Dormant Trees:
Handle with Care

Mower Survey:
The Results are In

Keep on Truckin’:
Our Truck & Trailer s

.. 5
Buyers’ Guide o

Jﬂék Robertson -y
Lawn Care

"ii'llHHH\i‘Hll“‘l‘llll‘l\”n

FEEEREORBORAUTOR 3-DIGTT 428 ‘ \
626213 F 12/18/2000 1A 13 . : AR\
PAUL RIEKE SCIENTIST \ : . \
MICHIGAN STATE UWIVERSITY |

CRCP AND SOIL SCIENCES

E LANSING MI 48824



http://www.lawnandlandscape.com

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

lntmduu.ing thc'li)m 7z Sl;md IIf( It’s a revolutionary ne Nay 1o ¢ lx.mj.;r blades
quic kly, and comes standard on the 7Z Master” Z200 Series. Just swing the
' Z Stand out in front of the cutting deck,
then drive forward until it locks into place
hat’s it. You get approximately 18 inches of 4 J www.toro.com

clearance allowing you to work safely underneath. And it’s so simple, you can even work alone.

Lets see them try that at Indy. To learn more, see your Toro landscape contractor equipment dealer

USE READER SERVICE #44
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The Toro® Dingo® Compact Utility Loader.
Throw us at your toughest jobs, in your hardest conditions.
We'll come out on top every time. With the Dingo’s
ability to channel full power where it’s needed, when
it’s needed, it’s proven itself again and again, on every

kind of job. In every kind of environment.

So you think you've got a challenge? Bring it on.
Call 1-800-DIG-TORO for a demonstration.

USE READER SERVICE #78
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The Moose

is on the Loose

Simply
-
Service
Jack Robertson Lawn Care uses business basics

and marketing know-how to stay focused and

Tetain ClIEnts. ovveecosssesnsssssaserese 30

Three years after breaking | sus SUEM00Ry

out on his own, Steven

Lawpscare Co.
465 - 2443

Rendzak has The Blue Moose Landscape Co.

on its way fo ifs first profitable year. ............... “

While They

are Sleeping
Dormant trees need
attention, too. Contractors
can convince clients

to schedule preventative
tree maintenance during
the fall and winter

months. ........ccowie....

5 4 the sale.
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Contractors can convince clients to schedule

preventative tree maintenance during the
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Personal Touches

Steering clear of short cuts and pushy sales talk,

....................... 102

irrigation contractors rely on relationships and

reputation when securing
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“Land is the most beautiful art.”
~ Andy Warhol

Forever Is
A Long Time

We publish Irrigation Business & Technology magazine, and an article in the
most recent issue talks about the number of farmers going out of business in
southern Oregon and northern California because they can’t irrigate their
fields. These farmers aren’t just suffering due to a drought. They're actually

losing out to, of all things, the sucker fish.

[n years past, anyone needing water during a dry spell could pull from the
nearby Upper Klamath Lake or the Klamath River. However, the government
decided that the sucker fish in these waters need to be protected. That means
no more irrigation water, which translates into 240,000 acres of crops dying in
the field and farmers relying on federal subsidies to feed their families.

I'm a capitalist at heart, so I struggle to understand how the interests of a
couple-inch-long fish outweighs those of hundreds of people. At the same
time, [ understand the significance and intent of the Endangered Species Act,
which is central to this debate, and I'm not fond of the idea of any species of
plant or animal disappearing.

So where do we draw the line? I don’t know how to balance the needs of
man vs. environment in situations like this or any similar debate. President
Bush wants to drill for oil in regions of Alaska where even the bears complain
about the temperature, but the plan met with tremendous environmental
resistance. The lumber industry produces products that we all use, but that
didn’t matter once the spotted owl population dwindled to a dangerous few.

[ never understood the environmentalists’ argument, but after spending a

week in July in the Pacific Northwest, hiking through Olympic National
Park and Glacier National Park I began to appreciate it more. The

beauty of the landscape in these areas overwhelms even the

nature novices such as myself. As a result, I found myself
struggling to balance the reality of a society’s needs and the
fragility of the environment that truly is amazing.
I'm not going to offer a suggestion as to how we can

appease all of the interested parties — I doubt a solution exists
that will please everyone anyway. However, we all need to
be cognizant of the environment, and that includes the
lawns, trees and animals we see on a regular basis, as much
as it does the national parks and endangered species.

Many of you have told me how your love for nature brought
you into this industry. Wouldn’t be ironic if we were the ones
ultimately doing the most harm to it?
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There’s Never Been A Better Time To Buy!

Up To $2600° Savings

% FREE
(4 YOUR CHOICE

LIMITED TIME OFFER: R

APR Aug. - Oct 31,2001 DELUXE ENCLOSED
See your
FINANCING i e b
At participating dealers / u
FOR2AMONTHS P pon QR AT

9% up to 24 Greater Comfort!

) months In the Bobcat Deluxe Enclosed
Cab, you get all-around visibility —
plus a powerful heater/defroster
to keep you working even in the

o *lrl#otgﬂlsg worst weather! And for year-round
= comfort, add air conditioning for

just $1100* more.

*(U.S. dollars. Air conditioning available on models
7737, 863, 873, 883, 963.)

up to 48
2. %rr?omhs

9% up to 60
9 g0

136-0

For a dealer near you, visit www.bobcatdealer.com B 0b c at
)

¢ )\ Bobcat Company PO. Box 6000 West Fargo, ND 58078 » 701-241-8700 One Tough Animal
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Unnaturally Green

This summer, more suburbanites are in-
stalling what National Gardening Associa-
tion Research Director Bruce Butterfield calls
“a toupee for your lawn” - artificial turf.
While it's hardly a mass movement,
phony grass spending is expected to rise
25 percent this year, the Wall Street Journal
reported, amounting to $250 million worth
of turf that takes just a blow-dry to maintain.
Though the fad has the ability to put
landscape companies out of business if it
continues growing, contractors should re-
main hopeful. The fake stuff costs nearly
10 times as much as the real deal - about
$10 per square foot. Consequently, a 2,000-
square-foot plastic yard costs $20,000 vs.
its natural counterpart, which costs $2,000
for installation, plus the price of a sprin-
Kler system and ongoing maintenance.
Additional downsides to artificial turf
include the fact that green grass stands out
like a sore thumb when neighbors’ yards
affected by winter or drought turn brown,
Environmentalists are quick to point out
thatthe product alsoisbad for biodiversity.
And based on the negatives alone, some
neighborhood groups have adopted unof-
ficial policies against faux grass or banned
it entirely, such as Sun City Hilton Head in
South Carolina. “It's like painting your
house purple,” exclaimed Steve O'Donnell,
Sun City vice president. “It’s just not the
presentation you want.”

Photo: AstroLawn
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patterns and trends, the wnAm
National Weather Ser- Turfgrass Relative Killing

vice forecasts above or ;l‘empem‘g)nu

below normal tempera- T —— 23

tures and precipitation

Carpetgrass 23

for various U.S. regions.

For instance, in Bahiagrass
Georgia, the average

!

December temperature Bermudagrass

last year was 11 de- (:entipedegrass
grees below 1999’s tem-

Zoysiagrass

perature, 13 degrees be-
low 1998’s and 7 de- Sources MALTA News
grees below 1994's, pointed out Gil Landry, professor of crop and soil sciences, The
University of Georgia, Athens, Ga. Since The Farmer's Almanac predicts a harsh

winter for many states based on statistics like Georgia’s, this doesn’t bode well for
warm-season grasses’ chances of surviving winterkill in 2001.

Low-temperature (below 25 degrees Fahrenheit) stress and fungi, winter desic-
cation and traffic most commonly cause winter injury or kill for these turfgrass va-
rieties, Landry pointed out.

In addition to paying attention to the relative killing temperatures of warm-sea-
son species (above), contractors can follow a few preventative practices to mini-
mize injury, including maintaining good soil moisture, preventing desiccation with
irrigation, and minimizing traffic and cultural injury.

MERGERS & ACQUISITIONS
Brickman Acquires
Duke-Weeks Landscape

| LANGHORNE, PA - Scott Brickman (right) has steadfastly main-

tained that The Brickman Group (No. 4 on the Lawn & Landscape Top

100 list) should not be considered a consolidator, but that hasn't

stopped him from aggressively pursuing strategic deals. The
company’s latest deal is its biggest to date — it acquired $35 million
in landscape work from Duke Realty.

develops more than $800 million in commercial and multi-residential
properties across the country and traditionally managed the landscapes on
its properties through a combination of in-house staff and outside contrac-
tors. The Brickman Group assumed responsibility for this work immedi-
ately upon closing the deal, and Mark Flowers, the former president of
Duke-Weeks Landscaping (No. 22 on the Lawn & Landscape Top 100 list),
joined The Brickman Group as manager of its Atlanta regional office.

“This acquisition is ideal for both companies,” explained Brickman,
president and chief executive officer. “It allows Duke-Weeks to focus on its
core real estate business while partnering with the Brickman Group to

provide their tenants high quality landscape and snow removal services.”
"We chose to negotiate exclusively with The Brickman Group because we
were looking for a long-term partner who could provide us with the highest
(contimued on page 10)
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“For years, granular products didn’t
deliver the results that we needed.
With the introduction of Millennium
Ultra™ Weed and Feed, all that
changed. Now we can effectively
control weeds at locations that were
previously inaccessible by spray
trucks, and the product can be

applied whether the turf is wet

or dry. I would recommend

Millennium Ultra to anyone who
is Iu(ﬁlx‘l‘n‘:_:A/(.'r a III',L.”II'\' 4:[?4.'(‘”‘1‘(’

granular alternative.”

Bob Andrews President of SEXRY T ¥SNEE

Carmel, Indiana

Millennium Ultra Weed and Feed offers
professionals a granular option for effec-
tively controlling broadleaf weeds. Whether
you apply it to wet or dry turf, its unique
formulation results in excellent weed
control and fewer callbacks. So
when it's granular you need, tum
to the power of Millennium Ultra

Weed and Feed.

. /.. verdale
Millennium lira o ol

U' Weed and Feed (800) 345 3330

www.riverdalecc.com
USE READER SERVICE #128
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(continued from page 8)

level of quality and service, and they are
clearly the industry leader,” related Gary
Burk, executive vice president of Duke
Realty’s Construction and Property Man-

”

agement Operations.

The deal expands The Brickman Group’s
presence in Indianapolis, Atlanta, Raleigh,
Chicago, St. Louis, Dallas and Cleveland,
while providing its first work in Nashville,
Minneapolis, Cincinnati, Columbus and
Greenville, S.C. “There’s a beauty to buying
a company to go into a new market because
then you've got everything right there in
terms of the jobs, the people and the equip-
ment,” Brickman related. “Now we’ve got a
lot of business with one customer in these
markets, which gives us the foothold to grow
our presence there.”

Thisacquisition takes the Brickman Group's
estimated 2001 revenue to more than $300
million with 88 branches in 25 states. Most of
the work it acquired is maintenance work,
although there is a fair amount of installa-
tion work as well.

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.

SEPT. 14-15 WALP Certified Landscape Technician Testing, Spokane,
Wash. Contact: 800/833-2186

SEPT. 15 CLP Interior and Exterior Exam, Cleveland, Ohio. Contact:
800/395-2522

SEPT. 18 Turfgrass and Landscape Management Field Day, Riverside,
Calif. Contact: 909/787-3575

SEPT. 18-19 Virginia Tech and Virginia Turfgrass Council Turfgrass
and Landscape Field Days, Blacksburg, Va. Contact: 540/231-5897.

SEPT. 19 New York State Turfgrass Association Winning Fields Seminar,
Oneonta, N.Y. Contact: 800/873-TURF

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

SEPT. 26 ALCA “Essentials of Success” specialty education tracks,
Baltimore, Md. Contact: 703/736-9666

OCT. 3 Washington Landscape Trade Show & Field Day, Puyallup, Wash.
Contact: 800/833-2186.

OCT. 3 CLP Interior and Exterior Exam, Austin, Texas. Contact: 800/395-
2522

OCT. 6 Associated Landscape Contractors of America “Essentials of
Success” specialty education tracks, Chicago, Ill. Contact: 703/736-9666
OCT. 7-9 Lawn & Landscape Business Strategies Conference, Phoenix
Contact: 800/456-0707

ARE YOU READY TO GROW
YOUR BUSINESS?

Join forces with the best known name in lawn care.

® Complete training and support
® Exclusive territories
¢ Financing available

Scotts LawnService

¥ ) { " :
Sh lo TS
TG R Saich S i 2
WL I l 2 y g

LawnService

For a FREE OPPORTUNITY KIT call...
937/644-7297

14111 Scotts Lawn Road ® Marysville, OH 43041
www.scotislawnservice.com
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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

USE READER SERVICE #11
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lawnandlandscape.com/events @
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OCY. 10-11 Southern California Turfgrass Council Turfgrass Landscape and Equipment
Expo, Pomona, Calif. Contact: 800/500-7282

OCT. 10-11 California Association of Nurserymen Western Nursery & Garden Expo, Las
Vegas, Nev. Contact: 800/748-6214

OCT. 11-13 Southern Nursery Association Southern Plant Conference, Athens, Ga
Contact: 770/953-3311

OCT. 12-13J Plant Health Care Plant Biology Workshop, Frogmore, S.C. Contact: 888/290-2640
OCY. 24, 25 Tree Failure and Risk Management Workshop and Outside Field Days,
Pasadena, Calif. Contact: 909/880-5977

OCT. 28 Southeast Texas Grounds Maintenance Conference, Conroe, Texas. Contact:
936/539-7822

OCY. 28-31 National Institute on Park and Grounds Management Educational Conference,

Milwaukee, Wis. Contact: 920/733-2301

OCT. 31 Southern California Turfgrass Council Green Industry Job Fair at the Turigrass,
Landscape and Equipment Expo, Pomona, Calif. Contact: 800/500-7282

NOV. 4-6 Annual International Irrigation Show, San Antonio, Texas. Contact: 703/636-7080
NOV. 7-9 5" Annual Desert Green Conference, Las Vegas, Nev. Contact: 702/454-3057
NOV. 9-13 Green Industry Conference, Tampa, Fla. Contact: 800/395-2522, 800/458-3466
or 800/609-7467

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

NOV. 12-15 Midwest Regional Turf and Ornamental Seminar, West Lafayette, Ind
Contact: 765/494

VIAYKE

Yyena
INDUSTRY NEWS
ServiceMaster
Income Down,
Revenue Up

DOWNERS GROVE, I1L. - ServiceMaster re-
ported a 23 percent decrease in second quar-
ter earnings to $51 million, partly due to
TruGreen ChemLawn’sand TruGreen Land-
Care’s higher labor and overhead costs.

These escalated costs, which were put in
place tosupportexpected increased revenue,
hurt lawn care profits, ServiceMaster re-
ported. And the decreased effectiveness of
telemarketing, combined with the softening
economy, compounded the issue.

But even though earnings were down,
ServiceMaster revenues were up 4 percent to

$1.65 billion in the second quarter compared
to the same quarter last year. Lawn care
revenue also was up from last year, reflect-
ing the realization of price increases, growth
in ancillary services and the delay of first

(continued on page 14)

TEMPORARY/SEASONAL
LABOR VISAS
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SIGN UP BEFORE FALL 2001 FOR
APPROVAL BY SPRING 2002*

Call now for information packet and a quote.

Foloy Enterprises

Austin (512) 282 3237
fax (512) 282 0958

Toll free (888) 623 7285

*Duration of permits is based on elig
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TIONS CALL FOR
MACHINES.

‘ From the groundbreaking 95XT to the versatile 40XT, we built the XT Series for extreme performance, W ith lift ¢ apacities
up to 3,650 pounds and optional high-flow hydraulics, XT skid steers deliver superior productivity. 3o you can easily manage
full pallets of brick or run a high-capacity planer all dav long. Plus, you can always count on an XT to put in long hours
under the most (lvm.uuhn; conditions. Because in vour line of work, there's no room for excuscs

And scee what extremes we'll po to for you CASE

o learn more, stop by vour Case dealer today

01 Case Coeporation Al rights reserved  wwiw.casece.con

15¢ 15 a registered trademark of Case Corparation
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Market Trends

{continued from page 11)
quarter production into the second quarter.
“We are disappointed with the results of
the second quarter and how they affect our
view of the full year results,” said Jon Ward,
ServiceMaster president and chief executive
officer. “In the quarter, we also began to see
indications that a slowing economy is affect-
ing certain business offerings. In TruGreen,
slower growth in the residential lawn care
business and unprofitable contracts in the
landscape construction business continue to
put pressure on results. Our leadership team
is looking into controlling costs, reducing
overhead and improving labor productivity.”
The TruGreen segment reported com-
bined revenue of $475 million for the second
quarter, up 1 percent from 2000. On the down
side, the segment’s operating income fell $11
million, or 18.6 percent, in the second quarter
from $59 million to $48 million. For the first
half of 2001, TruGreen reported revenue of
$733 million, consistent with the $732 mil-
lion reported in 2000, while profit was down
28.6 percent from $91 million to $65 million.

IN THE NEWS

N.Y. County
Reinstates
Notification Law

LONG ISLAND, N.Y. - The Appellate Divi-
sion of the State Supreme Court interrupted

lawn care operators (LCOs) in the middle of
the summer spraying season to reinstate the
pesticide notification law in Nassau County.

Legal challenges by lawn care firms

Onthe' )\

Paverstone Construction -
Seed Solutions -

John Geiger & Associates Landscaping -

Tompkins Landscape & Irrigation Contractors -

Irrigation Jobs -
Pacific Coast Nurseryman &

Garden Supply Dealer -

blocked implementation of the controversial
law, which requires commercial pesticide
applicators to give 48 hours notice to anyone
living within 150 feet before spraying and
took effect in March in Suffolk, Westchester
and Albany counties.

Even though the law was passed state-
wide, it only applies in counties that choose
to adopt it “as is,” barring them from modi-
fications. Only Suffolk, Nassau, Westchester
and Albany counties adopted the law thus

(continued on page 16)
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www.paverstone.com
www.seedsolutions.com
www.jgeiger.com
www.tompkinslandscape.com
www.irrigation-jobs.com

www.pacificcoastnurseryman.com

To announce a new Web site, &-mail nwisniewski&lawnandiandscape.com.
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WESTAR
LIGHTING

| LIGHTING INC.
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ape Lighting
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Equipment

Plain City, OH

New Technology in Skid Sprayers
"No Rust"

225 Skid Sprayer

polyethelene base mount system
will eliminate any rust problems

- Optional pump and hose reel

- Mounts to virtually any truck or

van you want

- New molding technology keeps
your spray unit virtually rust free

- Purchase tank only if you wish

Tank uses:
Lawn spraying

Tree spraying
Pressure washing
Water transportation
Ete.

Phone: 614-873-3719
USE READER SERVICE #15
LAwN & LANDSCAPE

Call Today for a Free Video
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IMPEDE THE SEED.

WEEDS NEVER SEE THE LIGHT OF DAY.

Lurking just beneath the surface are thousands of
finy weed seeds, threatening to ravage lawns and
established ornamentals. Fortunately, Pendulum”
preemergent herbicide stops more than 40
broadleaf and grassy weeds dead.

Pendulum is a proven performey, 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 learn more about how Pendulum can make sure weeds never
see the light of day,

call 1-800-545-9525, pm [,Zﬂ°
o e

www.turffacts.com.
Always read and follow label directions.
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Why
Weisburger
Insurance?

In 1970, when our
father founded J.P.
McHale Pest
Management, Inc., he
chose to trust B. & D.A.
Weisburger for

his insurance needs,

) Weisburger Insurance
Douglas McHale
President, J.P.

McHale Tree & Turf family business, just

M t, Inc. ¢ 4
By st like ours. They provided

prompt, professional service from the very start,

was — and is — a

and when my brothers and | took over the
company, there was no question that Weisburger
would continue to insure our business. When we
entered the green industry, Weisburger followed
us, taking care of our needs in this industry with
the same level of expert service we've always
counted on. We’ve built a very valuable
relationship with Weisburger Insurance - a

relationship that we'll continue.

WEI RGERGreen
wdunance

Contact us today for a free
evaluation of vour current coverage.

5 Waller Avenue
White Plains, NY 10601
Tel (914) 428-2929
Fax (914) 428-0943
Toll Free (800) 431-2794
Fax-on-Demand (800) ASK-WEIS
www.weisburger.com

~_Market Trends

(continued from page 14)
far, and legal challenges are pending in three of the four counties.

The appellate court’s three-judge panel did not explain its one-
paragraph order. The final court decision is expected in mid-2002.

Nassau officials immediately started enforcing the rules, includ-
ing seeking fines against violators. A lawyer for several lawn care
companies challenging the law said the ruling “throws the industry
into chaos” during its busiest time of year. “This is going to create real
problems for Nassau County landscapers,” said attorney Fred
Eisenbud, adding that the firms will continue to pursue the legal case
in hopes of invalidating the law before next summer.

State Supreme Court Justice Stephen Bucaria ruled in April that
Nassau County should have conducted an environmental impact
statement before approving the local law and implementing the
state’s rules. However, the appellate court decision overturned
Bucaria’s ruling, reinstating the law until the judges decide the case.
Additionally, Suffolk and Westchester judges rejected Bucaria’sargu-
ment in similar lawsuits filed by lawn and tree care companies.

RESEARCH UPDATE
New Bluegrass Takes the Heat

DALLAS - What's hardy enough to stand the South’s heat and sun,
but soft enough to walk barefoot on? A new experiment in turf that is

turning Southern U.S. homeowners’ heads.
Reveille, which crosses Kentucky bluegrass with Texas native
bluegrass, was developed by James Read, Texas A&M grass breeder

(continued on page 18)

The Las Vegas Chapter of the Nevada Landscape As-
sociation named its board of directors for 2001-2002. Don
Crawiord is president, Ric Jimenez is secretary-treasurer, Pete
Luna and Paris Hunt are both directors and John Marman is

past-president.

The Mid-America Horticultural Trade
Show (Mid-Am) clected a new board of directors, com-
posed of representatives from its three sponsoring associa-
tions: The Illinois Nurseryman's Association (INA), the lllinois
Landscape Contractors Association (ILCA) and the Wisconsin
Landscape Federation (WLF). Bliss Nicholson is president and
will represent WLF for a 3-year term, Larry Thalmann III re-
turns as vice-president and represents INA, John Hendricksen
retums as treasurer and represents ILCA and Randy Jasperson,
representing WLF, is secretary. Richard Harms and Thomas
Kusmerz both will represent ILCA for a 3-year term.

The New York State Turfgrass Association
{NYSTA) presented the Citation of Merit Award to Stephen
Smith of BISCO at the 25" Turf & Grounds Exposition. The Ci-
tation of Merit Award, NYSTA's highest honor, is presented to
an individual who has made significant contributions to the
green industry and the association
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Virtually smoke-free Honda 4-stroke trimmers don’t whine like 2-strokes, run on straight gas, and

are 360" inclinable. They cut operating costs up to 60% compared to similar sized 2-stroke trimmers. Plus, it won’t bog | 3
down, regardless of which of its eight optional attachments you use. Also, be sure to check out our new 4-stroke Stick Edger. Bl au 14
You'll find it in the no smoking section, too. For more information, call 1-800-426-7701 or visit www.honda.com. Equipment
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(continued from page 16)

and geneticist, and during tests showed heat
and drought tolerance, insect and disease
resistance and stayed green during the win-
ter and summer, Read said.

“It may never replace Bermudagrass and
St. Augustinegrass as the basic turf in this
area, but it certainly has a much-needed use
we haven't had before,” explained James
Mafee, Texas Agricultural Extension Service
turfgrass specialist.

Since the mid-1970s, Read has searched
for a cool-season grass suitable for Texas
conditions. He got closer once he turned to
native grasses in the late 1980s and found
Texas bluegrass to be the most promising.

The new turf, which requires good drain-
age, doesn’t mind the sun, is a slow grower
and produces seed heads only in the spring,
soit will be available as sod late this year but
in very limited quantities. “We need another
year to produce enough sod to supply con-
sumers,” he said. “Growers who protect sod
from contamination will have larger quanti-
ties available for sale in the near future.”

= 5

Environmental Industries announced the following promotions: Richard
r to president and chief executive officer of Environmental

Industries, Thomas Dennelly (o president and chief operating
officer of Valley Crest, Robert Crudup to president and chief
operating officer of Valley Crest Tree Co , Vieki Povah Martinex
to senior vice president of Valley Crest Tree Co., Nada Duna to vice
president of Environmental Care, and Andrew Mandell o senior
vice president and chief financial officer of Environmental Industries.

Gerard Carpentier joined Stellar Industries as Canadian sales
representative for the Stellarc Power System.

JR. Simplot appointed Don Jehnsen as vice president and
general manager of the Turf & Horticulture group'’s fertilizer division.
Rich Underwood will manage Simplot's Jacklin Seed facility in Sperber (top)
Albany, Ore. Domnelly bottom) |

Irrigation Station promoted J.B. Gibson from regional sales manager to corporate
sales manager. Chris Black will transition from warehouse manager to sales manager of '
the company's Oklahoma City Branch,

Seed Research of Oregon appointed Bryan Muntz to its sales staff

Doug Traxel joined Aquarium Pharmaceuticals as sales manager of the company’s
western central territory, while Todd Rosendahl will serve as sales representative of the
northwestern territory.

Skid-steer turf renovation is here now,
from RotaDairon’

Rawson Manufacturing Inc.

Screening and Materials Handling Equipment

The model 3618 is great for screening topsoil, processed gravel,
sand and any other product to meet your needs. Powered by
Honda gas engine. Can be fed with a skid steer loader. Very
compact for use directly on jobsite. Any size screen opening is

s ¥\ 4 i el e o ?
52" or 60" 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

for golf courses, athletic fields, (‘m
Uwality yiner 1958

landscape and maintenance.
One machine... One person... One pass™

Dealer Inquiries Invited

RotaDairon Emrex Inc, 950 Sathers Drive, Pittston Township, PA 18640, USA
Tel (570) 602-3050 Fax (570) 602-3053 Toll Free (800) 53544863  www.mge-dairon.com

available. Quick and easy setup. Features: Remote controlled
dumping grizzly, belt feeder, 3" x 6 vibrating screen deck.

A number of other products are also available:
Double Deck Vibrating screening plants
Trommel screening plants
Radial stacking conveyors
Screening units

860-928-4458
99 Canal Street * Putnam, CT 06260
www.rawsonscreens.com
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What services does youv business
offer? (please check all that apply)
Landscape Installation

Landscape Mainfenance
Landscape Renovation

Mowing and related maintenance
Irrigation Installation

Irrigation Maintenance
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Renew Job Passion & Warm Up A Cool Economy

NEW YORK - When the economy runs
cold, business owners can tap into the
latent springs of employees’ passion for
their jobs to offset uncertainties.

Richard Chang, author of The Passion Plan
at Work: Building a Passion-Driven Organiza-
tion, believes passion can deliver a crucial
advantage. He offers a seven-step model for
creating passion-based company change.
STEP #1: Start from the heart. Overcome
traditional biases against business emotion
(other than fierce competitiveness) and
embrace passion as a source of success.
View the heart as a reserve of hidden
strength instead of weakness.

STEP #2: ldentify core passions. Examine
the forces that motivate employees,
individually and collectively. Evaluate
business competencies, strengths and
growth potential. Then, consider the
feelings of managers, staff and clients, and

look for connections between emotions
and company performance.
STEP #3: Clarify purpose. Define reasons

[ <

for existing. When business purpose is
aligned with core company passions, a
viable means of pursuing and sustaining
them exists.

STEP #4: Define actions. After defining
business passions and purpose, create a
plan for getting there.

STEP #5: Perform with passion. When

leaders undertake discovery and planning
processes privately, changes introduced
come as a shock to those both inside and
outside the organization. Even when
employees are aware of the changes in
advance, they aren’t prepared to accept or
benefit from them. To ensure a working
transition as plans are deployed, be truly
aligned in business efforts. Leaders must
not only introduce change, they must
exemplify it.

STEP #6: Spread excitement. Once passion
begins to roll, it picks up speed and takes
others willingly along for the ride
willingly. Employees are eager to join and
partake of the energy passion creates.
Organizations that are sensitive to this
effect can capitalize on it.

STEP #7: Stay the course. Don't get
carried away by success. Remain close to
inspiring passion and seek to preserve it.

H2B « H2B » H2B « H2B » H2B *» H2B * H2B * H2B » H2B

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

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

« Still 100% success rate

receiving your workers.

information packet.

www.SILC-H2B.com
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America’s leading H2B provider
currently serving 212 GREEN INDUSTRY
companies in 38 states

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

« Totally bilingual staff of 5 certified H2B case managers.
* One point accountability for total certification through

* 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

Member National H2B Users Association
eH2BeH2B * H2B » « H2B » H2B » H2B » H2B » H2B

*8dCHedcH e »dZH » 9CH » GCH » 9CH » 9CH ¢ *» §CH » 9ZH » 9ZH » 9CH » 9CH

USE READER SERVICE #22

SEPTEMBER 2001 v |



http://www.SILC-H2B.com

HUMAN NATURE

=
lawnandlandscape.com %

Have you ever wondered, in your efforts to develop a
team-oriented culture, why your employees just aren’t
catching on? If you‘ve read all the books, attended semi-
nars, set goals and made a strategic plan, yet the bottom-

line results are still not there, you've probably decided,

“I've got to change my employees.”

My advice to you is don‘teven try. You cannot change
your employees. We, asindividuals, can’t change people.
It is against our human nature to be changed, and almost
impossible to see our own faults and shortcomings.

In the last 12 years, we have interviewed more than
10,000 managers, middle managers and front-line employ-
ees, asking such questions as, “What are the strengths and
weaknesses of your company?” For strengths, I often hear
thingssuch as great people, talent, good customers, excel-
lent sales representatives and designers, great equip-
ment, etc. For the weaknesses, | always hear the top five:
communication, sincere appreciation, reviews, training
and a vision for the future. The one thing that  have never
heard from any person interviewed is, “I am one of the
weaknesses here.”

If hardworking
people cantsee their
own shortcomings,
odds would have it that none
of your staff can either.

SHARPEN STRENGTHS.
So, whatisaleadertodo? The
following points will help you work with your team of
employees to enhance company culture.

* Find out what employees enjoy. Hopefully you meet
with your staff on a regular basis. Ask the question,
“What do you like doing the most here?”

* Note projects or tasks i which employees excel. What
type of project is finished on time? What do they seem to
approach more enthusiastically?

® Train them in areas they enjoy. Focus training efforts
on enhancing the areas in which employees will excel. If
they enjoy it, they will learn; if they learn, they will

become more effective at those tasks and managing those
areas of responsibility.

* Allow employees to teach others. As individuals share
knowledge, they also grow in knowledge and self-respect.

MINIMIZE WEAKNESSES. Coach John Wooden of
UCLA basketball fame said, “Do not let what you cannotdo
interfere with what you can do.” Setting employees in
positions that they do not enjoy sets them up for failure.

® Put the right person in the right job now. Lou Holtz, a
famous football coach, explains his strategy in placing
players in different positions with the example of the tight
end that ran a 4.9 second 40-yard dash. This is slow for a
tight end, but if that player is put at the tackle or guard
position and can runa 4.9, 40, he is now “fast” and can excel
in that position. Take a close look at who you have filling
positions.

* Be slow to criticize but ready to critique. If an employee is
attempting a task for the first time and making a good
effort, don’t ruin enthusiasm with destructive criticism.
Destructive criticism takes place in front of a group of
people, with a loud voice, and without firm basis for
statements. Critiquing, on the other hand, takes place one-
on-one, with positive phrases such as, “I appreciate your
initiative,” “Excellent try,” “Next time give thought to
this,” “Keep up the good work,” or “You'll get it.”

ENVIRONMENT TO EXCEL. The Herzberg Theory of
Motivation states, “Motivation comes from supplying the
individual with one or all of the following: recognition,
added responsibility, job enhancement, a sense of achieve-
ment and opportunity for advancement.” It also states that
money is not a motivator.

e Share information. It has been our experience that
information is motivation. Share with your employees how
sales are going, feedback from clients, technical informa-
tion and profitability.

o Continue to involve them in trade organizations, where
growth will come from learning more about their industry.
Develop a library or “university” in-house where they can
read books and periodicals on everything from technical
information to leadership and management skills. Hold
open houses for clients and families and allow them to
show off their team.

If you have been courageous enough to implement the
team building concepts that were so popular in the last
decade, you are to be applauded. As Winston Churchill
said, “Never, never, never give up.” Continue to build your

team and it will make you a greater company.

Jim Paluch has been a Green Industry author, speaker and
consultant for more than 12 years. His third book, Growing
Dreams, will be available in September. To find out more go to
www.jphorizons.com or e-mail jpaluch@jphorizons.com.
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www.lawnandiandscape.com

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

Lawn & Landscape A
Conferences Association Central

lawnandlandscape.com/conferences opens Online

—

Lawn & Landscape Online's Association Central is your online resource for

4 information about green industry associations, This listing of national and
Look online for information about the annual : cortad. y > SPYRE :
) state associations includes Web site links, as well as contact information,

Lawn & Landscape Business Strategies and

mission statements and access to events and membership information. If
School of Management conferences. At ;

you're not a member of an area lawn care, landscape or irrigation associa
www lawnandlandscape.com/conferences : X

tion, now’s the time for you to get involved. Visit
you'll find links to more information about ‘ oA ’ i
www lawnandlandscape.com/associations and highlight your state from

the 2001 Business Strategies Conference,
Oct. 7-9, 2001, in Scottsdale, Ariz. and the

the drop down menu to find

local associations. If your

2002 School of Management Conference,
Feb. 17-19, 2002, in Charlotte, N.C. Click the

association is not listed
please e-mail

links to find registration information.

cgreen@iawns

] .
| o
| with the appropriate contact
Da“y Featlll‘es ' —— information
Lawn & Landscape Online offers daily ,_:_-7,
: ¢ T ————
features on a variety of topics. Qur current L= (e i v

schedule is as follows:

Mon. - Contractor Talk: Industry profes-
ot et e Yo Online Contents

Tues. - Irrigation Issues: Keeps visitors up- e n

to-date on breaking irrigation news and Check out these links to discover the tools available on Lawn & Landscape Online
product updates. to help you stay on top of the latest industry news and grow your business:

Wed. - Lawn Care Roundup: Lawn care

e and Daily News and Features - Catch breaking industry news and daily features.

www_lawnandlandscape.com

sohtions for the lawn care world,

Thurs. - Landscape Issues: Landscape E-newsletter - Receive weekly industry news via e-mail.

contractors reveal information to bolster www.lawnandlandscape.com/my/customize_newsletter.asp

design. installation and maintenance skills.

Frl. - Business Management: Industry L&L Online LawnStore - Locate the best resources to help your business grow.
consultants and management firms offer www lawnandlandscape.com/store

business advice.

First Sunday of each month - Plant Of Message Boards - Discuss key issues with fellow industry professionals
The Month: Author Barbara Ellis highlights www lawnandlandscape.com/messageboard

Verbascum, a tall-stalked plant with

spirelike clusters of blooms in September. Weekly Poll - Vote on industry-related topics and compare your answers.

www_lawnandlandscape.com

' s - » Events Calendar - Locate industry events across the country.
July Online Winner y y

www.lawnandlandscape.com/events
Congratulations to Ray Rogers, Planet
Green Lawn Care & Maintenance, Industry Research - Survey data and analysis of the industry as a whole.

Gonzales, La., for winning a Shindaiwa www.lawnandlandscape.com/research
' - ,ml

T231 Grass Trimmer in the July online

Magazine Archives - Years of Lawn & Landscape magazine back issues
sweepstakes. Remember to check www.lawnandlandscape.com/magazine

www.lawnandiandscape.com/sweep-
stakes/ContestDetail.asp for upcoming
Lawn & Landscape Online staff: Scott Hunsberger, Internet editor

sweepstakes. (shunsberger@lawnandlandscape.com), Cheryl Green, Intemet project manager
(cgreen®@lawnandlandscape.com) and Sydney Work, Web départment managet (sworkSygie.net)
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UNPREDICTABLE WEATHER

The Usual Suspect

Mother Nature’s drastic mood swings took their toll on turf seed
crops this year.

Despite the fact that Pacific Northwest growers planted
more acreage in 2000 than ever before - up 1.8 percent according
to the Oregon State University Extension Service - yields in most
species are below average or average due mostly to lack of rain,
pointed out Scott Harer, regional sales manager, Seed Research
of Oregon, Corvallis, Ore.

As if a dry spring wasn’t bad enough, rain finally arrived
during harvest, slowing it down at a critical time, remarked
Steve Tubbs, president, Turf Merchants, Tangent, Ore. “While
most of the perennial ryegrass has been cut, it is still out in the
fields in windrows, and cannot be harvested until it is dried
out,” he said in early August. “The few fields of perennial that
were processed prior to the rain came in at about 25 percent
lower than last year’s averages.”

As of press time, the summer storms were heading up to
Washington and Idaho, also delaying the Kentucky bluegrass

AT A GIANCE

2001 Turf Seed Harvest

TURF SUPPLY PRICES
annual ryegrass below average rising
Bermudagrass average stable to
rising
perennial
ryegrass average to below average down
creeping red average down
fescue
fine fescue average to above average down
Kentucky average to below average stable to
bluegrass slightly down
tall fescue average to below average stable to
rising

The chart above represents supply and price estimates from
LESCO, the Oregon Seed Council, Seed Research of Oregon and
TurfMerchants.

harvest. “Yield estimates have dropped from an estimated 600
pounds per acre to 400 pounds, though on increased acres,”
Tubbs said. “With more rains predicted, by the time it’s all said
and done, this will be the latest harvest we can recall.”

THE CULPRITS. Though the dry weather may have been nice

for Oregonians who are used to wet springs, this hot, arid period

The Power of the
Truly Nolen brand
in a protected

The ears is truly the best!

—=¥—— territory

TRULY |
NOLEN | Work with the

PEST CONTROL Top Team!

Chat confidentially with
Truly @ truly.com or
800-458-3664

Territories soon available in 96% of North America

24

USE READER SERVICE #25

SEPTEMBER 2001

. USE YOUR
MosT VALUABLE TOOL
FOR CUSTOMER
SATISFACTION AND
RETENTION —

d3i3a

CLC LABS SOIL
TESTING!

Call 614/888-1663
and Start Today!

CLC LABS

325 Venture Drive
Westerville, OH 43081
614 888-1663

FAX 614 888-1330

d4N0OA

SYH4IWOLSND

Exclusive Laboratory Services for the
. Turf & Ornamental Professional.

USE READER SERVICE #26
LAwWN & LANDSCAPE



in March and April affected the way seed
heads formed on many plants, resulting ina
lot of “fluffy seed or blanks,” Harer said.
“We really never did get enough rain this
year. We're still 12 inches behind on the
weather year that started Oct. 1, 2000.”
Consequently, growers with irrigated
fields had better results, Harer pointed out.
Thelack of rain—a problem initself - also
created additional dilemmas for growers,
particularly those who count on it to dilute
preemergence herbicides sprayed early in
the season to clean up fields, explained Dave
Nelson, executive secretary, Oregon Seed
Council, Salem, Ore. “The little rain we did
get wasn’t enough,” Nelson stated, adding
that8to 12 percentof turf seed crops were lost
this year due to resulting chemical damage.
Rising natural gas prices in early March
also contributed to poor yields. Since natural
gas is used to produce urea and other forms
of nitrogen fertilizers, many growers had to
skip fertilization all together, crossing their
fingers afterward, Nelson reported.
In addition to dealing with weather and

rising fertilizer prices, farmers are losing
money because of plummeting prices on seed
abandoned by AgriBioTech (ABT) after its
bankruptcy in January 2000. “Farmers are
cutting management expenses just to get
by,” Nelson said. “Some farmers will end up
out of business because of these low prices.”

ABT leftovers are putting pressure on
prices throughout the market, particularly
since many of these varieties are undesirable
because of their old genetics, Harer said. “We
can’t support research and marketing of new
genetics when the old genetics are being sold at
such low prices,” he explained.

THE RESULTS. Annual ryegrass, which
Nelson calls “an early indicator plant,” set the
tone for this year’s turf seed yields. The crop
was down an average 25 to 30 percent, he said.
Tall fescue followed with yields that were
allover the board - depending on whether or
notirrigation was available -but averaged a
15 percent decrease, according to Harer.
Even though there has been significant
perennial ryegrass carryover the past two

In Your Turf

years from the ABT bankruptcy, the crop
wasshortand yields are expected tobe down
an average 20 percent, Harer explained. But
fine fescue carryover from last year is help-
ing this year’s yields, which reached the
average to above average range, he said.

Since Kentucky bluegrass was still being
harvested at press time, supplierssaid there’s
not a good read on the supply. However,
early maturing species show average yields,
Harer pointed out.

Demand has notkept up its usual pace, so
supply should fill demand this year despite
the fact that most yields are average to below
average, Harer said, adding that this de-
mand decrease began about 18 months ago.

But contractors should still plan ahead.
“Certain varieties will sell out quick this
year, particularly the newer genetics,” Harer
warned. “Contractors should order their seed
early to make sure they can get it.” - Nicole
Wisniewski

The author is Managing Editor of Lawn & Land-
scape magazine.
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LOW UGHT SOLUTIONS

Hooked
on Hosta

Shade fovers of the land-
scape, hostas could never be
called demanding plants,

They come back every year - surviving the coldest winters

~and generally making few demands on contractors’ time.
Popular for their low maintenance and low light needs,
hostas offer other perks. Mainly, they are known for their bold
textures and great variety of
leaf colors, patternsand shapes.
Hostas vary in height from
2 inches to 4 feet. These herba-
ceous perennials have tubular
or trumpet-like flowers of white,
lavendar, blue and purple. Foliage col-
ors are green, yellow, white and blue,
often with center or edge variegation.

lawnandlandscape.com %

CHECKO UTRHIS AT 01c ONLNe!
[IoranoreInionationonusing:
HOSTABANEHEAANUBOADEN

Leaf textures range from smooth to crinkled, with dull
to glossy surfaces. Leaf shapes vary from rounded to oval,
heart-shaped to strap-like. These adult foliage characteris-
tics develop three or more years after planting.

Depending on cultivar and site, most hostas spread
slowly by underground stems. Some cultivars have hori-

PLANT SELECTION
-~ -
Cultivar Guides
Eachhosta cultivar providesitsown
characteristicsize, ability tospread,
color and leaf pattern, and toler-
ance to sun exposure. Carefully
match these characteristics with
yoursite and purpose, Because new
cultivars are introduced each year,
there are many selections.
The following plant listis a gen-
eral guide to hosta cultivars.
Small hostas, adaptable to shal-
low soils:
¢ H. ‘Chartreuse Wiggles'
5

* H. venusta ‘Variegata’

Edgers, low vigorous horizontal
growth (reduces edging time):

* H. ‘Blue Wedgewood’

* H. Ginko Craig

Ground coveror shallow horizon-
tal stems that allow plants to rapidly
populate an area:

* H.’Ground Master’

* H.Ventricosa Aureomarginata’

Background, large plants with
lush, exotic appearance:

* H. 'Big Mama’

Specimen plants:

¢ H.'Wide Brim’

¢ H, ‘Fragrant Bouquet’

Hosta's wide
range of colors,
variegated
foliage and
low light
tolerance

makesita

popular

landscape
plant. Photo:

Monrovia

zontal, above-ground stems, making them useful as ground
covers (see cultivar guide below). While site and mainte-
nance practices affect mature height and spread, proper
location and care can make hostas long lasting, valuable
landscape plants. Here are some tips from the University of
Nebraska Cooperative Extension, Lincoln, Neb.

SITE REQUIREMENTS. For best performance, plant hos-
tasin well-drained, slightly acidicsoil. Avoid poorly drained
locations, where root and crown rot are prevalent.

Select a site that receives some wind protection because
low humidity combined with heavy winds causes leaf
browning or desiccation. While most plants will recover
from wind damage, leaves developing after damage occurs
aren’t as attractive as the initial foliage.

Once established, hostas are drought tolerant, but they
require regular moisture for best appearance and size. To
improve the soil’s water and oxygen-holding capacity, add
organic matter one-third by volume. Spade or rototill or-
ganic matter to an 8-inch depth.

HOSTAS IN DESIGN. Low-growing hostas can be placed
at the front of a planting bed to form a distinct, unifying
edge. Taller hostas can be used as a backdrop for short
shrubs and flowers.

Hostas help direct viewers' attention to specific land-
scape features. For example, hostas placed near a building
entrance can strongly accentand draw attention to the area.
Scattered use of brightly colored or unusual colored hostas,
however, can draw attention away from other important
landscape features, decreasing orderliness.

Hostas can be used to influence the viewers’ perceptions of
size. When plants are placed near the viewer and smaller-
leaved plants are used in the background, the background
appears more distant. But hostas viewed in the background of
alandscape with small-leaved plants in the foreground make
the landscape seem smaller. - Ali Cybulski

The author is a Contributing Editor to Lawn & Landscape maguzine.
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CROWN & THATCH-INHABITING PESTS

Summing Up
Sod Webworms

Over 30 species of sod webworms have been identified in
North America. Pest species vary across the United States and
can be grouped into those inhabiting cool-season grasses and
those inhabiting warm-season grasses.

Species that prefer cool-season grasses are: bluegrass, we-
bworm, larger, western, striped, elegant and vagabond sod
webworms, and the cranberry girdler. Some of these may also
occur in the warm-season zones, but the imported tropical sod
webworm is the principal pest of warm-season grasses.

Sod webworm moths are easy to identify to species by
using wing color patterns. Adults of most species rest on grass
blades and in shrubs during the day and characteristically roll
the forewings tubelike around the body. The head has a snout-
like projection extending forward, thus, they
are also called snout moths. Tropical sod web-
wormadults hold their forewings roof-like over
the body. Usually two or three sod webworm
species cause damage in any given area and
species complexes vary across North America.

The larvae may be light tan to light purple
and often have a greenish cast due to the chlo-
rophyll contents of their gut. All species have
rectangular, shield-like spots in rows down the
body. Larvae are difficult to identify to species.
Consult an expert if this is needed.

