive rotor heads are well suited for medium to large land-
scapes. Their larger radius (15 to 74 feet) make rotor heads a frequent
choice for medium to large landscape areas. The relatively low gpm
for the area of coverage is less than spray heads and makes them
useful on landscapes from level to steeply sloping. Lower flows allow
more sprinklers to be operated at one time, reducing the number of
zone control valves and controller stations. Pressure requirements for
rotors range from 25 to 100 psi. - Hunter Industries

and supplier because there are more valu-
able services being provided.”

BLUE LIGHT SPECIALS. Discounts and
special sales for buying products in bulk are
tempting to a contractor shopping for irriga-
tion products. One example of a money-saving
distributor special is something known as
the cash discount advantage, Day said.

“The cash discount advantage means or-
dering a certain number of products and
then getting a discount for making a pay-
Day ex-
plained. “Contractors usually enjoy taking

ment in cash by a certain date,”

advantage of these types of discounts. ”
Although some contractors buy as much

as they can of a certain product when there is

a sale going on, impulse shopping can be

dangerous, according to Day.

“What if a contractor decides to load up
onaproductand suddenly there isemployee
shrinkage, a fire or a break in?” questioned
Day. “Another example is if a contractor
takes on a bunch of inventory and then it
rains for two or three weeks in a row. Con-
tractors can’t make money by tying up in-
ventory space with products sitting in a cor-

lllST SWEEI’ 1]
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ner. Material costs are not the biggest cost a
landscape company encounters. What if the
weather and economy turn on you at the
same time? Products in a warehouse won't
pay anyone’s salary. You can’t take sprin-
klers to the bank.”

According to Day, managing products on
a just-in-time basis allows contractors to re-
duce their overall risks. “A contractor truly
doesn’tneed any products until he or she has
ajob to use them on,” Day said. “Contractors
should turn over their inventory as quickly
asthey’re turning over theirjobs. That's what
distributors are for.”

Purchasing products on an inventory-
need basis varies for contractors based on the
size of the company and the number of jobs
they have scheduled that week.

Harrigan, Baker and Schepers buy prod-
ucts 15 to 30 days in advance.

“We buy all of our products monthly to
replenish ourinventory,” Schepers said. “We
do an inventory check every week and we

will buy products occasionally
throughout the month if we run out.
We only buy products job-by-job if we
are working on a larger project. The
advantage to buying products one
month in advance is a time savings
because we don’t have to go back and
forth to our distributor for products.”

Because Automatic Rain Lawn
Sprinklers is located over one hour

Purchasing products on an
inventory-need basis
varies for contractors based
on size of the company
and the number of jobs they

have scheduled that week.

away from the nearest distributor,
Harrigan has to keep his storage areas full.
“Once we get a positive response to a
proposal for ajob, we order the products we
need for that job,” Harrigan stated. “We
usually take a peak at our inventory and see
what we need every two weeks. This saves
the distributor from making so many deliv-
eries and sometimes we'll get a discount for
that. If there is a special or coupon offer
through a distributor, we'll order some prod-
ucts in advance and store them if we know
we're going to use them. We'll order prod-

ucts, such as a booster pump or an extremely
large controller, on ajob-by-job basis because
our jobs don’t require them as often.”

Once in awhile, Baker will order certain
products, particularly those he is guaranteed
to use, such as heads, valves and pipe fit-
tings, 90 days ahead of time, depending on
how much of the season is left for his work.

“When we purchase products this far in
advance, we often negotiate different pay-
ment terms with the distributor, such asbreak-

(continued on page 145)
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Nickel And Dime Sale
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Takes $400.00 minumum order of schedule 40 fittings
Low-down pricing on all schedule 40 fittings
Factory direct shipments available
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Call Jim Martens
972-406-0222 800-284-0205

1/2” Male Adapter ............... one dime
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e Create various shapes, sizes and colors
e Self-propelled, electric or gas powered
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Pick Your Partners
Wisely - Pick Lawn &
Landscape

“I bave seen excellent re-
sults after implementing
the ideas I learned at
the School of Manage-
ment.

I would recommend at
least one person in ev-
ery company attend the
conference. If you don’t
you are missing an
opportunity of a life-
time to interact and
learn

new management

ideas.”

Kevin McSherry
From The Ground Up
Decatur, Illinois

February 13-15, 2000
Dallas Marriott Quorum

Dallas, Texas

Laun:Landstane

Magazine Presents....

_Dallas 2000

ASCllOOl of management

Five Great Reasons To Attend

® Great Value - Conference Registration $195 per person, $165 Group
Rate
Diversified Educational Sessions - Designed For Businesses Of All Sizes

Outstanding Speaker Faculty
Great Location - Dallas
Great Hotel Rate - $115 per night

Who Should Attend

Lawn and Landscape Company Owners/Presidents
Vice Presidents/General and Division Managers
Supervisors/Foreman

Sales Managers

Industry Consultants

Call 800/456-0707 To Register
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oa. Call 800/456-07

Educational Schedule-At-A-Glance BT SATTIZE |

SUNDAY, FEBRUARY 13 = 1:00-4:00 PM
Attendee Networking Lounge
Sponsored by Woods Equipment

1:00 - 4:00 PM Registration Desk
Autendee Networking Lounge = 2:00 -4:00 PM

2:00 - 4:00 PM Pre-Conference Workshops Pre-Conference Workshops
Managing a Multi-Cultural Workforce (Jemnifer Thomas) |
All You Need to Know About Computers and the Web (B:ll Cox) M’m A Muli-Culturad Worldoree

5:00 - 6:30 PM Opening Session |
Cacrus Rolling: Taking Stress Our of the Workplace
(Dr. Stephen Douglas)

6:30 - 8:00 PM School of Management Welcome Reception

This information-filled session will help managers develop the requisite skills
necessary to effectively manage a multi-cultural workforce. After this session
you'll have a better understanding of what motivates Hispanic/Latino work-
ers, learn steps to better communication and expand your knowledge of the I
cultural values of Hispanic/Latino workers. !
MONDAY, FEBRUARY 14 Jennifer Thomas, Spanish Training Services, Evanston, Ill.

All You Need to Know About Computers and the Web

7:00 AM Recististion Desk Have questions on how to upgrade your computer system to keep pace with |
: ; : >
7:00 AM (‘Zgn(incmal Breakfast your rapidly growing operations? Want to know the best way to put your
7:30 - 8:45 AM !irukf”‘ Workshop company on the Internet and design a web site that meets your marketing
: : : )

Strategic Planning: Part 1 (Jim Huston) needs? Want to expand your service offerings and customer base through e-
- on - o ...» ~ % ’ N

. % commerce? If the answer is yes then join us for this in-depth workshop. You'll l

9:00 - 10:25 AM  General Session » ) : ¥ P

take home the information you need to upgrade your company’s computer |

Managing Growth Effectively (Craig Ruppert and Chris Davits)

25 ~ 10: systems and web site.
:g‘:: 5 :g:z mn (!?:)’::::::‘E?i::kmional st Bill Cox, Lawn & Landscape magazine, Cleveland, Ohio

M1 10 Ways to Succeed at Customer Service (Lloyd Smigel) FPonsbred Oy e e
M2 Open Book Management (Phil Fogarty)

M3 New Profit Opportunities (Roger Braswell) = 5:00 - 6:30 PM ‘
M4 Motivating Employees: A Different Approach (Bill Hoopes) Opening Keynote Session .
12:00 - 1:15 PM  Contractor Roundrable Lunch

1:30 - 2:45 PM Concurrent Educational Sessions Cactus Rolling: Taking Stress Out of the
M5 Leadership Principles (Bill Hoapes) Workplace
M6 Repeat M2 (Phil Fogarty) Dr. Stephen Douglas
M7 Designing an Operations Blueprint (Jack Martingly)
M8 Repeat M3 (Roger Braswell) $?
2:45 - 3:05 PM R R TR ;fnd how you handle stress is important to you, your Dr.
3:05 - 5:30 PM Ganeril Sssaion family, your employees and your company. Hear inter- Douglas

All You Need To Know About Estimating and Bidding nationally rccognl.ch psych‘uluglcal and urgumuugml . '
(Jerry Gazsa) development specialist Dr. Stephen Douglas share his unique view on how to

SIS - ; manage stress in the workplace. This is not your typical clinical presentation
5:30 - 6:30 PM Networking Cocktail Reception 8 P ? P P

Stress. It is an issue everyone deals with on a daily basis

with a laundry list of recommendations on stress management but instead one
highlighted by humor and sharing real-life situations. Dr. Douglas will keep

DAY, FEBR 1 you laughing and learning throughout the program.
FERSONY; SERRIMRY 15 Sponsored By Kawasaki

7:00 AM Registration Desk n 6:30 - 8:00 PM

7:00 AM Continental Breakfast School of Management Welcome Reception
7:30 - 8:45 AM Breakfast Workshop Sponsored by Aquascape Designs
Strategic Planning: Parc I (Jim Huston)
:00 - 10:30 AM General Session
Strategies for Increasing Your Profitabilicy (David Minor)
10:30 - 10:45 AM  Refreshment Break
10:45 - 12:00 noon Concurrent Educational Sessions = 7:00 - 8:00 AM
T1 Benchmarking Your Performance (Judy Guido) Continental Breakfast
T2 Valuing Your Business (Ed Wandtke) Sponsored by Snapper
T3 Organizing Maintenance Crews (Tony Bass)
12:00 - 1:15 PM  Contractor Roundtable Lunch
1:30 - 2:45 PM Concurrent Educational Sessions = 7:30 - 8:45 AM
T4 Stand Alone or Franchise: What To Do? (Ed Wandtke) Breakfast Workshop ¥
TS5 Maximizing Margins (Dick Bare) £ > Z
T6 Managing Equiprgncm Smardy (Mike Rorie) A Guide fo 5'“*39‘ m Part| /
2:45 - 3:05 PM Refreshment Break Jim Huslon
3:05 - 4:20 PM Concurrent Educational Sessions Smith Huston, Inc.

T7 Employee Incentive Programs (Rick Upchurch & Sk e A : .
David St. Jobn) Successfully arriving where you want to go as an organi-  Jim Huston

MONDAY, FEBRUARY 14 : -

T8 Marketing Principles for Your Business (Zony Bass) zation and how you get there is dependent upon design-
T9 Repeat M7 (Jack Mattingly) - ing and implementing the proper strategic plan. This comprehensive two-
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To Register!

part session will put you to work with noted management consultant and author Jim
Huston in developing a strategic plan for your company. Huston will help you analyze the
various aspects of your operation and incorporate that information into a dynamic
strategic action plan. After attending this two-part session you'll have the skills to:

- Prepare and write an effective strategic plan for your company.

- Learn how to involve your management team and employees in the planning process.
- Work with your management staff to implement your strategic plan as a vital and
dynamic tool.

- Analyze your company's structure and identify strength and weakness areas.
- Organize your company structure for maximum efficiency and future growth.

= 9:00-10:25 AM

Morning General Session

Managing Growth
Effectively

Craig Ruppert & Chris Davitt
Ruppert Nurseries

Your company is growing. Your revenue is rising and your account base continues to
expand. You've added more employees and you've purchased new, better equipment.
Sound like a perfect situation? On the surface yes, butif you dig deeper you'll discover you
may have problems. You've added to your overhead significanty with additional employ-
ces, equipment and related costs, and you've changed the makeup of your company. And
because of your success you have become more visible and the competition is nipping ar
your heels even more. How do you manage this growth process? If you want that answer
then this session is for you. Hear from industry veterans Craig Ruppert and Chris Davire
who've been there and lived it. They'll share concepts on how to manage your company’s
growth cffectively so it keeps in step with your overall plan and marker conditions.

Sponsored by Toro

= 10:45 AM - 12:00 noon

Concurrent Sessions

M1 10 Ways To Succeed at Customer Service

Bringing a group of new customers through the front door is good. Letting the same
number get out the back door because your follow-up was poor or you didn’t deliver what
was promised in the contract is bad. And, typically, the difference between a satisfied and
dissatisfied customer is a pleasant phone call or quick response to a problem. Learn 10
practical strategies that you can take home and implement in your company that will make
your customer service efforts shine.

Speaker: Lloyd Smigel, Care Management Consultants, Oceanside,
Calif.

M2 Open Book Management

There is never such a thing as too much information. Today companies of all sizes are
taking an “open book" approach to management and sharing additional business related
and financial information with employees. Learn how to use the “open book” style of
management and make it a useful educational and motivational tool for employees.

Speaker: Phil Fogarty, JP Horizons, Painesville, Ohio

M3 Creating New Business Opportunities

One of the biggest challenges facing lawn and landscape contractors today is finding new
markets for their services. This valuable session that will show you creative, innovative
methods to unearth new business opportunities and turn previously unknown accounts
into profitable, long-term customers for your company.

Speaker: Roger Braswell, TruGreen LandCare, Memphis, Tenn.

Mma Motivating Employees: A Different Approach

Managing and motivating employees is a challenging task for managers in the lawn and
landscape contracting industry. How do you raise the level of service your employees
provide customers and have them enthusiastically buy into your company goals? Learn
how to share the keys to motivating employees and getting them to work as team.

Speaker: Bill Hoopes, Scotts Lawn Service, Marysville, Ohio

m 12:00 noon~- 1:15 PM

Contractor Roundtable Lunch

= 1:30 - 2:45 PM

Concurrent Sessions

M5 Leadership Principles

It all starts at the top. Every company needs an effective leader to
guide it on the road to success. In this informative session you'll
analyze various styles of leadership that have been successfully used
to drive companies to reach the next level. Identify whatstyle is best
suited to your strengths as a leader and how you can maximize your
talents to be a more effective, knowledgeable and valuable manager.
Speaker: Bill Hoopes, Scotts Lawn Service,
Marysville, Ohio

Mé Open Book Management (repeat ses-
sion)
For session description see Session M2

M7 Designing an Operations Blueprint

Learn how to properly analyze your company’s operational struc-
ture and spot areas where waste and duplicity commonly occur.
From route scheduling and sales follow-up procedures to equip-
mentand product inventory, keeping an eye to the vital elements of
your company’s day-to-day operations is essential to building a well
run and profitable organization.

Speaker: Jack Mattingly, Mattingly & Associates,
Woodstock, Ga.

Mms8 Creating New Business Opportunities
(repeat session)

For session description see Session M3

= 3:05-5:30 PM

Afternoon General Session

All You Need To Know About
Bidding and Estimating

Jerry Gaeta
Vander Kooi & Associates

Proper estimating and bidding is at the core of

every landscape contractor’s business operation. If you do it prop-
erly you end up with a satisfied chain of individuals — customers,
employees and suppliers. If you do it wrong the results can create
problems up and down that chain and cost your company moncy
and customers. To secure better control over the bidding and
estimating process we've brought in Jerry Gaeta from Vander Kooi
& Associates to share with the formula for successful bidding and
estimating based on the widely used and respected “Vander Kooi
System.” This in-depth session is one you will not want to miss and
will cover:

- Four Things A Good Pricing System Does For A Company

- Labor Costing

- Equipment Costing

- Handling The Labor Burden

- Overhead Allocation

- Generating Profit
Sponsored by Shindaiwa

= 5:30-6:30 PM

Networking Cocktail Reception




TUESDAY, FEBRUARY 15 T

= 7:00 - 8:00 AM
Continental Breakfast
Sponsored by Great Dane Power Equipment

m 7:30 - 8:45 AM
Breakfast Workshop

A Guide to Strategic Planning: Part Il
Jim Huston
Smith Huston, Inc.

Continuation of Monday Session. For a complete session description see the Monday
session listing.

= 9:00 - 10:30 AM

General Session
Strategies for Increasing Your Profitability
David Minor

In today’s bottom line oriented economy many businesses focus their
efforts on making the balance sheet as attracrive as possible. However
it takes more than a sharp pencil to make your balance sheet a true
representation of your company's financial standing. It requires an & E
analysis of how you run your company on a daily basis and the David Minor
willingness to be flexible when necessary and the strength to hold the

line when you have to. In this informartive session join one of the industry’s most
successful entrepreneurs, David Minor, as he shares strategies thar will allow you to
increase your company’s profitability while maincaining high quality service. Learn how
to look at key areas of your operation and position them and your company to succeed.

