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Any job. 
Anytime 

TORO 

The Toror Dingo' Compact Utility Loader. 
Throw us at your toughest jobs, in your hardest conditions. ^ j ^ B E T 

We'll come out on top every time. With the Dingo's 

ability to channel full power where its needed, when 

fegj^^^^^^L its needed, its proven itself again and again, on every 

kind of job. In every kind of environment. 

V So you think you've got a challenge? Bring it on. 

Call I-8OO-DIG-TORO for a demonstration. 

^ USE READER SERVICE # 7 8 



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

Research online Post Free Classified Ads 
Find insightful survey data and 

analysis that paints a picture of 

the industry as a whole at 

www. la wnandlandscape. com/research. 

Several surveys are currently available 

online, including Business Composition, 

Nursery Material, Truck & Trailer, 

Irrigation Industry and Specialty 

Pesticide surveys. 

Additional surveys will be added 

in the coming months. If you 

have a general topic or a survey 

question you would like to see asked, 

please e-mail your questions to 

shunsberger@lawnandlandscape.com. 

Also find weekly industry- ^ 

related poll questions and 

archived results on our home page 

at www.lawnandlandscape.com. 

Daily Features 
L&L Online offers daily features 
on a variety of topics. Our current 
schedule is as follows: 
Mon. - Contractor Talk: Profiles 
of industry professionals and 
discussions of common practices. 
Tues. - Irrigation Issues: An update 
on new products and hot-button 
issues. 
Wed. - Lawn Care Roundup: A look 
at problems and solutions for the 
lawn care world. 
Thurs. - Landscape Issues: The 
information you need to bolster your 
landscape design, installation and 
maintenance skills. 
Fri. - Business Management: 
Industry consultants and manage-
ment firms offer advice on running 
a business. 
First Sat. of each month - Plant 
Of The Month: Author Barbara Ellis 
covers the salvia clan in March. 

Find these features at 
www. la wnandlandscape. com. 

Connecting with the industry to buy and sell goods, promote business opportunities 
and post job openings has never been easier. Just visit 
www.lawnandlandscape.com/classifieds to post your free classified ad in the 
following categories: 

Business Opportunities 
Computer Software 
Health Care 
Educational Opportunities 
For Sale 
Help Wanted 
Wanted To Buy 

B B m a 

Locate Industry Events 
Check www.lawnandlandscape.com/events for a compre-

hensive listing of industry events across the country. 
You'll find event listings, locations, contact informa-
tion and links to web sites related to each event 
when applicable. Be sure to forward your company's 

event listings to shunsberger@lawnandlandscape.com to 
let the rest of the industry know about them. 

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. la wnandlandscape. com 

E-newsletter - Receive weekly industry news via e-mail. 
www. la wnandlandscape. com/my/customize_ne wsletter. asp 

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

Message Boards - Discuss hot-button 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 issues, 
www .lawnandlandscape. com/magazine 

Lawn & Landscape Online is: Scott Hunsberger, Internet editor 
(shunsberger@lawnandlandscape.com), Cheryl Green, Internet project manager 
(cgreen@lawnandlandscape.com) and Sydney Work, Web department manager (swork@gie.net). 
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The Kings 
of Memphis 
Herbi-Systems is dealing with new 

challenges in order to remain enthroned as one 

of the leading lawn care companies 

in Memphis 46 
A Commercial Success 
Sutherland Landscape has found its niche providing 

installation and irrigation services to general 

contractors throughout central Florida 

Pricing Sense 
Three southern lawn care companies share their 

pricing strategies and philosophies 90 

Problem Solving 
Tackling irrigation maintenance issues demands 

technical skill and a thoughtful approach 

Building from 
Blueprints 

i t r * 
i . 

More than 

sketching a 

scene, 

architects 

discuss planning a landscape design from 

concept to construction 1 4 8 

Sprayer Update 
Anything goes with these invaluable pieces of 

lawn care equipment 156 

Simply Soil 
A healthy foundation is the basis 

for lush landscapes and 

content clients 6 6 

Walking Tall 
Walk-behind mowers might be a step 

behind riding mowers, but 

innovation keeps them cutting forward. 7 6 

164 

At the Summit 
Lawn & Landscape brought 22 industry leaders together for 

two days to discuss the state of the industry. 

Here's what they said 

Pay Day 
Contractors toughen up 

their approach to collecting 

unpaid and overdue 

bills instead of writing off 

additional losses. 

A Lawn 
Care 
Roundtable 
When leading 

contractors got together, 

political issues 

were a top 

concern 1 8 6 
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Leader of the Pack. 
Power, comfort and quiet operation. Three 
things today's professional demands from 
a power blower. Echo delivers on all counts, 
which tells you why we are the #1 line 
of gas powered blowers. Whether you need 
a backpack or hand-held model, Echo power 
blowers are tough, dependable, easy to 
use and backed by the strongest warranty in 
the industry. Echo power blowers deliver 
maximum performance when you need it 
most - every hard-working day. 

The longest running, hardest working, most 
powerful outdoor power equipment in the 
landscaping business! 

For more information, call 1-800-432-ECH0 (3246) 
or visit us at www.echo-usa.com. 

ECHO 
The Pro Performante Team 

http://www.echo-usa.com


"If you don't make things happen, 
then things will happen to you." 

- Lanes Company 

Hitting the Target 
I am often asked how lawn and landscape firms can add big-ticket commercial 

customers to their primarily residential customer base. Obviously, this isn't 

an easy transition, but having a plan is one way to do this successfully. 

I want to share some ideas shared with me by Mike Rorie, president of 
Cincinnati, Ohio-based Groundmasters, a company that has made this pro-
gression quite successfully. 

Rorie explained to me that green industry firms compete with one another 
in three areas: price, level of service and quality of work - and the likelihood 
of one company having a competitive advantage in all three is slim. The key 
for you, the strategic-thinking manager or owner, is two-fold. 

First, decide how your company will compete. Second, find a customer 
base that is attracted to what you offer. Some companies may elect to pursue 
a particular type of customer and then build their market identity to suit those 
customers, which can work just as well. 

For example, if your company prides itself on delivering the finest quality 
product and good customer service, you're probably not winning a lot of jobs 
on price. This means that the general residential market may not hold a great 
deal of potential for your business because of its tendency to price shop. 

Who isn't nearly as price sensitive and, instead values quality work and 
responsive service? That's a high-end residential customer. If delivering 
quality and service instead of low price matters to you, make sure you're 
pursuing clients most likely to appreciate that sales presentation. 

If commercial customers are the goal, think about what they want in a 
service provider. This group can be a challenge to approach because there 

are differences between various commercial customers. Attentive 
service is a key factor for many commercial accounts, while 

others will emphasize price and some want quality work first 
and foremost. The key idea here is that differences can always 
exist between accounts and types of clients - you need to 
recognize this in your sales approach. Why should a prospec-
tive client hire you instead of the competition? You cannot 
expect property managers to hire you simply because you 
show up with an estimate. 

Groundmasters has a formula that works for its opera-
tion, and that means no residential customers because it 

doesn't want to win jobs on price. Decide what customers you 
want to work for and set up your business accordingly. Hi 
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"CLIP PROPELLED M Y BUSINESS 
INTO THE TOP 1 0 % ! " 

Gu&tom 
LANDSCAPES 

I firmly believe time is the single greatest asset 
we possess. Good stewardship of our time on 
this earth enables us to make profit and prosper. 
When I started my business I was full of energy 
and ideas, but I knew in order to succeed I had to 
maximize the use of my time. I knew I needed 
systems that would run independently of me. I 
wanted a system so simple and easy to learn we 
could change personnel without missing a beat. 
That's where CLIP Software came in. 

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

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

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

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

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

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

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

Tony Bass, Bass Custom Landscapes 
Bonaire, GA 

PROPEL YOUR BUSINESS INTO THE TOP 1 0 WITH CLIP! 

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

O R A S K Y O U R L O C A L D E A L E R ! 

USE READER SERVICE # 6 3 

http://www.clip.com


IN THE NEWS 
Inside 
Illinois' Industry 
URBANA, m. - A new University of 

Illinois study proved that the various 

well-known agriculture industries in 

the state don't compare to the size of 

Illinois' green industry. 
Primary estimates show that, in 

1999, the product and service sectors 
of Illinois' green industry generated 
nearly $2.9 billion in net sales, said 
Gary Rolfe, professor and head of the 
Department of Natural Resources and 
Environmental Sciences, College of 
Agriculture, Consumer and Environ-
mental Sciences, University of Illinois. 
These sales figures place the green 
industry ahead of com production in its 
importance to the state's economy, 
Rolfe said. Total cash receipts from 
Illinois' agriculture industries are as 
follows: com at $2.56 billion, soybeans 
at $2.1 billion, hogs and pigs at $646 
million and cattle at $490 million. 

"I don't think anyone had a clue 
that the green industry was as large as 
it turned out to be," Rolfe pointed 
out. "It's a very important piece of 
information that could help influence 
legislative initiatives and bring more 
research dollars to this, 
important sector." 

(continued on page 12) 

ESTIMATED 
PERCENT GROSS PROFIT 

SERVICE PROFITABLE MARGIN 
Mowing 50 percent 52.5 percent 
Landscape 

Design/Build 31 percent 40.3 percent 
Turf-

Fertilization 22.9 percent 33.8 percent 
Lawn Care 15.1 percent 38.1 percent 
Landscape 

Construction 14.7 percent 34.6 percent 
Snow Removal 12.8 percent 30.9 percent 
Edging/ 

Trimming 10.9 percent 39.8 percent 
T&O-Pruning 9.7 percent 24 percent 
Irrigation 8.9 percent 25.2 percent 
Seeding 8.5 percent 22.4 percent 
Fall Clean-up 8.5 percent 33.6 percent 

SourceiResearch USA 

Mowing, installation 

work and fertilization 

were ranked the three 

most profitable services 

in a recent Lawn & Land-

scape survey. 

According to a Re-
search USA study, 50 
percent of surveyed con-
tractors said that mow-
ing is their most profit-
able service (gross mar-
gin of 52 percent), 31 per-
cent said landscape in-
stallation is their most 
profitable service (gross 
margin of 40 percent) and 22.9 percent said turf fertilization (gross margin of 34 percent) brings 
in the most profit. 

The varied nature of the industry is reinforced by the wide range of services generating 
the highest profitability for contractors, although interviews with many contractors found 
they are dealing with increased pressure on gross profit margins as the direct costs associated 
with producing a job, especially labor, continue to rise. 

MERGERS & ACQUISITIONS 

Novartis and Zeneca Complete Merger 
GREENSBORO, N.C. - The honor of being the m m ^ ^ ^ L ^ ^ 
Biggest Kid on the Block now goes to Syngenta I I C ^ C ^ I 1 I d 

since Novartis and Zeneca completed their J V ? 
merger to form this multi-billion-dollar specialty pesticide manufacturer. 

As pesticide suppliers get so much bigger through consolidation, the 
question is how end users of their products will benefit. Syngenta plans 
to use its considerable research and development budget to develop 
products not traditionally expected from pesticide suppliers. "Syngenta 
will provide customers with value-added technologies and expertise," 
explained the company in a press release. "Plans include development of 

digital predictive pest forecasting models, GPS / GIS chemical program 
application software, and online access to professional chemical and 

business management information." 
The question of what pesticide suppliers, especially those new 

multi-billion-dollar companies, can do to better serve lawn care 
operators (LCOs) is something Syngenta managers hope to answer. 
"We want to become more knowledgeable about LCOs' businesses," 

(continued on page 25) 
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C o u n t o n us. 

I'm your heavyweight champ, 
There's no contest. 'Cause I have 
no competition. Best-in-class power. 
And towing capability i ^ - f e ^ k — ^ 
to match. 

Call GMC at 1-800-GMC-8782. 
Or visit www.gmcforwork.com. The new Sierra 2500HD. Smart money. 

Start running new GMC' Sierra heavy-duty pickups. And the last thing you'll ever run into 
is risky business. 

You see, we offer the most powerful trucks in the %-tdn and 1 -ton working world. That's power 
defined as the very best. In GVWRs' of 8,600 lbs through 12,000 lbs. 

It's power that translates into a GCWR t of up to 22,000 lbs. That is to say, the absolute best 
trailer rating. Its new VortecTV 8100 delivers more power and torque than our competitors' 
V-10 gas engines. Basically, Sierra is hyperpowered to keep your business hypercharged. 

For true power mongers, there's the DURAMAX™ 
6600 diesel. The most powerful diesel engine ever 
produced,' teamed with an Allison v transmission to create 
the most capable, work-eating heavy-duty pickup ever. 

Invest in a sure thing. The New Sierra 2500HD. 

' Trucks with GVWR from 8.600 lbs to 12.000 lbs Based on comparing 2001 Sierra to competitive 2000-model-year vehicles. Excludes other GM" vehicles. 
' When property equipped; includes weight of vehicle, passengers, cargo, and equipment. Vehicles shown with equipment from independent suppliers. 

See owner's manual for information on alterations and warranties. C 2000 General Motors Corporation. All nghts reserved. 

HIME, 

http://www.gmcforwork.com
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(continued from page 10) 

The survey, which was funded by a coa-
lition of green industry professional associa-
tions, was sent out to 12,000 state businesses, 
agencies, institutions and others who pro-
duce, maintain, use or sell plant materials to 
enhance environments. It had a 31 percent 
response rate and offers some interesting 
insights regarding the industry's economic 
impact on a state level. 

Other report findings include: 
• There are more than 9,000 green indus-

try businesses and more than 2.3 million end-
users of green industry products and ser-
vices in Illinois. 

• Overall, the green industry employs a 
workforce of nearly 160,000 people with a 
payroll of more than $1.74 billion. 

• For every job created within the green 
industry, an additional .52 jobs are created 
within the state economy. For every dollar 
paid in green industry wages and salaries, an 
additional $1.70 in wages and salaries are 
paid within the overall state economy. 

(continued on page 14) 

B o b W o o d s was named president of Syngenta Corporation for the 
United States. The company named Heir i G u g g e r head of Syngenta 
Crop Protection for North America and E d S h o n s e y was named 
president and CEO of Syngenta Seeds. 

Dan K l indera was promoted to vice president of Autumn Tree 
Care Experts. Presides Matthew Dziedzic was elected president 
elect of the Illinois Arborist Association for 2001. 

Scotts Lawn Service welcomed D o n R o s s i to its management team 
as eastern regional manager. 

Brett Fulton vice president of Fulton Landscaping, Mertztown, 
Pa., recently was elected to the Pennsylvaina Landscape and Nursery 
Association's Board of Directors Robert Shaffer, general sales 
manager, Gooseberry Bush, Downington, Pa., and R i c h a r d 
Weilminster. owner, Weilminster's Brookside Nursery, Williamsport, 
Pa., also were elected to the board. 

Green2go named Robert Shoelson as merchandise manager for general products. 
Eric LaFleur is a new partner at Irrigation Consulting, Pepperell, Mass. 
Havener Enterprises appointed D a v i d B y n u m to national sales and marketing 

representative for the Mower Sulky and Trimmer Guard product lines. 
Shannon Castil lo and A n g i e Bradley joined RBI Companies' HR staff. 

Gugger (top \ 
Shonsey (bottom) 

ASK FOR... 
STRING TRIMMERS 

HEDGE TRIMMERS 
WATER PUMPS [ 

BLOWERS 
EDGERS 

A 
PACTUGH 

*rRONMf!WTALLY FR/lW^tV 
% MORE FUEL EFFICIENT 

GREAT LOW-END TORQUE * 
NO FUEL MIX 

QUALITY PRODUCTS FOR OVER 50 YEARS 
Carswcll Import & Marketing Associates 

800-929-1948 ext. 6 
www. cars wclldist. com 
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On the road before dawn and going strong until dark. That's the 
life of hard working BlueBird equipment for turf care and land-
scape maintenance. Think of them as your "silent partners" in a 
successful landscape care business... always ready for hard work 
with no complaints. Low maintenance all the way. 

From our Seeder and Lawn Combers to Aerators, Sod Cutter, 
SeedScaper™ and Lawn Vacuums for commercial mowers, and 
Lifts, every BlueBird product is engineered for easy use, maximum 

maneuverability and outstanding productivity. And, they're all 
infused with BlueBird's legendary reliability, forged and proven 
under brutal rental conditions. 

Yep. A trailer full of BlueBird equipment and a cup of hot 
coffee is about all you need to get going every morning... and 
stay going all day long. To find out more, and locate the 
BlueBird distributor or dealer nearest you, visit our website at 
www.bluebirdint l . com or call 1-800-808-BIRD. 

c l > B L U E B I R D 
E A S Y S C A P E 

USE READER SERVICE # 1 3 7 

a 
Seeder Lawn Combers SeedScaper \ Lawn Vacs & Chipper Vacs \ Sod Cutter I Lifts 
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http://www.bluebirdintl.com


(continued from page 12) 

• The maintained turfgrass area in Illi-
nois totaled about 1.54 million acres. 

• In 1999, Illinois consumers spent $2.89 
billion to purchase and maintain indoor and 
outdoor plant materials including turfgrass. 
In addition to this amount, the same group 
paid more than $1,397 billion to contractors 
working in the green industry. 

• The green industry service sector gen-
erated more than $1,643 billion in total re-
ceipts. More than 88 percent of these receipts 
are attributed to landscape contractors and 
lawn care firms. About 6 percent of total 
receipts are attributed to tree care, while the 
remainder - 4 and 2 percent, respectively -
comes from landscape design firms and in-
teriorscape companies. 

IN THE NEWS 
ServiceMaster 
Names New CEO 
DOWNERS GROVE, 111. - ServiceMaster, the 
parent company of TruGreen-ChemLa wn and 
TruGreen LandCare, named Jonathan Ward 
its new chief executive officer. 

Ward, replaces the retiring C. William 
Pollard, is confident ServiceMaster is well-
positioned for success, even after TruGreen-
ChemLawn's annual growth dropped from 
13 to 5 percent last year and the purchase of 
LandCare USA drained the company's 
growth over the last 12 months due to poor 
expense management, according to one fi-
nancial analyst. 

'This is not a business that needs to be 
turned around and flipped on its ear," Ward 
noted in a conference call with investors. 
Ward also discussed the potential for creat-
ing an "umbrella brand" for the company's 
various service offerings in order to simplify 
matters for consumers. 

(continued on page 18) 
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BidMgr.com - vfww.bidmgr.com 
Bob Lenc Landscaping & Lawn Care - w w w . b o b l e n c l a n d s c a p i n g . c o m 

LawnCareSuccess.com vrww.lawncaresuccess.com 
Safety Storage vfww.safefrystorage.com 
Turfquip - w w w . t u r f q u i p . c o m 
Tomlinson Bomberger Lawn Care & Landscape - www.tbil.com 
Spring-Green - www.spring-green.com 
Bayer www.bayerprocentral.com 
To announce a new Web site, e-mail nwisniewski@lawnandlandscape.com. 

LM-QB-LINK 

r awn f Monke 
S O F T W A R E 

a new year.... 
lets start this one off right 

This Is the year to organize your accounting, 
automate billing & scheduling, and job cost to the 

penny. This Is the year to moke the move. 

Make this the year you don't end up saying 
"I should have...". 

See why so many of your peers are switching to LM 2001. 

1.877.LAWN.MKY www.lawnmonkey.com 
LM-GJTIQilGr fond yes...the rumors you hear about our Impeccable customer service are tnje) 

O 2000 - GroenSun Co. Ltd. Al Trademarks ate the property of their respective owners. 

SNG 
Equipment 

Plain City, OH 

The Spreader 

-180 lb Capacity for Dry Fertilizer 
- Up to 25 ft. Spread Pattern 
- Adjustable Rate & Patterns 
- Mounts to Virtually Anything 
-The Best Front Mount Spreader 

on the Market 

1 4 MARCH 2 0 0 1 

http://www.boblenclandscaping.com
http://www.turfquip.com
http://www.tbil.com
http://www.spring-green.com
http://www.bayerprocentral.com
mailto:nwisniewski@lawnandlandscape.com
http://www.lawnmonkey.com
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Potential crabgrass zone 

Suspicion of spurge 

E THE SEED. 

PROFESSIONAL Lurking just beneath the surface are thousands of 
TURF 

j P ^ tiny weed seeds, threatening to ravage lawns and 

established ornamentals. Fortunately, Pendulum 
preemergent herbicide stops more than 40 

broad leaf and grassy weeds dead. 

Pendulum is a 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 rating from LCOs than any other preemergent * 

To leam more about how Pendulum can make sure weeds never 

see the light of day, 

HMrnr 
www. furffocts. com. 

Always read and follow label directions. 

BASF 



ECI, OneSource 
Make Acquisitions 
Environmental Care made its first move into the Midwest with the acquisition of 
Fullbach Services, Louisville, Ky., while OneSource Landscape expanded its 
presence in Florida's landscape installation market by acquiring Austin Outdoor 
Services, Palm Coast, Fla. 

ECI's acquisition of Fullback, which had 2000 revenue of $10 million, gives it five 
new Midwest locations: Chicago, 111.; Detroit, Mich.; St. Louis, Mo.; Lexington, Ky.; 
and Louisville. Ted Ennenbach, owner of Fullbach, is now the vice president and 
regional manager of ECTs new Midwest organization. 

Burt Sperber, president of ECI's parent company, Environmental Industries, said 
the company has made more acquisitions in the past 12 months than during any other 
12-month period in its history, but he emphasized that the company continues to only 
pursue strategic acquisitions. "We are not interested in consolidating the industry 
solely for the purpose of getting bigger/' he stressed. "And getting into the 
Midwest was not necessarily a strategic goal of ours." ECI's most recent acquisi-
tions included STM in Oakton, Va., and North Haven Gardens in Dallas, Texas. 

In addition to picking up the $8-million Austin Outdoors, which will now operate 
as One Source Landscape Construction and Installation, OneSource president Rich 
Kissane said OneSource gained some key personnel. "The company has a young 
and experienced management team," he noted. "Their addition expands our 
service offerings of landscape construction and installation services." 

GreenZebras, 
Green2go to Unite 
FORT LAUDERDALE, FLA. - GreenZebras and Green2go 
(www.green2go.com) announced plans that would unite 
two Internet companies specializing in different areas of 
the green industry. "For years, there have been enormous 
inefficiencies in the wholesale green industry," according to 
Michael Apfel, co-founder of Green2go. "Together with 
GreenZebras, we are the first and only green industry Web 
site to deliver both a comprehensive selection of live and 
hard goods together with national shipping services." 

Green2go is in the process of expanding its service reach 
on a region-by-region basis, having started in the Southeast 
last year. It expects to be in most U.S. markets by the end of 
this year. GreenZebras offers contractors Internet-based 
applications designed to help them manage their busi-
nesses and make product purchasing more efficient. 

"We help contractors improve the two largest cost 
areas in running their businesses - labor productivity and 
purchasing," explained Ted Gramer, formerly president 
of GreenZebras (www.greenzebras.com) and now chief 
operating officer of Green2go. 

TEMPORARY/SEASONAL 
LABOR VISAS 

BIRCHMEIER 

W E S P E C I A L I Z E I N W O R K 

P E R M I T S F O R T H E : 

• Green Industry • Hotel/Resort Industry 

• Golf Course Industry 

Call now for information packet and a quote. 

n 9oC( free (888) 623 7285 

cbovey bnte/tp/tises c^(512)282222? 
(ax (512) 282 0958 

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

^ / P R O F E S S I O N A L 
P E R F O R M A N C E 

^ P R O F E S S I O N A L 
A P P E A R A N C E 

External Piston Pump for Long Life 
Durable Brass Valve & Brass Wand 
Polyethylene Tanks with UV Protectant 
Stainless Steel Base 
Quick Adjust Straps 
Most Parts Interchangeable Among Various Sizes. 

TWO YEAR 
WARRANTY AGAINST 

MANUFACTURER DEFECTS. 
^Contact local distributor for complete details^ 

PARTS A V A I L A B I L I T Y G U A R A N T E E D 
forfurther UifonaAtvon, contact: 

ITB CO., INC 1-800-866-1357 

http://www.green2go.com
http://www.greenzebras.com


THE NEW BUNTON MOWERS. IT'S A PRIDE THING. 
At the end of the day, your reputation depends just as much on the equipment you use as the job you do. 
So, we built our new walk-behinds and zero-turn riders to give you more comfort, durability and style. 



(continued from page 16) 
But the lawn care and landscape 

operation's lagging performance will be one 
of Ward's first areas of business. The com-
pany disclosed that its year 2000 operating 
revenue of $1,563 million was 12 percent 
higher than the previous year, but profitabil-
ity fell 25 percent in that same time from 
more than $228 million to $172 million. 

IN THE NEWS 
Blower Bans Heat 
Up Texas and 
California 
HOUSTON, Texas, & PALO ALTO, Calif. -
City officials implemented a new leaf blower 
ordinance after months of negotiations with 
residents, the California Landscape Contrac-
tors Association and other industry groups. 

As of Jan. 1, all commercial gardeners 
must be certified by the Palo Alto Police 
Department to operate any type of leaf 
blower. In a letter to Palo Alto residents, 
Assistant Police Chief Lynne Johnson ex-

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. 

M A R . 2 0 Northwest Pennsylvania Athletic Field, Turf and Ornamentals 
Conference, Meadville, Pa. Contact: 8000/PSU-TODAY. 
M A R . 2 2 - 2 5 Western New York State Nursery & Landscape Association 
1st Annual Flower and Garden Show, PLANT ASIA. Contact: 716/741-8047. 
M A R . 2 3 - 2 4 Plant Health Care, Inc. Plant Biology Workshop, 
Frogmore, S.C. Contact: 888/290-2640. 
M A R . 2 8 California Landscape Contractors Association Construction 
Industry Legislative Conference, Sacramento, Calif. Contact: 800/448-2522. 
M A R . 2 9 Mid-Atlantic Interior Landscape Conference, Collegeville, Pa. 
Contact: 610/489-4315 
A P R . 5 Adirondack Regional Conference, Lake Placid, N.Y. Contact: 518/ 
783-1229. 
A P R . 7 NYSTLA Certified Landscape Technician Test, Katonah, N.Y. 
Contact: 914/788-6920. 
M A Y 4 - 7 International Society of Arboriculture Annual Conference, 
Modesto, Calif. Contact: 530/892-1118 or 650/964-7664. 
M A Y 1 9 - 2 3 American Society of Irrigation Consultants Annual 
National Conference, Savannah, Ga. Contact: 925/516-1124. 
JUNE 7 - 9 Snow & Ice Management Association Sympsium, Denver, 
Colo. Contact: 814/835-3577. 
JULY 1 2 - 1 5 American Nursery & Landscape Association Annual 
Conference, Cleveland, Ohio. Contact: 202/789-2900. 

The Z with a d i f f e r e n c e ! " Call now: 

HUSTLER 
Turf Equipment 
1-800-395-4757 
H U S T L E R T U R F E Q U I P M E N T • w w w . e x c e l h u s t l e r . c o m 

• Toughest frame, deck, spindles, and front casters in the industry. 

• Most compact Z-rider - only 7 5 " in length with 6 0 " deck. 

• Best weight distribution of any Z - unmatched stability on slopes. 

• Very-high blade-tip speed for a beautiful cut and finish. 

• Over 12 gallons of fuel capacity - more than any competitor. 

• N o daily lube points. Spend time mowing, not servicing. 

The toughest-built Z-rider on the market features a 
unique integral park brake system. Put the steering 
levers in the "off" position and the brake is set! 

http://www.excelhustler.com


FINE-TUNE YOUR BUSINESS MANAGEMENT SKILLS. 
SUBSCRIBE TO 

INTERIOR BUSINESS 
TODAY! 

Interior 
Business... for 
landscape 
professionals. 
Brought to 
you by 

Lawn& 
Landscspe. 

I would like to receive (continue to receive) a subscription 
to Interior Business. Yes • No • 
Signature 

Name 
Tttle_ 

_State Zip-
_Fax_ 

E-mail Address 

• U.S., Canada, Mexico, 1 Year $15.00 
• South America, Europe* 1 Year $35.00 
• Other International* 1 Year $100.00 
•Payment must be In U.S. currency and drawn on a U.S. bank 

•Check Enclosed 
• MCA/ISA • Amex • Novus/Discover 

This section must be completed to process your subscription 

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

I.CONTRACTOR SERVICES 
• 1. Interior Landscape Contractor 

(maintenance & installation) 
• 2 . Interior Landscape Contractor 

(installation only) 
• 3 . Interior Landscape Contractor 

(maintenance only) 
• 4 . Interior Landscape Design 
• 5 . In-house Interior Contractor 
• 6 . Grower 
•7.0ther Contract Services 
(please describe) 

Exp. Signature. 
(prepayment required) 

III. DISTRIBUTOR/ 
MANUFACTURER 
• 8 . Dealer Q 9 . Distributor 
• 10. Formulator • 11. Manufacturer 

IV.0THERS ALLIED 
TO THE FIELD: 
• 12. School, College, University 
• 13. Trade Association, Library 
• 14. Others (please describe) 

2 . What best describes 
your title? 

•Owner, Pres., Vice Pres., 
Corp. Officer 

• Manager, Director, 
Supervisor 

• Horticulturist/Educator 
• Sales Rep/Designer 
•Service Personnel, 

Technician, Crew member 
•Scientist, Researcher 
•Company, Library copy only 
• Other (please specify) 

w/ti 

G1XIB 
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JULY 1 6 - 1 7 Professional Lawn Care Association Day on the Hill, Washington, D.C. 
Contact: 800/458-3466. 
JULY 1 9 - 2 2 Associated Landscape Contractors of America Summer Leadership Meeting, 
Amelia Island, Fla. Contact: 800/395-2522. 
JULY 2 0 - 2 2 Outdoor Power Equipment Show, Louisville, Ky. Contact: 502/562-1962. 
JULY 24 Midwest Regional Turf Field Day, West Lafayette, Ind. Contact: 765/494-8039. 
A U G . 1 7 - 1 9 Texas Association of Nurserymen Nursery and Landscape Expo, Dallas, 
Texas. Contact: 530/458-3191 
A U G 2 1 Cornell University Field Day, Ithaca, N.Y. Contact: 607/255-1792. 
AUG. 29-SEPT. 1 CalScape Expo, Ukiah, Calif. Contact: 707/462-2276. 
S E P T . 9 - 1 1 American Nursery & Landscape Association Legislative Conference, 
Washington, D.C. Contact: 202/789-2900. 
S E P T . 2 2 - 2 5 American Society of Landscape Architects Annual Meeting, Montreal, 
Canada. Contact: 202/898-2444. 
O C T . 3 Washington Landscape Trade Show & Field Day, Puyallup, Wash. Contact: 800/ 
833-2186. 
O C T . 7 - 9 Lawn & Landscape magazine's Business Strategies Conference, Scottsdale, Ariz. 
Contact: 800/456-0707, 
O C T . 1 0 - 1 1 Southern California Turfgrass Council Turfgrass Landscape and Equipment 
Expo, Pomona, Calif. Contact: 800/500-7282. 
O C T . 1 0 - 1 1 California Association of Nurserymen Western Nursery & Garden Expo, Las 
Vegas, Nev. Contact: 800/748-6214. 

plained that the local police staff and repre-
sentatives of the Bay Area Gardeners' Asso-
ciation have been training, testing and certi-
fying commercial gardeners during the last 
several months. 

"Gardeners have been told that they can 
expect citations to be issued if they are found 
in violation of the ordinance/' Johnson said. 

Blowers may be used in the city from 9 
a.m. to 5 p.m., Monday through Friday and 
from 10 a.m. to 4 p.m. on Saturday. The use 
of any type of leaf blower by anyone, includ-
ing residents, is prohibited Sundays and holi-
days. The only exception in the ordinance for 
these hours of operation is for city crews who 
are cleaning the municipal golf courses, city, 
parking lots and business districts. 

Additionally, professionals or homeowners 
cannot use leaf blowers that are not rated at 65 

(continued on page 24) 

Correction 
The MTD Pro listing in the January Mower Buyers' Guide 
should have been labeled Cub Cadet Commercial. The 
Command Cut system is only available on the Cub Cadet 
Commercial line of mowers' 

. H2B • H2B • H2B • H2B • H2B • H2B • H2B • H2B • H2B 

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

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 QULMexican workers. We put our trust 
in the right H2B provider & highly recommend SILC (C. Scott, 
Inc.)." -Tim Clark, Executive Lawn & Landscape 

America's leading H2B provider 
currently serving 120 GREEN INDUSTRY 

companies in 24 states 
»Green Industry Specific. Our president has 20 years 
experience as a landscape and irrigation contractor 

• Still 100% success rate 
• Totally bilingual staff of 5 certified H2B case managers. 
• One point accountability for total certification through 
receiving your workers. 

• SILC Lite for smaller companies (6 workers or less) 
• Offices in Bay City, Texas & Monterey, Mexico 

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

www.SILC-H2B.com 

Member National H2B Users Association 

;c & S TURF CARE EQUIPMENT, INC. 
T U R F T R A C K E R 

SS8030 

FEATURES: 
• Spreads and sprays over 4000 sq. ft. per minute. 
• Zero turning radius for maximum maneuverability 
• Full hydrostatic drive. 
• 12' break away spray broom. 
• 150 lb. capacity; 3 speed electric spreader. 
• Designed for residential and commercial properties. 

(330) 966-4511 (800) 872-7050 
FAX: (330) 966-0956 

www.cstur fequip.com 
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http://www.SILC-H2B.com
http://www.csturfequip.com
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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 Bayer Corporation Printed in U.S.A. 0 1 S 1 9 A 0 2 5 2 Program not available in California. 
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Limited guarantee. For complete information, contact Bayer 
Corporation, Professional Care, Box 4913 , Kansas City, MO 
64120. Or, call (800) 842-8020 or log on to BayerProCentrd.com. MERIT Bayer® 



(continued from page 21) 
dB A. Blowers must have certificates indicating 
their dBA rating {A list of leaf blowers that will 
meet this standard can be found at 
www.lawnandlandscape.com in the news section.). 
Police staff will not be taking sound meter 
readings, but they will be checking users' 
equipment to determine whether blowers 
being used are approved. 

In other news, the Texas National Re-
source Conservation Commission (TNRCC) 
proposed banning the morning use of all 
outdoor power equipment in the Houston 
metropolitan area. 

The Outdoor Power Equipment Institute 
argued against the ban, so the final regula-
tion contains an exemption for contractors 
who submit an acceptable emission reduc-
tion plan. Homeowners and non-commer-
cial operators of gasoline-powered outdoor 
equipment are exempt from the ban. 

The new law will not take effect until 
2005 as details relating to the type of emis-
sion reduction plans that commercial opera-
tors must submit are finalized. ID 

The Associated Landscape Contractors of America announced its 
2001 board of directors. Drew St. John, Hillenmeyer Nurseries, president; Michael 
Byrne, Environmental Landscape Management, president elect; Kurt Kluznik, Yardmaster, 
secretary/treasurer; Emily Thompson, Advanced Lawn/Chirstmas Decor/Nite Time Decor, 
immediate past president. 

The Professional Lawn Care Association announced its 2001 board 
members will be: Michael Kemaghan, Weed Man, president; John Cundiff, Turf's Up 
Lawn Service, vice president; Chuck Mclntire, TurfPride, secretary/treasurer. 

The Ohio Nursery & Landscape Association released the 2000-2001 
edition of The Membership Yearbook & Nursery Stock Survey. The publication is a 
combination of ONLA's two most popular publications and serves as a tool for those 
interested in sources, size and quantity of Ohio-grown nursery stock. The survey fea-
tures 97 Ohio nursery stock producers reporting on more than 1,750 individual plants 
in five distinct categories: trees and shrubs; groundcovers and vines; perennials; ferns 
and ornamental grasses; and aquatics, bogs and marginals. For more information, 
check www.onla.org or call 800/825-5062. 

The New York State Turfgrass Association reelected Joseph Hahn 
to president. John Rizza was reelected to vice president and Steve Griffen was re-
elected to serve as secretary/treasurer. 
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TEXTRON 
transport. For versatility, dethatcher, 
edger and stripper blade options are 
available. 

Choose the mini turf cutter that 
marks the new high point in 
performance, economy and portabil-
ity: the Brouwer MK 213. 

Optional blade attachments 

The perfect travel companion 
for cutting sod. 

Nobody cuts it like Brouwer 

T h e new mark of excellence in 
sod cutting. Whether you need to 
replace, renew, repair or simply lift 
turf, the Brouwer MK 213 excels. 

With a cutting width of 13 inches, 
the working depth can be easily altered 
through a range from 3/8" to 1-1/2". 
T h e unique split blade design reduces 
vibration and provides exceptional 
maneuverability. It's powered by a 
dependable and economical 5.5 hp 
Honda gasoline engine. 

For comfortable operation, the 
handles are height adjustable and 
can be folded flat for convenient 
transport and storage. A kick stand is 
provided to protect the blades during 

289 N. Kurzen Rd • P.O. Box 504 
Dalton, OH 44618-0504 

330-828-0200 • Fax 330-828-1008 
E-mail: salesObrouwerturf.com 
Website: www.brouwerturf.com 

Easy transport 

[ISO 9001 Certified] 
QUALITY SYSTEMS ACCREDITED 

Brouwer Division of Textron Inc. 

http://www.lawnandlandscape.com
http://www.onla.org
http://www.brouwerturf.com


Syngenta (continued from page 10) 

explained Chuck Buffington, lawn and orna-
mental market manager. "By focusing in on 
this market, we can understand it and its needs, 
whether they are packaging, improved prod-
ucts or new products. We've got that focus. 

"The other thing we're able to do is take a 
solutions-oriented approach," Buffington con-
tinued. "This is not a one-product company. 
We've got a new grub-control product coming, 
and we fill most of the LCO's pesticide needs." 

Being bigger also means having access to 
bigger dollars, and Buffington this can help 
LCOs. "We're working with a pest forecasting 
group that uses models and weather maps to 
predict where disease or insects will occur so, 
in essence, an LCO can pull up the map and see 
that the grubs are heading his direction or that 
conditions are right for brown patch," he ex-
plained. "This gives that person a heads up to 
identify which lawns in his area are sensitive to 
different problems." 

Don Breeze, head of turf and ornamentals 
for Syngenta, explained that mergers such as 
the union that yielded Syngenta also create 
greater critical mass for the turf and orna-
mental market, which means more research 
dollars. "Our product range is so broad that 
we want to be careful not to cannibalize our 
own line, but there are a lot of things we want 
to bring to the market, such as resistance 
management," he explained. "We may actu-
ally recommend a competitor's product in 
rotation with one of our products on occa-
sion if that will help avoid resistance. If we 
can do that then we are bringing a long-term 
solution to the market." 

An area of real interest for pesticide users 
is product development, Buffington con-
firmed. "We're seeing more of a focus on 
premium products with lawn and landscape 
professionals," he observed. "Performance 
counts more now than ever, and LCOs are 
somewhat more willing to pay for perfor-

mance because they are figuring out that cus-
tomer retention is the key. Getting a new 
customer to replace the one I lost because of 
poor product performance costs more than 
paying up front for better products." 

Buffington also said LCOs can expect to 
see more "reduced-risk" products entering 
the market because "the only products getting 
through the EPA right now are reduced risk or 
organophosphate replacements." That pre-
sents greater challenges to manufacturers who 
must deliver safer products with increasing 
performance characteristics. 

"We think the things we can bring to the 
LCO are going to be value added because 
having efficacy is really the entry level for 
playing in this business today," added Breeze. 
"There are a lot of 'me-too' products on the 
market, and everyone expects that whatever 
they buy will work pretty well. So we're try-
ing to look at what else we can do, such as the 
pest forecasting group." 

the Brisco 

Z** 

• Dig a T tree 
or shrub in 
less than 2 
minutes 

Save thousands 
in labor and 
equipment 

• Save money, 
time and 
increase 
productivity 

For more information and a free video 
1 - 800 - 439 - 6834 

BRISCO 
251 Buckeye Cove • Swannanoa, N.C. 28778 

Real maneuver^ 
Classen TA-17D & T A - 2 5 D 
"Sp l i t D r i v e " Tur f Ae ra to rs 

Turn left 
or right 

AERATE 
non-stop . • • 

All without 
raising the 

tines out of 
the ground! 

MANUFACTURING, INC. 

Aerators • Sod Cutters • Power Rakes • Seeders 

•3 
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n 

1401 Logan Street Norfolk, NE 68701 
Phone: (402) 371-2294 

Toll Free: I -888-252-7710 Fax: (402) 371 -3602 www.dassen-mfg.com 
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THINK SPRING 

Daffodil Days 
One of the telltale signs that spring has arrived is when 

daffodils begin to rear their delicate, yellow heads. Daffo-

dils, which belong to the genus Narcissus, frequently ap-

pear in beds, borders, under trees and shrubs or in pots. 

Few plants give as much pleasure with as little effort as 
daffodils. They are some of the most vigorous, colorful 
spring flowers, and with good drainage, these plants thrive 
in most soils, though they prefer medium-heavy loam. 

While daffodils are fairly low maintenance, they do 
require some tender loving care in the landscape. Here are 
some care and planting guidelines from University Out-
reach and Extension, University of Missouri-Columbia. 

PREPARING FOR DAFFODILS. Drainage, light, soils, 
fertilization, planting location and timing are key issues 
when using daffodils in the landscape. 

Drainage. Daffodils need good drainage. Bulbs planted 
in poorly drained locations become weakened, fail to flower 
and often develop bulb rots. Bulbs in locations that remain 
moist during summer when soils are warm develop rots 
easily. If drainage cannot be improved, raised beds should 
be built for the daffodils. 

Daffodils need 

plenty of sunlight 

to thrive in the 

landscape. Plant 

daffodils where 

they can get at least 

a half day of 

sunlight, and avoid 

north sides of 

buildings. 
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Light. Daffodils must have sunlight to develop and 
flower each year. Plant them where they can get at least a 
half day of sunlight, and avoid north sides of buildings. 

Soils. Because of their need for well-drained conditions, 
daffodils grow poorly in tight soils that have poor internal 
drainage - even in locations with good surface drainage. 

Light soils generally will not need many amendments, 
but add liberal quantities of coarse sand and some organic 
material such as peat moss or leaf mold in heavy, clay soils. 
In tight soil, as much as six bushels of organic material per 
100 square feet of bed area may be added. 

Fertilization. Daffodils do not require heavy fertilization. 
When preparing beds, incorporate 2 to 3 pounds of a 
complete fertilizer, such as a 5-10-5, into 100 square feet of 
soil along with sand and organic material. Packaged bulb 
food also works well. 

When planting bulbs in clumps rather than beds, use 
about a handful of fertilizer per dozen bulbs. Be sure to mix 
the fertilizer thoroughly with the soil. Never place it di-
rectly in the bottom of the hole - a high fertilizer concentra-
tion can kill newly emerging roots and promote bulb rots. 

Location. Daffodils are suitable for planting in shrub 
borders, perennial beds and among certain ground covers. 
They should be planted in groups of three to 12 bulbs of one 
variety for the best effect. 

Daffodils are especially suitable for planting in front of 
evergreens that provide background and wind protection. 
Also, keep in mind that daffodils planted near a building 
foundation in a southern exposure or those on a southern 
slope generally flower earlier than the same variety in 
another location. 

Timing. Daffodils must have time to develop a 
good root system before cold weather sets in and the 
soil freezes. For this reason, planting before mid-
October is generally best. In areas where cold weather 
arrives late, planting as late as Thanksgiving may 
still give good results. Also, select large, firm, healthy 
bulbs to get the most from the planting. 

DAFFODIL CARE. Daffodils need little care dur-
ing the spring. Established bulbs should be fertilized 
lightly as leaves come through the soil. Be careful not 
to get fertilizer on new leaves, or they may be burned. 

During and after flowering, daffodils need plenty 
of moisture for active growth. However, the bulbs 
should remain fairly dry during the summer when 
they are dormant. 

After flowering, promptly remove heads to pre-
vent seed production, but don't cut the foliage until 
it dies down naturally. The leaves manufacture food 
that is stored in the bulb, which helps produce flow-
ers the following year. The longer the foliage lasts, 
the better the blooms will be the following year. I D 
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THE INTERVIEW PROCESS 

Hire Slow, 
Fire Quick 

Many lawn and landscape professionals probably wish 

they had used the concept of hiring slowly at least once or 

twice during their business pasts. Perhaps spending more 

time interviewing job applicants would have prevented 

some contractors from hiring someone who turned out to 

be the worst employee imaginable. 
But many contractors are uncomfortable during the 

interview process, even when they are the ones asking the 
questions. To make matters worse, this awkward feeling is 
typically accompanied by a sense of urgency due to the 
immediate need for personnel. Bill Hoopes, director of 
training, development and regulatory affairs for Scotts 

LawnService, Marysville, Ohio, said that interviews natu-
rally create a sense of uneasiness for both the interviewer 
and the interviewee. Both parties are trying to learn about 
the other party, while simultaneously providing informa-
tion about themselves, he pointed out. 

Hoopes explained that contractors can take some simple 
steps to alleviate any job applicant tension and actually use 
the interview process as a means for attracting potential 
employees. In fact, if the interview process is given ad-
equate attention and approached seriously, contractors 
may be able to eliminate the need to "fire quick." 

FIRST IMPRESSIONS MATTER. The interview pro-
cess starts long before the actual interview takes place, 
Hoopes explained. "The first mistake contractors make 
when interviewing job applicants is that they aren't consis-
tent in terms of how they advertise jobs and how they 
present jobs or their companies," he explained. "People 
show up for an interview because they've heard good 
things about your company or read an ad that offered an 
exciting description, but then they get to the office and 
there's a pile of cigarette butts by the door." 

Such a negative impression gives the interview process 

Specialized forms just for Landscapers. 
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a black eye and may even convince the appli-
cant to leave before interviewing for the job. 
Cleaning up the office is a good first step 
toward making an employee-friendly im-
pression on job applicants. 

When a potential hire does walk through 
the door for an interview, Hoopes said the 
first person he or she meets upon entering 
the office plays a critical role. 

"The interviewer should let the recep-
tionist know that a job candidate is coming 
into the office, and provide the person's name 
and interview time," Hoopes recommended. 
"Now, when this nervous person shows up, 
they are greeted with a smile by someone 
who says, 'Oh, you must be Bob/" 

Such a greeting can make job applicants 
more comfortable and hopeful about the job. 

Hoopes said all potential hires should fill 
out applications before interviews, and he 
also has each applicant spend 10 minutes 
taking a brief quiz that highlights necessary 
job skills. "We want our employees to have 
written communication with clients, so I ask 
each applicant some written questions, such 

as how to calculate the square footage of a 
yard, to evaluate their skills," he said. 

This quiz and the applicant's resume 
should be scrutinized when evaluating the 
candidate's qualifications. "Look for gaps in 
time or inconsistencies in the resume," he 
recommended. "If the applicant graduated 
from school in 1997 and lists a job that started 
in 1999, ask them what they did in 1998." 

In addition to probing resume informa-
tion, Hoopes recommended asking questions 
focused on the applicant's past experience be-
cause "experience is the best indicator of future 
performance." Avoid questions that can be 
answered with a yes or a no, he noted, and try 
to use the interview to figure out how valu-
able the applicant could be to your organiza-
tion for the short term and how much long-
term potential he or she has. 

Hoopes said he spends about 30 minutes 
with good applicants and less with interviewees 
who he won't hire. "The first two minutes of 
the interview should be spent explaining the 
position you're hiring for because you should 
never assume they know this," he pointed out. 

"Then spend about 10 minutes asking ques-
tions about the applicant's background, look-
ing for a place he or she fits in your company. 

"If they're not a good fit, end the inter-
view right there instead of wasting any more 
time," he continued. "If you think this is a 
good fit, spend another 10 minutes answer-
ing questions they have about the job or the 
company." 

Asking the last question and escorting 
the applicant out of the office doesn't neces-
sarily end the interview, however. Hoopes 
recommended companies develop an inter-
view evaluation form to complete immedi-
ately after each interview. "Use these sheets 
to record the salient facts of the applicant," 
he explained. "If you like someone but they 
don't take the job, call them back four weeks 
later and see if they're happy with their 
decision." - Bob West 3 1 

For a list of recommended interview questions 
and questions to avoid asking, check out the 
expanded online version of this story in the March 
issue at www.lawnandlandscape.com 

The Spade 

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

A "patented" and versatile piece of equipment that attaches to any brand of 
skid loader designed to: 
• Aid in planting shrubs and large trees. 
• Constructing retaining walls and digging in horizontal banks. 
• Digging trenches for drain pipe installation and irrigation 
• Move soil, compost, or mulch with the Spade's 1/2-yard bucket 

that is already attached 
• Move the plant from the truck to the planting site with the boom-

like design and chain attachment with greater ease 

Almost no maintenance - Replace digging teeth and go! 