DIAGNOSIS. Generally, cool-season sod
webworm larvae construct tunnelsin the soiland
thatch and line them with silk. At night, the larvae
follow the tunnels to the surface and feed on grass
blades and stems just above the crown. The sev-
ered stems die, leaving dead spots and / or sparse

Typical sod webworm larva (above) showing
rows of shield-like spots on body. When
uncovered in turf thatch, their green frass
(fecal) pellets are a sign that they have
recently eaten turf tissue. Striped sod
webworm (right) showing typical snout-like
mouthparts and common resting position on

grass blade. Photo: Destructive Turf Insects

and ragged appearing turf. However, sod webworm larvae
rarely kill turf. Brushing or raking away the dead stems
exposes the shortened green stems left by the grazing larvae.
The tropical sod webworm feeds along the tips and edges of
grass blades, similar to armyworms. High populations can
literally mow down turf.

An effective method of detecting infestations is to mix two
tablespoons of liquid dishwashing detergent in two gallons of
water (in our experience, Joy has not caused damage to the turf).
Apply the solution uniformly over one square yard of turf using
a sprinkling can (= soap flush). The soap solution irritates the
larvae, which come to the surface in 10 to 15 minutes. Early
morning is the best time to sample because the larvae are close to
the surface. Larger larvae may surface first and the smallest last
(after 20 minutes). This method is least successful when the
thatch and/ or upper soil are dry. Preirrigation may help.

LIFE CYCLE & HABITS. In cool-season turf areas, female
moths simply drop their eggs as they fly over the turf at dusk
and after dark. Eggs hatch in a week to 10 days and about six
weeks are required for development from egg to adult.

The most common species on northern turfgrass (blue-
grass and larger sod webworms)
have two generations each year
and overwinteraslarvaeinsilken
webs within the thatch or top
inch of soil.

Toorder copies of Destructive Turf-
grass Insects, by Dr. Harry
Niemczyk and Dr. David Shetlar,
call the Lawn & Landscape book
department at 800/456-0707.
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Weare halfway through the hottest summerwe have had
in years. The employees are drained and retention is
suffering. Can you give me some quick fixes or is this just

something I have to live with?

I can certainly empathize with your problem. When I
ran my business in Texas, this was a constant issue. Field
staff typically dislike working in 100-degree Fahrenheit
temperatures. Sure, this is doable for a while, but em-
ployees will wear down over time. The hot temperatures
also drain energy from the management team because
they deal with weather-related staff problems all day
long. Doing nothing, however, is not the answer.

[ have a few quick-fix ideas to offer, but typically I
think the problem needs to be addressed before summer.

To get though this year, think about creating new,
short-term incentives for your staff. Hopefully, they are
already on some type of reward-based compensation
program, but why not sweeten the pot? Consider giving
an attendance bonus to everyone who does not miss a
day in the next two months. Make a big deal out of the
program. Make it more effective by putting everyone’s
name up on a chart in your warehouse for all to see and
checking off each day the employees are present.

Besides progress charts, financial incentives can mo-
tivate employees to reach goals, such as production.
Charting progress gives employees a financial incentive,
and puts peer pressure on everyone. Not many people
want to be perceived as the one who can’t cut it. You
might even want to consider a team-based attendance
bonus with the same type of charting, but make sure you
don’t punish for absences arranged in advance.

Communicate regularly to your employees that you
understand what they are going through and thatyou are
going to reward them at a greater level for their efforts.
Empathy during difficult times is important. If your
employees know you care, they will be more inclined to
go the extra mile. Show you care by spending a day in the
field with them to reduce their workload. We had great
success with our “manager in the field” day, during
which all managers and senior administrators worked
with the crews. Involve as many people as possible and
end the day with hamburgers and hot dogs in the office,
where the field personnel can share stories about their
managers’ experiences. It is a great team builder and
shows your appreciation.

Little things show your concern and appreciation as
well. You and/or your supervisors could distribute
Gatorade and soft drinks at the jobsite in mid-afternoon
on a regular basis. Visit with the field staff and show

In addition to serving Fhe 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 300-em-

ployee, 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.

understanding for their work demands. Often, I would
come in early in the morning with my truck loaded with
donuts and orange juice to hand out before folks went
out in the field, and I would thank the staff for their
respective contributions at every opportunity.

Another angle is to consider hiring temporary staff to
fill the overload in the summer months. Many college
and high school students would love to work for four to
sixweeks during their breaks. Build into your hiring plan
an “employee buffer” of backups, which can allow you
to give time off to field staff in the summer and allow
them to recharge for a couple of days. This buffer also
ensures that there are always replacements in the wings
for those who can’t make it through the dog days.

Another idea is a mid-summer community service
project where all of the employees chip in. A company
I know of re-landscaped a park in an urban neighbor-
hood that lacked green space. This project meant more
work, but it got the employees excited and interested
about more than just making money for themselves or
the company. To keep your associates interested in their
work, you have to engage their hearts as well as their
minds and bodies.

There are many other ideas to keep staff motivated ‘

during a hot summer. Schedule a brainstorming session |
with your senior managers and your field staff. Have
managers ask their employees what is important to
them. Regardless of what ideas you have —do something.
Simply writing it off as the nature of the industry is a big
mistake. Put yourself in your employees” shoes and, I
suspect, you will understand.

SEPTEMBER 2001
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Retaining and obtaining clients can be as simple as a

two-word gesture — a thoughtful “thank-you.”

“You work for your customers all year long, and if it
weren’t for them, you wouldn’thave abusiness,” reasoned
Erich Heinrich, owner, Avalawn Landscaping, Cincinnati,
Ohio. Each year at Christmastime, his company floods its
commercial accounts with poinsettias — an inexpensive
investment that pays dividends in smiles.

“It's just like people giving their girlfriend flowers —
they don’t expect it,” he compared. The thank-you flow-
ers arrive at the doors of his large commercial accounts,
which he contacts in advance so he can deliver them in
person. With a crew in tow, he sets flowers on each
employee’s desk.

KEEPSAKES. The money business owners invest in
small thank-yous demonstrates a commitment to cus-
tomer service and a genuine interest in their accounts.
Whether the token is passed onto clients mid-season or
during the winter lull in landscape services, these gifts
spread a positive image, appealing to those considering
contract renewal.

“Last year, when I took in the flowers for the Arby’s
contract, I brought in seven or eight poinsettias for their
entrance - the top of them were 2 feet wide, at least—and
then I gave three or four for the president and directors
to take home,” he said. “With an office of 40 cubicles,
you're looking at $3 a cubicle and the large ones cost
about $10 to $12. The account is $90,000, so what's $250?
It pays for itself in the end.”

Heinrich’s poinsettias aren’t stamped with blatant
“buy my service” tags. In fact, he separates direct adver-
tising from his gifts, noting that thank-
yous accompanied with subliminal sales

Want to know how other contractors ;

4 : pitches defeat the purpose of the flower.
A € oo “You should be thanking them for a
challenge? Ask us, and we'll find

out. Send ideas for “Minding Your

[contract] that you received, not for one
you may get in the future from them,” he

Business” topics to :

h
e R
via fax at 216/961-0364. P

ers. “That’s not a thank-you.”

Instead, he attaches personal cards and plant care
directions to flowers. “I don’t think you should thank
someone with an advertisement,” he asserted. “It’s just
not as nice.” Heinrich sells more services without push-
ing his name on thank-yous, he said.

Same goes for the flags his company stakes in com-
mercial properties on the Fourth of July and Memorial
Day. The $2 flags are simple tokens of consideration and
nothing more, he said. However, the stars and stripes do
stand out, and he admits that when customers wonder
who put them in their landscape, he is proud to answer
his company’s name. “I have better loyalty with my
commercial accounts than some of my residential ac-
counts because of some of the things I do throughout the
year,” he figured.

NAMESAKES. David Pitts, owner, P & C Lawn Care,
Midwest City, Okla., said a combination of timing and a
phone number hint on his pen set gifts earned him more
sales. “Around here, when you mow the yard for the last
time, you don'’t see the client again until spring,” he said.
“Christmas gives youamiddle pointand gives the client
aboost, so when February comes around and they need
a lawn service, they remember me and they have my
number. It gives me a little more advertising.”

This off-season exposure and the convenience of glanc-
ing at the gift to find the phone number is an effective
formula, Pitts noted. “I think in the long run, we earned 10
times as much as we spent,” he said. “We kept our existing
numbers and we got 15 to 20 new accounts.”

Little thank-yous score big points when they are
personalized. Generic gifts are about as creative as re-
ceiving a mail-order Christmas fruitcake. “Companies
are starting to get larger, and [employees can] lose track
of who is working for them,” Pitts related. “Itis good to
be one-on-one with people and give them gifts they'll
like. You can personalize them without spending a lot
and clients feel special - like they’re the only ones you're
thinking about,” he said. - Kristen Hampshire L

The author is Associate Editor of Lawn & Landscape
magazine.
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JACK ROBERTSON
LAWN CARE
HEADQUARTERS: Springfield, Il
FOUNDED: 1977

SERVICES: 100 percent lawn
care coming from 93 percent
residential clients, 5 percent
commerical/industrial clients

and 2 percent government/
municipal clients.

2000 REVENUE: Approximately
$1 million

2001 PROJECTED GROWTH:
10 to 15 percent

EMPLOYEES: Six fo eight year-
round, two to four seasonal
AVERAGE SIZE OF PROPERTY
TREATED: 8,500 square feet
(residential)

THE COMPANY
MISSION STATEMENT: To do
the best and to be the best.
FUTURE CHALLENGES: To ex-
pand the business info other ser-
vice avenues and keep the quality

our customers are accustomed to.

THE OWNER

JACK ROBERTSON
BACKGROUND: Earned a de-
gree in agriculture from Western
lllinois University and the Univer-
sity of Missouri in 1977,
ASSOCIATIONS: He has been o
member of the Professional Lawn
Care Association of America for

more than 20 years and served on

the board for three years.
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Glﬁtﬁce

by Nicole Wisniewski

“Keep it simple, stupid.”
When asked for his advice on the fundamentals of running a lawn care

business, this is Jack Robertson’s reply.

To Robertson, president, Jack Robertson Lawn Care, Springfield, IlL,
simplicity refers to a lawn care operator’s ability to provide clients with
quality service they don’t need to worry about and to educate them on lawn
care. Client communication happens to be Robertson’s forte and, on a
moment’s notice, he can offer examples to further explain his theory.

“Say you go to the dealership and you want to buy a new car,” Robertson
started. “One car is $15,000, but it's too complicated to drive and the other is
$20,000, butit’s easier to drive. More people will buy
the more expensive car because it’s easier to drive.

“Here’sanother example,” he continued. “Our
office is located near an outdoor shopping com-
plex that includes at least five fast food restau-

Lawn Care

rants. One of those restaurant owners visited all Springfield, I1l. 62707
the stores one day, offering all local employees a PH: 217/787-5877
20 percent off discount to eat there. Where do you ;

FAX: 217/787-0773

think we go to lunch everyday? It's that simple.”

This simple service focus has provided Jack
Robertson Lawn Care, which has revenue of approximately $1 million, the
opportunity to grow consistently between 5 and 10 percent annually for the
past 25 years, focusing on a few specific niches - fertilization, pest manage-
ment, slit seeding and aeration — while maintaining a 95 percent client
retention rate.

Keeping a constant, watchful eye on service and using a few business
lessons he learned from his father, a background in horticulture and a love
for marketing, Robertson said he’s simply “taking care of business.”

BUSINESS LESSONS. Robertson spent his summers working for his
brother-in-law, who owned a Lawn Medic franchise in Springfield, Ill.,

Jack Robertson

3441 Constitution Drive.

LAWN & LANDSCAPE
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Jack
Robertson
Lawn
Care uses
business
basics and
marketing
know-
how

to stay

focused

and retain

clients.

Jack Robertson
(center) with
senior service
managers Brian
Cox (left) and
Mike Harris
(right ). Photo:
Terry Farmer
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while he pursued a degree at the University
of Missouri, Columbia, Mo.

The look of appreciation on clients’ faces
after his visits inspired Robertson to major in
agriculture, which he said was a booming
field in the late 1970s. “I enjoyed visiting
with the customers and doing what I could to
make their lawns look better,” he said.

After graduation in 1977, Robertson
planned to buy his brother-in-law’s busi-
ness, but he wasn’t familiar with the process
of borrowing money from abank to make the
transaction, so he asked his dad for help.
After discussing the exact amount needed,
Robertson and his dad made abank appoint-
ment, where he learned a valuable business
lesson. “We were sitting in the bank
president’s office and I was very nervous, so
Robertson admitted.

”

my dad spoke for me,
“My dad said, ‘Jack needs to borrow $X
amount to buy the business,” and the amount
he said was $15,000 more than what I ini-
tially intended to borrow. I couldn’t believe

ack Robertson won't tolerate unsafe work. Employees at Jack Robertson Lawn Care,

Springfield, Ill., don't receive bonuses for safety on the job — safety is expected.

Robertson also has little tolerance for unsafe products because they put his
employees in jeopardy on the job and show that he’s not supporting his end of the
safety bargain. “If I find that a product we're using is dusty and sticking to my
employees’ pant legs while they are working, then I don't want to use that product,”
Robertsbn said. “So if Product A is safer but costs more than Product B, I always go
with Product A. For example, we used a product that was yellow and stained
everything — equipment, trucks and clothing. For a while, we alternated between
clear and yellow-colored products to see what would work best. The clear product
cost more, but it turned out to be the best in terms of safety. If a product stains
employees’ pants, I don't want to use it.”

Robertson lists his criteria for a product in this order: safety, effectiveness and
ease of application. “I would rather spend more money on a product than have safety
problems because of it,” he explained.

That's why a uniform with long pants is essential for Jack Robertson Lawn Care
employees, Robertson said. “I saw a company the other day applying product with
shorts on - that won't happen here,” he pointed out. “I don't want the products to
get on my employees’ legs and skin. We're above that. Safety is everything.”

- Nicole Wisniewski
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it. I am sitting there wondering how I'm
going to pay back the amount I was origi-
nally going to borrow —but now $15,000 more?

“After we left the bank, my dad explained
to me that when you start a business you
should always borrow more than you need
and never touch the extra money so that you
start out with a positive cash flow,” he con-
tinued. “This made alot of sense. This money
was a huge positive in my bank account. It
also gave me security because I always knew
that I had money there to start to pay off the
original loan when I needed to.”

Robertson ran the Springfield, Ill.-based
Lawn Medic franchise until 1988 when he
dropped the franchise and changed the busi-
ness name to Jack Robertson Lawn Care,
giving it his own identity.

Also around this time, Robertson said he
had a vision that helped him make another
important business change. “Twenty-five
years ago, I was doing everything and wor-
rying about everything,” he explained. “I

did everything because I felt that I had to for
it to be done right. Fifteen years ago, that
started to change. I was concerned about all
the aspects of the business to the point where
Isaw myself on a railroad track with another
train coming straight at me. So, I made the
decision to start delegating some authority.
Ten years ago, I got a little better at it and,
today, I'm really good at it.”

The trick to delegating authority effec-
tively is first acknowledging that employees
can do additional work, Robertson advised,
adding that this is difficult because anytime
people are given flexibility they are bound to
make mistakes.

“People don’timprove and learn without
making mistakes,” he said. “Wanting tobein
control is what usually brings entrepreneurs
to the dance in the first place, so giving up
some of the reigns is tough. I still don't
delegate like I should or as much asI want o,
but there is an evolution happening here. I
do delegate a lot of duties and we've pros-

pered because of it. For instance, T have noth-
ing to do with routing and daily work with
customers anymore. Fortunately, [have good
people who can manage the day-to-day
things so I don’t need to be here 10 hours a
day anymore.”

Hiring people who have a positive per-
sonality and good work ethic enabled
Robertson to gain trust of long-time employ-
ees like senior service managers Brian Cox
and Mike Harris, who both have worked at
Jack Robertson Lawn Care more than 20
years, and give them extra responsibilities,
lightening his own workload.

TAKING ON TECHNOLOGY. Since
Robertson focuses on client retention, he
doesn’tbelieve in phone solicitation. He also
doesn’t believe in computer-generated form
letters. He'd rather send clients personalized,
hand-signed letters of business appreciation.

Robertson didn’t even want to embrace

(continued on page 36)

Optional hoses are
available for easy
cleanup
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Our vacs have a capacity
for hard wor

Our field vacuums combine impressive
power, large capacities, ease of use and long-
term reliability.

The Brouwer BV85 Vac, the largest
capacity vacuum unit of its kind, is ideal for
fast, economical cleanup of large turf and hard
surface areas. It’s easy to mancuver the BV85,
bringing its wide pickup head (up to 120
inches) and powerful suction
fan to bear on any
kind of debris.

USE READER SERVICE #32

Unloading is easy, thanks to its hydraulically
driven conveyor.

The mid-size Brouwer BV138 Vac is
designed for hard-to-reach areas that require a
compact, maneuverable machine. The BV138
features heavy-duty impeller fans, creating a
mulching effect on debris before it enters the
hopper to significantly increase capacity. And,
the BV138’s hydraulic
lift makes unloading
simple.

Two great vacs.
One great name. For
the best in field
vacuums, visit your
Brouwer dealer today.

Nobody cuts it like Brouwer

Model BV138
features hydraulic
lift unloading

289 N. Kurzen Rd. ¢ P.O. Box 504
Dalton, OH 44618-0504
330-828-0200 * Fax 330-828-1008
E-mail: sales@brouwerturf.com
Website: www.brouwerturf.com
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Brouwer Division of Textron Inc
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Don’t worry about replacing your organ
You've still got ! options.

|
Your favorite formulators are already offering| IWO

It might have crossed your mind: When the organophosphate insecticides come out of the formulated mixes

you use, what will be going in? And how effective will it be?
The fact is that two great insecticides from other chemical classes are already part of some of the best
formulated mixes you can buy. Look for DeltaGard or Sevin and relax.

DeltaGard® - The world’s most popular pyrethroid.

The world’s most widely used pyrethroid - deltamethrin - is the active ingredient in DeltaGard. It's an all-
purpose insecticide offering the attractive combination of broad-spectrum efficacy at very low doses - some
of the lowest doses on the planet. DeltaGard provides quick knockdown, high mortality, and a good residual,
too. As an organophosphate replacement? DeltaGard is up to the challenge. Several studies have shown it to
perform as well as or even better than Durshan.




chipco

Professional Products

Sevin® - The world’s most popular carbamate.

Sevin stacks up well against organophosphates, too, performing better than Dursban against pests that include
billbugs, cutworms, June beetles, and sod webworms. Sevin works through both contact and ingestion, and the
combined effect is quick knockdown with thorough control. Good residual activity keeps Sevin working for up to 14

days, and insects rarely show resistance to this trusted and proven compound

Look for them today.

Formulated mixes featuring these responsible and effective insecticides are available today from these fine formulators
Look for DeltaGard in products by Helena, Howards, Knox Fertilizer, LESCO, Regal Chemical, Southern AG, and UHS
Sevin is the insecticide in mixes by these formulators: The Andersons, LESCO, Regal Chemical, and UHS

PR Gard

Aventis Environmental Science USA LP / Chipco Professional Products / 95 Chestnut Ridge Road / Montvale, N| 0764
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cushy, convenient telephone technology like
voicemail because he said, “The last thing I
want to do is talk to a computer voice. | want
to talk to someone.”

But business growth, and a persuasive
office manager, convinced him to add
voicemail four years ago. “I'm amazed at the
estimates we'll give and get over voicemail,”

said Robertson, admitting he’s a bit old-
fashioned when it comes to embracing the
nature of face-to-face customer communica-
tion. “I guess voicemail works. It's hard for
me to believe because when I first started
out, the phone was everything - and to me
it'sstill everything. Whenitrang, Ianswered
it — and I answered it fast.”

=
turfco.com irect

PICK UP SONME
EXTRA MONEY.

Make up to

$3631day!

Bed Edger
Make up to Make up to
5363/day! 5617Iday!

26" Aerator

& ’ Make up to Make up to
‘ $363iday! 3 $513day!
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20" Aerator

Power up your earnings with Turfco Direct. When you choose
Turfco, you're getting tough, long-lasting equipment. Our factory-
direct prices save you money. Factory-direct parts, service and a
2-year warranty save you time. And having less down time will increase your profitability. Flex your
moneymaking muscle—call Turfco Direct today at 1-800-679-8201.

TURFCO MANUFACTURING INC. 1655 101stAve. NE ® Minneapolis, MN 55449-4420 e Phone-763.785.1000 * Fax-763.785.0556 * www.turfco.com

Make up to

$407 day:

USE READER SERVICE #33
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Despite his traditional views, Robertson
uses some forms of technology to his advan-
tage, including Caller I.D., which he consid-
ers one of his most beneficial business tools.
At Jack Robertson Lawn Care, a Caller 1.D.
box is attached to every employee’s phone.

“By the second ring, we can see who is
calling, be able to spell his or her name cor-
rectly, look them up on the computer and
have all the information we need right in
front of us,” Robertson enthused. “It's amaz-
ing how many clients are pleased just be-
cause I know how to spell their names cor-
rectly or can finish their addresses as they’re
repeating them to me. Even when they call
witha problem, withinsecondsIcanhave the
client’s entire service record right in front of

(continued on page 45)

hen Jack Robertson built his

new facility in 1991, he
wanted to, as he put it, “stand out like a
sore thumb.”

In addition to meeting all lawn care
and Department of Agriculture safety
requirements, Robertson, president,
Jack Robertson Lawn Care, Springfield,
Ill., chose the busiest section of his rural
community “right next to the Wal-
Mart,” to be sure his clients see the
office and have a chance to stop by. “I
chose a nice office building in a nice
area of town,” he said. “There's no
question that it helps boost our image.”

To make sure clients get a chance to
witness Robertson's professional office,
trucks and employees, he even invites
them to stop in throughout the year,
and gives them reason to by passing
out free rain sensors branded with the
company logo and other special thank-
you gifts. “We want our representation
to be at the highest level,” he said.

- Nicole Wisniewski

L.ocation,
L.ocation,
Location
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“Weed Man

Creating Opportunities for Growth

MUCH LIKE YOUR NEIGHBORHOOD lawn care
company, Weed Man started with one truck.
One $500 loan, one small office, one man -
Des Rice — and one vision to launch a successful
Canadian operation during the 1970s lawn

care boom.

One multiplied quickly, in Weed Man’s case.

“From that time to today, we pretty well sold
out every corner of Canada,” noted Roger
Mongeon, chief executive officer, who bought
his first Hull, Quebec, franchise in 1986. Today,
the company boasts $62.1 million in revenue,
with more than 150 North American franchises,
and has taken a firm footstep into the United
States. “Our goal in the next 10 years is to grow
our business in terms of systems and sales to
$200 to $250 million, and that will position us
as a No. 2 player in the lawn care industry in
North America,” Mongeon predicted.

Once again, Weed Man is ready to expand.

SUCCESS ISN'T ALL ABOUT NUMBERS,
HOWEVER. The first chapters of the Weed
Man story are familiar - an independent busi-
ness tends to details and cares about quality, at-
tracting clients by building a solid reputation
and retaining them by keeping its promises.

This philosophy has not changed. Weed
Man has outgrown its first office space and ac-
quired a few more trucks, but its standards sur-
vived and formed a foundation for a system that
caught on. “Now, we have the national brand,
but we're still maintaining the local flavor,”

Mongeon described. “The owner
of the Weed Man franchise is still
on site, and he has the fire in his
eyes that he is going to provide
the best service, and we offer
him the best tools.

“We built a commercial
model so that everyone can be
successful,” Mongeon added. “We have a
partnership with our franchisees, so when they
see who is involved in Weed Man, they see the
system and it makes sense.”

After 31 years of practice, the system Weed
Man passes on to its franchisees is time tested
and employee approved. Weed Man polished
the business tools, from routing to marketing, so
that franchisees can start with a “final draft” in-
stead of trying to launch or grow a lawn care
segment from scratch. Those who stick fo the
model can grow healthy, competitive lawn care
businesses, like Sam Morgan, president, Weed
Man, Wilmington, N.C.

“The system is the backbone of Weed
Man,” Morgan stressed. “Each step builds on
each other, and the plan is all stepped out for
you. Without it, we wouldn’t have grown our
lawn care business — we would’ve done the
same that we did last year.”

WEED MAN HAS EXPERIENCE BUILDING
BUSINESSES, beginning its first franchise ef-
forts in 1976, when Rice decided to branch out
his Canadian offices and formed Turf Manage-
ment Systems. Soon, franchises dotted Canada,
and entrepreneurs like Mongeon bought a

The first
chapters of
the Weed |

Man story are
familiar ~
they trace the
steps of an
independent
company
built on solid
systems and
steady
growth.

w2




piece of the pie.

“Our vision was to grow in Canada and
build the best possible system to grow the fran-
chise,” Mongeon said. “And while we were do-
ing that, we were developing a lot of systems to
operate lawn care.”

Developing effective methods, from budget-
ing and marketing to scheduling and routing,
was natural for Mongeon, who has an engineer-
ing background. And when he saw the fran-
chises blanket Canada, he researched the
United States market, figuring this success could
move southward. He was right. “l approached
Des Rice to purchase the master franchise rights
for the United States and was able to secure
that,” he said.

From there, Mongeon continued to tweak the
systems. This time, his challenge was to suffi-
ciently support large ferritories. “We wanted to
give franchisees a national brand with all the
systems attached with the Weed Man name, but
also give them the local support,” he empha-
sized. “We divided the United
States into 17 geographical
areas and recruited
subfranchisors, and our strategy
was to recruit the best people
we could in the industry to be-
come partners with us to execute
our strategy.”

These subfranchisors serve as
consultants for their territories
(see chart on page W4). The
“cream of the crop in the indus-
try,” they function as team cap-
tains, in a sense, offering both
the technical systems back-
ground and the moral support
needed when breaking into @
new business sector. Franchisees
correspond with their

subfranchisors daily over the
phone and through e-mail mes-
sages. They serve as a crutch for

new entrepreneurs and prevent them from “rein-
venting the wheel,” by offering them suggestions
to avoid common pitfalls, Mongeon explained.
In turn, subfranchisors expand their experience
by serving as industry resources.

“This is a way for those who have been in
the industry for years to ratchet and leverage
their expertise,” Mongeon noted. “What they've
been doing for 20 years they can teach people
and become a consultant, and that is a powerful
thing, because now, you have people sitting
next door, offering their own franchise area ad-
vice and supporting the franchisees locally.

“When you couple that with the systems that
we provide and the professionalism, there is no
better time to consider a franchise.”

NOW, ENTREPRENEURS ARE TAKING
ADVANTAGE OF THIS SYSTEM. “We pro-
vide the opportunity to have the sophistication
that comes with a national brand,” Mongeon
pointed out. “The marketing techniques, delivery
system, computer system — when you provide
that local owner with the brand name and the
systems, that cannot be duplicated by an inde-
pendent individual. You retain the local flavor,
but we give you the materials to grow.”

With 17 territories, 28 locations and 78 fran-
chise units in the U.S., Weed Man is permeating
the market. Already, franchisees note the ag-
gressive growth in their lown care divisions with
the Weed Man system. They attest to the sup-
port, their ability to grow a sluggish lawn care
department, their success in adding the service
to their existing business, and the background
they acquired in cases where they entered lawn
care from outside the green industry. Their
words capture this “local flavor,” and their expe-
riences contribute to Weed Man’s growth and
potential. “We want to grow from the ground
up, and we're right ot the starting gate,”
Mongeon added.

From there, anything is possible. After all, it

J

started with just one truck.




LAWN CARE IS MORE than a break-even add-
on service for landscape companies. Industry
market reports reveal that this service fills a
growing consumer demand for lush lawns,
ranking third in sales volume behind mowing
and landscape installation, according to a Re-
search U.S.A. study of the green industry. Com-
bined with industry consolidation, clearly, the

market conditions are favorable for fertilization.

“With consolidation in the industry, |
think there is a huge vacuum that can
be filled,” observed Roger Mongeon, chief
executive officer, Weed Man.

And clients are not hard to come by, studies
show. Nearly 80 percent of lawn care sales
stems from single-family residential homes, with
13.6 percent originating from commercial/in-
dustrial accounts. Consumers are investing in
their properties, and companies find similar
value-added results, as integrating lawn care
can balance more temperamental services.

A strategy to incorporate this service divi-
sion creates a smooth transition, as Heather
Schuster discovered. “Landscape contract-

Pennsylvania
lllinois

“Weed Man

Creating Opportunities for Growth

ing can be very volatile, whereas with
Weed Man, things are much more
steady,” noted Schuster, who owns a Weed
Man franchise and Terra-Firma Landscape in
Muskego, Wis.

Named fourth in franchise satisfaction out of
200 top franchisors in SUCCESS magazine's
2001 Franchisee Satisfaction Ranking, Weed
Man grasps the market's favorable lawn care
conditions and allows those who buy into the
model to harness its opportunities.

A lawn care company'’s average life is 18.3
years, according fo the study, proving this mar-
ket potential is not just a quick bottom-line
buffer, but instead, a long-term business venture.
In addition, start-up capital is reasonable. With
a tightening labor market, owners can't always
find reliable, skilled technicians to fill positions,
Schuster said, adding that she experienced diffi-
culty hiring workers for her landscape installation
crews. Research U.S.A. uncovered that most lawn
care companies employ an average of 5.5 year-
round employees and 2.4 seasonal employees.

“Human resources isn’t getting any easier,”
Schuster pointed out. “With Weed Man, you
need fewer staff people to do that type of work.
As a business owner, thot is aftractive because

it is less people to manage.”

Jon and Vicky

Cross-Country SUPPORT oo

Nebraska, lowa, Kansas,

United States Subfranchisors Aissouct

Tennessee, Southern

Pennsylvania

Brandon Sheppard
To contact a Subfranchisor ~ Terry Kurth Tom Mavuer Maryland, Delaware,
in your area, call Northern lllinois, New Hampshire, Maine, District of Columbia,
888/321-9333. Wisconsin, Minnesota Massachusetts, Rhode South Carolina, Virginia,
Island, Connecticut, West Virginia
Ken Heltemes Steve and Chuck Vermont
North Carolina Russell )
Georgia Michigan, Indiana, Jeff Kollenkark Jerry Merrill
Kentucky Nevada, North California Washington, Oregon,
Phil me and Idoho, U'Oh
Bob Ottley Dave and Hank John Sanders 1o
Ohio, Western DeVries New Jersey, Eastern Opportunities in

remaining states available
through Turf Holdings, Inc.
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BUSINESS IS BOOMING for Ned Cultrona
since he and his partner, Jim Freireich, pulled
Weed Man into their all-purpose landscape
company, which offers the gamut, from mowing
to snowplowing. As his Chesterland, Ohio-
based business grew, however, he recognized
a need to pump up his lawn care division. “I
always looked for a way to break into
lawn care in a bigger
way,” he remarked.
Cultrona soon found that
“breaking into lawn care”
boosted the success of his
other services, namely
snowplowing, which in-
creased from the 500 drive-
ways he and Freireich
plowed their first year in busi-
ness in 1994 to nearly 2,000
lost year. “In the pursuit

SYSTEMS AND
SUPPORT go hand
in hand, especially
when building a
business.

Steve Russell,
owner of a Weed
Man franchise in
Farmington Hills,
Mich., knew he
needed a “detailed
roadmap” fo refine
his internal opera-
tions. His $5-million
pest control busi-
ness, Eradico Ser-
vices, added lawn
care in 1981, most
of its clients com-
mercial. “We really

STEVE RUSSELL
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of lawn care, we also in- wanted to expand into residential, and Weed
creased our business in
regards to lawn mow-

ing,” he added. “We had

to add an extra truck

NED CULTRONA Man gave us a great plan to do that,” he noted.
; ‘ Weed Man supplied the plan to energize
/ ¢7/l(‘¢7515 /ooleeg{for a Russell's lown care division, and soon, he was

. vestioning why he hadn’t implemented these
way to break into lawn 3 i i

and we jumped from six methods earlier.
care in a bigger way.” employees to nine. We “1 wish we’d adapted the business
o ' didn’t expect that.” planning tools when we first started our

lawn care business, because we would
have been light years ahead of where
we are now,” he remarked.

Not to mention, the company tripled its fer-
tilization accounts from last year, he added. “It
dawned on me at that point, that there is only
one aspect of the green industry where you can The framework that drives this success outlines
grow like that — you can’t expect to plow 90 specific scheduling and routing procedures, so
percent of a neighborhood,” he said. technicians follow an organized, efficient daily
By applying Weed Man's systems Cultrona

fine-tuned his business, from finances to routing,

route. Financial planning techniques include a
spreadsheet program that allows business owners
and increased his customer base to sufficiently to base budgets on careful calculations instead of
serve accounts, he said. “I plan on adding at blind guesses, Russell added.
least one production truck per year for lawn “With this, you have a proven model, a
care, and growing it in our little backyard proven system and you follow it,” he said simply.
“We've retained our individuality and autonomy,
but we are part of a huge support system
where you don’t feel like you’re alone
out there. You’re working with other

people that have the same goal.”
W5

neighborhood,” he said.

“I've been doing this a long time, but on
such a grassroots size and small volume,” he
described. “My knowledge is increasing on a

daily basis.”
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HEATHER
SCHUSTER

‘I think it helps our
design/build clients
fcc/ rumﬁ:rla[v/c that

when their new in-
stallations are in, we
can take care of the
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LANDSCAPE AND
LAWN CARE can
form a perfect
union.

“The two re-
ally complement
each other
nicely,” noticed
Heather Schuster,
after incorporating
Weed Man into her
landscape business,
Terra-Firma Land-
scape, Muskego,
Wis.

“We finally
found a system
that would help
us with lawn
care,” she ex-
plained. “I could
never understand
how you could
make a profit on a
$40 application.”

Schuster’s high dollar volume landscape ac-
counts generated up to $50,000 per job, so

adopting a mindset that a less expensive service
could create profit was boggling, she admitted.
“But when we looked at how Weed Man per-
fected the details as far as routing and customer
service, it began to make sense fo me.”

The time-tested techniques created a founda-
tion for Schuster’s lawn care division, and like
turning to an old friend for advice, she felt se-
cure in implementing systems that others trusted.

While the lawn care division established
solid roots for future growth, it also presented
cross-marketing opportunities. “We always re-
ferred our landscape design/build customers to
other companies for lawn care. I think it
helps our design/build clients feel com-
fortable that when their new installa-
tions are in, we can take care of the
lawns from there.”

Creating Opportunities for Growth

SAM MORGAN is determined to be Weed
Man’s “Rookie of the Year.” He diligently sticks
to the specific budgeting sirategy, determined to
follow the system from A to Z so he can secure

his goal.

“I figured Weed Man would be a
good way to grow our business - | just
didn’t know how good it would be.”

Morgan describes his old budgeting process
— litle more than pencil, paper and “random

" ow

pricing.

he explained. “We were definitely ready for

some help.”

Morgan turned a one-man
lawn care department, run by
his partner, Coley Maynard,
into an organized, money-
making facet of the company.
Details drove the budgeting
process, with specific spread-
sheets that identify expenses
all the way down to the num-
ber of envelopes ordered each
year, Morgan pointed out.
“Now, | know what I'll have in
the bank at the end of the
year,” he said.

With a two-step budgeting
procedure, franchisees figure
their finances at the beginning
of the year and then make ad-
justments after six months. A
custom-designed software pro-
gram unique to Weed Man al-
lows business owners to ac-
cess support while online.
Subfranchisors can tap into the
system and move around num-

bers as the franchisee learns and makes adjust-
ments on his or her own screen.

In addition, the system offers the ability to ef-
ficiently route and sets up a strategy to make ap-
plications in a timely fashion, Morgan said.

“The system that they gave us did

something right.”

Things would slip through the cracks,”

SAM MORGAN
“I figured Weed Man

would be a good
way to grow our
business — 1 Just
didn't know how

good it would be.”

Weé




WHEN DAVE
THOMPSON left his
25-year law career,
he didn’t look back.
After negotiating

PHIL FOGARTY was no industry novice when he
invested in Weed Man one year ago. He helped
build a $1-million lawn care company through
networking and client relationships, but when he
sold this business and reentered the field, he

knew he needed to rework his marketing tactics.
“1 had no formula to help me go out
and get the residential clients that had
avoided me for so long - the sort of
cookie-cutter, regular guy who just
needs a lawn care program,” he noted.

a franchise purchase
from Turf Manage-

DAVE
THOMPSON

“With us, opposed to

ment at his firm, he
was intrigued by the
lawn care business.

“I had been toiling ,
a newcomer, we re

Fogarty started from scratch, without an exist- | for a long time in

law, and it was time tried and true in the

ing customer base from which to draw customers

since he signed a non-compete contract when he for me to try some-

. ’
turned over his business to another owner. “I thing different,” said l’“s’""’ss — weve

PHIL FOGARTY

never had the right for- team to run daily operations while he oversees
I had no f‘”’"“‘,a to mula or the support of a his franchises. He serves as the support system,
Izc,p me go out and group of people to make interacting with managers and answering ques-

get the residential
clients that had
avoided me for so
/ong — the sort of
cookie-cutter,
regular guy who just
needs a lawn care

progranm,

went out and got more new customers this past
spring than | ever did before when | was a mil-
lion-dollar company,” he noted.

He formed these new relationships by follow-

ing a strict telemarketing cam-
paign, which identifies a me-
thodical approach to gaining
new clients “that just rolls.”
Fogarty was closing sales and
matching progress predictions.
“Starting up a new system,
you have a big lump in your
throat and you hope that you
won’t do something wrong,”
he admitted. “When you see
things fall into place as
planned it's a huge relief. 1

that happen. Now, |
know what I spent on my
marketing campaign, so |
know what it costs me to
get a new customer.

“I really felt like they
brought to an old dog like me,
a new frick to go to market in
a much bigger way than | ever

did before,” he said.

the owner of six fran-
chises in Nova
Scotia and New
Brunswick. Thompson tried Weed Man in
1992, and since then has acquired other
branches and is looking to expand his Cana-
dian roots into a United States territory.

“With us, opposed to a newcomer,
we’re tried and true in the business -
we’ve experienced it all,” he said.

After Weed Man'’s training, Thompson said
he felt secure in his lawn care knowledge, and
this base created a solid foundation for his
business. “I think there is always an op-
portunity and a niche, especially in the
large, American market,” he noted.

Now, Thompson employs a management

tions like “How should | do it2 How should |
grow?” The U.S. subfranchisor set-up will foster
conversations like this, he added. # You have
the flexibility to grow and innovate.”
“My partners in my law firm used to look at

me like | had three heads when | told them |
was getting out of the practice,” he said, laugh-
ing. “Now they don't. | look forward to the time
when | can let someone else run the business

and make a good living at it as | have.”

experienced it all.”

A

This editorial supp/.'mvnl was written and prm/uc.':./fnr The Weed Man l'y Lawn & Lamlsvnpc magazine.
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Largest Lawn
Care Franchise
Company!

* Ranked No.1 in Lawn Care Franchise
Satisfaction Rankings, SUCCESS
magazine 2001

* Systems that will increase profits and efficiency

* Network of dealers provide a wealth of information

* Protected territory enables you to market efficiently

* In-depth training permits rapid integration

* Leaders in the industry will help

mentor and grow your business Call now for your opportunity:

1-888-321-9333

www.weed=-man.com



http://www.weed-man.com

(continued from page 36)

me. Forinstance, If Mrs. Xis calling to tell me
she has weeds, I can say, ‘Yes, I can see here
you had this problem last year, and that
you'redueforanotherapplication on Xdate.”

Robertson likes Caller L.D., which he’s
used at his company for eight years, because
it aids the office manager in routing calls to
the right person more quickly, and it reduces
the number of mistakes made by human
error. Even when he’s out of the office,
Rabertson can scroll through his Caller I.D.
names and track his missed calls.

CLIENTS COUNT. Robertson is proud of
his 95 percent client retention rate, and he
attributes this to special customer treatment.

Every spring for 15 years, Robertson has
sent clients a flyer along with their renewal
letters, encouraging them to stop by the of-
fice to pick up free rain gauges. The rain
gauges, which are 10 inches tall and marked
with the company logo, cost $2.50 each, but
he says the expense is worth it because it

brings clients into Robertson’s new facility
so he can witness their pleased reactions.

Three years ago, Robertson started treat-
ing the 500 clients who have been using the
company’s services for 20 years or more with
special gifts. He sent rain sensors in rose
boxes with red tulips wrapped in bows to his
femail clients, and he sent golf balls or fish-
ing lures to his male clients, based on their
specific hobbies. A personalized thank-you
letter accompanied each gift.

The second year of the program, he sent
clients Baker’s Square gift certificates for free
pies, and 78 percent of those clients picked
up their pies and stopped in the office, which
is located in the same area, to offer gratitude.
This year, Robertson made a donation to the
Ronald McDonald House charities in the
names of each of the clients in this group.

Even though these tokens of thanks aren’t
cheap - Robertson budgets $5,000 annually
for promotional items and plans to increase
this for next year, his 25" anniversary in

business - he said the extra effort contributes
to client retention and improves his business
image, which is worth the cost. “It’s really not
much of a cost when you figure out the return
on the investment,” he said.

lawnandlandscape.com %

SERVICE WITH A SMILE. In addition to
treating and thanking clients annually,
Robertson continually tries to educate them.
The company, which services 93 percent resi-
dential clients, uses whatitcalls service sheets
toinform customers of their visits, instead of

just leaving bills on their doors, Robertson said.
These sheets, which are printed on both
(continued on page 150)
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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.
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Based on 50 years of collective experi-
ence 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.
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The Blue Moose
Landscape Company

P.O. Box 694

Cape May Court House,

N.J. 08210

PH: 609/465-2443

46 SEPTEMBER 2001

Steven Rendzak started his landscape
careerin afashion that frightens most
established contractors, He wasareal
estate professional when he and a
coworker heard someone mention
that they made $14,000 cutting lawns
in one summer. “We thought that
sounded great because we never

thoughtaboutthe expensesinvolved

by Bob West

THE BLUE MOQSE
LANDSCAPE CoO.
)

465 - 2443

Three years after breaking

out on his own, Steven Rendzak

profitable year.

the

as well,” Rendzak recalled.

So he and his coworker put a hitch on a BMW,
bought some equipment at Sears
and started going door-to-door.
However, Rendzak’s experience
selling real estate taught him a les-
son thatimmediately differentiated
him from the countless other start-
up contractors. “We knew the im-
portance of professionalism when
you're selling to homeowners,” he
related. “So we got an insurance
policy for the company and we had business cards
made up. We wanted to do this the right way.”
The pair grossed $13,000 in their first summer,
which enabled them to purchase a new pickup
truck for the next year. In addition, they decided to
start providing small landscape installations to
accommodate the numerous requests from their

www.lawnandlandscape.com

residential clients. From there, the growth was steady
- $27,000in sales in 1990, $45,000 and the company’s
first full-time employee in 1991 and $90,000 in 1992.

“Once we got to $120,000 in 1993, we knew
growing the business further would be hard forus to
do because of what we didn’t know,” Rendzak ex-
plained. As a result, the company merged with a
local irrigation contractor it had been subbing work
to and became Coastal Landscaping in 1994.

“Our sales were $600,000 in 1994 with 15 employ-
ees as Coastal Landscaping, and that opened my
eyes to the potential in this industry,” Rendzak
commented. “I saw this could be a real business.”

Merging the two businesses gave Rendzak expe-
rience creating and running a larger company, which
taught him lessons to remember. “The biggest chal-
lenge we had merging the companies was handling

(continued on page 48)

has The Blue Moose Landscape

Co. on its way to its first

Steven
Rendzak
makes sure

his
company's
unforgettable
name and
logo appear
on all of the
company's
trucks and
trailers.
Photo: Blue
Moose
Landscape
Co.
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THERE’S NO -
RANGE OF CONTROL LIKE
THE DRIVE RANGE:

CRABGRASS
FOXTAIL
TORPEDOGRASS
DOLLARWEED
SPEEDWELL
CLOVER
DANDELION
BINDWEED
SIGNALGRASS

Drive* 75 DF postemergent herbicide is the shortest distance between broadleaf and grassy weed
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.

75 DF HERBICIDE

Closing the distance between grassy and broadieat weed control.
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(continued from page 46)

Rendzak’s
(far right,
standing)

team includes
nine full-time
employees
who comprise
three different
crews. Photo:
The Blue
Moose
Landscape
Co.

6 acres of heavy brush per day : ] , ,

on inclines up to 45 degrees! Pt the employees,” he pointed out. “They had a lot of fear about the deal

* Rugged, dependable, easy to maintain. : since they had never worked together before and they didn’t know

= Will cut down and reduce 2" Caliper trees to > who their boss was going to be or what their roles were. We had to talk
ulch in minutes. N &= to them a lot so they saw what we were doing.”

= = Having three owners in a business also created obstacles, and

Rendzak admits that he still wonders whether the trio structured the
company correctly. “We each took a different division - irrigation,
maintenance or installation - and we ran it ourselves,” he explained.
- P

“That means the three owners were each doing the same thing in

: : terms of going out and producing estimates, managing their crew or
For more information, contact your PeCo dealer TODAY! A S S :
crews and dealing with their customers instead of having one estima-

800'438'5823 tor, one operations manager and one administrator.”

Box 1197 = Arden, NC 28704 Plus, getting three owners to agree on strategic decisions often led

www.lawnvac'com to disagreements and unhappiness. “We had a two-thirds vote sys-

tem where we would do something if two of the owners wanted to do

it, but that didn’t always work because no one wanted to upset the
others,” he recalled.

As a result, Rendzak left the company at the end of 1998. “We had
a three-year non-compete clause in our buy/sell agreement unless
whoever left the company agreed to do so without any monetary
compensation,” he noted. “That's what I did because I wanted to stay
in the industry and stay in the area.”

WHAT’S ON THE HORIZON? Just as Rendzak was about to take
a job as an account manager with another landscape company, a
developer he had a relationship with asked him to bid on a condo-
minium complex that he was going to build the next year. “He told me
that he'd give me the $100,000 contract if | had my own company, so
I started The Blue Moose Landscape Co. in 1999,” Rendzak com-
mented. “Then I started from scratch again buying vehicles and
getting customers.”

The Blue Moose generated $222,000 in sales its first year, thanksin
large part to the aforementioned condo complex. “The hardest part
for our first year was being profitable since I had to finance all of our
purchases,” Rendzak admitted, adding that the company’s labor repre-
sented 46 percent of its total expenses. “Equipment and overtime are
where you can lose money, so those areas have to be controlled.”