Sponsored by Echo
= 10:45 AM - 12:00 noon

Concurrent Sessions

T1 Benchmarking Your Performance

How do you currently measure your company’s performance? How do you measure
your competition’s performance? Securing the answers to those questions is important
if you want to see your company grow. Find out the steps involved in benchmarking your
company's performance and that of your competition. Learn how to interpret and use
the information collected to help your company grow.

Speaker: Judy Guido, TruGreen LandCare, Memphis, Tenn.

T2 Valuing Your Business

What is your business worth? That is a question every small business owner asks from
time to time. Knowing that information is important not only if you are considering
selling your business or acquiring another company, but also when you are applying for
a loan to expand your business. Learn how to accurately determine the value of your
business and Eut your company in the best financial position possible.

Speaker: £d Wandike, Wandtke & Associates, Columbus, Ohio

T3 Organizing Maintenance Crews

Properly organizing your company's maintenance crews is a major component in setting
up a successful operational structure. In this informative session you'll learn how to
determine the size and makeup of the crew, learn tips for improved scheduling and how
to maximize the labor time of your crews with an eye to the bottom line.

Speaker: Tony Bass, Bass Custom Landscapes, Bonaire, Ga.

= 12:00-1:15PM
Contractor Roundtable Lunch
Sponsored by AgrEvo

School of Management Sponsor Partners
D Agrtvo crEaTgpane Hunfer

UECHDO © Husqvarna

= 1:30-2:45 PM

Concurrent Sessions

T4 Stand Alone or Franchise: What to Do?

Are you trying to decide if going it on your own is worth it? Is being part
of a franchise organization the better route? Hear the pros and cons of
being on your own or being part of a franchise operation. See where your
company would benefit most and how to go about making this important
decision.

Speaker: £Ed Wandtke, Wandtke & Associates, Colum-
bus, Ohio

T5 Maximizing Margins

Improving your company’s balance sheet takes more than juggling the
numbers at the end of the month. It takes close examination at the
operational and financial derails in all areas of your business. From
employee salaries and benefits to equipment and product expenses, all
these items impact your margins. Learn how to prioritize your expenses,
identify areas where the belt can be tightened and improve your profits.

Speaker: Dick Bare, Arbor-Nomics, Norcross, Ga.

T6 Managing Equipment Smartly

Equipment is the lifeblood of the landscape contractor ~ without the
proper tools not much gets done. Managing equipment inventory and
usage wisely is a key component to a company's productivity and
profitability. Discover how to maximize efficient use of equipment to
minimize unnecessary labor costs and related expenditures.

Speaker: Mike Rorie, Groundmasters, Cincinnati, Ohio

= 3:05-4:20 PM

Concurrent Sessions

17 Employee Incentive Programs

In today's competitive job market where unemployment is low and the
demand for skilled workers high, keeping good employees is a challenge.
Discover strategies for developing unique and attractive employee incen-
tive plans that will help keep your employees onboard longer and boost
profits.

Speaker: Rick Upchurch, Nature Scapes, Lilburn, Ga.,
& Dave St. John, GreenSearch, Atlanta, Ga.

T8 Marketing Principles for Your Business

From cable television to personalized direct mail pieces, contractors are
flexing their marketing muscle more readily than in years past. You'll
review key points on how to “target” market your services to specific
customer groups and receive a bigger bang for your marketing dollar.
Speaker: Tony Bass, Bass Custom Landscapes,
Bonaire, Ga.

9 Designing an Operations Blueprint (repeat
session)
For session description see session M7.

Speaker: Jack Mattingly, Mattingly & Associates,
Woodstock, Ga.
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Hotel Information

A block of rooms has been reserved for
School of Management attendees at
the Dallas Marriott Quorum. Locared
in the heart of lively north Dallas, the
Marriotr is surrounded by numerous
restaurants and is a free five-minute

shuttle ride to the world famous Gal-

Discount Travel Information

School of Management has arranged for special dis-
count airfare on American Airlines, the official airline

of the School of Management. To take advantage of the

discount rates, please contact the School of

Management’s Travel Coordinator Robin Stancik at
800/209-3218 between the hours of 8:30 AM and 6:00

Confirmations

All registrations postmarked by
January 28, 2000 will be acknowl-
edged by mail. Registrations received

after that date should be picked up

PM Eastern. Her e-mail address is robinstan@aol.com. at the School of Management Reg-

leria Mall. Attendees should make their

istration Desk at the Dallas Marriott

reservations directly with the hotel on Quorum starting Sunday, February

or before January 24, 2000 to receive 13, 2000 at 1:00 p.m.

the special conference room rate of

$115 per night (single/double). Please

Airport Transportation

The Dallas Marriott Quorum is located off the Dallas Tollway North approximately 20 minutes from
Dallas Fort Worth International Airport and 15 minutes to Dallas Love Field. Super Shuttle service
is available from both airports. From Dallas Forth Worth International it is $19 one-way per person
and $6 for each additional person. From Love Field it is $12 one-way. Prices are subject to change

ask for the School of Management
Conference rate. For reservations call
the Dallas Marriott Quorum at 972/
661-2800.

without notice.

Cancellation/Substitution/Refund Policy

All cancellations must be made in writing. A full refund will be accepred if postmarked by January 28, 2000. Those received seven
to 14 days before the conference are subject to a $50 cancellation fee. No refund less than seven days before conference. Advancement
payment is required for the golf tournamentand no cancellations after February 4, 2000. No on-site refunds. Attendees can notify Lawn
& Landscape at any time that another individual will attend the conference or social events in their place.

Conference Special Events

Lafm & Landscape Tournament
of Champions Golf Outing

Sunday, February 13 w 8:00 AM

5‘0 (Includes greens fees, cart,
ch, prizes and transportation)

Spﬂﬂamomnswwsolﬁkﬂlm the 2" Annual informative and well-organized. The speakers really knew |
&L Tournament of Champions Golf |

ng. The tournament format is a scramble with the
wmmngmukmghomespmzltrophxcs Cost for the
onnngxs$80andmdudsgreensfecs cart rental,
practice balls, lunch, prizes and transportation to and
from the course. Advance registration and payment is
required. Registration deadline is February 3, 2000.

Why I Come To The School
of Management...

“The School of Management Conference was extremely

‘their stuff’ and the topics timely. My partner and I learned

some fresh ideas that will certainly help our business grow.”

Susan Wright
Let Us Lawn & Garden Care
Highland, Maryland

Let Go...
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school of management

Registration Form

Dallas Marmiott Quorum

13-15, 2000

(Please print or type. Form may be photocopied for additional registrants; one form per person) Dallas Texas

First Name Last Name

Name As It Will Appear On Badge

Title Company

Address

City State Zip Code
Phone

E-mail Address

Payment Information

___ Check Enclosed (payable to School of Management)
___BillMy: ___VISA __ MasterCard ___ American Express ___ Discover

Card Number Expiration Date

Billing Address

Name On Card

Signature

Please Note: Registrations will NOT be processed until payment information is received. All faxed and phone
tions MUST include credit card information. Check must be drawn in U.S. dollars and drawn from a U.S. Bank. There
will be a $25 fee for returned checks.

Registration Information

Number Total
Full Conference Registration ........c...ccocoeevecinriniciunsnnnnns $195 =
(Includes all educational sessions, conference materials,
receptions, lunches, breakfasts, refreshment breaks)
Group Conference Registration $165 =
(Three or more from same company)
One-Day Registration $105 =
Tournament of Champions Golf Outing ..........cccccvevineee $80 =
TOTAL

By Mail: Complete form and mail, with payment, to School of Management,
4012 Bridge Ave., Cleveland, OH 44113

By Fax: Complete form and fax, with credit card information, to 216/961-0364

By Phone: Call 800/456-0707

School of
Management
Registration
Check List

» Completed
Registration Form

# Included Method
of Payment

# Made Hotel
Reservation at
Dallas Marriott
Quorum

v Called for Discount
Travel Information

¥ Told a Friend To
Register For School
of Management

For Office Use Only

Date Received

Registration#

Payment Type

Amount
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(contimued from page 138)

ing up the payment into thirds to hang onto
some of that money for other business pur-
poses,” Baker explained. “Theft is our pri-
mary concern when we order products this
early, but our supply is kept under lock and
key and is insured for fire.”

While most people recommend buying
products not too far in advance, Carowitz
said there are advantages to planning ahead.

“Having the product on hand can allow
the contractor to respond to unexpected
changes mid-way through a project,”
Carowitz said. “Spending one hour to drive
to pick up two 50-cent fittings is a waste of a
contractor’s valuable time.”

Whetheracontractorbuysirrigation prod-
ucts in advance or on a job-by-job basis for
immediate use, Mark Painter, salesman, Toro
Irrigation, Riverside, Calif., said inevery case,
contractors should be able to organize their
workload two weeks in advance and order
all of the main items for those jobs.

“Unfortunately, most contractors order
products day-by-day, wasting precious
working hours in supplier shops,” Painter
lamented. “Many distributors will allow spe-
cial pricing on large orders that would repre-
sent two to three months of main item pur-
chases in the spring. Overall savings can
amount to an additional 5 to 15 percent dis-
countand possibly adelayed payment. These
typesof deals canbe beneficial to good money
managers who plan ahead.”

JOB COST. Some contractors factor the
time spent purchasing irrigation products
into their job costs.

Schepers and Harrigan spend only one
hour per week ordering irrigation products,
which is almost too minimal an amount of
time to factor into a job’s cost, while Painter
said one-third of the overall cost of a job
should be attributed to material costs.

“The material cost for irrigation product
purchasing is about 30 percent for us, which
means if a job was $1,000, $300 of that would
be for the project materials,” Baker said.

Day and Carowitz said that contractors
and their jobs vary so greatly that an average
percentage couldn’t even be established as a
portion of job cost, but Day recommended an
alternative way to make up for some of those
costs and grow profit.

“It's what I call the $250 rule,” explained
Day. “Every time you're about to give Mrs.

LAwN & LANDSCAPE

Jones a price for putting in an irrigation
system, take a deep breath and add $250 to
the price. If you don’t get the job, there’s
probably something you didn’t do right in
the sales process. Today, people are making
a significant investment in irrigation sys-
tems. If you can get an extra $250 on just 20
projects this year, that's an extra $5,000 profit.

" lrrigation Systems _

If you're scared to ask for $250 more, ask for
$25 the first time and add $50 on the next job.
Adding justa little bit to your costs can affect
your bottom line and will eventually make
up for time spent purchasing products.”

The author is Assistant Editor of Lawn & Land-
scape magazine.

Garden Retailers
* Sold Worldwide

Labor and Freight

I BRIC-EDG™
PAVER RESTRAINT‘

BRIC-EDG
makes paver
work easier.
It can be

installed

outside or
under the

pavers.
**71/,' or 15' Lengths

*» Steel Stakes Included
*Can ship UPS

E-Mail: olyola@aol.com

LANDSCAPE

NO SALES TO
CHAINSTORES

(Mass Merchandisers)

Our Edgings are only sold
through the Professional
Landscape Industry and
Independent Nursery/

* Low Profile or Round Tops
* 8 Styles to Choose From
» Safe Poly or Vinyl Material
* 100% Guarantee Covers

NO CUTTING
OR SNIPPING
NEEDED TO

N // e

SALES INC.

1-800-EDGINGS (334-4647)
1-888-334-4647 in U.S. and Canada

Website: www.olyola.com
124 E. ST. CHARLES ROAD « VILLA PARK, IL 60181 = (630) 833-3033 » FAX: (630) 833-0816

Call for

your nearest
Distributor or
Samples.

Visit us at the GIE Show, Booth #129
USE READER SERVICE #101
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by Kate Eidam

Improved formulating
technology now provides

contractors with more

granular herbicide

options.

Asthedemand for the construction of single-family homes, corporate campuses and golf courses
increases, so does the need for quality lawn care and landscaping. And one of the biggest
challenges facing these industries is the need for effective weed control.

New, unique herbicide formulations have been introduced that, when combined with
fertilizer products, offer contractors the ability to fertilize turf and control broadleaf weeds
regardless of turf conditions, thereby saving them application time.

= — SPRAYABLE VS. GRANULAR. The debate be-
tween granular and sprayable herbicides has a long
history. For more than 20

years, professionals have 1
had to use a liquid herbi-
cide to effectively control
broadleaf weeds. Compa-
nies have certainly tried
granularapplications, but |
all too often found that :
they were unable to ob-

tain acceptable weed con-
trol. Many commonly used

weed control components
work well as a sprayable
solution but not very well l
as a granular application.
Bob Andrews, presi-
dent of Carmel, Indiana-
based Greenskeeper, Inc.,
explained that he has tried a vari-
ety of granular herbicides over the years.
“With granular products, I always seem
to encounter two primary problems: the granular
products require the turf to be wet, and they usually

e I

The debate between the assets of gramular vs. sprayable pesticides has continued
for years without any clear winner. Photo: L&L Staff

www.lawnandlandscape.com LAwN & LANDSCAPE
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don’t meet my control requirements,”
Andrews elaborated. “If the turf wasn't wet
enough, the granules fell off and were use-
less, and if the turf was dry, forget about it.
But, for some applications, we had to use a
granular herbicide since using a sprayable
product was either difficult or impossible.”

Most of the granular herbicide products
onthemarketcould only be absorbed through
the weed’s foliage, which is why the labels
normally recommended watering the turf
prior to application. Granules that fell off of
the foliage provided less control.

So many companies have tended to use
sprayable products even in applications
where a granular herbicide may have been
better suited.

NEW TECHNOLOGY. Herbicide/ fertil-
izer compounds have been tested at a num-
ber of universities, including Mississippi
State University, lowa State University,
Clemson University and The Ohio State Uni-
versity. The compounds tested were both
shoot-and root-active, and the results showed
increased efficacy on weeds on both wet and
dry turf. Tests also showed that the perfor-
mance with granular herbicide-based fertil-
izers was as effective, if not better in some
instances, as that with sprayable compounds.

Andrews began using one of the prod-
ucts and has been happy with the results.
One of the jobs that his company has used
them on is a 4-mile, city-owned boulevard
that is inaccessible by spray truck.

“The road is long and narrow, and the
granular product has given us as much con-
trolasasprayableone would have,” Andrews
explained.

Andrews said that his decision to use a
granularoverasprayableapplicationisbased
on customer request and application needs.

“Our customers are interested in one
thing: results,” Andrews explained. “They
aren’t concerned with what product we use
to get those results. I've encountered a num-
ber of instances where a granular was the
most efficient and cost-effective option.”

Joe Zelinko, sports turf manager of Or-
egon, Ohio-based Athletic Field Services,
called new granularherbicide/ fertilizer com-
binations a technological breakthrough.

“A lot of hype has surrounded other
granular products that guaranteed results,
and [ was disappointed with their weed con-

LAawN & LANDSCAPE

trol everytime. But these newest formula-
tions have given me some quality results,”
Zelinko added.

FORMULATOR’S THOUGHTS. A num-
ber of formulators have recognized
contractors’s need for these products and are
adding theuniquely formulated granular weed-

and-feed products to their fertilizer lines.

Doug Masters, national sales manager
for the professional products division, The
Anderson’s, Maumee, Ohio, explained the
benefits that carrying this type of product
brings to his customers.

“Many customers were looking for an
alternative to a sprayable weed control be-

How productive is a = <
2-man crew per hour? W

TRADITIONAL
About 2 cu. yd. per hour More

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
than 15 cu. yd. per hour

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

Bark Blower . »>»

—
ABEANOSRIOT ML CH FREADNG

FiNN

CORPORATION
Innovative equipment

enhancing the world's landscape

1-800-543-7166

Visit us at the GIE Show, Booth #854
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cause of application requirements. An effec-
tive granular weed control option mixed with
a fertilizer was the answer,” Masters stated
“Carrying this type of product offers our
customers alternatives - letting them meet
their customers’ demands,” Masters added.
Howard Johnson’s Enterprises, Milwau-
kee, Wis., is another formulator distributing
granular weed control fertilizers, which are
customized depending on the geographic
location where the product is being sold.
“For years, professionals have tried dif-
ferent granular-based products that had to
be used on wet turf with less-than-stellar
results. For lawn care companies and land-
scape firms, the pertormance of their prod-
ucts is what keeps them in business. They
can’t afford a lot of callbacks or cancella-
tions,” added Joe Ernst, commercial sales
manager for Howard Johnson’s Enterprises.
Masters also feels that lawn and land-
scape professionals are having a harder time

believing that a granular application will be

as effective as a liquid application.

