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When someone suggests you spend more money on a less
effective preemergent, it’s time to hold on to your wallet.

oration. All rights reserved
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Field trials confirm that PENDULUM®" consistently gives you more dependable, broad-spectrum
weed control thon any other preemerge herbicide.

So, even when compared to premium-priced produds, PENDULUM controls more weed:s.
You can take that to the bank.

For the PENDULUM herbicide distributor ng_,orest
you, call 1-800-545-9525, ext. T2611.
Or visit our website ot www.turffacts.com.

Always read and follow label directions.
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y TECZA ENVIRONMENTAL 577

Stability in Maintenance A look back at the news and issues covered

After fine-tuning its maintenance division,

Tecza Environmental Group boosted revenue and so throughout the past 12 months ... 93
found strength against future economic hardship.............

: |\\H ' : VoLUuME 21, NUMBER 12

More than 71,000 subscribers monthly www.lawnandlandscape.com

Check out the registration brochure
| for information on networking oppor-
tunities and extensive educational pro-

gramming to take your business to the
< < -
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E Charting Progress

Quality Control

These business forms take the puzzle out of

While family fortitude is the basis for Tecza Environmental Group's paperwork and provide contractors with
birth and early growth, a value-based business focus 2 6
carried it !hmugh L'lh'l't’]’h‘!h'“fh’ll (’hﬂ”('”i\'('ﬁ. .................. SlU”Plt’S B0 SErUChUre SUCCESS. ovvvcvevivivissiees 8 ,

For the Love of Design
A passion for design and a penchant for success molded "
Tecza Environmental Group's design/build division. ...... 3 8 m Artlde mdex

On Target

Tecza Environmental Group's marketing efforts are 70

specifically directed toward quality-conscious clients. ....

Taking Care of Business

To grow the business, Tecza Environmental Group =

2

managers believe they must also provide ’ ‘ tecza .
! / -
each employee with a chance to grow. .......... 8 - ¥ . environmenta i b
ros group
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CHOICE CUTS

(USDC APPROVED)

- GO AHEAD, FEEL FREE TO CHOOSE

Now more than ever you need to keep your options open as to what equipment you use and how much
it costs you. Dixie Chopper can help by giving you the freedom of choice. Take your pick of a 42" or 50"
cut with a 19 horsepower Kawasaki engine, the price is the same. All Dixie Chopper machines have a
lifetime warranty on the frame and front caster bearings along with an available five year extended drive
train warranty. You also get our promise of being the best mower available for the combination of Price,
Performance, and Reliability, along with our 30 day money back guarantee. If within 30 days of purchas-
ing your new Dixie Chopper you find another machine of equal cut and horsepower that will outperform
your Dixie Chopper for production mowing, we'll gladly refund your money.

nivir niannnen
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K gi demark of K ki Motor Corp. Dude Chopper is a registered trademark of Magic Circle Corporation and may
mummm Pricing shown above is for models LX1901.42 and X10801-50 only. Model X1901.50 pictured. Extended The WOf/dS [.:35[951 LaWn MOWBf
drive train warmanty available at additional cost. Prices subject to change without notice. Copyright 1899. All rights reserved. Www_d|x|echopper_com

800-233-7596
USE READER SERVICE #27
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“The significant problems we face cannot be
solved at the same level of thinking we were at
when we created them.” — Albert Einstein

The Value of a Visit

Despite the turnout of more than 5,000 attendees at this year’s Green Industry
ExpoinIndianapolis, Ind., I can’t help but to come away from the event feeling

a bit sorry for those of you who didn’t attend.

I doubt any of you who missed this year’s conference actually did some-
thing during these three days that hurt your businesses, but, nonetheless, you
are in a weaker position now then you were before the show. The problem is
thatif you didn’tattend the show you didn’t do anything to improve yourself,
and the odds are that someone else in your market did.

What impressed me most about this year’s show was the depth of sharing
that took place in terms of ideas, philosophies, experience, lessons learned and
mistakes made. | was particularly aware of this on the day before the
conference began when the largest Indianapolis-based landscape company -
The Engledow Group - opened its doors to more than 500 other contractors for
an informative tour.

Engledow employees walked us through the majority of the operation,
explaining how they handle various tasks, who handles them and the logic
behind their processes. Attendees saw how the company organizes its main-
tenance yard and how equipment is stored for quick loading and unloading
each morning. We also learned about the various positions within the com-
pany and what responsibilities accompany each one,

The beauty of tours like this is how they accelerate the learning curve for
so many other companies by allowing them to avoid making many of the
mistakes other companies have made. The value of these learning opportuni-

ties is illustrated by the number of organizations who boarded the buses for
this particular trip, but it’s also obvious when you look at the caliber
of companies that were present. There were numerous multi-
million dollar companies in attendance, and they were as
interested in learning as anyone else on the tour.

If you weren’table to participate in this year’s tour, or even

if you were, why not get in touch with a couple of area
contractors you don’t really compete against or find some
companies who aren’t more than an hour or two drive, and
visit their operation? In return, invite them to your facility.
The coming winter months offer the perfect opportunity for
such a day of learning and looking at your own business
through someone else’s eyes. There’s no telling what they see

b s/t

that you don't.
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IT’S ONLY HUMAN 1
TO WANT THE BEST OF BOTH WORLDS.

The conventional wisdom on grub control is shifting from
a curative fo a preventive approach. Fortunately, MACH 2*
Turf Insecticide offers effective preventive grub control with
a powerful curative component as well.

Apply MACH 2 once before egg-hatch to prevent grubs all
season long. Or apply shortly after egg-hatch to cure grubs up
through the second instar. Make the choice that suits your
schedule and resource availability.

And don’t worry about watering MACH 2 in immediately.
Unlike other products that degrade on the surface in a single

day, MACH 2 can wait 2 weeks or more for your customers—or

USE READER SERVICE #32

mother nature—to water it in without sacrificing effectiveness.

Prevent or cure. Unmatched irrigation flexibility. Effective
control with an award-winning environmental profile. Only
MACH 2 truly gives you the best of all possible worlds.

For more information, call 1-888-764-6432
ext. R3107, or visit our website ot www.mach-2.com.

MACH 2

TURF INSECTICIDE

IT'S ALL YOU NEED
TO PREVENT OR CURE.
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for the future, 132 landscape con-
tractors gathered at Lawn &

Landscape's first Business Strate-
gies Conference, Oct. 8-10 in
Chicago, Ill.. which featured in-
depth financial management ses-
gions, roundtable discussions and
opportunities to consult with fi- Out of state landscaping
: with materials purchased here ..
nancial experts.
2 \/‘! )“ l'll')”j SO
Industry professionals includ- TOTAL
ing Tom Oyler (below), Jerry
Gaeta, George Koziarz and ESTIMATED ACREAGE:
1 Pamela Jordan conducted ses- AREA

sions on topics including valuing
your business, structuring com-
pensation packages, budgeting
techniques and tax opportunities,
“The inaugural Business Strat-
egies conference served a matket
need for in-depth education on
financial management,” said
Cindy Code, group publisher of
Lawn & Landscape magazine
“We're pleased with the response
and we're looking forward to next

year's conference and exploring REGIONAL TRENDS:
ol California Dreamin’

Next year's
One of California’s largest industries is seeing green - and

conference is
Oct. 7-9 in
Scottsdale, Ariz
The topic will be
human resources
management.

this isn’t just in reference to the turfgrass.

According to the California Green Industry Council
(CGIC), many Californians underestimate the greenindustry’s
impact on the state’s economy, but California’s
lawn and landscape industry represents $12
billion in sales and employs nearly 130,000 people.

Also, California’s landscapes cover more than 1.6 million

acres of the state,

www.lawnandlandscape.com




“We’re Sold
on ProPlus!”

...........

“ProPlus’ advanced features save us time on installations,
eliminate re-adjustments and result in far fewer call-backs.
That makes our job easier and our customers happier.
We’'re sold on ProPlus!”

Rick Heidvogel and Brian Blaschka
The Lakeland Group of Nashotah Inc.
Nashotah, Wisconsin

( Why are so many contractors switching to K-Rain?)

|
Because we make the best rotors in the world!

|
(ProPlus... Engineered to make your job easier!

USE READER SERVICE #29

1640 Australian Avenue, Riviera Beach, FL 33404
PH: 561 844-1002 FAX: 561 842-9493
EMAIL: krain@k-rain.com WEB: www.k-rain.com

RAIN

®
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_ Market Trends

(continued from page 8)

IN THE NEWS 4
Acres Acquires
More Yards

NAPERVILLE, ILL.-One Chicagoland land-
scape company is initiating growth via its

own version of industry consolidation. In-
stead of spreading its name nationally, The
Acres Group, is expanding regionally
through local acquisitions that match the
company’s geographic, service and customer
base, noted Sherm Fields, vice president of
sales and marketing.

The recent acquisition of the Bill Fenn
Landscaping Co., Naperville, I11., a $600,000
dollar outfit, boosts Acres’ annual revenue
to more than $23 million. This is the second
partnership for The Acres Group, following
the 1998 acquisition of the R. Glass Land-
scape Co., Roselle, Ill. This consolidation
delivered $10 million in annual sales, a staff
of 250 and a fleet of more than 100 trucks and
trailers to the company, he said.

A key for making such acquisitions is

identifying companies that share your busi-
ness goals, Fields noted. “These are some
greatsynergies,” Fields explained. “Bill Fenn
is well respected, and the properties that he
was servicing mirror the accounts that make
up our portfolio-townhomes, condos, high-
quality commercial and multi-family sites.”

The Acres Group services more than 30,000
townhomes through its three Chicago facili-
ties = Naperville, Roselle and Wauconda -

and employs more than 450 landscape, con-
struction and snow removal personnel

As the industry continues to consolidate
The Acres Group will continue considering
acquisitions as a form of growth, Fields added
“Locally, acquisitions supply us with addi-
tional depth and scope in a very competitive
industry and are an opportunity for us to not
become complacent.” - Kristen Hampshire

(continued on page 12)

Onthe ')/ 2 =)

Outdoor Power Equipment Institute

www.opei.mow.org

Hummingbird Landscape Management - www.hummbirdlandscape.com

Landtech Contractors

www.landtechcontractors.com

Top Pro Specialties - www.topprospecialties.com

. :

Growth Products

www.growthproducts.com
Mertz Inc. - www.boxerok.com

To announce a new Web site, e-mail nwisniewski@lawnandlandscape.com

We have the most popular fixtures from leading manufacturers in stock for immediate
shipment anywhere in the United States.

550-2535-6765 ¢ FAX: 3350-2
290 Opportunity Pkwy. + Akron, OH 44307
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Please call for a complete list

1-800-758-6359

Visit our web site at www.cascadelighting.com
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“In the past, we've tried everything
to control weeds during the fall and
early spring when temperatures are
cooler. Nothing gave us the control
we needed. But with Cool Power®

all of that changed. Now ground
ivy, wild violets and chickweed don’t
stand a chance. Cool Power gives

us the control we need to eliminate
cool weather weeds and satisfy

our customers.”

Owner & President
Showcase Turf & Tree

Cincinnati, Ohio

As the temperature cools off, you need
a herbicide to help you successfully
battle postemergent broadleaf weeds.
Cool Power's special ester formulation
of MCPA, triclopyr and dicamba combine
to give you superior weed control
in cool weather. With Cool Power
on your side, weeds don't stand
a chance.
Riverdale
The Formulation Innovators

(800) 345 3330
www.riverdalecc.com

Cool Power is a regsstered trademark of Riverdale Chemical Company,
Always read and follow label directions

USE READER SERVICE #99
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(continued from page 10)
IN THE NEWS

U.S. Labor Rate

-
Remains Low
WASHINGTON, D.C.-The U.S. jobless rate
held steady at a three-decade low of 3.9
percent, the government reported. Of note in
the lawn and landscape market, unemploy-
ment among Hispanics - a vital, industry
workforce group - dropped to 5 percent, its
lowest level on record.

The unemployment rate for other minori-
ties remained near record lows as well -
black unemployment was at 7.3 percent.

The low unemployment rate is not hav-
ing animpacton wages, however, withaver-
age hourly earnings at $13.89 in October.

IN THE NEWS

Syngenta Sells
Fungicide To Bayer

GREENSBORO, N.C. - Pesticide manufac-
turer Syngenta continues moving forward as

company executives deal with completing
the merger between Novartis Crop Protec-
tion and Astra Zeneca.

One significant move made by the com-
pany was the finalization of its sale of
Novartis’ newly developed Flint fungicide
products to Bayer, which was announced
Oct. 17. The primary product in this line for
turf applications was Compass, which
Novartisinvested considerable research dol-
lars in and was just beginning to launch
when the company was notified by the Euro-
pean antitrust authorities that it would have
to sell off the product for merger approval.

Bayer submitted the winning bid in what
was characterized by sources familiar with
the process as a very competitive bidding
process with multiple pesticide suppliers
making offers for the product. The acquisi-
tion gives Bayer another new chemistry to go
along with its grub-control product Merit.

In addition, Syngenta’s North Ameri-
can crop protection offices will be located
in Greensboro, N.C., the current home of
Novartis.

IN THE NEWS

Dow Extends
Dursban
Restrictions North

WASHINGTON D.C. - Dow AgroSciences
Canada has agreed to voluntarily phase out
most in-and-around-the-home uses of
chlorpyrifos (Dursban) products in Canada.
Voluntary withdrawal of these use patterns
aligns with the recent agreement between
Dow AgroSciences and the US. Environ-
mental Protection Agency.

The stated goal is to achieve pesticide
harmonization consistent with the North
American Free Trade Agreement.

“While the safety of chlorpyrifos prod-
ucts, when used as directed, has been dem-
onstrated by extensive study and 30 years of
use, we are honoring the request of (Cana-
dian officials) to implement the same phase
out of chlorpyrifos as in the U.S.,” said Rick
Smith, president and CEO of Dow
AgroSciences Canada.

(continued on page 18)

TEMPORARY/SEASONAL

LABOR VISAS

3

Begin th S;
e e

We Specialize in Work Permits for the:

* Green Industry
* Construction Industry
* Hotel/Resort Golf Course

ring 2001!

Receive work visas for your peak season and have a loyal, productive labor force that you
personally choose! Every day you delay shortens the duration of your visa!

Call now for information packet and quote.

Join us in our sixth year of obtaining and maintaining a legal work force. You can trust that our
experience and motivation is sincere and our customer service is unbeatable!

Foley Entenprices

Yout labor solution for the millennium and beyond...

Toll free (888) 623 7285
Austin (512) 282 3237
fa (512) 282 0958

*Other Industries are also eligible for this type of work permit...call us now to find out if your company is eligible.

12 DECEMBER 2000
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Interior
Business... for
landscape

professionals.
Brought to
you by

Lawn &
Lanascape

[ Free one-year subscription to professional interior
landscape contractors. U.S. subscriptions only.

(J North America* 1 Year $15.00

(1 South America, Europe* 1 Year $35.00

(J Other International* 1 Year $100.00

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

QMCNISA QO Amex O Novus/Discover

Exp. Signature
(prepayment required)

Date

E-mail Address
Name
Title

Phone Fax

Company
Address

City State Zip

FINE-TUNE YOUR BUSINESS MANAGEMENT SKILLS.

SUBSCRIBE T0
INTERIOR BUSINESS
TODAY!

This section must be completed to process your subscription

1. What is your primary business
at this location? (choose one)

|.CONTRACTOR SERVICES

1. Interior Landscape Contractor
(maintenance & installation)

2. Interior Landscape Contractor
(installation only)

Q3. Interior Landscape Contractor
(maintenance only)

4. Interior Landscape Design

Q5. In-house Interior Contractor

6. Grower

(27.0ther Contract Services

(please describe)

1II.DISTRIBUTOR/
MANUFACTURER
1. Dealer

3. Formulator

2. Distributor
4. Manufacturer

IV.OTHERS ALLIED

TO THE FIELD:

1.School, College, University
(2.Trade Association, Library
3.0thers (please describe)

2. What best describes
your title?

2 0Owner, Pres., Vice Pres.,
Corp. Officer

(2 Manager, Director,
Supervisor

Q Horticulturist

Q) Service Personnel,
Technician, Crew member

O Scientist, Researcher

Q Company, Library copy only

QOther (please specify)

12/00
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Dear Editor:
I look forward with anticipation to every issue of Lawn &
Landscape. Over a week's time, I've read it from cover to cover,
passed on articles to associates and used it as a guide to how
we're doing.

While I generally thought the “Uniform Appeal” article (Lawn
& Landscape, October 2000) agreed with many of my values on
the image we present, I was really surprised to see a picture on
page 72 of a supposed field person in shorts. Despite the heat we
deal with for about eight months of the year, I would never allow
shorts. Why?

They are a safety hazard, period!

With all the emphasis our industry and trade journals have
been placing on safety, we still see pictures of people on mowers,

etc., without safety glasses and now we are promoting shorts.

One of these days we just might get all the pieces of a safety
campaign in place and everyone on the same page. That one
picture tells me judgment was lacking when assembling the
visuals. I expected more professionalism.

Bob Thompson

BLT Landscape Services, Dallas, Texas

Editor's Note: Lawn & Landscape takes equipment safety very
seriously and has chosen not to run photos and even adver-
tisements in the past that portray equipment operators dressed
unprofessionally or in a dangerous manner. In this instance,
we felt the picture in question portrayed an individual with a
professional appearance who was clearly not working in these
clothes. However, we understand how some readers may
think this image endorsed wearing shorts while in the field.
That was certainly not our intention.

Market Trends

Introducing the Tek Twister
Detachable Spreaders

Fits Most Commercial Mowers, Utility Vehicles or Tractors

* Rebuildable Electric Motor
(Sealed Ball Bearings)

* Variable Speed

* Just Seconds to Mount

TWISTER /
* Stainless Steel Frame

* Heavy Duty Polyethylene Hopper
* Large Capacity (100 or 200 Ibs. Fertilizer)

CALL TODAY! * g&le~
Lawn Power & Equipment * (407) 656-1088

USE READER SERVICE #11

LAwN & LANDSCAPE

by offering the COMPLETE line of

FABRISCAPE

Fabrics & Erosion Control Products

PERFECT FOR

Professional Landscape
Service Needs!

I

The Retail
Garden Center!

FABRICS CUT
EASY FOR QUICK
INSTALLATION

FABRIC FOR
YOUR EVERY NEED!

Available
Bulk Rolls 3-15" Wide 3'x25'-3'x50"- 3" x 100

4'x50"-4"'x 100" - 6" x 50’
Lan a Fabrics
Weed Control ¢ Woven Ground Covers
Filter Fabric  Paver/Patio Underliner * Soil Separators

Erosion Control

Burlap * Jute * FabriJute™ Erosion Control Netting * Silt Fence

%AB RISCAPE ..

LANDSCAPE FABRICS & EROSION CONTROL PRODUCTS
4800 S. CENTRAL AVE., CHICAGO, IL 60638
(708) 728-7180 » 1-800-992-0550 « FAX: (708) 728-0482

USE READER SERVICE #12
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We make it look easy.

What work? We're the most powerful,

capable lineup in our field. You pick the site.
We'll do the job.




Easy money.

at them.

6600 is the most powerful,

the highest power-to-weight

engines in power and torque.

Work us.

Want working solutions for your business? You're looking

In fact, the GMC* Sierra™ lineup offers the most powerful

answers in the /-ton to 1-ton working world.

For instance, our new, groundbreaking DURAMAX™

quietest diesel engine ever

produced in the 8,600-t0-12,000-Ib" GVWR. It delivers

ratic in its class. While our

new Vortec™ 8100 outclasses our competitors’ V-10 gas

Of course, engines aren't
the only powerful reasons
to partner with Sierra. Like
every GMC, these pickups
are built to run just like
your business. Efficiently

and economically.

Sierra. Now if we could
just make the rest of your

job this easy.

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

GMC USA

Official Sponsor of
the US, Olympic Team

USE READER SERVICE #33
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(continued from page 15)

In Canada, the residential use patterns
affected will be phased out according to the
same timeline as the U.S. Sales of Dursban
products will continue until existing stocks
are depleted, with retail sales occurring until
Dec. 31, 2001.

IN THE NEWS

OSHA Issues
New Standard
On Ergonomics

BELLEVILLE, Wis.-The Occupational Safety
and Health Administration (OSHA )issued a
new ergonomics standard, and business

groupsare challenging the controversial new
rules in court.

The standard requires employers to es-
tablish job-based ergonomics programs trig-
gered when employees experience work-re-
lated musculoskeletal injuries or persistent
signs or symptoms of injuries in jobs that
include defined risk factors. The standard

CORRECTIONS

- The following photo credits were inadvertently omitted from the 2000 Leadership Issue: George
Morrell (page 27) - Mary Buck, Duluth, Ga.; Russel Frith, Ron Kujawa, J.Landon Reeve and Wayne
Richards (pages 31, 35, 46, 59) - Roger Mastroianni, Cleveland, Ohio; Bob Andrews (pages 41, 44) -
Katie Murphy, Indianapolis, Ind.; Gary Clayton (page 50) - Powdershots, Snowbird, Utah; Linda
Novy (page 55) - Norma Novy, San Rafael, Calif.; Tom Lied (page 63) - Jerry Maske, Sussex, Wis.

« The photo in Distribution Divides (State of the Irmigation Industry supplement, page I11) should
have been credited to Century Rain Aid, not Hunter Industries.

also requires employers to provide employ-
ees removed from work due to ergonomic-
related injuries with 90 percent of their pay
and 100 percent of their benefits for 90 days,
until they return to work or until it is certi-
fied that they can never return to their jobs.

General farming is exempt from the stan-
dard, but horticultural employers, including
landscape architects, contractors who perform
sod laying and turf installation and nurseries,
who fall within certain other OSHA SIC codes
must comply with the new rule.

Barring congressional action or a suc-
cessful court challenge, the new standard
will go into effect on Jan. 16, 2001.

IN THE INEWS

CLIP Conference
Boosts Tech-Savvy

GAITHERSBURG, Md. - The 11th annual
CLIP Conference attracted 372 landscape in-
dustry professionals who attended software

how-to workshops, trend-focused seminars
and networking roundtable discussions Nov.
14-17 at the Hilton, Gaithersburg, Md.

This year’s theme, “Dream, Plan, Domi-
nate,” focused on managing business goals,
integrating technology to increase business
efficiency and growing a successful, profit-
able company.

Our goal is to offer you the fastest, easiest and most reliable
source for the supplies you need. From our wide array of top
name brand products and 1-Stop convenience, to our Top 250
In-Stock Guarantee program, expert staff, top flight service and
competitive pricing, everything we do is designed to get YOU
what you need to do your job—in as little time as

possible!

At United Green Mark, uN T ED
WE GUARANTEE IT! Gree
800-426-4680

= g

I N C
ark
P.0. Box 116
, CA
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LAWN AND LANDSCAPE

CoMPANIES HAVE
GENERATED OVER

SL000.000

IN SALES FROM
CLC LABS SOIL
TESTING!

Ler Us SHow You How!
Call 614/888-1663 Today for your

Soil Testing & Marketing Information

CLC LABS

325 Venture Drive
Westerville, OH 43081
614 888-1663

FAX 614 888-1330

Exclusive laboratory services for the

Turf & Ornamental Professional.

USE READER SERVICE #15
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JAN. 2-8 ProGreen Expo, Denver, Colo. Contact: 303/756-1079
JAN. 3-8 Minnesota Nursery and Landscape Association
Convention and Trade Show, Minneapolis, Minn, Contact:651/633-
4987

JAN. 3-6 North Carolina Green and Growin' Show, Winston-Salem,

N.C. Contact: 919/816-9119

JAN. 4-8 Eastern Regional Nurserymen's Association Expo,
Secaucus, N.J. Contact: 800/376-2463.

JAN. 7-9 Western Nursery & Landscape Association Convention
and Trade Show, Kansas City, Mo. Contact; 816/233-1481.

JAN. 8-10 Michigan Nursery and Landscape Association's Great
Lakes Trade Exposition, Lansing, Mich. Contact: 800/879-6652.

JAN. 8-11 Annual North Carolina Turfgrass Conference, Charlotte,

N.C. Contact: 888/695-1333

JAN. 9-11 Mid-Atlantic Nursery Trade Show (MANTS), Baltimore,
Md. Contact: 800/431-0066.

JAN. 9-11 Eastern Pennsylvania Tur{ Conference & Trade Show,
King of Prussia, Pa. Contact: 610/828-0253.

JAN. 9-1 2 Professional Landscape and Nutsery Trade Show,
Indianapolis, Ind. Contact: 317/965-0628.

JAN. 10-1 2 lllinois Landscape Contractors Association Design
Seminar, Northern [llinois University Hoffman Estates Campus, Joliet,
Ill. Contact: 630/472-2851

JAN. 11-12 Indiana Nursery and Landscape Association's 2001
P.L.A.N.T S., Indianapolis, Ind. Contact: 317/632-1234.