Much of the company’s equipment expense stems from Rendzak’s
decision to purchase new machinery instead of used. “That was one

of the hardest decisions I had to make, but I saw the amount of

(continued on page 50)
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With The Only HONDA Powered
Zero Tumn In The Industry !t

Beat’em to the punch and be the first on your
block with the only HONDA powered Zero-Tum
machine in the industry. One of the most trusted
names in engines has joined forces with the
most powerful, productive, commercial Zero-
Tun machine money can buy. The Honda 6X
Series V-Twin, Overhead Valve Engine packs a
24 horsepower wallop along with superior fuel
economy to give all-around ultimate perfor-
mance. The legendary Honda reliability com-
bined with the legendary durability and ground

POWERED BY
speed of the Dixie Chopper is sure to make HO
this a workhorse. Call today to find out how to ENGINES viIr nunnnern
join the Dixie Chopper Team! GX seﬂe,] - ﬁ)z:s F'a';r':g'gv n’;ﬁg
e www.dixiechopper.com
165-CHOPPER
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First Look

(continued from page 48)

equipment breakdowns and downtime we
had at Coastal Landscaping, so | decided to
stick with new machines,” he explained.
“Plus, that contributes to the professional
image we want to portray.”

Last year brought unexpected growth -
sales jumped to $420,000 ~ which necessi-
tated the additional expenditures that ac-
company such development. “We wanted to
run two crews last year, but we decided to
get a third one started, which meant buying
another truck and trailer,” Rendzak pointed
out. Ultimately, the company fell about $45,000
short of profitability despite the growth.

“Weknew we needed to start minimizing
our expenses and turning a profit going into
this year,” he added. As a result, Rendzak's
wife, Lisa, returned to her job at a local bank,
which saved the company her salary and
added those administrative responsibilities
to Rendzak’s plate. In order to take on more
work without the capital expenses associ-

(continued on page 54)

S teven Rendzak, president, The Blue Moose Landscape Co., Cape May Court
House, N.J., had a nice name picked out for his company - Horizon
Landscaping. However, his wife vetoed the name, calling it too boring and saying
it didn'.t make the company stand out

“My wife had just bought some napkins with a blue moose on them, 5o she
suggested calling the company Blue Moose Landscape,” Rendzak explained. "1
was afraid no one would take us seriously with that name, but I thought the name
could help us if we ran the company professionally.

“We put the logo on all of our letterhead and business cards, and it goes on
our trucks and our enclosed trailers as soon as we get them,” he continued.
"People definitely turn their heads when they see our vehicles, and the logo and
name have real recall power." — Bob West

What is a

Blue

Protect your garden
with the most effective
animal repellent, guaranteed e 5 ot your e b g e

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

# Long Lasting Weather-Resistant Tank Only $895
www.deer-off.com DEE y

1.800.333.7633 ms——, F’

SNG
Equipment

Plain City, OH

400 Gallon Pickup Tank

Optional Optional
pump system & & for2
& engine hose reels

Fits any full size pickup truck bed

-Allows 50% of your bed for storage bocause

-Optional pump and Hose Reols

Mounting Brackets)

Phone: 614-873-3719

Call Today for a Free Video
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© Every blade of grass d ds on the:s
beneath it. On the soil microbes that
feed it. And nothing provides food ahd
energy to soil microbes like Nitroform*
! ureaform. It releases the right amount at
" the right time. Only when grass needs it.

The controlled release of

A lawn is only as good  iwotom gives you six
‘as its foundation. months or more of turf-

) growing benefits and even
longer-lasting payoffs for your soil.

/ Nitroform fights the effects of heat, traffic
and drought. It helps develop roots and
reduce thatch. Have your fertilizer supplier
make Nitroform the foundation of your

X fertilizer program.
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Nu-Gro Technologies, Inc., 2680 Horizon Drive SE, Suite 15, Grand Rapids, M1 49546 88K-370-1874 www.nﬁgmtech.cnm‘
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(continued from page 50)

ated with equipment, the company expanded
some of its crews

“We've got nine full-time employees not
counting me, with a four-man installation
crew, a three-man maintenance crew and a
two-man irrigation crew,” Rendzak re-
marked. “We've got a good foreman and a

big truck for the installation crew, so we
added people there to get more work out of
that crew, which has really helped. Plus, if
we find that our costs are getting out of hand
or the business slows down, we can elimi-
nate labor costs more easily than we can get
rid of a vehicle.”

EXPERIENGING
LABOR PAINS?

Birth New life
into your Business

With the Express Blower, you can solve your labor problems and increase your market
opportunities to take your business to a higher level. With one worker and an Express
Blower, you can have more done by 9 a.m. than a crew of five could do in a day.
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Enpress Jlower
800-285-7227 www.expressblower.com

Express Blower is a division of Rexius Forest By-Products, Inc., Eugene, OR

So far, this year looks profitable for the
company. Sales are $90,000 ahead of last year’s
numbers, and the company has a profit of
$20,000 year-to-date vs. a loss of $40,000 at
this time last year. Rendzak made a number
of changes, most of which were philosophi-
cal in nature, and focused on driving profit-
ability. “Unless absolutely necessary, we put
a freeze on purchasing any new, major equip-
ment for this year,” he explained. “We also
took our main employees into the books to
show them where the money comes from,
how easily it can be spent and how this can
relate to their pay. We are hoping this will
give them more respect for minimizing down-
time, broken or lost tools, etc.”

Rendzak also revamped his pricing ap-
proach, thanks to the help of an industry
consultant. “We completely revised our esti-
mating system, and that added 20 to 25 per-
cent to our bids without having a negative
affectonsales,” he related. “It taught me how
toincorporate the trucks, trailers, equipment,
labor burden, administrative burden and
profit into all of my bids.”

Now, Rendzak is happy to deal with the
issue of figuring out what to do with profit.
“That profit will go toward paying for some
of the debt we have, but 1 also want to start
offering more benefits to our employees,”
Rendzak explained. “We offer vacation time,
three paid personal days, paid holidays and
asimple IRA investment plan where we match
2 percent of an employee’s gross pay if he
invests in the plan, but I want to initiate a
health insurance program next year as well."”

Looking forward, Rendzak knows he
needs to develop employees who can assume
additional operational responsibility so he
can scale back his 70-hour workweeks. “I'm
grooming the foreman on the installation
crew to be more of a crew manager next year
so I'll focus on sales and dealing with clients
and he’ll get the crews set up and make sure
the work gets done each day,” he related.
“That way I can focus on actually running the
business, because when you're in the field
every day you're not managing the business
properly. You get caught up always saying,
‘Just do this,” and you're not watching the
profitability until you run the reports at the
end of the year.”

The author is Editor of Lawn & Landscape
magazine.
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If you buy equipment from one company,

fertilizer and control products from another

and seed from somebody else,
we may take a little getting used to.

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

turf grass seed, herbicides,

insecticides and fungicides

in one place. Plus replace-
ment parts, protective
clothing, wildflower seed,
safety equipment, hand
tools...and so much more.
All top quality and
intended specifically for
professional use.That’s
important.

Get used to it. Product
selection and convenience
like nothing you've ever
seen before. Only from
LESCO. Stop by one of the
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Professional or call us to speak
to a Customer Service Repre-
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Dormant trees
need attention,
too. Contractors
can convince
clients

to schedule
preventive

tree maintenance
during the fall
and winter
months.

Dormant lree Care

byNicole Wisniewski

!VI“". bk

russet.and ginger. Many people from all over the country travel to popular fall states like

In autumn, nature stages a vibrant encore as tree leaves

shift in color from cool greens to warm shades of scarlet,

Vermont and New Hampshire just to witness this blushing transformation.

But after their annual, multihued climax, trees are typically forgotten until the spring -
left to battle the cold months ahead alone. Many people don’t understand that winter’s high
winds, heavy snow and ice, frozen soil and temperature fluctuations can damage trees,
particularly those that stand isolated on residential and commercial landscapes without
protection from other forest trees.

While landscape tasks become a fraction of what they are during the peak summer
months, there is still work to do in the winter. Contractors can lessen the adverse effects of
wintry weather on trees with preventative maintenance.

THE BASICS. Some tree care fundamentals like proper irrigation and adequate mulch
application shouldn’t be forgotten as temperatures dip and clients switch from T-shirts and
shorts to sweaters and long pants.

Winter winds cause evergreens — and even some deciduous trees - to suffer from winter
drying. If water is not available as moisture is drawn from living tree cells, permanent
damage known as winter burn can result, warned Robert McMullin, founder and president,
Keystone Tree Experts, Doylestown, Pa. “The best prevention against winter burn consists
of planting only hardy species in areas of prolonged exposure, watering plants adequately
in the fall and mulching to insulate the soil and roots from severe cold,” he offered.

Since evergreens continue transpiring in the winter more than their deciduous counterparts,

(continued on page 58)
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Contractors
shouldn’t
ignore tree care
basics like
adequate
irrigation and
mulch when
securing them
in the fall
before the
effects of harsh
winter weather
take their toll.
Photos:

PhotoDisc
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The BEAST has become the most popular waste
reduction machine on the market for so many
reasons:
* Low operating costs » Ease of transportation
= energy efficient * Excellent mulch producer
* Up to 650 HP
Reduces green waste, leaves, brush, stumps, whole
trees, pallets, C&D, railroad ties, new shingle waste,

asphalt and more to a consistent end product of
varying sizes and consistencies

Self-propelled unit available with 325 CAT undercarriage

A MODEL 3680 BEAST RECYCLER *

> r
By Smorsacy

MODEL 1850 TRACK BANDIT ™ »
Towable or Self-Propelled
18" x 19" capacity chippers that will convert an
80' whole tree to chips in under a minute.

< MODEL 280 BRUSH BANDIT"
Hand-Fed
Disc-style chippers in 8", 8%, 12", 14" and 18"
diameter capacities are highly efficient and
extremely versatile.

MEGABYTE > gl \

The ultimate stump and log shear attachment with a wide
9'2" opening and dual pivoting shear.

Call for more information or to arrange a demonstration.

BANDIT iINnDUSTRIES, INC.

6750 MILLBROOK ROAD + REMUS, MI 49340
PHONE: (800) 952-0178 OR (989) 561-2270 * FAX: (989) 561-2273
E-Mail: brushbandit@eclipsetel.com * Website: www.banditchippers.com

WO# 7188
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(continued from page 56)

watering them two to three times throughout
the winter is plenty, said Bruce Phillips, local
manager, Bartlett Tree Experts, Fulton, Md.

There's even an old wives' tale that marks
Thanksgiving as the time to water evergreens.
“The theory behind the tale is that if you have
evergreens, they will actively transpire in win-
ter and if you don’t have active moisture in the
soil, they will become water stressed, espe-
cially if they get afternoon sun or wind,” ex-
plained Roger Funk, vice president of the Davey
Institute, Kent, Ohio. “So, you should water
around Thanksgiving and then again if there is
thawing in January. But if there’s plenty of
snow cover in January, don't water.”

Contractorsalso canspray evergreen trees
with an anti-desiccant or wax-like substance
in November or December for extra protec-
tion against the wind’s drying effects,
McMullin pointed out.

Concerning deciduous trees, Funk rec-
ommended contractors be cautious when
deciding whether or not to water. “Youdon't

want to waterlog them,” he said. “The water

Many contractors prefer to prune a tree when
it is dormant because a tree's overall structure
and shape is more visible without leaf cover.

from snow may be enough. Most deciduous
trees die from overwatering rather than
underwatering.”

Renewing mulch layers in the fall also
holds water and moisture in the soil and
insulates tree roots from severe cold. Since
the same active, absorbing tree roots can be
killed in the heat of summer as well as win-
ter, Funk said mulch offers essential root
protection. “If mulch is put down in the fall
before the soil temperature cools, then the
soil will retain a warmer temperature, keep-
ing it stable,” he explained. “This can also
extend the growing season slightly and help
to prevent weeds.”

Contractors should never apply mulch
more than 4 inches high, McMullin warned.
“Unfortunately, the practice of applying ex-
cessive, sometimes enormous, amounts of

mulch around trunks just seems to be get-

ting more common,” he lamented.

Funk said contractors should imagine the
forest floor's natural mulch that protects trees
when convincing their clients of mulching ben-
efits, “Trees are used to a lot of organic matter
in the woods,” Phillips added. “Trees don’t
compete with turf in the woods. They have the
extra organic matter from the natural mulch,
and they have better root growth as a result.”

Mulch should be applied 2 to 4 inches deep

(continued on page 60)

HOW TO GROW SOD QUALITY

LAWNS AND GREAT PROFITS'

> TORF

THE HYDROSEEDING EXPERTS

TURBO

Turbo Turt's 300 gallon hydro seeding system will seed 4000 sq. ft. per load. 300 gallon systems
are priced from $ 3995.00 ready to run, or lease at $ 99.00 a month with $ 196.00 down.
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TURBO TECHNOLOGIES, INC

Beaver Falls, PA 15010

1500 First Ave.,

1.724-846-0670 1-800-822-3437 rax 1-724.846-3470

www.turboturf.com
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(continued from page 58)

over relatively clean, weed-free soil, McMullin
stated. “Depth should be nomore than 2 inches
if soil is not well drained and up to 4 inches if
drainage is good,” he said, adding that mulch
should not touch tree trunks, should be 3 to
5inches away from the trunks of young trees
and 8 to 12 inches away from older tree
trunks. “More finely textured mulches should
be no thicker than 1 or 2 inches because they
allow less oxygen penetration than coarser
materials, such as nuggets,” he said.

NO BETTER TIME. Many contractors claim
that winter is the best time to examine and
treat trees for structural weaknesses. Dor-
mancy is a particularly good time to prune
deciduous trees because arborists can more
easily pinpoint a tree’s superstructure with-
out leaf cover, Funk pointed out.

“It is much easier to spot defects such as
cracked or overextended limbs when leaves
do not restrict visibility,” McMullin ex-

(continued on page 85)

Sales Viade

S elling winter tree work can be easy for contractors who are looking to break up
a booked summer schedule by moving some mid-summer clients’ tree work.

One way to persuade customers is to offer them a discount, advised Roger Funk,
vice presfdent of the Davey Institute, Kent, Ohio. The percent of the discount varies
based on a contractor's workload, Funk explained, but 10 percent is typically a fair
offer, said Bruce Phillips, local manager, Bartlett Tree Experts, Fulton, Md.

Another way to sell fall and winter tree work is to explain to clients that since
many of their annual and perennial gardens are gone by this time, less damage can
result from cleaning up fallen branches, Phillips said.

Clients also can be persuaded through education, pointed out Robert McMullin,
president, Keystone Tree Experts, Doylestown, Pa., who sends clients a newsletter
explaining the benefits of winterizing trees. This year's newsletter was mailed out in
late summer and includes information on fall fertilization, winter drying and pruning.
- Nicole Wisniewski

Simmple

ZIR....

ZEHDTLHNRAM

. Spreads and sprays over 7500
sq. ft. per minute
* One hand steering - zero turn
radius maneuverability
Stainless breakaway spray boom
100-Ib. 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

Subject to Doc stamps and sales tax.
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Trucks

Working wheels might be a

contractor’s most valuable

capital investment.

T4
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Without a fice set of wheels, business won't budge.

“1f the tpiek isn’t running, the contractor’s not going
anywhere,” Bob Aquaro stated simply. “I don’t care
how many lawn mowers he has, if he can’t get them to
the job site, he’s dead. It starts with the truck - it’s an

extremely valuable tool.”

More than a transportation mode, trucks serve as
mobile maintenance tool sheds, loaded with equipment
essentials and packed with power to pull trailers and
pushsnowplows, added Aquaro, vice president of prod-
uct assurance, Mitsubishi Fuso, Bridgeport, N.J.

A truck’s size, durability and versatility affect its
overall performance on the job site.
Afterall, a whole equals the sumof its
parts, and a truck is much the same -
cabs, beds, tires and brakes. “The
people driving these vehicles are not
truck drivers, they are landscapers,”
Aquaro pointed out, noting that de-
spite this laundry list of checkpoints,

Trailers
by Kristen Hampshire

still there is something to be said for simplicity.

Nevertheless, to shift a truck’s productivity into full
gear, contractors need to break down body types, match
transportation with application and couple this with
maintenance and training.

SUPER-SIZE IT. Contractors who assess their clients’
needs will outfit their garages with a customized fleet,
picked for productivity and built for longevity.

“They really need to understand who their custom-
ers are, what they are going to offer in terms of service,

www.lawnandlandscape.com




what demands that puts on their fleet

today, and then marry that with a busi-
ness plan for tomorrow,” advised David
Armitage, president, Centex Hometeam
Lawn Care LLC, Dallas, Texas.

Thismeansidentifying the company’s
current accounts and evaluating who the
business will serve as it grows.

“Understand how your customers will
evolve over time,” Armitage recom-
mended. “If you are going to offer differ-
ent services that require a different plat-
form, you need to stay flexible on the
frontend, and that may indicate different
purchasing requirements. You may have
to go bigger right from the get-go because
you are going to change your business.”

Size might be the most visible speci-
fication, even if not the most important.
Rated in categories, most contractors choose
Class II vehicles that weigh between 6,001
and 10,000 pounds. Trucks in the Class III
category weigh between 10,001 and 14,000
pounds and generally encompass chassis
cabs that contractors add to a body, de-
fined Steve Spata, technical services man-
ager, National Truck Equipment Asso-
ciation, Farmington Hills, Mich.

LAwWN & LANDSCAPE

Trucks are more
than transportation
for landscape crews
who depend on
these workhorses to
haul equipment
and supplies to the
jobsite.

Photos: Chevrolet

But before size, contractors must con-
sider towing needs. Armitage worksback-
ward to figure out how sturdy his trucks
must be to handle a typical load. “We
start with what our service demands are
based on the products we are using and
the amount of the materials we carry,
then we work back from there,” he said.

Underestimating pulling power de-
creases productivity and stresses the
truck, causing downtime - a clear profit
killer. “Buying a truck that is too light is
penny wise, but dollar foolish,” Aquaro
remarked, noting that trailers and dump
bodies call for a more rugged construc-
tion, and the suspension, tires and brakes
suffer if the truck is a lightweight.

Aquarosuggested loading atruck with
equipment and testing it on a scale at a
truck stop. If the reading exceeds the
truck’s gross vehicle weight rating (gvw),
an upgrade is in order. A 13,000-pound
truck generally will handle a contractor’s
load, though a 14,500-pound vehicle is
preferable, he added. To boost towing
abilities, Spata suggested larger rear ax-
lesand larger engines for a powerhorse to
haul necessities.

Trucks & Trailers » SEPTEMBER 2001

PRIORITY SEATING. While materials
and equipment boost scale numbers, the
crew also adds pounds and consumes
space. Companies that staff large crews
might choose an extended cab, which pro-
vides a backseat for extra employees. Some
contractors opt for roomier cab-over mod-
els that seat up to seven people, Aquaro
said. “Everyone can come and leave in
one truck - that's the advantage,” he said.

Operator visibility and a sharp turning
radius add to the appeal of cab-over de-
signs, and the cost is competitive with the
conventional pick-up, Aquaro pointed out.

Operation ease trickles down to labor,

Armitage pointed out. “Cab-overs are
very streamlined and not far away from
having a pickup with a cab, so the vehicle
is very driveable,” he said. “That allows
us to hire someone who has a good driv-
ing record who is comfortable driving a
pick-up truck, and they will be comfort-
able driving our vehicles.”

Still, smaller operations might find a
pick-up truck can carry their payload -
both manpower and machines - so they
stick to the typical truck. Again, applica-
tion dictates necessity, and bigger isn't
better if the cost surpasses the budgetand
space goes unused.

“Pick-ups are readily available, the
cost of acquisition is a little less than a
full-size cabin chassis platform and itis a
bit less customer aggressive,” Armitage
noted. “Some of these larger cabin chassis
become a little bit overwhelming from
the consumers’ sight standpoint.”

BODY SHOP. Durability is contrac-
tors” No. 1 transportation beef, Aquaro
remarked, noting that tough trucks will
muscle through strenous work conditions.

Part of this common complaint stems
from specification oversight, part of it
results from overlooking service offer-
ings. Forexample, Aquaro separates lawn
service from landscape, as they require
different truck features, such as tires. “If
[contractors] are bringing flowers or trees
to the site, they will want to go off the
road and onto the site, where lawn ser-
vice trucks stay on the hard top,” he said.
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For this reason, Aquaro said he often
sells four-wheel drive trucks to landscap-
ers, suggesting they pay attention to tread-
ing. “You see more two-wheel drive units
in the lawn service application because
they are not going onto the dirt,” he said.

Four-wheel-drive trucksalso fit snow-
plow applications, Spata added. “Versa-
tility and the ability to be able to do other
thingsin the off season isimportant, too,”
he noted. “To attach a plow, the manufac-
turers will specify what can be attached
as far as load goes - how heavy a plow is
and the weight of the truck plays into
this. Front axle capacity is certainly a
consideration.” Some manufacturers of-
fer a snowplow package, which includes
heavier axle ratings or extra suspension
components, he added.

For some businesses, adaptability
means transporting fertilizer, which also
calls for a special order, whether that be
adding spray tanks, a covered bed or

Trailers

accessories such as hose reels. Also, some
states’ restrictions require covered beds.
“When you throw 25 to 40 bags of fertil-
izeron a flat-bed deck, itis a little difficult
to secure,” Armitage noted. “We try to
conceal our materials, and you can’t cre-
ate an environment with chemicals that
can become a hazard to your operators.”

Also, more contractors turn to cov-
ered beds as an anti-theft device, Spata
added. Those without enclosed trailers
might consider a box cap or bed cap to
secure loose items. “You can even get
trucks with tinted windows so you can’t

’

see what is inside,” he noted.
FILLING UP. Ultimately, a truck is a
portable storage unit — portable being the
operative word. Drivers waffle between
gasand diesel options, weighing fuel costs
and monthly payments.

Since larger engines have heartier ap-
petites, contractors should consider fuel

economy when looking at engine size,
Spata said. “Your engine and your rear
axle dictate what you'll be able to tow,
and the biggest engines also consume the
most fuel,” he said. For gas-guzzling en-
gines, auxiliary fuel tanks can extend the
vehicle’s range, increasing efficiency and
preventing frequent gas station stops.
“Especially when you're pulling a
trailer, the truck will burn more fuel,”
Spata added. “Gas engines are a little
more particular than diesel engines in
that their fuel consumption will change
depending on what you are towing.”
Diesel engines enhance towing abilities
and generally accompany a heavier-duty
truck, Aquaro said. “When you build a
vehicle with a diesel engine in it, you arbi-
trarily build more strength into other com-
ponents because the torque that s created
by a diesel engine is much more than that
of a gasoline engine,” he said. “Generally
speaking, you are buying a more heavy-
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LEASING

TRANSPORTATION is the ticket to
growth for landscape contractors -
have truck, will travel. However, this
capital investment ties up a hefty chunk
of a business’s budget, and many start-
up companies can't afford to lay down
the dollars to purchase a vehicle that
fits their bill.

Eventually, the following question
surfaces: To lease or to buy?

“It all depends on their own per-
sonal financial judgment and what
works best for them,” noted Steve
Spata, technical services manager,
National Truck Equipment Association,
Farmington, Mich. Some prefer the
shortterm commitment that accompao-
nies a lease, others favor the flexibility
of purchasing the vehicle.

“For folks who want to have newer
equipment more regularly, leasing
might make a better option for them,”

Spata suggested. “And leasing also
might make sense for someone at fleet
level vs. an independent contractor.”
However, some smaller business
owners find that leases lessen the stress
on budget books, pointed out David
Armitage, president, Centex Hometeam
Lawn Care, Dallas, Texas. “You are
freeing up that capital for other things —
marketing, sales, staffing, chemicals,”
he listed. “You take one of our trucks,
which fully-equipped will be in the
$25,000 to $27,000 range, and that
is a lot of capital to tie up in cash.”
Furthermore, the residual value on
leased vehicles makes them more mar-
ketable, Armitage noted. However,
those who require vehicles with en-
hancements, such as attachments, could
suffer in lease agreements. “If you have
a specialty vehicle with bells and
whistles, you've limited the opfions of

who the dealer can lease o, so that
lowers the residual value and will in-
crease your monthly payment,” he said.

Also, leasing means carefully
watching for dents and dings, Spata
added. “You don’t want a bunch of
scratches, because that will drive up
your lease cost because it takes away
from the residual value.”

But leasing is o commitment, and
some contractors don’t know how their
business will evolve - they might dip
info new services or grow fremen-
dously. “Early on, we were buying ve-
hicles,” Armitage said. “It allowed us
to experiment with what platform was
right. If we had leased, we'd be tied
up with vehicles that were useless to
us. We have been able to move
around our early purchases, sell some,
trade them in and decide what was
right for us.” = Kristen Hampshire
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Trucks

duty vehicle with more fuel capacity.”

Diesel engines can cost up to $2,000
more, sosome contractors hesitate to make
this initial investment. However, the ad-
ditional cost pays for itself at the pump,
and Armitage said fuel can cost 20 per-
cent less in the long-run.

ROAD RULES. Driver's education isn’t
limited to pimpled teens waiting for their
four-wheeled ticket to freedom. New em-
ployees need a few lessons, too, remarked
Preston Leyshon. As equipment manager
for Chapel Valley Landscape Co. in Wood-
bine, Md., he realizes the liability of his
105-truck arsenal.

“Our name is all over the place, soifa
technician drops something off the truck
or cuts someone off [in another car], there
will be a phone call,” he said, adding that
the company has not experienced a major
accidentin its 32 years of trucking. “But it
is not by luck.”

Trailers

Training atechnician to operate a truck
is just as important as choosing the ap-
propriate vehicle for the job. Chapel Val-
ley requires technicians to clock a desig-
nated number of hoursin the vehicle with
a supervisor or foreman. For example, a
new employee trains 10 hours to drive a
pick-up truck, ranging up to 25 hours for
a large truck with a trailer.

The trainer then fills out a report for
each session, noting progress and topics
covered during the drive-along, Leyshon
noted. To accentuate accountability, each
employee is then assigned to a vehicle,
which they drive and maintain daily.

“Drivers are accountable for their
dents and scratches,” he described. “They
get used to the brakes and the transmis-
sion, and if they hear a sound that is
unusual, they can report it to the office. If
everyone were driving different trucks
all the time, they would not know if a
sound were different.”

Technicians familiarize themselves
with their “personal” vehicle, tending to
the pre-trip and post-trip maintenance
schedules that include cleaning, fueling,
and air and tire pressure checks, Vehicle
inspection reports outline these details.

When fix-it needs outgrow onsite ca-
pabilities, Leyshon notifies the dealer,
who sends out a mechanic. This conve-
nience is a key buying consideration, and
why Leyshon purchases his fleet from
one dealer. “If I had a variety of equip-
ment, it would mean more service manu-
als than I'm already looking at,” he fig-
ured. Here, simplicity is revisited.

Afterall, a truck’s role is essential, but
not complicated, Aquaro added, and a
vehicle that suits the company’s profile will
roll out profits. “The primary mission of the
truck is to get the payload there.” m

The author is Associate Editor of Lawn &
Landscape magazine.
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by Kristen Hampshire

GETTING

More than an equipment tow-all,
trailers offer a portable workshop that
IS orgonized, secure, efficient and

spreads the company name.

What's shaped like a rectangle and sits on four wheels,
blocks out the elements and conceals tempting gadgets?
Whatorganizes horsepower to ease strain on manpower,

and wears company colors to lure in new clients?

Contractors can uncover this riddle in their own park-
ing lot, most likely. The multi-tasking unit attaches to
their trucks and tows their equipment. More than a way
to haul mowers and transport trimmers, a trailer is a

Hitched

“warehouse on wheels,” compared Tony Bass, president,
Super Lawn Trucks, Bonaire, Ga.

“For too long, contractors have viewed trailers asonly
a way to haul their equipment and move their people
around,” he said. “The trend in our industry today is that
they should do more for you than that.”

Splashed in company colors, trailers mobilize a logo,
morphing it into a moving bulletin board. Their storage
abilities allow equipment to be shelved for easy access,
which boosts efficiency and cuts down time spent searching
for tools. In addition, a bounty of accessories, from storage
racks to lift ramps, can customize a trailer to meet specificjob
needs, making it quite the equipment chameleon.

THE FIGURE. Only tough towing equipment will with-
stand rough roads, temperamental weather and abrasive
work conditions. Trailers carry the burden of heavy ma-
chinery — they need a sturdy backbone to support their cargo.
“Landscapers make quite a few stops every day, load-
ing and unloading equipment, so it is important that the
trailer is designed and built with durability in mind,”
noted Larry Huemmer, division

Contractors can
choose from a
variety of trailer
options — open,
enclosed, steel or
wooden — to find a
fit for their
company's
equipment profile.
Photo: Wells Cargo

sales manager, Wells Cargo,
Elkhart, Ind. “You want it to be
dependable so that you are not
working on the trailer instead
of the lawn business, which
brings in your income.”
Construction covers not
only the platform, butalso tires,
brakes, lights, hinges and in-
side compartments — both the
obvious and the obscure, noted
Fred Ballowe, regional sales
manager, Supreme Corpora-
tion, Goshen, Ind. “Forinstance,
something as simple as rear ac-
cess, where you have the ramps

T10  seprEmBER 2001 « Trucks & Trailers www.lawnandlandscape.com LAwN & LANDSCAPE
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hinged, is important,” he said. “I've seen
a number of ramps that aren’t spring-
loaded, and you'll see contractors strain-
ing to get the ramps up.”

Inside enclosed trailers, heavy-duty
sidewall lining reinforces the structure,
he added. This provides a solid mount-

Trailers

ing board for racks, bins and pegs to hold
equipment. Stabilizer jacks fixed on the
rear corners anchor the trailer so contrac-
tors can take advantage of the mobile tool
chest even when it is not hitched to a
truck, Huemmer noted,

Depending on its contents, a contrac-

EXTIRA,

PLAIN-JANE TRAILERS are o thing of
the past. Now, contractors want to
customize their tow-alls - they are

looking for not just a mobile tool
shed, but an organized, functional
storage facility on wheels.
“No one has a basic trailer any- -
more,” pointed out Kory Ballard,
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whose company, Ballard Equipment in
Des Moines, lowa, manufactures gate
assists for utility trailers. “Everyone
has add-ons and they are spending
more money to upgrade trailers.”

Accessories from trimmer racks to
gate assists can clean up cluttered
trailers and boost job efficiency.
Ballard said gate assists also seem
more popular with contractors who
associate comfort with productivity.
Gate assists lessen the burden of
180-pound gates, allowing operators
to lift the heavy component with two
fingers, he said.

“When your crews are lifting the
gate 15 to 20 times a day, these as-
sists can reduce the wear on your
guys,” he noted. “Sometimes those
gates are brutal - it takes two guys to
get them up, and when you let them
down they slam to the concrete,
which doesn’t look good when you

tor can decide whether to outfit a trailer
with a wood or steel platform, said Tony
DeSantis, owner, DeSantis Landscapes,
Salem, Ore. “When we haveatrailer where
we are loading a lot of fine materials, like
topsoil or sand - something that might
slip through the cracks on a wood floor -
we want steel floors,” he explained, noting
that wood floors generally are a less-expen-
sive, suitable option for hauling equipment
that won't fall through wood seams.

Job requirements also play into which
material fits a company’s needs, Ballowe
pointed out, noting that lawn care pro-
viders might choose stainless steel over
painted black steel platforms since they
deal with fertilizers.

In conjunction with the platform’s
material, Ballowe recommended low floor
heights—-accessibility means convenience.
“Contractors are working on the side of
the vehicle as well as the back, so the low

LAawN & LANDSCAPE
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are in residential maintenance.”

Besides comfort, contractors look for
convenience. David Sargent, office
manager, Green Touch Industries, West
Palm Beach, Fla., noticed increasing
demand for trailer extras, such as
racks, shelves and pegs. “Without or-
ganizational products, you just have o
pile of junk on the trailer,” he rea-
soned. “With them, you have a profes-
sional, working frailer.

“You can imagine if you have two
backpack blowers, three line trimmers,
a backpack sprayer and a hedge trim-
mer — if you don’t have a place fo se-
cure those things on the walls, they liter-
ally sit on top of the mowers,” he de-
scribed. Contractors end up shuffling
equipment to reach what they need.

Furthermore, accessories can deter
theft, as each equipment piece can be
locked individually, Sargent said. This
prevention is two-fold, as contractors
also can protect equipment from dam-
age while en route.

“Without organizational racks, you
will spend more money repairing and
replacing your equipment than buying
the racks and getting your trailer set up
properly,” he remarked. = Kristen
Hampshire

bed height and low floor height is impor-

tant,” he said.

Furthermore, the support underneath
the floor - the wheels that keep business
rolling, so to speak — must be balanced,
DeSantis stressed, noting that trailers with
wheels too far forward can pull danger-
ous road antics.

“You can imagine driving down a
road, and all of a sudden the trailer is
going side to side with a heavy load,” he
described.

This fishtail effect can occur if 7,000
pounds of a 10,000-pound load is posi-
tioned on the front of the trailer, for ex-
ample. “You really need to look at how
you are going to load the trailer to keep it
from getting too heavy or too light,”
DeSantis added, noting that distribution
tops scale figures. “Balance is critical.”

This equilibrium encompasses more
than alignment. All of these structural con-

LAWN & LLANDSCAPE

siderations - frames, platforms and axles -
cooperate to form a sturdy trailer. Price
determines quality, so contractors are wise
to invest their dollars. “You can buy a
wrench for89 centsoryoucanbuy awrench
for $4,” Ballowe related. “It's what you can
afford, but you get what you pay for.”

THE BODY. Trailer bodies might be tall
and covered, stout and open - or even a
hybrid, like DeSantis’ combination trailer.

“We had just open trailers before, but
we needed to have some enclosed to keep
things dryand safe,” he described. “There
was room in the front of the trailer to

” Yeah, | paid more for my Hinos...
You know what?
They're worth every penny!”

Bob Witmer of Gassafy Wholesale Florist
in Fort Wayne runs 11 Hinos, and they
get a workout — up to 7,000 miles each

per month. Drivers like Hino comfort,
handling and tight turning radius;
Bob's sold on quality, reliability and
cost savings. Hino's efficient engine
and transmission save over $5.200*
in fuel costs per truck annually, Bob
says it best: “There may be a cheaper

product out there, but not a better one.”
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make a stationary area and still leave the
back open for other equipment. The en-
closed portion isa walk-in area that holds
blowers, small tools and fertilizer, and
has a drop-down ramp from the side.”
This model works for DeSantis - he
tailored the design to fit his applications,

Trailers

a primary step in determining what style
trailer bestsuits a business. The shop area
of DeSantis Landscapes houses more than
one trailer model, however. Flat bed trail-
ers with sideboards haul compost and
topsoil, and the combination models hold
maintenance equipment. Both open and

) ™
Mechanical Labor
at its best
Always ready to work, Amiable, Manageable, Safe, Dependable and

PAYS FOR ITSELF IN LESS THAN 60 DAYS!

the rollback insert for pickup truck beds

www.tkloader.com ¢ (304) 257-5430

USE READER SERVICE #163

GREEN'INDUSTRY
WOR_!(I-IOBSE

M|-—-<\u

Every Wells Cargo landscape
trailer is built with rugged durability
and hassle-free performance as standard
features. No shortcuts. No cutting corners. Just the
best built trailer you can own and customized the way
you want it. Thousands of units on the road are our
proof. Our comprehensive 3-Year Warranty Program is
your protection. Call (800) 348-7553 for a FREE information
packet and nearest authorized Wells Cargo dealer.

= WELLS

scargo.com

CARGY

USE READER SERVICE #162
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enclosed designsserve as functional trans-
portation tools, he said.

However, as theft incidents multiply,
some sway toward enclosed versions,
Huemmer said, noting that open trailers
are often open targets for damage, de-
spite equipment restraint chains. “More
and more, | think people in the industry
say that theft and vandalism is a real
problem,” he identified. “Enclosed trail-
ersallow landscapers to keep their equip-
ment locked up, not only when it is in
storage, but also on the job site or when
they go for lunch, for instance.”

This lock-it and leave-it convenience
doubles at the end of the day, when con-
tractors can treatenclosed trailersas their
warehouse instead of unloading all of its
contents and returning it to the shop,
Huemmer added. Though DeSantis said
he usually parks trailers indoors, he finds
thatkeeping the equipment onboard less-
ens the warehouse clutter.

Those who deal with harshsnow, wind
or rain also might choose enclosed mod-
els, Ballowe added.

Then, there are options to the enclosed
trailer, such as enclosed cab-over trucks,
which also gain interest from contractors
looking to conceal and organize equip-
ment in a vehicle that is large enough to
store many machines. The enclosed body
is permanently mounted on the truck,
minimizing backing, mobilizing and wir-
ing complications, Bass said.

These enclosed trucks also tend to be
taller — more than 7 feet high - offering
headspace and room for equipment like
ladders, pole pruners and back-pack
blowers, Bass added.

However, depending on a company’s
equipment mix, a contractor might prefer
a smaller attachment. Contractors who
only need to haul basic tools and want a
less expensive option might turn to open
trailers or smaller, enclosed wagons.

“Are you just cutting grass or fertiliz-
ing as well?” Ballowe asked. “What are
the dimensions of your mowers? What
else are you carrying? How big are your
crews? Once you have your pieces you
can figure out your square footage.

“What are you doing in the off-sea-
son?” he continued. “Are you shutting
down? Is the enclosed trailer of value to

LAwWN & LANDSCAPE
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ing around one piece of equipment to “You don’t want to throw in your equip-

get to another.” mentsoitlooks ragged when you're driv-

Also, neat, tidy trailers spread a ing down theroad,” DeSantissaid. “Those

FHECKO UTEHIS AT CIEDNLNE!
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you?” These questions should accompany
anequipmentinventory to determine the
appropriate trailer style.

INTERNAL ORGANS. No matter the
design, a trailer that traps equipment rather
than containing it hinders efficiency. Easy
in-and-out jobs require easy access,

“Access is critical,” Ballowe con-
firmed. “Whether it is putting more on
the trailer or being able to reach over the
side and get the gas can - everything
revolves around access. This links to time
management, You can’t run around the
truck three times in circles trying to get
this or that. You need everything in its
place.”

A hodgepodge of accessories, from
storage racks to shelving systems to cabi-
nets, bins and pegs, keep away clutter.
After all, timing depends on how quickly
and easily a technician can locate the
necessary tools for the job.

“Otherwise tools are stacked on the
floor,” Huemmer said. “With compart-
ments, they are out of the way and at-
tached to the side walls where you have
plenty of vacant space. This allows more
room for the mowing equipment to move
in and out of the trailers and there is less
of a chance of damaging the hand tools.”

DeSantis lined the inside of his en-
closed trailers with hooks, designating a
spot for each equipment piece, he said.
“That way, you can walk in without fum-
bling over everything. Big mowers are
loaded first, and they each have their
own space. They have to get loaded in
that order and the routine has to be kept
for the system to remain efficient.”

This loading order allows DeSantis to
fit necessary equipment in a confined
area. “We try to keep the trailers as small
as possible for maneuverability, so it's
important that [technicians] get the equip-
ment in there just right, both for effi-
ciency and for safety, so you're not work-

LAwWN & LANDSCAPE

positive image - one that attracts new
clients and assures existing customers
that the quality of the work parallels the
employees’ attention to their equipment.

things are very much on display.”

The author 1s Associate Editor of Lawn
Landscape magazine
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Light Truck Systems
for I-ton Applications
-..in Semi-Automatic & Automatic

Roll-Ritey
End Dump Systems
for Straight Trucks & Long Trailers

NEW!

ealed Variations

Roll-Rites brand tarp systems
are engineered to fit the job. Our
engineering expertise and real-
world experience in automatic
tarping are unmatched. In fact,
we have powered more tarping
systems throughout the world than
anyone else in the past 12 years, over
70,000 in the last 5 years alone. We fit
most dump body applications in light to
heavy trucks, including longer trailers,
side and belly dumps, as well as rolloff,
hooklift, and lugger trucks.

NEW! Side-to-Side System for Sealed
Applications is designed for straight trucks
and longer trailers that require sealed tarps
for asphalt, agricultural and other watertight
applications. Includes new TarpStretcher™
gear motor, exclusively for side-to-side tarping.

Call us toll-free for more information and your
area distributor.

Free brochure.

1-800-297-9905

www.RollRite.com

ELECTRIC TARP SySTEMS €2
Priced Like The Rest, But Clearly The Best!

Roll-Rite Corporation

2574 School Road

Alger, Ml 48610
Intecnational: 989-345-3434
Fax: 989-345-7805

Made under one or more U.S. Patents: 5,887,937, 5,829,819, 5,031,955
5,944,374, D427,135; 6,206,440; 6,257 646 and patents pending
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Trucks Trailers
by Daryl Lengyl

Truck safety is

critical for land- The commercial driver’s license (CDL) standards set by federal regulations have
" been in full force fora decade. While attending the state examiner’s school in 1989,
Scape companies; Irealized that certifying truck drivers was going to be a long, rocky road for many
companies. Before April of 1992, commercial drivers only had to pass certain
but many overlook "F P : Dottt
written tests. Now, anyone who wants to drive a commercial vehicle in the United
importo nt simple States has to take a written and complete driving test.
f :
Here are the keys to meeting CDL standards:
training steps. %
FACTS AND FINES. Any vehicle driven in commerce to transport passengers

or property requires a CDL driver if it has a gross combination weight rating of

Training staff o

operate frucks
before sending
them to the field
can protect a
company's fleet
and ensure
workers’ safely.
Photo:

Richard Ivey

MODEL 1600

3 Yard Gasoline
Vacuum Sweeper

PARKING LOT SWEEPER

Call today for free information on
starting a sweeping business.

(800) 345-1246

® How to charge for sweeping?

® What is the profit potential? Basic Sweeper Price MODEL 2200

® What does it cost to run a sweeper? $1 3’950_00 Slide-in Sweeper

® How to find sweeping customers?

® General sweeping information. WWW.MASCOSWEEPERS.COM

USE READER SERVICE #157

Protective Bedliner Kits dump dirt, mulch, limestone
and more... quickly and cleanly.

WRE-PRO

Heavy Duty Liner
BEDLINER Y. Y
“"Meowm Dury Sysren”

American Made, LLC

call the 12" 4 _800.356-0524

USE READER SERVICE #165

~ GOT DIRT TO DUMP?

Ambridge (Pittsburgh), PA 15003 Ph. 724-266-4535 Fax 724-266-5181 www.linersystems.com info@linersystems.com

T16  sepremeER 2001  Trucks & Trailers LAWN & LANDSCAPE



http://WWW.MASCOSWEEPERS.COM
mailto:ww.linersystems.cominfo@linersystems.com

Model 159 Schest 51 Shown, Rear 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.

2 i il O i L 2 e e T R SR B
3 e : :
FIBERGLASS PRODUCTS . .
USE READER SERVICE #153
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Trucks

26,001 pounds, inclusive of a towed unit
with a gross vehicle weightrating of more
than 10,001 pounds or more. That means
that if your truck or the combination of
your truck and trailer exceed 26,001
pounds, someone candriveitlegally only
witha CDL. That rating for any vehicle or
traileris established by the manufacturer,
and your truck dealer should know the
rating for the vehicle you buy.

If you or one of your employees oper-
ates a CDL vehicle without the proper
license, then the entire company assumes
a tremendous risk. In fact, fines for driv-
ing a vehicle without a CDL can reach
$10,000. If one of these drivers has an
accident, the company’s liability could be
astronomical. One landscape contractor
had one of its employees involved in a
minor accident with one of the company’s
trucks and trailers. Because thatemployee
didn’t have a CDL and ended up suffer-
ing back injuries, the company was sued

Trailers

for more than $100,000.

In addition, once drivers have a CDL,
follow up with all the compliance issues,
such as drug testing and Department of
Transportation physicals.

TESTING 1,2,3"s. Thenextstepisthe
driving test, which consists of three parts.
First, you will need to do a complete
verbal inspection of the vehicle. During
this portion of the test, the testing official
will expect the test taker to verbally point
out and describe more than 90 features of
the vehicles and how you can tell if they
are in good shape.

The other portions of the test require a
demonstration of at least four different
backing skills and road driving skills.

Over the course of my 30 years in the
transportation industry, | have observed
a number of similarities regarding vari-
ous companies’ perception of transporta-
tion issues. In essence, companies don’t

give this part of their businesses suffi-
cient attention, despite the tremendous
liability they are subject to every time one
of their trucks heads onto the street.

The owner has a great responsibility
and liability. First of all, in addition to
costs associated with paying employees
and purchasing the requisite lawn and
landscape equipment, vehicle expense
and maintenance is a major part of the
landscape business. Landscape contrac-
tors are not trucking companies in the
business to haul material for a fee. They
need to get equipment, material and
people to the job site safely and in a
timely manner. However, the employee
usually bears the responsibility for mak-
ing sure thateverythingisin proper work-
ing order on the vehicle, not to mention
checking to see that the truck and trailer
are properly loaded.

Giving this responsibility to the em-
ployees who actually drive the truck

* One Chassis,

Multiple applications
* Lower Loading Angle
* Reduced Overhead Costs
* Low Maintenance Cost
* Over 40 Models Available

Check Us Out At The
Green Industry Expo,

Booth #2100

(800) 321-3741

YRPLETRIEN 44

280 West 3rd Street
Garner, lowa 50438

www.hooklift.com

AUXILIARY ALUMINUM
CREW CABS BY
McHENRY TRUCK EQUIPMENT INC.
MODELS FOR 4, 5, 8, & 10 MAN

As a foremost manufacturer of crew cabs “WITH SAFETY IN MIND*
we have served the utility, landscape, municipality, and railroad
industries for over 55 years, with over 5,800 now in service.

ENGINEERED FOR PERSONAL SAFETY
ADAPTABLE TO ALL CHASSIS

McHENRY TRUCK EQUIPMENT INC.
3838 COTE BRILLIANTE, ST LOUIS MO 63113

1-800-325-0771

FAX 1-314-533-3422
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makes sense, but these employees have to
be educated about what to look for. The
Federal Carrier Safety Regulation: 392.7
Equipment, Inspection and Use states:
“No commercial motor vehicle shall be
drivenunless the driver thereof shall have
satisfied himself/herself that the follow-
ing parts and accessories are in good
working order.” These parts and accesso-
ries include:

e Lighting

* Rear vision mirror or mirrors

¢ Tires

* Trailer brake connections

¢ Coupling devices

¢ Steering mechanism

* Horn

* Windshield

¢ Parking (Hand) brake

e Service brakes

REGULAR CHECK-UPS. Besides check-
ing these items every day before leaving

the company, drivers also should check
their vehicles at the end of the day.

