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How fast does it let you change blades?
Have you seen the pit crews at Indy?

Introducing the Toro' Z Stand " Lift. It's a revolutionar

. www.toro.com
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Find this month's features plus exclusive online stories, industry databases and more at www.lawnandlandscape.com.

Industry N.lg:vs
Delivered

Your E-mail

You can be alerted to breaking industry
stories each week by subscribing to
Lawn & Landscape Online's free e-
newsletter. By adding your e-mail
address to this list, you will receive an
e-mail each Monday evening alerting
you to the most recent industry news
and latest tools available online. In the
busy world of lawn care and landscap-
ing, you can’t afford to miss industry
news, whether it's consolidation of a
major product supplier or the release of
a new product.

Send your e-mail address to
shunsberger@lawnandlandscape.com to
sign up for your weekly news updates.
Please include "newsletter sign up” in
the subject heading.

at problems and solutions for the
lawn care world.
'nllm Lendswpekuas.'l‘be

mmumm Plant
Of The Month: Leam about carrot
family members Ammi majus and
Ammi visnaga from author Barbara
Ellis,

Find these features at
www lawnandiandscape. com:

LAWN & LANDSCAPE

Search Archives For
Industry News And Features

Finding specific industry information has
never been easier. Use the search feature

and category listings to find specific
information available exclusively online
and to view articles previously printed in
Lawn & Landscape magazine

+ To search by keyword or phrase, locate
the search field near the top of each page
and enter your search term(s). A variety of

search options allow you to locate this

information, by searching the entire site or by specific locations, such as articles,
features, news, calendar and business cards

+ To search by category, locate the "Archives” category listings at the bottom of
several pages on the site, including the Homepage, Magazines page and Business
Tools page. Here, you can choose categories and subcategories to display a listing of
all related articles. Categories include: Business Management, Design/Installation,
Equipment, Fertilizer/Soil Heaith, Industry News, Interior Business, Iirigation, Nursery
Stock, Snow Business, Trees & Ornamentals, and Turfgrass/Seed/Sod

ONLINE Contents

Check out 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:

Daily News and Features - Catch breaking industry news and daily features.
www lawnandlandscape.com

E-newsletter - Receive weekly industry news via e-mail.
www lawnandiandscape. com/my/customize_newsletter.asp

L&L Online LawnStore - Locate the best resources to help your business grow.
www.lawnandlandscape.com/store

Message Boards - Discuss key issues with fellow industry professionals.
www lawnandlandscape.com/messageboard

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/events

Industry Research - Survey data and analysis of the industry as a whole
www lawnandlandscape. com/research

Magazine Archives - Years of Lawn & Landscape magazine back 1ssues
www . lawnandlandscape. com/magazine
Lawn & Landscape Online staff: Scott Hunsberger, Intemnet editor

(shunsbergerdlawnandlandscape.com), Cheryl Green, Intemet project manager
(ogreen@lawnandlandscape, com) and Sydney Wark, Web departtnent manager (swork@gie.net).
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Method Man

Tom Del Conte envisioned a company saturated

in organized systems and philosophy, and then
used tltis image to transform a one-man

rototilling operation ito a thriving landscape

to reach the $10-

million mark in 2002. ..oiiviarirnnns 48

Setting a Standard

Emerald Earth prides itself on professionalism. ......... 62

Extended Family

Add-on services can ;’rmluu'

profits and attract clients

0Nce @ company overcomes common rowing

pains. .

Athletic Fields

Contractors need to develop
a game plan before taking
on sports field mainte-
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Pricing Residential Mowing

Three companies share their philosophies for

residential mamtenance jobs

Redesign through Regulation
Trimmers are improving tremendously as a

result of requlation pressure. ... s I 02

Proper Pesticide
Applications
By following a few simple guidelines, responsible lawn care

Operators Can ensure SAfetY. ..occvccissssscsisisccsns

Head for the Hills

With a little planning and know-how, contractors can

climb over hillside landscape challenges and
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Xeriscape Zone

Drought-tolerant landscape can

turn a desert into

AN OASIS. iiaisisicouissiapaiiss ‘ 42

The Great
Product Debate

A lawn care program is only as good
as the application,
which puls a lot of pressure on

selecting the appropriate products. ...

Lessons Learned

Attendees at Lawn & Landscape's annual School of

Management found a classroom of learning and

NEEWOTKing POSSIDIIIES, ..covivvvecerrmsssssssssmemssssics ‘ 58

A Conversation

with John Jenkins

The man who wants to grow John Deere's consumer and
commercial business to $6 billion by 2006 shares his
vision for the future of equipment dealers,

compulerized mowers and more. .. cooiviis ‘ 64
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“All experience is an arch to build upon.”
Henry Adams

One Free
Brain Transplant?

One free brain transplant - that's exactly what the promotional mailer I got
from the computer software company offered, and, | have to admit, the idea

intrigued me (not to mention amused me).

Just think about the value of such a concept. Who can’t think of some other
brain that they'd like to have in their head, even if for just a short period of
time? Maybe it's someone whose intellect and accomplishments you admire,
such as a Thomas Edison or Albert Einstein. Of course, maybe you're looking
for a hardly used brain, in which case perhaps some of your ex-employees
could serve as donors.

The reality of the situation is that brain transplants are available, figura-
tively speaking, the only costis a little bit of your time, and the payoffs can be
tremendous. Sound good to you? Then why not gather up a number of your
employees and take advantage of their brains? Ask them how the crews can
be more efficient in the morning. Solicit suggestions for ways to improve
routing. Or, take a real chance and ask them what they think is the dumbest
thing your company does.

Their answers may surprise you. Goodyear Tire & Rubber Co., for ex-
ample, saved hundreds of thousands of dollars a few years back because of an
idea from an hourly employee. Apparently, the company was still wrapping
each individual tire in protective plastic before shipping, even though the
wrapping was designed to keep the white walls clean. The white walls
(thankfully) went away years before, but no one thought to get rid of the
plastic. The truth is that such an idea could only come from someone on the
front lines, close enough to the situation to see the foolishness of continuing
to wrap the tires.

This point has been made evident to me since we've been
interviewing candidates for an editorial position, and young,
talented people are looking to leave their current employer
because they “want to be heard” or “want a chance to share
ideas.” These are valuable brains that companies ignore for
any number of reasons, none of which are acceptable.

Are you wasting the brains in your business? Yes, some
meetings won't bear new ideas, and everyone is strapped for
time. Butimagine the benefits of expanding upon your brain

by listening, considering and implementing ideas from those
otherbrains. Unless, thatis, yours already contains the elements
to make you an ideal donor. How likely is that?

o
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CHOICE CUTS

(USDC APPROVED)
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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 nnnnnrn

7.9/ UllUl (1]

Kawasaki i a regi demark of Kawasaki Motor Corp. Dixie Chopper 1 a registered trademark of Magic Gircle Corporation and may The Worlds Fastest Lawn Mower
MbeuodwnhmnmMMM&MMDLXWOIJ!.\GX!M!MWMX!N'&OMW 5
drive train warranty available at additional cost. Prices subject 10 change without notice. Copyright 1999, All rights reserved. Www.d|x|echopper.com

800-233-7596

USE READER SERVICE #119
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CONTRACTORS TALK BACK

Fertilizer Prices

The Professional Lawn Care Association
of America (PLCAA) recently polled its
members to gather their thoughts on the
predicted rise in fertilizer prices, the ef-
fects of which could influence contractors’
businesses more than rising gas prices,

according to PLCAA.

“Price increases in fertilizer may have
agood deal moreimpact on our profitabil-
ity than perhaps those recently experi-
enced in both gasoline and insurance,”
pointed out Bob Andrews, past president
of PLCAA and president of The
Greenskeeper, Carmel, Ind. “It is also an
issue that seems to have caught contrac-
tors off-guard.”

Ninety-one percent of the survey’s re-
spondents said they have already experi-
enced increased fertilizer prices. Price in-

»  creasesranged from 2

to 35 percent, with
v \
&

20 to 25 percent
being the most re-
ported number,
according to
PLCAA survey

figures.
{continued on
page 12)

PERCENT OF 2001
BUDGETED OVER-
HEAD EXPENSES

Many contractors
PERCENT OF
CONTRACTORS

planned for increased

gvernead expenses i
verhead expenses in 0 to 2 percent 19 percent
2001, partly due to the

3 to 5 percent 39 percent

growth they experi

enced in 2000 and the

6 to 8 percent

15 percent

growth they plan to

9 to 10 percent 13 percent

experiencein 2001 (18

More than 10 percent 14 percent

percent of contractors

sald they expected to
N Source: www lawnandlandscape.com/poll

grow 20 1o 23 percent

n 2000, according to a Research USA survey, and 86 percent of the respondents

to a Lawn & Landscape Online survey predict growth in 2001)

I'he majority of contractors who answered a Lawn & Landscape Online poll are
planning a less than 5 percent increase in overhead expenses - 39 percent
budgeted for an extra 3 to 5 percent in overhead expenses, while

planned for a less

19 percent
than 2 percent increase

T'o l)‘a’fll'l}'mh‘ in Lawn & Landscape online polls and to review past polls, visit
www lawnandlandscape.com/poll

REGIONAL OUTLOOK
Talkin’ Texas

AUSTIN, Texas — Texas' green industry has a total state eco-
nomic impact value of $9.76 billion, according to a .
recent study conducted by Texas A&M University.
Landscape-related firms make up approximately $2.4
billion of that total, revealed the study, which was funded by
the Texas Nursery & Landscape Association.
This is the first study conducted in Texas thatalsoexammesgtm !
industry employment. According to the figures, the Texas green indus-
try represents more than 222,000 jobs, and landscape firms average 42
employees per firm. The majority of these employees are in the general labor
category. In addition, the survey said landscape firms expect an increase in
their labor force by as much as 30 percent throughout the next five years.
Economic value also was measured, evaluating the difference between
sales revenue and purchased input costs, including employee
wages and benefits values, owner’s compensation, dividends,
capital outlays and paid business taxes. Texas' greenindustry’s
economic value totaled $6.46 billion.
Though consolidation continues, the number of landscape
firms in Texas has increased, the survey said. Approximately 70
percent of total survey respondents are landscape contractors.
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IMPEDE THE SEED.

WEEDS NEVER SEE THE LIGHT OF DAY.

Lurking just beneath the surface are thousands of
tiny weed seeds, threatening to ravage lowns and
estoblished ornamentals. Fortunately, Pendulum®
preemergent herbicide stops more than 40
broadleaf and grassy weeds dead.

Pendulum is o proven performer, offering well over a decade
of unsurpassed, season-long control and unmatched value to
maximize your profit margins.

It's a combination that's earned Pendulum a higher
satisfaction rafing from LCOs than any other preemergent.*
To learn more about how Pendulum can make sure weeds never
see the light of day,

call 1-800-545-9525, m g
e~ {(( @
www.turffacts.com.

Always read and follow label directions.

BASF
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LOOKED LIKE THE

IT TAKES A LOT OF MEN AND EQUIPMENT TO MAKE THINGS LOOK BEAUTIFUL. AND NATURAL.
ON SCHEDULE. WE PLAN CAREFULLY. AND WE WORK WITH THE BUILDERS TO COORDINATE OUR
EFFORTS. BUT OUR BIGGEST ASSET IS OUR IRONCLAD COMMITMENT TO GETTING IT RIGHT.

WI'IAT LINE OF WORK ADE YOU IN? SO AIIE WE

CLOCKWISE FROM LEFT:'SUPER DUTY F-250; SUPER DUTY F-350:
SUPER DUTY F-750; SUPER DUTY F-550 STAKE TRUCK

For:more info, call 1-800-FORD-15 or visit www.commtruck.ford.com




_ Market Trends

(continued from page §)

A majority of the responding contractors
~ 77 percent - have raised or plan to raise
2001 prices to offset the increasing fertilizer

costs. Most of the contractors in this group , )
BrOUF Bob Woeods was named president of Syngenta Corporation for the

United States. The company also named Helri Gugger head of
Syngenta Crop Protection for North America and Ed Shonsey was
named president and chief executive officer of Syngenta Seeds

Dan Klindera was promoted to vice president of Autumn Tree
Care Experts

Scotts Lawn Service welcomed Dom Reossi to its management team
as eastern regional manager

Green2go named Robert Shoelson meichandise manager for
general products

Eric LaFleur is a new partner at Irrigation Consulting. LaFleur will
oversee operations at the North Carolina office and handle the firm's new Woods (top),

are shooting for 3 to 4 percent price increases
throughout the next year.

“While most members are raising prices
across the board, some are increasing prices
for new customers only or raising prices
slightly higher for new accounts than for
existing ones,” Andrews said, pointing out
that those contractors who aren’t raising
prices either are pre-ordering a larger prod-
uctquantity, feel comfortable with their prices
and are absorbing the increase or feel that the
fertilizer price increase is temporary and the

extra money they spend on supplies will cor-
: Y Sk P Havener Enterprises appointed David Bynum to national sales and marketing

representative for the Mower Sulky and Trimmer Guard product lines
James Kelley was appointed to district sales manager for Landscaperts Supply
RBI Co. promoted Heather McGonigle o Human Resources Manager,
Simplot Partners named Nick Spardy. David Schermerhorn 2nd John
Maggiore 10 its management team.

rect itself after prices drop.

Rising fertilizer prices also have influ-
enced product supply and availability, ac-
cording to 86 percent of the survey respon-
dents. “Some contractors said suppliers had
backed out of already quoted prices, mean-

(continued on page 14)

business development Kelley (bottom)

We make over

800-747-2132

Customer Service

100 East Lee Road * P.O. Box 122
Lee, lllinois 60530
www.ffcattachments.com

USE READER SERVICE #10
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TOO WET, TOO SOFT

Lv' AR o

T e
HAZARDOUS OR
HARD-TO-MOW SITES .

Minimize
Peak Season

EviBArk

Tor! and Ornsmental Growth Regulato

T CONTONTE: OME GALLON

Mowing Pressure

Your most severe mowing pressure occurs
during just a few weeks of the year. Shifting
down to a slower rate of vertical growth during
the peak growing season can mean big savings
for you.

Apply EMBARK® Turf and Ornamental Growth
Regulator after initial green-up and slow the
growth to provide a 4 to 6 week cushion for you
and your mowing schedule. And after the PGR

Questions? Let’s Talk

1-800-821-7925

www.pbigordon.com

EMBARK is a trademark of PBI/Gordon Corporation

expires, you'll notice enhanced color and vigor
as stored energy is released.

Remember, EMBARK is the economical PGR
making it a highly-valued trade secret of turf
managers and landscape contractors who have

built their reputations on efficiency and
dependability. Get in on the secret: EMBARK!

ALWAYS READ AND FOLLOW LABEL DIRECTIONS.

G PbLI /cordon
corporation
An Employee-Owned Company

£1999, PBIGordon Corporation 3/2001

USE READER SERVICE #113
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(continued from page 12)

ing if they did not agree to the increase, ‘No
sale.” Andrews said. “Others cited that sup-

pliers were only willing to quote on products
CALABASAS, Calif. - When Environmental
Care first appeared on the cover of our pages

already on hand, but not products ordered
for future delivery. Some contractors pointed
out that only fertilizer with a high urea con- in 1992, it was a $58-million company with 20
tent was in short supply, but that anything locations in seven states. This year, the com-
else was readily available. Others said that pany expects to generate about $185 million in
revenue from 57 locations in 17 states. After

Bruce Wilson steered the ECI ship for 20

any shortage had been offset by early order-
ing for 2001, which they believe their suppli-

ers will honor.” years, Richard Sperber assumed the presi-

Onthe' )\ / = =

www.ﬂlorn'onlunduape.com
The Lawnmower Shop - www.ThebkawnmowerShop.com
A Neater www.aneaternature.com
Rittenhouse Sprayers - www.rittenhouse.ca

James River Iirigation - www.jamesriverirrigation.com

dential helm last year
while Richard’s father,
BurtSperber, continued
as president of ECl's
parent company, 52-
Thomnton Landscape year-old Environmen-
tal Industries. Ell, with
Nature. Inc its subsidiaries (Envi-
ronmental Colf, U. S.
Lawns, Valley Crest, Val-
ley Crest Tree Co.), now
To announce a new Web gite, e-mail nwisniewski@lawnandlandscspe.com Surpasses a half-billion

dollars in sales.

Lawn & Landscape recently caught up with
Richard to find outhow the industry’s largest
independent company views its future, as
well as the future of the industry. Not sur-
prisingly, he is confident that ECI will con-
tinue to grow, thanks to an organization-
wide focus on three goals. “We focus on three
areas: delivering superior customer care; re-
cruiting, training and retaining the finest
people in the industry; and producing steady
and strong profits,” Sperber related.

Describing his role as “someone whose
job is to keep reminding everyone else about
our goal,” Sperber is focused on developing
the company’s 3,000 employees. “The most
important thing we're doing is investing in
our people at the branch level with our new
EIl University,” he said. “This represents a
$1.5-million investment to train everyone
from the account manager level up inasix- to
eight-month-long program that provides a
mix of classroom, Intranet and hands-on
learning,” he explained.

While ECI's acquisitions have made re-

(continmued on page 16)

Ride-On Spreader Sprayer $4,250.%
Can You Afferd to Buy This s Machine?!

That increases production

AT LEAST 20%

Or we buy it back @110%!

Can You Reang fford

www.ride-onspreader.com

USE READER SERVICE #11
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///// . 1-800-895-4589
www.landscapersupply.com

la n d S ca pe ['S America’s Premier Supplier of

Grounds Maintenance

up p y Equipment, Engines,

Where The Pros Shop! Parts & Accessories

DARE o COMPARE /7 7
NEW SEASON:!

«; 7 " 4/54/ y
ey Nlower Packages

Zero Turn Rider, Trimmer Gear Drive Mower &
& Blower PacRage Trimmer/Blower Package

As Low As

As Low As

'a499"

HOHLER Command Rotary Blade Magnum Gator Single
Vertical Shaft Grinders Muicher Blades Wheel Sulky

15HP OHY /7o
) The Best Mulcher Just Got Better!

Fits All Walkbehind Mowers

Model # 4475000

Original Style Your Price Only

ss? ... 560.99 1/2 HP $169.99

Buy 2+ $549.99 Part No. Yoor Price
675156 . ..328.99

k USE READER SERVICE #115




(continued from page 14)

cent news, these are people-driven deals,
Sperber noted. “Expansioninto new markets
takes place for two reasons: our customers
want it and our people require it,” he as-
serted. “As we train people better, they want
more opportunities. Our people dictate how
we grow and where we grow to. Now we're
helping them grow faster.”

Despite signs of a softening economy,
Sperber remains confident that landscape
contractors will enjoy continued prosperity.
The challenge will be dealing with clients
whohave higher expectations. “Because cus-
tomers are more demanding, fewer compa-
nies will remain attractive options as a ser-
vice providers,” Sperber noted.

Companies that focus on their people
will remain competitive industry players,
however. “We all use and have access to the
same equipment and materials, and we're all
impacted by the same weather. So we're
playing on a level playing field,” Sperber
observed. “The only difference between us
and any other company is our team.”

The Scotts LawnService franchise listed in a sidebar to the cover story in the
February 2001 issue is in Orange County, N.Y., not Orange City, N.Y.

IN THE NEWS
Dow to Acquire
Rohm & Haas

INDIANAPOLIS - The steady stream of con-
solidating pesticide manufacturers contin-

ued with the announcement that Dow
AgroSciences will acquire Rohm & Haas, as
the turf and ornamental market assumes an
increasingly important role for these compa-
nies as agricultural markets soften.

“We are delighted with the proposed ac-
quisition of the Rohm & Haas agricultural
business, which includes its prominent fun-
gicides, insecticides and herbicides,” said
Charlie Fischer, Dow’s president and chief
executive officer. “These product lines
complement and enhance our portfolio ...
products for specialty crops as well as turf
and ornamental businesses.”

Although federal regulations prohibit
Dow employees from disclosing details until
the deal closes in the middle of the second
quarter, the company is excited about the
additions of Rohm & Haas’ Eagle fungicide
and Dimension herbicide. In addition, Dow
acquires Rohm & Haas’ position in the joint
venture RohMid, which owns the insecticide
Mach-2 with BASF.

“Seeing our CEO specifically mention the
T&O business tells you that this deal wasn’t
just made for specialty crop reasons,” added
Scott Eicher, senior product manager at Dow
AgroSciences, adding that many basic pesti-
cide suppliers are focusing more attention
on non-agricultural markets now. “If you
look atthe global agricultural business, you'll
seeit’s either flat or contracting 1 to 2 percent
annually. Where are the companies that sell

(continued on page 18)

ARE YOU READY TO GROW
YOUR BUSINESS?

Join forces with the best known name in lawn care.

® Complete training and support
® Exclusive territories
* Financing available

Scotts LawnService

* Effective sales/marketing programs

LawnService

For a FREE OPPORTUNITY KIT call...
9037/644-7297

14111 Scotts Lawn Road  Marysville, OH 43041
www.scottslawnservice.com

Call NOW &
SAVE $$%
All Year
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SPOT REMOVER

Nothing hits the spot for dollar spot control Tank mix it with any other fungicide for

and other diseases of turf and ornamentals, like - comprehensive control. SysTec 1998 controls

SysTec 1998®. It is the most effective broad spectrum dollar spot, fusarium blight, brown patch, anthracnose and
systemic fungicide for curative and preventative control. others and provides on the spot systemic protection that
It also affords the best protection for the money. Use it keeps working for weeks after application. SysTec 1998 —

as a foliar spray or drench treatment,

flowable and WDG formulations.

SysTec 1998 gets the job done.

Sy‘gT 199 8® it's spot remover packaged in a handy
BODO.6 2

1 .52 08
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(continued from page 16)

into that market going to get new sales?
They're looking more at specialty businesses
like T&O and pest control.”

And the consolidating probably isn'tover.
“The six largest suppliers have annual sales
from $3 billion to more than $6 billion, the
next largest company is at $500 million, and
there are about 10 manufacturers at that
level,” Eicher observed. “Manufactuers need
to have enough critical mass to afford basic
research and development for products as well
as provide products with regulatory support.”

Jeff Jetton, Rohm & Haas’ business com-
munications manager, agreed, explaining
that pesticide manufacturers are finding suc-
cess harder to come by today. “You have to
have a critical mass to compete in this mar-
ketplace,” he observed. “If you cant com-
pete at that level, the best thing for you to do
is get out of the business.”

“I'm not sure when the consolidation will
end,” Eicher added, “but I wouldn’t be sur-
prised to see more deals in the next 24 months

between companiesinthetopand second tiers.”

Protect your garden
with the most effective
animal repellent, guaranteed

# Repels Deer, Rabbits, Tree Squirrels, Voles efc.
» Safe for Food Crops, Plants, Bulbs etc.
# Odor & Taste Barrier —

TO ENSURE

that your
meeting date is
published, send
an announce-
ment at least 12
weeks in
advance to
Lawn & Land-
scape Calendar,
4012 Bridge Ave.,
Cleveland,

OH 44113.

# Long Lasting Weather-Resistant

WWW.dQG‘I"O“.COﬂ'\

1.800.333.7633
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Dual Protection
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MAY S, 16, 19 CLP Interior and Exterior Exam, San Marcos, Texas,
Charlotte, N.C., and Dallas, Texas, respectively. Contact: 800/395-25622
MAY 19-23 American Society of Irmgation

National Conference, Savannah, Ga. Contact: 925/516-1124

JULY 12-18 American Nursery and Landscape Association Annual
Conference, Cleveland, Ohio. Contact: 202/789-2900

JUI.Y 19- 22 Assoc I I

Consultants Annual

tors of America Summet

padership Meeting, A : Fla. Contact; 800/395-25
JUI.Y 15 ()hlo Florist's Axaoualmn Short Courbe buluml)us Ohio
Contact: 800/395-2822
JULY 20-22 Outdoor Power Equipment/Lawn & Garden Show

Louisville, Ky. Contact: 502/562-1962

JULY 24 Midwest Rt.glonal Turf Field Day, West Lafayette. Ind

Contact: 7656/494-8039 1
JULY 2"25 Nebraska Nursery & Lan ‘;.‘I&‘.’i;" Association Summer Field
Day, Bellwood, Neb. Contact. 816/233-1481

AUG. 1 Maqsadms@m Lemﬁed Horticulturist Exam, Waltham, Mass.
Contact: 413/369-4731

AUG. 10-12 Northeast Organic |
Conference
AUG. 17 ALCA Design/Build Conference, Atlanta, Ga. Contact: 800/
395-2522

arming Association Annual Summer

Amherst, Mass. Contact: 978/355-4046

SNG
Equipment

Plain City, OH

The Lawn Caddy

3 Models Available l
Moble Spread and Spray Unit

Great on Hills

The Lawn Caddy Pro

Call Today for a Free Video

Phone:614-873-3719
WWW.gosng.com
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TO VIEW a comprehensive list of industry
events, visit www.lawnandlandscape.com/events.

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

AUG 21 Comell University Field Day, Ithaca, N.Y. Contact: 607/255-1792.

AUG. 29-SEPT. 1 CalScape Expo, San Diego, Calif. Contact: 707/462-2276.

SEPT. 9-11 ANLA Legislative Conference, Washington D.C. Contact: 202/789-2900.
SEPT. 14-15 WALP Certified Landscape Technician Testing, Spokane, Wash

Contact: 800/833-2186.

SEPT. 15 CLP Interior and Exterior Exam, Cleveland, Ohio. Contact: 800/395-2522.
SEPT. 18-19 Virginia Tech and Virginia Turfgrass Council Turfgrass and Landscape Field
Days, Blacksburg, Va. Contact: 540/231-5897.

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

OCT. 3 Washington Landscape Trade Show/Field Day, Puyallup, Wash. Contact: 800/833-2186
OCT. 3 CLP Interior and Exterior Exam, Austin, Texas. Contact: 800/395-2522.

OCT. 10-1 1 Southern California Turfgrass Council Turfgrass Landscape and Equipment
Expo, Pomona, Calif. Contact: 800/500-7282.

OCT. 10-1 1 California Association of Nurserymen Western Nursery & Garden Expo, Las
Vegas, Nev. Contact: 800/748-6214.

OCT. 12-13 Plant Health Care, Inc. Plant Biology Workshop, Frogmore, S.C

Contact: 888/290-2640

OCT. 14-17 Atlantic Seedsmen's Association's conference, Annapolis, Md.

Contact: 814/237-0330.

Market Trends

HISPANIC LABOR
Proposed H-2B Bill
May Increase Visas

WASHINGTON - The Essential Worker Im-

migration Coalition is devising a bill that
could raise the annual cap on H-2B visas and

create short- and long-term visas, replacing
seasonal and peak-load limitations.

The bill, which largely mirrors the H-2A
agricultural guest worker compromise of
2000 that narrowly failed passing in Con-
gress, could raise the visa cap from the cur-
rent 66,000 to 120,000, and generate six-month
and eight- to 10-month visa programs.

The proposed bill also includes an earned
status adjustment provision for landscape and
other service workers, according to the Ameri-
canNursery & Landscape Association (ANLA),
a member of the coalition.

The coalition is searching for support of this
program while pinpointing chief House and
Senate sponsors. For more information, con-
tact ANLA’s Anthony Bedell at 202/789-1893.

(continued on page 24)

SPRAYER PART S DEPOT
"The Best For Less "

a8 ... =

Fax Numl ‘ e Call Toll Free 800 228 0905 To Order
305 255 2364 L0 = or Request Our 200 Page Parts Catalog

Pressure Gauges
$16.50

HANNAY HOSE REELS
172" Swivels From * $24.50
Replacement 12Volt Hose
Reel Motors * $140.00
Reel Switches * $6.50

JD9-CT Spray Gun * $96.50

Discounts on all Hypro, Comet

and Udor Diaphragm
Pumps.

SSC Plastic‘ Lawn Gun
* $49.95 (Less Tip) SAVE $
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When you've got grubs in the ground, you’ve got grubs on the brain. And MERIT" Insecticide is the
best way to remove them from both places. See, when you apply MERIT, you get complete grub control
through the fall. Guaranteed. Get the highest level of grub protection around, and get grubs off your mind.

ALWAYS READ AND FOLLOW LABEL DIRECTIONS © 2001 Baver Corporation Printed in U.S.A. 01S19A0252 Program not available in California.




M%. ‘ " GUARANTEED
‘

TO CONTROL

GRUBS

FROM THE

GROUND
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.
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Limited guarantee. For complete information, contact Bayer

Corporation, Professional Care, Box 4913, Kansas City, MO - Bayer @
64120. Or, call (800) 842-8020 or log on to BayerProCentral.com. —_—
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(continued from page 21)

IN THE NEWS

Senate Votes to Kill
OSHA Standard

WASHINGTON, D.C.-The U.S. Senate voted
againstOSHA’s controversial ergonomics stan-
dard designed to prevent workplace injuries.

Voting 56 to 44, the Senate approved the
proposal to scuttle the ergonomics rule, which

could force employers to redesign
workspaces and compensate workers for re-
petitive-motion injuries. The proposal is now
at the House, where approval is predicted.
The Senate vote was a major victory for
business groups that argued the rule, partly
due to compliance costs, which were pre-
dicted to reach nearly $100 billion. For orga-
nized labor, which supported the rule as the
broadest workplace reform ever ordered by
the federal government, it was a big setback.
The Senate resolution not only invali-
dates the standard, but prohibits OSHA from
ever reproposing a regulation that is sub-
stantially the same again.

The Ohio Turfgrass Foundation will celebrate its 40™ birthday on April 24.
The organization held its inaugural meeting in Wooster, Ohio, on March 23, 1960, and
after several gatherings, the group formalized on April 24, 1961, and George Hammond
was elected its first president. Since its founding, OTF has contributed more than $3.3
million in research grants and more than $300,000 in scholarships.

Associated Landscape Contractors of America named Landon
Reeve, president, Chapel Valley Landscape, as the 2001 recipient of the ALCA Land-
scape Service Award. The award recognizes individuals who have demonstrated com-
mitment and service to the green industry. A formal presentation was made at the re-
cent annual Executive Forum in Tucson, Ariz.

Texas Nursery & Landscape Association announced its new board
of directors and granted honorary lifetime membership status to George Tereskovich,
professor emeritus at Texas Tech University, Lubbock, Texas. New state regional di-
rectors are Floyd Trammel, Sam Weger, Charles Britton and Jon Klement. Business di-
rectors are Jack Davis, Bob Cartwright, Mark Baxmann and James Wilhite. Chairman
elect is Rick Archi and Tom Mikulastik will serve as chairman of the board. Continuing
on the board are state regional directors Tom Dickerson, Bill Brown, Paul Tomaso and
Don Legacy, and continuing as business directors are Mike Branch, Dan Davidson,
Mark Harris and Michael Bracken. Kent Langlinais will serve as out-of-state director.

Accepts ball,
pintle or weight-
distributing mounts

Extends 7"

- Eliminates the Yo-Yo Effect

swings 12 Makes Your Trucks Last Longer!

This unique spring-cushioned hitch absorbs the push/pull of towing,
paying for itself in the wear and tear you'll save on the transmission,
differential, brakes, suspension and frame.

Improves Productivity!
Reduces Workmen’s Comp Claims!

Why compromise safety? Call today for the
distributor nearest you and make it Quic 'n Easy!

+ Built Tough for Safe, Steady Towing
The Quic ‘n Easy is a tough, brawny hitch that tows safely from your
truck’s frame - up to 14,000 Ibs. weight carrying and 1,200 Ibs. tongue
weight! (without weight distribution system)

RECEIVER HITCH BY
DMl is a Business Unit of UTP, Fort Wayne, IN.

+ Make Towing Quick and Easy
Just get close and move the receiver to your load! No need to struggle
lifting tongues, pushing trailers, or repeating attempts!

Call United Truck Parts @
1-877-887-7278

for a distributor near you.

+ Also the Quic ‘n Easy combo gives you a choice of either a square tube
or the solid towbar.
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NEW YORK STATE NEWS

Industry Fights
Notification Law

Even though the 48-hour notification law took effect in New
York on March 1, a coalition of 20 industry groups is still
fighting by filing suit against three counties in the Empire
State that adopted the law, claiming it violates the State

Environmental Quality Review Act (SEQRA).

Under SEQRA, proposed legislation that influences public
health or the environment cannot be passed without complet-
ing an environmental impact study. The coalition claims that
neither the state nor the counties that adopted the notification
law followed this procedure before passing it. Therefore, the
coalition requested an injunction from the state court.

While the coalition’s request for an injunction was denied
in early March, both parties” argued the validity of the law and

the assertion that SEQRA was violated because no environ-
mental study was done on March 18. At press time, however,
the court had yet to make its ruling.

Thelegislation, which requires 48-hour notification to neigh-
bors within 150 feet of properties scheduled to be sprayed, was
enacted as a statewide law, but legislators granted individual
counties adoption rights. However, the counties weren't al-
lowed to modify the law. So far, Suffolk, Nassau and
Westchester counties have adopted the law and are named in
the pending suit.

Richard Brodsky (D-Westchester), the state assemblyman
who proposed the legislation, said he believes the coalition’s
claims are unfounded. “I'm not so sure I understand what
environmental research they feel wasn’t done,” Brodsky said.
“This thing was carefully considered for a couple of years and
widely debated. This is well thought out and will be successful.”

Fred Langley, manager of state and government relations
with Responsible Industry foraSound Environment, explained
that counties will likely review the costs associated with
enforcing and managing before deciding to adopt it.

“They want to see what happens in other counties and if the
state changes its position about placing the burden on the
counties,” Langley commented.
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_ Breaking News

MANAGING THE LAW. Each violation of
the law carries a $1,000 fine. But with county
resources already stretched to the limit, who
will police the law?

Michael Bellantoni, executive director of
the New York State Turf and Lawn Associa-
tion, claims that this law is not only difficult
to enforce, but also will cause administrative
headaches for involved parties.

The State Board of Health asked the De-
partment of Environmental Conservation
(DEC) to help enforce the new law, he said.
Bellantoni predicts problems will arise when
someone sees their neighbor’s yard being
sprayed and calls to report that they haven’t
been notified. He said, most likely, the situ-
ation will not require notification and the
DEC will lose money and time.

Brodsky disagreed. “Ithink giving people
notice isn’t particularly difficult,” he said.

Lawn care operators have already alerted
their customers to price hikes resulting from
the new law. A Cornell University study
found that it can be anywhere from $39.95 to
$188 per account, Bellantoni said.

ALTERNATIVES. Many in the industry
agree that notification is an important issue,
but feel there are more effective alternatives.

The most popular idea among those in
the industry is a voluntary registration sys-
tem where people who want notification
when their neighbor’s lawns are sprayed
will sign up to receive it

“Theindustry isin favor of it because any
person who wishes tobe notified candoiton
a voluntary basis,” Bellantoni said.

This registry was firstestablished in Con-
necticut, and it generated a high level of
positive public response. “At first, the regis-
try was 1%2inches thick, but after a $5signup
fee, it dwindled to 10 pages,” Bellantoni said.

“The impact of this law is that it blow
integrated pest management (IPM) out the
window," he continued. “It becomes impos-
sible to use IPM with this law.”

While the industry and legislators swap
arguments, the court ultimately will decide
how this issue plays out in New York.

Larry Wilson, government affairs chair-
person for the New York State Turfand Land-
scape Association and chairperson of the in-
dustry coalition, said although they have
received a lot of support, there’s no way to
predict the end result.

“We're all holding our breath. Our attor-
ney has done extensive research and thinks
we'll win the first round,” Bellantoni related.

Because there are so many consequences,
otherstates are likely to pay close attention to
the outcome of this case as well. “Just like the
blower ban that started in California - it's an
epidemic,” Bellantoni said. — Cheryl Green

The author is Internet Project Manager for Lawn
& Landscape Online.

The cast of fighting a legal battle such as this is enormous. Therefore any contributions, whether
they be financial or otherwise, are being accepted. Please contact Michael Bellantoni at 914/948-
6468 or Lamry Wilson at 914/588-5500 if you or your organization is interestad in helping.
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Reduce your equipment costs and increase profits with the Galbreath
U9 Hook Hoist. It turns one truck into a multi-use vehicle. With a
9,000-Ib. capacity, the U3 mounts on smaller trucks

that don't require a CDL, saving you added

labor costs. For bigger jobs, Galbreath
Hook Hoists are also available in 13,000
through 60,000 Ib. capacities.

Gaibreath

A WASTEQUIP COMPANY

Call us at 1-800-285-0666 or visit our
web site at www.galbreath-inc.com
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.\) Quality you can rely on

KKOMATSU Utility Equipment
“Setting the Standard”

The World Leader

In Compact Excavator

Production TEN COMPACT EXCAVATORS FEATURING:

Flywheel Horsepower:  13.8 HP - 69.0 HP
Max. Digging Depth: 6'3" - 13'11"
Operating Weight: 3060 lbs. — 16,470 Ibs.

TIGHT TAIL SWING AND
| COMPACT EXCAVATORS FEATURING: T e

* HydrauMind Systems Oprional Equipment
¢ Proportional Pressure Controlled

(PPC) Joysticks
® Rubber Track

¢ Easy Maintenance

To learn more about these and other Komatsu Utility Corporation products visit us at www.komatsuutility.com

440 North Fairway Drive ® PO. Box 8112 KOMATS u =
Vernon Hills, IL 60061-8112 * (847) 837-3068

www.komartsuutility.com Utility C Orporation
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COMPENSATION PACKAGES

Is Your Price
Right?

Supply and demand economics dictate that the price of

landscape employees will continue to climb as long as
they are in such short supply. The lack of qualified
supervisors and managers, in particular, has forced con-
tractors to reevaluate how they compensate their em-

ployees in order to attract them.

One trend gaining momentum is providing employ-
ees who go above and beyond the call of duty with paid
time off work, observed Larry Fish, president,
GreenSearch, Atlanta, Ga. “For example, a lot of contrac-
tors hustle to get work done in May before the heat really
getsbad,” he explained. “Maybe a company that asks for

a lot of hours in May will reward the employees by giving
them a day off in June when the workload is a little lighter.”
Contractors’ compensation creativity is most evident,
however, when they start offering variable compensation,
Fish noted, adding that more companies are going this
route in a dual attempt to attract key employees and drive
growth. “The most controllable cost on a profit-and-loss
statement is labor,” he noted. “If there’s a way to reduce the
fixed element of that line item and tie that expense to the
company’s performance, then everyone should win.”

Essentially, companies using this approach tie a portion
of their managers’ salaries and bonuses to the performance
of their area of responsibility in the company. Paying
employees this way could actually result in paying more
dollars, but only if the company hits the desired goals.

“This way, the irrigation manager is motivated to grow
his division or maximize profitability, depending on the
goal set at the beginning of the year,” Fish explained.

For the most part, this variable compensation model has
been limited to the upper management of landscape com-
panies, but Fish noted that some companies have offered
foremen or crew leaders similar earnings opportunities.

Meanwhile, Fish cautioned employers to steer clear of
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LIL BUBBA CURB MACHINE

by The Concrete Edge Co.
(800) 314-9984 (407) 658-2788 www.lilbubba.com
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We've Got You
Covered...

AICAN ARBORIST

Call for a free 130-page catalog
800-441-8381 fax: 610-430-8560
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discretionary bonus programs. “More people
pay their foremen, technicians and so forth
with discretionary bonuses based on how
much the company has left over at the end of
the year, but this creates inherent employee
relations risks,” he pointed out. “If you pay
these bonuses on Dec. 31 one year, what

happens the next year when there isn’t any
bonus to give out because of factors out of
your control, such as escalating fuel prices?
Plus, discretionary bonuses may imply that
one individual will get more than another,
and employers will eventually have to face
the music if that is the case.”

Labor Solutions

An equally important part of total com-
pensation is the benefits package that com-
panies offer.

As employees climb the organizational
ladder, company cars and even retirement
programs become more common, according
to Bob Zahra, general manager, Floraper-

sonnel, Sanford, Fla, adding that this indus-
try offers relatively small benefits packages
compared to other industries.

Fish noted that most employers offer a
benefits package that includes employer-
sponsored health insurance or access to a
similar program. “Most employers with 25
or more employees procure a program they
can offer employees and eligible depen-
dents,” he added, “although most employ-
ers require a portion of the premium to be
born by the employee.”

While vacation days are commonly of-
fered, Fish said generally only large compa-
nies offer paid sick days. “Smaller compa-
nies forgive the absence or charge the day
against another accrual.” — Bob West

A s important as a paycheck is to people, Bob Zahra, general manager,
Florapersonnel, Sanford, Fla., cautioned employers not to assume money is
the most important reason people take or leave jobs.
¥ “Salaryis about fourth on the list in terms of important reasons people take a job,” Zahra
noted. “First, people want to work in a company where they feel as if they are making a
contribution and they are appreciated for that contribution. Second, people want to be
recognized by their peers for their contributions and held in esteem for them. Third, people
want to be in a geographical area they like."”
If all three of these criteria are met, Zahra said compensation becomes less important
to individuals. “On the other hand, if any one of those three begin to falter, then you might
see someone think about making a job change,” he warned. - Bob West

The Big Picture

LEIT Powered

The LEIT® 4000 and 4000E are the most
advanced “light powered” water manage-

| Alternative Power

* Quality * Reliability ment irrigation controllers. The LEIT 4000
* Features * Performance series controllers are easy to use with a fast
* Price * Warranty menu base and straightforward

programming. Features include independent
programs for each valve, monthly budget,
rain delays, and status reports for past and
current months. Compact design and time-
tested photovoltaic module harness the
energy of ambient light to power the unit
day and night in any kind of weather.