We are proud to announce the Mini-Spade that attaches 
to mini-skid loaders. Now available! 

Dealers Inquiries welcomed! 

SPREADER-MATE™ 
Self-contained "Drop-In" sprayer 

for commercial broadcast spreaders. 
IDEAL FOR... 

Specially molded 
polyethelyne tank (9 gallon). 
Fits in most commercial 
broadcast spreaders. 

• Commercial Lawn Care 

• Special Applications 

• Ornamental Spraying 

Up to 30,000 sq.ft. per fill up 
Deep cycle gel battery 
Diaphragm pump with pressure 
regulator and gauge 
Totally self-contained, easily 
removed and stored 
Installs in under a minute 
80" quick attach boom with spring 
break away 
One year warranty 

j r c f l l o n SPRAYING 
^ l o r k EQUIPMENT 

7594 Selden Road • PO Box 8 • Le Roy, NY 14482 
800-706-9530 • (716) 768-7035 • Fax (716) 768-4771 
email: gcspray@hfent.com • www.gregsonclark.com 

For more information or to order call: 
TRIPLE D ENTERPRISES 1-800-478-7077 

O r contact us at WWW.TRIPLED-ENTERPRISES.COM 

http://www.lawnandlandscape.com
mailto:gcspray@hfent.com
http://www.gregsonclark.com
http://WWW.TRIPLED-ENTERPRISES.COM


THE SYNERGISTIC SOLUTION 

Topdressing 
Turf 
The efficient application of any product is 

important to remain profitable, but com-

post requires special handling due to its bulky nature. 

When it comes to topdressing turf after aeration (a practice 
we all know we should do more often), spreading a thin layer of 
compost over the surface of turf has been challenging to do 
effectively or efficiently. 

There is no argument among turf professionals that aera-
tion and topdressing should be done at least yearly on most 
turf, yet many companies ignore this part of their program 
even though it is a perfect way to add valuable organic 
matter to the soil profile once the turf is established. 

APPLICATION EFFICIENCY ISSUES. Manual applica-
tion of composts or compost blends does not make for an 
exciting day. It is hard work, and the results are as good as the 
quality control of the individual on the end of the rake. 

But spreaders allow contractors to topdress more easily. 
In effect, the equipment makes the concept of selling 
topdressing real and gives contractors another service to 
offer. And instead of breaking even due to the high cost of 
manual application, contractors can now actually realize 
profit from compost work. 

NUTRIENTS: LESS IS MORE* The nutrients delivered 
via topdressing are not to be ignored. Organic lawn 
care programs using compost and topdressing are 
starting to take root in many areas where nutrient 
compost is available. Until now, the barrier has been 
application of materials. Many of these programs are 
three-step programs that deliver less than the required 
6 to 8 pounds of nitrogen per 1,000 square feet, but they 
still deliver good results due to the physical and bio-
logical benefits received from compost. 

For instance, a single application of compost used as 
topdressing can provide about 2 pounds of available 
nitrogen, released over the entire growing season, as 
the plant requires it. And one of the main benefits about 
the nutrients in compost is that they rarely burn be-
cause the majority of the nitrogen is contained in the 
organic form and must be converted to available nitro-
gen prior to being used by the plant. This conversion 

requires warm temperatures, moisture and microbes to do 
the work, so it won't take place until the compost has been 
applied to the soil. 

The micronutrients in compost also help and compost 
has long been known to help reduce thatch 
and a host of diseases associated with heavy 
thatch buildup. 

SELL ING THE PACKAGE. Scott 
Jacobsen, president, Quality Cuts, Arnold, 
Md., first purchased a spreader last sum-
mer after the third straight year of drought. 
He was having some success using com-

post for turf repair and establishment, so we wanted a better 
way to do this work. Jacobsen was successful enough to pay 
for the entire machine last year. 

Jacobsen works with about 50 lawns a year, and he has 
found that topdressing actually helps him sell other parts of 
the program. "When customers' lawns looks good, they 
seem to be more inclined to go with a shrub or perennial 
package or mulching," he said. "But when their lawn is dead 
from the drought, they are not interested in anything." 

Quality Cuts' renovation program includes: de-thatch-
ing; aeration; over-seeding; and topdressing with a biosolid 
compost because of its high nitrogen content. 

Now that Jacobsen's lawns have been compared to con-
ventional programs for three years, he sees an edge. "There 
is no comparison during a drought," he explained. "Our 
lawns stay alive while the other lawns have a significant loss 
and need to be repaired. Using our program is easier and 
less expensive for the property owner instead of renovating 
their lawn each year after a drought. We sell a lot of pro-
grams with that comparison." - Rod Tyler 10 

The author is a consultant with Green Horizons, Medina, Ohio, 
and can be reached at rodndon@gte.net. 

A topdressing 

application of 

compost makes 

sense after 

aerating a lawn, 

and topdressing 

can be applied 

easily with the use 

of a spreader that 

attaches to 

commercial 

mowers. Photos: 

Rod Tyler 

LAWN & LANDSCAPE www.lawnandlandscape.com MARCH 2 0 0 1 29 

mailto:rodndon@gte.net
http://www.lawnandlandscape.com


PLANNING AHEAD 

Predicting 
Insect 
Activity 
Two methods have been used to help predict when a specific 

pest activity should occur - Degree-Days and Plant Phenol-

ogy. It is important to remember that both methods merely 

help predict when a pest activity will occur but neither method 

can predict the magnitude of the activity or potential damage. 

DEGREE-DAYS. Since insect and mite pests are "cold 
blooded" animals, their development is slow at cool tempera-

(continued on page 32) 

TARGET 
PEST STAGE 

DEGREE-
DAYS* 

Northern Masked Chafer 1st adults 898-905 
«« 90% adult flight 1377-1579 

Southern Masked Chafer 1st adults 1000-1109 
« 90% adult flight 1526-1679 

Bluegrass billbug 1st adult activity 280-352 
•• 30% adult 560-624 

70% egg hatch 925-1035 

Hairy chinch bug 1st adult egg laying 198-252 
m 1st egg hatch 522-702 

Bluegrass webworm 1st gen. adult flight 864-900 

2nd gen. adult flight 1900-2000 

Larger sod webworm 1st gen. adult flight 846-882 

2nd gen. adult flight 1980-2100 

Cranberry girdler peak adult flight 1080-1170 

'using threshold base of 50 degrees F and start date of February 1 in Ohio 

This chart contains examples of degree-day accumulations for 
several turf pests, including bluegrass billbugs, hairy chinch 
bugs, bluegrass webworms, larger sod webworms, cranberry 
girdlers, northern masked chafers and southern masked chafers. 
Source: Destructive Turf Insects 

ATTENTION 
LANDSCAPERS 

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 

ISUZU 
TRUCK 
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SPRING is one of the BEST TIMES to effectively treat many tree problems 
MAUGET offers a "PHARMACY" of plant health care products. 

&00» TREES-Rx 0 O O 6 7 3 » 3 7 7 9 
0OO» TREE HLP (Toll Free Tech. Support) 677»S73»3457 

USE READER SERVICE # 8 2 

INSECTICIDES IMICIDE, containing Imidacloprid, the active ingredient found in MERIT® 
ABACIDE, containing abamectin, controlling many insects including Mites. 

^ ^ (Both IMICIDE & ABACIDE can control insects all season long with a single application) 
INJEC-A-CIDE, containing Metasystox R, broad spectrum insecticide. 
INJECT-A-CIDE B, containing Bidrin, broad spectrum insecticide. 

FUNGICIDES FUNGISOL, controls or suppress over 31 destructive diseases. 
TEBUJECT, contains tebuconazole, controls or suppresses 4 additional 

i diseases including "Crabapple Scab". 

COMBINATIONS IMISOL and ABASOL, two powerful new products that with one single application 
control a variety of insects including Mites, and over 31 tree diseases. 

MYCOJECT, containing oxytetracycline, suppress bacterial diseases 
such as Ash Yellows, Palm lethal yellows, Leaf Scorches 
of Oak & Elm and Fire Blight. 

ANTIBIOTICS 

FERTILIZERS STEMIX, STEMIX HI VOLUME, STEMIX IRON/ZINC, 
INJECT-A-MIN IRON/ZINC, INJECT-A-MIN MANGANESE and 

Micro-Nutrients 
T H l f * ? R l N < j 

TM<F A> ClOfFR LOOK 
M TRFF HFUTH U R C 



Insect LP. 
(continued from page 30) 

tures and faster at higher temperatures. The 
number of "heat units" above a baseline de-
velopmental threshold temperature an in-
sect is exposed to each day (=Degree-Days), 
has a direct influence on how fast it will 
develop. The base line developmental tem-
perature for most insects is considered to be 
50 degrees Fahrenheit and air temperatures 
are often used. 

The "daily average" method is most com-
monly used to calculate the number of heat 
units above 50 degrees F to which the pest is 
exposed. For example, if the low tempera-
ture for a day was 40 degrees F and the high 
temperature was 70 degrees F, the average 
temperature would be 55 degrees F [(40 + 
70)/ 2]. For this day 55 degrees - 50 degrees = 
5 degree-day units. When these units are 
added to the previous days' units, one gets 
the cumulative degree-day units. (When cal-
culation yields a negative number or zero, no 
degree-day units are accumulated - and zero 
is added for that day). Once a certain number 
of degree-day units have been accumulated, 

pest activity can be expected. 
The following chart contains ex-
amples of degree-day accumu-
lations for several turf pests. 

PENOLOGICAL INDICA-
T O R S . Apparently, certain 
plants and insect pests develop at similar 
rates, and visible or measurable events in 
nature (= phonological occurrences) occur at 
the same time. The best phonological indica-
tors are plants that have easily observed 
events (e.g., bud break, flowering - begin-
ning, full bloom, or petal drop). 

We recommend development of a pho-

During the onset of full 
bloom in Vanhoutte 
spirea (left), black 
turfgrass ataenius begin to 
lay eggs (below) for the 
first generation. Insect ID. 
features excerpts from De-
structive Turf Insects by 
The Ohio State University 
entomologists Harry 
Niemczyk and David 
Shetlar. For more infor-
mation on the book, call 
800/456-0707. 

nological record 
book. Each year, 
record in chrono-

logical order the observable events seen and 
record pest activity at this time. After several 
years of keeping such records, it will be seen 
that certain plant events consistently occur in 
the same order and at the same time as certain 
pest events. Now, integrate these records into 
your Pest Spectrum and Target Calendar and 
you really have a useful tool. H 

Every Wells C a r g o landscape _ 
trai ler is bui lt w i t h r u g g e d durabi l i ty 

a n d h a s s l e - f r e e p e r f o r m a n c e as s t a n d a r d 
features . No shortcuts. No cutt ing corners. Just t h e ™ 

best built trai ler y o u can o w n a n d c u s t o m i z e d t h e w a y 
y o u w a n t it. T h o u s a n d s of units o n t h e road are our 

proof . O u r c o m p r e h e n s i v e 3 - Y e a r W a r r a n t y P r o g r a m is 
your protection. Call (800) 348-7553 for a FREE information 
p a c k e t a n d n e a r e s t a u t h o r i z e d W e l l s C a r g o d e a l e r . 

www.wellscargo.com 

YOUR BEST INVESTMENT 
DOWN THE LINE 
THE L-2 UNDERGROUND PIPE LAYER 

• Lays pipe or cable 
• Simple, efficient all mechanical drive 
* Rugged yet compact and highly 

maneuverable 
* 850 lbs. on rubber tracks provide for 

minimal lawn damage 
* Reliable, consistent performance in a 

low maintenance machine 
* Operator training provided 
• 16 hp. Kohler magnum engine 
* Boring attachment available 

L INE KWARD 
C O R P O R A T I O N 

1 5 7 S E N E C A C R E E K R O A D 

B U F F A L O . N Y 1 4 2 2 4 • 7 1 6 6 7 5 - 7 3 7 3 

FAX 7 1 6 6 7 4 - 5 3 3 4 • 8 0 0 8 1 6 - 9 6 2 1 
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I think my business is ready to expand geographically. 

Can you give me some insight on what things I should pay 

particular attention to? 

Geographic expansion is a logical move to make if you 
want to grow your business. As I mentioned in last 
month's column however, make sure you have the sys-
tems and infrastructure in place to make it work. Assum-
ing you do, here are some things to consider. 

The most important issue pertains to your staffing of 
the branch. Needless to say, you want a manager that you 
are extremely comfortable with. This individual will be 
the key to your company's ability to expand. 

I strongly suggest promoting from within your orga-
nization for this position as opposed to going outside 
your company. Having a loyal associate who you know 
well and who understands your corporate culture is an 
absolute necessity for your first branch. Hiring outside of 

H O T E 
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, 

David was the president of Minor's Landscape Services, a S300 

employee, former INC. 500 award-winning company he founded in 

1978 and sold to TruGreen-ChemLawn in 1998. Readers with 

questions for Minor can fax them to Lawn & Landscape at 216/ 

961-0364 or e-mail them to bwest@lawnandlandscape.com. 
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the company is just too risky. The compensa-
tion structure for this individual is also im-
portant. Make sure this manager has incen-
tives in place that reward based on quantifi-
able success for his or her branch. Be specific 
about what is important and reward him or 
her for successfully accomplishing goals. 

The reporting mechanism you have in 
place for the branch is also important. At 
minimum, I suggest requiring a weekly man-
agement report that allows you to monitor 
key success factors in this business. The in-
formation contained in this report would 
need to include things like sales data for the 
branch, staffing updates, customer additions 
and cancellations, and depending on whether 
you central or decentralize your accounting 
system, some type of financial report. 

This data should be submitted to you in a 
timely fashion, and you must commit to 
reviewing it and providing feedback to your 
manager right away. This may seem obvi-
ous, but how you as a leader manage your 
branch from the home office will probably be 
different that what you are accustomed to. 

So developing your own leadership skills 
and having the right reporting mechanisms 
in place is going to be very important. 

Another key success factor pertains to the 
development of your corporate culture in the 
branch. Make this a priority for your branch 

G e o g r a p h i c 

expansion is a 

logical move to make 

if you want to g r o w 

our business. 
manager and hold him or her accountable. I 
could write a book on developing your cul-
ture - suffice to say, it is important. 

That means you must be involved in the 
development of the culture. In fact, as the 
business grows, this may be your single most 
important responsibility. If you promote your 
company's mission and values at every op-

portunity, it becomes second nature to your 
employees and they will live it daily. You 
must, however, make this a top priority. 

There are numerous other logistical and 
tactical issues to consider as well when 
branching out geographically, such as locat-
ing the branch. Conduct a thorough evalua-
tion of where you want to locate the branch. 
Ask these questions: what is the market po-
tential? Who are your competitors? What are 
the seasonal or horticultural considerations 
you have to address? Where will your labor 
come from? Where will your physical facility 
be located? 

The biggest mistake one can make is as-
suming that because they succeeded in one 
area they will automatically succeed in a 
new location. Obviously, you hope that ev-
erything you have in place is transferable, 
but each market has its own idiosyncrasies 
that must be addressed. 

The bottom line is to do a thoughtful 
evaluation of all the above. Don't shoot from 
the hip, plan carefully and your chances at 
success will improve. 0J 

Cure for Turfgrass 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. 

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. it's Gandy 
Trailing gang rollers or fiber brushes 
are optional. This year, cure Owatonna, MN 55060 
turfgrass baldness forever. 800/443-2476 507/451-5430 

No other product can 
beat the durability 

and design flexibility 
offered by VERSA-LOK solid retaining 

wall units. No exceptions. Only VERSA-LOK, with its 
unique pinning system, permits construction of an 
unlimited variety 
of curves, corners, 
and steps without 
special units. ^ ^ ^ ^ ^ ^ ^ ^ Free 

Installation 
Guidelines 

(800 )770 -4525 

VERSA-LOK' Retaining Wall Systems 
Oakdale, MN • (800)770-4525 • www.versa-lok.com 

http://www.versa-lok.com


BrJUiant 
Kentucky bluegrass 

Top NTEP variety. 
First Kentucky blue 

better than Midnight. 

Kentucky bluegrass 
Good summer survival 

excellent turf performance. 
Dark blue-green color. 

MoAjight m y « M i u u m M n r f l i C t o r 
Kentucky bluegrass nStr wi 

Good overa// disease resistance. K e n t u c k V bluegrass 0 
Good sa/f tolerance. Most aggressive 

Good summer performance. Kentucky blue. Performs 
Dark blue-green color. wel1 at V2" cut 

Ideal for fairways. 

Perennial ryegrass 
Germinates in 

10,000 ppm NaCl 
in salt table tests. 

a n a q g u n a m p 
Deschampsia caespitosa L. 

Cold tolerant perennial. 
Excellent shade tolerance, 

good traffic tolerance. 

Aurora Gold 
Hard fescue 

Glyphosate tolerant 
with proper management. 

Pure Gold 
Tall fescue 

Glyphosate tolerant 
with proper management. 
Outstanding turf quality. 

ns Tomahawk RT 
Tall fescue 

Glyphosate tolerant 
with proper management. 

Dark blue-green color. 

Perennial ryegrass 
The most salt tolerant ryegrass. 

This next generation of perennial 
ryes will set the new 

performance standard. 

Cynosurus cristatus L. 
Excellent shade and wear 

tolerance. Good winter 
performance. Good in mixtures 

with tall fescue and Kentucky blue. 

Perennial ryegrass 
New standard for ease 

of transition in 
winter overseeding. 

m Radiance 
Colonial Bentgrass 

Good spring and fall density 
and good summer performance 
where other colonials struggle. 

PST-9F7 
Colonial bentgrass 

Good year-round quality, 
good resistance to dollar spot 

and brown patch make this 
ideal for fairway use. 

Supplies may be limited. Order NOW from your seed dealer for fall 2001 shipment. 

PRODUCED AND 
MARKETED BY TURF-SEED, INC. • 800-247-6910 • www.turf-seed.com • e-mail: info@turf-seed.com 

© 2 0 0 1 Turf-Seed, Inc. 
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Spelling It Out 
Setting up a straightforward compensation program 

makes sense even for a smaller company with a minimal 

amount of employees. Carl Rantzow, owner, Selkirk Lawn 

& Landscape, Spokane, Wash., learned this firsthand at 

his $300,000 operation. For his eight full-time employees, 

"we have put in writing exactly what compensation they 

can expect where they're at, at their skill levels/' he 

described. This up-front approach to compensation lets 

employees know what they need to do to reach the next 

pay range and that their efforts will eventually be re-

warded, he added. 

Having requirements and expectations in writing can 
be a helpful management tool, since it tends to separate 
the goal-oriented employees from those who are just 
showing up for work every day, according to Rantzow. 
"Some people want to have a place to work with no 
hassles and that's the end of it," he described. "Others 
want to make a career of it." A clear compensation pro-
gram benefits more motivated employees by demonstrat-
ing how performance is tied to wages and gives them 
incentive to better themselves, Rantzow added. "Those 

(continued on page 43) 
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rnx (ost Tomorrow! 
NEW LANDSCAPING TOOL 
It's Affordable - Prices Start At $3,995-

Rugged, single rotor guarantees low maintenance. 
Spiral-mounted. carbide-tipped mining teeth prepare 

soil while remo ving debris and rocks of all sizes. 

Attaches to any skid-steer bucket III 

sw* mz* « 

OLDHAM 
CHEMICALS COMPANY, INC. 

OVER 30 YEARS OF RELIABILITY 

200 GALLON LAWN RIG 
• 200 GALLON OLDHAM TANK WITH BAFFLE. 
• HYPRO D30 TWIN DIAPHRAGM PUMP. 
• 5.5 HP HONDA ENGINE. 
• HANNAY ELECTRIC REEL WITH 300' 1/2" HOSE. 

INSECTICIDES • FUNGICIDES • HERBICIDES 
SAFETY EQUIPMENT • SPRAY RIGS AND ACCESSORIES 

1-800 888-5502 
PO BOX 18358 

3701 NEW GETWELL ROAD 
MEMPHIS, TN 38118 
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DEMAND THE BEST, DEMAND HUSQVARNA! 

Experience 
the Difference 
of Husqvarna! 
Husqvarna has manufactured 
some of the world's best 
and toughest equipment for 
312 years. With our Swedish 
heritage, we have always 
brought precision engineering, 
environmental respect, 
ergonomic excellence as well 
as safety and performance 
innovation to every single 
product we manufacture. 

This year, more than ever, 
Husqvarna is your Total 
Source for outdoor power 
equipment. And we promise 
you that we will exceed your 
expectations by offering you 
intelligent solutions that make 
your tasks more efficient, 
easier and more inspiring. 

Put our products to the test, 
head to head with the compe-
tition, at your Husqvarna 
retailer. You will see, feel 
and hear the Husqvarna 
difference. The difference is 
in our Air Injection, Smart 
Start, LowVib, E-Tech engines, 
ergonomic designs and 
many other features exclusive 
to Husqvarna products. 

So don't wait. 
Try Husqvarna and Experience 
The Difference, Today! 

15-DAY SATISFACTION GUARANTEE 



LIGHTER AND TOUGHER - SEE FOR YOURSELF! 

QUALITY- Rigid steel drive 
shaft Threaded at clutch end. 
Splined at the gear box. 
Lightweight and less vibration. 

DURABILITY-
Forged connecting rod and forged 
3-piece crankshaft for long life. 

STARTING AND 
MAINTENANCE-
1. Easilv accessible air filter and 

spark-plug simplify servicing. 
2. Easily accessible choke control. 
3. Air purge system makes starting 

even easier. 
4. Translucent fuel tank. 

ERGONOMIC LOOP 
HANDLE - Husqvarna's loop 
handle centers the shaft under 
your hand for precise balance in 
either the trimming or edging 
position. 

a NEW! TITANIUM FORCE™ 
TRIMMER LINE-

With the patented Whisper 
design and a formula which 
includes Titanium, it's considered 
by many pros to be the best 
line available. It accelerates 
faster, wears longer, has level 
flight characteristics, low fuel 

consumption and is quieter than other lines. Try Husqvama 
Titanium Forcem trimmer line, and you'll never settle for 
anything less! 

Model 325L 

You won't believe your eyes. 
Take any brand of tr immer and 
run it full throttle in a container 
filled with water. This \— 
will give you the feel 
of t h e t r i m m e r ' s 
performance under a 
constant load. T h e n 
do the s a m e w i t h 
our Husqvarna 325L. 

T h e differences are anything 
but subtle. You'll feel Husqvarna's 
superior torque. You'll feel less 

v i b r a t i o n in y o u r 
hands . Y o u ' l l hear 
less s tra in f rom the 
motor. See for your-
self. Once you try a 
Husqvarna t r immer, 
there is no contest! 

E-tech 

^ I 
• T - ^ 

* 

Husqvarna trimmers allow 
you to work more comfortably, 
thanks to their significantly lower 
vibration levels. The LowVib' 
ant-vibration system effectively 
reduces vibrations from the 
handle and throttle control. 

NEW 
FOR 2001 

E-tech' engines reduce certain 
harmful exhaust emissions and the 
smoke and odor associated with 
these emissions. 

T H E FOREST, L A W N & G A R D E N 
E Q U I P M E N T OF 

Visit our web site at www.husqvarna.com 

©Husqvarna 
/ A ^ i / Tough Name.Tough Equipment. 

http://www.husqvarna.com


BUILT TO MAXIMIZE PRODUCTIVITY! 

M O W E R S 

No one has served professionals 
longer than Husqvarna . For over 
300 years, we've served pros 
around the world. T h a t is why 
we know what lawn 
care p r o f e s s i o n a l s 
need to m a x i m i z e 
productivity. Naturally 
then , we offer a 
Total Source product 
line. O u r precision 

equipment is Swedish-engineered 
to be durable and maneuverable. 
In fact, our new Zero-Turn Mowers 
have taken the industry by storm. 

They're bigger, better 
and faster, with a 
top g r o u n d - s p e e d 
of 10 mph. Test-
drive one and put 
Husqvarna power in 
your hands today! 

11.4 gallon fuel capacity 
for up to 12 hours of run 
time between filkjps. 

Efgonomic design 
deck lift system 
offers precise 
cutting height in 
114" increments. 
Optional foot assis 
deck lift available. 

Caster yoke features full tapered 
roller bearings and reinforced "L" 
bracket for durability and long life. 

Automotive style "stacked" hydraulic 
cooler provides superior cooling in 
a system utilizing fully synthetic oil. 

State-of-the-art, heavy-duty welded 
uni-body frame provides increased 
strength and longer life. 

Husqvarna spindles are 
maintenance free and backed 

a 3-year warranty. 

I B 
Wide tires provide smoother ride 
with less turf compaction. 

T H E FOREST. L A W N & G A R D E N 
EQUIPMENT O F 

Visit our web site at www.husqvarna.com 

(h) Husqvarna 
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ENGINEERED FOR POWER AND PERFORMANCE! 

Decompression valve that reduces 
piston pressure when starting. 

Also reduces required 
pulling force, which makes 
starting easier and reduces 
wear on starter parts. 
Available on many models. 
Combined choke/stop 

control eliminates starting 
difficulties that could result 

if the stop button was in the 
wrong position. 

VOLT TECH IGNITION-
New technology on many of our saws. 
Ignition timing is retarded for easier 
starting. The ignition also senses 
when the saw comes under load and 
advances timing to give maximum 
engine torque while in the cut 

Husqvarna's exclusive two-mass 
anti-vibration system reduces 
vibration by isolating the handle 
system from the engine with 
rubber mounts or steel springs. 
Available on all models. 

_PT 
CHARGED. 

Crankcase "tuned" to a cylinder 
with balanced transfer ports. 
Provides smooth flow of the air I 
fuel "charge." Results in more 
efficient combustion and maximum 
power. Available on all models. 

Test the Husqvarna model 350 
versus the competit ion's 50cc 
model in the square log test. T h e 
square log ensures that the thick-
ness is constant and 
that the stability of the 
cutting surface is not a 
factor. The Husqvarna 
350 is lighter,faster and 
better. Equipped with 

A i r Injection for longer, stronger 
running between filter cleanings, 
S m a r t S t a r t ' d e c o m p r e s s i o n 
valve, and LowVib anti-vibration 

s y s t e m , t h e 350 is 
tough to beat. Try the 
square log test yourself. 
E x p e r i e n c e what it's 
like to hold a real chain 
saw in your hands! 

COOLFLO CLUTCH -
Outboard clutch brings the bar 
closer to the centerline of the saw, 
which helps make the saw body 
even slimmer. This design also 
keeps excessive heat away from 
the main bearings and seals. 

T H E FOREST, L A W N & G A R D E N 
EQUIPMENT OF 

II, M 

Visit our web site at www.husqvarna.com 
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THE HUSQVARNA SERVICING DEALER DIFFERENCE-
A Husqvarna servicing retailer offers you the benefit of their years 

of training and experience in the outdoor power equipment industry. 

This knowledge is essential in helping you choose the products that 

best meet your needs. Their expert technicians are here to keep 

your equipment running better, longer. 

BRAND PROMISE- Professional people, who take pride in a job 
well done, rely on Husqvarna, a leading authority in forest, park and 
garden care. Husqvarna is the brand that exceeds their expectations 
by offering intelligent solutions making their tasks more efficient, 
easier and more inspiring. 

ENVIRONMENTAL POLICY- Our business operations are run on sound 
economic principles and take into account their long-term effects on the 
environment. Our environmental goals are to continually adapt to changes in 
society and to exceed the minimum requirements stipulated by legislative 
authorities. Negative effects on the environment will be reduced by preventive 
measures and constant improvements based on forward thinking and knowledge 
of the product's entire life cycle. These goals are embraced by the company 
as a whole and include all Husqvarna associates. We encourage all suppliers 
and contractors to adopt these same principles. 

Tough products proudly sold and serviced by the best dealers in the business - Husqvarna Power Retailers. 

YOU'VE GOT TO EXPERIENCE THE HUSQVARNA DIFFERENCE! 
For a retailer near you call l-800-HUSKY 62, or if you are a servicing retailer 

and want to join our team of Power Retailers call l-800-GET SAWS. 

©Husqvarna 
Tough Name.Tough Equipment." 

www.husqvarna.com 
©2001 Husqvarna 

http://www.husqvarna.com


Minting Vnur Business 
(continued from page 36) 
"people that want to move forward, take ini-
tiative and get educated will be rewarded." 

Having this information in writing also 
alleviates confusion or charges of favoritism. 
"If an employee is just waiting for an em-
ployer to give him a raise, there are a lot of 
different things that come into play," 
Rantzow pointed out, noting that formal 
policies also make him a more accountable 
manager. "If you put it in writing, you're not 
going to change it," he said. "These guide-
lines put employees in control of how much 
they're making." 

FOR EXAMPLE... Here are a few examples 
of Rantzow's guidelines, which are broken 
down into three levels. These let employees 
Kjjow what is expected of them and what 
they need to do to advance, he described. 

Laborer/Helper ($6.50 - $8.50 an hour) 
Minimum requirements: Must be willing to 
work hard. Does not need any previous land-
scape experience but must have a good work 

history. Must follow directions well, have a 
valid drivers' license and pass a drug test. 

Continued development: Carry out the tasks 
he is asked to do. The main objective is to work 
hard, be to work on time, wear company shirt 
and find out how each service (e.g. mowing, 
aeration, etc.) is expected to be carried out. 

Landscaper Level 1 ($8.50 -$11 an hour 
plus basic medical) Minimum requirements: 
Has a minimum of six months experience 
with Selkirk or one year with another com-
mercial landscaping company. Has helped 
with mowing, pruning, spring or fall cleanup, 
core aeration, power raking and shrub bed 
maintenance. Must be able to complete all 
phases of mowing unsupervised and be able 
to effectively maneuver truck and trailer. 
Must know location and procedures for all 
dumping sites. 

Continued development: Should take initia-
tive to further own development and initiate 

opportunities to learn from the people he is 
working with, from books and other sources. 
He should be continually refining his skills 
to become faster and more efficient. 

Landscaper Level 2 ($11 - $14 an hour 
plus basic medical) Minimum requirements: 
Has at least two years experience with Selkirk 
or five years with another commercial land-
scape company. Must have at least one of the 
following: pesticide applicator license; ar-
borist or landscape technician certification; 
or two-year horticultural degree. Must be 
able to carry out all services on own and 
effectively manage a laborer; should be able 
to identify all perennials, shrubs and trees. 

Continued development: Should continue 
own education on plants, pesticides, hard-
ware and equipment and set a good example 
by offering help, training and setting 
high standards of punctuality and morale. 
- Cynthia Greenleaf ID 

We want to know what smaller contractors are thinking. Send comments and ideas for future "Minding Your 
Business" topics to bwest@lawnandlandscape.com or fax 216/961-0364. 

Accepts ball, 
pintle or weight-
distributing mounts 

Extends 7 
Improves Productivity! 
Reduces Workmen's Comp Claims! 

sw/ngs i2" Makes Your Trucks Last Longer! 

Eliminates the Yo-Yo Effect 
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. 

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 lbs. weight carrying and 1,200 lbs. tongue 
weight! (without weight distribution system) 

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! 

Also the Quic 'n Easy combo gives you a choice of either a square tube 
or the solid towbar. 

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

Guic'nEasn 
I l H i l ' l l l i l l M I B n u t K™ 
DMI is a Business Unit of UTP, Fort Wayne, IN. 

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

for a distributor near you. 

mn 
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O N E C U S T O M E R 
SAID THE WAVE OF 

DeMattia 



LOOKED LIKE THE 

WHAT LINE OF WORK ARE YOU IN? SO ARE 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 I-800-F0RD-II5 or visit www.commtruck.ford.com 

-V 

E READER SERVICE # 9 7 

http://www.commtruck.ford.com


At a 
Glance 

HERBI-SYSTEMS 
HEADQUARTERS: Bartlett, Tenn. 
FOUNDED: October 1984 
2 0 0 1 ESTIMATE REVENUE: 
$2.75 million 
SERVICE MIX: 60 percent of the 
revenue comes from residential 
customers, 30 percent from commer-
cial/industrial and 10 percent from 
government/municipal. Fifty-eight 
percent of Herbi-Systems' work lawn 
care work, while 40 percent is 
industrial vegetation management and 
2 percent is trees and ornamentals. 
EMPLOYEES: 23 year-round, 2 
seasonal 
EQUIPMENT: 15 spray vehicles 
and 2 maintenance vehicles. Two 
aerators and four all-terrain vehicle 
spray rigs. 

by Bob West 

THE COMPANY 
MISSION STATEMENT: We do 
the job right so you don't have to. 
FUTURE CHALLENGES: Being 
able to balance growth and profitabil-
ity while maintaining excellent 
customer service and continuing to 
develop, train and empower our 
employees. 

THE OWNERS 
KENNY CRENSHAW 
CARL QUICK 
LEE BARCLAY 
Crenshaw founded the company in 
1984 and remains the majority 
owners. Crenshaw graduated from 
Mississippi State University with a 
degree in agricultural engineering. 
Over the years, he has allowed Quick 
and Barclay to acquire minority 
positions in the company. 

Herbi-Systems is confronting new 
challenges in order to remain 
enthroned as one of the leading lawn 
care companies in Memphis. 

4 6 MARCH 2 0 0 1 
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Herbi-Systems' managers are quick to credit their technicians for 
giving the company an edge in the local market; especially since 
many of the employees have worked at the company for more 
than five years. Photo: Gary Walpole 

Herbi-Systems 
7551 Bartlett Corporate Cove East 

Bartlett, Tenn. 38133 

PH: 901/382-5296 

FX: 901/2385-7111 

www. herbi-systems. com 

Kenny Crenshaw thinks that after 16 years, Herbi-Systems 

is now an "overnight success." 

The truth is that he never expected to build a lawn care 

company. The president of this 16-year-old firm in Mem-

phis, Tenn., has an agriculture degree and was doing 

grounds maintenance for another company that eliminated 

his job after losing a big contract. 
"The guy I was working for told me he thought lawn 

care would take off and that we should get into that work, 
so we did," Crenshaw remembered. 

The company's beginnings were anything but glamor-
ous. "I was living at home and I wasn't married, and I don't 
think we took any money out 
of the company for two years 
- not even a salary," he re-
called. "I did other jobs to 
make money, and when I did 
start taking a salary it was 
only $100 a week." 

Today, Herbi-Systems is 
one of the leading lawn care 
companies in Memphis, and Crenshaw, his general man-
ager Carl Quick, and his industrial vegetation manage-
ment manager Lee Barclay find themselves turning a com-
pany into a real business to ensure its continued success. 

THE E A R L Y D A Y S . Crenshaw has vivid memories of 
Herbi-Systems' first few years in business, and they weren't 
glamorous times. "The market was starting to take off, 
ChemLawn was doing a lot of advertising locally and we 
got the crumbs from under the table that it didn't want," he 
noted. "When you're starting out, you have to take all of the 
work and junk contracts that no one wants, like the smaller, 
$1,000 government contracts that you have to bid. Then 
you have to try to make lemonade out of lemons." 

Making a profit in these early years challenged the com-
pany, but Herbi-Systems didn't want to earn contracts just 
because it had the lowest price. "We tried to avoid low prices 
because companies that start out that way are going to have 
a tough time getting their prices up," he related. "So we 
looked for jobs that other companies didn't want because they 
were either low bid or more challenging. We don't deal with 
a lot of that low-price bid work today, but we were able to 
figure out a way to make money at it back then." 

Herbi-Systems benefited from being in a market that 
included some successful lawn care companies because 
this gave Crenshaw the opportunity to learn from the best. 
"We tried to copy everything successful companies did 
from their program to their routing," he admitted. "If you 
see something you think works, copy it. But then you have 

LAWN & LANDSCAPE www.lawnandlandscape.com MARCH 2 0 0 1 4 7 
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to innovate and do your own thing to build 
the business." 

After about five years in business, Herbi-
Systems started enjoying tremendous growth 
- up to 40 percent a year. 'Today, the market 
is much more saturated, and we're satisfied 
with 10 percent growth," Crenshaw noted. 

"The market today includes a lot of swap-
ping of customers from company to com-
pany," added Quick. "We've gone from 
spending nothing on advertising 10 years 
ago to spending almost $100,000 this year, 
which is 7 to 8 percent of lawn care revenue. 

(continued on page 50) 
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The world of industrial vegetation 
management (IVM) is one that 

many lawn care companies know about 
but that few explore. Minimal competi-
tion and the variety of the jobs are what 
drew Herbi-Systems, Memphis, Tenn., 
toward offering this service. 

"IVM was more interesting to me 
than lawn care," explained Kenny 
Crenshaw, president. "IVM is a different 
town every day, and we have IVM clients 
in seven states, while lawn care is more 
local and routine." 

Herbi-Systems found enough syner-
gies between IVM and lawn care to offer 
both services, with lawn care represent-
ing 66 percent of sales and IVM 30 per-
cent. "Both services require the same 
equipment, but IVM customers are pipe-
lines, power companies, chemical plants 
and cities," Crenshaw said. "These are 
typically big accounts, so you become 
very customer driven and you go where 
they want you to go. We prefer to stay 
within two to three hours of Memphis, 
but that's not always feasible." 

Crenshaw hopes the market for IVM 
work will soon grow. "A lot of munici-
palities have resisted herbicide use in fa-
vor of doing everything by hand, but 
we've established a good track record 
with the products we use and we're 
overcoming that obstacle with some 
people," he commented. "The problem is 
that governments don't want to make 
waves. They've got X dollars in the bud-
get, and they'll keep doing work however 
they've always done it. 

"Now, people are looking for govern-
ments to save money, and that means 
using herbicides," he continued. 

Herbi-Systems dedicates employees 
to its IVM work in two-person crews and 
always strives to cover travel costs in its 
job bids. "These companies pay us in a 
timely manner, and the competition isn't 
as intense as in lawn care," he observed, 
adding that lawn care typically delivers 
slightly higher profit margins than IVM. 
"But there isn't nearly as much work to 
do, either, so customers are harder to 
find." - Bob West 

Taking on 
Vegetation 
Management 

L A W N & LANDSCAPE 

PRESENTING THE SCHAEFF SCL515-
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The Wheel Loader That's Putting 
Skid Steers In A Spin. 

/t's no wonder so many landscape contractors are choosing 
SCHAEFF's new SCL 515 Compact Loader over skid steers. It offers 
advantages that skid steers don't. 

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

more com-
fortable, 
smoother 
ride. 

Speaking 
of comfort, 
your opera-
tor will appreciate 
the SCL's adjustable seat, 
easy access from both sides, 
and tilt steering wheel. By the 
way, our versatile wheel loader 
comes equipped with both a steering 
wheel and a joystick control. That 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 
the way skid steers do. 

To find out more about the SCL 515 Compact Loader, and for the 
name of the dealer nearest you, call SCHAEFF today at 
1-877-907-8300. When you see how 
competitively-priced the SCL 515 is, ^ ^^^ Q P H A C C C 
you'll see why, on many job sites, ^ ^ ^ l ^ 
it runs circles around skid steers. ^ ^ / ' ' K ' ' r o t l t Ltne. 

saves you 
money. Its 
longer wheel 
base also 
results in a 

http://WWW.SCHAEFFUSA.COM


The conventional wisdom on grub control is shifting from 

a curative to a preventive approach. Fortunately, MACH 2" 

Turf Insecticide offers effective preventive grub control with 

a powerful curative component as well. 

Apply MACH 2 once before egg-hatch to prevent grubs all 

season long. Or apply shortly after egg-hatch to cure grubs up 

through the second instar. Make the choice that suits your 

schedule and resource availability. 

And don't worry about watering AAACH 2 in immediately. 

Unlike other products that degrade on the surface in a single 

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

mother nature—to water it in without sacrificing effectiveness. 

Prevent or cure. Unmatched irrigation flexibility. Effective 

control with an award-winning environmental profile. Only 

MACH 2 truly gives you the best of all possible worlds. 

For more information, call 1 -888-764-6432 

ext. R3107, or visit our website at www.mach-2.com. 

INACH 2 
TURF INSECTICIDE 

IT'S ALL YOU NEED 
TO PREVENT OR CURE. 

/RohMid L.L.C. Company ©2000 
Always read and follow label directions. 

http://www.mach-2.com
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(continued from page 48) 

But we don't spend anything marketing the 
vegetation management." 

Regardless of Herbi-Systems' growth, 
Crenshaw has always maintained a long-
term perspective. "I take a long view of things, 
and sometimes that hurts us," he related. 
"Any time I do something, I want to know 

how that will help or hurt the company in 
five years. We don't do things for the short 
term if they won't help us long term. For 
example, we won't buy a piece of equipment 
that we won't be using five years from now. 
Sometimes we'll even endure some immedi-
ate pain for long-term benefits. 

"We might buy a piece of equipment that 
we don't have the work to support right now 
but that we'll have too much work for in five 
years," Quick added. "We'll buy it to get a 
foot in the door and get ourselves going." 

Crenshaw's long-term vision resulted in a 
new facility, built from the ground up, five 
years ago, which he said was an investment 
in the company's future. "We have a com-
pletely self-contained facility that was unlike 
any other in the market when it was built," 
Quick described. 

"The facility really helps us during the 
hiring process," Crenshaw noted, adding that 
he thought ChemLawn used to attract the 
best technicians in part because of its profes-
sional appearance. "When people see our 
nice, brick building they know we're a per-
manent company and that we offer more 
than a summer job. They know they can make 
a good living with us and that they'll always 
have a place to park and wash their truck, 
products will be well stored and there won't 
be junk all over the place." 

Today, Herbi-Systems employs what 
Crenshaw called "the best technicians in 
Memphis," each handling between 500 and 
700 accounts for a six-application program. 

"The challenge is that we're working out 
of a $500,000 facility, and we're competing 
against people who are operating out of their 
homes," Quick added. "They're using part-
time labor while we're paying benefits to 23 
employees. We're trying to sell quality, but 
our competitors can buy the same products 
we use. Selling quality can be tough because 
some people just want a decent-looking lawn, 
but we have to sell that quality and name 
recognition to get customers at a higher price." 

"We also designed the facility to save 
wasted time, such as filling up trucks, clean-
ing up and doing paperwork," Quick ex-
plained. "We want our technicians working 
on their craft and out in the field because 
that's when they're making us money. So our 
filling area lets us load two trucks at a time 
with a loading dock that puts the tank level 
with the floor. We have water pumping in at 
100 gallons per minute, and all of the prod-
ucts are stored right there so people aren't 
walking all around for products." 

A M A R K E T I N G MESSAGE. Most lawn 
care companies do some marketing. Herbi-

(continued on page 52) 
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In case of a sudden temperature drop, the 420's built-in 

pressure relief valve senses pressure build-up allowing the 

valve to relieve water and withstand freeze conditions 

without damage. 

The Model 420 features a drop-in replaceable seat and 

thermoplastic modular design making maintenance a 

breeze! Its all bronze body incorporates an elastomeric 

spring for the atmospheric vent and corrosion-resistant 

internal parts, providing reliable protection year after year. 
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Systems wanted something different, so it 
turned to the radio to generate customers. 

"We did live commercials on the radio, 
and the customers came in so fast that we 
could hardly keep up," Crenshaw recalled. 

For the most part, the company hired a 
local radio personality to be the voice of the 
ads, such as a morning talk show host or the 
traffic reporter. "We wanted to use someone 
who could catch people's attention and who 
people would believe," Crenshaw explained. 

Herbi-Systems has scaled back its radio 
advertising for more direct mail for now 
because radio prices got too high, although it 
continues advertising on a local home and 
garden show. "I would recommend doing 
that for anyone," Crenshaw related. "Those 
commercials don't generate a lot of leads, 
but it does get us some good leads." 

The company is also is also spending 
more time analyzing its advertising. "We 
track all of our leads and ask everyone who 

(continued on page 54) 

A few years after founding Herbi-Systems, Kenny Crenshaw's first employee 

left the company to enter the ministry. This individual had gained some 

ownership in the company, so Crenshaw decided to buy it back from him over a three-

year period. 

Since that time, Crenshaw has let two other key employees acquire equity in the 

company, both of whom still work there. "I always thought that I wanted to own 

something that other people could own a piece of as well," Crenshaw explained. "A lot 

of people just want a place to work, but others want ownership, so you need to figure 

out a way to make that work. That meant we had to change the business from a 

partnership to a C corporation." 

Crenshaw still believes in this philosophy, but he isn't certain about how wide-

spread ownership in a company can be. "I've found out that this process is compli-

cated and expensive, which is why most people probably don't do it," he explained, 

adding that owners who want to share ownership should use a good attorney. 

Crenshaw and his general manager, Carl Quick, have also taken steps to protect the 

company in the event either of them dies unexpectedly. "We have a buy/sell agree-

ment as well with our life insurance so that if either one of us dies the other one will 

be able to buy his stock," Crenshaw noted. - Bob West 

Ownership 
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calling this spring. 
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calls the office how they heard about us/' 
Quick related. "This tells us where to spend 
or not spend our money, when to quit spend-
ing it and when to spend more. 

"We used to think we knew all about our 
marketing, but then we'd get to the end of the 
year and be surprised about where our sales 
came from," Quick continued, noting that 
weather impacts the effectiveness of different 
advertising methods. "Studies show that half 
of a company's advertising is wasted every 
year, so the challenge is knowing which half. 
We're constantly trying to chase that down and 
spend less in areas that aren't working and 
more in areas that are working." 

MONEY MATTERS. Now that the popu-
larity of lawn care work has attracted so 
many new companies into the industry and 
the company's growth has slowed, Herbi-
Systems finds itself spending more time on 
business management issues that didn't seem 
as important in the past. So while Quick 

focuses on managing the lawn care work and 
Barclay oversees the vegetation management, 
Crenshaw focuses on the financial side of the 
business, oversees advertising and works to 
grow the vegetation management. Additional 
difficulty stems from the fact that each of 
these three key managers has an agricultural 
background instead of a financial base. 

"There aren't too many chiefs at this place, 
but sometimes we probably have too few of 
them," Quick recognized. "Weused tobe grow-
ing so fast that we just had to get the work done. 
The work was so easy to get that we didn't have 
to worry about sales or marketing. 

"That would have been a good time for us 
to learn the business part of the company so 
we could run it better then and now," Quick 
observed. "Then we could've been market-
ing the right way and been prepared for the 
more challenging times. Now, we'd like to 
get more profitable through increased effi-
ciency so we can keep our wages up and pay 
more than our competitors pay. To do that, 

we have to provide the best service so our 
customers are willing to pay us more. That 
all leads to a quality company. 

"Sometimes it leaves us longing for the old 
days of going out and doing the work," Quick 
continued. "But, as you grow, you have to 
move from the guy doing the work to the guy 
figuring out how to get the work done." 

"We need more foresight now as our 
company gets bigger," Crenshaw confirmed. 

"We could've been more bottom-line ori-
ented and squeezed more out of the organi-
zation, but everything isn't always about 
money," Crenshaw concluded. "We're dif-
ferent than a lot of companies because we 
service and maintain our own equipment. 
We seldom send anything out for repairs 
unless it's a specialized repair. That may not 
make us the most profitable company, but it 
helps keep employees all year." ID 

The author is Editor of Lawn & Landscape 
magazine. 
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Not only do you save on the purchase 
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you get the lowest total operating cost in 
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awesome engine life and power. 

I Amazing power to weight ratio 
for maximum productivity. 

• Easy and Fast starting engine. 

Lifetime splined main 
shaft and major ignition 

component warranty. 
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by Cynthia Greenleaf 
Cindy Sutherland, president, Sutherland Landscape, Debary, Fla., landed her first commercial 

installation job in 1990 and has since grown her company into a $650,000 operation with 

million-dollar potential. 

IN FOCUS* Commercial installation work is Sutherland's forte, and recognizing this from the 
beginning has been her secret to success. Compared to residential work, where the "home-
owner wants you to wine and dine them, hold their hand and explain everything," Sutherland 
has found commercial work to be a no-hassle, straightforward experience, she said. 

From paperwork and safety meetings to financial rewards and scheduling ease, Sutherland 
simply loves commercial work, she said. "You don't have to worry about the money and you 
are guaranteed a six-month lead time before you even get there." 

Doing her own irrigation work, in particular, has helped her secure a niche with local 
general contractors, who prefer to work with a versatile landscape contractor who can do both 
installation and irrigation, Sutherland said. "General contractors won't split the two - they 
always want to keep the commercial contracts together," she explained. 

Establishing solid relationships with local builders has allowed Sutherland to pick and 
choose which jobs she takes on. "We don't work for everybody - just a little clique of builders," 
she said. 