This pre-trip and post-trip inspection
can be done in less than 10 minutes. Each
company should have a simple checklist
for the driver to fill out after completing
the inspection so they are held account-
able and you have a record of these in-
spections. This could save hundreds or
even thousands of dollars for the com-
pany by catching something simple be-
fore it turns into something major.

Drivers need to consider basic items,
such as functioning turnsignals and brake
lights, as well as taking steps to safely
operate the vehicle.

Did you know that most accidents
withacommercial vehicle take place while
the truck is in reverse? In fact, more than
90 percent of truck accidents in this coun-
try every year result while backing up.

When was the last time one of your
employees got out of the truck and di-

rected the truck driver while he wasback-
ing the truck up? It only takes about 11
seconds to do a pull-up and about 22
seconds to get out and check the situa-
tion. When crew members are in a hurry,
those 11 seconds could cost hours and
thousands of dollars.

The way we drive on the road means
everything. Your employees are driving
a company vehicle with your company
name on it, and the public notices how
they drive to the account. How are your
more experienced drivers teaching new
drivers? Are they teaching safe driving
habits? When was the last time you evalu-
ated your employee’s driving habits?

I know we are all very busy, but driv-
ing these vehicles safely is also important
to your business.

The author is owner, CDL Training Consult-
ants, Cuyahoga Falls, Ohio. He can be reached
at 440/962-1515 or cdltraining@aol.com.

DEALERS WANTED

_The AMAZING Gate Lifting System! uspueneroison

Award

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

YANIVIEES

PRICED from:

s159-s199

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

OEMmie
Awards

WINNER of

Technological & 3
Innovative Excellence :

LAwWN & LANDSCAPE

f 8th Annual

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

* Increase crews productivity.

* Quality I-Year Warranty.

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

Note: Works on all utility trailers with side rails.

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

(AII Major Credit Cards Accepted)

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

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

PH: 800/ GMC-8782

For the landscape professional,
GMC Sierra offers best-in-class
GVWR and the highest trailer
rating.

GENERAL MOTORS ISUZU
COMMERCIAL TRUCKS

PH: 562/ 229-5000
www.isuzucv.com

Isuzu N and F Series Class 11 to
VII commercial trucks are sold

uvers’
(Guide

landscape contractors, including

through a nationwide network
of 200 dealers.

TRUCKS

CHEVROLET

PH: 800/950-2438
www.chevy.com
Manufacturer of trucks to meet
all landscape needs,

MIDDLE GEORGIA ISUZU
PH: 800/899-8696
Specializes in landscape

a contractor option.

FORD MOTOR CO.

PH: 800/FORD-115
www.commtruck.ford.com
Ford offers a variety of
commercial trucks, from E-
Series cargo vans to Super Duty
F-Series trucks and chassis cabs

contractors’ truck needs.

MITSUBISHI FUSO TRUCK
OF AMERICA
PH: 877 / 202-9650

www.mitfuso.com

DAIMLER CHRYSLER
PH: 800/992-1997

www 4adodge.com
Manufacturers of truck chassis

Manufactures trucks for that are custom made.

NISSAN DIESEL
AMERICA INC.

PH: 972 /756-5500
www.udtrucks.com
Distributor of Nissan Diesel
product line of light- and
medium-duty diesel trucks

READING BODY WORKS

PH: 610/775-3301
www.readingbody.com
Manufactures truck bodies
including service bodies, stake
and platform bodies, truck caps,
as well as a complete line of
truck and van accessories for
storage of tools and equipment.

SUPER LAWN TRUCKS

PH: 866 /787-3752
www.superlawntrucks.com
Manufactures enclosed van
body truck systems for the lawn
and landscape industry

@
ISU2U

ATTENTION
LANDSCAPERS

Special Deals On All

Landscape Trucks

Flatbeds, Dump Trucks, Super Lawn
Trucks, Stake Bodies...WE GOT IT!

2001 ISUZU NPR: gas,16' landscape body, auto.,
ac, am/fm, weedeater racks, water cooler rack,
shovel rack, curbside gate folds down

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

2001 ISUZU NPR, diesel, ac, am.fm cass.,
14’ stake body w/removeable sides

2001 ISUZU NPR: diesel, auto., ac, am/fm, 16’
LANDSCAPE BODY, Weed Eater Racks, Water Cooler
Rack, Shovel Rack, Curbside, Gate Fold Down

2002 ISUZU NPR HD, w/14' steel dump, auto., ac,
am/fm cass., 14,500 GYWR

USE READER SERVICE #169
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on advertised and featured products and services,
circle the appropriate number below.

FAX 216'961'0594 123 456789 101121415
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Name 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
Title 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
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at this location? (choose only one) offer? (please check all that apply)
. CONTRACTOR or SERVICES 1. londscape Insiallation
Q 1. londscape Contractor —— 2. londscape Maintenance
(maintenance & installation) —— 3. londscape Renovation
Q 2. Chemicol Lown Care Company — 4. Mowing and related maintenance
(excluding mowing maintenance service) — 5. lrrigation Instollation
" . £ 2 Q 3. Lawn Maintenance Contractor ey | Im?ahon Maintenance
| would like to receive (continue to receive) Lawn & Landscape free of charge. 4. Omamental Shrub & Tree Service —_ 7. Tor pesticide application
D Q 5. Irrigation Contractor — 8. Ornamentol/tree pesticide application
2 Q 6. londscape Architect — 9. Torf fertilization
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describe) — 11, Tree Pruning
— 12, Snow Removal
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Q 8. In-House Maintenance including
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SUPREME CORP.

PH: 800/ 642-4540
www.supremeind.com
Manufactures of landscaper

Dumper dump insert bodies for
medium to heavy duty pick-up
trucks, as well as E-Z Dumper
inserts for utility body

bodies and platforms. applications.
TRAILERS FEATHERLITE TRAILERS
BALLARD EQUIPMENT

PH: 800/800-1230
www.featherliteinc.com

Full line of hauling equipment
and utility trailers. Open and
closed models available.

PH: 877 / 65-0951
www.ez-gate.com
Manufactures trailer gate
assists.

THE CONCRETE EDGE CO.
PH: 800/314-9984
www.lilbubba.com/trailers.htm
Custom trailers for the
landscape border industry.

GRANT MANUFACTURING
PH: 304/693-7000
www.tkloader.com

A multi-purpose pickup truck
loading device.

E-Z DUMPER PRODUCTS
PH: 888/ 386-7977
www.ez-dumper.com
Manufacturer of a complete line
of E-Z Dumper dump trailers in
low profile and deck over
styles. Manufacturer of E-Z

HAULMARK INDUSTRIES
PH: 800/348-7530
www.haulmark.com
Manufactures steel frame cargo
trailers.

HARVEY TRAILERS
PH: 800/532-5081
www.harveytrailers.com
Manufactures trailers,
accessories and parts.

PACE AMERICAN, INC,

PH: 800/247-5767
WWW.paceamerican.com

Pace American is a manufac-
turer of commercial quality
landscape trailers. Choose from
stock units or custom build
your landscape trailer.

PRONOVOST

PH: 418/365-7551
www.pronovost.qc.ca
Manufactures dump trailers.

REDI HAUL TRAILERS

PH: 800/533-0382
www.redihaul.com
Manufacturer of equipment
transport trailers, dump trailers
and utility trailers

TOW PRO TRAILERS

PH: 219/389-8760

Manufactures tube steel powder
cased landscape trailers

UNITED TRUCK PARTS
PH: 877/ 887-7278
www.unitedtruckparts.com
The manufacturers of the DMI
hitch line

WELLS CARGO

PH: 800/348-7553
www.wellscargo.com

From transporting all your tools
of the trade to projecting a
professional image, a Wells
Cargo LS Series landscape
trailer has the “right stuff” to
get the job done.

Accepts ball,
pintle or weight-
distributing mounts

Extends 7"

+ 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 Ibs. weight carrying and 1,200 Ibs. 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.

Improves Productivity!
Reduces Workmen’s Comp Claims!
swings 122 Makes Your Trucks Last Longer!

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

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

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

for a distributor near you.

AL
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http://www.supremeind.com
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http://www.ez-dumper.com
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http://www.harveytrailers.com
http://www.paceamerican.com
http://www.pronovost.qc.ca
http://www.redihaul.com
http://www.unitedtruckparts.com
http://www.wellscargo.com

ACCESSORIES HOLT SPECIALTY
ADVANCED TRACKING EQUIPMENT
TECHNOLOGIES, INC. PH: 800/643-8713

PH: 800/279-0035
www.advantrack.com
Global positioning system
tracking devices.

www.holtequipment.com
Manufacturer of a trailer roll-
off system with open-top
containers. A hoist system
raises and releases the

GREEN TOUCH INDUSTRIES containers.

PH: 800/621-6919

www.green-touch.com JUNGLE JIM’S
Organizational products for PH: 888/844-5467

landscaping. www junglejimsap.com
Manufactures lawn accessory
HERCULINER products, including the Gear
PH: 800/323-5440 Caddy for organized trailers.
www.herculiner.com
Produces bedliners suitable for KNAACK
landscape trucks. MANUFACTURING
PH: 800/ 456-7865
HIGHWAY PRODUCTS Manufacturers shelving
PH: 800/ TOOLBOX systems.
www.800toolbox.com
Tool boxes in various sizes METKO INC.
constructed of aluminum, steel PH: 920/898-4221

S & "Trailers

Manufacturer of ramps for
trucks or trailers.

McSTACK CO.

PH: 770/509-7011
www.mcstack.com
Manufactures trucks, trailers
and accessories for the green
industry.

PUMPTEC

PH:763/433-0303
www.pumptec.com
Twelve-volt pressure washer
accessory to attach to landscape
trailer.

ROLL-RITE CORP.

PH: 800/297-9905
www.RollIRite.com
Manufacturer of automatic and
semi-automatic polished-
aluminum tarp systems for
most dump body applications.
New product includes

for Sealed Applications to cover
trucks and longer trailers
requiring watertight tarping.

SCORPION LININGS

PH: 800/483-9087
www.scorpiontruck.com
Sprayed-in bed liners and
spray-on protection for trucks,
trailers, etc.

TRIMMER TRAP

PH: 502/458-6195
www.trimmertrap.com
Manufactures accessory racks
that hold maintenance
equipment such as trimmers
and blowers.

TUFLEX

PH: 800/327-9005
www.tuflexmfg.com
Manufactures seamless
fiberglass tanks, storage chests
and spray systems among other

or stainless steel. www.metko.com automatic Side-to-Side System accessories. Ll
Hl.l hes Trail AD INDEX
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Hughes Dump&Go Live Bottom Truck Bed T ;
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Introducing Silverado’ HD. Most trailering capacity of any full-size pickup with the available Vortec™ 8100 V8. 340 hp,
455 |b.-ft. torque’ Also available, the new Duramax” Diesel V8. 300 hp, 520 Ib.-ft. torque. From Chevy. The most

dependable, longest-lasting trucks on the road! 877-THE TRUCK or chevy.comisilverado

SILVERADO HD
=
LIKE A ROCK

Al clas exchude other GM vehickes. *Based on comparably equipped vehices. tDependabiy based on longevty: 1981 - 1999 full ine ight-duty truck company regstrations. © 2001 GM Corp. Buckle up. Amenca
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Gain Control

At last - the answer to fleet managers real
problem - accountabliity - 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

."m\llh.

www.advantrack.com

*GPS - Global Positioning System of 24 orbiting satellites

Use precision
GPS technology
developed by the
Department of
Defense for
exceptional
control.

“| can actually see where
my vehicles are."

“We have reduced our fuel
cost and time sheet errors
substantially.”
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“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.

mobileyes

6001 Savoy #505 Ph: 800-279-0035
Houston, Texas 77036 281-494-3636
sales@advantrack.com Fax: 281-494-3644
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(continued from page 60)

plained, pointing out that proper pruning
encourages growth, improves plant health,
L repairs damage and adds aesthetic appeal.
x “A skilled arborist has no trouble telling the
dead limbs from the live ones when there are
l no leaves.”
| Plus, winter is the only time to prune
! trees susceptible to boring insects, Funk
stressed. “When you wound a tree through
pruning, the tree gives off substances that
these boring insects zero in on,” he said.
“Vascular wilts are spread by insects that are
attracted to these wounds. But during the
winter, the beetles aren’t active, so this is a
good time to prune. You wouldn’t want to
wound trees that are susceptible to this in-
sect when they are active.”

Just as orchard owners prune their trees
heavily in the winter for increased fruit pro-
duction, Phillips said arborists perform heavy
crown reductions on clients’ dormant trees.
Since trees store energy for the next growing

season instead of using it up, pruning tips to

reduce overall size in winter helps contrac-
tors avoid removing leaves that are provid-
ing the tree with food or energy for growth,
Phillips said.

But dormant deciduous trees aren’t the
only ones that need a little attention in the
winter. Evergreens also can be pruned in the
fall and winter, particularly to cut back long
ends that can break from heavy snow and ice
build-up. “Pruning trees before storms oc-
cur makes them better able to carry the extra
weight,” McMullin commented. “Branches
can be thinned to reduce their surface area
and wind resistance. This encourages the
formation of the strongest possible limbs as
well as the strongest branch attachments.”

According to Phillips, as little as % inch of
ice or more on branches can cause severe
damage. To prune evergreens correctly and
help prevent breakage, cut back long ends to
lateral limbs going in the opposite direction, he
explained. “The piece you take off should not
be less than one-third the size of the lateral you

cut back to,” he said. “For example, when you
cut back a 6-inch limb, you would not take off
more than 2 inches in diameter of the branch.”

EXTRA SUPPORT. When pruning alone
isn’t enough, properly installed cables, braces,
stakes or guy wires can add support to a weak-
ened part of a tree before heavy winter storms
and winds hit. But this needs to be done on a
case-by-case basis because tree trunks only

grow stronger without stakes, Funk warned.
Contractors should keep an eye on ex-
posed trees” reactions to winter storms as a
first step in deducing whether or not a tree
needs extra support. For instance, Funk re-
members when a storm started to heave the
wind side of one exposed 20- to 30-foot-tall
tree last year. Even though he doesn’t recom-
mend staking trees smaller than 20-feet tall,
this particular tree needed support. “Itdidn’t
come out of the ground, but the wind loos-
ened it,” he said. “So this year we will prob-
(continued on page 88)

THE EVERGREEN FOUNDATION

Bringing Professionals and Volunteers Together to Create Green Spaces that Improve our

It's a proven fact:

Green spaces such as public greenways and trails:

* Act as filters to cleanse the air of pollutants

* Act as sound buffers

* Have a calming effect on mind and body

* Are places for recreation as well as enjoyment
* Provide habitat for wildlife that would otherwise

be driven away
The Evergreen Foundation is unique among
existing organizations working to create
new greenways. We harness the skills and
resources of professionals in the Green
Industry, including manufacturers, and
couple them with dedicated volunteers from

local communities.
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Before you can beat crabgrass you have to think like crabgrass.




RESEARCH

The smartest way to outwit a weed? One application of easy-to-use Barricade® each fall. Its season-long control of crabgrass is
unparalleled. Plus it also controls spurge, knotweed, purslane, and 26 more weeds. Making your job a little easier means we
get to know problem weeds like crabgrass inside and out. Perfecting a full ensemble of products to protect your turf, that's

what we're here for. Call 1-800-395-8873 to contact your local Syngenta sales representative and learn more about Barricade.

Y Barricade

Herbicide

www.syngentaprofessionalproducts.com

27415, Bamcades and the Syngenta logo are trademarks of 3 Sy
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(continued from page 85)

ably guy wire it because it will be even more
sensitive to wind damage.”

While staking and guying are tradition-
ally for overall trunk and tree support, ca-
bling and bracing can support weak branches
that are higher in the tree. Phillips said ca-
bling can be put on the top one-third of a tree
for support if it has a weak fork so pressure
iskeptoffof the tree base. A long branch with
cavities or holes also can be cabled back to
keep wind from whipping the branch and
breaking it.

When a tree forms a wishbone where it
can be pulled apart easily, bracing the two
branches together with a rod also can add
winter support.

In addition to wind and storm stress,
trees must battle winter sun. On sunny win-
ter days, a tree’s trunk and main limbs can
warm up to 15 degrees higher than the air
temperature, McMullin said. As soon as the
sun’s rays stop reaching the stem, its tem-
perature goes down fast, causing injury or

permanent damage to the bark in one of two
main forms - sunscald or frost cracking.
McMullin said contractors can protect the
trunks of young, susceptible trees with a
suitable tree wrap.

Extra protection also comes in the form
of nutrients. The root systems of dormant
trees never go dormant. When temperatures
are at or below freezing, a tree’s xylem flow
slows down and cannot absorb water, but
the minute conditions allow for growth, ab-
sorption becomes possible, Funk said. Con-
sequently, soluble fertilizer can be injected
into trees before temperatures plummet be-
low 50 degrees Fahrenheit.

“The only problem is that if you put
soluble nitrogen down and the root system
can’t take it up then the product is suscep-
tible to leeching,” Funk explained. “You
need to do this early enough in the fall.”

For this reason, using slow-release fertiliz-
ers during dormancy is typically a better bet,
Phillips advised, recommending the injection

of liquid, slow-release fertilizer with a long
needle about 1 foot into the tree’s root system

Despite all the protection contractors pro-
vide trees via mulch, pruning, irrigation and
fertilization, sometimes Mother Nature is
unmerciful and storm damage is inevitable.

After a severe storm, contractors should
first remove broken limbs from clients’ trees,
McMullin said, advising contractors not to
wait too long to perform this task. “Pruning
to remove broken stubs and restore the bal-
ance of the crown can be put off a little while,
but it shouldn’t be delayed more than one
growing season,” he said, adding that dam-
aged trees should be watched more carefully
the following year.

Fully restoring trees to their former health
and beauty may take some time, McMullin
said, but most trees generally can make a full
recovery.

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

BLOWER BUGGY Carrier
Low profile for walk-behind blowers
Blow debris with speed & ease

Call for dealer

INCREASE PRODUCTIVITY WITH JRCO

Heavy-duty attachments for commercial mowers

Jrco

800.966.8442

LEAF BLADE Plow

55" wide galvanized steel blade
Flat stainless steel spring tines

www.jrcoinc.com
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Will help you create a natural

border around your water garden. »
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SALES INC.

Ny
124 E. ST. CHARLES RD. * VILLA PARK, IL 60181 = FAX: 630-833-0816
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Avoid Aggravation: You Need
MECHANICAL AGITATION

*Mix and shoot thick wood or paper
slurries without plugging

*Fill quickly from ponds or nurse
tanks—no additional pump needed

*Load complete mulch bales in seconds—
no pellets or pre-grinding required

*Honda engine with special gear reduction
engineered to provide powerful agitation
and pumping power

*Corrosion resistant baked on
epoxy coating

e Trailers and other accessories available

900 and 1200 Gallon
Diesel, Goosenecks also available

iINCAID

Kincaid Equipment Manufacturing

For more information or to arrange a
demonstration CALL B00-854-7287 x 17
Or visit our website: kincaidequipment.com
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Want a better bottom line’

Iry something new. :

9D

Increase your profitability: With more than 200 years collective landscape industry experience,

let the team at Green2go help you reduce your costs of purchasing green goods, hand tools, parts,
equipment, accessories, fertilizer, chemicals and safety products. Lower prices, delivered to your door!

Phone, fax, email or visit our web site 24/7.

g 1

Work smart. Buy smart.™

Phone: 800-451-4535 ¢ Fax: 954-337-2423 ¢ Email: sales@green2go.com * Web: www.green2go.com
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Alawn &
Landscape
survey
identifies the
latest

trends in
contractors’

buying habits,

90 SEPTEMBER 2001

by Bob West

REPORT:

Sometimes, the solution to a problem is so obvious that people have trouble thinking of
it. For whatever reason, the human mind seems drawn to examining the more compli-
cated and challenging ideas instead of settling for achieving a thorough understanding

of a simple thought.

The same could be said for lawn mowing. The idea of mowing is so simple that
literally thousands of contractors have launched their landscape companies behind the
controls of a trusty grass-cutting machine. At the same time, consumers across the
country often resist paying contractors’ desired prices because they see lawn mainte-
nance as something the 16-year-old down the street can do just as well as a so-called
“professional.”

The truthis, however, that the sheer number of landscape firms built around the core
service of mowing doesn’t mean contractors necessarily understand this service and
everything that influences it on the broadest scale. Lawn & Landscape set out to uncover
the hidden truths about this simple service by surveying 1,000 of its readers and
gathering their feedback about mowers. Here is a summary of their responses.

(continued on page 92)

www.lawnandlandscape.com

Riding

mowers’ sales

continue
climbing, but
contractors
said they use
more walk-
behinds.
Photos: Toro
(left) and Scag
(right)
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Rwerdale
The Formulation Innovators

(800) 345 3330
www.riverdalecc.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.
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“Our job is to give our customers a lawn
they’re proud to show off. so we need every
tool avaiable 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 Lo see, and with
Millennium Ultra, they don’t have to

and neither do we.”

Vinnie Tummino Ouwner, Lawn Doctor® of Sayreville/Edison

Sayreville, New Jersey

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.
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Millendium llrs
i



http://www.riverdalecc.com

Your future success

\. = When a customer calls;you get the referral. Then

NS \- Merritories are limited. That gives each team mem-

._the customer, and that léts,you dowhat you do best.

I

ALI.EN'S ALL STARS"‘
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¥
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aarts with one
phone call.

 Give your business'the boost it.peeds“Call-the folks
at Allen’s All-Stars, and.learn how you can be part of
our successful team of trodqpmfessfbnals .

« Allen’s All-.
advertisii
* Customers ; are already pre-sold on Allen’s All-Stars.
We're knowrk‘as top notch professionals; As part of
our team, you can put our reputatlon for quality
and reliability to work for you”

rs.has the marketing savvy and
ollars to.grow your business.

W\ you simply bid and complete the job.

“ber a solid customer base. But it also means you
must aet now to lock in your terntdpy’

In today's comperitiVé‘ mgrketplace; it takes a sm t
business strategy to succeed. Allen’s All-Stars brings yoli=

Call Today!

1-877-222-9232

92

USE READER SERVICE #46
SEPTEMBER 2001

VIOWING SUXve

(continued from page 90)

THE BASICS. Not surprisingly, more than 89 percent of the survey
respondents provide mowing services. Of these companies, more
than two-thirds are full-service landscape contractors while the re-
maining 31 percent defined themselves lawn maintenance compa-
nies. (Of those companies that don’t currently offer mowing services,
only 13.3 percent of them said they expect to offer mowing services in
the next two years.)

The respondents’ annual sales breaks down as follows:

¢ About 53 percent generate less than $100,000 in yearly revenue

* 21 percent bring in between $100,000 and $250,000

* 13 percent have sales between $250,000 and $500,000

* 7 percent have sales between $500,000 and $1 million

* 6 percent of the respondents’ annual sales figures tops $1 million

We expected to find that mowing work is critical to contractors’
businesses, especially given the revenue breakdown above - smaller
companies tend to focus on simpler services first, such as mowing,
and move into the more technically demanding services like irriga-
tion and lawn care as they grow.

Indeed, mowing matters to these survey respondents (see Mow-

(continued on page 94)

M owing has long been considered one of the core
functions of landscape professionals, and this survey
of Lawn & Landscape readers supported that perception. More
than half of the survey respondents said that mowing provides
more than 60 percent of their companies’ annual sales.

In addition, approximately 58 percent of respondents said
that mowing is one of their most important services in terms of
their companies' income and growth with slightly more than
16 percent reporting that mowing isn't that important to their
future. - Bob West

0-10% 7 percent
11-20% 4 percent
21-30% 8 percent
31-40% 11 percent
41-50% 15 percent
51-60% 4 percent
61-70% 10 percent
71-80% 16 percent
81-909 12 percent
91-100% 13 percent

Machines
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1 performance

KOHLER. engines continue to
set performance benchmarks
for easy starting, reliability,

long life, low maintenance and
environmentally friendly design.

KOHLER 4 to 27 horsepower,

vertical- and horizontal-shaff,
air- and liquid-cooled engines

are among the most requested

extensive after-market

support, KOHLER OHV

engines define innovation,
versatility and performance.
Discover our passion at ==

kohlerengines.com.

KOHLER ENTINES

Seek the innovation. Demand the power
kohlerengines.com  1-800-544-2444 Ext. HDY
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(continued from page 92)

ing Machines, bottom of this page). In fact,
mowing work accounts for at least 60 percent
of the annual sales in more than half of the
respondents’ businesses. However, that
doesn’t mean these contractors operate their
mowers on a year-round basis.

About 25 percent of the respondents said
their mowing season only runs between 20
and 24 weeks, while the same number of
respondents mow between 30 and 34 weeks,
making these the most common season
lengths among respondents. The next most
common seasons were between 25 and 29
weeks and 45 weeks or more, both of which
can be found in almost 17 percent of the
respondents’ markets.

More than two-thirds of the respondents
indicated that single-family residential prop-
erties represent the bulk of their mainte-
nance clientele, which was not a surprise
given the fewer demands on residential con-
tractors. On average, these contractors mow
about 40 acres each week.

While the commercial properties aren’t
an area of emphasis for as many contractors,
more than half of the respondents do mow
some of these larger accounts. On average,

“1'd like to see

more dedicated
mulching mowers.
Most customers want to
have their clippings
picked up.”

our survey respondents that do mow com-
mercial turf manage the same amount of
acreage each week as the residentially fo-
cused companies mow, further demonstrat-
ing how few contractors are able to success-

fully enter the commercial maintenance mar-
ket and build their business around these
customers. Those companies who succeed in
this arena typically maintain significantly
more acreage each week.

THE MACHINES. A mower means every-
thing to a mowing contractor. Contractors
that use efficient, durable machines can grow
their businesses aggressively and maximize
profits, while those companies choosing not
to use the latest technology or that continue
trying to get one more month out of a dying
mower doom themselves to spending more
time to do the same amount of work as their
competitors.

Reports from the Outdoor Power Equip-
ment Institute, Old Town Alexandria, Va.,
have highlighted the trends from gear-drive
to hydrostatic mowers and from walk-be-
hind machine to riding units, both of which
are driven largely by contractors pursuing
productivity. However, our survey found

Phone: (402) 371-2294

Real maneuverg s
#0

Classen TA-17D & TA-25D
“Split Drive” Turf Aerators

Turn left

AERATE

non-stop . . .
All without
raising the
tines out of

the ground!

CLASSEN

MANUFACTURING, INC.

Aerators * Sod Cutters * Power Rakes * Seeders
1401 Logan Street Norfolk, NE 68701

Toll Free: 1-888-252-7710 Fax: (402) 371-3602

or right

"P[IOM J€33 Y3 JOF AN

www.classen-mfg.com
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Sprays 100,000 s,
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that gear-drive, walk-behind mowers still
represent the most prevalent category of
machines in contractors’ fleets, although the
competition is intensifying. More than 41
percent of respondents indicated they have
more gear-drive, walk-behind machines in
their garages than they do hydrostaticdrive,
walk-behind mowers (most common in 26.6
percent of respondents’ businesses) or hy-
drostatic drive riding mowers (36.3 percent).

lawnandlandscape.com % _

Surprisingly, the respondents indicated
that they keep their gear-drive, walk-behind
mowers for just about the same length of
time as they do their hydrostatic, riding

mowers - 5.3 years, which explains the pres-
ence of so many gear-drive, walk-behind
mowers despite the climbing sales of newer
models. These contractors said they keep
their hydrostatic-drive, walk-behind coun-
terparts for about six months less - an aver-
age of 4.7 years.

Obviously, such extended mower life
mandates considerable and ongoing mainte-
nance, For many contractors, that means go-
ing as far as replacing the engines. In
fact, more than 54 percent of the survey
respondents indicate they keep running
machines after having the engines re-
placed. Almost 45 percent of these mowing
contractors have their own in-house person-
nel who replaces the engines, which is some-
what surprising given the aforementioned
revenue breakdowns. Clearly, this indicates
thatinanumber of small landscape firms the
owner or a similar key employee handles the
equipment maintenance as well.

Meanwhile, about 55 percent of the re-

spondents said they rely on an independent
repair shop or their servicing dealer for en-
gine work.

While mowersall essentially function the
same way, there are some variations as to
how they are used by different contractors.
This is especially true regarding the treat-
ment of grass clippings on customers’ prop-
erties. Slightly more than 63 percent of re-
spondents said they discharged the clippings
back onto the lawn this year, while about 30
percent said they are committed to bagging
turf clippings and removing them from cli-
ents’ properties.

Of course, because of their dependence
on these machines, the product purchasing
decision can make or break a year for mow-
ing-oriented contractors. Almost 63 percent
of the respondents said they make mower
purchases or purchase decisions in the first
six months of the year, while another 30
percent said they purchase mowers through-

(continued on page 98)

POWER UP YOUR PROFITS

® llluminated Holiday Decorating
m High Quality - Low Startup

We’re Light Years Ahead!

® | ow maintenance

Creatjve

m Distributorships Available
m The Perfect Add-On Business

m 2 Days of Training -
On Going Support

m Secure Your Area Today

m Highly Functional and

Fully Equipped Trailer _
www.briteidea.com” - ?"'"9

CALL TODAY 1-888-200-5131
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e Create various shapes, sizes and colors
e Self-propelled, electric or gas powered
® Residential, commercial and golf course uses
e Add to your services and bottom line
- material costs $.40 per foot
e Durable curbing is freeze thaw tolerant

1-800-292-343%
Concrete Curb & Landscape Border Equipment
Fax 949-587-9680 * 949-587-8488 5 Chrysler * Irvine CA 92618
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Dylox. The second fastest way to kill insects.
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In as little as 24 hours after you apply DYLOX® Insecticide, your grub problems arent just
gone, they're splattered. Because DYLOX is the fastest grub control around. And as everyone
knows, speed kills. For more information, contact Bayer Corporation, Professional Care,
Box 4913, Kansas City, MO 64120. (800) 842-8020. BayerProCentral.com

Bayer ¢

USE READER SERVICE #101




VIOWInNg .
(continued from page 95)

out the year. And contractors weigh a num-
ber of different criteria before selecting their
new mower.

When asked to name the different factors
thathave the greatestimpact on their mower
purchasing decision, contractors identified
the following:

* Quality of cut (48 percent)

* Ease of maintenance (42 percent)

* Price (38 percent)

* Productivity (33 percent)

* Parts availability (31 percent)

* Service/support (31 percent)

The importance of being able to obtain
parts immediately and get a machine ser-
viced in a timely manner, which means right

ATTENTION! Act now to request your

*FREE

Video Info Kit & fully-functional trial of
Cammelot Software

and discover a Fortress of Power even beginners can use!

“As a consultant to service businesses I've
bought, used, and evaluated many different
proegrams since 1991, I'm very impressed by
the unique blend of power and simplicity in
this one. I now own 6 different service-
industry programs and none of them come
close to what Camelot Software can do!”

Don Randall, President, Pro. Computer Nolutions, 1

“This is a wonderful, powerful, simple to use
business tool. The only way it won't work is if
you don’t turn on your computer! To those just
getting started in this business, the very first
item on your shopping list should be Camelot!”

Mark Ziggay, Owner/Operator, Jupier, ¥l

The Scheduling is awesome! Match job colors for
tight routes, and auto-schedule recurring jobs in a
fiash! The look & content are highly customizable!

“This is the most complete and progressive program I have seen ™

Heuce Jacksow, President, Jockson, NJ

"Your program has been invaluable to my business and has helped increase my bottom line

by thousands of dollars!” 1. zuck

Ownvr, Eas Vegin

A%

"I have worked with various software programs in the many years I have been in
business and Camelot Software is, by far, the best!™ .  / jitm. MexCARE. Orange Park, FI

Great For:

e Order History

e Auto-Marketing
e Scheduling

e Invoicing I
e Reminders

e Estimating |
e Results tracking |
e More!
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UM Il'special Offer Includes:
LTSI | . FREE VIDEO DEMO of Camelot Software |

| « FREE Trial CD with video training clips |
| FREE Sample area to play around in 1

To Get Your FREE Video Info Kit & Trial:
CALL 1-888-590-1696
GO www.camelotsoftware.com

...ask about EZ Data Conversion!
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“As the industry moves
toward more
recycling, deck and
baffle design is where

the real difference in

mowers vill be.”

away for contractors, speaks to the critical
role power equipment dealers play in the
product purchasing decision.

Lastly, we asked these 1,000 contractors
to tell us which features will be on the next
mower they purchase. About 56 percent of
the respondents noted that their next mower
purchase would be a walk-behind mower,
mostlikely in the 40- to 54-inch category. This
mower will generally have mulching capa-
bilities (65 percent) and hydrostatic trans-
mission (83 percent). Air-cooled (83 percent),
gas engines (92 percent) continue to domi-
nate the market.

Riding mower customers like bigger decks
for increased productivity (92 percent will
buy a mower larger than 44 inches), while
dual-hydrostatic transmissions are almost a
given anymore (94 percent). Mulching capa-
bilities are popular here (56 percent), while
water-cooled (40 percent) and diesel engines
(17 percent) are slightly more common with
the bigger mowers.

IN THEIR WORDS. We also asked respon-
dents to identify the most important mower
feature for manufacturers to improve. Obvi-
ously, different contractors have their own
pet peeves about mowers, but some com-
monalities can be found in their remarks.

The most heavily targeted areas for im-
provement were serviceability and parts
availability for mowers. Some of the contrac-
tors’ frustration in this area undoubtedly
stems from challenges they encounter with
equipment dealers and not manufacturers,
but the truth is that most contractors hold the
manufacturer responsible for any problems
they have with their mower.

“A lift for the front end that would help
someone work under the mower with ease
would be great,” observed one respondent.

(continued on page 100)
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31-hp Liquid-Cooled Gas

 Evolutionary Engineering, Revolutionary Froductivi
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Landscape professionals asked us for a Lazer Z°
with even more power and performance.

P The Lazer Z* XP Series is proof positive we listened. A DynaFocal engine iso-mount system
dramatically reduces vibration. The dual mule drive system—based on proven Lazer Z deck
drive technology—delivers maximum power to the 60" or 72" UltraCut™ deck. Generating
ground speeds up to 11.0 mph forward and 7.0 mph reverse, the XP Series features a unitized,
tubular frame which minimizes vibration and extends product life. Its compact design lowers
the center of gravity for greater stability. Listening and then delivering is a big reason why

Exmark is the best-selling brand of mowing

equipment for landscape professionals exma r k
2 -

NOBODY DOES IT BETTER

Reylisfer o win a FREE Trip af www.exmark.com
/
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{contimued from page 98)

“Dealers need to give mechanics a decent
wage so that I'm not looking at a new face
every six months,” added another.

“I'd love to see more durable blades and
simpler maintenance like sealed spindles that
don’t need grease,” commented another
mower user.

The other common concern voiced by
respondents was deck performanceand con-
struction. “On floating decks, make scalping
wheels pivot so they won’t cut the ground on
turns,” requested one respondent.

“Simpler cutting height adjustment on
walk-behinds would be nice,” added an-
other contractor.

Other commonly mentioned areas for
improvements centered on bolstering opera-
tor comfort, developing flat-resistant tires
and enhancing mowers’ breaking perfor-
mance. “I'd like a mower that could slow
down better without tearing the grass,” re-
lated one contractor obviously interested in
being able to mow as quickly as possible.

Walk-behind mowers will always be valuable to contractors, especially when they
have to mow sloped areas. Photo: Textron Turf Care and Specialty Equipment

And, of course, a number of contractors
recommended that manufacturers simply
improve the overall quality of the mowers
they build and lower the price for these
machines at the same time. We didn’t ask a

question about this, but we expect that all
survey respondents would like that.

The author is Edifor of Lawn & Landscape maga-
zine. Also, Jennifer Halas contributed to this article.

* Landscape Contractors ® Lawn Maintenance Contractors ® Chemical Lawn Care Companies

Ecuador & other countries.
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DO YOU NEED
LEGAL LATIN WORKERS FOR
SEASONAL/TEMPORARY LABOR?

LowesT PRICED FuLL SErRviCE PROGRAM
* Our staff selects and delivers qualified people in Mexico,

* Legal Workers with Visas and Social Security Numbers.

* Serious reliable people who want to work and need to work.
* Our attorneys handle all the details!

* It's easy to get started. Give us a call, fax or E-mail.

MARCUS DRAKE CONSULTANTS
Reg. Trade Name of Coral Reef Trading, Inc.
Park Ridge, New Jersey
Phone 201-505-9122 * Fax 201-930-0629
E-Mail marcusdrakeh2b@yahoo.com

1-888-544-9122
Order Now!

Requires 3-4 months for processing.
SERVING COAST TO COAST
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Mobile-Trak® :

“The Invisible Passenger” !
We now have a full line of !
Vehicle and Equipment :
Tracking Products ]

I

I

i

IProduct Options Include:

lTrip Information (Time, Miles, Speed, Idle)
Remote Mileage and/or Hour Readings

J Accident Recording
Utilizes ODB Il and J1708 Interfaces
GPS for Pinpointing Vehicle Location
Tracking of up to 8 Accessories

IShort Range Radio Data Transfer
Driver Terminals

IReciTime Tracking

JAnd More...

: NeoTech Products, Inc.
I Toll Free (888)978-8313 |

| www.neotech.com i

L------—---‘
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NOT TO MENTION YOUR REPUTATION.

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

ly missing out. With the Woodace line of products from  easy. So, what are you waiting for? Pick up Woodace
Lebanon, you could easily take care of the whole land-  today and your business will really pick up. For more
scape. You see, Woodace products are specifically information, contact your Lebanon Distributor, or call

designed to meet the special needs of trees and shrubs. All 1-800-233-0628. Or visit our website at www.lebturf.com.

wog'dace <@ |Lebanon §

|
! You'll Never Look At Plants The Same Again. TUQF DQDDUCTS

Our reputation is growing yours.”
USE READER SERVICE #73

) To learn more about how Woodace products can help you generate
new sources of income, go to www.lebturf.com/profits.
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Late summer
is a suitable
time to seed
cool-season
lawns. Here,
a turfgrass
specialist
offers his tips

to greener results.
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Sometimes landscape contractors must seed a new lawn when they would rather
not-it’safact of life. And if they must seed, they should do so at the most opportune
time: late summer. Seeding cool-season turfgrasses is better at this time because
there is less competition from warm-season annual grasses like crabgrass, foxtails

and barnyard grass.

However, at this time of year there are certain cultural practices that contractors
should follow before, during and after seeding to improve stand establishment and,
in turn, minimize weeds.

TIMING MATTERS. Late summer is the best time to seed cool-season grasses in
the northern half of the country. The turf stand develops more quickly this time of
year and weed pressure is at its lowest. Late summer seedings work because there
is ample time and rainfall before the stand is exposed to next summer’s stresses.
Seeding at any other time of year is less forgiving, and shortcuts taken during
establishment will become visible and magnified during summer stress.

The next best time to seed is during winter. The trick is to prepare the soil and
seed when soil temperatures are below 40 degrees Fahrenheit so the seed won't
germinate until the following spring. Generally, this dormant seeding should be
done between Thanksgiving and Christmas, but can continue into March or April
in some states.

Dormant seeding offers labor management and agronomic advantages. Con-
tractors can schedule this work in late fall or winter when there is more scheduling
flexibility and the seed can benefit from spring’s warming soil temperatures.
Dormant seedingalso eliminates the chance fordelayed seeding due to wet weather.

: a. " '.’

lush lawn

like the one
above,
contractors

must pay

!
attention 1
to seed

timing, soil I
preparation

and other

fundamen-

|
tals, such 4
as proper I
irrigation. i
Photo: Hal

Dickey |

(continued on page 104)
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NOBODY DOES IT LIKE
~ MANPOWER INTERNATIONAL

SEASONAL WORKERS,
H-28 VISA PROGRAM

* We waive our fees for the first year.

» Employers pay INS & advertisement cost only.

* We can provide housing and transportation (optional).
* Help workers apply for their social security cards & driver licenses (optional).
» Workers will stay to the end of the contract, and work for your company only. i
* Our workers are dependable, trustworthy, have high work ethics and are
eager to work.

MANPOWER INTERNATIONAL

7109 Staples Mill Rd, * Riechmeoend, VA 23228

PHONE (804) 908-7308
FAX (804) 934-9451
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React to soil moisture conditions -
adjustable barrier lets you open up wet sites.

Excellent visibility & maneuverability.

Windrow & forward|reverse rake —
large 4-position removable endplates

* no bolts - just pull the pins

* windrow clearance to pass 24" debris

Work efficiently — slim profile frame
with triple sealed bearings allows full-depth
and first-pass teeth penetration.

Adjustable & versatile -

independently adjustable gauge wheels

» skim pass for over-seeding

* adjust to cut drainage grades

* ideal for trench restoration

* de-thatch or remove old turf
* condition the soil

Perfect seedbed prep -
Harley's proprietary
solid carbide blunt teeth
ensure the best seedbed
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(continued from page 102)

However, avoid dormant seeding on ar-
eas prone to even mild erosion.

Even though dormant seeding Kentucky
bluegrassin December can outperform spring
seedingsin Apriland May, there is some risk.
A spring warm-up could initiate germina-
tion only to be followed by an extreme cold
period that could kill seedlings. The risk of
cold damage is greater with quick-germinat-
ing species like perennial ryegrass, so avoid
dormant seeding this species. Dormant seed-
ing is best for slow-germinating grass like
Kentucky bluegrass.

BE PREPARED. Scedbed preparation can
determine the success of stand establishment,

Uncompacted soil

gives the turf a better

chance of survival,
so tilling a new

seedbed prior fo seed-

ing is eritical.

which, in turn, determines the amount of
weed pressure.

The first step is to clear the seedbed of
large rocks, concrete, lumber and other ob-
jects that inhibit growth and establishment.

Uncompacted soil gives the turf a better
chance of survival, so tilling a new seedbed
priortoseeding iscritical. After tilling, smooth
the seedbed and allow it to settle through
irrigation or rainfall. After settling, lightly
rake the surface, and drop the seed at the
recommended rate applied in at least two
directionsacross the lawn. To maximize seed-
to-soil contact on a new area, follow seeding
with a light rolling.

To further help seedling development,
apply a starter fertilizer in the seedbed at 1 to
1.5 pounds PO, per 1,000 square feet to pro-
vide phosphorus to young roots that can't
explore much soil volume.

Irrigation throughout summer is crucial.
Irrigate lightly and frequently as soon as
temperatures are warm enough for germina-
tion. Some companies provide extra sprinklers
to the clients to ensure adequate irrigation.

(continued ont page 106)
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HydroSeeder® Additive System™

The world’s most comprehensive system
— . of additives for erosion control.

W Up to 35% faster germination
M Reduces material costs up to 80%
W Virtually eliminates erosion during grow in

Let us show you how.

1-800-543-7166

www.finncorp.com
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Tired of
worrying

whether you'll
have enough
workers?

Worker quality
a problem?

M id-Atlanfic Resources Association
can furnish seasonal workers

through foreign H-2A/H-2B visa programs
as well as by recruitment of U.S. workers.

MARA is a fulkservice labor compliance
and supply company. Competent workers
are ovailable for o wide range of
orchard, greenhouse, nursery, landscape,
groundskeeper, and other jobs.

If you were short on workers and want
to find out more about how the federal
H-2A and H-2B programs can meet your
lobor needs, please call Libby Whitley at
804-277-5800. Fox us ot 804-277-9338.

= MARA
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(continued from page 104)

Alight layer of mulch or hydromulching
will conserve moisture and speed establish-
ment. A second application of starter fertil-
izer within four weeks of germination also is
beneficial, as well as frequent fertilization
with low rates of nitrogen every four weeks.
The soil type and soil test recommendations
determine exact fertilization needs.

While encouraging growth with fertili-
zation, contractors also must tend to mainte-
nance, such as mowing. Waiting too long to
mow a new seeding is a common mistake.
Mowing encourages lateral growth and in-
creased density, so mow early and often
after seeding. Plus, mowing will kill many

important as controlling crabgrass because
broadleaf weeds are usually not as aggres-
sive as annual grassy weeds. Therefore, con-
tractors can normally wait until September
or October to use a postemergence product
onbroadleaf weeds. If controlis desired before
then, follow label instructions for the recom-
mended application delay after seedling.

TO SEED OR NOT TO SEED. In some
cases, seeding doesn’t make sense. Sod is
much more durable and may be more practi-
cal when establishing a site in the summer.
However, sod requires at least as much, if
not more, soil preparation as seeding, and

Late summer is the best fime to seed cool-season

grasses in the northern half of the country.

The turf stand develops more quickly this time of

year and weed pressure is af its lowest.

of the tall-growing weeds that emerge in a
new seeding. Therefore, start mowing as
soon as the first few seedlings reach the
desired mowing height.

CONTROLLING WEEDS EARLY ON.
Some products can be used prior to seeding
toeffectively suppress annual weedy grasses
like crabgrass. By far the most effective
method is fumigation with methyl bromide,
which kills weed seeds in the soil, as well as
insects, nematodes and disease propagules.
However, methyl bromide application re-
quires specialized equipment that only a
few companies offer, and it can be expensive
and time-consuming in terms of area prepa-
ration. But for high-dollar areas that cannot
risk weed problems, methyl bromide fumi-
gation is still most effective.

Soil fumigants are gaining popularity in
turf as the availability of methyl bromide
decreases. These products can be effective
when applied in the fall over an existing turf
or when applied toa new turfand tilled in to
kill all weed seeds. Consider this type of
weed control in areas where perennial
spreading weeds, such as bermudagrass,
nimblewill or quackgrass, are likely.

Controlling dandelions, clover and other
broadleaf weeds in spring seedings is not as

some contractors neglect this step. Poor
soil preparation leads to poor sod perfor-
mance and can increase the risk of patch
diseases later in the life of the lawn. Using
high-quality, fresh-cut sod from a repu-
table grower is also important.