* Operate multiple stations and a master
valve or pump start without AC hookup,
batteries or conventional solar panels.

* Compatible with most brands, styles
and sizes of valves.

* Custom programming with 7-day
calendar.

* Four independent programs per valve and
three start times per program allow
mixed irrigation

* Program flexibility

Battery Powered

DIG 510.xxx and 540.0xW$S
single and four station
controllers are completely
waterproof. Providing a long
list of features, including
four start times per day,
durations as short as one
minute, an AM/PM

clock and weekly or cyclical
programs. Powered by two [/
9 volt batteries and
supported by a three year
warranty, series 510/540
controllers are truly unique
in their class.

Vo

You make the choice! &

For more information
1-800-322-9146

IRRIGATION PRODUCTS

email: dig@digcorp.com
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THE SNEEZE SOLUTION

Creating Allergy-
Free Landscapes

Spring has arrived and so has allergy season - a time that
many landscape clients dread. This can change by creating
allergy-free gardens to ease their suffering while still beau-

tifying the landscape,

The sex of your plants is the most important consider-
ation when creating an allergy-free landscape. Male trees
and shrubs shed huge amounts of airborne pollen intended
to reach the females. When females are not nearby, the
pollen reaches sinuses instead.

Modern landscapes are loaded with male-only trees
and shrubs, including ash, poplar, willow, cedar, juniper,
cottonwood, mulberry and xylosma, among others.

Landscape contractors favor the male species because

they are “litter-free,

meaning they produce no seeds,
seedpods or fruit. But these
male plants do produce “lit-
ter,” or pollen, which often
triggers allergies. Female trees
and shrubs, on the otherhand,
produce flowers, seeds and
fruit, but they do not produce
or shed pollen.

In nature, there is a bal-
ance between males and fe-
males, with roughly 50 per-

cent of each sex present. In urban landscapes, however, the
ratio is typically 90 to 95 percent male and 10 percent or less
female. With some urban landscape species, male clones
now represent 100 percent of the landscape plants used.
The result has been a constant rise in total urban pollen
loads and a corresponding rise in the number of people
affected by pollen allergies.

Airborne pollen floats around, lands on dry surfaces
and then becomes airborne again with the slightest breeze.
Instead of landing on female trees and shrubs, the dry
pollen grains often land and stick on other moist, receptive
surfaces - our eyes, skin, mouths, throats and noses. Hu-
mans are often the most natural effective pollen traps.

FEMALES TO THE RESCUE. Planting female trees and
shrubs is the best way to avoid free-floating pollen. Female
plants are nature’s “air-scrubbers,” trapping ambient pol-
len grains and leaving the surrounding air free of allergens.

Since airborne pollen is negatively charged, and female
plants are positively charged, the two are attracted to each
other. Female flowers also stand up in the wind, attracting
and absorbing male pollen.

Still, whole communities do not need to plant allergy-
free landscapes to notice a decline in allergy problems.

Pollen dispersal tests on typical landscape trees such as
oak, maple, birch and poplar have consistently shown that
more than 99 percent of the source plant’s pollen falls out
and sticks within 30 feet of the plant’s drip line. Pollen
scientists estimate that an allergenic, pollen-producing tree
within one yard will expose you to 10 times the amount of
pollen as the same tree planted down the block. The closer
the source, the greater the total exposure.

Avoidance is the real key with allergies. In yards with
highly allergenic, heavily pollinating trees and shrubs,
allergy-sensitive clients may be inhaling a high number of
pollen grains with each breath of air at certain times of
bloom. This means the areas immediately around homes or
office buildings are important zones to

RPN S Y protect by planting female trees and
(top) and Cedrus deodara shrubs.

Other points to consider are diversi-
Deodar Cedar (right) are fying your client’s gardens to avoid
overexposure to any single species, and
examples of a female and pay attention to which tree, shrub or
plant species are highly-allergenic.
male tree, respectively. ~ Thomas Ogren
FPhotos Dkoisas Ogrm The author wrote Allergy-Free Gardening.
Reach him at tloallergyfree@earthlink.net.
Foralisting of allergenic and non-allergenic
trees, check out this article with the April
issue of Lawn & Landscape at

www.lawnandlandscape.com.
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TURFGRASS REPORT

Avoiding Herbicide Resistance

Combining herbicides with timely cultural manage-
ment practices has significantly contributed to the
overall aesthetic quality of turfgrasses. Yet over the
years; these turfgrasses have developed a resistance to

some herbicides.

HERBICIDE RESISTANCE HISTORY. Herbicide
resistance has been slower to develop, or to manifest
itself, than insecticide and fungicide resistance. Pos-
sible reasons include: a) weeds normally complete
only one life cycle per year, b) weeds are not as mobile
as insects and disease pathogens, c) crop rotations
utilize different herbicide families and mechanical
cultivation is routinely practiced in most crops or d)

UL LICLAILY LLLL

certain resistant weeds are less ecologically fit than
their susceptible biotypes.

A common misconception is that continued use of
the same herbicide causes a mutation to occur, which
causes the weed to develop a herbicide resistance.
However, herbicides do not cause mutations.

Research has shown that resistant individuals are
naturally present at extremely low frequencies in a
given population of weed species. Continued use of
the same herbicide over a period of years controls the
susceptible biotypes, but increases the population of
resistant biotypes. The herbicide’s selection pressure
is analogous to a plant breeder selecting biotypes that
are resistant or tolerant to various types of imposed
selection stresses (i.e. drought, mowing height, dis-

A cut ahove other zero-turn mowers.

What kind of performance can you expect height adjustment, a
from o zero-furning mower that carries the single park lever and
Steiner name? You can expec! fremendous y win hydrostatic hand
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zero-turning mower ‘ ! access lo engine and
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25-hp ZTM325 features multiple anti- : Engineered to be the best,
scalp rollers and o high-volume deck Steiner mowers set the pace for
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The operator stays in control with i | and long-term reliability
a foot-operated electronic deck ) v Don’1 settle for anything

y less. Financing available
through Texiron Financial
Corporation
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collection system STEI N En
| A turf tractor with a different twist.
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Totally self propelled, the
BedShaper Model 900 Walk-
Behind Edger works at up to
100' per minute. With hydro
static transmission for infinite
speed control and a powerful
notched blade, this commer-
cial edger can't be beat!

* Make new beds
* Re-shape old beds
* Clean up sand traps

Work at speeds of up to 100'
per minute!

Call Our Distributor Today

For NJ, Metro NYC, For IN, KY, OH, For ME, NH, VT, MA, RI,
PA, MD, & DE M|, & Pittsburgh CT & Upstate NY
CADCO Mainline Timberland
Phillipsburg, NJ of North America Machines
Toll Free 800/942-2326 London, OH Lancaster, NH

Toll Free 866/992-5537 603/788-4738

PRO INDUSTRIES, INC.
717/738-9990« Email: bedshaper@onemain.com

Turn Cost Into Profit in Just 2 Weeks!
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The Spreader

- 180 Ib Capacity for Dry Fertilizer
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- Adjustable Rate & Patterns
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- The Best Front Mount Spreader
on the Market
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Phone: 614-873-3719
www.gosng.com

7 SENECA CREEK ROAL
NY 14224 « 716 675-7373
16 674-5334 «» BOO 816-9621

Call Today for a Free Video

eases, insects, etc.). Continued herbicide use
for several consecutive years causes a herbi-
cide-resistant population of weeds. How-
ever, this statement is true only if resistant
individuals are naturally present on the site.

CASE HISTORY. In the mid-1980s,
goosegrass resistance to dinitroaniline her-
bicides was reported in South Carolina.

A single application of oryzalin,
prodiamine and pendimethalin at the maxi-
mum-labeled rate did not control the
goosegrass. Sequential applications of these
herbicides at the same rates also did not
provide control. Additionally, dithiopyr did
not control goosegrass as a single or sequen-
tial application, because pendimethalin,
prodiamine and oryzalin are members of the
dinitroaniline herbicide family and have the
same basic modes-of-action. Though
dithiopyr belongs to the pyridine herbicide
family, it has a mode-of-action similar to
dinitroaniline herbicides.

Single and sequential applications of
oxadiazon provided approximately 90 per-
cent goosegrass control in 1993 and 1994.
Oxadiazon belongs to the oxadiazole herbi-
cide family and has a mode-of-action totally
different than the dinitroaniline herbicides
and dithiopyr. Therefore, on sites where
dinitroaniline or dithiopyr-resistant
goosegrass is present, rotation to oxadiazon
or other herbicides with different mode-of-
action than dinitroanilines and dithiopyr is
necessary to effectively control this biotype
of goosegrass.

HERBICIDE ROTATION. Annual use of
dinitroaniline herbicides for a period of sev-
eral years contributed to the development of
resistant goosegrass. Therefore, herbicide-
resistant weeds can occur in turfgrasses, and
turfgrass managers should implement an
herbicide-resistant weed control strategy in
their weed management plan.

Once resistance occurs, the only practical
option is rotating an herbicide that has a
different mode-of-action than the herbicide
previously used.

Rotating to a different herbicide in the
same chemical family is not effective, as
members of the same family have the same
mode-of-action. Also, increasing the rate of
the herbicide is not an effective option, as
true herbicide resistance is absolute and is
not related to tolerance.
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Horticulture Forum

CONTROL STEPS. For several years,
dinitroaniline herbicides have been widely
used by turfgrass managers to effectively
control goosegrass, crabgrass and other an-
nual weeds. No one can accurately predict
that resistant goosegrass will occur on every
turfgrass site. If there are no resistant indi-
viduals in a given population of goosegrass,
then the problem will not occur.

However, rather than take chances, turf
managers should practice a basic principle
of pest control, i.e. pesticide rotation. By
following thisbasic principle, turfgrass man-
agers can continue to depend on the effec-
tive, low-cost control that dinitroaniline her-
bicides have provided in the past.

Herbicide-resistant weeds are a true phe-
nomenon. Factors that contribute to their
development include: a) continued annual
use of herbicides with similar modes-of-ac-
tion, b) avoidance of herbicides with differ-
ent modes-of-action, and c) allowing herbi-
cide-resistant weeds to reseed.

Herbicide-resistant weeds are not a ma-
jor problem in turfgrasses. However, they
can become more widespread if turfgrass
managers do not employ herbicide-resistant
weed management strategies.

Management practices that discourage or
prevent, herbicide-resistant weeds are: a) us-
ing herbicides with different modes-of-ac-
tion, b) using tank-mix combinations of her-
bicides with different modes-of-action, c)
controlling weeds that escape preemergence
herbicide treatments with postemergence
herbicides that have different modes-of-ac-
tion, or d) preventing seed production by
hand roguing.

Goosegrass resistance to the dinitroaniline
herbicides and dithiopyr does not mean that
it is time to push the “panic button.” Nor
does it mean that these herbicides are no
longer effective. The dinitroasniline herbi-
cide family can provide economical annual
grass control in established turfgrasses.

However, herbicide-resistant weeds can
become a problem in turfgrasses. Addition-
ally, there is a natural tendency to continue
to use pesticides that have been successful in
the past. If turfgrass managers want to pre-
vent widespread herbicide-resistance, then
they should practice herbicide rotation.

— Tim Murphy

The author is Extension Weed Scientist at The
University of Georgia.
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additions to the

Thoroughbred Club

timing to be the

main construction

challenge for Stay

gn Nc

‘The goal of the Del Mar Racetrack landscape project
Was to set the stage for a 43-day party, which fol-
Towed the Del Mar Fair, a 15-day event that attracts
more than one million visitors to the San Diego area
each year. The 10-day window of time between the
two events was the greatest challenge. The available
manpower, delivery of products and the other ven-
dors vying for the same elevators and delivery docks

created a hectic situation.

TIMING CHALLENGES. Most of the plants and
flowers that were used in the landscape were or-
dered six months in advance. The requirement to
have them in full bloom for opening day was ex-
tremely difficult. The designers chose to install a
selection of Vinca Marigold, black-eyed Susan
(rudenbeckia), sago palm,
canna lilies, frucraya striata,
celosia and Ageratum.

The phrase, “You only get
one shot at a first impression”
is true for opening day. Once
the race meet starts, the time to
work on the landscape is fur-
ther condensed. The horses
were scheduled to train in the
Paddock area from 4:30 a.m.
until 11 a.m. In addition, the
crews needed to enter the area
and completeall workby 1p.m.,
before the gates opened.

PROJECT: Del Mar Thoroughbred Club
LANDSCAPE COMPANY: Stay Green,

Santa Clarita, Calif.

DESIGNER: Sue Ericson

PROJECT MANAGERS: Tony Angelo and
Dave Ericson

PLANTS INSTALLED: Vinca Marigold, black-eyed
Susan, sago palm, canna lilies, frucraya striata,
celosia and Ageratum

MAN HOURS: 4,700

PROJECT COST: Not available

The lawn in the Paddock was the greatest chal-
lenge. More than one million visitors had damaged
the grass only a few weeks before. Resodding the
area or even installing artificial turf had been ruled
out, said Dave Ericson, Stay Green. “Actually, there
was one year we had a cold, damp July and had to
apply green lawn paint on opening day to tempo-
rarily solve the problem.”

GRAND ADDITIONS. Stay Green crews also
installed the interior landscaping of the Grandstand
area. They installed the plants and flowers from the
main lobbies up to the 6" floor railing boxes. The
quality standards that are expected in these areas are
the highest as private director’s suites belong to
some of the wealthiest people in San Diego. The
dress codeis suits, tiesand dresses and the furniture,
food and beverage service is all “top of the line.”
Invariably, a number of last-minute project addi-
tions changed the scope of the project. The crews had
to deal with these amendments to meet their dead-

Green crews. With

line. The group sales director ordered
21 employees three new theme areas for the crews to

working on the create, including a cigar barina “Tropical

Cuban mini-forest.” Twenty-four hours

SO before opening day, the director also re-
project had a quested a garden for the horse owners
stringent 10-day and trainers.

The last-minute additions and detail-

SERALING SoRicx oriented nature of this job presented sev-

had to be met for eral challenges. The effort it takes to plan,
Mk vatetrach's procure, organize a.nd then to maintain

all the areas is considerable. Timing was
opening day.

critical to the success of this project, and
Photos: Stay Green the crews followed a stringent schedule

to meet the deadline. — Sue Ericson

The author is area manager of Stay Green,
Santa Clarita, Calif.
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A THREAT TO TURF

Seven species of

mole crickets maoy

be found in North
American turfgrass,
but only fewur of these
are considered

important pests.

Mole
Crickets

Seven species of mole crickets may be found in North Ameri-
can turfgrass, but only four of these are considered important
pests. The tawny mole cricket and the southern mole cricket
are the most damaging species. The short-winged mole cricket
occurs occasionally at pest levels. Theses three species were
introduced from South America. The native mole cricket is

considered a nuisance pest in the northern part of its range.

Mole crickets that
damage turf are found
south of the line running
from mid-North Caro-
lina through mid-Loui-
sianaand into southeast-
ern Texas. Damage con-
sistently occurs south of
a line running from
southeastern Texas
along the GulfStatesinto
southeastern North
Carolina wheresouthern
grasses, such as
centipedegrass, bahia-
grass, Bermudagrass and St. Augustinegrass, are affected. The
native mole cricket occurs throughout the eastern half of the
United States. White the tawny and southern mole crickets are
the most common and damaging pests, shortwinged and
native species have also been known to cause damage in
certain areas.

DIAGNOSIS. Mole crickets tunnel through soil like their
mammal counterpart. This tunneling breaks up the soil around
turf roots and the
turfgrass often dies due
to desiccation. Severe
damage occurs in sum-
mer months when
nymphsareactively feed-
ing on turfgrass roots.
Heavy infestations dur-
ing this period may re-
sultin large dead patches
and exposed soil. St.

Augustinegrass does not show severe symptoms of damage
from mole crickets, possibly because of its dense growth habit
and fibrous root system.

GENERAL LIFE CYCLE & HABITS. Mole crickets undergo
incomplete (gradual) metamorphosis with egg, nymph and
adult stages. Nymphs resemble adults but are smaller and do
not have developed wings. Most species have a single genera-
tion per year with adults maturing by fall, but do not lay eggs
until the following spring.

IDENTIFICATION. Four common species of mole crickets
can be identified by examining the claws (dactyls) on the front
leg. The northern mole cricket has four major claws while the
imported species have two. The space between the tibial dactyls,
either V-shaped or U-shaped, separates the tawny mole cricket

from the southern shortwinged.

Color patterns on the pronotum are also useful in separat-

ing species.

Native mole crickets have front legs showing four
claws or dactyls (left ). Insect LD. features excerpts
from Destructive Turf Insects by The Ohio State
University entomologists Harry Niemezyk and
David Shetlar. For more information on the book,
call 800/456-0707.

Shortwinged
mole crickets
have front legs
with a U-shaped
space between
the claws (left).
A tawny mole
ericket has a
narrow, V-shape
between its two
large claws

(below, right).
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Can you give me some ideas on managing my business = ! ;
In addition to serving the in-

dustry as a consultant and
speaker, David Minor is the
William M. Dickey Entrepre-
neur in Residence and direc-
tor of the James A. Ryffel
Center for Entrepreneurial
Studies at Texas Christian
University in Fort Worth,
Texas. Prior to joining TCU,

as the economy slows down?

This is a situation that seems to be developing for many
business ownersatthis time. The stock market is in “bear
countty,” which triggers a slowdown in the economy,
and hence spending for many of the services landscape
professionals provide:

Ingeneral, a keyat this point is not to overextend your
payroll capacity or create burdens that cannot be met

during a recession. Too many contractors think that the

next job is right around the corner and don’t concern

themselves with overextending capacities. However, ; ; L ; .
g § cap £5,8 David was the president of Minor's Landscape Services, a $12-mil-
overextending often causes contractors to bid jobs below

a profitable level just to meet the fixed expenses they lion, former INC. 500 award-winning company he founded in 1978
created for their businesses. and sold to TruGreen-ChemLawn in 1998. Readers with questions

Before you get into this situation, examine your per- for Minor can fax them to Lawn & Landscape at 216/961-0364 or
sonnel issues. Often, during an economic downturn you

e-mail them to bwest@lawnandlandscape.com.
(continued on page 41)
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Short on Labor?
Let S.I.L.C. take care of the Labor part for you

65 Gallon to 1650 Gallon.

Whether large or small, we
have the Hydro Terra Unit
that is just right 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

Multi-Use Hydroseeder
Mulch - Seed - Fertilize
De-Ice - Root Feed

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
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Please Call Us at 979-245-7577 Hydroseeders by s :
A : » uick Attach Unit

to receive your no obligation Hydro Terra Products for Skid Loader

information packet. Wichita, Kansas Also Available
800-497-2565

www.SILC-H2B.com
316-821-9900

Member National H2B Users Association www.hydroterraproducts.com

eH2B s H2B ¢ H2B * * H2B * H2B * H2B * H2B * H2B www.hydroterra.eboard.com
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Chart a Course for Success
in the 215t Century

s we embark on the 215t century,
turf and ornamental professionals
enter a rapidly changing landscape
laden with unknown opportunities and
pitfalls. Without a guide through these
uncharted territories, businesses often

feel like ships lost at sea.
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he first step to charting a
successful course is arming your
vessel with the best products
available. Bayer is proud to
announce the addition of
Compass™ Fungicide (trifloxys-
trobin) to our existing product line
this year. A mesostemic fungicide,
Compass allows turf care profes-
sionals to control brown patch and
10 other diseases, including gray
leaf spot, anthracnose and leaf spot.
Although it is still relatively new to
the market, trifloxystrobin has been
able to establish itself very rapidly
due to its many benefits, including
outstanding biological activity and
broad spectrum of application.

In a time when more and more
products are disappearing from
your arsenal, Bayer is investing
time and resources to keep the
products you trust on the market.
The Bayer product line is equipped
with several tools that our
customers trust to provide excellent
control of their pest problems -
Merit" Insecticide, Tempo
Insecticide, Dylox" Insecticide

and Bayleton® Fungicide. During
this time of turmoil, turf and
ornamental professionals can
count on Bayer’s solid product
line as a lifeboat.

Our guiding factor in product
development and support is you,

the customer, and we are constantly

looking for new uses for our
existing products. When we heard
about the need for a better way to

control Pyricularia grbea the fungus
that causes gray leaf spot disease,
we worked with researchers at the"
University of Kentucky and Penn
State University to refine our
recommendations for controlling
the disease with Bayleton 50
Fungicide. And now, we are proud
to also offer Compass - with its
proven performance against gray
leaf spot — in our arsenal against the
devastating disease.

Similarly, when turf and ornamental
professionals told us about the need
for a solution for insects on fruit
and nut trees in residential areas,
we undertook research to evaluate
the efficacy of Merit. As a result, the
Merit label now includes apple,
pear, pecan, grape and other

urban fruit trees. Because of our
customers’ success and comfort in
using Merit, we will continue to
research new uses for this incredible
product.

Even in the face of potential pitfalls,
we stand behind our products. Last
year, when organophosphates came
under regulatory scrutiny of the
United States Environmental
Protection Agency, we worked
diligently to re-register Dylox
Insecticide (trichlorfon) to keep it
available because of its importance
to our customers as a curative
treatment for white grubs.




New Business Models

Although great products are vital to
successfully navigating the course,
they are only half of the equation.
Just as following an old map will
lead to missed destinations, so too
will following the same business
models year after year. In fact, the
“competition based on price” model
that carried many of us through the

20th century is no longer viable.

Bayer offers two new programs to
help increase your customer base
and your income from current
customers, as well as fostering
customer loyalty and boosting
employee satisfaction.

Offer Something Better

The key to doing this is to
differentiate yourself from the
competition. Bayer offers the perfect
tool for doing just that — the Merit
Guarantee for Grub Control, the
first and only guarantee of its kind.
Turf and ornamental professionals
can use this to deepen customer
relationships and protect their
downside financial risk.

The Merit Guarantee for Grub
Control offers repayment for
retreatment if grubs break through
the spring or summer Merit treat-
ment. If white grubs actively
damage turf treated with Merit
during fall 2001, Bayer will provide
a rebate on up to 7 percent of the

total acres the customer treated
with Merit. For complete
information, call Bayer
Professional Care at 800-842-8020.

Turf and ornamental professionals
can extend a guarantee to their
residential and commercial
customers, instilling a greater sense
of confidence in their grub control
efforts. In this way, you can reduce
retreats with a program customers
highly value and will be willing to
pay extra for. Knowing they will
receive reimbursement if Merit
doesn’t work assures turf
managers that their budgets

have been wisely spent.

Building Partuerships

In addition to the Merit Guarantee,
Bayer offers another business model
to help improve employee satisfac-
tion and to reward loyal customers.
Bayer Accolades™ is an innovative
rewards program that can be used
to benefit both employees and the
bottom line.

There is much talk these days about
forming strong partnerships. Yet the
weakness in many of these partner-
ships is that they are often one-
sided. When we created Bayer
Accolades, we made sure each part-

what kinds of rewards would help
them succeed. And, that's why the
Bayer Accolades rewards include
technology to help you in your
office, logo apparel and recreational
equipment to help you enjoy your
time off.

Receiving these rewards is easy.
Turf and ornamental professionals
who purchase Bayer products for
lawn care, golf course and commer-
cial turf treatments earn points for




s we move ahead together through the
changing landscape of the green industry, we all
face uncertainty. We at Bayer depend heavily on
our 100-year tradition of leadership to steer us in
the right direction. And, you can count on our
continued support, solid performing products and |
programs that help you navigate your way to the

real treasure — YOur own success.

Bayer Corporation |
Professional Care

P.O. Box 4913

Kansas City, MO 64120

(800) 842-8020

BayerProCentral.com Bayer uézn |
|
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(continued from page 36)

will be better served using temporary labor
instead of hiring full-time staff in certain
situations. The obvious benefit here is reduc-
ing fixed costs and retaining flexibility in
tough times.

Instead of increasing salaries, consider
more incentive compensation. Try your best
not to cut people, especially key employees.
You will be better served by reducing ben-
efits, overtime or unnecessary perks than by
eliminating people you will eventually need
again. Freeze those salaries before you are
forced to fire good, dependable staff. If you
do have to eliminate staff, make sure they are
the non-essential, expendable employees.

During challenging periods like this, you,
as the leader of the organization, need to
manage your associates” expectations and
make sure you are realistic with your own
goals. Communication is the key. Meet regu-
larly with your staff to talk about the current
situation and brainstorm to develop strate-
gies that will help you through the difficult
times. Working together to solve problems

creates buy in and enhanced loyalty.

At the same time, the basic business man-
agement that you took for granted during
the good times becomes increasingly impor-
tant. Control your inventory and make sure
your managers only order absolute necessi-

The stock market is in “bear

country,” which triggers

a slowdown in the economy,

and hence spending for many

of the services landscape

professionals provide.

ties. Capital expenditures that once were
commonplace should be closely scrutinized
as well. Forego unnecessary purchases.
From a financial perspective, I highly
encourage zero-based budgeting. Ask your-
self this question: “If I started this business

In Minor's I eague

today, would I spend this money?” If you
answer, “No,” don’t budget for that pur-
chase now. Question everything in yourbud-
get from A to Z this way. Expense accounts,
country club dues, car expenses and travel
arejusta few examples of expenses that seem
to get out of control during the
good times.

Finally, receiving timely finan-
cial information so you can adjust
and make the needed changes is of
the utmost importance. If you are
not receiving your monthly
financials by the 10" of the follow-
ing month, then you simply are not
getting them soon enough. Weekly
reports detailing your payables, re-
ceivables and sales prospects —just
to name a few line items - are also
important to monitor.

The bottom line is, you have to become a
better manager when the economy slows
down. Those who pay attention to the small-
est details will survive. Those who don’t will
have tough tasks ahead of them.

_.‘-Xtopdresser that can
green up your bottom line!

There’s nothing else like it for
COMPOST and other
topdressings.

e Capture profits in the exploding Green Trend market by
spreading environmentally friendly turf care materials

e Unique narrow design permits access to previously
inaccessible areas, yet provides spread pattem up to 66"

o Affordable! One-person operation. No-tools adjustment

Simple, Well-bullt Products

TOLL FREE 1-888°693°2638
www.earthandturf.com

USE READER SERVICE #38
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GOT QUESTIONS?

Visit us on the web:

WWW.WEISBURGER.COM

WEISINSURE@WEISBURGER.COM

E-mail us:

v

WEI

Serving the Industry over 65 years

Call us direct:
1-800-431-2794

Fax-on-demand:
1-800-ASK-Weis

Ask around,

RGERGreen
nwdunance

USE READER SERVICE #37
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You don’t like disgruntled customers. We don’t want you

to have disgruntled customers. That’s why at Lebanon Turf

Products we're constantly developing new products and

innovations to make your job easier every step of the way.

Like our extensive offering of fertilizers that give you the

widest choice of slow-release nitrogen sources or our

ProScape line of seeds which give you more number one

NTEP-rated seed varieties than anyone in the market.
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PennMulch, our patented seed establishment mulch, pro-  thing you need to tackle any landscaping endeavor or satisfy

vides better establishment for your seeds by retaining mois- an unhappy customer, For more information about our exten-

ture at the seed bed level. Add to that Granular Confront, the sive line of products, call your nearest Lebanon Distributor, or

only granular weed product of its kind, and you have every- 1-800-233-0628. Or, visit us at www.lebturf.com.

<@ | ebanon

TURF PRODUCTS

includes Lebanon Pro! Woodace! Greenskeeper, ProScape Our lelllllalillll is growing yours.
IsoPro? PennMulch® and Proscape Seed. Featuring product
innovations such as MESA; Woodace® Tablet and Meth-Ex* 40. USE READER SERVICE #117

The Lebanon line of Professional Landscaping products
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Winter is Over -
Now What?

For landscape contractors, the transition from winter to
spring is like going from zero to 60 mph in a high
performance sports car. The only thing to do is hold on

and try to keep the car on track.

Many landscape contractors feel ready to face the
challenges the spring rush offers because they spent time
working on improving their companies during the winter.

Creating plans is easy, but sticking to them is a differ-
ent story. Here are some critical areas contractors must
focus on throughout the year toimprove their businesses.

A BUDGETED BASE. Budgeting is a key ingredient
when it comes to running a landscape company. For most
contractors, the winter months are the only time of the
year they can find the time to budget.

When creating abudget, the company setsiits financial
goals for the year. Contractors must manage the goals
they hope to meet, and doing this during the heat of the
season can be difficult. Most managers find it easier to
manage their budgets by reviewing profit and loss state-
ments at the end of each month and comparing them to their

(continued on page 46)
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ARE YOU READY TO MEET THE PRODUCTIVITY DEMANDS OF THE NEW MII.I.ENNIIIM,

FINANCING AVAILABLE

CUSTOM TRAILERS

Cut labor costs. Save time and money. Increase
your competitive edge using one compact,
multi-functional machine. Attachments
available for every job.

TREE PLANTER
POST HOLES

RIPPER

let us show you how
Phone for FREE VIDEO & INFORMATION
Phone 1-866-US-KANGA

ANGLE BLADE

e —

The world’s Imt & best mini loader siuc.c 1981
Fax (918) 252- 7940 * Web site: hitp://www.kanga-loader.com

USE READER SERVICE #40
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weeds using just a spreader. That’s because Lebanon
Turf Products has, once again, developed a new
product innovation. It’s called Lebanon Granular

Confront. And its the only straight Confront in

INTRODUCING LEBANON GRANULAR CONFRONT.
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granular form on the market. Not only that, it’s a
more precise way to kill broadleaf weeds. And we
think that’s pretty big news. For more information,

call your nearest Lebanon Dealer or 1-800-233-0628.

Or visit our website at www.lebturf.com.

<@ Lebanon

TURFPRODUCTS
Our reputation is growing yours.

USE READER SERVICE #118


http://www.lebturf.com
http://www.lebturf.com/offers

Mindina Your Busi

(continued from page 44)

budgets, but this is not budget management.
During the busy season, most managers don’t
have time to take a proactive approach to man-
aging theirbudgets. Instead they wait until the
end of each month to see how they did. The
difficulty being maintaining the budget
throughout the busy year.

Managers who forecast and project direct
costs, revenue, sales and overhead expenses
on an ongoing basis will be able to make
better financial decisions and improve the
consistency of their company’s financial per-
formance.

SYSTEMS ARE GO. Typically, strategic
planning identifies systems within an orga-
nization that need to be modified and im-
proved. A business is made up of many
systems that are implemented daily.
Winter provides contractors the chance
to evaluate and modify their companies’ sys-
tems based on last season’s experiences. Too
often, contractors spend winter hours creat-
ing new systems, but then these systems do

not materialize once spring rolls around.

Whenever a company adds or modifies a
system, it must always remember thatimple-
mentation takes time. Inaddition, when add-
ing or changing a system a business owner
needs to create some form of a process to
evaluate the new or improved system and
its effectiveness.

Too often, contractors spend hours each
winter working on improving their systems
and creating new systems that theiremploy-
ees will be required to follow, but then those
systems never materialize in their businesses.
Spring rolls around, business picks up, and
the next thing they know is they are back to
doing things the way they used to. As man-
agers, contractors are too busy to spend time
retraining or enforcing new systems, so they
decide to just let them go and allow employ-
ees to return to the way they performed
tasks in the past. After all, the old way is the

Want to know how other contractors handle a particular business challenge? Ask us, and we'll find out. Send ideas

way that got them to where they are today.
This is certainly the easy way out. But next
winter, these landscape company owners will
be spending more time working on the same
systems all over again.

Therefore, landscape contractors should
not give up on new systems. Instead, they
should evaluate systems on an ongoing basis
and make adjustments when and where they
are necessary. — Tim Lynott

The author is an industry consultant with Land-
scape Consulting Services. He can be reached at
410/795-6248.

EDITOR’S NOTE: This is part one of a fwo-part
Minding Your Business. In May, Lynott will
discuss how landscape contractors can focus on
marketing and recrutting efforts in the winter and
keep those efforts up once the busy spring and
summer months arrive.

for “Minding Your Business” topics to bwest@laumandlandscape.com or via fax at 216/961-0364.

laboratory

KWIKREPAIR"

A WHOLE NEW CONCEPT IN PVC
PIPE REPAIR & FITTING REPLACEMENT

Sleeves telescope on 1o the pipe,
eliminating bending or flexing of the pipe
for in-line repair or replacement
Exceeds ASTM D2466 burst pressure
requirements for Schedule 40 fittings as
_ tested by an independent accredited

If Your Last Repair Wasn't A KwikRepair
You Weren't KWIK Enough !

ORDINARY FITTINGS KWIKREPAIR TEE
4 1

Slow Release
Fertilizer
6-8% Water Insoluble
Nitrogen with Bone Meal
& Sulfate of Potash.

Homogeneous Particles

NATURAL ORGANIC FERTILIZERS

15-1-8 (7S) for Lawns & Shrubs (SGN 220)
12-2-8 (4S) for Golf Greens (SGN 100)

* SLOW RELEASE |
* NON-BURNING

Number of fittings required
Number of solvent welds required 7 g have No Odor.
Pipe t int required YES NO
Possible O-Ring failure YES NO
Minimum space required to install 1" Tee 217x5-1/2° 9-3/4"x5-1/2"
Approximate minutes to install 15 - 45 minutes 5 - 15 minutes

AVAILABLE IN 1/2° THROUGH 2*

COUPLINGS, ELBOWS & TEES

DAWN INDUSTRIES, INC.

5055 W. 58th Ave. Arvada, CO 80002
(800) 321-7246 Fax (303) 295-6604
www.dawnindustries.com
Made In The U.S.A. patent pending
*Available To Wholesalers & Distributors Only

USE READER SERVICE #41
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ganic Plant Food

800-825-7650 fertilizers.net
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NOT TO MENTION YOUR REPUTATION.

If you're just maintaining turf, you're real-  you do is put them down and watch them grow. It’s that

ly missing out. With the Woodace line of products from  easy. So, what are you waiting for? Pick up Woodace

Lebanon, you could easily take care of the whole land-  today and your business will really pick up. For more
scape. You see, Woodace products are specifically information, contact your Lebanon Distributor, or call
designed to meet the special needs of trees and shrubs. All 1-800-233-0628. Or visit our website at www.lebturf.com

wo*dace

You'll Never Look At Plants The Same Again.

<@ Lebanon

TURF PRODUCTS

Our reputation is growing yours.
USE READER SERVICE #73

To learn more about how Woodace products can help you generate
new sources of income, go to www.lebturf.com/profits.
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by Nicole Wisniewski

A

At the start of his business nearly 30 years ago, Tom Del Conte had only three

employees, but he decided to model Del Conte’s Landscaping as a big

company anyway.

“Anytime L had to make decisions about how to do something, | wouldn’t
think of a person or a task, but a position and a process as though we were a
large firm,” explained Del Conte, president of the Fremont, Calif.-based
business. “For instance, even when the ¢ ompany was very small and construc-
tion projects could easily be managed by an individual’s memory and
awareness, we committed ourselves to developing detailed checklists to
process the various components of each project.”

Regardless of his admittedly disorganized nature, Del Conte pictured
himself as part of a larger entity and this, in turn, helped him run his company
in a more structured manner. “I saw order and method as a key to part of our
future success, so I disciplined the company to be organized, regardless of my
habits,” he said. “Instead of saying, ‘I'll become more organized when I get

— bigger,” we worked very hard on our systems as though
nte l.andscapmg we were going to build into a bigger company.”

41900 Boscell Road

Envisioning success and aggressively pursuing orga-

Fremont, Calif. 94538 nization increased the stability and durability of Del
PH: 510/353-6030 Conte’s business. Developing an organizational struc-
FX: 510/353-8036 ture first and then gradually growing the company into
www.dclandscaping.com this mold each year became his basis for development,

resulting in a 23 percent average annual growth rate
throughout the past five years and 2000 gross sales of $6.47 million, not to
mention a 93 percent retention rate for year-round employees and a revenue
goal of $10 million by 2002.

GROWING UP. Del Conte’s Landscaping was born in 1972 when Del Conte
was just a high school junior with entrepreneurial spirit. A one-man rototill-
ing show, he gradually started installing lawns and sprinkler systems for
individual clients while attending California State University, Hayward,
Calif. He graduated in 1977 with a business administration/ finance degree
and planned to become a banker or stockbroker, but the monotony of figuring

(continued on page 52)
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; Tom Del Conte envisioned
' DEL CONTE’S

. e Natali Del
into a thriving landscape Conte, Kurt
Bland, Jose
Luis Magana
and Carol

Chloupek. THE PHILOSOPHY

$8.79 million
EMPLOYEES: 90 year-round
employees, 135 seasonal employees

| a company saturated in organized LANDSCAPING

i The Del Conte's HEADQUARTERS: Fremont, Calif.

| systems and philosophy, and then — Landscaping FOUNDED: 1972 :

; : ; management BUSINESS SERVICES: 43 percent

: > b team includes installation, 31 percent mainte-
used this image to transform (from left to B o1 7 percent recydling ond

rightx Takeshi 9 percent irrigation
! a one-man rototilling operation Xewitmots, 2000 REVENUE: $6.47 million
| : kons Dl Ganty 2001 PROJECTED REVENUE:

business expected to reach

the $10-million mark in 2002. Pheoto: Mark " TITMIRRAY: O
L Skorheim mission is to fulfill the landscape
TR ] e eee—————— = needs of our clients, and, in doing

e so, exceed their expectations for

service, quality and valve. We will

strive fo earn our customers’ long-
term loyalty by working to deliver
more than promised; being honest
and fair; and “going the extra mile”
to provide exceptional personalized
service that creates a pleasing
business experience. We must
motivate our employees to provide
exceptional service to our customers
by supporting their development,
providing opportunities for personal
growth and amply compensating
them for their successes and achieve-
ments. Although our goal is to be the
best, not necessarily the biggest or
the most profitable, our success at

satisfying customers and motivating
employees will bring growth and
long-term profitability.

FUTURE CHALLENGES: To have
the right image internally and
externally and to complete future
financial goals without sacrificing
employees’ quality of life.

THE OWNER

Tom Del Conte
BACKGROUND: Started his own
company in 1972. Received a

business administration/finance
degree from California State
University, Hayward, Calif., in 1977.

Glance
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Welcome to the

1400 Series

It's time our competitors faced the future: Up to twelve-mile-per-hour
mowing. A flawless cut. And all-year use.

And the 1400 Series doesn’t represent progress on one or two fronts,
but on all of them. These machines are built
on advanced self-reinforcing space frames —
employed in everything from high-performance

autos to airplanes — and meet ANSI standards.

Hanger arms glide onto attachments.
Maneuverability is extraordinary. Comfort has been taken to the next tevel.

The only detail you might need to consider?

Which model to select. Available with 24- to

31-hp gas and diesel engines, all offer the
option of mechanical 4WD. (Other

options include hard and soft

cabs, 4-post ROPS with light
kit and hydraulic couplers.)
Choose the new 72-inch or 60-inch, stamped steel
7-Iron™ mower decks — designs that have already made
a name for themselves. Or there's the new
62-inch, seven-gauge steel FastBack"
rear-discharge deck.
The price? Surprisingly affordable, even
without considering the new John Deere full-service, 2-year limited warranty.*
Stop by your local John Deere dealer. Or visit www.jd1400.com.

Experience the rush.

USE READER SERVICE #120

*Excludes: Tires, batteres, normal wear ftems, non-7-Iron™ decks. Includes: A John Deere
dealer who takes care of every claim, from transmissions to engines and everything in between,
No need to go to component suppliers for warranty service.

JOHN DEERE

Nothing Runs Like A Deere
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Family Reunion

do With August 11-12, 2000
a product, Fort Collins, Colorado

N
At Walker, we believe

they have everything
to do with the product.

That was our idea when we brought Walker people
together (distributors, dealers, customers,
employees, and suppliers) to celebrate the
production of the 50,000th Walker Mower at
the Walker Mowers Family Reunion in August 2000,
For a small, family-owned manufacturing company in
Colorado, it was a high moment. Our people made it
happen-our people made the difference!

If you are looking for a proven, praductive, high-
quality riding mower, then it is time to contact your
local Walker Mower Dealer. Get acquainted with the
product and get to know the high-quality Walker
people in your area.

. -
Our Feapile
elre {lic
Dhiffererice!

WALKER MANUFACTURING CO.

5925 E. HARMONY ROAD, DEPT. L& L

FORT COLLINS, CO 80528
(800) 279-8537 » www.walkermowers.com

=

Independent, Family Owned Company Designing and Producing
Commercial Riding Mowers since 1980
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financials all day made building what he’d already started a much
grander mission. From there, the business evolved quickly. “I'm the
kind of person who sees something thatlooks doable and I tend to bite
off more than I can chew, then I just chew it,” Del Conte said,
explaining how Del Conte’s Landscaping became a full-service com-
pany. “A client would ask me if I could install a lawn. So I did plenty
of research, asked a lot of questions and then taught myself how to do
it. The same thing happened with installing sprinkler systems. I
studied each task as a craft as opposed to winging it.”

Del Conte managed crews
of three to four people and tar- ‘We don’t need
geted small to mid-range com-
mercial projects. Winning com- pfOfifS for personal
mercial bids was tough at first.

“I was young and commercial goin — we need pFOﬁfS

business wasn’t as easy to get,”

he explained. Del Conte even- fo susfain, reward

tually targeted homeowners’ ) n
associations (HOAs), where he and snvesf in our

recognized tremendous market

potential. The trick was learn- PEOP'E.’ — Del Conte

ing how to deal with the unique
requirements of these jobs and handling communication despite the
frequent turnover of board members and property managers.