The key to establishing these relationships is constant professionalism - from being 
efficient and dependable to emphasizing quality and meeting customer 
expectations, she added. "People I've worked for like me because we do 
what we say we're going to do," she described. "Our word is good." 

For a landscape contractor working with builders who are 
often in a state of panic, getting in and out of a job site efficiently 
is paramount, Sutherland observed. Her company has capital-
ized on its ability to do this well, she added. 

(continued on page 58) 

For Cindy Sutherland, being 

a woman in a predominantly 

male industry has never been 

an issue. "When you're 

bidding jobs, (general 

contractors)don't know if 

you're a woman or a man," 

she observed. "They really 

just care about the numbers." 

Sutherland Landscape has found 
its niche providing installation 
and irrigation services to general 
contractors throughout central Florida. 



The new R-Series R 0 3 0 All Surface Loader is a small 
machine with big-time performance. Its specially designed 
rubber tracks and light weight allow you to work on 
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R-Series dealerships are still available 
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Sutherland recalled one job with the kind 
of adrenaline-pumping deadline she thrives 
on. A late-October shopping center installa-
tion job needed to be finished in a tight time 
frame, since the two on-site owls mated Nov. 
1 and couldn't be disturbed by the project, 
she described. Sutherland's challenge was to 
get in and out, installing a 12-zone irrigation 
system and full landscape in just a few weeks, 
so the owls would remain undisturbed dur-
ing their annual rendezvous. "That was the 
quickest we ever had to do a job, and it was 
perfect," Sutherland remembered. "We had 
four days to do an entire irrigation system." 

Extreme organization aids in the 
company's quick turnarounds. When trucks 
deliver plant material, for example, drivers 
know exactly where to unload. Plants are 
then marked with different colored flags to 
indicate variety and planting location. "Crape 
myrtle might be blue and hollies might be 
red, for example," Sutherland related. This is 
just one of many systems that ensure jobs run 

smoothly. "I've always been over-orga-
nized," she admitted. "I try to work out 
everything in my mind ahead of time." 

LESSONS LEARNED. After more than a 
decade as a smaller contractor, Sutherland 
has gleaned plenty of wisdom on success-
fully navigating a business in the landscape 
industry. As a smaller contractor, she real-
izes the importance of setting up systems in 
every aspect of her business. This means 
always working with a contract, no matter 
how straightforward or simple the job ap-

Sutherland Landscape's 

crew prides itself on 

its organization and 

efficiency. 

Photo: Cindy Sutherland 

pears. "Get it in writing, even if it's on a piece 
of scratch paper," she advised. 

While she has never lost money on a job, 
"which is a hard thing for someone to say 
after 11 years," Sutherland remembered a few 
close calls when a contract came in handy. 

She was installing irrigation and land-
scaping for one general contractor's three 
commercial sites and discovered that the 
builder failed to provide a water source. With 
no way to water the plant material, Sutherland 
eliminated her liability by having both the 

(continued on page 63) 
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C^art a Course for Success 
in tl?e list Century 

the 21st 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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Wt> at Bayer want to help lead you 

ML 
through the new century with our ver-

sion of the treasure map where X marks 

increased profits*, employee satisfaction 

and business success. We invite you to 

come with us as we forge ahead into the 

new century. 

BAYER 



New Technology 

Foundation of Tried 
and True Products 

, 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 

ft (*> * 
control Pyricularia grisea, 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 Modefs 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 

20 t h 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. 

** H M M l i i H i i 

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-
ner benefited from the partnership. 
When you buy Bayer products, we, 
of course, benefit, and we wanted to 
make sure your benefit extends 
beyond the purchase. That's why 
we talked to turf and ornamental 
professionals like you to find out 

T 

Building Partnerships 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. 

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 
each purchase of Bayer products. 
Professionals then trade their points 
for valuable rewards, chosen 
especially for the turf care profes-
sional. Not only can these rewards 
help enhance your business, but 
also they can be used as employee 
incentives to increase 
productivity and morale. 



\ 
I M 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 
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project's superintendent and manager sign a 
piece of paper indicating that she was not 
responsible for dead plants. "I said, 'I am not 
guaranteeing any material without an 
automatic irrigation system/" Sutherland re-
called, adding that the general contractor 
eventually refit the system and she didn't 
lose any money. 

In her experience, Sutherland also has 
learned the importance of keeping her em-
ployees happy and letting them know they're 
valued - an especially critical move in a tight 
labor market. While her company's work is 
concentrated in central Florida, Sutherland 
will mix in an out-of-town trip periodically 
to give her crew a change of scenery and 
break the monotony of "doing tract home 
after tract home," she related. 

Sutherland also gets creative with em-
ployee appreciation gestures, which pay off 
in crew member loyalty and longevity, she 
observed. For one Spanish-speaking 
employee's year anniversary, she rented a 

limo and an interpreter and took everyone 
out to dinner to celebrate, she recalled. 

She encouraged and financially assisted 
another employee, Charley Barker, with earn-
ing his irrigation license. At 18 years old, he 
is now the youngest person in the state of 
Florida to be certified in irrigation. 

ALWAYS IMPROVING. As a manager, 
learning to let go of responsibilities has been 
one of Sutherland's biggest challenges. "I try 
to micromanage too much," she admitted, 
noting that she's trying to get out of the 
mindset that she's "the only one who can 
do it right." 

Sutherland recently addressed this issue 
by hiring a field superintendent to take over 
many of the day-to-day activities that get 
in the way of growing the business, such as 
running crews and supervising jobs. Between 
doing the payroll, taxes, hiring and bidding, 
"I'm really doing two full-time jobs," 
Sutherland observed. 

"It used to be cool to have a 'boy' job, but 
the novelty has worn off," she added. "I 
don't want to be out there driving a trencher. 
I want to be in the office, bidding and bring-
ing in work." 

Like many smaller, growing contractors, 
Sutherland has reached a point where wear-
ing all the proverbial hats in the business, 
while once advantageous, is now detrimen-
tal. Adding an additional layer of manage-
ment with a new field superintendent will 
help Sutherland refine her focus on securing 
work - a move that should easily increase 
her annual revenue into the $1.2 million range 
by year's end, she predicted. 

"Right now, I'll bid a lot of work and stop 
and go do it," she described. "Then I'll come 
back, bid a lot of work and then stop and go 
do it. If I just bid continually, however, 
I could do four times the work." ID 

The author is Associate Editor of Lawn & 
Landscape magazine. 
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Root pruning. A little something extra 
you won't get with Ronstar® 

For commercial turf. 
To the left (top) you see the stubby, stunted roots of once-
healthy turf. They're stubby and stunted because the plant 
has been treated with a preemergent herbicide that attacks 
roots — one of the DNA class of herbicides, to be specific. 

The photo at the bottom tells a different story. No root 
pruning here, although this grass has also been treated with a tough preemergent 
herbicide. The difference? The herbicide is Ronstar. 

Ronstar controls weeds by attacking the shoots, not the roots, so it won't impede 
the development of desireable turf. Apply it just once to get season-long control, and 
don't fret about tough weeds like goosegrass that are becoming resistant to some 
herbicides. Ronstar remains effective against them. Ronstar's application window is 
large, too. It can be applied much earlier and later than most herbicides. 

Not surprisingly, Ronstar is the preemergent herbicide of choice among leading 
fertilizer formulators across the U.S. 

For commercial and residential landscape maintenance. 
There's another side to Ronstar, too. For landscape maintenance, 
ornamental beds in particular, use Ronstar to effectively manage 
weeds and reduce your work and call-backs for a whole season. 
(Research shows that Ronstar is equal to or more effective than 
hand weeding.) 

Try Ronstar and we think you'll soon develop a deep appreciation for the hard-
working, highly effective, immensely popular herbicide that takes a great picture. 

RONSTAR 

Professional Products 

Aventis Environmental Science USA LP / Chipco Professional Products / 95 Chestnut Ridge Road / Montvale, NJ 07645 / 201-307-9700 
Remember to read and follow label directions carefully. Ronstar is a registered trademark of the Aventis Group. £> 2001 Aventis. 
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by Nicole Wisniewski 

As far as landscape aesthetics are concerned, soil is just the rich, 

dark bottom framing the view. 

But for landscape contractors who want their clients to have 

more than a mental image of the perfect landscape, soil health 

cannot be overlooked. 

Even though soil testing and improvements are not substi-
tutes for premium varieties, fine weather and proper plant 
maintenance, they remain useful tools for sustaining qual-
ity turf and plant material. 

Contractors first must care for the soil that feeds the landscape 
if they are going to properly maintain, fertilize and grow lush 
plants. Discovering - rather than guessing - the soil's ingredients 
is the first step. 

LIKE A SPONGE. Soil is defined as "a complex medium of 
organic and inorganic materials providing water and nutrients 
for plant growth and development/' according to John Street, 
extension agronomist, Ohio Cooperative Extension Service, The 
Ohio State University, Columbus, Ohio, 

In most lawns, the basic inorganic soil elements are silt, clay 
and sand, pointed out Richard Pete, president, Planet Green, 
Charlotte, Vt. 

"The percentages, by weight, of each of these three compo-
nents are used to determine the texture of the soil," Street said, 
explaining that organic matter is the remains of the previous 
plant growth in the soil and generally ranges from 2 to 4 percent 
in most Ohio lawns. "Soil nutrients needed by turfgrass and other 
plants are retained on the surfaces of soil particles and organic 
matter called exchange sites. The total number of nutrient ex-
change sites is referred to as the Cation Exchange Capacity (CEC) 
of the soil. The higher the CEC value, the richer the soil is in the 
contents of nutrients." (see "Soil Test Interpretation" on page 74). 

(continued on page 68) 
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Soil microbes digest organic matter, cre-
ating humus, which is a characteristic of 
perfect loam soil. Humus, according to Pete, 
is a basic soil element that can only be manu-
factured by healthy soil. It is also the element 
most neglected by contractors. 

Landscape contractors who know noth-
ing about soil are like doctors who know 
nothing about nutrition, Pete remarked. 
"What's happening above ground isn't al-
ways more important than what's happen-
ing below ground," he said. "Without healthy 
soil, healthy plants aren't possible." 

But before contractors rush to achieve 
healthy, loam soil on their clients' properties, 
they should examine its appearance and tex-
ture. One way for contractors to see and feel 
healthy soil is to go into a forest and pull back 
the top soil layer to reveal the microbial 
layer, Pete said. "This soil is top quality, 
containing about 20 percent organic matter," 
he noted. "This is where the soil microbes are 
feeding on organic matter." 

1. Sample areas used for different types of plants separately. Keep samples taken from 
lawn areas separate from samples taken from flower and shrub areas. Most samples 
should represent only one type of planting. If more than three types of plantings are 
selected, the sample probably represents none of them well. 
2. Sample areas that have received different lime and/or fertilizer treatments separately. 
3. Do not sample areas that have been limed or fertilized within the past few weeks 
unless trouble is evident. 
4. Where poor growth exists, separate samples should be taken from both good and bad 
areas, if possible. 
5. To obtain a representative sample, plan to collect 10 to 15 subsamples at random 
locations within each area. Exception: In areas smaller than 100 square feet, five to 10 
subsample locations will be adequate. 
6. Each sample must be submitted in a separate soil test kit with the appropriate soil 
test questionnaire - Rutgers Cooperative Extension, New Brunswick, N.J. 

Scheme 
Perfect soil should be sponge-like with a 

balance between spaces that stick together 
and porous areas. Soil that is more like a 
brick, completely stuck together, or like sand, 
falling apart, is very unhealthy, Pete pointed 
out. "Sponge-like soil holds more water than 
most things, but also allows water to pass 
through it," he said. 

TAKE THE TEST. Nutrient-deficient soil is 
normally evident by plant or lawn appear-
ance, Street said. "In turfgrass, symptoms 
include a light green color, weak or thin 
turfgrass density despite generous applica-
tions of fertilizer or a rapid decline in quality 
during periods of stress," he said. 

(continued on page 70) 
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(continued from page 68) 

The best way for contractors to determine 
if a client's property lacks important nutri-
ents and what they should do is by collecting 
a soil sample and having it tested at a labora-
tory, a list of which can be obtained through 
most university extension services. 

"To apply optimum levels of nutrients or 
lime to your soil, you need to know the 
existing pH and the availability of essential 
plant nutrients/' explained Zane Helsel, di-
rector, Rutgers Cooperative Extension, Cook 
College, New Brunswick, N.J. 

The typical soil test determines the soil 
pH, salinity, nitrates and levels of primary 
nutrients (phosphorus, potassium, calcium, 
magnesium, sodium and sulfur) available to 
plants and turf. The routine test can also 
provide the basic N-P-K (nitrogen - phos-
phorus - potassium) fertilizer recommenda-
tions. "The soil test takes the guesswork out 
of fertilization and is extremely cost effec-
tive," Street said. "It not only eliminates the 

(continued on page 72) 

1. The best time to sample soils is when the moisture content is right for tilling - not too 
wet, not too dry. 
2. Use a trowel, spade, auger or soil tube to obtain thin, vertical slices or cores of soil 
from the surface to a depth of 6 to 7 inches. If using a trowel or spade, insert the blade 
into the soil to this same depth, remove soil and throw it aside. Reinsert the blade to 
take a thin Vfc-inch soil slice and lift it from the ground. Using a knife, cut a long 1-inch 
wide core from the slice's center. Place the core in a clean bucket or other container. 
3. Repeat this procedure in 10 to 15 locations within the sampling area, placing the 
subsamples together in the container. 
4. If the soil is wet when samples are taken, the soil should be laid out on clean paper to 
air-dry (do not heat to dry). 
5. Mix the subsamples for a sampling area together in the container. The goal is to 
provide a representative sample. 
6. Place Vi or 1 pint of the soil in a plastic bag (zip-lock type or one provided by soil 
testing facility). Seal the plastic bag with a rubber band or twist tie, and place the 
sample in the cloth mailer bag (or follow mailing instructions set by soil testing facility). 
The excess soil can be returned to sampling holes. 
7. Repeat for any separate areas that you wish to have tested. Do not place more than 
one sample in a sample bag. 
8. Fill out soil test questionnaire provided by soil testing facility. Keep your own record 
of areas sampled, sample identification, serial numbers and date mailed to the soil 
testing laboratory. Follow mailing instructions set by soil testing lab. - Rutgers 
Cooperative Extension, New Brunswick, N.J. 
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waste of money spent on unnecessary fertil-
izers, but also eliminates over-usage of fertil-
izers, hence protecting the environment." 

Soil test prices vary slightly from region 
to region. For instance, a standard soil test is 
$8 at Rutgers Soil Testing Laboratory, 
Milltown, N.J., while a quick pH test is $3 
and other more specific tests range in price 
from $3 to $40. A routine test at the Virginia 
Tech Soil Testing Lab, Blacksburg, Va., is $7 
for in-state samples and $10.50 for out-of-
state samples. And a routine analysis at the 
Soil, Water and Forage Testing Laboratory at 
Texas A&M University - Soil and Crop Sci-
ences, College Station, Texas, is $10. Some 
tests include fertilizer and lime recommen-
dations, others do not. 

When contractors are searching for a soil 
testing lab to work with, Lynn Griffith, presi-
dent, A&L Southern Laboratories, suggested 
finding one they are comfortable with and 
will continue using. "Don't use different labo-
ratories or you can become confused by the 

differences in methods and units," Griffith 
said, pointing out that some important fac-
tors in choosing a laboratory are quality of 
data, price, soil testing method and ease of 
understanding the report. 

The proper soil test depends on land-
scape type and condition. Most contractors 
request a routine test, but lime tests and or-
ganic matter tests also are important. Micronu-
trient, boron and detailed salinity tests are 
typically used for specialty crops or environ-
mental or research purposes, remarked Tony 
Provin, assistant professor and soil chem-
ist/laboratory director, Soil, Water and For-
age Testing Laboratory. 

Soil samples can be taken any time of 
year, but sampling when the soil is extremely 
wet is not recommended. Fall months are 
best, according to most extension agents. 
"Soil samples can be taken in the spring or 
fall for established sites," Street attested, 
adding that sampling every two to three 
years is usually adequate. "For new sites, 

soil samples can be taken anytime when the 
soil is workable. Most people conduct their 
soil tests in the spring. However, fall is the 
preferred time if one wants to avoid the spring 
rush and suspects a soil pH problem. Fall soil 
testing will allow you ample time to apply 
lime to raise the soil pH. Sulfur should be 
applied in the spring if the soil pH needs to be 
lowered." 

Soil testing also is suggested before lawn 
or landscape establishment, said Bruce 
Spangenberg, extension educator, horticul-
ture, Rockford Extension Center, Rockford, 
111. "Lawns will get off to a better start if soils 
are modified at this time," he said. 

Steve White, owner, Second Nature Lawn 
Care, Nashville, Tenn., agreed. "First, you 
have to get the soil ready," he said. "Skip this 
step and you'll have pitiful petunias and 
awful alyssum." 

Soil test results and fertilizer recommenda-
tions usually are mailed in two weeks, depend-

(continued on page 74) 
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ing on the laboratory. "Make sure you fill out 
the form for the types of plants you grow or will 
be growing," Street stressed. "Otherwise, no 
recommendations will be given." 

NOW WHAT? After test results arrive, 
contractors should have an idea of what soil 
needs. Most researchers emphasize the appro-
priate application of nutrients or other materi-
als that will trigger growth because wasting 
money on nutrients soils don't need isn't 
economically or environmentally prudent. 

Many options exist to improve soil. White 
mixes in compost and peat moss or vermicu-
lite to ease soil drainage when he prepares 
sites for planting. 

According to Pete, a minimum of 5 percent 
organic matter is necessary to sustain healthy 
soil. A source of organic matter like compost 
will cost contractors 2 to 4 cents per square foot 
applied, Pete said. 

White also said he sometimes mixes a 
slow-release granular fertilizer into the soil 
before planting because it lasts up to four 
months and nourishes plants all season long. 

"Soil test results that reveal a shortage of 
phosphorus or potassium influence the deci-
sion of how much starter fertilizer is needed 
since starter fertilizers typically have bal-
anced ratios of nitrogen, phosphorus and 
potassium, such as 10-10-10 or 12-12-12," 
Spangenberg added. 

But this step may not be necessary based 
on the amount of organic matter in the soil, 
Pete said. "If you have 10 percent organic 
matter in the soil, you don't have to fertilize 
because you are getting 100 pounds of nitro-
gen per acre from the microbial process in 
the soil," he explained. 

Becoming more knowledgeable about soil 
contents and needs can help contractors 
choose the right methods of improvement 
without wasting time, money or plant lives. 
"If you put a $5 plant in a $50 hole, in 10 
years, you'll have a $500 plant," Pete said, 
pointing out a common industry adage. "But 
if you put a $50 plant in a $5 hole, in 10 years, 
you'll still only have a $50 plant." 

The author is Managing Editor o/Lawn & Land-
scape magazine. 

For information on soil pH and soil health for 
trees, check out this article with the March issue 
of www.lawnandlandscape.com. 

Once the soil test has been conducted and the results are available, the ability to 
interpret the results is an important consideration in correcting the nutrient 

deficiency or imbalance. 
The acceptable levels for each of the tests performed in The Ohio State University 

Research Extension Analytical Lab Standard Test are listed in the chart below. This chart 

should serve as a general guideline to help determine if your soil is within the acceptable 

range for each of the parameters tested. 

ACCEPTABLE LEVELS FROM STANDARD SOIL TEST 

Test Parameter 
PH 
Lime Test Index 

Phosphorus (P) pound/acre 

Potassium (K) pound/acre 

Calcium (Ca) pound/acre 

Magnesium (Mg) pound/acre 

Cation Exchange Capacity - Course Textures (sands) 

Cation Exchange Capacity - Medium Textures (silts) 

Cation Exchange Capacity - Fine Textures (clays) 

Base Saturation*, percent Ca 

Base Saturation*, percent Mg 

Base Saturation* percent K 

Acceptable Regional** Range 
6.3 to 7.0 

68 to 70 

50 to 75 

200 to 250 

800 to 16,000 

150 to 2,000 

1 to 5 

5 to 20 

20 to 30 plus 

40 to 80 

0 to 40 

1 to 5 

*Assuming pH value is within recommended range 
** These ranges were prepared for the Ohio area and are meant to give contractors in other areas an example of 
general ranges. 

CATION EXCHANGE CAPACITY (CEC) - CEC measures the capacity of the soil 

to hold exchangeable cations (nutrients). The cations include hydrogen, calcium, magne-

sium and potassium. The CEC depends largely on the amount and type of clay present 

and the organic matter content. The higher the CEC value, the more cations the soil is 

able to hold against leaching. It is not practical to attempt to increase the CEC of a soil by 

adding clay or organic matter on a large-scale basis. Liming an acidic soil will slightly 

increase the effective CEC. 

BASE SATURATION - The extent to which the absorption complex of a soil is 

saturated with exchangeable cations other than hydrogen or aluminum. It is expressed as 

a percentage of the total CEC. 

CALCIUM TO MAGNESIUM RATIO - This ratio is calculated on the basis of 

percentage saturation of the soil CEC by each element. This ratio should be considered 

when lime is added to the soil. If the ratio is 1:1 or less (less Ca than Mg), low magnesium 

limestone should be used. Turfgrasses grow over a wide range of ratios with the ideal 

ratio being between 6:1 and 10:1. 

MAGNESIUM TO POTASSIUM RATIO - This ratio should be greater than 2:1. 

In other words, the percent base saturation of Mg should be at least two times the 

percent base saturation of K. High K frequently results in reduced uptake of Mg by plants. 

Therefore, to help prevent plant nutrient imbalance, additional Mg may be required to 

maintain a Mg to K ratio of at least 2:1. - John Street, extension agronomist, Ohio 
Cooperative Extension Service, The Ohio State University, Columbus, Ohio 
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by Dave Clancy 

Walk-behind mowers might be a step behind their 
riding counterparts, but innovation keeps these 
models cutting forward. 

Keeping mower operators 

comfortable throughout long 

summer days is a must for 

landscape companies, so 

manufacturers are investing 

more time and money in 

Walk-behind mower market share is slowly eroding due to improved riding units. However, 

manufacturers still see a long life for the walk-behind category because of the many ways 

landscaper contractors can use walk behinds to improve their businesses. 

Manufacturers don't deny that riding mowers have become a hot product because of the 
productivity advantages they can deliver to users. In fact, some mower producers think the 
biggest factor affecting the walk-behind mower category is the labor shortage. With unemployment 
rates low and employers scrambling for every available body, more contractors are looking at means 
of being more efficient. 

"If I can put someone in a seat and have them cut twice as fast as someone who walks behind 
the mower, I have just solved some of my labor problems," remarked Randy Harris, marketing 
manager, Toro Landscape Contractor Equipment Group, Minneapolis, Minn. "This is a trend not 
only in the landscape industry, but all across the workplace. Fast food, factories - employers 
everywhere are looking to find quality employees and keep them productive." 

Harris said that as a result of the labor shortage, manufacturers have seen more growth in their zero-
turn riding units in particular. "We have seen an explosion in this category, and they are cutting into 
the growth of our walk-behind sales," he said. 

"Labor is the single biggest issue that any landscape contractor has at this point," agreed John 
Cloutier, marketing communications manager, Exmark, Beatrice, Neb. "We have had many meetings 
with contractors, and they all claim they could double their business if they could hire and retain good, 
qualified employees. 

"With that being said, the bottom line is these contractors cannot find the employees so they 
are simply trying to adapt and maximize what they can get out of each piece of machinery," 
Cloutier added. 

ergonomic research. 

Photo: Toro 

THE EMPLOYEE EQUATION, A lack of labor translates into a need for increased productiv-
ity. "Zero-turn riding mowers offer landscape contractors increases in productivity and they're 
putting a lot of downward price pressure on the walk-behind category," noted Ken Speece, 

(continued on page 78) 
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product manager, Cub Cadet Commercial 
Products, Cleveland, Ohio. "And since most 
mower operators prefer to ride than walk, 
the need to retain employees is pushing many 
contractors toward small riding mowers." 

"Contractors need to keep employees as 
productive and as happy as possible," added 
Cheri Stange, marketing communications 

manager, Scag Power Equip-
ment, Mayville, Wis. "And we 
know that many of them prefer 
to ride, so we take that into 
consideration. 

"However, walk behind 
mowers will always have a place 
in the landscape contractor's 
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Riding mowers 
are attractive 
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labor savings, 
but the walk-
behind offers 
maneuverability 
in tight spaces. 
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shed," she continued. "There are certain ar-
eas that you cannot get into with a riding 
unit, and there are some contractors who 
swear by the walk-behind mower. 

Dick Tegtmeier, president, Encore, 
Beatrice, Neb., agreed that the walk-behind 
market will not disappear. "But it will be on 
a considerably lower level than what we 
have seen in the past. The small Zs and their 
maneuverability is cutting right into the walk-
behind market." 

Fortunately for contractors, the intense 
competition among manufacturers of riding 
mowers means there is less price difference 
between walk-behind and riding mowers 
than ever before. 

"When manufacturers have the pressure 
of keeping the margins low on the Zs, they 
are fast approaching the cost of the hydro-
static walk-behind mowers," Tegtmeier 
added. "The Zs will bite into the hydros first, 
and then they'll hurt the belt drives and the 
mechanical drives." 

LOOKING FORWARD. "I think every 
manufacturer is looking for a way to provide 
a lower cost piece of equipment than a rider," 
related Harris, in support of the future of 
walk-behind mowers. "The mid-sized, walk-
behind mower will not go away simply be-
cause certain landscape designs require their 
use. You physically cannot get a riding unit 
into some of those designs. 

"I think the biggest challenge for manu-
facturers is to look at what some of these 
firms are designing and to develop mowers 
that will fit the needs of the maintenance 
contractors who have to care for the prop-
erty," he continued. "We are trying to spend 
more time getting to understand the land-
scape design side of the business, what they 
are seeing and how we can serve them." 

Harris said that many landscape contrac-
tors are creating fantastic designs, but dur-
ing the design phase they have forgotten 
how much money it costs to maintain the 

(continued on page 85) 
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HARD WORK IS KNOWN 
TO QUICKEN YOUR PULSE. 

New 1400 Series 

Zero Down* 

www. jd l400 .com 

9.9% Financing1 

Pro-Series™ CS56 Chain Saw 

4100 Tractor 

Only $319" with 16-inch bar 

6.9% Financing" 

Gator* Utility Vehicles 

Ends April 30th 
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OF COURSE, IT COULD ALWAYS BE 

V 
FREE Pro Series" XT140 Trimmer $339 Value 

with commercial walk-behind purchase 

John Deere Walk-Behinds 

GS30 13 hp 
GS45 14 hp 
GS75 17 hp 
HD45 14 hp 
HD75 17 hp 

A0ffer ends July 4, 2001. Does not 
include 21-inch JX85. 

Zero Down' 

14-hp HD45 Walk-Behind 
$159/montht | 

or just $4,799* 
Leave everything else behind. 
John Deere walk-behinds' rugged 
transmissions, ergonomic controls, 
and high torque engines take any 
ground or challenge in stride. Equally 
prepared to excel: M-Series powered 
XT140 Trimmer, included with every 
purchase, for a limited time. 

TWO-YEAR 
FULL-SERVICE LIMITED WARRANTY 

Even in the fine print, it's a big statement: Every John Deere 
commercial mower comes with a dealer who takes care of 
every claim, from transmissions to engines and everything in 
between. There's no need to go to component suppliers 
for warranty sem'ce. Period. 

See dealer for details. Transportation not included. Does not include 21-inch JX85. 

New 1400 Series Mowers 

F680 Z-Trak Mower 

7-IronM Equipped 
Z-Trak Mowers 

I 9.9% Financing, Zero Down1 | 

Front-mount 
F680 - 20 hp 
Mid-mount 
M653 - 23 hp 
M655 - 25 hp 
M665 - 25 hp 

Includes Material Collection System, 
60-inch 7-Iron'" Deck 

$600 Off or $285/montht 

www.jdl400.com 

24- to 31-hp 2WD/4WD 
They're a new race—an advance not on one or two fronts—but all 
of them. With flawless 12 mph mowing, all-year-use, superior safety 
systems, and a foundation of an ingenious self-rein forcing space frame. 
Drive one. Experience the rush. 

The zero-turning-radius 20-hp 
F680 with out-front 48-, 54-, 
and 60-inch 7-Iron decks traces 
flowerbeds, sweeps through lush 
grass-and leaves behind no trace, 
with optional optimized material 
collection system Yet ifs extraor- ®ur in mower deck technology is now even wider. Like every deck in the line, 
dinarily affordability that truly the new (and world's first) 72-inch seven-gauge stamped steel 7-Iron Mower, with 
keeps it ahead of the curve superior airflow, maximum blade overlap and 5.75-inch maximum depth, delivers 

a perfect cut, even at 12 miles an hour, during turns, and in dense grass. 

7-Iron™ Decks 
| 48-, 54-, 60-, 72-inch | 
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THE EQUIPMENT YOU'RE USING 

Advantage Series Tractors 
30- to 53-hp 

The only thing below expectations? The prices. John Deere 
Advantage Series Tractors make no compromises. In strength, 
or comfort. Every one, indisputable evidence that lower cost 
doesn't mean lower quality. 

790 Tractor 
starting at $9,499" 

(Price does not include 
Loader, Rotary Cutter, 4WD) 

30 hp/25 PTO hp 
Features: Auto-bleed fuel system. Direct 
injection diesel. Operator presence system. 

Features: Auto-bleed fuel system. Direct 
injection diesel. Operator presence system. 
Wet disk brakes. Planetary final drives. 
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5205 Tractor 
starting at $16,495* 

(Price does not include 4WD) j j g hp/45 PTO hp 
Features: Auto-bleed fuel system. Direct injection 
diesel. Operator presence system. Wet disk brakes. 
Planetary final drives. Fully independent PTO. 

5105 Tractor 
starting at $14,995" 

(Price does not include Loader, Backhoe, 4WD) 

48 hp/40 PTO hp 
Features: Auto-bleed fuel system. Direct injection 
diesel. Operator presence system. Wet disk brakes. 
Planetary final drives. Fully independent PTO. 

1 , f f , see inside panel for details 
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990 Tractor 

40 hp/35 PTO hp 

starting at $13,399" 
(Price does not include 
Loader, Rotary Cutter, 4WD) 



THE EQUIPMENT YOU'RE USING. 

20 hp/17 PTO hp 

4100 Tractor 
Low 6.9% Financing" 

For 60 Months Ends April 30th 

455 Lawn and Garden Tractor 
5.9% Financing 

Heavy-duty and double-duty, 
the 4100 Tractor,; and 455 
Series Lawn and Garden Tractor 
combine industrial-strength 
with an ability to both build 
landscapes, and care for them. 
The 4100 specializes in loader,; 
and PTO work; the all-wheel 
steer 455 in yard care. Both 
hook up quickly to a wide 
variety of easy-to-use, time-
saving attachments 

Best of Both Worlds 
22 hp/18 PTO hp 

400 Series/4100 Tractor 

4700 Tractor/460 Loader 

Gator 6x4 Utility Vehicle 

Advanced 4000 Series Tractors 

4100 20 hp/17 PTO hp* 
4200 26 hp/21.5 PTO hp* 
4300 32 hp/27 PTO hp* 
4400 35 hp/29.5 PTO hp* 
4500 39 hp/33 PTO hp* 
4600 43 hp/36 PTO hp* 
4700 48 hp/41.5 PTO hp* 

•Gear transmission 

$489/month* 

6.9% financing through April 30th 

Dollars off selected models. See dealer for details. 

Ends April 30th 

The 4700, sum of everything we know about tractors. 
A machine unlike any other, with proven, high-torque 
48-hp diesel engine, 4WD, optional hydrostatic Twin 
Touch'transmission, remarkable ergonomics—and winner 
of a prestigious AE50 award for outstanding innovation. 

48 hp/40 PTO hp 

The super-versatile Gator UVs. Gas or diesel, 2- or 
4-wheel drive, they're great for most any job. 
Stable and surefooted, these vehicles haul more 
than their own weight (up to 1,400 pounds*), yet 
tread lightly on turf, with a psi of only 7.1 to 7.5. 

•Total capacity of the 6x4 Diesel-includes 200 lb. passenger and 
maximum box capacity. 

* Offers end July 4, 2001 and 
April 30, 2001. Subject to a 
buyers, at participating dea 
a 20% down payment may t 
Behind Mowers, 9.9% up to 
payment. Other special rate 
If balance is not paid in ful 



Pro-Series™ Portable Power Equipment 

H20D Hedge Trimmer 

BP50 Blower 

1 Double-sided, 1.05 hp $389"* [ 

90 Days Same As Cash" 

$399"* 

Nothing holds them back. Professional-grade 
components, low vibration and great power-
to-weight ratios unite for performance 
no competitor can touch. They're a new 
benchmark in professional productivity. 

185-mph maximum air velocity 
(470 cfm at tube end) 

1.4 hp Only $339"' 

John Deere Chain Saws 

CS36 2.1 hp 12- to 18-in. bar & chain* 
CS40 2.4 hp 12- to 18-in. bar & chain* 
CS56 4.1 hp 16- to 20-in. bar & chain* 
CS62 4.7 hp 16- to 24-in. bar & chain* 
CS71 5.2 hp 20- to 32-in. bar & chain* 
CS81 5.7 hp 20- to 32-in. bar & chain* 

CS56 Chain Saw 
Limited time $3199 

(with 16-inch bar) 
4.1 hp/16-in. bar 

No bark worse than their bite: John Deere 
Pro-Series™ Chain Saws. Six new models with 
the superb power-to-weight ratios—and the unusual 
durability that's the hallmark of every John Deere. 

Implements 

Rotary Cutters 

Backhoes 
| 6.9% Financing" | 

| 20-to 48-hp Tractors 
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Not just the colors match. High-
performance John Deere implements 
are designed from the start to integrate 
in perfect partnership with the tractors 
they work with. 

Ends April 30th 

Mounted directly to frame, 48 backhoe fits 
4300-4700 Tractors and 5105 and 5205 Tractors 

6.9% Financing" 
Ends April 30" 
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Dealer Support 
Parts & Service 

We don't just promise great service after the 
sale, we deliver it. With a network of over 2,500 
full-servicing, fully stocked dealers and 13 
North American parts warehouses, 
almost any part can be available 
within 24 hours. (Overnight 
orders can even be placed 
until 5 p.m. Eastern Standard 
Time—for no extra charge.) 

At every dealership, factory-trained technicians 
are standing by to perform routine service 
quickly and well. With parts that meet the most 
exacting standards (and all of which come com-
plete with a 90-day warranty). 

It's yet another way we go the distance for you. 
Call 1-800-537-8233 for the dealer near you, or 
visit www.JohnDeere.com. 

Flash+u program even 
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orders to be delivered 
the next day. 
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property. "They look at trying to develop a 
clean, manicured look within the budget 
constraints and realize that they may not 
have the equipment to do the job. 

"That is especially true if they have re-
placed all of their walk behinds with riders, 
and now have small berm areas to cut/' 
Harris added. 

A solution, Harris said, is for contractors 
to look to manufacturers to produce more 
versatile equipment. "The trick is to develop 
.i mower that allows the operator to move at 
a faster pace than a simple walk," he com-
mented, adding that Toro has begun offer-
ings mowers with an attached operator plat-
form for walk-behind mowers. "That way he 
can cut faster and be more productive." 

"You want the operator to stay fresh and 
comfortable throughout the day, and we can 
do that if he is not walking the entire time -
;ust the times where walking is mandatory," 
Harris explained. 

Other manufacturers focus on ergonomic 
considerations when developing products 
to maximize productivity and efficiency. 
"Ease of operation and comfort are both criti-
cal," Cloutier observed. 

"If your employees are more comfortable 
over the long haul, they will feel better oper-
ating the equipment." 

When the topic is walk-behind mower 
ergonomics, the discussion almost always 
focuses on the handlebars or grips. "Many of 
these contractors with labor problems are 
Working with untrained labor," Cloutier re-
lated. "They have to get that new employee 
and running quickly, and the easiest way to 
do that is to make sure his equipment is 
simple to operate. That way the employee 
can be productive from day one." 

"Improvements in operator controls will 
continue," Speece agreed. "But these are re-
ally minor improvements as opposed to true 
innovations. As an industry, ergonomics is 
probably where most of the research and 
development dollars are being spent on this 
particular product category. 

"Ergonomic improvements also improve 
the appeal and competitiveness of walk-be-
hind products," he added. 

"Everyone in the industry is looking into 
ergonomics," Harris echoed. "I'm not sure 
just how much, if at all, manufacturers bring 
in independent ergonomic consultants, but 
we have relied on a study we did back in 1996 

where we learned a lot working with ergo-
nomics specialists regarding neutral posi-
tions of hands, arms and wrists," he said. 

TALK IS VALUABLE. Communication is 
also an area where manufacturers say further 
developments will come. According to 
Cloutier, communication starts with the ser-

vicing dealer. "The dealer must communi-
cate with both the manufacturer and the 
contractor. If there is a dealer is a particular 
town who has an existing relationship with 
that contractor, that is a good start. 

"There really isn't much product differ-
entiation at the lower ends, so the dealer 
plays a major role in the contractor's satisfac-

Trim Fuel Use 34% and 

Exhaust Emiss 

A l l RedMax power equipment, 
powered by our Strato Charged™ 
Air Head engines, will trim your 
fuel usage by up to 34%. 
At today's fuel prices, 
that's a big saving! 

Plus, our Strato Charged engines reduce 
THC emission by 73% while meeting 
CARB Tier II and EPA standards for CO 
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The biggest trend affecting the 

walk -beh ind mower category 

tion," Clautier continued. "If that contractor 
has a good relationship with the dealer, 
chances are he will take the dealer's recom-
mendations to heart." 

The problem, Clautier recognized, is that 
despite their best efforts, manufacturers lack 
consistency across the board with their dealer 
networks. "These dealers are all indepen-

dent business people," he com- is the l o b o t s h o r t a g e 
mented. "It is hard to structure 
what they will and will not do with a cus-
tomer. But we try to give them as many 
support programs as possible to help them 
better serve their customers." 

"Contractors shopping for a mower must 
rely on the dealer to help him be as produc-

good, 
UHS brand fertilizers are JJgfcgi, 

designed to meet the demanding agronomic needs of any 
turf professional. These products are built to perform best 
according to the local needs of the geographies we serve. 

better 
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. 

best 
Our premium offering is found in the UHS Signature 

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 and turf quality for your fertilizer program. f 

United 
Horticultural Supply 

Check with your local UHS representa-
tive for more details on our complete 
line of outstanding fertilizer products 

www.uhsonline.com 

tive as possible," Stange remarked. "The dealer 
is a conduit back to the manufacturer, and 
along with the distributor, brings a great deal to 
the relationship." 

And contractors can help dealers better 
serve them by approaching the deal with 
value in mind rather than strictly shopping 
for price, Tegtmeier added. "So many people 
are talking price, price, price. That just kills 
the dealer's margins, and in effect, the levelof 
service he can offer," he related. 

"Any manufacturer in America, regard-
less of the product he is making, that suc-
cumbs on price will have to sacrifice some-
thing to make up for that," Tegtmeier contin-
ued. "If he starts sacrificing service, the cus-
tomers that bought his product for his service 
reputation will leave. If he sacrifices quality, 
other customers will leave. And, if the manu-
facturer just commits to the lower price, he 
will be the one that is gone." 

Instead, Tegtmeier recommended asking 
dealers and manufacturers for value. "We 
understand that landscape professionals need 
to make their margins," he said. "Our land-
scape customer needs to understand that 
dealers and manufacturers have margins to 
meet as well. There has to be a level playing 
field or no one will survive. 

"What is the use in a dealer paying $200 
less for something just to have it break down 
three weeks later?" he asked. 

Besides, the walk-behind mower category 
has become one with little product differen-
tiation, Tegtmeier noted. "Put all the mowers 
in the industry side by side and you go over 
a field of grass, they will all do a fairly good 
job," he observed. "The difference comes 
down to people." 

Tegtmeier said that he knows some sales-
people or dealers who have represented dif-
ferent manufacturers over the years. "When 
they carry brand X, their customers buy brand 
X. When they switch to brand Y or Z, guess 
what their customers decide to buy? 

"That doesn't mean brand Y or Z is bet-
ter," he noted. "It means that salesman's 
customers are confident in his ability to pro-
vide the necessary service if they need it. In 
this sector, that is what is important." 

Manufacturers say the dealer relationship 
is especially important in this market due to 

(continued on page 88) 
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realism to your presentations. It's not only better than the competition, 
it's easier than any previous version of PRO Landscape. 

Produce detailed estimates that match your plans exactly. Then 
print, or export to your word processor or proposal document. 

http://www.prolandscape.com


(continued from page 86) 

several factors, most notably: 
• The cannibalization of the product sec-

tor by smaller, riding mowers at a slightly 
higher price point; 

• Product improvements coming in small 
increments, rather than huge innovations; 

• The low price point of walk-behind 
units means they are usually purchased by 
new contractors looking to get a low cost 
start in the business; 

• The increased competition for employ-
ees means training is at a premium 

"The dealer is the most important vari-
able when purchasing a walk-behind mower," 
asserted Harris. 

"You can buy the greatest piece of equip-
ment, but if you don't have the dealer support 
behind it then it's difficult to stay productive in 
the field and the contractor will not be in 
business long." I D 

The author is a contributing writer for Lawn & 
Landscape magazine, based in Columbus, Ohio. 

One of the more common mower dilemmas - to mulch or bag? - is being debated 
on the Message Boards at www.lawnandlandscape.com. Here's a sampling: 

Richard Blake: We have a variety of clients. Some want their lawns mulched and 
some insist on having it bagged every time. What are the general thoughts on this? 
Russ Browning: We bag only around pools, and then only when clippings can be 
disposed of on site. When a new customer brings up bagging we quote a bag price so 
high it will be out of the question. We don't transport clippings. If they insist on 
bagging, they need to find someone who will do it. 
Kyle Zimmer: I would mulch or charge a lot higher for bagging. I have been told by 
many experienced lawn care operators that mulching returns nutrients to the lawn. 
John Blake: We mow every five or six days, and we keep sharp blades on our mowers 
everyday. If you do these things, you can mulch only, and the lawn will look like it has 
been bagged, and Kyle you are correct, it will replenish the lawn with nutrients. If you 
mow wet grass, you will probably have to bag it in areas. Like I said, we professionally 
mulch our lawns, but we put on our contracts, "Bagging included when necessary," 
which means when it rains for two days straight or we didn't get it cut within six or 
seven days in the spring rush. Another thing to consider... Is there a local place that 
will take your clippings for free? Is it out of your way/off the route to get there? 
Chuck Twist: Mulch except around pools or other similarly "sensitive" areas! If the 
grass is real wet or tall, you may have to go over the clippings again to "double" mulch 
them, then take a blower and distribute the clippings around. Sometimes you may 
need to rake a little but very little! When clients insist on bagging, I give them a 

brochure on the benefits of mulching! If they still insist, then they will pay 
for it! 

IV/Iulclm o r B a g ? 

The pros have relied on A.M. Leonard since 
1885! For hard working, long lasting and priced 
right Tools That Work call A. M. Leonard. 

A.M. Leonard 
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1-800-543-8955 
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Skid-steer turf renovation is here now, 
from RotaDairon: 

- ' M 

5 2 " or 6 0 " working width and 5 1 / 2 " depth renovates 
soil quickly for fine cultivation of topsoil and re-seeding. 

Add turf renovation to your capabilities without buying new 
tractors. Popular and proven world-wide, RotaDairon Soil 
Renovators™ are now available in quick-mounting models for 
skid-steer equipment. Rugged, dependable operation 
includes oil-bath chain drive and hydraulic transmission. 
This makes RotaDairon the first choice j d f o 

for golf courses, athletic fields, 
landscape and maintenance. [HuiftAiMfl) 
Dealer Inquiries Invited Quality since /9SA 

One machine... One person... One pass1* 

KotuDuiron Km r e x I n c . 950 Sathers Drive, Pittston Township, PA 18640, USA 
Tel (570) 602-3050 Fax (570) 602-3053 Toll Free (800) 554-4863 www.mge-dairon.com 

http://www.lawnandlandscape.com
http://vmw.amleo.com
http://www.mge-dairon.com


THE NEXT 
WAVE 

Computational fluid dynamics meet streamlined automotive styling 

in Kohler's compact, l iquid-cooled powerhouse - KOHLER® Aegis." 

Precision engineering, technological breakthroughs and innovative 

features make up the integrated, low-profile design of K O H L E R Aegis 17, 20 and 23 HP engines. 

The result: easy starts, long-life design, quiet operation, peak performance and fuel efficiency. All covered 

by an unprecedented three-year warranty. Brace yourself for the next wave of liquid-cooled technology. 

KOHLER AEGIS liquid-cooled, vertical shaft, V-twin engines 
•Advanced liquid cooling system means lower oil and head temperatures, 

longer life and quiet, reliable operation. 
• Innovative air filtration system for cleaner combustion, maximum power and 

longer servicing intervals. 
• Removable blower housing offers easy top-down access to service points 

for routine maintenance. 

KOHLER • 
Seek the innovation.™ Demand the power.1' 



by Cynthia Greenleaf 

Lawn & Landscape asked three southern lawn care 

companies to recommend a basic program for a 

hypothetical property, a 5,000-square-foot 

Bermudagrass lawn. They're suggestions, as well 

as an explanation of their pricing philosophies are 

presented here. 

PRICING PHILOSOPHIES. Southern Lawns, 
Montgomery, Ala., works from a set price list that 
illustrates the company's pricing structure. This is 
based on a volume discount - the larger the area, 
the cheaper the rate per thousand square feet, 
according to James Bartley, the company's general 
manager, who added that the price list indicates 
what each base price is for a range of properties -
anywhere from 2,000 to 20,000 square feet. Having 
this pricing information in writing has been a 
reliable system that makes a good impression with 
customers and alleviates any potential misunder-
standings, he noted. "It shows them that we're 
being open with them and we're not just coming 

up with arbitrary numbers," he said. "Sometimes 
it's a situation where they're comparing the price 
with another company and ask, 'Why are you 
charging me $55 when my neighbor pays $50?"' 

While this might seem obvious, always mea-
suring a property is equally important in the esti-
mating process, Bartley added. "We take a mea-
suring wheel and measure the property as close as 
we can so we can accurately price for the customer 
and ourselves," he said, adding that knowing pre-
cise square footage increases application accuracy. 

"It's disturbing how some companies guess at 
the lawn size," he observed. "How can they know 
they're putting down enough product?" 

Chuck Mclntire, vice president, TurfPride, 
Kennesaw, Ga., agreed with the necessity of mea-
suring. "We don't quote prices over the phone 
since that can be misleading," he said. "We nor-
mally insist on looking at a lawn and measuring 
the turf." 

When setting up its pricing system, TurfPride 
conducted a survey of what its competitors were 
charging. The company then set its prices about $1 
per treatment higher, to account for its emphasis 

(continued on page 92) 

On-site scouting for 

potential problems 

is an essential part of 

coming up with a lawn 

care estimate. 

Photo: L&L staff 



On turf, on ornamentals, on edible fruit trees 

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. 

f i l l 
T U t F ft O R N A M E N T A L F U N G I C I D E 

* 4 
9 3 

D Q H M K 1 Agricultural Chemicals Department 
° L J £ l £ i e » H P 1 0 0 Independence Mall West / Philadelphia, PA 19106 
m H n S 1-800-987-0467/www.rohmhaas.com 
© 1999 Rohm and Haas. ALWAYS READ AND FOLLOW LABEL DIRECTIONS. Eagleisa registered trademark of Rohm and Haas Company. T-O-312 12/99 

http://www.rohmhaas.com


(continued from page 90) 

on superior customer service, Mclntire ex-
plained. "In our program, we charge to keep 
costs in line." 

Part of keeping costs under control is 
carefully choosing customers, Bartley sug-
gested. Before it takes on a new customer, 
Southern Lawns always assesses a lawn to 
see if there are severe pest problems. "We ask, 
'Can we really help that lawn?'" Bartley said. 
"After all, the results will have our name on it." 

Being cautious can help a lawn care con-
tractor avoid being liable for a lawn that was 
destined to fail, anyway. Bartley noted that 
installation flaws can signal future problems. 
Contractors need to take these factors into con-
sideration when pricing. "You've got total shade 
and someone planted Bermuda that is begin-
ning to die," he said, describing one hopeless 
situation he's encountered. "Bermuda has to 
have full sunlight." 

If a lawn has problems, Southern Lawns 
(continued on page 94) 

SOUTHERN LAWNS 
James Bartley, the company's general manager, recommended a five-

application program running January through December at S50 per treatment. 