In other cases, seeding a temporary turf
like annual ryegrass is practical. Grade the
sight and prepare the seedbed just as you
would a permanent turf, then seed with an-
nual ryegrass. Return in August, kill the an-
nual ryegrass with a nonselective herbicide,
rough up the surface to expose the soil and
increase seed-soil contact, and then seed with
the desired turf. This strategy can limit ero-
sion during the summer, provide extra or-
ganic matter to the soil and allow soil to settle
under the annual ryegrass undulations.

Late summer is still the best time to seed
a lawn. For dormant seeding, optimize seed-
to-soil contact and post-seeding care to in-
crease the speed of establishment, thereby
minimizing weed pressure. If herbicides are
needed, there are a number of options de-
pending on the target weed and the situation.
Once an herbicide is chosen, refer to the label
for specific use recommendations. L

The author is an assistant professor and turfgrass
extension specialist at Purdue, West LaFayette, Ind.
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EXPERIENCE THE HUSQVARNA DIFFERENCE!

MO VVERS

NEW
FOR 2001

Wide tires provide smoother ride
with less turf compaction.

1 1.4 gallon fuel capacity
for up to 12 hours of run

Husqvarna spindles are
maintenance free and backed
by a 3year warranty.

deck lift system
offers precise

cutting height in
114" increments
Optional foot assist
deck lift available.

No one has served professionals is Swedish-engineered to be

longer than Husqvarna®. For over durable and maneuverable. In fact,

Caster yoke features full tapered 300 years, we've served pros our new Zero-Turn Mowers have  Exto heavy-duty steel deck for
roller bearings and reinforced “L" 8 . durability under the toughest mowing
bracket for durability and long fife. around the world. That is why we taken the industry by storm. cndiions

know what lawn care They're bigger, better

professionals need to and faster, with a top
maximize productivity. ground-speed of 10
Naturally then, we mph. Test-drive one

offer a Total Source and put Husqvarna

product line. Our power in your hands

Autornotive style “'stacked”™ hydraulic precision equipment toda.y! State-of-the-art, heavy-duty welded
cooler provides superior cooling in uni-body frame provides increased
a system utilizing fully synthetic oil strength and longer life.

Call | 800 HUSKY-62 for a dealer near you or
visit our web site at www.husqvarna.com

H)Husqvarna

Tough Name.Tough Equipment.” ©2001 Husqvarna
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by Kristin Mohn relationships and reputation when

securing sales.

Selling irrigation systems
based on knowledge and
personalized communica-
tion can create future

market success stories.

108 sepremsER 2001

In a society that values the lowest price and thrives on pushy sales deals, relationships often
get lost in the mix. In particular, the rise of large home store chains pressures irrigation

contractors to match falling prices and sell their customers on price rather than quality.

In response to this pressure, one might expect shady sales tactics, short cuts and false
advertising, all in the name of competition. But in reality, irrigation contractors such as Charles
Hagen, president, Hermes Landscaping, Lenexa, Kan., rely on the one aspect missing from
many big-name sales deals - a little bit of human touch.

“In landscaping, by far, relationships are the best way to go,” said Hagen, pointing out that
his company turns 60 percent of its customer referrals into business due to positive interaction.
“Hands down, [selling is] about knowing the clientand investing the time to develop agenuine
relationship. It's the things we learned before we got out of junior high that make us successful
— we all learned early on what it takes to maintain good
relationships.”

REFERRALS BASED ON INTEGRITY. Without a
doubt, these relations drive the irrigation sales business,
with most contractors reporting referrals as their largest
sales source. Although Yellow Pages ads and Web sites
provide some measure of sales input, personal referrals
stemming from previous or current irrigation jobs signifi-
cantly build a company’s customer base. Michael Strick,
president, Carefree Lawn Sprinklers, New Lenox, I1L., con-
firmed this point.

(continued on page 115)
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e Made it PIVOT too!

FINALLY. A better way to attach your snowplow, even if you've left it on uneven ground.
Our New UltraMount” System has a rotating PIVOT BAR that keeps the
attaching points level so you get accurate drive in alignment always!
Plus, a brand new on/off procedure so simple it must be seen to be believed and removable
receiver brackets for optimum off-season ground clearance.
There's really nothing out there like it.

See our new UltraMount” at www.westernplows.com
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Certified Snow
Professionals

Snow management is a viable source of revenue for winter months
throughout the northern United States and Canada. Good contractors
adapt to fit their market restrictions and weather conditions. For example,
inmarkets that receive just two snowfalls a year, [ know of contractors who
have snow revenues far in excess of their core business revenues. These
contractors structure pricing strategies to meet their needs. They don't
allow the prevailing thoughtof “you don’tunderstand my market” tokeep
them from generating revenue and making a viable profit. They run the
business and don't allow the business to run them.

These forward-thinking snow contractors are true professionals, a fact
[ stress whenever I am privileged to speak to groups of individuals
involved with our industry. One of SIMA’s major goals is to foster a
professional attitude and positive industry image. To that end, SIMA
recently created a way for serious snow management contractors to
enhance their professionalism and business acumen.

By passing a written exam, snow contractors can earn the Certified
Snow Professional (CSP) designation from SIMA. The exam covers areas
such as business law, business accounting, snow techniques and equip-
ment, employee and independent contractor relationships, marketing
strategies and general business knowledge. Patterned after the Associated
Landscape Contractors of America’s Certified Landscape Professional
(CLP) program, this designation will be a testament to your dedication to
operating your firm as a professional organization. This designation is not
designed to determine if you can plow snow. Rather, the program is
designed to determine if you can run a snow and ice removal business in
a forthright and professional manner.

Will the CSP designation help you secure new business? Maybe. Will
it give you a sense of accomplishment and distinguish your company? It
should. Will it help you prove to yourself that you are what you say you
are — a real professional? It better.

The interest shown in this new program thus far indicates that SIMA
has hit another home run in its efforts to enhance the professional image
of those who manage snow and ice on
commercial, industrial and residential
sites for profit.

With regards to the above-mentioned
topics (running your operation as a busi-
ness, as well as certification), I am re-
minded of what the late Phil Christian, a
mentor to me, said, “Ifyou think you can, or
you think you can’t...you're right.”

/Z///Z

John Allin,
Board President, SIMA
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The city's frozen under a mountain of snow. And no one’s going anywhere until you
get down to work. Driveways ... parking lots ... they've all gotta be cleared before
most nine-to-fivers can even start their day. Which is why you're out here at 3:00
every morning. And why you should count on The BOSS to help you get the job

done right. We offer a full line of snow-removal equipment—plows, spreaders and
more~that's so tough, so reliable, so advanced, it can actually make you better at
The BOSS Poly Power-V what you do. But then, that’s what being The BOSS is all about.

THROUGH IT ALL.




SIMA NEWS

Allin, Hansen To Resign
TovarNamed 2002 President

At the June 2001 meeting of the Snow & Ice Management Asso-
ciation (SIMA) board of directors, two long-time members re-
signed from the board. SIMA Vice President Kyle Hansen, Clean
Sweep Inc., Shakopee, Minn,, left the board, effective immedi-
ately. SIMA President John Allin, Allin Companies, Erie, Pa., will
step down as board president, effective June 2002.

Jeff Tovar, Tovar's Snowplowing, Elgin, Ill.,, was elected
vice president of the SIMA Board, and will assume the duties
of board president at the June 2002 board meeting in St. Louis.

Allin stated, “It is necessary for the membership to know
that leadership roles are open to them and that they are
encouraged to participate in the governance of the Associa-
tion. We have always led by example and our departure from
the board has been planned for two years.” Allinadded, “This
is an association of members, for the members, and is run by
the members. Kyle and I always knew that this time would
come and that it would be in the best interest of the member-
ship to have turnover in leadership.”

Tovar requested that a new position of past president be

created to ease in transition
from one president to an-
other. The board of directors
unanimously approved this
non-voting position.
Additionally, from this
point forward (beginning
with Jeff Tovar), board presi-
dents will serve one term of
two years, thus ensuring
steady turnover in leadership.

Jeff Tovar will serve as SIMA

President, with a one-year
term begining June 2002.

SIMA Launches
Certification Program

In a continuing effort to increase the professionalism already

put forth by our membership, SIMA is proud to introduce the

Certified Snow Professional (CSP) program. The objectives of

the certification program are:

¢ Raise the standards of the profession.

* Encourage self-assessment through achievement guidelines.
(continuied on page 8, Certification Program)

RCS SNO-PRO

No Gimmicks, No Forgotten Give Aways

ROCHESTER’S FINEST

Great Plows
at a
Great Price!

Call 866‘0 SNO'PRO (866-276-6776) for pricing and information.

E-mail: rcssnopro@cs.com
Dealer Inquiries Welcome.

USE READER SERVICE #35
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Solve your SPREADER and UNDERCARRIAGE corrosion problems!!
with

Pt LUBRA-SEAL"®

Spreader and Undercarriage Encapsulant

p CHAINS SEIZED UPF - like “"Rusted Iron
Ladders?”

» UNDERCARRIAGES - and oil pans rusting
from salty wheel wash?

» TAILGATE AUGERS and BOXES - rusting
away?

» SANDBLASTING and REPAINTING - each
and every summer?

i 1

Spreader chains and interior of spreader
boxes, tailgate or V-bottom, rust and cor-
rode during off season storage. IF SO, you are not alone!

State and Municipal Highway Departments have been plagued for years by seizure problems with the
chains and interior box corrosion of tailgate and V-bottom salt spreaders that dispense ice control chemi-
cals, The increasing use of aggressive de-icers such as Calcium
Chloride, compound the problem.

Thus RHOMAR developed LUBRA-SEAL®, a remarkable
spreader chain, box, and undercar- §

riage ENCAPSULANT which solves &

the above problems and offers you

The wet, salty slush from de-iced roads is
sprayed onto your vehicle components,
4 like oil pans, gear boxes and frames,

: rusting and eating them away!

P SPRING APPLICATION - for summer storage, encapsulates your

chains and spreader boxes for protection against rain, dew and salt
residue.

the following benefits:

A

- SR Ly &
" prayg ('l(‘ "

-

. A
’ P PROTECT FLEET UNDERCARRIAGES - treat oil pans, frames and
K components!

wes
W .

g :;.gy P FALL APPLICATION - for winter operation, plates chains pinions
RHOMAR’s Public Work and linkage greatly extending chain lifel

Applicator is designed
to ensure proper agpllca- LUBRA-SEAL" has solved spreader problems for over forty State D.O.T.’s
tion! throughout the U.S. and Canada as well as numerous city and county

facilities!
Use LUBRA-SEAL" and solve your spreader and undercarriage problems!!

CALL TODAY!! TOLL FREE!! Mempe,
ArA- 1-800-688-6221 e,

RHOMAR Industries + 2109 E. Rockhurst + Springficld MO 65802 + 417-866-5592 + (fax) 417-866-5593 - e-mail:solutionsitrhomar-industries.com
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* Identify persons
¢ with acceptable
knowledge of prin-

ciples and practices.

¢ Award recognitionto
those who have demon-
strated a high level of com-

petence.

* Improve performance

within the profession by re-

quiring participation in a continuing pro-

gram of professional and educational de-

velopment.

* Cooperate withother providers of edu-

cational services in the development of

training and education programs.

To be eligible to take the exam, indi-
viduals must meet one of the three educa-
tional and experience options. The appli-
cation form must be approved and vali-
dated in order for individuals to be eli-
gible to take the certification exam.

SIMA will notify individuals concern-
ing the status of applications and eligibil-
ity to take the exam after application ma-
terial has been received and processed.
Applications must be received at least 30
days prior to the exam date.

CSP designation may be used only af-
ter the name of the certified individual.
The CSP designation may not be used to

New TrainingVideo Package Released

SIMA's second training video package, Sidewalk Clearing with Snowblowers, sponsored by John
Deere, is now available complete with video, workbooks, training assessments, answer key,
instructor guidelines and sign off sheet. The video covers the basic tips for clearing sidewalks with
snowblowers, as well as provides tips for more experienced operators. The video is available in
English, Spanish and also in a package with both English and Spanish.

imply that a firm is certified. The first
certification test was held at the Fall Lead-
ership Meeting, Aug. 25, Pittsburgh. The
second certification test will be at the Green
Industry Conference in Tampa, Fla., in
November. The third opportunity will be
at the Fifth Annual Snow and Ice Sympo-
sium, St. Louis, Mo., nextJune. If you have
any questions, or would like registration
forms please contact SIMA at 814/835-3577.

BrochureAvailable

A forum of SIMA members have devel-
oped a full-color brochure, How To Find
A Winter Service Provider, to help the
general public better understand the
snowplowing business.The brochure
can be personalized using your rubber
stamp, business card or label. The bro-
chure folds to fit into a standard #10
business envelope. For pricing informa-
tion, please call 814/835-3577. SB

The morning after a storm, ice
& snow are still bonded to the
pavement. Straight salt had
been applied. Additional salt
applications are needed to
melt the snow

&

With Magic Salt, the morning after a snow storm
the pavement is free of snow & ice.
No additional salt applications are needed,

“Hey Mother Nature, | think Old Man Winter just retired!”

The Best Kept Secret In
inag ament is OU

Magic Sa

* Keeps snow & ice from bonding to
pavement

« Environmentally friendlier

* Works effectively down to -30° F

* You can save 30-50% in Salt use by using
Magic-0

+ Reduce landscape and concrete damage

* Eliminates black ice

Taconic Maintenance, Inc.
186 Cottage Street « Poughkeepsie, NY 12601

Tel. 845-485-4200 « Fax 845-473-1912
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- We've made
t rgas CEKESILAS)

ere snowbound. Introducing the new line of Loegering s

- - impeller design to throw wet heavy snow farcher...faster. Fully 'ﬁydraulic components, Long on life.

...

~ Short on maintenance. Loegering. Not just a berter snow blower, A smarter snow blower.

Call Loegering today. LOEGERING

Prepare to be taken b_y storm. 800.373,5441
www.loegering.com
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SNOW SYMPOSIUM REVIEW

A photographic review
of the Fourth Annual

Snow & Ice Symposium.

Photo Crogit: Steve Siruth

....
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More than 300 snow and ice professionals attended the Fourth

Annual Snow & Ice Symposium, June 7-9, 2001, Denver, Colo.
Many of the contractors in attendance participated in interactive
roundtable discussions, sharing their insights on topics ranging
from de-icing to working with subcontractors.

Phote Credit: Haskett Photography
&
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A trade show component was added to this year's symposium. The exhibit hall featured 38 different manufacturers of snow and

ice removal equipment.

$B10 SEPTEMBER 2001
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Donald Walker, professor emeri-
tus, University of Wisconsin,
discussed the use of chemicals
and abrasives during his presenta-
tion. Walker was one of 13
industry experts, who led educa-

tional events at the Symposium.

Attendees were able to get
a closer look at snow

removal equipment by
visiting the outdoor

exhibit hall — a new add-

4
ition to the Symposium. §
2
3
g
Contractors participate

in a team-building
exercise (below) led by
Philip Levy (at podium),
Philip R. Levy Associ-
ates, Inc., a Denver-

based business

consultanting firm. Levy 7
also delivered the 5
Symposium’s i
keynote speech. §

Photo Credit Mashet! Protograptry

SEPTEMBER 2001 $B11



COVER STORY

BY STEVE SMITH

1 VIS
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An arsenal of heavy equipment helps Chris

Iﬂlﬂllliﬂﬂ.«*u

James serve his commercial customer

base. Photo: Wayman Williams.

With solid personnel
and smart pricing,

Chris James has ' 1 * 2l

Chris James likes to think of his snow and ice removal customers as

an investment portfolio. He has a foundation of blue-chip seasonal
I)‘ ”I( a Succ .()S.S{'l [[ cu.\lon?crs, who pm\"iydc steady inc}nmc, combined wi(hvwlmt he
calls his “tech stocks,” customers billed on the more variable per
occurrence/ per hour basis.

Like any smart investor, James seeks long-term gains. “I would
SNOW [)( IS[] 1SS rather have consistency. There are plenty of contractors in my
: . I market who, because they work on a per-inch or per-occurrence basis, did far better this year than

1did, but I have to believe these guys were hurting in the last five lean winters,” said James, owner,
Chris James Landscaping, Inc. (CJL), Midland Park, N.J.

The past winter was an unusually heavy one in northern New Jersey, but prior to 2000, the area
received five straight years of below average snow. These kinds of roller coaster winters would leave
most contractors feeling queasy. Despite a half decade of topsy turvy winters, each year James has

billed within $10,000 of annual financial projections.

PRICING PROWESS. James credits his pricing philosophy — half seasonal contracts, half per-
occurrence contracts — for his company’s modest, but steady growth. CJL has grown in 18 out of 20
years and turned a profit in all but one year. Last year the company earned $1.2 million in revenue,
$225,000 (18.7 percent) coming from snow and ice control work. Each summer James reviews snow
divisionexpenses (adjusted forprojected growth), such as overhead, équipmentand winter payroll,
and adds a desired level of profit. James seeks to cover the total through sale of seasonal contracts. .



AN AFFORDABLE
WEATHER SOLUTION
WORTH ITS SALT.

Dm

SERVICES

Call Toll Free:
1-866-460-1035

www.dtnweather.com

¥ Apply chemicals more effectively and economically.
Use current weather data to choose the right type, amount, and timing
of sand, salts, and other costly applications. Make the most of your
resources and your budget.

¥ Schedule plows more efficiently to maximize efforts.
With accurate single-site, regional, and national radar, you can better
schedule crews and resources. Knowing current and forecasted
conditions will allow you to call in your team when and where they are
needed most.

¥ Eliminate unnecessary risks and ensure safety. Use
warnings, advisories, forecasts, and current conditions to determine
when it is too dangerous for plows to be on the road.

LE: FIVE-MINUTE LOCAL RADAR UPDATES
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Seasonal customers pay a flat monthly
fee for a six-month snow season (November
through April). Once expenses and profit
are covered lhmugh seasonal clients, James
only accepts new customers on per-occur-
rence pricing. “When | feel that I've reached
a point with my seasonal contracts that the
majority of expensesare going tobe covered,
plus my profit, then I pursue lucrative per
occurrence contracts,” James said

This year James locked up seasonal con-
tracts by early summer. “We sent letters to
ourseasonal customersin Marchsaying that
if they signed up by June 1, there would be
no price increases. Every customer signed
up,” James said.

Per occurrence customers are billed at
a 5to 15 percent higher rate than seasonal
customers, James said, because of the un-
certainty of variable weather. “They are
going to pay more, because they are ex-
pecting me to take on all the financial risk
And the more the risk, the more compen-

sation I expect.” Last winter, per occur-
rence customers paid dearly, as the heav-
ens dumped more than 55 inches of snow
onnorthern New Jersey. The area receives
an average of 35 inches each winter.
Pricing new customers on a per occur-

rence basis also protects James from under-
bidding, while he learns the most efficient
way to serve the customer. After two years,
once he's streamlined operations and nailed
downlabor/ equipment requirements, James
can accurately set a monthly rate and offer

VITALSTATISTICS...

CHRIS JAMES LANDSCAPING

AND SNOW REMOVAL INC.
OWNER: Chris James

LOCATION: Midland Park, N.J

FOUNDED: 1981

2000 REVENUES: $1.2 million

2000 SNOW REVENUES: $225,000

2000 GROWTH: 35 percent

2001 PROJECTED BROWTH: 10 percent

EMPLOYEES: 6 year round, 11 seasonal

AVERAGE WINTER: 35 inches

SNOW SETUP: 12 snow plows, 8 snow throwers, 6 pickup trucks, 6 dump trucks, 6 skid steers, 5 hopper

spreaders, 3 loaders, 1 box pusher, 1 all terrain vehicle and 1 liquid ice control application unit

A
AVALANCHE
P s

Ledex

1-800-232-6950

or www.ledexindustries.com
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De-icing
Sonray Gontrollers

Specify Teedet controls

for your liquid de-icing
equipment. Simple set-up,
installation, and operation
will have you applying with
electronic precision in

no time

Contact your liquid
application equipment
supplier or email us for
your nearest distributor

email: titech@spray.com
web: www.legjet.com

oy

®'s no better way o spray
m Spraving Systems Co.
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TOOLS OF THE TRADE

For 55 years contractors, business owners
and municipalities have depended on FISHER®
snow and ice control equipment to help get
the job done.

Our rugged and reliable snowplows are sized
to fit every need. And our trip-edge v-plow,
the EZ-V® offers the ultimate in versatility
and efficiency.

For ice control we've got you covered with
hopper-type sand and salt spreaders in
several sizes and materials. Our four models
of tailgate spreaders put down everything
from dry rock salt to wet sand.

FISHER? Superior snow and ice control tools
for managing winter!

FISHER ENGINEERING * ROCKLAND, MAINE * www.fisherplows.com
USE READER SERVICE #56


http://www.fisherplows.com

COVER STORY

the customer seasonal billing, “We want to
get in there for a year or two and maximize
the profitability. My attitude is the longer
you are with the client the more you should
be able to streamline your operations and
provide them with better service. At the
same time you should be able to find as
much profitability in that account as you
can. That’s when we start to present land-
scaping and snow as all inclusive and offer
multi-year, seasonal terms.”

SEVENTEEN AND STUPID. CJL hasn't always
been such a sophisticated operation. In 1981
CJL was born, when 20-year-old James pur-
chased a grounds maintenance and snow
removal route. James bought the route from
Don Tenkate, an oil-tanker driver who pro-
vided grounds maintenance and snow re-
moval to 50 customers as a supplement to
his income. At 17, James answered a classi-
fied ad Tenkate placed and began working
for him part-time, even skipping an occa-

sional high school class to help fight a snow
storm. “That’s how | became a snow re-
moval contractor, | was 17 and stupid,”
James recalls,

In 1981, when Tenkate moved from the
area, he sold James the route. Four years
later, after adding two staff people, James
won the company’s first large commercial
client. “In all honesty, | was way over my
head. I went from a truck or two and 75
driveways to a 6-acre parking lot with snow
pushes of a couple hundred feet in either
direction,” James admits. “Suddenly, | was
in the big leagues.”

Despite the initial uncertainty of serving
his first large-scale commercial account,
James quickly impressed the clientand word
spread. Withina few years he won five more
clients in the industrial park.

Through Snow and Ice Solutions, Inc., a
seperate consulting business James started
in 1999, he'shelped several contractors make
a similar transition into commercial work.

e

A typical plow and salt truck employed by
CJL during winter snow and ice storms.

James suggests contractors take a gradual
approach, firstadding small office buildings
or 50-unit condominium complexes. Once a
contractor has learned to effectively serve
these light commercial accounts, he or she
can move to the next level (such as a condo
complexes with 100 to 150 units) until the
company is ready to approach a large-scale
industrial account. “It's a matter of gaining
experience and slowly adding the required
new equipmentand labor to your business,”
James said. James' advice comes from expe-
rience, as looking back he realizes the dra-
matic leap he took into large-scale commer-
cial work could have significantly hurt the

We put deicing salt on th
- . : e
Lc:matnon Superhighway,

www.withagrainofsalt.com

WiTH A GRAIN OF SALT, INC.

(877) 947-SALT

If you're looking for
a way to save money
on deicing salt, go to
www.withagrainofsalt.com.
Request a quote and place your
order online. It’s that simple.
No matter if you need one load
or many, you'll always get
wholesale prices on the highest

quality salt available.

withagrainofsalt.com. Taking
salt distribution to a whole

new level.

Vit g AIN

SALT

USE READER SERVICE #14
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The Hottest Defense

Against Ice agd Snow

Clear walks and driveways fast with PELADOW"
calcium chloride pellets—the deicer that generates heat
as it dissolves to speed the melting process.

* PELADOW works faster at all temperatures

* PELADOW melts more, so you use less

* PELADOW works all the way down to -25°F

* PELADOW provides unmatched heat-releasing action

CALCIUM CHLORIDE PELLETS
This winter, defend yourself with PELADOW calcium chloride pellets, e AR
the heat-generating ice melter that outperforms all the others. Contact your
local distributor for a free “Feel the Heat™ demo-pack and experience the @
heat-releasing properties of PELADOW for yourself. For more information, :
call us at 1-800-247-8069 or visit us on the web at www.peladow.com. “Trademark of The Dow Chemical Company
E#1-BNSZC
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http://www.peladow.com

COVER STORY

business if his company wasn't able to sat-
isfy that first customer.

Today, James clienteleis 50 percent high-
end residential, 40 percent high-end com-
mercial and 10 percent multi-family resi-
dential units. He credits those early days
plowing driveways for much of his snow
removal expertise. “I truly believe thatif you
can plow in the residential market, because
the driveways are so much tighter, you can
plow anything,” he said.

CONSIDERING CONDOS. James will likely draw
on much of that residential experience this
year. For the first time in nearly a decade,
he’s pursuing re-entry into the condominium
market. In the past James avoided condos
because labor requirements and an under-
priced market made profitability achallenge.

However, labor shortages and a result-
ing decline in the number of companies that
can satisfactorily serve condominium ac-
counts have contributed to increased prices.

“Most of the grounds maintenance compa-
nies can’t handle the amount of work associ-
ated with snow removal that they can with
grounds maintenance. That leaves a huge
void and there are just not enough qualified
snow contractors to fill it,” he said.

Bolstered by labor acquired via the H2B
visa program and a healthy stable of subcon-
tractors, combined withsupply and demand
tipping in his favor, James is aggressively
pursuing condo units this year,

The H2B visa program allows for sea-
sonal hiring of workers from Mexico and
other countries through temporary work
visas. James has also developed a depend-
able group of subcontractors through net-
working at state landscape industry events.

“I've reached the level in my own snow
removal equipment and personnel that the
only way I caneffectively grow thecompany
is through subcontractors. It reaches a point
where you can't justify the equipment and
personnel because they would not be used

in the summer as part of grounds mainte-
nance,” James explained.

SNOW RESPONSE. In addition to smart pricing
strategies and assembling a reliable pool of
winter labor, James has grown his business
through delivering dependable service.

If weather reports call foran80 percentor
greater chance of snow or freezing precipita-
tion, James dispatchesa truck tomake appli-
cations of liquid anti-icing material. The
anti-icing driver also serves as a snow detec-
tor, alerting James if he sees flakes coming
down. James also uses a weather reporting
service and the on-site security staff at sev-
eral accounts to notify him when a winter
storm is beginning.

Prior to a storm, James anticipates man-
power requirements based on the forecast
and places personnel on standby with an
approximate call-out time. Trigger depth for
ice control operations is a trace of snow, and

(continued on page 34)
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Low-Profile Tailgate Spreader

Powder Coated Undertailgate Spreader &
Stainless Steel Undertailgate Spreader

]

Powder Coated Hopper Spreader &
Stainless Steel Hopper Spreader

If yourSP?” eader doesn’ szzyBZt)ler S5

(I

»

Contact Buyers for your nearest stocking distributor.
(440) 974-8888 « Fax (440) 974-0165 * Toll-Free Fax (800) 841-8003 + sales@buyersproducts.com
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sco

SERVICE CENTER

And you thought
we only worked summers.

You'll find everything you need for fast, efficient
snow removal this winter at your nearby LESCO

Service Center”. From powerful

Nl = (=2 =i = )
‘4 “ = —A'(;——, ~| 4 vv | “‘
single-stage snow throwers to a
bl variety of tailgate spreaders and

V box sanders—and melting agents

including the popular LESCO Melt™
or rock salt. Plus snow shovels, gloves

and boots for you and

E your crew. So stop by for winter

tools and materials; or call us at

1-800-321-5325 for a location near you.

[ESCO
cj‘) With UsP

USE READER SERVICE #58




SNOW THROWERS

Show ' Throwers

A listing of

snow thrower/blower

manufacturers

and their products.

Buyers’ Guide

MANUFACTURERLISTING

Ariens

655 West Ryan Street
Brillion, WI 54110
920/756-2141
www.ariens.com

Bobcat Company
PO Box 6000

West Fargo, N.D. 58078
701/241-8740
www.bobcat.com
infocenter@bobcat.com

CE Attachments
12121 Corporate Parkway
Mequon, WI 53095
866/232-8224
www.ceattach.com

Excel/Hustler Turf
Equipment

200 S. Ridge Rd
Hesston, KS 67062
800/395-4757
www.excelhustler.com

FFC

100 East Lee Rd.

Lee, IL 60530
800/747-2132
www.ffcattachments.com

Grasshopper

1 Grasshopper Trail

PO Box 637

Moundridge, KS 67107
620/345-8621
www.grasshoppermower.com
info @ grasshoppermower.com

John Deere
4401 Bland Rd.
Raleigh, NC 27604
800/537-8233
www.deere.com

Loegering

15514 37th Street SE
Casselton, ND 58012
800/373-5441
www.loegering.com
Imi@loegering.com

Editor's Note: Snow Business attempted to contact and include all manu-
facturers of snow throwers for commercial use. A company’s inclusion or
exclusion in this guide should not be viewed as a comment on its products.
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Loftness Specialized
Equipment, Inc.

PO Box 337

Hector, MN 55342
800/828-7624
www.loftnesseq.com
www.snowblowers.com

Sicard

PO Box 171

Watertown, NY 13601
877/742-2732
www.sicard-snowblast.com
sicard @ imcnet.net

Simplicity
Manufacturing Inc.
500 N. Spring St.

PO Box 997

Port Washington, WI 53074
262/284-8706
www.simplicitymfg.com

Steiner Turf
Equipment

289 N. Kurzen Rd.
Dalton, OH 44618
330/828-0200
www.steinerturf.com
sales @steinerturf.com

Thomas Equipment
PO Box 336

Mars Hill, ME 04758
866-BE-TOUGH
www.thomasloaders.com
info@thomasloaders.com

The Toro Company
8111 Lyndale Ave., South
Bloomington, MN 55420
800/595-6841
www.toro.com

Walker Mfg.

5925 East Harmony Rd.
Fort Collins, CO 80528
970/221-5614
www.walkermowers.com
bob @walkermowers.com

Woods Equipment Co.
6944 Newburg Rd.
Rockford, IL 61108
866/869-6637
www.woodsonline.com

SNOWBUSINESS
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The new FFC Snow Push.

AT TACHED

to this one.

AR N :
RN
,,,' \ . \ k\ e ———

PATENT PENDING

Yy

 Check out the Snow Push, Snow Blower,
Angle Broom and a cost-effective line-up
of snow blades and other attachments.
For more information or a demonstration
call your local FFC dealer today.

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

100 East Lee Road * Lee, lllinois 60530 e tel 800-747-2132 » fax 815.824.2071 « www.ffcattachments.com

USE READER SERVICE #27
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SNOW THROWERS

Model Name/Number Clearing Cutting Horsepower | Chute Throw Weight | Key Features
Width (inch.)| Height (inch.) Rotation” | Distance (ft.)| (Ibs.)
Ariens
520 Compact (walk behind) 20 5 220 110 "Dura Clean" auger
522, 522E Single stage (walk behind)| 22 5 220 35 75-80 >
624 Compact (walk behind) 24 6 OHV 220 129
722 Single stage (walk behind) 22 7 220 35 80
724 Deluxe (walk behind) 24 7 OHV 220 35 175 aluminum gear case
824 Deluxe (walk behind) 24 8 220 45 240 dual handle interiock system
1028 Deluxe (walk behind) 28 10 45 269 handwarmers, headlights
1024 Professional (walk behind) 24 10 OHV 45 266 heavy duty gear case
1128 Professional (walk behind) 28 11 OHV 45 312 cordless starting
1332 Professional (walk behind) 32 13 OHV 220 45 323 electric chute rotation
1336 Professional (walk behind) 36 13 OHV 220 50 326 electric chute rotation
Bobcat Company
1412 (attachment) 48 21 n/a 190 20 390 hydraulic discharge chute
1812 (attachment) 55,61,67,73 | 24 n/a 225 30 855
2118 (attachment) 6167,7385 | 32 n/a 270 40 1,100
2418 (attachment) 73,85 36 n/a 270 40 1,220
CE Attatchments
SB620UD (skid steer attachment) 62 245 n/a 270 35 540 15 10 20 GPM @ 2000-3000 psi
SB715UD (skid steer attachment) 71.5 245 na 270 35 565 -
Edge/SB715UE (skid steer attach,) 715 245 n/a 270 35 565 20 to 25 GPM @ 2000-3000 psi
Edge/SB835UE (skid steer attach.) 83.5 245 n/a 270 35 580 >

Mankato, MN

www.hiniker.com

I~

$100
REBATE

HINIKER COMPANY

1-800-433-5620 * FAX 1-507-625-5883

-

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

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

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

LOW

Get the performance of a conventional
plow and the added versatility of a
backdrag plow in a single unit.

On All New Hiniker Plows Now Thri

See Participating Dealers For Details

i
4

$B22 SEPTEMBER 2001
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How Sale
[s Your [ce Melter?

Melting the ice. It's your responsibility. So are the
side effects. That's why so many people choose
FreezGard , a magnesium chloride melter that's
tough on ice (melts to -25° F), easy on the
environment, and safe around people, pets and
wildlife.

Remember, all ice melters are not the same. Take
a look at the chart. You may be surprised to see
how safe FreezGard really is.

So, when you're choosing your ice melter this
season, make a safe choice. FreezGard.

How Freez6ard Compares
More Toxic °
= 8000 I

LQSSTOXI( Sirychaine ﬂulTKI 'uunr Ant& MmSm freetbant hunm(
atide  Roach Spray

* LD, is the amount of substance, in mg per kg of body weight, with 2 50% casualty rate
of test animals in a controlled study, The larger the LD, number, the lower the toxicity
and safer the substance.

Q mc

For additional information, contact IMC Salt toll free at: (877) 462-7258 « www.imcsalt.com

USE READER SERVICE #12
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SNOW THROWERS

Mode! Name/Number Clearing Cutting ‘ Horsepower Chute Throw Weight Key Features
Width (inch.)| Height (inch )| Rotation Distance (ft.) | (Ibs.)

Excel/Hustler |

FNurf Equipment ’

3000 Series 55 . n/a 190 | 45 to 60 405 attach. for Hustler turf tractor

4000 Series 54, 60 27 n/a 180 45 1o 60 450

FFC

6748 (attachment) 47.5 - n/a 270 35 490 Electronically controlled

1 poly-lined chute and deflector,

two-stage hydraulic blower

6764 (attachment) 62 . n/a 270 | 35 540

6773 (attachment) 715 n/a 270 | 35 565

8785 (attachment) 83.5 na 270 35 590

Grasshopper |

412 (attachment) 48 “ n‘a 180 30 206 Heavy-gauge welded steel,
high-speed auger

512 {attachment) 60 n/a 180 30 310 * plus optional hydraulic

-, or electric lift
John Deere
724D (walk behind) 24 16 (opening 7 220 162 Eight-speed transmission
height) ‘ electronically controlled

discharge chute

9240DE (walk behind) 24 20 (oh) ‘ 9 230 20

MODEL P

* 3 packages with your choice

ng the best since 1939,
R 2

of Tecumseh, Briggs & Stratton
or Honda engines.

* Durable construction in carbon
or stainless steel.

* Competitive pricing with
finance options.

M

to store the MP.

Contact your Hi-Way dealer or call Hi-Way at 800/363-1771.

Visit www.Hi-WaySpreader.com to learn about

the entire line of Hi-Way deicing spreaders and leal vacuums.

USE READER SERVICE #17
$B24 SEPTEMBER 2001

SNOWPLOW OWNERS
FREE PARTS CATALOG!

Discounted parts for all major brands
of Snowplows and Salt Spreaders

CINTIAL FARTS WAREROUM

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

CALL NOW to Reserve your FREE
copy of our 01/02 Parts Catalog
Central Parts Warehouse

1-800-761-1700

USE READER SERVICE #18
SNOWBUSINESS
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Model Namea/Number Clearing Cutting Horsepower | Chute Throw Waight Key Features
Width (inch.)| Height (inch.) Rotation Distance (ft.) | (Ibs.)

John Deere

1128DE (walk behind) 28 20 (oh) 1 230 295

1128DDE (walk behind) 28 20 (oh) 1" 230 340 Heated hand grips, differential
lock, push-button start

1332DDE (walk behind) 2 23 (oh) 13 230 316

46-inch model (attachment) 46 6 (lift height) | n/a 180 250

47-inch model (attachment) a7 6 (Ih) n/a 180 300 two-stage design,
hydraulic chute angling

59-inch model (attachment) 59 23 (overal ht) | n/a n/a 450 two-stage design

Loegering

LSBE7 (attachment) 67 24 n/a 210 30 790 Reversible auger, hydraulically
driven chute, 13-20 gpm flow

LSB73 (attachment) 73 32 n/a 210 40 900 “, 17-31 gpm required

LSB85 (attachment) 85 36 n/a 210 40 1.100 ", 25-32 gpm flow required

LSB85X (attachment) 85 36 n/a 210 40 1,260 ", 32-45 gpm

Loftness

Specialized Eq.

481L (tractor, rear mount) 48 28 n/a 270 452 light duty work

601L (tractor, rear mount) 60 28 n/a 270 467 light duty work

721L (tractor, rear mount) 72 28 n/a 270 514 light duty work

661S (tractor, rear mount) 66 32 n/a 270 829 standard duty

7218 (tractor, rear mount) 72 32 n/a 270 B69 standard duty

SNOWBUSINESS

Up to 50% more snow plowed using your existing equipment!
Developed and tested for over six years in the harshest winter conditions,

Sidewing is ready to help you plow more snow and make more money. Strong
and reliable, Sidewing is very easy to use and lets you realize huge increases in

productivity from your trucks! Available this winter from a dealer near you.

ToLL FREE: 1-866-755-2244
www.sidewing.net

USE READER SERVICE #19

Sidewing North America, P.O. Box 81175, Ancaster, Ontario, Canada L9G 4X2 + Sidewing is protected by U.S. Patent #5503987, Patent Pending in Canada
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SNOW THROWERS

Model Name/Number Clearing Cutting Horsepower | Chute Throw Waeight | Key Features
Width (inch.)| Height (inch,) Rotation® | Distance (ft.) | (ibs.)
Loftness
Specialized Eq.
841S (tractor, rear mount) 84 32 n/a 270 912 standard duty
842S (tractor, rear mount) 84 48 n/a 270 1.557 standard duty
9618 (tractor, rear mount) 96 40 n/a 270 1.548 standard duty
962S (tractor, rear mount) 96 48 n/a 270 1,665 standard duty
481EL & ES (skid steer attach.) 48 28 n/a 550
S541EL, ES & EM (skid steer attach.) 54 28 n/a 560
601EL & ES (skid steer attach.) 80 28 n/a 570
661ES, EM, D1 & D2 (skid steer attach.) | 66 28 na 595-900
721ES & EM (skid steer attach.) 72 28 n/a - 615
721 D1 & D2 (skid steer attach.) 72 32 nfa 940
B41 D2, C3 & C4 (skid steer attach.) | 84 32 n/a 972 C3 & C4 weigh 1,000 Ibs
962H (tractor, rear mount) 96 48 n/a 270 1,833 heavy duty work
1028H (tractor, rear mount) 108 48 n/a 270 2,283 heavy duty work
1082I (tractor, rear mount) 108 48 n/a 270 2,283 industrial duty work
1083I (tractor, rear mount) 108 72 n/a 270 2,850 industrial duty work
Sicard
2200M (loader mounted attach.) 102 62 n/a 320 510 65 5,800
5000 Series (chassis mounted attach.) | 101 129 n/a 190 4 to 150 24,000
Simplicity
Manufacturing Inc,
520M/E (single stage, walk behind) 20 12.5 5 220 30 70/75
555M (intermediate, two stage,
walk behind) 22 16.5 5 190 35 176
755M (intermediate, two stage
walk behind) 22 16.5 7 OHV 190 38 178
860DXL (two stage, walk behind) 24 21 8 OHV 200 40 240 free hand control
860M (large frame, walk behind,
" two-stage) 24 21 8 200 40 230
970M (two stage, walk behind) 28 21 9 OHV 200 45 255
1180M (two stage, walk behind) 32 21 11 OHV 200 45 265 Tecumseh Snow King engine,
free hand control, remote
deflector adjustment, headlight
Single-Stage Tractor Attachment 36,42 17 n/a 200 30 n/a
Single-Stage Tractor Attachment 46 22 n/‘a 200 40 n/a
Two-Stage Tractor Attachement 40 17.5 n/a 200 40 n/a
Two-Stage Tractor Attachment 47 22 n/a 200 50 na
Steiner
Turf Equipment
SB348 (attachment) 48 25 n/a 190 - 425 hydraulically controlled chute
'homas Equipment
1812 (attachment) 551073 24 na 225 30 810-900
The Toro Company
CCR Powerlite 325
(single stage, walk behind) 16 3.25 . 25 38-40
CCR 1000 (single stage, walk behind)| 20 35 - 25 51-54
CCR 2450 GTS (single stage) 20 5 30 71-74
CCR 3650 (single stage, walk behind)| 20 6.5 35 73-75

$B26 SEPTEMBER 2001
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Model Name/Number Clearing Cutting Horsepower | Chute Throw Waight Key Features
Width (inch.)| Height (inch.) Rotation" Distance (ft.) | (Ibs.)

I'he Toro Company

522/622 (two stage, walk behind) 22 5 6 25 145-165

824 (two stage, walk behind) 24 8 35 195

824 XL (two stage, walk behind) 24 8 40 225

924 (two stage, walk behind) 24 9 40 255

1028 (two stage. walk behind) 28 . 10 40 290

1332 (two stage, walk behind) 32 - 13 40 316

Snow Commander 30600/30602 24 15 7 35 115

Power Shovel (electric) 12 4 n/a 15 12

1200 (electric) 12 6 na 20 17

1800 (electric) 18 10 n/a 30 24

Walker

Manufacturing

SB6670 42 19 na 228 40 210 for attachment to Walker mowers

Woods Equipment

Company

SS52 (tractor attachment) 52 30 n/a 210 40 to 50 438 Tractor HP 15-30

SS60 (tractor attachment) 60 30 na 210 40 to 50 447

SS74 (tractor attachment) 74 30 n/a 210 40 to 50 507 Tractor HP 25-40

SSB4SA (tractor attachment) 84 28 n/a 200 50 to 100 1,207 Tactor HP 60-80

SSB4DA (tractor attachment) 84 38 n/a 200 50 to 100

S896 (tractor attachment) 96 38 n‘a 200 50 to 100 1,663 Tractor HP 100-160

SS108 (tractor attachment) 108 38 na 200 50 1o 100 1,741 Tractor HP 125-200

BUILT FOR EFFICIENCY

AND PROFITS!
a7 el >
‘dragging &tgrr afound *

ice the drives per hour
ethod ”

.

ring Ioadmg do ks tight areds

oviie
EASY CE
RECEIVER
HITCH HOOK-UP

SPREADER
COMPATIBLE

SPORT/UTILITY
POWER ANGLE

Easy on your Vehicle...Tough on Snow!

The Future of Snow
W Removal is Behind You!

| SNSWRLSW..

' P.O. Box 78  Bloomfield, I1A 52537
1-888-766-6267 » Fax: 1-641-664-3438

www.snowmansnowplow.com

USE READER SERVICE #36
SNOWBUSINESS

Daniels Box Plow

Steel Trip Edge cleans hard packed snow
and ice better than a rubber‘edge!

Patented Trip Edge

Replaceable cutting edges
Individual sections that tnp

Clean down to the pavement
Superior Back Dragging

Snow Guard increases capacity
Bucket Mount or Quick Disconnect
Daniels quality rugged construction
= Multiple Sizes available: 10 to 32'

DZ2NIELS

* Box Plow *

847-426-1150 » Fax 847-426-1171
www.danielsplows.com

USE READER SERVICE #20
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BUSINESS MANAGEMENT

BY STEVE SMITH

Shoestring Snow Selling

Low cost sales and marketing strategies

for snow and ice contractors.

~= uccessful marketing doesn’t have to mean high-budget
television and radio advertising spots or glossy brochures
and direct mail pieces. Many savvy contractors say its not
A" howmuchmoney youspend, but how you spend it that counts.
Take Erv Denig, owner, Lawn & Turf Landscaping, Fort Wayne,
Ind. Denig grows by one crew a year, he said, through highly targeted,
face-to-face selling. “We don’t advertise, we don’t do direct mail, we
goafterthe client we wantand the clientthat fits our territory,” he said.
Otherthanasmall Yellow Page advertisement, the company relies
solely on face-to-face sales meetings with potential clients. Each year,
Denig identifies new commercial facilities he thinks would fit his
snow operation and evaluates the potential jobsite. Denig makes an
informal inventory of the facility by documenting the potential snow
and ice removal needs and photographing damage that a previous
contractor may have caused.

Denig asks office personnel at the account about who makes the
decisions regarding grounds maintenance, how long the decision
maker has been with the firm and which contractor conducted winter
services for the facility last year — all this before ever formally calling
the prospect. When he’s gathered all the facts, Denig calls the decision
maker, briefly discusses the facility and its snow removal needs and
requests a face-to-face meeting. By completing his pre-call research
before approaching a client, Denig said he’s able to set up face-to-face
meetings with nearly 100 percent of prospects.

During the sales meeting, Denig promotes his company’s pro-
fessionalism through customer testimonials and a list, including
pictures, of the company’s snow removal equipment. “When they
see our line up of equipment, that usually convinces clients that
they should have us, rather than some pickup truck operator,”
Denig said.

WHAT MAKES YOU DIFFERENT? Marketing and sales consultant Fred
Berns, president, Power Promotion Inc., Lafayette, Colo., says a
key to maximizing your marketing dollar is determining the unique
attribute that sets your company apart from the competition.
“Become the number one expert on you and your company. Ask
yourself, “‘What makes me outstanding at what 1 do?’
“Everyone you are trying to influence is sub-
jected to approximately 1,250 sales messages a
day. So why should they listen to your mes-
sage? It's a real important question.”
Berns said contractors can discover their
f differentiating attribute by thoughtfully
‘ considering a few of the following ques-
- tions. What do I specialize in? What are
" \ my special skills? What are my accom-
plishments? What kinds of clients do |
specialize in? What special degrees or cer-
tifications do I have?

“I think you can set and get any price you
want, as long as you can sufficiently differentiate
yourself from competitors. Really focus on what

makes you different,” Berns suggested.