“We found aniche that we fitinto well,” explained Kurt Bland, Del
Conte Landscaping’s maintenance division manager. “When you're
dealing with HOAs, you're not dealing with one customer. You're
dealing witha property manager, aboard of directorsand a landscape
committee within that board, so keeping the lines of communication
open is crucial to maintaining these accounts.”

One way the company tries to perfect communication with HOA
accounts is through quality control reports, which are mailed to
clients monthly and detail past and upcoming months’ work.

Today, 75 percent of the properties Del Conte’s Landscaping
maintains are homeowners’ associations, Bland said. The company
primarily uses three-man crews comprised of a route leader, a highly
experienced gardener and a less experienced gardener to service
anywhere from four to five small accounts in one day or one large
account every week. The company also employs four off-site crews
that report directly to their respective larger sites daily, Bland said.

GROWING SMART. In the early 1980s, Del Conte began to truly
settle into the business, and he developed a few key programs that
eventually formed the guts of the company philosophy.

Developing an organizational chart was his first key business
objective. He drafted the first chart at 1 a.m. one night in 1986 and
found that there were 25 boxes detailing company positions on the
chart and only seven employees. “This was a realization that meant
we were at a volume such that people were wearing multiple hats,”
Del Conte said.

This chartbecame what Del Conte calls “an architectural blueprint
on which to build my company.” Instead of outgrowing the amount
of work his employees could do, he began preparing in advance to fill
upcoming positions based on projected company growth. “I had time to

{continued on page 54)
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beneath it. On the soil microbesthat‘
feed it. And nothing provides food and
energy to soil microbes like Nitroform*
mfdrm. It releases the right amount at
the right time. Only when grass needs it.

The controlled release of

A lawn is only as good  witwoform gives you six
‘as its foundation. months or more of turf-
\ growing benefits and even
longer-lasting payoffs for your soil.
. Nitroform fights the effects of heat, traffic
and drought. It helps dgvélop roots and
i reduce thatch. Have you} fertilizer supplier
make Nitrofm‘m the foundation of your
fertilizer program.
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prepareeach hatbeforeThanded itoff,” he said.

This chart, which is posted around the
office and has 63 boxes on it today, repre-
sented the beginning of Del Conte’s manage-
ment-by-objectives program, which was his
next structural challenge. By definition, man-
agement by objectives is an academic busi-
ness term that means working objectively vs.
subjectively and managing by principals that
can be counted and measured. “It's making
objective commitments to ourselves when
we have an assignment and then each as-
signment is objectively tracked on our meet-
ing notes,” Del Conte explained. “For in-
stance, rather than saying, ‘That's a good
idea, let's get around to it,” we say, ‘Good
idea, whenis it expected to be accomplished
and who's following it up?’ Management by
objectives is defining what you are going to
do and then measuring and establishing ac-
countability for each task.”

With this approach, accountability and
deadlines aren’t forced, but the assignment

isn’t forgotten until it's accomplished, so
managers, including Del Conte, tend to get
embarrassed if their tasks keep showing up
on weekly meeting minutes, he pointed out.

A key to the management-by-objectives
approach is Del Conte Landscaping’s bud-
geting process. In the past, managers would
create budgets and turn them into Del Conte
in December. He decided to change this ap-
proach in 1995 when he held his first off-site
annual budget and goal presentation meeting.

The meeting, which is held on the last
work day of the year, has evolved into a full
presentation seminar, and serves as a way
for managers to present their objective goals
and budgets for the coming yearto Del Conte.
To learn the direction of the company, key
employees and strategic allies, such as the
company banker, accountant, bonding agent,
attorney and select vendors, are also invited
to the meeting. “This gives attendees a chance
to offer sincere critiques of our plans and
helps us point out pitfalls we may avoid that

coming year,” Del Conte remarked
Then, on the first day of every month,
managers are expected to create a revised
budgetbased onnew knowledge gained since
the budget meeting. “It's foolish to hold a
manager accountable for a July budget he
did in December of the previous year when
the company could gain more value from
each manager creating a revised budget for
that month,” Del Conte said. “Managers are
still responsible for the annual budget, but we
don’t want to be naive and ignore information
that's happened over the course of the year.
This also gives us a way for managers to focus
on every month as its own profit period,
which leads to more accurate budgeting.”
After budgets are established, monthly
forecasts are produced that show needed
resources for growth, Del Conte said. This
includes equipment and new hires. Each of
these areas is forecasted on a spreadsheet
and revised monthly along with the budgets
{continued on page 56)
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CHEVY SILVERADO HD.
2001 MOTORTREND TRUCK OF THE YEAR.

THE TR UCK Who says it's tougher the second time around? Obviously not us. Sure, we enjoyed seeing the
Silverado” win Motor Trend's Truck of the Year award. But now we're back. And this time success has a new name.
Silverado Heavy-Duty, the latest winner of Motor Trend's Truck of the Year honor. The most powerful heavy-duty pickup
you can get! Most powerful gas engine. Most powerful diesel engine! Most payload capacity of any full-size pickup?
And most standard torque. Now that's how you repeat history. Silverado Heavy-Duty. It's more Truck. From Chevy.™
The most dependable, longest-lasting trucks on the road’ 877-THE TRUCK or chevy.com/silverado

SILVERADO HD
=4
LIKE A ROCK

1 Based on available horsepower. 2 Based on properly and comparably equipped vehicles. Maximum payload capacity includes weight of driver, passengers, optional equipment and cargo. 3 Depandabiity
based on longevity: 19811999 full-sze light-duty truck company registrations. Excludes other GM divisions. All claims exclude other GM vehicles. ©2000 GM Corp. Buckle up, America!
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(continued from page 54)

at the first division manager meeting of each
month. Del Conte said the greatest aspect of
this program is that they are trying to fill
positions one to two months in advance in-
stead of scrambling around to fill positions at
the last minute. “We don’t say, "We need
help, let's hire someone” - that’s subjective,”
Del Conte said. “We focus on the predefined
position we need to hire for based upon our
demand and we hire into that position.”

GROWING TECHNOLOGICALLY. De-
fining the most effective methods of per-
forming daily functions is an important com-
pany philosophy, along with developing or-
derly systems that foster efficiency in all op-
erations. Del Conte calls this his focus on
improving technology within the company,
and noted that this doesn’t always refer to
electronics or computers.

Forinstance, new technology allowed Del
Conte’s Landscaping to branch into two ser-
vices: computerized irrigation in 1989 and
green waste processing in 1993.

Del Conte was struck with the idea for
centralized computer irrigation after attend-
ing an agricultural irrigation seminar. While
computer programs were available for irri-
gation management, they were designed
mainly forlargeapplications, like sports fields
and golf courses, and were quite expensive,
carrying a price tag of $30,000 or more.

Despite these limitations, Del Conte
turned this idea into a business plan, which
entailed offering smaller commercial accounts
~homeowners’ associations, industrial parks
and shopping centers — the benefits of com-
puterized irrigation atan affordable cost. The
result is a satellite irrigation system that is
monitored and programmed from a central
control system in Del Conte’s office. This
way, the client benefits from the latest tech-
nology with a reasonable price tag of $5,000
to $10,000 for smaller accounts.

Inaddition to installation costs, Del Conte
charges a monthly service fee for outside
monitoring. “With this concept, sites with
only 4 acres of landscaping can benefit by
cutting water consumption by as much as 40
to 60 percent,” Del Conte said.

Del Conte calls this division Aquatech
ComputerIrrigation, whichenablesittoserve
as an irrigation subcontractor for accounts
managed by competitive maintenance com-

(continued on page 61)
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(continued from page 56)

panies and so that one day Aquatech can
branch offinto aseparate company, explained
Takeshi Yamamoto, Del Conte’s irrigation
division manager. Yamamoto manages both
Aquatech and the irrigation division of Del
Conte’s Landscaping, which operates as a
keparate entity from the maintenance divi-
sion, but handles the routine systematic irri-
gation functions of Del Conte’s maintenance
accounts.

“The company’s concept of specializa-
on allows this portion of the firm to focus
n irrigation management so that every irri-

tion zone on every client’s property is
pected by the irrigation team rather than
1 task that is overlooked by maintenance
rsonnel during abusy season,” Yamamoto
aid, pointing out that this amounts to 125 or
130 maintenance contracts ranging from
$1,000 to $15,000 per contract. Because the
‘rrigation division supports the maintenance
division, it is paid a percentage of every
dallar that the maintenance division brings

in through contracts, Yamamoto said
“The irngation division is not a huge
revenue or profit center for the company,”
y  Yamamoto admitted, pointing out that the
division makes up approximately 9 percent

tal revenue and 15 percent of profits. “In
nsg, for our base services the irrigation
vision Meceives sort of a franchise fee. The
fee barely covers the cost of the resources
used for the level of water management pro-
vided, but the credibility allows our depart-
ment to sell the necessary improvements to
irrigation systems.”

Next, Del Conte tackled green waste pro-
cessing. Until 1993, Del Conte Landscaping
sent its waste to a landfill, but increased
disposal costs and new state regulations (Cali-
fornia mandated that landfill waste be re-
duced 50 percent by 1995 and an additional
50 percent by 2000) combined with waste dis-
posaland compostdemand sparked new ideas.

At first, Del Conte shipped all his green
waste to a local wood recycling center, cut-
ting his monthly disposal costs from $1,600
to $600. But after learning that the recycling
operation was in need of better manage-
ment, Del Conte decided tobuy a controlling
interest in that business and purchased a tub
grinder with a daily processing capacity of
1,400 cubic yards. The new entity, titled Vi-
sion Recycling Co., is now Del Conte’s sister
organization that generates organic prod-

4 USE READER SERVICE #47
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ucts from green waste for the industry.

While the idea has turned into a success-
ful, profitable business venture, Del Conte
calls the expansion a blessing and a curse.

“We needed to put a thumbtack in the
wall and we bought a sledgehammer to do
it,” Del Conte related. “We learned quickly
that green waste processing was not a cost
effective diversification foralandscape busi-
ness. Itisits own separate entity and services
adifferent marketentirely. The heavy equip-
mentaspect presents considerable challenges
that just eat money, and safety concerns
doubled due to the equipment’s complexity.

“Also, our landscape company only uses
5 percent of the resources from the recycling
company, so we produce more than 90 per-
cent excess capacity,” Del Conte continued.

Eventually, Del Conte hired Roberto
Aguirre, who became production manager
and is now Vision Recycling co-owner. To-
day, the company occupies 17 percent of Del
Conte Landscaping’s total business.

GROWING WITH HELP. To build com-
pany loyalty, Del Conte makes every effort
to add to each employee’s quality of life.

“I'm a firm believer that if I invest in
people then they’ll reciprocate,” Del Conte
said. “I don’t mind investing upfront toshow
employees how committed this company is
to its people.”

An example of this philosophy can be
found in the establishment and growth of the
irrigation division once Yamamoto was hired
to run it more than four years ago. His first
challenge was to hire and retaina well-trained
irrigation staff.

“Good irrigation technicians are hard to
find,” Yamamoto said. “But we have been
successful at attracting good people with
minimal irrigation knowledge by investing
in an aggressive compensation package. We
then train them intensively to become efficient
and, at the same time, show them the rewards
that can be achieved by their personal devel-
opment and assimilation into our system.”

Despite the loss of one technician last
year, Yamamoto has been able to accumulate
seven to nine irrigation technicians through
these methods, and many of them have
proven their abilities, so their pay has in-
creased instead of leveling off, proving that
overcompensating in the beginning paid off.

(continued on page 181)
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by Cynthia Greenleaf

Emerald Earth prides
itself on professionalism.

Tom Walczyk’s entry into the landscape industry

was somewhatof a geographicfluke. In 1993, he lived
a few yards from a Barefoot Grass branch and after
being laid off from commercial construction during a
recession, he was hired by the company.

Inless than a year, Walczyk, now owner, Emerald
Earth, Middletown, Conn., was promoted to branch
manager of Barefoot Grass. But when the company
waseventually bought outby TruGreen-ChemLawn,
he was turned off by the big-business environment
and left shortly thereafter to work for asmaller irriga-
tion and landscape company, he recalled.

By this time, Walczyk knew he wanted to run his

own company, so he and his wife Monica, started
Emerald Earth out of a U-Haul storage facility in 1997.

Since then, his company has grown into a $500,000
operation, providing residential lawn, tree and shrub care
services to central and southern Connecticut.

Having worked for a green industry giant was a
tremendous education for Walczyk. “It was like get-
ting an associate’s degree in lawn care,” he said,
recalling the fast and furious environment where he
learned every aspect of the business— from product and
equipment costs to sales campaigns and collections.

But, for the most part, working for a large corpo-
rate entity where customer quantity is emphasized
over quality taught Walczyk how he didn’t want to
run his own lawn care operation. “There’s a price to

APRIL 2001

be paid for being super-aggressive,” he
said, noting that his former employer’s
high customer and employee turnover
was one aspect he wanted to avoid in

his own entrepreneurial endeavor

CUSTOMER-CENTRIC. Positioning
itself as a highly professional opera-
tion, Emerald Earth aims to make lawn

care an effortless experience for its cus-
tomers, Walczyk said of his company’s
guiding philosophy.

This vision of a kinder, gentler lawn
care company is largely in response to
Walczyk's previous work experiences.
Being highly aggressive in acquiring
customers doesn’t bode well for long-
term business, he pointed out. “At the
bigger companies, there is a whole dif-

(continued on page 64)
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Tom Walczyk has
consciously
controlled Emeralq
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‘ith a lower cost
per day of
control, one application of
Hexygon is so effective it could
last up to 60 days. Now that's
long residual control!

Hexygon is selective enough that it
doesn’t affect predatory mites or
beneficial insects.

Hexygon’s unique chemistry
breaks the mite life cycle by stopping
egg and immature mite development
without causing flare-ups.
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use Hexygon
will tell you
just how cost-
effective it is.
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Walczyk on commission-
based sales: “The guy with the
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(contimued from page 62)

ferent perspective,” he described. “There is want you to make the most

most customers doesn’t win.”

so much pressure to bring in money,” which
inevitably results in a high customer turn-
over rate, he added.

Emerald Earth would rather focus on
meeting its revenue goals and constantly
stresses this with its four full-time employ-
ees, Walczyk noted. “We don’t necessarily

sales,” hesaid, reciting what
he tells his employees. If the company meets
its financial goals, Walczyk is content. “But
it doesn’t matter if we get there with 500 or
1,000 customers,” he added.

The heart of Emerald Earth’s mission is
establishing a good relationship with its cus-

Millions of feet
installed Worldwide
since 1989.

Call us for help
on your projects.

for PONDS
Will hold your pond liner
in place and allow plants

pond edge with or without
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tomers. To assist with this, employees work
with the same accounts from the beginning,
“to start cementing that relationship,”
Walczyk described. Employees are also cross-
trained to do everything from estimating to
making fertilizer and pesticide applications.
Customersappreciate this service consistency
and versatility, Walczyk noted.

Constant communication is also part of
the company’s service philosophy. For ex-
ample, when employees get back in the office
at the end of the day, their first priority is
returning any service calls, Walczyk said.
“Evenif they can’t geta hold of the customer,
they calland leave a message to acknowledge
that we got the service call.”

All of his employees have mobile phones,
so they’re accessible out in the field.

Other customer-oriented details include
never upselling over the phone (although
Emerald Earth gets 90 percent of its custom-
ers through telemarketing) and providing
payment flexibility, allowing customers to
pay up to 60 days. Walczyk admitted that he
hasn’t always been this liberal with past due
accounts, but as the company became more
established, his philosophy evolved.

To minimize collections problems, the
company awards customers who prepay with
a 7 to 10 percent discount, Walczyk added.

A CALL FOR PROFESSIONALISM. Like
many contractors across the country, Emer-
ald Earth’s greatest challenge is battling
unprofessionalism.

“We have a competitor who routinely
undercuts everybody by 30 to 40 percent,” he
described, noting thatmany of these low-ballers
are strictly driven by commission-based sales
and are out to rack up the most customers.
“The guy with the most customers doesn'’t
win,” Walczyk pointed out, noting that the
secret to long-term success is customer ser-
vice and maintaining a healthy bottom line.

Pressure from contractors undercutting
prices has forced others in Emerald Earth’s
market to cut prices, which is detrimental
when health benefits, fuel and fertilizer costs
are skyrocketing, Walczyk added.

Careless contractors pose an especially
serious threat in terms of pesticide regula-
tions. Walczyk said he routinely notices off-

(continued on page 66)
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and seed from somebody else,

Think about it. Why do
business with one supplier
for this and another for that
when there is one company
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need to run your landscape
maintenance operation. It
makes perfect sense. A full
line of equipment, fertilizer,

turf grass seed, herbicides,
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in one place. Plus replace-
ment parts, protective
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target applications of pesticides and fertiliz-
ers on his competitors” clients’ properties.
Since these irresponsible lawn care opera-
tors don’t police their applicators, their care-
lessness could lead to more regulations,
Walczyk predicted. “Peopleareshortsighted,
want to turn a buck and won’t clean up,” he
described. “And when it rains, (fertilizer)

Walczyk on retaining good

employees: “If you lose people, it’s

washes down the driveway
into the sewer.”

Unprofessional contrac-
tors can only blame them-
selves for increased regulations, which are
looming on the legislative horizon, accord-
ing to Walczyk. “You brought it on your-
self,” he commented.

PRESENTING THE SCHAEFF SCL 515-

advantages that skid steers don’t.

which means it
saves you
money. Its
longer wheel
base also
results in a
more com-
fortable,
smoother
ride.
Speaking
of comfort,
your opera-
tor will appreciate
the SCLs adjustable seat,
easy access from both sides,
and dlt steering wheel. By the
way, our versatile wheel loader

the way skid steers do.

The Wheel Loader That’s Putting
Skid Steers In A Spin.

It’s no wonder so many landscape contractors are choosing
SCHAEFF’s new SCL 515 Compact Loader over skid steers. It offers

For starters, the SCL 515 is articulated—which
means less horsepower is needed steer. That
saves fuel and reduces wear and tear—

comes equipped with both a steering
wheel and a joystick control. Thart allows your operator to choose the
mode he’s most comfortable with.

With its quick-attach coupler that works on virtually all skid steer
attachments and auxiliary hydraulic circuits (standard), it can do just
about anything a skid steer can do, only better and more economically.
Plus, it doesn’t tear up the ground or wear out tires on paved surfaces

To find out more about the SCL 515 Compact Loader, and for the
name of the dealer nearest you, call SCHAEFF today at

your own fault. You weren’t mind-

ing the store, so to speak.”

THE GAME PLAN. As with any green

industry company in an expansion state,

Emerald Earth’s future growth revolves
around the labor issue.

“We'd like to grow as long as we have the
right people,
for the sake of growing.”

»

he said. “We won't just grow

Walczyk is always on the lookout for po-
tential employees, whether he's at a trade
show or driving down the street. He has no
qualms about handing out his business cards
to another company’s employees.

“Sure it’s ethical,” he pointed out, noting
that an “every man for himself” approach ap-
plies. “Everybody’s advertising for workers.”

In terms of future plans, Walczyk would
like Emerald Earth to hit the $600,000 to
$700,000 mark in 2001 and maintain a mini-
mum of 25 to 30 percent growth annually,
indefinitely, he said, adding that his long-
term goals include establishing additional
branches throughout Connecticut, Rhode Is-
land and Massachusetts.

Walczyk wants to devote more energy to
tree and shrub care, since that's an untapped
market with huge potential, he described.

Emerald Earth is in a prime position for
growth with several employees anxious for
advancement, Walczyk explained. “We can’t
stay small,” he noted. “I have four guys who
have the Connecticut supervisory pesticide
license and are cross-trained and ready to
take on more responsibility — they re ready to
get to the next level.”

As a manager, Walczyk is sensitive to the
fact that his four employees want to be con-
tinually challenged. “Otherwise, people start
getting burned outand will leave,” he pointed
out, adding that this scenario is one way to
keep employees happy.

To retain valuable workers, managers of
any size company should offer their employ-
ees fair compensation, benefits and under-
standing, Walczyk advised.

1-877-907-8300. When you see how
competitively-priced the SCL 515 is,
you'll see why, on many job sites,
it runs circles around skid steers.

Retaining employees is a manager’s re-

SCHAEFF

The Profit Line.

‘ sponsibility, he added. “If you lose people,
v it's your own fault,” he noted. “You weren't

minding the store; so to speak.” m
SCHAEFF OF NORTH AMERICA INC.» WWW.SCHAEFFUSA.COM

PHONE 214-357-8300 #» TOLL-FREE 1-877-907-8300 » FAX 214-357-6884
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by Kristen HampShire lighting, my employees

work full-time.”

,/‘

"Hardscapes
expanded
our construction

Newborn add-on services require quite a bit of preparation — not

to mention extra care and attention. Often, fulfilling the demands

of anew offering can throw the whole house off balance. They can
produce a blessing of profits and new clients, or, at the same time,

skew financials and compromise the quality of existing services.
The implications associated with adding a new department to
the existing family of services are not always a bundle of joy.
“Before you add on you have to know how the service is going
to fitwithin the current operating structure,” advised Mark Fowlkes,
prOduce prOﬁtS and aﬁ-ract president, Fowllvfes, Normanand .t'\ssociatcs,.Fort Worth, Texas. I’n
other words, will the new offering mesh into the household’s
. habits, or will it create chaos?
Cllents once a Company “The company has to know what its goals are - what it's trying
to achieve by adding on the service,” Fowlkes explained. “And it
needs to be totally committed to it. If not, it becomes more of a
problem — more of a liability than an asset.”
However, add-on advantages can outweigh planning, budget-
growing pains. ing or training stumbling blocks that businesses often confront in
early stages of integration. Many contractors find their youngest
service extensions boosting the company’s overall financial health.

Add-on services can

overcomes common

( COUNTLESS CONSIDERATIONS. Swingle Tree
wanted its employees to keep theirjobs—even in the

" P(Il'l(illg I°' winter. The Denver, Colo.-based company knew the

key toemployee retention was offering workers full-

¢|0¢l|-llp C“'ered to time employment and job security. This motivated

the company to add a holiday lighting department
to its lawn-care loaded mix, explained Jeff Oxley,
lients.™ jons '
our ciien . operations manager.
“We're in a market that used to be very seasonal,
(continued on page 70)
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PROFESSIONAL
TURF

THERE’S NO =
RANGE OF CONTROL LIKE
THE DRIVE RANGE:
CRABGRASS
FOXTAIL
TORPEDOGRASS
DOLLARWEED
SPEEDWELL
CLOVER
DANDELION
BINDWEED
SIGNALGRASS

Drive* 75 DF postemergent herbicide is the shortest distance between broadleaf and grassy weed \
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(continued from page 68)

and during that time from November to the
end of February, you get those winter blahs,”
hedescribed. “We were trying to providea full-
time position, and we achieved that through
our holiday lighting add-on service.”

Adding a holiday lighting franchise to its
landscape enhancement division allowed the
company to maintain an employee roster of
120 year-round technicians compared to the
95 employees that worked at Swingle four
years ago. “We haven't laid anyone off in
years,” Oxley added.

Swingle Tree's lighting department grew
45 percent each year, exceeding the
company’s 24 percent goal. Four years later,
the company now pulls in close to $700,000
per year through this division, whichoffers
full-time employment for technicians and a
year-round service option for clients, Oxley
said. Adding sales representatives in the
company’s infrastructure created additional
support for the service, which contributed to

its rapid success.

Now, growthis
the company’s pri-
mary dilemma, as
demand for holi-
day lighting has in-
creased sales and satu- \
rated its labor force, Oxley /
said. The interest in this °
service yields a hefty profit,
but this bonus is not an advantage if quality
suffers, he reminded. High standards out-
weigh high numbers.

“We want to make sure that we can ser-
vice our customers, and we have such a
limited service area that if holiday work
continues to grow at a 45 percent rate, we're
going to be hanging holiday lights come
July,” he figured.

This is why creating a business plan be-
fore launching a new serviceis a crucial step,
Oxley stressed, noting that contractors should

"With irrigation, we
have more control

over scheduling.”

consider start-up
costs, labor,
equipment and
the goal for the
new service.
“Make sure that
you've taken the
steps,” he added.
“You have to set goals
for yourself early on.”

EXTRA CUSTOMER SERVICE. Fowlkes’
add-on objective centered on regaining con-
trol of scheduling construction jobs. Before
adding an irrigation department, he relied
onsubcontractors to fill his clients’ irrigation
needs. However, the inefficiency of arrang-
ing schedules around subcontractors’ avail-
abilities strained his business, he said.

“We found that we were at the mercy of
the subcontractors’ scheduling and backlog,
and we were waiting on them to do the job,

SPI2430
Self-Propelled Sod Installer

SLH2430 3-Point Hitch Sod Installer
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Make short work of large roll installation

Large rolls are no problem with a
Brouwer sod installer. In fact, you might say
that our installers make short work of sod
installation, working with wide rolls for
greater efficiency, fewer seams and a more
finished appearance.

Take our finest self-propelled model,
the Brouwer SP12430, which can install large
rolls 24" or 30" wide and up to 125' long, and
offers the fastest transport speed of
any sod installer of its kind —
up to 7 mph.

Rolimate 2430
Walk-Behind Sed Installer
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For the best in a tractor-mounted
installer, choose the Brouwer SLLH2430,
which provides the capabilities of our
SP12430 with a 3-point hitch design that
fits all standard tractors.

And, for a walk-behind sod installer
that’s as hard working as the big ones, the
Brouwer Rollmate 2430 can hydraulically lift
a roll weighing up to 1500 Ibs. and can lay
out large rolls 24" or 30" wide.

Large or small, we build every Brouwer
to provide years of dependable performance.
For a large roll installer that cuts the
job down to size, choose Brouwer.

BROUWER
TEXTRON

Nobody cuts it like Brouwer

289 N. Kurzen Rd. » P.O. Box 504
Dalton, OH 44618-0504
330-828-0200  Fax 330-828-1008
E-mail: sales@brouwerturf.com
Website: www.brouwerturf.com
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which was driving down our construction
capabilities,” Fowlkes explained. “Adding
an irrigation department allowed us to be
more efficient and it allowed us to be in
control of our own destiny, so to speak.”

The technical nature of irrigation requires
knowledge and background, so hiring an
additional employee to concentrate solely on
this area ensured that the quality would
match that of a specialized subcontractor. By
networking with irrigation contractors,
Fowlkes found a technician who was manag-
inganirrigation department at another com-
pany and interested in heading a new divi-
sion. “He wanted to build himself up, and
we gave him that opportunity.”

This specialist trained existing employ-
eesonirrigationinstallation and maintenance
and addressed water-related issues on the
company’s construction properties. This
employee education fitinto the business plan
Fowlkes constructed before adding the ser-

vice. “We looked closely at all of the start-up
costs and the implication of expansion, and
the cost requirements of hiring skilled, qual-
ity personnel upfront,” he related.

All of this takes time, Fowlkes emphasized.

“Irrigation has benefited our clients, though,
because now we are handling all areas of their
landscape development and service manage-
ment, and that has given them an opportunity
to interface with us more,” he added.

Client interaction can serve as a brain-
storming session for add-on possibilities.
Feedback from a customer survey prompted
Mike Rorie, president, Groundmasters, Cin-
cinnati, Ohio, to setup a parking lot clean-up
service in his company in 1992. “We had a
captive audience that had parking lots that
collected debris, and we felt that it was an
easy sell - for the most part it was,” he said.

Groundmasters added the service as a
separate option on the standard service agree-
ment. A dedicated employee sold 80 percent

of the initial parking lot clean-up work, con-
tributing $100,000 to the company’s $3 mil-
lion annual revenue, Rorie said.

The sparse competitionand demand from
existing commercial clients kept this portion
of the business rolling, however, sales pla-
teaued after the first year.

“It was a strange phenomenon where
people viewed the service as a little bit fore-
boding,” Rorie noted. To pull sales out of the
rut, Groundmasters added parking lotclean-
up toits line-item list of maintenance duties,
allocating the service as an addition instead
of a separate entity. This also guaranteed
consistency throughout the accounts.

“Parking lot clean up is no different now
than checking the beds for weeds,” he said.

The low-maintenance service required
little training and a relatively inexpensive
equipment investment - both ideal qualities
for an add-on service, Rorie noted. “It was a

(contimued on page 74)
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(continued from page 71)

high-margin service, and it had a low cost to
us against what it could generate in money.”

Similar motivations influenced Chris
Wagner, president, Superior Landscapes,
Loretto, Minn., toenlarge his construction divi-
sion. Pavers and lighting complemented his
current service mix and extended his clients’
options for landscape features. Customer

demand and an open market created a fea-
sible climate for adding the services, he noted.

“Both pavers and lighting were experi-
encing a boom with our high-end accounts,
they really liked it—it was unique,” Wagner
said. “There were less companies out there
fighting for the market. It's more specialty,

so we found it was profitable.”

Maruyama. Commercial Tools

From firefighting to landscaping,
agnicultural o industrial, in over
80 countries, we build tools
rugged, reliable and powerful
The sort professionals count on
to work as hard as they do
every day. True commercial tools

Our tools are built tough and

they're built well. They're crafted
with an attention to detail and
a focus on value. Real value

Not the kind that means cheap
But the kind that means more
power, more productivity, less

WON'T STOF

downtime, less lost time

TRIMMERS | BRUSHCUTTERS | BLOWERS | ED(

© 2001 Maruyama US. Inc. | 4258650811 volce

ARUYAMA

commercial landscape equipment
P

We know there is a lot of sc-called commercial equipment out there, But don't be

fooled by heavy-duty names and tough talk. You be the judge. Look us over, pick
us up, try us out. Compare. Be convinced. Maruyama.

S | HEDGE TRIMMERS

REEE WWW MARUYAMA-US.COM
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"With add-on
services, our profits

9

however,

Before adding the services,
Wagner evaluated his company’s focus. He
looked in the mirror, studying his market
position, clientele, quality and operations.

Whathesaw was acompany ready to grow.

“Westill do landscape maintenance and a
lot of landscape construction, but the land-
scape lighting and pavers were like the cream
~ a way to really capitalize on what we were
doing without having to seek out new cus-
tomers to do it,” Wagner said.

When Superior Landscapes added these
services in 1999, it completed 18 landscape
construction projects. In 2000, the tally topped
100, and the company increased sales by 500
percent in one year, Wagner said. In 2000,
pavers and lighting comprised 20 percent of
the company’s construction sales.

Acquiring a larger, design/build com-
pany during this time, which boasted a rev-
enue of more than $1 million compared to
Wagner’s $600,000, further buffered the sales
of these add-on services, he noted. Superior
Landscape gained two full-time designers,
state-of-the-art design technology, new con-
struction clients who demanded pavers and
lighting, as well as landscape maintenance.

“The base benefit was more sales per cus-
tomer in a dollar amount,” he explained. “
sheernumbers, we were selling more IIL,h(Int,
and there was new construction. Yes, we
added customers, but more importantly, we
added more dollars per customer because we
started doing more for the people we worked
with. The new customers found out we were
doing everything and responded to that.”

REMEMBERING 1.D. Moves like Wagner’s
require planning - any move does, really, he
insisted. A company may seek lateral growth
through new clients, or vertically stretch its
offerings by adding a rung to its service mix.
Both goals call for self-evaluation.

Are current customers satisfied? Is there
adequate labor to maintain quality service?

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

Are all sales possibilities exhausted with
current services? “I decided yes,” Wagner
replied, “and that's why we figured we could
earn more money by adding services.”

Asking these questions assured Wagner
that additional responsibilities would not
crash operations. Wagner callsit “getting his
house in order.” Before extending his busi-
ness, he researched necessary labor, training
and equipment. Then, he considered his
company’s focus.

Such an evaluation can convince a com-
pany to eliminate a service. When Swingle
Tree focused its business vision in 1992, it
left the mowing portion behind, Oxley noted.
Price wars were cutting the business out of
the “dog eat dog” competition, he said.

“We had a fair amount of infrastructure
and an overhead where we weren’t able to
compete with those who were running busi-
nesses out of their garages,” he compared.

Fiscal figures also determine the success
of a business expansion, Oxley added. He

recommended that contractors approach
add-onservices with the same mentality they
did when starting their core businesses. “To
do it right, you're looking at $100,000 to
$125,000 in cash to get the new service off the
ground with trucks and trailers, and you
have to make sure you've hired the right
person to run that division,” he figured.

Fowlkes took his plan to the bank - liter-
ally - to ensure his budget figures matched
the bank’s willingness to back his inyest-
ment. This support was key to adding irriga-
tion. Now, he and the bank review his busi-
ness and growth plan annually.

Cost considerations also caninclude fran-
chise agreement fees and the economy’s
health, Oxley reminded. Today’s economic
conditions do not forecast a boom, Oxley
observed, adding that many companies lost
money in the stock market last year, which
also will affect buying decisions.

“We're using our clients’ expendable in-
come,” he reasoned. “Where do they want to

put their dollar?” Just as clients are tiptoeing
into service agreements, companies also
should proceed with caution when expand-
ing their businesses, Oxley advised.

One way to do this is to stick with
strengths, Oxley commented. “Obviously,
we want to cross-penetrate and sell all of our
services to our customers, but you need to
stick with what you are good at,” he said. “If
a business came up tomorrow, someone
would have to show me the golden egg to
make we want to do it.”

LABOR AND LEARNING. Ultimately,
the people behind the project drive its success,
which is why well-trained employees are the
key to effectively gelling new services to the
rest of a company’s mix. By expecting employ-
ees to perform new services without back-
ground knowledge, “You are taking them out
of their element,” Oxley explained. “You are
putting the person and company at risk.”
(continued on page 187)

Award

The AMAZING Gate Lifting System! useucncrsisson

* Saves on workman comp. claims due to back injury.

HD Spring, Polished Stainless Tube, Stainless
Hardware & Polished Aluminum Roller Assembly.

DEALERS WANTED

s XY/ \

® PRICED from:

s159-5199

OFEMmic
Awards

Technological &
Innovative Excellence

76 APRIL 2001

Sth Annual

2Q000f
r'y

« |-Kit works on gates up to 180 Ibs.
* Reduces lifting by up to 80%.

* Increase crews productivity.

* Quality |-Year Warranty.

* Universal, easy 20 minute installation.
pa * Fully assembled, no welding.

Note: Works on all utility trailers with side rails.

CALL for a DEALER Near You!
Toll Free: 1-877-965-0951

CAII Major Credit Cards Accepted)

* DIRECT ORDERS STILL AVAILABLE IN SOME AREAS »
For More Information Contact:

Ballard, Inc. 6550 N.E. | 4th, Des Moines, IA 50313

USE READER SERVICE #54

(515) 289-3722

www.ez-gate.com

LAWN & LANDSCAPE




2006dY

siodeaspue| |euo|ssajold 10) paisaujbul

Rl

"ARpO) WOI'|BIDIGWWOIGNI MMM JISIA

10 |pBL-SEB-LLB-L [I8D
UONBULIOJUI B10W JO4

seakojdw3 jo Jaquiny SSauISng Ui SIBaA JO JaquIny

ssauisng jo adAp

( ) X4 ( ) auoyd

diz  aweg Kuno) LTE)

ssaippy 190§

awep ssauisng

api awey
d aseo;

19|eap e Bunwosaq ui paysasaiul w | ‘sap ()

'sjonpoid 2189 ume| |e1913WIW07) Jape) qng
10 aui| 8)9)dwo ay) NOGE UONBWLIOJU! B10W NI P | ‘SAA (O

'394] 10} A13]e-ayl 199

‘juej ayiing

"FeL les ojquondde of soelqns wey sonddns
Iym siajeap e jqupieae Jayo |

48M Jn) 84} UIM 0} pasu noA
$100} 33 M JasnoA uue pue
Aepoy sn aas awo) 100z ‘0€ |udy
yBnoay | yoseyy woy swnhue
Jamow Buipu wm-o1ez NyLe
aseyaind st op 0} paau noA ||y

-
a
\ m g




_.__________—_____________________—______________—__
JeM lnj 3y} uim o} paau noA

s s .o SIS e i G196-L0LYY HO ANVI3IAITO
2P0} sn 3as awo) "0z ‘0€ |1dy
ybnoayy | yasrepy woiy awnhue ¢cve6 XO0d Od

6 ¥

‘osuyaind 51 0 ot poou nok 1y IVIJUIWNNOI
“eRI3WWoY

13pe) qnJ wolj

o G2t B e 33SS3HAAV A8 AIvd 38 TIIM 3DVLSOd

J9MO|(] S31VLS 3LINN HO ONY13A3TD €2€ ON LIWH3d TIVIN SSY10-1SHI4
ajqepiod e ool TIVIN A1d3d SS3INISNA

- 10 - AHVSS303N

(anjen 66Z9) £Z1S 1vpow 3IOVLSOd ON

Junuy) 6uns
994] € 139

'334) 10} Ai3jie 3y 199
"juel 3y Ang




- Equipment so productive it lets you cut grass
. and mow down the competition at the same time.

Introducing Gub Gadet Commercial.

™

Cub Cadet Commercialisanewbrand - Find outmore about this tough new brand. Take a look
of turf equipment and landscaping tools at our full line of Tank zero-tumn riders, wide-area
designed to meet the demands of profes- mowers, trimmers, clippers and blowers. Visit c "‘bmw

sional landscapers. So whether you're N . one of our dealers. Take a test-drive. Ask
tackling a big lawn down the street or bidding -/
against a company across town, we’ve got what
you need to come out ahead. '

Cub Cadet Commercial helps you work more
efficiently, more professionally, more profitably. That's
because we build dependable machines that make you

about our exclusive Command Cut System™
and programs like Next Day Parts and our

. 3-year turf equipment warranty.

We think you’ll see that

cu:..h;li:tm equip nl;lm e For the location of a Cub Cadet

more productive. We provide innovative features to make your the best support in the Commercial dealer near you,

work easier. Plus, we offer service and support programs that business. What will call 1-877-835-7841 or visit

help keep you on the job. 4 A do with it?
< . "‘»‘ g www.cubcommercial.com today.
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Contractors
need to develop
a game plan
before taking
on sports field

maintenance.
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Companies looking for an area of business expansion
may find tackling athletic fields a whole new ball
game. Opportunities are numerous and varied. Just
consider the different types of sports fields within the
territory already being served. As with any special-
ized market, competition is less intense and potential
profitability is great. But don’t expect to hit a home
run without learning the rules, scouting the home
team and developing a game plan.

In sports turf, the first concern is the safety of the
athletes. “A level playing field” isnt just an expres-
sion; it’s a necessity. The second issue is playability.
This requires dense, well-rooted turf to provide solid
footing for the twists and turns of the players and
cushioning for their falls. Aesthetics becomes anissue
only after safety and playability are achieved.

“Sports field maintenance is a different ball game,”
said Jon Cundiff, president, Turf's Up Lawn Service/
Weed Man, Lee’s Summit, Mo. “The level of care is more

www.lawnandlandscape.com

intensive than the most demanding commercial mainte-
nance account. It takes a solid grounding in all aspects
of turf management, including soils and agronomics,
a knowledge of different turfgrass types and growth
patterns, an understanding of irrigation, weed, insect
and disease problems, and climatic influences. While
all of these pieces come into play in standard mainte-
nance programs, with sports field maintenance they're
more critical because the turf must withstand the
stress of athletic activity.”

Despite their common use, fields can offer differ-
ent challenges. For example, athletic field's soil pro-
file may indicate native soil, amended native soil or
sand-based. There are wide variations in the mix of
components within each of these three basic soil
profiles, all of which affect water infiltration and
percolation rates, drainage and compaction issues,
and turfgrass performance.

Fields might utilize internal drainage systems,
crowning to assist in surface drainage or a combina-
tion of both options. The maintenance program must

(continued on page 80)
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(continued from page 78)

adapt to fit specific field conditions. Any
combination of these fields could be part of a
single high school, college or park system.

The non-turf segment of baseball and
softball fields - the home plate area, pitchers
mound and basepath area — present a totally
different maintenance challenge.

“While the program must be developed

to fitall these factors, event scheduling is the
controlling factor in athletic field mainte-
nance,” Cundiff pointed out. “When the field
will be used, how often, by whom and for
what purpose, combined with the facility
budget, determine the field design and con-
struction parameters including the soil pro-
file and grass type.”
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Because of the ever-growing demand for
on-field practice and play, field schedules are
packed. Use begins as early as weather al-
lowsin the spring and continues until late fall
or early winter in the North. Field use may be
year-round in warmer climates. Renovations
and the more invasive maintenance prac-
tices, such as core aeration, must take place
during the breaks in event scheduling, which
may not be the best timing agronomically.

Despite these challenges, or maybe be-
cause of them, there are several different
ways for a lawn service company to provide
athletic field services.

THE TURF’S UP PLAN. Cundiff spent
nearly five years working on the Kansas City
Royals and Chiefs grounds crew before start-
ing hislawn care business 15 years ago. Turf’s
Up provides turf maintenance and tree and
shrub treatments. Approximately 85 percent
of the company’s accounts are residential, 10
percent are commercial, and 5 percent are
sports fields.

“Our company is focusing more on tar-
geted services than complete sports field
maintenance,” Cundiff said. “We see the wave
toward more outsourcing of fertilization, con-
trol treatments and some aeration and seed-
ing within the school district fields. We also
see potential business in the move toward
Bermudagrass fields, which demand a differ-
ent maintenance schedule than cool-season
grasses, with a much more aggressive sum-
mer maintenance program.”

The company maintained the Kansas City
Wizards soccer team’s practice facility for
three years, handling full maintenance, field
lining and resodding. The Wizards moved
last year and the company continued main-
taining the field for two college teams.