TREATMENT 1 • A crabgrass preemergent is applied since this weed is a 

frequent problem in the company's service area, according to Bartley. 

TREATMENTS 2 - 4 . A slow release, granular fertilizer is applied. Since 

southern grasses require more nutrients than cool-season grasses, the 

granular format reduces the danger of burn, Bartley said. 

TREATMENT 5. A cool-season weed preemergent is applied. 

EXTRAS? Dallisgrass and nutsedge treatments are offered at no extra 

charge, since these tend to be a common problem, Bartley pointed out. In 

addition, lime is a minimal charge every other year and soil tests are extra if a 

customer wants one or if there is a problem, Bartley related. These are 

generally unnecessary, however. Having been in the business for 23 years, 

Bartley said he knows the soil he is working with. 

GOT QUESTIONS? 
Visit us on the web: 

WWW.WEISBURGER.COM 

E-mail us: 
WEISINSURE@WEISBURGER.COM 

Call us direct: 
1-800-431-2794 

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

Serving the Industry over 65 years 
Ask around. 

WEISri^RGERGreen 
oyK&UMKce 

topdresser that can 
green up your bottom line! 

j y J s j J J j ^ j z s - r ' ^ ^ z J 
There's nothing else like it for 

COMPOST and other 
topdressings. 

• Capture profits in the exploding Green Trend market by 
spreading environmentally friendly turf care materials. 
• Unique narrow design permits access to previously 

inaccessible areas, yet provides spread pattern up to 66". 
• Affordable! One-person operation. No-tools adjustment. 

Simpi*, WaH-buiit Rwwiucts 

TOLL FREE 1*888*693*2638 
www.earthandturf.com 

http://WWW.WEISBURGER.COM
mailto:WEISINSURE@WEISBURGER.COM
http://www.earthandturf.com


R I V E T O 
W I T H N I G H T L I F E * L A N D S C A P E 1 G H T 1 N G 

Get The Vacation Sensation ... Travel, 
Play Golf Or Go To The Races On Us! 

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

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

Or take a get-away vacation to your choice of 
more than 250 resorts in the US and Canada. 

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

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

Superior, Trouble-Free Landscape Lighting™ 

GVGENLYTE THOMAS GROUP,LLC 

100 Craftway, P.O. Box 128, L i t t lestown, PA 17340 
717-359-7131, fax 717-359-9289, www.hadcolighting.com 

USE READER SERVICE # 9 2 

Just fill out the form and fax it to Marketing 
Services at (717) 359-9289, or mail to HADCO, 
Marketing Services, 100 Craftway, Littlestown, 
PA 17340. 

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

Hey, I want the vacation sensation! 
Please send me the complete details. 

Name 

Company 

Title 

Address _ 

City 

State . Zip. 

Phone ( 

Fax ( ) -

Web Site Address. 

E-mail 

• 6-10 

Number of employees: 

• . • 5 

more than 10 

Total landscape lighting sales: 

0 $ 1 K - $ 5 K | | S6K- S15K 

[ ] S16K - $30K Q $31K - $60K 

[ ] more than $60K 

http://www.hadcolighting.com
http://www.hadcolighting.com


(continued from page 92) 

might take on the customer but charge them 
in the upper end of the company's price 
range, Bartley described. Conversely, "a lawn 
in excellent shape or next to a customer we 
already have will get the lower end." 

PRICING FOR PROFIT. Ensuring a profit 
can be a challenge for lawn care companies 
facing constant pressure to keep prices low. 
In Lawn Master's case, budgeting for profit 
has been a trial and error process throughout 
the company's history. When it comes to 
setting up a budget, "experience is a big 
help," noted Joe Williams, president of the 
Pensacola, Fla.-based company. He added 
that details are the secret to good planning. 
"We try our best to anticipate the cost of sales 
and overhead," he described. "We put a lot 
of detail, and always have, in making projec-
tions, such as knowing what sales need to be 
for the year." 

(continued on page 96) 
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Joe Williams, president, Pensacola, Fla., suggested a six-application program 
running February through December, ranging from 840 to $50 per treatment. 
TREATMENT 1 • A preemergent is applied 

TREATMENT 2* A pre- and postemergent is applied, along with a 

balanced fertilizer formulated for the soil. 

T R E A T M E N T S 3 - 4 . A balanced fertilizer with micronutrients is 

applied. Insecticides are used as needed, Williams noted, adding that the 

most common problems in his area are chinch bugs, mole crickets or 

webworms. "We only apply a product if a pest is there," he said. 

TREATMENTS 5 - 6 . A winterizer is applied, which includes potash, 

nitrogen and a fall preemergent herbicide. 

E X T R A S ? Lawn Master's program is all-inclusive and covers all fertilizer, 

weed and insect control costs, Williams said. The company typically does not 

conduct soil tests since it did soil profiles throughout its service area. Lawn 

Master does check pH every three years or so, however, to monitor acidity. 

U l d i & ^ J j l ^ Wikl-jXilrJ c l U U I i l ^ J x ) 
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EARTHSCAPES SOFTWARE 
• Hi-Res Photo Imaging • Site Plan Designer 

• Estimator 
"See why top designers are switching to..." 

VISUAL IMPACT IMAGING 
330-665-9080 

www.visualimpactimaging.com 

The Fastest, Most Powerful, 
Landscape Design Software for Windows 

Scarify • Rip Vegetation • Push/Pull Soil • Finish Grade • Prepare Seedbeds 
Call for Free Video (877)788*7253 

3 Tools-in-ONE! 
G Scarifier 

• Box Scraper 
• Finish Rake 

WWW.tr3rake.com HydroSeedInnovators. Inc. 10660McKinley H\vy• Osceola IN 46561 
(219)674*5296 • (219)674*5902 (fax) • (677)766*7253 (RAKE) • http www tr3rake com • mk>Otr3rake.com 

http://www.visualimpactimaging.com
http://WWW.tr3rake.com


m i 
HALF AN SCU IS A WASTE. 

No matter how you break it down, MESA is 

superior to SCUs. When you cut a sulfur coated urea granule in 

half, the nitrogen is catastrophically released. The result? Flush 

growth and loss of nitrogen, due to leaching and volatilization. 

MESA is methylene urea and sulfate ammonia combined in a 

single granule. That means every particle will disperse and 

nothing is wasted on coatings. And even if the granule is chipped 

or cracked it will still release slowly without causing excess 

growth, which often happens with SCUs. Don't risk your turf. 

Use MESA for consistent, long-lasting results. For more infor-

mation, see your Lebanon Distributor or call 1-800-233-0628. 

Or visit our website at www.lebturf.com. 

To learn more about slow release 
nitrogen and fertilization, simply go 

to www.lebturf.com/offers and fill out 
the online request form to request a 

FREE copy of our agronomy manual. 
Coupon Code: LL7402 

Lebanon 
T U R F P R O D U C T S 

Our reputation is growing yours. 

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


(continued from page 94) 

To make profit a priority, Williams ad-
vised lawn care operators to put their target 
profit in their budget as a line item. Lawn 
Master, for example, generally tries to aim 
for the 8 to 10 percent range. 

"The big thing is to keep up with product 
and labor costs," Bartley added, noting 
that he reviews his financial statements reli-
giously. "We need to know how low is still 
profitable." 

Keeping chemical costs under control is 
especially important, Bartley said. "Most 
companies will try to keep chemical costs 
around 20 percent of sales," he observed. 
"Keep it down in that range. If your product 
costs are higher than that, you're not going to 
make a profit." 

Mclntire takes a similar approach to en-
suring a profit. "It takes a lot of analysis from 
product to labor to equipment to stay in 
line," he pointed out, adding that costs are 
always fluctuating. "Expenses are changing 

Part of keeping costs 

under control is carefully 

choosing customers. Before it 

takes on a new customer, 

Southern Lawns a lways 

assesses a l a w n to see 

if there are any severe 

pest problems. 

all the time," he said. "Fertilizer costs, for 
example, are shooting through the roof 
this year." 

When the time comes for a price increase, 
explaining this to clients requires a straight-

forward approach. If a company 
explains why it's raising prices, cus-
tomers generally understand, 
Mclntire pointed out, adding that 
TurfPride has raised its prices - any-
where from 2 to 4 percent - every 
other year since the company was 
established six years ago. "We try to 
be fair with them and they know 
that," he said. "If your customer is 
focused on service, price isn't as big 
an issue, anyway." 

"The main thing is to let custom-
ers know how long it has been since 
we've raised prices," Bartley ad-
vised. "If it has been three or four 
years, we put that in the letter." 

When Southern Lawns sends out a price 
increase notice, the company offers a prepay 
discount at the same time. "If there is a 6 
percent increase, we offer a 7 percent dis-

(continued on page 98) 

Call NOW & 
SAVE $$$ 
All Year MTl 

( C L O C K S H E A D S Buy The Box^ 
E S P - 4 s i . . $ 7 2 
E S P - 6 s i . . # 7 7 ^ 
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1804 4"Body $1 ^ 
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1" # 9 5 0 
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$6000 

1" # 4 2 0 
P.V.B. 

$42qo 

lups We Pay Order by 1 p.m. 
V^i forU.P.S. SHIPS SAME DAY 

800-600-TURF 
CALL US AND SA VE! 7:30 am -5 pm (8873) 

Pacific Time 

BUDDY 

TB 7S0 US TURF BUDOY 
SHOWN WITH OPTIONAL 12 VOLT DC VIBRATOR AND OPTIONAL TOP DRESSER SHIELOS 

RUBBER CUSHIONED 
HOPPER UOUNTS 

10" STAINLESS STEEL SPINNER 
WITH DISENGAGE 
(GROUNO DRIVEN) 

STEEL HOPPER 
ROLLCAGE 
STAINLESS STEEL A6ITAT0R 
(GROUND DRIVEN) 

P0W0ERC0AT 
PAINT FINISH 

(ALSO AVAILABLE WITH 
STAINLESS STEEL FRAME) 

MOUNT FOR OPTIONAL 
DC VIBRATOR 

G R O U N O S C O N T R O I P R O D U C T S 
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NOT TO MENTION YOUR REPUTATION. 

If you're just maintaining turf, you're real-

ly missing out. With the Woodace line of products from 

Lebanon, you could easily take care of the whole land-

scape. You see, Woodace products are specifically 

designed to meet the special needs o f trees and shrubs. All 

you do is put them down and watch them grow. It's that 

easy. So, what are you waiting for? Pick up Woodace 

today and your business will really pick up. For more 

information, contact your Lebanon Distributor, or call 

1-800-233-0628. Or visit our website at www.lebturf.com. 

w o 
Y o u ' l l N e v e r L o o k A t P l a n t s T h e S a m e A g a i n . 

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

n> Lebanon 
T U R F P R O D U C T S 

Our reputation is growing yours. 

http://www.lebturf.com
http://www.lebturf.com/profits


(continued from page 96) 

count - that (discount) cushions 
the fall," Bartley said, adding that 
his customers have rarely com-
plained about a price increase. 
"Good customers are not price 
oriented/' he said. "They're 
service-oriented and results 
oriented. Price-oriented custom-
ers, however, leave you next 
time someone can get them a bet-
ter deal." 

Mclntire has had a similar ex-
perience, which has taught him to 
always stress service. "We lose cus-
tomers all the time because some-
one else is cheaper," he noted. "But 
more than 50 percent we get back 
because they don't get the service 
elsewhere." ID 

The author is Associate Editor of 
Lawn & Landscape magazine. 

T T I R F P R I D E 
Chuck Mclntire, vice president of TurfPride, advised going with a seven-application 
program running January through December at $37 per treatment. The treatments are 
evenly spaced out at six week intervals. 
T R E A T M E N T 1 . A pre- and postemergent weed control with a potassium treatment 
is applied. 
T R E A T M E N T 2 * A pre- and postemergent weed control along with a balanced 
fertilizer is applied. 
T R E A T M E N T S 3 - 5 . A slow release, granular fertilizer is applied to "get the color 
up," Mclntire said. Granular is used because in the South, "heat and humidity poses a 
problem with liquid, which winds up being too expensive and burns, anyway." 
T R E A T M E N T 6 . A potash application as well as a preemergent treatment are made 
to address winter weeds. 
T R E A T M E N T 7 . TurfPride puts down another potash application as well as lime to raise 
pH, since soils tend to be acidic in the company's service area. 
E X T R A S ? TurfPride generally does not conduct soil tests since it knows "within a few 
percentage points what each lawn is like," Mclntire said. While insect treatments are 
included in the program, fungicides are an extra charge, since weeds tend to pose a 
more serious problem in TurfPride's market, Mclntire said. 

Promote with 

R.N.D SIGNS 

1 -800-328-4009 
Phone for free catalog 

See variety of promotional signs and 
specialty advertising items. 

The# 1 software for the Green Industry just got 

Lawn and Pest Assistant 
Mapping Assistant 

Serving the green 
industry since 1984 

SYSTEMS 
8246 Goldie St. 

Walled Lake Ml, 48390 

Call for our new 
demo video on 

Lawn and Pest Assistant 
Call today for your own personal on-site demonstration 

of the best software for the Green Industry! 
(800)422-7478 

USE READER SERVICE #57 

We're getting more attached to 
commercial mowers every day! 

SWEEPSTER 
Commercial Turf Sweepers 
Tractor Mounted Sweepers 
Self-Propelled Sweepers 
Clean snow, dirt & debris 
Remove thatch & clippings 
Year-round versatility 

1-800-715-5313 
www.sweepster.com 

http://www.sweepster.com


What 
do people 
have to do 
with a product? 
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, productive, 
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. 

Family Reunion 

0 • 
USE READER SERVICE #143 

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 

http://www.walkermowers.com
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2ND EDITION 

by Harry D. Niemczyk, Ph.D. and David J. Shetlar, Ph.D. 

Available for 
Immediate Order! 

ONLY 

$ 4 9 9 5 
2-10 copies, $44.95 each; 

11 or more copies, 
$39.95 each 

Destructive " 
T U R E Insects 

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. 

• Based on 50 years of collective experience from two of the foremost 
authorities in turfgrass entomology. 

• 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. 

• Offers multiple approaches for the control of turfgrass pests. 

• 81/2- x 11-inch durable plastic cover with heavy wire binding. 

To order, CALL the Lawn & Landscape 
Media Group at 800/456-0707 or VISIT 
www.lawnandlandscape.com. 

"This book will certainly be 
another homerun." 

MICHAEL KERNAGHAN 
Vice President, Operations 

and Development, 
Turfgrass Management 

THE WEED MAN 
Mississauga, Ontario, Canada 

"This practical guide is 
valuable and unique — it 
takes the guesswork out of 
insect identification and 
control with over 400 high 
quality color photos and 

control programs designed specifically for the 
northern and southern regions of the country. 
I highly recommend this book for turf 
managers because it is based on excellent 
science as well as sound practical experi-
ence. It is reasonably priced, thoughtfully 
organized, and constructed (with hard plastic 
cover and spiral binding) to withstand the 
rigors of field use." 

WENDY GELERNTER 
PACE Consulting 

San Diego, California 

"Managing a golf course in 
southwest Florida means 
you had better be ready to 
devote a great deal of 
money and effort to 
controlling insect problems. 

This book provides the information that will 
enhance your ability to make the best choices 
regarding insect management." 

PETER METCALF, CGCS 
Superintendent, 

Wyndemere Country Club 
Naples, Florida 

http://www.lawnandlandscape.com




Switch from Dursban 
to Talstar and get 

Longer Residual and 
Better Performance. 

Guaranteed. 
'Hey. who turned off the lights?" 

Talstar insecticides can be used just about anywhere you use Dursban.' 
Talstar® insecticides are the replacement for Dursban. But unlike Dursban, they are guaranteed" to provide long-lasting 
performance against a broad spectrum of insects, or your money back. And you can use Talstar® insecticides on lawns 
and landscape ornamentals, for perimeters and just about anywhere else you'd use Dursban. 

Talstar® insecticides are formulated with the active ingredient, bifenthrin, a low-dose 
pyrethroid, which contains no alpha-cyano group. That means they are also less likely / \ 
to cause the skin irritation experienced with other pyrethroids, and won't cause 
throat irritation. Plus, they're easy to handle and at label rates, are odor-free. 

For more information, contact your FMC authorized distributor, 
call 1 -800-321 -1 FMC, or visit us at www.fmc-apgspec.com. 

n ^ . I f I . I V I A ©2001 FMC Corporation. The FMC* logo and 
See Guarantee Program Guidelines for details. f | f t f | r T a l s t a r a r e registered trademarks of FMC Corporation 

This guarantee does not apply to termiticide products. • • W • ^ B 'Dursban is a trademark of Dow AgroSciences. 

http://www.fmc-apgspec.com
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PESTICIDE PROGNOSIS 
To identify and treat turf that is under the weather, technicians prepare for lawn care applications 
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it doesn't take much to keep Happy Valley happy. 

.-IB-- 'as. 

Just a pinch of the active ingredient DeltaGard® keeps every yard 
in the town insect free. And there's no magic involved. Only science. DeltaGard" brand 

deltamethrin is the world's most active pyrethroid, which means it effectively 

controls a broad spectrum of insects at some of the lowest concentrations on 

the planet. Something that will make your customers very happy. 

To keep lawns and ornamentals free from ants, fleas, ticks and more than 50 other insect species, 

simply spray water based DeltaGard' T&O 5SC Insecticide at between 0.03 and 0.08 lb ai/A. That's so low 

only the insects will know it's there. 

D e l t a H 



Increase the dose, 0.08 to 0.13 lb ai/A and stop chinch bugs, adult billbugs and other hard to control 

species dead in their tracks. 

Need granules? DeltaGard' T&O Granular Insecticide is in a class by itself. Low dose, water soluble 

and very low odor, it controls a broad spectrum of insects (including chinch bugs and fire ants) in 

lawns, flower beds and interior plantscapes, and around perimeters and ornamentals. Depending on 

conditions, it provides a long residual. 

As you see, it doesn't take much to keep Happy Valley, or your customers, happy. Just a little 

DeltaGard. Anything more is a whole lot less. Pest control everyone can feel good about. 

D e l t a G a r d T & O 
GRANULAR INSECTICIDE 

5SC INSECTICIDE 

chipca 
Professional Products 

Aventis Environmental Science USA LP I Chipco Professional Products I 95 Chestnut Ridge Road I Montvale, NJ 07645 1201-307-9700 
Remember to read and follow label directions carefully DeltaGard and Chipco are registered trademarks of the Aventis Group. <C 2001 Aventis. 
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To identify and treat turf that is under the weather, technicians 
prepare for lawn care applications with proper equipment, hands-
on training and organized scheduling. 

by Kristen 
Hampshire 

Sometimes, sick lawns could use 

a little good medicine. 

Lawn care operators with a 

Ph.D. in pesticides have the 

background to diagnose turf 

disease and prescribe treatments 

necessary to maintain a lush 

lawn. However, the nature of 

the business doesn't allow hap-

hazard decision-making. Lawn 

care operators must prepare 

with tools and training. 

"Your lawn is a living thing - it's like us getting a 

cold," related Marlene Patrick, owner, Avon Lake Lawn 

Care, Avon Lake, Ohio. "There are many kinds of barri-

ers that can prevent your fertilizer from not working as 

well as someone else's next door, including compaction 

and thatch problems. 

"You need to be prepared with knowledge," she 

advised. "Know what you're talking about, and be hon-

est with yourself and with your customer." 

Blending pesticide mixtures, stocking treatment prod-

ucts, organizing service routes, preparing and loading 

equipment - all of these preparation measures pay off 

An efficient use of time each morning or at the end of each day results in a well-stocked truck that is ready for any problems 

that might be encountered along the route. Such preparation eliminates unnecessary return trips to the office for supplies and 

helps technicians provide immediate service to clients. Photo: L&L Staff 

when a lawn care operator (LCO) is en route. Planning 

these application details in advance helps technicians 

deliver effective, efficient service. 

TOOLS OF THE TRADE. Technicians need tools to 

deliver successful treatments, and equipment choice -

sprayers, spreaders or combination outfits - depends on 

the contents of a company's lawn care program. Vehicle 

check sheets are similar at many lawn care companies, 

with a line item list of necessary staple, such as gloves, 

glasses, spill kits, invoice materials and paperwork. 

However, LCOs (lawn care operators) must person-



"Our job is to give our customers a lawn 

they're proud to show o f f , so we need every 

tool available to combat troublesome 

weeds. Millennium Ultra™ helps us do 

just that. It gives us outstanding control 

over clover as well as a wide range of 

other weeds. Weeds are the last thing 

our customers want to see, and with 

Millennium Ultra, they dont have to 

and neither do we 

V i n n i e Tummino Owner, Lawn Doctorof Sayreville/Edison 

Sayreville, New Jersey 

it iverdale 

\( 

The Formulation Innovators 
(800) 345 3330 

www.r iverdalecc.com 

Millennium Ultra is a trademark of Riverdale Chemical Company. 
Lawn Doctor is a registered trademark of Lawn Doctor, Inc. Always read and follow label directions. 

Millennium Ultra is a market leader in the 

fight against the toughest broadleaf weeds 

in turfgrass. Its state-of-the-art formulation 

annihilates a broad spectrum of hard-to-control 

weeds, including clover and oxalis. Since most 

weeds are controlled in one application, you 

save time and money. The result is happier 

customers, fewer callbacks and a product 

that's easier on the environment. With 

Millennium Ultra on your side, you can 

win the battle against broadleaf weeds. 

/ llleniiiiiiii Ultra' 

http://www.riverdalecc.com
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alize their processes to match their pesti-

cide prescriptions. For example, programs 

that emphasize granular products require 

different equipment and preparation than 

those that utilize liquid products. 

Mike Pender, co-owner, Classic Gardens 

and Lawn Care, Birmingham, Ala., prima-

rily applies granular treatments - what he 

considers a more environmentally friendly 

option. "Granular products go where you 

put them and stay where you put them," he 

noted. "With sprays, the minute you put 

them down, they lose effectiveness due to 

evaporation. Since they're on top of the 

grass blade, photosynthesis breaks them 

down, so there is degradation." 

Besides being preferred by his clients, 

granular products also allow his techni-

cians to prepare for their routes the night 

before, Pender explained. "You wouldn't 

be able to prepare in advance with liq-

uids," he added. "They sit in the tank and 

lose their potency." 

Kirk Hurto, vice president technical 

and support services, TruGreen-

ChemLawn, Memphis, Tenn., stressed that 

different applications require different 

preparation. Technicians who stock trucks 

with liquid treatments might not have the 

luxury of organizing their supplies the 

night before. "Filling of spray tanks, espe-

cially, must factor into what products are 

used and how stable they are in a spray 

mix," he explained. "Some insecticides 

are prone to rapid breakdown through a 

process called hydrolysis. The rate of pes-

ticide degradation is influenced by sev-

eral factors, including water hardness, tem-

perature, pH and, in some instances, what 

else may be included in the spray tank." 

Pender's program allows his advanced 

planning to begin when technicians re-

turn in the evening after daily routes. The 

30 minutes LCOs dedicate at the end of the 

day to restocking their trucks and orga-

nizing the next morning's schedule allevi-

ates rushed, morning supply stress, he 

noted. Technicians can take off immedi-

ately at 7 a.m., beat rush hour traffic and 

get a head start on service calls so they 

have ample time to deal with complica-

tions that crop up during the day. 

"It's a lot less hectic to prepare in the 

evening than in the morning," Pender con-

firmed. "In the evening, the technicians 

don't all come in at the same time - they 

show up when they are done for the day, 

so you can handle the trucks at a more 

relaxed pace rather than in the morning 

when you are frantic and have six trucks 

Fax Number 
305 255 2364 

Call Toll Free 800 228 0905 To Order 
or Request Our 200 Page Parts Catalog 

SPRAYER PARTS DEPOT 
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THERE'S NO 
RANGE OF CONTROL LIKE 

THE DRIVE RANGE: 
CRARGRASS 

FOXTAIL 
TORPEDOGRASS 

DOLLARWEED 
SPEEDWELL 

CLOVER 
DANDELION 
DINDWEED 

SIGNALGRASS 
Drive 75 DF postemergent herbicide is the shortest distance between broadleaf and grassy weed 
control. From crabgrass and foxtail to clover and dandelion, Drive eliminates troublesome weeds 
in a variety of turf species. In fact, you can even seed or overseed many varieties of turf 
immediately after application. And Drive keeps weeds under control for 30 to 45 days, in some 
cases for more than 3 months, with a single application. So join the Drive for turf protection today. 
Call 1-800-545-9525 or visit www.turffacts.com. Always read and follow label directions. 

BASF 
PROFESSIONAL T1IRF -im 

Closing the distance between grassy and broadleaf weed control. 

BASF 

http://www.turffacts.com
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that have to go out at the same time." 

Evening tasks include taking a bag in-

ventory, which assures that technicians 

applied the correct amount of product to 

properties, Pender explained. Also, mile-

age, gas and global positioning system 

information is recorded nightly and serves 

as "proof of service" should customers 

claim their property was bypassed. This 

inventory checklist, which is updated in 

the morning and evening, teamed with the 

traditional tools such as spreaders, back-

pack sprayers and extra insect or disease 

treatment, builds a solid system, he said. 

In addition, sharp scheduling will usher 

preparation systems to the service route. 

Timing is everything for LCOs, and it 

encompasses more than hours clocked in 

vehicles. Seasons, weather conditions, ap-

plication increments - these intricate ele-

ments must piece together to form a secure 

schedule, Patrick stressed. Sprouting weeds 

will generate customer complaints, while 

overzealous applications will burn the lawn. 

Patrick's preparation and scheduling 

depends on timing, so her 'checklist' var-

ies at different points during the season. 

Extras she adds to service trucks include a 

spray bottle to spot-treat weeds, preemer-

gent treatments, insecticides or broadleaf 

herbicides. "The treatments I include also 

depend on which insects are prevalent at 

that time," she added. 

Treatments also figure into route sched-

uling for Lynn Tootle, manager, Gro-Mas-

ters, Garden City, Ga. He organizes his 

technicians' service routes based on geo-

graphic area and grass-type, since differ-

ent lawns require different antidotes. 

"Our scheduling is organized to meet 

the needs of each different grass, which 

requires a different set of nutrients and 

requirements," he explained. "By divid-

ing routes by the type of grass, we're able 

to keep our guys from going back to the 

shop to fill up on materials." 

He creates territories in Savannah, 

where his company's client base is fo-

cused, assigning each technician to a route. 

This way, they become regulars on the 

property and can then build relationships 

that result in satisfied, long-term clients, 

Tootle explained. In turn, the LCOs' fa-

miliarity with their regular route allows 

them to manage their time. 

"Also, my technicians are really good 

about routing themselves," he added. 

"They know the area so well that I can give 

them five days of work at one time, and 

they can figure out how to get that done in 

Introducing the Tek TWister 
Detachable Spreaders 

Fits Most Commercial Mowers, Utility Vehicles or Tractors 
GNC 

Industries, Inc. 

Rebuildable Electric Motor 
(Sealed Ball Bearings) 
Variable Speed 
Just Seconds to Mount 
or Dismount 
Stainless Steel Frame 
Heavy Duty Polyethylene Hopper 
Large Capacity (100 or 200 lbs. Fertilizer) 

-TEK 
TWISTER 

B RiTN D CALL TODAY! 
Lawn Power & Equipment • (407) 656-1088 

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 

http://www.gncindustries.com


OUT-OF-CONTROL 
GROWTH 

Turf and Ornamont/tl Growth Regulator Minimize 
Peak Season ; 
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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 
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Apply EMBARK® Turf and Ornamental Growth 
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and your mowing schedule. And after the PGR 

Questions? Let's Talk 
1 - 8 0 0 - 8 2 1 - 7 9 2 5 
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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 
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the fastest way possible." 

Pender also relies on geographic divi-

sions to schedule technician routes, but his 

commission-based company orders a slight 

variation on territory scheduling. Desir-

able accounts are split up among the tech-

nicians to even out earning capability, he 

described. "All of our guys work on com-

mission, so we try to make it so they can all 

have some cream of the crop routes and 

some bizarre routes that are harder to 

travel/' he said. 

ON THE PROGRAM. Prepa-

ration checklists and scheduling 

systems paired with an effective 

application program create a 

full-circle approach for provid-

ing pesticide prognoses. How-

ever, technicians can only nail 

down an efficient system once 

they personalize their prepara-

tion measures to match their 

treatment methods. 

Patrick's six-step application 

program is a common formula. 

These increments allow enough 

time between applications, with-

out providing so much time that 

customers spot the problems in 

their lawns that they wanted to avoid. 

"Timing is so crucial," Patrick empha-

sized. "It is so critical for having the prod-

uct put on at the right time." Preemergents 

cannot be applied too soon, she noted, 

admitting to be "meticulous about things." 

The second site visit includes a "weed 

and feed," which is a broadleaf herbicide 

and a granular feed. Depending on the 

environment and temperature, the third 

visit consists of an insecticide or feed treat-

ment and the fourth and fifth service calls 

include an insecticide application. The fifth 

and sixth treatments also include a feed 

treatment, again, depending on weather. 

"If it is windy, we'll have to wait until 

the next week, and we can't put an appli-

cation on, so that will change whether or 

not the treatment is an insecticide or a 

feed." Fungicides are applied only when 

needed, as they tend to be rather expen-

sive, Patrick explained. 

Additionally, she couples these bi-

monthly check-ups with a detailed form 

that tracks data including the materials 

applied. This sheet then can be referenced 

when preparing for a route as technicians 

determine equipment and products need 

on a service truck. 

Tootle files information dating back to 

each client's initial phone call and request 

for service, he said. He tracks all corre-

spondence between the customer and his 

company - every letter, every invoice. 

"Any time the technicians have a question 

about what part of a property needs to be 

serviced, they just pull the file," he ex-

plained. "For example, if only part of the 

yard is supposed to be treated, there will 

be a map that marks the location." 

He, too, benefits from this background 

information when preparing for service 

routes. These records eliminate guessing 

when a property is assigned to a different 

technician or a technician leaves the com-

pany entirely, Tootle added. 

His seven-application program con-

sists of mostly liquid treatments, which 

requires him to prepare accordingly. 

"When customers sign up with us, I like to 

think of it as a turn-key job," he described. 

"We will take care of the fertilizer, insect, 

weed and disease control." This all-inclu-

sive approach demands all-encompass-

ing preparation and planning. 

"We like to have the trucks empty when 

technicians come back each day because 

the pesticides break down rapidly," he 

said. "We don't mix the pesticide until 

right before they spray to keep the break-

down to a minimum." 

Tootle's program calls for equipment 

that differs from those that are predomi-

nantly granular. His trucks are furnished 

with 600-gallon main tanks and 100-gal-

lon drop tanks to hold liquid treatments. 

Powered beam pumps deliver applica-

tions. He also builds weed and insect con-

trol into the program, which incorporates 

a continuous scouting program, where 

technicians tune into potential problems. 

Continuous for Pender, however, means 

a year-round program - a variation from 

most companies' six-visit schedule. His pro-

gram consists of a 12-month application pro-

cess. "I always kid the customer and say that 

in the South we're blessed that the weeds 

emerge 12 months a year," he joked. "But we 

have a long growing season. We're 

preemerging six times per year and, in 

between that, we're liming in December 

and putting out fertilizer in the summer." 

These application models prove the 

importance of matching the preparation 

to the treatment. Each company's philoso-

phy influences the organizational system. 

BASIC TRAINING. Tools are not lim-

ited to sprayers and spreaders. Training is 

a vital prerequisite to prescribing lawn 

care treatments, and technicians that side-

step education will not have the back-

"All employees require a 
basic training program 
upon hiring, but it's more 
than just classroom 
activities. Be sure they 
receive proper hands-on 
training by pairing them 
with an experienced 
mentor who knows the 
walk." - Kirk Hurto 
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ground to identify turf terrorists. 

Today's lean job market means that 

on-the-job training replaces historic inten-

sive winter training sessions, which were 

the norm in many companies. This new, 

hands-on education familiarizes techni-

cians with the company's appli-

cation methods while orienting 

them to the trade, work atmo-

sphere and client base - three 

key service elements. 

"Training is adjusted to the 

needs of the seasonality of hir-

ing workers to address em-

ployee turnover, as well as building their 

confidence to address the challenges they 

face in performing their duties," Hurto 

explained. "All employees require a basic 

training program upon hiring, but it's more 

than just classroom activities. Be sure they 

receive proper hands-on training by pair-

ing them with an experienced mentor who 

knows the walk." 

Hurto tags this method "contempo-

rary training," and added that adopting a 

field mentor can reduce new employee 

turnover. Regular meetings that empha-

size seasonal topics or explain new tech-

nology motivate employees and bolster 

their industry knowledge, noted John 

Steiner, Midwest regional manager, 

NaturaLawn, Frederick, Md. His company 

hosts 20- to 30-minute weekly meetings to 

review goals, investigate relevant issues 

and supply additional training. 

"We discuss issues such as insects and 

pests, depending on what time of year it is, 

and provide some training material and a 

short quiz for technicians to be able to take 

during the time we hold the meeting," he 

explained. "We'll include education on 

threshold levels for insects, and discuss 

whether or not a technician should treat a 

problem or if it can be scouted, monitored 

and controlled in a different way." 

In turn, technicians educate their cli-

ents, pointing out problematic areas on 

the lawn and involving them in the appli-

cation treatment decision-making process, 

Steiner added. 

Training also allows technicians to 

make informed choices. "We educate the 

customer as to what the problem is in 

order to make a conscious decision, and 

we also empower the applicators to make 

a decision as to whether or not a problem 

has reached a level where it could be caus-

ing damage, if we can change what the 

consumer is doing to alleviate the prob-

lem or if the problem is at such a level that 

it needs to be treated," he said. 

Patrick accompanies her technicians 

on their routes when they are first learning 

the ropes so that these choices can be joint 

decisions while her new technician is learn-

ing company's decision-making criteria. 

"Making an even application is every-

thing," she commented, adding that this is 

one area she stressed while training em-

ployees. "You have to teach them how to 

use the equipment and the proper way of 

putting on an application." 

Reading books, asking questions, taking 

classes - all of these training supplements 

create a well-rounded industry education. 

"The most important thing is being 

knowledgeable," she accentuated. "The 

customer will question you and you have 

to know what is wrong with the lawn if a 

problem arises. Know what you're talking 

about, and be honest with yourself and 

with your customer." OB 

The author is Assistant Editor of Lawn & 

Landscape magazine. 

"Your lawn is a living 
thing - it's like us getting 
a cold." -Marlene 
Patrick 

You should know whdt 1000 Ride-On owners know! 
They're making MORE money with LESS effort 

on almost EVERY lawn, and so can YOU! 
Don't take our word for it - talk to a Ride-On owner. 

For a Owner Referral near you and a FREE video 

Visit ride-onsDreader.com or 800.346.2001 
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Lawn care 
operators 
following 
fertilizer trends 
know that 
natural gas 
price hikes and 
new interest in 
slow-release 
formulas are a 
spreading 
reality. 

by Kristen 
Hampshire 

WANTED: A high-performance, multi-purpose fix to fit any occasion. Environmental considerations 

are a must, animal /people-friendly qualities are a plus. Low-dose features are a bonus to avoid quick 

burnout. Consistency desired. Non-staining formulas preferred. 

"One fertilizer that does it all/' summed up Louis Carta, owner, Connecticut Lawn Care, 

Bristol, Conn., laughing at the possibility of a lawn care cure-all. "A one-shot product would 

be great, but that's not going to happen." 

Pinpointing the perfect formula might not be a realistic industry development, however 

many lawn care operators are experimenting with various products, methods and mixtures. 

With slow-release nitrogen penetrating the market, natural gas costs pressuring price and 

granular products dominating formula choice, some predict a fertilizer future quite different 

than its tank-sprayer past. 

GOING GRANULAR. Historically, liquid-based fertilizers dominated the market, their 

precise application capabilities and easy mixing qualities creating a "double-time treatment" 

when combined with control products such as preemergent herbicides or insecticides, noted 
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Ray Buckwalter, product manager, Leba-

non Turf Products, Lebanon, Penn. 

Today, granular treatments shadow liq-

uid products. A rising concern for the environ 

ment pushed the popularity of this type of 

fertilizer, Buckwalter explained. "Dry ap-

plications are less likely to be perceived as 

'potentially dangerous lawn chemicals' by 

customers or casual observers," he commented. 

"This also prompted many turf managers to switch. 

Many new granular fertilizers are available with 

herbicides or insecticides, which allows labor savings 

when doing two applications simultaneously." 

Preference for granular material continues to peak, 

and has swelled steadily since companies began to 

add granular products to their all-liquid programs 15 

years ago, explained Bill Hubbell, vice president of 

service centers, LESCO, Rocky River, Ohio. Another 

reason for the popularity of granular is that equip-

ment and training requirements are lower for this 

material, which does not involve the chemistry of 

mixing formulas, he noted. "You don't need expen-

sive sprayers to make applications, and you don't 

have the mixing involved with liquid fertilizers -

you don't need fill charts." 

In addition, shipping liquid fertilizer costs signifi-

cantly more than transporting granular products, so 

many companies favor dry products for the economy 

of ordering material, Hubbell added. Granular prod-

ucts also offer a greater variety of options for slow-

release nitrogen formulas - dry products outnumber 

liquid roughly 10 to 2, noted Dean Nelson, owner, 

Nelson Plant Food, Bellville, Texas. 

"Liquid in the southern United States burns in the 

summer," Nelson added. "So, you have to be really 

careful with that." 

While many lawn care companies are going granu-

lar, still, many turn to liquid formulas to spot-treat. 

Others are further exploring dry fertilization options 

by playing chemist and creating combination prod-

ucts that meet soil needs. Concocting an effective 

blend means fortifying fertilizer with weed and insect 

control products. Carta uses combination products 

for blanket insect control, applying these puffed-up 

pesticides to control widespread problems where spot 

spraying would be time consuming, he said. 

"Combination products are a much cleaner, safer, 

more efficient way of treating a lawn," he said, adding 

that many LCOs (lawn care operators) are choosing 

this mix for the same reason he did. "They're tired of 

walking around the lawns spraying. It's a one-time 

over the lawn instead of two trips. It's probably more 

cost effective also." 

Besides time and money, organic concern rules 

some lawn care companies' fertilizer product choices. 

Green-centered thinking has spread to many lawn 

care customers in recent years - they want to know 

that applications will not harm the environment. This 

pushes many technicians to consider alternative, en-

vironmentally friendly treatments with less potent 

Environmental concern is 0 

prevalent consideration for 

lawn care companies as 

customers are demanding 

earth-friendly services. 

Photo: Pursell 
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Longer-lasting 
Barricade® keeps 
your current 
customers satisfied 
and helps you add 
new ones. 

To keep your current customers and build your business, 
you need a herbicide that performs year after year. 
Only Barricade provides the longest-lasting, most 
consistent control of Crabgrass, Spurge, Knotweed, 
Purslane, and 25 other weeds, virtually eliminating 
breakthroughs. Even in tough weather years. This 
longer-lasting residual also allows you to apply 
Barricade earlier in the spring with complete confi-
dence that your weed control will last all season long. 

With its low solubility, Barricade will stay put in the 
weed germination zone and won't move, even on 
slopes and hillsides. Plus, Barricade eliminates the 
staining problems encountered with some other 
pre-emergence herbicides. Which makes it easy to 
keep the Joneses and add the Roberts, Mclvers and 
all the new customers you can handle. 

For more information on Barricade and the rest of the 
Syngenta line of lawn products, call 1-800-395-TURF 
for the name of your Syngenta Sales Representative. 

syngenta 

Barricade is the cornerstone of the Syngenta Lawn & Landscape Partners Program, 
the system of leading-edge products designed to help you grow your business. 
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ingredients. In recent years, pesticides have 

acquired a negative connotation and LCOs 

must address this reality when consider-

ing fertilizer products, Carta reasoned. 

"People are being forced to be more envi-

ronmentally responsible/' he said. "That's 

why some companies are working hard at 

coming up with lower active ingredients." 

Ecological inspiration motivated Carta 

to experiment with biosolids, a treatment 

that is growing in popularity, he observed. 

Composed of sewer bi-products, Carta said 

the material is affordable and the environ-

mentally conscious ingredients make 

waste workable. 

"We're taking something - waste - and 

making it into something," he reasoned. 

"Not only are we gaining the benefits of it 

as a fertilizer, but we're also helping the 

environment and recycling." 

PICKING AND CHOOSING. LCOs 

must tailor the product to match their 

program, which spans from simple "weed 

and feed" applications, including fertili-

"If you've gotten that 

zation and weed and insect control, to 

more sophisticated preventive and cura-

tive fungicide treatment. Some companies 

have expanded into core aeration, thatch 

management, lawn renovation, slit seed-

ing, tree and shrub fertilization and leaf 

removal, Buckwalter listed, noting that 

service options reach as far as an LCO is 

willing to explore. 

"There are no limits as to what 

can be done by the imaginative 

LCO," Buckwalter commented. 

If options are endless and 

products are plentiful, lawn care 

companies need to evaluate key 

fertilizer features. Technicians 

should consider turf quality, 

number of applications and tim-

ing of applications in addition to 

conducting a soil test to identify 

relevant data for their specific geographic 

regions, Buckwalter noted. "Knowledge 

of soils, weather and turf varieties helps 

determine what types of fertilizer are 

needed to achieve the desired results." 

natural qas bill lately, 
the prices are having the 
same effect on 
fertilizer." - Bill Hubbell 

• Eliminates operator fatigue 
• Triple your productivity 

Phone 
(407)656-1088 

Fax 
(407)656-5148 

Subject to Doc stamps and sales tax. 

• Spreads and sprays over 7500 sq. ft. per minute 
• One hand steering - zero turn radius maneuverability 
• Stainless breakaway spray boom 
• 100-lb. variable speed spreader 
• Interchangeable high pressure hand gun to low 

pressure wand 
• Heavy duty variable speed hydrostatic drive 
• 74-gal.tank 100 ft. hose reel and aluminum utility tray 
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Controls over 30 fungi ijiduding dollar spot. 

SysStar fungicide works twice as hard, on more sites, from inside the plant to protect it from root tips to plant 

with more modes of action than any other fungicide tops. Don't waste another season with a single action 

on the market. Dual Systemic action is the key. This fungicide. Get the powerful dual systemic action of SysStar 

powerful systemic action works m^* ^ ^ M H i m ~ on<^ Set 11 on double...( )2. SYS STAR 
The dual systemic fungicide for turf, landscape and ornamentals. I -800-621 -5208. 
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Some soils might require special blend-

ing to create a concoction that caters to 

local turf characteristics, added Jim Collins, 

owner, Komp Horticulture, Houston, 

Texas. He relies on his providers to cus-

tom blend fertilizers. "We work hand in 

hand, trying to look at what is going to be 

most effective for a particular applica-

tion," he explained. 

The variegated soil composition in 

Collins' area calls for versatility. Some ar-

eas of the city contain clay-based soil while 

other locations hold a more acidic soil, he 

noted. "In some cases, we have to custom 

blend for a particular project." 

Buying and blending fertilizer still re-

quires attention to quality and not neces-

sarily cost. Price shopping is not limited to 

customers who weed out expensive ser-

vice providers. LCOs also play the num-

bers game, some of them seeking rock-

bottom fertilizer prices and settling for 

what Buckwalter considers an inferior op-

tion, in many cases. "With fertilizer, you 

get what you pay for," he summed up, 

noting that less expensive options tend to 

have lower quality nutrient sources and 

lack slow-release nitrogen. These two nega-

tives can both be detrimental to turf. 

"Everything else being equal, it makes 

sense for the LCO to choose the most eco-

nomical fertilizer that meets his or her 

specifications," he added. "If there is a 

significant disparity in price, everything 

else is probably not equal." 

Buckwalter noted that size and unifor-

mity of fertilizer granules often is over-

looked during the purchasing process, 

along with how well application rates 

match desired nutrient rates. 

"Granular products are ideally applied 

at between 3 and 6 pounds per thousand 

square feet," he explained. "Poor cover-

age can result if the rate is too low, and 

excessively high rates require the han-

dling of large amounts of material." Safety, 

application quality and environmental fac-

The relotive ease of 

application with spreaders 

instead of spray tanks has 

contributed to the rising 

popularity of granular 

fertilizer applications, 

according to many 

manufacturers. 

tors play into pricing, and LCOs who ig-

nore these important factors sell them-

selves short, he said. 

Jim Rhodes, owner, Texas Green Turf, 

Houston, Texas, noticed waning quality 

in available fertilizer products. Prices are 

climbing and value is falling, he criticized. 

"I've bought bad fertilizer in the past that 

caked up in the mildest humidity and 

really turned into a block of cement," he 

described. "I could see all kinds of trash in 

it - cigarette butts, a dead rat. Those kids of 

things happen all the time, which is why 

you need to look at the products suppliers 

give you." 

Rhodes looks for fertilizer products 

that are clean and free of trash with a 

medium prill size, which eases applica-

tion. Fertilizer that is too dusty is chal-

lenging to apply, he noted. He also evalu-

ates the fertilizer's past performance. "The 

bottom line of any kind of fertilizer perfor-

mance is what it does to help the turf," he 

explained. "Good root development, good 

green up, does it flow well when you 

spread it? All of these factors are involved." 

Other basic considerations lawn care 

companies should review when purchas-

ing fertilizer might include storage capa-

bilities, quality and consistency of the 

product, particle size and percent of slow-

release nitrogen content, Hubbell added. 

A company with minimal storage capac-

ity should recognize the space that large, 

liquid tanks consume, and instead opt to 

stock bags of dry fertilizer. 

Also, medium-sized, consistent par-

ticle size is important to ensure even ap-

plication, and nitrogen content will change 

depending on the season, he said. The key 

is to identify the lawn's needs. 

"One of the larger variables with fertil-

izer is the slow-release source and the 

amount of slow-release formula in a bag," 

Hubbell explained. 

"If you put down a fertilizer, the lawn 

looks great for about 10 days because the 

fertilizer is quickly absorbed by the plant, 

but what doesn't get absorbed can leach 

away from the root zone," Hubbell added. 
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"The lawn goes from being dark green 

to not dark green until it is fertilized again." 

"GREEN-UP," THUMBS DOWN. 
"Green up" pleases customers, who are 

often more concerned about color than 

chemical composition. And often, fertiliz-

ers that focus on quick green up also result 

in quick burnout. Nelson relates slow-

release nitrogen to eating habits. "It is 

Custom Designs Are Our Specialty 
We have all types and styles of sprayers and accessories 

• All Aluminum F r a m e s 

- • H y p r o Pumps 

Honda Engines 

-•Skid Mounts 

- • 3 Distinct Styles o f Trailer Assemblies 

- • S p r a y Systems Complete Line o f Accessor ies 

->Polyethelene Tanks or Fiberglass 

" • S i z e s from 3 0 Gallon to 5 2 5 Gallon 

A simple FREE call or inquiry gets you a FREE video. See for yourself why 
you should buy from BMI. Take this opportunity to own the best sprayer 
you've ever owned at extremely affordable prices! 

ncAicpc BANKO f C M L E K S MANUFACTURING, INT. 
WANTED 222 Commercial PI. 

Sebring. FL. 38870 
800-710-9446 

USE READER SERVICE #181 

THERE WE ARE! 
Ranked Among the Best 

Franchise Opportunities in America! 
Success 
Magazine 

GOLD 
100 

, i f . nitro-green 
MOMSSIONAU i \\0i»mn » Till (Ml 

Entreprenuer 
Magazine 

|Franchise| 
500 

Income 
Opportunities 

Magazine 
P la t inum 

200 

Business 
Start-ups 
Magazine 

The Top I 
150 

• Proven Leaders in the Lawn Care Industry 
• 20 year Track Record of Successes 
• In-depth Training j m 
• Exclusive Territory f l j l r © ^ ^ ^ 

Extensive Support^^^* ^ f 

Call us at 888-509-9500 

better to eat smaller meals more frequently 

than one giant meal every day/' he com-

pared. "If you do that for grass with slow-

release nitrogen, the lawn won't have 

surges of growth that have to be chopped 

off at one time." 

The results from cutting grass after a 

growth spurt are less than appealing, 

added Mark Barbera, vice president and 

general manager, Nu-Gro Technologies, 

Powell, Ohio. 

"Besides environmental benefits, qual-

ity slow-release products provide turf and 

soil benefits," he explained. 

"I compare it to human nutrition. It is 

easy to make turf dark green with regular 

applications of straight urea (found in tra-

ditional fertilizers), but you are just feed-

ing top growth and too much of that will 

actually stress the root system. It is like 

living on Snickers bars for a few weeks. 

They provide energy to keep you going, 

but neither case does much for long-term 

health and is no substitute for a balanced 

nutritional program." 