“With these segments of the market, get-
ting contractors to use granular products is
a matter of battling stereotypes and educat-
ing them on the benefits these products offer
them and their customers,” Masters com-
mented. “Many contractors tried other
granular products that only work on wet
turf, and often those products didn’t meet
their weed control requirements.”

“Lawn and landscape professionals are
used to a contact weed control productand are
often suspicious of a granular-based product,
which, in the past, hasn’t given acceptable
control,” Ernstagreed. “But the latest granu-
lar weed-and-feed fertilizer that we, and
other distributors, are carrying offers out-
standing weed control on wet or dry turf.”

Now turf care suppliers are working to
educate contractors about the benefits of the
granular weed control-based fertilizers.

Greg Richards, senior product manager
for LESCO, Rocky River, Ohio, explained

Ramrod and

Ramvrod Equipment has a special

designed especially for your needs

and requirements

Ramrod has over

to haul, Iift, dig, trench, or drag

The Ramrod Mini-Skid is a
for your business.

RAMROD

msmnsmn@i”

increase your
productivity of all your landscaping jobs

some of the benefits of these products.

‘The advanced formulation technology of
these fertilizer/herbicide combinations offers
contractors results almost equal to sprayable
applications,” Richards explained. “Many
contractors don’t realize that the granular-
based products don’t harm trees or shrubs,
but they do offer excellent results for broad-
leaf weed control with active ingredients that
are absorbed by a weed’s foliage and roots.”

“Even though the initial cost of liquid
products might be higher, in the long run
contractors can save time and money by be-
ing able to effectively control weeds and
fertilize the turf concurrently regardless of its
condition,” Ernst summarized.

“In the last two years, a lot of testing has
taken place on a variety of herbicide/ fertil-
izer compound combinations,” added Curtis
Clark, marketing manager for Riverdale
Chemical Co., Glenwood, Ill. “As a result, a
number of granular-based combinations that

(continued on page 177)

The Ramrod Taskmaster Series h many
standard such as safe-load
self-leveling arms, louvered front panel to
shield engine components, and protective side
panels for operator safety.

The many uses of the Taskmaster Series are
limited only by the users’ imagination. The
Ramrod Mini-Skid 1s truly
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SNOWPLOW OWNERS
FREE PARTS CATALOG!

Discounted parts for all major brands

G ET D N Ll N E of Snowplows and Salt Spreaders
Or Get Left Behind P - it

awn & Landscape Online attracts thousands of visitors monthly,
with its Only Online articles, back issue searches and bulletin
boards, which equates to a growing and interactive audience
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information for contractors and more morketing opportuni V-Box Spreaders $2895.00
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representative at 800/456-0707.

CALL NOW 1o Reserve your FREE
copy of our 99/00 Parts Catalog

WWW.'CIWII(I “dla IIdS“I pe.¢0m Central Parts Warehouse
1-800-761-1700

USE READER SERVICE #104

"Since I added a HS-SOO—E my business
has grown from $1100 per week
to 511, 000

You can be o "The equipment paid
Hydro Seseeding T - R Ty e foritselfin the first
| St s ALY ‘ol fow ks an T
J k ! - f Turf® is simple to run.
SQEIMQQ £ | , I even sent my wife
I with our HS-300E. — . : to run it."
Bob Jerszyk, Millbury, MA

Review our
entire line of
Hydro Seeding
equipment by
visiting the most
informative
Hydro Seeding

e The Hydro Seeding Experis
1500 First Ave., Beaver Falls, PA 15010
1-800-822-3437

» \1 sit us at tlu (yll Sho\\ Booth #590 & 592

USE READER SERVICE #105 149



http://www.tu

1k
by Rick Upchurch and Dave St. John

One contractor shares
the details of the
compensation plan he
implemented to further

motivate employees

and boost profits.

> e S A 0 Nature Scapes, an Atlanta, Ga.-based commercial

i - 4 g maintenance and installation company, is a very

Y’ successful organization. Its owner and founder,
Rick Upchurch, has guided the company through

B : 16 years of growth and change.

e h : 5 Last year, however, as he thought about the

L 5 full potential the company possessed vs. the suc-
cess it had already achieved, he felt he could do
even better. What was needed, he reasoned, was a
“tweak,” something that would help focus the
management team, allow them to share in the
results of their labors and do this without signifi-
cantly increasing his fixed salary costs.

The “tweak” he was looking for came to him
during a meeting he had with GreenSearch, an
Atlanta-based management search and human

'S resource consulting firm. They helped him devise
and implement a management incentive plan de-
signed to help him achieve these objectives.

“We were experiencing steady growth with
eroding profits,” said Upchurch. “The company
wasoutgrowingits current managementstyleand
we needed a tool to help us reach the next level.”

Indeed, there was nothing broken at Nature
Scapes. It is a solid, viable business with healthy
key indicators and performance results, a strong
market niche, good financial information systems

LAwN & LANDSCAPE



and experienced, competent
people.

“For years, | tried to give
my managers a real sense of
responsibility for the business,
and they kept giving it right
back to me,” reflected

Annual Revenues

Incentive Plan Implementation

e $3.5 million

Upchurch.
The decision toimplement
an incentive plan prompted a

Business structure (by division)

* Maintenance (Mainly commercial)
* Landscape Installation
¢ Annual Color (A recently developed division)

major review, discussion and
identification of the “key re-

Total employees

* +75

sults areas” in the business.
Many of these areas were al-
ready embedded in the bud-
get and profit-and-loss state-
ments that the company’s ac-
counting manager prepared

Number of key managers/decision
makers by division and position

* Maintenance (4)

* Landscape/Installation (2)

¢ Annual Color (1)

* Equipment/vehicle/small tools/shop(1)
* Accounting (1)

each month.
One of the reasons the

Industry awards and recognition

* Atlanta Business Chronicle’s List of Atlanta’s Top
25 Commercial Landscape Companies

managers in Nature Scapes
kept giving responsibility
back, as Upchurch described

Annual growth rate

e 22 percent

it, was because the results the
company needed to achieve
had never been identified, established and
aligned with those managers whose deci-
sions had the greatestimpact on their accom-
plishment.

When the analysis was completed, the
key resultsareas of the business around which
the incentive plan would be structured were

5 \0.)
&

defined as:

¢ Company revenue

¢ Cost of sales
¢ Labor costs

¢ Company gross profit

¢ Other costs (defined as vehicle,

small tools and shop costs)

Maintenance
Managers

Key Results
Areas

Installation
Managers

Annual Color
Manager

The identification of these key results
areas was followed by a discussion of how
all of the plan participants could be linked
together and rewarded for both their divi-
sion/department results as well as the over-
all company’s results. This exercise produced
the linkages among the key results for which

éom ensation Plan

Accounting
Manager

Equipment Mainte-
nance Manager

Revenue Growth Company Revenue

Company Revenue

Company Revenue Company Revenuve

Company Revenue

Maintenance Installation Annual Color
Division Division Revenue
Expense Company Cost Company Cost Company Cost Company Cost Equirment/Vehicle/
Control of Sales % of Sales % of Sales % of Sales % Small Tools Costs %
Maintenance Installation
Labor Costs % Labor Costs %
Profitability Company Company Company Company Company
Improvement Gross Profit Gross Profit Gross Profit Gross Profit Gross Profit

Maintenance
Division Gross Profit

Installation
Division Gross Profit

LAWN & LANDSCAPE
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each of the plan participants was to be held
accountable.

The chart (on page 41) demonstrates sev-
eral important principles upon which this
plan is built:

* All managers are linked in terms of the
company’s revenue growth, cost of sales and
gross profit.

* Each division manager has account-
abilities for the revenue improvement, labor
cost percentage and gross profit of his/her
division.

* The design of the plan and the way it
will provide the greatest financial rewards
for its participants require the managers to
work together and have a vested interest in
each division’s performance.

* Since each manager has a different level
of direct control over the elements in each
key result area, formulas were developed
using weighted percentages for each result
areaand each manager. These weighted per-

centages were higher in cases in which the

manager had a higher degree of direct con-
trol over the result and lower in those areas
in which he/she had only limited influence
over the desired result. A good example of
this would be the fact that a division man-
ager might have less control over company
revenue growth, butmore direct control over
the revenue growth of his/her division. In
this example, the weighted percentage as-
signed company revenue would be lower
than the weighted percentage assigned for
division revenue.

* Weighted percentages are important
elements in the development of the formu-
las by which each participant’s incentive
award is determined.

* The common thread throughout this
plan is that no participant “wins” unless
thereis realimprovementin the overall com-
pany results.

This incentive plan requires regular and
accurate communication withiits participants
regarding how the business is doing.

Upchurch handles this requirement by sched-
uling a one-hour meeting with his operations
managers on the last Thursday of each month.
No plan participant misses this meeting.
During this session, the company’s account-
ing manager passes out the month and year-
to-date results for each of the key result areas
included in the plan.

This information is organized into the fol-
lowing categories:

¢ Current period

* Current budget

* Monthly budget variance

* Year-to-date results

* Budget year-to-date

* Year-to-date variance

The meeting participants, most of whom
have no formal financial backgrounds, exam-
ine this information and candidly discuss
what must be done to correct unfavorable
trends. They work as a team because they all
have the same information available to them.
The managers also hold informal meetings

Black Diamond
Lawn Edging & Accessories

3

But we don't stop there.Valley View manufactures
a complete line of landscape edging systems and

Of WhatYou'll Need.

Valley View manufactures Black Diamond® — the proven
leader in landscape edgings.

OLDHAM

CHEMICALS COMPANY, INC.

OVER 30 YEARS OF RELIABILITY

200 GALLON LAWN RIG

* 200 GALLON OLDHAM TANK WITH BAFFLE.

accessories. Ve have the product you're looking for
at a price you'll like. Ask for our free catalog.

A full line of quality products
fully guaranteed.
That's Valley View — that's 100%.

-
R

4
Valley View

Toll Free 800-323-9369 International 708-597-0885

www.valleyviewind.com
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+ HYPRO D30 TWIN DIAPHRAGM PUMP.
* 5.5 HP HONDA ENGINE.
* HANNAY ELECTRIC REEL WITH 300" 1/2"” HOSE.

INSECTICIDES * FUNGICIDES « HERBICIDES
SAFETY EQUIPMENT « SPRAY RIGS AND ACCESSORIES

1-800 888-5502

PO BOX 18358
3701 NEW GETWELL ROAD
MEMPHIS, TN 38118
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evising compensation plans that work is a

challenge for many businesses, but it is an
increasingly important challenge in today's labor market.
To address this topic, Lawn & Landscape is bringing the
authors of this article to the Lawn & Landscape School of
Management, Feb. 13-15, 2000, in Dallas, Texas. For
information on other scheduled presentations, call Maria

Miller at 800/456-0707 or check out www.lawnschool.com.

on their own during the weeks prior to their
next monthly operations meeting.

They are able to calculate their potential
incentive earnings from previously supplied
formulas. All of a sudden, how the company

willend the yearis very
important because par-
ticipant  incentive
awards are based upon
the company’s annual
performance and are
not paid out until those
numbers havebeen cal-
culated attheend of the
year.

Has all this been
worth it? Have there
been any improve-
ments since the intro-
duction of this manage-
ment tool?

“My managers an-
ticipate and plan more
than they ever used to,” stated Upchurch.
“We've moved away from managing an in-
ternal job costing model requiring tons of
data for every project and moved toward
managing the bigger picture. We track per-

Compensation Programs

centages more closely now, which are key
indicators that our costs may be out of line.”

After one full year in place, the plan has
helped generate almost a quarter of a million
dollars in incremental revenue with an ac-
companying improvement in gross profit.

The management team has a more acute
appreciation of all of the components of a
successful business and is busy at work im-
proving them as a team.

A new irrigation division has recently
been added and construction is underway
foranew 18,000-square-foot facility that will
putall company offices, equipment and stor-
age space under one roof.

Upchurch has already begun a project to
design a plan like this for his foremen, many
of whom are Hispanic and have never been
exposed to this method of earning additional
compensation.

GreenSearch can be contacted at 888/375-7787 or
www.greensearch.com.

LAwN & LANDSCAPE
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MOWERS/ACCESSORIES

LESCO VIPER MOWER

* Powered by a 23-hp Kawasaki twin-cylinder OHV engine
¢ Zero-turning radius

* 54- or 60-inch anti-scalping
floating deck

* Single lever cutting height ad-
justment from 1% to 5% inches
¢ Top forward speed of 8.6 miles
per hour

¢ Twin 5-gallon fuel tanks

Circle 200 on reader service card

ENCORE PROWLER MID-
CUT RIDING MOWER

As the
millennium
approaches,
many-
facturers
continue
to produce
new
products
to turn

’

contractors

heads.

154 NOVEMBER 1999

* 61-inch cutting width

* Available with a 22-hp liquid-cooled Kawasaki engine

* Dual-path hydrostatic drive

* PTO drive maximizes transfer of power between the engine
and the blades

* Full floating deck suspension

* Bearings are fully repairable in the field

Circle 201 on reader service card

EXCEL HUSTLER MID-MOUNTS

* Models 251K and 260K offer a tractor-mounted edger
attachment that allows the operator to edge along
sidewalks and curbs from either the grass side or the
hard-surface side

* 250K features a 51-inch rear-discharge cut and a 22-
hp Kohler Command engine

* 260K uses the same engine and has a 60-inch rear-
discharge deck

* Both riders feature zero-turn radius and a new
hydraulic deck lift system as standard equipment

* Multi-season attachments include a BAC-PAC
catcher, edger and even a snow blade

Circle 202 on reader service card

SCAG ULTIMATE BELT-DRIVE WALK-BEHIND
* Adjustable floating cutter deck that can be changed from
1- to 4%-inch cutting heights

* Self-adjusting,
spring-loaded idler
pulleys

* Adjust-A-Grip
hand force grip

¢ Availablein36-inch
cutter deck with 15-

hp Kohler engine or
the 48-inch cutter deck with 17-hp Kawasaki engine
Circle 203 on reader service card

FERRIS PROCUT Z WITH

INDEPENDENT SUSPENSION

* Expanded engine options include a 23-hp Kawasaki engine
and a 25-hp Kohler engine

¢ Independent suspension features control arms and coil
springs on the drive wheels that allow each wheel to move up
and down independently

* Constructed of 10-gauge steel

* Available in 52- or 61-inch cutting widths

¢ Forward speed of up to 9 miles per hour

* 8-gallon fuel capacity

Cirle 204 on reader service card

RANSOMES 700 SERIES RIDING MOWERS

* 723D is powered by a 23- hp Perkins liquid-cooled diesel
engine, while the 725 features
a 25-hp air-cooled Kohler gas
engine

* Allmodels have a top mow-
ing speed of 6 miles per hour
and a maximum transport
speed of 8.25 miles per hour
* Hydrostatic power steering
enhances maneuverability

¢ Both models offer a choice
of six new cutting decks

* Side-discharge decks are available in 63-and 72-inch cut-
ting widths

* Rear-discharge decks and mulching decks are available in
60- and 72-inch cutting widths

Circle 205 on reader service card

LAwN & LANDSCAPE




WOODS M-SERIES MOWIN' MACHINES
* Available in two models: the M2250, featur-
ing a 22-hp engine and 50-inch deck, and
the M2560, featuring a 25-hp engine and
60-inch deck

* Kohler long-life engines power both mid-
mount mowers

* “User-centered design” includes an adjustable-
suspensionseatand ergonomically designed hand
controls that enable single-handed steering

Circle 206 on reader service card

HUSQVARNA COMMERCIAL MOWERS

sLine of six zero-turn radius mowers come

ROHMID MACH 2

FERTILIZER FORMULATIONS

* Fertilizer formulations with molt accelerat-
ing compounds that interfere with the normal
molting process of the targeted pests

* Product controls a variety of grubs and cater-
pillars, including Japanese beetles, Oriental
beetles, black turfgrass ataenius, European
chafers, cutworms, sod webworms and
armyworms