“The existing field is sand-based, has an
in-ground irrigation system and Bermuda-
grass turf,” Cundiff described. “We're look-
ing at conversions of the other fields to simi-
lar conditions.”

THE ONESOURCE PROGRAM. Ron
Schmoyer, president, OneSource Landscape
& Golf Services, Tampa, Fla., said sports turf
management was a natural fit for his com-
pany. He noted that the expertise available in
the industry allowed for a seamless service
addition for the organization.

(continued on page 82)
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Ty this paradigm shift:
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The company’s first sports field account
was a baseball field in Tampa where only
spray applications were performed. Gradu-
ally, the company added more fields and
expanded services, including complete main-
tenance of a few fieldsin West Palm Beach, Fla.

OneSource provides a complete mainte-
nance program for all playing surfaces,
skinned areas, game and practice fields, sur-
rounding green spaces and parking lots on
the baseball spring training facilities of the
New York Yankees and Cincinnati Reds.
“Thislevel of maintenance requires full-time,
onsite personnel,” Schmoyer said. “We have
employees whose only job with us is to re-
port to these facilities every day.”

On facilities such as the Yankees’ and
Reds’ fields, which were maintained by in-
house personnel, OneSource presents man-
agement with a comprehensive maintenance
package that describes the value of
outsourcing for their organization.

he Sports Turf Managers

Association (STMA) was formed
in 1981 because industry leaders
believed that the industry could improve
sports turf through sharing knowledge
and exchanging ideas. STMA members
work to combine the science of growing
turfgrasses and the art of maintaining
both natural and artificial sports surfaces
to produce safe and aesthetically
pleasing playing surfaces.

STMA represents all segments of the
sports turf industry, with members
involved in management of school,
municipal, university and professional
sports facilities among its membership.
Members also include educators and

researchers, commercial affiliates,

landscape contractors and full-time students.

STMA currently has more than 2,000
national members. There are 23 nationally
affiliated STMA chapters across the country,
and additional chapters are in various stages
of formation.

STMA holds an annual conference and
exhibition in January each year. The next
conference will be held in Las Vegas,
Nevada, on Jan. 16 to 20, 2002, with
educational sessions taking place in the
Riviera Hotel and Casino and the trade show
held at the Cashman Center.

STMA also provides members with a
monthly magazine, a bi-monthly newsletter,
a membership roster and resource guide, an
annual compendium of articles written by
and for sports turf managers, and a mem-

bers-only section on the STMA Web site.

7IR.....
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radius maneuverability
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Heavy duty variable speed hydrostatic

drive
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aluminum utility tray
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Phone
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Sharing information is a strong part of
STMA.

STMA headquarters serves as a conduit
to speed the process of connecting members
with each other and to supply information to
potential members, facilities in need of
assistance, industry-related companies and

associations, and the media.

The Certified Sports Field Manager
(CSFM) certification program, developed and
i administrated by STMA, was introduced in
1999. CSFM status recognizes those
professionals who have taken the extra steps
to affirm their competence in sports field
management. Individuals seeking certifica-
tion must first qualify by demonstrating a
combination of educational and industry
background. They are then tested on
agronomics, pest control, management and

sports specific areas. Those certified
must maintain their certification with a
combination of continuing education
and industry service.

STMA announced the formation of
the foundation for Safer Athletic Field
Environments (SAFE) in 2000. This
foundation was formed as a corpora-
tion for the purposes as outlined in the
SAFE Mission Statement: “To support
sports field specific research, educa-
tional programs and environmental
concems to promote user safety.”

STMA headquarters contact
information: phone 800/323-3875; fax
712/366-9119; e-mail
SportsTMgr@aol.com; Web site
www.sportsturfmanager.com.

- Steve & Suz Trusty

A

“We can show on paper and in action
that, because of our specialized focus, we can
save them money and improve the quality of
the facility,” Schmoyer explained. “We also
note that we’ll make every effort to integrate
their current employees into our program.
Once an agreement is reached, we meet with
their employees and explain our organiza-
tion, rules, policies and procedures and ben-
efits. Because of the size and scope of our
operation, we can offer greater opportuni-
ties for advancement either within the sports
turf division or in other divisions. When we
took over management for the Yankees and
the Reds it was a fairly seamless move.”

For OneSource, sports field management
accounts are multiplying. They maintain all
of the sports fields in Thomasville, Ga., and
work with The Villages in Leesburg, Fla.

“We believe outsourcing of sports field
maintenance is a trend that will continue to

(continued on page 86)
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HI THERE.

If you want your customers to have
beautiful lawns like this, with no
crabgrass, all season long, and no
staining, ever, get back in your
truck, get on the phone, call your
Rohm and Haas distributor, or
1-800-987-0467, and ask about new,
harder-working, more cost-effective

DIMENSION® ULTRA WSP.
Well, what are you waiting for?
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(continued from page 83)

grow because it provides value for the orga-
nization,” Schmoyer pointed out. “We also
think our competition in this area will be the
in-house operations, whether it's a munici-
pal, state-run or professional organization.

“It's a marketing adventure because it’s
an educational process for the potential cus-
tomer, but we're willing to commit the time
and resources for that,” he continued. “We're
very open about the arrangements we've
made with our current clients and invite
potential clients to contact anyone involved
to see how the transition went. That helps
establish a comfort zone so they’'re able to
seriously consider our proposal.”

THE TRUGREEN LANDCARE PLAN.
Ron Kirkpatrick, sports turf manager,
TruGreen LandCare, San Diego region, Ca-
lif., said the company started its sports turf
division in 1995.

Today, the company works with high
school-level football and soccer field renova-

tions and maintains several different college
fields, working with both sand-based and
native soil fields.

Kirkpatrick offers an athletes” perspec-
tive to the company’s sports field work, but
he said there is still a learning curve behind
this progress. “Sports field careis a continual
learning process,” he said. “Besides all the
turf and agronomic issues, it’s important to
know the rules governing each of the sports,
the proper field dimensions, layouts and
lining, Also, anyone considering expanding
into the sports turf area should be aware of
the money it takes to get involved. For our
company, the initial investment in equip-
ment alone was approximately $200,000.”

The company lays out the maintenance
program for every field it works with,
whether the project is construction, renova-
tion, consultation or maintenance.

“When we've made a major renovation
and the existing staff will be handling the
maintenance, we also work with them to be

sure they understand the program and that it
must be carried out,” Kirkpatrick said.
“Sports turfisn't forgiving. The maintenance
program functions best whenit’s consistently
worked. Then problems are small ones that
can be solved. A major mistake will set back
the program and may destroy what has been
accomplished in the renovation.”

TIME TO STEP UP TO THE PLATE?
Cundiff, Schmoyer and Kirkpatrick all agree
the sports turf market is filled with potential
business. They also recommend that con-
tractors considering this move learn as much
about the industry as possible, thoroughly
analyze the existing market situation in their
own area and assess their company’s own
strengths and weaknesses before taking a
swing at sports business.

Steve Trusty is Executive Director of the Sports
TurfManagers Association. Suz Trustyis STMA
Communications Director.
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_Pricing Mowing Services
by Bob West

Three companies share their philosophies
for residential maintenance jobs.

There’s a saying in business that is meant to describe a particularly challenging situation that
forces a company to thoroughly examine its pricing. “We really had to put pencil to paper,”

a business manager might say in such a predicament.

Obviously, more than a few landscape companies that maintain residential properties
have put the proverbial pencil and paper to work while estimating a particularly enticing
property. And through the extensive workings of the No. 2 lead pencil and pink eraser, the
estimated price changes, generally decreasing every time.

While the contractor is convinced that finding a way to lower that number is the right
thing to do, many other landscape firms shudder at the thought of another estimate coming
out at a ridiculously low price. “The biggest mistake people make with pricing is wanting a
job too badly,” related Maurice Dowell, president, DowCo, Chesterfield, Mo. “They want the
job because they feel it fits their niche or the location is great, but they’re making a mistake,”

Any company in business long enough will inevitably price a job too low. The question

" Strategic moves that don’t provide the desired results are a part of business, and
most companies rebound from them without causing any negative impact on the market.

But when companies set a price too low because they don’t understand pricing principles
or dedicate the time to formulate an accurate estimate, then the entire market suffers. With
a little preparation, a dose of sound business decision making and some attention to detail,
contractors don't have to be mathematicians to come up with the right number at the bottom
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see us today. While you're
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Products.
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(continued from page 88)

A MODEL START. Accurate estimat-
ing is something of an art as well as a science.
But when only one of those two elements
goes into formulating price, science should
win out. Contractors with a track record of
pricing success know exactly why they price
their work at a certain cost.

“The first thing we look at is the square

footage of a property, and we measure every
property we prepare an estimate for,” Dowell
explained. “We set price by multiplying our
hourly rate for a three-man crew by the num-
ber of hours we think the job will take us.”
For Dowell, estimating the hours neces-
sary to tackle various tasks is easy, thanks to
field research. Since he generates most of the
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estimates for potential customers, he accom-
panied crews into the field and measured
their average production rates for all of the
services they provide, from mowing to ap-
plying fertilizer to edging. In addition, he
standardized his crew setup so each crew is
comprised of three individuals and three 52-
inch, walk-behind mowers with sulkies.
Aside from distinctive job characteristics,
there’s no reason fora crew’s productivity to
vary from company averages.

Dowell also spent time identifying his
business’ costs so he would know how much
money the crews need to account for in addi-
tion to their own costs. So, if DowCo has
$200,000 in overhead (rent, computer soft-
ware, administrative assistant salaries, ac-
counting fees, etc.) and the crews generate a
total of 20,000 billable hours throughout the
year, the cost for each man-hour must in-
clude $10 just for overhead.

“Our costs tell us where our pricing needs
to be,” Dowell assured. “We just had to
spend the time figuring the numbers.”

Some contractors, like John DeBell, presi-
dent, Clippers, Chantilly, Va., point to man-
hours as the most variablejob cost. “We want
to know how much of that risky component
isoneachjoband price thatjob accordingly,”
DeBell shared. “A lot of people price just on
square footage, but if you're going to do that
you better know how many hours you're
putting on your equipment and your labor -
that's what really matters.”

Mike Schmitt, owner, Shamrock Irriga-
tion & Landscape, Los Angeles, Calif., em-
ploys a different approach to set pricing, but
he adheres to it consistently. “Tasked a lot of
peopleabout theirhourly rates before I started
this company, and I decided to use one of the
higher hourly rates out there to see if the
market would bear it,” he related, adding
that companies should lose at least 30 per-
cent of the bids they submit because their
prices are too high. “If you're not losing jobs
that often, then you're prices are too low.”

He also noted that while pricing work
from the standpoint of recovering costs is
logical, contractors who do this could short-
change themselvesin thelong run. “I want to
push the envelope in terms of pricing in
order to yield the best gross margin,” he
related. “If I say that for every dollar we bill
we can afford costs to be X, then I'm not

{continued on page 92)
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(continued from page 90)

taking into account what the market will bear
and I may be undercharging.”

THE PACKAGE APPROACH. rew
companies only handle mowing for their resi-
dential customers, so the value of these addi-
tional services has to be considered in the
pricing equation. “Typically, maintenance is
not a loss leader, but it is the least profitable
service,” DeBell admitted. “Maintenance gets
us onto a lot of accounts, which then gives us
the enhancements or other work thatis much
more profitable.”

Other contractors echoed DeBell’s phi-
losophy regarding mowing prices. “We make
more money for pruning, fertilizing or check-
ing irrigation systems than we do for mow-
ing,”
present an estimate to a customer I just show

mitt agreed. “That's why when I
them one price instead of a price for every
service. If they see all of those numbers, they
may go through and pick all of the lowest
profit portions of the business.”

“Mowing is the intangible that keeps our
presence on the job 32 weeks a year, but the
," noted Dowell,
adding that route density is the other key that

money isin the otherservic

can make an unprofitable job or service more
profitable. “Density is dollars. If I've got six
$33 jobs on the same block, what does it cost
me to add another one? I'm already stopped,
soif I can pick up another customer by offer-
ing them a slightly lower price, that might
make sense.”

NEGOTIATION KNOW-HOW.

The contractors interviewed for this story
agreed that most companies price their work
reasonably well, but danger lurks when the
client asks for a lower price or the contractor
is intent on landing a particular job.

“l approach every negotiation with the
idea that it's OK to walk away on price and
disagree with the customer,” Schmitt com-
mented. “You need to be in business for the
long haul, and that means accepting that you
won't getevery customer. You have toarticu-
late your services well, convince them that
you can alleviate their concerns and that
you're better than whoever is handling their
property now.”

By the same token, certain jobs demand
flexibility in pricing.

“We're a growing business, and if we

(continued on page 99)
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(continued from page 92)

have the opportunity to get our truck into a
new neighborhood with a prime property, 1
might think about cutting my price a little,”
Schmitt admitted. “However, there are also
times when you have to raise prices. For
instance, an irrigation system that is in hor-
rible shape typically means more plant re-
placements, so | want to protect myself by

pricing that job higher.”

Entering a new subdivision offers chal-
lenging pricing situations, Dowell countered.
“If you price by the book, you might not get
the work because they don’t know you yet.

But neighbors talk to each other, so if you cut
deals with some people the others will prob-
ably find out and you'll have to lower your
price for everyone.”

“Part of pricing is subjective,” agreed
DeBell. “If I go into a job knowing I have to
have my price in a certain ballpark, then I
work my estimate backwards to see if I can

wanting a job foo badly. They want the job because

they feel it fits their niche or the location is great,

but they're making a mistake.” - Maurice Dowell

do that. If the mowing price they want is
tough for us to offer, that's where the loss
leader concept comes into play. Taking that
job would make more sense if we’re doing
thebeds, the fertilization and other services.”

Pricing Mowing Services

The primary complaint many companies
have about residential accounts is the
homeowners themselves and the attention
they often demand. This aspect also should
be included in pricing. “I may raise my price
based on my interaction with a client,” Schmitt
said. “If I think someone will be challenging to
please, then [ want to make sure it’s going to
be worth my time to try to do that.

“Thelast thing I wanttodo is cut my price
to keep a challenging client happy, which is
what a lot of companies do when a client is
particularly difficult during negotiations,”
he continued. “The problem is that such a
client may never stop beating you up.”

The author is Editor of Lawn & Landscape
magazine.

For information about how companies added com-
mercial jobs to a residential mix, check out this
article with the April issue of Lawn & Land-
scape online at www.lawnandlandscape.com.
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to the turf market with MERIT" Insecticide, it revolutionized grub control. Six years later, MERIT provides longer

soil residual and broader spectrum grub control than anyone else. And one application is still all it rakes to control grubs
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 String Trimmers

Advancements
in trimmer
technology
cater to
pending
legislative

issues. Photo:

Husquarna
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by Cynthia Greenleaf

Trimmers are improving tremendously

as a result of requlation pressure.

As with all power equipment, stringent regulations
play a powerful role in the evolution of string trim-
mers. In response to pressure from the Environmental
Protection Agency (EPA) and the California Air Re-
sources Board (CARB), equipment manufacturers are
striving to build a better trimmer with impressive

results,

RAISING THE BAR. While the word regulation
often carries a negative connotation, these national
and regional mandates have actually benefitted the
trimmer industry, said Nick Jiannas, product man-
ager, Stihl, Virginia Beach, Va. “With the regulations
becoming stricter, the units now run leaner, hotter and
faster,” he observed. “In essence, they’ve required us
to build a better trimmer.

The two-cycle engine trimmer - the longtime in-
stry standard ~ has traditionally operated off of an

.

”

air/ fuel mix with the fuel serving as the coolant. This
is the primary source of emissions the EPA and CARB
are targeting through regulations, Jiannas described.
The challenge manufacturers have faced is designing
an engine that cools effectively and cleanly, he pointed
out. “We're trying to build an engine that strikes a
good balance between the two.”

Complying with increasingly rigid requirements
transformed the trimmer into a more sophisticated
piece of equipment. “Basically, the trimmer is a much
more high tech product because of the need to comply
with emissions and make sure the product holds up
over time,” Jiannas added.

This modern trimmer is a far cry from the days
when trimmers were heavy, noisy and vibrated heavily,
according to Malcolm Stieneker, warranty manager,
RedMax, Norcross, Ga., who has been in the power
equipment industry since 1969. “They really didn’t
havealotof powerand were very difficult towork on,”
he recalled, “Carburetors broke, heads flew off - it was
fun,” he added, laughing.

Through the years, these essential landscaping tools
have become more powerful, fuel efficient and lighter,
Stieneker described.

ENGINEERING FOR IMPROVEMENT. In the
quest for a cleaner, quieter, lighter machine, three
primary technologies are shaping the development of
today’s trimmer.

Stratified charge technology - Relying on careful tim-
ing to reduce harmful emissions, this technology uti-
lizes a double barrel carburetor with two “throats” - a
conventional throat containing a mixture of air and
fuel and another containing only fresh air, Jiannas
described. With this design, the piston moves up and
down, while a stratified layer of fresh air is created on
top of the air/ fuel mixture. Then, when the air and fuel
(continued on page 104)
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(continued from page 102)

mix goes up into the combustion chamber,
the fresh air goes in and out first, resulting in
a cleaner emission.

Catalytic converter technology — This is an-
other emission-reducing technology, rely-
ing on platinum-based metals, which create

a chemical reaction. When exhaust gases

This modern trimmer is a far cry from the days when

The major drawback to catalytic convert-
ersis that they tend to add weight and heat to
a trimmer, which can make work unpleasant
for a landscape contractor on a hot summer
day, Stieneker pointed out. Another disad-
vantage is that catalytic converters tend to
degenerate over time, eventually failing to

trimmers were heavy, noisy and vibrated heavily.

They really didn’t have a lot of power and were
very difficult to work on. — Malcolm Stieneker

come out of the cylinder, they pass through
this converter which “superheats” the met-
als, Jiannas described. The leftover exhaust
is then burned and converted into environ-
mentally friendly carbon dioxide and water.

convert all of the gases passing through.
Replacing this component is an added ex-
pense that some contractors might not want
to deal with, he said.

Four-stroke technology — With this ap-

proach, all engine processes are self-con-
tained in the combustion chamber so there is
no “scavenging loss,” or harmful emissions,
Jiannas explained. Since these engines con-
tain an extra oil tank and additional working
units compared to a two-stroke model, four-
stroke engines may be heavier and bulkier,
he noted.

One of the biggest advantages of a four-
cycleengineisincreased fuel efficiency, noted
Dennis Blanton, product development ad-
ministrator, American Honda Motor Co,,
Alpharetta, Ga. Blanton cited a study Honda
conducted that compared the fuel consump-
tion of two-stroke and four-stroke trimmers.

-

Based on 30 hours of operation for 32 weeks
(a typical season), the four-stroke engine
used about half the fuel compared to the
two-stroke, Blanton explained.

Based on the feedback Honda received
from its contractor customers, four-stroke

(continued on page 106)
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Flow System® (SFS) decks; and 32-, 36- and 48-inch fixed decks. All aggressively chop

clippings into the finest mulch possible. And all are designed specifically for Toro equipment.

See your Toro landscape contractor equipment dealer.
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(contimued from page 104)

H aving a dedicated pilece of equipment for edging jobs
is one landscaping rule of thumb that contractors
should not disregard. While there are contractors who use a
trimmer to edge, this can be a potentially dangerous and often
expensive mistake, according to Nick Jiannas, product
manager, Stihl, Virginia Beach, Va.

By using a trimmer to edge, "basically you're running the
trimmer line right on a sidewalk.” he noted. “"Concrete will eat
up trimmer line.”

A quality and safety-conscious contractor should buy a
dedicated edger upfront and avoid dealing with the possible
safety issues and wear and tear on the machine. After all, "it's
pay now or pay later,” Jiannas noted

Contractors have several options when choosing an edyer.
For one, edgers come in hand-held or a wheeled models

"AnEdge

{confumued on page 108)

Hand-held models are lighter and easier to use when maintaining
existing edges, Jiannas said

The wheeled models tend to have more restnctive emissions
regulations and generally utilize four-stroke engine technology, he
added. Wheeled edgers allow for larger edger blades and are
generally best suited to tougher conditions, such as establishing a
new flower bed, setting an edge for the first time in the spring ot
working in heavy dirt or clay, he advised

Depending upon their needs, contractors can also choose an
edger with a straight or curved shaft, allowing for greater speed or
flexibility, according to Jiannas, “A straight shaft has less friction
with much improved cutting torque,” he observed. “This is
important for contractors who need to speed edge. Curve shaft
edgers have harder times cutting through dirt and debris.”

Choosing an edger is a highly individualized decision - like
buying a pickup truck, according Dennis Blanton, product
development administrator, American Honda Motor Co.,
Alpharetta, Ga. He said contractors should talk to equipment
dealers or manufacturers to help determine what their specific
edging needs are, - Cynthia Greenleaf

TRENCF
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(continued from page 106)

engines have been shown to producealesser
degree of smoke and smell and a lower noise
level than their two-stroke engine counter-
parts, he added.

ADAPTING TO CHANGE. As old-school
trimmers and other power equipment mod-
els phase out, time will tell which of these
newer technologies will win over contrac-
tors, according to Jiannas. These advances,
especially the four-stroke and catalytic con-
verter trimmers, are so new to the market-
place that the industry cannot predict its
favorites he pointed out. “These are so new
in the game,” he said. “Spring 2001, for ex-
ample, is the first season that California is
going to see a lot of this stuff in retail.”
The four-stroke engine trimmer, in par-
ticular, has yet to penetrate the mainstream
landscape market, according to Stieneker.
“The four-cycle really hasnt gained in popu-
larity yet,” he observed. “Everybody’s just

used to the two-cycle since there are so many
out there.”

Jiannas agreed. “The commercial land-
scape contractor right now is not buying a lot
of four-stroke trimmers."”

Jiannas added that most equipment deal-
ers still have regular two-stroke trimmers
and other power equipment in stock, so a
shift to the newer technologies will be a
gradual process, although eventually, when
the regulations are stepped up, contractors
will be required to buy a compliant product.

Contractors also tend to be creatures of
habit and are comfortable with the older,
two-stroke technology equipment, observed
Dana Possick, RedMax's assistant manager
of national marketing. “People are always
resistant to change,” he pointed out, espe-
cially with technologies that are relatively
new to the marketplace. Transitioning from
the old to the new will largely be a matter of
industry education, he said.

In terms of cost, landscape contractors
shouldn’t see a dramatic a price increase
with these new, advanced trimmers,
Stieneker predicted.

However, prices are sure to rise, as with
any new technology, Jiannas added. “There
will be a price tag increase,” he said. “It's a
fact of life.”

As trimmers and other outdoor power
equipment become more technologically so-
phisticated, manufactures pay more to pro-
duce these units - an increase that will most
likely be passed on to end-users, i.e. land-
scape contractors, Jiannas said.

The exact price increase remains to be
seen, however. “It's too early to tell,” he
pointed out, adding that he does know one
thing for certain. “(Any cost increase) will be
a short-term pain for long-term gain.”

The author is Associate Editor of Lawn & Land-
scape magazine.
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They say good things come in threes. If you're a landscaper, that's true at your
Kawasaki dealer. They'll give you $60 when you trade up to a new Kawasaki String
Trimmer, $60 when you trade up to a new Kawasaki Backpack Blower, and
$20 off the purchase of a new Kawasaki Handheld Edger* Each product is
professionally engineered with industry-leading Kawasaki power, quality and
reliability to make light work of even the toughest jobs. One demo is all you'll
need. But three great offers don't hurt.

For more information about Kawasaki products,

visit www.kawpowr.com. Kawasaki

To locate a dealer near you, call 1-877-KAW-POWR.

or backpack biower when you bring in Br

me at parocpating dealers

560 Trade Up is good toward purchase of a new Kawasakl string trimmer
oid gas-powered string trimmer or backpack t ffers valid for 8 limtee
Handheld edgers not available in California
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By following a few simple
guidelines, responsible lawn care

operators can ensure safety.

PROPER

~ P §t1 ~ide

APPLICATIO

Almost every pesticide applicator at one time or
another has wondered, “Does it really matter how
well the spreader is calibrated?” or “Do | have to
wear rubber gloves just because the label says s0?”
Sometimes applicators become too comfortable with
the products they use and start cutting corners, which

often causes problems.

Lawn care operators should keep themselves safe
and free from pesticide exposure at all times. If they
eat lunch without washing their hands with clean
water and soap, they are at risk. If they wear their
work clothes for more than one workday without
washing them, they are at risk. If they don't follow
pesticide labels, they are at risk. If they don’t carry
well-stocked first aid and spill kits, they are at risk.

One of my old co-workers used to take foolish
risks. One morning, he approached me as I was
loading up and checking my sprayer’s motor oil
level. He told me he didn’t want to spend the money
on anew pair of workboots. Instead, he tried to make
the ones that he had last as long as possible. “I think
it is about time I get new boots, though,” he told me.
“Whenever I put these on, my feet start to tingle.”

110 APRIL 2001 www.lawnandlandscape.com

This is just one example of a foolish risk. Obvi-
ously, lawn care operators should never wait until
their feet start to tingle before purchasing new boots.
New boots should be replaced at least once a year.
The purchase date should be written inside the boot
with a permanent marker so lawn care operators
know when they were purchased and when they
should be replaced.

Taking such a dangerous approach to working
with pesticides can result in problems with even
more severe implications.

TAKE THE TEST. No, this isn’t another test to add
another category to a pesticide applicator’s license.
This test requires lawn care operators to accept the
assistance of a medical doctor and give some of their
blood. Lawn care operators who don’t regularly geta

cholinesterase test put themselves at risk.
Cholinesterase is a chemical found in the human
body that is necessary for the nervous system to
function normally. Pesticides classified as carbam-
ates or organophosphates can inhibit cholinesterase
in your body. Ideally, pesticide applicators should
determine how much cholinesterase is in their bodies
to begin with so they can use that figure as a baseline
for future tests. Typically, this test should be admin-
(continued on page 112)

Proper

applications
begin by reading
the pesticide
label and making
sure to only use
clean spray
tanks. Photo:
Lawn &
Landscape staff
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very lawn care technician no clean water in an emergency, use any
should make sure there is a pond or stream water that is available. A

¢ . 2 complete first aid kit on his or her truck at portable eye wash bottle should be on all
istered every year or after any incidents where

unhealthy exposure may have occurred. all times. A complete first aid kit should trucks.
(NOTE: Cholinesterase tests are not useful include: - Simple Band-Aids, bandages and tape. All
for n-methyl carbamate. Consult a physician

+ A small plastic bottle of a common cuts and scrapes should be covered to prevent
with questions about this.)

detergent that is used to wash pesticide pesticides from easily entering the body.

WORKING WITH LIQUIDS. Regardless quickly off the skin. + A blanket is very useful. It should be kept
of what type of liquid product a lawn care A small package or bag of activated in a place where it will not be contaminated
operator is applying, one of the main ben- charcoal. Mixed with water and swal- by pesticides.
efits of this type of application is its ability to _ bbbt
2 3 G : 4 lowed, activated charcoal acts as an « Some means for two-way communication,
be active upon application. Typically, the
product begins to work immediately upon absorber of pesticides. such as a cell phone, two-way radio or coins |
application. This provides an obvious ad- + A shaped plastic airway for mouth-to- for a pay phone taped to the inside of the first |
vantage over granular applications, which mouth resuscitation. ald-ddt. {
need to be watered in.
. + A thermos or large plastic bottle (at + A small, plastic empty jar with a tight
The best lawn spray pattern is one that Pmr ( P Y g |
delivers uniform coverage with little over- least one quart) of clean water. If there is  fitting lid is useful as a drinking glass for the
lap. The spray pattern should be continuous victim, in order to induce vomiting or feed ‘

and uninterrupted, although some overlap activated ahiarcodl. 1t cen also be useditor

might be useful at times.

Lawn care operators worried about get- R
ting good coverage, especially with new l
(continued on page 114)
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collecting vomitus to take to the doctor.

- Jason Dampier
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(continued from page 112)

employees, should cut theirapplication rates
in half and make two applications. First,
apply in east-west swaths, then in north-
south swaths. The spray patternshould form
an arc no more than 3 to 4 feet on either side
of the applicator’s line of travel. This may not
alwaysbe anideal approach because the appli-
cation time will be doubled, butspending more
time on an application is better than customer
cancellations or callbacks.

However, applicators must be careful
when working with liquid products. Lawn
care operators are generally exposed to lig-
uid formulas through their skin, where the
product can penetrate and enter the blood
stream. Lawn care operators should follow
pesticide labels, and safeguard themselves
with properly stocked first aid kits (see Stock
the Kit, page 112).

TANK MIX TROUBLES. Sooner or later,
lawn care operators have to perform liquid
herbicide applications, if they haven't al-

ready. Some lawn care companies have dedi-
cated equipment for herbicides and insecti-
cides. Pesticide applicators who work for
companies thatoperate this way should con-
sider themselves fortunate because they
won't have to worry about decontaminating
the equipment between herbicide and non-
herbicide applications.

Technicians who don’t have this luxury
need to ensure a clean tank before each appli-
cation. First, flush the sprayer with water and
spray this water on a site that is listed on the
label, immediately after the application. Ap-
plicators should do this until they are confi-
dent the sprayer is free of residual product.
Next, rinse the tank at least three times with
water. This should be timed so that the final
rinse is completed just before the tank is
filled with the new non-herbicide product.

Note that not all kinds of herbicides can
be totally decontaminated from a sprayer.
Forexample, tanks that contain phenoxy prod-
ucts cannot be decontaminated. Check the la-

bel to be sure. The key is to make sure residual
herbicides aren’t being sprayed while non-her-
bicide products are being applied.

Recently, | heard a story where an appli-
cator was performing a fall liquid fertiliza-
tion. The applicator didn’t know that the
tank was previously used to apply a broad-
spectrum herbicide. When the lawn started
to turn chlorotic a “red flag” immediately
went up. If the previous applicator had fol-
lowed a few simple procedures, this mishap
would not have happened.

If you apply herbicides that cannot be
totally decontaminated, buy two sprayers -
one for herbicides and another for other pes-
ticide applications ~ and mark them clearly.

SPILL CONTROL. Spills can and do occur.
What should be included in a truck’s spill
response kit? Remember that one of the most
important components of spill management
is to prevent yourself from becominga part of

(continued on page 116)
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(continued from page 114)

the spill. Wear your personal protective
equipment (PPE) according to what the pes-
ticide labels require. PPE should include:

¢ Chemical splash goggles

* Face shields

* Rubber gloves

* Appropriate body protection, such as
protective suits and shoe or foot coverings

Once lawn care operators are protected,
they can stop the spill and prevent it from
spreading. This might be as simple as turning
off the sprayer or standing up a tipped con-
tainer. Certain supplies should be carried to
help confine spills, including:

* Large, absorbent tube socks manufac-
tured specifically for pesticide absorption

¢ Pillows manufactured specifically for
pesticide absorption

* Absorbent sheets and pads

After the spill has been cleaned up, the
residues must be managed. Use the follow-
ing materials to finish the job:

* Absorbent material such as cat litter

® Broom with metal and plastic dust pans

* Large plastic freezer bags

* Five-gallon disposal container with
heavy plastic garbage bags

GOING GRANULAR. Cranular pesticides
are generally easier to clean up than liquid
formulas, and many lawn care operators feel
they are easier to work with. Environmental
pressures and new legislation are also driv-
ing the popularity of granular products.
Case in point, new legislation has been
passed insome countiesinNew York through
the state Department of Environmental Con-
servation (NYSDEC) requiring pesticide ap-
plicators to give their clients’ neighbors 48
hour pre-notification of pesticide applica-
tions. NYSDEC created a list of pesticides
exempt from this pre-notification, one of
them being granular pesticides. To avoid
notifying all neighbors of a client, lawn care
companies in these counties will have to
switch from liquid applications to granular.

The key to an effective granular applica-
tion is often the spreader. Drop and rotary
spreaders are most commonly used in com-
mercial granular applications. Drop spread-
ers measure the fertilizer out and drop it
directly on thelawn. They are generally more
precise and usually deliver a better pattern.
Off-target drift is usually kept to a minimum
because the product drops straight down.
However, because the swath is much nar-
rower than with a rotary spreader, more careis
required to align swaths to prevent overlap-
ping or missing areas. A helpful hint to ensure
even coverage whenusingadropspreaderisto
make sure the wheels overlap wheel marks in
the grass from the previous swath.

Rotary spreaders are more forgiving if
the applicator isn’t as accurate. Because the
application pattern is feathered to the far left
and far right of the swath, some overlap is
tolerable and sometimes even desirable. Ro-
tary spreaders utilize centrifugal force which

(continued on page 118)
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Ix25-3'x
4'x50'-4'x 100" - 6' x 50

VU 1-800-543-8955

Web: http://www.amleo.com
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UHS brand fertilizers are designed to “
meet the demanding agronomic needs of JLnited
any turf professional. These products are built to e
perform best according to the local needs £ BT
of the geographies we serve.

-

PROFESSIONAL FORMULA

Our UHS Signature Brand Fertilizer “blue line” is comprised of
products with the things you'd expect, such as quality and
consistency. What sets these fertilizers apart is unique
technologies, added performance and unmatched value.

Our premium offering is found in the UHS Slgnature Brand
Fertilizer “green line" bag. These products feature the best
nutrient sources available and are manufactured with an
uncompromising eye to consistency and performance.

The green bag guarantees ultimate nutritional benefits gf"’"s‘q_'%«
and turf quality for your fertilizer program. S

Check with your local UHS representative
4 \ for more details on our complete line of
o ’ outstanding fertilizer products

www.uhsonline.com
Horticultural Supply.
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provides wider swaths, thereby reducing the
number of swaths required. Because of this,
rotary spreaders are more likely to cause
drift if they are used on windy days.

Regardless of the type of spreaderalawn
care operator uses, over-application at the
ends of the lawn should be avoided. Inexpe-
rienced applicators either open the spreader
too early when they begin the swath or turn
it off too late at the end of the swath. Never
keep the spreader open when turning around
at the end of the swath.

Getthe spreader moving atitsrated speed
(often 3 miles per hour — check the owner’s
manual) before opening the spreader. Apply
a ring around the lawn (that will act as a
header strip) before starting the back and
forth swaths. The perimeter of the lawn will
then serve as the turn-around area where the
spreader should be closed. Closing the
spreader minimizes the chance of irregular
or over application.

Almost every lawn pesticide applicator
has at one time or another striped a lawn.
Striping occurs when the swaths are applied
unevenly and results in stripes of dark and
light green turf. This could have happened if
the spreader isn’t calibrated properly for the
application or if the spreader isn’t being
driven accurately. Some lawn applicators
will run their swaths at a right angle to the
home so striping is less noticeable when the
homeowner looks out the window. This is
no substitute for doing the job right.

Also, never operate the spreader back-
wards. Rotary spreaders will produce an
unacceptable pattern when moved in this
direction, while drop spreaders will apply
granules at a different rate. If you need to
operate a drop spreader backwards (such as
in soft soil with new seeding where pulling
the spreader may be easier than pushing),
make sure it is calibrated for pulling rather
than pushing,.

Finally, spreaders should always be filled
on a driveway or walkway instead of a lawn.
Granules are much easier to sweep off of a
hard surface. Ll

The author is a horticulture and natural resource
educator at Cornell Cooperative Extension of
Putnam County, N.Y., and a licensed pesticide
applicator in the state of New York and the Prov-
ince of Ontario.

DISCLAIMER: All recommendations are for in-
formational purposes only. Because manufactur-
ers’ recommendations change, always read and
follow the manufacturers’ instructions before us-
ing any pesticide. Cornell Cooperative Extension
and the author assume no responsibility for the use of
any pesticides or chemicals. Contact your local regu-
latory agency or local Cooperative Extension Service
if you have questions about topics covered in this
article. This article is not meant to replace the advice
of a physician. Contact your doctor with questions.

EDITOR'S NOTE: some manufacturers' Nu-Gro Technologies Regal Chemical
listings in the March Pesticide and Fertilizer 2680 Horizon Drive SE #F5 P.O. Box 900
Buyers' Guide were misrepresented, so the Grand Rapids, Mich. 49546 Alpharetta, Ga. 30239
clarified information has been reproduced. 888/370-1874 770/475-4837
HERBICIDES
BASF Pendulum Pendiamathalin 26, 33 FC, WDS Ormamentals and turf More than 45 grassy and
broadieaf weeds
Basamid Dazomet Granular soil fumigant Turf renovation and Grasses, weeds, dis-
seed beds eases and nematodes
Drive Quinclorae 75 DF Turf Broad-spectrum, post-
emergent herbicide for
overseeding flexibility
Image Imazaquin 70 DG Turf Purple and yellow nut-
sedge, dollarweed, green
kallinga, etc.
INSECTICIDES
Bayer Merit 75 WSP  Imidacloprid Water-soluble packets Turfgrass, ornamentals, Larvae of annual blue-
fruit and nut trees, etc. grass weevil, asiatic gar-
den beetle, billbugs, etc.
FMC Talstar Lawn &  Bifenthrin Flowable liquid Indoors, ornamentals Adelgids, annual
Tree Flowable and landscapes bluegrass weevil,
Insecticide/ ants, aphids, etc,
Miticide
Talstar PL Bifenthrin Granular Ants, mole crickets Annual bluegrass weevil,
Granular and other insect pests ants, armyworms, bill-
Insecticide bugs, etc.
Astro Permethrin Flowable liquid Lawns, ornamental Ant mounds, ants, army-
Insecticide trees and shrubs, and worms, ash borer-
around buildings banded, ash clearwing
RohMid Mach 2 Halofenozide Liquid, granular Turf Grubs, cutworms, web-
fertilizer worms, etc.
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While athletes seek the challenge of climbing hills
landscape contractors know hills cause ups and downs
in installation. Problems, such as erosion, irrigation
channels and plant failure, which are less common on
level landscape projects, require extra attention on
hilly areas. Landscape professionals who don’t con-
sider these risks can upset their clients, their clients’

neighbors and local officials

THE DIGGING DILEMMA. Many contractors solve
hillside challenges by excavating the hill, but this comes
with consequences. Changing the hillside can alter the
drainage pattern and jeopardize the health of the foli-
age on the slopes, Attention to irrigation needs is key

‘Tusually put grasses on the high part because they
will get the mist and the overspray when I water with
rotor heads,” explained David Gatti, owner and de-
signer, POPS Landscaping, Marietta, Ga. “I put plants
that require a little more water in the middle, and even
there I use plants that are more drought-tolerant

“I put perennials at the lowest part of the hillside, so
thc_\ will receive the runoff,” he added.

Droughts are a major concern in Georgia when
working on a hilly property, Gatti pointed out. “We
had a drought last year, and all indications are we will

king with Hillsides |

by Dave Clancy

have one again,” he said. “When your water supply
runs off, as it does on hills, this is a major concern.”
Another major moisture concern is erosion. Con-
tractors need to minimize land loss by developing a
landscape that channels water toward drainage paths.
Bill Trimmer, president, Professional Grounds, Ar-

lington, Va., recommended beginning property in-

spections with a complete site survey. “You must look
at everything, even items that are not on that prop-
erty,” he said.

For instance, a hllllup watershed on an adjoining
property is a variable that many contractors tend to
neglect because it is not on the property being serviced.

“Youmay have to install some hardscapes or some-
thing that will divert that water elsewhere or channel
it under the ground,” Trimmer explained. “If you have
a hillside with trees that is not extremely steep, but the
runoff makes it difficult to get turf to grow on it, that
might call for channeling water underground.

Shade could be prohibiting turf to take hold, so
you might have to trim those trees for installation and

let them grow back after the turf takes,” he continued.

WONDER ABOUT WALLS? Some hillside solu-
tions involve installing materials besides plants. “We
have one community where the traffic pattern down
the hill caused all kinds of problems with the turf,”

{continued on page 122)

With'a little planning.
. ~and kisgv-how, contractors

. can climb over hillside landscape

.“_‘frhallengcs and find profit.

Contractors
consider
erosion,
drainage
patterns and
environmental
concerns when
installing
hillside
landscapes.
Photo: Roger

Mastroianni
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SPRING TUuNE-UP SPECIAL

Turfco Direct can help you get ready for the aeration rush

this spring—and save you money at the same time! Tines
When the graSS are an important part of aerator tune-up. And if you need
tines—we‘ve got them. Turfco Direct tines fit aerators
made by Bluebird, Classen, and Ryan. And from February
15th to April 15th, we're offering a special—tines for only
$2.25 each! Turfco Direct is also offering free tines and
parts with the purchase of any product before April 15th.

beg INS tO g rOW, Order today and be prepared when your customers start

calling this spring.
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Turfco Direct

FREE TINES AND PARTS
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purchased before April 15, 2001.
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1-800-679-8201

ORDER DIRECT: 800.679.8201 » www.turfco.com
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Trimmer explained. “Our solution was to
install a set of steps. That changed the traffic
pattern on the hill and allowed the turf to
gain a footing.

“You have to really analyze everything
that goes on at that site and figure out the
best overall solution for the entire property,”
Trimmer continued.

“And then, you have to stick to your guns,”
he added. “You are the professional and you
should understand much more about what
will work.”

Appropriate hillside installation materi-
als must be considered in advance.

It is mo secret that water

off a property will take some of the

landscape with it. The #rick is to
minimize this loss, and to develop a

landscape that will channel the

water toward proper drainage paths.

“It is a thought process that needs to go
into the design before you implement it,”
Gatti agreed. “That is basically the bottom
line. Too many landscape contractors don’t
think about these issues. They think of being
creative, but they don’t think long term.