Once you determine the items that distinguish
your snow removal operation, there is a virtually
limitless supply of relatively low-cost ways to pro-
mote this message to your market. Ideas include dis-
tributing snow and ice tips to potential customers,

SNOWBUSINESS




WALKER MOWERS CAN BE ADAPTED IN A FEW MINUTES to multiple
grounds maintenance uses with several front mounted attachments

and implements. So winter,
spring, summer and fall, the
Walker is on the job, getting
the work done. The five-
angle rotary broom is ideal
for lawn dethatching and
sweeping debris or light
snow on hard surfaces.

47" ROTARY BROOM

The 46" five-angle dozer
blade works great for moving
snow, loose dirt, and gravel.

[Fast, Eag% Snowblowing

Pictured above, the powerful high production two-
stage 42" snowblower throws snow up to 40' and is
recommended for Model D and T tractors. Also shown,
is optional operator soft cab. Pictured to the left, is the
single-stage 36" snowblower with its high speed clog-
resistant auger.

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

Independent, Family Owned Company Designing and Producing

- Commercial Riding Mowers since 1980
USE READER SERVICE #46
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BUSINESS MIANAGEMENT

sharing tips at community and local orga-
nization events, sending stories and press
releases to local newspapers and includ-
ing your company’s unique selling point
in your voice mail message. “Americans
spend approximately a total of 3.2 billion
hours a year talking and listening to voice
mail. If your voice mail is not special, you
are missing out on a major marketing op-
portunity,” Berns said.

Other ideas include creating a customer
satisfaction survey, hosting focus group
meetings with small teams of customers or
hosting a customer appreciation day. Such
customer events can be a prime opportunity
to seek the advice of clients on your service.
Sucheventsalso presenta great opportunity
to for referrals and testimonials.

FOLLOW-UP. Steve Bednarz, vice president,
Tovar’s Snowplowing, Elgin, 111, says the
simple act of following up with a prospect
can be a powerful, low-cost strategy to

PROMOTION SUCCESS STEPS

1. Take Charge: Tell yourself to sell yourself.

2. Take Stock: Where are you now?

3.  Set Goals: Where do you want to be?

4. Get Different: What makes you special?

5. Set Targets: Who needs to know how good you are?

6. Solve Problems: Decide what you have that they need?

7. Scout Competitors: See what they do, and do it differently.

8. Seek Feedback: Get testimonials and referrals from those you've served.

9. Establish Expertise: Make a “how to” list.

10. Create Credentials: Make a marketing kit.

11. Take Inventory: What do your prospects read? What groups do they belong to?
12. Get Published: Write and get written about in publications read by prospects and

customers.
13. Get Booked: Get invited to speak to groups whose members are potential customers
14. Get Recognized: Spread the word about your accomplishments.
15. Stay Connected: Follow up with those who know you - or should.

Source: Sell Yourself! 501 Ways to Get Them to Buy From You by Fred Berns. For more
information visit, www.fredberns.com or e-mail: fredtalks@aol.com.

RUBBER CUSHIONED
HOPPER MOUNTS

10" STAINLESS STEEL SPINNER
WITH DISERGAGE
(SROUND DRIVEN)

- -

[ Frves coves weivee |

BE 750 M5 BUZZARD BUDDY

GROUNDSCONTROL PRODUCTS
Toll Free: 1-877-263-8873 Voice: 662-624-8873 Fax: 662-621-8807

Post Office Box 2127 Clarksdale, Ms 38614

USE READER SERVICE #21
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1 7/4" BALL WITCH
(OPIIONAL ADJUSTABLE CLEWIS NITCH)

SROWN WITH OPTIONAL 12 VOLT DC VIBRATOR AND OPTIONAL SIDEWALK SMIELDS s

Wakes you up
when it snows.

The SNOW/ICE ALERT

Don't lose those valued plowing contracts, but
don't lose sleep either. The SNOW/ICE ALERT
gives you instant snow and road ice conditions.
Outdoor sensor transmits data to indoor
visual/audible monitor. Many features: test & reset
functions, battery backup and more. Years of
proven service in severest northemn winters. Direct
from us, a leading U.S. manufacturer of weather

instruments for professionals.

How much is your sleep worth?
Check, MO, COD, Visa/MC.

41 Terril Park Drive Quantity discounts.
Concord NH 03301 30-day retumn privilege.

CALL 1 800 633 1033 = FAX 603 224 2401 » www.seninsco.com

USE READER SERVICE #22
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MOUNT FOR OPTIONAL
OC VIBRATOR

7 S0 TUBING FRAME

CONTROL CABLE
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GLACIAL TECHNOLOGIES

'

=B - : Stockpile

Treatment

Glacial Technologies is a collaboration between Minnesota Corn Processors
and METSS Corporation. Glacial Technologies was created to develop and market
new and innovative roadway de-icing materials. Our products are engineered

for performance without forgetting that we have a responsibility to protect our

infrastructure and the environment.

! = N
To learn more about our products: NN B

Tel: 800.328.4150 ext. 2696 ‘ IR DE-ICING PRODUCTS ARE -
G : JUST THE TIP OF THE ICEBERG

\
|

TECHNOLOGIES
USE READER SERVICE #45
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BUSINESS MIANAGEMENT

earning new business. After a direct mail
piece is sent, Bednarz contacts potential cli-
ents to make sure they’ve received the bro-
chure. Bednarz also makes sure he follows
up via phone after a face-to-face meeting

follow-ups, so we don’t just drop off a bid
and never talk to the client again.” Follow
up, Bednarz said, allows the snow contrac-
tor to uncover the client’s thoughts on the
proposal and make additional strides towin

thebusiness. “We can find out what we need
to do to make it happen” Bednarz added.

and, most importantly, after a bid has been
submitted. “We try to have agood system of

Clear snow and remove dirt, thatch, and leaves with the C36TW.

A multi-seasonal workhorse, Sweepster's self-propelled
walk-behind sweeper is the right choice for all

commercial and residential applications.

[ [ [SWEEPSTER) } |

For More Information Call
1-800-715-5313

2800 N. Zeeb Rd. « Dexter, Ml 48130
www.sweepster.com

USE READER SERVICE #28

Snow Plow
Replacement Parts

Complete Line Of Parts

For Most Major Brand Plows
Meyer®, Western®, Fisher®,
Diamond®, Boss®

In Stock For Same Day Shipping “‘

Call For Your Free
Glove Box Size Catalog

1-800-228-PLOW

PLOW PARTS WAREHOUSE SN0
2246 Olthoff Road * Muskegon, MI 49444
visit our web site at: www.ppwarehouse.com

Phone: 1-800-228-7569
231-777-2001

USE READER SERVICE #23
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Whetheritsasking customers for referrals
or following up with prospects after the
initial bid, there are hundreds of low-cost
marketing strategies available to contrac-
tors. The key is making the effort to imple-
ment them. SB

The author is managing editor of Snow Busi-
ness. He can be reached at ssmith@gie.net.

Consider these time- and cost-cutting

marketing ideas:

« Jot down your key achievements for
the day and month (these will serve
as marketing ammunition when
conversing with prospects).

 (Create a five question customer sat-
isfaction survey.

* Update your voice-mail recording to
include a promotional message that
communicates the unique services
and skills your company offers.

* Ask a client for a referral and a
testimonial letter.

» Aska client for additional business.

* Contact a prospect.

* Contact a former client to renew the
business relationship.

» Determine three ways that you differ
from your competitors.

* Mest five people at a networking
event in your market.

¢ Distribute 10 business cards at a
local trade show.

« Send a note or e-mail message to an
existing client or prospect.

* Pitcha story about your company to
a reporter.

« Write a letter to the editor.

« Send out an article reprint to three
top prospects.

* Get on the mailing list of top pros-
pects and competitors.

« Give something away.

* Invite a decision maker to lunch.

Source: Sell Yourselft 501 Ways to Get
Them to Buy From You by Fred Bems. For
Information visit www.fredberns.com or
e-mail: fredtalks@aol.com.

SNOWBUSINESS
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Hydro Terra Brine Generator and _
Low Profile De-Ice Applicator 4

? g -~ 4 ~=
Snow and ice ¢ontrol equipmen
on is simple. Provide quality equipment

our customers in a timely manner
at a fair price.

AAX Snowpushers

-

or steel trip edges
for high capacity
¢ pushing resistance

PLOW MAX
Heavy duty snowplows

Adapter for Hydro Terra Hyvdroseeder
} Generates Brine for De-Icing

Environmentally Safe
Uses Common Rock Salt
Easily Applied

Use Unit in Off-Season

* The only snowplow for
all conditions
* Power angleing for
re-directing snow
* Manual or hydraulic gates
¥or containment of snow

Five Minute Set Up
12V Diaphragm Pump
Brass Fittings & Nozzles
Hand Spray Sidewalks

Remote Control ' A * Float position or down
Pressure for more cutting

action

brochure

Hydro Terra Products 800-497-2565

Wichita, Kansas 316-827-9900
www.hydroterraproducts.com * www.hydroterra.eboard.co b SIS
roterrapr roterr r m om PLESSIS |
USE READER SERVICE #25 USE READER SERVICE #24

(- i NAAC™
SoLip DEICER 1S
SAFE ENOUGH FOR
RUNWAYS . ..

MEETS FAA SPECIFICATIONS

150 9002 ey e T r 17

ceriFieD 030 CRYOTEZE=

L] Deicing Technology
6 Fr. MADISON, IA 52627 * 800/346-7237

K’N 39092 WWW.CRYOTECH.COM * DEICERS@ CRYOTECH.COM

GSA Contract #2GS-10F-8887H . Visa and Mastercard accepted
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@
We build COVER STORY
Wh at n“ “BB“ {continued from page 18)
® trigger depth for pushing snow is an inch. The company

provides service through the entire storm until all paved
areas are cleaned up. When a storm hits, personnel are dis-
patched to one of four staging areas maintained at the facilites
of key customers. The clients allow James to use areas behind 1
warehouses to store equipment and materials. Anarea leader,
who dispatches personnel and equipment in his zone, is
stationed at each of the four areas.

PEOPLE POWER, Ultimately, James said, it's people that have
made the difference for him in building a successful snow
business. With no formal business training and an education
from the “school of hard knocks,” James has relied heavily on his

peers in the industry. James said he’s spent uncountable hours
and thousands of dollars attending state and national industry
events, learning from presentations and from informal network-

- ing with other contractors.
We listen.

He's also benefited from reliable and professional employ-

We ﬁnd out What you neEd_ ees and associates. “I've got great people in the office and field
- - and have some key subcontractors that have worked with me for
Then we build it. -

10 or 15 years. I didn’t do this alone.” SB
Tough jobs demand tough equipment. Tough enough to handle ) ) _ _
all the heavy lifting, digging and pushing you've got. Like The author is managing editor of Snow Business magazine. He can be
hard-working Bobcat attachments. Each is designed to fit reached at ssmith@gie.net.

Bobcat loaders, excavators and telescopic tool carriers for top
jobsite performance. They're tough and dependable, and fit you
like a work glove. We build them because you need them

More hard-working Bobcat
Attachments for Snow Removal

A

Scraper * Snow Broom
Snow Blade * Cab Heater and Air Conditioning

1350

More melting action for your money.

For a FREE 40-page Buyer's Guide, call our 24-hour fax-back line: 'Y 94-97% Calcium Chloride Peliets
FRRSRE RO JO. e 1) Immediate Melting Action

Bnbcal?

One Tough Animal
www.bobcat.com Or visit our website at www.tetratec.com

For more information please call 1-800-327-7817

‘ Bobcat Campany » 2.0, Box 6000 « West Fargo, NO 58078 « 701.241-8700 De-lcer Available.
USE READER SERVICE #30 USE READER SERVICE #29
$B34 SEPTEMBER 2001 SNOWBUSINESS
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NEW PRODUCTS

» HINIKER 9'2-FOOT NEW LIQUID NEW BOSS PLOW
| ' Pl_ow DE'|Cl"G/A"Tl'|CING New 7-foot, 6-inch, standard
‘L * V plow for dual-wheel, four- PRODUCT FROM duty, stiaight-blade plow

¢ Designed for half-ton trucks

wheel-drive truck .
o Width of 9 feet, 6 inches SHH COMPANY * Features high-strength steel
Ice-MCL is a liquid solution of mold bOi?l‘d 9
SHH's pellet de-icer Ice-MC * Plow weighs 625 plounds
* Effective as a de-icing and anti-icing ¢ Comes standard with RT3
system quick hitch system

¢ Can also be used to pre-wet sand or
solid de-icers, including rock salt

* Lowest practical temperature, tem-
perature at which visible de-icing ac-
tion takes place within 15 minutes, is

¢ Clears 98-inch path in fully -26 degrees F
angled position and 101 inches * Low toxicity level for humans and
in V position aquatic life
¢ Features Quick-Hitch mount- * Low corrosion level for equipment _ -
ing system ¢ Can also be used for dust control on * Joystick control unit is also
* Compact joystick controller unpaved roads and parking lots standard on plow
Circle 1 on reader service card Circle 2 on reader service card Circle 3 on reader service card

= SK'D LOADER SNOW PLOW SYSTEM

The original! Trusted, tried and proven for 10 years!

4 scrape to the ps ¢ % S
* Exclusive trip cuthng edge design protects operator and machine if an
obstacle is encountered. False trips are eliminated.
, * Innovative options such as the Soft Touch cutting edge, Curb Guards,
and more, give you the competitive edge.
* Available in 7 sizes from 6.0' to 9.0’
» Ultra-rugged, commercial duty construction.
* 100% powder baked paint, beautiful fit
and finish.
» Made in the USA.

ety §g-905-2285
Wwwsv“’ .mi

‘ 6022 Pillsbury Avenue South, Minneapolis, Minnesota 55419

USE READER SERVICE #31
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NEW PRODUCTS

WESTERN ULTRA- BUYERS TAILGATE

MOUNT SYSTEM SPREADER

* Simplified snow plow attach-
ing and removal system

* Features simple drive in
attachment to reduce time
and effort

* Incorporates a rotating pivot
bar allowing the drive in
points to remain level, even

when blade is not

* Two receiver brackets on the ¢ Model TGS05A
vehicle are easily removable * Constructed with thermo-
Circle 4 on reader service card plastic hopper and powder-

coated frame

* Spreader motor is 12 volts and
housed in sealed chamber

* Provides flow of 9 cubic feet

¢ Material flow and spread
width from 3 to 35 feet

Circle 5 on reader service card

SNOWSPORT PLOW

FROM AGRI-COVER

* Straight-blade, personal utility
plow for pickups and SUVs

¢ Plow is 7 feet wide by 18
inches high and 3 inches thick

¢ Rubber cutting edge

¢ Blade weight approximately
110 pounds

* Anodized aluminum blade

* Plow hooks into 2-inch re-
ceiver hitch

Circle 6 on reader service card

WHEN THE

FALLS Are you

SNOWPLOW BLADES

Flexible urethane absorbs
impacts ... Reversible design

Let C.U.E., Inc. Urethane Winter Road Maintenance Products
help you to get, and stay, ready to face the ravages of winter.
They are engineered to outperform metals, rubber and plas-
tics by eliminating such maintenance headaches as corrosion
and impact damage. All winter long C.U.E. Spinners, Spinner
Hubs, and Snowplow Blades work to slash your equipment
downtime and increase your snowfighting efficiency.

C.U.E,, Inc.
11 Leonberg Road
Cranberry Township, PA 16066-3601 U.S.A.

®

¥ % prepared’

SAND/SALT
SPINNERS
The original
urethane

.

— '
spinner... | larger-size
Proven \ aggregate
performance \ p

ROCK/CINDER
SPINNERS

Specially made
. for spreading

Don’t get left out in m
the cold ... Send for - '
color brochure.

Phone (724) 772-5225 W Fax (724) 772-5280 W E-Mail: cue @cue-inc.com
U.S. Toll Free 1-800-CUE-INC-1 (1-800-283-4621) H Internet: www.cue-inc.com

USE READER SERVICE #32
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SPINNER HUBS
Urethane-encapsulated rust-
and corrosion-resistant design

SNOWBUSINESS
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YES___  NO__

Please Print
Name

Title

E-mail Address

Company

Address

City

State Zip

Do you wish to subscribe to Lawn & Landscape?
YES NO

216-951-0594

FOR
MORE
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products and
services,
circle the
appropriate
number.
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SUPERIOR SIGNALS
ARROW LIGHTS

¢ SY810L and SY850L LED
directional arrow lights

* Standard control box and 25-
foot wiring harness

ARTICGROOMER
SPREADER WHEELS

FISHER EZ-V
SNOWPLOW

Adjustable V plow configures

to scoop, straight or V position
* Insta-Act hydraulic system

locks blade wings to act as one
« Fish-Stik hand-held control

operates all blade functions
* EZ-V plow features Fisher
trip-edge and easy on/off

Sum®

Spreader discs constructed of poly-
urethane elastomer

* Virtually corrosion-free

* Available in sizes to fit many types

of spreader boxes

* Functions include left, right,

double arrow and caution bar ¢ Spreaders range in diameter from 9
» Constructed of heavy gauge, to 30 inches

enamel-dipped aluminum * Range in % to % inch in thickness
Circle 7 on reader service card Circle 8 on reader service card

* Constructed from Bayer poly-
urethane materials

blade design
Circle 9 on reader service card

Power Blower h

Slip Scoop

Lawn
Sweeper
I Power Angle Blade

Stump Cutter

Mig. in Daiton, OH

Now there are more reasons to
get attached to a Steiner.

What makes the Steiner the hardest working turf tractor you can
own? Start with unmatched versatility. With 20 available Quick-Hitch
attachments, including a new V-blade and core aerator, the Steiner does
the work of up to 20 single-purpose machines. In minutes, it becomes a
chipper/shredder, snow blower, lawn mower, edger. Whatever
the job, the Steiner gets it done.

You'll find more compelling reasons behind the
attachments. One turn behind the wheel tells you that
nothing moves like a Steiner. Constant four wheel drive

and a fully articulated frame allow you to tightly
maneuver around obstacles, while the floating cutting
deck follows every crease and curve.

Best of all, the Steiner is
designed, engineered and built with
pride for years of dependable
service. Find out why, for versatility,
performance and long-term value,
people get attached to their Steiners.
Visit your authorized dealer today.

| STEINER_

A turf tractor with a different twist

Model 430 Max
with V-Blade

StEINER Turr EQuIPMENT, INC.
PO. Box 504 + Dalton, OH 44618 -+

289 N. Kurzen Rd.

Phone: 330/828-0200

—

Rotary Swaeper

: ! Aerator

Rotary Mower

Chipper
Shredder

Disc Edger a

Reel Mower

USE READER SERVICE #33
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NEW PRODUCTS

PRO-TECH
COMPACT PUSHER ADVERTISER .ocooorrsrcerin PG#...RS#  ADVERTISER ...ooccoreecer PG# ..... RS#

¢ 'Sno Pushers for compact A-1Distributing ......ccccocccrinrnns 33 v 25 Lesco ....... R A 19 ..oii. 58
utility tractors with'20 or more B(»bm‘l O R R < G 30 LOBEBING < i ovirimmisiesseormiidinerk D) ceessis
hors«zpowcr BosS SNOWPIOW «..coiiivnnvinivmmnsiinas L PR MARIC ORI i orerirbiiasisbropesssbipsssnsss (. FR 10

Buyers Products Company ....... 18 ........ 15 Metal Plessis ..........ciiviansssninii 33 coronses 24
Central Parts Warehouse ......... 24 ........ 18 MEVer .. iiviin it . froosare 34
Cryotech .. wiimimmmnsissivrsmoire O3 oissses 26 Plow Parts Warehouse .............. 32 ........ 23
OB i aciiisusiessmsmes tatissicduiamaitn 36 i 32 Pro-Tech ......cccccccounns NI 8 85
Curtis .cocooeiriiiiiies oSS aaeess I o3 don 84 RCS Sno-PYO - iicicennnsisrisrirsisnsacas 465 38
Dattlels cviiinaasisisimins 2 siieeces 20 Rhomar Industries ... 7 i 60
Dow Chemical .....c....osicreraens by APRSORR. 7 Sensor Instruments ... 30 e 2
DN i st et LS e D Sidewing ... 19

* Rubber cutting edge, 45- 3} SRR S esqduoass s 23 27 Snowman Snowplow ... 27 .. 36
degree angle front and rear R L 15,36 Steimer ... A et 37 i B
wear shoes Gladier Tech: s Vi 45 Sbonebrook ..o i B i 31

* Features quick change Grain Of Salt ........ccccccooui. 16 14 SWREPSIOT -...c...iiiaiessanisisssssssissnsen 32 28
attachment system GroundsCORtrol .........c.cceuiew: 30 socc. 21 PO e ... 13

¢ Models from 4 to 10 feet Highway Equipment Co. .......... 1 17 Tetra Chemicals .........c.ocoevirivanens 34...2

* Available in popular compact FARTKer il R.ilh Walker MOWET ..........uuorieniniens 29........46
utility tractor brand colors IMC Salt o IRV ). PSS 12 Western i 2 B2

Circle 10 on reader service card Lader o 14 .. 1

Meyer is the only snow plow manufacturer that offers a complete
selection of steel or polyethylene Snow Plows to fit your
specific vehicle. And check out the new /D I Snow Plow
Mounting System. It's a one piece system, it's a two piece
system. It's common to Meyer or Diamond Snow Plows. One
model covers several vehicle models.

75 Years of
Progress Focused

M On Tomorrow.
SNOW PLOWS

1
|
1926-2001 i
|

<

Meyer Products

Cleveland, Ohio

www.meyerproducts.com

Diamond Equipment

Damariscotta, Maine

www.diamondplow.com

Divisions of The Louis Berkman Company
Meyer = Diamond % Swenson

USE READER SERVICE #34
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World’s fastest attachment snow plow,
get hooked up today. |

More and more snowplow professionals are switching to Curtis.
When you have a superior product, People cgsgh% YQJ:PS‘
S B dhe o Ly '?}" e \

i f" & :
S \ = - \
Lo AR R NS g e
- : : . s E . " ot "N

A2\

Gf_r_lg SNOWPLOWS

Dealer Locator

www.curtisplow.com
Call, write or click for more information and a FREE demonstration.
111 Higgins Street, Worcester, MA 01606 Telephone 508-853-2200

Tond Licensed under US. Patent No, 5,568,694 & Canadian Patent No. 2,137.85

nts pending.

USE READER SERVICE #84
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Hi *Sale ends 9/15/01
7,

2001 Pro-Tech Sna Pusher, All rights reserved

PROTECH’

SNO PUSHER evre

‘Guarantee $ale
U ST

Guarantee The Lowest Price

Guarantee You get the Best Quality Product
Guarantee You get your Snow Removal Contracts
Guarantee You get a Sno Pusher

Guarantee You're Prepared for the 1" snowfall

Guarantee Youv dorn ' get caught like this..

Model Facfcry
Direct
Foldout 20 $9.9060°
Loader 20 $6460°
Loader 16 35460
Loader 14 48007
Backhoe 12' $4600°
Backhoe 10° $3800°
Skid-Steer 10' $2300°
Skid-Ster 8  $ZHOU
Compact &' 31599
Compact 6 $1399

Sale

Price”

$8900 ca“

$5490

‘% 888PUSHSNO
$4320

$3.600 (888 787 4766)

ggzgg Or Visit

szi0  WWW.snopusher.com
$1439

$1259

.y -

USE READER SERVICE #85
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VU CONFERENCE

VIanaging s umaniBneSOurCeSHN OUIRGOIIpAnY;

 AreYou wiring
~ The Right People?

Do You Have A Plan
to Keep Your Best Employees?

Do Your Employees Want
to Stay and Grow with Your Company?



http://www.lawnandlandscape.com
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CONFERENCE PROGRAM

INESS .
trategies

ONFERENCE

10:30 - 10:50 a.m.
10:50 — 12:00 noon

SUNDAY, OCTOBER 7
8:00 a.m. Golf Outing
‘Marriott Mountain Shadows Golf Club
1:00 — 4:00 p.m. ‘Site Tour with Terrain Systems —
A Lawn & Landscape Top 100 Company
Phoenix, Arizona
4:00 - 6:00 p.m. ‘Registration/Resource Center Open
6:00 — 7:30 p.m. ‘Welcome Reception
MONDAY, OCTOBER 8
7:30 a.m. Registration & Continental Breakfast
8:00 - 9:15 a.m. 'Putting People First:
Management’s Role in Making It Work
Keynote Speaker: Scott Brickman, President,
The Brickman Group
9:15-10:30 a.m. Winning the Recruiting Wars for Top Employees

Speaker: Larry Fish, President, GreenSearch,
Refreshment Break
Employment Regulations Affecting Employers

9:15-10:30 a.m.

10:30 — 10:50 a.m.
10:50 — 12:00 noon

Speaker: Jean Seawright, President,
Seawright & Associates
12:00 - 1:15 p.m. Power Lunch Discussions
1:30 — 3:00 p.m. Creating Career Paths for Your Employees
Speakers: Laura Bird, Director, Human Resources;
Connie Brown, Training Manager, The Groundskeeper,
3:00 - 3:30 p.m. Refreshment Break
3:30 - 5:00 p.m. Speaker Roundtable Question & Answer Session
Moderator: Bob West, Editor, Lawn & Landscape
5:00 - 6:30 p.m. Networking Reception
TUESDAY, OCTOBER 9
7:30 a.m. Registration & Continental Breakfast
8:00-9:15a.m. Developing an Employee Management

Plan for Your Business

Speaker: Jean Seawright, President,
Seawright & Associates

Motivating the Troops:

Creating Excitement in the Workplace
Speaker: Marty Grunder, President,

The Winner's Circle

Refreshment Break

Communicating Total Rewards to Employees
Speaker: Larry Fish, President, GreenSearch,

What Do Industry
Professionals Value Most
About the Business
Strategies Conference?

“My partner and I attended your Business
Strategies Conference in Chicago last year
and we were at the point where if we didn't
get anything out of the conference, the
doors were closing. Needless to say we are
still here and stronger because of it."
Joe Morrison
Breakin’ Ground Landscaping
Middletown, Obio

“Finally, a
conference
that just
focuses on
the
business
manage-
ment
aspects of running a successful
landscape business. It was very
worthwhile.”

Bernard Naylor
Naylor Landscape Management
Kalamazoo, Michigan

“The chance to meet with the speakers
and ask questions one on one. I took
home some great tips from the
conference sessions.”
Pat Newman
Outside Services
Martinsville, Indiana

“The topics offered at the Lawn &
Landscape Business Strategies
Conference were exactly what we needed
to promote new ideas in our company.”
Rebekah Beighle
Showplace Landscaping
Crittenden, Kentucky




Sunday, October 7

| 8:00 a.m.

| Golf Outing

| Marriott Mountain Shadows Golf Club
Sponsored by National Insurance

1:00 — 4:00 p.m.

Site Tour - Terrain Systems

Join fellow contractors from across the country for a site

tour with the management team Phoenix-based Terrain

Systems — a Lawn & Landscape Top 100 company. Tour

' actual work sites with the management team of Terrain

I Systems and see how things are done in the desert South-

| west when it comes to landscape design and installation.
Bring your questions for the Terrain Systems management
team and see how your operation compares. This event is
free for registered conference attendees. Space is limited
and advance registration is required.

l 4:00 - 6:00 p.m.
| Registration/Resource Center Open

' 6:00 — 7:30 p.m.
} Welcome Reception
|

Reception Sponsored by Lawn & Landscape
magazine

Monday, October 8

7:30 a.m.
Registration & Continental Breakfast

8:00-9:15a.m.

Opening Session
Putting People First: Management’s Role
in Making It Work

When it comes to making a company
perform at peak efficiency, it certainly
helps to have the management team
on the same page as its employees.
Having buy in from management is a
vital step to making people believe in
the system and help develop a team
attitude. Listen to Scott Brickman,
president of The Brickman Group, one of the country's larg-
est and most successful full-service contractors, share his
ideas on how you as a manager are the key influencer when
it comes to employee buy in. Hear about the commitment
The Brickman Group has made in putting people first, the
positive results it has yielded and how the concept can be
successfully implemented in your company.

Speaker: Scott Brickman, President, The Brickman Group

Scott Brickman

9:15-10:30 a.m.
Winning the Recruiting Wars for
Employees

Where do you find good employees? That
question is asked of every green industry
manager on a continual basis and the an-
swer will be provided in this informative
session. Review proven methods for at- Larry Fish
tracting a greater number of higher quality candidates to fill
your company’s job openings. ldentify strategies for mak-
ing your recruitment efforts more effective — where to find
the winners, how to get your message to them and what
you need to make your company attractive to prospective
employees. Recruiting a winning team takes time and re-
sources and in this informative session, you will learn how
to make the most of your recruiting efforts.

Speakers: Larry Fish, President, GreenSearch

10:50 - 12:00 noon
Employment Regulations
Affecting Employers

In today’s litigious society, employers can-
not help but be overwhelmed by the po-
tential for something to go wrong when
handling an employment issue with a _
worker. Furthermore, not keeping up with  Jean Seawright
the latest regulations can be costly to your company. In this
important session, hear Jean Seawright, an expert in ser-
vice industry human resources, discuss what employers
need to know about regulations affecting their company and
their employees. Learn how to set up a system in your com-
pany to make sure you are compliant with the latest govern-
ment regulations, how to respond to employees’ questions
regarding regulations and how to safeguard your company.
Speaker: Jean Seawright, President, Seawright & Associates

Morning General Session Sponsored by Shindaiwa

12:00 - 1:15 p.m.
Power Lunch
Discussions

At the 2001 Business
Strategies Conference,
you will sit down to a
delicious meal as well
a discussion of leading
employee management
issues presented in a
case study format that
you can take home with <

you for immediate use. The discussions, led by the award-
winning editorial staff of Lawn & Landscape, will allow you to
interact with fellow contractors, hear how they handle em-
ployee management issues and pick up valuable tips on how
to make your company a better place to work. The proceed-
ings from each Power Lunch Group Discussion will be ap-
pear exclusively in a feature story in Lawn & Landscape maga-
zine and on the green industry’s leading web site —
www.lawnandlandscape.com.


http://www.lawnandlandscape.com

1:30 - 3:00 p.m.
Creating Career Paths for Your Employees

Once you have recruited and hired a talented employee
the toughest part of managing is still to come — how do you
keep them with your company? Creating career paths for
talented employees is essential if you are to maintain the
best and the brightest crew leaders, foremen, designers
and crewmembers. This informative session will discuss the
procedures for establishing a system that will help you offer
career opportunities that benefit not only your employee
but your company.as well. Understand what is important to
your employees and how to make career advancement a
reality for them and a benefit for you.

Speakers: Laura Bird, Director, Human Resources and
Connie Brown, Training Manager, The Groundskeeper

Afternoon General Session Sponsored by Echo

3:00 - 3:30 p.m.
Refreshment Break

3:30 - 5:00 p.m.
Speaker Roundtable
Question & Answer
Session

How often can you pick the
brains of leading green in-
dustry managers and hu-
man resource consultants
about the challenges you
face in managing employ-
ees? Atthe 2001 Business
Strategies Conference,
you will have direct access
to these valuable resources without having to spend a penny
more than your registration fee. Join fellow attendees for a
lively discussion of the most important issues in employee
management. Moderated by Lawn & Landscape Editor Bob
West, this session will provide you with the answers to help
improve your company’s ability to respond to employee man-
agement related issues.

Session Sponsored by Great Dane Power Equipment

Monday, October 8

7:30 a.m.
Registration & Continental Breakfast

8:00-9:15a.m.
Developing an Employee Management
Plan for Your Business

Regardless of the size of your company, having a plan to
manage the numerous aspects of human resources is es-
sential. Without a plan, you have no basis to form policy or
keep employees in the loop. From developing an employee
handbook to understanding how to keep proper records,
staying on top of these basic yet often overlooked tasks is
essential if you are to properly grow and maintain your busi-
ness. Take home valuable tips that will help you develop the

framework needed to establish a employee management
program from scratch or enhance an existing system. Learn
how to create a system that will make employee manage-
ment easier, more productive and that will serve as an as-
set for your company.

Speaker: Jean Seawright, President, Seawright & Associates

9:15-10:30 a.m.
Motivating the Troops: Creating
Excitement in the Workplace

How do you get people to listen? Are
you as tired of talking to your employ-
ees as they are of listening to you? Once
your attend this fast-paced session you
will learn how to make your office a more
exciting and productive place. Motivat-  Marty Grunder
ing employees is one of the hardest tasks a manager has
to accomplish, and if you are not a Knute Rockne-type
speaker you may feel frustrated. This session will show you
how to motivate your employees to not only become more
productive in their jobs but how to get them to believe in
your systems and philosophies. A can-
not miss session for managers looking
to inspire themselves and their employ-
ees,

Speaker: Marty Grunder, President,
The Winner's Circle

10:30 - 10:50 a.m.
Refreshment Break

10:50 — 12:00 noon
Communicating Total Rewards to
Employees

Compensation is more than a paycheck. It is medical
benefits, life insurance, workers' compensation, retire-
ment plans, vacation and personal time, vehicle allow-
ances, career opportunities, etc. The problem most
managers have is communicating these items to employ-
ees and helping them see the big picture when it comes
to their true level of compensation. In this informative
session, learn the methodology behind total rewards and
how to communicate it to your employees. Learn how to
demonstrate the true value of what you are offering and
how to use it as an effective recruitment and retention tool.
Speaker: Larry Fish, President, GreenSearch

Morning General Session Sponsored by Syngenta
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CONFERENCE REGISTRATION
Conference Registration $245 per person
(Includes all educational sessions, conference materials, receptions, lunch, breakfasts and refreshment breaks)

Group Conference Registration $195 per person (Two or more from same company)

SPECIAL EVENTS
Golf Outing $80
Sunday, October 7 (Includes greens fees, cart, lunch, prizes and transportation)

Site Tour Free
Advance registration is required; there are limited number of seats for this event and they are assigned on a first-come basis.
The site tour is only open to registered attendees of the Business Strategies Conference.

CANCELLATION/SUBSTITUTION/REFUND POLICY

All cancellations must be made in writing. A full refund will be accepted if received before September 21, 2001. No refunds
will be issued after September 21, 2001. Advance payment is required for the golf outing. No cancellations for golf outing
after September 28, 2001. No on-site refunds. Attendees can notify the Business Strategies Conference at any time that
another individual will attend the conference in their place.

CONFIRMATIONS

All registrations postmarked by September 21, 2001 will be acknowledged by mail. Registrations received after that date
should be picked up at the Business Strategies Registration Desk at the Marriott Mountain Shadows Resort starting Sunday,
October 7, 2001 at 4:00 p.m.

HOTEL INFORMATION

A block of rooms has been reserved for Lawn & Landscape Business Strategies attendees at the Marriott Mountain Shadows
Resort. Located at the foot of Camelback Mountain in the heart of Scottsdale, the award-winning Marriott Mountain Shadows
Resort is the ideal location for your trip to Arizona. Attendees should make their reservations directly with the hotel on or

before Friday, September 14, 2001 to receive the special conference room rate of $135 per night (single/double). Please ask
for the Lawn & Landscape Business Strategies rate. For reservations, call the Marriott Mountain Shadows Resort at 480/948-
7111 or 800/228-9290.

DISCOUNT TRAVEL INFORMATION GOLF OUTING
The Lawn & Landscape Business Strategies .SUﬂ.daY, October 7! 2001
Conference has arranged for special discount 8:00 a.m.

airfares to the conference. To take advantage of the

discount rates, please contact AAA Business Travel Spend a morning testing your 90“ sldlls at

at 800/999-0038 between the hours of 8:00 AM the 2001 Business Strategies Golf

and 5:00 PM Eastern. atthe mmm@oﬂ

Club. Located right on the resort groun
Shadows

s Sponsor Partners

the Marriott Mountain

==NIP| syngenta | it ieamsmmgmmin

TreePro™  LandProt oL course. mm.ﬂdmhm
W“?ﬁ“‘*“‘““‘"“ Registration deadline is September 28, 2001.
smmlam wournance (Please Note: The Marriott Mountain Shadows Golf Club is

practice balls, lunch and prizes. Club rental is available atthe

an executive style course primarily made up of par 3 and 4
holes (3,081 yards).




BUCQINESS .

REGISTRATION tr ategles

FORM ONFERENCE

October 7-9, 2001 = Marriott Mountain Shadows Resort * Scottsdale, Arizona

PHONE: Call 800/456-0707 and ask to register for the 2001 Lawn & Landscape Business Strategies
Conference (weekdays 9 a.m.— 5:00 p.m. EST)

MAIL: Conference Registration, 2001 Lawn & Landscape Business Strategies Conference, 4012
Bridge Ave., Cleveland, OH 44113

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

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

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

Name As It Will Appear On Badge

City State Zip Code

Phone Fax E-mail Address

PAYMENT INFORMATION
Checks: Make payable to GIE Media (drawn on a U.S. Bank, in U.S. dollars)

______lauthorize GIE Media to charge my:
___VISA ___ MasterCard ___ American Express ___ Discover
Card Number Expiration Date
Billing Address
Name On Card Signature

Please Note: Registrations will not be processed until payment information is received. All faxed
and phone registrations MUST include credit card information. There will be a $25 fee for returned
checks.

REGISTRATION INFORMATION

Conference Registration Number Total
Full Conference Registration @ $245 =
Group Conference Registration (two or more from same company) @ $195 =
Special Events
Golf Outing (Sunday, October 7) @ $80 =
Site Tour (Sunday, October 7) @ Free =
TOTAL st e
For Office Use Only
Date Received Registration #
Payment Received
Type Amount
Sl G___ 0701
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(continued from page 108)

“The majority of our customers come from
referrals, either from landscapers or build-
ers. Our referrals are usually good, qualified
leads where we've already been talked up a
little bit, so when customers call us they have
already heard some good things about us.”

Similarly, Perry Bratt, president, Bratt
Inc., Pleasant Grove, Utah, found referrals
such a valuable source of business that the
company began using them as fodder for
additional sales leads.

“In our sales packet we list 40 to 50 refer-
rals of satisfied clients, provide contact names
and phone numbers and customers can call
any one of them,” he said.

Since recommendations act as a driving
force for business, quality service remains a
mandatory goal for irrigation contractors to
secure helpful referrals. Joe Goetz, presi-
dent, Goetz Landscape and Irrigation,
Centerville, Minn., agreed that following
through the entire process, from initial cus-
tomer contact to installation, results in satis-
fied customers and, ultimately, increased

business for his company.

“What gives us the best return is doing
good quality work and relying on referrals
from previous customers,” Goetz identified.
“That kind of opens and closes our sales. If
customers are looking for a good, quality
system, and looking for it to be done right,
that is the customer we're looking for. We
qualify the customer as much as they are
qualifying us.”

In fact, as another step toward earning rec-
ommendations, Goetz Landscape and Irriga-
tion rewards customers with gift certificates for
their service and referrals. Michael Hogan,
owner, New England Lawn Irrigation, Ply-
mouth, Mass., cited similar tactics.

“If we get into a neighborhood and a
person does a lot of referring, what we’ll do
is offer discounts on a sprinkler system or
service down the road,” he said.

Goetz also stressed that when it comes to
selling his product, irrigation and honesty
go hand in hand. “We lead with integrity —if
we say we're going to do something, we'lldo

it,” he said simply. “It helps us to be success-
ful in all parts of what we do.”

Forexample, Goetzillustrated, if the sales-
person is running behind because of a
weather-related delay, it makes sense to no-
tify the customer even though it may not be
what the customer wants to hear.

For Bratt, his company goes so far as to
include integrity inits mission statement. He
identified this trait as one of the most impor-
tant keys to sales success, and, like Goetz,
said following through with promises and
providing customers with service updates
result in respected business practices.

“Our clients are regularly referring us to
other individuals,” Bratt said. “The reason
they hired us is because we do what we said
we were going to do.”

THE COMPETITIVE EDGE. Reliability
also comes into play throughout the initial
sales process. Contractors stressed that face-

to-face meetings often help clear up custom-
(continued on page 118)
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there’s more to life than applying fungicide.




There's a reason we're the leading broad-spectrum fungicide. We last longer. And when you have as much to do as
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(continued from page 115)

ers’ questions and allow clients to view sys-
tem parts and diagrams. Strick pointed out
these in-person meetings also help clients
differentiate among the contractors.

“We go over any specific needs the cus-
tomers have, sit down with them and ex-
plain what we're doing and about the prod-
ucts we install, as well as what makes us
different from other places they got esti-
mates,” he said.

Bratt related the importance of spelling
out proposals carefully and encouraging cli-
ents who are receiving alternate bids to ask
the competitors to thoroughly explain pro-
posals as well. Maintaining that his com-
pany refuses to buy into “quick fixes,” he
said that sometimes when competitors bid
lower and sacrifice quality, he must turn jobs
away rather than match low prices. Yet, he
stresses that the quality of the installation
usually eclipses the price.

“Some can do it for one-third of what I

(continued on page 120)

T hanks to advertising, Perry Bratt has his customers seeing yellow. “Our best
form of advertising, visually, is our equipment and trucks. We have a bright yellow
— canaty yellow - color, so if you see a yellow truck coming down the road you know it's
Bratt," described Bratt, president, Bratt Inc., Pleasant Grove, Utah. Referrals are then
driven by the intense yellow color that allows area customers to easily identify Bratt
as “the company with the yellow trucks."

Other contractors value appearance and presentation as key selling points for their
business. Joe Goetz, president, Goetz Landscape and Irrigation, Centerville, Minn.,
cited appearance as a driving factor when securing new customers. "One of the
things I emphasize is if the truck looks good, if we're timely and in uniform, we do a
lot of sales based on presentation.” he explained

Appearance also comes into play with selling materials, Carefree Lawn Sprinklers,
based in New Lenox, Ill., distributes a folder of information to potential customers
that includes a brochure, letter, illustrated diagram, product shots of controllers,
valves, rotors and spray heads and specification sheets. Bratt's yellow sales packet
includes employee photos and brief resumes, showcasing his staff's experience.

In addition, Bratt implements an employee dress standard that requires neatly
trimmed hairstyles and forbids earrings. Further, Bratt holds its employees to behavior
standards that ban swearing or vulgar jokes when completing a job. “We do our best
to have our employees act sharp, look the part and be honest,” he said. “Clients have

told us that's why they wanted us on their

The pawer Of property.” — Kristin Mohn

Appearances
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(continued from page 118)

caninstall it for,” admitted Bratt, adding that
system longevity plays a large part in qual-
ty. “Typically, yes you can do that, but you
stillhave a problem. Ifitis not installed right,
you are going to have problems. I don’t want
the Bratt name tarnished, and it does not
make sense to cut corners.”

In pursuit of jobs, contractors sometimes
fall into the trap of falsely promising services
to customers to match competitors or to sim-
ply impress clients. Strick cautioned against
exaggeration and, again, stressed the value
of integrity when competing in the industry.

“Be honest with customers, don’t over-
commit, don’t exaggerate the reliability or
that these things are completely maintenance-
free,” he insisted. “Any company out there is
individual - whatis one company’s forte is not
‘I this
place is going to do this, I am going to do this.’

another company’s forte. Some say,

I say, know what you're good at, do what
you're good at and don’t make the mistake of
promising otherwise.”

S ome irrigation contractors score
additional sales savvy from their
distributors and suppliers, which
provide assistance in the form of
referrals, training or designs. Bob
Fredericks, marketing manager, MTI
Distributing, Minneapolis, Minn., said
his company offers irrigation system
designs to certain contractors to
improve their services and products.
“We provide [design] leads to
contractors in a couple of different ways:
a) to those capable of that size of a
project, and b) also to the contractors
that are most loyal to us,” he explained.
In addition to design leads,

distributors serve as a valuable source
of customer referrals. Perry Bratt,
president, Bratt Inc., Pleasant Grove,
Utah, said a contractor-distributor

Distributor

relationship comes into play when seeking
new clients.

“We regularly get distributors referring
us to new clients,” said Bratt. “They have
us on the top of their list because the
distributor knows they're going to have
happy clients if [the customer] hires us.”

Since distributors and suppliers have
firsthand product knowledge, contractors can
utilize this information to keep their services
up-to-date, said Joe Goetz, president, Goetz
Landscape and Irrigation, Centerville, Minn.
“Distributors provide good information on
the product in a timely fashion,"” he said,
adding that distributors send brochures and
folders of product information as well as
ensure on-time arrival of products.

Some distributors offer training programs
that attempt to improve a contractor’s staff
education and, consequently, sales
strategies. Fredericks said MTI offers an
annual four-day education program
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comprised of 30 to 40 classes, ranging in

topic from turf to design to self-improve-

ment. Further, Fredericks described a

contractor loyaity program featuring airline

miles or incentive trips as rewards for
| increased sales

Fredericks pointed out that a
distributor’'s choice to offer contractors sales
assistance depends on the distributor’s
focus. “If they're looking for value-added
items and to create loyalty, they’ll do that
type of thing, but not if they're just looking
for lower prices,” he suggested
Goetz cautioned against relying on

distributors for actual sales and said their
true value lies in the "tools” they can
provide to help contractors effectively
secure sales. Michael Strick, president,
Carefree Lawn Sprinklers, New Lenox, I1L.,
agreed. "Our distributor does provide leads,
and it's a small percentage of what we do,
but every little bit helps — all these things
add up.” he noted. - Kristin Mohn

Further, Goetzmentioned the importance
of thorough service in the irrigation indus-
try, and that many home store chains cannot
offer the same level of attention. “Components
are just components, but the service is based on
how well [the system] is put in,” he said.

Hagen recognized the presence of home
stores in his market, but he said the sale
comes down to different target customer
populations. In other words, while home
stores aim for individuals who are more
“hands-on,” he focuses on clients who value
the service. “Our target market is people
who don’t want to mess with it,” he quipped.

Strick said healthy competition in the
current market results in more irrigation jobs
than any company knows what to do with,
which lessens the impact of home store sales
and consolidation. Confidence in the value
of quality customer service also lowers the
threat of larger companies, which offer re-
duced prices but often require customers to
install systems themselves, he said.

AVERTING SALES OBSTACLES. Aside
from competition, irrigation contractors face
a variety of obstacles when selling irrigation
systems, Hagen cited the lack of education
and experience among new salespeople as a
common problem.

“Firstand foremost, young salesmen face
pressure — No. 1, they're not prepared, and
usually end up sacrificing something,” he said.
“If you go in unprepared and not understand-
ing what it is that your client is all about, you
sacrifice dollars, timeliness or quality.”