JAN. 14-16 Tennessee Nursery & Landscape Association

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

Convention and Trade Show, Chattanooga, Tenn. Contact
931/473-39561
JAN. 15-18 Michigan Turfgrass Conference, Lansing, Mich.
Contact: 517/321-1660.
JAN. 17-21 The Sports Turf Managets Association’s Annual
Conference & Exhibition, Tampa, Fla. Contact: 800/323-3875
JAN. 17-19 Mid-America Horticultural Trade Show, Chicago, Ill.
Contact: 630/472-2851.
JAN. 17-19 Idaho Horticulture Convention & Trade Show, Bolse
Id. Contact: B00-462-4769
JAN. 18-20 GrowExpo 2001. Chicago, Ill. Contact: 888/888-0013
JAN. 18-20 Tiopical Plant Industry Exhibition (TPIE) trade show
Fort Lauderdale, Fla. Contact: 407/295-7994
JAN. 19-20 Oklahoma Nursery and Landscape Association
Trade Show, Oklahoma City, Okla. Contact: 405/942-5276.
JAN. 19-20 Plant Health Care Plant Biology Workshop,
Frogmore, S.C. Contact; 888/290-2640
JAN. 22-28 The Georgia Turf and Horticulture Expo: Grow and
Mow Expo, College Park, Ga. Contact: 706/632-0100.
JAN. 22-28 Professional Horticulture Conference of Virginia and
Trade Show, Virginia Beach, Va. Contact: 757/523-4734
JAN. 22-24 Central Environmental Nursery Trade Show,
Columbus, Ohic Contact: 800/825-5062.
JAN. 23-25 Mid-America Green Industry Council Convention,
Kansas City, Mo. Contact: 816/561-5323

(continued on page 22)

The new FFC Snow Push.

Il really

PATENT PENDING

Other snow pushing attachments on the
market have at least one major drawback - they
won't draw back. FFC's new Snow Push alsorolls
over to pull snow away from garage doors or
other obstructions

Check out the Snow Push, Snow Blower,
Angle Broom and a cost-effective line-up of snow
blades and other attachments. Call your local
FFC dealer today.

100 East Lee Road  Lee, lllinois 60530
tel 800-747-2132 » fax 815.824.2071
www.ffcattachments.com
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Work Smarter

Not Harder!

“PRO Landscape tripled my revenues last year!”
- Chris Walter, Landscape Contractor

“Saves time and increases productivity. "

- Randall W. Mardis, ASLA, Landscape Architect

New design software increases profits from every job.

*Just Added! Hundreds of new plants for zones 8-10!

Start with a simple photograph,

then add new landscaping by ‘MA
dropping in trees, shrubs, 7

Guaranteed to have the images
you need, or we'll we'll add
them for you, for FREE !

* Easy to learn, get started fast -
video tutorials and smart help system

* Photos of landscape materials-
add value by up-selling every customer

* Accurate 2D CAD Plan Views -
licensed from the maker of AutoCAD®

* Automate estimates -
accurate quotes and cost control
* Clip®/QuickBooks® compatible -

link from built-in proposal generator

flowers, ground cover and
other materials.

;;;;;;;;;

e L TR e T

PRO Landscape, version 6 brings an unmatched level of
photo-realism to your presentations.

(800) 231-8574 == ===
No CAD experience necessary! Create detailed 2D

WWW.p rola 3] d sca pe.co m plan vie\{vs that show precise placement of plant-

ings, sprinkler systems and hardscapes.

Get The Best For Less!
@) Educational pricing available

call the sales team about our site license program

@) $295 Upgrade for current users

includes new easy-to-use 300+ page desk reference manual and much more

e L @ Competitive upgrade discount

b il e proof of competitive product required — call for additional details

NEW
VERSION 6.0

msrp $1195
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Calendar

(continued from page 20)

JAN. 24-25 Maryland Turfgrass Council’s Turfgrass 2001
Conference and Trade Show, Timonium, Md. Contact: 301/403-4234
JAN. 25-27 The Gulf States Horticultural Expo, Mobile, Ala.
Contact: 334/502-7777.

JAN. 29-30 Nebraska Nursery & Landscape Association Winter
Conference and Trade Show, Omaha, Neb. Contact: 816/233-1481
JAN. 29-31 lowa Turfgrass Conference and Trade Show, Des
Moines, Iowa Contact: 800/605-0420.

JAN. 31 Sacramento Landscape and Nursery Expo, Sacramento,
Calif. Contact: 530/458-3189

FEB. 1-2 lowa Nursery & Landscape Association Convention and
Trade Show, Des Moines, Iowa. Contact: 816/233-1481.

FEB. 1-4 Associated Landscape Contractors of America Executive
Forum, Tucson, Ariz. Contact: 800/395-2522

FEB. 1 -4 Professional Lawn Care Association of America Manage-
ment Conference, Bahamas. Contact: 800/458-3466.

FEB. 1-4 Associated Nursery & Landscape Assocation's Manage
ment Clinic: 2001. Louisville, Ky. Contact: 202/789-2900

FEB. 2-3 Arkansas Professional Landscape and Nursery Trade
Show, Little Rock, Ark. Contact: 501/225-0029.

FEB. 6-8 Pennsylvania Landscape & Nursery Conference, University
Park, Penn. Contact: 814/865-8301

FEB. 7-9 Turfgrass Producers International Convention, Albuquer-
que, N.M. Contact: 847/705-9898.

FEB. 11-12 Lawn & Landscape School of Management, San
Diego, Calif. Contact: 800/456-0707

MARCH 7-11 ALCA Student Career Days, Ft. Collins, Colo.
Contact: 800/395-2522.

JUNE 7-9 Snow and Ice Management Association Annual Snow &
Ice Symposium, Denver, Colo. Contact: 814/835-3577

JULY 12-15 ANLA Annual Convention, Cleveland, Ohio.
Contact: 202/789-2900.

JULY 16-17 PLCAA Legislative Day on the Hill, Washington
D.C. Contact: 800/458-3466

JULY 20-22 Power Equipment/Lawn & Garden Show, Louisville,
Ky. Contact: 502/562-1962.

AUG. 3-4 Southern Nurseryman's Association Conference &
Trade Show, Atlanta, Ga. Contact: 770/953-3311

AUG. 17-19 Texas Association of Nurserymen Nursery/
Landscape Expo. Dallas, Texas. Contact: 530/458-3191.

SEPT. 22-25 American Society of Landscape Architects Annual
Meeting, Montreal, Canada. Contact: 202/898-2444

OCT. 7-9 Lawn & Landscape Business Strategies Conference,
Scottsdale, Ariz. Contact: 800/456-0707.

OCT. 10-1 1 California Association of Nurserymen Western
Nursery & Garden Expo. Las Vegas, Nev. Contact: 800/748-6214
NOV. 1-3 National Arborists Association, Columbus, Ohio.
Contact: 603/314-5380.

NOV. 4-6 Irigation Association Annual Conference, San Antoni
Texas. Contact: 703/536-7080

NOV. 10-13 Green Industry Expo. Tampa, Fla. Contact:
770/973-2019.

" s3a7.90/mo, ¥
4 yr. lease

2001 ISUZU NPR: gas, auto., ac, am/fm, 16’ landscape body

by

", $399.51/mo.
4 yr. lease

= 2001 MODEL

Sprayer by
GNC Industries Inc.
870-248-9901

rting at $29,000
2001 ISUZU NPR w/GNC sprayer, call for special pricing

LANDSCAPERS

Flatbeds, Dump Trucks, Super Lawn Trucks, Stake Bodies...

ATTENTION

Special Deals On All
Landscape Trucks

WE GOT IT!

Call Chris Fountain or Greg Wellford
912-788-4601 - 1-800-899-8696
Middle GA. Freightliner-Isuzu
Fax: 912-781-0966
e-mail: chrisfountain@mindspring.com

@

ISU2U

TRUCK
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“Fast, Eas autiful Mowing
FAST

Residential Property » Kalispell, Montana

Independent, Family Owned Company Designing and Producing Commercial Riding Mowers since 1980

Walker completes the job fast using a balance of
consistent ground speed, quick maneuvering, and
trimming ability. In many applications, Walker wins
the job time race, even in comparison
to larger mowers with faster ground
speed (it is job time that counts).

'EASY

Walker takes care of the operator
with comfortable seating, good
visibility, and easy-to-operate,
responsive controls providing full
productivity and best use of labor.

* BEAUTIFUL

While “mow and blow” may be an

acceptable standard for some mowing

jobs, Walker offers beautiful mowing, vacuuming,
mulching, and manicuring for discrimi-

w nating customers. Some of the most

Shioss Au

luddl Switzerland

: L: %

5;&11 e

+ beautiful grounds in the world are
/.. mowed by Walker.

i. ﬁgﬁ We invite you to see a demon-

stration of Walker’s
“Fast, Easy, Beautiful”

mowing on your property.
USE READER SERVICE #108

WALKER MANUFACTURING CO.
5925 E. HARMONY ROAD « DEPT. L & L
FORT COLLINS, CO 80528
(800) 279-8537 » www.walkermowers.com
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BATTUNG PESTS

Cultural
Control

QUARANTINE. Japanese beetle quarantines are currently op-
erated by the USDA-APHIS-PPQP and states involved with
shipping materials out of infested areas into uninfested areas.
Though this has not stopped the slow progression of Japanese
beetles westward, it seems to have slowed the process. Nursery
plant and sod producers shipping plant material with soil out of
Japanese beetle infested areas must obtain an inspection and
certification. Often airports and rail yards are under quarantine

and transporters must treat their containers before shipping.
The European chafer is a serious pest of nursery stock.
Using planting stock certified free of this and other root pests
helps further reduce their spread. Other than allowing the soil
to dry out during the time eggs are developing, no other
cultural controls have much influence on this turf pest.

THATCH MANAGEMENT. Thatch is amixed blessing. On the
one hand, it is a major obstacle to delivering control materials to
target insects like grubs. On the other hand, thatch significantly
reduces the potential for ground water contamination by pesti-
ddes and serves as a reservoir for insecticides applied to control pests
such as chinch bugs, billbugs and mole crickets that live in it.

Black turfgrass ataenius and Aphodius larval infestations
usually occur in thatchy turf. Management practices that help
reduce thatch and compaction may help in reducing the chance of
infestation. Occasionally, when thick thatch exists and normal
management practices are no longer effective, a complete
dethatching or renovation (removal) may be necessary.

HABITAT MODIFICATION. Eggs and young grubs are very
susceptible to desiccation in dry soils. Therefore, omitting irriga-
tion during the time eggs and first instar larvae are developing is
detrimental to the insects. While this tacticis generally impractical
for golf courses, it may have some application in other turfgrass
situations. If natural rainfall occurs, this approach is nullified.

Trees or shrubs highly attractive to adult Japanese beetles
near turf should not be planted, especially along golf course
fairways and surrounding athletic fields. Trees and shrubs
most attractive to adults include: grape, linden, Japanese and
Norway maple, birch, pin oak, horse chestnut, Rose-of-Sharon,
sycamore, ornamental apple, plum and cherry, rose, mountain
ash, willows, elms, and Virginia creeper. Trees and shrubs
rarely attacked include: red and silver maple, tuliptree, mag-
nolias, red mulberry, forsythia, ashes, privet, lilac, spruces,
hydranges, and taxus (yew).

Masked chafer adults are attracted to lights at night and

Insect LD, features excerpts from Destructive Turf Insects, the book by Harry Niemczyk and
David Shetlar, entomology professors at The Ohio State University, Columbus, Ohio. For
information on the book, call 800/456-0707.

grub damage is often common under or near street, athletic
field, or other bright lights. Replacement with sodium vapor
or yellow lights will reduce attractiveness.

TRAPS. Various traps havebeen developed to capture certain
grub adults and mole crickets. Adult beetle traps use phero-
mones or chemical lures to attract beetles while mole cricket
traps use sounds that mimic the call of males to attract females.

The commonly available Japanese beetle trap uses a beetle
aggregation (floral) pheromone plus a sex lure to attract both
sexes of beetles, Experimental tests with this trap indicate that the
trap may attract beetles from %2 mile away, but can not collect all
that are attracted to the area. When this trap is placed in the
vicinity of susceptible ornamental plants, more damage can
occur from feeding by attracted adults than if no trap is used.
Japanese beetle traps are not recommended for control of grubs.

Mole cricket traps consist of a four to six foot plastic wading
pool with water over which is suspended an electric caller or
tape recorder that produces the trill call of either the tawny or
southern mole cricket. Mainly females are attracted, but males
will also respond. The crickets fall into the water in the wading
pool and drown within a day or tow. The trap is more useful
for monitoring mole cricket flights than as a control measure.

RESISTANT/TOLERANT TURF. Turfgrass varieties with
extensive root systems often have some tolerance to soil-
inhabiting insects. Tall fescues can commonly tolerate annual
grub populations in excess of 15 per square foot, while blue-
grass-ryegrass blends may be damaged by eight to ten grubs
per square foot. Among southern grasses, Cavalier®
zoysiagrass is reported to have resistance to the tawny mole
cricket.

Endophyte enhanced perennial ryegrasses and fescues have
been shown to be quite resistant to leaf and stem attacking
insects. However, the toxins produced by the endophyte, a
fungal symbiont that lives between the cells of the leaf and leaf
sheath, are not translocated to the root systems. Except for
bluegrass billbug, soil-inhabiting insects such as grubs are
apparently not affected by endophytic grasses.

Adults and young larvae of billbugs feed in and on the
stems of grasses and therefore ingest endophyte toxins. There
isample evidence to show thatendophyte enhanced perennial
ryegrasses and fescues can significantly reduce populations of
bluegrass billbugs. Overseeding or replacing the turf with
blends of Kentucky bluegrass and endophyte enhanced grasses
is an effective cultural approach for control of billbug. Gener-
ally, a turf stand with 30-40 percent endophytic plants is
sufficient to control billbug damage.
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(Massive Selection Guaranteed)

. etting green products “to go” has never been easier.
: ntroducing Green2go, the premier online marketplace for landscape contractors, growers and

R A other green industry professionals. We're the one stop solution - run by industry feaders - m
‘,, ¥ that offers a menu of the bighest quality green goods and hard line products, lmly delivery,
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While family fortitude is the basis for Tecza Environmental Group’s birth and
early growth, a value-based business focus during second-generation ownership

carried the company through some of its roughest entrepreneurial challenges.

=g 47

Teczn
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ENVIRONMENTAL GF0.P

by Nicole Wisniewski

Focusing solely on tree care, Adam Tecza Sr. started southeast Illinois-based
Greenleaf Tree Surgeons in 1937 primarily as a means of supporting his family.
As the company grew slowly in the 1940s, Tecza identified new markets,
adding design/build services in 1943 to respond to a growing, local need and
opening Adam’s Landscape Garden Center in 1949 to sell retail garden prod-
ucts and small nursery stock to his clients. As the nursery side of the business

grew, the company became Adam’s Nursery & Landscape.
Tecza and his wife, Stella, had three sons who entered into the business:
Tony, Tom and Ted. The company focused on commercial and industrial
landscape construction in 1968 along with incorporation and another name
change — Adam Tecza & Sons Inc. One year later, a move to Elgin, 11, provided

room for the birth of Tecza & Sons Nurseries.

This is just the introduction of Tecza Environmental Group's 60-year story.
Throughout the years, the company survived two recessions, a transition from
first to second generation ownership and the planning of a third, an identity
TECZA crisis and a few structural changes. The company learned from its
ENVIRONMENTAL GROUP mistakes and pressed on to become a nearly $4 million enterprise,

. standing by a quality-conscious market niche.

12N442 Switzer Road g So G g ;

Elgin, 11l 60123

GROWING GREEN. When Ted Tecza graduated in 1967 from
PH: 847/742-3320

the University of Illinois at Champaign-Urbana with a degree in
landscape architecture, he returned to his father's company to
expand the business’ design/build side. “We were doing small landscape
plantings,” Ted explained. “People would come into the nursery, pick out the
(continued on page 30)
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Adam Tecza, Ted Tecza
and Ed Reier (from left to
right) focus on selling
maintenance and design/
build work to quality-

conscious clients at Tecza

Environmental Group.
Photo: Dan DalSanto,

Sunrise Photography

TECZA
ENVIRONMENTAL
GROUP

HEADQUARTERS: Clgi
FOUNDED: 1937

PRIMARY SERVICES: 52 peicent
installation, 46 percent maintenance, |
percent lawn core and |
and ofmamenitals
ihe compar
clients, 22
percenl from govern
1999 REVENUE:
EMPLOYEES: |5
seasonal — 98 percent
EQUIPMENT: 20 tiimmers
blowers, 10 edgers, six chain saws, 17
hedge frimmers, 18 maintenance vehicles
14 installation veh
vehicles, 48
riding mo
equipment fr

THE COMPANY
MISSION STATEMENT: o

client expeclations through team eftort

provxde \,z.nl}"'. langscape archilecture
consfruction and maintenance services by
being the “Model of Excellence” in the
industry, To ensure co d
personal growir
profitability and professionalism
FUTURE CHALLENGES: |o con
growing maintenance fhrough e
and additional quality emp
mainlaining leve

THE MANAGEMENT
TED TECZA, president. Ted
a degree in landscape arc and
then returned home to work for the family
landscape business. In 1969, he
became president of the company
ADAM TECZA vice president of
construction, Adam has been with the
company ni f

year succ
business o\
ED REIER, vice p
nance. Ed, wh Sqre
product design, worked at an Il
based lonc 2

15. He has
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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
performance combined with unmatched value?
Superior performance made PRE-M the
leading® preemergent herbicide. Superior G o
value widens the gap. PRE-M is everything
you'd expect from LESCO®, the leading supplier
in the professional turf care industry.
Ask your LESCO professional or call
1-800-321-5325 to learn how you can earn
generous rebates for your PRE-M purchases.

Get behind the leading edge.

®
==

The Leading Edge.

Always read and tollow labe! directions

@ 1999 PREM® and LESCO® are
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{continued from page 27)

plants they wanted and then ask us to plant
them or they would ask us for landscape
design ideas. That's the type of landscaping
we did -~ somewhat of a cash-and-carry type
primarily for residential customers.”

Ted first grew the design/build portion
of the company by cold-calling clients and
later through client referrals. In 1977, the

company enjoyed $745,000 in revenue, hit-

ting the $1 million mark one year later.
These same clients “pulled us into the
maintenance business,” Ted said, andin 1982,
Tecza Brothers Inc. was separately incorpo-
rated. “The more installations we did, the
more clients would say, “You've done a nice
(continued on page 32)

C & S TURF CARE EQUIPMENT, INC.

BUILDING QUALITY EQUIPMENT
FOR PROFESSIONALS, BY PROFESSIONALS

The SS15045
Wide Track Kit.

Adds more product carrying
capacity as well as enhanced
maneauverability on hills.

C & S builds custom sprayers to
fit your needs. Call for complete
catalog of all our products.

The Turf Tracker Jr.!

Shown with optional custom carrier
New for 2001

Designed to go where you
need to go. Only 35 inches wide.

The Time-proven
SS8030 Turf Tracker

(330) 966-4511 - 1-800-872-7050 - Fax (330) 966-0956
www.csturfequip.com
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T ecza Environmental Group is be-

ginning its transition into third-genera-
tion ownership as President Ted Tecza
slowly moves out of his role as owner
of the Elgin, Ill.-based company

As the succession plan dictates, two
different transitions will take place
stock ownership and day-to-day busi-
ness operation in the next five years.

Ownership of the company will be
passed over to Tecza's son, Adam, the
company's vice president of construc-
tion, who started receiving up to 49
percent of stock in the business as a
gift from his father four years ago.

The business operation section of the
timeline will be determined by how
Adam and Ed Reter, vice president of
maintenance, continue to grow and be-
come comfortable in their new roles
“The succession plan will be somewhat
fluid, whether it takes three, five or six
years to make it happen,” Ted said

To ease this transition, Ted has
been working with an industry consult-
ant who gathered together five land-
scape company owners and their fami
lies to share different viewpoints on the
joys and fears of succession planning
and open up communication between
the generations. "Dad has certain ways
he likes to do things that have worked
for him for so many years," Adam
pointed out. “I think it's a new situation
for him to have someone constantly
questioning ‘Why?' He constantly has
to explain himself to me, and I think
that's hard for a father to do with a son
But we have been getting along great
throughout the whole process."

So far, Tecza employees are taking
the succession well. But there are al-
ways a few questions to answer as
people respond differently to future
plans. “Ed (Reier), for instance, under-
stands the separation of ownership and
operations and the fact that he has a
strong opportunity and his income can
grow along with his growth in the com-
pany," Ted explained. “But | have a
construction supervisor who has been
with me for more than 20 years and he
has already told me that when [ retire
he's going to retire.” - Nicole
Wisniewski

Generation
Moves In

LAwN & LANDSCAPE
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Put yourself in his boots. One night to make everyone in the world happy?
There's only one vehicle that dependable. Mitsubishi Fuso. No wonder he's so jolly.
For a dealer, call: 1-877-202-9650. Or visit: www.mitfuso.com

TAIE [RIEHTT TMRUEK [FRR THIE JOE

2000, Mitsubishi Fuso Truck of Amernica, Inc

USE READER SERVICE #36
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(continued from page 30)

joband we really like it, but we don’t want to
take care of it." Our clients didn’t want to
bring in other companies to maintain their
properties because they liked our design phi-
losophy and what we had done so far. We
had good relationships with these clients
that we didn’t want to ruin, so we provided

At this point, all three Tecza brothers
were moving up in the company or starting
related enterprises. Tony, who passed away
in 1990, started Anthony A. Tecza & Sons in
1980, Tom ran the nursery and garden center
operations of his father’s business, and Ted
managed the landscape design, construc-

them with maintenance services.” tion and maintenance operations.

Power & Performance That Will...

Blo
Awa

Clean up with the power and performance
that comes only from RedMax blowers. We have
a whole family of hand held and backpack
blowers. Choose from three different air volumes
and air speeds, and a host of other features that
make RedMax the choice of the pros.

You can't know real blower
power until you've tried one of
our machines. Don't let the
quiet fool you. Performance is
the air forced out of the nozzle,
not the number of decibels
coming from the engine.

S

All RedMax blowers carry our one year commer-
cial warranty, with an optional two year warranty
available. Check out our full line of hand held
power equipment at your RedMax dealer, and
check out our warranty. It's just awesome.

RedMax’
Komatsu Zenoah

America, Inc.
4344 Shackleford Road, Suite 500 ® Norcross, GA 30093
800-291-8251, ext. 25 * Fax: 770-381-5150
www.redmax.com

USE READER SERVICE #21
32 DECEMBER 2000

THE SECOND GENERATION. Ted and
Tom purposely kept the company split into
four pieces — a garden center, a nursery, a
maintenance company and a design/build
company. “I'm a very process-oriented per-
son and | wanted to have separate profit
centers so I could really determine how each
company was growing,” Ted explained. “We
probably could have done it with divisions,
which is more or less what we have now, but
atthat time early in our business careers, four
separate companies made it easier for us to
track which one was doing well.”

However, as the new, second-generation
owners took over — and some third genera-
tion relatives became involved - the brothers’
visions for future of the business started to
differ. As a result, Tom and Ted split their
businesses in half in 1985 - Tom took owner-
ship of the nursery and garden center and
Ted took the design/build and maintenance
portions of the business, Adam Tecza & Sons
and Tecza Brothers Inc., respectively.

“When the extended family came into
play, there were different goals that each
person had, and we discovered that ours
weren’t as compatible as they once were,”
Ted said. “One of the biggest dilemmas of a
family business is that you grow up together
s0 you have a relationship with one another.
You then enter into a business and, quite
candidly, although family love isimportant -
it’s the foundation and the basis of the com-
pany - it can be a blessing and a curse. It gets
in the way of running a business. Not only do
you adapt to different economic conditions
and client needs, but you also have to adapt
to changing personal philosophies as to what
the business is, what its goals are and what

"

each person’s visions are.

THE RECESSION. Adam Tecza & Sonsand
Tecza Brothers combined sales were at $1.75
million in 1979. But the U.S. economy took a
major downturn in the early 1980s, throwing
acurveballatthe company. Revenue dropped
$175,000in 1980 and $500,000 in 1982, despite
the addition of maintenance services. But the
business bounced back in 1985 with slow,
steady growth for the next three years, even-
tually getting back to $1.7 million in revenue,
even with the added stress of ironing out

family business issues.
During the following two years, revenue
(continued on page 34)
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] a\r‘)“r jumped to $2.4 million in 1986 and $3.1 mil-
lion in 1987. But this growth didn't last long.

l l?'l‘ l'l‘ l i Another economic recession was brewing,
AR 4 A l and when it hit, a roller coaster ride of rev-
This winteg, you'll be singing RENERINY enue peaks and valleys ensued throughout
to the bank when you hook up with the next seven years, resulting in the loss of
Pro-Tech Sno Pushers. The Sno Pusher e
removes as much as 500% more snow almost $1 million b} 1994

Jume th: I blade. < & . :
buackats. So whie your SR ’ While the late 1980s took a bite out of
mmﬁx&&mfmw ‘ Tecza’s revenue, this downturn also can be
easy to connect, too. In less than five L J attributed to the challenges Ted faced while

, making his mark on the family business his-
and be on your way to dearing snow.

Whatever model you choose, the Sno Pusher is a i pays for itself within the first snow season, 3 R, 17 !
and offers lower maintenance costs and increased productivity. ; cutting trol and learning to trust his employees (see

Taking Care of Business on page 80).

During the late 1980s and early 1990s, the
economy dictated the company’s decisions
in some respects, according to Ed Reier,
Tecza's vice president of maintenance. Reier
joined the company in 1987 as a landscape

tory, which included letting go of some con-

maintenance salesman. “We were trying to
establish a niche based on quality service at
that time,” Reier said. “But the economy did
not allow us to sell enough work based on
quality. Attimes, theeconomy dictated what
customers wanted whether they appreciated

1.888.787.4766

USE READER SERVICE #22

quality or not. They would say, ‘We can’t

afford quality right now, but we have a need
~ the grass needs to be cut. Can you help us?”
The company agreed to service these cli-

v ents, even though Reier admitted that doing
LAWN CARE TRUCKS COMMERCIAL QUALITY TREE CARE TRUCKS sosoon hurt the business. “I think our idea of
— suze;o:;ooc? gmeowg:'mj ?aﬁgzgmgo'm S m’ ,:o,otzﬂy:uwg’w:;? "amn,; vrfnle“canp‘e the perfect customer started to changea little

g;zn“"’“:‘“ be“'ggsﬂﬁmm aluminum or stainless frames, Honda PUMPS, No %gg&m;ﬂn: bit — we started traveling too far to cut a

reels. multiple mmm% abm(mnm client’s grass and on the design/build side
custom built to fit customer's needs. we started doing too much bid work. We

PUMPS HOSE *’ gt

A Udor 2 Gsmttards were too concerned about keeping volume

A Hypro A Kuriyama high in the early 1990s, and that contributed

A FloJet A Arrow to higher attrition — we lost more customers

A Shurflo A Synflex every year because we lacked focus.”