“When working with hills, I think cre-
atively and I try to also emphasize long-term
solutions,” Gatti continued. “I alwaysinspect
the job and look for potential short- and long-
term problems. Sometimes these problems
won't surface for five years, but they will even-
tually surface.”

For Gatti, this is especially critical since
POPS offers lifetime warranties on its retain-
ing walls. “We know that if there is a prob-
lem, we will be the ones coming back to fix
it,” he said. “So we do what we can to make
sure it is done right the first time.”

Not repeating problems is one key to
hillside success, Trimmer stressed. “If you
go out to a hillside with sod on it that didn’t
take, how much sense does it make to putsod
on it again?” he asked. “You have to look at
why that sod did not take and work with the
problem from there.

“That hill might be too steep for sod - the
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slope might call for a retaining wall instead,”
he continued. “Or, you might need a catch
basin to divert the water somewhere else.
Youmighthave to eliminate the groundcover
altogether and figure out another plan.”

Weighing options in advance produces
more successful projects. “When you ad-
dress the problems from a ‘why?’ stand-
point, you get a better handle on what will
work, what won’t work, and the differences
between the two,” Trimmer explained.

Larry Becker, owner, Becker Landscape
Contractors, Indianapolis, Ind., cited his
“rules” for installation, which are crucial
when dealing with vari-
ables he experiences such
as glacial till, he said.

“Rule No. 1 is to make
sure you get all of the wa-
ter out from behind the
hill,” henoted. “Rule num-
ber two is to understand
thatnotall hills are natural
- many were created dur-
ing site preparation.”

Since glacial till is a
major issue in Indiana,
Becker deals with challeng-
ing drainage issues. “We'll see glacial till,
which is an underground stream of water
that just keeps on flowing,” he explained.
“With the development we have seen here
over the past few years, glacial till has be-
come more and more apparent.”

Becker said that contractors often cut
away part of a hill to install a wall, but this
can create problems. “If we put footings in
that hill and there is glacial till, the ground
will always be soft and the footings will not
be totally secure, especially when you are
changing the complexion of that hill and the
resulting hydrophonics,” he described.

“That is an issue we have to deal with,
and it usually means putting drainage be-
hind that wall to keep the water from erod-
ing the property,” he remarked.

The integrity of the wall is another issue
to examine. “When we deal with walls, we
want an engineer or engineering company
to come in and build them, simply because
of the risk factor,” Becker shared. “If you try
to build a wall and the ground is too soft,
that wall will eventually give in. Then you
have much bigger problems.

“We will walk away from work in certain

www.lawnandlandscape.com

instances if the customer doesn’t want to pay
for the services of a professional engineer,” he
added. “That is just too important to many of
our projects.”

RETAINING EROSION. Retaining walls
might replace plants as a hillside solution,
however, this installation option is not im-
mune to erosion conditions. Here, environ-
mental compliance often comes into play.

“Wehavehad some [hill] projects go pretty
wrong in the past, and we have learned from
that,” admitted Michael Hoffman, owner
Hoffman Landscapes, Hartford, Conn. “You
are taking a big risk anytime you work with
the erosion factor.”

Hoffmansaid that retaining walls are lim-
ited in Connecticut because of local govern-
ment requirements. Anything 6 feet or higher
requires a zoning variance, and walls 4 feet or
higher require a professional engineer.

“Our major concern is erosion and run-
off,” Hoffman noted. “When you do a long-
seeded slope, you risk the seed being washed
away. So if there is a potential for damage
from heavy rains, we will stake hay bales
down the hillside. We'll putin a fill fence and
back it with hay bales to slow down water.

“Sometimes we have to do several rows to
assure there is no damage,” he added.

For Hoffman, the local watershed is a
critical factor to recognize. “Our area drains
into the Long Island Sound,” he explained.
“We have to make sure that we have a swale
built on properties with water gathering at
the bottom of a hill to slow the water enough
for it to be absorbed into the soil. Any excess
water will eventually flow into the Sound.

“And that becomes an issue later when
pesticides and fertilizers are applied to the
property,” he continued. “We need to keep
those out of the watershed.

“If there is water at the top of the hill, we
want to make darn sure there is enough high
ground between that pond and your slope to
theriver,” hesaid. “If thereisn’t, perhaps you
need to make that high ground.”

Working near water sources can prevent
environmental challenges, and contractors
should take precautions by applying for nec-
essary permits, Hoffman said.

When working with hillsides, “drainage is
king,” Becker agreed, stating that nothing else
comes first when designing hillside landscapes.

(continued on page 139)
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Start with a simple photograph, then
add new landscaping by dropping in
trees, shrubs, flowers, ground cover
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To grow & business, a landscape contractor has to take control of his or

‘her financials, determine the hours spent on labor and money spent on

materials and, from there, deduce profits and losses.

T4

Atask like this can be overwhelming and time consuming,
particularly when the software bought to help tally and track
these numbers is crashing company computers every few
hours, pointed out David Adams, job costing analyst, Hittle
Landscaping, Westfield, Ind.

“We were working with a software program that was
unstable,” Adams said. “We couldn't get it to operate prop-
erly and the customer service was terrible. So, we were still
doing most of our proposals on Excel spreadsheets. Excel
will do anything you want it to do, but you have to have the
time and energy to put it together. To get actuals from crews,
compare those against what was estimated and come up with
profits and losses on Excel - it's impractical.”

Hittle Landscaping was searching for industry-specific
software that could track financials, workforce effectiveness
and job profitability, and was easy 1o use and integrate into
the company. “And we didn't want to have to incorporate and

APRIL2001 » LAWN & LANDSCAPE * Technology

By Nicole Wisniewski

Plug

Itln

Contractors can make the right

software connection by first researching

their business needs and purchasing options.

maintain an IS department to do it," Adams said.

Hittle Landscaping isn't the only company in the green
industry experiencing these problems. Many contractors
don’t know how to properly choose and incorporate software
into their companies. Paying for inexpensive software pro-
grams that go unused, purchasing the wrong software and
suffering from improper integration of software can be
avoided. To do so, contractors must know their business
needs and properly match them to the right software.

SOFTWARE & YOUR BUSINESS. By tracking the
right information the right way, contractors can pay atten-
tion to profit without taking time away from the business of
running their operations, stressed David Tucker, president,
CLIP - Sensible Software, ljamsville, Md.

“We have seen companies go from minimum or no profit
to huge profits based on the fact that they started learning
where their money was coming from,” Tucker said. “Since
profit is the difference between income and expenses, it
makes sense that controlling both of these is what will
produce profit.”

Company owners who track the back and forth flow of

(contived on page T6)
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Finally. There is a brand new CAD program
custom designed for Landscape Contractors

Introducing the ultimate in site and landscape design software—VectorWorks LANDMARK 9. Sophisticated 2D
drafting. Powerful 3D modeling. Professional site and landscape design tools. Now it's easy to create, analyze
and present site and landscape designs. You will increase productivity without limiting your creativity. Here are
just a few of the benefits you get right out of the box: * The powerful new VectorWorks 9 CAD engine easily
integrates a project’s 2D plans and 3D models with reports and schedules. Plus, you have complete control
over the final look of your drawing. * Quickly and accurately document your existing site by
importing survey data taken in the field, or from existing DXF/DWG files.

* Powerful Site Sculpting tools make it easy to create grading plans, and perform
Cut & Fill calculations. * Easily modify your site with “intelligent” site modifiers. VCCIN' K§
* Plant Manager lets you search LANDMARK 9's vast plant database to create il
project plant lists and attach information to plant objects in your design. * New
tools and objects make creating irrigation plans simple * Powerful production and
detailing features help you quickly create plans, details, and other working
drawings. * Issue Manager makes light work of what can be a tedious process -
the issuing of drawing sets. Call one of our Account Executives to order or get a
complete list of all the new features. Now you can do what you do best: create
great landscape architecture. VectorWorks LANDMARK 9 will do the rest.
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(continued from page T4)

money can reap huge profit rewards. “For
instance, if a contractor has 10 production
employees and they work 45 hours per
week and work 40 weeks per year, his total
available labor hours are 10 times 45 times
40, or 18,000 man-hours,” Tucker ex-
plained. “The average contractor will have
some customers who will be above the
average dollars per man-hour figure and
some below the average dollars per man-
hour. If that contractor increased his aver-
age man-hour rate by just $1, he would still
see an increase in profit of $18,000 for that
year. This is just because he paid attention
to how much each customer was produc-
ing per hour.”

While this is invaluable information, a
landscape contractor would question
whether the math was worth doing by
hand, Tucker said.

The scenario is the same for job

the accounting package for one month to
see how it goes and make sure the num-
bers come out right,” Adams said. “We're
going to run it in dummy form right now
and see how it works. Then we'll integrate
and link up the software to our system. It
will probably take us a good four to six
months to get things going.”

Although once bitten, twice shy pushed
the company into being extra cautious
about its second major software purchase,
the few short steps the company owners
took before buying their new programand
integrating it could provide many years of
satisfaction instead of frustration.

“Muchlike any other smart investment,
shopping around is extremely important,”
said Ryan Sutton, marketing manager,
drafix.com, Kansas City, Mo. “A red flag for
me is when a customer will call in to pur-

costing. “Knowing exactly howmuch TRA “l“‘ i ; ht

money was spent on labor, materi- BY ] i the

als, subcontractors, equipment and  nformation the right way, contractors
other miscellaneous costs and then tenti fit without taki
balancing that against the price to AREIN 1o mng
the customer and properly assign-  time away from the business of running
ing overhead costs to the various their opemm‘mw, — David Tucker

categories in a construction job is
the name of the game,” Tucker said.

Because many landscape contractors
aren't mathematical wizards or don't have
a lot of extra time to spend adding and
subtracting these figures, integrating soft-
ware may be the next logical step for a
growing company.

SHOP ‘TIL YOU DROP. After expe-
riencing problems with one type of soft-
ware, Hittle Landscaping wasn't about to
jump into another program without care-
ful research. “We collected some test CD
demos of programs to experiment with
first,” Adams said. “When we found a few
we liked, we started calling some of the
other users of the program to find out how
they use it and like it."

As a result of the time spent carefully
checking out the options, Adams said the
company found a perfect program match
and is currently at the beginning of the
software integration process, which it also
is taking slowly.

“We are going to generate invoices in

chase our software and they don't even
know what it is they are buying. Many
times this person is looking for the same
benefits their competition is getting with
our technology. While one type of software
may work for some companies, it doesn't
work for all of them. It's important to take
the time to understand what it is that you
expect from the software, then learn the
software completely and let it work for you
from there, If you expect time travel, it's
going to take more than just purchasing
some software to satisfy your needs.”

Contractors should figure out their
needs first before grabbing their check-
books and heading out to the store. “Once
needs are identified, it is much easier for
contractors to focus on products that will
fulfill those needs," Sutton said.

Samuel Fava, management/landscape
designer, TLC Landscaping, Staten Island,
N.Y., whose company recently installed a
new software program, suggested contrac-
tors first devise lists detailing their needs
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and expectations and then shop around and
test out different programs along the way.
“And always get a program that will leave
room for growth and expansion,” he said.

Since the goal when dealing with com-
puters is to work smarter, not harder,
Adams suggested contractors look for soft-
ware that is easy to use. “Some software
programs, even though they are robust
programs, will be harder to use," he said.
“All the complexity of the program should
be behind the scenes so you can manage
your crews in the field and not waste time
figuring out what’s going on with your
business. Decent software should take you
from point A to point B in a logical and
chronological progression.”

Since full-service landscape companies
tend to use software for accounting pur-
poses, landscape design and fleet or inven-
tory tracking, looking for a package or
company opentointerface integrationalso
is important, pointed out Amin Mufti, vice
president, advanced customer solutions
group, @Road, Fremont, Calif. “Look for
open platforms,” Mufti said. “Some soft-
ware companies want to do everything
themselves and sometimes that isn't pos-
sible. Look for a company that is willing to
work with a third party in the future to
interface other software applications with
theirs and to support your changing busi-
ness needs.”

The only way to find out if software
programs are easy to learnand use is to try
them out, which means doing research
and shopping around. “Be flexible,” Sutton
suggested. “Withanopen-mindedattitude,
any proven technology can be learned.”

And since business success, i.e. profits,
can be the result of an effective software
program, cost shouldnt be contractors'
decision-making factor. “This is not a place
to save money and get the cheapest pro-
gram you can,” Tucker said. “You will be
committed to this software for the long
haul and it is important that it fit your
company. Software is like shoes. If they
hurt, you will be miserable, but if they fit
well, you will be happy.”

LOOK AT THE COMPANY. Turmed
on to a new software program by a friend
who had some software knowledge, Fava



said so far he hasn't had any problems with
his new program. “It came with a sample
company so we could practice, and it was
a landscape company, which helped,” he
said. “Otherwise, it was rather simple after
setting up all the details and customizing it
to fit our company better. Plus, they have
a great technical support group.”

Researching the software company also
isn't abad idea. *Youneed to choose a good
supplier that will be with you for years to
come,” Tucker said. “Sometimes it's better
to do a lot more evaluation of the software
company itself and then talk to its current
users and compare features.”

Tucker said the three basic functions of
software companies and their programs
contractors should consider are stability,
depth and features. While depth and fea-
tures can be reviewed by talking with other
software users, stability is determined by
interviewing the software supplier. Some
questions that show stability include:

* How many people use the software?
Ifit's less than 500 users, contractors should
be asking a lot of questions.

¢ How many years has the company
been in business? A company that has
been around for more than two vears has a
system that sustains them.

* Does the company do any marketing?
If a company is spending money on mar-
keting, it isagood sign that theyare serious
about sustainability.

¢ [s the company involved in your in-
dustry? A good software company will re-
alize that being involved in the industry
and contributing to it means greater suc-
cess for that company.

* s the company easy to access? Are
there ways to communicate with the com-
pany and its other customers?

* Does the company share your busi-
ness' core values?

While no software program can elimi-
nate labor problems or all the stresses of
running a landscape company, it's a start
toward organizing some highly complicated
businessareas. “No softwareis bulletproof,”
Adams pointed out, “But you can find one
that works.”

The author is Managing Editor of Lawn
& Landscape magazine.

The

Considering Business Software ,
for your Lawn Care Company?

Consider this: Practical Solutions, Inc. has been creating software for the green
industry since 1983. We've helped hundreds of companies increase their bottom
line by helping them to streamline office procedures, improve technician
efficiency, and market their services more effectively. If you're considering
business software, call us to find out more about The Service Solution.

Practical Solutions, Inc. o5 en Soffware for Lawn
(614) 436-9066

www. TheServiceSolution.com and Tree Care Companies
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Camelot Sofrtoware

and discover a Fortress of Power even beginners can use!

"As a consultant to service businesses I've
bought, used, and evaluated many different
programs since 1991, I'm very impressed by
the unique blend of power and simplicity in
this one. I now own & different service-
industry programs and none of them come
close to what Camelot Software can dol”

Don Randall, Presidens, Practical Computer Solutions, I

“This is a wonderful, powerful, simple to use
business tool. The only way it won't work is if
you don't furn on your computer! To those just
getting started in this business, the very first
item on your shopping list should be Camelot”
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Bruce Jacksen, President, Jackson, NJ
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By Kristen Hampshire

Pencil, paper, personal computer, palm pilot - the technology spec-
trum in the green industry leaves a range of haves and have-nots, and

contractors hit every mark on the continuum.

Some are cutting edge, some are comfortably un-
equipped. There are eggheads, and there are dinosaurs.
There is a growing gap between those who are eager to
try new technological tricks and those who prefer to
stick to the tried-and-true ledger-line accounting and
snail-mail billing. There is also a middle range, which
seems to include most green industry companies.

Then, there is hesitation.

“There is fear of getting left behind, but fear of doing
something about it," described Bruce Wilson, vice presi-
dent business development, Green2Go, Lauderdale
Lakes, Fla. “Alot of this is caused by lack of knowledge.”

In which case, there is pressure.

Wilson estimated that the green indus-
try is nearly four years behind in technical
advancement — common in the service in-
dustry - and there is a two- to four-year gap
between lawn and landscape companies
wired with the latest equipment and con-
tractors only beginning to integrate systems
into their businesses.

I know my customers’ names and
their kids' names —and their hobbies, too
Sure, | have a computer, bul machines
don’t build relationships, peopledo. Tech-

While some contractors are wired with advanced

equipment, others are hesitant to turn on new technology.

lec

nology? Call me customer-
driven.

Many business owners un-
derstand the value of technol-
ogy. They know of its potential v
efficiencies, organizational qualities and appeal to their
computer-savvy customers. But thisis not always enough

to convince them to take the technology plunge.

“It takes a while to learn how to do that stuff, and then
vou have to relearn it and it changes all the time. . .then you
have updates,” reasoned Chris Combs, owner, Trans-
Plants, Indianapolis, Ind. Her interiorscape company’s
technology inventory includes several pagers, two com-
puters to aid in billing and tracking sales, one cell phone
that she operates and email - which she is admittedly
stubborn to use.

“I learn customers’ names and their dogs’ names,
and in the plant business, that's what clients want -
someone with personality,” she explained.

Her seven-employee business runs smoothly on this
simplistic plan, she said. “I really like the hands-on-I'm
too old for this," she laughed. Her concentration is
building relationships - strong ones. She compares her
mantra to the television commercial where a CEO
passes out airline tickets to employees seated on either
side of a large conference room table,

“He said, *You're going to start seeing the customers,
and I'm going to see the one we just lost,” she described.
“And [ thought, you know, that makes sense. Goout and talk
to your customers, don't send them email - | hate that.”

Combs is considering launching a company Web
site, but she “keeps putting on the brakes. I don't know,
[just don’t have a good feeling about it.” She said she will
probably give in soon, however.

My computer does the numbers, but you can't
always trust machines to do the work. I've been
playing on the Internet. Ill keep learning. . .when |
get the extra time. For now, technology? Call me
comfortable,

Nick Valenta loves his fax machine. His Ridgewood-
(continued on page T10)




In 1994, Rick Carver, Founder and
President of Carver’s Lawn & Land-
scape, Inc. was overwhelmed and frus-
trated. They had three people doing the
scheduling, billing. and administrative
work. And, with four divisions (mow-
ing, landscape maintenance, installa-
tion, and grading). there was paper ev-
erywhere! Plain and simple, it was
chaos and it had to stop.

Rick quickly went to work seeking
software and systems to end this chaos.
He found CLIP Software, and away
went the chaos! They implemented
CLIP initially in their mowing and
landscape maintenance divisions. -
which immediately ran more efficiently
and made more money.

Rick was still looking for a software
program, however, that would handle
the specialized needs of his installation
and grading divisions. Then in 1998,
Rick heard about CLIP’s newest soft-
ware module - Projects. This program
was exactly what he needed - it enabled
the company to bid work with confi-
dence. “If you could know everything

you needed to know about a job before
it was done, wouldn’t you want to
know? Projects tells you what not to
do. Everyone should use Projects. The
level of professionalism would be a
much higher level if they did.” Also
playing a huge role in Carver’s success
has been their COMPASS™ system.
COMPASS™ is a comprehensive op-
erations management system that Rick
created and implemented in his com-
pany that integrates perfectly with
CLIP’s Projects Module.

Rick Carver went from working all
the time, never sitting down for more
than 20 seconds at a time, to working
40 hours a week just like all of his em-
ployees. “I now work 40 hours a week
as do my employees because of the
COMPASS™ system and the Projects
Module. My gross is fantastic, but most
importantly, my net is bigger and bet-
ter than it ever has been since I’ ve been
in business.”

“Working smarter is good, working
longer is not. There is an easier way,
and it's called the Projects Module.
There is no learning curve — just point
and click, it’s that easy. If you're not
using Projects, you need to re-evalu-
ate what you're doing. You will get
the biggest return on your investment
by using Projects. It's worth every
penny and more.”

- Rick Carver, Carver’s Lawn &
Landscape, Inc.

New Castle, DE
www.carverslandscape.com
WWWw.compasssystem.com

Links with: PRO
Landscape

FREE Demo - Call 800-635-8485

or visit our website: www.clip.com
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(comtinued from page T10)

N.J.-based company, Valley Landscape,
treats this equipment like communication
central. Since he added the fax to his
business years ago, mailing costs decreased
50 percent and customers enjoy the con-
venience of faxing bid requests, he noted.
“I.am happy with the systems we have,"
he confirmed. Hisother technological tools
include Nextel radios and cell phones and
two computers with accounting software.
“I know companies that are completely up
to date and automated, and some are still
completely pencils and scraps of paper.
“I favor the middle ground - not com-
pletely automated or computerized, but
partially,” he continued. “It's comfortable.”
However, his company is by no means
at a standstill when it comes to pushing
forward in technology. Like many, Valenta
prefersagradual move intomore advanced
systems — baby steps.
“I think for some, it's a fear of the
unknown,” he figured. “You hear stories of

people spending thousands of dollars and
not getting the right things.”

Wilson agreed this scenario is not un-
usual, For those unfamiliar with the latest
software, purchasing a package to meet
the company’s needs can turn into a guess-
ing game. Often, contractors have [alse
expectations of technology's capabilities.

“It’s like buying a tax package,"” Wilson
compared. “It sounds like it does it all for
you, but there are limitations. How much
do you already need to know? That is why
it is important to look at the support and
training and the implementation of the
new program. If you're not tech-savvy,
you'll give up and put it away.”

Valenta has not given up yet, He be-
lieves scheduling and routing software will
eliminate math errors and increase oper-
ating efficiencies, but his primary obstacles
are time, cost and knowledge.

The time investment required to fully
install a new software program and train

office managers to use the system could
place a hefty burden on the company’s
temporary financial health, Valenta noted.
Plus, after 25 years of estimating the old-
fashioned way, heisskepticalabout change.

“When we originally put all of our books
on the computer, which includes job costs
and payroll, it took about two weeks of two
full-time people to enter everything and
set it up, and then it took a year or so of
adding to the program,” he remembered.
Financially, Valenta knows that the effi-
ciency of installing updated technology
pays off in the long-run. When his com-
pany moved its payroll to the computer
accounting system 15 years ago, the new
system cut what used to be a two-day
payroll task down to a half-day project —a
TH-percent time savings

“Maybe one needs lessons on technol-
ogy,” Valenta remarked. “To just go into it
on your own is difficult. Some things [ can
figure out and some things | can't, If there

Serving the green
industry since 1984

Mapping Assistant

Call for our new
demo video on
Lawn and Pest Assistant

Ilﬂ Call today for your own personal on-site demonstration

B246 Goldie St
Walled Lake MI, 48390

of the best software for the Green Industry!

(800)422-7478

USE READER SERVICE #169

eInvoicing
eScheduling/Routing
eEstimating/T&M

eSuper fast billing...plus much more

Get your FREE trial demo ...
www.adkad.com/freedemo.htm o 1-800-586-4683

’m industry

fexens.
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LawnLore Software

teaches your employees
how to answer hundreds
of customer questions...
without management
supervision.

Phone for a
FREE demonstration
*205 Training Screens,
285 interactive questions
*Leam by practicing and Interacting
with LawnLore Software
*Individual or group fraining sessions
*Topics include weeds, fetilizing,
mowing, watering, thatch and
aerating...for northem, transition
and southem climaotes
*For clerical, sales and field staff

Inter-Active Leaming Inc.

1-800-328-4009
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are fourteen things on the screen, what do
you pick out? Some people just know.
Maybe it's because they've tried it 100
times and they've figured it out. If you do it
enough times, you'll learn slowly.”

Wilson remembers this learning
stage — it wasn't too long ago when
he traded his mower for a mouse
after more than 30 years as a con-
tractor. “Withmy previous company,
if 1 didn’t become technology profi-
cient, I was going to hold the com-
pany back,” he said. “To learn technology,
you have to force yourself every day to get
on a computer, otherwise you can't re-
member what you learned.

“Gradually, you will get it,” he added.

We have computers with state-of-
the-art software, Web site? Our clients
log on for appointments, our techni-
cians search it for tips, and our com
petitors study it before launching their

own. Technology? Call me cutting edge.

Joe Loyet keeps company matters in
the palm of his hand - literally. With Palm
Pilots, he tracks labor, scheduling and rout-

ing. His St. Louis,-Mo.-based company,

“1 THINK jor some it 1s a fear

of the unknown. You don't really know
how new technology is going to work.”
— Nick Valenta

Loyet Landscape Management, traded its
Franklin Planners for Palm Pilots in 1999,
and is now issuing them to more than the
sales staff and branch managers.
“Instead of giving crew leaders a print-
out saying, ‘You have to go to XYZ,' the
information will be on the Palm Pilot," he
explained. “You turn on your Palm Pilot
when you start work. Then, when you get
to your first job, you hit ‘Yes, and vou begin
your work. When you're done, you punch

out. So, you have all the time you are onthe
Job and the drive time to the next job.”

Quick customer turn-around and “be-
ing one step ahead of your competition” is
crucial in a growing industry, Loyet
stressed. “We want to be on the leading
edge of things - I want to get that bid out as
quickly as possible, The biggest problemin
this businessis people go out forasales call
and they have to come back to the office
and do all of the paperwork.”

Loyet cured this time-management
malady last year by supplying each sales
person with a laptop computer equipped
with a spreadsheet program. Now, the
company owns five laptops and 12 Palm
Pilots, and customers are shocked at the
speed they return bids, he boasted, *We
want our sales person to do the initial call,
do the take-off, enter it in his laptop, come
back in the office, print it off, and get back
into the field as quickly as possible.”

conbynued on page T14)

A\ sset
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Asset is the Green Industry’s only
end to end, call center through
financials software solution.

Call or visit us on the web at
include.com to find out more.
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TurfGold Software [l

Print proposals on site, eliminate
data entry, streamline your office!

It's herel Complete remote office
100% SYNCHRONIZABLE database
This turns every salesperson and/or
crew into a mobile office! Use your
laptop or the new powerful hand-heid PC
with Windows 98, Pentium [Il, built-in CD
ROM & digital camera
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Call today to leamn
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wireless scheduling
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at this location? (choose only one)
CONTRACTOR or SERVICES

1. londscape Contractor

(maintenance & installation)

2. Chemical Lawn Core Company
(excluding mowing maintenance service)
3. Lown Maintenance Contractor

4. Ornamental Shrub & Tree Service

5. lrrigation Contractor

6. landscape Architect

7. Other Contract Services [please
describe)

IN-HOUSE LAWN/CARE
MAINTENANCE

8. InHouse Maintenance including
Educational Facilities, Health Care
Focilities, Government Grounds, Parks
& Military Installations, Condominium
Complexes, Housing Developments
Private Estotes, Commercial &
Industrial Parks

DISTRIBUTOR/MANUFACTURER
9. Deoler

10. Distributor

11. Formulator

12. Manufacturer

OTHERS ALLIED TO THE FIELD:

13. Extension Agent (Federal, State,
County, City, Regulatory Agency)
14, School, College, University

15. Trade Association, Library
Others (please describe)

What best describes your title?
Owner, Pres., Vice Pres., Corp. Officer
Manager, Director, Supt., Foreman
Agronomist, Horticulturist
Entomologist, Plant Pathologist
Serviceman, Technicion, Crew member
Scientist, Researcher

Company, Library copy only

Other (please specify)
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1. Residential

2.C

w

This section must be completed to process your subscription
1. What is your primary business 3.  What services does your business

offer? (please check all that apply)
1. londscape Installation

2. londscape Maintenance

3. landscape Renovation

4. Mowing and related maintenance

5. lrrigation Installation

6. lrrigation Maintenance

7 Tuv? pesticide application

8. Ornamental/Iree pesticide application
9. Turf fertilization

10. Ornomental/tree fertilization

11. Tree Pruning

12. Snow Removal

13. Interiorscape

14. Other

How many full-time (year-round)
employees do you employ?

What year was your business
founded?

What were your company’s
gross revenues for 20007

1. Less thon $50,000

2. $50,000 1o $99,999

3. $100,000 o $199,999

4. $200,000 1o $299,999

5. $300,000 to $499,999

6. $500,000 to $699,999

7. $700,000 to $999,999

8. $1,000,000 to $1,999,999
9. $2,000,000 to $3,999,999
0. $4,000,000 1o $6,999,999
1. $7,000,000 or more

Please indicate your
ximate business mix:
e

ommercial %

Other % Specify types

Total 100%
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Windows 3.1, 95, 98, 2000, NT
Windows

Windows 95, 98, NT, 2000

Windows, XML, GPS

Windows, XML, GPS

Windows, XML, GPS

Windows, XML, GPS

Windows 95, 98, 2000, ME, NT
Windows 95 and up

Windows 95 ond up

Windows 95 and up

Windows 95 and up

Windows 95 and up

Windows 95 ond up

Windows 95, 98, Me, 2000, NT and Novell
Windows NT, 2000, 98, 95, LAN environments
Windows and Web

Windows 95 and up

Windows 95 and vp

Windows 95, 98, ME, 2000; not MAC compafible
Windows

Windows 95, 98, 2000, NT (No MAC)
Windows 95, 98, 2000, NT (No MAC)
Windows 95, 98, NT or loter
Windows 95, 98, NT or later, MAC
Windows 95, 98, NT or later
Windows 95, 98, NT 4.0

Windows 95, 98, NT 4.0, or later
Windows

Windows

Windows Netware, 3.1, 95, 2000, NT, Infeh-based P(s
Windows 95, NT

Windows

Windows 95 and up, NT

Windows 95 and up, NT

Windows 95 and up, NT

Windows 95 and up, NT

Windows 95 ond up, NT

Windows 95, 98, 2000

Unix, Windows 95, 98, NT, etc.

Unix, Windows 95, 98, T, etc.

Unix, Windows 95, 98, NT, elc.

Unix, Windows 95, 98, NT, elc.

Unix, Windows 95, 98, NT, efc.

Unix, Windows 95, 98, NT, eic.

Unix, Windows 95, 98, NT, etc.

Unix, Windows 95, 98, NT, elc.
Windows, MAC

Windows

Windows, SCO Unix, AIX, Linux
Windows 98

Windows

Windows

All Windows operating systems
Windows

Windows 95, 98 or 2000 (not MAC)
Windowns 98, NT, 2000

Windows

Windows

Windows 95, 98, NT, 2000

Windows

Windows

Windows 95, 98, 2000, NT, NT 4, ME
Windows 95, 98, 2000, NT, NT 4, ME

SN0INYTIOSIN

Available with 20/20 (D-ROM Plant Database (no! included)
Also maps frees, poles or electric hordware using GPS

Lawn maintenance business management software

Digital temperature sensor

Provides locafion, dispatch, reporfing and messaging services
Allows third party software developers 1o inferface their systems
Detailed isting of events-based occurances in vehidles

Uses satellite technology to monitor mobile fleet movements
For controctors with less than 80 properties or less than 9 crews
Does billing through QuickBooks software

Works with all other CLIP software
Interiorscape (customer inventory, plant replacements)
Pest management programs, chemical use reporfing

Nite lighting

Bor coding, links with QuickBooks, chemical tracking

No. | design software for landscape professionals

Landscape design, ungohon desogn

Virtual simulator, visual londsc

2-D drofting tool with orful eshmohng copability
Plontsearch database Imlmks 1o Dynascape

Ready for winter 2001

10,000 plants dotobase/encyclopedia/dictionary

Presentation tool fo show somple garden/hardscape ideas, etc.
For industry professionals who work with sports field irrigation

Colculates irrigation system’s design capacity/working pressure

Increases productivity, controls costs, enhances customer service
Plant sourcing

LM Emailer, Links to Quickbooks

LM Emailer, Links to Quickbooks

LM Emailer, Links fo Quickbooks

LM Emailer, Links o Quickbooks

LM Emailer, Links to Quickbooks

Fully functionol occounting software for londscape contractors
Dispatching, work orders, contracts, can be tracked

Accounting software for contractors/nurseries/garden centers
Runs off hand-held/laptop, quate on the road

Personel tracking, vocation time, issued materials, drug testing
Fully functional accounting software for nurseries/gorden centers
Propogation tracking

Generates purchase orders via fox, e-moil and print

Marketing

For dlericol, field and sales stoff; helps answer dient questions

Integrated software package for landscope maintenonce

Post 1o QuickBooks

Also for nurseries, greenhouses and garden centers

Budgeting software that creates direct and overheod costs
(reates materiols, labor, efc. fist and ollows for overhead, profit
Step-by-step video training, automates marketing compaign
Allows user 1o view londscape with Vista low-voltage lighting
Assists in design and installation of low-voltage lighting

XPlant core ond selector

514/332-4110
800/622-2562
518/875-6342
877/4ATROAD
877/4ATROAD
877/4ATROAD
877/4ATROAD
800/279-0035
800/635-8485
800/635-8485
800/635-8485
800/635-8485
800/635-8485
800/635-8485
800/350-3534
800/49-ARBOR
847/382-2326
800/776-0103
800/776-0103
888/606-5150
800/231-8574
800/678-6565
800/678-6565
800/710-1900
800/710-1900
800/710-1900
805/492-0120
805/492-0120
800/733-2823
800/733-2823
800/457-0311
860/496-4900
847/913-1414
877/529-6659
877/529-6659
877/529-6659
877/529-6659
877/529-6659
905/947-0516
317/585-6100
317/585-6100
317/585-6100
317/585-6100
317/585-6100
317/585-6100
317/585-6100
317/585-6100
888/646-4223
800/624-8244
614/436-9066
800/452-2342
800/422-7478
800/328-4009
888/742-5127
800/593-7249
800/933-1955
800/626-7247
888/971-1724
888/971-1724
868/590-1676
800/766-8478
800/766-8478
330/665-9080
330/665-9080

www.2020design.com

www.ocrfing.com
www.adked com
www_afrood.com
www.atrood.com
www.ofrood.com
www.atrood.com
www.adventrack.com
www.clip.com
www_clip.com
www.dip.com
www.dip.com
www.dlip.com
www.dip.com
WWW.COMpUSCOpes.com
www_creativeoutomation.ne!
www.dotoscapellc.com
www designimaginggroup.com
www_designimaginggroup.com
www.gopher2001 .com
www.prolondscape. com
www Jandcadd.com
wwwcolorfostsoftwore.com
www_gardengraphics.com
www.gardengraphics.com
www.gardengraphics.com
www_gardensoftusa.com
www.gardensoftusa.com
www hunterindustries.com
www_hunterindustries.com
www.indude.com
www.intergis.com

www londprosystems.com
www_lownmonkey.com
www_lawnmonkey.com
www.lownmonkey.com
www Jawnmonkey.com
www lownmonkey.com
www lsisoft.com
www.millenniums.com
www.millenniums.com
www.millenniums.com
www.millenniums.com
www.millenniums.com
www.millenniums.com
www.millenniums.com
www,millenniyms.com
www nemetschek net
www.gopst.com

www theservicesolution.com
www_questsolutions.com
www.realgreen.com

www pickscs.com

www sliceplus.com

www turftree.com
www_udsgis.com
www_vanderkooi.com
www.vanderkooi.com
www.comelotsoftwore.com
www.vistopro.com
www.vistopro.com
www.visualimpactimaging.com

www_visualimpactimaging.com
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http://www.2020design.com
http://www.ocrtinc.com
http://www.adkod.com
http://www.atroad.com
http://www.atroad.com
http://www.atroad.com
http://www.atroad.com
http://www.advantrock.com
http://www.dip.com
http://www.dip.com
http://www.dip.com
http://www.dip.com
http://www.dip.com
http://www.dip.com
http://www.compuscapes.com
http://www.creativeautomation.net
http://www.datoscapellc.com
http://www.designimoginggroup.com
http://www.designimaginggroup.com
http://www.gopher2001.com
http://www.prolandscope.com
http://www.landcadd.com
http://www.colorfastsoftware.com
http://www.gardengraphics.com
http://www.gardengraphics.com
http://www.gardengraphics.com
http://www.gardensoftuso.com
http://www.gardensoftusa.com
http://www.hunterindustries.com
http://www.hunterindustries.com
http://www.indude.com
http://www.intergis.com
http://www.landprosystems.com
http://www.lawnmonkey.com
http://www.lawnmonkey.com
http://www.lawnmonkey.com
http://www.lawnmonkey.com
http://www.lawnmonkey.com
http://www.lsisoft.com
http://www.millenniums.com
http://www.millenniums.com
http://www.millenniums.com
http://www.millenniums.com
http://www.millenniums.com
http://www.millenniums.com
http://www.millenniums.com
http://www.millenniums.com
http://www.nemetschek.net
http://www.gopst.com
http://www.theservicesolution.com
http://www.questsolutions.com
http://www.realgreen.com
http://www.realgreen.com
http://www.pickscs.com
http://www.sliceplus.com
http://www.turftree.com
http://www.udsgis.com
http://www.vonderkooi.com
http://www.vanderkooi.com
http://www.camelotsoftware.com
http://www.vistapro.com
http://www.vistapro.com
http://www.visuolimpactimaging.com
http://www.visualimpactimaging.com

(continued from page T'11)

Sounds cut and dry. And for Loyet —a
self-described “challenger” - integrating
new systems addressed the inevitable.

The generation entering the industry is
prepared with technological background.

“When younger people come into a
company they expect a computer,” Wilson
added, recommending contractors be sen-
sitive to employees’ expectations. “Other-
wise, you can easily drive them away.”

For those who consider a computer a
significant step away from their trusty tra-
ditional method, now is the time to move,
Loyet advised. He, too, recommends a
gradual technology transition.

“There is a risk with technology -
whether it will work like vou want it to - but
you have to look forward and go for it,"
Loyet urged. “Don't procrastinate, If you're
going to procrastinate, it's not going to
happen. Take the ball and run with it.”

AD Index

Procrastination hardly explains Derek
Blumburg's attitude toward integrating
technology in his Savage, Minn.-based busi-
ness, Quality Seasons Landscaping. Witha
laptop on his truck’s passenger seat, a
wireless Internet connection and a net-
work of computers hooked up to an ac-
counting, scheduling and routing software
program, he admitted that his technology
tactic is rather aggressive.

For Blumberg, connectionleadsto com-
petitiveness. So, he is connecting quickly.
“Technology is the way you operate, de-
liver quality and deliver it fast,” he said.

Quality Seasons purchased its first
laptop last year, adding this tool to its
basics, which includes Nextel phones, a
paging system, cellular phones, email and
a Web site, along with several office com-
puters with business software. But make
no mustake, Blumburg’s business didn’t

TECHNOLOGY BUYERS’ GUIDE
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start by pointing and clicking away at the
market, he confessed.

Quality Seasons started with a push
mower, pencil and paper. Today, a cus-
tomer might find him in the driver’s seat of
his car, perched at a make-shift desk
strapped tothe passenger seat, which holds
his laptop and office supplies. Blumburg
might be sending customers an email from
his truck, or checking the weather to alert
his technicians of severe conditions.

His technology know-how has ex-
panded quite a bit over the years.

“If I could start over, turn the key off and
start from scrateh, from all that I know now,
I could be where [ am in this business in three
vears, and most people could probably say
the same thing,” he compared.

Clearly, a better operating system posi-
tions companies for success, he stressed.
“Some guys have a stack of paper and they
get around to entering it into the computer
some day. If you're talking about business
systems, having a better operating system
is an advantage, because time is money."”

Blumburg's only fear concerning tech-
nology is that he will not have enough.

“The only intimidating thing to me is
not having the information,” he said. “Most
of us in this industry are go-getters, so
whatever didn't stop you from getting into
business, how could that stop you from
getting technology? If you are a builder of
business, you won't fear technology.”

The authoris Assistant Editor of Lawn &
Landscape magazine,
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HORfTICOPIA®

pictures, data and culture information for every plant &
extensive printing capabilities including e-mail forlpat

expert search engine lnstantly finds your plants .
herbaceous and woody plants listed by name or plcture Y
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Use precision
GPS technology
developed by the
Department of
Defense for
exceptional
control.

| i
- Gain Control

|

At last - the answer to fleet managers real
problem - accountabllity - from you to your
customers and from your employees to you.

* Reduce Overtime
* Lower Fuel Costs

» Stop Unauthorized Use of
Vehicles and Materials

Unique Tracking System uses
GPS* Satellite Technology to: “) can actually see where

* Pinpoint vehicle location in real time (B VeI 18

* See every stop made & duration
* See routes & mileage driven
* Verify vehicle speeds
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“We have reduced our fuel
cost and time sheet errors
substantially.”
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“| can document that my crews
were on-site as promised.”

Our MobilEyes™ system

provides more data &
\/- : Y . » more control, without
—— monthly fees, than
j other systems

mobileyes

e Www.advantrack.com 6001 Savoy #505 Ph: 800-279-0035
ﬁ Houston, Texas 77036 281-494-3636
Advanced Tracking Technologien. Inc *GPS - Giobal Positioning Systam of 24 orbiting satellites sales@advantrack.com Fax: 281-494-3644

USE READER SERVICE #164



http://www.advantrack.com

QuickBooks Now Schedules

You use QuickBooks, You like
QuickBooks ™ But it does not schedule
your jobs. That is why you need QB
Express - a true add-on to QuickBooks
that will schedule jobs for your
QuickBooks clients
- ™
You use QuickBooks
-
Express, your QuickBooks chents will
automatically appear. You are no
ready to begin scheduling, job-costing

You wish it automated

. - - - that simple. All customer editing

S C h ed u I l n g & | n VO l CI n g . receipt of payments and accounting is
done in QuickBooks, "exactly as you did
it before. This is the perfect product

- for a company that has already begun

N OW I t d O e S - their season because there is virtually
nO setup time required
QB Express allows you to maintain the
familiarity of QuickBooks ‘while taking
advantage of the most innovative
scheduling and job-costing capabilities
available in the industry

QB Express
The season has started.

www. gbexpre
Toll Free: | 877
ickBooks is a registered trademark of

Invewit, ne

W WW.agbexpress.co . . Monkey
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(continued from page 122)

Becker said that there are several drain-
age systemsavailable to contractors, but they
must consider all variables. “We use gravel
as a means of drainage,” he said. “We use
tons of it, which allows the water to drain
into the property properly.