In order to overcome these obstacles,
Hermes Landscaping provides a mentor pro-
gram for new employees, during which they
gain exposure to processes, upgrades, semi-
nars and system walk-throughs to gain effec-
tive sales tactics.

Goetz overcomes price obstacles in his
area with a basic solution - advising his
customer that they will get what they pay
for. “We always stress that it's an investment
they’re making, and if they’re going to spend
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“If customers are looking for

the money, they might as well have some-

thing that works,” he stated.

Yet, Bratt cautioned irrigation contrac-
tors against pushing customers into pur-
chasing a system or features they cannot af-
ford. Instead, he suggested encouraging cus-
tomers to start with installing a system on the
frontyard and saving theback yard foranother
time, rather than installing both at once. “We
encourage salesmen not to force customers
into something they can’t afford, it doesn’t
help themorus,” he discussed, offering some
basic wisdom: “You don’t enjoy what you
can't afford.”

Bratt said convincing the customer of the
products and services they need for an effec-
tive system can be difficult due to the techni-
cal nature of an irrigation plan. “One ob-
stacle is people’s misconceptions of what it
takes to really cover the property properly,”
he explained. “We're up against fly-by-night
companies who don’t want to hurt the client
but just haven’t been educated.”

a good quality system, and

Strick also returned to competi-
tion as his main obstacle within the
business, especially concerning the
basicirrigationsystemstructure. “It’s
tough to sell quality to someone be-
cause 95 percent of a sprinkler sys-
tem is buried in the ground,” he said.
“That's the biggest obstacle — con-
vincing a customer that your product
is better than another company’s
product.” Strick added that this prob-
lem can be solved by differentiating
design and, again, avoiding the dan-
gerous shortcuts.

NECESSARY KEYS TO SUCCESS. Dec-
spite numerous roadblocks along the path to
selling an irrigation system, contractors rely
onspecific tools when playing the fast-paced
and competitive sales game. By featuring
what he labels as the “best materials and
products in the industry,” Hagen can more
confidently position himself on the high end

lookin

CUS
» . "

for it to be done

right that is the customer

we re looking for. We qualify

the customer aas much as
they are qualifying us

of the price bracket and offer customers all-

inclusive packages thatinclude service based
on years of experience. From there his sales-
people establish relationships with custom-
ers who respect their knowledge.

“Getting your folks out there and doing a
great job are probably your most successful
ways of generating new business,” he stated.

Goetz maintained that efficient, knowl-

(continued on page 124)
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Irrigation Sales Strategies

(contimued from page 118)

edgeable service equals satisfied customers.
He ensures that phones are always manned
and that customers are routed to the right
contacts, resulting in quick, convenient ser-
vice. “Being on time is the biggest consider-
ation - you go with the mind that you're
really providing a service, and your sale is
based on knowledge,” he said.

This knowledge comes into play when
selling to a residential customer vs. a com-
mercial customer. Identifying the customer’s
main priorities helps the salesperson develop
the most effective sales pitch. “The sales
pitchtoaresidential customeris more geared
toward service because on a residential sys-
tem the homeowner is the end user, and a
sprinkler system is a maintenance item,” he
explained. “They don’t want to get a sprin-
kler system from someone who is not going
to be around next year. With commercial,
you're not dealing with an end user. On
commercial they're more looking at job per-
formance, how fast can you meet deadlines,

and the quality of a sprinkler system isn’t
always a main issue.”

Bratt focused on the importance of mak-
ing a face-to-face sales visit, since property
types vary in his region. “We go to the site,
meet with customers and then see what the
conditionsare,” he stressed. “It's very impor-
tant we have that visual opportunity before
we do it.” Along with that, a detailed pro-
posal spelling out a system’s equipment will
better convince a customer to choose higher
quality in order to ensure longevity and sat-
isfaction, Bratt pointed out.

PERSONAL INTERACTION. Bratt said
human interaction, when applied within his
staff, creates a domino effect that benefits cus-
tomers. His open-book management policy
allows salespeople to measure their progress
against the company’s numbers and fine-
tune theirsales methods accordingly. Because
salespeople want toimprove the company and
please the managers, their tactics improve. “If

salespeople want to get brownie points with
the officers of the company, they should let us
hear from others that they had a chance to cut
corners but didn’t,” he said.

In terms of pressures offered by home
stores, Bratt acknowledged their presence,
but again, cited interpersonal communica-
tion as a clear advantage. “I think [home
stores| are here to stay, but we're just going
to have to learn and do our best to educate
the public about the advantages of having
someone with more experience day in and
day out,” he stated.

For Strick, though sales policies involve
any number of complex interwoven factors,
he simply looks to the Golden Rule as a
guide. “We have a very general business
philosophy,” he said. “Just treat the custom-
ers the same way you would want to be
treated, no better, and no worse.”

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

HINIKER COMPANY
Mankato, MN
1-800-433-5620 « FAX 1-507-625-5883

www.hiniker.com

LOW

Get the performance of a conventional
plow and the added versatility of a
backdrag plow in a single unit.

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

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

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

$100
REBATE

On All New Hiniker Plows Now ﬂlm

See Participating Dealers For Details
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The all new line of Skid Steer Loaders from Cat"is
now available. The revolutionary design features include:

* New level of control, power
and versatility
Maximum operator comfort
to reduce fatigue
Designed for ease
of serviceability
Full line of attachments
and work tools
Best support
in the industry

Cat Skid Steer Loaders deliver
high productivity, long service life

and excellent return on investment. Stop by and see us today.
While you're here, ask about our aggressive lease, finance and
purchase options available on Compact Products.

Altorfer Inc Fabick
www.altorfer.com www.johnfabick.com

Butler Machinery Foley Equipment Co
www . butler-machinery.com www foleyeq.com
Far Wichita KS

Dean Machinery Co Martin Tractor Co
www.deanmch.com www.martintractor.com
Kansas ( A0 T

816}

E. A Martin Company MacAllister

wWww. eamartinco.com macallister@macallister.com
( India I\

FABCO
www fabco.com
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Nebraska Machinery Co

www.nebraska-machinery.com
Omaha

Patten Tractor & Equipment Co
www._pattentractor.com

Ziegler
www.zieglerinc.com
M AN

CAT
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MOWER ATTACHMENTS:

Sulky Solutions

For Bill Wright, sulkies offer several advantages: increased
productivity, lower costs, and, in some cases, salvaged rela-
tionships.

“The No. 1 one thing about sulkies is reducing fatigue,” he
said, since sulkies attach to walk-behind mowers and allow
operators to stand. “So, we had women writing us letters
thanking us for saving their marriages.”

Obviously, sulkies were designed with walk-behind mow-
ers in mind. With a sulky, operators expend less energy,
explained Wright, president, Wright Mfg., Frederick, Md.

“A guy who is cutting grass in an eight-hour day, when a
lotof these mowers travel at about 5 or 6 mph, can really walk
between 20 and 30 miles a day,” Wright said. “With a sulky,
they are running the [mower] 3 or 4 mph, consistently all day
long, and take less rest.”

One-wheel trailing sulkies, because of their low weight, work best
on gear-drive mowers. Photo: Havener Enterprises

Michael Febbie, sales manager, Landscapers Supply,
Spring Valley, N.Y., agreed. He identified operator fatigue as
a contractor’s largest downfall, especially in a time-based
industry where a higher volume of mowed property relates
directly to company profit.

(continued on page 128)
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We're always pushing
10 give you more.

Power Blower We're never satisfied. That's why Steiner

froctors are uniquely designed and engineered fo

. provide more of what you need In a fractor: more
performance, more versatility and more reliability

Rotary Mower
Mulching/Reor Discharge

Model 430 Max
with V-Blade
Chipper Shredder

Rotary Sweeper

A turf tractor with a different twist.
289 N. Kurzen Rd, » PO, Box 504 « Dalton, OH 44618 * Phone: 330/828-0200  www.steinerfurf.com

Stump
Cutter
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Max. This Steiner provides full-time 4-wheel drive

for impressive traction in all conditions, on Reel Mower
articulated frame for unmaiched maneuvering
ond o hydrostatic fransmission for smooth power

transfer. With your choice of engines ranging
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But that's just the beginning. With more than
two dozen Quick-Hitch™ attachments, the 430
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and Megan Ries are available to address
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Call tollfree today.
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“When a landscape foreman or owner
sends his crew out in July’s dog days, they're
mowing like crazy in the morning,” Febbie
pointed out. “In the afternoon, they're
drained after trotting behind a machine all
day. If they are sent out in the morning with
a sulky, mowers are productive all day long

and make more money for the compnn_\a“

HIGH PRODUCTION, LOW COSTS.
Increased production and an energetic, effi-
cient landscape crew go hand in hand.
“With hydrostatic capability replacing
belt-drive technology on walk-behind mow-
ers in the late 1980s and early 1990s, there
was increased productivity of maybe 25 per-
cent,” Wright clarified. “When sulkies were
added to the equation, there was yet another
25 percent productivity gain yielding a total
boost of 50 percent at the end of the day.”
Although reduced fatigue is a positive
feature, low costs designate a sulky as an
economical alternative to riding mowers.
Sulkies cost between $100 and $300, depend-

ing on the brand name. Wright related that
companies often come in to buy their first
sulky, and then return the next day for sev-
eral more after realizing first-hand just how
beneficial they can be.

“The fact that you can do this economi-
cally is a big driver for this phenomenon,”
Wright said.

Installing a sulky most often involves
drilling a couple of small holes into the back
of the mower, bolting on a hitch and attach-
ing the sulky. The hitch can be removed at
any time and sulkies fit onto every type of
mower, although most will only fiton a hitch
that matches the sulky’s brand.

Kevin Giesecke, owner, Lawn-Wright
Organic Lawns, Rockville, Md., has 40 to 60
walk-behind mowers in his fleet, with sulk-
ies on almost all of them. He maintained that
most, if not all, landscaping crews today
utilize sulkies.

“Iwould beshocked if my operatorsdidn't
Idon't
think there are many companies that don’t

use sulkies,” Giesecke said strongly. “

use them anymore.”

CONSIDERING THE OPTIONS. After
deciding to purchase a sulky, an operator
must consider the three primary types. Trail-
ing sulkies have one or two wheels and
swerve to the insides of turns, allowing op-
erators to overcome momentum changes and
maneuver in tight spaces. One-wheel sulk-
ies, the lightest type, work well on gear-
drive mowers, while dual-wheel trailing sulk-
ies accommodate heavier operators and do
not leave definitive lines in turf, said Chris
Havener, president, Havener Enterprises,
Bradley, Ill. However, Febbie noted that the
dual-wheel sulky mightjack-knife when try-
ing to reverse.

Caster, or swivel-wheel, styles have two
wheels and resist changes in direction and
momentum more than the trailer type. Yet,
they allow the operator to remain relative in
position to the handlebars throughout turns.
Although heavier and less maneuverable,
this sulky is better equipped for larger mow-
ers, Havener said.

Another type of sulky lacks wheels and

(eontinued on page 130)
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BUILT TO BLOW AWAY
THE COMPETITION.

GIANT-VAC

Available in push and hydro-drive models.

Withstands heavy wear and tear to outl

Offering the largest selection of debris blowers.

Strongest, one-piece oll welded housing design in the mdustry
the ¢

cast aluminum impellers.

« Sturdy Classic Series has rugged, welded steel impellers.
« Exclusive, easy-off taper-lok™ hub for easy impeller service.
* Full range of engines, 5- to 16- horsepower.

RUGGED DEMANDS? DEMAND RUGGED EQUIPMENT.
www.giant-vac.com
Giant-Vac, Inc. South Windham, CT 06266 + (860) 423-7741
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Powerful Whisper Jet Series features 8-blade,

TRY THE NEW

5004-PC

4" Pop-Up
Complete Turf Rotor

Top-Adjusting with
NEW Nozzle Tree

*WHILE SUPPLIES LAST-

I RaIN R BIRD,
SALE
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Buy The Box

s E€3 BEST BUY on a Turf Rotor
We Pay
%+ For U.P.S. SHIPS SAME DAY

Plenty in Stock

Order By 1 p.m.
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800-600-TURF
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The Press Club of Cleveland, an organiza-
tion for print and broadcast journalists and
editors, public relations and advertising
professionals and anyone who works with
them, presented the following awards to the

Lawn & Landscape Media Group:

BEST TRADE MAGAZINE IN OHIO: First Place,

Lawn & Landscape

FEATURE WRITING: First Place, Lawn & Land-

scape, Russ Frith profile by Kristen Hampshire

BUSINESS WRITING: First Place, Lawn & Land-

scape, Franchise Focus by Kristen Hampshire

SPECIAL REPORT: Second Place, State of the
Industry Report by Nicole Wisniewski and Bob West IEADERSHIP
1S MEASURABILE.

COVER DESIGN: First Place, Lawn & Landscape, ]0"7 our wmning team toa’ay-

October issue by Charlotte Turcotte 80 0/4 5 6- 0707
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incorporates ahydraulicshock absorber so that
the operator “floats” above the lawn. Febbie
said this style comes in handy when customers
do not want wheel tracks on their lawns.

Wright cited the trailer sulky’s ability to
change directions smoothly as a clear advan-
tage. “With the caster, the operator is the
heaviest object, has momentum, and to get
the operator swinging around, it requires
overcoming the momentum of the opera-
tor,” Wrightexplained. “The caster type with
the operatorin fixed position makesitharder
to start a turn and harder to end.”

Febbie backed up Wright's preference for
single-wheel sulkies. “Most people who buy
sulkies buy single-wheel because they’re
comfortable with how they operate and they
are easy to maneuver,” he said.

On the other hand, Havener praised the
caster style for its comfort and position right
behind the handlebars. He cited this style’s
rising popularity as a result of handlebar de-
sign changesinmany walk-behinds, butadded
that in the end, the choice between sulkies

depends on the contractor. “It's a matter of
individual preference,” Havener said.

DAY-TO-DAY BENEFITS. All sulkies of-
fer several other advantages, including re-
duced top-heaviness and a lower center of
gravity, which keep the mower from tipping
over when traversing hills. In addition, the
small size of a walk-behind mower with a sulky
translates to storing more machines at a time.

“Fifty percent more walk-behind mow-
ers could fill the truck [with sulkies] over
ride-on mowers,” Wright pointed out. Fur-
ther, sulkies usually lift up and attach to the
handlebars so that they can be tucked away
when not in use. Havener pointed to this
feature as an advantage to a contractor when
mowing hills. “If you get into a real steep hill
situation, and you're not comfortable with
the sulky, you can fold it up and you're back
to walking behind,” he explained.

In terms of operating risks, Wright said
sulkies actually improve operator safety.
“When people switch to using sulkies in-

stead of just a walk-behind, you find a dra-

matic decrease in the number of ankle inju-
ries,” he related. “Before it wouldn’t be un-
common for someone to step in a hole and
twist their ankle.”

Febbie asserted that sulkies pose minimal
danger, and the reduced fatigue actually leads
to safer conditions. “An operator who is
fresher and not as fatigued is less likely to

"

make a mistake,” he clarified.

Yet, sulkies may have a few disadvan-
tages, depending on the mowing job. Wright
said a sulky might not be as efficient or nec-
essary for smaller yards and tight spaces.
However, Febbie always requires sulkies in
hisequipment lineup. “In my opinion, I would
notallow amower to go out without asulky,”
he claimed.

Overall, Wright maintained that the pro-
ductivity boost undoubtedly improves a
mowing job.

“Wherever walk-behinds are, people
ought to be using the stand-on sulkies,” he
said. “People who resist that change would
not believe what they are missing in terms of
what they can get done.” - Kristin Mohn

TURNKEY
H-2B LABOR

GTO International is your one-stop solution for seasonal
and permanent professional labor,
screen candidales o help select the
best workers for your needs. Additionally,
we specialize in using web technology
to simplify the recruitmen! process.

G
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GT10 Intemational . Whitmore Lake . Michigan
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Fabrics & Erosion Control Products
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Professional Landscape

Landscape Fabrics

The Retail
Garden Center!
FABRICS CUT

EASY FOR QuUICK
INSTALLATION

FABRIC FOR
YOUR EVERY NEED!

1-866-HB-VISAS
www.gtoint.com
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Weed Control » Woven Ground Covers
Filter Fabric » Paver/Patio Underliner » Soil Separators

Erosion Control
Burlap * Jute ¢ FabriJute™ Erosion Control Netting ¢ Siit Fence

Construction

Road / Driveway / Recreation Park Underliners & Fences

gABRISCAFE INC.
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4800 S. CENTRAL AVE., CHICAGO, IL 60638
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UHS brand fertilizers are designed to “
meet the demanding agronomic needs of m
any turf professional. These products are built to 15045
perform best according to the local needs - Ei;
of the geographies we serve. ol )

I I PROFESSIONAL FORMULA

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

g

Our premium offering is found in the UHS Signature Brand
Fertilizer “green line” bag. These products feature the best z'?}!!? (uy

nutrient sources available and are manufactured with an 5 .// g

uncompromising eye to consistency and performance.

The green bag guarantees ultimate nutritional benefits =

and turf quality for your fertilizer program. e
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Check with your local UHS representative
for more details on our complete line of

outstanding fertilizer products

www.uhsonline.com
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Completely recreated from scratch, the new LAWN & LANDSCAPE

ONLINE is the lawn and landscape contractor's ultimate gateway to
the web. Recharged and reorganized, the new “My Lawn &
Landscape” function allows each user to create his or her own

personalized page on the industry's premier Internet site.

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

All this, combined with daily, industry-specific news and feature

stories. Log on today to the new www.lawnandlandscape.com. 1

I  THE POWER OF PE
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Bobhcat Midsize
Series

Gandy Broadcast Spreaders

* Available in two sizes — 50- and 100-pound - in both push and tractor-tow models

* Expanded engine and cutting deck op-
tions can be mixed and matched

* Gear and hydrostatic models available 50T13 and 100T13
* Offers twin-lvel
tracking control components and enclosed gearbox
and cutting
height adjust-

ments without the * Optional deflector kits available

Circle 201 on reader service card

Accu-Trax Degree
Day Tracker

¢ Calculates and displays degree day infor-

use of tools

* Features top-
mounted cutter spindle with large mount-
ing pad to protect against impact

* Hydrostatic models offer choice of 15-,
17- or 21-hp Kawasaki V-Twin engines
*Offers suspended, full-floating decks in
36-, 48-, 53- and 61-inch widths

* Gear-drive models offer 5-speed trans- mation for insect control and landscape
mission and five forward speeds
Circle 200 on reader service card

management
* Displays the current temperature and degree

* All models feature molded nylon and stainless steel metering

* Broadcast metering system has flow direction closures on the
hopper bottom to reduce flow to right or left when desired

* Both hoppers supported by an epoxy-coated carriage with 13-inch pneumatic tires
* Push handle models are 50H13 and 100H13; tow models are -~

day accumulation to four user selected bases,
which can be cleared independently

¢ User can retrieve four days of maximum/
minimum temperatures and 24 hours of
temperature readings

» Weatherproof, portable, battery-powered
and self-contained

Circle 202 on reader service card

HUSTLER Z

THE 9-BUSHEL BAC.VAC™ CATCHER ON THE HUSTLER Z OR
SUPER Z™ IS THE FINEST CATCHING SYSTEM ON ANY Z
RIDER. WITH A CHOICE OF 52, 60, OR 72-INCH DECKS YOU
HAVE MORE OPTIONS THAN ANY CATCHER ON THE MARKET!

* 9.bushel BAC-VAC™ Catcher dumps from
driver's seat. Saves time!

¢ Fiberglass hopper Is corrosion-resistant
and light in weight!

* Qulet blower and hopper are easy-on,
easy-off in seconds!

¢ Change to side-discharge in the field -
no need to switch decks!

* Choice of 52, 60, or 72-nch cutting widths!

* Flow-through venting system ensures
cleaner operator environment!

HUSTLER TURF EQUIPMENT » www.excelhustier.com
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CONSYSTENT
RESULIS FOR AN
INCONOSISTENT
WORLD.

Consistent performance, consistent results. regular program, ConSyst is even fungistatic

ConSyst” fungicide gives you turf disease control you to pythium diseases. ConSyst is one fungicide with such
can count on time after time, every time. ConSyst a broad spectrum of disease control, it’s become the
works on contact and it works systemically to prevent “al-purpose fungicide” for turf and ornamentals. If you

and cure even resistant diseases, so no ‘ s I o Want consistent protection, you want

product rotation is needed. Used in a ConSyst from Regal Chemical Company.
800.621.5208

THE ALL PURPOSE FUNGICIDE FOR HEALTHIER PLANTS.
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¢ Chain-saw attachment to Tele-Boom, a
lift-arm accessory for skid steer loaders
* Enables efficient use of skid-steer load-
ers for clearing, log cutting and over-
head pruning

* Hydraulics hook up quickly and pro-
vide substantial power for trimming at a
height of up to 33 feet

* Control box allows the skid-steer op-
erator to adjust saw position, cutting
angle, blade feed and more

* Uses a .404 saw chain

* Blade travels 90 degrees to ensure a
full cut

« Also rotates 350 degrees horizontally
to prune hard-to-reach branches

Circle 203 on reader service card

Briggs & Stratton
Fource Engine

* Designed for string trimmers and other
hand-held outdoor power applications

» Features a lubrication system that allows
hand-
held
equip-
ment to
include
4-cycle
tech-
nology
* Provides 360 degree intermittent opera-
tion, as well as 270 degree continuous
operation

* Offers efficient starting ability and con-
sistent power; weighs 7.8 pounds

* Reduced emissions meet EPA emissions
requirements for hand-held equipment
Circle 204 on reader service card

MTD Pro Tank
Sprayers

* Bypass triple-jet agitation keeps chemical
material equally blended, resulting in con-
sistent application

* Engine and pump bases of 7-gauge steel
are channel-designed and welded to the
frames for a rigid, unitized assembly

* Rugged 10-gauge steel tank frames have
pre-punched holes designed to accept
sprayer booms and trailer kits

* Features high-impact, UV-resistant poly-
ethylene or fiberglass tanks with molded
gallonage markers and 10-inch fillwells

* 300-gallon split-tank model features mechani-
cal agitation with a full-length stainless steel shaft
and replaceable stainless steel paddles

¢ In-line suction strainer with a 30-mesh
stainless steel screen shields and protects
application equipment

Circle 205 on reader service card

Scarify » Rip Vegetation « Push/Pull Soil « Finish Grade « Prepare Seedbeds

Call for Free Video (877)7887253 .

3 TOO/S In ONEI ;@,muw/ulana

(1 Scarifier
1 Box Scraper
1 Finish Rake

iy KWIKREPAIR"

A WHOLE NEW CONCEPT IN PVC
PIPE REPAIR & FITTING REPLACEMENT

Sleeves telescope on to the pipe,
eliminating bending or flexing of the pipe
for in-line repair or replacement
Exceeds ASTM D2466 burst pressure
requirements for Schedule 40 fittings as

No matter what industrv
vou are in—if you
have ground to
prepare—you
need the
1/» JIM I

tested by an independent accredited
laboratory

F?ep/a ed 7y(/u? JH3

If Your Last Repair Wasn't A KwnkRepalr
You Weren't KWJK Enough !

ORDINARY FITTINGS KWIKREPAIR TEE
4 1

H—
"-, '

NOW, One Tool Does It All!

Number of fittings required :

Number of solvent welds required 7 3 D o e Thb

Pipe movement restraint required YES NO Na More Costly Maintenance

Possible O-Ring failure YES NO Significantty Red and Labot :
Minimum space required to install 1" Tee 217x5-1/2 9-3/4"x5112 4

Approximate minutes to install 15 - 45 minutes 5 - 15 minutes

AVAILABLE IN 1/2° THROUGH 2*
COUPLINGS, ELBOWS & TEES

DAWN INDUSTRIES, INC.

5055 W. 58th Ave. Arvada, CO 80002
(800) 321-7246 Fax (303) 295-6604
www.dawnindustries.com

Made In The U.S.A. patent pending
*Available To Wholesalers & Distributors Only

wwwtr3rake com HvchoSaatinc nc. 10880 MsAiniey Hiy » Oacecln. IN 46581 ‘

faz) « (B77) 7887253 (RAKE ) » hitpAwww ir3raka com » inlo © trimake com
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nu-gro

Nu-Gro Technologies Inc. is building a new production
facility to meet current and future demand for one
of its leading products, Nutralene® methylene urea.
The new plant, located adjacent to its existing
sulfur-coated urea (SCU) nitrogen plant in
Ontario, Canada, will have an annual manu-
facturing capacity of 20,000 tons. This major
expansion improves the company’s ability to
consistently produce high-quality Nutralene
for an ever-growing market.

In another move, Nu-Gro has increased
its investment in the Missouri facility that
produces Nitroform*® ureaform. This new
manufacturing capacity enables the

company to create more customized
products and better serve its customers’
specialized needs. New processes have
also been put in place to further improve
quality control and maintain the
consistency that customers have come

to expect from Nu-Gro.

Nitrogen for Every Need

As golf course superintendents and
other turf professionals have refined the
art and science of maintaining highly
tuned turf, Nu-Gro Technologies has kept

pace with a full line of nitrogen products.
Nitroform is controlled-release nitrogen
that can last six months and beyond. The
product is a high-grade nutrient and energy
source for microorganisms that are critical to
healthy soil. While a small amount of the
nitrogen is available to plants immediately
through water solubility, the balance is gradually
released through the continual digestion of
Nitroform by the soil microbes.
Nutralene releases nitrogen more quickly than
Nitroform. It combines hydrolysis and microbial
activity to provide up to 16 weeks of controlled,
sustained results.

Both Nutralene and Nitroform are formulated as
homogenous granules that don’t need any special coat-
ing. They have low salt indices that practically eliminate
the risk of burning. Their dependability and safety make
them ideal for professional turf applications.

Nu-Gro Technologies:

Growing Demand Leads to New Nitrogen Production

SCU, a double-coated urea, is another popular
Nu-Gro product. It's used in professional lawn
maintenance and as an ingredient in consumer lawn
fertilizers. SCU depends on moisture, microorganisms
and abrasion for release.

IB Nitrogen (isobutylidene diurea) is a very safe
nitrogen source for high-maintenance turf, as well as
for turf and ornamentals under irrigation. 1B Nitrogen
depends on moisture and particle size for its release
characteristics. It is particularly well suited for horti-
cultural use and on turf in cool, wet climates such as
the Pacific Northwest.

A polymer-coated urea (PCU) is a recent addition
to the Nu-Gro line of products. It enables the
company to provide quality nitrogen for virtually
any application.

Nu-Gro is constantly expanding its product lines
in the professional lawn care, horticultural and
specialty-agriculture markets. New developments
include Powder Blue* ureaform and expansion of
the current IB Nitrogen briquettes.

Your Controlled-Release Nitrogen Source

While you may be familiar with Nitroform
and Nutralene, you may not be familiar with the
company behind them - Nu-Gro Technologies Inc.

Nu-Gro is a subsidiary of Nu-Gro America
Corporation, with world headquarters in Brantford,
Ontario, Canada. Nu-Gro serves its customers in
the United States out of offices in Grand Rapids,
Michigan. In the company’s five-year history, Nu-Gro
has become the largest merchant marketer and
manufacturer of slow- and controlled-release nitrogens
in the world. Its premium-grade specialty nitrogens are
used extensively by professionals in golf course, sport
turf, lawn, landscape, ornamental, nursery, forestry
and land reclamation applications. Nu-Gro can meet
virtually any application requiring nitrogen.

Nu-Gro is committed to environmental leadership
in all of its business activities. Its products are designed
to ensure maximum delivery of nutrients to plants with
a minimum waste or loss to the environment.
Environmental responsibility and superior products
can go hand in hand.

Nu-Gro Technologies, Inc., 2680 Horizon Drive SE, Suite F5, Grand Rapids, MI 49546 1-888-370-1874 www.nugrotech.com

Nitroform, Nutralene and Powder Blue are registered trademarks of Nu-Gro America Corp. ©2001 Nu-Gro Technologies, Inc.
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* Designed to split and shear stumps and other bulky wood
material up to 60 inches; also useful for stump removal

¢ [deal for processing large material prior to grinding

* Can also be used as a splitter for large diameter logs, stumps
and limbs

* Standard equipment includes a dual movable fingered bucket

with replaceable, hard-

surfaced, weld-on split-
ting tips

* Features a heavy duty
movable scissors action

shear blade designed to
split and shear material both in and out of ground as well as two
replaceable weld-on blades

Circle 206 on reader service card

Grant TK
Loader

* 2,000-pound capacity rollback
insert for pickup truck beds

* Can be installed in 8-foot, 6%-
foot or stepside truck bed as well
as on flatbeds or trailers

* Installs in 15 minutes with no
modification to the bed

¢ Hand-held remote control makes loading
and unloading chores automatic and safe

¢ Elevates wide mower decks over wheel
wells and capable of handling most
palletized materials

* Dump Hopper attachment also

available

* Handles nearly any equipment hauled in
a pickup or truck bed

Circle 207 on reader service card

P.L.C. Dealers...
How Will

Are You Buying At
The Best Level?

-— &3 v
Do You Offer Your
Customers A One-Stop
Product Selection?

Are You Searching
For Added Sales
Opportunities?

Your Growing Partner

www.usturf.com
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Call NOW or register at GIE Tampa

(800)346-2001

*Need not be present to win!
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EASY

But no one has to know how easy ...

Sure, you had to cut around a lot of obstacles, but you did it in record time! And if
the customer's turf looks better than ever? You did it all on a Grasshopper, and it's
never been easier. The secret is in the equipment.

No one has to know how easy mowing is with Grasshopper's front-mounted deck,
where you have the visibility to trim and mow. Or the advantages of HydraSmooth™
steering that eliminate all footwork. By all means keep mum about how you stay
comfortably in control with the Ultimate Operator Station. You complete your job
ahead of schedule and still feel renewed for the rest of the day.

If you're lucky maybe they won't notice all the comfortable legroom
Snow removal & turf renovation you enjoy while reaching the deck under shrubs and
systems, PTO-driven, for no-slip RPM. -~ 4 ec5 You'll be the envy of every other
contractor if anyone finds out ...

You can't even break a sweat with ‘t
maintenance so accessible and easy. X

So keep these secrets low-profile — DuraMax™ 90° FlipUp™ Deck

much like the terrain-hugging (44" to 61"). Bag, mulch or discharge
Grasshopper design — and let your using the same (44" to 72") deck.
quality of work speak for itself.

Give us a call or visit our website for details on Grasshopper's complete
line of true zero-turn (True ZT) mowers and large capacity leaf/grass
collection systems.

First to Finish...Built to Last Ask for our free video on the Quick Converter Implement System, which transforms
your air-cooled or liquid-cooled Grasshopper True ZT power unit into a compact turf

@ & ‘Q renovation and snow removal system.
; It's easy to finance or lease a Grasshopper! Ask for details.
YOUR NEXT MOW ER
The Grasshopper Company 0 PO. Box 637 § Moundridge, KS 67107 US.A. B Phone: 620-345-8621 0 Fax: 620-345-2301
www.grasshoppermower.com B Ask for a free video. ©2001, The Grasshopper Company
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Raven Boom Valve

* Features plunger style valve, creating a
better seal for durability and performance

* Incor-
porates
industry
standard
flange fit-
tings for
quick in-
Wy stallation
* Valve's

design allows easy access to the entire core
by removing a single pin

* Compact valve unit features a high capac-
ity 40 gpm flow rate at a 5 psi pressure drop
* Operates at a high speed cycle of 0.7 sec-
onds on or off time with minimal power
consumption

¢ Boom valve can withstand a maximum
working pressure of 175 psi

Circle 208 on reader service card

WatchDog 900 ET
* Monitors, documents and analyzes
site-specific growing conditions

* When used with SpecWare 6.0 soft-
ware, can be customized to let contrac-
tors manage a full spectrum of weather
information using any Windows-com-
patible PC

* Designed to monitor
evapotransportation and aid in
irrigation scheduling

¢ Collects data on wind speed and di-
rection, wind chill, dew point, solar ra-
diation, air temperature, relative hu-
midity and rainfall

¢ Up to three optional plug-in sensors
for soil moisture or temperature, leaf

wetness, etc. can be added for an even
wider site-specific information profile

* Model 700 also available — monitors
wind speed and direction, temperature,
relative humidity and rainfall, can be cus-
tomized with up to four additional

sensors

* Model 600 records data on wind, tem-
perature and rain, features a maximum of
four optional sensors

* All weather stations feature a quick-read
LCD display for intermittent field checks

* Ready-mount design allows fast and easy
installation

* Stations powered by an internal 8-month
battery power source, eliminating the need
for a solar power system at remote sites

* Integral data logger records weather data
at user-defined measurement intervals in a
nonvolatile memory

Circle 209 on reader service card

FIRST PRODUCTS, INC.
TIFTON, GA

il
i 1

CALL SALES @ 1-800-363-8780

No other product can
beat the durability
and design flexibility

offere(l 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

VERSALOK" (800) 7704525
www. Istproducts.com - Retaining Wall Systems
sales@1stproducts.com Oakdale, MN * (800) 770-4525 * www.gersa-lok.Zom

USE READER SERVICE #95
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FAX

| would like to receive (continue to receive) L&L free of charge
(Free to qualified contractors. U.S. only) Yes No

Signature

Date

FORM 216/961-0594

Name

Title

Company

Address

City

State Zip

Phone

Fax

E-mail Address

Do you wish to receive industry related information by E-mail?

D Yes

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

|. CONTRACTOR or SERVICES
1. Landscape Contractor

(maintenance & installation)
(J2. Chemical Lawn Care Company

(excluding mowing maintenance service)
(J3. Lawn Maintenance Contractor
(J 4. Ornamental Shrub & Tree Service
(5. Irrigation Contractor
(J 6. Landscape Architect
(7. Other Contract Services (please describe)

II. IN-HOUSE LAWN/CARE
MAINTENANCE

(J 8. In-House Maintenance including:
Educational Facilities, Health Care Facilities,

Government Grounds, Parks & Military Installations,

Condomi Comp Housing Develop
Private Estates, Commercial & Industrial Parks

lll. DISTRIBUTOR/MANUFACTURER
9. Dealer

J10. Distributor

J11. Formulator

J12. Manufacturer

IV. OTHERS ALLIED TO THE FIELD:

J 13. Extension Agent (Federal, State, County, City,
Regulatory Agency)

3 14. School, College, University

(3 15. Trade Association, Library

[ Others (please describe)

2. What best describes your title?

(J Owner, Pres., Vice Pres., Corp. Officer
(J Manager, Director, Supt., Foreman

(J Agronomist, Horticulturist

(J Entomologist, Plant Pathologist

(J Serviceman, Technician, Crew member
(J Scientist, Researcher

DNo

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. lrrigation Installation

6

7

8

Irrigation Maintenance
Turf pesticide application
O id

k tree p pp \
9. Turf fertilization

___10. Ornamental/tree fertilization

___11. Tree Pruning

__12. Snow Removal

13. Interiorscape

14. Other__

4. How many full-time (year-round) employees
do you employ?

5. What year was your business founded?

FOR MORE INFORMATION
on advertised and featured products and services,
circle the appropriate number below.

SR SO BRD Mk BN TN S RT Sl NS DK

16 17 18 19 20 21 22 23 24 25 26 27 28 29
31 32 33 34 35 36 37 38 39 40 41 42 43 M4 4
46 47 48 49 50 51 52 53 54 55 56 57 58 59
61 62 63 64 65 66 67 68 69 70 71 72 73 74 75
76 77 78 79 80 81 8 8 84 8 8 87 8 8 9N
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

SEPTEMBER.O1

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.
8
9.

$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 __ %

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

[ Canada/Mexico 1 Year $35.00
(1 South America/Europe* 1 Year $98.00
[J Other International* 1 Year $218.00

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

(ACheck Enclosed

QIMC/NISA 3 Amex 1 Novus/Discover

Expiration Date

Signature

(J Company, Library copy only 2. Commercial ___ % (prepayment required)
J Other (please specify) 3.Other  _ % Specify types_ 2
Total 100%

G1XLL

Publisher reserves the right to determine qualification for free subscription. Incomplete forms are automatically invalidated.

Do not staple.
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Toro Dingo TX
425 Wide Track

¢ Ideal for applications such as tree plant-
ing, material hauling/ deck construction,
demolition, fence installation and irrigation
system installation

* Powered by a 25-hp, air-cooled Kohler
Command Pro Series engine

* Offers more than 35 quick-change attach-
ments including auger, trencher, vibratory
plow, backhoe, tiller, hydraulic blade, forks,
snow thrower, rotary broom, buckets, etc.
 Attachments may be added or removed
simply with the Dingo quick-attach system
* Four-pump, independent hydraulic sus-
pension allows the operator to direct power
where and when it is needed

* Dedicated auxiliary hydraulic circuit pro-
vides 11.2 gpm of flow at 3,000 psi of hy-

width allow operators to easily maneuver

into tight areas

* Track drive features dual Kevlar rein-
forced rubber tracks that provide full
ground engagement in all conditions for op-
timum digging power

* Low ground pressure minimizes damage
to existing grounds and work surfaces

* Walk-behind operator position provides
operators with 360-degree visibility

* Three-joystick control system makes the

unit easy to OPL‘l’dtL‘ for cxpcricnccd and

Backpack Blower

* Features a 56.5 cc engine delivering air
speeds of up to 180 mph

* Equipped with a new heavy-duty filter sys-
tem, including a vertical pleated air filter

* Weighs 19.6 pounds

* Fuel tank separated from the fan housing
for lower vibrations and easy repair

¢ Includes separate, external fuel tank vent
¢ STIHL IntelliCarb compensating carbure-
tor allows longer running times at full
power without the need for frequent air fil-
ter cleanings

* Optional features include sprayer con-
version kit, metering pump kit, dusting
and granulate-spreading attachment and
ultra low volume jet kit

draulic power
* “Skid-steer” style turning and 41-inch

first-time users
Circle 210 on reader service card

Circle 211 on reader service card

¢ "Compare...
),/ Before You Buy"

Hydro Seeding Systems
=3 /,’\ \//‘,/‘

P~/

Industry Leading
Performance

Easy to Operate

Check out our new
and expanded line :

of supplies at e : .
www.easylawn.com B%

Units

$3995

Minimal Maintenance
Holds More Mulch

Starting at

Model Shown: LSO
Price as Shown: $22,995.00

Visit us at |.C.U.E.E. Louisville, Kentucky
Booth #J-300

FOR MORE INFORMATION OR TO SEE A DEMONSTRATION

CALL 800-638-1769

USE READER SERVICE #98
LAwN & LANDSCAPE

.* 350 Gallon °.

o i T Gl W SO N A Y

TRANSPLANT...
SURVIVAL ESSENTIALS

lutions

BIO-STIMULANT TRANSPLANT COMPLEX
MYCORRHIZAE SOIL AND ROOT INOCULANT
PORTABLE, SOW DRIP WATERING DEVICES

3-IN-1 BAREROOT GEL-DIP

4-IN-1 PLANT SURVIVAL PLANTING GRANULES
FORTIFIED ORGANIC-BASED FERTILIZERS
NATURAL-BASED DEEP-ROOT FEEDING PROGRAM
FORTIFIED, NATURAL BASED PLANTING TABS
SYSTEMIC DEER & RABBIT CONTROLS

“BIO-PLEX”

Not just a GOOD choice...
the BEST choice!

More Information & Ordering

1-800-441-3573

USE READER SERVICE #99

SEPTEMBER 2001 143



http://www.easylawn.com

www.lawnandlandscape.com

THE POWER OF PERSONALIZATION

Using the power of database technology, My Lawn & Landscape allows lawn
and landscape professionals to personalize their Lawn & Landscape Online
experience. Customize stocks, local weather, news, your daily schedule,
business cards and more. Even bookmark your favorite articles that have
appeared in Lawn & Landscape magazine.

Signing up for a My Lawn & Landscape account is easy and free of charge.
Simply go to www.lawnandlandscape.com. In the top right-hand corner,
you'll see the My Lawn & Landscape login area. Simply click on the icon,
register for an account and you're ready to customize your page. It's that
easy.

| INH
COMm
MLAngS&CAPE ONLINE:

NEWS
YOU CAN USE...

The Lawn & Landscape Media Group prides itself on providing

the most comprehensive news coverage of the lawn and land-
scape industry. In fact, we're the only communications provider
that has a fully dedicated

Internet editor that covers late-

-
lawnandlandscape.com

breaking industry news as it
happens. In addition, Lawn & Landscape Online provides “bo-
nus” coverage of a wide range of business and technical topics
of interest to professional contractors. Just look for the “For More
Information” boxes or the “Web Buttons” throughout Lawn &
Landscape magazine featuring the site addresses of manufactur-
ers, distributors and others affiliated with the industry, This full-
market news coverage is only available from

www.lawnandlandscape.com.

www.lawnandlandscape.com

Alocet

www.alocet.com

www.shindaiwa.com

c’ SCHAEFF

The Profit Line.

www.schaeffusa.com

Loy
TN
|

www.1stproducts.com

+= NN
CORPORATION
www.finncorp.com

@ e

www.tripled-enterprises.com

www.streetprint.com

WEI RGERGreen
wawrnance

www.weisburger.com

Swiss
Precision
Enterprises
WWW.SwiSSprecision.nel
— 4
Enpress Slower
WwWW.expressblower.com

www.olsonirrigation.com

.10
X 0
N

www.silc-h2b.com

WWW.isuzucv.com

www.weed-man.com

www.magicgardenproducts.com

TopPro Specialties

www.topprospecialties.com
Oty

oLl

www.olyola.com

COMMERCIAL

WWW.Taruyama.com
LU
www.lilbubba.com

STEINER
[TEXTRON |

Steiner Division of Textron Inc

www.steinerturf.com
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|

AERA-vator-
FIRST PRODUCTS, ING
www.camelotsoftware.com www. 1stproducts.com Www.asvi.com
P gt |
e
: %m drafix.com
FOLEY ENTERPRISES
Www.amleo.com www.drafix.com
. Q. Gark.
NORTH Aml !Wt » NOBOOY DOES IT MITTER
GREEN"
Www.nagreen.com Www.mavget.com Www.exmark.com
BROUWER
[TEXTRON | TURFSEED,INC. R-St@hora e 8 >
Brouwer Division of Taxtron Inc. A
www.brouwerturf.com www.turfseed.com Www.ez-gate.com
INNERG  [#JHusqvarna ]l‘C O
www.grunderswinnerscircle.com www.husqvarna.com WWW_jrcoinc.com
- ®
ol " Kawasaki /72 @l
800.346.200 :
WWW. nde -0nspreader.com Www.kawpowr.com www.ieejet.com

RHOMAR

INncdustries

TEXTRON

GOLF, TURF & SPECIALTY PRODUCTS

gy

www.unitedtruckparts.com www.textron.com www.rhomar-industries.com

™

P s 70 o AN TN % e g
TurfGold Software R_fi!)
www.turftree.com www.carswelldist.com www.turfbuddy.com
‘ G | i / sordion ‘?
R e veaatts
An Emplayee Oswned Company SP RA YERS.‘.
www.weedalert.com WWW.CNa.com www.koisbrothers.com

KOMATsyU "TIUeEny | \ulitis

www.komatsuutility.com www.earthandturf.com www.rollrite.com
A k SNG [
COMMERCIAL MOWERS ‘ ‘ ’ Equipment
WWW.SCag.com www.clip.com WWW.Q0Sng.com

www.lawnandlandscape.com

WALKERTSMOWERS

www.walkermowers.com

;;_gc

www.kanga-loader.com

syngenta

www.syngenta-us.com

Bayer

www.bayerprocentral.com

Www.power-trac.com

TURF PROOUCTS

www.lebturf.com

www.mge-dairon.com

l‘{{drapon

www_landscapersupply.com

@zwerenzy  Reading

www.earthandturf com

[ ESCO

Www.Iesco.com

-

www.ferrisindustries.com

STIHL

www.stihl.com

B Visual Impact Imaging

www.visualimpactimaging.com

HORTICOPIA®

www_horticopia.com

L
foxep”
TECHNOLOGIES

www.adkad.com

fo-

www.readingbody.com

Crecncts

thxng Inc
www.cascadelighting.com

ClD
Communication
Software

Www.pickses.com

www.cubcommercial.com

|G L

GENLYTE THOMAS GROUP,LLC
www.hadcolighting.com
-

TRAWERS

www.wellscargo.com

5% Aventis

www.aventischipco.com
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* 6,500 foot/ pound capacity and maxi-
mum lifting capacity of 2,000 pounds (two-
part) and 1,000 pounds (single-part)

EC2K Crane

and stowage

Orthene Turf
Tree & Ornamental

Spray 97

* Spray does not require irrigation after application

* Despite water restrictions, product allows lawn care profes-
sionals and turf managers to control insects like mole crickets,
worms, chinch bugs and fleas

* Kills target insects on contact and systemically, as the
insects feed

¢ Delivers the advantages of less dust, low odor, smooth flow,

¢ Offers electric winch with
removable tethered remote
control cable and hand-oper-
ated brake control rotation

* Boom may be extended
from 4-foot stowed position

to 7-foot maximum reach
* Total weight of EC2K

corner of a service body
Circle 212 on reader
service card

quick dissolution, convenient measuring and handling and ex-
cellent insect control

* Available for treating turf grass insect pests in the residential
and commercial turf markets

¢ Can be used as part of a two-step treatment for fire ants with
Distance Fire Ant Bait

¢ Also effective in treating non-crop areas and as an outdoor
and perimeter spray

* Available as a 7.73-pound bag or 0.773-pound canister

* Effective on more than 40 insect species

* Contains effective percentage of active ingredient acephate
Circle 213 on reader service card

C & S TURF CARE EQUIPMENT, INC.
Turr TRACKER

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 Ib. capacity; 3 speed electric spreader.

* Designed for residential and commercial properties.

(330) 966-4511  (800) 872-7050

FAX: (330) 966-0956
www.csturfequip.com

USE READER SERVICE #100
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awn & Landscape Online attracts thousands
f visitors monthly, which equates to an
audience of savvy lawn and landscape
professionals.

he My Lawn & Landscape introduction

means more educational information for
contractors and more marketing opportunities
for suppliers.