A Ace A Goodyear o

As a result, the company managers de-

ANe WeStheffer CO., lnC A Renarex cided to step back in the mid-1990s and look

A Hydra-Cell A Uni
800-362-3110 at the clients they were serving. “This is
TANKS Fax: 800-843-3281 » Website: www.westheffer.com GUNS ‘he o5 daide =R he
Y when we decided that traveling to the
A Tuflex E-Mail: info@westheffer.com A JDO-CT lakef bt s . ® Dy
A Raven = o A FMC akefront (a om-. our drive) for a resid _nnu
A Ace A ChemLawn Gun we were only at for one or two hours didn’t
A Solar A Teeldet make sense,” Reier explained. “That winter
A Snyder A Talltree Guns we went out to a number of customers and
: r:l(sm'“ i a . - : go::: F:\:::;: explained to them that we couldn’t give them
' - Only 8995.00 3 a renewal on their maintenance contracts.
A 8' Body with 2 Doors A 275 Gallon Capacity Split 185/90 A Honda 5.5 Electric Start Engine A We told them we chose not to come to their
20 GPM, 200 PSI Diaphragm Pump A Hannay Electric Rewind Reel A GreenGarde Premium Spray houses next year, and that was tough. After
Hose A Stainless Steel Frame A Chemlawn Style Gun A Body & Sprayer Mounted to Customer’s 1- ety d ey e SO
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FRP Floor A 24' x 48" Swing Down Side Door A 2 Louver Vents in Front, 2 in Back A Skirting Sides more money than it was worth, we gave

& Rear A Truck not Included

{continued on page 36)
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(continued from page 34)

them names of other contractors that might
be able to meet their needs, and they took it
well. We handled it delicately because we
didn’t want to lose these customers or their
referrals for possible future business.”

On the design/build side of the business
in the late 1980s and early 1990s, the
company’s client mix consisted of primarily
commercial design/bid or pure bid work.
“We really got beat up by doing that,” Ted
explained. “I had four landscape architects
on staff and when we were designing and
bidding, our overhead structure didn’t sup-
port us as a pure bid contractor.”

After the late 1980s recession, Tecza Envi-
ronmental Group shifted its focus to design/
build work. The company also began to func-
tion as a general contractor on its clients’
design/build projects, handling swimming
pools, tennis courts, gazebos, driveways, ir-
rigation, night lighting, etc., in addition to
plant material installation. “We became a
single source,” Ted remarked. “We made a
decision to concentrate on pure design and
not so much on bidding and a low number.”

Plus, the now booming economy made
quality-conscious customers favorable for
contractors to chase. “There is enough work
out there where people appreciate quality
and don’t mind paying a couple more dol-
lars, and we decided to work for those
people,” Reier added, describing them as
high-end residential and multi-family struc-
tures, such as apartment complexes and home
owner associations.

The change in focus recouped the
company’s nearly $1 million loss in the early
1990s, and by 1998 the company reported
revenue of more than $3 million. In addition
to making structural changes, the company
also implemented a final name change. In
1994, Adam Tecza & Sons and Tecza Brothers
became Tecza Environmental Group.

“The separation was starting to get con-
fusing to our customers,” Ted admitted. “In-
ternally, it was also affecting our team atti-
tude. Rolling the two services into one com-
pany but two separate profit centers helped
build a stronger sense of team. We have sepa-
rate equipment and manpower — we rarely
cross over that line where someone from
maintenance will do construction or some-
one from construction will do maintenance.”

Keeping maintenance and design/build

(continued on page 106)
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TECZA

by Nicole Wisniewski

A passion for design and
penchant for success molded

Tecza Environmental Group's

design/build division.

Ted Tecza decided he wanted to be a landscape architect in the eighth grade.

“I was working with my dad on a very large estate and we were planting a
bunch of trees,” explained Ted, president of Tecza Environmental Group,
Elgin, I11. “I thought the whole experience was really neat. One day, the owner
happened to walk by and I didn’t think anything of asking this very wealthy
client how he knew where to put all the trees. He explained how he got a

landscape architect to design and plan it out.”

From that point on, Ted stuck with this career choice, even to the extent of
applying to only one college after high school graduation: The University of
[llinois at Champaign-Urbana, 11, a school with a good landscape architecture
program.

As Tecza strengthened the design/build side of the business, he quickly
realized the extent of the work involved in the process. “I was very naive at the
time and only wanted to work on designs,” he said. “Then I discovered 1 had
to sell the designs, install them, collect the money from them and then pay the
bills from them. Soon, | was running this side of the business.”

Design/build work, Ted’s passion, is what drew him into the landscape
industry. Today, despite the company’s focus on expanding the maintenance
side of the business to protect it from a potential economic downshift, the
design/build roots of the company are what forced Ted to develop a client-
focused niche and learn how to manage residential customers. These two solid
company attributes, along with some structural changes made in the design/

build process along the way, are what built a successful operation.
(continued on page 40)

Dave Reier, Tecza's construction
manager, reviews a design that was
created by one of the landscape
architects with whom Tecza
Environmental Group works. Photo:

Dan DalSanto, Sunrise Photogmpl_ly
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(continued from page 38)

BUILDING BLOCKS. The best business
move Teczamadein the late 1980s was estab-
lishing a design/build focus, which includes
“high-end residential customers in the Chi-
cago area who want to spend $500,000 in land-
scaping,” described Adam Tecza, Tecza's vice
presidentof construction. Thelandscapes typi-
cally are 12,000- to 17,000-square-foothomes

on 5 to 7 acres, Adam said.

Establishing this niche made it possible
for Tecza to stop doing bid work, which
didn’t support the company’s overhead or
new quality-conscious image. “We do very
little bid work unless its for a builder or
developer wehavea relationship with,” Adam
explained. “Ourdesign/build pricing and qual-

How productive is a ' &
2-man crew per hour? W

About 2 cu. yd. per hour More 15¢

Mulch up to 700% faster!
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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
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ity work typically do not fit within the bidding
arena, and thebid mentality is lowest price gets
the job -~ we didn’t want to play that game.”

The company further strengthened its
presence in the design/build arena in the
early 1990s by outsourcing design work,
which lowered overhead costs and enabled
the company to develop relationships with
more designers (see sidebar on page 42). “1
must admit to a prejudice - I wanted to
design,” Ted said. “That's what I like to do,
s0 outsourcing our design work was a major
change for us.”

The final modification that improved
Tecza’s design/build service in the early
1990s was the move to serving as a general
contractor for all its clients. “We provide
many services for our clients simply because
the more we do for them the more they want
us on site,” Ted said. “The single source
concept is very important to our clients - it
makes their jobs easier. We want to make
their lives easier by not bringing them any
problems, but by solving their problems. So
the more that we can do well for them, the
more valuable we are to them.”

Becoming a general contractor also set
Tecza apart from the competition in the Chi-
cago area, Adam said. “There aren’t many
companies in the area that will take on an entire
project, including irrigation, hardscaping,
plantings, tennis courts, swimming pools,
night lighting, etc. We have a big database
full of subcontractors so if the project in-
cludes something that is outside the house -
evenif wedon't doit-we'll find someone to
do it and we'll handle it for the client,” he
explained.

While playing the role of a general con-
tractor can lead to profits, dealing with vari-
oussubcontractors who handle different tech-
nical jobs, such asirrigationand lighting, can
present challenges, Adam said. Tecza man-
agers need to learn a little bit about many
different trades so that they can answer cli-
ent questions and properly organize the job
schedule, ensuring that the right trades are
on the job site in the right order.

“For instance, if tree preservation needs
to happen on the site, we need to get in there
and do deadwood pruning and fertilization
and then block off the area around the tree so
the carpenter doesn’t drive on site and park
his pickup truck underneath the tree to eat

(continued on page 42)
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(continued from page 40)

E vening out the highs and lows of
the so-called design/build season

can be tricky, as proven by Tecza Environ-

mental Group, Elgin, Il

“We tried to even it out, but many
times in the mid-summer or early win-
ter, we'd hit a low point,” explained
company President Ted Tecza. "This
meant that as much as we tried to
scramble to bring in designs, there was
still hardly enough work to keep my
landscape architects going."”

The dilemma that ensued: Ted paid
salaries and benefits to four landscape
architects whether they were busy or

not, which became an overhead issue.

This quandary was aggravated by the
fact that two of these landscape architects
also decided they wanted to work from
home instead in an office everyday. “They
didn’t want the pressure that I put on them
to complete as many plans as I needed
them to complete,” Ted explained.

Ted decided to outsource his landscape
design work, eliminating that portion of his
overhead and adding another 2.5 percent to
the company'’s bottom line, he said. Instead
of four, on-staff landscape architects, Ted
now keeps in touch with six to meet the
company's design needs. "During the busy
season, I can afford to work with more
people, and during the low season, I don't
have to pay & landscape architect when I
hardly have enough work to keep him or
her busy,” Ted said.

The only challenge with this approach is
making sure these landscape architects "are

(continued on page 44!

interested enocugh in doing my projects and
don't put me off too long,” Ted remarked
“Obviously, when I'm very busy, all of their
other clients are also very busy."

To ensure these architects will be
available when he needs them, Ted makes
sure he has interesting projects for them
to work on. "Right now, our specialty is &
12,000- to 17.000-square-foot home on 5
to 7 acres,” he said. "And we include the
full gamut of extras, including swimming
pools, formal rose gardens, small parquet
lawn areas for lawn bowling or croquet,
arbors, guest homes, etc. These projects
are very interesting to work on

“And I pay my architects pretty fast.”
Ted continued, pointing out that this
builds the contractor-landscape architect
relationship. "1 pay them soon after the
design is finished so they don't have to
wait to get a check for their work.”

- Nicole Wisniewski
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Increase productivity - Decrease Labor
Let the SPADE do the work for you!

A "patented” and versatile piece of equipment that attaches to any brand of
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* Aid in planting shrubs and large trees.
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Almost no maintenance - Replace digging teeth and go!
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his lunch, compacting the tree’s root zone,”
Ted pointed out.

By establishing a design/build niche, re-
placing bid work with quality-conscious,
high-end clients, outsourcing design work
and becoming a general contractor, Tecza
recouped nearly $1 million lost from the
economic recession in the late 1980s and has
continued to grow through client referrals.

As Tecza focuses on growing the mainte-
nance portion of the business more aggres-
sively - 18 to 20 percent, the design/build
business will stabilize and grow by only 8 to
10 percent annually. The service split is cur-
rently 55 percent design/build and 45 per-
cent maintenance, but Tecza managers ex-
pect that to become 60 percent maintenance
and 40 percent design/build - very different
from the company’s early days of 80 percent
design/build and 20 percent maintenance.

THE D/B CLIENT. Tecza Environmental

Group’s design/build clients are 90 percent

residential, and 80 to 85 percent of the
company’s design/build work is referral or
repeat client business. “We do a good job for
somebody and then they pass us on to some-
body else,” Ted said. “We've had clients for
25 or 28 years who we continue to work
with. The majority of our clients have been
with us 12 to 15 years.”

But Tecza employees can’t sit back waiting
for client referrals to bring them additional
work on a silver platter. Regular relationship-
building is the key to maintaining and grow-
ing a business. This involves touching base
with builders or architects the company has
relationships with oncea month oronce every
six weeks to see what projects they have com-
ing up, Adam explained. “Our contacts will
either mention our name to the people they
are working with or they’ll give us their
numbers and we'll contact them to deter-
mine their needs,” he said.

Since the company doesn’t concentrate
on low-cost, bid work and focuses on value,

its prices are higher. Inabid situation, Tecza's
prices may be as much as 40 percent higher
than the lowest bid and 15 percent higher
then the next bid, Adam said. In a design/
build situation, Tecza's prices may be 15t0 20
percent higher then the lowest price.

"Our work is very relationship-based
said Ed Reier, Tecza's vice president of main-
tenance. “Our clients will pay more for that
relationship and, in turn, they end up with a
better product in the field. The philosophy of
having a quality organization has always
been preached, but I think we're doing a
better job at practicing that also. And the
amount of referral work we get every year is
proof of that.”

Once Tecza establishes a relationship with

"

its customers, selling these high prices to its
clients isn’t difficult. “Last year, my success
rate was approximately 76 percent,” Ted en-
thused. Adam, who is in his first year of
design/build sales, has closed more than half

(continued on page 46)
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(continued from page 44)

of the sales he has presented to clients.
Once a client is referred to Tecza and fits
the company niche, Ted or one of the land-
scape architects the company works with
develops a conceptual landscape plan based
on the client’s information. If the client is
satisfied, the architect creates a final draw-
ing with plant material labels, but not be-

fore asking for a design deposit up front.

“We gointo the conceptual drawing with-
out any dcposil, but once lhcy want us to
move into the final project or final plan, then
we ask for a deposit anywhere from $500 to
$2,500, depending on the size of the job,”
Adam explained. “For instance, a drawing
fora5,000-square-foot house could costany-

INTRODUCING @legante

h

ol oclic

Elegant styling, superior
construction and all halogen
luminaires. Elegante Classic
Copper Collection features the
finest low voltage fixtures for
high-end installations. Choose
from an exciting selection with
solid copper shades and stems,
or solid copper shades with

- emerald green stems. A premier

El@gﬂnte Lighring NEW FROM U.S.LE., INC * WWW.ELEGANTELIGHTING.COM

product to please your most
discriminating clients. Call for
yourfree Elegante catalog

N

1625 No. Surveyor Ave,, Simi Valley, CA 93063 » 800-766-8478 » 805-527-0987
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where from $800 to $1,200 for the deposit
based on the time required to do measure-
ments and the challenges of planning the job
based on the site conditions. If we're talking
about a 15,000-square-foot house like a man-
sion and thearchitect will be spending a lot of
time there taking measurements, the design
costs more. Architects charge an hourly rate

so drawing time is factored into the cost.”

AFTER THE SALE. After Tecza Environ-
mental Group sells a design/build job and
completes the landscape drawing or plan, the
job information is entered into a report sys-
tem by the receptionist or office manager.
Then the information is passed on to the con-
struction supervisor, who begins ordering all
the plant material for the job.

The construction supervisor and staff,
which includes five crews of three to five
employees, have meetings every Wednesday
to discuss the jobs taking place in the next 10
days. Sold jobs are placed on the schedule
based on clients” needs and the company’s
other jobs and priorities.

“Once that job comes up on the schedule,
we go out into the field and set up that job,”
Adam said. “The whole design /build sched-
uling process is fairly simple.”

As the job continues, the original sales
person is usually on the site every other day
to evaluate its progress. “On a job that takes
one month to finish, I'm probably talking to
that client two to three times each week,”
Adam pointed out.

Constant communication is the key to
dealing with residential clients, Adam in-
sisted. “I try and talk to clients three out of
every five days during their landscape instal-
lation projects,” he said. “All last minute
changes or plan revisions are brought up
immediately so clients aren’t surprised by
things that appear different than originally
planned, such as unexpected elevation
changes or drainage problems.

“Rarely does something slip by unless we
forget to write something down or make a
phone call,” he continued. “Though during a
project we're on the job so much that we tend
not to forget anything. On days we aren’t at
the property, we are usually on the phone
with the client.”

The author is Managing Edifor of Lawn & Land-

sCa PL‘ magazine.
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and broader spectrum grub control than anyone else. And one application is still all it takes to control grubs through the fall.
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Kansas City, MO 64120. (800) 842-8020. www.protect-your-turf.com

USE READER SERVICE #104



http://www.protect-your-turf.com

Jn’

50

by Nicole Wisniewski

After fine-tuning its
maintenance division,
Tecza Environmental Group
boosted revenue and
found strength against
future economic hardship.
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Ted Tecza admits thatdesign / build work is his passion, “but maintenance
is a very important part of the company too,” insisted the president of
Elgin, Ill.-based Tecza Environmental Group.

Throughout the past five years, the company focused on a dramatic
push to grow its maintenance division, one that once resembled a business
stepchild, representing only 20 percentof the service mix. Today, maintenance
generates 45 percent of that blend and is showing signs of soon becoming the

company’s largest service offering at 60 percent of total sales.
Tecza drives this service offering reversal because he learned firsthand
how a poor economy can impact a design/build-focused business.
“When the economy turns down, design/build is a high-risk business
to be in because the clients disappear,” Tecza said. “Maintenance, on the

(continued on page 52)
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Todd Muhr, Tecza
Environmental
Group's spray
supervisor, handles '
deep root tree

fertilizer feeding on !
a maintenance ~
client's property. {
Photo: Dan |
DalSanto, Sunrise
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(contimed from page 50) (continued on page 54)

":]"v
EL‘ é t Tecza Environmental Group, Elgin, Ill., computer

software is not only used to track job costs and specif-
ics. but also to track equipment repair costs, said Vice Presi-

dent of Maintenance Ed Reier

The company sets up internal jobs the same way as external
jobs, except internal jobs detall mainteance on equipment, such
as mowers, instead of work done on clients’ landscapes. “Any
parts or labor used to fix a piece of equipment are applied to
the internal job report,” Reier said

The challenge associated with this system is that “the infor-
mation in the computer is only as good as what's reported by
the guys in the field," much like an external job, Reier noted

Daily time sheets alleviate potential information problems
due to inaccurate records with field personnel, so mechanics fill
out similar forms to track equipment repairs, noted Reler. “Time
sheets show employees' hours and daily activities at various
jobs 80 job costing can be done for each project,” Reier said
But when the mechanic fills out a time sheet, the information is
applied to the equipment the mechanic worked on that day to
track repair costs, he said

Tracki

ment Costs

Santos Ochoa,
Tecza Environ-
mental Group’s
head mechanic,
repairs a mower
(right). Photo:
Dan DalSanto

The payroll manager then records time card information into
the computer system. “Our office manager won't run employees
their checks if they haven’t turned in their time sheets for every
week day,” Reler said, adding that this system ensures receipt of
all time sheets

Each piece of equipment is put on a preventive maintenance
schedule. A mower, for example, has a weekly schedule. “Be-
cause the mower is forced into the shop to get its blades sharp-
ened, other maintenance can be performed, such as changing the
oil, greasing the equipment or checking it for problems before it
goes back in the field,” Reier said. This detailed level of equip
ment cost tracking helps the company decide when a particular
machine has outlived its useful life and should be replaced based
on the amount of time and dollars being spent on its upkeep
- Nicole Wisniewski
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Quality Control

(contined from page 52)

other hand, is very consistent. Plus, the cash
flow is wonderful. Construction checks arebig,
buttheytend tohitevery 38 to45days, whereas
maintenance checks are small but they come
in regularly and end up covering our over-
head on a weekly basis.”

By pulling in its service area reigns and
structurally changing the inner workings of its
maintenance service system, Tecza Environ-
mental Group s building a solid wall of protec-
tion against future economic hardship.

THE MILLION-DOLLAR BRICK WALL.
When the economy took adown swing in the
late 1980s and early 1990s, Tecza Environ-
mental Group’s maintenance work leveled
out while the design/build work dropped
off more significantly. The company wasn’t
growing maintenance as aggressively as it is
today - 18 to 20 percent annually, but it was
still striving to hit the $1 million mark with
this service.

“We ran into that million-dollar brick

wall a couple of times,” explained Ed Reier,
Tecza's vice president of maintenance.
“When we were close or when it looked like
we were going to surpass it, our customer
attrition jumped up and we losta lotof work,”
he remarked. “We thought we lost focus of
customerservice—we knew something wasn't
quite right.”

Three years ago, the maintenance divi-
sioninitiated a structural change that helped
alleviate this problem. At that point, Tecza
employed 10 crews with two supervisors
directing the day-to-day operations of four
or five crews each. Two customer service
representatives and one sales manager, who
were not involved in the day-to-day opera-
tion of the crews, handled all sales responsi-
bilities and dealt with clients while a mainte-
nance manager was in charge of the crews
and supervisors.

“The more levels of management we had,
the more communication between them suf-
fered,” Reier said, relating this back to the

aforementioned service challenges. “Our la-
borers weren't being managed properly.”

Additionally, the company was support-
ing a greater overhead structure by employ-
ing various levels of maintenance manage-
ment, and “it wasn’t allowing us to grow like
we wanted to,” Reier said.

To alleviate this problem, Tecza Environ-
mental Group implemented a new manage-
ment structure for its maintenance division
and created a three-man account manager
team. Today, account managers, similar to
the supervisors in the previous model, are
involved in day-to-day crew operation by
aiding in scheduling, training and commu-
nicating with foremen on a regular basis. But
account managers also take care of customer
service by building client relationships, sell-
ing them additional work and handling con-
tract renewals. And Reier, as head of mainte-
nance, has assumed the responsibility of new
maintenance sales.

(continued on page 56)
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(continued from page 54)

“Reworking our maintenance structure
was the key change that helped us get over
that $1 million hump,” Reier said, pointing
out that this year the company will generate
$1.5millionin maintenanceand projects $1.75
million in revenue for 2001. “With three ac-
count managers, we hope to manage about
$2 million in maintenance work, about

$630,000 or $650,000 (50 to 55 clients) per
account manager. Each account manager
then will also sell $200,000 to $400,000 of
enhancement work or add-on services to
his or her current customers.

“We feel a productive account manager
can handle $900,000 to $1 million worth of
work and still have time to hold the clients’

2 weeks later

1\1’0&‘\\
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BUSINESS CAUSES ENOUGH PERSPIRATION. ..

So why not purchase an Express Blower to spread your soil?

SKIP THE WATER BREAK. .. No need 1o slow down

with the one step soil or compost Terraseeding™ injection

PROVEN PERSEVERANCE. . . With over 50 years of
experience, Express Blower provides the most advanced
technology for even the largest jobs

RELAX. .. No where else will you find the comfort of

helpful customer support than with the Express Blower team

ZEHpress Jiower

hands and be there for service. Right now, we
have the capacity to sell more work before we
need to hire a fourth account manager.”

THE MAINTENANCE CLIENT. Eighty-
five percent of Tecza Environmental Group's
maintenance work is within 20 miles of the
office, and 60 percent of these accounts are
within five to 10 miles of the office.

But pulling in service area boundaries to
achieve this more contained client base pre-
sented a challenge when the company
slimmed down its service routes 10 years
ago. Reier had to tell any clients who lived
more than one hour away and paid for main-
tenance services that took less than four hours
to complete that the company could no longer
afford to maintain their properties.

“But this helped us focus and concentrate
on prospecting and cold-calling right here in
our own backyard,” Reier said, pointing out
that the remaining 15 percent of maintenance
clients are comprised of accounts large
enough to occupy a crew or crews for an
entire day. “We base this qualification on job
hours, notjob size. The property may be only
2 acres of turf but require four hours of detail
work. Most of our design/build customers pull
us in this direction. But we will not travel
more than one hour unless the job hours are
worth the drive.”

A hefty percentage of Tecza’s maintenance
client base is comprised of multi-family struc-
tures, which the company considers residen-
tial work (Tecza's maintenance work is 71
percent residential and 29 percent commer-
cial and institutional). Since so many resi-
dential clients request service for Thursdays
and Fridays, the company is making a con-
centrated effort to increase its commercial
maintenance work in order to even out the
projects filling the Mondays and Tuesdays
on its weekly schedule.

Reier plans on developing future com-
mercial maintenance opportunities by build-

ing more relationships with property man-
agers, associations and building management
companies. “If you build relationships with
property managers and exceed their needs,
their jobs become easier,” Reier said. “Most
property managers care for more than one
property. They don’t want to deal with 10
different companies and 10 different account
managers.

(confinued on page 35)
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(continued from page 56)

before problems occur. “We do the same
thing when a property manager resigns by
visiting with the board of directors or the
property manager’s boss to try and estab-

“I contact each property manager I deal
with every fall to ask them about other prop-
erties they manage that are going out to bid
this year and whether or not they are having
problems with the current landscape con-
building or property managers we know
who they can contact to possibly fill the

tractors they’re using,” Reier continued,
pointing out that he tries to proactively
present property managers with solutions

lish deeper relationships. We suggest other

{continmued on page 60)

BN is now TBOS

“TBOS programming

is easy as can be. The
low battery indicator,
the AM/PM option and
the rubber seal on the
battery compartment
are the best features.

I like the system and

Pure
Simplicity.
m Featuresa .o /
365day
calendar
and AM/PM
or 24-hour display
= Basic programming includes
3 independent programs,
each with 8 start times per day
= Turbo mode offers
additional cycles including
even, odd, odd-31 and
1- 6 day programs

Ran I BIRD

See your local distributor and ask for a demonstration of the new TBOS system.
Or visit our website at www.rainbird.com for more information.

would recommend

it anytime.”
s

Ruben Gutierrez

[rrigation Specialist
Stanford University
Stanford, California
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O nce Tecza Environmental Group
decided to expand its mainte-
nance service, its systems improved,
said company President Ted Tecza.

This stability provided the company
room to expand into snowplowing. But
Tecza practices caution as it builds this
service by leaving itself room for error
instead of growing at an obscene rate

“If we are hit with rain during the
summer and we cannot cut the grass
on Tuesday, which is a client's normal
day, but we get there on Wednesday,
that's no big deal,” Tecza explained. "If
we are one hour late to plow snow and
clients have to get out of their cars and
walk to their front doors and get snow
on their shoe tops, they are upset.”