Circle 209 on reader service card

DOW SNAPSHOT
PREEMERGENCE HERBICIDE

with a choice of 42- to 61-
inch cutting decks
*Walk-behind mowers
come in gear and hydro
models

* Mowers can move at
speeds of up to 9 miles
per hour

* Heavy-duty welded
steel decks

* 2- to 5-gallon fuel tanks
¢ Ergonomic controls for
easy operation

¢ Controls more broa-
dleaf and grassy
weeds in more orna-
mentals

* Can be used over
the top of 413 field-
grown and 235 con-
tainer-grown orna-
mentals to prevent
111 broadleaf weeds
and annual grasses

* Controls weeds for
up to eight months

* Husqvarna zero-turn-
ing radius mowers are powered by Kawasaki
and Kohler engines while Husqvarna walk-
behind mowers are powered by Kawasaki
engines

Circle 207 on reader service card

PESTICIDES /FERTILIZERS /SPECIALTY
CHEMICALS /BIOLOGICALS
AMERICAN CYANAMID AMDRO PRO

» Fire ant bait label changes for a broad range
of product-use sites

* Controls imported and native fire ants, as
well as harvester and bigheaded ants

* Now labeled for expanded use in outdoor
areas, such as school grounds and cemeteries

Circle 208 on reader service card

* Weeds controlled by
Snapshot include barn-yardgrass, bittercress,
common chickweed, foxtail, goosegrass,
groundsel, marestail, oxalis, ragweed and
spurge

Circle 210 on reader service card

ROHM & HAAS EAGLE® FUNGICIDE

* Protects against dollar spot, brown palch, an-
thracnose and spring dead spot

* Application rates range from 2.5 to 10 ounces
per acre, depending upon tree size, volume of
fruit and foliage and the species being treated
* As a disease preventative on ornamentals,
Eagle” controls leaf spot, powdery mildew, rust
and scab in more than 100 plant species

* Fungicide sold in 3-ounce, pre-measured,

.il.A,

water-soluble packets
» Compatible with most commonly used fun-
gicides, insecticides and spray adjuvants

Gircle 211 on reader service card

PBI/GORDON FOCUS*

AND LAUNCH® BIOSTIMULANTS

* Focus® is formulated to enhance the vigor
and stress tolerance of turf exposed to inten-
sive use or maintained at the high quality level
required on
golf courses,
sports fields
and other
prestigious/ or-
namental turf
areas

¢ Launch® is
designed for
application
where seeding,
sodding or
sprigging are
used to estab-
lish or reno-
vate turf

* Focus" contains cytokinins and auxins from
cold water kelp extract along with humic and
fulvic acids to increase root mass and length
* Focus” is a sprayable treatment thatenhances
the uptake and utilization of existing nutrients
through both soil and foliar activity and an
increase in plant metabolism

¢ Launch® is a manure-based product that
contains the same biostimulant ingredients
in Focus®

* The addition of other ingredients creates a
product ideally suited for the establishment of
new turf

Cirde 212 on reader service card

BAYER MERIT
* Seven new pests have been added to the
Bayer Merit label

H O

add the winning touch to your landscape proposals

* 11,500 pictures

* complete with data, culture
information & more

* expert search engine

1-800-560-6186

LAawN & LANDSCAPE

* 5,000 plants

* export pictures in common

Windows® formats

* extensive printing capabilities

www.horticopia.com

Visit us at the GIE Show, Booth #280
USE READER SERVICE #109
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* Control of royal palm bugs, black vine weevil
larvae, psyllids, flatheaded borers, eucalyptus
longhorned borers and Japanese beetle adults
are added to the label for ornamentals

¢ Label for Merit granular and wettable
powder also have been revised to show sup-
pression of hairy chinch bug nymphs when
applied preventively to turfgrass

Circle 213 on reader service cord

VEHICLES /ACCESSORIES
JOHN DEERE 790

COMPACT UTILITY TRACTOR

¢ 30-hp engine available in either a basic two-
wheel drive or four-wheel drive version

* Available witha category I, 3-point hitch that
adapts to a variety of implements

¢ Power steering and a dual-stage dry clutch

Circle 214 on reader service card

TORO SITEWORKS DINGO TX
¢ Toro expanded its Dingo product line
by offering improved controls - now, one hand

800-285-7221

Visit our web sit

www.expressblower.com
A division of Rextus Forest By-Prod

operates the traction drive while the other is
free to control bucket and loader functions.

* Dedicated track drive for better digging and
less ground pressure

* 34%-inch-wide unit

Circle 215 on reader service card

NEW HOLLAND SUPER BOOM
SKID-STEER ATTACHMENTS

e FFC lift boom provides heavy lifting
capabilities

* Lifts objects over and into awkward spaces
like fences or hedges

¢ As a vertical mast, maximum lift capacity is
equal to 70 percent of capacity or 1,000 pounds
e At full horizontal extension, maximum life
capacity is 30 percent of skid-steer’s capacity

Circle 216 on reader service card

A ittt

5 MEN AND A
WHEELBARROW

| MAN WITH THE
EXPRESS BLOWER

GLENMAC HARLEY POWER BOX BLADE
¢ Non-angling for skid-steer loaders
¢ Features a solid carbide-toothed rake that is
regon fixed in a straight forward operating position
(continued on page 158)

Visit us at the GIE Show, Booth #574
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V-200 e V-300

Most models in stock ready to ship
MANY Sizes AND STYLES AVAILABLE Variety of Styles and Finishes

m SPRAYING Quality Curbhl'\‘llzr::wi%?&rgﬁé Sod Cutters
lark EQUIPMENT s CALL FOR FREE VIDEO.
cF‘O Box 8, Le Roy, NY 14482 (888) 999.6641

800-706-9530 716-768-7035 FAX 716-768-4771 Phone: (623) 939-8708
: > . Fax: (623) 435-0626
Financing Available

www.borderlinestamp.com

Visit us at the GIE Show, Booth #1121, 1123 & 1125 Visit us at the GIE Show, Booth #495
USE READER SERVICE #112 USE READER SERVICE #113

#% Team Turfco &<
FREE BUSINESS BUILDERS!

_ Bottom line is this: We profit when you profit!
I Call now for your FREE Getting Started Booklets.
Step by step instructions on how to profit from
Aeration, Landscaping, Edging and Seeding.

How to Get Started |

Getting Started in Aeration _in Lawn Seedin

Includes “The Profit Formula”, Selling, Includes Hciw"much can | make’,
New Customers, Follow-up, Blllmg and Thatch”, "Aerate & Fertilize”,
a detailed review of the relationship “After Seeding Care Instructions” and a
between aeration and annual weeds. review of the most popular grass types.

Profit from Beds & Edging Landscaping Pathways to Profit
lllustrated step-by-step instructions for Learn the secrets to quick profitable
installing & maintaining today's most installation of beds & shrubs. Learn

popular edging at reduced labor costs about edging options and cost-effective
and a more professional finish. ways to handle sod removal.

To help you start selling
each booklet comes with a start-up supply of
brochures you can use to mail or give to your customers | -

v This is your opportunity to build your business
ﬁm] ®  risk free with FREE start-up materials from Turfco.

Call or Write Today!
Turfco Mfg. Inc. 1655 101st Ave. N.E. » Minneapolis, MN 55449-4420 « (612) 785-1000 * (612) 785-0556

Visit us at the GIE Show, Booth #324
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Product Review

and welded to a quick attach plate

* Roller is powered by the boom hydraulic of
the skid-steer requiring 14 gpm

* For landscaping, trench restoration or
athletic field maintenance

Circle 217 on reader service card

CASE C-SERIES WHEEL LOADERS
o Series includes the 621C, 721C, 821Cand 921C,

which offer horsepowers of 130 152, 185 and 248
respectively

¢ The 621C and 721C models are available
in extended-reach models and tool-carrier
configurations

¢ Attachments include a choice of hydraulic
couplers, large-capacity buckets, material-han-
dling buckets, pallet forks, augers, brooms and
jib booms

Circle 218 on reader service card

MELROE BOBCAT 873 SKID-STEER

* Features a higher rated operating capacity of
2,400 pounds

* Extended wheelbase of 48.8 inches

e Maximum lift of almost 10% feet with a
40-inch reach

* Powered by a 73%-hp, four-cylinder, oil-cooled
Deutz diesel engine for four-wheel drive power
* Travel speed of 8.1 miles per hour

¢ 25-gallon fuel tank

Circle 219 on reader service card

ASV POSI-TRACK

* New model 4810 Caterpillar-powered all-
purpose crawler

¢ Maximum traction and support system un-
dercarriage

* Rubber-tracked system gives the 8,500-pound
machine low ground pressure, traction and
versatility

¢ Other features include redesigned hood that
hinges to expose the engine, a new wiring
harness, amuffler located underneath the hood
and a larger radiator and oil cooler

Circle 220 on reader service card

LIGHTING

RUUD LUMA AFTER-SUNSET 12-VOLT
LIGHTING

* Painted finishes covered by DeltaGuard
7-year warranty

* Black, white or verde finishes — some models

Introducing

FABRISGAPE

Fabrics & Erosion Control Products
PERFECT FOR

Professional Landscape

*Define Beds or The Retail

install plastic Service Needs! Gardon Clrttar!
Edging FABRICS CUT

*BedMaster rotor EASY FOR QUICK

digs check shaped R e

Trench up to 5”

deep and 8” wide. FABRIC FOR

YOUR EVERY NEED!

Available
3'x25'-3'x50'- 3" x 100"
4'x50'-4"x 100" - 6" x 50

Bulk Rolls 3-15" Wide

Lan Fabri
Weed Control ® Woven Ground Covers
Filter Fabric ® Paver/Patio Underliner ® Soil Separators

A STEERABLE TRENCHER FOR Dzme Beps

BEDEDGER ™ with the patented BEDMASTER ™ Rotor is
the ultimate tool for defining beds or installing plastic
and steel edging. The 8-hp Honda Engine provides
the power needed to trench in the hardest clays. The
steerable wheels make fancy curves and tree rings
easy. The Model F-780H BeDEDGER ™ performs the
same functions as the model F-702 TRENCHMASTER. ™

gABHISCAFE INC.

AAND‘.(‘AP! FABRICS & EROSION CONTROL PRODUCTS
4800 S. CENTRAL AVE., CHICAGO, IL 60638
(708) 728-7180 » 1-800-992-0550 » FAX: (708) 728-0482

Rt 3, Box 339, Ozark, AL 36360
Bmw"mw (800) 633-8909 * Fax: (334) 795-3029
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are available in brass

* Comes with a choice of path, area and
directional fixture heads

* Variety of MR16, PAR36 and fluorescent
lamp choices

* Fixtures can be added or replaced along the
lighting cable

Circle 221 on reader service card

IRRIGATION

STORM IRRIGATION 90DZ IMPACT
SPRINKLER HEAD

* Comes as a full or part circle head

¢ Features electrostatic powder-coated finish
on a zinc die cast body and drive arm

* Choice of four nozzles with flow rates of 2.79
to 7.34 gpm and a throw radius of 33 to 48 feet
¢ Operating pressures are 25 to 55 psi

Circle 222 on reader service card

K-RAIN PRO-PLUS SPRINKLER

* Offers adjustable and true-continuous 360-
degree coverage

¢ Adjustable from 35 to 360 degrees

* Can be set before installation or while the
system is operating

* Offers a 5-inch riser that pops up through
tall turf

* Adaptable to retrofit to any other sprinkler
* Both adjustable and continuous circle heads
are in one rotor

Product Review

* Can perform in water pressures up to 200 psi,
yet will operate efficiently in pressure loss
situations

Circle 223 on reader service card

RAIN BIRD BPE/BPES
VALVE SERIES

* 3-inch valves are made with a
rugged hybrid brass/plastic
construction

¢ Featuresabrassbody and glass-
filled nylon bonnet to help guard
against extreme pressure surges
and clogging from effluent and
dirty water

* BPES model is equipped with a
patented Rain Bird nylon scrub-
ber mechanism to keep the inlet
screen free of dirt, grit and other

Circle 224 on reader service card
HUNTER PUMP
START RELAY

¢ Available in three
models to accommo-
date a variety of power
sources

* Designed to activate
on-site booster pumps
* Compatible with all
standard 24 VAC con-
trollers and offers
flying leads that allow
for 24-volt connections
and a series of “knock-
outs” on the cabinet to
simplify wiring and

contaminants

* Both the BPE and BPES feature
a manual internal / external bleed
* Models have a one-piece solenoid design and
captured plunger to allow for easy servicing

mounting

¢ PSR's standard
NEMA 3R-rated enclosure is weatherproof,
secure, rust-resistant and shock-proof

Circle 224 on reader service card

Pressure Gauges
*$15.50

HANNAY HOSE REELS

| ey
' L -

1/2" Swivels From * $24.50

\¢ v’ Y Model 475 or 425 Spraye Replacement 12Volt Hose
oy $79.95 Each Q 4  Reel Motors * $140.00
l Reel Switches * $6.50

’ JD9-CT Spray Gun * $96.50

308 e e
@:\;\(3&‘3 Discounts on all Hypro, Comet
\\?‘*\\ﬁ\ and Udor Diaphragm
e, Pumps

<252 FMC (John Bean)
ERL gcﬁ Parts Kits and Pumps

SSC Plastic Lawn Gun
* $49.95 (Less Tip)

; SALES SSORIES

LAwWN & LANDSCAPE
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TORO CUSTOM COMMAND COMMER-
CIAL IRRIGATION CONTROLLER

¢ Features include simplistic one-dial design
and Armchair Programming

* Incorporates a hybrid design with large
display and color-coded dial

* Watering options are available in Custom
Command models with 12, 15, 18 or 24 stations
* Four independent programs with 16 total
start times and a 365-day calendar for odd/
even day scheduling

¢ Vandal-resistant metal cabinet protects the
controller while SurgePro System defends the
system against lightning

Circle 225 on reader service card

INSTALLATION/RENOVATION
EQUIPMENT

FINN B40 STRAW BLOWER

¢ Chops and blows two to three bales of straw
per minute

* Features a 6-inch diameter counter-balanced
360-degree directional discharge spout with a
45-foot discharge distance and optional 30-foot
or 50-foot hose sections with 25-foot discharge
distance

* Straw blower is powered by a 20-hp Kohler
engine

¢ 17-inch diameter blower has six blades

* Discharge velocity of 160 miles per hour

Gircle 226 on reader service card

TERRACARE TERRATORS

* Model T60 and T36 are both equipped with
12 tines per disc. T36 has 10 discs and T60 has
16 discs

* Discs have been modified from 18 inches to
16 inches

¢ Aerating width of T36 is 36 inches. Aerating
width of T60 is 60 inches

Cirle 228 on reader service card

POWER EQUIPMENT
REDMAX TRIMMER

* String trimmer that meets CARB Il and EPA
standards for 2000

¢ Uses RedMax’s Strato Charged engine, the
only one to meet the year 2000 standards
without the use of a catalytic converter

* 254 cc, 2-cycle engine weighs less and is 30
percent more fuel-efficient than previous engines
* Lightweight engine powers a straight, solid
steel drive shaft with splined ends connected
to a 4-inch, commercial-grade, bump-and-go
cutting head

* Ergonomically designed loop handle is posi-
tioned on the shaft for optimum balance and
reduced operator fatigue

Circle 229 on reader service card

TANAKA PORTABLE EDGER
¢ Features a simplified blade height adjust-
ment system and a large rubber front wheel
* Powered by Tanaka's 24cc, 1.3-hp engine
¢ 8-inch cutting blade
* Weighs 13.2 pounds
Circle 230 on reader service card
(continued on page 163)

Feedback / Polarity / Phasing?
EF f( h

Isolator™ Solves the Problem!

When two or more controllers use the same pump/master
valve circuit, this little “traffic cop” protects them from each
other. Isolator™ prevents controller damage and problems
associated with controllers watering at the same time.

Isolator™ eliminates feedback. Polarity doesn't matter and
controllers don’t even need to be in phase. It puts an end to
the problems that can occur when controllers are installed
out of phase or with reversed polarity.

Count on the revolutionary new Isolator'™ to protect
your valuable irrigation control equipment.