For information about marketing partner-
ships with Lawn & Landscape Online,
contact your Lawn & Landscape sales repre-

sentative at 800/456-0707.

lawnandlandscape.com

LAwN & LANDSCAPE

crane is approximately 240
pounds and mounts on rear
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Rake

* Modular de-
sign offers abil-
ity to choose or
upgrade from
straight mount
or manual
angle for full
hydraulic angle
capability

* Adjustable
Rhino-Hide
barrier

¢ Dual independently adjustable gauge wheels

¢ Quick and easy removable and reversible end-plates for windrowing or
reverse box raking

* 14 models to choose from for skid-steers, tractors and front deck mowers
Circle 214 on reader service card

Steer Attachments

¢ Attachments include The Eliminator and
The Mud Bucket

¢ Eliminator features scarifying teeth and
is available in three sizes: 42 inches, 72
inches and 84 inches

* Unit’s precision placement allows the op-
erator to push soil within inches of edges

* Mud Bucket allows skid-steer users to
haul wet concrete

* Reduces manual labor by eliminating the
need to use a wheelbarrow

* Mud Bucket hauls up to % yard of con-

crete based on loader capacity

¢ Hydraulic gate unloads material with no
additional labor

* Optional extension/reduction chute re-
duces to a 9-inch-wide opening

* Works in small, tight areas

Circle 215 on reader service card

SNG

Equipment

Plain City, OH

The Spreader

- 180 Ib 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

Phone: 614-873-3719
www.gosng.com

USE READER SERVICE #103
LAwN & LANDSCAPE

Call Today for a Free Video

Dreaming of integrated software
to manage your business?

Good Morning.

Mapping . Handhelds . Scheduling . The Service Pro

Call for a free demo

614.873.6706
WWW.pickscs.com

Service . -
Communication
Software

Visit us at the Tampa GIE show

USE READER SERVICE #102
SEPTEMBER 2001 147
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* Offers four-wheel suspension

¢ Powered by an 18-hp Honda OHV engine
* Features variable speed transmission
with rubber mounted engine

* Offers a maximum speed of 19 mph

* Features a maxiumum load capacity of
1,100 pounds

Service Magic
Management
Software

¢ Software developed specifically for irri-
gation contractors

* Enables contractors to maximize profits
through improved organization and addi-
tional billable services such as prepaid ser-
vice contracts

¢ Other features include automatic geo-
graphical routing for service calls, cus-
tomer service, financial and service con-
tract histories

¢ Can include information such as ad-
dresses, directions, balances due, billing
information, service and payment history,
customer proximity and more

Circle 217 on reader service card

¢ Auxiliary electric power provided on
dsahboard
Circle 216 on reader service card

Dallas Specialty
Valve, Meter
Boxes

* Standard 12-inch box

* Available with standard drop-in lid
¢ Covers are available with plastic or
iron readers

* Optional steel washer available for
easy detection

* Box available with dual knockouts
¢ Available with locking lids

Blue lids available

* Also available in 6-inch and 10-inch
rectangular, economy valve and
round valve boxes

Circle 218 on reader service card

Chipco Weed
Control Products

* Acclaim Extra systemic herbicide controls
crabgrass in a single application without
harming turf

¢ Acclaim Extra features a water-based for-
mulation resulting in flexible timing and a
low rate of application

¢ Finale postemergence herbicide controls

a variety
of annual
and pe-
rennial RONSTAR® G
grasses
and broa-
dleaf
weeds

¢ Finale
produces
visible

results in
one to

four days
* Ronstar herbicide offers season-long con-
trol of 25 broadleaf weeds and grasses

* Ronstar provides a maximum of 120 days
of effective control with only one pre-emer-
gence application

* Ronstar will not inhibit turf or ornamen-
tal root growth

¢ Three formulations of Ronstar - granular,
water-soluble packets and a fertilizer mix-
ture — provide lawn care professionals with
application flexibility

Circle 219 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

No pesky hoses or blowers
18 c.y. capacity

Load wheelbarrow in 5 seconds

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 EQUIPMENT, 317.897.5885.
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FWHAT IF

| ,7’".]%'»,(,“ re contemplatmg a mower purchase — whether a single unit or a whole
~ fleet — there are probably a lot of “what ifs" going through your mind. Grasshopper
Mid-mount mowers incorporate Grasshopper's legendary design that is perfect
where economy and performance are essential.

What if ... You could reduce downtime and routine maintenance associated with your mowing?
Keeping the design simple takes R & D and Grasshopper's 30 years of experience
has helped create the most dependable and service-friendly mid-mount design in
the industry.

What if ... You could book yourself or your operators to more jobs if their efficiency increased
significantly? Or if getting done early meant more family time? From the Ultimate
Operator Station with HydraSmooth™ steering, an operator on a Grasshopper can
complete the job ahead of schedule and feel renewed for the rest of the day.

What if ... The quality of your work drew the attention of prospective customers? Many
commercial operations are built on this kind of success.

What if ... You found a mid-mount mower that could outperform any other you've ever tried
and add significantly to your bottom line? Is attaining that next level of
performance everything to you?

M1 Series Mid-mount mowers,
with true zero-turn maneuverability,
include both air-cooled and
liquid-cooled diesel models,
52" to 72" cutting widths.

First to Finish...Built to Last

\,
QBR%VD b With Grasshopper, It's All Within Your Reach.™

YOUR NEXT MOWER Finance or lease a Grasshopper. Ask for details.

Model 321D
Liquid-cooled diesel

The Grasshopper Company B PO. Box 637 B Moundridge, KS 67107 US.A. B Phone: 620-345-8621 B Fax: 620-345-2301

www.grasshoppermower.com 0 Ask for a free video. ©2001, The Grasshopper Company
USE READER SERVICE #91
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(continued from page 45)

sides, explain what was done on a client’s
property and provide seasonal tips and edu-
cational notes on lawn care. Robertson hopes
he not only teaches clients with these forms,
but also shows them the right tasks they
need to complete to enhance their service,
such as proper watering and mowing habits.

Inaddition toservicesheets, Jack Robertson
Lawn Care distributes Turf Times, a monthly
newsletter that gives clients input on current
turf diseases, insects or drought. Robertson
said he also distributes Turf Times Extras on a
weekly basis, particularly if there were prob-
lems in the area. “We can turn this around
fairly quickly,” he explained. “I'll come in with
an idea, I'll have my office manager type it up
and by noon we'll have a Turf Times Extra.”

Robertson said these sheets are helpful
during grub season because “there is noth-
ing more frustrating than grubs,” he pointed
out, adding that the sheets also help con-
vince clients when the problem isn’t grub-
related. “After clients have paid us for two-
thirds of the year and then they find brown
spots on their lawns in late summer, they
aren’t happy. It's not fun to go through a
summer where the lawns are brown, but we
always need to communicate with clients.
We want to tell them why things are brown
before they call - we try and be proactive.”

FUTURE FOCUS. Robertson identified
business organization as his company’s great-
est weakness. “It's a double-edged sword,”
he said. “Because of the way we spend extra
time doing business with customers and edu-
cating them, we tend to jump around and
aren’t as efficient as we could be at service.
Our days aren’t about doing X number of
jobs per day. Because of our level of care,
when you're a customer and you call in,
you're at the top of our list. All of my em-
ployees have the flexibility to solve client
problems during the day and take care of
business. But everyday, we're trying harder
to focus on rescheduling the rest of the cli-
ents who may have been bumped down on
the priority list due to those calls.
“Routingand scheduling organizationisn't
as efficient as | want it to be, but we have to
find a way to strike a balance between this
and servicing the customer,” he continued.
Finding employees also is a challenge for
Jack Robertson Lawn Care, and will prob-
ably continue as one, Robertson said. “Keep-

ing and finding people has become tougher
the past few years,” he remarked. “The days
of getting a $7 or $8 applicator are over - it
takes more money and more attention.”

For retention, Robertson offers employ-
ees unlimited flexibility. He gives them total
control of their time off instead of one or two
weeks of vacation time. “They generally stick
within the normal vacation time anyway,"
Robertson said. “It’s important for them to be
there for their son’s soccer game or daughter’s
dancerecital and I feel strongly about letting
them take care of family issues when they
need to and then come back to work. I think
just by being given this extra flexibility and
control, they feel as if they are treated fairly
and are getting a bonus, if you will.”

In addition to focusing on employee at-
traction and retention, Robertson wants to
continue solid growth, and even accelerate
it slightly. The company grew 12 percent in
1999, 15 percent in 2000 and is looking for
another 10 to 15 percent in 2001.

Robertson’s long-term goal is to add two
or three additional services, including tree
and shrub care, which he will offer within
the next two years because he already has
the client base to support it. Small design/
build jobs, irrigation installation and holi-
day lighting are other options.

Robertson admits that he is a typical
procrastinator when it comes to taking steps
toward adding services because the com-
pany has done well focusing on its niches. “1
tend to research these services to death and
then I don’t follow through with adding
themon,” he explained. “But'm determined
to stick with this growth goal, and add-ona
few more services as soon as we have the
client base to support them.”

The reason Robertson is stepping cau-
tiously into adding services is because
he learned early on that he should know
his limitations. Robertson said he would
rather do his research and be smart about
expansion, instead of risking dollars to
perform jobs improperly and, therefore,
inefficiently. “My core business is what
I have to do my best to protect,” he stated.
“We'll provide other services exactly the
way we provide lawn care-when we cando
it effectively.”

The author is Managing Editor of Lawn &
Landscape magazine.
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LawnésLandstape

School of Managemem

Challenge Yourself and
Your Company to Be the Best

February 17-19, 2002
Marriott Executive Park
Charlotte, North Carolina

Reasons Why You Can’t Miss the
2002 School of Management

» More than 20 Educational Sessions

* Peer-Networking Opportunities

¢ Convenient Destination, Affordable Hotel

* New for 2002! Sponsor Display Area -
Visit with industry suppliers while you learn

For Registration and
Sponsorship Information

Call 800/456-0707

Visit us on the web at www.lawnandlandscape.com
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COMPANY NAME WEB ADDRESS PG# RS# COMPANY NAME ............... WEB ADDRESS PG# RS#
Allen’s All-stars 2 46 Marsan Turf & Irrigation ... www.marsanturf.com 128 75
American Arborist ................ www.arborist.com 58 38 Mid-Atlantic Resources Association 106 108
American Honda www.honda.com 17 23 Neo-Tech 100 59
www.aventischipco.com ......34-35,132-133 ............... 24,82 Nu-Gro Technologies ........... www.nugrotech.com 51,137 56,89
B. & D.A. Weisburger Oldham Chemical Co. .. www.oldhamchem.com 10 1
IOREPRDIEE ... o e, Sosprersss www.weisburger.com 16 16 Oly-Ola Sales .. www.olyola.com 88 43
Bandit .... www.banditchippers.com 57 48 Outdoor Equipment 138 92
www.spd.basf-corp.com........cccocovuuee. ISAZ s 45,125 PBEGOPAON vesciisuvivssssintiossssions www.weedalert.com 119 79
www.bayerprocentral.com .............. 9697 ciescrisoriion 101 Peco 48 34
BioPlex Organics 143 9 Perma Green Supreme ......... www.ride-onspreader.com 138 9%
Bobcat www.bobcat.com 7 12 Real Green .. www.realgreen.com 25 27
Brite Ideas ..... www.briteidea.com 95 57 Regal Chemical .. www.regalchem.com 135 87
DEDUWET 4oronsicsisresinsssosmonsssssaring www.brouwerturf.com 33 32 Rexius Express .. Www.expressblower.com ........cccccouvuuuns 54
California Landscape Rawson Manufacturing ....... www.langleymfg.com
Lighting www.callite.com 120 67 Riverdale www.riverdalecc.com ....
Cascade Lighting www.cascadelighting.com 14 14 Roots ... www.rootsinc.com
Case www.casece.com 12-13 19 Rotadairon Emrex ... www.mge-dairon.com
Caterpillar. www.cat.com 125* 81 Scotts Lawn Service .. www.scottslawnservice.com ...........co.... 10 cocineiicions 10
Classen www.cl fg.com 94 47 Service Communi-
CLC Labs 24 26 cation Software .. www.pickscs.com 147 102
Crestive Curh ... oicinine www.ccurb.com 95 54 .. www.silc-h2b.com 21 20
C&S Turfcare..... .. www.csturfequip.com 146 100 148 104
Dawn Industries .. .. www.dawnindustries.com 136 85 WWW.BOSNG.COM ..cvvvvvarrnssnnn 14,50,94,147 ... 15,36,53,103
.. www.deer-off.com 50 35 ... www.steinerturf.com 126 72
Deerstopper .. .. www.deerstopper.com 122 69 Syngenta .. .. WWW.Syngenta.com ............. 86-87,116-117 ........cccvn. 50,93
Destructive Turf Insects ....... www.lawnandlandscape.com/store .... 45 Top Pro Specialties .. ... Www.topprospecialties.com .............. B2 it 88
Dixie Chopper .................uuu.e www.dixiechopper.com 49 28 Toro Irrigation ... WWW.toro.com 123 80
Easy Lawn .. www.easylawn.com 143 98 Toro Landscape Con-
.. www.echo-usa.com 52-53 29 tractor Equipment ............. www.toro.com 2 +H
Evergreen Foundation .. www.evergreenfoundation.com ........... o S i 41 Toro Sitework Systems ........ www.toro.com 3 78
Excel .. www.excelhustler.com 134 83 Truly Nolen ... www.trulynolen.com 24 25
Exmark . .. www.exmark.com 9 63 Turbo Turf ... ... www.turboturf.com 58 37
EZ Tree. .. WWw.eztree.com 60 40 ... www.turfco.com 36 3
E-Z Trench ... .. www.eztrench.com 129* 97 ThirE Seed ciiitiniaitiione www.turfseed.com 59 49
Fabriscape .... .. www.fabriscrape.com 130 77 United Horticulture
Finn Corp. ........ .. www finncorp.com 105 55 Supply ... www.uhsonline.com 131 138
First Products .. www.Istproducts.com 140 95 Valent ... www.valent.com 159 52
Foley Enterprises 1 13 Vanguard Computers ... www.camelotsoftware.com .........c....... 98
CIMIEVAC cieiitonssimmsarsrsiirons www.giant-vac.com 128 74 ... www.versa-lok.com 140 96
Glenmac ... www.glenmac.com 104 60 www.weed-man.com 37-44 107
GNCIndustries ... www.gncindustries.com 122 www.wellscargo.com 2 30
Grasshopper ... ... www.grasshoppermower.com ..... 139,149 ....
Green2Go ......... www.green2go.com 89 TRUCK & TRAILER SUPPLEMENT
GTO International .. www.gtoint.com 130 American Isuzu ............ccoouou.. www.isuzucv.com 7 151
Hiniker ........cccoouee. www.hinikerco.com 124 American Made LLC ........... www.linersystems.com Ti6 165
Hunter Industries www.hunterindustries.com 160 21 ATIV . ... www.advantrack.com T24 155
Husqvarna ............... www.husqvarna.com 107 51 Ballard Equipment www.ez-gate.com T19 168
Hydroseed Innovations ....... www.tr3rake.com 136 86 Barlow Chevrolet/
www.selecticd.com 21 2 Isuzu Trucks .... www.barlowchevyolds.com .........cccoe. TB st 17
Irrigation Association ........... WWW.IITIgatiON.OIg ........ccoovvvvvssssssusssnns 115 Chevy Trucks www.chevrolet.com T23 154
JRCO 88 68 o R www.ford.com T2-T3 150
A e ST www .kanga-loader.com 118 66 Galbreath www.galbreath.com iy 159
Kincaid Equipment ............... www kincaidequipment.com ................ B s carmeseasoesos 2 L PERERTr A R by www.hinotrucksusa.com T13 161
... www.kohler.com 93 62 Hughes Manufacturing T22 158
Landscapers Supply 121 64 Masco Sweeper Ti6 157
Lawn & Landscape McHenry Truck ..........ccooeseunee www.mchenryonline.com Ti8 167
Business Strategies www.lawnb rategies.com .... 109-114 Middle GA Freightliner ....... www.middlegafreightliner.com........... T2 cccccssssisinss 169
Lawn & Landscape Online .. www.lawnandlandscape.com ........ 23,129 Reading Body Works ............ www.readingbody.com Ti1 152
Lawn & Landscape Roll Rite ... www.rollrite.com T15 164
Online Marketplace ........... www.lawnandlandscape.com ...... 144-145 Stellar Industries ... www.stellar-industries.com ................ g u i EANEAES. 166
Lawn & Landscape School Super Lawn Trucks ... www.superlawntrucks.com ................. T2 Goiaini 160
of Management ................ www.lawnschool.com ............c.eceveeeveenes 151 TK Loader ... www.tkloader.com Ti4 163
Lawn Power & Equipment 60 39 ... www.tuflexmfg.com 17 153
BRDRION i oroseriororissoniirominiostih www.lebturf.com 101 73 United Truck Parts . ... www.unitedtruckparts.com.................. T2 itrnme 170
www.lesco.com 55 123 Vanguard Truck Rack............ www.vanguardtruckracks.com ............ f | RO 156
Lineward .. ... www.lineward.com 2 31 Wells Cargo ... www.wellscargo.com Ti4 162
BRI POWED s esiassesinss WWw.manpower.com 103 84
Marcus Drake 100 58 *Denotes regional advertising. This listing is provided as a courtesy to Lawn & Landscape advertisers.
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All classified advertising is $1 per word. For box

PUTTING GREENS
numbers, add $1.50 plus six words. Classified dis-play
ads $115.00 per column inch \!.mdnrd 2-color avail- HlGH QUAL'TY S NTHET'C PU l I 'NG GREENS

able on classified display ads at $175.00 additional. All

clasfed ads st be reccived by th publiherbeiore EXCLUSIVE DEALERSHIPS AVAILABLE

the first of the month preceding publication and be
accompanied by check or money order covering full
payment.Submitadsto: L&L, 4012 Bridge Ave,, Cleve-

N ire :
land OH 44113, Fax: 216/961-0364 NO Inventory Required Professional Support System

Low Investment Exclusive Territories
Attract More Customers Onsite Training Available

Business Financmg Utilize Existing Equipment Utilize Existing Employees

CAPITALRISOLUTIONS

Bank says ‘No’?
If access to more working capital is the
key for your company to make more
money, we should talk...we are big Join the team that offers the most realistic putting green
enough to satisfy your capital require- system in the world.Call now for more information before your competition does.

St o oo e, PRO TOUR GREENS INTERNATIONAL
Call Toll Free 866.896.7888
www.protourgreens.com

Visit us at www.4capitalsolutions.com
or call Mr. Weil at
(800) 499-6179

B‘lm-!less opwrmniﬁes Contact ALCA, the national association for land- ol ol
FREE NO BROKER

scape contractors and take advantage of our out-

CONKLIN PRODUCTS standing resources for emerging companies: biz APPRAISAL FEES

Start your own business. Use / market, new tech- forms, estimating & pricing guides, training vid- Professional Business Consultants

eos, customized marketing materials and more.

nology liquid slow-release fertilizer, micro-nu- ; e
Contact ALCA at www.alca.org or call 1-800-395-

\gusmes; C
trients, adjuvants, drift control, seed treatments,

= Q
) 29 S 2%
etc. Buy direct from manufacturer. For free cata- Ak 5 %
log. 800/832-9635, Fax 320/238-2390, E-mail: B ‘ %
= =-
= w

kfranke@clear.lakes.com

Simple litter cleanup service Merger & Acquisition Speciali
FRANCHISE OPPORTUNITY at commercial properties Professional Business Consultants can obtain
1-888-205-1929 ext.1 purchase offers from qualified buyers without
Mow-N-Go® (205)879-5357 disclosing their identities. Consultants’ fees

are paid by the buyer.

CALL
Back-Yard Putting Greens 708/744-6715

FAX: 630/910-8100
Svnthetic putting greens are the fastest growing

seoment of the 20 Billion a vear golf industry COLOR BLENDS
el COLORBLENDS

* Huge Profit Center
wiwates FREE VIDEO “ IP

Carry NO Inveatory
Sales Aids Available:
Landscape Guide, Posters
Wholesale Catalog

s033000 R

www.allprogreens.com |

Excellent Add-On Service

* Residential & Commercial

* Ufilize Existing Equipment

Buy Manufacturer Direct

Many Extras

LAawN & LANDSCAPE www.lawnandlandscape.com SEPTEMBER 2001 153
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BIDDING FOR PROFIT

Are you earning what you deserve? Learn
profitable techniques quickly & easily from our
22 years as an industry leader,
PROFITS UNLIMITED
Seminars & Consulting
“Your Key to Success”

BIDDING & CONTRACTS ($47.95)
Strategies on: Mowing, Landscaping, Mulching,
Snow Plowing and many more. This manual
shows you how to calculate cost based on your
overhead and then how to apply those costs to
your bidding process. Residential & commercial
examples. Sample contracts, selling techniques

and much more.

CONTRACTS & GOALS (§39.95)
Complete information on Service Agreements and
Sample Contracts. They can be used as they are or
as a framework to design your own. In depth in-
formation on what needs to be included in your
contracts, selling on contract, establishing realistic
goals to grow your company and much more.

MARKETING & SALES ($39.95)

Are you getting your market share? Let us help
you generate the calls & sales that you deserve.
Successful, time tested and proven strategies that
work. Learn the who, what, when, where and why’s
of the lawn industry. Sales do not just happen!

LETTERS FOR SUCCESS ($29.95)

Set of 20 forms and letters ready to use as they
are or to be used as a framework to customize
your own. They include: “Introduction Letter,”
Bid Letter, Bid Proposals, Service Agreements,
Hand-Outs and much more. Please send to:

Mail check with your order,

Print name and address to:

#1 Profits Unlimited
3930-B Bardstown Road, Louisville, KY 40218
800/845-0499
Visa, MasterCard,
Discover, American Express
www.profitsareus.com

BUSINESS OPPORTUNITY

HYDRO
SEEDING
SYSTEMS
A FULL LINE OF

SUPPLIES FOR
YOUR HYDROSEEDING NEEDS

Introducing “The Blue Goo" the easiest
to use polyacrylimide tackifier
available on the market.
CALL 800/638-1769 or
For a complete listing of our supplies
visit www.easylawnsupplies.com

COMMERCIAL LANDSCAPE
MAINTENANCE
Commercial landscape maintenance business
includes tree trimming and installation. Orange
County, California. Established 20 years, $5.5
million annual sales, 2.7M or equity partner.

Great opportunity for out of state company to
expand into Southern California. 714 /401-9128,

LANDSCAPE/LAWN

MAINTENANCE
Sunny Central Florida! Year-round business,
never a slow season. Established landscape/
lawn maintenance company with strong name
recognition. Sales in excess of $35K per month,
with excellent growth opportunity. 75% com-
mercial income. Selling accounts with all trucks,
all trailers all equipment. Owner prepared to
stay on to train if necessary. Office 407/ 292-8712,
evening 407/248-1272. Asking price $350,000.
Looking for quick sale. Owner will finance.

Well-esmblisEcd, 20-year landscape company lo-

cated in the Boston area. Annual volume $3.1
million +. Company breakdown: 70% construc-
tion, 20% maintenance and 10% snow opera-
tions. Well run and organization operation with
a meticulious fleet. Sale is with or without the
real estate, which has all the necessary provisions
for repairs and parking. The 2001 backlog to date
15 $2.9 million.
Contact
Global Business Exchange
Mr. John F. Doye
781/380-4100.

ORLANDO FLORIDA

Well-established lawn maintenance business.
Prestigious Bay Hill - Windermere area. Year-
round accounts with high profit and plenty of
opportunity for growth and add-on services.
Gross $115,000/ year. Asking $65,000 with equip-
ment and accounts. Owner willing to train or
help part-time. 407/654-0805 or 407/963-4317,
Keith.

BUSINESS FOR SALE

ell-established, small landscape maintenance
business. Located in Western PA, south of Pitts-
burgh. Established 21 years. Company break-
down: 90% maintenance, 10% installation. Sell-
ing all accounts with all equipment and trucks.
Owner moving. Send reply to L&L Magazine,
Box 407, 4012 Bridge Ave., Cleveland, OH 44113,

SN

v . AL RN

Commercial lawn maintenance company for
sale. (Become part of the best and fastest grow-
ing city — Las Vegas, Nevada). Business grosses
$1 million a year and can gross $1 million a
month with the right team. The company is 15
years young. Selling all accounts, vehicles &
equipment. Also selling 1% acres (including
20,000-square-foot lot attached to home) 3,300-
square-foot custom home zoned for horses. Se-
rious inquires only. Please call 702/400-1039.

COMMERCIAL FRANCHISE

Commercial franchise business for sale / partner-
ship in Phoenix/Scottsdale, Ariz. Current annual
sales at $500,000. 95% commercial and 5% resi-
dential. Equipment and workforce in place. Ask-
ing $250,000. Owner financing. Call 800/875-
2967. Ask for Paul

For Sale

£7> L ANDSCAPE DESIGN KIT 3
ﬁ

48 rubber stamp symbols of trees,
shrubs, plants & more. 1/8° scale.
Stamp sizes from 1/4% 10 1 34",
$87 + $6sh VISA, MasterCard, and
= MO's shippad next day. Check delays
F;" shipment 3 weeks. CA add 7.50%tax,

.:::- 4 AMERICAN STAMP CO.
Free Brochure 12290 Rising Rd. LL1, Wilton, CA 95693

ILocai calls 916.687-7102 Volos or Fax T0LL FREE 877-687-7102

HYDROSEEDING
EQUIPMENT/SUPPLIES

T-E-C-H-N-O=-1-O0~-0-1-E~8
* EC3000 Tackifier

* Hydro Seeders %

* Straw Blowers *
New & Used Equipment!!! ;7

One-Stop Shopping

3380 Rie. 22 W., Unk JA, Branchburg, N} 08876
800-245-05519908-707-08000 Fax: 908-707-1445

www.ErosionControiTech.com

HYDROMULCHERS

Usedhydromulchers.com
STEEL BUILDINGS
i D4 Ld ", LJ
% orr
i SUPER TOUGH
HEAVY I-BEAM
BUILDINGS
Perfect for Use
lls Equipment
. torage or
4 o Repair Shop
* 20 Year Roof & Wall Warranty 40 X 85 (ILEFT)
* Plenty of Room for Storage
40 X 85 (1LEFT)
& a Workshop 50 X 110 {2LEFT)
Prime Steel ::::7-0‘":{' 60 X 150 (1LEFT)

1-800-291-6777 ext.108
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HYDROSEEDING /

HYDROMULCHING
EQUIPMENT AND SUPPLIES

Hypro Seeping HELPER

Slicky Sticky.com

800/527-2304

GPS VEHICLE TRACKING

No Monthly Fees
Call 800/779-1905
www.mobiletimeclock.com

Finn B70 Straw Blower, trailer mount, 35-hp
Kubota 450 hrs, $9,500. Ski Landscape Equip-
ment 317 /897-5885.

SPRINKLER SYSTEM

In-ground Sprinkler System Supplies, Many
brands, Low pricing!

Hunter, Rain Bird and more...Order Online!
Open to public and contractors.
Hunter 4-inch popup sprayheads at $1.29
www.onlinelandscaping.com

1998-TORO DINGO
Only 241 hours
Full set of implements
Customer trailer
Only $23,000
Call 815/675-6766

1999 Finn 816 Bark Blower with 750 hours
mounted on International chassis with 466 en-
gine and six speed transmission. Blower features
remote control, 500-foot hose & reel, automatic
tarp system, advertising panels. Excellent con-
dition. 419/893-5296

HYDRO-MULCHING
MACHINERY

TurfMaker®
Sod-QuaIx’ty_Results

A High-Performance Real
Hydromulching Machine

+ four minute loading
* instant mixing

* thick mulch

* long hoses

* no clogs

TurfMaker Corp.
www. turfmaker.com

800-551-2304

FOR SALE: 2000 Grasshopper 720K with 20-hp
Kohler engine, 61-inch flip-up deck, 15-cu.-ft.
grass/leaf hopper, low pressure hi traction tires,
and dual tail wheels. Only 55 hours on mower, 4
hours on bagger attachment. Perfect condition in
Rock Rapids, 1A. $7,500 firm. 712/472-3681.

EQUIPMENT FOR SALE
Lawn Caddy Pro. 180-pound capacity for dry
fertilizer. 50-gallon tank for liquid spray. Great
on hills. Brand new (4 hrs), Priced to sell. Call
Eric @ 304/671-1740.

Help Wanted

KEY EMPLOYEE SEARCHES

Florapersonnel, Inc. in our second decade of
performing confidential key employee searches
for the landscape industry and allied trades
worldwide. Retained basis only. Candidate con-
tact welcome, confidential and always free.
Florapersonnel Inc., 1740 Lake Markham Road,
Sanford, FL 32771. Phone 407/320-8177, Fax
407 /320-8083. Email: Hortsearch@aol.com
Website: http/ / www.florapersonnel.com

THE BRICKMAN GROUP, LTD.
THE BRICKMAN GROUP, LTD.

Careers in landscape management available in:
California, Colorado, Connecticut, Delaware,
Florida, Georgia, Illinois, Indiana, Maryland,
Massachusetts, Missouri, New Jersey, New York,
North Carolina, Ohio, Pennsylvania, Texas, Vir-
ginia, Wisconsin.
Fax: 301/987-1565.
Email: jobs@brickmangroup.com
Web site: www.brickmangroup.com

CAREER OPPORTUNITIES

@& CAREER OPPORTUNITIES

With Northern California’s Largest
Independently Owned Landscape Company

l

GreenSearch is recognized as the premier pro-
vider of professional executive search, human
resource consulting and Web-based job posting
services for exterior and interior landscape com-
panies and allied horticultural trades through-
out the United States. Companies and job seek-
ers are invited to check us out on the Web at
www.greensearch.com or call toll free
888/375.7787 or via Email
info@greensearch.com
See us at L&L
Business Strategies Conference - October 7-9

HORTICULTURAL JOBS.COM

Search Jobs -~ Post Resumes
www.horticulturaljobs.com

C1ASSIL
—_—

s

CAREER OPPORTUNITIES

HELP WANTED ON CAPE COD AND BOSTON, MASS.
The Lawn Company, one of Massachusetts’ larg-
est independent lawn and tree service compa-
nies, is adding experienced lawn and tree field
people to our staff. If you are interested in join-
ing a 2l-year-old company operating on Cape
Cod and in southeastern Mass. and discussing
these field positions or management positions,
send your resume to:

Ed McGuire
P.O. Box 1430, South Dennis, MA 02660 or
email /NCO.C
To find out more about The Lawn Company
and the positions available, see our Web site at
www.thelawnco.com.

SALESPEOPLE — CHECK IT OUT
Acres Employment Advantages
In recent surveys from 90 Acres Group employ-
ees, they rated the top three reasons Acres Beats
1. Professionalism: Assuring customer
service, respect and satisfaction
2. Quality, experienced, passionate employ-
ees: Committed to doing the best job
possible
3. Superior results: Snow, landscape main-
tenance, construction, nursery
In recent customer surveys, 2 out of 3 custom-
ers rated Acres above peer companies in
both “WILL” & “SKILL" while scoring Acres
as “meeting and frequently exceeding
expectations!”

FIND OUT WHY!
Acres Group, Northern Illinois’ largest indepen-
dent landscape contractor growing at +18%,
seeks additional salespeople to continue our
growth. Our construction department is look-
ing to expand in the design/build market. If
you're a landscape architect who is highly moti-
vated to aggressively build a design team with
5 to 7 years of experience, Acres Group is look-
ing for you! Superior compensation and benefit
opportunities. Acres Group, 610 W. Liberty St.,
Wauconda, IL. Contact Tom Balleto for immedi-
ate confidential consideration.

Phone: 847/526-4554 x68; Fax: 847/ 526-4587
email: Thomas.Balleto@acresgroup.com.

GREENINDUSTRYJOBS.COM

www.landscapejobs.com
www.irrigationjobs.com
www.treecarejobs.com
www.nurseryjobs.com
Search Jobs and Resumes
Questions? Call 1-888-818-JOBS

GREENMATCHMAKER.COM

The fastest, easiest way to find great jobs
in the Green Industry nationwide.
Where job seekers and industry leaders meet!
www.greenmatchmaker.com

LAwN & LANDSCAPE
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MANAGER, DISPLAY GARDENS

The Chicago Botanic Garden, located 30 miles
north of Chicago in Glencoe, seeks an individual
to direct, coordinate and monitor the mainte-
nance programs for 25 display gardens to en-
sure proper care and development of collections.
Work with the horticulturists to develop and
support the highest maintenance standards and
maximize operational efficiencies. Serve on in-
terdepartmental teams and work groups, and as
a liaison with other program areas to provide
horticultural expertise and support. Write ar-
ticles and present lectures related to plants and
their care. Position requires a BS in horticulture
and related plant science with five years super-
visory experience. Strong interpersonal skills
and ability to excel in a team environment. Please
submit resume with cover letter to: Carol
Chaney, 1000 Lake Cook Rd., Glencoe, IL 60022
EOE. Position open until filled.

EMPLOYMENT OPPORTUNITIES

THE HIGHRIDGE CORPORATION
Employment Opportunities

The Highridge Corporation is u Full-Service Design/Build
Landscape Firm recognized as ane of the top 50 firms
nafionwide. We are seeking qualified professionals with at
least 2 years experience fo join our staff in the Seattle ond
Portlond ores.
Landscape Architects/Designers
Exterior Carpentry
Hardscape Installers
Landscape Foreman
Irrigation Foreman
Irrigation Technicians
Maintenance Sales / Supervisors
Commercial Estimators
All positions re full-time year round, with complete benefit

'mdudnimll‘bmmdmrmmdmu
mm on line.
The Highridge Corporation
PO Box 260
Issaquah, WA 98027
www.highridge.com

& JGEA

World class, award-winning residential landscape
architectural design/build firm seeks experienced individuals
for thesa four full-time positions.
LANDSCAPE DESIGNER/ARCHITECT
LANDSCAPE MANAGER
MAINTENANCE MANAGER
FINE GARDENER
Great compensation package: medical, 401K, vacation
JOHUN GEIGER & ASSOCIATES
E-mail resume 10: jgeiger @ jgelger.com

www.jgeiger.com

BAMBOO PIPELINE

Come join the premier supply, innovation and
value partner to the professional landscape con-
tractor. Bamboo Pipeline provides a new and
complete one-stop solution for landscape pro-
fessionals. We integrate traditional elements of
distribution, sales and service with today’s new-
est technologies to enable a complete range of
products and services. Our comprehensive sup-
ply offering includes “Market Best” plants, irri-
gation and lighting products, and many other
landscape materials.

We are looking for the best people in the green
industry to immediately fill the following posi-
tions for our Southern California operation
based in Ventura County.

* Qutside Sales

¢ Plant Procurement

* Field Service Delivery Reps

¢ Inside Sales
Deep knowledge of plants and two-plus years
experience working in a nursery environment
or wholesale / retail green industry distribution
is required. Our compensation plan includes a
very competitive salary, great benefits and stock
options. Please submit your resume to:

Bamboo Pipeline, Inc. Attn: Matthew Fay
P.O. Box 23539, Santa Barbara, CA 93121
E-mail: mfay@bamboopipeline.com
Fax: 805-687-2118.

MANAGEMENT INC.
Join the largest, full-service, independent land-
scape company based in Dallas, Texas. We pride
ourselves on our “Commitment to Excellence”
and work under our company’s mission:
* Excellent People
* Excellent Clients
* Excellent Results
We are incurring tremendous growth through
our satellite offices in Jacksonville, Fla., Austin,
Texas, and future cities. We need knowledgeable
people to ensure success for future ventures and
acquisitions, When you become part of the LMI
team you can expect:
* A non-political work environment where if
you perform you succeed!
* We will not sell out - We love being
independent and will remain so.
* Training is mandatory and paid by us!
* Make decisions independently -
No micromanaging.
* You will only work along other bright,
intelligent strong skilled people.

Hiring landscape maintenance account manag-
ers, commercial installation project managers,
fleet manager, mulchscapes manager and irri-
gation experts. Please respond to
LMI
1437 Halsey Way
Carrollton Texas 75007
972/446-0020 - Fax 972/446-0028

MANAGEMENT CAREERS

Management Careers - NOW!

Branch, Sales, Production Managers ~ NOW!

TSR
stoges of the strongest gr since
Experienced managers are the only
some outside monagement to round out the team. For an
experienced professional, the potential is limitless.

Since we are expanding in major cities east of the Rockies,
n’lhm ot oll management levels. Join our feom os o|

or production supervisor or branch manager.

ercxp«momllhﬁnlw Start s o first-level supervisor,

vn’lwovideodﬂﬁm ommlolulgm
Act now. Training will be provided this foll ndyu
wsvﬂ-dmwmndbm
© Quality oriented lawn o landscape professionals
with experience.
© Desire 1o build o real career with Scotts.
OHwamwmmmmmq
o Team people os the key resource
&deo&hbduumdhﬂcm
assisted by troined Office Manager to
mﬂu Customer Service operations. Stoff includes
and Production supervisors.
Sales and Production Managers supervise o team of Sales Reps
ah:nﬂ%ldlﬁmrmﬁbhwﬂtyndm
e offer:
* Negofiable compensation package, bosed on experience.
» Benefits package, includes 401K, medical w/ dental, vision

options.
* Relocation when required.

If .u mb‘mry’m,dutm Contact us
ebsite: Scottslownservice.com. Fax 937/644-7422,
thlOO/HI 1760. Ask for our kawn service recruiter. Email

e, S e e Sot
is on EOF

mun,dtivmhmdudnqcmd

LawnService

Landscape Designer/Salesperson/ Technicians
Design/build firm seeking high-energy, entry-
level landscapers to join our team. Direct all in-
quires to:

LandServe, Inc.
PO Box 787, Boalsburg, PA 16827
Ph: 814/466-9095, Fax: 814/466-9092

LANDSCAPE
MAINTENANCE MANAGER

Prestigious 600-Acre site
in Mid-Atlantic area

We are seeking an individual who possesses
strong leadership, communication and grounds
maintenance skills. Applicant must have a mini-
mum of 5 years management experience on
projects greater than 100 acres and must be able
to manage a large crew. Mail resume to Mainte-
nance Engineers, 970 West Broadway No. 452,
Jackson, WY 83001 or E-Mail mainteng@aol.com,
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Network Ready' FREE Supporl'
a FREE d

Holiday Lighting 1 -800- 724 7899 ext.2

Keep Employees
& Wy

Year Round

www wmtacpro com

« Blazing-fast 32-bit Windows®

« Unlimited Customners/Job Sites
= Dispatch, Scheduling, Routing
« Job Costing, Estimating, Graphs
» Work History and P.M. Tracking  Design custom forms in Word®

« Multitruck Inventory, Bar Coding .

« T&M, Flet Rate, Phase Blling B Ings 1o QuickBooks”.,

« Letter Writer w/Auto Mail Merge

« Full Accounting: G/L, A/R, AP,
P&L, Checks, Payroll, Financials

The #1 best-sellin
all-in-one software ?or
contractors

« Mobile Data Link/Transfer

« Print Proposals, Invoices, Work
Orders Sralemems, Purchase
Orders, Change Orders, Flat
Rate Books, Reports, Labels,

Peachtree”, AccPac”, MYOB.",
Alph&Pagrng Street Mapping,
Emailing, Caller 1D, and more!

« Includes printed Users Manual

gl

Landscape Equipment

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
Website: www.jasper-inc.com

Landscape Lighting
Offer High Margin Services

Training * Marketing « Supplies
Over 350 Locations in 47 States & Canada

e G
DECOR
800-687-9551

www.ChristmasDecor.net

www.rittenhouseonline.com

IT PAYS TO ADVERTISE

IN THE L&L CLASSIFIEDS.
DESTRUCTIVE CALL LORI TO
TURF ADVERTISETODAY.

INSECTS

800/456-0707

by Harry D. Niemczyk, Ph.D.
and David J. Shetlar, Ph.D.

Contains 148 pages written in easy-to-read language with 447 color photas,

and 116 line drawings. Filled with accurate information for diagnosis J‘u
identification and control of cool and warm season turigrass pests “JJ.U Q) j
GORY sl it i oo e $49.95

2-10 COPIBS .vovisversnvsmessssanse $44.95 each

11 or more copies............... $39.95 each

Based on 50 years of collective experience from two
of the foremost authorities in turfgrass entomology!
For more information or to order, call the

Lawn & Landscape Media Group at
800/456-0707 or visit

W eyt s g

TURF EQUIPMENT

il q}\/ 9'Y U_U.J

Used Equipment

Ryan LA 28 Aerator
* B&S 7.5-hp
* Vanguard engine
$3,450
330/571-3571

Industry Website

LawnCareSuccess.com
ProTurfEquipment.com

FREE Information - Marketing, Management,

Customers, Employees, Start-Up, Questions
Answered, New Weekly Tips, Hundreds of
Valuable Resources and Contacts, Helpful

Manufacturer Information.
This site exists for you.

Let us help you

get the word out.

Lawn & Landscape Media

Group Article Reprint Service
Our professionally designed article
reprints can be used as direct mail
pieces, sales literature, training aids
or trade show handouts. Add your
customized advertising message,
logo, mission statement or other
valuable company information for
high impact promotion!

ARTICLE REPRINT SERVICE
Call 800/456-0707 to learn more.

LawN & LANDSCAPE www.lawnandlandscape.com
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Communication
at Perficut

At Perficut Lawn & Landscape, Des Moines, lowa, we
service more than 1,000 customers monthly. With that
many customers, communicating with each individual is
impossible. Our large commercial clients, who are con-
tacted weekly or biweekly, share their thoughts with us
often, but residential customers, who may only receive five
lawn care applications annually, have a much more diffi-
cult time communicating their needs.

Toensure these residential clients have a chance to send
us their comments, we enclose a “How Are We Doing?”
card with each monthly statement. This way, not only do
our customers get a chance to grade our service without
calling us, but they also can mark off any additional ser-
vices that interest them.

To make these cards work, we keep them simple, infor-
mative and eye-catching, changing their color monthly so
they grab clients’ attention. People are busy and they will
not fill out and return the card if it requires too much work.
We also use these cards to promote seasonal specials. For
instance, in June we had the cards on a green sheet of paper
and added abright pink label reminding clients to schedule
their grub applications. For fall, we might remind our
customers about our aeration special. On the cards, we ask
customers to rate the quality of service they have received
as excellent, good, fair or needs improvement. Thet, we
leave room for comments.

These cards also have become a great way for us to

,f/"

statement.
Keep them simple, informative and eye-catching.

Use the cards to promote seasonal specials and
additional services.

Make managers accountable for resolving any problems
that arise in a timely fashion.

Make the cards inexpensive to produce by using colored
paper and a copy machine.

The Perficut
Team. Photo:
Perficut

promote the services we provide. At the bottom of the card,
we ask customers to indicate which additional services
they would like to be contacted about in the future, Then
we list choices for them to check, including mowing,
irrigation installation, irrigation repair, lighting, tree trim-
ming/ pruning, custom landscape design, aeration (spring
and fall), lawn fertilization, tree/shrub application and
holiday lighting.

Of course, these cards only work if customers take the
time to fill them out. We make sure to ask for their name
and date on the card so that any comments or requests for
additional services can be dealt with promptly. In any
company there can be problems with service, but solving
them quickly is the key to customer satisfaction.

These cards are sent to all customers with a return
envelope that does not include postage. We receive about
30 percent response monthly. By the 20™ of each month, we
have received most of these cards back. As they come inwe
enter them in the database and the appropriate manager
receives a copy of the card immediately. All managers are
responsible for resolving any problemsina timely manner.
I also receive a list of all good and bad cards and have a
chance to go over any concerns with my management
team. Many times these will be compliments to managers
or crew leaders, which we post in the office.

We use a copy machine, and print two cards on each
sheet of colored paper, so the cards are relatively inexpen-
sive to produce.

In addition to the cards, we also incorporated a call
report system, where all office calls are entered into a
database and every Monday each division manager re-
ceives a report of all calls logged the week before.
This allows managers the chance to double check
that all calls were returned. I also receive the call
report and have a chance to go over any calls that
concern me with my management team,

Then, our office manager prints a list of the
landscape and irrigation jobs completed during the
month and we send a thank-you card along with the
invoice. This level of customer service sets us apart
from the competition. - Kory Ballard

The author is president of Perficut Lawn & Landscape
(www.perficut.com), Des Moines, lowa.
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22000 Valent |

of FMC Corporation. €

adernark

Read and follow btbel instrucsions before waing, *“ORTHENE Y

ANy way

the wind blows.

NEW, NO-DUST, LOWER-ODOR Orthene” Turf, Tree
& Ornamental Spray 97 blows away any other turf insecticide.
New ORTHENE 97 controls more than 40 pests
(far more than Chipco™ Choice®).
ORTHENE 97 controls
through both contacr and local
systemic activity (more than
Talstar®). So ORTHENE 97
is one of the most COST-EFFECTIVE
turf insecticides you can buy.
Best of all, its patented
97 PERCENT PELLET
delivers genuine ORTHENE
performance in a smooth-
flowing formulation
that improves handling
convenience and
measuring accuracy
while it reduces odor and
virtually eliminates dust.
Find our about new
ORTHENE 97 from your distributor or through
the Valent web site at www.valentpro.com.

Products That Work, From People Who Care

USE READER SERVICE #52

TURFE TREELE & ORNAMENTAL SPRAY
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Pro-C Modular
Controller
Expands From

3 to 12 Stations

Let’s say you're getting ready to install a series of new residential systems.
Some sites have 6 zones, others have 9 and 12. Does that mean you need to

Saves Time, stock a dozen different controllers? Not if you have the Pro-C on your truck.
Less Inventory

Hunter’s new Pro-C is a model of modularity. You start with a 3-station
base unit - then add Hunter’s handy “snap in” modules with 3 zones each.
Pop in one module and the Pro-C is a 6-station controller. Pop in two and
you've got a 9-station. Add 3 and you're up to 12.

The Pro-C saves time, trouble and extra inventory. You and your customers
will also enjoy the convenience of easy dial programming, three programs
with four starts, independent day scheduling, one-touch manual operation
and an advanced power surge protection system.

: Put the Pro-C on your truck. It's a powerful new package that speeds up
Pro-C Controller with “snap-in" modules . . g ke 2
s epdpalestisaiion installations and adds profitability to every job!

Hunfer

The Irrigation Innovators
Removable face plate permits

800-733-2823 » www.Hunterindustries.com programming anywhere on site.
USE READER SERVICE #21

A |

g
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