To ensure quality control in
snowplowing and avoid unhappy cus-
tomers, the company set up strict
snowplowing rules. “We are very inde-
pendent,” Tecza said. “We only plow
for our maintenance clients, and we
only plow in close proximity to Elgin
Several years ago, when | had accounts
that were maybe 15 miles away, we
couldn't get there in heavy snow."

The company also doesn't sell to 100
percent capacity to allow for extra time
if needed. “Our goal is to have excess
capacity and trucks to allow for the big
snow, the late snow and any other radi-
cal snow whether it's wet, heavy, dry or
light," Tecza said, pointing out that he
sells snow work in hourly increments. I
don't over-commit myself."

Tecza only plows for clients who fit
into the hours he can sell in an evening.
Beyond that, clients are put on a wait-
ing list.

While snowplowing extends the
company’s services and helps retain
employees over winter, Tecza refuses to
view it as just an add-on service
“Snowplowing 1s a business,” he said.
"It's not something nice to do to fill out
the winter hours or keep a few guys
around. Those may be the motivating
factors in the decision to sell snow
work, but if you look at it from that
standpoint you're not serious enough
about it." - Nicole Wisniewski
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“CLIP PRoPELLED My B,us’iilss i
INTo THE Tor 10%!” *
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“| firmly believe time is the single greatest asset
we possess. Good stewardship of our time on
this earth enables us to make profit and prosper.
When | started my business | was full of energy
and ideas, but | knew in order to succeed | had to
maximize the use of my time. | knew | needed
systems that would run independently of me. |
wanted a system so simple and easy to learn we
could change personnel without missing a beat.
That's where CLIP Software came in.

In March of 1992 | purchased a computer to
run my CLIPprogram. | knew nothing about com-
puters. My annual sales were $300,000. CLIP
saved me over $13,000 in office personnel that
first year. Today with over 2 million in sales we still
use CLIP daily, with only two office employees
maintaining client history, scheduling, routing, and
billingin CLIP.

CLIP’s steadfast system requires very little main-
tenance. It's a tool that tells you exactly where
you are and gives you the ability to monitor and
plan for future growth. | track job profitability on
an annual basis with CLIP. It's not good enough

NCRE P'Zﬁ"?fi s

for me to track labor by the hour. | prefer to
track it by the minute. CLIP gives me the abil-
ity to track my profitability on every job easily,
quickly, and efficiently—by the minute! |
learned years ago that just six minutes was
standing between profitability and breaking
even.

CLIP allows me to spend time focusing on
long-term solutions. In January 1993 | went
to my banker with a business plan requesting
financing for what was to become my patented
Super Lawn Trucks. The primary focus of my
business plan was building efficiency with sys-
tems and CLIP Software. Today, thanks to
CLIP, | have branched out from maintenance

to include irrigation, landscaping, design,
and installation services.

But, it's not just the software. As much as
| love CLIP, the real value is the team be-
hind the software. The team at CLIP Soft-
ware was the “first kids on the block™. They
were there when nothing else was and they'll
be there when nothing else is. | know they'll
be there because they have their ears open.
With so many changes resulting from the
growth of my business, from technology and
from the industry itself, CLIPhas been there
for me every step of the way, often antici-
pating enhancements to CLIP even before
| asked!

I've come a long way since 1992 when |
purchased CLIP. Without CLIP growth
would not have been so easy. I'm now at
the top 10% of my industry. I've got a user-
friendly system that runs without me and
helps ensure my profit. With CLIP1can hon-
estly say, “All systems go!"

Tony Bass, Bass Custom Landscapes
Bonaire, GA

Prorer. YOUR Business Into THE Top 10 With CLIP!

FREE Demo—Call 800-635-8485
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For more information visit our website: www.clip.com

Or Ask Your LocaL DeaLer!
USE READER SERVICE #101
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(continued from page 58)

vacancy. This seems to work well - we've survived many property
managers on one site.”

FROM CONTACT TO CONTRACLT. The first and most impor-
tant step in Tecza’s maintenance sales process is determining the
needs of its clients. “If people call in looking for just a mow-and-go
company, we suggest other contractors they can talk to,” Reier said.
“We have found our niche client, one who is quality-conscious and
understands safe, reliable equipment, uniformed and trained work-
ersand someone to talk to if problems occur - this all costs money and
all goes into our pricing. If we can explain that to a customer and
educate them up front, we can save each other a lot of time.”

Most of the maintenance contracts Tecza Environmental Group’s
clients sign are two-year agreements. The company offers clients an
incentive to sign these contracts, even though Reier said he hasn’thad
a problem convincing clients to do so. “If they sign a two-year
agreement they are locked into a low or same-as-the-first-year price
increase the second year,” Reier said. “For instance, if we have to raise
prices 3 percent the first year, we will guarantee a lower or equal
percent, such as 2.5 or 3 percent, rather than a higher one, for the
second year.”

To encourage three-year contract agreements, Tecza offers clients
whosign a three-year deal instead of a two-year maintenance contract
a commitment to not raise the price for the third year.

“We try to convey the idea of a long-term relationship and hope
our clients feel the same way,” Reier said. “"With longer agreements
like this we also don’t have to go out and renew all of our contracts
every year. Rarely does a client object to signing up for a two-year
agreement, but this is a client who appreciates quality and isn't
always looking for a low price. In other words, the client isn’t going
out to bid every year.”

Tecza Environmental Group steers clear of low-bid maintenance
work, such as municipalities seeking contractors to cut the grass,
medians and right-of-ways, Reier said. “Most of our clients are
willing to pay 10 to 20 percent more to have Tecza do the work.”

CREWS CONTROL. Tecza Environmental Group typically sends
out two- to six-man crews to maintain the jobs it sells. Currently, the
company has one two-man crew, one six-man crew, three four- to five-
man crews and six three-man crews, Reier said.

Crew size is coordinated with equipment requirements. For in-
stance, the six-man crew will drive a truck with an extended crew cab
to hold six people and a 24-foot-long trailer. This crew is typically sent
to multi-family complexes and will be there the whole day.

The two-man crew, on the other hand, has a truck without a crew
cab but with an 18-foot-long trailer. “They are typically sent to single-
family residences and spend one hour minimum on each property,”
Reier explained.

Tecza's average crew, which consists of three men, is at one or two
sites daily, each taking about half a day to maintain. A site that
warrants a three-man crew may be a smaller multi-family complex
with 20 units instead of the 350-unit properties the company also
maintains.

“We've experimented with different crew sizes quite a bit and

(continued on page 69)
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2001 SCHOOL OF MANAGEMENT
CONFERENCE PROGRAM

SATURDAY, FEBRUARY 10

9:00 a.m. - 3:00 p.m.

Pre-Conference Workshop
Managing a Multi-Cultural Workforce
(Separate admission required)

SUNDAY, FEBRUARY 11

6:45a.m.

10:00 - 6:30 p.m.
1:00 ~ 2:30 p.m.
2:30 - 4:00 p.m.
5:00 - 6:30 PM

6:30 - 8:00 PM

School of Management Golf Outing
Carmel Mountain Ranch Golf Club

(Bus leaves from lobby promptly at 6:45
a.m.; shotgun start at 8:00 a.m.)
Registration Desk

Attendee Networking Lounge
Grounds Tour — Catamaran Resort
Contractor Workshop

Determining The Value of Your Business
(Steve Gaines)

MONDAY, FEBRUARY 12

7:30 a.m.

7:30 a.m.
8:00-9:00 a.m.
9:20 - 10:40 a.m.
10:40 - 11:00 a.m.
11:00 - 12:30 p.m.
M1

M2

M3

12:30 ~ 1:30 p.m.
1:45 -3:00 p.m.
M4

M5

Mé

3:00 - 3:30 p.m.
3:30 - 5:00 p.m.
M7

M8

Me

5:00 - 6:30 p.m.

Registration Desk

Continental Breakfast

General Session

The Power of Networking (Jim Paluch)

General Session

Keys To Effective People Management

(Chartes Vander Kooi)

Refreshment Break

Concurrent Educational Sessions

E-Commerce: Is It For You? (Bill Cox)

Hiring Tomorrow's Leaders Today (Bill Hoopes)
Understanding Service Agreements (Tom Grandy)
Networking Lunch

Concurrent Educational Sessions

Putting Bite In Your Marketing Strategies (Jim Campanella)
Effective Crew Management Practices (Tim Lynott)

A New Approach To Estimating and Bidding (Jim Huston)
Refreshment Break

Concurrent Educational Sessions

Using Financial Statements For Effective Management
(Robert West, Sr.)

Winning The Recruiting Game (Bill Arman)

Charging What You're Worth: Tips For Effective Pricing
(Tom Grandy)

Networking Cocktail Reception

TUESDAY, FEBRUARY 13

7:30 a.m.
7:30 a.m.
8:00 - 9:30 a.m.

9:30 - 9:50 a.m,
9:50 - 11:30 a.m.
T

T2

T3

11:30 - 12:30 p.m.

12:45 - 2:15 p.m.
T4

TS5
2:15-2:30 PM
2:30-4:00 PM

Registration Desk

Continental Breakfast

General Session

How To Get Them To Buy From You (Fred Bemns)
Refreshment Break

Concurrent Educational Sessions

Cutting The Waste Out of Operations (Tim Lynott)
Winning The Recruiting Game

(Repeat Session) (Bill Arman)

Taking Advantage of Tax Planning Opportunities
(Robert West, Sr.)

Networking Lunch

Concurrent Educational Sessions

Putting Bite In Your Marketing Strategies
(Repeat Session) (Jim Campanella)

Customer Service Solutions (Bobby Jenkins)
Refreshment Break

General Session

The Power of Networking (Jim Paluch)

I S ATURDAY, FEBRUARY 10

9:00 - 3:00 p.m.
Pre-Conference Workshop

MANAGING A
MULTI-CULTURAL WORKFORCE

The topic of how to effectively manage a
multi-cultural workforce is one that grows
in importance and in difficulty with each
passing day. Green industry profession-
als are expending considerable time and
resources to identify solutions to make
managing a multi-cultural workforce
easier and more effective. The educa-
tional program at the Managing A Multi-
Cultural Workforce Seminar will include
such important topics as employee
screening and hiring practices, the H2B
program, cultural assimilation, employee
motivation, compensation and career
path issues, and the legal ramifications of
managing a multi-cultural workforce.

Sponsored by GTO International, Marcus
Drake Consultants and SILC.

(Separate admission fee required; see
page 7 to register)

What They Say
About School of
Management

“We had a great time at School
of Management and made
some excellent contacts.
Thanks for doing a great job on
the conference.”

Scott Fay
Treasure Coast Irrigation
Hobe Sound, Fla.




BN S UNDAY, FEBRUARY 11

2:30 - 4:00 PM
Contractor Workshop

DETERMINING THE VALUE
OF YOUR BUSINESS

If you are preparing to expand your
company’s business operations through
acquisition, thinking about selling your
company or just want to better identify your
company’s actual value, then this session is
for you. In this informative session you'll
review the many steps that go into determin-
ing the value of a business. From identifying
your company’s financial strengths and
weaknesses and developing accurate
financial reports to understanding how
others value your business, this session will
give you the tools to obtain the information
that you need.

Speaker: Steve Gaines, KPMG,
Baltimore, MD

N MONDAY, FEBRUARY 12

5:00 - 6:30 PM
Opening Keynote Session

SETTING THE VISION
FOR YOUR COMPANY

Joe Tye
Paradox 21

In this dynamic general
session listen as noted author
and teacher Joe Tye explains
how you can set a vision of success for
yourself and for your company. Learn how to
take your aspirations for success and turn
them into reality. Packed with practical action
steps for helping entrepreneurs set and
achieve a vision for their company, this
session will help you create positive atti-
tudes about change and uncertainty, and
cultivate customer service and team
leadership within your company. After this
session you'll be ready to set the vision that
will help your company prosper.

sponsoredty ) Husqvarna

6:30 - 8:00 PM
Welcome Reception

7:30 - 8:00 AM
Continental Breakfast
Sponsored by ¥ SNAPPER -/
8:00 - 9:00 AM

General Session

THE POWER
OF NETWORKING

Jim Paluch
JP Horizons

Harness the power of
networking and get the most
out of the 2001 School of Management! In this
interactive, high-energy session you'll play an active
role and experience how a team approach to
learning can benefit your business. This special
session will help you set your learning game plan
for the remainder of the conference and will steer
you towards valuable industry contacts that you'll
use during and after the conference. Arrive ready
to learn and ready for some surprises.

soonsoreaty. GHMAIWE

9:20 - 10:40 AM
General Session

KEYS TO EFFECTIVE
PEOPLE MANAGEMENT

Charles Vander Kooi
Vander Kooi & Associates

One of the most used phrases
in business speak today is
“people management skills”” What are people
management skills, and how do they impact your
business? Find out the answer to this question by
attending this informative session lead by noted
management expert Charles Vander Kooi. In this
session, you'll learn the fundamental qualities of
effective people management. Learn how to identify
different types of workers and different types of
work styles and how they mesh with your manage-
ment style.

RPN 10100

10:40 - 11:00 a.m. Refreshment Break
Sponsoredby () NOVARTIS




B MONDAY, FEBRUARY 12

11:00 a.m. - 12:30 p.m.
Concurrent Sessions

W1 E-COMMERCE: IS IT FOR YOU?

E-commerce and the potential for driving
revenue and expanding customer databases
are setting the business world on its ear. Is your
business prepared to enter into the e-com-
merce world? Find out the necessary steps
you'll need to take if you are to successfully
design and market a web site that will steer
customers and revenue to your company. This
session is designed for those contractors who
want to make the web and e-commerce work
for their company.

Speaker: Bill Cox, Cox Consulting,
Cleveland, OH

Mz HIRING TOMORROW'S
: LEADERS TODAY

You've identified the candidate for the opening
you've had for the last six months and you are
bringing him or her in for an interview. Do you
know exactly what you want from the position or
what you are looking for in the candidate? You
may have a list of required skills, but skills alone
never determine overall job performance.

Learn more about discovering the important
intangibles — those often overlooked qualities
that can make or break a candidate.

Speaker: Bill Hoopes, Scotts Lawn Service,
Marysville, OH

IS UNDERSTANDING SERVICE
AGREEMENTS

Because they build vital relationships between
contractors and customers, service agreements
are the basic building blocks for profitable
growth in the 21% century. In this session, Tom
Grandy walks contractors through designing,
pricing, and marketing — the essential steps to
creating an effective service agreement.

Speaker: Tom Grandy, Grandy & Associates,
Owensboro, KY

12:30 - 1:30 p.m.
Networking Lunch

1:45 - 3:00 p.m.
Concurrent Sessions

W4 PUTTING BITE IN YOUR
MARKETING STRATEGIES

Are you ready to grow your current business opera-
tions? Whether you're expanding the services you
currently offer or looking to grow established market
segments, telemarketing can be a most effective
growth tool for your company. Join us for this enlight-
ening “nuts and bolts” session from one of the
industry’s up and coming entrepreneurs, and learn
how you can put bite into your marketing efforts and
increase your market share.

Speaker: Jim Campanella, The Lawn Dawg,
Nashua, NH

M5 EFFECTIVE CREW
- MANAGEMENT PRACTICES

Leading an effective lawn or landscape crew is no
easy task. Personnel are the all important link in your
company’s service delivery chain, and you need them
to perform consistently and at peak efficiency. This
session will discuss a variety of practical, field-tested
strategies and systems you can implement with your
service crews to improve their overall performance
and your company's bottom line.

Speaker: Tim Lynott, Lynott Landscape Consulting
Services, Eldersburg, MD

& ANEW APPROACH TO
- ESTIMATING AND BIDDING

Who says you can't teach an old dog a new trick? In
the area of estimating and bidding contractors are
always searching for new methods of improving the
accuracy and competitiveness of their bids. In this
session hear from consultant Jim Huston as he walks
you though a different approach to bidding and
estimating that will help you write bids that make
better economic sense for your company and your
customers.

Speaker: Jim Huston, Smith Huston, Inc.,
Englewood, CO

3:00 - 3:30
Refreshment Break
Sponsored By




3:30 - 5:00 PM
Concurrent Sessions

M7 USING FINANCIAL STATEMENTS
FOR EFFECTIVE MANAGEMENT

Your balance sheet and your income statement can tell
you a great deal about how efficiently your business is
operating. This session will help you understand how
you can use these basic financial statements to better
manage your business. You will learn the significance
of your accounts receivable turnover, debt-to-equity
ratio, gross profit margin and other key financial
statistics that will tell you more about your operation.

Speaker: Robert West, Sr., West & Co., Cleveland, OH
M5 WINNING THE RECRUITING GAME

In a marketplace with record low unemployment, one
of the greatest keys to successful recruitment is
identifying and attracting what talent exists. In this
upbeat session, learn how to prevail in today’s war
for talent by creating and implementing a plan that
focuses on “fit" rather than on availability. Don't miss
this fantastic opportunity to learn the winning ways
of recruiting!

Speaker: Bill Arman, Environmental Industries,
Calabasas, CA

M5  CHARGING WHAT YOU'RE WORTH:
TIPS FOR EFFECTIVE PRICING

The phrase “Sales up, profits down,” sounds all too
familiar to many contractors today. This session
deals with the most basic of issues — how much do
we have to charge to cover our costs of doing
business while still generating a profit? Determine
what the real cost of doing business is and how to
maximize and ensure profitability.

Speaker: Tom Grandy, Grandy & Associates,
Owensboro, KY

5:00 - 6:30 PM
Networking Cocktail Reception

Did You Hear
About School of
Management?

Here is what attendees of the 2000 School of
Management in Dallas had to say about their
experience at the conference.

“Even in the sessions that didn't apply totally to
my situation, there was always something of
value | learned. | can think of at least one thing
from every session. That's value!”

“I brought employees, and they were able to
learn from outside sources which is important
to make a business profitable and grow.”

“School of Management empowered me and
gave me more confidence in putting together
my organization.”

See what you are missing? Register today for
the 2001 School of Management!

call 800/456-0707

To Register For The

)

2001 SCHOOL OF MANAGEMENT

www.lawnandlandscapeconferences.com
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7:30 - 8:00 a.m.
Continental Breakfast

edb 1
Sponsoredt GRIERTYDANE

8:00 - 9:30 a.m.
General Session

HOW TO GET THEM TO BUY FROM YOU

Fred Berns
Power Promotion

How to use personal promotion to
dramatically increase your sales and
profits is the theme of this powerful
presentation. The program focuses on how to communi-
cate with confidence, differentiate yourself from competi-
tors and make a maximum impact for a minimal
investment of time and money. Included are “how to”
steps and insights on polishing your sales presenta-
tions, turning contacts into contracts, overcoming
upselling, and more.

PN TUESDAY, FEBRUARY 13

Sponsoredby @4,
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9:30 - 9:50 a.m.
Refreshment Break “
Sponsored by /HUEHS

9:50 a.m. - 11:30 a.m.
Concurrent Sessions

T CUTTING THE WASTE
OUT OF OPERATIONS

From route scheduling and sales follow-up to equipment
and product inventory, keeping tabs on the vital elements
of your company’s day-to-day operations is essential to
building a well-run and profitable organization. Learn

how to properly analyze your company’s operational struc-
ture and spot areas where waste and inefficiency com-
monly occur.

Speaker: Tim Lynott, Lynott Landscape Consulting
Services, Eldersburg, MD

T2 WINNING THE RECRUITING GAME (RS)
For session description see Session M8.

RS = Repeat Session

T3 TAKING ADVANTAGE OF TAX
PLANNING OPPORTUNITIES

The opportunity to take advantage of tax savings starts
with planning and selecting the best form of organiza-
tion for your business and, deciding how to withdraw
your company'’s earnings. This session will explain in
simple terms how you might reduce payroll and income
taxes with timely and continual planning, and potentially
save thousands of dollars in payroll tax expenses.

11:30 - 12:30 p.m. .

Networking Lunch 3% )
Sponsored by { Aventis

12:45 - 2:15 p.m.

Concurrent Sessions

T4 PUTTING BITE IN YOUR
MARKETING STRATEGIES (RS)
For session description see Session M4,

15 CUSTOMER SERVICE SOLUTIONS

In this session hear from a veteran of the service
industry who has turned his company into a perennial
customer service champion who will share his
company’s recipe for making customer service number
one with your employees.

Speaker: Bobby Jenkins, ABC Pest & Lawn Care,
Austin, TX

2:15-2:30
Refreshment Break

2:30 - 4:00 PM
Closing General Session

THE POWER OF NETWORKING
Jim Paluch, JP Horizons

End the 2001 School of Management on a high note and
identify how the power of networking benefited you
throughout the conference. In this session you'll hear
fellow attendees share insights and predict how they will
implement the ideas and strategies they learned at the
School of Management. Bring your ideas and your
notebook as your hear from some of the best business
experts in the industry — your fellow contractors.

& k)
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2001 SCHOOL OF MANAGEMENT
REGISTRATION AND TRAVEL INFORMATION

Lawn & Landscape Tournament of Champions Golf Outing
A Fundraiser for the Evergreen Foundation

Carmel Mountain Ranch Golf Club

Sunday, February 11

6:45 a.m.

Spend a morning testing your golf skills at the 3rd Annual Lawn & Landscape Tournament of
Champions Golf Outing. Cost for the outing is $100 and includes greens fees, cart rental,
practice balls, lunch, prizes and transportation to and from the course. A portion of the regis-
tration fee will be donated to the Evergreen Foundation, a green industry non-profit organiza-
tion devoted to promoting the development of public green space. Advance registration and
payment is required. Registration deadline is February 3, 2001.

Sponsored by wﬂ

CONFERENCE REGISTRATION

Contractor Registration $245 per person

(Includes all educational sessions, conference materials, receptions, lunches, breakfasts,
refreshment breaks)

Contractor Group Registration $195 per person
(Three or more from the same company)

Contractor One Day Registration $125 per person
Pre-Conference Multi-Cultural Workshop $95 per person
(Saturday, February 10, 2001)

Supplier Non-Sponsor Registration $495

Special Events

Tournament of Champions Golf Outing $100 per person

Fundraiser for the Evergreen Foundation
Sunday, February 11 (Includes greens fees, cart, lunch, prizes and transportation)

CANCELLATION/SUBSTITUTION/REFUND POLICY

All cancellations must be made in writing. A full refund will be accepted if received before
February 2, 2001. No refunds will be issued after February 2, 2001. Advancement payment
is required for the golf tournament and no cancellations after February 7, 2001. 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.

CONFIRMATIONS

All registrations postmarked by February 2, 2001 will be acknowledged by mail. Registrations
received after that date should be picked up at the School of Management Registration Desk
at the Catamaran Resort starting Sunday, February 11, 2001 at 10:00 a.m.

HOTEL INFORMATION

A block of rooms has been reserved for School of Management attendees at the Catamaran
Resort. Located on scenic Mission Bay, the Catamaran Resort is the ideal location for your trip to
sunny Southern California. Attendees should make their reservations directly with the hotel on or
before January 17, 2001 to receive the special conference room rate of $120 per night (single/
double). Please ask for the School of Mana t Conference rate. For reservations call the
Catamaran Resort at 800/422-8386 or 858/488-1081.

DISCOUNT TRAVEL INFORMATION

School of Management has arranged for special discount airfares to San Diego for the School of

mm take advantage of the discount rates, contact AAA Business Travel at
between the hours of 8:00 AM and 5:00 PM Eastern.

2001 SCHOOL OF

MANAGEMENT
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February 11-13, 2001
Catamaran Resort * San Diego, California

PHONE: Call 800/456-0707 and ask to register for the School of Management (weekdays 9 a.m. - 5:00 p.m. EST)
MAIL: Conference Registration, School of Management, 4012 Bridge Ave., Cleveland, OH 44113

FAX: Complete form and fax, with credit card information, to 216/961-0364 (24 hours)

ON THE WEB: Register on-line at www.lawnandlandscapeconferences.com

(Please print or type. Form may be photocopied for additional registrants; one form per person)

First Name Last Name

Name As It Will Appear On Badge

Title

Company

Address

City State Zip Code Phone
Fax E-mail Address

PAYMENT INFORMATION
Checks: Make payable to GIE Media (drawn on a U.S. Bank, in U.S. dollars)
| authorize GIE Media to charge my: ___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 registrations
MUST include credit card information. There will be a $25 fee for returned checks.

REGISTRATION INFORMATION

Conference Registration Number Total
Contractor Registration $245 =
Contractor Group Registration (3 or more same company) $195 =
Contractor One-Day Registration (Monday or Tuesday only) $125 =
Pre-Conference Workshop: Managing A Multi-Cultural Workforce

(Sat. February 10, 2001) $95 =
Supplier Non-Sponsor Registration $495

Special Events

Golf Outing $100 =
Fundraiser for the Evergreen Foundation

TOTAL =

(There is no advance registration for individual educational sessions.
Seating for all sessions Is on a first come basis. Lawn & Landscape
reserves the right to limit the number of attendees per session.)

SCHOOL OF MANAGEMENT
REGISTRATION CHECK LIST

For Office Use Only

Date Received Registration #

Payment Received Type

Amount o) e
LL1200
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contimued from page 60)

have found that for our market and our
customers, we have to have varied crew
sizes,” Reier explained. “When you've got
big trucks and little trucks and crews to
match, scheduling then becomes the key to
your productivity.”

To ensure that this system is effective,
Reier pairs the same foremen with the same
account managers daily. Maintenance ac-
countsare divided into three regions: north,
central and south. All the jobs in the north-
ern region are given to one account man-
ager and four or five crews. “This cuts
down on travel costs and increases pro-
ductivity,” Reier remarked. “This way the
account manager only has to keep constant
contact with four or five foremen as op-
posed to 14 or 15 foremen over the course
of all of his jobs that day or week, improv-
ing communication.”