Isolator™

For more information on
the all new Isolator, call, write or fax:
Transitional Systems Manufacturing Company
P.O. Box 3449, Yuba City, CA 95992
Phone: (530) 751-2610 * Fax: (530) 751-2512

Isolator'™ is a trademark of TSM

USE READER SERVICE #117
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THE AERA-VATOR®
WORKS IN THE
HARDEST CONDITIONS

AFFORDABLE LIGHTWEIGHT
EQUIPMENT IS NOT CHEAP
WHEN IT CAN’T DO THE JOB!

We guarantee the
AERA-VATOR
will penetrate the
hardest soils.
When compaction |2
caused by foot
traffic, sports
events or operation
of equipment is a
problem, periodic
aeration is essential to keeping turf looking lush and healthy.
This unit significantly saves time, no cores to dispose of and
the turf is ready for immediate use.

This is one piece of equipment you have to see
demonstrated to believe!

Call First Products Inc.

1-800-363-8780
www.1stproducts.com
E-mail: sales@ 1stproducts.com

USE READER SERVICE #118
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For even faster service, fax this card to us at

FOR MORE INFORMATION
on advertised and featured products and
services, circle the appropriate number below.

25 49 73 97 121 145 169 193 217 24]
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For even faster service, fax this card to us at
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SHINDAIWA BRUSHCUTTER

* EPA- and CARB-compliant model B450
brushcutter with 2.3-hp engine

* Longer shaft
forlonger cutting
reach

¢ Easy-to-service
muffler that sim-
plifies carbon
removal, better
cooling  effi-
ciency and tough
spark plug cap
and carburetor
case to increase
durability

* Soft, anti-vibra-
tion elastomer
hand-grip

* Engine start/
stop switch now
located at throttle
lever and a throttle interlock ensures a firm
grip before revving the engine

Circle 231 on reader service card

SOFTWARE/CATALOGS

VISTA CD-ROM

FOR LOW VOLTAGE LIGHTING

* Assists landscape architects and contractors
in the design and installation of low voltage
lighting systems for residential and commer-
cial sites

* Available free to professional users who
register on the Vista website at
www.VistaPro.com with their name and mail-
ing address

¢ Program can be installed into AutoCAD and
also operates as stand-alone software if the
user does not have those programs

* Detailed specs for more than 100 Vista
fixtures are featured, along with full-color
photos, dimensional cut-aways and complete
photometric charts to determine spacing and
bulb sizes

* Information on lamp construction, lenses
available, finishes, mounting and wiring is also
included

Circle 232 on reader service card

SOUTHERN WEED SCIENCE CD-ROM

* Version 2.0 of Weeds of the United States and
Canada CD-ROM

* Contains more than 2,000 color photos and
more than 700 illustrations and maps

* Descriptions of 362 weed species

* Program contains professionally narrated
lessons and reference information

* Weed database contains detailed descrip-
tion, four to eight photos and a distribution
map of each weed species

Circle 233 on reader service card

LAwN & LANDSCAPE

NEBS ONLINE CATALOG

OF SMALL BUSINESS PRODUCTS

* An online version of NEBS printed catalogs
* Offers online ordering and purchasing
options

* Products include business forms, checks,
labels and related printed products

* Visitors to the site can search for products by

product number, category or business type

* Products can be personalized by any users
through the use of varying typestyle and logo
selection

* Includes a small business informational re-
source with a comprehensive business plan
template and Y2K preparation information

Circle 234 on reader service card LL

C & S TURF CARE EQUIPMENT, INC.

BUILDING QUALITY EQUIPMENT
FOR PROFESSIONALS, BY PROFESSIONALS

Visit us at
GIE Booth #1000

Skid Mount Units
Whether you need the Turf Tracker to
dramatically increase productivity, a custom
built skid sprayer or truck, C&S can build
the right equipment at the right price!

Custom Trucks

(330) 966-4511 - 1-800-872-7050 - Fax (330) 966-0956

www.csturfequip.com
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_Conversation Husquarna’s president

iyl shares insight into his

leadership philosophy and

commuon the company’s aggressive

wWwWiLER pursuit of landscape

contractors.

Frankly, the hand-held power equipment portion of the lawn and landscape
industry may not include as many manufacturers as the mowing portion of
the industry does, but the manufacturers producing this equipment are
engaged in an intense battle for market share. Husqvarna Forest & Garden,

Charlotte, N.C., has spent the last few years enacting a clearly visible plan for
growth based on fostering relationships throughout the industry and learning
about contractors’ businesses, In addition, this division of Sweden-based
Electrolux sent a message to its equipment manufacturing brethren in the
hand-held and mowing categories that it is very serious about raising the
company’s position in the industry to another level with its October
acquisition of mower manufacturer Yazoo/Kees.
Q. How did you get started in this industry?
A. Initially, I went to work for Exxon with the charge to
identify strategic sites and repositioning of service sta-
tions. I was also involved in training as the training
director for the Eastern region, which was the start to
my career-long work with independent dealers and
retailers to develop their business from a business
standpoint and through technical expertise.

From there, I went to Leisure Time, a distribu-
tor of leisure products, and rose to vice president
of sales and marketing, again working with
(continued from page 166)
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i The Spade

_ “Patented”

* Designed to aid in planting of large trees and shrubs.
® Attaches to any brand skid loader.

© End back breaking labor - let spade dig hole and wrap it up!

© Almost no maintenance - replace digging teeth and go.

| ® Great for construction of retaining walls and digging in horizontal banks.
| © Need additional soil or compost for your tree? The spade is a 1/2-yard
bucket already attached to loader - just haul it in.

V ® As compared fo the auger, which leaves the walls of the hole flat, the
spade scores the hole so that the tree enjoys maximum root growth.

Due to enormous response our production costs enable us fo pass our savings
on to you! We are now offering the spade for $975.% plus shipping.

} For more information or to order call:

TRIPLE D ENTERPRISES
1-800-478-7077

USE READER SERVICE #122

We're ing our promise

Your Weisburger security blanket just got wider — again.

Now you’ll be covered for problems that can crop up in the
office, as well as on the job. Pick up a newspaper. Companies
are getting sued all the time: discrimination, wrongful termina-
tion, sexual harassment suits alone doubled in the last five
years. And typical defense costs could run into the hundreds
of thousands.

For your protection, Employment Practices Liability Insurance
coverage is now available as an added option to Weisburger’s
General Liability policy.*

Give us a call. That’s one less thing you’ll have to worry about.

*Available in most states.

B. & D. @ISBURGER, INC.
DEPENDABLE SERVICE SINCE 1915
CHinimtane (9¢)
800-431-2794 = Westport
www.weisburger.com es por
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Real Green Systems has
developed the first mapping
system for the Green Industry. software
With Mapping Assistant, a new
module that can be totally
\ integrated with Lawn Assistant ||
[ for Windows, you can select for the
your customers and have your
truck routes created

| automatically! Industry studies Green

‘ W e Yoo OB A LANDSCAPER &

| productlvny by at least 10 to GROWEH’S MUST
i, Industry ¢ EXCELLENT FOR BED PREP

|
| St SAND, PEAT, SOIL & FERTILIZER
Walled Lake MI, 46390 beﬂef’ FOR PODDING PULVERIZES DIRT AS IT MIXES
Call today for your own
personal on-site demonstration of the cAI-I- (901) 668 3003
best software for the Green Industry! TILL-A-MIX a division of FAX (901) 664-1712
i (800)422-7478 COOK TOOL CO., INC. email: cotoolco@usit.net

2 * CONVERTS TO TILLER IN SECONDS
Just got * MIXES CONCRETE AND BLENDS

SAVES
 TIME « MONEY « LABOR
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(continued from page 164)

independent retailers to grow their busi-
nesses.

[ went to work for Stihl from 1981 to 1991
as general sales manager, and I came to
Husqvarna in 1991 as president. Now, I'm
quite proud of the fact that we’ve quintupled

Ediord.) | =

AS PART OF Lawn & Landscape’s exclusive
conversation series, Bob West, editor of the
Lawn & Landscape Media Group, spent
some time with Dave Zerfoss, president of
Husqgvarna Forest & Garden Co. These
interviews are not designed to provide the

history or background of a company, rather
to examine how the people at the helm of
uniquely successful companies have steered
their firms into leadership roles in the
professional lawn and landscape industry.

in size since the current management team
has been here.

Q. What has contributed to this growth?
A. We have seen the development and
introduction of some fantastic new products
inour core lines of chainsaws and hand-held
power equipment. These products have in-
cluded an expansion to be a broader sup-
plier of equipment and an ex-
pansion into lawn and garden
and now into the commercial
side of the business with the
Yazoo/Kees acquisition. These
product introductions have all
been part of our goal tobecome
a total source for the contractor
and the dealer.

I think there has also been
heavier emphasis placed on
marketing and brand develop-
ment than there was previously
at Husqvarna.

Q. What triggered Husq-

varna’s aggressive marketing to landscape
contractors?
A. The lawn and landscape market repre-
sents a natural extension for us because we
areheavily involved in forestry / arborist train-
ing and education with associations and con-
tractors in those industries. This is not a new
model forus, and we see our next major growth
opportunities being in this industry through
the servicing retailer or dealer. Our focus is
ontheretailerand thatspinsoff to the consumer
who is interested in buying the best products.
We are looking at this industry from two
perspectives — marketing opportunity and
what is the natural fit with our retailer. One
thing we have realized is that our servicing
retailer has had to broaden his line to repre-
sent a full complement of lawn and garden
equipment, especially commercial mowing
equipment, which then ties into professional
trimmers and other commercial equipment.
We think there are true synergies to be
achieved through this combination. There is

I
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ur Blueprint for

Vou've got a business to build...

...and we’ve got the tools to help you do it right!

Business process improvement

Success

Our Green Industry experts work with you to
establish a framework for improving your
business system — designing a path to increased
margins, greater market share and better profits.

« Industry-specific software
Proven management tools

V' ek B

EgYael Start building your future today. Contact us and
A \ 3 AL tei -
U c .0 begin gaining the competitive advantage! §#

al %E . 24 EastUS, 2
—-~ |eC ?\0'09165 Mainevile, OH 45039
W

- 800 543-7249 « FAX: 513 683-6538

USE READER SERVICE #124
NOVEMBER 1999

Rob McCoy, Lawn Tech
Custom Care, Chadds Ford, PA

FREE VIDEO 800.346.2001
Mfg. by Perma-Green Supreme
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Zerfoss has
developed

a plan for
growth
based on
learning
about
contractors’
businesses.
Photo:

Husquarna

real marketing potential to us because of our
heavy involvement in training and develop-
ment and association support, The lawn and
landscape industry is a specialized business
that is serviced through the retailer who
requires training and support in order to
best service an end-user who also requires
training and support. We have spent the

time building relationships in
theindustry and learning about
our end-users’ businesses be-
cause we wanted to make sure
we understood the business and
their needs before we decided
what product lines to develop.
Q. How do you justify the fi-
nancial and time commitments
necessary to build these rela-
tionships and learn about
people’s businesses when such
an investment may not result
in immediate and obvious di-
rect results?

A. Everyday we have to rationalize that
from abusiness sense and strategically evalu-
ate where we put our time and efforts. We try
to make our investments up front in general,
but, in this case, our efforts are natural exten-
sions of our values of excellence, involve-
ment, training and education. The only way
to deliver these things is by getting involved.

So we believe in investing in the industry
and supporting its associations in ways that
represent more contributions than just get-
ting our name on the roster. These are strate-
gic decisions for us where we don’t have as
much immediate return.

We want to be known within the profes-
sional side of the business, but another part
of this approach is to be known through our
retailers. We have to have the right products
to achieve this because for retailers to be
successful, they need more resources than
ever and to provide them with these re-
sources we have to have more volume. The
retailer needs that, and we need to have the
right attitude when serving them.

Q. Whatare the challenges facing the power
equipment retailer today?

A Retailers have had to better define their
strategic focus. Some retailers have focused
on being more aggressive on the consumer
side so they’ve oriented theirbusinessin that
manner by upgrading their locations with

KWIKSLIP™

FITTINGS FOR GLUE TO SW
FUNNY PIPE

Generous Lead-In

Superior Leak

g RS Prevention
Retaining Spikes

Prevent Movement
Under Pressure Surges

Gusseted Branch
For Added Strength

ING/

Barbed Seal For

WHY BUY TWO )
WHEN ONE WILL DO?

—» Faster To Install
—>» No Threads To Leak

— Reduce Inventory

Available to

—> Save S5 On Labor Costs

Description
ST-005  1/2" Tee x Swing Wholesalers
ST-007 3/4" Tee x Swing & Distributors only
ST-010 1" Tee x Swing
SC-101 /4" Spigot x 1/2" Hub x Swing g
SC-131 1" Spigot x 3/4" Hub x Swing
SC-168 1 1/4" Spigot x 1" Hub x Swing
Dawn Industries, Inc. 4410 N, Washington St. Denver, CO 80216 MADE IN USA

(800)321-7246 Fax (303) 295-6604 or Visit - www.dawnindustries.com

Patent # 5487571
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TURF AND

584+ GROUNDS

Years of Growth

November 9-11, 1999
OnCenter, Syracuse, NY

Keynote Speaker
Brian Holloway - Four-time NFL All-Pro

INEW FORMAT - More in-depth training

YouR Association - Addressing Your Issues

SHOP the Spectacular Trade Show - Over 350 Booths
Technical and Business Sessions

A Comprehensive Proffesional Development
Program Exclusively for the Green Industry
For more information, call the
TOLL-FREE CONFERENCE HOTLINE
(800) 873-TURF (8873)

(518) 783-1229 » Fax (518) 783-1258
E-mail NYSTA @capital.net * www.nysta.org
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PINCHERS
* load and Unload
* Fastest 2" and up

Tree Planter Ever!

SKI LANDSCAPE
317-897-5885
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wumax Comyréing

Plant Anchor Kit Commercial Bulk Pack - #CBPAK10003-9
For professional landscape contractors and high use home owners.

A proven system for attaching plants to masonry walls. Simply fill caps with
enclosed glue, attach to wall where support is needed and tie vine or shrub to cap
with vinyl tape. Excellent for hanging Christmas lights, outdoor mist systems, patio
decorations, etc. Adheres to just about any surface, including glass and stucco
Bulk Pack includes: 400 anchors, 4 rolls vinyl tape,
4 tubes of G.E. Silicon II™, instruction sheet
For more information on all
Tumax Plant Anchor kits & Wall Trellis kits contact:
P.O. Box 18043 - Tucson, AZ 85731-8043
520.760.5599 - fax 520.760.1585
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@Lavvnsenice

Franchise Territories Now Available
For a FREE OPPORTUNITY KIT call... 937 /644-7297

USE READER SERVICE #130

Protect Your Turf... and more!

Handbook of Turfgrass Insect Pests

This comprehensive handbook outlines approaches to pest
w3 management that can prevent and control insect pest

L damage to turfgrass.

~ (Price: Individuals $35; Institutions $28. S&H not included in price.)

1999 Arthropod Management Tests

Contains 478 reports on the performance of a broad array of
materials and agents for arthropod management while
covering a broad spectrum of crops to ornamentals.

(Price: Individuals $40; Institutions $45. S&H not included in price.)

To order, contact the Entomological Society of America at
301-731-4535, ext. 3004
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better sites, more advertising and more pro-
motion. Other retailers focus on just the pro-
fessional market, and then there'salsoa group
in between that does both.

We've watched this evolution take place
and the importance of support from manu-
facturers has become even more important
for retailers, which has them looking at who
they partner with and who provides them
with support. I think this is a positive evolu-
tion because retailers going to consumers are
successful because they've adopted aggres-
sive retail and marketing strategies and
retailrs focusing on commercial users are
working on being the best at providing those
services their customers demand.

In addition, I think there are more de-
mands on retailers today because they have
to focus more on retail /marketing practices
to be successful. Also, thereis the perspective
that today’s customeris much more demand-
ing from a customer satisfaction perspective.
Therearealso certainly more challenges deal-
ing withissues like regulation, product liabil-
ity and product application than ever before.
As a result, the retailers have to be more
knowledgeable about more areas than just
stocking product and being the best techni-
cian, which they still have to do.