By pairing slow-release nitrogen fertil-

izers with organic products, Carta hopes 

to decrease the chemical content of his 

applications while enhancing the soil's 

nutrition level. A mixture of slow-release 

nitrogen and an organic base will feed and 

nurture the soil while providing constant, 

long-term fertilization. "The lawn will get 

organic matter, which is an important 

thing, and you're freeing the grass plant 

and the soil," he described. 

Slow-release nitrogen fertilizers also 

are accompanied with ingredient decisions. 

Quality nitrogen sources differ from their 

mediocre counterparts in that they feed 

longer, allowing for more time in between 

applications, Buckwalter said. The in-

creased time increments between applica-

tions reduce fertilizer burn and allow grass 

to flourish with minimal treatments, he 

explained. Fall fertilization also provides 

a useful outlet for slow-release nitrogen 



LONG-LASTING HEXYGON 
KEEPS MITES 

OUT OF THE PICTURE. 

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! 
J 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. 

Ask around... 

growers who 

use Hexygon 

will tell you 

just how cost-

effective it is. 

Get Hexygon, 

the best 
defense 
against 

mites for your nursery and 

ornamental plants. Call your local 

distributor or Gowan Company at 

1-800-883-1844 ext. 2. 

•w- -w- Ovicide / Miticide H e x y g o n 
It happens with Hexygon. 

Hexygon® is a registered trademark of Gowan Company 
Follow all applicable directions, restrictions and precautions on the EPA registered label 

Gowan Company, P.O. Box 5569, Yuma, AZ 85366-5569 1-800-883-1844 ext. 2 www.gowanco.com 
U S E R E A D E R S E R V I C E # 1 6 8 

http://www.gowanco.com
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products, Carta added. This way, the soil 
can receive vital nutrients during the 
winter months, and LCOs extend their 
window of service while getting a head 
start on upcoming spring work. 

Some companies, however, are hesi-
tant to adopt slow-release nitrogen prod-
ucts because they fear losing money due 
to fewer applications on a client's prop-
erty, he added. 

money selling $300 ammonia," he detailed. 
"It is estimated that 50 percent of the North 
American ammonia production capacity 
has been idled in the last several months. 
Producers cannot afford to produce am-
monia or urea at today's selling prices." 

Supply is likely to be more of an issue 
than price, Barbera concluded. 

"An LCO who has not done any buy-
ing yet is going to find fertilizer prices up 
significantly for the coming season and, 

A C O S T L Y R E A C T I O N . Natu-
ral gas price hikes create expen-
sive heating bills, but what con-

sumers might not realize is how 

these steep cost increases inflate 

the price of fertilizer. 

"If you've gotten that natural 

gas bill lately, the prices are hav-

ing the same effect on fertilizer," 

Hubbell explained. "The fertil-

izer business has been pretty con-

sistent over the last few years 

with pricing, but it's not like that 

this year." 

Barbera commented that, "it may help 

to have an abbreviated 'Nitrogen Basics 

101' course," to understand the chemistry 

behind the cost. In a nutshell, ammonia, 

the building block for all nitrogen fertil-

izer, is produced by combining natural 
gas in the presence of a catalyst with air. 

Urea, a primary fertilizer ingredient, also 
is produced indirectly through an ammo-
nia reaction. 

High natural gas prices intensify the 
cost of producing urea, and therefore in-
crease prices of all urea-based products. 

Today, ammonia on the Gulf Coast runs 
$290 per ton compared to last year's $112 
per ton cost. 

This means lawn care companies will 
be paying top dollar for fertilizer this year, 

and in turn, will be forced to pass this cost 
to the consumer, Barbera explained. 

"North American nitrogen producers 

cannot buy $10 natural gas and make 

"What there is right 
now is an industry that's 
tied to natural gas, and 
we're going to have some 
economic issues in 
2 0 0 1 - Bill Hubbell 

again, availability will be an issue," he 

stressed. "I think we will see some 

homeowners taking a second look at hav-

ing their lawn fertilized when they see the 

increased costs." 

Barbera is advising his customers to 

buy fertilizer early and buy in bulk. 

Though some lawn care companies have 
secured pricing for their customers be-
cause of their generous inventory, others 
have not had this luxury, and instead are 
left explaining the discrepancy. 

Hubbell emphasized that customer 

communication is crucial in lieu of these 
sharp price increases. "Cost will hurt com-
panies if they haven't raised their prices," 
he predicted. 

"Right now the industry is tied to natu-
ral gas, and we're going to see some eco-

nomic issues in 2001." ID 

The author is Assistant Editor of Lawn & 

Landscape magazine. 



iverdale 
The Formulation Innovators 

(800) 345 3330 
www.riverdalecc.com 

Cool Power is a registered trademark of Riverdale Chemical Company. 
Always read and follow label directions. 

"In the past, we've tried everything 

to control weeds during the fall and 

early spring when temperatures are 

cooler. Nothing gave us the control 

we needed. But with Cool Power®, 

all of that changed. Now ground 

ivy, wild violets and chickweed dont 

stand a chance. Cool Power gives 

us the control we need to eliminate 

cool weather weeds and satisfy 

our customers 

Owner & President 

Showcase Turf & Tree 

Cincinnati, Ohio 

As the temperature cools off, you need 

a herbicide to help you successfully 

battle postemergent broadleaf weeds. 

Cool Power's special ester formulation 

of MCPA, triclopyr and dicamba combine 

to give you superior weed control 

in cool weather. With Cool Power 

on your side, weeds don't stand 

a chance. 

http://www.riverdalecc.com




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 
R o h m and H a a s distr ibutor, or 
1-800-987-0467, and ask about new, 
harder-working, more cost-effective 
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Lawn& 

Landscape's 

second 

pesticide and 

fertilizer 

guide identi-

fies and 

describes 

treatments 

for effective 

lawn care 

programs. 

THE ANDERSONS FMC LEBANON ROHM AND HAAS 
480 W. Dussel Dr. 1735 Market St. 1600 Cumberland St. 100 Independence Mall West 

Maumec, Ohio 43537 Philadelphia, Penn. 19103 Lebanon, Penn. 17042 Philadelphia, Penn. 19106 

800/225-2639 800/321-1 FMC 800/233-0628 215/592-3000 
www.fmc-apgspec.com www.LEBTURF.com www.RohmHaas.com 

ARBORSYSTEMS 
www.fmc-apgspec.com 

P.O. Box 34645 GOWAN LESCO RohMid 
Omaha, Neb. 68134 P.O. Box 5569 15885 Sprague Rd. 26 Davis Dr. 
800/698-4641 Yuma, Ariz. 85366-5569 Strongsville, Ohio 44136 Research Triangle Park, N.C. 

www.arborsystemsllc.com 800/883-1844 www.lesco.com 27709-3528 
www.gowanco.com 888/764-6432 

AVENTIS MILORGANITE www.mach-2.com 
ENVIRONMENTAL GRIFFIN P.O. Box 3049 
SCIENCES/CHIPCO P.O. Box 1847 Milwaukee, Wis. 53201-3049 RIVERDALE 
PROFESSIONAL Valdosta, Ga. 31603 www.milorganite.com CHEMICAL 
PRODUCTS www.griffinllc.com 425 W. 194th St. 

95 Chestnut Ridge Rd. MONSANTO Glenwood, 111. 60425 

Montvale, N.J. 07645 HYDRO-AGRI 800 N. Lindburgh Blvd. 800/345-3330 

201/307-9700 NORTH AMERICA St. Louis, Mo. 63167 www.riverdale.com 

www.aventischipco.com 100 N. Tampa St., Suite 3200 800/332-3111 
Tampa, Fla. 33602 www.monsanto.com SYNGENTA 

BASF CORP. 800/234-9376 P.O. Box 18300 

26 Davis Dr. www.hydro.com MOYER A SON Greensboro,N.C. 27419-8300 

Research Triangle Park, N.C. P.O. Box 64198 800/395-8837 

27709-3528 J . J . MAUGET Souderton, Penn. 18964-0198 www.syngenta.com 

919/547-2000 5435 Peck Rd. 800/345-0419 
www.turfFacts.com Arcadia, Calif. 91006 www.emoyer.com UNITED 

800/873-8779 HORTICULTURAL 
BAYER www.mauget.com PBI GORDON SUPPLY 
6700 Corporate Dr., Suite 230 1217 W. 12th St. 9335 Elm Court 
Kansas City, Mo. 64120 J .R. SIMPLOT Kansas City, Mo. 64101 Denver, Colo. 80260-5211 

816/242-4809 P.O. Box 198 800/821-7925 303/487-9000 

www.BayerProCentral.com Lathrop, Calif. 95330 www.pbigordon.com www.uhsonline.com 

209/858-2511 
CLEARY CHEMICAL www.bestfertilizer.com PLANT HEALTH CARE VALENT USA 
178 Ridge Rd. 440 William Pitt Way 1333 N. California Blvd., 
Dayton, N.J. 08810 KNOX Pittsburgh, Penn. 15238 Suite 600 

800/524-1662 P.O. Box 248 800/421-9051 Walnut Creek, Calif. 94596 

www.clearychemical.com Knox, Ind. 46534 www.planthealthcare.com 925/256-2812 

219/772-6275 www.valentpro.com 
DOW www.removeice.com REGAL CHEMICAL 
AGROSCIENCES 1801 Texas St. 

9330 Zionsville Rd. El Paso, Texas 79901 
Indianapolis, Ind. 46268 915/542-1831 
800/225-3726 www.regalsupply.com 
www.dowagro.com/turf 
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Three sure signs of weed control 

Featuring Chaser® Ultra, the 
newest member of the latest 
generation of three-way herbicides 
• A family of superior cool or warm season performers 

that control broadleaf weeds such as dandelion, 
clover, chickweed, plantain, oxalis and spurge 

• Chaser® Ultra, made from the amines of Clopyralid, 
MCPA and Dichloropropp, is also effective on a broad 
spectrum of other weeds that are much harder to 
control such as ground ivy and Canada thistle 

• ChaserUltra is not made with 2,4-D and because it 
does not contain Dicamba, it's better for use around 
shallow-rooted ornamental plants and trees 

• Chaser and Chaser 2 Amine are economical Triclopyr 
and 2,4-D formulations with excellent turf safety and 
superior control of hard-to-kill weeds 

• Use Chaser in cooler weather such as the spring and 
fall and Chaser 2 Amine when days are warmer for 
year-round control 

H United •J VT Horticultural Supply 
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MANU- PRODUCT ACTIVE 
FACTURER NAME INGREDIENT 

PESTICIDES 

FERTILIZERS 
AVAILABLE 
FORMULATIONS 

FOR USE 
IN/ON 

BIOLOGICALS 
Plant Health Teknar Bti 
Care Bioinsecticide 

P H C Mosquito 
Dunks Bti 
Bioinsecticide 
SoilGuard 12G 
Biofungicide 

FUNGICIDES 
Arbor Shepherd 
Systems 

Aventis/ 
Chipco 

Bayer 

Cleary 
Chemical 

2 6 G T 
Aliette 

Chipco 26019 
ProStar 

Bayleton 50 

Compass 

Spectro 
90 W D G 
Spotrete F 

Protect T/O 

Bacillus thuringiensis 
var. israelensis (Bti) 
Bacillus thuringiensis 
var. israelensis (Bti) 

Beneficial fungus 

Propaconazole 

Iprodione 
Aluminum tris 

Dow Rubigan A.S . 
AgroSciences 

Aprodione 
Flutolanil 

Triadimefon 

Trifloxystrobin 

TM and Daconal 

Thiram 

Mancozeb 

Fenarimol 

Griffin Junction Copper hydroxide 
and mancozep 

Concorde S S T Chlorothabol 

J . J . Mauget 

Pentathlon 

Kocide 2000 

Pentathlon D F 

Fungisol 
Tebuject 

Maneb 

Copperhydrogide 

Mancozeb 

Debacarb 
Tebuconazole 

Teknar granules or 
water soluble packets 
Floating dunks 

12 percent granule 

Mosquito and 
black fly larvae 
Standing water, flooded 
areas where mosquitoes 
can breed 
Landscape and flower 
beds, soil/potting mixtures 

Liquid 
Water dispersable 
granular 
Wettable powder 
Wettable powder 

Water soluble 
packets 

50 W G 

Wettable dry granule Turf and ornamental 

Flowable 

Liquid 

Dry flowable 

Liquid 

Liquid 

Dry flowable 

Dry Flowable 

2 percent 
4 percent 

Imisol 

Abasol 

Imidacloprid, debacarb 5 percent 

Abamectin, debacarb 5 percent 

Turf diseases 

Turf and ornmental 

Lawn care 

Greenhouse, nursery 
and turf 
Turf, nursery and 
ornamental 

Turf and landscape 

Turf, nursery and 
ornamental 
Turf and landscape 

Ornamental trees 
Ornamental trees 

Ornamental trees 

Ornamental trees 

Knox 1370029 Bayleton Granular 

PBI Gordon Bordeaux Soluble powder Flower beds, ornamental 
Mixture 

Soluble powder 
landscape and shade trees 

Plant Health Trilogy Neem Neem oil Sprayable Landscape plants 
Care Oil Biopesticide horticultural oil and shrubs 

Rohm Dithane T/O Mancozeb Dry flowable Ornamentals 
and Haas Dithane W F Mancozeb Flowable Ornamentals 

Systhane W S P Myclobutanil Wettable powder in Ornamentals 
water soluble pouch 

Fore W S P Mancozeb Wettable powder in Turf 
water soluble pouch 

Fore Flowable Mancozeb Flowable Turf 
Eagle Myclobutanil Wettable powder Turf 

Mosquitoes 

Fungal diseases 
such as Pythium, 
Rhizoctonia, etc. 

Apple scab, Anthrac-
nose, Dutch Elm 
disease, Oak wilt 

Insitutional turf 
Turf and ornamentals 

Ornamentals 
Residential and commercial 

Certain flower diseases 
foliag plants, shrubs, turf 
shade trees 
All turfgrass and 
ornamentals 

Dollar spot, brown 
patch, summer patch, 
copper spot, etc. 
Anthracnose, brown 
patch, gray leaf spot,etc. 

Gray leaf spot, rusts, 
et al. 
Dollar spotk, brown 
patch, rust 
Dollar spot, leaf spot, 
fusarium 

Poa annua, dollar spot, 
rusts, patch and fungal 
diseases 

Algae, brown 
patch, dollar spot, etc. 
Brown patch, dollar spot, 
leaf spot, algae, melting 
out rust and red thread 
Botrytis, anthcacnose, 
cercospera, rust, etc. 
Alternia blight, anthra 
cnose, phemapsis, etc. 
Botrytis, anthrcacnose, 
ceropspera, rust, etc. 

31 pathogenic diseases 
Red oak wilt, leaf spot, 
apple scab, etc. 
Combination of insects 
and pathogenic 
diseases 
ilnsects and pathogenic 
diseases 

Fungal and bacterial 

Powdery mildew, 
rust, black spot, aphid 



Tuflex says STOW IT." 

Model 159 Schest 94 Shown, Mounted Curb Side 94"L x 24"W x 23" High 

Model 159 Schest 51 Shown, Reor Mounted Both Models Shown Doors Open 
51 "L x 24"W x 23" High 

TUFLEX DECK MOUNTED STORAGE CHESTS FEATURE ALL STAINLESS HINGES 
AND LOCKING HARDWARE, O-RING GASKETED DOOR SEALS AND OUR 
FAMOUS HIGH GLOSS MOLDED FINISH. 

THESE BOXES CAN EASILY ACCOMMODATE PUMPING SYSTEMS AS WELL AS 
HOSE REELS PROVIDING SECURITY AS WELL AS CURB APPEAL AND CAN 
ACCOMMODATE UP TO 30 BAGS OF DRY GOODS. 

1-800-327-9005 • www.tuflexmfg.com 

http://www.tuflexmfg.com


MANU- PRODUCT 
FACTURER NAME 

Syngenta Banner MAXX 

Daconil 

Heritage 

Subdue MAXX 

United Horticul- Banol C 
tural Supply 

Engage 

HERBICIDES 
Aventis/Chipco Acclaim Extra 

Ronstar 

Finale 

Bayer 

Dow Agro-
Sc iences 

Sencor 75 

Confront 

Gallery 

Lontrel T&O 

Snapshot 

Surflan A.S . 
Team Pro 

ACTIVE 
INGREDIENT 

AVAILABLE 
FORMULATIONS 

Banol, daconil 

P C N B 

Fenoxaprop-p-ethyl 

Oxadiazon 

Glufosinate ammonium 

Metribuzin 

Triclopyr and clopyralid 

Isoxaben 

Clopyralid 

Irifluralin and isoxaben 
2.5 T G 

Oryzalin 
Benefin and trifluralin 

FOR USE 
IN/ON 

Turf 

Turf 

Turf 

Turf 

Flowable Disease control on turf 

Granular and flowable Various turf diseases 

Liquid 

Powder, granule 

Liquid 

Wettable powder 

Liquid, on fertilizer 

Liquid, on fertilizer 

Liquid 

Granular 

Liquid 
Granular, on fertilizer 

Lawn care 

Landscape, lawn care 

Lawn care 

Landscape 

Lawn care, landscape 
Lawn care 

Broad-spectrum; 
controls dollar spot 
Broad-spectrum; 
resistance management 
22 soil and foliar 
turfgrass diseases, brown 
leaf patch, etc. 
Broad-spectrum disease 
control; resists Pythium 

Sod farms, commercial and 
residential turf, ornamentals 
Commercial nursery, turf 
and landscape 
Emerged weeds in 
noncrop areas 

Broadleaf and grass Annual bluegrass, 
weeds in turf 
goosegrass, bedstraw, 
Carolina geranium, etc. 

Dandelion, clover and 
other broadleaf weeds 
Chickweed, spurge and 
oxalis 
Clover, dandelion, thistle 
and dollarweed 
111 grassy and broadleaf 
weeds including chick-
weed, spurge, oxalis, etc. 
Crabgrass and chickweed 
Crabgrass, spurge, etc. 

Knox 

Monsanto 

PBI Gordon 

1100409 
1104109 
1103409 

Balan 
Team 
Treflan 

Granular 
Granular 
Granular 

1219009 Trimec Granular 

Roundup Pro Liquid 

Roundup Pro 
Dry 

Dry 

Manage 

Trimec C lass ic 

Trimec Turf 
Ester 

Super Trimec 

Trimec Plus 

2.4-D, M C P P , 
dicamba 
2,4-D, 2,4-DP, 
dicamba 

2,4-D, 2,4-DP, 
dicamba 

2,4-D, M C P P , 

Low-odor liquid and 
low-odor dry 
Low-odor liquid 
emulsifiable 
concentrate 
Low-odor liquid 
emulsifiable 
concentrate 
Liquid 
dicamba, MSMA 

Trimec 992 

BrushMaster 

Pre-San 

Barrier 

2,4-D, M C P P , 
dicamba, MSMA 
Trimec Southern 
2,4-D, 2,4-DP, 
dicamba 

Bensulide 

Dichlobenil 

Liquid 

2,4-D, M C P P , 
Low-odor liquid 
emulsifiable 
concentrate 
12.5 granule, 
7 granule 
Granular 

Preemergent herbicide 
Preemergent herbicide 
Preemergent herbicide 
Weed control 

Ornamentals, plant nurseries, 
Christmas trees, parks, 
recreational areas and 
residential areas 
Ornamentals, plant nurseries, 
Christmas trees, parks, 
recreational areas and 
residential areas 
Turf 

Warm- and cool-season 
turf grasses 
Cool-season turf grasses 
Post-emergent 

Cool-season turf grasses 

Warm- and cool-season 

Cool-season turf grasses 
Liquid 
Non-crop areas 

Established turf grasses 

Ornamental beds, 

Post-emergent 
broadleaf weeds 

broadleaf weeds 
Post-emergent 
broadleaf weeds\ 

Post-emergent 
turf grasses and 

grass weeds 
Post-emergent 
broadleaf weeds 
Warm-season turf grasses 
Post-emergent brush, 
stumps and broadleaf 
weeds 
Preemergent broadleaf 
and grass weeds 
Pre- and post-emergent 
tree wells, and fence lines 



MANU-
FACTURER 

Riverdale 
Chemical 

Rohm and 
Haas 

Syngenta 

PRODUCT 
NAME 
Vegemec 

ACTIVE 
INGREDIENT 
Prometon, 2,4-D 

Tupersan Siduron 

Bensumec 4 L F Bensulide 

Mecomec M C P P 

0 r n a m e c 1 7 0 Fluaziflop-P, butyl 

Manor 

Corsair 

Cool Power 

Razor 
Razor S P I 

Horsepower 

Metsulfuron methyl 

Chlorsulfuron 

MCPA, Triclopyr 
and Dicamba 
Glyphospate 
Glyphospate 

MCPA, triclopyr, 
dicamba, 2,4-D 
free amine 

Dimension Ultra Dithiopyr 

Goal T/O 
Dimension Ultra 

K E R B 

Oxyfluorfen 
Dithiopyr 
water soluble pouch 
Pronamide 
water soluble pouch 

Barricade 

Reward 

Touchdown P R O 

United Horti- Surflan Coated Surflan 
cultural Supply 

Chaser Ultra Clopyralid, M C P A 
and dichloroprop-P 

AVAILABLE 
FORMULATIONS 
Liquid emulsifiable 
concentrate 

Wettable powder 

FOR USE 
IN/ON 
Sidewalk cracks, patios, 
driveways, fenceline, 
vegetation 
Newly-seeded and 
seedling turf grasses 
Established turf grasses Liquid emulsifiable 

concentrate 
4-pound/gallon and Cool-season turf grasses 
2.5-pound/gallon liquid 
Liquid emulsifiable 
concentrate 

Flower beds, landscape 
plantings and wildflowers 

Post-and Pre-
emergent total 
bare earth areas 
Crabgrass, foxtail and 
downy brome 
Preemergent broadleaf 
and grass weeds 
Chickweed and clover 

Post-emergent 
grassy weeds 

W D G 

W D G 

All ester form 

4 1 % W S L 
4 1 % W S L 

Wettable powder in 
water soluble pouch 
E C 
Wettable powder in 

Granular 

Liquid 

Removes bahiagrass from 
St. Augustine and Bermuda-
grass; controls weeds 
Removes clump grasses 
from grasses; controls weeds 
Cool-weather broadleaf Wild violet and gera-
weed applications nium, spurge, oxials, etc. 

Grassy and broadleaf weeds 
Indicator shows where 
product was applied 
Turfgrass/black medic, 
buckhorn, chickweed, clover, 
daisy, dandelion, etc. 

Ornamentals 
Ornamentals 
Turf 

Wettable powder in Turf 

Turf 

Turf 

Turf 

Pre-emergence 
herbicide for grass 
and broadleaf weeds; 
controls crabgrass, etc. 
Non-selective; land-
scape and aquatic herbicide 
Non-selective; improves 
weed contact 

Millennium Ultra Dlopyralid 
sand dicamba 

Annual grasses and certain 
broadleaf weeds on warm-
season turf and in nursery 
and on ornamentals 
New-generation broadleaf 
weeds; where a 3-way 
product is commonly used 

INSECTICIDES 
Arbor Systems Pointer 

Aventis/ 
Chipco 

B A S F 

Bayer 

Greyhound 
Chipco Choice 

Imidacloprid 

Abamectin 
Fipronil 

DeltaGard T&O Deltamethrin 

Sevin 

Pendulum 

Basamid 

Drive 

Image 

Dylox 6.2 

Dylox 80 

Carbamate 
applications 

Pendiamathalin 

Dazomet 

Quinclorae 

Imazaquin 

Trichlorfon 

Trichlorfon 

5 percent 

2 percent 
Granular for 
slit applications 
5 S C concentrate, 
granular 
Granular for slit 

26, 33 F C , W D S 

Ornamentals 
beetles, psyllids, cambial 
Ornamentals 
Commercial grounds 

Turf and ornamentals, 
residential and commercial 
Turf and ornamentals 

Ornamentals and turf 

Granular soil fumigant Turf renovation 
and seed beds 

75 D F 

70 D G 

Granular 

Wettable powder 

Turf 

overseeding flexibilty and 

Turf 

kallinga, etc. 

Turf 

Landscape, flowers, 

Aphids, adelgids, 
feeding borers 
mites, beetles, etc. 

More than 45 grassy 
and broadleaf weeds 
Grasses, weeds, dis-
eases and nematodes 
Broad-spectrum post-
emergent herbicide offers 

turf safety 
Purple and yellow nut-
sedge, dollarweed, green 

White grubs, mole 
crickets, etc. 
Nantucket pine tipmoth, 



MANU-
FACTURER 

Dow Agro-
Sc iences 

Gowan 

J . J . Mauget 

PRODUCT 
NAME 

Imidacloprid Water soluble 

Merit 75 W P 

Merit 0.5 G 

ACTIVE AVAILABLE FOR USE 
INGREDIENT FORMULATIONS IN/ON 

shrubs and trees armyworms, bagworms 
Turfgrass, ornamentals, Larvae of: annual blue-

Imidacloprid 

Imidacloprid 

Tempo S C Ultra Beta-Cyfluthrin 

Tempo 20 W P Cyfluthrin 

Tempo 20 W P 
Power Pak 

Tempo 20 W P 

Conserve S C 

Dursban 

Hexygon 

Vendex T/N/O 

Talstar Lawn & 
Tree Flowable 
Insecticide/ 
Miticide 
Talstar P L 
Granular 
Insecticide 
Astro 
Insecticide 

Cyfluthrin 

Cyfluthrin 

Spinosad 

Chlorpyrifos 

Hexythiazox 

Fenbutatin-oxide 

Bifenthrin 

Bifenthrin 

Permethrin 

Talstar Nursery Bifenthrin 
Granular 
Insecticide 

Imicide 

Abacide 

Imidacloprid 

Abamectin 

Inject-A-Cide B Bidrin 

Inject-A-Cide Metasystox-R 

Knox 1300059 Diazinon 

packets 

Wettable powder 

Granular 

Liquid 

Wettable powder 

Water soluble 
packets 

Water soluble 
packets 
Liquid 

Liquid, wettable pow-

Wettable powder 

Wettable powder 

Flowable liquid 

Granular 

Flowable liquid 

Granular 

10 percent 

1 percent 

80 percent 

50 percent 

Granular 

fruit and nut trees, etc. 

Turfgrass, ornamentals, 
fruit and nut trees, etc. 
Turfgrass and land-
scape ornamentals 

Indoor and outdoor 
surfaces and ornamentals 
Broad-spectrum control 

Broad-spectrum control of 
crawling, flying and wood-
infesting insect pests, e tc. 
Broad-spectrum control 
for turf, trees, etc. 
lawn care, nursery, 
greenhouse, arborist 

road medians, industrial 
der in pre-measured 
water-soluble packets, 
granular, on fertilizer 

Ornamental plants 

Turf, nursery and 
ornamental 

Indoors, ornamentals and 
landscapes 

Ants, mole crickets and 
other insect pests 

Lawns, ornametnal trees 
and shrubs, and around 
buildings for perimeter 
insect control 
Quarantine treatment 
against imported fire ants 
and other balled and con-
tainerized nursery stocks 

Ornamental trees 

Ornamental trees 

Ornamental trees 

Ornamental trees 

Insect control 

Merit 75 W S P 

grass weevil, asiatic gar-
den beetle, billbugs, etc. 
Larvae of: annual blue-
grass weevil, etc. 
Larvae of: annual blue-
grass weevil, asiatic 
garden beetle, billbugs, 
cutworms, etc. 
Armyworms, bagworms, 
aphids, cutworms, etc. 
Bagworms, armyworms, 
aphids, cutworms, etc. 
Aphids, armyworms, 
bagworms, cutworms, 
gypsy moth larvae, etc. 
Bagworms, armyworms, 
aphids, cutworms, etc. 
Cutworm, armyworm, 
sod webworm, lepidop-
tera, spider mite, etc. 

plant sites, rights-of-way, 
nursery 

European red mite, 
pacific spidermite, etc. 
Two-spotted and 
spruce spidermites, 
olingonychas, etc. 
Adelgids, annual 
bluegrass weevil, 
ants, aphids, army-

Annual bluegrass 
weevil, ants, army 
worms, billbugs, etc. 
Ant mounds, ants, 
armyworm, ash 
borerbanded, ash 
clearwing, etc. 
Black vine weevil, 
european chafer larvae, 
fungus gnat larvae, etc. 

Borers, piercing, suck-
ing insects, etc. 
Mites, caterpillars, 
scales, etc. 
Chewing, piercing, 
sucking insects, etc. 
Chewing, piercing, 
sucking insects, etc. 

L E S C O Triad Ortho Boricacid Commercial and 
residential 

Ants, roaches, beetles, 
silverfish, etc. 

L E S C O Wasp Tetramethrin and Aerosol can 
and Hornet Spray Phenoybennzyl 

Wasps, hornets, yellow 
jackets and bees 

Rohm 
and Haas 

Confirm T/O 
Address T/O 

Malofenozide Liquid, granu-

Syngenta 

Tebufenozide 
Acephate 
Ketch 

Turf 

Award 
Scimitar 

United Horti- Dursban 2 Coated 
cultural Supply Granular 

Flowable 
Wettable powder 
BT 

Grubs, cutworms, sod 
lar fertilizer 

Ornamentals 
Ornamentals 
Wettable powder 

Rohmid 

Granular Turf 

Ornamentals 

Mach 2 

webworms, etc. 

Turf Fire ants 

Surface feeders and 
mole crickets 



L a ^ M a p e READER SERVICE CARD 
FERTILIZER & PESTICIDE Supplement 

FAX 216-961-0594 
This is not a Lawn & Landscape subscription form. To continue 
your subscription to Lawn & Landscape fill out the card below. 

Signature, 

Name 

_Date_ 

Title 

Company. 

Address__ 

City 

Phone 

_State_ 

Fax 

-Zip. 

E-mail Address 

Do you wish to receive industry related information by E-mail? 

• Yes • No 

F O R M O R E I N F O R M A T I O N 
on i advertised and featured products and services, 

circle the appropriate number below. 
1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 
16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 

31 32 33 34 35 36 37 38 39 40 41 42 43 44 45 
46 47 48 49 50 51 52 53 54 55 56 57 58 59 60 

61 62 63 64 65 66 67 68 69 70 71 72 73 74 75 

76 77 78 79 80 81 82 83 84 85 86 87 88 89 90 
91 92 93 94 95 96 97 98 99 100 101 102 103 104 105 

106 107 108 109 110 111 112 113 114 115 116 117 118 119 120 
121 122 123 124 125 126 127 128 129 130 131 132 133 134 135 
136 137 138 139 140 141 142 143 144 145 146 147 148 149 150 
151 152 153 154 155 156 157 158 159 160 161 162 163 164 165 
166 167 168 169 170 171 172 173 174 175 176 177 178 179 180 

181 182 183 184 185 186 187 188 189 190 191 192 193 194 195 
196 197 198 199 200 201 202 203 204 205 206 207 208 209 210 

211 212 213 214 215 216 217 218 219 220 221 222 223 224 225 
226 227 228 229 230 231 232 233 234 235 236 237 238 239 240 
241 242 243 244 245 246 247 248 249 250 251 252 253 254 255 

256 257 258 259 260 261 262 263 264 265 266 267 268 269 270 
271 272 273 274 275 276 277 278 279 280 281 282 283 284 285 

286 287 288 289 290 291 292 293 294 295 296 297 298 299 300 

MARCH. 01 

T" 

SUBSCRIBE TO LAWN & LANDSCAPE TODAY! 
l o r n i / t ^ 
m i V I I V fcMIIMVWNV 

I would like to receive (continue to receive) Lawn & Landscape free of charge. 
(Free to qualified contractors, U.S. only.) d Yes d No 

This section must be completed to process your subscription 

Signature. 

TWe_ 

Company _ 

Address _ 

City 

Phone 

_State_ Zip. 
_Fax_ 

E-mail Address 

• Canada, Mexico* 1 Year $35.00 
• South America, Europe* 1 Year $98.00 
• Other International* 1 Year $218.00 
"Payment must be in U.S. currency and drawn on a U.S. bank 

•Check Enclosed 
• MCA/ISA • Amex • Novus/Discover 

Exp._ .Signature. 

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

I CONTRACTOR or SERVICES 
• 1. Landscape Contractor 

(maintenance & installation) 
Q 2. Chemical Lawn Core Compony 

(excluding mowing maintenance service) 
• 3. Lawn Maintenance Contractor 
• 4 Ornamental Shrub & Tree Service 
• 5. Irrigation Contractor 
J 6. Londscape Architect 
• 7. Other Contract Services (please 

describe) 

II. INWOUSE LAWN/CARE 
MAINTENANCE 

• 8 IrvHouse Maintenance including: 
Educational Facilities, Health Core 
Facilities, Government Grounds, Porks 
& Military Installations, Condominium 
Complexes, Housing Developments, 
Private Estates, Commercial & 
Industrial Parks 

III DISTRIBUTOR/MANUFACTURER 
J 9 Dealer 
3 10 Distributor 
• 11 Formulator 
• 12 Manufacturer 

IV. OTHERS ALLIED TO THE FIELD 
• 13 Extension Agent (Federal, State, 

County, City, Regulatory Agency) 
'J 14. School, College, University 
• 15 Trode Association, Library 
• Others Ipleose describe) 

3. What services does your business 
offer? (please check all that apply) 

1 Landscape Installation 
2. Landscope Maintenance 
3. Landscape Renovation 
4 Mowing and related maintenance 
5. Irrigation Installation 
6. Irrigation Maintenance 
7. Turf pesticide application 
8 Ornomentol/tree pesticide application 
9 Turf fertilization 
10. Ornamental/tree fertilization 
11. Tree Pruning 
12. Snow Removal 
13. Interior scope 
14 Other 

4. How many full-time (year-round) 
employees do you employ? 

5. What year was your business 

2. What best describes your title? 
J Owner, Pres., Vice Pres , Corp Officer 
• Manoger, Director, Supt., Foreman 
Q Agronomist, Horticulturist 
• Entomologist, Plant Pathologist 
• Serviceman, Technician, Crew member 
• Scientist, Researcher 
• Compony, Library copy only 
• Other (please specify) 

6. What were your company's 
gross revenues for 2000? 
1. Less than $50,000 
2. $50,000 to $99,999 
3. $100,000 to $199,999 
4 $200,000 to $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 
10 $4,000,000 to $6,999,999 
11. $7,000,000 or more 

7. Please indicate your 
approximate business mix: 

1 Residential % 
2. Commercial _____ % 
3. Other X Specify types _ 

Total 100% 

(prepayment required) G1XLL 
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MANU-
FACTURER 

PRODUCT 
NAME 

FERTILIZERS 
The 
Andersons 

Straight Fertilizer 

Fertilizer with Weed Control 

Fertilizer with Insect Control 

22-0-6+0.75% ProPendi 
22-4-4+0.87% ProPendi 
13-3-7+0.86% ProPendi 
20-3-4+0.86% ProPendi 

ANALYSIS 
(N-P-K) 

32-3-5 

16-4-8 

22-3-8 

2 2 - 0 - 6 
22-4-4 
13-3-7 
20-3-4 

SGN PARTICLE 
SIZE 

215 

150 

215 

150 
150 
150 
150 

% SLOW-RELEASE 
NITROGEN FOR USE IN/ON 

1.18% Ammoniacal N, 
30.82% Urea Nitrogen, 
16% C S R U N 
1.56 Ammoniacal N, 
14.44 Urea Nitrogen, 
4 % C S R U N 
1.17 Ammoniacal N, 
13.82% Urea Nitrogen, 
3 .75% C S R U N 
4 0 % 
0% 
4 0 % 
4 0 % 

Cleary 
Chemical 

J . R . Simplot 

Knox 

Lebanon 

L E S C O 

Milorganite 

Moyer & Son 

Nutrigrow 

Turf Supreme + Trimec 
270G with 0.2% Dimension 
12-8-16 with 0 .2% Dimension 
16-8-8 with 0/2% Dimension 
18-3-7 with 0.107% Dimension 
24-3-8 with 0.2% Dimension 
30-3-7 with 0.107% Dimension 
12-8-16 with 0 .4% Barricade 
16-8-8 with 0.4% Barricade 
18-2-12 with 0.86% Mach II 
18-2-12 with 0.86% Mach II 

1217099 
1219799 
1120219 
1120299 
1114129 
1114219 
1112619 
1113109 
1308659 
1308839 
1310729 
1310789 
1300589 

Proscape with 
Confront herbicide 
M E S A 

Woodace 
18-5-10 and 14-4-6 

S e e catalogue for 
complete product line 

0 - 2 8 - 2 6 

16-6-8 
0-0-0 
12-8-16 
16-8-8 
18-3-7 
24-3-8 
30-3-7 
12-8-16 
16-8-8 
18-2-10 
18-2-12 

28-5-8 
25-4-9 
15-0-15 
19-3-5 
19-3-5 
12-4-08 
23-3-6 
5-5-25 
15-0-15 
28-3-10 
15-0-15 
20-3-5 
21-3-8 

140 
130 
140 
140 
160 
140 
160 
140 
140 
166 
166 

T P 
T P 
S T D 
T P 
S T D 
S T D 
S T D 
S T D 
T P 
S T D 
T P 
S T D 
S T D 

19-2-9 and 17-2-17 

12-3-6, 14-14-14, 
nitrogen, MethEX 40 high Al 
methylene urea complex, 

0% 
0% 
0% 
0% 
2 5 % 
60% 
98% 
0% 
0% 
4 0 % 
50% 

20% 
2 5 % 
30% 
2 5 % 
4 0 % 
2 5 % 
2 5 % 
N/A 
50% 
2 5 % 
7 5 % 
50% 
3 3 % 

Milorganite C lass ic 6-2-00 150 85% 
Milorganite Green Grade 6-2-00 90 85% 

Arborflo 16-3-3 Liquid 55% 
Micro Plus 5-0-0 Liquid iron N/A 
Turflo 20-3-3 Liquid 35% 
Coron Plus 25-0-0 Liquid 50% 
Green Gro 26-6-12 240 5 0 % or 7 0 % 
Green Gro 32-4-8 235 30% 
Green Gro 20-9-9 235 50% 
Green Gro 18-24-5 235 2 0 % 
M O S T 10-9-08 235 45% 
M O S T 16-4-8 235 5 0 % organic 
M O S T 19-3-6 235 5 0 % organic, 

2 5 % S C U 
M O S T 6-12-12 235 7 5 % 

Plant nutrient 

Turf 
Turf and ornamentals 
Turf 
Turf 
Turf 
Turf 
Turf 
Turf 
Turf 
Turf 
Turf 

Broadleaf weed control 
Broadleaf weed control 
With Team Pro preemergent 
With Team Pro preemergent 
With Dimension preemergent 
With Dimension preemergent 
With Barricade preemergent 
With Barricade preemergent 
With Merit insect control 
With Merit insect control 
With Mach 2 insecticide 
With Mach 2 insecticide 
With insecticides 

Established cool and warm-
season turf 
High-activity methylene urea 
complex with sulfate of amonia 
Includes IBDU slow-release 

Turf, flowers, trees and shrubs 
Turf, flowers, trees and shrubs 

Trees and shrubs 
Turf 
Turf 
Turf and shrubs 
Turf 
Turf 
Turf 
Turf 
Turf and ornamentals 
Turf and ornamentals 
Turf 

Shrubs and flowers 



MANU- PRODUCT ANALYSIS SGN PARTICLE % SLOW-RELEASE 
FACTURER NAME (N-P-K) SIZE NITROGEN FOR USE IN/ON 

Plant Health Healthy Start Bio-Tabs 12-8-08 2 % Newly-planted trees 
Care 

Healthy Start Bio-Tabs 

shrubs 
Healthy Start tor Flowers 12-16-12 N/A Flowering plants 
Healthy Turf 8-1-19 8 % Soil conditioner for turfgrass 
Mycor Plant Saver 4-7-04 4 % Containerized perennials, Mycor Plant Saver 

shrubs, trees and plants 
Mycor Palm Saver 6-3-06 6 % Planting, growing and main-Mycor Palm Saver 

taining palms and tropical 
plants 

P H C BioPak Plus 3-0-20 N/A Drench or soil injection 

United Horti- Signature varied 100 BCMU methylene urea Turf 
cultural Supply 

Signature 

Valent Orthene Turf, Tree Spray 97 N/A Turf 
and Ornamental 

DiPel P R O D F 
Tame 2.4 E C Spray Insecticide 
Distance Insect Growth Regulator 
Envoy Herbicide 

Turf 
Ornamentals 
Ornamentals 
Ornamentals 

EDITOR'S NOTE: This information is provided for general awareness purposes only. A 
supplier's inclusion or exclusion from this listing should not be perceived of as an endorsement or criticism of 
its products. This information should not be considered a substitute for the information on a product's label, 
and all pesticide applicators are encouraged to read the label before using any product. Product listing 
submissions were edited due to influx of information. 

NATURAL ORGANIC FERTILIZERS 

15-1-8 (7S) for Lawns & Shrubs (SGN 220) 

12-2-8 (4S) for Golf Greens (SGN 100) 

Slow Release 
Fertilizer 

6-8% Water Insoluble 

Nitrogen with Bone Meal 

& Sulfate of Potash. 

Homogeneous Particles 

have No Odor. 

'ganic P lant Food 

800-825-7650 fertilizers.net 

Ad INDEX 
ADVERTISER PG# RS# 

Arbor Systems P23 167 

Aventis P4,P5 159 

Banko P24 181 

BASF P9 161 

Bayer P15 164 

Dow AgroSciences PI 3 163 

GNC P10 177 

Gowan P25 168 

FMC P2 158 

JJMauget P40 174 

Lawn Power & Equipment P10,P20 176,179 

Nitro Green P24 180 

PBI Gordon Pll 162 

PermaGreen P14 178 

Regal Chemical P21 166 

Riverdale P7,P27 160,169 

Rohm & Haas P28,P29 170 

Roots P26 182 

Sprayer Parts P8 175 

Standard Tar P38 183 

Syngenta P18,P19 165 

Tuflex P33 172 

United Horticultural Supply P31 171 

Valent P39 173 



5 
£ 

3 

|l 

A n y w a y 
t h e w i n d b l o w s 

6 J 
jd 

a. 

NEW, NO-DUST, LOWER-ODOR Orthene Turf, Tree 
& Ornamental Spray 97 blows away any other turf insecticide. 

New O R T H E N E 97 controls more than 40 pests 
(far more than Chipco® Choice"). 
O R T H E N E 97 controls 
through both contact and local 
systemic activity (more than 
Talstar®). So O R T H E N E 97 
is one of the most COST-EFFECTIVE 
turf insecticides you can buy. 

Best of all, its patented 
97 PERCENT PELLET 
delivers genuine O R T H E N E 
performance in a smooth- } 
flowing formulation I 
that improves handling / 
convenience and j ^ B f f " A J ^^^^^^ 
measuring accuracy / | 
while it reduces odor and ] JJl ^ H f ^ k 
virtually eliminates dust. 9 . 

Find out about new 
O R T H E N E 97 from your distributor or through 
the Valent web site at www.valentpro.com. 

' VALiHT : Products That Work, From People Who Care 

W-' TURF, TREE fe ORNAMENTAL SPRAY 

http://www.valentpro.com
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INJECTIONS 
iefl̂ TCe control of many INSECTS 

including: 

E. LONGHORNED BORER .. FLATHEAD BORERS .. APHIDS .. 
SCALE INSECTS .. ADELGIDS .. MEALYBUGS .. THRIPS .. 

PYSLLIDS (including LERP Psyllids).. LACEBUGS .. 
WHITEFLIES .. BRONZE BIRCH BORER .. ELM LEAF BEETLE .. 

JAPANESE BEETLE .. LEAFMINERS ..LEAFHOPPERS .. 
SPIDER MITES and many more .. 

v 

' < ^ 

* BUI SAFE TO THE ENVIRONMENT * 
With MAUGET'S FULL SEASON PLUS insect control, you 
just about eliminate the need for re-treatment for at least 
one full season. 

AS IF THAT'S NOT DEADLY ENOUGH, 
MAUGET'S two unique COMBINATION products IMISOL & ABASOL 
combine those long lasting and effective insecticides with 
MAUGET'S time proven fungicide, FUNGISOL in just ONE Micro-
Injection unit, controlling over 31 destructive diseases. Just 1 
Micro-Injection treatment will do all that while saving time and 

cpensej) 

NO SPRAY'S .. NO DRIFT .. SAFE .. 
PREDATOR & ENVIRONMENT FRIENDLY .. 

PREVENTATIVE .. NO HIGH PRESSURE DAMAGE .. 
WEATHER PROOF .. COST EFFECTIVE .. 

600-TREESRx ^ J (500-673-3779) 
077-TREE HLP (677-673-3457) 

(Toll free technical support Line) 
USE READER SERVICE # 1 7 4 

T H I S S V R 1 M £ » 
T H I N K p i F f r e r N T i v 

M50UT TK« C O N T R O t 
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Tackling 
irrigation 
maintenance 
issues demands 
technical skill 
and a 
thoughtful 
approach. 

Until designs are flawless and installations are 

infallible, no irrigation system will ever be perfect. 

That's why polishing troubleshooting techniques 

and technical knowledge is a must for any contrac-

tor maintaining irrigation systems. 

From crooked, plugged or improperly sized 
sprinkler heads to pressure problems, electrical 
issues and mismatched precipitation rates, there is 
no shortage of problems that can pop up in an 
irrigation system, according to Tim Wilson, direc-
tor of education for the Irrigation Association, Falls 
Church, Va. That's why staying on top of trouble-
shooting techniques is critical, he urged. 

N O Q U I C K F I X . Being systematic and orga-
nized is the first rule of effective troubleshooting, 
according to Tim Malooly, president, Irrigation By 
Design, Plymouth, Minn. "What's always impor-
tant is having some sort of step-by-step methodol-
ogy to narrow down your focus," he said, adding 
that this is especially critical since many irrigation 
problems can be "underground and complicated," 
and in turn, difficult to diagnose. There is no room 

for a scattershot approach in troubleshooting, he 
warned. Instead, contractors should "move back 
from the visible point of the symptom and find the 
point of the problem." 

A clearly established system of procedures is 
indeed essential for a successful repair job, agreed 
Nathan Stivers, owner, Advanced Irrigation, 
Bettendorf, Iowa. His typical approach to fixing a 
system with a restricted water flow problem is a 
clear example. "The first thing I do when trying to 
track down a restriction problem is to make sure 
the valve is opening all the way or, in the case of 
adjustable flow valves, make sure that it has not 
been screwed shut," he described. 

"Next, with the valve on, I walk around the 
yard and listen for a hissing sound. From here, I 
start locating the pipe, cut it open and check the 
flow. I usually start near the first head. Sometimes 
we cut the pipe in several locations and slide 
objects through the pipe to check for blockages. 

"If we can narrow down the location of the 
restriction, we may just install a new pipe," he 
continued, adding that practicality in approach-
ing a problem works wonders for customer rela-
tions. "Since our repair fees are based on time and 
materials, we try to give the customer the best 

Sharp troubleshooting skills 

are essential when 

diagnosing system problems, 

such as a pipe that has been 

restricted by tree roots, shown 

above and below. 

Photos: Nathan Stivers 



ubleshootin 

value by performing the repair as efficiently 
as we can." 

Wilson noted that many contractors tend 
to go for the quick fix instead of determining 
what the underlying problem is. This usually 
amounts to a waste of time and resources in 
the long run, he said. 

"A lot of contractors try to band-aid work, 
but they're not actually fixing the problem, 
just rearranging it," he pointed out. 

When addressing coverage or pressure 
problems, "you need to be careful about just 
randomly adding or removing sprinkler 
heads, for example," he described. The green 
donut effect is a common situation in which 
contractors tend to go for the quick fix. When 
contractors observe this problem - which 
happens when a large rotary sprinkler yields 
a circle pattern with a dry, brown area next to 
the head while the area further out is wet 
with a green ring - they often just switch 
nozzles, assuming that will do the trick, 

Wilson said. Shifting system com-
ponents around, however, only 
augments the problem instead of 
remedying it, he pointed out. 

For coverage problems such as 
the green donut effect, Wilson rec-
ommended performing an audit. "Lay out 
catch cans and let the sprinklers run," he 
suggested. "Come back and see how much 
water is in some vs. others." 

This will clue contractors into what ex-
actly they can do, he said. 

In terms of pricing, charging for time and 
material for troubleshooting tends to be the 
industry norm. On routine service calls, where 
a valve won't operate, for example, Malooly 
charges about $68 an hour plus a $15 activa-
tion fee, he said. 