“But, you have to cap the gravel with clay
so you don’t have a free flowing water prob-
lem in retaining walls,” he continued.

“You can put gravel in a few times, at the
bottom or at the top,” he said.

Gatti also uses French drains beneath the
turf to hold excess water long enough foritto
soak into the soil so it won’timmediately run
off the slope. “The yard will be sitting in
water, but not necessarily sitting in the wa-
ter,” he explained. “The water has to run off
so the yard won't flood, but I don’t want to
let that water run completely off the prop-
erty because water can be a valuable com-
modity these days.”

“You may have to do some drainage
work,” noted Trimmer. “But you have to get

to the cause of the problem and notjust try to
patch up a symptom.”

Trimmer warned that customers are of-
ten reluctant to pay for a proper drainage
system, so they install something less expen-
sive and effective. “Too many people think
they can solve the problem by patching a
lower cost ‘solution’ together,” he noted.
“But usually that is a short-lived answer.

Often, contractors who excavate a hill,
install a retaining wall, and then backfill
with the original soil will experience prob-
lems. “If you put too much soil in, it will
retain water and possibly compromise the
integrity of the retaining wall,” Becker said.

He recommended replacing soil with
gravel. This provides two benefits: the hill-
side slope will lessen due to the additional
material, and the water will drain better,
exerting less pressure on the retaining wall.

“Twenty tons of soil will weigh exponen-
tially more wet than 20 tons of gravel simply
because of the drainage factor,” he said.

“When cutting away hills, you must be
careful not to overcut,” says Gatti. “You
want to bring in some fill, but you don’t want
to bring in a lot of backfill, especially if you
are using a dry set method. That backfill,
when combined with water or moisture will
tend to bulge the walls.”

Becker has seen more than a half dozen
walls fail in the past few years because con-
tractors did not tend to the property's engi-
neering needs. “Insome of those instances, the
property has seen too much damage for us to
solve the problem inexpensively,” he said.

Those situations support Trimmer’s ad-
vice to trust instincts when recommending a
hillside solution. “If you have provided your
solution and the customer still thinks it is
overbudget, you cannot compromise your
work, and risk liability by cutting corners on
the integrity of the project,” he said.

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

Cure for Tt

Unit is 540 PTO-driven and slip
clutch protected for tractors with as
little as 18 HP. Pneumatic tires won't
mar turf like skids do on other units.
Can be ordered as dethatcher only.
Trailing gang rollers or fiber brushes
are optional. This year, cure
turfgrass baldness forever.

Baldness

When your course or commercial turfgrass suffers from
bald spots, the remedy is the 48-inch Gandy Overseeder.
It's the proven way to grow turf. Use it to dethatch, too.

The Gandy Overseeder has 24 outlets seeding on 2-inch
spacings. Sawtooth cutter blades prepare the ground for
seed. Gandy’s precise metering system evenly and
accurately distributes any kind of turfgrass seed -- even
bentgrass -- to each outlet. Separate disc or shoe openers
help postion seed for fast germination. The superior seed-to-
soil contact results in thicker, faster turf growth.

It's Gandy

Owatonna, MN 55060
800/443-2476  507/451-5430

2-Year
Warranty!

USE READER SERVICE #91

LAwWN & LANDSCAPE

FEATURES:

C & S TURF CARE EQUIPMENT, INC.

Turr TRACKER
338030

*» Spreads and sprays over 4000 sq. ft. per minute.

e Zero turning radius for maximum maneuverability.

* Full hydrostatic drive.

* 12' break away spray broom.

* 150 Ib. capacity; 3 speed electric spreader.

* Designed for residential and commercial properties.

(330) 966-4511

FAX: (330) 966-0956
www.csturfequip.com

(800) 872-7050
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www.lawnandlandscape.com

THE POWER OF PERSONAI.IZATION

Using the power of database technology, My Lawn & Landscape allows
lawn and landscape professionals to personalize their Lawn & Land-
scape Online experience. Customize stocks, local weather, news, your
daily schedule, business cards and more. Even bookmark your favorite
articles that have appeared in Lawn & Landscape magazine.

Signing up for a My Lawn & Landscape account is easy and free of
charge. Simply go to www.lawnandlandscape.com. In the top right-hand
corner, you'll see the My Lawn & Landscape login area. Simply click on
the icon, register for an account and you're ready to customize your
page. It's that easy.

LAWN &
LANDSCAPE ONLINE:

NEWS YOU CAN USE ...

The Lawn & Landscape Media Group prides itself on providing the

most comprehensive news coverage of the lawn and landscape indus-
try. In fact, we're the only communications provider that has a fully
dedicated Internet editor that covers late-breaking industry news as it
happens. In addition, Lawn & Landscape Online provides “bonus” cov-
erage of a wide range of business and technical topics of
G wwwlawnandlandscape com interest to professional contractors. Just look for the “For
More Information” boxes or the “Web Buttons” throughout
Lawn & Landscape magazine featuring the site addresses of manufac-
turers, distributors and others affiliated with the industry. This full-mar-

ket news coverage is only available from www.lawnandlandscape.com.
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www.aventischipco.com

STEINER
TEXTRON

Steiner Division of Textron Inc.

www.steinerturf.com

SNG
Equipment

WWW.0sng.com
www.clip.com

COMMERCIAL MOWERS

WWww.scagpowerequipment.com
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Www.amleo.com

NORTH
AMERICAN
GREEN'

WWW.Nagreen.com

Brouwer Division of Textron Inc

www.brouwerturf.com
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WWw.grunderswinnerscircle.com
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)800.346.2001

www.ride-onspreader.com
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www.unitedtruckparts.com
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TurfGold Software

www.turftree.com
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An Employer-Oweed Company

www.weedalert.com

KOMATSU

www.komatsuutility.com

www.lawnandlandscape.com

AERA-vator-

FIRST PRODUCTS, INC.

www. 1stproducts.com Www.asvi.com

& 3R drafix.com

FOLEY ENTERPRISES

www.drafix.com

X rinalikd

NOBODY DOES IT BETTER.

Wwww.mauget.com www.exmark.com
TURFSEED.INC. =2V G =
The ANALING Gute Lifring Spstan!
www.turfseed.com www.ez-gale.com

B Husqgvarna

Jrco

Www.husqvarna.com WWW.jrcoing.com
i Toollel
Kawasaki |/ gg/gﬁ’
www.kawpowr.com www.leejet.com

RHOMAR

INncdustries

TEXTRON

GOLF, TURF & SPECIALTY PRODUCTS

www.rhomar-industries.com

www.textron.com

www.carswelldist.com

Leg

www.turfbuddy.com

YcE KILLER

WWW.CNa.com www.koisbrothers.com
] . v Y
WERIAY)
www.earthandturf.com www.rollrite.com
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www.kanga-loader.com

syngenta

www.syngenta-us.com www.schaeffusa.com

Bayer lc{/{{/ i«lpors
Supply

www.landscapersupply.com

Reading

www.bayerprocentral.com
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www.earthandturf.com www.readingbody.com
ESCO
L — Ughting Inc
www.lesco.com www.cascadelighting.com
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www.lerrismowers.com WWW.Dickscs.com
STIHL
www.stihl.com
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B Visual Impact Imaging

www.visualimpactimaging.com www.hadcolighting.com

TRAILERS
www.wellscargo.com
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http://www.turtseed.com
http://www.husqvarna.com
http://www.kawpowr.com
http://www.ez-gate.com
http://www.jrcoinc.com
http://www.bayerprocentral.com
http://www.earthandturt.com
http://www.schaeffusa.com
http://www.landscapersupply.com
http://www.readingbody.com
http://www.unitedtruckparts.com
http://www.textron.com
http://www.turftree.com
http://www.carswelldist.com
http://www.weedalert.com
http://www.cna.com
http://www.komatsuutility.com
http://www.earthandturi.com
http://www.teejet.com
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http://www.lesco.com
http://www.cascadelighting.com
http://www.ferrismowers.com
http://www.turfbuddy.com
http://www.stihl.com
http://www.pickscs.com
http://www.koisbrothers.comwww.visualimpactimaging.comwww.hadcolighting.com
http://www.horticopia.com
http://www.rollrite.com
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The Wenk
Associates
office, Denver,
Colo.,
incorporates
drought-
tolerant
plants to
create a design
that matches
its mission
statement:
conscientious
planting.
Photo: Wenk

Associates

www.lawnandlandscape.com

by Kristen Hampshire

< S\ e

Drought-tolerant

into an oasis.

A casual observer might steal a prolonged stare at a landscape
pcorated with splashes of color and layers of leafy texture.
haps the onlooker notices carefully placed, decorative
dscape features that build layers into the site, groundcover

tumbling over each level.
This unassuming eye sees variety - flair. Not Xeriscape.
A motoristmight glance at wild grasses on a road median or
catch a glimpse of a far-off slope, scattered with thriving plants,
This unassuming eye sees ordinary grasses, not Xeriscape.
“When people say Xeriscape, homeowners think of rocks,
gravel and a cactus - that's only a small component of
Xeriscaping, but it's not what I think of in the gardens I create,”
clarified Jeff Powers, co-owner, Earthscape, Costa Mesa, Calif.
Conscientious planting does not translate to installing a
dirtbed, he pointed out. Climate-specific landscape doesn't
mean reinventing a desert, and water-conserving varieties aren’t
limited to cacti and dusty hedges. The Xeriscape concept is
contrary to these misinterpretations, and more contractors and
clients are embracing its environmental advantages.
“They can be very colorful, aromatic, dynamicand have a lot
of color and pattern activity,” Powers described. “There is a
dialogue that forms between the site and the plants, and a
relationship that forms between the site and the homeowner
who lives there, and that part of it makes it ever-changing.”
Slowly, Xeriscape’s overall image is changing as well.

”

TAKING STEPS. Xeriscape is not foreign to the Southwest,
having originated in Denver, Colo,, in the early 1980s. Since
then, communities facing water use restrictions began empha-
sizing drought-tolerant planting. Xeriscaping involves water
conservation through creative, appropriate landscaping and

(continued on page 144)

landscape can turn a desert
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Pro-C Modular
Controlier
Expands From

3 to 12 Stations

Let’s say you're getting ready to install a series of new residential systems.
Some sites have 6 zones, others have 9 and 12. Does that mean you need to
Saves Time, stock a dozen different controllers? Not if you have the Pro-C on your truck

o mvem = Hunter’s new Pro-C is a model of modularity. You start with a 3-station

i T base unit - then add Hunter's handy “snap in“ modules with 3 zones each.
Pop in one module and the Pro-C is a 6-station controller. Pop in two and
you've got a 9-station. Add 3 and you're up to 12.

The Pro-C saves time, trouble and extra inventory. You and your customers
will also enjoy the convenience of easy dial programming, three programs
with four starts, independent day scheduling, one-touch manual operation
and an advanced power surge protection system.

Put the Pro-C on your truck. It's a powerful new package that speeds up
installations and adds profitability to every job!

Pro-C Controller with “snap-in" moaules
can handie from 3 to 12 stations.

Hunter

The Irrigation Innovators

Removable face plate permits
800-733-2823 * www.Hunterindustries.com programming anywhere on site.
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(continued from page 142)

water management, including recommen-
dations for plants, irrigation, soil prepara-
tion and maintenance.

“You design the landscaping so that it
survives best in the condition that you're
dealing with, whetherit's temperature, insects,
pests or runoff issues. It's climate-appropriate
landscape,” defined Vickie Driver, water re-
sources specialist, San Diego County Water
Authority, San Diego, Calif. “Italso has more
benefits than water conservation. If you use
appropriate plant materials for your land-
scape, they are much more likely to be able to
resist local insect and plant diseases, so they
are healthier. They will need less mainte-
nance and less fertilizer.”

To accomplish a landscape that achieves
environmental and aesthetic harmony, at-
tentive installation measures are a necessary
prerequisite, Driver stressed.

In its strictest sense, Xeriscape requires
implementing seven installation and main-

Appropriate turf areas
Efficient irrigation
Use of soil amendments

Use of mulches

Appropriate maintenance of plants

Step by Step

tenance commandments (see Step by Step).

These steps provide an installation out-
line for contractors, said Paul Littlepage,
owner, Littlepage Landscaping, San
Clemente, Calif. For example, contractors
who skip proper soil preparation will suffer
plant loss, he added, noting that many land-
scape companies are discouraged by the
method’s requirements.

No cheating, Littlepage warned,
will show. A lot of landscapers don’t want to

“or it

do Xeriscape because they can’t slam it into
the ground like they can another job,” he

Good landscape planning and design

Incorporation of low water use plants

said. “You have to be careful,
using proper soil amendments
and post-installation control

with watering, mulching the
ground and keeping the bugs
off plants.”

These demands can boost
landscape prices 10 to 15 per-
cent for the client, but long-
term maintenance and water savings justify
the investment. A customer with conscien-
tious plantings can realize an 80-percent
water savings, Littlepage added.

This is why more southwest municipali-
ties are supporting low water use landscape
installation, and some of them, such as Den-
, Colo.,
homeow ners who install Xeriscape. Other

ver offer water bill credits to
cities, such as Phoenix, Ariz., distribute a
low water use plant list that suggests cli-
mate-appropriate trees, shrubs and grasses.

(continued on page 146)
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2001 ISUZU NPR, diesel, ac, am.fm cass.,
14’ stake body w/removeable sides

ATTENTION

NDSCAPERS

Special Deals On All

Landscape Trucks

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

s SALES Cyy,

2001 ISUZU NPR: diesel, auto., ac, am/fm, 16’
LANDSCAPE BODY, Weed Eater Racks, Water Cooler
Rack, Shovel Rack, Curbsude Gate Fold Down

2001 ISUZU NPR HD, w/14’ steel dump, auto., ac,
am/fm cass., 14,500 GVWR
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ACQUIRE A NEW PRODUCT IN THIS INDUSTRY
AND YOU ROLL OUuT THE RED CARPET A LITTLE DIFFERENTLY.

Bayer Corporation is pleased to announce that COMPASS™ Fungicide is now part of its
family of turf and ornamental care products. At Bayer, we take great pride in bringing
you the latest, most effective chemistries. And COMPASS is no
exception. A new strobilurin fungicide, COMPASS delivers broad-spectrum control at the

lowest rates ever, all rolled into one. For more information, contact Bayer Corporation,
Professional Care, Box 4913, Kansas City, MO 64120. (800) 842-8020. BayerProCentral.com

ALWAYS READ AND FOLLOW LABEL DIRECTIONS, 01S13A0002 © 2001 Bayer Corporation Printed in U.S.A
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{continued from page 14)

(Visit this article at wuwno.lawnandlandscape.com
for a list of Xeriscape plants.)

To meet the surging interest in low water
use planting, nurseries are offering a wider
selection of native plants, Littlepage ob-
served. He noticed a local grower’s fattening
catalogue, where pages dedicated to native
plants and grasses have increased from four

0 26 pages in the last five years.

An extended palate allows contractors
more creative liscense to bend Xeriscape's
L‘]L‘St’rl-wﬂpt prvmm‘vptiom.

“We show people how they can have
water-efficient plantings, and at the same
time, have an ever-green, flowering land-
scape,” Jewett said. He calls this a “mini-
oasis,” concentrating lush plants in visible
areas near the clients’ homes, and filling in
remaining areas with low water use grasses.

GROUND RULES. Customers’ expecta-

tions for their property are often unrealistic

M ost contractors associate Xeriscape with lack of water, however, wet areas
also can benefit from climate-appropriate landscape, pointed out Tom

Fochtman, co-owner, CoCal Landscape Services, Denver, Colo. By strategically placing

plants in areas with heavy runoff, Xeriscape plants can thrive.

“You have drainage situations that receive a lot of water through rain and irrigation

runoff, and there's a lot of plant material and grasses that can be used there that do not

receive irrigation water,” he explained

“It is kind of reverse thinking." Using a

Xeriscape state of mind, drainage areas can be beautified. “You are not going to

supplement the area wth any additional water, and the plant material will survive and

Reverge

when choosing climate-appropriate plants,
Littlepage said. “Most people who want
Xeriscape are not really familiar with it,” he
noted. “It is a different look, and although
you can get close to a lush, green look with
certain plants, overall, the plant material
tends to be a little less brilliant.”

Crass might not be green year-round,
and flowering plants might not radiate color

thrive with the natural precipitation and
runoff it receives,” he noted,

immediately. Attractive, mature Xeriscape
landscapes take time, he stressed.

“It's a dance in a way,” Littlepage com-
pared. Wind indicates a need for stronger
plants, while a prime ocean view calls for
low-growing groundcover. Hillsides require
deep-rooted plants to stabilize the earth, and
drainage areas signal a danger zone, he said.

(continued on page 148)

FUEL CATALYST

A PERMANENT, ONE TIME, DROP-IN FUEL TREATMENT

*KEEPS FUEL FRESH YEAR-ROUND

*EASIER STARTING

*IMPROVES FUEL ECONOMY

*IMPROVES POWER

*REDUCES DOWNTIME

*REDUCES ENGINE MAINTENANCE

*REDUCES PLUG FOULING AND
REPLACEMENT

*REDUCES SMOKE AND EMISSIONS

The Fitch Fuel Catalyst is
installed once and remains
in the fuel tank(s) perma-
nently, helping fuel burn
better tank after tank.

APSI, Inc. * 558 Lime Rock Road * Lakeville, CT 06039 » 888-881-2774
www.fitchfuelcatalyst.com

USE READER SERVICE #94

146 APRIL 2001

You’re outnumbered
1,600,000,000 to 1

Protect YOUR turf from insects.

The Handbook of
Turfgrass Insect
Pests has rapidly
become the in-
dustry standard
for turfgrass man-
agement pros.

This dynamic tool

will help you correctly diagnose your
pest problems and implement preven
tive measures. It offers detailed descrip
tions of insects, injury, and specific
management options, contains numer
ous color photos and illustrations, and
a directory of resources. 140 pp

Also available: The Handbook of
Urban and Structural Insect Pests,
All books are $35+S&H for non-ESA
members. ESA member price is $28
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valentpro com

The Valent Professional Products Web site is a great business partner for the turf professional. Links to the
Web sites of Valent distributors offer you the convenience of buying Valent professional products online:

Valentpro.com also gives you instant access to Valent Turf Talk and other industry news. It even includes -

a'unique problem/solution feature that makes it simple to find the most effective control for
any turf pest problem. Naturally, valentpro.com also has label and MSDS information .
on products like Orthene® Turf, Tree & QOrnamental Spray 97, a dust-free insecticide that ¢

s
“i oy

“
eliminates 45 types of insects; Distance® Fire Ant Bait, which stops the fire ant queen from VALEWY L
reproducing; and new DiPel® PRO DF, a biological insecticide for worm control. To see it all, oo
stop in now at www.valentpro.com. : s

Read and follow the label instructions before using, Distance is.a registered wrademark of Valent U.S.A. Corporation. DiPel is o regisiered tradomark of
Valent BioSciences Corporation. Orthene is a registered frademark of OMS Investments; inc. Orthene 97 patents pending. %2001 Valant U.S A. Corp.
2001-PPG-PROADT . . 8
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(contimued from page 146)

Then, there are weather concerns.

“There are certain times of the year where
we can’t do drought-tolerant landscaping, be-
cause the plants don’t transplant well,”
Littlepage said, adding that high temperatures
are not ideal conditions for planting, as roots
can easily dry out before they adapt to the soil.

Communicating these plant needs with
customers is crucial, Littlepage reminded.
Just as maintenance sustains health in tradi-
tional plantings, low-maintenance does not
mean no maintenance. Ironically, clientstend
to over-water Xeriscape plants.

“I try to set up a watering schedule for
customers,” he said. “The drip irrigation
system will do the watering and that’s all
you need during certain periods. 1 usually
break down the calendar to spring, summer,
fall and winter. You might not have to water
atallin the winter, and it’s hard for people to
get used to that.”

Most customers have little difficulty ad-

justing to the sparse mowing schedule, which
requires cutting once a month or every other
week for a manicured look with native Cali-
fornia Buffalo grass, Powers noted.
Nevertheless, Littlepage checks on in-
stallations to examine for signs of stress. “If
they show signs of stress, why? Lack of wa-
ter? Too much water? Fertilizer?” he listed,
adding that clients can take a relaxed ap-
proach to caring for their properties if the
materials were installed correctly.

DEDICATED DESIGN. Planting success
originates in design plans, “Design is criti-
cal,” emphasized Tom Fochtman, co-owner,
CoCal Landscape Services, Denver, Colo. “It
doesn’t matter how well you install it, if it is
designed poorly it will not be successful.”
He compared Xeriscape design to a pe-
rennial bed, where overlapping varieties
provide year-round interest. Now, with more
plant choices, contractors can add texture

and dimension with leaves, for example.

Xeriscape is a more marketable, appeal-
ing option for residential clients than in the
past, however, some commercial clients hesi-
tate to install drought-tolerant plants on cor-
porate properties, he added.

“Turf is accepted as that corporate campus
look,” Fochtman explained. “Everyone likes
the look of the mowed fairway.”

A heightened interest in environmental
issues and an expanding awareness of
Xeriscape's benefits is feeding the niche
method, Littlepage said. Powers added that
reaction generally follows urgent conditions.

“In the long-run, drought-tolerant land-
scape is in the best interest of our desert envi-
ronment, and now that water use is becoming
more of a concernit will continue to grow more
popular,” he predicted.

The author is Assistant Editor of Lawn & Land-
scape magazine.
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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. Learn how fo price jobs, what they
cost, where fo get water, what seeds will work and jots more.

A
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Turbo Turfs 200 gallon hydro seeding system wil sead 4000 5q, R. per load. 300 gallon sys- ‘
loms are piced from $ 3995.00 ready fo run, or lease af $ 99.00 a month with § 195,00 down.

'EH-12 EMITTER

A BETTER IDEA BY DESIGN |

A logical idea— Drip irrigation in @
head — twelve individual pressure
compensating outlets. The patent-
ed filter is built right Into the unit
and good filtration is what makes
drip work.

4 $ 7905.00
1000 Gal, 13 Acrefoad § 999500
1500 Gal, 172 Acrefioad  § 19005.00

For a video and hydro seeding info pack, call:

TURBO TECHNOLOGIES, INC

1500 Furst Ave., Beaver Falls, PA 15010

yreansconry 1-800-8B22-3437 ravy 724830 1470

www.turboturf.com E-Mail sales turboturf.com
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Drip irrigation designed for
landscape — not adapted to it
Call or write for more information.

10910 Wheaotiands Ave.
%LSON Santee, CA 92071

| RKEAWON 619 562-3100, 800 77OLSON
SYSTEMS FAX: 619 562-2724
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Same Seed. New Name.

The good news is that these are the same reliable pre-formulations you have
trusted for years from Medalist America.

Just because the Jacklin name is now on the bag, don't think anything has
changed in the bag. The varieties that always went into these and many more
popular pre-formulations are still here. So is all the performance that leads to top
honors in NTEP trials. Jacklin brings proven expertise in selecting and then
combining the right varieties into formulations that address your partic ular
growing requirements

Please call 800-688-SEED for the name of your nearest Jacklin distributor.

Overseeder I Scottish

P » ™
_’21’114-.

-

JAUKLIN

Simplot

Phone: 1-800-688-SEED » Fax: 208-773-4846 = v

2000 Jacklin Seed, A Division of Simplot, all
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_Industry Roundtable
by Bob West

A lawn care program
is only as good as
the products that are
put down, which
puts a lot of pressure
on selecting the
appropriate

products.

THE _J-
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Jack Robertson,
Gary Clayton,
Ken Wentland
and Jim
Campanella (left
to right)
discussed critical
lawn care issues
like regulatory
affairs, product
selection and
working with
suppliers. Photo:
Carl York

The following dialogue is part two of a two-day
roundtable discussion sponsored by Aventis Envi-
ronmental Science, Montvale, N.J., and Lawn &

Landscape magazine.

What issues impact your product selection?

Keith Burrell, The Lawn Co. - “A big issue when
we look at products is smell. Are [clients] going to
know I've come into this property because the prod-
uct smells? Are they shutting windows, running off
the lawn, making neighbors nervous?”

Gary Clayton, All-Green - “Lack of odor is im-
portant for making applicators feel safe as well.”

Gary Chamberlin, TruGreen-ChemLawn - “The
reality is that if you smell something people think

|
a LAY
!—}F

it's bad. If you don’t smell it then it must be good.”

Ken Wentland, Lied’s Landscape Design & De-
velopment - “You always hear “price is an issue,’
but for us, if the product works then price is never
an issue.”

Burrell - “Ease of handling is also a big issue in
terms of packaging.”

Jim Campanella, The Lawn Dawg - “Granular
vs. liquid is also a big issue. Look at New York
where liquid products are perceived of as being
more dangerous for some reason. Plus, I think
granular products yield greater productivity.”

John Buechner, Lawn Doctor - “Drift is another
issue in New York.”

Clayton - "We're trying to stop spraying prod-
ucts into the air for trees and shrubs. In New York,
when you spray above 5 feet in the air you have to
notify customers within 150 feet.”

Burrell - “We also try to avoid anything that
requires keeping the homeowner off the lawn until
they've watered the product in. You can’t do those
applications, although ‘stay off until dry’ works
because that’s such a short window,

(contimued on page 152)



The end of sleepless riGhts.

With Irritrol Systems’ powerful new
lightning protection, you'll no longer
lay awake worrying about electrical
damage to a customer's controller.

Our advanced electrical surge
protection features powerful
metal oxide varistors on both

input and output lines to
guard against damage from
lightning storms and
power surges. And best
of all, it's available on
three of the industry's
most popular hybrid
controllers — Rain
Dial, Rain Dial Plus
and Total Control.

Plus, our five-year
lightning warranty
provides more peace
of mind. In the
rare event a cov-
ered controller is
damaged, we'll
repair or replace
it anytime
during the
first five years.

Outstanding
products.
Outstanding
protection.
Sleep
well.

77
77

Enhanced Lightning Protection

Irritrol Systems, 5825 Jasmine Street, Riverside, CA 92504-1183 909/785-3623 Fax 909/785-3795  www.irritrolsystems.com
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(continued from page 150)

Gary LaScalea, GroGreen - “Personal pro-
tective equipment (PPE) requirements are
important in Texas because of what requires
coveralls, long sleeves and so on. The regula-
tory people are fining people big time in
these areas, so we're making some product
changes because of that.”

Chris Senske, Senske Lawn & Tree Care -
“PPE is often the first thing we look at.”

Tom Tolkacz, Swingle Tree & Lawn Care -
“I would love to see mare work on the odor
issue. We've tried to use a lot of the masking
products so from the general public and the
technician standpoint the productsdon’thave
that odor. But results and PPE still matter
more than odor, so that wouldn’timpact our
buying decision. I just think we could have
less of a negative perception of the material
if we eliminated the odor.”

Buechner — “Often, that's not in the hands
of the manufacturer as much as it is the EPA
inregistration. A lotof similar products have
different PPE requirements, and that can be
a problem.”

Chamberlin—"1see alot of grandfathering
going on with products that have been regis-
tered for a long time.”

LaScalea~"1t'saburden to putguysoutin
long sleeves in 110-degree heat.”

=PRODUCT SELECTION

Keith Barrell, The Lawn Co. - “A big issue when we look at prod-

mixing within a class of pyrethroids will
help. I don’t think we're limited right now
because we're so limited. There will be core
products, and we just need to use other
products to interrupt the life cycle when
necessary. There are few true miticides any-
way, so mites are difficult.”

Tolkacz - “We've made a major move to
the injections. Control is exceeding prior
levels with other application methods, but
now we have the issue of soil contamination
and whether or not we are going tobe able to
use that material three to five years from
now. We're doing fall applications for cer-
tain scale applications and we're getting
tremendous results. You have to get an un-
derstanding of the product and committoit
for more than one year.”

Clayton—"These are messages we need to
share with the public and teach them about
the benefits of injections vs. spraying. Then
we have to explain that the delivery systems
change as well with new technologies.”

Bill Hoopes, Scotts Lawn Service = “How
many people monitor cholinesterase levels?”

LaScalea - "We do, largely because of the
organophosphates.” Again, the group gener-
ally agreed that they monitor cholinesterase lev-
els because of organophosphates.

ucts is smell. Are they going to know I've come into this property?
Are they shutting windows, running off the lawn, making neigh-

bors nervous. Applicator safety is another big issue.”

How are you dealing with the loss of prod-
ucts as they lose registrations?

There was a consensus among the group
that pyrethroids are the best alternative to
Dursban.

Wentland - “My concern down the road is
that there isn’t an alternative, and I think
we're going to see some resistance, particu-
larly with mites in the tree care side.”

Tim Doppel, Atwood Lawns - “That's es-
pecially true if you only have one class to use
because then the insects aren’t exposed to
anything new or different.”

Clayton —“A lot of the entomologists I've
talked to think that resistance in the outdoor
landscape won't be as big an issue. Even
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Mike Young, Lawn & Shrub - "One of the
problems without Dursban is that some of
the products are applied in such low levels
that doing the conversions from a 100-gallon
tank to a backpack sprayer is difficult to do.
It would be nice if that was easier to do.”

Wentland - “1 agree, but I'll take low-
volume applications whenever possible.”

LaScalea - "We're looking a lot at mixing
products together trying to get more re-
sidual, and then we want to put a rotation
schedule in place to be careful of resistance.”

Tolkacz - “With the pyrethroids, most
people would agree that you don’t get the
longevity of control that you would get with
prior materials. The same is true with the

knockdown. Clients don’t recognize or know
that, but you and your field people have to
understand what to expect in terms of the
results after the application. People inspect,
and if the insect isn’t knocked down they
spray again and use more material.”

Buechner — “We have to change our pro-
grams a little bit because we don’t have the
residual any more. That's difficult because
this is all about timing and you can’t always
hit the ideal window.”

Has anyone identified who buys tree and
shrub care?

Buechner — “Twenty percent of our lawn
care customers buy it.”

Tolkacz - “A great study would be why
and how people buy tree and ornamental
applications. The bulk of ours are from people
more than 45 years old. Younger folks invest
in the landscape and don’t see the value of a
$500 to $1,000 investment each year in fertili-
zation and inspection.”

Wentland — “We went to our other divi-
sions and told them to present the idea of tree
and ornamental care up front. We wanted
them to tell customers that these plants were
taken care of in the nurseries, so the installa-
tion crews can get people to lead us right into
a maintenance contract.”

Clayton - “It appears these customers are
the ones who buy tree and shrub care because
they have enough disposable income.

“The other problem is that we have people
with less horticultural knowledge going out
there to sell these services to our clients.
When we can spend more time with our
people and invest in them, we’ll get more
results in these areas. These people don’t
want the homeowner to see that they don't
know what they’re talking about, so they
avoid these situations. I think everyone is
doing 20 to 25 percent of their total sales in
tree and shrub if they're a genuine lawn care
company. I really think that market is there if
we can get there — and our renewal on that
market is probably higher.”

LaScalea—"Ithink the tree and ornamental
market is more advanced in the South. |
would say 85 percent of our lawn customers
have tree and shrub care, and every one of
our trucks are converted to do both so the
technicians don’t have to call someone else.
That's a huge market.”

{continued on page 154)
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On turf, on ornamentals, on edible fruit trees...

EAGLE is the only fungicice you need.

EAGLE? one of the best systemic fungicides available for turf and ornamentals, now is labeled
for edible fruit trees.

EAGLE controls important turf diseases like Brown Patch and Spring Dead Spot, as well as
ornamental diseases like Powdery Mildew, Scab, Rust and Leaf Spot.

EAGLE has been tested on popular landscape ornamental plants, and is labeled for use on
over 100 species, including crabapples, dogwood, roses, apples, apricots, cherries, peaches,
plums, and grapes. Now a single, cost-effective product controls disease on turf, ornamentals and
backyard fruit trees.

EAGLE fungicide. The one and only.

ROHM A Agricultural Chemicals Department

100 Independence Mall West / Philadelphia, PA 19106
anns 1-800-987-0467 / www.rohmhaas.com

99 F a5, ALWAYS READ AND FOLLOW LABEL DIRECTIONS. Eagle egistered trademark of Rohm and Maas
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(continued from page 152)

Chamberlin — “The southern markets are
stronger because they have more insect and
disease incidence.”

Burrell-"Tree and shrub care canbe more
profitable as long as you have enough work
volume per guy to keep the technician busy
all year.”

LaScalea - “The cost of product is also
much lower and you use less product, soit's
much more profitable for us. We've inte-
grated it all with our technicians to the point
thattree and shrub is on ourestimate sheets.”

Tolkacz — “We're finding that the com-
mercial market is starting to better appreci-
ate the value of trees. The best thing for us is
when they lose five new Lindens in the first
three years. That helps them recognize how
a strong plant health care program helps
them avoid losses.”

Where do you buy your products?
Sam Lang, Fairway Green - “We've done
some buying off of the Internet. You bid on

some products and some are priced out. For
smaller companies, this will be difficult be-
cause they wire transfer the funds and you
don’t get any terms. We're really looking at
that more and more, especially for large pur-
chases in the spring, because that can help us
save 15 to 20 percent.”

Senske—“Most of our pesticide purchases
are through distributors, and the fertilizer
comes through manufacturers.”

Jack Robertson, Robertson Lawn Care -
“We buy almost everything through dis-
tributors with convenient location. We used
tobuy fertilizer direct but the distributor met
the price.”

Senske - “What matters to us is being able
to get ‘almost just in time” delivery.”

Doppel - “1 stopped dealing with a dis-
tributor with better price because they
couldn’t get us the products.”

Campanella - “What we're looking for is
ordering product on Monday and getting it
on Wednesday. Terms are also important so

Idon’thave to pay formy preemergent prod-
uct until July. That helps keep us out of our
line of credit and keep the business running
on its own.”

Tolkacz—“We buy the bulk of our product
through local distributors, but storage and
delivery are real challenges for our distribu-
tors. We want just-in-time or we order X
number of tons and tell them when we want
it. These distributors may want us to take
two truckloads and store it, but we can’t do
that. I'll pay more for them to hold it for me.

“The question | have is not just about any
one distributor, but I get frustrated with a
lack of attention being paid to who they’re
selling to and whether or not you're a li-
censed applicator. They're selling product to
unlicensed applicators who just drive
through the shop and load up their truck. 1
like our distributors to require a license on
file. To an extent, that’s a reason why we
won'tbuy from someone - if they’re promot-

{continued on page 156)

¢ | ow maintenance
® Create various shapes, sizes and colors
e Self-propelled, electric or gas powered
® Residential, commercial and golf course uses
e Add to your services and bottom line

- material costs $.40 per foot
e Durable curbing is freeze thaw tolerant

Creatjve

* Variable Speed

or Dismount

Introducing the Tek Spinner
Detachable Spreaders

Fits Most Commercial Mowers, Utility Vehicles or Tractors

* Rebuildable Electric Motor
(Sealed Ball Bearings)

* Just Seconds to Mount SNNNl'

* Stainless Steel Frame
' ) = ; e ' * Heavy Duty Polyethylene Hopper
1“’ goo- 272’ ; "g 9 * Large Capacity (100 or 200 Ibs. Fertilizer)
Concrete Curb & Landscape Border Equipment

CALL TODAY!
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A Smarter Way to Work

Engmeme 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

do more work in less
time with smaller crews.
FINN has made
innovative landscaping
equipment with
legendary quality
since 1935.
So, now that you're thinking about
a machine of this type, see the Eagle before
you settle for anything less. It's just a
“smarter way to work.”

USE READER SERVICE #68

Dramatically reduces labor
Full power to all functions
at all times

Smooth operation for greater
control, faster training

Uses all standard compact
attachments

Over 40 attachments and
trailer available

EAGLE

A Smanrter Way to Work

FiNN.
1-800-543-7166

www.finncorp.com

9281 LeSaint Drive, Fairfield, OH 45014
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(continued from page 154)

ing the application of product by unlicensed
applicators. These people need tobe licensed,
and distributors can help them get licensed.
Then we'll deflect more negative issues.”

Burrell - “You have to build a good rela-
tionship with distributors. We look to get a
lot of training from the distributors or the
manufacturers. It really helps our crews so
they don’t have to listen to our managers
give more instructions.”

Robertson — “1 see our distributor as a
partner in our business. I buy a lot from
them, and I expect a lot from them. So I
expect to receive anything they can supply to
us as far as education, and we certainly ex-
pect the product to be right and only take a
phone call to fix when it's not right.”

Clayton — “We've had to change as distri-
bution has changed. Now we're in a situa-
tion where I see the distributors as observa-
tion people to let us know what they see
going on in a market. Are the mole crickets
running yet, and so on.”

0=PRODUCT BUYING

Jack Robertson, Robertson Lawn Care - “We buy almost every-

thing through distributors with convenient location. We used to
buy fertilizer direct but the distributor met the price.”

Tolkacz - “1 also want the distributor to
get out in the field with me and see the
problems we're dealing with so they can see
the results of what they’re selling. We toured
15 properties in one day, focusing on weed
control properties that were three to five
weeks old. We've gotten special use permits
in Colorado for materials because of those
visits, and that has been tremendous for us.”

Campanella - “1 want manufacturers to
tell me what’s coming out and help me cus-
tomize the products for my needs.”

Tolkacz - “Knowing new products are
coming to the market and participating in
testing is excellent. Sometimes the distribu-
tors get caught up in the dilemma of trying
to bring a product to market first.”

LaScalea—“Manufacturers are interesting,
as well, because a lot of them are visible and
share information with us, and there are oth-
ers you don’t hear anything from.”

Robertson - “If two products are equal and
you have that supportand relationship, that's
important. I want someone who stands be-
hind my business. If they won’t stand behind
us, I won’t buy from them.”

Wentland - “A big test is how they re-
spond when you have a problem with one of
their products and you call them. I want help
instead of being asked what I could’ve done
wrong to screw up the application.”

The author is Editor of Lawn & Landscape
magazine.

TRY THE NEW
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4" Pop-Up
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Buy The Box -
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I Ran I BIrD,
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Complete Turf Rotor

Top-Adjusting with
NEW Nozzle Tree

THEM 0“‘9$ 8:s0

Plenty in Stock

E BEST BUY on a Turf Rotor
Order By 1 p.m.

® For U.P.S. SHIPS SAME DAY

800-600-TURF

CALL US AND SAVE! 7:00 am - 5 pm (8873)

Pacific Time

=3

possible!

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

At United Green Mark,
WE GUARANTEE IT!
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Get it up fast with

Launch® Biostimulant:

Fast establishment is critical when you're
planting steep, erosion-susceptible slopes.
That’s what hydroseeding is all about:

getting seed on the ground, up and estab-
lished — FAST.

Hydroseeding research has shown that the
addition of Launch Biostimulant to the
hydroseeding mixture can result in 40%
greater germination and establishment rates
in cool-season grass applications. Bermuda-
grass seed treated with Launch required
three days for germination compared to 11
days to germination in untreated plots —
less than half the time!
Turfgrass, native grasses or
wildflowers — Launch gets
them all up fast.

Call 800-821-7925 for your free copy of
“The Professional’s Guide to Biostimulants”
or visit us at
www.pbigordon.com/biostimulant_main.htm

/

Get it up clean with

Tupersan® Herbicide:

A lot can interfere with seeding schedules.
And a late schedule runs into crabgrass,
foxtail and barnyardgrass germination
timing. These highly competitive weeds can
interfere with the establishment of your
hydroseeded turfgrass.

Tupersan Herbicide Wettable Powder is the
only pre-emergent EPA registered for use
through hydroseeders.

Tupersan has a high degree of selectivity
which reduces competition without injury
to germinating seedlings of most cool-season
grasses.

, Call 800-821-7925 for your
free copy of “Gordon’s Pre-Emergent
Application Guide”.

G PbI /cordon
corporation

An Employee-Owned Company

USE READER SERVICE #69

5 & registered trademark of PBUGordon Corporation

© 2001 PBI/Gordon Corporation Launch is

Tupersan is a registered trademark of Gowan Company V2001



- School of Man

Golfers Go Evergreen

The Evergreen Foundation, a group
devoted to promoting the develop-
ment of public green space,
benefited when Lawn & Landscape
donated a portion of the proceeds
from the 2001 School of Management |
Conference Golf Outing to the group. |
Pictured at left is: (standing, L-R)
Kevin Van Dyke, Skinners Nursery. |
Bob West, Lawn & Landscape;
William Tan Eyck, Skinners Nursery;
who were part of the winning team,
along with Den Gardner (seated,

middle). Tom Benjamin (standing, far right) represented Woods Equipment Co., sponsors
of the event. In addition, Matt Boelman of Perficut Lawn & Landscape (seated, right) won
the closest-to-the-pin prize. and Steve Frank of Gunite (seated, left) won the long drive
contest. Steve Scrymgeour of Prestige Land-

scape Construction (pictured, page 162
with Gardner and Lawn & Landscape
Group Publisher Cindy Code), won the
raffle for a Big Bertha driver

158 APRIL 2001 LAWN & LANDSCAPE




LawnN & LANDSCAPE

. Management Conferenice and a

Networking
Like A Winner

In addition to hearing from speakers like Bill Hoopes, Scotts Lawn Service (bottom, left),
Tim Lynott, Landscape Consulting Services (top, left), and Jim Huston, Smith-Huston
(above), attendees at the 2001 School of Management sxperienced the Power of
Networking Program sponsored by Shindaiwa. Moderated by Jim Paluch of JP Horizons,
the program emphasized the benefits of networking with fellow attendees during the
School of Management, how to tum contacts made during the conference into year-
round information resources, and how to set goals for using the information from the
conference in their businesses. Program participants were eligible for a prize package
featuring a free registration to the
2002 Lawn & Landscape School of

Shindaiwa spreader. Ryan Fergison
of Nature Designs Landscaping,
Monrovia, Calif., won the package.
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William Furlong

Big Winners

2001 School of

Oak Tree

Three attendees from the
Management went home winners from the

onference's Resource Center daily prize

drawing. The winners included

School of M
Conference in
Dan Sutherland
Charlotte, N.C
Gro-Pro Organic Lawn
West Warwick, R.1
o

ee registration to the 2001 Lawn &

scape Business Strategies Conference

Landscaping

inagement

Management on the Web

Review 2001 School of Management sessions by visiting www.lawnandlandscape.com.
The site features summaries of presentations by speakers like Charles Vander Kooi,
Vander Kooi & Associates (above, left) and Bill Arman, Environmental Care (above,
right) and will provide Information on next year's conference in Charlotte, N.C.