Q. Why did Husqvarna make the Yazoo/
Kees acquisition?

A. Manufacturers have to constantly de-
velop new products as they adapt to users’
needs for their markets. We consistently place
a high focus on research and development,
and this has to be an on-going challenge for a
company to maintain a quality product line.
This move strengthens our product line.

But I think it is also important to realize
that the the retailer today has to do more in
the training on the products because that is
part of their offerings. And I think manufac-
turers have to increase their support in this
area in the industry. I see a few manufactur-
ers providing this training, but the rest are
not making this commitment.

We're working to provide these training
efforts and mobile training in the field and
we're also working with the associations on
training programs. We just feel this is a key
responsibility of manufacturers and repre-
sents a significant difference between some
manufacturers and others.

Ultimately, the manufacturers supplying
innovative products along with the services

LAwWN & LANDSCAPE
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‘We are looking at this industry

two perspectives —

opportunity and what is a natu-

ral fit for our retailers.”

end-users require will separate themselves
from the rest of the market as contractors
look for products that are easier to use while
prices don’t increase. So we have to figure
out how to spend less for more quality.
Q. Why is it important for a manufacturer
to offer a full line of equipment?

A. | think having a full line is absolutely
essential from several perspectives. First, the
landscape contractor is time challenged and
time is money for him. Whatever time he can
spend on what his charter is - generally, to
mow and maintain turf - benefits him. The
contractor doesn’t want to spend that time
going from retailer to retailer looking for his
equipment needs. He needs one-stop sup-

marketing

from

port in sales and service for the
equipment and doesn’t want to
have to use multiple retailers.
The contractor also likes to have
consistency across his product
lines to deal with one supplier
and one manufacturer.

On the retailer side, as these products get
broader and more sophisticated, the chal-
lenge to provide more service and education
is extremely demanding. When the retailer
has to defray attention across numerous
manufacturers, that means having different
parts systems, different computer systems,
different educational programs, and this is
all time consuming. At the same time, to be
able to support any one manufacturer’s pro-
grams in these areas requires a significant
volume of that manufacturer’s product pass
through the retailer’s store, and having a full
line helps accomplish that.

Q. What made now the right time for the
Yazoo/Kees acquisition?

A . We're extremely focused on our quest to
be the total source for our retailers. That's
our strategic position with the retailer. The
more we can be the total source answers the
questions retailers have. To be a total sup-
plier to the end-user of the prpducts makes
the contractor want one-stop shopping and
retailer wants the resources to support that.
This acquisition answers some of those ques-
tions regarding training, education and busi-
ness development for us.

I also think the timing is right because
over the last few years we've established a
strong brand identity and grown our retailer
base throughout the market. Timing in the
market is such that this is a developing mar-
ketplace, and we're riding that momentum.

Retailers are looking at consolidation in
the industry and looking to position them-
selves with the manufacturer who will offer
them opportunities and services. We'vebeen
working at this for the last two years. We had
to take a critical view and identify where we

Unhkappy with
yowr cateker?

® Light weight - approx. 18 Ibs

* | year warranty

* Tough perforated aluminum construction

* Hinged back door/easy dumping system

® Great air flow - fully loads to 4.15 cubic feet
* Balanced handles for easy carrying

© Fit most major walk-behind mower brands

For more information call:
Accelerator Industries
1-800-984-9410

Also available for the 21” Honda &
John Deere models
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WELLS CARGO

TRAILERS

ORKHORSE

Every Wells Cargo landscape
trailer is built with rugged durability
and hassle-free performance as standard
features. No shortcuts. No cutting corners. Just the
best built trailer you can own and customized the way
you want it. Thousands of units on the road are our
proof. Our comprehensive 3-Year Warranty Program is
your protection. Call (800) 348-7553 for a FREE information
packet and nearest authorized Wells Cargo dealer.

Visit us at the GIE Show, Booth #1133
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want to be involved. Yazoo/Kees’ broad
product line appealed to us along the
company’s history of quality and long-term
standing in the industry. Another major as-
set was the R&D going on within this group,
some of which is evident today and some of
which will be evident as more new products
come to market in the next year to two years.
Q.. How do you expect the presence of a line
of mowers to help your sales of hand-held
power equipment?

A.. We're expecting considerable synergies
from being a one-stop shop. The products
have to merit the selection and can’t just be
branded to do this, but there is certainly a
natural perspective for the end-user to one-
stopshop for quality serviceand support. There
are also more economic benefits for the re-
tailer for strategic partnering to better man-
age inventory by carrying one or two manu-
facturers’ lines instead of five or six.

Q. How will the consolidation of mower
manufacturers affect the contractors?

A .. Consolidation will effect contractors and
retailers beneficially. Our perspective is that
consolidation will lead to fewer retailers han-
dling larger product selection and doing a
better job with those lines. There will ulti-
mately be fewer representatives out there,
but they will be providing a more holistic
offering of services because the end-user is
demanding more.

Having this broader linein
their retailer allows the manu-
facturer to support them more
heavily. I think we’re seeing

We consistently place a high focus
on research and development,

and this has to be an ongoing

some polarization in the mar-
ket. As we mentioned before, I
also think we're seeing the
definition of retailers chang-
ing. I don’t see the retailer go-
ingaway like people say, but see him changing
his perspective with less servicing
homeowners and more expanding as com-
mercial and servicing retailers.

Q. How has the consolidation of contrac-
tors changed manufacturers’ approach to
the industry?

A. As larger end-users consolidate, they
demand more services, training and more
partnering in terms of providing input on
the product and looking for manufacturers
to adapt product to their needs. There cer-
tainly can be a lot of customization in terms
of whatservices retailers provide so we need
to standardize these services with the retail-
ers and communicate them to the contrac-
tors. We also need to work in close partner-
ship with the contractors them so they’re not
going from retailer to retailer.

Q. In a 1998 interview with Lawn & Land-
scape, Ken Melrose, president of The Toro
Co., said, “I think the leading manufacturer
is going to move into offering more support

challenge for a company to maintain

a quality product line.

services to the customer that are non-product
oriented but that will help contractors be-
come better business people.” How deep into
a contractor’s business should a manufac-
turer reach?

A think the perspective of what is enough
will always be difficult to define because
end-users’ needs are always changing. From
aproduct basis, we certainly need to develop
high-tech, high-quality products thatare ben-
eficial to end-users, and to do that the manu-
facturer has to spend a tremendous amount
of time with the end-users to understand
what they do, the dynamics of their busi-
nesses in terms of what offers the best return
on equipment investment, how the equip-
ment is used and can be made most environ-
mentally and egronomically safe and sound
for the operator. Manufacturers have to know
if the uses for a product are changing as lawn
sizes go up and down. What is the impact on
the users of the equipment? Also, what is the
largest profit return for the user from equip-
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ment? Manufacturers also have to supply
servicing outlets so end-users can get the
service that they need, and manufacturers
have to have a perspective of the extent of
end-users’ financial resources.
Manufacturers have a large responsibil-
ity to connect the end-user and the retailer
and get the retailers involved in end-users’
businesses. When one of your basic core
values is learning and education, then this is
a rather simple extension of your philoso-
phy. The end-user is looking for more sup-
port, services and more direct input into
those products and services. They want to be
involved in the manufacturing process giv-
ing input and getting answers to their indi-
vidual questions. So this needs to be a natu-
ral two-way communication process.
Q. How do you personally stay in touch
with the lawn and landscape industry?
A.1'm very involved with the associations
doing roundtables and speaking engage-
ments. I gather a tremendous amount of

support and learning through those experi-
ences. I also do a tremendous amount of
travel to visit retailers and end-users of the
productonlocation besidesjust visiting with
them at shows. And currently serving as
chairman of the Outdoor Power Equipment
Institute puts me in front of manufacturers’
needs and concerns, and that puts me in
touch with other associations.
Q.. How would you describe your manage-
ment philosophy?
A. | think the biggest management focal
point is that we have to have a focused
purpose and see our mission and purpose,
which, for us, is to help people grow and
prosper. Stay-ing focused makes it natural in
terms of working with our associates, cus-
tomers and stockholders as a living triangle.
We are constantly staying focused on our
purpose and where we're going with that.
Talking about our purpose regularly devel-
ops a healthy culture.

Forexample, we have periodicstakehold-

ers’ meetings where we close the business for
two hours and share information with the
employees through openbook management.
I think it's crucial that management con-
stantly communicate its vision to anyone
who will listen.

Q. Whatare your goals now for Husqvarna?
A. My goals for the company are focused
around our purpose to help people grow and
proper. Certainly, we want to increase our
revenue and profit, but we have to grow
people and have the best people in the indus-
try and be a rewarding work environment
for them in order to do so. Growing our
dealers’ and end users’ businesses is also
important for us. We want to see profitable
landscape contractors out there, and we can
help that happen through providing educa-
tion and training and partnering with them
in an on-going process. LL

The author is Editor of Lawn & Landscape
magazine.

please contact RMRTA at:

Phone: (303) 770-2220
Fax: (303) 770-1812
e-mail: rmrta@gwami.com

RMRTA

Proceeds from
the 46th
RMRTA
Conference &
Trade Show
benefit the
Rocky
Mountain
Turfgrass
Research
Foundation.

USE READER SERVICE #135
LAwWN & LANDSCAPE

46" Rocky Mountain
Regional Turfgrass
Conference & Trade Show

December 7-9, 1999
Currigan Hall Denver, Colorado

For attendee and/or exhibitor information,

We've Got You
Covered...

ERICAN ARBORIST

Call for a free 130-page catalog
800-441-8381 fax: 610-430-8560

cser=d @ &
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AA-Tach
Accelerator Industries
AgrEvo "
American Arboris
American Isuzu
The Andersons
ABY e
Autodesk ..........
Aquascape Designs
B. & D.A. Weisburger
Ballard

Becker Underwood
BioPlex Organics
Borderline Stamp
Brisco

Brown Bear

Brown Mig
Cascade Seed

Case ... ;
Caterpillar .............
Central Parts Warehouse
Century Rain Air
CENTS ...
Classen

CLC Labs.
Compuscapes
Cook

Creative Curb

C&S Turfcare
Daniels Pull Plow
Dawn Industries
Design Imaging Group
Dixie Chopper
Dodge Truck

Easy Lawn

Echo

Entom. Society
Excel

E-Z Dumper

FFC -
Fabriscape

Ferris

Finn Corp

First Products
Foley Enterprises

Fred Marvin Associates ...

165
40

133
157
148
158

2627

7879 i

149

147
160
28

136

120
119
81

126

102

GMC Commercial
Vehicles

Galbreath

Gravely

Gregson-Clark

Hadco

HD Hudson

Hiniker

Horticopia

Hunter Industries

ICD

ITB Corp

1.J. Mauget

JRCO

Kanga Loaders

Kasco Marine

Kichler Lighting

Lawn & Landscape
Online

Lawn & Landscape
Online Tradeshow

Lawn & Landscape Techni-

cal Resource Center
Lawn Monkey
Lawn Power &

Equipment Co
Leon Ramrod
LESCO
Longhom
Melroe Bobcat
Meyer
Mid-Am
Monsanto
NEBS
Neotech
Nitro Green
Novartis
Nu-Gro
NYSTA
Oldham Chemical
Olson Irrigation
Oly-Ola Sales
Perma Green
Practical Solutions
Pro-Tech
Rain Bird
Reading Body Works

18
11
157
46
132
13

155

153

1
21
13
12
91
16
109
1]
108
38
61
76
49
17
39

94

36

Real Green Computers 165
Recreational Leisure 82
Regal Chemical 3435
Rexius Express 156
Riverdale Chemical 15,17,19
RND Signs 14
Robin Engines 37

Rocky Mountain

Turfgrass Association.. 171 ...
Rohm & Haas 94-95
Rootwell 84
Scag 59
Scotts Lawn Service 168
Sensible Software 3
Shindaiwa 86-87
Simple Solutions 91
Ski Landscape 168
Sprayer Parts 159
Steiner 2
Sterling Trucks 64-65
Storm Irngation 137
Super Lawn Trucks 38
Sweepster 137
Thornton , 166

Toro Landscape
Contractor Group

Toro Sitework Systems 180
Transitional Systems 160
Tree Tech 83
Triple-D 165
Tutlex 29
Tumax 168
Turbo Tech 149
Turfco 157
United Elchem 60
US Lawns 179
Valley View 152
Visual Impact 51
Walker Mig 47
Wells Cargo 169
Westheffer 88
Winner's Circle 16
Zac Tool 58
Zip Power Parts 51

121
74

27

18,20,22
93
47

135
57
78
51
130
12
83
87
129
116
24
60
97
28
98
124
10
137
17
75
122
128
105
111
52
136
106

.42

35
132
84

56
44

This ad index 1s provided as a service fo our readers. We regret any

ONUSSIONS.
*Denotes regional advertising

Editor

| CINDY CODE
Group Publisher
ccode@lownondlondscape.com

BOB WEST
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bwest@lawnandlandscape.com

NICOLE WISNIEWSKI
Assistant Editor
nwisniewski@lawnandlondscape.com

MAUREEN MERTZ
Eastern Sales Manager
mmertz@ownandlandscape.com

www.lawnandlandsca

Midwest

Northeast

West Coast

KEVIN GILBRIDE
Senior AccountManager,

kgilbride@lawnandlondscape.com

CARL HAMMER
Account Manager,

chammer@lawnandlandscape.com

| VINCENT RICCI
{ Account Manager,

vrieci@lawnandlandscape.com

4012 Bridge Avenue
Cleveland, Ohio 44113
216/961-4130 » PHONE
800/456-0707 » TOLL FREE
216/961-0364  FAX
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All classified advertising is $1.00 per word. For
box numbers, add $1.50 plus six words. Classi-
fied Display ads $115.00 per column inch. Stan-
dard 2-Color available on classified display ads
at $175.00 additional. All classified ads must be
received by the publisher before the first of the
month preceding publication and be accompa-
nied by check or money order covering full
payment. Submit ads to: L&L, 4012 Bridge Ave.,
Cleveland OH 44113. Fax: 216/961-0364.

Business Opportunities

Professional Synthetic Golf Greens

) Keep your crews busy all year,

) Buy manufacturer direct.

) 300 sq. mile protected territory. VIDEO
) Carry no inventory.

) Excellent add on service.

1-800-334-9005

BIDDING FOR PROFIT

Grow Your Company and Accounts
with Tips and Techniques from

PROFITS UNLIMITED

a Division of Wayne's Lawn Service

BIDDING & CONTRACTS ($42.95)
Examples on bidding and contracts (residential and
commercial markets). How-to’s on: Determining your
cost of operation; Applying these costs to your bid-
ding process; Calculating your cost. Bidding Strate-
gies on: Mowing, Landscaping, Mulching, Power
Seeding, Snow Removal and many more.

CONTRACTS & GOALS ($29.95)
Lawn and Snow Removal Sample Contracts; Advan-
tages and disadvantages of using contracts; Responses
to common customer objections to signing contracts.

MARKETING & SALES ($34.95)
Aspects of marketing and selling your service. Con-
tains many forms of marketing found to be success-
ful and those found to be ineffective.

LETTERS FOR SUCCESS
(set of 13 - $19.95)
“Cold Call” introduction, bid proposals and cover
letters, contracts, collections and several others for
use as they are or as a framework to write your own,

Mail check with your order,
Print name and address to:
#1 Profits Unlimited
3930-B Bardstown Road
Louisville, KY 40218
800/845-0499
Visa, MasterCard, Discover,

American Express

RUN YOUR OWN
LAWN CARE OPERATION
Tired of working so hard for someone else? If you

have the experience to run your own lawn care
operation, read about this opportunity.

25-year-old residential lawn care company in Mont-
gomery County, Maryland, with 1000-plus clients
and revenues in excess of $500k seeks licensed, ex-
perienced individual for a unique situation. Owner
would like to sell to an individual, offering flexible
terms for the right person. Applicants should have
experience in operations, sales and management. Tre-
mendous potential for tree and shrub and or light
landscaping expansion. Send your resume to 14111
Seneca Road, Darnestown, MD 20874 or email:
jmbailey@homeinfonetworks.com

FRANCHISE OPPORTUNITY

NaturaLawn of America continues to grow at record
levels. We can provide you with our proven market-
ing and advertising strategies, proprietary state-of-
the-art natural, organic-based fertilizers, and on-go-
ing support to grow your business. Isn't it time for
you to join a company on the cutting edge where you
become a leader - not a follower! Call us today at
800/989-5444 to learn how you can become a
NaturaLawn of America franchise owner too.