Similarly, Haase Landscape, Spokane, 
Wash., charges $45 to show up and then $35 an 
hour plus parts, according to Chris Harfield, 
the company's production manager. 

"What's always important is 

having some sort of 

step-by-step methodology 

to narrow down your focus." 

- Tim Malooly 

Glenn Cooper, president, Dancing Wa-
ters Lawn Sprinkler Systems, Jonesboro, Ga., 
takes a different approach and has his cus-
tomers sign an annual maintenance agree-
ment, which generally run around $169. Short 
of any unexpected major maintenance, this 
eliminates constantly going back to the cus-
tomer for additional money, he said. 

TRICKY ISSUES. One perplexing issue 
can be tree roots that have grown around an 
irrigation pipe, restricting or entirely cutting 
off water flow to sprinklers. Stivers has fre-
quently encountered this issue and notes it 
can be tricky to diagnose. "You know there's 

(continued on page 144) 

T h q Eye of w 
the Storm -

r / / 

j f i i h z l kner 
b> S T 4 R M 

4 or 8 Programs 
4 or 8 Start Times 
Audible Fault Alarm 
U L / C S A / C E 
Day-Off Feature 
Monthly % Adjust 
Flow Sensing 
Large LCD Display 
250 Cycles per Start 
0 - 250% Water Adjustment 
Hours Mm or Min/Seconds 
3 Year Warranty 

The Storm Series Controllers, from 
Buckner by Storm, offer more flexibility 
and options than those costing much 
more The 2001 models are available in 
6, 9,12.18 and 24 stations. For a 
complete list of features, contact your 
local Buckner by Storm distributor or 
visit our web site at: 
www.bucknerirr igation.com. 

Buckner by Storm 4381 N. Brawley, Fresno. CA 93722 (800)328-4469 fax <8001997-0500 

The Early Bed Gets The Profit 

Walk-Behind Edger (right} 
Front Mount Attachment (below) 

The Edger For All Seasons 
Keep your crew 

working nearly all 
year with the 

season extender! 

Make new beds 
Re-shape old beds 
Clean up sand traps 
Work at up to 100' per 
minute! 

For IN, KY, OH, Ml, & Pittsburgh 
Mainline of North America 

London, OH 
Toll Free 866/992-5537 

Video Available! 
Call Our Distributor Today-

For NJ, NY, PA, MD, & DE 
CADCO 

Phillipsburg, NJ 
Toll Free 800/942-2326 

Manufactured by PRO INDUSTRIES, INC. 
26 Hazelwood Circle • Ephrata, PA 17522 •717/738-9990 

Email: bedshaper@onemain.com • Web Site: www.Pro-lndustries.net 

http://www.bucknerirrigation.com
mailto:bedshaper@onemain.com
http://www.Pro-lndustries.net


WE'LL GIVE YOU 

TO VISIT YOUR KAWASAKI DEALER 

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.kawpovur.com 
To locate a dealer near you, call 1 - 8 7 7 - K A W - P O W R . 

Kawasaki 
Rower Products 

860 Trade Up is good toward purchase of a new Kawasaki string trimmer or backpack blower when you bring in an 
old gas-powered string trimmer or backpack blower All offers valid for a limited time at participating dealers. 

* Handheld edgers not available in California. 

http://www.kawpovur.com


[• t i l l L t i l * • O ) i I • 

(continuedfrom page 142) 

enough water getting to the house and not 
too many sprinkler heads in a zone, but not 
enough water is getting to the heads/' he 
described, adding that this situation is most 
common with polyethylene piping in sys-
tems that are more than 10 years old. 

However, electrical problems are un-
doubtedly the most difficult irrigation prob-
lems to troubleshoot. "They can be a little bit 
vexing/' according to Malooly. 

"Those are the hardest to track down 
because you don't always know where to 
look," Stivers agreed. "You need to just start 
narrowing it down." 

Signs of an electrical problem include 
zones that inexplicably come on or off. For 
example, "if one zone stays stuck on and 
whatever you do, it doesn't go off," de-
scribed Jeff Walters, manager of irrigation 
department, Munie Outdoor Services, 
Caseyville, 111. "Or if more than one zone in 
a row won't come on for some reason, such 
as zones one through 5 won't come on, and 

then zones 6 through 10 have the 
same problem." 

Although not always obvi-
ous, this scenario might indicate 
a faulty ground wire with a poor 
connection, Walters said. 

Corroded wire is another 
common electrical issue that of-
ten results in random dry patches 
throughout a lawn. Such wire 
problems are more common in older sys-
tems and are tough to track down, Stivers 
observed. These can result from damage 
caused during installation, water damage or 
just wear and tear through the years, he said, 
pointing out that improperly sized wire can 
also cause system malfunction. 

Stivers added that he always keeps wire 
splices at valve locations, so finding them at 
a later date to address a problem is never too 
difficult a task, he said. 

When faced with an electrical problem, 
many contractors mistakenly assume the 

Unlike general crew members or 

technicians, t roub leshooters 

aren't necessarily the fastest, 

most productive workers, but 

they must be highly disci-

plined and deliberate in their 

problem solving methods. 

The World s Finest Landscape Lighting 
AG5MYTS COMPANY 

M g f a c c p f y ^ K I M L I G H T I N G 

^ Lumiere ^ ^ 
J i-

h i n k l e y l i g h t i n g Rockscapes 
I R H 

S t o n e M a n o r 

S SUPERVISION 

KICHLER 

I N T E R N A T I O N A L 

We have the world's most popular . -
fixtures from leading manufacturers L I 
in stock lor immediate shipment p| 
anywhere in the United States. neas' 

H T I N G , I N C . 

S S L ? 3 1 - 8 0 0 - 7 5 8 - 6 3 5 9 
Phone: 330-253-6765 • FAX: 330-253-6764 
290 Opportunity Pkwy • Akron, OH 4431 1 

Visit our web site at 
www.cascadelighting.com 

controller is faulty, Wilson noted. "Inexperi-
enced people just replace the controller, be-
cause to them, that's the heart of a system. 
That's what they can see." 

At least 95 percent of the time, however, 
the electrical problem is not with the control-
ler, but with the field wiring or solenoid, 
Wilson pointed out, adding that these issues 
can be addressed through the controller. 
Doing this just takes technical skills to diag-
nose properly with an volt-ohmmeter. 

Meters are an essential tool for trouble-
shooting electrical problems, Cooper agreed. 
Using them effectively can save valuable time. 
Having to locate a faulty wire buried in a 
yard, for example, is almost impossible to do, 
he said. "It takes money to locate wire. Using 
a meter, however, can tell you right up front 
what your problem is." 

A NEED FOR KNOWLEDGE. Ongoing 
technical training is critical for effective and 
efficient troubleshooting. Employers paying 
for this training should view it as money well 
spent, Wilson observed, pointing out that 
investing upfront in troubleshooting train-
ing and education is easier than paying for it 
later with a free fix while a system is under 
warranty, he noted. 

Since troubleshooting is such a technical 
area, contractors doing this work ideally 
should be certified in a range of areas - from 
being a certified landscape irrigation auditor 
to having a low-voltage license and a backflow 
test accreditation, depending upon the state, 
according to Malooly. 

Basic irrigation design familiarity is also a 
must, Cooper added. As is knowing the basic 
principles of electricity, Stivers said. 

In addition to manufacturer education 
and training materials, the Irrigation Asso-
ciation offers a range of seminars and classes 
throughout the country with dates posted on 
its Web site, www.irrigation.org. 

(continued on page 146) 
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Gain Control 
Use precision 
GPS technology 
developed by the 
Department of 
Defense for 
exceptional 
control. 

"I can actually see where 
my vehicles are." 

"I can document that my crews 
were on-site as promised." 

Our MobilEyes™ system 
provides more data & 
more control, without 
monthly fees, than 
other systems. 

mubitsyes 

"We have reduced our fuel 
cost and time sheet errors 
substantially." 

At last - the answer to fleet managers real 
problem - accountability - 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: 

• Pinpoint vehicle location in real time 
• See every stop made & duration 
• See routes & mileage driven 
• Verify vehicle speeds 

w w w . a d v a n t r a c k . c o m 

*GPS - Global Positioning System of 24 orbiting satellites 

USE READER SERVICE # 9 6 

http://www.advantrack.com
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Those newer to the industry should seek 
out a troubleshooting mentor, Stivers ad-
vised. "Find someone who has been doing it 
a while, so you have access to call them when 
you're stumped," he said, adding that since 
there are so many unwritten tricks of the trade, 
taking advantage of a more experienced 
contractor's insights can be invaluable. 

Don't underestimate the value of interof-
fice discussion, either, Malooly suggested. 
Passing information back and forth among 
coworkers can be a tremendous way of shar-
ing experience and solving troubleshooting 
conundrums, he advised. 

Lastly, contractors should make sure the 

right employee is tending to irrigation main-
tenance issues. This person should be a logi-
cal perfectionist able to follow a precise se-
quence of steps, time after time, Wilson 
pointed out. Unlike general crew members 
or technicians, troubleshooters aren't neces-
sarily the fastest, most productive workers, 
but they must be highly disciplined and 
deliberate in their problem solving methods. 

Walters recommended picking a trouble-
shooter who is a versatile, quick learner who's 
not afraid to get dirty. Da 

The author is Associate Editor of Lawn & 
Landscape magazine. 

No irrigation troubleshooter is complete without a comprehensive set of tools to 

diagnose system ills. According to industry experts, no problem solver should 

be without: 

• VOLT-OHMMETER. This device, which measures electrical resistance, is the 

most important tool for troubleshooting electrical problems, according to Tim Wilson, 

director of education for the Irrigation Association, Falls Church, Va. Since they can be 

expensive, running anywhere from $500 to Si,000, these meters can be rented from an 

irrigation supplier if need be, Wilson suggested. 

• P I T O T T U B E . These devices, equipped with a pressure gauge, can readily diag-

nose pressure problems. These inexpensive tubes - generally priced around $20, are 

suited for rotary heads but adaptable for spray heads. 

• SOIL PROBE. These allow an irrigation contractor to know what's going on with 

out-of-sight watering. By pushing into the soil and pulling out a sample, a probe can 

tell how deep you're watering and helps you figure out how to schedule, according 

to Wilson. 

• F U L L Y S T O C K E D S E R V I C E T R U C K . Since they need to be ready to tackle 

most any kind of problem on a moment's notice, troubleshooters should have a stock-

pile of essential supplies such as sprinkler heads, hand tools, electrical wire and so on. 

• R E F E R E N C E M A T E R I A L . To aid technicians in problem solving, having refer-

ence materials on hand is a good idea, pointed out Tim Malooly, president, Irrigation By 

Design, Plymouth, Minn. Throughout the years, his company, for example, has come up 

with its own methods and practices manual that covers every troubleshooting scenario 

- from electrical problems to sprinkler head adjustments, Malooly described. 

Trade 

Get a free 
string trimmer 

model ST23 ($299 value) 

- or -

a portable 
blower 
model HB26 ($229 value) 

from 
Cub Cadet 
Commercial. 
All you need to do is purchase 
a TANK zero-turn riding mower 
anytime from March 1 through 
April 30, 2001. Come see us today 
and arm yourself with the tools 
you need to win the turf war. 

(2ubdadjsJL\l( 
C O M M E R C I A L 

For more information call 
1-877-835-7841 or visit 

www.cubcommercial.com today. 

Offer available at participating dealers while 
supplies last. Subject to applicable sales tax. 

Not valid on previously purchased merchandise. 

http://www.cubcommercial.com


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

Introducing Cub Cadet Commercial. 
Cub Cadet Commercial is a new brand 

of turf equipment and landscaping tools 
designed to meet the demands of profes-
sional landscapers. So whether you're 
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 
more productive. We provide innovative features to make your 
work easier. Plus, we offer service and support programs that 
help keep you on the job. 

Find out more about this tough new brand. Take a look 
at our full line of Tank zero-turn riders, wide-area 

mowers, trimmers, clippers and blowers. Visit 
one of our dealers. Take a test-drive. Ask 

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 
Cub Cadet Commercial offers 

the finest equipment and 
the best support in the 

business. What will 
you do with it? 

CZub C2cidetl\k 
C O M M E R C I A L 

Engineered for professional landscapers 

For the location of a Cub Cadet 

Commercial dealer near you, 

call 1-877-835-7841 or visit 

www.cubcommercial.com today. 

http://www.cubcommercial.com


by Kristen Hampshire 

More than sketching a scene, 

architects discuss planning a landscape 

design from concept to construction. 
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ENTERTAINMENT HOUSE 

Landscapes provide a personal reflecting 

pool - each plant and patio reveals indi-

vidual expression and style. A backyard 

might serve as a playground for one fam-

ily, but provide an extension of the living 

room, or even offer a private refuge, for 

another household. 

"I like to think that every property is 
different - it mirrors the personality of the 
client/' described David Knauff, owner, 
Yes, We Care Landscaping, Wilmette, 111. 

By developing a design that is both 
creative and sensible, landscape designers 
devise a plan to solidify their clients' vi-
sion and address their needs. The process 
is a culmination of creativity, practicality 
and technicality - considerations that de-
signers should carry to the drawing board. 

Quite simply, landscape installation designs re-
quire fine-tuning the senses and synchronizing form 
and function. 

TUNING THE SENSES. Relationship building is 
an essential prerequisite to the contract and even the 
estimate, as designers stress that communication is 
ultimately what allows a project to flow smoothly 
through the installation process. Conversation dur-
ing initial meetings with prospective clients allows 
designers to become familiar with the quirks and 
qualities of the site and get a feel for the homeowner's 
tastes and intentions for the project, Knauff said. 

"We begin the process by having an open discus-
sion - not getting into the specifics, but really listen-
ing to the client from the beginning," he explained. 
"By keeping an open dialogue, they will tell you how 
they want to see the space used." 

Keeping an open dialogue includes keeping open 
eyes. Observation is two-fold, as designers focus on 
the aesthetic and physical properties of the client's 

Creating several design concepts and melding them into one 

blueprint allows clients to customize their installation project. 

Renderings: James Martin Associates 



site, while also tuning into less natural quali-
ties. Flooding indicates slope; footprints re-
veal traffic. Both cues expose elements that 
figure into the planning stages of a land-
scape design. 

While touring the property with the cus-
tomer, Knauff pays attention to additional 
signs, recording a mental inventory of instal-
lation ideas. For example, extra cars in the 
driveway might indicate a need for addi-
tional parking, he said. 

Interior clues also expose clients' tastes -
whether their style is contemporary or leans 
toward conservative, noted Jeremy Clayton, 
president, Clayton Landscaping Technolo-

* gies, Ijamsville, Md. "If the house itself is 
structured and the interior has a standard 
living room, sofas and tables, you might 
choose another style of landscape than if you 
go into a house and there's different pictures 
and a lot of statues," he described. "I try to 
blend the inside and the outside together." 

Stylistic continuity includes bringing in-
door color schemes to outdoor plant beds 
and coordinating landscape features with 
window views, Knauff added. Here, too, 
designers must fine-tune their senses during 
an initial site visit to go beyond question-
naire-type responses from prospective cli-
ents. Visual clues often speak louder than the 
homeowner's verbal requests, he noted. 

"By being on the property, you can get an 
idea of the soil type, existing plants and the 
size of the property itself," noted Dan Devore, 
designer, Blanchford Landscape Contractors, 
Bozeman, Mont. A sense of the property's 
atmosphere allows a designer to truly delve 
into the environment and create a comple-
mentary design, he said. "It is hard to get a 
feel for how the area will mature if you don't 
see the area you are going to be working in." 
Devore supplements this visual inventory 
with probing questions to gain a better un-
derstanding of the client's expectations. 

Jim Martin, president, James Martin As-
sociates, Vernon Hills, 111., structures his "con-
versation meetings" to ensure he will obtain 
the information necessary to identify pos-
sible designs. His design planning process 
generally includes six meetings before in-
stallation begins. The first meeting is cen-
tered on a questionnaire that pulls informa-
tion on the client's outdoor activities, long-
term plans for pools, tennis courts or spas, 
and overall expectations. 

Martin stresses that initial meetings are 
not only opportunities for clients to express 
their dreams, but also a chance for the de-
signer to prove his or her talents are worthy 
of winning the account. "A lot of times, the 
client is considering other people, too," he 
noted. "In a competitive market where a 
client is shopping around, that first meeting 
is your opportunity to distance yourself from 
your competition." 

During Martin's second contact with a 



potential client, he gathers responses to the 
questionnaire, and the third meeting includes 
a physical survey of the plants, elevation, 
surrounding properties and possible instal-
lation issues. Then, the client provides a 
property survey, so "we know what exactly 
is there/' he explained. "We don't want to be 
designing on a blank slate." In addition, 

Martin shoots photographs from inside win-
dows and sliding doors, so all angles are 
addressed in the design drafts. The subse-
quent meetings revolve around reviewing, 
modifying and finalizing the design, he said. 

Though these introductory meetings 
might seem repetitive, they can prevent in-
decision later, which leads to changes in 

Watching how the 

family lives and works 

and ploys is an 

important part." 

- David Knouff 

the plan that can be costly and time consum-
ing. "There are lots of ways to express a 
design in the same place and many ways of 
solving a problem," Martin noted. "We want 
to engage the client and have them be an 
active participant in the process. By going in 
this direction we don't have to sell solutions, 
the customer selects them. It creates more of 
a collaborative relationship." 

BUILDING THE BUDGET. The designer's 
vision and the client's dream inevitably are 
curbed by a budget. Companies that address 
the customer's financial parameters from the 
start will avoid miscommunication that of-
ten results in them eating unexpected costs, 
Martin warned. 

The key to costs: Discuss early, and dis-
cuss in detail. 

"In the past we were creating solutions 
where clients were blown out of the water 
with the potential budget," Martin recalled, 
adding that he now breaks down the costs 
for customers and lets them choose material 
in various price ranges so they gain more 
control during the pricing process. "Patios 
could cost $4 or $24 per square foot. Now the 
client feels empowered to decide whether 
they want to spend the $4 or the $24. Maybe 
they'd rather have the irrigation and lighting 
be more expensive than the patio. By show-
ing all of those details, we have created com-
munication and a greater understanding, and 
we don't have to repeat steps." 

Martin also brings up budget during the 
first couple of meetings with the client. "Do 
they want us to explore ideas toward a spe-
cific budget or do they want to turn us loose 
and see what the possibilities are," he asked. 

Part of setting a budget includes identify-
ing features clients can realistically include 
on the property and offering honest esti-
mates so they will not be surprised by the 
cost of plants or materials. Labor, materials, 
design fees - all of these components should 
appear in the estimate so the customer and 
company can agree on the cost of the job. 
Also, contractors should stress to clients that 
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each change comes with a cost, Knauff added. 
"You have to be careful how your contracts 

are written/' he noted. "Some clients are realis-
tic about making dramatic changes and that 
they'll have to pay for the change order." 

Set budgeting precedents at initial meet-
ings, Clayton stressed. By discussing poten-
tially expensive alterations while walking 

the site, customers are immediately aware of 
their price. Also, designers can pad prices to 
avoid underestimating and disappointing 
customers, he added. 

"You can tell them, 'I estimated this much, 
and it won't be more than that,' and they 
appreciate that vs. adding additional costs 
at the end of the project," Clayton said. 

DRAFTING THE DESIGN. After becom-
ing acquainted with the people, property and 
price, designers can draft a design to fit the 
guidelines. For Martin, these first sketches are 
merely drafts. His project team prepares three 
or four preliminary designs with various project 
solutions. Clients review these conceptual 
sketches and modify or meld the designs into 
final plans, he explained. 

Follow-up meetings occur in the 
company's conference room to finalize de-
sign decisions. Display boards with more 
than 400 photographs of landscape features 
and eight display gardens with a variety of 
hardscape materials create a virtual installa-
tion showcase. These on-site model land-
scapes turn the conceptual into concrete. 

"When the client is here, we have taken 
them out of their home with distractions, and 
most of the time when we show them the 
options we can walk out of the conference 
room and into the patio spaces and find al-
most any factor - any element - that is sug-
gested in the plan," Martin noted. 

The design team then integrates these 
choices into the final plan, which almost al-
ways is a culmination of several drafts, he 
added. In fact, he offers clients a broad range 
of designs and hopes some of the options will 
collect negative feedback. 

"If we show them three solutions and 
they're minor in differences, that wouldn't 
allow us to show them the options for their 
property," he explained. "If we show them a 
range of three or four contrasting ways to do 
a driveway and they say, 'That one is not for 
us,' we absolutely get the client to react." 

This reaction translates to less indecision 
during the installation process, Martin noted. 

Clayton drafts designs quite differently 
from Martin, relying on a one-plan approach. 
He might trace 50 designs over his original 
copy, but he offers customers a single plan. 

"One is better than more," he said. "This 
says to the customer, This is what I believe to 
be the best plan.' If you present too many 
options, unless you're getting paid by the 
hour to do the plan, you'll end up spending 
more time developing several plans." 

Clayton considers the frequency of client 
revisions and builds flexibility into the de-
sign to accommodate various plants and 
hardscapes. "Most changes are in plant mate-
rial and minor alterations in walks or patios," 

(continued on page 154) 
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he noted, adding that he saves these choices 
for last. After working on the property, the 
crew is more familiar with the site's light 
and water availability and can select appro-
priate varieties. 

After the clients approve the plan, how-
ever, Clayton said revisions are rare, and he 
tries to harness customers' additions and 
amendments - too many alterations stack 
up on the invoice, he added. "The way to get 
around indecisive customers is discipline 
on the contractor side," he advised. "Set a 
schedule and stick to it. What you're telling 
the customer is, 'I expect prompt payment, 
but I am providing prompt service.' 

"If you show indecision, then they'll show 
indecision," Clayton reasoned. 

Indecision is a notorious installation di-
lemma, Knauff noted. He limits this tempta-
tion by carefully overseeing each project so 
that problems can be identified immedi-
ately. By involving project managers during 
the design phase and supervising subcon-
tractors, he keeps tight communication with 
all parties participating in the installation. 

"More often than not, I stop in on a 
project to make sure there is open communi-
cation among the project manager, labor 
staff and client so if they have a concern, I 
can turn around and get it changed before it 
becomes a problem," he described. "All par-
ties need to know the philosophy in my 
design and thinking so it can be translated 
into that project." 

While assuring the client's ownership in 
the process is the key to their satisfaction 
with the end-result, contractors should hold 
them accountable for changes, Knauff added. 
"You don't want them to think they can pick 
up the phone and get everything changed on a 
dime." Clients must understand the chain of 
command and respect the implications tied 
with tweaking design projects: time and money. 

Martin stressed that as in many installation 
issues, the roots of indecision are buried in 
communication. Interactive clients and con-
tractors will avoid massive reconstruction. 

"A project is more of a partnership or a 
collaboration than them hiring us to serve 
them," he noted. "We don't have problems 
later on if they've looked at the project dur-
ing the planning phase - they don't second-
guess if the patio should go there, or a tree 
should go here. By going through that 
thought process, we don't have a lot of 

"We want to engage 

the client and have 

them be a very active 

participant in the 

process." - J i m Martin 

changes or second guessing during the con-
struction phase." 

LEARNING FROM LESSONS. Most de-
sign/build firms mold their systems from 
years of trial and error. Learning from pric-
ing, timing and planning mistakes builds a 
foundation for a landscape planning system 
that pleases both the company and client. 

Project changes prompted Martin's great-
est lesson. 

"We do multiple concepts now because 
we used to have too many projects that were 
in the middle of the building stage, and the 
client would say, 'This wasn't how I envi-
sioned it to be at all,'" he explained. 

After a few cases like this, Martin and his 
design team devised the multi-meeting sys-
tem they implement in their business today. 
He is also careful to evaluate the site's topog-
raphy after a previous project's inadequate 
drainage caused water back-up that ulti-
mately resulted in an insurance claim, he 
recalled. Now, his design team carries equip-
ment to measure the property's grades to 
avoid future flooding. 

Clayton discovered the importance of a 
post-project site walk-through with clients 
after one client suggested his company was 
responsible for ruined plants, when in fact, 
tire treads in the bed indicated the 
homeowner's car had trampled the plants. 

"I always meet with the customer to do a 
final walk to go over the job and get a final 
check," he noted. "If they have a couple of 
things that they want moved or replaced, we 
can do it promptly. As the kids play in the 
yard and the dog walks through it, the job 
will slowly degrade, and if you can finalize 
your job, have the people look over it, and fix 
the problems, anything that happens from there 
on out is not your responsibility." ID 

The author is Assistant Editor of Lawn & Land-
scape magazine. 
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by Cynthia Greenleaf 
Photo: GNC Industries 

Anything 

goes with 

these 

invaluable 

pieces of 

lawn care 

equipment. 

Like the landscape industry itself, spray equipment 

has come a long way in recent years. While once one-

size-fit-all, sprayers are now available in an array of 

sizes and styles with various functions. 

A MATURING MARKET. Today's diverse sprayer 
industry is a far cry from several decades ago, when 
contractors had few options to choose from. In the 
1970s, two manufacturers, FMC and FE Myers, com-
prised about 95 percent of the sprayer market, re-
called Garry Palmer, owner, GNC Industries, 
Pocahontas, Ark. "They made pumps, which are the 
heart of the equipment and did not sell to the after-
market/' he related. "Then in the early 1980s, the 
Italians came in with the diaphragm pump and now 
everyone could build (sprayers) in their garages." 

The industry now has matured to a point that 
manufacturers are fully utilizing available technology 
to address their customers' every requirement, ob-
served Tom Sayward, president, Tuflex, Pompano Beach, 
Fla. "Everyone's needs are being met," he noted. "The 
upshot: you dream it and we're building it." 

Such custom construction represents a dramatic 
shift from sprayer construction of years ago, which 
Palmer attributed to the slower evolution of the sprayer 

industry. "The market is not that large and histori-
cally hasn't demanded much research and develop-
ment," he observed. 

T O P T R E N D S . In terms of specific trends, sprayer 
versatility is increasingly critical. "Once upon a time, 
a contractor used three different trucks to go out to do 
three different things," Sayward recalled. "Now, one 
spray truck can go out and do multiple things, pro-
viding a range of service on a one-stop basis." 

These all-purpose sprayers are now becoming 
more of a standard than the exception, Sayward added, 
noting that trucks with multiple compartments can 
now accommodate a riding fertilizer spreader or 
other equipment, for example, so contractors can go 
out on a property, spray and then take care of main-
tenance at the same time. "You have a captive audi-
ence when maintaining someone's property," he 
pointed out, adding that these versatile spray trucks 
are helping contractors' bottom lines by letting them 
increase efficiency while offering a range of services. 
"It's coming back to having one piece of equipment 
that will generate the most revenue." 

In addition to more versatile trucks, the sprayers 
can apply different treatments and a broader range of 
products with developments such as dual hose tech-

(continued on page 161) 



nology, customized pump capability or side 
mounting spray guns. 

Increased application accuracy is also on 
the rise. "There has been a significant trend 
away from single compartment large tanker 
type trucks that are capable of blanket appli-

basis." - Tom Sayward 

cations only/' noted Rhett Clark, president, 
Gregson Clark, Le Roy, N.Y. "Application 
equipment has become more sophisticated 
and also less labor intensive to use. Multiple 
spray units and chemical injection systems 
have become much more accurate and de-
pendable, allowing the operator to practice 
IPM efficiently and perform multiple ser-
vices at each property." 

Sprayers are now able to carry a smaller, 
concentrated amount of liquid, added Tab 
Grubbs, national sales director, C & S Turf 
Care Equipment, North Canton, Ohio. "In 
terms of broadleaf weed control, this yields 
better results because it develops a smaller 
droplet," he said. 

With pesticide regulations constantly sur-
facing, increased application accuracy less-
ens safety concerns and reduces waste, 
Palmer pointed out. This, in turn, can save 
contractors in product costs. Better yet, con-
verting to a newer, more accurate sprayer 
requires a minimal investment, generally less 
than $1,000, according to Palmer. "You can 
save that amount alone the first six months 
in reduced product costs." 

The price is definitely right for contrac-
tors looking to invest in spray equipment: 
there is a sprayer out there to fit into most any 
kind of budget, Sayward observed. "There's 
a huge spread of prices," he said. "From a 
small pickup sprayer at $3,500 to a full-
blown turf/ tree unit in excess of $35,000." 

"Hand-held and backpack sprayers are 
ideal for limited spot applications with a 
price range from $30 to $250," Clark added, 
agreeing with the range of options available 
to contractors. "Mobile portable boom type 

sprayers can be mounted on push type spread-
ers, mowers and dedicated power units with a 
price ranging from $200 to $15,000." 

"Skid-type, truck-mounted sprayers run 
$1,500 to $15,000. Pull-type and 3-point hitch 
mounted boom sprayers run $900 to $10,000, 

and complete spray trucks run $30,000 plus." 
Equipment cost should not be a contractor's 

only consideration when purchasing spray 
equipment. "Although price is always impor-
tant, it is not nearly as important as the quality 
and versatility of equipment and the service 
commitment from a supplier," Clark warned. 

MAKING THE INVESTMENT. Like any 
major equipment purchase, buying spray equip-
ment should be a well thought out process. 
Here are a few questions to consider before 
investing: 

• What size truck are you working with? 
Water weighs 8 pounds per gallon, so con-
tractors need to know what their weight 
limitation is, Palmer advised. 

• What application rate are you going to 

apply at? Before you can size the pump and 
engine, you need to know if you want three 
or five gallons per minute, for example, and 
then find a pump to do that, Palmer noted. 

"In terms of pump capability and 
volume, evaluate how many gallons per 
square feet per day you want to apply," 
Grubbs added. 

• What kind of tank is needed? Poly or 
fiberglass? Agitation? 

• What do you want the truck to do? 
Keep it simple, Sayward advised. A truck 
with a minimal amount of moving parts, for 
example, is a good idea. "Stick with the ba-
sics and a truck will make you money." 

Answer these key questions before buy-
ing a sprayer, Clark advised. "Since a com-
mercial quality sprayer can last many years, 
it's important to consider both immediate 
and future use of the equipment," he said. 
"When considering a sprayer purchase, it's 
best to talk with your suppliers at length 
about what your needs are in order to 
obtain the best possible solution for your 
spraying needs." 

Knowing exactly what to look for in a 
sprayer can help a contractor avoid a mainte-
nance nightmare later on. Making sure the 
pump is properly sized to the engine or that 
a filter is properly suited to suction lines, for 
example, will ensure optimum sprayer per-
formance, Palmer pointed out. [Q 

The author is Associate Editor of Lawn & 
Landscape magazine. 

Asprayer system is comprised of three primary components: a tank, pump and 
gun or boom, according to Garry Palmer, owner, GNC Industries, Pocahontas, 

Ark., who offered this sprayer overview: the tank is the storage compartment for the 
water and product to be applied. The pump delivers the liquid from the tank to the 
gun or boom. The spray gun or boom is the device used to apply the water and 
product to the targeted area. 

Pump: This determines how much liquid is applied and at what pressure. 
Pressure regulator: This allows for calibration, which is essential for applica-

tion accuracy. This should be tested on a regular basis by using the pressure gauge 
Pulsation dampener: Much like the shocks on a car, this smooths out pulsa-

tions created by the pump. The system will work without it, but it will be rougher 
and can cause premature sprayer wear 

Pressure gauge: Essential for calibration, this tool ensures that a sprayer is ap-
plying accurately. 

Sprayers 101 

"Once upon o time, a contractor used three different 

trucks to go out to do three different things. 

Now, one spray truck can go out and do multiple 

things, providing a range of services on a one-stop 
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Lawn & 
Landscape 
brought 22 
industry leaders 
together for two 
days to discuss 
the state of the 
industry. Here's 
what they said. 

How can this labor shortage be addressed? What role will dealers play in the future? What makes 

one piece of equipment better than another one? How can contractors market their services more 

effectively? 

These are questions that contractors and suppliers across the country are asking themselves as 
they strategize for the future. Meanwhile, Lawn & Landscape magazine invited 22 members of the 
industry - 1 0 contractors and 12 suppliers - to attend a two-day Industry Summit in Cleveland, 
Ohio, to discuss these issues and what needs to happen to move the industry forward. 

C O N S O L I D A T I O N I M P A C T * The rapid-fire consolidation of landscape companies seems to 
have subsided, but the question is how will these numerous acquisitions and mergers affect 
landscape companies and local markets? Many contractor attendees said it's too early to 
determine the impact of consolidation, but they only effects they've experienced within their 
businesses to date have been positive. 

"I've been surprised at the lack of negative impact the consolidation has had on our 
businesses," noted Wayne Richards, vice president, Cagwin & Dorward, Novato, Calif. "The one 
impact we have seen has been positive because we have fewer companies to compete against 
instead of a lot of entrepreneurs." 

"That's similar to what we've seen in our market," added Landon Reeve, president, Chapel 
Valley Landscape, Woodbine, Md. "The larger players were already there, so consolidation hasn't 
changed our strategies or market much. But we have seen some fallout in terms of consolidating 
companies losing some customers and employees while there seems to be some overall indecision 
in their company." 

"In a broader stroke, the game really hasn't been played out," added Russ Frith, president, Lawn 
Dcotor, Marlboro, N J. "Consolidation is cyclical in nature, and it will also create new opportunities for 
companies to enter the industry, which will mean a new generation of entrepreneurs." 

Obviously, most consolidation discussion centers on the efforts of TruGreen LandCare, 
(continued on page 166) 
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Memphis, Tenn., because of its tremendous 
volume of acquisitions. The consensus dur-
ing the discussion was that the industry will 
be better off if TruGreen LandCare succeeds. 

"That company has to work its way out 
of what it has jumped into/' related Mike 
Rorie, president, Groundmasters, Cincinnati, 
Ohio. "I don't see an easy way for it to back 
up. And I'd like to see them survive because 
then you've got a rich buyer that wasn't in 
our industry a couple of years ago. That's a 
huge benefit to any independent contractor 
looking to retire or make a change. 

"Of course, the other side of that coin is 
that now we're playing against someone 
with a lot of money, and if they do identify a 
new strategic advantage they have the hubs 
to implement it in a lot of markets," Rorie 
continued. 

Competing against national companies 
such as TruGreen LandCare, Calabasas, Ca-
lif.-based Environmental Care, or The 
Brickman Group, Long Grove, 111., has in-
spired a number of companies to reevaluate 
their operations. "This consolidation has 
given us an incentive to get more excited 
about our business, keep a closer watch on 
what's going in the market in try some new 
ideas," related Richards. 

"There are no economies of scale when 
you're dealing with labor," added Rorie. 
"An hour is an hour. Selling that hour for 
more is the easiest way to make more money, 
but you also have to manage it well. Those 
are key challenges now." 

Consolidation also impacts industry sup-
pliers. "Providing products and services is 
irrespective of consolidation," explained 
Brian Masterson, marketing manager, The 
Toro Co., Minneapolis, Minn. "There's still a 
huge percent of the industry that isn't par-
ticipating in any roll-ups. Yes, we want to be 
partners with the organizations that are con-
solidating, but 99 percent of the industry is 
outside of that group. The entrepreneurial 
spirit is what brings people into this indus-
try, so how do I as a supplier to your busi-
ness increase my business?" 

LABOR PAINS. "The real issue we see 
with any expansion is how do you keep the 
costs in line with the escalating labor rates," 
related Scott Brickman, president, The 
Brickman Group. "We keep hearing that 
you can't hire people unless you pay them 

more, so that means we have to be getting 
increases for what we do that reflect our 
increased costs instead of just wringing more 
out of what we're doing. We've experienced 
a 10 to 20 percent wage increase annually for 
the last three years. Those are important num-
bers to take to our customers at renewal time. 

"The H2B program has been a good solu-
tion for us, but I think the government has 
had it out for this industry," he continued. 

Dave Tucker, president, Sensible Software, 
Gaithersburg, Md., said his customers are 
dealing with the challenge of climbing wages 
by implementing incentive-based compen-
sation plans. "I'm seeing a real trend moving 
to a bonus or piecework compensation pro-
gram to pay employees a certain percent 
based on the dollars that each job produces," 
explained Tucker. "Then the best workers 
make the most money and the worst workers 
aren't going to be a problem because they'll 
either improve or they won't stick around. 
That reduces your management and your 
valuable employees work as though they are 
partners in the company." 

Different contractors face different labor 
challenges, however. "Getting good supervi-
sors has been a challenge for us," noted Kurt 
Kluznik, president, Yardmaster, Painesville, 
Ohio. "As a result, we've started outsourcing 
some work to three or four companies who 
operate almost as full-time subcontractors for 
us in specialized areas like waterfalls and 
hardscapes. These are people who don't like 
sales and are more like technicians, so they 
struggle in business for themselves. We pay a 
little more for them but not much more when 
you factor in what we save in equipment 
costs and other employee costs." 

Richards said the key to compensatoin 
issues is actually spending more on employ-
ees, but viewing such expenses as an invest-
ment. "We need to look at what we can do to 
invest in our employees' growth and provide 
a career for them," he asserted. "We have to 
invest more in training and in the business' 
growth to provide opportunities for them. The 
competition for our employees isn't other land-
scape companies - it's other industries. We 
have to make work easy. We do things like 
provide van pool transportation, and that has 
given us an edge." 

This notion of competing against other 
industries for employees is critical at 

(continued on page 168) 
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Groundmasters. "If you're losing employees 
to other landscape companies, that should 
send up a big red flag because then you're 
not losing them to a different kind of work or 
significantly higher wages," he asserted. "So 
you need to be doing exit interviews with 
everyone that leaves the company to find out 
why they're going." 

"We try to create a family atmosphere, 
more than anything," explained Jeff Oxley, 
operations manager, Swingle Tree & Land-
scape Care, Denver, Colo., who added that the 
company dropped its policy against facial hair 
and piercings to compete for employees. "We've 
got a diverse workforce, and getting them to 
gel as one is tough. People who come to work 
for us from another country often leave be-
cause there's no one they associate with. So 
we do things like putting up a volleyball 
court in front of the office for them to use." 

Many companies look to their current 
employees to find new ones. "People like to 
be around people they like, so referral bo-
nuses work well," noted Ken Taylor, corpo-
rate business development manager, 
Husqvarna, Charlotte, N.C. 

"We pay $1,000 for a referral if an em-
ployee stays for one year," agreed Oxley. 
"The referring employee gets $50 when the 
new employee starts, $200 two months later 
and the balance at the end of the year." 

"You can spend a lot of money on Help 
Wanted ads, so I would rather give that money 
to an employee, have a celebration with donuts 
and put that employee on a pedestal for a few 
minutes," agreed George Gaumer, vice presi-
dent, Davey Tree Expert Co., Kent, Ohio. 

"After 30 years in the landscape business, 
now I'm in the Internet world," related Bruce 
Wilson, vice president of business develop-
ment, GreenZebras, Boston, Mass. "I feel like 
a relic at this office place with ping pong 
tables, foosball tables, free food and drink 
and no obvious work hours. The employees 

put in a tremendous 
amount of time, but they 
do so on their terms. To the 
extent that we can figure 
out how to make that work, 
our industry can improve. 
That may not work with 
our field labor, but we have 
to at least give the mid-level 
managers some flexibility." 

Unfortunately, the prob-
lems don't end when employees are hired, 
especially with younger employees. 

"A challenge today is that employees quit if 
you criticize them," commented Rorie. "We 
benchmarked against some companies who 
had great employee retention rates, and we 
found out they were nicer than us to their labor. 
They let their employees have cookouts, flex 
time, the volleyball courts and so on. That 
means we have to do this, which creates a 
mental adjustment for the managers. These 
employees just don't want to work hard be-
cause they don't want our jobs. 

"Then, if you have a star, you have to 
show him the path and walk him right past 
everyone who doesn't want to do anything," 
he continued. "Don't penalize these great 
employees for a lack of seniority." 

Moving employees into senior positions 
creates additional challenges, however, and 
contractors want help from manufacturers. 
"The best business partners we've got are the 
people who are interested in our business 
and help us train our employees," Rorie em-
phasized. "As far as brand loyalty, that goes 
to whoever is helping me solve problems. I 
don't care what color the mower is any more 
because if you develop something superior 
everyone will catch up soon. I want support. 
I want my truck supplier to help me trouble-
shoot an engine and get commercial drivers' 
licenses for my employees. Whoever jumps 
in the ring with us will win loyalty if they've 
got the best product or not." Get More 

INFORMATION 
The two-day Industry Summit, sponsored by Lawn & Landscape 
magazine, yielded a tremendous amount of information. Check out 
this article with the March issue of Lawn & Landscape at 
www.lawnandlandscape.com to see more discussion. 

Finn's Wally 
Butman (left) 
listens as Scott 
Brickman (right) 
encourages other 
contractors to 
raise their prices. 
Photo: Roger 
Mastroianni 

PEOPLE POWER. Despite the many frustra-
tions associated with employees, roundtable 
participants acknowledged their dependence 
on labor and the importance of being able to 
develop them into more skilled personnel. 

"The employees need to build their own 
competency to stay employable, and then com-
panies need to build competency in their own 
organization in order to grow," remarked Wil-
son. "Environmental Care has a four-level gar-
dener program that lays out the specific skill 
levels employees have to achieve in order to 
progress and advance. If the first one isn' com-
pleted in 90 days then an individual isn't em-
ployable. That teaches them that to be eligible 
to remain with the company they have to be-
come competent." 

"The challenge we have with a similar 
system is that some people are very good at 
checking off different criteria, but they may 
not be very good at doing their job," com-
mented Brickman. 

Richards, however, noted other benefits 
to such a clearly defined hierarchical system. 
"Once we assigned competency requirements 
to job descriptions, we eliminated the com-
pensation headaches of 'it's time for a raise,' 
and we were able to get back to the value that 
employees deliver to the company instead of 
having them just expect a raise," he explained. 
"That also challenges the managers because 
employees want to get ahead, so now you 
have to tell them what to do to succeed." 

IS MORE LESS? In the last decade, more 
companies have been exploring ways to be-
come full service. Participants noted that 
while expanding service offerings seems like 
a logical method of generating more rev-
enue, danger can also lurk in such a strategy. 

"I believe very strongly in trying to pen-
etrate wide and deeper into our customers' 
businesses," noted Kujawa, adding that com-

(continued on page 170) 
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mercial property managers in particular ap-
preciate contractors' extensive service offer-
ings. "The more valuable you are to him, the 
more headaches you relieve him of." 

A key determinant for contractors should 
be the market they serve, however. "Cus-
tomer expectations should drive what you 
offer," Reeve noted. "But you have to have 

the resources to be able to respond to cus-
tomers' expectations." 

"Customers are expecting us to deliver 
more, but equally important is delivering the 
product appropriately," Richards countered. 
"Oftentimes, the answer is to form an alliance 
with good companies so you don't have to 
offer the services yourself." 

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

Mulch up to 700% faster! 
The revolutionary FINN Bark Blower aim-and-shoot 

mulching technique pays you back fast 

How productive is a 
2'man crew per hour.7 flr 

f 

BarkB/ower 
AMfiANDSHOOrAMCHSHXAONG 

FINN 
CORPORATION 
Innovative equipment 

enhancing the world's landscape 

1-800-543-7166 
9281 LeSaint Drive, Fairfield, OH 45014 • Fax (513) 874- 2914 • Web site: www.finncorp.com 

TRADITIONAL HAND LABOR WITH THE FINN BARK BLOWER 
About 2 cu. yd. per hour More than 15 cu. yd. per hour 

"We try to be the best we can be at what-
ever work we do," agreed Reeve. "That gets 
harder and harder as you grow and expand 
your services, so sometimes you need to know 
what you do best." 

"I'm of the believe that if you can do the 
snow removal and total grounds care, which 
our industry has been asked to do, then you 
have the leg up on the company that can't do 
that work," observed Rorie. "I bet 10 to 12 
percent of our corporate overhead goes into 
being the 'Snow King' in our area, and I know 
our snow work doesn't contribute that much 
back to the company, but we need to do that 
work to get on the property for some more 
profitable opportunities." 

TECH WONDERS. Contractors who want 
to grow their businesses profitably in coming 
years should expect to integrate technology 
into their operations. 

Kujawa said the landscape industry has to 
examine other industries that better utilize tech-
nology to find new solutions. "For example, we 
need to think about ways to use a Palm Pilot 
with our crews in the field instead of just using 
it ourselves," he noted, wondering how much 
better and more efficient data collection efforts 
could be with these machines. "We'll look at 
any new technology because labor is also a 
problem among the office personnel. I want to 
get to the point where there is less paperwork 
and more automation." 

Tucker expects to see new technological 
tools in contractors' hands before long, and he 
doesn't expect this to just be executive tools. "In 
a year or two, we should see wireless e-mail that 
could let foremen use hand-held units to hit 
'done' as soon as they complete a job and 
automatically begin processing that paperwork 
back in the office," he predicted. 

"The numbers that we can track and un-
derstand about the work we do is where the 
real payoff will be," commented Fogarty. 

Brickman agreed, noting that unless con-
tractors boost their prices in order to cover 
climbing labor costs, they have to look for 
ways to reduce other costs. 

"Technology will benefit us as we stream-
line the job costing part of the business," he 
noted. "The manual work we're doing now is 
what we want to automate." ID 

The author is Editor of Lawn & Landscape 
magazine. 
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Cott tTdCtOTS toughen Kathleen Neave admits that even a 28-year-old landscape company that continues to grow and 

up their approach to 

collecting unpaid 

and overdue bills 

instead of writing off 

additional losses. 

add services has problems collecting money from its clients. 

"Our customers seem to think we're unimportant/' said Neave, vice president, Neave Land-

scaping, Wappingers Falls, N.Y. "We should stop maintaining their properties, but we don't." 

Collecting unpaid and overdue bills is a time-consuming chore for contractors to tackle 
while still maintaining and caring for their clients' properties. "Nobody likes to do it, but the 
alternative is worse: writing it off as a loss," pointed out Thomas Montminy, a principal 
specializing in collections at Montminy Law Firm, Quincy, Mass. 

The key is to not be caught off-guard, Montminy said. "A company that is vigilant about 
getting paid for its services from the beginning will have fewer problems when its services 
have been completed," he explained, adding that a company's collection process can be 
efficient and doesn't have to become a long, drawn-out and costly affair. 

TREAT ME RIGHT. In the long run, getting clients to pay their bills on time and in 
full starts with training those customers to "treat you like a utility," described Rick 

Lenth, administrative manager, Tovar's Landscape Contractors, Elgin, 111. "We 
have to get customers to look at it from our mindset," he said. "We're a 
professional organization. They agreed to pay for our service, so they have to 
pay just like they pay their electric or gas bills." 

Having a contract is the first step toward training clients to think seriously 
about paying their landscape bills. "Even simple, one-page contracts can do 
the trick," Lenth said. "This way, when clients decide they don't want to pay 

their bills, you have contracts that lay out exactly what your services included 
and the payments you are entitled to receive from those services." 

(continued on page 174) 



(mmmmm c u t s 
(USDC APPROVED) 

K m m s a k E i 
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. 

n i v i r nunso^o 
US A i l . u i i i / / I ' L / I 
The World's Fastest Lawn Mower 
www.dixiechopper.com 

800-233-7596 

Kawasaki is a registered trademark of Kawasaki Motor Corp. Dixie Chopper is a registered trademark of Magic Circle Corporation and may 
not be used without permission. Pricing shown above is for models LX1901-42 and X1901-50 only. Model X1901-50 pictured. Extended 
drive tram warranty available at additional cost. Prices subject to change without notice. Copyright 1999. All rights reserved. 

http://www.dixiechopper.com


E 
(continuedfrom page 172) 
Gettina Clients to Pa 

For maximum effectiveness, contracts 
should include a statement detailing the 
client's responsibility to cover court fees in-
curred from legal action the company might 
take to demand payment. Lenth's contracts 
didn't include this statement a few years ago 
when a commercial client refused to pay for 
a $40,000 snow removal bill because he didn't 
budget enough for it. 

"It wasn't our problem that he thought 
the service cost too much," Lenth explained. 
"We fulfilled our contract and the client was 
happy with our service. The client also knew, 
up front, what the costs were. We had this 
client for two or three years and, in the past, 
the winters were light, so he budgeted too 
low this particular year." 

Even though Tovar's Landscape Contrac-
tors settled with this client before going to 
court, attorney's fees were still considerable 
- near $7,000, Lenth said. "Pushing the situ-
ation as far as we could take it cost us these 
attorney's fees, but we still ended up with a 

Project acceptance forms, which clients sign at project 

completion agreeing that the work was done to their 

satisfaction, can be helpful tools when clients refuse to 

pay their bills on time. Photo: NaturaLawn 

majority of the bill paid for by the client," he 
explained. "And we learned a lesson about 
having this statement on all our contracts." 