(contimued on page 162)

Lm;s' L ust Towortonw!

NEW LANDSCAPING TOOL

It's Affordable - Prices Start At $3.995.
Rugged, singie rotor guarantees low maintenance.
Spiral-mounted, carbide-tipped mining teeth prepare
soil, while removing debris and rocks of all sizes.

Attaches to any shid-steer bucket !!!

SO0 S79 6050
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N GNC =,

Industries, Inc.

2 Year Warranty
“DARE TO COMPARE”

GNC specializes in building Custom Trucks
for Custom Lawn Care. Call our Engineers
Today to design your New Sprayer.

1-800-462-2005

or visit us at

www.gncindustries.com

USE READER SERVICE #105

LawN & LANDSCAPE



http://www.lawnandlandscape.com
http://www.gncindustries.com

; |
o
- o
’ e TORD ST
f f :
k } /‘ {E:" e
" {} 3 L b Ny
“& - — -
- 3
¥ /

The Toro® Dingo® Compact Utility Loader.
Throw us at your toughest jobs, in your hardest conditions.
We'll come out on top every time. With the Dingo’s e ,
ability to channel full power where it’s needed, when a—— (§)
Y Y5 powsE e . TORO,
it’s needed, it’s proven itself again and again, on every

kind of job. In every kind of environment.

So you think you've gor a chnllcngc? Bring it on.

Call 1-800- TORO for a demonstration.
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(contimued from page 160)

Mark Your
Dates for 2002
SOM

h you heard from speakeérs like Steve

SOM Helps
Make-A-Wish

United Elchem Industries

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

“Choice of The Pros”

FOU SPRINKLER
SYSTEM INSTALLATION

———— UNI-WELD
UNI-WELD TURF-TITE EPOXY PUTTY
UNI-WELD

500

THREAD
CUTTING OIL

CEMENT
REMOVER

UNI-WELD GASKET /
JOINT LUBRICANT

UNI-WELD
CUTTING OIL

CEMENT REMOVER
FOR HANDS

UNI-TITE PIPE

PIPE JOINT COMPOUND JOINT COMPOUND
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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 ml
MEMPHIS, TN 38118 -
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nu-gro

Nu-Gro Technologies Inc. is building a new production
facility to meet current and future demand for one
of its leading products, Nutralene” methylene urea.
The new plant, located adjacent to its existing
sulfur-coated urea (SCU) nitrogen plant in
Ontario, Canada, will have an annual manu-
facturing capacity of 20,000 tons. This major
expansion improves the company’s ability to
consistently produce high-quality Nutralene
for an ever-growing market.
In another move, Nu-Gro has increased
its investment in the Missouri facility that
produces Nitroform® ureaform. This new
manufacturing capacity enables the
company to create more customized
products and better serve its customers’
specialized needs. New processes have
also been put in place to further improve
quality control and maintain the
consistency that customers have come
to expect from Nu-Gro.

Nitrogen for Every Need

As golf course superintendents and
other turf professionals have refined the
art and science of maintaining highly
tuned turf, Nu-Gro Technologies has kept

pace with a full line of nitrogen products.
Nitroform is controlled-release nitrogen
that can last six months and beyond. The
product is a high-grade nutrient and energy
source for microorganisms that are critical to
healthy soil. While a small amount of the
nitrogen is available to plants immediately
through water solubility, the balance is gradually
released through the continual digestion of
Nitroform by the soil microbes.
Nutralene releases nitrogen more quickly than
Nitroform. It combines hydrolysis and microbial
activity to provide up to 16 weeks of controlled,
sustained results.
Both Nutralene and Nitroform are formulated as
homogenous granules that don’t need any special coat-
ing. They have low salt indices that practically eliminate
the risk of burning. Their dependability and safety make
them ideal for professional turf applications.

Nu-Gro Technologies:
Growing Demand Leads to New Nilrogen Production

SCU, a double-coated urea, is another popular
Nu-Gro product. It’s used in professional lawn
maintenance and as an ingredient in consumer lawn
fertilizers. SCU depends on moisture, microorganisms
and abrasion for release.

IB Nitrogen (isobutylidene diurea) is a very safe
nitrogen source for high-maintenance turf, as well as
for turf and ornamentals under irrigation. IB Nitrogen
depends on moisture and particle size for its release
characteristics. It is particularly well suited for horti-
cultural use and on turf in cool, wet climates such as
the Pacific Northwest.

A polymer-coated urea (PCU) is a recent addition
to the Nu-Gro line of products. It enables the
company to provide quality nitrogen for virtually
any application.

Nu-Gro is constantly expanding its product lines
in the professional lawn care, horticultural and
specialty-agriculture markets. New developments
include Powder Blue* ureaform and expansion of
the current IB Nitrogen briquettes.

Your Controlled-Release Nitrogen Source

While you may be familiar with Nitroform
and Nutralene, you may not be familiar with the
company behind them - Nu-Gro Technologies Inc.

Nu-Gro is a subsidiary of Nu-Gro America
Corporation, with world headquarters in Brantford,
Ontario, Canada. Nu-Gro serves its customers in
the United States out of offices in Grand Rapids,
Michigan. In the company’s five-year history, Nu-Gro
has become the largest merchant marketer and
manufacturer of slow- and controlled-release nitrogens
in the world. Its premium-grade specialty nitrogens are
used extensively by professionals in golf course, sport
turf, lawn, landscape, ornamental, nursery, forestry
and land reclamation applications. Nu-Gro can meet
virtually any application requiring nitrogen.

Nu-Gro is committed to environmental leadership
in all of its business activities. Its products are designed
to ensure maximum delivery of nutrients to plants with
a minimum waste or loss to the environment.
Environmental responsibility and superior products
can go hand in hand.

Nu-Gro Technologies, Inc., 2680 Horizon Drive SE, Suite F3, Grand Rapids, M1 49546 1-888-370-1874 www.nugrotech.com

Nitroform, Nutralene and Powder Blue are registered trademarks of Nu-Gro America Corp. ©®2001 Nu-Gro Technologies, Inc.
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yOLVELSALIOL The man who wants to grow John Deere's consumer and
by Bob West ~ commercial business to $6 billion by 2006 shares his vision for

the future of dealers, computerized mowers and more.

John Deere was manufacturing equipment for commercial

purposes before the Civil War. Since its inception 163 years

ago, the John Deere name and its green and yellow colors
have become one of the best known brands in the coun-
try, largely due to the company’s success in the agricul-

tural arena.

As farmers encountered new and more challenging
obstacles the last few decades, John Deere realized it
needed to broaden its horizons to continue growing.
Consumer yard and garden equipment soon joined
combines in the John Deere fleet, and commercial ‘
landscape equipment wasn't far behind.

Buttruthbetold, John Deere never pursued the
commercial landscape customer with the focus
thata company withits tremendous name, resources
and research and developmentskills could. However,
that changed earlier this year when John Deere ac-
quired Great Dane Power Equipment and McGinnis
Farms within the span of one month.

Soon, people were talking of the sleeping giant
awakening, and many debated why a manufacturer
would purchase a distribution-focused company like
McGinnis Farms. Plus, were more acquisitions planned?
Would the company sell equipment outside of its dealer-
ship network?

I traveled to Moline, 111, John Deere’s world headquar-
ters, and spent part of an afternoon with John Jenkins,

(continued on page 166)
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RegalCrown® plant growth stimulator with its three key stronger, more vigorous! Above ground, the results are

plant growth hormones works so well, after only a few ~ even more noticeable. Turfgrass grows into thicker, lush,
weeks, you'll be able to see the difference with your healthier plants that are more resistant to turf diseases
own eyes. Down in the root zone, there’s a marked and stress. Just apply RegalCrown regularly, every two
increase of additional roots to absorb R alCr onjn% weeks or so. Such a small price to
nutrients and water. Roots grow __%*_ o pay for such a BIG RESULT.

800.621.5208
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Conversation

(continued from page 164)

president, John Deere Consumer & Com-
mercial Worldwide Equipment Division, to
learn about these surprising acquisitions and
gain some insight into John Deere’s plans for
the future. (For a story about what a visit to the
heart of John Deere is like, as well as more from
this interview, check out this article with the
April issue of Lawn & Landscape at
www.lawnandlandscape.com.)

BOB WEST: Why has John Deere been able
to build such a powerful brand?

JOHN JENKINS: [ think thisisa very good
company to work for. This is a company that
is 163 years old, and the reason is that it has
beenable to renew itself aboutevery 20 years
and position itself to be reflective of the
times. It’s also located in a lot of smaller
communities, and therefore, when you go to
work for Deere you're not as apt to leave
because it would require a geographic move.
I've never had a reason to leave - we refer to
it as the ‘John Deere experience.”

to deliver the best service response in the
industry, and I think we do.
BW: The Great Dane and McGinnis Farms
acquisitions would seem to signal that John
Deere has intensified its focus on the land-
scape industry. Is that accurate?
432 We view both residential and commer-
cial markets as not only taking care of the
lawns that are in place, but we really want to
take care of the landscape. When we talk
aboutaJohn Deere onevery landscape, which
is our strategic intent, we're not just talking
about Mary just putting equipment on there,
but trying to let the homeowner or the com-
mercial contractor know that they only need
one partner. And we'll take care of making
sure that their investment is sound and that
their facilities are displayed the way they
want them. The green industry gives us a
day-to-day touch, and we like that because
our customers become better customers as
we get to know each other better

Over the last 10 years, we went into the

“The other thing that we're well posi-

tioned on is service. We have the strongest

servicing dealer organization in North
America. And it's located throughout the
areas that require the landscape or irriga-
tion professional.”

But I think the brand started with John
Deere himself, and he said he wouldn’t put
his name on a piece of equipment that didn’t
have the best of him within it. From our start,
quality has been synonymous with Deere,
and I think in today’s society, more and more
consumers want dependability, quality and
service. We were fortunate enough to have
that in our heritage.

BW: Do you see that same level of demand
for quality from your consumer and com-
mercial customers?

dJ2 Frankly, most of the commercial users
we have demand 24/7 support because
they're literally making a living with our
equipment, and if our equipment is down
they’re not making any money. We attempt

166 APRIL 2001

golf business, and now we're the No. 1 sup-
plier of equipment to golf courses. As that
has happened, we got more interested in
landscaping and irrigation, so the green in-
dustry has been a natural growth.

BW: Based on these two acquisitions, it
seems that your goal is to be more than just
involved in the green industry, though.
432 1 think that's right. The reason for our
acquisitions, especially in service-related
businesses, is that we want to be sure that we
know the business and how to operate in it.
By buying a top company, it brings with it
people who have knowledge in that part of
the business. We can teach them the John
Deere experience and they can teach us how
to better interface.

www.lawnandlandscape.com

BW: Why Great Dane and why McGinnis?
What made them attractive acquisitions?
432 | think McGinnis had a proven track
record of taking irrigation and landscape
installers and bringing them together, That
was interesting to us. They built that model,
they built it regionally, and it looked to us
like a model that could be expanded. They
were looking for someone to help them ex-
pand. We were also interested in broadening
our touch to that customer base

As far as Great Dane, we not only picked
up very innovative products, but Dane Scag
(founder of Great Dane Power Equipment)
will continue to work with us in helping us
better understand and design what the com-
mercial mower needs. Again, it looked to us
like a company that not only gave us prod-
ucts that we needed to fill out our line, but it
gave us insight and expertise in design.
BW: What is it about the irrigation industry
that attracted you?
dJ: Well, it’s natural when you look at golf
courses. One of our competitors usu-
ally gets its first connection to the golf
course with irrigation and then fol-
lows on with equipment and other
things. I think it was a need to round
out our arsenal so we were on a level
playing field.
BW: When you look at the product
line for John Deere, are you satisfied
with what you've got now?
43z 1 think our basic product offering
with the Great Dane acquisition and
the things we've done in the last half
dozen years is a pretty good offering.
We've got skid steers and we've got
the major commercial machines for golf and
turf. All of those things are reflective of our
getting the technology and the business right.
Now we're getting the service right, and
when we get those three lined up it looks to
us like a national support network is the
right thing to do.
BW: What does the Great Dane acquisition
do for the John Deere product line?
JJ: Let me start by saying that I want this
business to be known as the innovator in the
industry, and [ think in Dane’s case, the
equipment we are putting out there has a
leading edge look. The new skid-steer trac-
tor we're bringing into the marketplace is
another reflection of that leadership vision.

{continued on page 168)
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“This book should be required reading for
anyone using pesticides for any reason when
dealing with turfgrass.”

by Harry D. Niemczyk, Ph.D.
and David J. Shetlar, Ph.D.

The newly revised, definitive, practical guide to destructive turf insects
for turfgrass owners, sports field managers, lawn service operators,
golf course superintendents, students, and others involved with
turfgrass management.
o Based on 50 years of collective experience from two of the foremost
authorities in turfgrass entomology.

o 148 pages written in easy-to-read language with 447 color photos
and 116 line illustrations.

« Filled with accurate biological information and aids for diagnosis
and identification of cool and warm season turfgrass pests.

o Offers multiple approaches for the control of turfgrass pests.
e 8%2- x 11-inch durable plastic cover with heavy wire binding.

B | Over 440 full-color
%@  Pphotos inside!

To order, CALL the Lawn & Landscape Media Group
at 800/456-0707 or
VISIT www.lawnandlandscape.com.

“The information contained in this book is the
most ‘complete’ | have found on turf insects. A
must for any sports turf manager!”

— GERALD FAUBEL, CGCS — BOYD MONTGOMERY, CSFM
Saginaw Country Club Sylvania Recreation Corporation
Saginaw, Michigan
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Conversation

(continued from page 166)

We're not just about bringing yesterday’s
technology to this business. We want to be
leading edge. I believe that very shortly we'll
be able to mow golf courses at night, and the
reason is because we’ll have autonomous
machines. The technology is here - it's a
matter of refining it.

BW: Could this technology filter down to
the landscape arena?

dJ: Absolutely, especially as water becomes
more scarce and we need to figure out how
irrigation systems can be more water effi-
cient. We will also find technologies that our
equipment division and the green industry
will be able to share.

We do a lot of sensor work these days as

we go through a product so we're maximiz-
ing the right seed and water concentration in
each part of the field, because it varies. We're
measuring those things, and we can take the
knowledge we learn and we transfer it very
easily to how we make better landscapes.
BW: What potential does John Deere see for
the commercial market since so many manu-
facturers talk about the need to reduce the
number of manufacturers?
JJ: That's where technology in this business
is ultimately going to be the big differentia-
tion. As we build more machines that are
self-sufficient and that can use technologies
like GPS or any number of positioning sys-
tems, it will get tougher for some companies
to do anything but specialize in a very nar-
row part of that business. But I think we're
still going to be able to offer the commercial
customer a one-stop shop, and I think many
of them will feel that is very important.

Theother thing that we're well positioned
onisservice. We have the strongest servicing
dealer organization in North America, and
it’s located throughout the areas that require
alandscape or irrigation professional. Again,
we’re in a natural position, especially with
McGinnis, to offer almost a complete, off-site
set of services, so all the contractor has to do
is get the order and put the product in at the
site. We'll take care of everything else.
BW: How many dealers does John Deere
have serving the commercial market?

JJ: We have 1,700 total, but I would say that
400 to 500 would be more the commercial
type of dealer.

BW: Have you seen some of these dealers
transition from consumer to commercial?
4J: We're seeing a number of our dealers do
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John Deere is betting that its Ready
to Mow dealers (pictured right) will
provide it a competitive advantage in
the future as increasingly

demanding consumers require dealers
to actually provide service in the
field for residential and commercial

customers. Photo: John Deere

this, especially since we introduced our line
of skid-steer loaders because, again, a lot of
contractors and professionals want to get it
all from one location. Now the dealers have
found out that they need to dedicate part of
their businesses to the commercial market.
So, we haven't given the skid-steer contract
to every John Deere dealer. If they're not
going to make the necessary investment, we
dont want to put the product out there
because it won't be serviced properly.

We're really one of the few companies
that has maintained its dealer organization.
Besides Sears and us, there aren’t a lot of
brand-dedicated service centers. That's not
to say dealers carrying a number of product
lines don't deliver good service, but it's
harder to have that kind of service network
know your product, know your customer
and their needs than it is for us when we
train and develop dealers internally.
BW: Your dealers have probably been at the
heart of a lot of your discussions in recent
weeks because of these acquisitions. How
do you see the organizations co-existing?
433 1 think the McGinnis operation will be
very complementary to our dealer network.
Ithink thatwe are not going to have McGinnis
selling equipment, but we'll certainly have
McGinnis with the ability to rent and leasein
harmony with the dealer.
BW: What form will that take?
dJ: Today, we have similar relationships
with other locations where the dealer orders
the goods and restocks and replenishes the
other distribution point, and there’s obvi-
ously some margin share between the two
organizations. But that relationship keeps
the McGinnis group from having to learn
about the service side of the business, and it
allowsboth the dealer and McGinnis to have
a stronger relationship.

I fully expect that we'll have John Deere
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equipment displayed in McGinnis locations,
but in most cases, it will be the local dealer’s
floor plan equipment.

BW: Do you see this relationship working
the opposite way as well? Will some of the
dealers offer irrigation supplies?

4J2 1 think it’s probably very early in the
relationship to say for sure, but my guess is
yes. It's going to be a lot easier the other way,
however, because the dealer is still going to
be essentially delivering the machine and
doing his work, but now he just has a differ-
ent place to display the equipment.

BW: How many locations does McGinnis
Farms have?

dJ: Initially, there are 50 McGinnis locations,
but we would expect that number would
need to grow pretty rapidly.

BW: Why do you say ‘need to grow?"

4J: Because today it’s only regional, and we
think there’s aneed atleast through the North
and Central U.S. to have a similar type of
operation. There’s no doubt that our strategy
is one of gaining a national presence, and |
don’t think that we‘re alone in expecting that
thisbusinessis growing at such arate that the
installers just don’t have time to manage
logistics, purchasing and all of the things that
go with trying to deal with the supply base,
which is literally thousands of suppliers.
BW: Is the acquisition of a distributor like a
McGinnis Farms a shift in your business
model and a change in the way suppliers are
looking at the industry?

dJz 1 think it is. I think it’s a recognition of
what the customer is asking for. We think the
customer is asking for us to take the complex-
ity out of his life. He's saying, ‘Give me an
economical way tobe able toentrustand deal
with one face and know that I'm getting a
good deal, great service and 1 don’t have to
spend a lot of my time worrying about it."

(continued on page 170)
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Conversation

(continued from page 168)

BW: In the past, didn’t suppliers take a
more specialized approach to the industry?
43z Oh, 1 think they did, but as the need for
service has grown, we want to grow with
that. Today, the manufacturing part of the
business is an important part, but the ser-
vices that customers need are immensely
bigger. As the machines get more complex,
the level of services probably will be less
frequent, but they will require specialized
knowledge.

BW: If you have to prioritize the need for
service you deliver vs. the need forimproved
or innovative manufacturing, is there a shift
going on there?

432 1 don’t think there’s any less demand on
being innovative in manufacturing or de-
sign. | think, though, that there is a greater
need to make sure our service improves.

In fact, in today’s world, the commercial
customers want us to fix the machines before
they break. Literally, that means you've got
to be sensing wear and you've got to be
sensing stress, and you've got to have an
organization that’s ready to respond. You
can’t be open 8 to 5 when a customer is
working 6 a.m. to 6 p.m.

BW: Do you expect to see some of the other
major manufacturers taking a different look
at distribution in the future?

432 | think the customers are going to de-
mand better service, and as they do, the
manufacturer is going to have to either part-
ner with a group that can do that for them or
consider going into this business. It's a com-
petitive world out there, and today’s con-
sumer is a much better consumer than 20
years ago and much less tolerant.

BW: | attended a John Deere dealer meeting
at the end of 1999 where you guys made
some interesting statements about changes
expected for dealers. Where does that stand
in terms of dealers going from a sales orien-
tation to a service orientation?

432 | think that trend proved correct. | per-
sonally believe that we're not going to sell
mowers over the Internet. | think, instead,
we're going to make it very easy for service,
so maybe the customer doesn’t even need to
go to the dealer organization. Or he may be
able to order that equipment and have a
dealer deliver it to his door and still learn as
much as he cares to electronically about all of
the products and comparisons.

As we get more and more equipped elec-
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tronically, | don’t think it will be unusual for
the contractor to dispatch the dealer elec-
tronically. We'll likely have sensors that tell
a dealer he needs to go call on so and so and
schedule maintenance while the machine is
going to be idle, and we'll know that because
we'll be able to communicate electronically
between each other,

The service is going to go to the field -
there's no doubt in my mind that more ser-
vice is going to be preventive and it will be
done right on site.

BW: Do the dealers understand that?

3z We have 400 Ready to Mow dealers
today with a trailer and / or a truck, and they
have the ability to pick up machines and do
a lot of the small maintenance on the spot.

will compete across segments, and it’s very
hard for us to find a competitor that has a
finance operation, a health care company,
that builds diesel engines, farm equipment,
makes equipment for consumers and profes-
sionals, and is now doing logistics for the
landscape industry. So what we start to do
then is look at how various service compa-
nies provide their services and what they’re
doing with their products, even if the prod-
uct is different.

BW: Where does John Deere fit in the com-
mercial landscape industry today as opposed
to six months ago or five years ago?

JJ3: Well, 1 think we're in the business,
whereas five years ago we would have con-
sidered ourselves asjust having gottenin the

I want to see us complete the upgrade of
our Ready to Mow fleets and make sure
we've got the right amount of dealers in
areas with customer concentrations. I
want to complete and integrate the

green industry with our supply sources so

that the customer can have one face to

deal with.

With some problems, such as an engine over-
haul, you're going to have to have some
downtime and you'll need a facility dedi-
cated to that level of service, but a lot of work
can be done in the field.
BW: If you don't see mowers being sold
over the Internet, where does the Internet fit
for John Deere?
432 | would say hand-held products would
probably be the first thing that could be sold
online. Today, some dealers are doing this. I
think as you move to things with engines that
require set up, those arejobs that we want done
right, and if they aren’t done right it's the
customer who pays for the downtime and
the inconvenience. So it's all about quality.
BW: When you benchmark for John Deere,
who do you measure yourselves against?
33z Well, it would be foolish not to bench-
mark first against your direct competitors.
But that’s not enough for us.

We really believe that, ultimately, service
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business. As you start looking around at
landscape sites, you see more green and
yellow. But we're not satisfied that we see
enough. We aren’t the market leader in the
landscape business, and we plan to be the
market leader in any business we’re in.
BW: Is there any timeframe for when you'd
like to be the market leader in the landscape
industry?

JJ. Yesterday. The acquisitions of McGinnis
and Great Dane are clearly a signal that we
think this is an important market for our
customersand wehaven'tbeen serving those
customers to the fullest, but now we aim to

do that.

The author is Editor of Lawn & Landscape
magazine.

For more from this interview, check out this

article with the April issue of Lawn & Land-
scape ar www. lawnandlandscape.com.
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EQUIPMENT FOCUS

Picking Proper Components

Decisions on what to use for residential and small com-
mercial sprinkler systems help determine profitability
down the road. While the right decisions can pave the
way for a company to grow and prosper, the wrong

decisions can create tremendous costs.

EQUIPMENT ISSUES. Reliability is the most impor-
tant factor when considering valves or heads to use. You
need to determine which ones will hold up over the long
haul. This can be difficult without historical data, but
there are other ways to help make this decision.

One simple way to choose components is to model
other successful contractors, particularly if they’re more
experienced than you. Otherwise, start by disassembling
each componentand comparing it to similar components.
Is it rugged or flimsy? Is it easy or difficult to assemble?
Are there numerous parts? Are the parts high quality?
Compare the positives and negatives of each.

The next step is to simulate the component’s function.
You can do this by building a valve manifold with three
or four different valves. Pressurize with water, activate
each solenoid and watch how they react under both high
and low pressure. Also watch how fast or slow they
operate. Fast-closing solenoids can create water hammer.

You can test your sprinkler heads similarly, Fabricate
a multiple head stand so you can test two or three heads
at once. This way you can actually compare them “head-
to-head.” Check out how each head reacts under different
water pressures and watch how well the wiper seals
work. Next, check water distribution by setting up catch
cans (Dixie cups work well) in a grid pattern and firing up
one head at a time. Run the water 10 minutes for spray
heads and 20 minutes for rotary heads. Then, measure the
amount of water in each can and compare.

Do the same for each head and compare. This informa-
tion will show which heads have the best water distribu-
tion. Another easier but less accurate way to check out
distribution is to set up your test on a dry, dirt area. As
you run the water, watch which areas stay dry. Consistent
moisture means you've got even distribution.

CONTROLLER CONSIDERATIONS. When choosing
controllers, reliability isjust asimportant as the customer’s
ability to use and understand it. Most residential control-

lers are programmed and operated by the homeowner, so
if they are afraid to touch it, then they might under- or
over-water. Many controllers on the market today offer
bells and whistles, so you need to consider your custom-
ers’ needs. For example, if a remote control is not impor-
tant for customers in your market, then don’t push a
controller with this feature.

Tracking historical data is crucial after choosing com-
ponents. Track and record failed valves, heads and con-
trollers. A small percentage of failure can be expected
(about % percent), but if there are high failure rates then
you need to look at changing that component.

The component choices you make today will effect
your profitability tomorrow and years down the road.
Valves that don't open or close properly and heads that
don’t rotate, rise and retract properly require service
calls. Controllers that people can’t understand cost you
time clarifying usage. When these things happen within
the warrantee period (all quality contractors offer one
year minimum), it takes money right off yourbottom line.

In addition, problem components yield irritated cus-
tomers, who can create negative word-of-mouth adver-
tising. This will cost you as your company grows and
develops a reputation with clients. Picking the proper
system components ensures a reputation you and your
employees can be proud of. — Mike Fournier

The author is owner of Fournier Irrigation, East Hartford,
Conn. He can be reached at 860/528-9397 or fournski@aol.com.

Faulty irrigation

controllers can dry up
a company’s profits
and good reputation,
Consider reliability,

distribution and

quality for winning

watering results.
Photo: Rain Bird
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YOOV
PRO Landscape

* From drafix.com, the new version 7
offers advanced CAD technology

* The software’s design suite includes
three integrated modules to create realistic
design plans, 2-D site plans and automated
client proposals

* Software can read file formats from re-
cent releases of AutoCAD, including
AutoCAD 2000i

e Features a new tutorial CD and learning
tools, a perspective tool and Light Editor,
which allows users to drag and drop light
fixtures that automatically illuminate

* A content librarian allows users to drag
and drop solid fills, hatch patterns or sym-
bols into selected areas

* Real-time Pan & Zoom enables users to
navigate their plans easily

Circle 200 on reader service card

STIHL
Powersweep
Attachment

¢ Interchangeable gearbox attachment for
the FS 83R and FS 85R models converts a
grass trimmer into a sweeper

* KW 85 attach-
ment removes de-
bris on wet and
dry ground sur-
faces

* Cleans caked
dirt on sidewalks
and roadways,
clears light snow
and removes
pebbles from
lawns

* Belts and fins
are constructed of
Dupont Alcryn,
which minimizes
turf damage

* A protective
rubber strip connected to the gearbox
prevents drive tube from wearing down
during use

Circle 201 on reader service card

Post Hole Digger Mount

* Worksaver's 924H skid-steer attachment mounts on skid-steer loaders equipped with

universal quick attach

* Digger reaches over fence lines, shrubs and other obstructions
* Construction offers operator visibility, reducing fatigue
¢ Designed for use when building new or replacing existing fences, installing posts for

new structures and landscaping

* A hydraulic motor works with systems to deliver 10 to 20 gpm of flow at 1,500 to 3,000 psi
* Hydraulic operation allows users to reverse auger to clear obstructions
¢ Counter weights provide constant balance for vertical holes

* Digger handles augers from 6 to 24 inches

Circle 202 on reader service card

PanAmeri

erican Seed
r

Nature’s Decor

¢ Program offers a collection of seed variet-

ies ideal for mixed containers and small

garden combinations

* Seed varieties have a low input cost and

no stock plant maintenance

* New varieties are being bred specifically

for the Nature’s Décor program

Circle 203 on reader service card

Quick-Tach
Grapple

e Skid-steer loader attachment connects to
the bucket or fork allowing operator to
switch functions

* Detaches easily so users can remove at-
tachment when they want to use the bucket
without the grapple

¢ Detachable feature prevents accidental
structural damage that can occur when
grapples are kept in raised position while
operator is using the bucket

* Four-tooth grapple is ideal for construc-
tion site clean-up, demolition, scrap recy-
cling, land clearing, etc.

* Available in two teeth sizes with adjust-
able pivot angles

* Teeth are spaced 15 inches apart and com-
posed of high-carbon steel for durability;
four supporting rods further stability

* The unit’s two 2- by 8-inch hydraulic cyl-
inders are shielded to protect connections
Circle 204 on reader service card

Encore Mid
Cut Prowler

* Mower fea-
tures a front-
cut style deck
suspension
on a mid-
mount

* Available
with 52-, 61-
and 72-inch
cutting
decks

* Equipped with 22- to 31-hp gas and
diesel engines

* Features a side-to-side articulating float-
ing deck, low-maintenance blade spindles
and no-slip disc brakes

* Includes a dual-path hydrostatic drive
with a hcavy, welded-steel frame and rein-
forced deck

¢ 5%-inch deep deck

Circle 205 on reader service card

Mower Sulky

e Available in a one-wheeled or two-
wheeled model

* Features a swivel point that allows op-
erator to stay centered behind the mower
and allows for a smoother ride

* Sulky’s rugged build allows for years of
commercial use

e Attaches to most commercial mowers
Circle 206 on reader service card
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Dixon
ZTR 8000

* Features a 25-hp Kohler Command or
26.5-hp Briggs & Stratton-Daihatsu engine
¢ Includes White wheel motors and Hy-

dro-Gear®” BDU pumps

* Mower is available with 60- or 72-inch
cutting widths

* Big rig seat suspension and adjustable
seat reduces operator fatigue

¢ Attachments easily mount to the mower
with an automotive-type receiver hitch,
and options include broom, grass blower
and catcher, snow blade, snow blower and
carry-all rack

* ROPS available

* 10 mph ground transport speed

* 11%-gallon fuel capacity

* 1-inch front caster wheel bearings

Circle 207 on reader service card

applications on a property

changing terrain

to 300 psi

Circle 208 on reader service card

VN

Toro Dingo
Adjustable Forks

* The compact utility loader with adjust-
able forks can move materials through
gates, into tight spots or over existing turf
e Forks can be set at many widths to ac-
commodate various lumber, post and
pallet sizes

* Forks can be attached by inserting two
pins to secure them onto the universal
mounting plate

¢ Dingo loader arms can raise, lower and
tip forks, and tip the load

* Adjustable forks are one of 35 available
Dingo attachments, including high-
torque augers, trenchers, backhoes and
tillers, etc.

Circle 209 on reader service card

Praxis Stum
Machine ’

* Portable stump grinder is powered by a
9- or 13-hp Honda engine

* Machine features a cyclone dual-element
air cleaner

¢ Includes low oil shut down

* AutoTorque™ drive system

¢ PRX13.0 model measures 76 by 29.5 by
42 inches and weighs 240 pounds

Circle 210 on reader service card

Groundtek ProMax

* Landscape maintenance machine can deliver versatile and convenient spray

* Machine’s low-pressure spraying boom is front mounted and low to the ground
* Fully-visible sprayer covers widths from 3, 6 or 9 feet with little drift

* Optional expansions allow for 15-inch spray width

* Toe-touch, retractable booms provide users with flexibility and mobility on

* The ornamental gun features an adjustable sprayer width with pressure up

* Removable rear-mounted reel ensures easy retrieval and tangle-free storage
* Operator can switch from boom to hand gun by shifting lever

¢ A detachable, 100-pound capacity hopper with variable speed

* Rear utility tray carries five 50-pound bags of material

Little Wonder
High-Output
Blower

* Powered by a 10-hp Intek Briggs
& Stratton engine
* Produces “hurricane force” air

¢ A patented deflector splits air-
stream to move debris farther

Circle 211 on reader service card

BASF 70 DG
Herbicide

* The dispersible granule formulation of
Image herbicide offers ease in managing
southern weeds in warm turfgrasses

* A new package contains enough product
to treat 1 acre of turf

¢ Gradations marked on the package allow
user to easily mix smaller quantities

* Tip-and-pour container reduces spillage
and the need to rinse mixing equipment

¢ Ideal for controlling a broad spectrum of
summer and winter weeds, including
purple and yellow nutsedge, dollarweed,
field sandbur, green kyllinga, wild onion
and garlic, henbit and chickweed

* Product is absorbed through the root sys-
tems of targeted weeds, inhibiting the produc-
tion of enzymes needed for photosynthesis

* Tolerant to warm-season turfgrasses such
as bermudagrass, centipedegrass, St.
Augustinegrass and zoysiagrass

Circle 212 on reader service card

176  aprwL 2001

www.lawnandlandscape.com

LAwWN & LANDSCAPE



o GREEN INDUSTRY TAMPA
@m EXPO November 10-13, 2001

The National Expo for Lawn & Landscape Professionals

You’re Invited to the 12th Annual GIE
November 10 - 13, 2001

Tampa Convention Center < Tampa, Florida

% 6,000-plus Industry < Two Trade Show Days
il Show Schedule P

% 80% of GIE attendees are N 'COI:FE]]}FNSE;)O | Represented at the
owners, presidents, NOVEINDEY V= 19, & Product Field Day
IHIGE o SIperyisors PRODUCT FIELD DAY # Three Green Industry

November 11, 2001 Educational Conferences

4 86% of attendees
recommend or make final TRADE SHOW & New Feature... Interior

%PLCAA

Clip and send to:
\, GIE, 1000 Johnson Ferry Rd., NE, Suite C-135, Marietta, GA 30068-2112
!" Fax: 770/579-3835 Phone: 770/973-2019  Email: info@gieoniine.com

Professional Lawn Care Association of America
(800) 458-3466 * www.plcaa.org

urchasing decisions S Landscape Pavillion
SR rr November 12 - 13, 2001 A
%The GIE has it all; we bring representatives %QOverall, the GIE Show in Indianapolis
from our company every year.* was the smoothest run, friendliest
— GIE 2000 Attendee staffed show | had done in five years!
o There were no problems from start to
TRAVEL INFORMATION finish. Thank you.*
Call Travel Worldwide Network at
(800) 631-9675 or e-mail them at — GIE 2000 Exhibitor

travworldnet@mindspring.com R A T R RS S 1

: YES! | want to know more about GIE 2001. !

W : J Send me information on exhibiting my products! s
= ‘m E - Send me information on attending conferences & show! i
o Professional Grounds Management Sociely E Contact: i
©wI (8001 609-7467 » www,pgms.org i Title ¢
z E Company: E
o ; m _ E Address E
W : Phone: ( ) Fax: ( ¢
il :
o |

To exhibit call toll-free: 1-888-303-3685 / www.gieonline.com
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Rain Bird
Top-Adjust Rotor

* 3500 series” half-inch inlet rotor allows
user to adjust settings from the top with a
flat-blade screwdriver

e Filter and nozzles

are removable for
easy maintenance

¢ Includes an attach-
able nozzle tree of six
Rain Curtain™
nozzles with a built-
in pull-up tool

¢ Rain Curtain
nozzles offer a 15- to
35-foot range of
throw that can be re-
duced up to 35 per-
cent with a radius re-
duction screw

¢ The .75-4 gpm
nozzles deliver distri-

bution uniformity

* Dual-action wiper
seals assure dependable sealing and posi-
tive pop-up to rotor’s 4-inch height

¢ Features a Rock Guard™ debris protec-
tion system to protect rotor internals from
the elements

* Available in a 4-inch pop-up model and
a 4-inch pop-up, non-potable model

Circle 213 on reader service card

Harley Power Box
Rake for Trench
Restoration

* Glenmac’s rake is designed to grade,
level and back-fill a trench in one step,
while minimizing damage to existing turf
* A powered, rotating, pure carbide tooth
roller lifts loose material and directs it back
to the trench

* Powered-angle and collecting effect of
the box-end plates replace and refill dis-
turbed trench areas

* Suitable for tractors, skid-steers, mini
skid-steers or front deck mowers

* Rake can maneuver in tight areas

Circle 214 on reader service card

E-Z Trench
Groundsaw

* Mini-trencher features a heavy-duty
blade with long-lasting, replaceable
forged carbide bits

* Gear ratio on machine provides
higher torque at the blade for harder
digging conditions

* Weighs 250 pounds

* Rolls easily on pneumatic tires

Circle 215 on reader service card

Scag Tiger
Compact Cub

¢ Equipment is available with 40-, 48- or
52-inch cutting decks

* Smaller size zero-turn rider fits easily
on trailers

* Mower is now available with a 23-hp
Kohler or Kawasaki engine

* Various models offer 17- to 23-hp
Kawasaki engines and weigh from 985 to
1,050 pounds

* Optional accessories include a fabric
grass catcher, metal grass catcher, front
weights, blade buddy, soft ride seat, mulch
master kit and mulch plate

* Machine features a new, spindle-driven,
10-bushel grass catcher that fits the 48- and
52-inch models

¢ Includes new twin stick steering
controls with dual adjustable gas spring
steering dampeners to allow operators
responsive control

* Large drive tires ensure traction

¢ Reaches 10 mph

Circle 216 on reader service card

Border Magic
Edging

* Available in a variety of colors and styles,
including cobblestone, slate, single brick,
flagstone, double brick, brick running
bond, basketweave, fieldstone, paver brick
and soldier course

* Concrete material provides a permanent,
effective grass barrier

¢ Durable for use as a sidewalk

¢ Edging does not shift or pop out of the
ground after installation

* Edging is designed for pathways, side-
walks and garden paths and other land-
scape installations

* Materials do not require forms to set

up installation

Circle 217 on reader service card

Ski Landscape
Mulch Trailer

* Features one-direction, moving floor and

front conveyor

» Efficient machine can fill a wheelbarrow

in five seconds

¢ Eliminates one man shoveling mulch, and
can save up to eight hours of labor per day

* Trailer can install up to 40 cubic yards of
mulch per day without using equipment
such as hoses or blowers

* For fall clean-up, attach leaf blower to ei-

ther the front or rear

* Powered by a 13-hp Honda engine

¢ Product features two large, 18-inch di-
ameter augers

* Machine is 25 feet, 7 inches long; 8 feet,
10 inches wide; and 8 feet tall

* Weighs 5,800 pounds

Circle 218 on reader service card
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Slice n’ Seed
¢ 20-inch walk-behind
overseeder is self-propelled

* Features an 8-hp Honda en-
gine with centrifugal clutch,
capable of covering 22,000
square feet per hour

¢ Seeding width is 20 inches

Trailer

Hitch Utility
* Model BK1000U is a single-axle trailer

with 1,000-pound capacity
* The all-steel deck measures 74 by 46

with 9-inch heat-treated
slicing blades on 2-inch
centers

* Seed box features pre-
cision-mated stainless
steel bottom and slide
with internal rotor
driven by a front wheel
drive engine

¢ A cam gauge sets
opening size to meter all

inches with optional 2-by-4 inch uprights
for side rails

¢ Features a full axle and leaf-spring sus-
pension for smooth towing

* Light-bar kit can be used while driving
on highway or city streets

* Narrow bed and low profile allows ma-
neuverability in tight, off-road areas

* A tilt bed allows user to drive equipment

grass types, while a hand lever shuts off
the flow

* The internal rotor bar and metering
bottom remove easily for servicing

* 83-cubic-feet seed box available with
traditional 10-inch disks to hold open
slicing blade slit, or with a seed show
assembly, which creates a wider slit
*Overseeder weighs 400 pounds and
measures 35 by 36 by 43 inches

Circle 219 on reader service card

onto the bed of a trailer

* Includes a front-end roll-bar stop for in-
creased safety

* Can transport an ATV

e Attach trailer to ATV for greater off-road
capabilities

¢ The exterior of the trailer is finished with
Diamond Black baked-on powder paint
Circle 220 on reader service card

.'llulnl( About It!

Why Have Successful Turf Professionals Leveraged
Their Experience And Chosen¥¥sed BXax ¢ Over 130
Wioed Man Dealers Operating Fleets Between 1 And

30 Trucks Have Made “W¥aed BXan North America’s

Largest Franchised Lawn Care Company.