HOLIDAY LIGHTING

PSWERUP

YOUR PROFITS

WITH

Q
decorating
The Quality Lighting Choice
* Illuminated Holiday Decorating

* Distributorships Available

* The Perfect Add-On Business
For Your Operation

* High Quality—Low Startup

Call Today (888) 200-5131

WHOLESALE DISTRIBUTOR

Needed to market environmentally friendly, liquid,
slow-release fertilizer products direct from manufac-
turer. Ken Franke, P.O. Box 123, Plato, MN 55370;
800/832-9635. FAX: 320/238-2390.

I
SELLING YOUR BUSINESS?

FREE NO BROKER
APPRAISAL FEES

—t

Professional Business Consultants

Merger & Acquisition Specialists
Professional Business Consultants can obtain
purchase offers from Qualified Buyers without
disclosing your identity, Consultants’ fees are
paid by the buyer.

CALL: 708/744-6715 » FAX: 630/910-8100
or mail
19 W. 555 CENTRAL AVENUE
DOWNERS GROVE, IL 60516

Businesses for Sale

LANDSCAPE CONSTRUCTION/
MAINTENANCE

Landscape construction and maintenance company.
Well established 15 year company in the Boston,
Mass. area. $2.5M to $2.9M volume annual. Past three
years profits have been in the six digit figures. Com-
pany breakdown: 70% construction, 20% mainte-
nance and 10% snow operations. Well-run organiza-
tion and well-maintained fleet. The 1999 backlog ex-
ceeds $2M. Mail responses of interest with name and
financial background to: Corporate Ventures, 271
Canton St., Stoughton, MA 02072.

LANDSCAPE MAINTENANCE

Indianapolis area: Large commercial accounts, Two-
acre facility. Vehicles and equipment. $250,000 takes
everything. Principals only. 317 /767-4026.

CAREER OPPORTUNITY

Why choose SavaLawn?

At Savalawn, we are expanding

throughout the northeast. Our team
is growing along with us, propelled
by our career advancement programs,
tuition reimbursement and creative
('U”]p(‘n\.ui()n P.'lk.'k.\g('s.

If professional growth is
important to you, call Savalawn.

Phone: (800) 666-4873, ext.153
Fax: (914) 244-1364
Visit our website!

A

Saval.awn

www.savalawn.com

LAwN & LANDSCAPE
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LAWN &

LANDSCAPE COMPANY
Tremendous growth potential due to rapidly expand-
ing population and a pristine quality of life is avail-
able with this business - A stable lawn and landscape
company in the Vail Valley of Colorado. A great op-
portunity for a local company to expand with well
maintained equipment, established accounts (40%
maintenance, 30% landscaping, 30% irrigation) op-
tion on employee housing unit and office/ warehouse
lease. Seller financing may be available and seller
may be willing to assist in transition. Contact Tracy
Bossow, Brokers for more information 888 /966-6400.

Lawn service company for sale. Be your own boss
tomorrow. Well established mowing and spraying
business north of Cincinnati, Ohio. For 17 years con-
sisting of company name, supplied customer list and
good will. Will work with you as needed. $143,000+
gross sales. 937/382-2384.

SPECIALTY LANDSCAPING CO.

AVAILABLE FOR ACQUISITION

SPECIALTY LANDSCAPING CO.
ROCKY MTS./RESORT AREA

* Highly profitable provider of tree
relocation & removal services

* Outstanding growth - revenues
increased 62% in past few years.

* Strong relationships in place

* Unique equipment capabilities

* Est. 1999 Sales $3.3 MM; EBIT $1.5MM

Contact Buyer Services at
(800) 854-4643; Client 463543

LANDSCAPE BUSINESS

Canton, Ohio, area landscape business for sale. 8.75
acres with home and pond. Additional office land
also available. $500,000 average annual sales over
past three years. Turnkey operation. $800,000. Will
separate. 330/806-8247.

Education/Instruction

e——m————

T'BE A SKILLED
| LANDSCAPE
| DESIGNER

I Home study course. Cre-
ate beautiful lawns, gar-
dens, courtyards, plantings,
I and walkways. Start a profit-
able business of your own.
I Send or call 24 hours a day.

! FREE CAREER LITERATURE: 800-223-4542 i
4 s BRI 1

' Address

I City/State Zip l
The School of Landscape Design, Dept. GTM668

LPCDI, 430 Technology Pkwy., Norcross, GA 30()92J

WHOLESALE SNOW
PLOW SUPPLIES

STOCK UP NOW AND BE READY FOR WINTER
Cutting Edges Buy Four Get One FREE!

Poly 8' Snow Deflectors Buy Three Get One FREE!
Buyers Tailgate Spreader Reg. Price $769
Now on Sale $695 Until Nov. 15. 1999.
Great quantity discounts on popular parts
for Meyer & Western Plows.

Trip Springs, Blade Guides, Hydraulic Fluid,
Hinge Pins, Hitch Pins, Hydraulic Hose & More!
We also carry a complete line of
Landscaping Supplies,

Lawn/Pest Spray, Irrigation, Engines and more.
Call Today for ordering information or
for a FREE CATALOG 800/498-2795

LANDSCAPE DESIGN KIT 3
N2 "\,

22 LANDSCAPE DESIGN KIT 3

48 rubber stamp symbols of trees,

shrubs, plants & more. 1/8" scale.
Stamp sizes from 1/4" 10 1 3/4".

k| $78.50 + $6 s/h VISA, MasterCard, or

) S MO's shipped next day. Checks delay

W, _F< shipment 3 weeks. CA add 7.75%tax.

== 1@ AMERICAN STAMP CO.
oo’ Free Brochure 12290 Rising Rd. LL99, Wilton, CA 95693

Local calls 916- 687-7102 Voice or Fax TOLL FREE 877-687-7102

SNOW REMOVAL EQUIPMENT

— SO

Predator Plow & Lobo "V" Plow

5 N

1-800-662-1453

SNO-WAY International, inc.
www.snoway.com

COMMUNICATIONS

EQUIPMENT
MOTOROLA from $250
MTX, GTX, MAXTRAC 800/900
with warranty call 800/779-1905
www.aatwoway.com

USED BOBCAT
Used Skidsteer Loader Bobcats 753/763-853 and
attachments,
Tires, Rings, Parts, Buckets.
MH RENTAL 305/477-6595. Lease available.
Web Site: www.mhrental.com
Email: mhei@bellsouth.net

HYDRO-MULCHERS

HYDRO-MULCHERS®
HYDRO-SEEDERS
STRAWBLOWERS

Most Brands & Sizes - New & Used

(800) 551-2304

www .jameslincoln.com

RAIN SENSOR

YOU MAY NOT CARE
HOW RAIN SENSORS LOOK...
BUT YOUR CUSTOMERS DO.

RainBrain™
The Sensible Sensor.

Naw 5 o s

1-877-277-9977 + www.rainbrain.com

RADIOS HALF PRICE!

MOTOROLA - JOHNSON
KENWOOD - UNIDEN - RADIUS
escape NEXTEL go 900 w us
Call: 800/779-1905
www.aatwoway.com

FINN SPREADER

Save time and manpower spreading mulch and other
bulk materials with Finn Model AEM 2000 Spreader.
34.5-hp, Kubota diesel engine. Spreads up to 25 cu-
bic yards of material/hour. 1.5-cubic-yard hopper
holding capacity. Hydraulically powered conveyor.
150-foot hose. Trailer mounted. Only 400 hours use.
$19,500. 610/558-2288.

ALL SEASONS
CATCHER LIFT
SYSTEMS
as shown in
TALK

Vol. 10
enabling Walker Mower
owners to reach

- il e el

Productivity, Profit, and Safety.
Lift, dump and go in 20 seconds. 7.0 box.
Improves worker safety.
Better employee performance.
Higher profits through more accounts serviced.
Improved for 99
Lifting the 9.5 Box. 28 second cycle.

Now Available For Scag Turf Runner

800/786-2301
5100 Valley East Blvd., Arcata, CA

Spruce Trees to 20 Feet
Tel: 701/652-3234
After 9 p.m. Central
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MULTIPURPOSE LAWN CADDY

1997 S&G Multipurpose Lawn Caddy: 80-pound
spreader with 22-gallon liquid tank. Less than 200
hours of use. Paid $7,000 new. Selling for $4,000 or
best offer. Contact Ray DeGaetani at Ira Wickes Ar-
borist 914/354-3400.

MARKETING &
OPERATION GUIDES
Market your company to the next level
with the following two volume set.
VOLUME I SALES & MARKETING GUIDE $44.95
Are you a small to medium sized company with a lim-
ited budget? Then market in-house and save a bundle.
* Software is affordable and very effective.
¢ A Direct Mail Business Reply Card that gets
the big fish to bite.
¢ Impressive sample bid portfolio (premium
grade stock, tri-fold folder, and 15 pages of spe-
cifications for sealing those big corporate contracts.
* Much more on marketing template
(Microsoft 95).
VOLUME II BUSINESS MANAGEMENT &
OPERATIONS GUIDE $24.95
Improve your company’s image and bottom line.
Avoid making the same costly mistakes that we made
in the early years.
* Spreadsheet template (Microsoft Excel) for
income, cash flow, expense, and profit analysis.
Send check or money order to:
ASHWORTH LAWN & LANDSCAPE
PMB-302 Sales Department
12407 N. Mopac Expressway #100
Austin, TX 78758
Toll Free 877/225-LAWN
VISA & MASTERCARD

*Not available in Dallas, Austin, San Antonio, and Houston, Texas

Help Wanted

TRUGREEN LANDCARE

“Changing
the landscape of the
landscaping industry”

And we need YOU

to build a strong foundation!

We're HIRING across the nation.

OPPORTUNITIES ABOUND:
* Field Positions
* Management Positions
* Technical Positions
* Administrative Positions

Call today at 888/698-0200 for

more information

MANAGEMENT SEARCH

E-mail: info@greensearch.com
Toll free: 888-375-7787
Fax: 770-392-1772

6690 Roswell Road, Suite 310-157
Atlanta, GA 30328-3161

Explore our services:
GreenS earch MANAGEMENT SEARCH/STAFFING
S N DUy Mt e e MANAGEMENT TOOLS
A Division of FSJ Services, Inc
Website: Visit us at
www.greensearch.com

BOOTH #1509

GREEN INDUSTRY EXPO/99

JOB SEEKERS

Visit our booth or review our career
opportunities confidentially on the Internet.

KEY EMPLOYEE SEARCHES

Florapersonnel, Inc. in our second decade of perform-
ing confidential key employee searches for the land-
scape industry and allied trades worldwide. Retained
basis only. Candidate contact welcome, confidential
and always free. Florapersonnel Inc., 1740 Lake
Markham Road, Sanford, FL 32771. Phone 407/320-
8177, Fax 407/320-8083. Email: Hortsearch@aol.com
Website: http:/ / www.florapersonnel.com

OF FIVE GREAT CITIES!

Tell us what city you prefer! We are a leading lawn
care company that has been in business for 30 years
with locations in Cleveland, Fort Wayne, Indianapo-
lis, Pittsburgh and St. Louis. We are accepting re-
sumes for branch managers and branch manager
trainees. Our trainee packages average $35,000 to
$40,000 per year and our branch manager packages
average $75,000 to $80,000 per year. Both trainee and
branch manager benefits include generous salaries,
health benefits, new personal vehicles and a large
year end bonus. Join a fast growing company that
"really cares" about its empl ! Branch manager
applicants should have managerial experience, and
trainee applicants should have assistant manager
experience. All inquiries kept strictly confidential.
Send or fax resume to: Kapp's Lawn Specialists,
Michael Markovich, 4124 Clubview Dr., Fort Wayne,
IN 46804. Fax: 219/432-7892; or call Mike at 219/ 436-
4336 for more information.

PROJECT MANAGEMENT

James Martin Associates, Inc., a well-established com-
mercial and residential landscape maintenance firm,
is seeking a team-oriented person with three to five
years experience in maintenance project management
to join the landscape maintenance department. The
successful candidate will possess experience in
project and client management, contract negotiations,
client prospecting, estimating, and a solid under-
standing of the grounds management industry. For
immediate confidential consideration, please send or
fax resume and salary requirements to:
JAMES MARTIN ASSOCIATES, INC.
Attn: Chris Keenan
59 East US Hwy. 45
Vernon Hills, IL 60061
Fax 847/634-8298
Phone: 847/634-1660

EXCITING CAREER

OPPORTUNITIES FOR SERVICE
INDUSTRY MANAGERS

Come Join One of the Largest Vegetation Management
Companies in the United States

DeAngelo Brothers, Inc. is experiencing tremendous
growth throughout the country creating the follow-
ing openings:
BRANCH MANAGERS
(Various locations throughout the USA)

Responsible for managing day-to-day operations, in-
cluding the supervision of field personnel. Business/
Horticultural degree desired with a minimum of two
years experience working in the greens industry.

Qualified applicants must have proven leadership
abilities, strong customer relations and interpersonal
skills. We offer excellent salary, bonus and benefits
packages, including 401k and company paid medi-
cal coverage. For career opportunity and confidential
consideration, send or fax resume, including geo-
graphic preferences and willingness to relocate to:
DeAngelo Brothers, Inc., Attention: Paul D. DeAngelo,
100 North Conahan Drive, Hazleton, PA 18201. Phone:
800/360-9333, Fax: 570/459-5500. EOE/ AAF, M-F.

EMPLOYMENT
OPPORTUNITIES - BERMUDA
Sousa's Landscape Management Co., Ltd., Bermuda's
largest landscape company, has immediate openings
for the following positions:
* Fleet Mechanic - Service all equipment/ vehicles
* Irrigation Technicians - Troubleshooting,
repair, installation
¢ Floriculturist - Color manager, chemical
application
* Horticulturist - Preservation and care of grounds
¢ Chemical Applicator - Chemical applications
* Landscape Architect - Degree/ experience required
* Landscape Installation Foreman - Three years
experience required
¢ Landscape Designer/Salesperson -
Degree/ experience required
o Arborist - Three years experience required
Apply via resume along with three work references
to Sousa's Landscape Management Co., Ltd., P.O. Box
PG 130, Paget PG BX, Bermuda. Fax: 441/238-3507,
e-mail: jsousa@ibl.bm or www.slm.bm

LAwN & LANDSCAPE
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LANDSCAPEJOBS.COM

888/729-LAND
National Search
We are presently searching for the following:
* Maintenance Supervisors
* Maintenance Foremen
¢ Irrigation Technicians
* Construction Foremen
* Operations Manager
* Branch Manager Trainees
Call or visit www.landscapejobs.com

LANDSCAPE MANAGEMENT

THE BRICKMAN GROUP, LTD.
Careers in landscape management available in: CO,
CT, DE, FL, GA, IL, IN, MD, MO, NJ, NY, NC, OH,
PA, TX, VA, WL Fax: 301/987-1565.
Email: jobs@brickmangroup.com
Web site: www.brickmangroup.com

GROUNDS MANAGEMENT

GROUNDS MANAGEMENT

SUPERVISORS. DUBROW'S NURSERIES, INC.
is looking for self-motivated, communicative in-
dividuals to oversee large accounts. Our corporate
client base requires experienced personnel with
the following credentials: A BA degree in horticul-
ture, five years supervisory experience and a cur-
rent NJ pesticide license. You must be able to
coordinate the administration of owner’s contract
job specifications.

GROUNDS MANAGEMENT

FOREPERSONS. Experienced forepersons
needed to instructand supervise daily work activi-
ties of maintenance crews. Must have minimum of
three years supervisory experience. A current pes-
ticide license required. Bilingual is a plus. Highly
competitive salaries and benefits.
Hiring Bonus.
Fax resumes to Bob Greene at
973-992-6050 EOE M/F.
251 W. Northfield Rd.
Livingston, NJ 07039
I 973-992-0598

uBROW'S

EXECUTIVE DIRECTOR

Looking for self-motivated person to work from
home for the New Jersey Landscape Contractors As-
sociation. Part-time flexible hours. Candidate must
have good communication, marketing and public
relation skills. Some travel involved. Computer skills
desirable. Salary based on qualifications. For more
information call: 201/703-3600. Send resume to:
NJLCA, P.O. Box 604, HoHoKus, NJ 07423.