The author is Managing Editor of Lawn &
Landscape magazine.

Quality Control

ecza Environmental Group’s monthly budgeting review is its biggest asset
I as far as managing costs is concerned.

To track costs correctly, three different areas are monitored monthly: direct
costs (labor, materials, equipment), indirect costs (gas and oil, replacement
materials, supervisors® salaries) and administrative costs (advertising, promotions,
travel, uniforms and upper management salaries). Indirect costs and administrative
costs are considered overhead

“Based upon history and net profit projections, we set percentages of revenue
we expect to spend for each cost monthly and try to keep spending within those
numbers during the course of a season,” explained Ed Reier, Tecza's vice presi-
dent of maintenance. "If we exceed these budgeted numbers, we reduce spending
to keep the percentages in line, which ensures the net profit projection. We rarely
cut employees to make this work - we cut back spending in other ways instead.”

On the occasion that expenses are lower than planned one month, Reier said
the company practices caution. “We have to be careful that we don't go out and
buy something we didn’t plan on buying because we didn’t spend what was
budgeted one month," Reier said. “What was spent toward the end of the month
may show up in the next month's numbers.”

The company also prints reports monthly showing all expense accounts and
shares these numbers with employees. “If you're a manager trying to control
spending on your own and you don’t share the numbers with your team, you can't
affect change,” Reier said. - Nicole Wisniewski

Overhead & Cost

Management
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SPREADER-MATE™

Self-contained “Drop-In” sprayer ‘
for commercial broadcast spreaders. ‘

IDEAL FOR... o ; ; e T |
« Commercial Lawn Care ‘,;.-,. i {ih ;,’ : |
-- M-Luv i
« Special Applications s M,
» Ornamental Spraying |

» Up to 30,000 sq. ft. per fill up

» Deep cycle gel battery |

» Diaphragm pump with pressure
regulator and gauge

« Totally self-contained, easily
removed and stored * BROADCAST SEED PATTERN

« Installs in under a minute

» B0" quick attach boom with spring

Specially molded X . % R i
polyethelyne tank (9 gallon). Gironk ey . ADJUST{\BLF. RF)LL[ZR TO GAUGE TINE DEPTH :
Fits in most commercial | » SEED SCREENS IN HOPPER |
broadcast spreaders. » One year warranty « SWIVEL HITCH FOR OPERATING IN TURNS \
|

SPRAYING
c lark  EQUIPMENT
7594 Selden Road * PO Box 8 » Le Roy, NY 14482

800-706-9530 * (716) 768-7035 » Fax (716) 768-4771
email: gcspray @ hfent.com * www.gregsonclark.com

| ADVANTAGES:
« OVERSEEDER OR PRIMARY SEEDER

+ LOOOSENS AND PREPARES SEED BED
GREAT SEED TO SOIL CONTACT

'+ RAKE MOVES SEED THRU THATCH
){ » ELECTRIC OR GROUND DRIVEN SEED HOPPER
\

FIRST PRODUCTS, INC.
TIFTON, GA
CALL SALES @ 1-800-363-8780

Istproducts.com/sales@1stproducts.com
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lry Nicole Wisniewski

Tecza Environmental Group's
marketing efforts
are specifically directed

toward quality-conscious clients.

A company's first impression can be its only chance in front of a potential client.

That's the reason Tecza Environmental Group’s marketing plan communi-
cates a top-notch first impression to potential clients and a repetitive, consistent
message of quality to current clients, explained Ed Reier, who handles all the
marketing, advertising and promotions for the Elgin, Ill.-based company, in

addition to serving as vice president of maintenance.

“If included with a bid or maintenance proposal, a correctly represented
brochure, for example, says so much about a company and can answer many client
questions,” Reier said, emphasizing that a brochure isn’t the only way to make a
good first impression. “Marketing is everybody’s job in the company. It's the
foreman’s job when he smiles as he’s going by the client’s window with a mower
or the laborer’s job when he puts on a clean uniform in the morning. It's the
mechanic’s job when he takes pride in that mower or tractor or the receptionist’s
job when she answers the phone.”

Conveying this message to the entire company is one marketing scheme that
takes little to no money to implement - just time to communicate, in addition to
hiring the right people, Reier said. This, in addition to spending 1 percent of the
company’s annual revenue - approximately $40,000 - on targeted marketing in
the right place at the right time consistently gets the Tecza Environmental Group

message out to the right customers.
{continued on page 72)

A new, colorful
logo accompanied
Tecza Environ-
mental Group's
reorganization
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Hey, Weeds.

At home or at play...
There’s no place for you to hide.

As a professional turfgrass manager, the more successful weed control
options for problem weeds you have the better off you are. Riverdale
\ offers two products, Manor™ and Corsair™ that give you excellent
[ - ) selective weed control for both warm and cool season turf applications.
TMANOR | arwr
\ / Manor (metsulfuron methyl), a postemergent herbicide, is specifically
\ / formulated to be 100 times more active than conventional herbicides
\\\ / and offers excellent selective control for a wide variety of grassy and
N /'/ broadleaf weeds, including clover, dollarweed and creeping beggarweed.

o L = Manor selectively removes bahiagrass from St. Augustine and Bermuda
grasses. It can be tank mixed with other fungicides and insecticides.
Other herbicides can also be added to broaden your weed control
options. Manor is easy on your turf, causing little or no injury during
the transitional times such as early spring and the late season.
Corsair
Corsair (chlorsulfuron), also a postemergent treatment, offers excellent
control of both grassy and broadleaf weeds, including Virginia buttonweed,
annual ryegrass and smutgrass. It selectively eliminates clump grasses
like tall fescue from desirable turfgrasses.

Corsair's weed control spectrum makes it an excellent tool for winter
weed control problems and during the transitional season times.

Both Manor's and Corsair’s fast-acting formulas are root and foliar

. absorbed — resulting in almost immediate plant growth inhibition and
R lverdale death. Both products also have excellent turf tolerance and require
low usage rates — giving you beautiful turf while going easy on
The Formulation Innovators the environment.
(800) 345 3330 At home or at play, Manor's and Corsair's fast-acting
www.riverdalecc.com formulas take care of weeds fast and efficiently.

Manor and Corsair are trademarks of Riverdale Chemical Company, Always read and follow label directions.
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(continued from page 70)

In 1994, Tecza Brothers Inc. and Adam Tecza & Sons
merged to form Tecza Environmental Group

A new logo had to be created to accompany the new name
and marketing plan. To kick off the redesign, Ed Reier, Tecza's
vice president of maintenance, asked two marketing compa
nies to submit logo designs. After spending $700 to $900, Reier
decided not to use any of the suggested logos.

Then Reier asked the marketing firm that was creating
Tecza's new brochures to “spruce up the logo a little bit." The
brochure desjgner, along with the help of company President
Ted Tecza, who developed the color scheme, came up with
the new logo.

“I wanted to pick a color that spoke to the industry,” Ted
said. “Green certainly does, but I modified to a teal because
there's a lot of green trucks out there and teal gives us a
unique color that is still within that green of the industry. A
splash of magenta was then added to be eye catching.”

The company painted its 35 trucks teal, adding the new
logo. “Today, I still run into people who say they see our

A Horse

trucks everywhere,"” Reler pointed out
“We don't have that many trucks, yet
these people obviously remember them
because the color is distinctive.”

While the new colors are unique,
one element of consistency remains in
the circle and branch logo design,
originally drawn by Tecza after he
graduated from college, and represents the company'’s family
business aspect.

“The three flowers facing you represent me and my brothers
working together in the business,” Tecza described. “The two
flowers turned to the side represent my mother and father, and
the buds on the branches are our children at that time. We've
kept this in our logo throughout the years because it's an emo-
tional, family-type thing. it obviously no longer applies with one
brother having passed away 10 years ago and the other owning a
separate business, and many people don’t even know what it
means, but it's part of the roots of the company and that's why
we continue to use it." — Nicole Wisniewski

(continued on page 74

of a Different Color
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EARTHSCAPES SOFTWARE

VISUAL IMPACT IMAGING

The Fastest, Most Powerful,
Landscape Design Software for Windows
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« H2B « H2B » H2B » H2B » H2B » H2B » H2B « H2B » H2B

Short on Labor?
Let S.I.L.C. take care of the Labor part for you

After we looked at all the H2B Providers, we were thrilled to find
SILC (C. Scott, Inc.). You explained the process clearly & put
everything in writing, and then you delivered on time. We are
doing twice the work with our Mexican workers. We put our trust
in the right H2B provider & highly recommend SILC (C. Scott,
Inc.).” -Tim Clark, Executive Lawn & Landscape

America’s leading H2B provider
currently serving 120 GREEN INDUSTRY
companies in 24 states

» Green Industry Specific. Our president has 20 years
experience as a landscape and irrigation contractor

« Still 100% success rate

* Totally bilingual staff of 5 certified H2B case managers.

* One point accountability for total certification through
receiving your workers.

» SILC Lite for smaller companies (6 workers or less)

« Offices in Bay City, Texas & Monterey, Mexico

Please Call Us at 979-245-7577
to receive your no obligation
information packet.

www.SILC-H2B.com

Member National H2B Users Association
*H2B+* H2B» H2B » » H2B » H2B » H2B » H2B » H2B
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The lawn and landscape industrys most visible tean...
DEI.ITVERING

EXcelence

505 WEST NICOIE WISNIEWSKI C/\1HA GREENLEAF
Editor Managing Editor Associate Editor
bwest@lawnondlondscape.com nwisniewski@lawnandlandscape.com cgreenleaf@lawnandlondscape.com

4012 Bridge Avenue

Cleveland, Ohio 44113

216/961-4130 » PHONE

KRISTEN HAMPSHIRE Al CYBULSKI 800/456-0707 = TOLL FREE
Assistant Editor Contributing Editor
khompshire@lownandlandscape.com acybulski@lawnandlandscape.com

216/961-0364  FAX

www.lawnandlandscape.con
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(continued from page 72)

ONE COMPANY, ONE MESSAGE.
What is today Tecza Environmental Group
used to be two separate organizations under
two separate names; Tecza Brothers Inc. was
the maintenance business and Adam Tecza
& Sons was the design/build business.

The logo for Tecza Brothers was red and
canary yellow, Reier described. Adam Tecza

& Sons” logo was similar but had a blue
background. “I simply took a typical red
truck that you could buy in stock color and
threw on a little canary yellow accent, but it
was something non-descript,” explained
company President Ted Tecza.

In 1994, Ted combined these two compa-
nies under one name - Tecza Environmental

Millions of feet
installed Worldwide
since 1989.

th ina

L-Shaped Paver

Edging. ) NEEDED
<« TO MAKE

Call us for help ~ CURVES!

on your proiects.

) OF PAVER

F AT h

NO SALES TO CHAINSTORES!

NO CUTTING

«*7'12' or 15' lengths
» Steel stakes included
* Can ship UPS

ALLA

SUPPLIER

-

4
for PONDS
Will hold your pond liner

4 EDG-HEEFER

1-800-EDGINGS (334-4647)
in U.S. and Canada
Fax: 630.833.0816

in place and allow plants 5 %
or turf to grow up to the o TENT
pond edge with or without i\:f\\ APPLIED
rocks. Call for details. . FOR
Oly-Olir
Please call us for samples, pricing and SALES. INC.

Distributor information.

E-Mail: olyola@aol.com
Website: www.olyola.com |

124 E. ST. CHARLES RD. VILLA PARK, IL 60181 * 630.833.3033
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Group - to represent its full-service aspect and
clear up clientconfusion about the relationship
between the two companies. Today, with a
new, bright teal and magenta logo, the com-
pany markets itself as one organization to all
its current and potential customers (see
sidebar on page 72). “We market this way
because we feel every maintenance customer
is also an installation customer and vice
" Reier explained.

Reier started handling marketing early in
his 13-year career with the company. As he
moved from landscape maintenancesalesand
customer service to sales management, Reier

versa,

seemed the obvious candidate for mainte-
nance advertising and promotion manager.
When the supervisor handling the same for
the design/build division left the company,
Reier took over that responsibility.

THE RIGHT PARTNERSHIPS. As Reier
climbed up the company ladder, marketing
responsibilities, particularly the busy work
of coming up with stories for the quarterly
newsletter and writing press releases, became
too much work for one person to handle. Four
yearsago, Reier hired amarketing consultant to
handle these details. The consultant’s monthly
fee, which s typically between $700 and $1,000,
not including additional photography or ad-
vertising design work, is extracted from the
company’s marketing budget.

Reier meets with the consultant once or
twice monthly to discuss upcoming plans
and make marketing decisions. For example,
every month the consultant writes two com-
pany press releases (announcing awards
Tecza won, changes in the organization, etc.)
and sends them to the relevant media.

The marketing consultant also handles all
of the company award entries, which in-
cludes managing the project photography
and writing a description of the landscapes
being entered.

Inaddition to hiring this consultant, Reier
employed an Ohio-based communications
firm five years ago to take over the design
and some of the writing for Tecza's quarterly
newsletter, which the company has been dis-
tributing to its clients for 10 years.

“We used to do the interviews and pho-
tography ourselves - it was very time con-
suming,” Reier said.

In this new agreement, Reier signed up

(continued on page 76)
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"LiquiGreen, of course!"™

.
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[T GOES FARTHER, LASTS LONGER & TS MORE
ACCURATE THAN ANY YOU'VE TRIED BEFORE.

Ask the microbes in your soil,

release formula keeps a consistent

they'll tell you. LiquiGreen™ level of nitrogen in the soil, longer.

is a slow release, non-burning More available nitrogen in the soil
organic source of nitrogen that is safer creates thicker and healthier turf.

to use and delivers more consistent results. Healthier plants stand up better in high traffic areas —

like tee boxes, greens and fairway landing areas. Plus,

T T e e LiquiGreen has a salt index that’s 8-9 times less than

* Root mass increases by up to 40%! [ : i
other nitrogen sources; you could virtually triple the

* Plants are more resistant to disease. : : :
rate without burning! It also stays put. There's very

* Weather and even drought will take

) less of a toll. little leaching with LiquiGreen; no nitrates will be
J showing up in the water table.
Apply LiquiGreen and immediately, billions of The end result? LiquiGreen helps you grow consis-
microbes in the soil begin to convert LiquiGreen tently, healthier plants that benefits your course as well

to available nitrogen. The slow ! !!!!! Gmwas the environment! Ask any microbe....
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Monkey

LM 2001’s new design is
and has

And when it's priced from just
with support that won't cost you a dime
exira, you start to see why so many of
your peers are switching to Lawn Monkey.

So, whether you're in the Lawn
Maintenance, Lawn / Tree Care or Full
Service business, now is the time to

LM-Q@B-LINK  cqll today fora  trial - Toll Free: 1-877-LAWN-MKY
or find us on the web @

{and yes...the rumors you hear about our impeccable customer senvice are frue)

LM-emaller

© 2000 - GreanSun Co. Ud. Al Tradernarks are the property of thelr respeciive owness,
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QOYOTE Has THE “Skip STEER” ALTERNATIVE

* HIGHEST QUALITY! « ARTICULATED! » HYDROSTATIC!

Six Coyote
Mini-Loaders
Six sizes of
mini wheel loaders at
| “skid steer pricing” and
“interchangeable
attachments!”
14 Coyote
.} Compact Loaders
1/2 to 2 cu. yds.

Mini-Loader Compact Loader

Call Today For More Information! 330-650-5101 or fax 330-650-5105
Coyote Loader Sales, Inc. » 6721 Chittenden Rd. » Hudson, OH 44236

E-mail: info @ coyoteloaders.com * Website: www.coyoteloaders.com
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2 phone a friend at Perma-Green 800.346.2001
r_ e or www.ride-onspreader.com

" for a free video and Owners Report

Because YOUR business is not a game!
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. Who wants to a MillionSQUARE ‘

(continued from page 74)

for the semi-custom newsletter, which means
the firm writes and produces the four-page
black, white and one other color (typically
green) newsletter, and sends a version of it to
Reier for approval before it's published. “We
can use the articles they wrote or we can
change them to fit what we have going on
that season,” Reier explained. “The changes
are included in the newsletter cost, but you
get a credit back if you keep one page as is.”

While the relationship seems more ex-
pensive than Tecza's previous venture, Reier
said it actually saves 40 percent in newsletter
costs. His only concern was the number of
other Chicago-based landscape contractors
who were using the same company. “I didn’t
want a situation where I'm sending the Tecza
newsletter to building managers who receive
the same exact newsletter with the same ex-
act articles from my competitor,” Reier said
“The communications firm didn’t assure me
this situation would never happen, but they
also said this was all the more reason to put

some personality into each issue.”

ADVERTISING THAT WORKS. Thelittle
advertising that Tecza Environmental Group
places is direct and specific to its client niche

For instance, a substantial portion of
'ecza’s maintenance accounts are multi-fam-
ily structures or residential management com-
panies, so the company places ads in Condo
Lifestyles magazine, which is endorsed by the
Ilinois chapter of the Community Associa-
tions Institute, and of which Tecza is an asso-
ciate member. “Many of our type of clients
receivea copy of this magazine, so we know our
ads are seen by the right people,” Reier said

Another example is the Business Conne
tor, which is distributed to Chicago busi-
nesses. “This also creates a camaraderie with
the other 25 to 30 businesses that advertise in
the periodical,” Reier said. “We'll call them
up and say we saw them in the Business
Connector and find out if there’s any business
we can do for each other.”

l'ecza spends little money on Yellow Page
advertisements because they generate too
many calls from the wrong clients.

SHOW TIME. To get a quality message out
to the right clients, Tecza Environmental
Group also purchases booths at three annual
trade shows, one of which is the Business

contimued on page 78
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A Smarter Way to Work

Engineered and built in the USA, the new
FINN Eagle is state-of-the-art in compact skid steers.

With an ideal combination of power and
control, now you can feather a big load
through a garden gate, then throttle up
for trenching, augering, or busting up a
sidewalk. You'll like how you can
propel and work attachments at the
same time. And how engine heat
is channeled away to keep you
cooler. It's the best way to

W Dramatically reduces labor
W Full power to all functions
at all times

B Smooth operation for greater
=

L]

il
i | control, faster training
Uses all standard compact
attachments

Over 40 attachments and
o trailer available

do more work in less
time with smaller crews.
FINN has made
innovative landscaping
equipment with
legendary quality

EAGLE

A Smarter Way fo Work
since 1935.

iNN
So, now that you're thinking about ’ i
a machine of this type, see the Eagle before 1-800-543-7166

you settle for anything less. It’s just a www.finncorp.com

“smarter way to work. 9281 LeSaint Drive, Fairfield, OH 45014
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Exchange Expo that helps Tecza increase its
commercial maintenance work.

To brighten up the show floor, Tecza
decorates its booth with a truckload of hya-
cinth, tulip and daffodil bulbs. Having a
distinct booth design enables the company
to convey a message of quality service. “We
probably see many of the same clients every
year, but that’s repetition and consistency,”
Reier said. “These people know we're there
with a quality booth, and that says some-
thing about the services we provide.

“In raw costs, the booth isn’t that much,
but it takes a lot of time and effort,” Reier
continued. “The attendees see a plant that
costs them $10 at the store and we have 50 of
them there to give away, but it may have
only cost us $150 for the whole display. It’s
not a lot of money, but it’s a little extra effort
to target the right clients.”

The author is Managing Editor of Lawn & Land-

scape magazine.

very two years in June, Tecza Environmental Group asks nearly 200 clients for
feedback on service highs and lows with a one-page survey.

Written in a rating format, the survey asks clients various questions. Last year, the
company scored an average customer service rating of 7.7 on a scale from one to 10,
said Ed Reier, Tecza's vice president of maintenance, adding that the company aver-
age a return rate of 30 percent. “The ratings help us track our service,” he explained.
“If our rating drops 2 percent, we have the ability to find out why so we can fix the
problem and retain quality service.”

Tecza Environmental Group also tracks attrition on a regular basis, which has av-
eraged 13 to 15 percent annually for the past five years. “Not only do we find out why
someone left us, but we ask them what we could have done differently to keep the
account,” Reier said. “I'd love to say change in ownership or someone moving or dy-
ing is the No. 1 reason we lose clients, but many times clients say something like the
foremen on their properties didn't pay attention to job details like they used to.”

The results of the client survey are reviewed during the company'’s strategic plan-
ning process. “We scrutinize what happened this year, what we should do differently
and how we should control employment or handle a foreman who might be perform-
ing at a lower level than he should be,” Reier explained.

This information also helps Reier explain to employees how “they should perform
within an acceptable range of budgeted job hours, yet still have quality and customer
service in mind,"” he said, pointing out that the company budgets a job's hours for the
entire year broken down by tasks, such as mowing and pruning. “The employees de-
velop an understanding. They see hours budgeted by task, and in mid-summer when
hours add up in a certain area, they know they have to start keeping them down so

hours are left for fall clean-up. The employees know
w%y they have flexibility on how they work with these
hours because we teach them the job bidding pro

cess so they can understand it and get a chance to
T actually think on the job.” — Nicole Wisniewski

OLDHAM

CHEMICALS COMPANY, INC.
OVER 30 YEARS OF RELIABILITY

200 GALLON LAWN RIG

* 200 GALLON OLDHAM TANK WITH BAFFLE.
* 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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Scarify « Rip Vegetation * Push/Pull Soil » Finish Grade * Prepare Seedbeds
Call for Free Video (877)788¢7253

3 Tools-in-ONE!

,’b,y!acad oy iz Trtd |
i

71 Box Scraper
1 Finish Rake

No matter what industry
you are in—if vou
have ground to
prepare—vou
need the
TR3I™/

NOW, One Tool Does It All!

No More Changing Out Tools

No More Costly Maintenance

Significantly Redyge Hand Labor

www.tr3rake.com Hycras

9)6740529€ 219)67405902 (fax) »
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Get The Vacation Sensation Travel,
Play Golf Or GoTo The Races On Us!

Purchase superior Nightlife landscape lighting
fixtures and earn a great golf or professional
stock car race vacation at the same time! Our
Track Or Turf promotion is set up so you can
travel when you want to in 2002!

Earn a trip to the Daytona 500, take 80 hot
laps at the Richard Petty Driving Experience,
play a round at the TPC golf course of your
choice, see the US Open or the PGA
Championship or improve your game at the
Hal Sutton Golf School!

Or take a get-away vacation to your choice of

more than 250 resorts in the US and Canada.

Ask your HADCO stocking distributor for
details. To enter just fill out the registration
form below and fax or mail it to us. Or
register on-line at www.hadcolighting.com.,

Every dollar purchase in 2001 earns you a
vacation sensation so enter now and take
some time off on us!

Superior, Trouble-Free Landscape Lighring."'

THOMAS GROUP,LLC

100 Craftway, P.O. Box 128, Littlestown, PA 17340
717-359-7131, fax 717-359-9289, www.hadcolighting.com
USE READER SERVICE #141

Just fill out the form and fax it to Marketing

Services at (717) 359-9289, or mail to HADCO,
Marketing Services, 100 Craftway, Littlestown,
PA 17340.

Some restrictions apply. Contact HADCO for full
information on rules and regulations

Hey. I want the vacation sensation!

Please send me the complete details

Name¢

Company

Title

Address

City

State

Phone (

Fax ( )
Web Site Address
E-mail

Number of employees

1-5

more than 10

Total landscape lighting sales:

|$1K- $5K $6K - $15K
$16K - $30K | $31K - $60K

more than $60K
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To grow the
business, Tecza
Environmental
Group managers
believe they must
also provide each
employee with a

chance to grow.
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Ted Tecza admits there was a time when he wasn'’t a very good listener.
“I'had some good people working for me at one time who [ just wouldn’t

listen to,” explained Ted, president of Tecza Environmental Group, Elgin, I11.

“For many years, | was the hard-driving entrepreneur who didn’t trust

anybody and did all the work myself.”

Due to Ted's controlling approach, the company struggled to retain
employees and lost some of them to other Chicago-area landscape contrac-
tors. “Nobody wants to jump on board with a person like that,” he said. “I
limited my own potential.”

As he grew into his position as the second-generation owner of the family
business, Ted realized that the same ego providing creative energy to drive the
company was the same ego he had to harness in order to keep the company
moving. “Don’t misunderstand me - it's the ego that gets you going,” Ted said.
“And I'm not saying that today I still don’t have that ego - just the emphasis
and drive of it have been changed and redirected.”

Ted now believes that company growth cannot happen without employee
growth. “It wasn’t until I started to grow and change some of my philosophies

{ an maoe 4
(conbmued on page 64)
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Kevin Krutwig,

one of Tecza's
account manag-
ers, talks with a
client (above).
Throughout the
year, Tecza
managers
encourage
employees to
share their ideas
about all areas of
business opera-
tion, including
customer service.
Photo: Dan
DalSanto, Sunrise

Photography
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Executive Forum

FEBRUARY 1-—4, 2001
WESTIN LA PALOMA ® TucsoN, ARIZONA

WINNING AT
THE LANDSCAPE
MANAGEMENT GAME

BEST PRACTICES AND STRATEGIES

—® MANAGING GROWTH
———eo (GENERATING SALES
—— o BuiLbING A WINNING TEAM

WINNING is one of the most powerful motivators. People who feel like they are WINNING and are
associated with winners perform better than those who never feel victory. To make this happen
in your business, you must adopt WINNING tactics that produce employee ownership, innovation,
and enthusiasm. The 2001 Executive Forum will provide owners and managers with landscape
contractor specific strategies and tactics that will allow them to put their company and employees
in the winner’s circle.