Another form of contract that can be help-
ful when collecting payments is a project 
acceptance form, pointed out Kathleen 
Moran, senior landscape architect, Yardmas-
ter, Painesville, Ohio. "This form, which 
clients' sign at the completion of the project, 
says that the work we did was done to the 
clients satisfaction," Moran explained. "This 
way clients can't come back two weeks later 
when the bill arrives and say they weren't 
happy with something we did." 

Contractors can also create a powerful, 
professional impression by setting up clear, 
precise billing operations. Lenth has staff 
members who answer phones 24 hours a 

day and handle billing and faxing. "As soon 
as a bill is 35 days past due, we are on the 
phone to that client," he said. 

Clients who don't pay bills on time to ILT 
Vignocchi receive second and third notices 
with bold, black "LATE" or "PAST DUE" 
stamps on them, said Matt Hoppe, an ac-

(continuedonpa$e!76) 
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count manager at the Wauconda, Ill.-based 
company. These types of urgent messages 
put a little bit of fear into clients and don't 
cost additional time or money to include, 
Hoppe said. 

In addition, the threat of service or fi-
nance charges can leave clients with this 
same type of anxiety and urgency to send in 

their payments, Lenth said, adding out that 
they "don't always work." 

"We add interest for late bills, but when 
the bills arrive, we deduct the late charge off 
of most of them," he explained. "The interest 
is there for people who become a problem. If 
someone pays his or her bill in 45 days but 

(continued on page 181) 
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1. Verify clients' backgrounds. Obtain 

as much financial information about 

them as you can. This will prove 

helpful during bill collection. 

2. Keep current on overdue accounts. 

As an overdue account becomes older, 

it is less likely that you will receive 

payment. Set aside time each week to 

compile a list of accounts that are 

overdue by 30 days or more. 

3. Get on the phone. Nothing is as 

effective as a telephone call. This is an 

opportunity to pinpoint the reasons 

why you have not been paid. Don't 

accuse or threaten. Instead, listen to 

the customer. Express empathy for 

their situation, but remain firm that 

the payment of the outstanding 

account is critical. 

4. Be flexible, but set guidelines. If you 

are satisfied that the debtor is 

experiencing short-term financial 

difficulty, devise a payment plan. 

Smaller payments over time are better 

than no payments at all. The plan 

should include consecutive payments 

that are no more than monthly 

intervals and last no more than six 

months to one year. 

5. Get it in writing. Once you have 

worked out a resolution, write it out 

immediately. Draft the agreement, 

including the terms of the payment 

plan, and fax it to the other party the 

same day. 

6. Stand firm. If the customer refuses 

to agree to a payment plan or reneges 

on your agreement, turn them over to 

a collections specialist. 

7. Hire an aggressive law firm. 

- Thomas Montminy, Montminy 

Law Firm, Quincy, Mass. 
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The proof is in the leaf.1 

Monsanto scientists used scanning-
electron microscopy to photograph 
the effects of weeds sprayed with 
Roundup Pro and an imitator. 
Taken just one hour after 
application, these images clearly 
show more formulation in the leaf 
sprayed with Roundup Pro. 

Get Roundup Pro® herbicide with 
patented PROformance technology. 
In the first two hours, it delivers three times more 
power to the roots than Glypro Plus herbicide. 

M Herbicide 

POFfiRMANCE 

The proof is in the roots/ 
Scientists also used autoradiography 
to photograph and measure the amount 
of herbicide in the roots two hours after 
application. Time after time, at least 
three times more herbicide showed up 
in the weeds sprayed with Roundup Pro. 
With the imitator, barely any herbicide 
has moved to the roots. 
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In the first two hours, 
almost no imitator 

herbicide has moved 
to the roots. 

The proof is in your control. 
See for yourself the difference Roundup Pro with patented 
PROformance technology can make in your weed management 
See your dealer or call I-8OO-ROUNDUP for more information. 

This is a cross-section of a weed 
leaf magnified 1000x. The yellow 
droplets mean Roundup Pro is 
already at work inside. 

Scientific photography taken 
two hours after application 

shows three times more 
Roundup Pro in the 

roots. More color 
means more 
herbicide. 

This weed, sprayed with 
the imitator, has almost 
no droplets in the leaf. 



Free video shows science in action. 
See PROformance technology at work in a free, 
five-minute video. Scientists Dr. Tracey Reynolds, 
Ph.D., and Dr. Jimmy Liu, Ph.D. demonstrate the 
autoradiography and cryo-SEM techniques used 
to compare Roundup Pro with Glypro Plus 
on two identical weeds. 

Call I-8OO-ROUNDUP and ask 
for your free Roundup Pro 
video today! 

Always read and follow label directions. Test conducted with MON 77360, EPA Reg #524-475 with comparison to Dow product 
carrying EPA Reg. # 62719-322. 1 Test methodology In scanning-electron microscopy Monsanto scientists identified penetrated 
formulations of both Roundup Pro and Glypro Plus in the mesophyll cell layer These micrographs support the evidence that 
formulations containing Monsanto's patented PROformance technology rapidly penetrate the leaf surface. 2 Test methodology 
Radiolabeled formulations were applied at equal acid-equivalent rates. Radioactivity was visualized by autoradiography following 
a simulated rain event two hours after application Monsanto laboratory tests, 2000. Glypro Plus is a trademark of Dow AgroSciences 
LLC Roundup', Roundup Pro" and PROformance™ are trademarks of Monsanto Company. 110613 jet 1/01 ] 
©2001 Monsanto Company RUPRQ-10613 
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they don't pay the interest from the 15 days 
the bill was late, we'll take off the interest. 
But if clients are 60 or more days late and 
we're fighting with them to get their bills in, 
then the interest will remain on their bills. 

"Interest also comes in handy if you have 
to take someone to court," Lenth added. 
"This extra money could help pay for your 
time spent with attorneys or in court han-
dling the case." 

Even though he's determined to get bills 
in on time, Lenth said he'll work with clients 
who are sincere about paying and are willing 
to send in a little bit of money each month as 
an expression of their sincerity. "I had one 
customer who took two years to pay off 
$2,000," Lenth remarked. "He paid us $50 
here and there. We'll work with our clients as 
long as they are paying and we reach our 
goal of writing nothing off every year." 

GETTING SERIOUS. Once clients under-
stand that contractors are willing to take the 
necessary steps to receive payment for ser-
vices rendered, bills start coming in pretty 
regularly, according to most contractors. 

And contractors shouldn't feel bad for 
taking additional, more serious steps with 
clients who don't pay their bills, Montminy 
stressed. "You've exhausted your good faith 
efforts, so don't waste any more time in the 
hopes that the customer will come around or 
that the next promise of payment will be 
kept," he said. 

If Lenth can't reach his clients by phone to 
notify them of late bills, he'll send them a 
letter. If he does not receive a response after 
60 days, he turns the matter over to a third 
party. The company is not a collection agency, 
but a service that sends out collection notices 
with letterhead that has a more official look, 
giving the appearance that the bill is being 
sent to a creditor or bill collector. 

The service is fairly inexpensive, accord-
ing to Lenth. "There is a sign-up fee, maybe 
giving us a certain number of people within 
a certain time frame that we can use the 
service on - maybe a couple hundred dollars 
for 100 people," he explained. "From there, it 
costs about $10 or $15 per customer. This 
service will send about four warning letters 
to the client. Out of the 10 to 15 people we 
sent this letter to last year, 12 or 13 of them 
paid their bills immediately." 

Finally, if this approach still doesn't influ-
< USE R E A D E R S E R V I C E # 1 4 7 
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ence the client to pay his or her bill, then the 
matter is turned over to a collections agency. 
Their fee is typically 50 cents for every dollar 
the client owes, Lenth said. "We've done this 
with only a few clients," he said. "This works 
with smaller accounts, especially, because 
we don't want to waste time and money on 
court costs. You'll find that most of the time 

this step is enough to influence these clients 
to send in their checks." 

But Montminy pointed out that most 
agencies simply send out computer-gener-
ated notices. "Collections agencies tout their 
ability to hound debtors, but they have no 
legal authority to compel payment," he said. 

A contractor who doesn't want to scare 
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Stop by your local branch and 
get to know us better! 
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www.rainaid.com • e-mail: rainaid@rainaid.com 

Call for a free Century Supplies Catalog: 

800-347-4272 
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Are all of your invoices paid by the 3rd of each 
month? Credit cards can make this happen. 

In the past, our company constantly received late payments, 
which meant we had to use our credit line for cash flow. We asked 
our clients why they were paying late and found out that they suf-
fered from a lack of time, not funds. We brought up the idea of 
credit payment options and most of them were open to it. 

Offering this option produced an immediate improvement in 
our cash flow and helped keep us out of our line, but I recom-
mend contractors consult their accountants before moving for-
ward this way. 

Following are some tips to consider if you plan on accepting 
credit card payments at your company: 

• Test the waters first. Do a simple survey and ask your cli-
ents if they are interested before you start. 

• Accept Visa and MasterCard only. You pay more for the 
others, and most people have these cards. 

• Research several credit card processing firms. They all of-

Charge It! 

(continued on page 184) 

fer something different. The more volume you have, the lower your 
fees should be. We pay $.15 per transaction on about $600,000 in 
total credit card charges. 

• Ease existing clients into this system. Offer it to them as an 
option. If the customers who oppose this are clients in good stand-
ing, don't force them, but make sure they understand you need 
their payment by the 10th of each month (or whatever date your 
company uses). 

• Expect new clients to pay by credit card only. 
Our lawn maintenance clients have two options: we automati-

cally charge their payment each month or they have 10 days to 
pay by check. Using the first approach, we still generate an in-
voice, but we attach the credit card receipt with the monthly 
statement and stamp it 'PAID.' Our clients like this method. 

• Fertilization-only clients are automatically charged. If they 
prefer to pay by check, they can prepay for the season. Why wait 
for $40 that covers product costs? Our vendors don't. 

• Landscape design/build clients get both options. We add a 
small percentage into all bids to cover the cost of the processing. 
Most of these customers pay by check. - Derek Blumberg, 
president, Quality Seasons, Savage, Minn. 

KWIKREPAIR 
A WHOLE NEW CONCEPT IN PVC 
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Sleeves telescope on to the pipe, 
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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 
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metal oxide varistors on both 
input and output lines to 

guard against damage from 
l ightn ing storms and 

power surges. And best 
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Dial, Rain Dial Plus 
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clients with a warning letter can skip this 
step and hire a law firm to file a lawsuit, 
Montminy said. "If the debt is undisputed 
and the debtor is viable, you will be paid," he 
said. "Excuses, followed by delays, are no 
longer options for the debtor, unless he or 
she is prepared to spend needless legal fees 
or is willing to risk default by the court." 

The ultimate final step, of course, is tak-
ing the client who hasn't paid his or her bill 
to court. Bills more than $5,000 are too high for 
small claims court, and costs increase consider-
ably beyond small claims court, Lenth said. As 
long as the contractor has a contract stating that 
the client is responsible for attorney's fees if 
the bill isn't paid, then the client will pay 
these costs if and when the contractor wins 
the case. Unfortunately, a contractor's lost 
time fighting clients in court cannot be won 
back even if money from late bills can. 

Montminy also pointed out that "if the 
client is not paying your bill, there are most 
likely other creditors out there who are also 

seeking payment," he explained, adding that 
most likely not everyone seeking money 
from that client will get paid. "This makes it 
even more important for you to collect as 
much of your bill as quickly as possible." 

TRICKS OF THE TRADE. According to 
most contractors, snow and holiday lighting 
clients notoriously miss payments, mostly 
due to the fact that these customers may not 
need the company's service in the future. 

"They always whine about not having 
the money to pay their bills," Moran said of 
snow clients. 

Lenth agreed. "A lot of times when they 
get the bill, they don't remember what storm 
it is for," he said. 

Contractors have a couple of tricks for 
getting these frustrating clients to pay their 
bills on time, such as rewarding those clients 
who respect payment due dates. 

Unpaid snow jobs were a dilemma for 
Irene Sidlowski, Live Oak Landscape Con-

tractors, Piscataway, N.J. To protect her busi-
ness, she had to increase her snow prices and 
then offer a reduction for those clients who 
pay on time. 

Lenth said that he has also waited until 
snow was in the forecast, and then he threat-
ens to put a client with an unpaid bill last on 
his list of snow removal clients or to not show 
up at all. He knows commercial clients de-
pend on clear parking lots for employees and 
customers, and that they will respond to the 
timing change. 

Lenth also charges per storm. And since 
clients have problems remembering which 
storm they are paying for, his billing team 
faxes storm reports to clients after every single 
storm, stating the conditions. Then he sends 
a copy of the same fax with the bill so that 
clients have little opportunity to become con-
fused about what they are paying for. [D 

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

Chamberlitt 

explained that 

lawn care 

customers fear 

pesticides. 

Photo: Carl York 

Environmental Science/Chipco Professional Prod-
ucts, Montvale, N.J., and Laum & Landscape magazine 
sponsored by a two-day industry roundtable that 
included nearly two dozen of the industry's leading 
minds. Here is an excerpt of the conversation that 
took place. 

How is the political climate going to impact the industry? 
S A M L A N G , Fairway Green - "I think we're in 
trouble. We're going to lose so many of our prod-
ucts. What we're seeing is a big focus on nutrient 
fate, and pesticides will come right behind that. 
That's going to shape what products we have left 
to lose. People are building housing in old farm-
lands and finding atrazine contamination in wells. 
So now we have to have buffers of 50 feet on each 
side of a stream. 

"We're funding a huge, nutrient fate study at 
North Carolina State University, and a pesticide 
study is going to be next. The Turfgrass Council of 
North Carolina tracked nitrogen through all turf uses, 
and with radioisotopes you can tell what nitrogen 
came off each setting. The initial results show that the 
turfgrass system is almost 100 percent efficient. Ap-
ply 1 pound of nitrogen and you'll recover 2 pounds 
of nitrogen through clippings. We're trying to see 
if there is a problem with pesticides and how they 
move through turf in lawn care and golf. 

"They've got us under the gun. Everyone who 
pushes a spreader has to go through nutrient cer-
tification through the department of natural re-
sources vs. dept. of agriculture. We see this nutri-

(continued on page 188) 

When leading 

contractors got 

together, political 

issues were a top 

concern. 

The last 18 months has been anything but smooth 

sailing for the lawn care and specialty pesticides 

industries. 

Increasing political pressure and environmen-
tal sentiment in the nation's capital and various 
state capitals has led to the loss of two popular 
pesticides - chlorpyrifos and diazinon - despite 
contractors' and manufacturers' repeated claims 
about the safety of these products. At the same 
time, New York shocked the industry last summer 
by passing a bill requiring prenotification for cus-
tomers abutting a property that was about to re-
ceive a lawn care application. 

To get a field-level perspective of the issues 
challenging lawn care operators businesses, Aventis 

Tom Tolkacz (left) and Chris Senske (right)give thought to what Jerry Grossi (center) had to 
say about how pesticide applicators could do a better job of communicating with customers. 
Photo: Carl York 
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(continued from page 186) 

ent fate coming to the other states. They're 
writing up the first data right now. The ques-
tion is what happens when the system gets 
totally loaded - where does the nitrogen go? 
For right now, we can't apply any more 
nitrogen than what is recommended by N.C. 
State." 
JOHN BUECHNER, Lawn Doctor-"What's 
alarming to me is that no one on fertilizer 
manufacturing side seems to be showing any 
concern about this issue. The Fertilizer Insti-
tute should also jump on board." 
LANG - "That's true. This study is costing 
us $1 million, and the fertilizer manufactur-
ers aren't the ones funding it." 
BILL HOOPES, Scotts Lawn Service - "Do 
you think we're pressuring RISE to help this 
end of the business. But why would RISE be 
motivated on the specialty pesticide way?" 
BUECHNER - "Combination products 
maybe? Fifteen years ago, things were the 
same way. We're not under siege, we're still 
under siege. We've gone from splashy sto-

When Lawn & Landscape and 
Aventis Environmental Science/ 
Chipco Professional Products, 

Montvale, N.J., decided to produce a 
Lawn Care Industry Roundtable, they 
had to get the right people at the table 
to make sure the hottest trends and 
most pressing concerns were addressed. 
Here's the group that spent two days 
covering these issues: 
• S A M L A N G , president, Fairway 

Green, Raleigh, N.C. 
T O M T O L K A C Z president, 
Swingle Tree& Landscape, Denver, 
Colo. 

• J E R R Y G R O S S I president, 
Arborlawn, Lansing, Mich. 

• C H R I S S E N S K E . president, Senske 
Lawn & Tree Care, Kennewick, Wash. 

• T I M D O P P E L , president, Atwood 
Lawn Care, Sterling Heights, Mich. 

Table 

G A R Y C H A M B E R L I N director of 
technical services, TruGreen-ChemLawn, 
Kansas City, Mo. 
K E I T H BURRELL agronomist, The 
Lawn Co., S. Dennis, Mass. 
J O H N BUECHNER dir. of technical 
services, Lawn Doctor, Holmdel, N.J. 
J A C K R O B E R T S O N president, 
Robertston Lawn Care, Springfield, 111. 
G A R Y CLAYTON, director of 
technical services, All Green, Atlanta, Ga. 
K E N W E N T L A N D production 
supt., Lied's Landscape, Milwaukee, Wis. 
J I M C A M P A N E L L A president, The 
Lawn Dawg, Nashua, N.H. 
M I K E Y O U N G president, Lawn & 
Shrub, Lafayette, Ind. 
BILL HOOPES, director of training, 
Scotts Lawn Service, Marysville, Ohio 
D A R Y L E J O H N S O N president, 
All-American Turf Beauty, Van Meter, 
Iowa 
G A R Y L A S C A L E A president, 
GroGreen, Piano, Texas 
T R E Y WEBSTER, operations manager, 
Davey Tree Expert Co., Kent, Ohio 
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ries to Ph.D.s working with ludicrous de-
fault assumptions through FQPA. Now the 
whole game is that all they have to do is show 
presence with this lOx assumption. I don't 
want to argue about the fate of pesticides being 
next, but to me, it's a done deal. All the fate 
study is going to show is that pesticides are 
there and they don't have to show any harm." 
TOM TOLKACZ, Swingle Tree & Land-
scape Care - "The techniques of the warfare 
are different because the strategy used to be 
a media issue, taking pesticide concerns in 
front of our customers with the perception 
that doing so would hurt us. But we realized 
that really didn't hurt us. We probably ended 
up being better communicators with our cus-
tomers in the end. 

"Now, the technique is votes. However, 
getting legislators to believe in us, our cause 
and sound science isn't working because 
they're all chasing votes." 
KEITH BURRELL The Lawn Co - In 
Massachusetts, they package legislation as 

the children's and family protection act. Then 
you get the activist groups out there knock-
ing on the doors. There's no correlation to 
what is really going on in the field, but 
legislators won't touch the issue because 
they can't vote against an act to protect chil-
dren and families." 
T O L K A C Z - "When you talk about votes, 
we're having some presence. In Colorado, when 
we had city bills going forward, RISE brought 
money and expertise to the table to deal with 
state preemption. But how well do we as an 
industry communicate how many votes we 
carry? In Colorado, we showed that the green 
industry has more votes than the ski industry, 
and that hit home and got us a place at the 
table. Maybe that has to be our issue." 
LANG - "We update our economic impact 
survey every five years in North Carolina. 
We got all of the industry personnel in there 
together - turf, nursery stock and so on. The 
survey shows that the industry employs 
120,000 people in our state, and they can do 

the math from there. There needs to be one 
clearinghouse to get everyone together for 
the industry. 

"When I see what happens in New York 
with posting and prenotification, I worry about 
that running downhill to us. The Sierra Club 
has been very successful in its lobbying, so we 
need to be prepared. One of the most important 
ways to do that is with money." 
T O L K A C Z - "The other thing is that it's 
awesome to have legislative events, but I 
find that we as an industry do an extremely 
poor job of getting our employees out to 
vote. That's another issue we could drive 
home, and that could even mean changing 
your routes for a day." 
HOOPES - "How would we set up a na-
tional clearinghouse?" 
LANG - "It has to be a joint effort with Golf 
Course Superintendents Association of 
America because they have such a high vis-
ibility even though they are only 2 percent of 
North Carolina's managed turf. Then add in 

We've Got You 
Covered... 

...with a huge inventory 
ot top-quality tree-care and 
pruning supplies. 

AMERICAN ARBORIST 
S U P P L I E S , I N C . 

Call for a free 130-page catalog 
800-441-8381 fax: 610-430-8560 

AERA-vator® with 
Seeder Attachment 

For use with your mini skid steer/compact utilitly loader. 

The First Products AERA-vator is now available for all com-
pact utility loaders. The optional seeder attachment is the 
ideal tool to reduce both man hours and equipment cost. 

CALL 1-800-363-8780 
www.lstproducts.com 

e-mail: sales@lstproducts.com 

http://www.lstproducts.com
mailto:sales@lstproducts.com


ALCA and PLCAA. But this has to be done 
because they're picking us off one at a time." 
GARY CLAYTON, All Green - "We have to 
recognize that the battlefield is not good sci-
ence. The battle is the political endeavors. We've 
tried to incorporate GCSAA and ALCA, but 
the effort has always been too fractionalized. 
The perception is that there's not enough com-
monality among the different groups. 
Everyone's too busy, there's a lack of money 
and the list goes on. There are too many tight 
circles that aren't touching each other" 
LANG - "We have to get farmers included 
because they apply pesticides. What we're 
talking about is a full-time job, but we can't 
let this keep happening because what hap-
pened in New York really shocked me." 
T O L K A C Z - "RISE is structured as a clear-
inghouse. Every state association should be 
getting communication from them. If you 
aren't, don't blame RISE. Blame the associa-
tion because the manufacturers are support-
ive and they're the force behind RISE." 

C L A Y T O N - "Our opponent is much more 
focused than we are." 
G A R Y C H A M B E R L I N , TruCreen-
ChemLawn - "This may be slightly contrary 
to the point, but what works well is having 
a very strong state organization. In Ohio, 
Ohio Pesticide Applicators for Responsible 
Regulation is one of the best going." 
LANG - "RISE or whoever needs to look at 
each state and see if they are prepared and 
organized for negative legislation. In New 
York, I think they weren't ready." 
T I M D O P P E L , Atwood Lawn Care - "It all 
goes back to the idea of being under siege. 
The strategy of a siege is to wear people 
down. In Michigan, we can't get anyone 
excited about these issues because business 
is good and our customers don't care. They've 
been beaten down to the point that they 
don't see a problem. What's the issue when 
business is great?" 

HOOPES - "They're reactive instead of 
being proactive." 

LANG - "The problem is that it will cost you 
$10 to stop something and $10,000 to un-
screw it." 
DOPPEL - "How do we get the word out?" 
DARYLE JOHNSON, Ail-American Turf 
Beauty - "As long as we're asking the public 
about the important issues and public says 
the environment, then all we're doing is put-
ting out fires. We have to change the paranoia 
about pesticides. I talked to a local fourth 
grade class a couple of years ago and those 
kids thought I was a devil. We need to get the 
facts out there, and I fault the pesticide com-
panies and everyone in the industry 

"We've hired a turfgrass information co-
ordinator in Iowa to get the information out 
there. We put up $30,000 a year for three 
years to fund this position. His job is to 
communicate the benefits of turf to the public 
instead of fighting the negative news. The 
Sierra Club has someone in every state - why 
doesn't the turf industry?" 

(continued on page 192) 

LAWN CARE TRUCKS 
Tank sizes from 400-1200 gallons, 
fiberglass, poly or stainless tanks, steel 
or aluminum beds, PTO or gas engine 
driven - multiple pumps and multiple 
reels. 

PUMPS 
A Udor 
A Hypro 
A F loJet 
A Shurf lo 
A A c e 
A MP 
A Hydra-Cel l 

TANKS 
A Tuflex 
A Raven 
A A c e 
A Solar 
A Snyder 
A Mid States 
A K B K 

COMMERCIAL QUALITY 
SKID UNITS 
Tank sizes from 50-300 gallon, steel, 
aluminum or stainless frames, Honda 
engines, diaphragm or piston pumps -
multiple tank and reels available. Units 
custom built to fit customer's needs. 

Westheffer Co., Inc. 
800-362-3110 

Fax: 800-843-3281 • Website: www.westheffer.com 
E-Mail: info@westheffer.com 

TREE CARE TRUCKS 
Want to hit a 100+ foot tree? We can 
build it for you. Multiple tanks, multiple 
pumps, no problem. Poly tanks in an 
enclosed body or fiberglass tanks on an 
aluminum bed. 

HOSE 
A GreenGarde 
A Kur iyama 
A Arrow 
A Synf lex 
A Goodyear 
A Kanaf lex 
A Uni 

GUNS 
A J D 9 - C T 
A FMC 
A C h e m L a w n G u n 
A TeeJet 
A Talltree G u n s 
A Root Feeders 
A Spray Wands 

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

SOFTWARE solutions. 

SERVCfE 
Lawn Care 
Tree Care 

Landscape Management 
Pest Control 
Maintenance 

Mowing 

We Can Help. 

6 1 4 - 8 7 3 - 6 7 0 6 

www.pickscs.com 
Service Communication Software, Inc. 

http://www.westheffer.com
mailto:info@westheffer.com
http://www.pickscs.com
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www.lawnandland8tape.oom 
drafix.com 

http://www.drafix.com 

PLANT 
HEALTH 

CARE, INC. 
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CENTRAL PARTS WAREHOUSE 
"SNOWPLOW PARTS SPECIALISTS " - SINCE 1980! 

http://www.centralparts.com 

Creative 
I D ucts.com 

http://www.planthealthcare.com 

shindaiwa 
n n n 1 

http://www.shindaiwa.com 

cun 
http://www.ccurb.com 

http://www.goossen.com 

http://www.gopst.com 

SJV 
' g o g j o m n M s 

http://www.turboturf.com 

http://www.crewsinc.com W/tpressflaiuer 

http://www.wellscargo.com 

(CENTmRAjNAjp) 
http://www.rainaid.com 

STERLING 

http://www.sterlingtrucks.com 

http://www.expressblower.c 
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The World's Fastest Lawn M H I f 
http://www.dixiechopper.com 
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http://www.isuzucv.com 
http://www.treecaresupplie 

Lighting lnc.«» 

http://www.cascadelighting.com 

http://www.aquascapedesigns.com 

+ Swiss 
Precision 
Enterprises 

http://www.swissprecision.net 

http://www.tuflexmfg.com 

<D OLSON 
IRRIGATION 
SYSTEMS 

http://www.olsonirrigation.com 

Contact your account manager today to be a part of the show, 800-456-0707. 
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B U R R E L L - "It's amazing to explain reality 
to them and see the looks on their face as they 
realize the truth. We have to lay the ground-
work ahead of time before there is a crisis or 
else people won't come to you for informa-
tion and then they won't trust you." 
GARY LASCALEA GroGreen - "All of 
these issues started locally. In the 1980s, sign 
posting started in Maryland, but the Sierra 
Club and Rachel Carson had plenty of people. 
Those groups wanted pre-notification at that 
time and they wanted us to use much larger 
signs than what we ended up using. We were 
able to get involved to some degree and get 
those signs reduced." 
BUECHNER - "It's just hard to get other 
lawn care professionals involved in issues. 
They don't know enough to be concerned, 
but yet it impacts their life." 
T O L K A C Z - "The issue in front of us is that 
the issues have gotten so complicated with 
FQPA and the Risk Cup that people don't 
understand them. When the lawn care hear-

ings were going on, we were able to get 
people there pretty easily because we saw 
how it was going to impact our business." 
LANG "But we all started a business, put a struc-
ture together, went out and marketed and built 
up a customer base. Why can't we do it now? If 
we took this same attitude we're taking here 
with our businesses we all would have failed." 
J I M C A M P A N E L L A , The Lawn Dawg -
"Such an effort has to start locally, which is 
where we haven't been very organized. Leg-
islators trust the people in the middle like us 
more than Sierra on one end and RISE on the 
other end." 
HOOPES - "I don't think we sound like we 
can't do, but we sound like we don't know how 
to do it. We have a tremendous story if we can 
just get the communications vehicle going." 
T O L K A C Z - "I do this with an MSDS sheet 
for table salt, which requires you to wear 
goggles and rubber gloves when you use it." 
LANG - "This needs to happen soon. We 
can't mess around for two or three more 

years. How many more states will be picked 
off by that time?" 
BUECHNER - "Historically, New York is 
not a pesticide-friendly state. It's the only 
state that requires customer contracts. To 
this date, we still don't have guidance on 
how to administer that law. I'm not sure 
anyone really knows what happened there, 
but it's a very fractionalized state with 
Nassau/Suffolk, the upstate area and the 
New York State Lawn Care Association 
(NYSLCA) in the western part of the state, 
and they have never really worked together. 

"What worked together were the breast 
cancer concerns, and I firmly believe the 
culmination of this was that 2000 was an 
election year. There was a lot of legislative 
effort and we were feeling pretty confident. 
We didn't even think this was going to come 
up for a vote even a week before the vote. At 
this point, the NYSLCA has put out a position 
paper and taken some action, established an 

(continued on page 194) 
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800-number to educate the county legislators, 
and we think we're having some effect. Even 
though the pre-notification was passed, it's 
still up to the individual counties to pass. 
This law also excludes granular products, so 
you can bet there will be a lot of companies 
going the granular route." 
DOPPEL - "The amazing thing is that my 
customers don't care. We'll still grow." 
CHAMBERLIN - "At the same time, our 
customers think there is a risk with what we 
do. They keep the kids and dogs off the 
lawns whenever we're around." 
DOPPEL - "We get a fair amount of interest 
in our non-pesticides program, then we go 
over the costs and expected results with them 
and about 98 percent of the time they go with 
the pesticides and just tell us to be careful." 
HOOPES - "Organic is a nice sounding 
word until customers realize they're going 
to have weeds." 

B U R R E L L - "We really promoted a natural 
program in our newsletter and on our trucks, 

and we might have added 50 customers." 
TREY WEBSTER, Davey Tree - "Our cus-
tomers always trust what we're doing. It's 
the neighbor of our customer who causes the 
problems." 
BUECHNER - "In New York, I think some 
people will look at this as an opportunity. A 
lot of companies will figure out how to do 
this and some will just subcontract their 
work out. We could go granular, but we just 
won't kill broadleaf weeds as well." 
T O L K A C Z - "When the issues were hot in 
the media, we took a bunch of our tree 
spraying over to natural controls and people 
cancelled so fast because the results just 
weren't there. They just don't want beetle 
larvae dropping on their patios." 
T O L K A C Z - "Our reaction is to the neigh-
bors of our customers. From a product stand-
point, one of the major concerns we have is 
the lack of residual. I know this is a response 
to what's going on, but our clients are real-
izing that it will take five visits to do what 

we used to do with three with what we felt 
was a safe product. This isn't a resistance 
issue as much as it is a residual issue. Our 
ornamental applications will increase as well, 
and that means we'll be putting more in the 
risk cup. We'll probably make more money 
long term, but I don't know if that's a good 
thing. 

"We also have to work more with the 
universities because the students coming out 
of schools hate pesticides. There isn't any 
good pesticide education anywhere at the 
collegiate level. That's a real struggle for us 
with recruiting. Kids coming out of these 
schools don't want to handle pesticides." 
HOOPES - "There's a real dichotomy going 
on because these kids coming out and get rich 
and buy their house on Mortgage Hill and 
then they get grubs and hire us. But they 
don't want to apply pesticides at all." ID 

The author is editor of Lawn & Landscape 
magazine. 
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When Pierre Sprinkler and Landscape was in its early years 

of operation in Los Angeles, Calif., co-owner Harold Young 

didn't have a need for riding trenchers to handle irrigation 

and drainage system work on residential properties. 

"Many installations out here are done along a curb or 
next to a house or building/' Young explained. "In many 
cases, you can't use trenchers because the lawns tend to 
be smaller and more detailed, garden layouts with curv-
ing or zigzag-shaped planter beds that make it more 
difficult to use mechanized trenching equipment. As a 
result, much of the digging is done by hand." 

But in the past two years, Los Angeles' school district 
administration has put more commercial projects out to 
bid, and Young has picked up much of this work, having 
replaced leaky irrigation systems on more than 50 sites. 

In most cases, large amounts of irrigation piping 
needs to be replaced on these systems, Young said, and 
L.A. basin soil ranging from soft, loamy material to rock 
or slate can make digging challenging. Also, Young's 
crews have to operate as efficiently as possible because 
deadlines for these replacements are very tight. For in-
stance, one job at Jefferson High School had a six-week 
deadline for irrigation replacement, and some of these 
jobs, such as the one at Birmingham High School, require 
the installation of more than 2 miles of new irrigation 
piping, ranging in size from 34- inch to 4-inches in diam-
eter. Frequently, penalties are the result of any comple-
tion delays on these projects, excluding weather-related 
reasons, Young said. 

"When you have large jobs such as replacement 
projects for schools, productivity is essential," Young 
pointed out. "The kinds of restrictions I'm under with 
these school contracts demand that the installer be able to 
open and close almost 2,000 trench feet a day. And all 
trenches must be closed by the end of the workday for 
school liability reasons." 

As a result of this increased commercial work and his 
need for better productivity to meet deadlines, Young 
purchased a hydrostatic riding trencher. "Having this 
trencher allows me to have 10- to 12-man crews and get 
the needed amount of daily productivity," he said. 

Like Young, many landscape contractors have spe-

Difficult or 

unknown soil 

conditions 

can lead to 

significant 

efficiency 

headaches for 

irrigation 

installers, 

which leads 

many 

contractors 

to buy the 

most power 

in a trencher 

they can get. 

Photo: 

Vermeer 

cific needs when it comes to trenching equipment. Based 
on the application's level of difficulty, manufacturers are 
offering many trencher options for the landscape market. 

CHOOSE YOUR WEAPON WISELY. In the land-
scape market, trenchers are used for anything from soil 
and turf work to irrigation and drainage system installa-
tion or repair and replacement, pointed out Richard 
Greenwell, product manager of the compact line, Ditch 
Witch, Perry, Okla. 

There are two types of dedicated trenchers available 
to landscape contractors: walk-behind / walk-beside tren-
chers and riding trenchers. 

Walk-behind trenchers' price tags are approximately 
one-third those of riding trenchers, costing between $7,000 

TRENCHERS 

Trencher Trends 



and $10,000, pointed out Todd Roorda, rub-
ber tire product specialist, Vermeer Manu-
facturing, Pella, Iowa. 

"Walk-behind trenchers are great for resi-
dential properties with 36-inch backyard 
gates and other landscape elements, such as 
trees, contractors need to get through and 
around," Roorda said. "Although, due to the 
limited power of a walk-behind trencher 
when compared to a riding trencher, con-
tractors lose the ability to dig deeper with a 
walk-behind and have less available power, 
particularly in tough soils." 

Riding trenchers, on the other hand, cost 
between $23,000 and $37,000, according to 
Greenwell, and offer a greater variety as far as 
horsepower and add-on options are concerned. 

Typical riding trenchers start with 43 
horsepower and can go all the way up to 116 
horsepower, but these riding trenchers can-
not fit through 36-inch gates because they 
are too wide, Roorda said. But there are 
compact riding trenchers now available that 
are 35 inches wide and offer the same power 
options as traditional riding trenchers, 
Greenwell said. 

In addition to a choice of horsepower and 
unit size, contractors can also choose to add 
different supplemental attachment options 
to their trenchers, such as a backhoe or vibra-
tory plow. 

"A backhoe is nice for contractors who 
dig many trenches," Greenwell said. "With a 
backhoe they don't have to manually fill the 
hole back in themselves. They can use the 
backhoe to push the dirt back into the holes." 

A vibratory plow, which is a blade that 
when put into the ground uses vibration to 
place irrigation piping or utility lines in a 
thin trench, is a popular add-on tool for 
contractors who use the chain teeth of tren-
chers to dig up to 4-inch-wide and 2-feet-

'If you're only laying a 1-inch 

pipe, the vibratory plow 

works like a knife and you 

just pull irrigation piping in 

behind the machine/ - Todd 

Roorda 

deep holes for one application or renovation 
project, but who also need to dig narrower 
trenches for installing irrigation piping with-
out disturbing clients' lawns too much. 

"When you're trenching, you are digging 
as deep at 2 feet and as wide as 6 inches -
there's a lot of restoration that needs to be 
done to a lawn after that," Roorda said. "For 
all the dirt you dig out, you have to put it 
back in along with grass seed. For drainage 
problems, there's a need to dig a wider hole 
as well. But if you're only laying a 1-inch 
pipe, the vibratory plow works like a knife 
and you just pull irrigation piping in behind 
the machine. There are a lot less restoration 
costs involved this way. 

"Ultimately, the choice depends on the 
project," Roorda continued. "If you're in clay 
soil, you could use a vibratory plow to put in 
irrigation. If you are in an area where there is 
more cobble or rock, you'll want to trench it 
in. If you tend to have both types of soil and 
a variety of projects in your business, you 
may need a machine that can do both." 

RENTING OPTIONS. In the past, only 
about 10 percent of contractors rented equip-
ment instead of buying equipment, accord-
ing to Vermeer Manufacturing. But recent 
reports have shown that number to be closer 

The size of riding trenchers limits the number of 
jobs they can be used on, but with more size comes 
added power, and that makes these trenchers de-
sirable in tough or rocky soils. Photo: Vermeer 

to 25 percent, which means rental companies 
are reacting by putting larger numbers of 
construction equipment in their yards and 
by altering their fleet mix, Roorda reported. 

"Contractors make a profit when they are 
able to use their capital equipment at a high 

rate of utilization," he said, explain-
ing the reason for the increased in-
terest in renting vs. buying. "Al-
though 100 percent utilization is 
unrealistic, the higher the utiliza-
tion rate, the less downtime, and the 
more work contractors can get done 
in a given amount of time. If con-
tractors are between jobs, they don't 
like to pay for new machinery that 
sits in their yards. As a result, many 
companies choose to pass this up-
front investment onto the rental com-

panies, lower their indebtedness and let the 
rental company take the 'utilization risk' 
gamble." 

Desert Care Landscape, a division of 
TruGreen LandCare based in Phoenix, Ariz., 
was awarded the contract to install 7,800 feet 
of mainline irrigation along the right-of-ways 
for the roads that will wind their way through 
a 6,000-acre area. Thousands more feet of 
lateral water lines also will need to be in-
stalled. The company's Project Supervisor, 
Patrick Franks, said he will rent trenchers to 
place the 1/5-inch diameter water lines un-
der a minimum 2-feet of cover in the rocky, 
densely compacted soil in Phoenix. 

"Every contractor on this project is using 
rental equipment," Franks explained. "The 
reason is the unpredictability of the ground 
conditions. Nobody wants the uncertainty of 
project completion dates that machine down-
time would bring. We would rather rely on a 
rental company's maintenance staff to keep 
us up and running when there is a problem." 

The cost of renting can vary on a case-by-
case basis, Roorda said, depending on if 
contractors are renting multiple, larger ma-
chines for one week or smaller machines for 
one day. "The average cost for renting a 
walk-behind trencher for one day is $150, 
depending on the region," he said. "Multi-
ply that number by five and you have the 
average cost for one five-day week. This is a 
rough average, though, because many rental 
yards have different deals. For example, some 
rent machines for four days and that consti-
tutes one week and others count a week as all 
five days." - Nicole Wisniewski 
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I would like to receive (continue to receive) L&L free of charge 
(Free to qualified contractors. U.S. only) f D Yes O No 
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Title 

Date 

Company^ 

Address__ 

City State -Zip. 

Phone_ _Fax_ 

E-mail Address 

Do you wish to receive industry related information by E-mail? 

I Yes 

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

I CONTRACTOR or SERVICES 
• 1. Landscape Contractor 

(maintenance & installation) 
• 2. Chemical Lawn Care Company 

(excluding mowing maintenance service) 
• 3. Lawn Maintenance Contractor 
• 4. Ornamental Shrub & Tree Service 
• 5. Irrigation Contractor 
• 6. Landscape Architect 
• 7. Other Contract Services (please describe) 

II. IN-HOUSE LAWN/CARE 
MAINTENANCE 

• 8. In-House Maintenance including: 
Educational Facilities, Health Care Facilities. 
Government Grounds, Parks & Military Installations, 
Condominium Complexes, Housing Developments, 
Private Estates, Commercial & Industrial Parks 

HI. DISTRIBUTOR/MANUFACTURER 
• 9. Dealer 
• 10. Distributor 
• 11. Formulator 
• 12. Manufacturer 

IV. 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) 

No 

3. What services does your business offer? 
(please check all that apply) 
1. Landscape Installation 
2. Landscape Maintenance 
3. Landscape Renovation 
4. Mowing and related maintenance 
5. Irrigation Installation 
6. Irrigation Maintenance 
7. Turf pesticide application 
8. Ornamental/tree pesticide application 
9. Turf fertilization 
10. Ornamental/tree fertilization 
11. Tree Pruning 
12. Snow Removal 
13. Interiorscape 
14. Other 

2. What best describes your title? 
• Owner. Pres., Vice Pres., Corp. Officer 
• Manager, Director, Supt., Foreman 
• Agronomist, Horticulturist 
• Entomologist. Plant Pathologist 
Q Serviceman, Technician, Crew member 
Q Scientist, Researcher 
• Company, Library copy only 
Q Other (please specify) 

4. How many full-time (year-round) employees 
do you employ? 

5. What year was your business founded? 

6. What were your company's 
gross revenues for 2000? 
1. Less than $50,000 
2. $50,000 to $99,999 
3. $100,000 to $199,999 
4. $200,000 to $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 
10. $4,000,000 to $6,999,999 
11. $7,000,000 or more 

7. Please indicate your 
approximate business mix: 

1. Residential % 
2. Commercial % 
3. Other % Specify types_ 
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John Deere 
Chain Saws 
• CS36 and CS40 lightweight professional 
saws feature 35.2-cc and 39-cc engines with 
2.1 and 2.4 hp 
• Bar sizes available from 12 to 18 inches 
• CS56 and CS62 heavy-duty professional 
saws weigh 12.6 and 12.4 pounds and offer 
56.5-cc and 61.5-cc engines with 4.1 and 4.7 
hp; includes .325-inch chisel chains and 16-
to 24-inch guidebars 
• CS71 and CS81 offer 5.2- and 5.7-hp 
engines with 20- to 32-inch guidebars and 

3/8-inch 
chisel chains; 
equipped 
with elec-
tronic speed 
limiter to 
prolong en-
gine life 
• CS56, CS62, 
CS71 and 
CS81 models 

feature semi-self-cleaning air filters; a decom-
pression valve provides easy starting 
• CS40, CS56, CS62, CS71 and CS81 models 
offer two piston rings that create greater com-
pression for increased power and efficiency 
• Forged and wafered connecting rods pro-
mote heat dissipation and thorough lubrication 
• 3-piece crankshaft reduces vibration 
• The machine's 3-piece clutch creates 
smoother clutch engagement and offers 
more surface to reduce slippage 
Circle 200 on reader service card 

Planet Green 
PeDetized Compost 
• Concentrated, lightweight compost prod-
uct can be applied with conventional broad-
cast or drop spreader equipment 
• Increases nutrient exchange, drought resis-
tance, disease resistance, humus develop-
ment, cation exchange capacity, moisture 
holding capacity, aerating, structural devel-
opment and soil health 
• Available in pelletized form with guaran-
teed analysis 
Circle 201 on reader service card 

Morbark Twister Chipper/ 
Chip Box Combination 
• Heavy-duty, mid-range chipper does 
not require specially outfitted truck 
• Combination chipper and chip box al-
lows users to diversify operations 
• Turntable chipper features a 180-de-
gree rotation and 14 locking positions so 
brush can be fed from either side of unit 
• Turntable is mounted on a ball-bear-
ing turret for easy, one-handed operation 
• Chip box is equipped with dual, hydraulic lift cylinders with lock valves for operator safety 
• The machine's self-contained, electric hydraulic pump eliminates need to start power 
unit while dumping 
• Combination includes electric brakes, a removable, coiled light connector, an air impel-
ler for discharging light and leafy material, and environmentally friendly hydraulic fluid 
• Machine contains vents in chip box to reduce dust blow-back 
• Rugged, dual latching door protects against bowing when box is full 
Circle 202 on reader service card 

CWI Classic 
Container 
Irrigation System 
• Planter Technology's irrigation solu-
tion is designed for terra cotta pots 
• Allows for extended hand watering 
intervals up to three weeks 
• Does not require irrigation plumbing 
• Built-in overflow drainage adapter 
prevents drainage during normal con-
ditions, but allows water to drain after 
heavy rains 
• Double-walled reservoir insert relies 
on a vacuum sensor system to monitor 
moisture level at the root ball 
• Fits tapered containers from 20- to 
36-inch in diameter 
• System releases water as the plant 
uses it, preventing over- and 
underwatering 
• An extra-large reservoir to allows 
maximum time between watering 
• Overflow adapter prevents everyday 
drainage problems and can be capped to 
create a waterproof indoor insert 
Circle 203 on reader service card 

Rockaway 
H-Series Tools 
• H-series shroud is constructed from 
strong, V4-inch steel with holes sized to con-
tain rocks in unit while allowing fine dirt 
for seeding to pass through 
• Tools include two greaseable bearings 
and one chain 
• Rocks are separated by a single, rugged 
rotor with 
mining teeth 
arranged in 
a spiral 
pattern 
• Versatile 
tool can be 
used on 
various buckets of the same size 
• Easily attaches to bucket with two pins 
and two hoses 
• Ability to level ground 
• Performs rock-picking function in reverse 
and pushes small amounts of dirt when 
moving forward 
• Model 6715H fits 60- to 66.5-inch buckets, 
model 6915H fits 62- to 68.5-inch buckets 
and model 7415 fits 68- to 74-inch buckets 
Circle 204 on reader service card 



Hiniker V-Plow 
• 1850 V-Plow allows operator to easily 
break, scoop and stack snow 
• Utilizes a quick-hitch mounting system 
and a drive-in, single-lever hook-up sys-
tem to reduce time and effort when attach-
ing plow 
• 5-inch square trip tower provides maxi-
mum strength and performance 
• Center shoe prevents snow from passing 

through the center pivot point 
• 30-inch deep-curve box section features 
reinforced moldboards 
• The multiple configuration plow pro-
vides variable cutting widths 
• Plow mounts on full-size, heavy-duty 
pick-up trucks 
Circle 205 on reader service card 

Orival 
Water Filters 
• Self-cleaning filters remove suspended 
solids from water 
• Protects sprinklers, drippers, mini-jets, 
spray nozzles and valves 
• Line-pressure powered with no external 
power required 
• PLC-, electrical-, battery- and solar-oper-
ated controls 
• With 2- to 16-inch flanges, units handle 
flow rates of 10 to 5,000 gpm 
• Pressures to 150 psi with a 30 psi mini-
mum inlet pressure 
• Rat stainless steel screens down to 50 micron 
• Versatile filters operate in any position, 
including upside down 
• Optional features include high- or low-
pressure units, units for flow rates to 15,000 
gpm, hydraulic control and screens down to 
15 microns 
Circle 206 on reader service card 

RedMax Clean 
Air Trimmer 
• Features a 25.4-cc, two-cycle Strato 
Charged™ engine 
• Engine meets 2000 standards with-
out a catalytic converter 
• Trimmer is economically engi-
neered and commercial grade 
Circle 207 on reader service card 

Plantskydd 
Animal 
Repellent 
• Tree World's Swed-
ish formula is pack-
aged in a one-quart 
sprayer and comple-
ments user's soluble 
powder product 
• 100-percent natural product does not 
contain synthetic additives 
• Ingredients consist of specially pro-
cessed food-grade animal protein, veg-
etable fat, salt and water 
• Formula's odor repels deer, elk, moose 
and rabbits 
• Provides up to six months of effective, 
over-winter plant protection against ani-
mal browse 
• Effective for protecting ornamental 
shrubs, perennials and annuals 
Circle 208 on reader service card 

Boss Straight-
Blade Trip-Edge 
Plow 
• 8-foot snowplow is designed to avoid 
damage caused by striking obstacles while 
clearing snow 
• Trip-edge of plow is hinged on heavy-
duty 1-inch diameter steel pivot pins with 
adjustable springs to allow trip-back after 
hitting an obstacle 
• Features an extension-style trip spring 
mechanism, allowing users to adjust spring 
tension depending on job 
• Cast-iron blade shoes are tucked under 
base angle to prevent wear and damage 
during plowing 
• 11-gauge steel continuous moldboard is 
reinforced with six vertical ribs and two di-
agonal cross braces to increase strength 
• Includes six ^-inch high-abrasion steel-
gussets to strengthen base angle 
Circle 210 on reader service card 

Stihl Earth Auger 
• BT 120C model is a lightweight, one-man auger 
• Equipped with a Stihl QuickStop® brake that 
halts rotation of the auger bit when the activating 
lever is engaged 
• Features a single-handle engine throttle control 
and a transmission lock-out pin for easy starting 
• Auger's Easy Start® system consists of 
ElastoStart™ shock-absorbing handle and fuel 
primer bulb 
Circle 209 on reader service card 
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Rain Bird RSD 
Rain Sensor Dials 
• Moisture sensor is suitable for 24 VAC 
residential and commercial applications 
• Automatically measures precipitation and 
guards irrigation systems from 
overwatering 
• Features more than 20 rainfall settings 

from 78 to 34; ad-
justments align 
sensor according 
to turf's needs 
• Sensing device 
shuts off during 
rainy conditions 
• Design allows 

simple installation and adjustment 
• Compatible with most industry controllers 
• UV-resistant body improves durability 
and weather-resistant hardware provides 
long life 
Circle 211 on reader service card 

Hunter Pro-
Spray Sprinker 
• Constructed from heavy-duty ABS, 
sprinkler features an extra-thick body 
design for durability 
• Available as a 4-, 6- and 12-inch 
pop-up head 
• New gripable body ribbing makes 
sprinkler easier to install and adjust, 
adding stability in loose soil conditions 
• A directional flush cap equipped 
with a pull-up ring can be directed to-
ward landscaping during system flush-
ing, preventing spray from reaching 
walkways and buildings 
• A self-sealing flapper closes flush cap 
after lines are flushed, preventing addi-
tional dirt from contaminating the riser 
• Built-in pull-up ring is used during 
installation to raise the riser, remove 
the flush cap and install the new nozzle 
• Features a pressure-activated, multi-
function wiper seal to minimize flow-
by and allow more spray heads to be 
installed in a zone 
Circle 212 on reader service card 

RAB Bullet 
Floodlight 
• HB101 
floodlight 
features a 
bullet de-
sign and a 
large glare 
shield for 
effective 
light 
control 
• Durable, 
one-piece 
die cast construction includes a rugged 
mounting arm 
• Accepts 150 watt PAR 38 lamp maximum 
• Features a large, silicon gasket to provide 
weatherproof protection around lamp 
and socket 
• Equipped with an EZ Grip locknut and 
heavy-duty mounting arm with O-ring seal 
and stainless steel screw 
• Barrier dam prevents water from entering 
wiring box 
• Available in black, white, green or bronze 
powder-coat finish 
Circle 213 on reader service card 

Great Dane 
Scampers 
• HG Series Scamper Dual Hydro Walk-Be-
hind mower features an integrated dual 
drive system 

• Includes two hydro-gear #2400IZT hy-
drostatic zero-turn systems and a single-le-
ver tracking control 
•14-, 15- and 17-hp twin Kawasaki engines 
and 36-, 48- and 52-inch, 7-gauge cutting 
decks with electromagnetic blade clutch 
Circle 214 on reader service card 

A GUT ABOVE 
For the finest brush cutters, 

point cut pruners, pole pruners and 
replacement poles, you can't beat 
P-F technology. 
Pruner blades are made of tough 

forged alloy tool steel, 
heat-treated for 

exceptionally long life. 
Both blades cut -
for easier operation 

and to avoid unneces-
sary damage to bark 

and cambium 
while promoting 
quick healing. 
Pruner poles 

have snug-fitting, 
locking sleeves 

that won't snag 
leaves or branches. 