} L

POSITIONS AVAILABLE

Western States Reclamation, Inc. is a 16-year-old
landscape, revegetation and erosion control company
in Broomfield, Colorado who is recognized for our
excellent work. We seek to fill the following posi-
tions:

* Project Manager Revegetation/Landscape

¢ Estimators - Senior and Entry Level

¢ Irrigation Superintendent

* Landscape Superintendent

¢ Reclamation Superintendent/Foreman
If you are qualified, you will receive above average
wages, excellent medical benefits, 401k / profit shar-
ing, company vehicle (Superintendents and Project
Managers), relocation allowance, incentive program
and working in a great team environment. All posi-
tions are full time year round. Check our website at
www.WSreclamation.com Send resume to WSRI,
11730 Wadsworth Blvd., Broomfield, CO 80020, fax
303/465-2478.

VEGETATION CONTROL

CHEMICAL SALES REPRESENTATIVE

Come join one of the largest Vegetation Management
companies in the United States

DeAngelo Brothers, Inc. has immediate openings for
Chemical Sales Representatives throughout the
United States.

Responsibilities include direct marketing of DBI's full
product line of chemicals and related equipment
throughout a regional territory. Horticulture or re-
lated degree desired, with a working knowledge of
Vegetation Management Chemicals. (Minimum two
years experience). Qualified applicants must have
strong interpersonal and communication skills. Ap-
plicants will work out of a DBI Regional Office and
must enjoy travel. We offer an excellent salary and
benefits package, including 401k and company paid
medical coverage.

Please forward resume for confidential consideration,
and include salary history and geographic preference
in cover letter. Send or fax resumes to:

DEANGELO BROS., INC.
Attn: Charles Sizer
100 N. Conahan Dr.
Hazleton, PA 18201
Fax: 570/459-5500
EOE/AAP/M-F

MANAGEMENT INC.

LMTI is one of the nation's premier, independent land-
scape and irrigation service organizations. Based in
Dallas, Texas, with a satellite office in Jacksonville,
Florida, we are currently seeking to fill key manage-
ment and supervisory positions. Candidates must be
committed to excellence in upholding organizational
values and embrace the desire to make a difference.
Corporate mission statement and values will be pro-
vided upon request. We provide competitive pay and
benefits including insurance, 401(k), and bonus. Fax
resume (Attn: HR Dept.) 972/446-0028.

CAREER OPPORTUNITIES

Well-established, full-service design/build firm in
Northeast New Jersey seeks energetic, highly moti-
vated and well-organized people to join our com-
pany. Candidates should have minimum three to five
years experience in landscape industry with strong
emphasis on sales and customer service for both resi-
dential and commercial accounts.

* DEPARTMENT MANAGER - Irrigation should
have superior technical knowledge to coordinate un-
derground sprinkler installations and service, sys-
tems operations and analysis of system deficiencies.
* DEPARTMENT MANAGER - Maintenance &
Lawn/Tree Care needs thorough knowledge of insect/
disease identification and control. State Certification
3A/3B desirable. Strong Commercial and Residen-
tial Maintenance experience.

* DEPARTMENT MANAGER - Design/Construction
should have extensive landscape sales/manage-
ment/production experience. A degree in Horticul-
ture or Landscape Design desired.

All candidates should have excellent communication
skills plus strong supervisory and organizational
ability. Responsibilities include estimating; sales;
scheduling and supervising crews; purchasing and
inventory; and budget and profit control. Competi-
tive salary and benefits. Growth potential. Mail or
fax resume to: Personnel Dept., Jacobsen Landscape
Design and Construction, 413 Godwin Avenue, Mid-
land Park, NJ 07432. Fax 201/444-4334.

GREAT CAREER
OPPORTUNITIES
Large Charlotte, N.C., landscape company is seek-
ing highly qualified, self-motivated professionals.
Positions include:
* Lawn Maintenance Foremen
* Commercial Landscape Production Manager
Send Resume to The Metrolina Landscape Co., P.O.
Box 669003, Charlotte, NC 28266 or call 704/392-9501.
Fax: 704/394-1405.

SEARCH JOBS - POST JOBS

www.irrigationjobs.com
www.treecarejobs.com
www.nurseryjobs.com
www.landscapingcareers.com
Search Resumes — Post Resumes

IRRIGATION DESIGNER

Callander Associates seeks an irrigation designer to
head our irrigation design division. We are an 18-
person landscape architectural firm with an excel-
lent range of projects, including parks, trails, down-
town revitalization, hotels, offices, and other public
and private work. Excellent knowledge of up-to-date
irrigation design practices is essential. Knowledge
of water conservation, AB 325, and nonpotable sys-
tems desired, as are excellent construction drawings
and Autocad skills. The position will involve design,
drafting, plan check, and construction review ser-
vices. Our expanding firm provides an outstanding
professional growth opportunity with excellent ben-
efits: continuing education, 401K, and great salary.
Please forward your resume with several work
samples to: Becky Ibarra at Callander Associates, 311
Seventh Avenue, San Mateo, CA 94401. Telephone
650/375-1313, fax 650/344-3290.
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CAREER OPPORTUNITIES

Are you ready for a change? Come join our team in
the beautiful Southwest. We are searching for top
quality people in the following positions:
. * Project Manager

¢ Landscape Designer

¢ Crew Leaders
Qualified candidates will possess experience in their
respective position as well as excellent communica-
tion skills, self-motivation and strong desire to suc-
ceed. Excellent benefits, profit sharing and reloca-
tion allowance. Please mail or fax resume to: Heads
Up Landscape Contractors, Inc., 7525 Second Street
NW, Albuquerque NM 87107. 505/898-2105 (Fax).

OPERATIONS MANAGER

Premier, full-service residential landscape firm in At-
lanta, Georgia, established since 1983, seeks an Opera-
tions Manager for our rapidly growing Maintenance
Department. We're looking for an energetic, highly
motivated individual whose focus is on quality and
excellence. Qualified candidate will have extensive
experience with high-end residential customer service.
Responsibilities include field operations management,
personnel management and development, and finan-
cial accountability. Strong technical and horticultural
knowledge also required. We offer an excellent com-
pensation and benefits package. If you are interested
in working for a distinctive company with an excel-
lent reputation, please mail or fax resume to Habersham
Gardens, 1134 Dalon Road, Atlanta, GA 30306; fax 404/
873-6581. Attn: Stephanie Bott.

REPRESENTATIVES
MANUFACTURER'S
REPRESENTATIVES

Ramrod Equipment, world class manufacturers
of Mini-Skid Steer Loaders and Skid Steer At-
tachments is expanding its growing network of
salespeople worldwide.

Applicants are now being taken for customer
service driven sales people committed to fur-
ther developing a rapidly growing network of
dealers in the U.S. If you are looking for excel-
lent profit gotential, like to travel, and possess
proven sales and marketing skills, please for-
ward resume to:

Sales & Marketing Manager
Ramrod Equipment
200-36th Avenue NE
Minot, ND 58703
Fax: 306-782-1884 or
email: sales@ramrodequip.com

OPERATIONS MANAGER

Tovar’s Landscape Contractor’s Inc., located 25 miles
west of Chicago seeking a self-motivated operations
manager with five to 10 years industry experience.
Candidate must have strong management skills and
familiar with remote location. Responsible for com-
plete operations including scheduling, purchasing &
supervision of field personnel. Salary based on ex-
perience. Please forward resume to: TLC, 977 Eliza-
beth St., Elgin, IL 60120 or Fax: 847-695-0417.

EXCITING CAREER
OPPORTUNITY

Munie Outdoor Services Inc., a well-established (20
years), full-service commercial landscape mainte-
nance and construction company located in the St.
Louis area is searching for a skilled, highly motivated
individual to fill the key position of VP of Opera-
tions. This position is a direct report of the President
and oversees all operations and is responsible for the
profitability of three business units ($10 million in
total revenue) in landscape maintenance and con-
struction. The ideal candidate will have a minimum
of 10 years in the industry with at least five in a man-
agement role. Requirements include a demonstrated
ability in organizational management, a minimum
of five years accountability to profit/loss results, and
excellent communication and people skills. A
Bachelor's degree is preferred, as well as previous
commercial landscape maintenance and construction
experience. Salary commensurate with experience.
We offer a competitive salary with bonus plan and
full benefits. Please forward a resume with salary
history to: Munie Outdoor Services, Inc., Attn: HR
Manager, 1000 Milburn School Rd., Caseyville, IL
62232, or fax to 618/632-5475. EOE/ AA.

CONTRACT MANAGEMENT

MID-ATLANTIC AREA
S. C. Jones Services Inc., a well-established Govern-
ment Grounds Maintenance firm since 1982, is seek-
ing a qualified, career-oriented Grounds Maintenance
Contract Manager with experience running day-to-
day large field operations, preferrably on Military
Installations. Individual should have a Bachelors
degree in horticulture or business, along with expe-
rience in all grounds maintenance operations. An
individual without a college degree, but possesses
extensive experience will be considered. Excellent
leadership, organizational and communications skills
a must. The successful applicant must have proven
leadership abilities, strong customer relations and
interpersonal skills.

We offer excellent salary and benefits packages in-
cluding vacation, sick leave, federal holidays, bo-
nuses, company vbehicle, medical reimbursement
plan, cafeteria plan and relocation package.

For immediate confidential consideration, please
send or fax resume and salary requirements to:

S.C. Jones Services, Inc.
115 Production Drive
Yorktown, VA 23693

888/247-3852
757 /599-0320
757/599-0053 Fa

Wanted to Buy

HYDROSEEDERS &
STRAWBLOWERS
We buy, trade and sell new and used hydroseeders
and straw blowers ONLINE. Call 800/245-0551 for
our catalog of hydromulching equipment and sup-
plies, and go ONLINE for our latest used equipment
list.
HTTP:/ / www.ErosionControlTech.com
E-mail: Neil@ErosionControlTech.com
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deliver improved broadleaf weed control
have been identified.”

OTHER ADVANTAGES. Often, lawn care
companies lose days of potential application
due to the threat that a sprayable product
might drift in windy conditions and end up
causing off-site damage.

“Using a sprayable product is challeng-
ing in rainy or windy conditions,” Zelinko
explained. “A lot of our customers are schools
and municipalities, and they are concerned
with the damage a sprayable product could
cause on a windy day. These customers can-
not afford delays in making an application,
so a granular product is the answer.”

Andrews also added that the degree of
weed control is not diminished even if rain
falls soon after application with a herbicide/
fertilizer combination product.

John Page, department manager for the
pesticide division at DeVries Landscape
Management, Jenison, Mich., added that the
size of the application area often determines
whether what product can be used.

“A lot of companies can’t spray 100 acres
in a day - often due to the lack of equip-
ment,” Page explained. “But with a granular
herbicide-based fertilizer, an applicator can
be hooked up to a tractor, which can usually
perform the same size job in one day.”

The list of weeds that the granular weed-
and-feed products eliminate or suppress is
extensive.

“Dandelions, wild violet or clovers - the
combination products we have used has
worked on all of them,” related Zelinko. “I
have never seen this type of control on such
hard-to-control broadleaf weeds with a
granular product. I perform less reapplica-
tion and the product has a longer residual.
Both of these factors save me time and
money,” Zelinko stated.

The new products also have a lower
amount of active ingredient while still giv-
ing professionals a higher level of control.
Depending on the application and the cus-
tomer, this can be a distinct advantage.

“Some contractors have made it a policy
to reduce the amount of active ingredient in
the products that they apply. This product
helps them do that,” Richards stated.

Kate Eidam is with NDW Communications in
Horsham, Pa.
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Quicker than you can read this column, the Internet is attracting several thousand first-time

users. And many of those novice Internet users are also readers of this magazine.
Whilesome aren’t as quick as others to embrace the efficiencies and the benefits of the vast

Internet universe, there's no denying the dramatic effect the Internet has had and will have

on commerce.

Lawn & Landscape has invested tremendous time and resources into making our web site
— www.lawnandlandscape.com - the leading vertical portal in the professional landscape
marketplace. Our content - driven by our extensive copyrighted archives and only online
articles, “push” technology to our readers’ desktops, business databases and energized
bulletin board activity - is the backbone of our e-business success.

As a magazine and publishing company, we’ve embraced the business of e-communica-
tions. In fact, it's a stand-alone division of our company. Further indication of our commitment
to this critical area of business development is our recent hiring of Scott Hunsberger as our
Internet Editor dedicated to providing valuable and exclusive editorial content, features and
services for the Lawn & Landscape Market Portal.

Additionally, we're excited to announce the conversion of T&0 Service Tech magazine to
an online interactive training product that will debut at the Green Industry Expo. Through
the Internet we can now reach the estimated 300,000-plus industry technicians across the country
and effectively customize content to meet their specific training and educational needs.

In short, we're investing heavily in the power of the Internet to work more dynamically
to compliment and strengthen our dominant print communications position. We believe the
two entities will work hand-in-hand to provide our readers with the depth of content and
range of services they are looking for to help them more profitably run their businesses.

I'm also proud to announce the selection of our Editor, Bob West, to Folio:

magazine’s recent national coverage on “30 under 30.” The article provided coverage
of gifted up-and-comers in the publishing industry. Bob, who has been Lawn &
Landscape’s editor for more than two years, has spent many long hours bringing
you the kind of quality editorial that has had a significant impact on the visibility,
credibility and national awareness of the professional lawn and landscape
market.

Folio: magazine, a national trade publication covering the business-to-busi-
ness industry, bestowed its national editorial excellence award to Lawn &
Landscape a year ago.

There’s exciting developments occurring at Lawn & Landscape and

www.lawnandlandscape.com. Stop by and visit us at the Green Industry Expo,
booths 169, 171, 173. See you there.

@;@, Cocte

www.lawnandlandscape.com
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Catch the rising star in the
landscape maintenance industry.

If you're looking to increase the size of your lawn maintenance service,
shoot for the stars and look at a U.S. Lawns franchise. Over the years,
U.S. Lawns has become a shining example of what a professional
landscape maintenance service should be. With the guidance of
U.S. Lawns’ team of professionals, we'll show you, step-by-step,
how to grow your business, maximize efficiency and cut costs.
You'll be recognized as a company with a growing reputation
for getting the job done right the first time. For more information
on becoming a U.S. Lawns franchisee, call us at 1-800-US LAWNS.
And become part of an all-star team today.
www.uslawns.com

Visit us at the GIE Show, Booth #283
USE READER SERVICE #136
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“Our crews ﬁg/yttb over th; Dingol.’ o

HESITANT ot
them witbb a safe, pmﬁsz’ona_l -

way of being more productive.

TO TRY NEW THINGS, ~i2='
WE SUGGEST YOU
RE AD 4 I Y I I IS “We dug the holes, planted 16 trees, and
covered t/fem in one hour with the Dingo. ..
. that’s probably six or seven bgurs
WHILE YOURE dasteib b e
WAITING.

“The Dingo will revolutionize the landscaping business. Jobs that took hours now take minutes. . .the Dingo
does a lot of things you couldnt do with a skid steer, like walking across a lawn or going through a gated
backyard without taking down part of the fence.... it saved me thousands of dollars in just one day.”
Robert Maffei, Maffei Landscape Contractors

“Our jobs took twice as long before we had the Dingo.
Now I have to sell work like you wouldn't believe to keep my
crew busy because they knock the jobs out like never before.”
Tom Waltz, Harvest Landscape Services

“It’s constructed like a tank.”
Phil Pickett, Pickett Landscaping

“If I met a skeptic, Id tell them to

try the Dingo. Theyd be amazed.

In our line of work, productivity

is the name of the game and

the Dingo gives us the ability

to do a job with less people

in the same amount of time.”
m BG:f“’I it “It can pay for itself in one years time.”

Stephen Hillenmeyer, Hillenmeyer Nursery

This is no time to procrastinate. Call 800-476-9673 or contact your Toro distributor. (And step on it.)
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