For program details and registration information,

contact Associated Landscape Contractors of America

800-395-ALCA(2522) * www.alca.org

Presented by:

,\..,,“", “\,N APE m
CONTRACTORS OF AMERICA
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INTRODI

Completely recreated from scratch, the new LAWN & LANDSCAPE
ONLINE is the lawn and landscape contractor’s ultimate gateway to
the web. Recharged and reorganized, the new "My Lawn &
Landscape” function allows each user to create his or her own

personalized page on the industry's premier Internet site.

Now you can create your own article database, track your stock
portfolio, develop your own online address book, get your local news
and weather, and use web-based management software, such as
vehicle and personnel tracking and employee candidate profiling.
All this, combined with daily, industry-specific news and feature

stories. Log on today to the new www.lawnandlandscape.com.
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Quality Control

(continued from page 80)

and viewpoints that the company could re-
ally grow. Today, not only do my people
trust me, but I trust them.”

SHARED VISION. For acompany to grow
and succeed, employees must be able to share
opinions and work in a team environment,
Ted pointed out. Inaddition, employees and
managers need to share the company vision.
“Without that shared vision, you‘re not all
pulling in the same direction,” he said.

To create this environment and commu-
nicate this vision at Tecza Environmental
Group, the company managers initiated an
involved planning process six years ago. The
strategic plan involves four steps: depart-
mental planning, strategic planning, opera-
tional planning and budgeting.

During departmental planning, each de-
partment supervisor meets with his or her
employees toreview department procedures.
They tackle issues, including customer ser-
vice, equipment, training and safety.

During the strategic planning session in
December, the management team reviews
the prior year’s plan and evaluates its effec-
tiveness, looking over volume growth, profit,
the company mission, organizationand struc-
ture, and the effects of the economy as they
prepare next year’s plan. Notes are prepared
for the company-wide operational planning
meeting in January, which is held off-site for
two or three days and incorporates team
building, brainstorming and training.

Throughout operational planning, all
employees can share theirideas. As different
strategies are discussed, the necessary steps
toaccomplish these tasks areidentified. Then
apersonand dateis assigned to each strategy
and progress is tracked throughout the year.

The final budgeting process gives man-
agers a chance to address income and ex-
penses for the creation of an annual budget.

WALKING THE TALK. Though strategic
planning happens only once a year, Tecza
Environmental Group communicates its vi-
sion and encourages employees to share their
ideas daily. This happens by tracking the
progress of the strategies assigned to em-
ployees during planning and as employees
go about their daily schedules.

“On a daily basis, we're talking about
what we're doing, how we're doing it and
how we can do it better,” Ted said. “Our
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approach, said President Ted Tecza.

nstead of several separate bonus programs for each division or employee, Tecza
Environmental Group, Elgin, Ill., utilizes an overall master bonus to foster a team

The bonuses are derived from 10 percent of the company profits. Then an
employee's salary is multiplied by his or her company tenure, resulting in a number of
points. (The company limits the tepure number to 10 years).

By adding the bonus points and dividing them into 10 percent of the company
profit, a dollar value is established for each bonus point. Bonuses are determined by
each employee’s total points, based on the established point dollar value. For ex-
ample, if each point is 1 cent, then 50,000 points is $600 and 300,000 points is $3,000.
If employee X has a $30,000 salary and has been with the company 10 years, then he
or she has a total of 300,000 points and would receive a $3,000 bonus.

“They know their bonus is coming long before it does, and it's rare that they are
surprised about getting a bonus or not getting one," Tecza said. “Granted, there
might be some laborer who's not listening or doesn't want to understand the informa-
tion being shared throughout the year, but that's rare because we communicate this
bonus regularly as it acts as a good employee retention tool " — Nicole Wisniewski

Retention Tool

strategic planning process begins to express
our shared vision. But our vision is not cast
in concrete, it is meant to be fluid and mal-
leable to the whims and vagrancies of the
market, and the changing needs of the inter-
nal customer - our employees - as well as the
external customer.

”Along the way, we can’tbe afraid to say,
‘Hey, maybe this isn’t quite where we want
to be. Maybe we need to redirect and go in a
different direction,” Ted continued. “Chang-
ing a little bit doesn’t mean failure or that
you're not as adept in business or don’t have
the business acumen you once had. It simply
means you are open to making adjustments so
that everybody is with you.”

While some parts of the company vision
change continuously, others remain consis-
tent, such as job quality. Making sure quality
is on employees’ minds daily is challenging.

“When you talk about quality, you can't
say you want to do a quality job and then tell
the construction manager to go out and buy
the cheapest treeshe can find,” Ted explained.
“You can’t tell the maintenance guys that the
site must look pristine when they leave, but
then tell them they have half the time origi-
nally budgeted to complete the job. Employ-
ees won't believe you when you say you
want quality if youractions speak otherwise.”

Tecza managers not only communicate
this message of quality service toemployees,
they act onit. One way they do thisisby taking
care of theirsafety. Not only does the company
washits trucks every week and touch up paint
jobs when needed to give employees pride in

the vehicles they drive, but it also constantly
buys new trucks to replace the old ones.

“This is a commitment to our future,”
Ted remarked. “When we talk in our strate-
gic planning about where we want to be in
three years, a definite feeling of long-term
stability is created. Employees see us taking
our profit and reinvesting it back into the
company.

“We have people that come to us and want
towork here because they see we'rein this for
the long haul and we're not just taking the
money and running,” he continued. “So they
can think in terms of not just having a job for
this year and next year, but for 10 years.”

To show employees they are reinvesting
in their future, the Tecza management team
has to be confident in profit and make sure
various parts of profit are earmarked for
certain reinvestments, such as new equip-
ment and employee training.

The bottom line is something the Tecza
management team watches very closely.
During monthly financial reviews, the man-
agers scrutinize month-end financial state-
ments for the company as a whole and for
each department, including revenue, ex-
penses and net profit, Reier said.

“Because we watch the bottom line so
closely, adjustments can be made on spend-
ing or in other areas 12 times a year,” Reier
explained. “For example, if we had to buy a
piece of equipment that was unexpected, yet
needed, we could plan to hold off on spend-
ing in that area for the next month or for the

(continued on page 86)
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(continued from page 84)

rest of the year to make up that cost. Or, if we
see that we're getting 15 percent less work
than we planned, we could spend less on
materials, not hire the additional employees
we budgeted for or wait one more year to
trade in a truck to keep expenses down.”

The company needs to carefully protect
this bottom line because the employees’ bo-
nuses rely onit (see sidebar on page 84). “We
have a strict budget and we report the bud-
get figures to everyone monthly,” Ted
pointed out. “Each division is accountable
for its own growth, and the master budget is
broken down into division budgets so that
employees can see how each division is do-
ing. Employees can see how profits add up
on a monthly basis this way. We then have a
strategic update in August during the oper-
ating season. Part of that is a financial report
I give right down to the bottom line.”

HABLAS INGLES? Tecza Environmental
Group employs a predominantly-Hispanic

workforce — approximately 98 or 99 percent,
which is typical of companies in Chicago.

Managing this high level of Hispanic
workers is challenging. One recurring com-
plaint from clients is lack of communication
with the employees who are on their sites,
Reier pointed out. Consequently, the com-
pany recently started spending $15,000 to
$25,000 annually on English and Spanish
training, Reier said. Another $10,000 is spent
annually on additional training, such as in-
dustry seminars, job policies and procedures.

In past years, the company paid for its
Hispanic employees to take English classes,
Reier said. To encourage more employees to
learn English, the company brings a teacher
into the office to teach English classes to the
Hispanic workforce and Spanish classes to
the English workforce.

“The teacher spends half the day with
each group in a classroom setting with flash-
cards and games,” Reier said. “We want to
have all of our foremen speak English.

“Atour company, once Hispanicemploy-
ees learn English, they become very valu-
able,” Reier continued. “We need some
people on site who can knock on the client’s
door and say, ‘I'm here. Is there anything
special you need me to do?’ Finding and
training the right people for this is our big-
gest challenge for the next couple of years.
Rarely can we find someone who already has
been trained by another company to speak
English and is familiar with the whole pro-
cess of how we work. So we are bringing
them in as laborers and starting the training
now that needs to happen to grow these
people. Weare probably three years out from
where we want to be with this process.”

The value of English-speaking foremen s
driving the company to require this along
with other skills for its Level One foreman,
which s one of the classifications for mainte-
nance foremen, noted Reier. “These levels
are one, two, three and apprentice and hav-

(continued on page 105)
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by Kristen Hampshire

These business forms take the puzzle out of paperwork and

provide contractors with samples to structure success.

Building a landscape company that can stand up
in today’s competitive climate requires establish-
ing astable foundation and sturdy tiers within the
operation - a solid infrastructure. A sound set of
systems differentiates a business that runs without
kinks from one that runs rampant.

However, details such as labor costs,
property maintenance and employee assessments
involve a few guidelines and some advanced
planning. Creating a budget, alone, overwhelms

some business owners.

The charts in this section of the Business Man-
agement Resource Guide offer a blueprint to alle-
viate some of this confusion. Paperwork can pro-
vide the checks and balances needed to ensure
efficient operation, from balancing the books to
consulting with customers. Adapt these models
to your company framework, organize them to fit
your structure or use them as a springboard for
business brainstorming.

Either way, these tools will sharpen your busi-

ness edge.

BUSINESS PLAN. Launchingasuccessful busi-
ness requires constructing a marketing plan that
pinpoints goals, targets customers and identifies
capital and financial needs. What kind of busi-

CONCEPT

What business are you in?

hy is it the right business for you to be in?

What would you like your business to be famous for?

What do you sell?

Why will people buy from you?

Who are your competitors?

How can you stand out from the crowd?

CUSTOMERS

« Who are (and will be) your customers?

What benefits do you (can you) provide them?

How many of them are there?

How many customers do you need?

- What are their buying patterns?

.

Where do they currently buy?

» How will they know about you?

CAPITAL (OR CASH)

« How much capital do you need?

« How can you maintain cash flow and liquidity?
+ How much working capital do you need?

« What kind of budgets should you follow?

« How can you control your finances?

« How much growth can you afford?

Pricing for the Green Industry
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Landscape Maintenance

Analysis Short Form

Date

Travel Time From

To

Travel Minutes

Travel Miles

Project

Location

Owner

Project manager

Building Size

Building Type

QUALITY: Economy: (J
Outdoor surface parking:

Custom: D Luxury: D

No. of parking spaces req.:

Average: D

Lawnarea: S.F.

Landscape planning area:

Other area:

ZONING:

Zoning Requirements

Residential: D

Commercial: D Industrial: D None: D Other: D

General Inspection

Spring Summer Fall Winter

Overall appearance

Maintainability

Repairs/replacements

Code compliance

Roads, Walks and Parking Lots

Surface conditions

Curbing

Drainage and Erosion Controls

Surface drainage

Manholes, catch basins

Rentention, detention

Conia Recording
Lawns
details
Level
Moderate slope provides
Steep slope contractors
Plant beds with useful
Plant beds
work
Flower beds
: histories to
Other plantings
Trees file for
Waste disposal future use.
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ness do you want to run and who will use
your services? A business plan helps owners
define their company agenda and mold a
strategy based on their mission statement.
These Three Parts to the Business Plan out-
lined in ALCA's Pricing for the Green Indus-
try, help form a business foundation from
which contractors can begin to build and
grow their companies.

HITTING THE BOOKS. Business owners
want the year’s end to find them wading ina
profit pool, but the bottom line won't show
growth unless the numbers in between bal-
ance. Devising an effective budget is crucial
to a company’s success.

This chart from Pricing for the Green Indus-
try outlines a five-step budgeting process
thatbusinesses can incorporate to cultivate a
healthy revenue. By forecasting spending
habits, figuring overhead costs and describ-
ing revenue goals, business owners can plan
their financial moves,

Business Management

THE PROPERTY PAST. Beyond budget
bookkeeping lies a different, yet equally nec-
essary, recording responsibility: job site main-
tenance. Observing, tracking and noting the
condition of properties allows contractors to
assess whether or not a job requires mainte-
nance attention.

This Landscape Maintenance Analysis
Short Form from RSMeans Landscape Estimat-
ing Methods (located on page 88) divides
service components into sections: general
inspection; roads, walks and parking lots;
drainage and erosion controls; lawns; plant
beds; trees and waste disposal. Contractors
also can record the travel time and distance
to the property and the quality of the project.

SIGN ON THE LINE. Contracts are an
indispensible step in any business agree-
ment. To ensure that contractors and cus-
tomers understand job expectations, busi-
ness owners should draw up abinding docu-
ment for each account. Contracts serve as an

Budfuehnngess

. Determine the minimum amount of return on investment
» Profit necessary to retire debt
Profit necessary to replace equipment

- Profit necessary for growth

« Profit necessary to warrant the risk of business
« Profit necessary to pay a fair share of taxes

2. Budget overhead using the zero-based concept
« Document planned expenditures

« Involve employees

- Establish a “watchdog” over each account

3. Determine your backlog by type of business
» Establish the backlog by revenue and cost categories
+ Deternine the gross margin in your backlog

4. Determine new sales goals and convert those to eamed revenue goals
Establish the amount of required work to be sold and installed to
cover planned overhead and profit requirements

- Test these goals against your capacity to perform

5. Prepare a monthly income statement
« Seasonalize your budget by month sothat you can track your

activity regularly

LAwN & LANDSCAPE
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SNOWPLOW OWNERS
FREE PARTS CATALOG!

Discounted parts for all major brands
of Snowplows and Salt Spreaders

New Plows Starting @ $2100.00
V-Box Spreaders $2895.00
“Mini"” Salt Spreaders $795.00
Low Profile Headlight Kit $98.50
Pro-Wing Kits $169.50

CALL NOW to Reserve your FREE
copy of our 00/01 Parts Catalog

Central Parts Warehouse

1-800-761-1700

USE READER SERVICE #64

OFER RepELLENT

"top deer
from browsing
on valuable
landscaping
“_D?f TREES
»r SHRUBS

\) ORNAMENTALS
- .

BECKER
UNDERWOOD .

* 7 THE COLOR OF INNOWATION ™

\,
r{w

1- 800 232-5907
www.treeguard-deer.com
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Business Management

insurance policy in a sense, protecting com- changes, scheduling and a warranty, so cus-
panies from job-related communicationblun- tomers gain a clear understanding of the

ders. If the client is aware of the job’s require- company’s policies.

(1) ments and fees in advance, there is little

Bio-Plex Liquid room for argument after completion. KNOCKING AROUND NUMBERS. Be-
Transplant Concentrate This example contract (at left) from Land- fore signing the contract, most customers
scape Images Ltd,, Jefferson, La,, also includes request ajob estimate to approximate project
(2) terms and conditions, such as insurance, cost. Estimates also are a comparison shop-

5 — Mycorrhizae Soil

& Root Inoculants l g Py .
3) (ﬁ@gﬁ

Natural-based Fertilizer

" DATE
Planting Tablets
OWNER 5
4)
A0 < ADDRESS
Liquid Natural Based Fertilizers
(5) "o B i
AGREEMENT made on the day of _ in the year

Advanced Polymer Planting Gel
BETWEEN owner and Landscape Architect, Landscape Images, LTD

LANDSCAPE IMAGES, LTD. Proposes to furnish all material and perform all

labor necessary to complete the following work

Portable, Slow-Drip,
Irrigation Devices

(1) Ves o A6
CONTRACT AMOUNT: The Owner hereby agrees to pay the total sum

Tree Rings
$
(2)
Treegators
PAYMENT SCHEDULE:

Down payment of §

Progress payment of $

svstemic & Contact Final payment of §

Animal Repe"ents CONDITIONS OF PAYMENT:

(1) Is agreed that the down payment is to be made before commencement

Deer, Rabbit & Mice Controls work. It is agreed that payment > DUE upon receipt of invoice. Final
2) payment is due 5 days from date of completion of work. Any account not

Mole, Vole, squ,',-re’g Gopher paid within 10 days from date of invoice will be deemed delinquent and

Control shall be assessed a finance charge of 1.5% per month for each month it
(3) is delinquent
Bulb Saver System CONTRACT AGREEMENT MADE BETWEEN THE FOLLOWING
Landscape Images, Ltd. The Owner/ Agent

Order & Information

1 -800-441 _3573 Signature Date Signatt

Landscape Images, Ltd., Jefferson, La.
USE READER SERVICE #65
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Landscape Installation

Estimate Sheet

Job ‘Name:_____
Datel cres it 1t d dnptorss
MATERIAL

Plants

Hardscape

Non Taxable

Total Material

LABOR AND BURDEN
Direct Labor Hours

ad & Travel Hours
Total Hours @ $

TRUCKING LABOR AND BURDEN
Trucking Hours
Trucking Hours

Total Labor & Trucking

OTHER DIRECT COSTS
Subcontractors

Disposal

Other Direct Cost

Total Other Direct Cost

OVERHEAD CALCULATIONS
Material @

Labor @

Other

Total Overhead

Equipment

Break-even Price

Profit Applied Mulitply by
Sub Total

Sales Tax

Selling Price

ping tool for clients who gather several esti-
mates in search of the lowest bid. Whether
your goal is to cost-cut competitors or earn
fair compensation for a job, knowing how
much time, equipment and material a project
requires can save you from poor-planning
woes. Durham Hill Nursery, Muskego, Wis.,

LAwWN & LANDSCAPE

Durham Hill Nursery, Muskego, Wis.

devised a Landscape Installation Estimate
Sheet that covers materials, labor, transpor-
tation and overhead.

CLIENT CHRONICLE. Customers can act
as asuccess barometer for landscape compa-
nies. Satisfied clients result in high readings,

See
what’

new'!-/

L BN BN B B BN BN BN BN BN BN BN B BN BN BN N J

Visit o
Web. site today.

www.lawnandlandscape.com

YOUR BEST INVESTMENT
DOWN THE LINE

THE L-2 UNDERGROUND PIPE LAYER

Lays pipe or cable
Simple, efficient all mechanical drive

Rugged yet compact and highly
maneuverable

850 Ibs. on rubber tracks provide for
minimal lawn damage

Reliable, consistent performance in a
low maintenance machine

Operator training provided
16 hp. Kohler magnum enginge

Boring attachment available

-~ WARD

LINE

CORPORATION

157 SENECA CREEK ROAD
BUFFALO, NY 14224 « 716 675-7373
FAX 716 674-5334 » 800 816-9621

USE READER SERVICE #66
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Business Management

(continued from page 91)

showering a business with more accounts.
Contractors will better serve their customers
if they know a little about their clients” his-
tory — more than vital statistics like name,
address and phone number. Retaining forms
that list the customers’ previous services not
only provides technicians background be-
fore going on the job, but also indicates po-

tential add-on services to suit the property.

This Customer Information Form from
N.D. Landscaping, Inc., Topsfield, Mass.,
includes a comprehensive list of construc-
tion and maintenance services.

GET IT ON PAPER. What proves tobe a
useful organizational system for one con-

Information Form

Date

tractor might be useless for another. How-
ever, no matter a company's size or service
niche, maintaining accurate records provides
business background information that con-
tractors can later use as a reference.

The author is Assistant Editor of Lawn & Land-
scape magazine.

Time

Scheduled Day
Appointment Name
Information Address

CALL SOURCE: D Advertisement:
Referred by:

D Welcome Wagon

Saw Vehicle

D New Customer

Mr. & Mrs. D Dr. & Mrs.

Customer Name:

D Existing Customer
D Mr. (only)

D Mrs. (only)

D New Pros D Display

D Add to Customer Information
Ms. Other

D Other

Referral

D CI Newcomers
Yellow Pages

D Change to Customer Information

Address:
Billing Address:
Telephone: Home Phone Number Business Phone Number
Fax Number Pager Number
Other
TYPE OF CLIENT: D Residential D Construction D Maintenance D Snow D Commercial D Other

TYPES OF SERVICES WHICH ARE/MAY BE OFFERED (Check only those that apply)
DSilt Fence & Hay Bail

Construction/Contracting

B Landscape Design

Brick Work Bluestone
Granite Work
Large Stone Retainers

Large Stone Steps Installation/Drainage Work Driveway
DBluestone Stepping Stone Renovation of Existing Stone Venner

Path Lawn Areas D Nightscaping
D Natural Flat Stepping D Interlocking Wall D Tree Work

Stones Stone Wall Timber Construction
DCobblestone Edging DWood & Chain Link Dlmgation Systems

Peastone Walk with Fencing Water Feature

Cobbleston/Ryerson

Note any pertinent information which should be noted about this customer and/or directions to new home:

D Steel Edging

Installation of Ornamental
Plant Materials

Installation of Chiping
Mulch/Pine Mulch

General Grading/Lawn D Pools

Drive Stake Fencing

Installation

Installation
D Decks

D Other

DField Grass/Wild Flower

Maintenance Services

D Lawn Maintenance
Lawn & Plant Pesticide
Applications
Spring/Fall Cleanups
Full Service
Snow Services
Fertilizer Applications
Aeration
Plant Care/Pruning

D Bark Mulching

D Dethatching

D Overseeding

Preparers Signature

Confirmation Signature

Date
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Opportunity is the gift
we share with many

At TruGreen LandCare and TruGreen ChemLawn,
we're giving the gift of terrific career opportunities
this holiday season. You'll feel secure knowing
we're part of the ServiceMaster family of
companies and leaders in the landscape services
and lawn care industries, respectively. Start the
holidays off rightwith one of our

immediate openings nationwide. ¥, ;'ﬂ

In return for vour talents, we offer:

*Competitive wages * Comprehensive health,dental
and life insurance ¢ 401(k) with matching company
contribution » Discounted stock purchase plan
¢ Paid time off * So much more
Get into the spirit of the holiday season with an opportunity that will

make you feel good about your career, your future and yourself. To
find out more about us and all that we have to offer, check us out on

the web at: WWw.trugreen.com
Or to apply direct, call us toll-free at:
877-WRK-4GRN; (877-975-4476).

TRUGREEN LandCare- TRUGREEN ChemLawn'

United Elchem Industries, Inc.

11535 Reeder Road * Dallas, Texas 75229
Phone: 972-241-6601 * Toll Free: 888-671-7886 * FAX: 888-697-1974

“Choice of The Pros”

FOR SPRINKLER
SYSTEM INSTALLATION

UNI-WELD

UNI-WELD TURF-TITE EPOXY PUTTY

CEMENT
REMOVER

(P

&)

UNI-WELD GASKET /
JOINT LUBRICANT

UNI-WELD
CUTTING OIL

CEMENT REMOVER
FOR HANDS

UNI-TITE PIPE
JOINT COMPOUND

UNI-SEAL TEFLON
PIPE JOINT COMPOUND
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DESIGN
Sustainable Landscape Design ..........cc..ccoevuissusensisnecsinsnnns (Jan., page 44)
The Design Center as a Marketing Tool .........ccccceeesee. (March, page 152)

Design Notebook: McHale & McHale
Landscape Design ...
Mission Impossible s catii s i it
Dynamic Designs - Tips for Landscape Design

.... (March, page 43)
... (May, page 66)
... (June, page 78)

Dazzling Designs — Residential Projects...........c.coeuuuuuenns (Nov., page 58)

Design Notebook: Hermes Landscaping ..............cccoevvvuuen. (Nov., page 30)

EQUIPMENT

Skid Steer/Loader Buyers’ Guide ........osseseesssssssssessessesssssess (Feb., page S6)

JREUDSIEERE O1V BATCIR ... ... ooseemssrisiasiossusesshonsisissiammiin) (July, page 82)

Managing Major Equipment . ... (Aug., page 74)
)

N L e AN S A e (Oct., page 50

FERTILIZER/PESTICIDE /PEST CONTROL
Preemergence Herbicides i ... ..oimiciciiermmmissinssmsiornoriins (Jan., page 58)
Maling Money From GBS ... iimsemsisniloioiiiionmstrotiss (Feb., page 100)
Insect Control Strategies .. (March, page 128)
Pesticide Buyers’ Guide (March, page P6)
Besticicle Packaging POINEIS ............... Sliitith...cobtssekste... (Sept., page 52)
)
)
)
)

Equipment Notebook: Granular Spreaders ... .... (June, page 90
Gt AS o esssessrees. oeor U eosous . (April, page 64
Effective Fungicide Use.............. . (April, page 74
Liquid vs. Granular Pesticides . ... (May, page 88
Biological CONtIOIS ........ccereseeser MEERMMNEN. ... SRaiistes S SRS (Nov., page 34)

—_—

TURF/SOIL HEALTH

T T T R T g I W SO (S A 0 (Feb., page 39)
Instant Green (sodding) ... .. (April, page 102)
T b g T G e Y DA N S A N (April, page 110)
What The Doctor Ordered -

PreseripRONLHErtRZAtION i i smminessireoteiinsssens (June, page 68)

Turf Seed Buyers’ Guide..............
Equipment Notebook: Aerators ...
Product Profile: Novartis Primo

..(June, page S3)
.(Aug., page 28)

O O T IR SOTTIATOL - ivtiecsosiorsssimmmatiicssisasmsarronas: (Aug., page 106)
R AR RO B e iy s sommeriinssiastos sspiiontescissstasiastel (Sept., page 24)
CRE AR DaWaRR RO L il iessississsistissasionsicossibtsrasssili el (Nov., page 28)
PRevEntDh HIEETVETIION w.t.iioiieisibistrmissmmmriebirsiototsissesiaits (Nov., page 94)
HOW WE DO IT
Creating & Custoim INEWBLELIEE.....xcsiisitimmses oresstiissositbes (Jan., page 142)
Irrigation Training .... (Feb., page 162)
Teaching English as a Second Language...........ccc.c....... (March, page 188)
IN-hOUSE TIAINING ..ot 8ttt cssscsssiortiiaitiiisstotts sinsibsitioss (April, page 188)
Forming DesigtllBRERIEE ... cci.....ionosthssinremssssss sressciinishiSiar (May, page 134)
Implementing an Employee

Btock QRIEERIDPEREE.................Jsmricr sustisssesssnsse (June, page 110)

Strategic Planning .........
Creating a Web Site....
Fleet Safety ... (Sept., page 98)
Scheduling Christmas Crews..................cc....c..... ... (Oct., page 150)
Designing Irrigation Systems at Morrell Group ............ (Nov., page 158)

... (July, page 120)
.. (Aug., page 112)

TURF MASTER
SERIES
STARTING AT
$3,995.00

Eary
lawn

Model shown: TM35-PR

Brass Ball Valves
are more reliable,
smaller, and
easier to use

Molded Bale Hopper w/ 16”
Hinged Fillwell Opening
speeds loading and eliminates
wasted material

OHV Engines are
standard on all units
and provide quieter,
cooler operation and

longer life

Kink-Free
" Hose Hooks
come standard and
can hold 100’ of
1 1/4” hose

Fork Pockets for
easy loading

Easy Lawn HPV pumps
deliver industry leading
flow and pressure

FOR MORE INFORMATION OR
TO SEE A DEMONSTRATION

CALL 800-638-1769
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N GNC =,

Industries, Inc.