* Turnkey Operation With Support Systems In Marketing,
Technical, Administration & Financial Planning Facilitates
Easy Start Up

Contact Us For Opportunities In Your Area

4 MOWER $ PRODUCTS

UNIQUE MOWER ATTACHMENTS DESIGNED TO SAVE...

~ TIME - LABOR - MQNE 4

MANY CUSTOM @
BRACKETS

ONE BRACKET
HOLDS ALL

* Highly Respected, Recognized Leader In The Industry For > OPERATION
30 Years eh
* Large, Exclusive, Protected Territories Allow You To 4 STAINLESS
Develop Your Franchise To lts Full Potential ; —— FRAMES
* Repeat Sales Provide Solid Base To Grow Every Year 2
* Custom Designed Applications And High “Quality”
Products Lower Maintenance And Improve Results Sy POWDER
* State Of The Art Custom Weed Man Software Increases ; l gg:;n[[l;
Efficiency In Your Business o - R
* Excellent Return On Investment, High Profit Margins ‘gﬁ- - ;" EASY
- INSTALLATION

“Weed Man

WWW .WEED-MAN.COM

(416) 269-5754

USE READER SERVICE #110
LAWN & LANDSCAPE

USE AS A TOOL HOLDER (PATENTS PENDING) 5 HP dR 8 HP

CUSTOM BRACKETS FOR DIXIE CHOPPER, EXMARK, RANSOMES,
GREAT DANE, TORO, FERRIS, WALKER, SKAG, LESCO AND MORE 1!t

COMBINED MFG. INC., P.O. BOX 296, WILDWOOD, MO 63040
Toll Free 1-877-74MOWER www.4mowerproducts.com
USE READER SERVICE #111
APRIL 2001 179
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Typar Landscape Fabric

* One-time installation of the fabric prevents weed growth
* Once covered with mulch, landscape fabric is not visible
* Made from continuous polypropylene fibers bonded by heat

and pressure to create a uniform, porous, non-woven fabric
* Versatile %-inch shelf adjust-

ments on numbered slots offer a so-

|
* Fabric is resistant to punctures, rotting, mildew, microorgan- :
- e ; : |
lution for storing a wide variety of

isms and chemicals

* Continuous fibers prevent fabric from unraveling or tearing
container sizes in the same cabinet

¢ Each cabinet features replaceable,
leak proof, 2-inch deep polyethyl-
ene trays attached to the shelves
and added to bottom of the cabinet
* Cabinet sizes and capacities
range from 12 to 45 gallons

* Offers load capacity of 350 pounds per shelf Ech DEluxe
* Cabinets include a three-point latching system with a key lock 0

* Finished with baked-on enamel d{paCk Sp
¢ Constructed of double wall, 18-gauge welded steel with zinc- m raver

plated leveling legs and large warning labels * MS-100 model features a 4%-gallon tank and is ideal for
Circle 222 on reader service card grounds maintenance, pest control and waterproofing
among others

* Openings allow water and nutrients to enter soil, prevent migration
of soil particles and block weeds from growing through the fabric

* Flexible fabric can follow ground contours

¢ Packaged in sizes ranging from 3 by 25 feet to 151 by 300 feet
* Fabric also can be used for soil retention

Circle 221 on reader service card

* Equipped with a sealed piston and diaphragm pump

* Tank is treated with UV-inhibitors to sustain life
* Sprayer includes a 24-inch brass wand with adjustable
brass nozzle

¢ The long-life spray pistol features a brass shut-off pin and

< g Pﬂ@ double O-rings

¢ The large, 6-inch mouth allows for easy filling
* A built-in check valve on the sprayer prevents leaks |

TRANSPLANT.. B ¢ Produces up to 150 psi
SURVIVAL ESSENTIALS Circle 223 on reader service |

BIO-STIMULANT TRANSPLANT COMPLEX Exnlark

s |
v MYCORRHIZAE SOIL AND ROOT INOCULANT mancw ‘
v PORTABLE, SOW DRIP WATERING DEVICES |
v/ 3IN-1 BAREROOT GEL-DIP Control |
v 4-IN-1 PLANT SURVIVAL PLANTING GRANULES ‘
v FORTIFIED ORGANIC-BASED FERTILIZERS symm (E$) \ 1
v NATURAL-BASED DEEP-ROOT FEEDING PROGRAM « ECS is designed to provide i
v FORTIFIED, NATURAL BASED PLANTING TABS operator comfort for the Turf Tracer® HP {
v SYSTEMIC DEER & RABBIT CONTROLS * Natural positioning of hands, arms and back ensures greater 1
operator comfort |

6 4 * Cushioned handles and drive levers reduce operator fatigue

: BIO-PL EX ; from mower vibration ; v
Not just a GOOD choice... * Energy required for steering controls is more evenly distributed |
the BEST choice! throughout user’s hand, reducing operational pressure points :
* Topside and inward positioning of controls keeps user’s
More Information & Ordering hands further away from obstacles

* Neutral lock system easily disengages and locks |
Circle 224 on reader service card

1-800-441-3573

USE READER SERVICE #141
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(continued from page 61)

“Our company pays as much as we canas
opposed to as little as we can,” Del Conte
concurred. “If we're making too much profit
then we aren't paying enough money to the
people who earned it. We don’t need profits
for personal gain — we need profits to sus-
tain, reward and invest in our people.”

Above-the-norm compensation, as well
as an open-door policy, has worked well for
all facets of the company in terms of em-
ployee happiness and retention. In the main-
tenance division, for instance, Bland said he
has seen how well employees respect man-
agersifthey are respected. “Personnel comes
first—nomatter whatI'm working on,” Bland
said. “If an employee wants to come talk to
me, I'll drop whatever I'm working on.”

Del Conte’s open-door policy is not only
for managers and supervisors, but also pro-
duction personnel. “One of the most proud
and most devastating events of my career
was when we had four managers and an
administrator leave within two months of
each other two years ago, but lost zero pro-
duction personnel,” Del Conte said, point-
ing out that many of the production people
helped take on extra work while these man-
agers were being replaced. “My production
peopleknow I'm committed to them, sonone
of them left even during this rough time.”

Del Conte’s belief that continued educa-
tion equals success is the reason he also
pushes and supports employee training and
education. Three important employee at-
tributes in the maintenance division are hav-
ing communication skills, possessing a
driver'slicense and havingexperience, Bland
said. “We’ve had employees who have been
here 12 years and can’t become route leaders
because they don’t have a driver’s license or
lack communication skills,” he explained.

But employees who show the desire to
learn will receive company help, Bland said.
“We provide the tools, resources and time
necessary to learn,” he explained, pointing
out that in April the company will sponsor
eight employees’ CLT exams. “A motivated
person will reach out for these opportunities.”

To motivate more employees to take ad-
vantage of this benefit, the company cel-
ebrates promotions and recognizes employ-
ees who move up the ladder at all company
meetings, including breakfast meetings
where the entire company is treated and
served by the managers and at the annual

LawN & LLANDSCAPE

awards banquet where 25 trophies are given
outduringaSan Francisco Bay dinner cruise,
Del Conte said.

Also, 85 percent of Del Conte
Landscaping’s workforce is Hispanic. To
make this workforce feel a part of the organi-
zation, the company holds traditional Mexi-
can barbecues, prints all company informa-
tionin English and Spanish and shares Ameri-
can cultures like going to the area gym. In
addition, ahuman resources manageracts as
anemployee liaison to ease the cultural tran-
sition by helping Hispanic employees pur-
chase airline tickets and find apartments.
But, more importantly, Del Conte stresses
that his company does not discriminate,

“No one has any doubt that there is abso-
lutely no discrimination at this company,”
he said, pointing out that he taught himself
Spanish in the early 1980s to encourage com-
munication between his Hispanicand Ameri-
can workers. “Even though we support dif-
ferent cultures, we try and embrace the per-
son rather than the culture.”

GROWING PROUD. Del Conte
Landscaping’s future goals include, above
all else, having the right image internally,
which will branch out to its clients. “We are
becoming recognized in our community, and
we want to continue that trend,” he said.

The company is also focusing on some
financial goals, but has spaced them out so
they don’t interfere with employees’ quality
oflife. “While we are on an aggressive growth
rate currently (35.8 percent growth expected
in 2001 and 16.7 percent growth planned for
2002), the point of it is to achieve our target
size of $10 million,” Del Conte stressed. “At
that point, we will limit our growth to 10
percent, which will enable our company to
very comfortably foster the endeavors of our
staff professionally, as well as provide the
most that we can personally.”

Del Conte said he set this growth goal
after carefully determining what his true
values were. “It was a revelation to me to say
out loud that money isn't all there is,” he
said. “It dawned on me to ask myself ‘Why?
When does it stop? What's the real game
here? Do I really value growth? Is it that
important? No. Then what is? The quality of
life of the people that work here.” That con-
versation with myself helped shape the ar-
chitecture of where we’re going.”

Theauthor is Managing Editor of Lawn & Land-
scape magazine.

Z-SPRAY

L.T. Rich Products intro-
duces the first stand-on,
zero-turn spray system.

* Digital speedometer for calibration
* 30 gallon capacity with agitation

« 3 section boom

* 120 Ibs. Electric Spreader

* Two 50 Ibs. fertilizer trays

L.T. Rich Products
920 Hendricks Dr. Lebanon, IN 46052
Phone: 765.482.2040
Fax: 765.482.2050
E-mail: z_cart@yahoo.com

USE READER SERVICE #18

SNG
Equipment

Plain City, OH

The Contain -O- Shell

2Side /( -
Access
Doors -,8 4

- Fits any Full Size Pick-Up Truck Bed

- Equiped with standard 250 and 70
Gallon Tanks. Opt.Tanks Avallable

- Dry Storage Space Allows up to 35
bags of Dry Fertilizer

- Connect your Choice of Pumps &
Hose Reels etc.

Hose

Pump &
. Reel

Motor

oS )
70 Gal Exge“e"' Dry 250 Gal
torage

Call Today for a Free Video

Phone: 614-873-3719

WWw.gosng.com

USE READER SERVICE #143
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All classified advertising is $1 per word. For box
numbers, add $1.50 plus six words. Classified dis-
play ads $115.00 per column inch. Standard 2-color
available on classified display ads at $175.00 addi-
tional. All classified ads must be received by the
publisher before the first of the month preceding
publicationand be accompanied by check ormoney
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
B“S'"essC

SO %
& %
P g
S \ 2
A -
a. w

Merger & Acquisition Specialists
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

Start your own business. Use/ market, new tech-
nology liquid slow-release fertilizer, micro-nu-
trients, adjuvants, drift control, seed treatments,
etc. Buy direct from manufacturer. For free cata-
log. 800/832-9635, Fax 320/238-2390, E-mail:
kfranke@clear.lakes.com.

FRANCHISE OPPORTUNITY

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

www.NetLawns.com
National Online Directory and Forum

It pays to advertise
in the L&KL classifieds.
Call LORI SKALA
at 800/456-0707 today.

HIGH QUALITY SYNTHETIC PUTTING GREENS
EXCLUSIVE DEALERSHIPS AVAILABLE

NO Inventory Required
Low Investment

Attract More Customers
Utilize Existing Equipment

Professional Support System
Exclusive Territories

Onsite Training Available
Utilize Existing Employees

Join the team that offers the most realistic putting green
system in the world.Call now for more information before your competition does.

PRO TOUR GREENS INTERNATIONAL
Call Toll Free 866.896.7888
www.protourgreens.com

Back-Yard Putting Greens

Svnthetic putting greens are the fastest growing

< segment of the $20 Billion a vear golf industry

2]
Reasons to call us;
* Huge Profit Center

gt FREE Y lDEO
Carry NO Inventory
Excellent Add-On Service
Residential & Commercial
* Utilize Existing Equipment
* Buy Manufacturer Direct
* Many Extras

800-334-9003
www.allprogreens.com

Are you learning what you deserve?
Learn profitable techniques quickly & easily
from our 22 years as an industry leader.

PROFITS UNLIMITED

Seminars & Consulting
“Your Key to Success”

BIDDING & CONTRACTS ($47.95)
Strategies on: Mowing, Landscaping, Mulch-
ing, Snow Plowing and many more. This manual
shows you how to calculate cost based on your
overhead and then how to apply those costs to
your bidding process. Residential & commer-
cial examples. Sample contracts, selling tech-
niques and much more.

CONTRACTS & GOALS ($39.95)
Complete information on Service Agreements
and Sample Contracts. They can be used as
they are or as a framework to design your own.
In depth information on what needs to be in-
cluded in your contracts, selling on contract,
establishing realistic goals to grow your com-
pany and much more.

MARKETING & SALES ($39.95)

Are you getting your Market Share? Let us help
you generate the calls & sales that you deserve.
Successful, time tested and proven strategies
that work. Learn the who, what, when, where
and why’s of the lawn industry. Sales do not
just happen!

LETTERS FOR SUCCESS ($29.95)
Set of 20 forms and letters ready to use as they
are or to be used as a framework to customize
your own. They include: “Introduction Letter,”
Bid Letter, Bid Proposals, Service Agreements,
Hand-Outs and much more.

Please sent to:
#1 Profits Unlimited
3930-B Bardstown Road, Louisville, KY 40218
800/845-0499
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BusinessesforSale

COMMERCIAL LANDSCAPE
MAINTENANCE
Commercial landscape maintenance business
includes tree trimming and installation. Orange
County California. Established 20 years, $5.5
million annual sales, 2.7M or equity partner.

Great opportunity for out of state company to
expand into Southern California. 714/401-9128.

COMPANIES FOR SALE

Lawn Care & Maintenance
Companies For Sale
Orange County, Fla. ..... Gross: $800,000
Pasco County, Fla. .. 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
863/858-418 » 800/633-5153 » Fax: 863/853-3193

LAWN & GARDEN BUSINESS

Northwest Arkansas Area — Wal-Mart Country,
Bentonville. Excellent growth opportunities.
Sales over $170,000. Twenty-year-old business,
“Walker” mowers, trailers, trimmers, blowers,
various power hand tools. 501/903-6109. Please
leave name and phone.

LAWN CARE/MAINTENANCE/

LANDSCAPE COMPANY
Twenty-year-old, residential only full-service
lawn care company in North Texas, upscale
bedroom community in Dallas Metroplex. 1,000
lawn care /400 mowing /200 tree shrub custom-
ers. 500-550 landscape jobs each year. $1M gross.
Trucks, trailers, spray rigs, maintenance and
landscape equipment, computers and experi-
enced managers in place. Turnkey operation
for right individual. Owner wants to retire but
will stay on to train for up to a year. 972/242-

3319, texscape@airmail.net

FRANCHISE FOR SALE

Lawn cutting service franchise. Convert your busi-
ness or additional profit center or individual / mas-
ter territories. Http:/ / cutonly.tripod.com.

LAWN CARE/LANDSCAPING

Located in garden spot of PA. Year-round ac-
counts. Partial financing available. Call 800/
685-9485. Center For Family-Owned Business,
www.cfob.com for other businesses.

ForSale

HYDROSEEDING
HYDROMULCHING

EQUIPMENT AND SUPPLIES
Hypro SeepiNnG HELPER

Slicky Sticky.com
800/527-2304

272 LANDSCAPE DESIGN KIT 3
G 48 rubber stamp symbols of trees,
shrubs, plants & more. 1/8" scale.
- Stamp sizes from 1/4" to 1 3/4".
5| $87 + $6 s/h VISA, MasterCard, and
% MO's shipped next day. Check delays
¥ shipment 3 weeks. CA add 7.50%tax.

Pt
&4 AMERICAN STAMP CO.
12290 Rising Rd. LL1, Wilton, CA 95693

Free Brochure
Local calls 916-687-7102 Voice or Fax TOLL FREE 877-687-7102

HYDROMULCHERS

usedhydromulchers.com

GPS VEHICLE TRACKING

No Monthly Fees
Call 800/779-1905
www.mobiletimeclock.com

Finn B70 Straw Blower, Trailer mount, 35-HP
Kubota 450 hrs. $9,500. Ski Landscape Equip-
ment 317 /897-5885.

CONTAIN-O-SHELL

1 1999 Containo, 1-2000 models. They all have
5.5-hp Honda engines with two spray reels and
ChemLawn spray guns. There are two tanks:
70- & 250-gallon poly. Asking $4,500 a piece.
Sold business. Must sell. Contact Roye Dillon at
816/796-1184.

[ TORPE -
www.grass-seed.com

HYDRAULLIC SEEDER
Best Hydroseeder available
g — * Internal Vortex Agitator
: (m * Quicker mixing
AW .
 One man operation
Call Hurricane Hydroseeder
877/744-8873 or
www.hurricanehydroseeder.com 918,/534-2436
T-E-C-H-N-O~1-O-G-I1-E-§
* EC3000 Tackifier x
* Hydro Seeders x
* Straw Blowers x

* Wood or paper mulch
HYDROSEEDING
EQUIPMENT/SUPPLIES

New & Used Equipment

@& ONS

One-Stop Shoppin

3380 Rte. 22 W., Unit JA, Branchburg, N) 08876
800-245-05519908-707-08009Fax: 908-707-1445

www.ErosionControlTech.com

A
-9

Hydro-Mulching Machinery
for
Sod Quality Results
TurfMaker.com
800/551-2304

STEEL BUILDINGS

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

40 X 65 (3LEFT)
40 X 85 (1LEFT)
50 X 110 (2LEFT)
60 X 150 (1LEFT)

Prime Steel Frsaiium

1-800-291-6777 ext.108

FINN MODEL AEM 2000 SPREADER
e 345 HP
¢ Kubota diesel engine
* Spreads up to 25 cubic yards of material / hour
¢ Conveys materials up to 200 feet
 1%-cubic-yard hopper holding capacity
* Hydraulically powered conveyer
¢ 150-foot hose
 Trailer mounted
* Only 400 hours of use
e $15,000
Also for Sale:
* Bunton Hydro 48-inch walk-behind mowers
with Kawasaki engines, $1,500-$2,500
* Grasshopper 61-inch, zero-turn riding mowers,
$4,500
¢ Echo straight-shaft weed wackers
All equipment has been well maintained by an in-
house mechanic! Call 610/558-2288 ext. 3

FREE 200 Page Catalog SAVE $$$$$
Mower Blades, Air & Oil Filters,
Trimmer Line Belts, Plugs, Over

20,000 Blades In Stock
Mow More Supplies 800/866-9667
Order FREE Catalog LL01

ALL SEASONS
CATCHER LIFT
SYSTEMS

as shown in
WALKER

TALK
Vol 10

. enabling Walker Mower

S e oumers to reach

new heights of
Productivity, Profit, and Safety.

* Lift, dump and go in 20 seconds. 7.0 box

* Improves worker safety

* Better employee performance

* Higher profits through more accounts serviced

* Improved for '99

* Lifting the 9.5 Box. 28 second cycle

Now Available For Scag Turf Runner

800/786-2301

5100 Valley East Blvd., Arcata, CA
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HelpWanted

KEY EMPLOYEE SEARCHES

Florapersonnel, Inc. in our second decade of
performing confidential key employee searches
for the landscape industry and allied trades
worldwide. Retained basis only. Candidate con-
tact welcome, confidential and always free.
Florapersonnel Inc., 1740 Lake Markham
Road, Sanford, FL 32771.
Phone 407/320-8177, Fax 407/320-8083.
Email: Hortsearch@aol.com
Website: http/ / www.florapersonnel.com

PITTSBURGH WEST

BRANCH MANAGER
Pittsburgh West Branch Manager - Immediate
opening. 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. Applicants need management
experience at assistant manager or branch man-
ager level. All inquiries kept strictly confiden-
tial. 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:
Colorado, Connecticut, Delaware, Florida, Geor-
gia, Illinois, Indiana, Maryland, Missouri, New
Jersey, New York, North Carolina, Ohio, Penn-
sylvania, Texas, Virginia, Wisconsin, Califor-
nia, Massachusetts.

Fax: 301/987-1565.
Email: jobs@brickmangroup.com

Web site: www.brickmangroup.com

CAREER OPPORTUNITIES

| CAREER OPPORTUNITIES

With Northern California’s Largest
Independently Owned Landscape Company

WWW.CAGWIN.COM

MANAGEMENT SEARCH

MANAGEMENT CAREERS

Looking for a new challenge?
Visit our Web site for the latest
career opportunities.

It’s quick, convenient, confidential.

www.greensearch.com
E-mail: info@greensearch.com
Toll free: 888-375-7787

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, M, SC, CO, PA, OH, CA, TX

Responsible for managing day-to-day operations, in-
cluding the supervision of field personnel. Business/
Horticultural degree desired with a minimum of two
years experience working in the green industry. Quali-
fied applicants must have proven leadership abili-
ties, strong customer relations and interpersonal
skills. We offer excellent salary, bonus and benefits
packages, including 401k and company paid medi-
cal coverage.

For career opportunity and confidential 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.

CAREER OPPORTUNITIES
HELP WANTED ON CAPE COD & BOSTON, MA
The Lawn Company, one of Massachusetts larg-
est independent lawn and tree service compa-
nies, is adding experienced lawn and tree field
people to our staff. If you are interested in join-
ing a 21-year-old company operating on Cape
Cod and in Southeastern Mass., send your re-
sume to:
Ed McGuire
P.O. Box 1430
South Dennis, MA 02660
or email edm@thelawnco.com
To find out more about The Lawn Company
and the positions available, see our web site at
\NW\N.thCldeCO.COmA

EMPLOYMENT OPPORTUNITIES

GROWTH, STABILITY, DIVERSITY...

OMNI FACILITY SERVICES*@J:'
LANDSCAPE GROUP g

Our full-service Iandscaping“
company is seeking energetic, team
building individuals to join us as we grow
throughout the Eastern United States!

Our current openings are:
Northeast Group (CT, PA, NJ, DE)
* Landscape Installation Operations
Manager (Norristown, PA)
* Designer
» Landscape Sales
Southeast Group (GA, FL)
* Water Management Technician
(Atlanta, GA)
*Grounds Maintenance Operations
Manager (Atlanta, GA)
We offer an excellent salary and benefits
package as well as career advancements.
For immediate consideration,
fax or email your resume to:

Cindy Roberts, Northeast Group
fax:610/630-1288
Email: croberts @omnifacility.com
GailHavron, Southeast Group, fax: 770/662-8775
Email: gailh@themorrellgroup.com

THE HIGHRIDGE CORPORATION
Employment Opportunities

The Highridge Corporation is a Full-Service Design/Build
Landscape Firm recognized as one of the fop 50 nationwide.
We are seeking qualified professionals with at least 2 years
experience o join our staff in the Seattle and Portland areas.
Lanc&scope Architects/Designers
Exterior Carpentry
Hardscape Installers
Landscape Foreman
Irrigation Foreman
Irrigation Technicians
Maintenance Sales/Supervisors
Commercial Estimators
All positions are full-ime year round, with complete benefit
packages including 401K. Please send your resume and
cover letter or apply on line.

The Highridge Corporation
PO Box 260
Issaquah, WA 98027

www.highridge.com

' GreenSearch™ Y

NEED EMPLOYEES?
Try Horticultural Jobs.com
Post Jobs — View Resumes
www.horticulturaljobs.com

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

SALESPEOPLE — CHECK IT OUT

Acres Employment Advantages

In recent surveys from 90 Acres Group employees, they
rated the top three reasons Acres Beats The Competition:
1. Professionalism: Assuring customer service,
respect and satisfaction
2. Quality, Experienced, Passionate Employees:
Committed 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 sales people to continue our growth. Our Con-
struction Dept. is looking to expand in the design/
build market. If you're a Landscape Architect thatis
highly motivated to aggressively build a design team
with 5to 7 yrs of experience. Acres Group is looking
for you! Superior compensation and benefit opportu-
nities. Acres Group, 610 W. Liberty St., Wauconda,
IL. Contact Tom Balleto for immediate, confidential
consideration. Phone: 847 / 526-4554 x68; Fax: 847/
526-4587; email: Thomas.Balleto@acresgroup.com
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HORTICULTURAL JOBS

Search Jobs — Post Resumes
www.horticultualjobs.com

ACCOUNT MANAGER

Tecza Environmental Group is seeking individuals
to help provide customer service to our landscape
maintenance clientele. Professional individuals will
be required to supervise a group of maintenance
crews, follow up on sales of add-on services and pro-
vide primary contact with our customers. Full-time
salary position with benefits, including bonus incen-
tive, retirement plan, health insurance, company ve-
hicle and more. Call, fax or mail response to:
Ed Reier
TECZA ENVIRONMENTAL GROUP
12N442 Switzer Rd., Elgin, IL 60123
847/742-3020, Fax: 847/742-3171

[292v.0vie
;J_' 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.
Immediate openings in our offices serving
NY, NJ, and CT. Call 1-800-427-1900 or fax
resume to 914-576-5448,
attention HR.

www.almstead.com

OPERATION/BRANCH MANAGER

Excellent opportunity to grow fabulous Florida opera-
tion with strong salary, bonus and ownership possi-
bilities. We are a regional landscape maintenance
company seeking an Operation/Branch Manager for
a Florida branch operation, reporting directly to the
Regional Director. We combine the resources of a large
company with the service and ownership structure of
asmall company. Senior level branch management
experience with excellent track record of top line full
P&L responsibilities. Degree required. Compensation
package will include competitive salary, bonus, ben-
efits, vehicle and significant equity position. All in-
quiries strictly confidential. Please send all inquiries
to: L&L Magazine, PO Box 406, 4012 Bridge Ave.,
Cleveland, OH 44113.

Landscape Techniques Inc. requests the presence of
talented, educated experienced individuals to join
our elite organization. We have exceptional opportu-
nities for:

¢ Landscape Architects

¢ Construction Managers

¢ Production Supervisor

¢ Construction Foreman

* Horticulturalist

* Pool Construction Personnel
Ask yourself this question: What factors will influ-
ence your decision as you enter into the next chapter
of your career? Is it...

* Compensation?

* Education?

® Recognition?

¢ Advancement Potential?

* Challenging Projects?

* Project Diversity?

* Cutting Edge Equipment?

* Modern Facility?

* Experienced Staff?
If one or more of these factors resonates as critical,
please consider Landscape Techniques. Our national
award winning firm is located in northern New Jer-
sey. We are a 20-year-old firm experiencing contin-
ued controlled expansion. Scope of work can range
from the most prominent of national spaces to the
most intimate of garden settings.

Please contact by fax, phone or email:
Landscape Techniques, Inc.
187 Washington Ave., Nutley, NJ 07110
Attn: Todd 973/667-8050, Fax 973/ 667-0845
Email: LanTecNutleyNJ@aol.com

LAWN CARE APPLICATORS

22 Reasons to Make a Career
at Hartney Greymont
A nationally recognized landscape, lawn and tree
care company providing service in the Boston area.
Job stability. Growth potential. Competitive salary.
Excellent benefits. Year-round employment. Grow-
ing company. Quality reputation. Tuition reimburse-
ment. Learning experiences. Team spirit. Employee
stock ownership plan. Up-to-date equipment. Safety
focused. Rewarding client relationships. Award-win-
ning service. Ideal facility. Participation in decision
making. Skill enhancement incentives. Knowledge-
able peers & mentors. Value-driven organization.
Drug free workplace.
HARTNEY GREYMONT, INC.
Please forward resume to the attention of
Mr. Ted Wales
433 Chestnut Street
Needham, MA 02492
781/444-1227, Fax: 781/455-6698

Email: T.Wales@hartney.com

Sponzilli Landscape Design, Inc. Award winning 30-
year, full-service, design/build firm located in pres-
tigious Northern NJ serving NJ, NY, Conn. Currently
seeking positions for:
* Landscape Architects * Estimators
* Designers * Maintenance Supervisors
* Construction Foremen * Horticulturist
Successful candidate will be: career-minded profes-
sional in green industry, goal oriented, innovator,
team player & enthusiastic to grow with our presti-
gious reputation. Year-round employment, excellent
compensation, benefits, incentive packages, unlimited
growth potential. Please fax or mail resume to:
Sponzilli Landscape Design Inc.
560 Union Blvd.
Totowa, NJ 07512
Call973/595-1015 fax973/595-1167

akan .
¥
L

o

ALL {PRO

All Pro Landscaping, Inc. is hiring Managers, Superin-
tendents and Supervisors looking for an excellent ca-
reer opportunity. All Pro seeks energetic, team-ori-
ented candidates with proven leadership, communica-
tion and interpersonal skills who wish to take on an
excifing entrepreneurial job with one of South Jersey's
highest quality, fastest growing, full-service landscape
companies.

© Manager of Grounds Management

© Manager of Construction Services

* Landscape Construction Project Managers

© |rrigation Services Manager

* rrigation Superintendent
Experienced leaders with strong management and com-
munications skills and a desire to do quality work should
apply. Complete compensation package includes excel-
lent base salary, bonus opportunity, company vehicle,
medical, dem;r, vision, 401k retirement plan, sick and
personal fime. Please call Avi at 609/261-1655 for
more information on position requirements or fax re-
sumes and salary requirements fo 609/261-1624.
Email: ayalon@allprolandscaping.com. EOE.

TEACHING ADMINISTRATOR -
HORTICULTURE
RICHLAND COLLEGE
(Position No. 080102018) $41,916/Minimum An-
nual Salary

Responsible for overall coordination of Horti-
culture Program.

Instructional and administrative responsibili-
ties include: teaching, class schedule and curriculum
development, oversight of facilities, hiring adjunct
faculty, collaboration with advisory committee mem-
bers and local, state and national organizations re-
lating to the horticulture industry.

Bachelor’s degree required with formal educa-
tion in fields such as business, interiorscape, florist,
horticulturist, ornamental landscape, turf manage-
ment, landscape design and management. Computer
skills required. At least five years related work expe-
rience in the horticulture industry required includ-
ing demonstrated teaching experience. Official tran-
scripts will be required.

FOR INFORMATION CALL
RICHLAND COLLEGE e« 972/238-6240.
Deadline for all applications
(electronic/non-electronicis 5 p.m., 04/30/2001)
AN EQUAL OPPORTUNITY AFFIRMATIVE
ACTION EMPLOYER

EMPLOYMENT OPPORTUNITIES

GREENSCAPE LANDSCAPECONTRACTORSINC.
APA/N]J/DE firm, seeks qualified, motivated, pro-
fessional individuals who have extensive knowledge
and experience in the landscape maintenance, con-
struction, and/ or tree care industry.
Available positions include:

* Operation & Production Managers

* Crew Leaders

* Salesperson for Landscape & Tree Services

* Landscape Designer

* Arborist

* Lawn Technicians

* Equipment Operator/ CDL Driver
Year round salary with full benefit package
including 401K plan and commissions. Fax resume
to 856/321-0105,0r call 215/927-9960. Email:
job@GreenscapeOnline.com
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The #1 best-sellin
all-in-one software for
contractors
« Blazing-fast 32-bit Windows®  « Mobile Data Link/Transfer

« Unlimited Customers/Job Sites Print Proposals, Invoices, Work

« Dispatch, Scheduling, Rout Orders, Statements, Purchase
J(;bp go fin Ee tl;r:g?n og rngh Orders, Change Orders, Flat
Network Ready! FREE Support! |§ Sting, Estimating, Graphs  pae Books, Reports, Labels,

For a FREE de SRS « Work History and P.M. Tracking  Design custom forms in Word®
* Multi-truck Inventory, Bar Coding i i : ®
1-800-724-7899 ext.2 « Built-in links to QuickBooks",

« T&M, Flat Rate, Phase Billing Peachtree®, AccPac®, MYOB.®,
at « Letter Writer w/Auto Mail Merge  Alpha-Paging, Street Mapping,
((oX ool 1M « Full Accounting: G/L, AR, A/P, ~ Emailing, Caller ID, and more!

/ £ P&L, Checks, Payroll, Financials e Includes printed Users Manual

rdo 3¢
rC 1 ¢ )

www.wintacp

JOB WANTED Topsoil Shredders

TOPSOIL SHREDDERS

Job wanted in the Palm Beach
County Area.
Licensed Irrigation Specialist and Qualifier

Capable of qualifying a business organization in
a supervising employee position to supervise all
activities of the irrigation division. Accomplished
trouble shooter with experience in irrigation
design, installation, maintenance, service and
repair. For more information, please contact:

David C. Strong

PO Box 550191

Ft. Lauderdale, FL 33355
954/553-0342

GREENINDUSTRYJOBS.COM

www.landscapejobs.com
www.irrigationjobs.com
www.treecarejobs.com

TIGER SCREEN™

800-837-3344

TOPSOIL PROCESSING EQUIPMENT

A screening plant for skid steer loaders.

www.nurseryjobs.com
Search Jobs and Resumes
Questions? Call 888/818-JOBS

TreeStakes

EMPLOYMENT - EmPLOYMENT I Thee sTakes

EMPLOYMENT

- - v ’ Doweled Lodgepole Pine
Ferrell’s Jobs in Horticulture is the twice-a-month

5 ST CCA Pressure-Treated
national newspaper and website for Green In-

dustry employment. Employers and Job
Seekers contact: 800/428-2474 or visit
www.giantads.com. Since 1993.

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

COMMERCIAL 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, DESTRUCTIVE TURF INSECTS

we can design a program for your company:

THE ULTIMATE TREE STAKE
* reduces labor, cost and liability
¢ reusable, attractive
¢ promotes proper development
Visit us at www.treesupports.com

For price and order information, please call

(812) 256-1069

TurfEquipment

www.rittenhouseonline.com

Used Equipment

Skid mounted 300- & 500-gallon fiberglass tank
* Split tank 200/100, 400/100
¢ Hypro D30 diaphragm pump
¢ Hannay hose reel
¢ Hose with lawn hand gun
» Kohler engine with electric start
$3,500 to $4,150
MAGIC LAWN, INC.
Norton, Ohio
330/571-3571

ForSale

1985 TORO PROTOYPE HYDROSEEDER
Low Profile Design: Looks like a Finn, low-
profile, 1,500-gallon tank, auger agitation with
return circulation, 300 feet of hose, all nozzels
and attachments, with 1999 new Ford indus-
trial 65 HP, gas engine, can be mounted on flat
bed truck or trailer, work ready!
$9,900 negotiable.

216/524-4544

To view and post

online classified ads,

log onto

www.andandlandscape.com /dassifieds.

byHanyD. Niemezyk, Ph.D. andDavidJ. Shetiar, Ph.D. T4l
Installation Snow Removal JJJJ_/’]U ' :
Renovation Right of Way Th : s . . : : 4
7 T o e e newly revised, definitive, practical guide to destructive turf insects for owners
Fertilization Holiday Lighting y » P 9 turigrass b

sports field managers, lawn service operators, golf course superintendents, students, and

e i e A others involved with turfgrass management

Tree & Shrub Serv. Mowing & Maint.

Spill Clean Up Cost ....... $49.95  For more information or to order,
i ; A 2-10 copies ... $44.95 each call the Lawn & Landscape Media Group at
Contact one of our Green Industry 11 or more copies ............ $39.95 each 800/456-0707 or visit

Specialists for a quote at
800/886-2398 or by fax at
M.F.P. INSURANCE AGENCY, INC.
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Add-On Services

(continued from page 76)

Training was an integral portion of
Swingle Tree’sincorporation of holiday light-
ing, he noted. The company sent employees
to educational seminars, while also holding
on-site education sessions where equipment
partsand electrical limitations were reviewed
for technicians.

Wagner also was sure todeliver top-notch
service, because the skilled designers who
merged with his company after the acquisi-
tion were talented professionals, he said.
However, before teaching other employees
how to install pavers and lighting - his add-
on services — he made sure they understood
the basics of their existing services.

“Before I train guys on how to do lighting
and pavers, I have to make sure they under-
stand their plant material and how to install
edging,” Wagner said.

Then, he had to make sure there were
enough technicians.

Wagneradded more employees tohandle
extrawork from new clients. Anunderstaffed
company will suffer, butan overstaffed busi-
ness will suffer in profits, he said. Similarly,
an uneducated staff can affect the bottom
line. “It'skind of scary to use a customer’sjob
as a learning experience,” he acknowledged.
“It's ideal to hire someone who has some job
experience.”

ALWAYS THINKING. Adding on new
services can seem as easy as purchasing a
pre-made system. At the same time, contrac-
tors are exploring possibilities that reach
beyond traditional green industry fare, in-
cluding black tops, sports turf and lighting.

And, of course, there are always more.
Add-onservices seem to whet an appetite for
second, third - even fourth — helpings, and
many contractors are creatively coming up
with new ways to serve their clients.

Rorie mulls over warehouse cleaning.
Wagner considers garden maintenance. Both
will proceed with caution.

“You don’t want to drop the ball on what
you already have,” Wagner remarked. “You
have to keep asking yourself,'What business
am I in?’ If you try to take on too much at
once, then you don’tknow the answer to that
question. And if you don’t know, your cus-
tomers certainly won't.”

The author is Assistant of Lawn & Landscape
magazine.
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Establishing &
Managing On-Site
Crews at Sousa’s
Landscape

Twenty years ago, | worked as part of an in-house crew at
the55-acre Elbow Beach Resortin Bermuda. We had 12 full-
time employees at the hotel and still never seemed to keep
on top of everything. The resort, like many in the area, was
having a difficult time recruiting and retaining staff.

Now, 20 years later, [ am president of Sousa’s Landscape
Management, which maintains these large resorts and ho-
tels with on-site crews, and we have been managing the
maintenance of the Elbow Beach Resort with only four full-
time employees for the past four years.

To do this, we first place a high quality, hard working,
hands-on site manager with a horticulture degree on the
site and surround him with a good team. Then, we supply
that team with the best and most up-to-date equipment,
including a dump truck, a riding mower, a walk-behind
mower, trimmers, edgers, blowers, a pole saw, a sprayer
and miscellaneous hand tools.

Also helpful is when clients designate a portion of their
sites for storerooms, workshops or small nursery areas. For
instance, we convinced Elbow Beach to permitustodo this,
and we fixed up the area at our cost. Having an area on our

client’s site assists us in reducing overhead costs as all

personnel report directly to the site, which eliminates
morning and evening road time. They can then communi-
cate with the main office by two-way radio and reduce
possible damage to equipment that normally would have
to be towed back and forth.

We generally rotate the team members on our on-site
maintenance crews every three months so they do not
become complacent. However, the team leader remains the
same because clients like dealing with a familiar face.

We have weekly scheduled walkabouts with clients to
maintain open communication lines and sell additional
services. Getting clients outside of their offices is worth the
two hours each week because they get to see what we do,
and being on the site makes offering suggestions and
describing what we'd like to do next easier.

Other keys are requiring all on-site personnel to wear
uniforms and emblazoning trucks with our company logo.
Clients like this because our on-site staffis easily recognizable.

Additionally, we perform the following on-site mainte-
nance tasks to ensure success:

* Know our clients and establish trust. We do what we
say we are going to do and finish projects by the promised
time. If there are problems that may prevent a team from
doing this, the production manager is notified and other
arrangements are made to finish the job.

* Know our properties so we can identify trouble spots.
We try to point out insects, diseases, off-color plants and
turfgrasses as soon as possible.

* Set daily, weekly and long-term goals. An example of
a daily goal is telling laborers that you expect all the
property’s mowing and edging to be done on a certain day.
A weekly goal may be to have Phase One's bedlines edged
by the end of the week. Long-term goals include planning
winter pruning or leaf removal in the summer or doing
tasks in the winter that will alleviate some of the work that
needs to be done in spring, such as pruning.

* Work with the weather. Forinstance, mowing, edging
and blowing may not need to be done every week, espe-

cially during a drought, so we use
this opportunity to do time-consum-
ing tasks, such as pruning trees or
edging bedlines.

1. Know your clients and their properties and establish client trust,
2.Set daily, weekly and long-term goals for on-site teams.

3.Rotate team members every three months so they do not become
complacent, but do not rotate the team leader so the property manager
can deal with a familiar face.

4. Keep open communication lines by scheduling weekly meetings with
on-site clients. This also is an opportunity to sell additional services.

5.Encourage clients to allow you to use a portion of their site where
you can store small nursery items and some equipment.

* Focus onself-reliance. Our team
managers and crews use support de-
partments only whennecessary. They
do all the pruning and apply all
chemicals themselves, if and when
possible. Only specialized, whole
property, turf weed and tree applica-
tions are done by support depart-
ments. - Jeff Sousa

The author is president of Sousa’s Land-
scape Management in Paget, Bermuda.
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We build what you need.

i

We Iisten. - Landscape Rake
We find out what you need.
Then we build it.

Tough jobs demand tough equipment. Tough enough to handle all the heavy lifting, digging and
pushing you've got. Like hard-working Bobcat attachments. Each is designed to fit Bobcat
loaders, excavators and telescopic tool carriers for top jobsite performance. They're tough and
dependable, and fit you like a work glove. We build them because you need them.

More i %

hard-working
Bobcat
Landscape
Attachments

For a FREE Landscaper's interactive CD-ROM,
call our 24-hour fax-back line: 1-800-662-1907 (ext. 702) n c a l
Bobcat Company + PO, Box 6000 * West Fargo, ND 58078 T01- 2418700 7 oy’ | ®
www.bobcat.com

USE READER SERVICE #72


http://www.bobcat.com
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NOW 1/2 CENTURY $5000. GUARANTEED to be
WORLD CHAMPION

“TACTIVATOR 7TREVIVER *'Trans/PLANTER ”'GROWER (ADDED to effects of fertilizers), ” PERFECTER
“Money-where-the-mouth-is” guarantee of all time - proven on billions of plants.
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