P-F tools: a cut 
above the rest. 
Get our catalog. 
Call 508-835-3766. 

( g g ) PORTER-FERGUSON 
PO Box 158, Worcester, MA USA01613 

A division of Lowell Corporation 



Encore Power-Plug Aerator 
• Walk-behind aerator can handle commer-
cial-duty jobs 
• No add-on weights or water drums 
• Aerating tines are driven with machine ac-
tion similar to an engine crank shaft - each 
revolution drives tines into the ground 
• Maneuverability and light weight makes ma-
chine manageable on slopes and curved areas 
• 30-inch aerating width 

• 5/ft-inch diameter tines adjust to 23A-
inches deep to loosen compact surfaces 
• Hand lever disengages tines to skip over 
sprinkler heads and sidewalks 
• Separate throttle and clutch allow for 
control in tight areas 
• Tines are chrome plated for extended life 
and clean plug ejection 
Circle 215 on reader service card 

Bobcat PoweiTilt 
Attachment 
• Excavator attachment functions as an ar-
ticulated, hydraulic wrist, which allows 
operator to tilt bucket to either the right or 
left side for improved excavating 
• Operators can tilt bucket instead of repo-
sitioning machine, saving time 

• Ideal for awkward digging applications, 
such as under and around fixed objects in-
cluding culverts, sewer lines and tree roots 
• PTX3 model allows 178 degrees of side-
to-side rotation and features an output 
torque of 2,100 feet per pound at 3,000 psi 
• PTX4 model offers 180 degrees of side-to-
side rotation and features 3,250 feet per 
pound at 3,000 psi 
Circle 216 on reader service card 

DON'T SETTLE FOR LESS. 

DO MORE. 
C240 with sweeper and 
watertank attachments 

The HOLDER C240 provides the multi-season productivity 
your company needs—to help your budget do more. 

Call us for more information about the C240. 

WWW.HOLDER.ON.CA 1 -888-TRACTOR 

H O 

SNG 
Equipment 

Plain City, OH 

The Lawn Caddy 

3 Models Available 
Moble Spread and Spray Unit 

Great on Hills 

The Lawn Caddy Pro 

http://WWW.HOLDER.ON.CA


Are You Hiring The Right People? 

Do You Have A Plan To Keep 
Your Best Employees? 

Do Your Employees Want To Stay 
And Grow With You? 

Good employees are an asset to your company and building a champion-
ship team takes the right people. At the 2001 Lawn & Landscape Busi-
ness Strategies Conference, you will learn the answers to these important 
questions and take home information that will immediately benefit your 
company and your employees. Hear from leading experts on human re-
sources from inside and outside the green industry, network with fellow 
industry professionals and walk away with the tools to make employee 
recruitment and retention a profitable part of your business. 

2001 Lawn & Landscape 
Business Strategies Conference: 

Managing Human Resources 
In Your Company 

INESS . 
t r a t e g i e s 
N F E R E N C E O 

October 7-9, 2001 • Scottsdale, Arizona 
Marriott Mountain Shadows Resort 

Call 800/456-0707 
For Registration Information 

Visit Us at www.lawnandlandscape.com 

Uwn&LandsoaEie Event 

http://www.lawnandlandscape.com


Glenmac Rock 
Rakes 
• Harley model PR0.6 and PR0.8 power 
landscape rakes pulverize, level and wind-
row rock 
• Rakes are suited for site preparation and 
landscape jobs 
• Designed to produce a well-screened, 
rock-free surface 
• System contains two power-rotated steel 
rollers angled toward the ground 
• 34-inch steel bars 
• The 6-inch bottom roller welded to bars 
rotates clockwise 
• Top roller's height is adjustable to screen 
rocks and debris 
• An auxiliary hydraulic cylinder allows 
operator to adjust depth 
• Available in three PTO-driven models 
with 6-, 8- and 12- foot raking widths 
• Tractor power requirements range from 
18 hp to 50 hp 

• One hydraulic tank 
• Rakes feature trailing gauge wheels, 
which allow operators to stabilize, level 
and fine grade 
Circle 217 on reader service card 

Oly-OIa 
Super-Edg 
• Low-profile landscape edging 
product is ideal for both residential 
and commercial installations 
• Product provides a nearly invisible 
landscape border 
• Can be used to form and contain 
shaped logos and patterns 
• Eliminates the need for contractors 
to hand trim 
• Material is composed of 6-inch-
deep black vinyl 
• Inhibits landscape growth and keeps animals from digging underneath fences 
• Ideal for edging at the base of chain link and wood fences 
• Edging secured by steel anchoring stakes with tapered points that slide through pre-
cut slots and penetrate ground for permanent installation 
Circle 218 on reader service card 

Xeritron 
Sprinkler 
Device 
• Electronic device connects to sprinkler 
system's controller and sends signal 
through system during run time to uni-
formly apply water 
• Device allows sprinkler heads to activate 
and remain fully open for a few seconds; 
then, heads close for an equal time period 
• Sprinkler heads extend and retract dur-
ing each open/closed cycle allowing uni-
form water distribution 
• Prevents overwatering 
Circle 219 on reader service card 

Robin Backpack 
Sprayer 
• RS401 model features a 37.7 cc engine 
with a 34-ounce fuel tank 
• Weighs 18.7 pounds 
• Includes a 3.2-quart chemical tank, dia-
phragm carburetor, solid-state ignition, ro-
tary-type pump and a self-priming gravity-
type system 
• Maximum spray output is 3 quarts per 
minute at 327 psi 
• Measures 11V4 by 153A by 2534 inches 
• Sprayer's standard accessories include a 
spray head, a tool kit and a nozzle with a 
control valve 
Circle 220 on reader service card 

Work Smarter not harder with the Mulch Trailer! 
• Eliminates one man pitchforking, saving as much as 8 hours of 

labor per day 
• Load wheelbarrow in 5 seconds 
• No pesky hoses or blowers 
• 18 c.y. capacity 
• A Honda-driven, one direction, moving floor and front conveyor 
• Attach leaf blower to rear or front for easy fall clean up. 

For more information about this efficient, new mulch 
handling system call SKI LANDSCAPE, 317.897.5885. 



Screening 
Plant for 
Skid-Steer 
Loaders 
• Tiger Screen model 45D screening 
plant is designed to be loaded by a 
skid-steer 
• Separates topsoil from rocks, sand 
and gravel 
• Features a 4- by 5-foot double-
deck shaker screen with end 
tensioned screens 
• Powered by a 4.5-hp Yanmar die-
sel engine with electric start and 
hour meter 
• Includes a 3.5-gallon lockable fuel 
tank and lockable control panel 
• Screening plant is constructed of 
heavy-duty bolted material with 
primer and enamel paint 
• Wing plates, panels, sidewalls 
and other parts are removable for 
easy rebuilding or replacement 
• Smooth Start™ technology re-
duces vibration from starting and 
stopping equipment 
• Single axle with 7:00-15 six-ply 
tires allows easy transportation 
• Includes a pintle hitch with elec-
tric brakes and running lights 
Circle 221 on reader service card 

Hustler Deck-
Mounted Catcher 
• 4.5-bushel, fabric hopper features a flow-
through venting system to provide air movement 
• Dust and airflow is directed down and 

away from the 
operator 
• Catcher is 
easy to empty 
and includes a 
latching 
mechanism to 
prevent prema-
ture dumping 

• Fits on 37-, 48- or 54-inch walk-behind decks 
Circle 222 on reader service card 

Growth Products 
Micronutrient 
Blend 
• Big Fore 4-0-0 blend can be used for both fo-
liar and soil applications to correct problems 
such as compound deficiencies and chlorosis 
• Formulated for year-round application on 
all varieties of turf grasses; can be applied 
to trees and shrubs in early spring 
• Crystal clear solution contains 4 percent 
nitrogen, sulfur, iron and manganese 
• Can be safely tank mixed and sprayed 
with herbicides and insecticides 
Circle 223 on reader service card 

Spreader-Mate 
Drop-In Sprayer 
• Specially molded, 9-gallon polyethylene 
tank fits most commercial broadcast spreaders 
• Quick-attach 80-inch boom features a 
spring breakaway and four dripless nozzle 
bodies with U-turn caps 
• Up to 30,000 square feet per fill up 
• Includes a deep-cycle gel battery and dia-
phragm pump with pressure regulator and gauge 
• Self-contained sprayer is easily removed 
and stored 
Circle 224 on reader service card 

Encore High-Wheel 
Trim Mower 
• One-speed, self-propelled unit has a 26-inch 
cutting deck constructed of 10-gauge steel 
• Uses a drawn cup clutch on the rear wheel 
drive shaft 
• Additional features include replaceable, 
precision-sealed ball bearings on drive 
wheels, blade brake stop and operator 
present controls 
• Mower is powered by a 8.5-hp Briggs & 
Stratton I /C engine 
• 1- to 3.5-inch cutting height 
• Includes lA- by 26-inch high-lift cutting 
blade with a 5/«-inch reinforced belt 
• Reaches 3 mph and has a fuel capacity of 
2.3 quarts 
Circle 225 on reader service card HI 

Caterpillar 
Compact Radius 
Hydraulic 
Excavator 
• The 313B CR model is designed for 
high production in tight working spaces 
• 13-metric-ton class excavator features a 
reduced tailswing radius and curved up-
per structure 
• Boom can raise to a high angle to re-
duce front swing radius 

• Rotates with little or no coun-
terweight protruding over 
the tracks 
• Equipped with an 8-foot 2-
inch stick and 20-inch shoes 
• 57-inch tailswing radius 
• Maximum loading height is 
22 feet by 4 inches, and a 9-foot 
by 10-inch stick is available for 
larger working ranges 
• Open-center, two-pump hy-
draulic system features a cross-
sensing system which uses engine output 
for faster implement speeds and stronger 
pivot turns 

• Includes a 
4D34-TE1 
Mitsubishi en-
gine with 89 hp 
• Machine's 
blade- and rub-
ber-segmented 
track options 
add versatility 
• Adjustable op-
erator consoles 
and seat 

• Handles buckets ranging from .46 to 
1.02 cubic yards 
Circle 226 on reader service card 
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Rates 
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 
publication and be accompanied by check or money 
order covering full payment. Submit ads to: L&L, 
4012 Bridge Ave., Cleveland OH 44113. Fax: 216/ 
961-0364. 

Business Opportunities 
SELLING Y O U R BUSINESS? 

FREE 
APPRAISAL 

NO BROKER 
FEES 

Professional Business Consultants 
^fcusi nes* c 

/ F E \ 
a. </> 

Merger A 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 
technology liquid slow-release fertilizer, 
micro-nutrients, adjuvants, drift control, seed 
treatments, etc. Buy direct from manufacturer. 
For free catalog. 1-800-832-9635, Fax 320-238-
2390,E-mail: kfranke@clear.lakes.com. 

PUTTING GREENS 

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

BIDDING FOR PROFIT 
Are you earning what you deserve? Learn 

profitable techniques quickly & easily from our 
22 years in the Lawn Industry 

P R O F I T S U N L I M I T E D 
Seminars and personal consulting available. 

BIDDING & CONTRACTS ($47.95) 
Bidding Strategies on: Mowing, Landscaping, Mulch-
ing, Snow Removal, etc. This manual shows how to 
calculate cost based on your overheade and then how 
to apply those costs to your bidding process. 
Examples on both residential and commerical bidding. 

CONTRACTS & GOALS ($39.95) 
Help your company become more profitable. Lawn and 
snow removal sample contracts. Responses to common 
customer objections to signing service agreements and 
much more. 

MARKETING & SALES ($39.95) 
Are you getting your market share? Let us help you 
generate the calls & sales that you deserve. Success-
ful, proven, time tested strategies that work. Learn 
the who, what, where, when, and why's of this 
industry. Sales do not just happen! 

LETTERS FOR SUCCESS ($29.95) 
Set of 20 forms and letters ready to use as they are or 
as a framework to customize your own. A few 
examples, "Cold Call, "Bid Letter", Bid Proposal", 
"Service Agreements", Flyers" and several others. 

Please send to: 
#1 Profits Unlimited 

3930-B Bardstown Road, Louisville, KY 40218 
800/845-0499, WaynesLawnl@aol.com 

Visa, MasterCard,Discover,American Express 

www.NetLawns.com 
www.NetLawns.com 

National Online Directory and Forum 

S P R I N G GREEN LAWN 

ARE YOU READY FOR A 

LAWN SERVICE 
BUSINESS OF YOUR OWN? 

Make Your 
Dreams Come True 

The Spring-Green Way I 
COMPLETE SUCCESS SYSTEM! 
• G r o w t h Industry 
• L o w Initial Investment 
• Extensive Training and Support 
• Innovative Equipment Options 
• Proven M a r k e t i n g P r o g r a m s 
• Franchis ing L e a d e r Since 1977 
• Fast T r a c k S B A L o a n s 

For Free Information: 
1-800-435-4051 

www.spring-green.com 

BIDDING FOR PROFITS 

INCREASE PROFITS, BY USING OUR 
INFORMATION THAT HAS BEEN 

SUCCESSFUL FOR OVER 18 YEARS! 

SALES & MARKETING $149.95 
Successful, proven strategies to obtaining and devel-
oping clients includes: selling, advertising, ashing for 
referrals, forms and contracts for landscaping, mow-
ing, snowplowing, etc. 

PERSONNEL MANAGEMENT $99.95 
Sample employee manual & application, time keep-
ing, job descriptions,attraching and keeping top per-
formers, warning signs, etc. 

GENERAL INFORMATION $99.95 
Customer dynamics, guidelines for superior service, 
attributes of excellence, ways to reduce stress, finan-
cial stategies, how banks determine how much to 
lend, being a winner, etc. 

ORDER OUR COMPLETE LIBRARY 
NOW TO START REDUCING STRESS 

AND IMPROVING YOUR 
BOTTOM LINE! 

Please send check or money order to: 
The Innovative Forms Co. 

PO Box 196, Newbury, OH 44065, 
877-596-2782. 

JC . 

t \ 
iOnal Synthetic 

Golf Greens 

M f j v • " . ( 
I ' mm 

Reasons to call us: 
* Huge Profit Center 
* Easy Install Process 

p— m ^ f — • m m -—̂  f—^ * Carry NO Inventory 
I I 1 I I V I L I I U * Residential & Commercial 

" Excellent add on service 
* Utilize Existing Equipment 
* Fastest Growing Segment 

Of Golf 
* Many Extras 

1 -800-334-9003 
www.allprogreens.com 

mailto:kfranke@clear.lakes.com
mailto:WaynesLawnl@aol.com
http://www.NetLawns.com
http://www.NetLawns.com
http://www.spring-green.com
http://www.allprogreens.com


L A W N C A R E / M A I N T E N A N C E / 
L A N D S C A P E C O M P A N Y 

Twenty-year-old, residential only full-service lawn 
care company in North Texas, upscale bedroom com-
munity in Dallas Metroplex. 1,000 lawn care /400 
mowing/200 tree shrub customers. 500-550 land-
scape jobs each year. $1M gross. Trucks, trailers, 
spray rigs, maintenance and landscape equipment, 
computers and experienced managers in place. Turn-
key operation for right individual. Owner wants to 
retire but will stay on to train for up to a year. 972-
242-3319, texscape@airmflil.net 

P U T T I N G G R E E N S 

HIGH QUALITY SYNTHETIC PUTTING G R E E N S 
EXCLUSIVE DEALERSHIPS AVAILABLE 

NO Inventory Required Professional Support System 
Low Investment Exclusive Territories 
Attract More Customers Onsite Training Available 
Utilize Existing Equipment 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 

F R A N C H I S E F O R S A L E 
Lawn cutting service franchise. Convert your busi-
ness or additional profit center or individual/mas-
ter territories. Http://cutpnlytripod-COm. 

B U S I N E S S G R O W T H 

Business Growth 

• Increase Profits 
• Eliminate Headaches 

• Grow Your Business 

Our LANDSCAPE OPERATIONS MANUAL will provide 
you with a step-by-step layout of how to exactly, 

sucessfully operate your company. 
THERE IS NO GUESSWORK. 

Only $49.95 

Order Today! 

Call: (904) 2 4 1 - 7 6 5 2 

Businesses for Sale 
C O M M E R C I A L L A N D S C A P E 
M A I N T E N A N C E 

Commercial landscape maintenance business in-
cludes 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 Cali-
fornia. 714/401-9128. 

L A W N M A I N T E N A N C E 
B U S I N E S S F O R S A L E 

Established company located in Chicago's Western 
Suburbs - 1 7 years. Annual sales of $600K; 50% com-
mercial, 50% residential. Selling accounts and / o r 
equipment. Direct inquiries to: David C. Thollander, 
Esq., Stevens & Thollander, 111 W. Jackson Blvd., 14th 

floor, Chicago, IL 60604, Ph: (312)786-2244. 

C O M P A N I E S F O R S A L E 
Lawn C a r t & Maintenance 

Companies For Sale 
Orange County, FL Gross: $800,000 
Pasco County, FL Gross: $400,000 
South Florida Gross: $2 Million 

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

www.preferredbusinessbrokers.com 

All conversations are confidential 
PREFERRED BUSINESS BROKERS 

Jay Hollon, PCO 
Licensed Broker 

863/858-418 • 800/633-5153 • Fax: 863/853-3193 

B U S I N E S S F O R S A L E 
S. Jersey Landscape /Irrigation Construction Co., 
Excellent Business with strong name recognition, 90% 
install. 10% maint., $80K down minimum, make $80-
$100K. Owner involved in 2 business' and must sell. 
Major discount if new owner takes over by 4 / 3 1 . 
(856) 769-3166 

B U S I N E S S F O R S A L E 
Established (9 years) Lawn Fertilizing and Seeding 
Company in PRIME southern CONNECTICUT area. 
Excellent profit, customer base, with extreme poten-
tial for expansion. Complete with field and office 
equipment. Serious inquiries only. Call Bill at 
(203) 787-1280. 

L A W N & G A R D E N B U S I N E S S 
Northwest Arkansas Area - Wal-Mart Country, 
Bentonville. Excellent growth opportunities. Sales 
over $170,000. Twenty-year-old business, "Walkers" 
mowers, trailers, trimmers, blowers, various power 
hand tools. 501/903-6109. Please leave name and 
phone. 

B U S I N E S S F O R S A L E 
Landscape design and installation in beautiful San 
Diego area. Over $300K gross. Will accept $38K plus 
equipment value. Trucks, tractor, rototillers, tren-
chers and experienced staff. Owner retiring. Will as-
sist for one year. Phone 619-445-9169. 

L A W N C A R E / L A N D S C A P I N G 
Located in garden spot of PA. Year round accounts. 
Partial financing available. Call 800-685-9485. Cen-
ter For Family-Owned Business, www.cfob.com for 
other businesses. 

For Sale 
L A N D S C A P E D E S I G N K I T 3 

LANDSCAPE DESIGN KIT 3 
48 rubber stamp symbols of trees. 

I shrubs, plants & more. 1/8" scale. 
Stamp sizes from 1/4" lo 1 3/4". 

S87 • $6 s/h VISA. MasterCard, and 
MO's shipped next day. Check delays 
shipment 3 weeks. CA add 7.50%tax. 

@ AMERICAN STAMP CO. 
' Frw Brochure 12290 Rising Rd. LL1, Wilton. CA 95693 

Local calls 916-687-7102 Voice or Fax TOLL FREE 8 7 7 - 6 8 7 - 7 1 0 2 

E Q U I P M E N T / S U P P L I E S 

E R O S I O N M N T V O I T-E-C-H-N-O-l-O-O-l-E-l 
• EC3000 Tackifier • 

• Hydro Seeders * 
• Straw Blowers * 

New fit Used EquipmencUL 

One-Stop Shopping 
3380 Rtc. 22 W., Unit 3A, BrMKhburg, N) 08876 800-245-05S1 • *08-707-0800*F«: 908-707-144S 

www.ErosionControlTech.com 

f 
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H Y D R O M U L C H E R S 

usedhydromu lchers .com 

STEEL B U I L D I N G S 

FACTORY LIQUIDATION 

H Y D R O - M U L C H I N G 
M A C H I N E R Y 

• 20 Year Roof & Wall Warranty 
• Plenty of Room for Storage 

& a Workshop 
Some Other 

Models Avail. 

0/qOFF 
SUPER TOUGH 
HEAVY I-BEAM 

BUILDINGS 

Perfect for Use 
as Equipment 

Storage or 
Repair Shop 

40 X 65(3LEFT) 
40 X 85 (1 LEFT) 
50 X 110(2LEFT) 
60 X 150 (1 LEFT) Prime Steel 

1-800-291-6777 ext.108 
T r r T T T T T T ! 

HYDROMULCHING EQUIPMENT 
A N D S U P P L I E S 

HYDRO SEEDING HELPER 

Slicky Sticky, com 
800-527-2304 

G P S V E H I C L E T R A C K I N G 
No Monthly Fees 
Call 800-779-1905 

www.mobiletimeclock.com 

F O R S A L E 
Finn B70 Straw Blower, Trailer mount, 35 HP Kubota 
450 hrs. $9500.00. Ski Landscape (317)897-5885. 

C O N T A I N - O - S H E L L 
1 1999 Containo, 3-2000 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 $5,000 a piece. Sold business. 
Must sell. Contact Roye Dillon at 816-796-1184. 

TURF SEED 
www.grass-seedecom 

H Y D R A U L I C S E E D E R 

Best Hydroseeder available 
Internal Vortex Agitator 
Quicker mixing 
Wood or paper mulch 
One man operation 

Call Hurricane Hydroseeder 
877-744-8873 or 

www.hurricanehydroseeder.com 9 1 8 - 5 3 4 - 2 4 3 6 

S 3 
It pays to advertise 

in the L&L classifieds. 
Call L O R I S K A L A 

at 800-456-0707 today. 

E R O S I O N C O O T 
T - e - C - H - N - O - l - O - O - l -

M L 
• EC3000 Tackifier • 

• Hydro Seeders * 
• Straw Blowers * 

New fit Used Equipment!!!^^ 

•" • '^fr yl A 
n >/:/jfiJ if | 7]w 
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One-Stop Shopping 
3380 Rtc. 22 W., Unit 3A, Brmchburg, NJ 08876 

800-24S-0SS1 • 908-707-0800* Fu: 908-707-144S 

www.ErosionControlTech.com 

F O R S A L E 
FINN MODEL AEM 2000 SPREADER 

• 34.5 HP 
• Kubota diesel engine 
• Spreads up to 25 cubic yards of material/hour 
• Conveys materials up to 200 feet 
• lV^-cubic-yard hopper holding capacity 
• Hydraulically powered conveyer 
• 150-foot hose 
• Trailer mounted 
• Only 400 hours of use 
• $15,000 

Also for Solo: 
• Bunton Hydro 48-inch walk-behind mowers 

with Kawasaki engines, $l,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 

CATCHER LIFT S Y S T E M S 

ALL SEASONS 
CATCHER LIFT 

SYSTEMS 
as shown in 
W A L K I R 

T A L K 
Vol 10 

enabling Walker Mower 
owners to reach 
new heights of... 

Productivity, Profit, and Safety. 
1 Lift, dump and go in 20 scconds. 7.0 box. 
1 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.. Areata, CA 

M O W E R REPLACEMENT PARTS 
FREE 200 Pago Catalog SAVE $ $ $ $ $ 

Mower Blades, Air & Oil Filters, 
Trimmer Line Belts, Plugs, Over 

20,000 Blades In Stock 
Mow More Supplios 1 - 8 0 0 - 8 6 6 - 9 6 6 7 

Order FREE Catalog LL01 

Help Wanted 
K E Y E M P L O Y E E S E A R C H E S 

Florapersonnel, Inc. in our second decade of per-
forming confidential key employee searches for the 
landscape industry and allied trades worldwide. 
Retained basis only. Candidate contact welcome, con-
fidential and always free. Florapersonnel Inc., 1740 
Lake Markham Road, Sanford, FL 32771. 
Phone 407/320-8177, Fax 407/320-8083. 
Email: Hortsearch@aol.com 
Website: http/ / www.florapersonnel.com 

P I T T S B U R G H W E S T 
B R A N C H M A N A G E R 

Pittsburgh West Branch Manager - Immediate open-
ing. Join a fast growing company that's been around 
for 30 years and really cares about its employees and 
customers! Salary Package - $60-$75K range. Appli-
cants need management experience at assistant man-
ager or branch manager level. All inquiries kept 
strictly confidential. Interested candidates should 
mail or fax resumes to: Kapp's Green Lawn, Inc. Attn: 
Michael Markovich, 4124 Clubview Dr., Fort Wayne, 
IN 46804. Fax 219-432-7892. 

L A N D S C A P E M A N A G E M E N T 
THE BRICKMAN GROUP, LTD. 

Careers in landscape management available in: Colo-
rado, Connecticut, Delaware, Florida, Georgia, Illi-
nois, Indiana, Maryland, Missouri, New Jersey, New 
York, North Carolina, Ohio, Pennsylvania, Texas, Vir-
ginia, Wisconsin, California, Massachusetts. 

Fax: 301/987-1565. 
Email: jobs@brickmangroup.com 

Web site: www.brickmangroup.com 

C A R E E R O P P O R T U N I T I E S 

I CAREER OPPORTUNITIES 

With Northern California's Largest 
Independently Owned Landscape Company 

W W W . C A G W I N . C O M 

M A N A G E M E N T S E A R C H 

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 

GreenSearcft 
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E X C I T I N G C A R E E R 
O P P O R T U N I T I E S F O R S E R V I C E 
I N D U S T R Y M A N A G E R S 

C A R E E R O P P O R T U N I T I E S H E L P W A N T E D 

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, MI, 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. 
Qualified applicants must have proven leadership 
abilities, strong customer relations and interpersonal 
skills. We offer excellent salary, bonus and benefits 
packages, including 401k and company paid medi-
cal coverage. 

For career opportunity and confidential 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. 

H E L P W A N T E D 

GROWTH, STABILITY, DIVERSITY 
OMNI FACILITY SERVICES 

LANDSCAPE GROUP o 
Our full-service landscaping 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) 

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 
Gail Havron, Southeast Group, fax: 770-662-8775, 

Email: gailh@themorrellgroup.com 

HELP WANTED ON CAPE COD & BOSTON, MA 
The Lawn Company, one of Massachusetts largest in-
dependent lawn and tree service companies, is add-
ing experienced lawn and tree field people to our 
staff. If you are interested in joining a 21-year-old 
company operating on Cape Cod and in Southeast-
ern Mass., send your resume to: 

Ed McGuire 
P.O. Box 1430 

South Dennis, MA 02660 

To find out more about The Lawn Company and the 
positions available, see our web site at 
www.thelawnco.com. 

E M P L O Y M E N T O P P O R T U N I T I E S 

THE H I G H R I D G E C O R P O R A T I O N 
Employment Opportunities 

The Highridge Corporation is a Full-Service Design/Build 
Landscape Firm recognized as one of the top 50 nationwide. 
We are seeking qualified professionals with at least 2 years 
experience to join our staff in the Seattle and Portland areas. 

Landscape Architects/Designers 
Exterior Carpentry 

H a r d s c a p e Installers 
Landscape Foreman 
Irrigation Foreman 

Irrigation Technicians 
Maintenance Sa les/Superv i sors 

C o m m e r c i a l Estimators 
All positions are full-time 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 

N E E D E M P L O Y E E S ? 
Try Horticultural Jobs.com 
Post Jobs - View Resumes 

www.horticultural jobs.com 

E M P L O Y M E N T 
O P P O R T U N I T I E S A V A I L A B L E 

The Green Plan, Inc. a seventeen-year-old, full-ser-
vice landscape tree care and irrigation company lo-
cated at the base of the Colorado Rocky Mountains 
is continuing to grow and expand operations. 
Current Positions Available: 
• Chemical Division Manager 
• Licensed Tree and Lawn Spray Technicians 
• Irrigation Service Technicians 
• Landscape Maintenance Foreman 
• Landscape Installation Foreman 
• Customer Service and Sales Representative 
Positions include excellent compensation, year-round 
employment, 401k and full benefits. Immediate open-
ings available with a quality ALCA Member firm. 
Please forward resume to the fax number or address 
below. 

THE GREEN PLAN, INC. 
P.O. Box 17338 

Boulder, CO 80308 
303-938-8230 Phone 

303-938-8137 Fax 
tgp@eazy.net 

« Wanna Be a Tree Doctor? 

I 
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 

Ul IdA 
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H O R T I C U L T U R A L J O B S 

Search Jobs - Post Resumes 
www.hort icultual jobs.com 

A C C O U N T M A N A G E R 
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 

B O Z Z U T O 
L A N D S C A P I N G C O M P A N Y 
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 

mailto:croberts@omnifacility.com
mailto:gailh@themorrellgroup.com
http://www.thelawnco.com
http://www.highridge.com
http://www.horticulturaljobs.com
mailto:tgp@eazy.net
http://www.almstead.com
http://www.horticultualjobs.com
mailto:tdavis@land.bozzuto.com
http://www.bozzuto.com


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, re-
spect and satisfaction 
2. Quality, Experienced, Passionate Employees: Com-
mitted to doing the best job possible 
3. Superior Results: Snow, Landscape Maintenance, 
Construction, Nursery 

In recent customer surveys, 2 out of 3 customers rated 
Acres above peer companies in both "WILL" & 
"SKILL" while scoring Acres as "meeting and fre-
quently exceeding expectations!" 

FIND OUT WHY! 
Acres Group, Northern Illinois' largest independent 
landscape contractor growing at +18%, seeks addi-
tional landscape maintenance and construction sales-
people to continue our growth. Our maintenance and 
construction management and production staffs de-
liver! Are you experienced and enthusiastic enough 
to successfully manage and grow an Acres portfo-
lio? If so, apply now. Superior compensation and 
benefit opportunities. Three facilities — Naperville, 
Roselle, Wauconda. Call Maureen for immediate con-
fidential consideration. Phone: 847-526-4554, Fax: 
847-526-4587. 

H E L P W A N T E D 
Turfscape Inc. seeks experienced, knowledgeable 
leaders to join our rapidly growing team. Excellent 
salary/bonuses, medical, time off, retirement and 
educational opportunities exist for qualified Grounds 
Maintenance Supervisors and Chemical Applicators. 
Experience opportunity, challenge and development 
with us. To apply, please fax or mail resume to: 
Turfscape, Inc. 8490 Tower Drive, Twinsburg, OH 
44087, Fax (330) 405-7179 

L A N D S C A P E M A I N T E N A N C E 
D I V I S I O N 

Award-winning, industry recognized, competitive, 
growing Baltimore/Washington metropolitan area 
landscape company is seeking a qualified, motivated 
individual. This individual will be responsible for 
the management of maintenance and enhancement 
services with revenues in excess of $2.5M. Responsi-
bilities will include (but not limited to) client man-
agement, sales, estimating, scheduling, material and 
equipment acquisition. Experience required in all 
facets of landscape maintenance. CLT desirable. Ex-
cellent salary, benefits. Fax resume to (301) 414-0292 
or e-mail gli97@aol.com. 

OPERATION/BRANCH MANAGER 
Excellent opportunity to grow fabulous Florida op-
eration with strong salary, bonus and ownership 
possibilities. We are a regional landscape mainte-
nance company seeking an Operation/Branch Man-
ager 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 a small company. Senior level branch 
management experience with excellent track record 
of top line full P&L responsibilities. Degree required. 
Compensation package will include competitive sal-
ary, bonus, benefits, vehicle and significant equity 
position. All inquiries strictly confidential. Please 
send all inquiries to: L&L Magazine, PO Box 406,4012 
Bridge Ave., Cleveland, OH 44113. 

Well-established design/build firm in Northern N.J. 
has full-time position available in our Residential/ 
Commercial Maintenance Division. Responsibilities 
include estimating, sales, purchasing, inventory, 
budget control and supervising multiple crews. Need 
thorough knowledge of all aspects of lawn and plant 
services. A self-motivated individual with strong 
leadership qualities and commitment to quality and 
customer satisfaction is essential. Competitive sal-
ary, commission and benefits. Fax or Email resume to: 

lacobsen 
Landscape Design and Construction 

413 Godwin Avenue 
Midland Park, New Jersey 07432 
Fax (201)444-4334 
Email to: jacobsenlandscape@msn.com 

H E L P W A N T E D 
Landscape Techniques Inc. requests the presence of 
talented, educated experienced individuals to join 
our elite organization. We have exceptional oppor-
tunities for: 

• Landscape Architects 
• Construction Managers 
• Production Supervisor 
• Construction Foreman 
• Horticulturist 
• Pool Construction Personnel 

Ask yourself this question: What factors will influ-
ence your decision as you enter into the next chap-
ter 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 

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: TWales@hartney.com 

L A N D S C A P I N G 
O P P O R T U N I T I E S ! 

Hermes Landscaping, one of the top 100 landscaping 
firms in the green industry, is seeking green indus-
try professionals who want good pay, benefits and 
stable company, to join our premier landscaping com-
pany. Due to our continuing growth, we have op-
portunities in metro Kansas City for: 

• Division Manager 
• Designer 
• Horticulturist 
• Sales Representative 
• Estimator 

Experience/knowledge of sprinkler system or land-
scaping preferred, but not required. Please respond 
to: Hermes Landscaping, 12421 Santa Fe Trail Dr., 
Lenexa, KS 66215, Ph (913) 888-2400, Fax (913) 888-
2418, Email: hermesl@gvi.net. EOE 

A M E R I C A N L A N D S C A P E 
C O M P A N I E S (EOE) 

Career opportunities with an industry leader are 
available for highly motivated well-organized pro-
fessionals in the following areas: 

• Landscape Sales 
• Nursery Sales 
• Estimating 

Sales experience must include commercial, public 
words and production housing. Sales rep will ser-
vice LA/Ventura Countries and adjacent areas. Sales 
position offers salary/incentives/benefits and auto. 
Send resume attn: HR by fax to 818-999-2041 or e-
mail HR@americanlandscape.com. 

DESTRUCTIVE TURF INSECTS 
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 
Cost $49.95 For more information or to order, 
2-10 copies $44.95 each call the Lawn & Landscape Media Group at 
11 or more copies $39.95 each 8 0 0 / 4 5 6 - 0 7 0 7 or visit 

Based on 50 years of collective experience from two 
of the foremost authorities in turfgrass entomology! 

mailto:gli97@aol.com
mailto:jacobsenlandscape@msn.com
mailto:LanTecNutleyNJ@aol.com
mailto:TWales@hartney.com
mailto:hermesl@gvi.net
mailto:HR@americanlandscape.com


BRANCH MANAGER 

MANAGCME NT 

BRANCH MANAGER 
WE'RE GROWING! 

We are currently seeking a Branch Manager to plan, organize and coordinate branch activ-

ities and functions. Be responsible for preparation of reports and annual b u d g e t develop-

ment of sales/marketing strategies and performance evaluations, as wel l as other duties. 

Candidates should have B A or equiva lent experience, the abil ity to lead a n d motivate, 

a n d have excel lent wr i t ten a n d oral c o m m u n i c a t i o n skills. 

We offer a compet i t ive salary, medical/dental/l ife insurance, 401 (k) a n d much more! 

To a p p l y mail r e s u m e to: HR-BM, 
522S O l d Orchard Rd, Ste 46, Skokie , IL 60077 or 

Email : appl i cants2000@aol .com 

(eoe a* rrVfAVv) 

Insurance 

HELP WANTED 

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 oriented 
candidates with proven leadership, communication and 
interpersonal skills who wish to take on an exciting 
entrepreneurial job with one of South Jersey's highest 
quality, fastest growing, full-service landscape 
companies. 

• Director of Grounds Management 
• Director of Construction Services 
• Landscape Construction Project Managers 
• Irrigation Division Manager 
• Irrigation 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, dental, vision, 401 k retirement plan, sick and 
personal time. Please call Avi at 609-261-1655 for 
more information on position requirements or fax 
resumes and salary requirements to 609-261-1624. 
Email: ayalon@allprolandscaping.com. EOE. 

SOFTWARE 

MARKETING MANAGER 
JOIN A LEADER. Hunter Industries is seeking a 
Marketing Manager to join our team in San Diego 
County. Directs efforts to promote and position 
Hunter products in the marketplace including pro-
motions, new product introduction, advertising, 
point-of-sale materials, sales programs and ongoing 
customer communications. Supervise the company's 
educational programs, including distributor and con-
tractor training efforts. Will provide leadership and 
direction to the professional marketing staff. Requires 
B.A. degree in marketing, business administration, 
or equivalent. MBA is preferred. This candidate will 
also have five years professional experience in the 
industry in sales or marketing management posi-
tions. Thorough knowledge of landscape and irriga-
tion markets, including products that relate to the 
market. Strong interpersonal skills with team-ori-
ented leadership awareness. Ability to deliver effec-
tive customer relations and service. Must have a 
strong financial background. 

Please submit your resume and salary requirement to: 
Hunter Industries 

Attn: Human Resources - 2204 
1940 Diamond Street 

San Marcos, CA 92069 
or hr@hunterindustries.com. EOE 

The #1 best-selling 
all-in-one software for 

contractors 
Blazing-fast 32-bit Windows 
Unlimited Customers/Job Sites 
Dispatch, Scheduling, Routing 
Job Costing, Estimating, Graphs 
Work History and P.M. Tracking 
Multi-truck Inventory, Bar Coding 
T&M, Flat Rate, Phase Billing 
Letter Writer w/Auto Mail Merge 
Full Accounting G/L, A/R, A/P, 
P&L, Checks, Payroll, Financials 

• Mobile Data Link/Transfer 
> Print Proposals, Invoices, Work 

Orders, Statements, Purchase 
Orders, Change Orders, Flat 
Rate Books, Reports. Labels, 
Design custom forms in Worcf 

• Built-in links to QuickBooks* 
Peachtree® AccPac*, MYOB 
Alpha-Paging, Street Mapping, 
Emailing, Caller ID, and more! 

' Includes printed Users Manual 

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, we 
can design a program for your company: 

Installation Snow Removal 
Renovation Right of Way 
Fertilization Holiday Lighting 
Herb. / Pest. App. Irrig. Install. / Serv. 
Tree & Shrub Serv. Mowing & Maint. 

Spill Clean Up 

Contact one of our Green Industry 
Specialists for a quote at 

1-800-886-2398 or by fax at 
M . F . P . I N S U R A N C E A G E N C Y , I N C . 

Top Soil Shredders 
TOP SOIL SHREDDERS 

T O P S O I L PROCESSING EQUIPMENT 

TIGER SCREEN™ 
A screening plant for skid steer loaders. 

800-837-3344 

Tree Stakes 
TREE STAKES 

Doweled Lodgepole Pine 
CCA Pressure-Treated 

2" Diameter, Various Lengths 
Economical, Strong and Attractive 

Phone: 800/238-6540 
Fax: 509/238-4695 

JASPER ENTERPRISES, INC. 
We ship nationwide. 

Web site: www.jasper-inc.com 

Turf Equipment 
TURF EQUIPMENT 

www.ritfenhouseonline.com 
Network Ready! FREE Support! 

For a F R E E demo, call 24 hours: 

1 - 8 0 0 - 7 2 4 - 7 8 9 9 ext.2 
or download a free demo at: 

www.wintacpro.com 
WELCOME TO YOUR FUTURE™ 

L & L c l a s s i f i e d s 

C a l l L O R I S K A L A 

at 800 -456-0707 today. 

mailto:applicants2000@aol.com
mailto:ayalon@allprolandscaping.com
mailto:hr@hunterindustries.com
http://www.jasper-inc.com
http://www.ritfenhouseonline.com
http://www.wintacpro.com


Pursuing a 
Market Niche at 
Forsyth Lawn Co. 

When I started Forsyth Lawn Co. in 1994,1 decided to focus 

on quality, not quantity. 

That year, people were starting to build upscale homes 
ranging in price from $200,000 to $1 million in the Forsyth, 
111., area, and these were the customers I wanted to build 
my business around. I knew if I was going to pursue this 
market, I had to offer the very best in service so that I could 
stand out among my competitors, especially since I planned 
on charging a higher price for my service. In fact, I charge 
approximately $20 per hour more than my competition. 

To capture this market, I created a mowing system 
focused on mowing, trimming, edging and blowing cli-
ents' properties. I mow the turf 3V4 to 3Vi inches high during 
the mowing season until September, when I switch to a 3-
inch cutting height. But the real key, and my signature 
approach, is the way I edge lawns. 

To edge my clients' properties, I use a trim mower first 
to create the edge. Then I use a 60-inch mower to mow the 
lawn, without breaking the edge. I put the right side wheel 
next to the sidewalk so it stands straight. The edge is 
mowed 33/4 inches to make it noticeable so it stands out. 

I also rotate my cuts, but remain with the flow of traffic 
on the street when I'm mowing. This way there is no pattern 
on the lawn. People driving by can't follow the tracks of the 
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When I started 

Forsyth Lawn Colin -

1994, I decided to 

focus on quality, 

not quantity. 
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1. Do something different - have a signature service style. 

2. Develop a slogan to support your service. 

3. Incorporate your slogan into your business cards, trucks and 
other company paraphernalia. 

4. Build client trust in your slogan and your company. 

mower from the vehicle to the horizon. 
The end result is a cleaner, sharper, more professional 

look, which also says something about my company's 
image. When clients see a lawn with that distinctive edge, 
they know I care for it, and when their friends ask about this 
landscape look, they recommend me to them. 

To emphasize my unique approach, I came up with a 
company slogan: "Our edge is the difference." I put this 
slogan on my business cards and on the green coffee mugs 
that I give to all new clients. Mugs were a better way to get 
my message out than something like pens and pencils 
because mugs are used over and over again while pens are 
just thrown away or lost. 

Even if the client's prop-
erty is fairly good-looking 
when I arrive, I try to make 
sure that it looks even better 
when I leave. I've had realtors 
tell me this manicured look 
adds as much as 12 to 18 per-
cent of value to my clients' 
properties. 

Because this approach takes 
more time and focuses on the final appearance of the 
properties, I can only maintain approximately 40 clients 
and $100,000 to $200,000 in revenue, but I retain almost all 
of my clients annually, and most of them tell me it's because 
of my unique approach. I also replace the clients I lose every 
year with referrals from other clients. 

In addition to this specific look, I try to build trust with 
my clients. I carry $3 million in liability insurance so that 
anyone using my equipment on their properties is covered. 
If damage occurs to the home or a person in a client's yard 
due to a rock flying from one of my mowers, or some sort 
of damage occurs while I'm on the property, I want to be the 
one to take full responsibility for that. Homeowner's insur-

ance may cover incidents like this, but if a 
damage claim settlement falls on the re-
sponsibility of my client and not me, he or 
she will not trust me with his or her prop-
erty in the future, and this is something I 
want to avoid. 

When caring for clients' properties, I 
try to do the best job I can. What better way 
to do this than to have a unique, appealing 
way of maintaining their properties. And 
by selling this approach, I am making a 
name for myself in the local landscape 
industry. - Gary Ground QJ 

5. Carry liability insurance to further support your service. 
The author is president of Forsyth Lawn Co., 
Forsyth, 111. 
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Free Video 
Watch as our leading-edge 
John Deere Skid Steers take 
on four of the old-line brands, 
Fill out and mail this card, or 
call 8 0 0 - 4 7 7 - 1 0 4 3. 

YOUR NAME 

ADDRESS 

CITY STATE ZIP 

PHONE NUMBER E-MAIL ADDRESS 

Check oil the answers that apply to you: 
1. How do you get your worksite equipment? 
• Rent • Buy 
• Lease • Rent before owning 
2. Which is your usual supplier of worksite 

equipment? 
• An equipment dealer • A rental center 
3. What is your primary business? 
• Building Construction • Landscaping 
• Road Construction • Agriculture 
• Equipment Rental • Government 
• Other: 1 

Please Reply by April 30, 2001 



E x p e c t a d i f f e r e n c e 

One line of skid steers is so 

advanced, it makes all the others 

look rather square. You see, only 

John Deere Skid Steers feature 

our patented vertical lift path. 

Model for model, it's why a 

John Deere lets you reach farther, 

lift higher—and enjoy a clear 

360-degree view while doing it. 

But see for yourself. 

See the skid steers with the visible edge. 
Watch the award-winning 

John Deere line in action against 

those old-line brands, in your 

free John Deere Video. To get it, 

just mail the attached card or 

can 8 0 0 - 4 7 7 - 1 0 4 3 

•' • H N ' D F E W ? 



o f Just 
another 
Spray Head 
introducing the 
Hunter Pro-Spray 

Sure, the new Pro-Spray may look 
familiar - until you do a little product 
comparison. The Pro-Spray has a 
tough new ribbed body and cap 
that make it easier to grip and install. 
And a new pull-up ring so you can 
"nozzle up" in less time. A new 
directional flush plug facilitates 
clearing the lines, and a new multi-

function wiper seal ensures reliable performance under 
a wide range of pressures. The Pro-Spray also works 
with all standard adjustable, fixed or specialty nozzles 
on your truck. With this line-up of features, you'll 
agree the Pro-Spray is not just another spray head! 

& 
BEARD 
COIIFOION 

H i m t e i 
The Irrigation Innovators 
800-733-2823 • www.Hunterlndustries.com i 

New 
Pro-Spray 
Now Available 
4", 6" and 
12" Pop-up 

http://www.Hunterlndustries.com