$29,000.00
Year End Special

Isuzu 11050 GVW, Gas, Auto, Air, AM/FM,
8°x12” Bed with Herculiner Coating. 500 Gallon
Fiberglass Tank, 15-20 GPM Piston Pump. 11HP
Elec. Start Honda Eng. Twin Elec. Reels, 300° of 1/2
560 PSI Hose on each Reel. Two Lawn Spray Guns.
Eng. Covers optional.
www.gncindustries.com
1-800-462-2005
Expires 12/31/00
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STATtIng A BOBINGSE v cmmisnisambissmmiotiiiononss (Jan., page 26)
Keeping Up With Larger Competitors .. (Feb., page 36)
Improving Employee Efficiency .. (March page 52)
Employee Incentive Programs.........esmsmmssssmmssmsseniss (April, page 46)
Profit Margins ..........ccoveeessssrsnnes .. (May, page 42)
Profit Marging Part I i .o (June, page 34)
NI REAPONBIVIINES o eeosiorersismmmmrsssssmssmeamismprspprecess (July, page 38)
Reducing Insurance Costs .. (Aug., page 34)
Contract Parameters ...... . (Sept., page 20)
Compensation ISSULS i isismsmmsmimmrrsisssisssssmssstsmrsimion (Oct., page 54)

Adding Irrigation SETViCes ... (Nov., page 38)
IRRIGATION

Programming Irrigation Controllers ... (Jan., page 102)
Instalting Bilgation o stai. ol v (Feb., page 116)
An Endless SUpply ... . (March, page 138)
Droughtbusters: Finding Subcontractors ... (April, page 40)
Irrigation Notebook: Spring Start-ups ... (April, page 36)
The Pressure’s On ... ... (April, page 122)

REMESONSOIM UL s cnnssnvermssssarssnsosnsssssomimamtbisfosbimmmon ismoaioe (May, page 108)
Drip Irrigation ... .. (June, page 28)
Top 10 Tips for Irrigation Success ....... - (Aug., page 82)
State of the Irrigation Industry Report . (Oct., page 14)

Dodging Death By DeSign ........cccmmccssscammmmimmmmsiasssans (Sept., page 58)
Irrigation Essentials - Stocking a Maintenance Truck .....(Oct., page 46)
Distribution DIiVIdes .......cusisisssisisiisssssssssssssssasiassssssasssns (Oct., page 13)

Dealing With Slope Irrigation ... (Oct., page 13)
AR RO ISR 1 .vszioiccimmssiisiserisspissiassimatsmsrbIoh st asastiont (Nov., page 80)
INSTALLATION

Installation Tips & TTCKS .....c..emmccsimssmmmmisssmsassissessmsmmnsnss (Jan., page 89)
Setting Your Sites ........cccoo...s ... (Feb., page 106)

AV IS WV vcisicummmimminicssisiesposdomsmisiim v e sssinsssss (Feb., page 129)
Shade Issues & Opportunities ........mmmecccceneesenns (March, page 4)

Landscape Installation Buyers® Guide .. ... (April, page L3)
Lt There’ Be TABRE . mmmmissscssimssssssssicisssommisssssssessemmmmirtts (June, page 84)
Managing Large-scale Installations ... (Sept., page 38)
Selling Secrets — Residential Sales Strategies...........c....... (Nov., page 68)
MAINTENANCE

Managing Residential vs. Commercial Accounts.............. (May, page 88)
Pursuing Perfection - Maintenance Quality Control ..... (Aug., page 69)
Landscape RenOvation ........auwsnimsisiiaisissassssess (Nov., page 102)

MOWING/POWER EQUIPMENT

Commercial Mower Buyers’ Guide .........ccovcccccnnsinninns (Jan., page 5)
Stand Up & Mow Rty = .. (Feb., page 58)
Getting More From MOWETS ... (Feb., page 95)
RIGINERIBIE AR ol ssssmmmitsssiom s s i) (March, page 66)
Room For Improvement - Power Blowers... ... (March, page 144)
Equipment Notebook: Mower Blades ........... ... (April, page 30)
W08 ATea: MOWEKS wwrimrmnsisrrmnimemmrrs i (July, page 61)
Mind Your Mower — Maintenance Tips ... (Sept., page 46)

ARE YOU

making as (]
MUCH MONEY

AS YOU WANT

70 MAKE?

Probably not.

Want to Iearn how fo be more. W ik
profitable? Then get your name on
the mailing list for the next lawk
Landscape School of Monogemenﬂ -

Learn from the brightest minds mﬁg
industry at this informative &7
seminar.

Call Marie Miller at: |
800/456-0707 or e-mail -
her at mmiller@giemedia.com .

LAWN & LANDSCAPE

ENGINEERED TO MOVE MOHE SNOW IN LESS TIME.

DANIELS’ PULL PLOW

* |deal for small jobs and tight spaces.

* Complements your front-mounted plow.

* Hook up is fast and easy.

= 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
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The Consolidation Challenge ... (May, page 44)
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Image is EVerything .u.iiiiiimmismmmsisirsssoisiossts (July, page 40)
Stepping Up Service .. ... (Aug,, page 36)
DTN B O R0 )iy cctiasissamsssonnsostimmpbessiac asds (Sept., page 22)
RIS VOB i tirrmisersmershmtarassidsdsioassonsensommisssssrtssntostils (Oct., page 56)
Delivering Silver Platter Service ........cummmmmmmsesisssines (Nov., page 40)
TECHNOLOGY

Product Profile: Include Software’s Minnow ............... (April, page 180)
Computer Software Buyers’ Guide ... (May, page C3)
TRADE SHOWS

School of Management ReCap .........mummmmisnscsssesssssns (April, page 154)
Business StraleZies it smitimists ssismssssnnssss (July, page 57)

TREES AND ORNAMENTALS

Wildflowers & Native Grasses ... (Jan., page 121)
Horticulture Forum: Pelletized Compost..........ccvvervicivuees (Feb., page 28)
T TN R S SRR AN (Feb., page 124)
The Artist's LAndSCape ......ccummmmmsemsmsmssssssivsnisasssisssis (March, page 74)
Sizing Up Spring Supply . ... (March, page 46)
Container-grown TTees ... (March, page 42)
A Smart Start - Preplanting Tips for Trees ............c...ccoonue. (May, page 56)
e GAPAONS 1. i st s TS (May, page 26)
High-Voltage Verbenas ........umiissmmimssmmssmsmssssssnssssseses (July, page 36)

Fall For Color . cciiiiuniiiniin ity (July, page 52)
Dahlias Dazzle « (Aug., page 32)
Overwintering TIPS i rivmvirsmirmmicebimssmiiimminmmim (Sept., page 68)
T P AR e ccnsoossssdcsssosssssanivisns s AR S NGRS (Oct., page 106)
The Scoop on Spring Supply . -.(Oct., page 98)
Pansies Paramount For Fall ... (Nov., page 10)
MiscC.

20 Years of Lawn & LAndsCape .........csmmssssssssmsssssessssssssss (May, page Al)
Interiorscape Crossover ......... . (Oct,, page 116)
State of the Industry Report .......cc.cccciciucierumimsnsmmisassssaseis (Oct., page 52)
NEWS INDEX...

Acquisitions/Mergers/Expansions

AstraZeneca and Novartis Announce Merger .........c.coo..... (Jan., page 21)
Morrell Group Acquired by Omni Facility Resources ... (Jan., page 21)
Case and New Holland Finalize Merger ... (Jan., page 20)

McGinnis Merges with Jenco Industries ...........
Simplicity Manufacturing Acquires Ferris Industries..
AgrEvo and Rhone-Poulenc Complete Merger

.. (Jan., page 8)
(Jan., page 24)
... (Feb., page 12)

Andersons Buy Scotts’ Pro Turf ... (March, page 31)
United Green Mark, Shemin Join Forces......... ... (March, page 30)
Environmental Industries, Others, Acquisition ............ (March, page 30)
BASF Purchases American Cyanamid .....ccumivimmm (April, page 28)
Christmas, NiteTime Décor Franchises Growing Strong (May, page 16)
Weedman Plans Move Into U.S. ... (July, page 32)

(continued on page 100)

KEEP YOUR EYE ON
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CHECK OUT www.TurboTurf.com You will find one of the most

informative hydro seeding sites on the internet. Learn why hydro seeding
is one of the hot trends in landscaping. Leamn how fo price jobs, what they
cost, where fo get water, what seeds will work and lots more.

Turbo Turs 300 gallon hydro sseding system wil seed 4000 sg. f. per load. 300 galon sys-
foms are priced from § 3995.00 ready fo run, of lease af $ 99.00 a month with $ 198.00 down.

BO0-8
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SOFTWARE Do

S

utions. Invoicing

Commissions
Estimating
Collections

Reporting
Contact Management

Multi-Branch
Windows 95, 98, ME, NT, and 2000

FREE
DEMO CD

614-873-6706
www.pickscs.com

We Can Help.

Service Communication Software, Inc.
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www.lawnandlandscape.com

This month'’s features plus exclusive online stores, industry databases and more are at www lawnandiandscape.com.

Landscape Online's
bulletin boards to
network with
fellow industry
professionals.
Discussion topics
range from
business manage-
ment issues, such
as bidding. pricing and employee
incentives, to equipment issues, like

backpack blowers and zero-turn radius

mowers. Fnd information and ask
questions in each of the five forums:
General Interest, Irrigation, Mower,
Nursery/Plant and Pesticides.

To locate the bulletin boards visit
www.lawnandlandscape.com/
bullframe asp.

Weekly Features
Plant Of The Month - Author
Barbara Ellis discusses Brassica,
also known as ornamental cabbage
in December's Plant of the Month
feature.

Novartis TechNotes - Find
weekly tips, soil temperatures from
around the U.S., bug activity maps,
growing degree days and more in
this weekly feature

GreenSearch PeopleSmarts -
As revenue grows, so do employee
numbers, expenses and headaches.
Learn what it takes to manage
growth and the various areas of
business expansion affects in this
month's GreenSearch feature.
ALCA Driver Safety Toolbox
Talks - December's Toolbox Talks
detail how to handle the intersec-
tion problem with right-of-ways,

crossing traffic and turn preparation.

Find these features at
www.lawnandlandscape.com/
weeklyindex.asp.

LawN & LANDSCAPE

-
- -
10—

¥

‘Coming
Soon

LOM

Soon you will be able to
personalize Lawn & Land-
scape Online based on your
favorite content. Stay tuned
to our current site for more
detalils.

ONLINE Contents

Check these links to discover the tools available on Lawn &
Landscape Online to help you stay on top of the latest industry
news and grow your business:

Dally News - Catch breaking industry news.

www. lawnandlandscape.com/news.asp

E-newsletter - Receive weekly industry news in your e-mail inbox.
www.lawnandlandscape.com/signup.asp

L&L Online LawnS8tore - Locate the best resources to help your business grow.
www.lawnandlandscape.com/lawnstore.asp

L&L Outfitter - Dress your employees for success with custom company attire,
www, lawnandlandscape.com/outfitter.asp

Bulletin Boards - Discuss hot-button issues with fellow industry professionals.
www lawnandlandscape.com/bullframe.asp

Online Marketplace - Obtain contact information and the latest products from
industry suppliers. www.lawnandlandscape.com/marketplace.asp

Virtual Training School - Review training information for landscape professionals.
www. lawnandlandscape.com/virtualschool.asp

Weekly Poll - Vote on industry-related topics and compare your answers with others.
www.lawnandlandscape.com

Events Calendar - Locate industry events across the country.
www lawnandlandscape.com/calendar.asp

Please e-mail your comments to shunsherger@lawnandiandscape.com. Lawn & Landscape Online
Is: Scort Hunsberger, Internet editor (shunsberger@lawnandlandscape.com) and Sydney Work, web
department manager (swork®gie.net). Enjoy your visit to Lawn & Landscape Online/
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J.R. Simplot/Former Owner, Bid For ABT...........ccccovuuuune (June, page 13) N.Y. Lawn Care Industry Set to Battle Notification Law ..(Oct., page 8)
VW&R Pursues TUrh TRGHEEN o i e iusioisimsisesitiiss (June, page 25) House Tables Bill Intended to Slow Down EPA................. (Oct., page 17)
TruGreen-ChemLawn Buys Leisure Lawn ........cccoccuruuee. (June, page 26) Environment Won't Rock Votes ........ccuinenns (Nov., page 10)
MTD Acquires Ryobi Outdoor ............cccc.ccuue.. .... (Aug., page 16) Texas Hits Snooze on Power Equipment Use .................. (Nov., page 14)
Davey Acquires Tree Businesses ... (Aug., page 20)
JR Simplot AcquiResTABL ... cociioviommissinsssernsitens ... (Sept., page 15) Manufacturers/Suppliers
Troubles at TruGreen ...........ccc.u.... 3 PRI A AT (Sept., page 8) Mower Companies Settle Lawsuit ............cccoevrvvurmunerrrssnnnns (Feb., page 26)
TruGreen Interior Plant Care Division Sold To Rentokil ..(Oct., page 8) LESCO Creates New Business Segments ... (March, page 14)
Brickman Group Expands to West Coast ..........cccoo.uneveunnnne (Oct., page 10) Aquascape Named INC. Top 500 Company ............c..... (March, page 22)
ServeClick Brings New Wave of E-Commerce ............... (April, page 12)
Association News Truck Industry Reports Strong Market ..........ccc.cccvunruunne. (April, page 15)
Pictute Perfect LaWn CQRIRSE ..o ik tiissrssiisatmssssdsosscs (April, page 12) A Growth Year For Hand-held Power Equipment ........... (July, page 13)

ALCA'’s Holder Celebrates 20 Years .............eeeuusscssssecens (April, page 22) Novartis Required to Sell Off New Fungicide ... «... (July, page 18)

Interior Growth Initiative Gains Funding. .... (Aug., page 16) LESCO to Sell Kawasaki Brand ............ccooevuuunernne .. (Aug., page 19)
PECAN's Day OnvThe Hill . i r s s i (Aug., page 18) LESCO Talks About Internet Plans .........c.c....ccceumenrrrrvunnneee. (Oct., page 13)
Turfco is First to Offer Parts Direct on the Web .............. (Nov., page 21)
Legislation/Politics
New York State Pesticide Use Notification Law .......... (March, page 50) Misc. News
Pesticide Use in Massachusetts SChoOIS ........cc.c.ccccuumiurunnen. (May, page 22) Industry Pioneer Frank Stevens Dies.............cccccoooiennnnee (March, page 17)
Illinois Law Forces Regulation of Irrigation Contractors .... (April, page Industry Debates Internet Sales .............cooervruneerrissscnnnnee (March, page 32)
14) INSIIVEREEETRE BIOPIARE .. ...vcciirosimncishisirmssnersssssstivssssssntosiiinn (May, page 10)
Activist Group Criticizes EPA, Dursban ........c....cccoeevvonn. (April, page 18) Erosion Control Defined ..........cccoeuveunnnec. «.. (July, page 10)
When INS Knocks on Your DOOE .........sssesmmssssssssssseasns (May, page 10) Business Trends — Avoid the Killer Curve.. ... (June, page 10)
Wisconsin Residents Voice Pet Peeves ..........ccouniniennns (May, page 16) Bruce Wilson Leaves ECI.............cccccesurunee «... (July, page 16)
Dursban Defeated - Q & A with Dow AgroSciences ....... (July, page 28) Are Your Clients Spoiled? . .... (Sept., page 8)
Pesticide Bans Continue.... e ey R R Tl (Aug., page 10) ST I T T R R e B LS S T L (Nov., page 12)
R ANBSS A INAPINON . ci...... T e oterairsbiateiiisssorosiints it omestotss (Sept., page 10)

The Hiniker C-plow is turning the world

of snow removal upside down!
Get the performance of a conventional plow
and the added versatility of a backdrag
plow in a single unit.

* Compare Speed
and efficiency. The C-Plow
moves more snow in
less time.

¢ Convert from
conventional to backdrag
plowing with the touch
of a button.

* Complete snow removal
without a separate backdrag
plow or loader.

The C-Plow from Hiniker—
< Revolutionizing Snow Removal!
HINIKER COMPANY
Airport Road * P.O. Box 3407 \
Mankato, MN 56002-3407
Phone (800) 433-5620 « Fax (507) 625-5883
www.hiniker.com
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Rates

All classified advertising is $1 per word. For box
numbers, add $1.50 plus six words. Classified
display ads $115.00 per column inch. Standard
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.

SELLING YOUR BUSINESS?

FREE NO BROKER
APPRAISAL FEES

Professional Business Consultants

\gusiness
2
X vfo

+O' = 2,
o
& V)
3 S
& (2

Merger & Acquisition Specialists

9
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Professional Business Consultants can obtain
purchase offers from Qualified Buyers without
disclosing their identities. Consultants’ fees are

paid by the buyer.
CALL:

708/744-6715

FAX: 630/910-8100

CONKLIN PRODUCTS

Energetic person needed to market environmentally
friendly liquid slow-release fertilizer and 0-0-25-175,
chelated micro-nutrients, drift control, surfactants
and many other products to turf and landscape in-
dustry. Buy direct from manufacturer. Free Catalog
800/832-9635, Fax 320/238-2390.

E-mail: kfranke@clear.lakes.com

Professiénal Synthetic
Golf Greens

FREE VIDEO

FRANCHISE OPPORTUNITY

Mow-N-Go® Landscape Maintenance Company has
licensing agreement opportunities, (205)879-5357

BIDDING FOR PROFIT

Grow Your Company and Accounts
with Tips and Techniques from

PROFITS UNLIMITED

a Division of Wayne’s Lawn Service
BIDDING & CONTRACTS ($47.95)

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 ($34.95)
Lawn and Snow Removal Sample Contracts; Advan-
tages and disadvantages of using contracts; Responses
to common customer objections to signing contracts.

MARKETING & SALES ($39.95)
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 - $24.95)

“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
WaynesLawn1@aol.com
Visa, MasterCard,Discover,
American Express

v

Reasons to call us:

Huge Profit Center

Easy Install Process
Carry NO Inventory
Residential & Commercial
Excellent add on service
Utilize Existing Equipment
Fastest Growing Segment
Of Golf

* Many Extras

1-800-334-9005
www.allprogreens.com

—

www.NetLawns.com
National Online
Directory and Forum

IF YOU ARE INTERESTED IN GOOD HEALTH,
CHECK OUT THIS INTERNET WEB SITE
www.floridalifeusa.com

BUSINESS OPPORTUNITY

LL1200

Service Vehicle Accessories

Stock up now on the plowing
parts and accessories you need!

J \,\/7 “
1-800-243-3194

www.awdirect.com

FRANCHISE OPPORTUNITY

Tired of dealing with the problems the government
has placed on your business? Will the move to out-
law more pesticides, like Dursban, destroy your rev-
enues? Now is the time to consider your future with
NaturaLawn® of America, the leader in natural, or-
ganic-based and biological lawn care. Become the
first in your area to use our cutting edge products
and technology. Find out how easy it really is to fran-
chise your existing business or start a new one. For
free into, visit our website at www.nl-amer.com or
call 800-989-5444.

Businesses for Sale

COLORADO LAWN

CARE CORPORATION
Colorado is BOOMING! 10-year lawn care company
with sales of $157,000 (March-October). Selling all -
includes equipment, trucks, trailers and solid cus-
tomer base for $65,000. Great opportunity! Great in-

come! Owner will consult. Colorado Springs, CO
719/227-9727

COMMERCIAL LANDSCAPE
MAINTENANCE
Commercial landscape maintenance business in-
cludes tree trimming and installation. Orange
County California. Established 20 years, $3.5 mil-
lion annual sales, 2.7M or equity partner. Great op-

portunity for out of state company to expand into
Southern California. 714/401-9128.
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TREE & LAWN CARE CO.

LONG ISLAND, NEW YORK

One of the areas largest, privately owned tree & lawn
care companies established 15 years, located on Long
Island’s North Shore “Gold Coast”. Over 5,000 cus-
tomer base and annual sales of over 1.5 million in 2000.
State of the Art spray fleet consists of 11 trucks plus an
8,000 sq. ft. warehouse/ office available for long term
lease. $1.75 million. Principles only. Respond in writ-
ing to : PO Box 1478, Melville, New York 11747

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.

COMPANIES FOR SALE

Lawn Care & Maintenance
Companies For Sale
Orange County, FL ............ccooccc..... Gross: $800,000
Pasco County, FL. Gross: $400,000
South Florida Gross: $2 Million

For more information on the above lawn care
companies and other data, check our web site:
www.preferredbusinessbrokers.com

All conversations are confidential
Preferred Business Brokers
Jay Hollon, PCO
Licensed Broker
863/858-4185 * 800/633-5153 * Fax: 863/853-3193

BUSINESS FOR SALE

Full Service Landscape Business
Well established 16 year business in southeastern Wis-
consin. Maintenance, installation and snowplowing
divisions, 90% commercial. $500,000 + annual sales
with solid customer base and excellent profits. Sale
includes contracts, equipment, etc. Turnkey opera-
tion, owner will assist in transition. 414/281-3114.

BUSINESS FOR SALE

16-year, full service lawn & landscape company in
middle Tennessee. Year round customers, great for
expansion or getting a foot hold in the area, $500,000
annual sales, 50% commercial, 50% residential. Sell-
ing customers and / or equipment. Direct inquiries to
615-524-9898 (leave message).

LAWN MAINTENANCE

BUSINESS FOR SALE
Established company located in Chicago’s Western
Suburbs - 17 years. Annual sales of $600K; 50% com-
mercial, 50% residential. Selling accounts and/or
equipment. Direct inquiries to: David C. Thollander,
Esq., Stevens & Thollander, 111 W. Jackson Blvd., 14™
Flr.,, Chicago, IL 60604, Ph: (312)786-2244.

CONCRETE LANDSCAPE
EDGING BUSINESS
Locate business anywhere, commercial and residen-
tial. Concrete extruder, sod cutter, mixer, generator,
dual axle, customized trailer. 1-888-973-6397.

http://advancededging.homestead.com/
saleedging.html

Fertilizers

NATURAL ORGANIC
FERTILIZERS
15-1-8 (7s) for lawns and shrubs (SGN 220) or 12-2-
8 (48) for golf greens (SGN 100). Slow Release has
6-8% Water Insoluble Nitrogen with Bone Meal and
Sulfate of Potash. Homogeneous Particles have No
Odor. Call 800-825-7650 or visit fertilizers.net.

For Sale

7> LANDSCAPE DESIGN KIT 3
m 48 rubber stamp symbols of trees,
A shrubs, plants & more. 1/8" scale.
Stamp sizes from 1/4" to 1 34",
’ $84 + $6s/h VISA, MasterCard, and
"!Yﬁ;-m &3 MO's shipped next day. Check delays
'!*‘ - =P shipment 3 weeks. CA add 7.75%tax.

°i'*Fl=-. # AMERICAN STAMP CO.
Tres Brochure 12290 Rd. LL, Wilton, CA 95693
Local calls 916-687-7102 Voice or Fax TOLL FREE 877-687-7102

VEHICLE MONITORING

STOP SIDE WORK/SPEEDING

No Monthly Fees
800/779-1905

www.mobiletimeclock.com

HYDRO-MULCHING
MACHINERY
Hydro-Mulching Machinery

for
Sod Quality Results

TurfMaker.com
800-551-2304

HYDROSEEDING
EQUIPMENT/SUPPLIES

T-E~C-H-N-O~1l-O-G-I-E~-§

* EC3000 Tackifier *x
* Hydro Seeders x

* Straw Blowers x
New & Used Equipment

One-Stop Shopping

3380 Ree. 22 W., Unit 3A, Branchburg, N} 08876
800-245-05519908-707-08000Fax: 908-707-1445

www.ErosionControlTech.com

PARTS/TOOLS/SUPPLIES

LANDSCAPERS:
Why burn daylight shopping?
We'll deliver blades, filters etc. for less!
Huge searchable database: http://M-and-D.com

HYDRO-MULCHING
MACHINERY

usedhydromulchers.com

FACTORY LIQUIDATION

D% oFF

! SUPER TOUGH
| HEAVY I-BEAM
BUILDINGS

Perfect for Use
as Equipment
Storage or

Repair Shop

* 20 Year Roof & Wall Warranty
* Plenty of Room for Storage
& a Workshop

Prime Steel

40 X 65 (3LEFT)
40 X 85 (1LEFT)
50 X 110 (2LEFT)
60 X 150 (1LEFT)

Some Other
Models Avail.

1-800-291-6777 ext.108

HYDROSEEDING/
HYDROMULCHING SUPPLIES

Hypro SeepiNG HELPER

Slicky Sticky.com
800-527-2304

Ditch Witch 255SX Pipe Puller (1995)
Like New - 440 Hours - $9,800.00 0.b.o
(810-736-3214 or 1-800-570-3313

GPS VEHICLE TRACKING
No Monthly Fees
Call 800-779-1905
www.mobiletimeclock.com

Finn B70 Straw Blower, Trailer mount, 35 HP Kubota
450 hrs. $9500.00

CONTAIN-O-SHELL

11999 Containo, 3-2000 models. They all have 5.5 hp
Honda engines with 2 spray reels and Chemlawn
spray guns. There are two tanks 70 & 250 gal poly.
Asking $5500 a piece. 1999 Ford F350 dually, 5spd,
AC, liner, trlr pkg $19,000 31k mi; 2000 F350 11,000
mi auto, single rear wheel, liner, trlr pkg, AC, AM/
FM with Cass. Sold business. Must sell. ‘Contact Roye
Dillon at 816-796-1184.

(21) Cold Frame Houses - used 22'x96’
$500.00 each. Heavy gauge steel
Contact Frank, Birmingham, AL
205-835-7472 or 205-655-4009
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EQUIPMENT FOR SALE

* 1999-Jacobson HR9016 Turbo - 858 hrs used one
season $43,000 with leaf mulcher attachment
* 1999-Jacobson HR 5111 - 11’ rotary mower - 850
hrs used one season -$29,000.
* 1999 Cushman Truckster 31 hp gas with box,
vicon fert. spreader and 150 gal. sprayer with 20’
boom and hose reel - 190 hrs - $12,000.
* 4 ea- 1999 Kubota 3060 4x4 with 72" rotary decks.
Like new only 800 hrs. used one season - $12,000
ea.
* 1-New Holland-LX 865 Skid Steer Loader w/
forks/bucket - 165 hrs - $25,000
* 1999 Chevy 1-ton dump truck crew cab - 4,600
miles - $22,000
* 1999 Chevy 1-ton Crew cab - Diesel - 17k miles -
$24,000
 Eager Beaver trailer for Skid Steer - $4,000.

Call Dave at (847)778-2972 or email at

dmpottscorp@home.com

EASY LAWN HYDROSEEDERS

* 1997 900 Gallon- hose reel, cannon tower,
bumper hitch, 200 hours, sell #11,000

* 1999 1200 Gallon- fifth wheel hitch, large upper
deck, Kabata engine, electric reel, cannon tower,
look’s good #23,000

* 1994 Chevy 1 ton dump bed, fifth wheel ball, 454,
5 speed, P.T.0., 67,000 mile, $9500, sell with 1200
hydroseeder $30,000 both. Pawlak Landscaping
Co. 417-358-6633.

Help Wanted

Florapersonnel, Inc. in our second decade of per-
forming confidential key employee searches for the
landscape industry and allied trades worldwide.
Retained basis only. Candidate contact welcome, con-
fidential 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

PITTSBURGH WEST
BRANCH MANAGER

Pittsburgh West Branch Manager - Inmediate open-
ing. Join a fast growing company that’s been around
for 30 years and really cares about its employees and
customers! Salary Package - $60-$75K range. Appli-
cants need management experience at assistant man-
ager or branch manager level. All inquiries kept
strictly confidential. Interested candidates should
mail or fax resumes to: Kapp’s Green Lawn, Inc. Attn:
Michael Markovich, 4124 Clubview Dr., Fort Wayne,
IN 46804. Fax 219-432-7892.

THE BRICKMAN GROUP, LTD.
Careers in landscape management available in: Colo-
rado, Connecticut, Delaware, Florida, Georgia, Illi-
nois, Indiana, Maryland, Missouri, New Jersey, New
York, North Carolina, Ohio, Pennsylvania, Texas, Vir-
ginia, Wisconsin. Fax: 301/987-1565.

Email: jobs@brickmangroup.com

Web site: www.brickmangroup.com

GREENINDUSTRYJOBS.COM

www.irrigationjobs.com
www.treecarejobs.com
www.nurseryjobs.com
www.landscapingcareers.com
Search Jobs and Resumes

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:

¢ General Managers

¢ Division Managers

* Branch Managers

We have immediate openings in:
IL, GA, M1, SC, CO, PA, OH, CA, TX

Responsible for managing day to day operations,
including the supervision of field personnel. Busi-
ness/Horticultural degree desired with a minimum
of 2 years experience working in the greens indus-
try. Qualified applicants must have proven leader-
ship abilities, strong customer relations and interper-
sonal skills. We offer excellent salary, bonus and ben-
efits packages, including 401k

and company paid medical coverage.

For career opportunity and confidential consider-
ation, send or fax resume, including geographic pref-
erences and willingness to relocate to: DeAngelo
Brothers, Inc., Attention: Paul D. DeAngelo, 100
North Conahan Drive, Hazleton, PA 18201. Phone:
800/360-9333, Fax: 570/459-2690. EOE/ AAP, M-F.

SALES REPRESENTATIVE

Sales Representative — 45k or up, North New Jersey
Turf Management and Irrigation firm seeking quali-
fied person for sales position. Experience in sales,
or irrigation preferred. Benefits include car, medical
and 401k. Come join a winning team with 20 yr. Track
record of success. Fax resume to Mr. Bellis at 973-
895-5578.

CAREER OPPORTUNITIES

r@ CAREER OPPORTUNITIES
3 Ith Northern California’s Largest
Independently Owned Landscape Company

WWW.CAGWIN.COM

Creative, self-motivated, organized. Looking for a
career and not just a job. If this is you, then Yard-
master, Inc., Ohio’s premier landscape design build
firm has a unique opportunity available for you. We
are expanding our design/sales staff and are look-
ing for the right dynamic, professional to grow with
us. Send your resume to Maria, Yardmaster, Inc., 1447
North Ridge Road, Painesville, Ohio 44077. Fax
(440)357-1624.

1e0
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MANAGEMENT SEARCH

New Year...
New Job?

Begin your search by clicking your way through
our premier job posting Web site.
GreenMatchMaker.com' is designed specifically
to help Green Industry job seekers and employers
to find each other...quickly, confidentially, and
conveniently.

Ring in the New year!
Log on today at

Green
MatchMaker.com®

A Service of GreenSearch®

GROWTH, STABILITY, DIVERSITY...

OMNI FACILITY SERVICES
LANDSCAPE GROUP

DESIGN/BUILD

OPERATIONS MANAGER- Minimum 5
years of management experience required.
Oversee daily operations of landscape
installation and construction department in
both commercial and high-end residential.
Managing and scheduling daily work for all
landscape production, installation and
construction crews. Handle job cost tracking
for job accountability. Interface with
subcontractor, lai iect &
contractor ing
Maintain

* A valid driver’s license 18
license a plus.

* Salary commensurate with experience
(management positions).

» Full benefit package, including 401k offered
to full time positions.

Please forward your resume to: Omni Facility
Services 400 N Park Ave., Norristown Pa
19403, Fax (610) 630-1288 or phone (610)

539-6090 ext 166 HR Director

EMPLOYMENT -

EMPLOYMENT - EMPLOYMENT
Ferrell’s Jobs in Horticulture is the twice-a-month
national newspaper and website for Green Industry

employment. Employers and Job Seekers contact:
800/428-2474 or visit www.giantads.com. Since 1993.
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Help Wanted on Cape Cod and Boston, MA
The Lawn Company, one of Massachusetts largest in-
dependent lawn and tree service companies, is add-
ing experienced lawn and tree field people to our
staff. To find out more about The Lawn Company
and the positions available, see our web site at
www.thelawnco.com. If you are interested in join-
ing a 21 year old company operating on Cape Cod
and in Eastern MA, send your resume to:

Ed McGuire, PO Box 1430,
South Dennis, MA 02660 or email
m wnco.com.

EMPLOYMENT
OPPORTUNITIES AVAILABLE

The Green Plan, Inc. a seventeen year old full service
landscape tree care and irrigation company located
at the base of the Colorado Rocky Mountains is con-
tinuing to grow and expand operations.
* Current Positions Available:
¢ Chemical Division Manager
* Licensed Tree and Lawn Spray Technicians
* Irrigation Service Technicians
* Landscape Maintenance Foreman
¢ Landscape Installation Foreman
¢ Customer Service and Sales Representative
Positions include excellent compensation, year
around employment, 401k and full benefits. Imme-
diate openings available with a quality ALCA Mem-
ber firm. Please forward resume to the fax number
or address below.
THE GREEN PLAN, INC.
P.O. Box 17338
Boulder, CO 80308
303-938-8230 Phone
303-938-8137 Fax
tgp@eazy.net

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

Western States Reclamation is an 18 year old envi-
ronmental contracting company and continues to
expand. We seek to fill the following positions:

* Irrigation Foreman & Superintendents

* Landscape Foreman & Superintendents

* Landscape Maintenance Foreman

¢ Equipment Operators: Backhoe, Bobcat, Grade

Tractor, Front End Loader

Top wages and job stability, excellent benefits, profit
sharing, incentive program, sign on bonus, and com-
pany vehicle for right individual. Please send your
resume with salary history to: WSRI, 11730
Wadsworth Blvd., Broomfield, CO 80020, Fax (303)
465-2478, website: www.wsreclamation.com

PROJECT MANAGER/
ESTIMATOR

Environmental Contracting Company
Project Manager/Estimator

Western States Reclamation, Inc. (WSRI) is an
18 year old company with unique clientele and
projects. Services and projects include land res-
toration, large landscape/irrigation construc-
tion, minor earthwork, and light civil engineer.
Present project size ranges from $1K to $4K
with overall volume during year 2000 at $10K.
WSRI seeks an individual with 10 years of con-
struction experience to handle project manage-
ment and some involvement in estimating, Ideal
candidate will have experience in revegetation,
erosion control, urban park construction, civil/
earthwork. Also, must have hard dollar bid ex-
perience with proven track record of profitable
projects. Degree preferred in civil engineering,
construction management, landscape architec-
ture or equivalent. Computer literacy a must.
Above average salary, benefits, incentive pro-
gram, 401K plan and company vehicle. Send
salary requirements and history to:

WSRI 11730 Wadsworth Blvd.,
Broomfield, CO 80020, Fax 303-465-
2478, or e-mail to wsridrc@aol.com.

website: www.wsreclamation.com.
W
,é- |

|l Immediate openings in our offices serving

o ad
@ Wanna Be a Tree Doctor?

f you have a passion for the green
@ | industry and are looking to make a

change, call Almstead Tree & Shrub
Care. Qualified candidates are enrolled in
our intensive training program,
resulting in becoming an ISA
certified arborist. Recent
trainees have successfully
received certifiation in less
than six months. Join our
expanding, progressive,
and professional co. that
utilizes state-of-the-art
equipment and the
newest technologies.
Excellent compensation
and benefits package
includes car and relocation allowance.

NY, NJ, and CT. Call 1-800-427-1900 or fax
resume to 914-576-5448,
| |

attention HR.
l .

www.almstead.com

POSITIONS AVAILABLE

SALESPEOPLE — CHECK IT OUT
Acres Employment Advantages

In recent surveys from 90 Acres Group employees,
they rated the top three reasons Acres Beats The Com-
petition:

1. Professionalism: Assuring customer service, re-
spect and satisfaction

2. Quality, Experienced, Passionate Employees: Com-
mitted to doing the best job possible

3. Superior Results: Snow, Landscape Maintenance,
Construction, Nursery

In recent customer surveys, 2 out of 3 customers rated
Acres above peer companies in both “WILL” &
“SKILL” while scoring Acres as “meeting and fre-
quently exceeding expectations!”

FIND OUT WHY!
Acres Group, Northern Illinois largest independent
landscape contractor growing at +18%, seeks addi-
tional landscape maintenance salespeople to con-
tinue our growth. Our maintenance management and
production staff delivers. Are you experienced and
enthusiastic enough to successfully manage and
grow an Acres’ portfolio? If so, apply now. Superior
compensation and benefit opportunities. Three fa-
cilities — Naperville, Roselle, Wauconda. Call
Maureen for immediate confidential consideration.
Phone: 847-526-4554, Fax: 847-526-4596.

Scotts Lawn Service,
newest division of
America's favorite lawn
care company is building our
management team for the future. By year's end, we'll
open new branches in:
e Detroit ® Chicago ® St. Louis ® Pittsburgh
® Akron e Dayton ® Harrisburg
© South New Jersey/Delaware
Additional supervisory positions will also be filled in
Atlanta (Asst. Br. Mgr.), Columbus, Cleveland,
Cincinnati, Philadelphia and Baltimore.
The successful candidate will be: a proven, quality
oriented, goal driven professional in the green industry
(lawn, landscape, golf course). We'll provide needed
Scotts systems training.
Positions available:
 Branch Manger - Responsible for all branch
operations
* Assistant Branch Manager - Atlanta position only
 Sales Manager - Responsible for staffing and
sales results
* Production Manager - Responsible for branch
production quality and results in lawn and tree/
shrub care departments.
Compensation is negotiable. Excellent benefits package
(401K, medical, dental, and more).
Contact us now. Website: Scottslawnservice.com
Fax: 937-644-7422 * Ph: 800-221-1760
Ask for lawn service recruiter or email
bill.hoopes@scottsco.com
Scotts is an EOE dedicated to a culturally diverse workplace
Drug screen required

LawnService
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BOZZUTO
LANDSCAPING COMPANY

Serving Maryland and Virginia, BLC is a
stable, profitable, award winning firm seeking
career minded individuals
Field, sales, and management
positions available
Email: tdavis@land.bozzuto.com
Web Site: www.bozzuto.com
Telephone: (301) 497-3900

LANDSCAPE FOREMAN
Your Round Work — No Snow Plowing
Do You Want:
* A position where you can sue your knowledge
and love of the outdoors!
* Generous paid fime off including 2 weeks at
Christmas plus paid vacation fime!
* Competifive salary and outstanding benefits
including 100% paid individual health!
We're an established, $20 million leader in the
landscape design/build field, located in Lake Bluff,
Illinois. We are searching for customer focused leaders
to direct the efforts of our labor crews and maintain
high quality work.

We Offer: A company that cares and an
environment where fun, hard work, open communica-
tion and personal growth are supported plus good salary
and excellent benefits.

We Require: High infegrity * good
communicafion and team work skills * exp. In
management and/or landscape work * (DL — A Drivers
License or ability to obtain one * bilingual skills
preferred * CLT Cerfification a plus

Call/Fax/E-mail (24 hours)
Heidi
Phone: 847-891-0421
fox: 847-895-0287
htrybus@hrstore.com
or visit our web site
www.hrstore.com

for more info

STRATEGIC RESEARCH ANALYST

JOIN A LEADER. Hunter Industriesisa high-volume
manufacturer of quality irrigation products, located
in north San Diego. This qualified candidate will
provide strategic and tactical support to sales staff
and management in support of overall department
goals. Will research and advise onstrategic plannin
issues, coordinate forecasting and build plans wit
manufacturing, sales goals and objectives, incentive
plansand market/ distributoranalysis. Actasaliaison
with marketing to ensure success of regional and
company programs. B.S. degree in business or
economics preferred. Minimum of eight to 10 years
progressive experience with at least five in the
irrigation industry, plus knowledge of selling,
pricing, marketing and distribution techniques
within theindustry. Economicanalysis and consumer
research techniques required, with strong analytical
and computer skills. Effective interpersonal, verbal
and written communication skills.

Please submit your resume and salary
requirement to: Hunter Industries, Attn: Human
Resources—SRA 1940 Diamond Street, San Marcos,
CA 92069 or hr@hunterindustries.com. EOE

1eg
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Insurance

Start-Ups and Franchises are our Specialty!

Competitive rates, comprehensive coverage
and payment plans designed for your
specific business needs.

If you provide any of the following services, we
can design a program for your company:

Snow Removal

Right of Way

Holiday Lighting

Herb./Pest. App. Irrig. Install./Serv.

Tree & Shrub Serv. = Mowing & Maint.

Spill Clean Up

Installation
Renovation
Fertilization

Contact one of our Green Industry
Specialists for a quote at
1-800-886-2398 or by fax at
1-614-221-2203
M.F.P. INSURANCE AGENCY, INC.

Tree Stakes
| TREE STAKES |

Doweled Lodgepole Pine
CCA Pressure-Treated
2" Diameter, Various Lengths
Economical, Strong and Attractive
Phone: 800/238-6540
Fax: 509/238-4695
JASPER ENTERPRISES, INC.
We ship nationwide.
Web site: www.jasper-inc.com

Turf Equipment
TURF EQUIPMENT |

www.rittenhouseonline.com

The newly revised, definitive,

Weare ol practical guide to destructive turf
uznia o insects for turfgrass owners,
;”‘ol”ne;':m sports field managers, lawn
sy service operators, golf course
Wiy e superintendents, students, and
turfgrass - others involved with turfgrass
G management

GO8t «..oinsitiivwiiivensnin $49.95

210 COPIBE ... L0 i i $44.95 each

11 or more copies............... $39.95 each

For more information or to order, call the
Lawn & Landscape Media Group at
800/456-0707 or visit

www.lawnandlandscape.com
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ing them allows us to base our foremen’s pay
on their skills, but it also shows them a
specific way to make more money and grow
within the organization.”

A LITTLE T.L.C. Tecza Environmental
Group retains 85 to 90 percent of its employ-
ees annually, according to Adam. “We have
about 80 or 85 employees and we may have
to replace 10 of them every year, if that,”
Adam said.

This rate reflects the company’s family
atmosphere, Adam remarked. “We're not
pulling any strings or screwing around with
our people,” he said. “If someone in their
family is sick and they need to go back to
Mexico, we have a strict open door policy:
The_v come in everyday, do the work, but if
an employee’s wife is having a baby and he
needs three days off, they can go and come
back and be ready to work.”

Scheduling usually isn’t a problem dur-
ing these times because employees or jobs
can be moved around on the schedule pretty
easily, Adam said. If needed, the mainte-
nance manager will run amower for three or
four days to cover a fellow worker’s absence.
“Whatever our employees need to do, very
rarely does it impact what we've got going
onatwork,” Adam said. “The setups that we
have and the changes that we’ve made over
the past four to six years are really working.
We have a stable system running well.”

Tosupportits Hispanicemployees, Tecza
Environmental Group flies the Mexican flag
along with the American flag in front of its
office, pointed out Reier. “We try to under-
stand the Hispanic culture so we know our
employees’ priorities and what’s important
to them,” Reier said. “What's important for
us may not be important for them and vice-
versa. For example, they are very family-
oriented, so we know how important it s for
them to get home when they need to.

“We want them to know that if there is
something that we can do or be sensitive toin
reference to their culture, we are going to do
so,” Reier added. “We may not be paying
them what the guy next door is, but we've
found that pay doesn’t matter when it comes
down to how they are being treated.”

The author is Managing Editor of Lawn & Land-

scape magazine.
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(continued from page 36)

separate helps the company track costs more
effectively, Reier said. “Maintenanceis heavy
in labor and equipment, but has little material
costs, whereas construction has lower labor
costs, but higher material costs,” he said. “By
keeping them separate we can micromanage
each departmentindividually and maintaincom-
petitive pricing in the market.

“The labor rates, for instance, are calcu-
lated differently in each department,” Reier
continued. “In maintenance, our labor rate is
made up of labor costs, burden (workers’
compensation, taxes, etc.), equipment costs
and other overhead. As a result, we may
charge a maintenance customer $25 to $30
per hour. But in construction, greater mate-
rial costs, equipment and a lower percentage
of labor make up a similar hourly rate that is
calculated and budgeted differently.”

LEARNING FROM THE PAST. Five
years ago, Tecza Environmental Group de-
cided to grow its maintenance operations faster

than its design/build operations to protect
itself from any future economic downturns.
According to the Tecza strategic plan, main-
tenance will continue to grow 18 to 20 per-
cent annually, whereas design/build will
stabilize, increasing only 8 to 10 percent. The
service split is currently 55 percent design/
build and 45 percent maintenance, but Tecza
is expecting this to shift to 60 percent main-
tenance and 40 percent design/build.

“Maintenanceis very consistent,” Ted said.
“Many of our maintenance contracts are two to
three years so we don’t have to sell the whole
budget every year. And with maintenance you
have checks coming in every week. Many
times these checks are what end up covering
our overhead on a weekly basis.”

Ted won't plan growth based on a num-
ber he’s trying to reach. He views growth as
a process that moves with the economy and
can be achieved only through the addition of
new people. “I don’t think that I want to
grow quickly to $10 million and then I'll be

happy,” hesaid. “I view my long-term growth
plans more from the standpoint of continu-
ous growth in response to the available mar-
ketplace, which is very strong right now so
we're taking advantage of it.

“I just want to maintain continuous
growth at a profitable level while still main-
taining our client relationships and quality,”
Ted continued. “Wherever that takes us, it
takes us — whether that be $6 million, $10
million or $20 million. It’s not so much what
we're growing to as that we are consistent in
our philosophy of how we grow.”

Reier echoed Ted’s comments. “There’s
plenty of work out there,” he said. “In fact,
growth can get to a point where we have to
slow it down to retain quality and maintain
profit or even earn a little less. We'd rather
slow down or even take a step back to make
sure that we're around for another 60 years.”

The author is Managing Editor of Lawn & Land-
scape magazine.
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Advanced Products For
Efficient Irrigation

PGP Rotor

PS Spray

60 Rotor

PGV Valve

1CC Moduwlar Conttroller

Hunter Industries is recognized as a leader in reliable products that help landscape professionals achieve

optimum water management and dramatic designs. Our reputation for reliability and innovation has
positioned Hunter as a major supplier for complex projects of all sizes - from public parks and sports ficlds
to commercial and residential developments.

Whether vou are planning a new, technically-advanced irrigation system, or renovating an existing site,
Hunter can help you install a successful project with quiet, gear-driven rotors, versatile sprays, heavy-duty
valves and sophisticated controllers that expand from 8 to 48 stations. Find out more about Hunter's
complete product line by calling for a catalog.

Hunferr

The Irrigation Innovators Contact Hunter Industries at 800-733-2823 * www.HunterIndustries.com
USE READER SERVICE #132
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® DO LEADERS CALL IT ““GREATEST or BEST STUFF o PRODUCT in the WORLD?" et THALE
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® IS REMOTELY “LIKE” SUPERthrive™
N THIN Else ® MAKES SUCH A DIFFERENCE.
® HAS SUCH CREDENTIALS.

® “‘The ultimate application of plant physiology.” — Top US.D.A. scientist
® “Much more growth above and below ground than when fertilizers used alone.
— Another leading U.S.D.A. scientist (8ach of them heading largs agencies:

BILLIUNS'PRDVEN on billions of plants, by millions of grower.

by hundreds of thousands of professionals, by thousands of government agencie
and universities, by “impossible” great landscape jobs “everywhere,” by grea
proportion of winners of the national flowering plant societies’ competitions.

FREE TRIAL TO SEE FOR YOURSELF .., ..

many thousands of garden center operators - some now third generation - know that
you really cannot operate at so high a level without SUPERthrive™

Since SUPERthrive™ has not had salesmen - and many retailers have not come
to national trade shows - this is a try to reach some of you whose distributors
have SUPERthrive™ for you without your knowing why, and others of you whose
distributors have not yet responded to your need for SUPERthrive.™

After a half century of unchallenged $5000,-Guaranteed best, 5 ways - it is more
than time for every garden center to have SUPERthrive’s™ benefits.

Ask about NEW liberal ad allowances, for fair ads featuring merit, rather than price reductions.

e R —
I CHOOSE ONE FREE TRIAL. MAIL THIS > =g

(One ounce makes 500 cups or gallons. 1/4 teaspoonful per gallon, 3 ounces :
per 100 gallons, (or, constantly, a drop a gallon, 1 ounce per 500 gallons.)
M S UPERaneL’l

FREE $6.20 2-ounce bottle, with 16-ounce $29.40 size purchase. (RETURN pint for i VITAMINS HORMONES L
full REFUND if not delighted with 2-ounce bottle effects.) AR L s

| FREE $9.98 4-ounce bottle, with 32-ounce $51.60 purchase. (RETURN quart for full
REFUND if not happy with free 4-ounce bottle new life.)

| FREE $1.69 1/10-ounce sample DropacTM-Send 55¢ stamped, addressed envelope.
128-ounce $148.75 size, (refundable, therefore FREE only to established business or
public agency, if, after using 4200 to 64,000 gallons from gallon, you wish you had not
bought it.)
DEALER resale trial, FREE bottle with each dozen: DEDUCT 40% IN CHECK FOR DOZEN(S) I ONBIATIONS % LITECHEMICAL COMPLERES, KEPY FAR AR
dozen %2-ounce $3.30 sellers; dozen 1-ounce $4.65 sellers; VITAMIN

dozen 2-ounce $6.20 sellers; ; INST’TU’: é
Li ifts

. /
TOP PLANT SUPKY

orld

dozen 2-ounce $9.98 sellers;

Firm Name Phone
Delivery Address for UPS ENCLOSED CHECK $§
City State Zip

Your Name (Print, please) Position

If your distributors already have SUPERthrive™ for you, buy trial gallon and dozen(s), etc.
from them. Same offers. Send copy of invoice or date and number for *baker’s
dozen" and other free bottles, direct. OTHERWISE,

M A".m VITAMIN INSTITUTE « 12610 Saticoy St. South, North Hollywood, CA 91605, U.S.A
Phone (800) 441-VITA FAX (818) 766-VITA (8482) www.superthrive.com
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