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I'm your heavyweight 
There's no contest. 'Cause I have 
no competition. Best-in-class power. 
And towing capability 
to match. 

'Trucks with GVWR from 8,600 Hw. to 12,000 lbs. Exclude« other GM vehicles. tWhen property equipped; includes weight erf vehicle, passengers, cargo and equipment. "Based on available horsepower. Vehicles shown with equipment 
C2001 GM Corp. All rights reserved. 



The new Sierra 2500HD 
Smart money. 

champ, Start running new GMCR Sierra heavy-duty pickups. 

And the last thing you'll ever run into is risky business. 

You see, we offer the most powerful trucks in the %-ton 

and 1 -ton working world. That's power defined as the 

very best, in GVWRs of 8,600 lbs. through 12,000 lbs. 

It's power that translates into a GCWRt of up to 22,000 lbs. 

That is to say, the absolute best trailer rating. Its new 

Vortec™ 8100 delivers more power and torque than 

our competitors' V10 gas engines. Basically, Sierra is 

hyperpowered to keep your business hypercharged. 

For true power mongers, 

there's the DURAMAX™ 

6600 diesel. The most 

powerful diesel ever put in 

a pickup," teamed with an 

Allison™ transmission to 

create the most capable, 

work-eating heavy-duty 

pickup ever. 
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Chris Phillips, president, 
Phillips Environmental 
Services, learned his 
fair share 
of business lessons -
his company's success 
proves it 52 
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BASF 
PROFESSIONAL 

TURF 

W E ' R E FLATTERED THAT COMPETITORS 

K E E P ATTACKING PENDULUM. 

T H A T ' S WHAT H A P P E N S WHEN YOU S E T 

THE INDUSTRY STANDARD 

FOR E X C E L L E N C E . 

BASF 



OTHER PREEMERGENTS TALK 
W I T H PENDULUM; IT 
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PROFESSIONAL Pendulum herbicide consistently controls crabgrass better than other preemergent herbicides* What 

j®^ more can we say? How about Pendulum controls costs better, too, to offer you far greater value. It also 
H t t ^ S ^ controls a broader spectrum of weeds than any other preemergent—more than 40 grassy and broadleaf 

tf-rr weeds, such as oxalis and spurge, in all. Plus, Pendulum comes in granular and liquid formulations, and 
BASF pendimethalin is available on fertilizer from Scotts and Helena, for maximum application flexibility. With Pendulum, 
there's just so much more to talk about than crabgrass. 



A LOT ABOUT CRABGRASS. 
NEVER COMES UP. 
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To learn more about why everyone's talking about Pendulum, call 
1 -800-545-9525 or visit www.turffacts.com. 
Always read and follow label directions. 

W E DON'T MAKE THE TURF, W E MAKE IT B E T T E R . 

BASI 

http://www.turffacts.com
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The most important breakthrough 
in loaders since the invention 

of the skid-steer! 
mm 
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Two different steering modes 
to match your job! 
Go from all-wheel steer to 
skid-steer mode at the flip 
of a switch! 

m m 

Bobcat A220 All-Wheel Steer (AWS) 
.. .the world s first all-wheel steer / skid-steer loadetf 
Here's how it works... 
• All-Wheel Steer Mode 
The new Bobcat® A220 is a revolutionary compact loader 
with four steerable axles. That means less tire wear, less 
ground disturbance and, with the simple joystick control, 
less operator fatigue. 

• Skid-Steer Mode 
Flip a switch and you get all the advantages of a skid-steer. 
It maneuvers in tight spaces, turns within its own length, 
and delivers high performance day-in, day-out. 

Turf Friendly • Tire Friendly • Operator Friendly 

Visit our website or call for a FREE "Bobcat: One Tough Animal" 
Video Catalog and2002 Buyer s Guide. 

Bobcat Company • P.O. Box 6000 • West Fargo, ND 58078 • 701-241-8700 

www.bobcat.com/aws3 
USE READER SERVICE #12 

Bobcat 
One Tough Animal 

http://www.bobcat.com/aws3


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

ONLINE Research 
lawnandlandscape.com/researclf> 

Lawn & Landscape conducts research 
throughout the year and provides results 
free of charge to all of its Online users. So, if 
you're interested in finding out how many 
landscaping businesses offer mowing 
services, general business information about the industry as a whole, or plant purchasing habits of contractors, 
our research section is the place to look. Lawn & Landscape Online's research goes back to 1996 and covers all 
segments of the industry. Go to www.lawnandlandscape.com/research to start your research today! 

INDUSTRY 
LINKS 
Looking for information on a certain contractor or 

manufacturer? Look no further than Lawn & Landscape 

Online's Industry Links section. Four categories of links 

are available and users are allowed to add 

their own link. Visit us today and 

find out why we're your one-stop 

shop for industry information. 

rJT r r r ; r -

.com 
Sign up for your My Lawn & Landscape 

account today and create your own personalized page on 

www.lawnandlandscape.com — the green industry's premier 

Web site. Create your own article database, develop your own 

online address book, join your industry peers on our message 

boards and much more. 

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

Daily News and Features - Catch breaking industry news and 
daily features, www.lawnandlandscape.com 
E-newsletter - Receive weekly industry news via e-mail, 
www. la wnandlandscape. com/my/customize_ne wsletter. asp 
L&L Online LawnStore - Locate the best resources to help your 
business grow, www.lawnandlandscape.com/store 
Message Boards - Discuss key issues with fellow industry 
professionals. www. la wnandlandscape. com/messageboard 
Weekly Poll Vote on industry-related topics and compare your 
answers, www.lawnandlandscape.com 
Events Calendar - Locate industry events across the country, 
www. la wnandlandscape. com/events 
Industry Research - Survey data and analysis of the industry as a 
whole. www. la wnandlandscape. com/research 
Magazine Archives - Search through several years of Lawn & 
Landscape magazine back issues and articles, 
www. lawnandlandscape. com/magazine 

Lawn & Landscape Online offers daily features on a variety 

of topics. Our current schedule is as follows: 

Mon. • Contractor Talk: Industry professionals discuss 

common practices. 

Tues. - Irrigation Issues: Keeps visitors up-to-date on 

breaking irrigation news and product updates. 

Wed. Lawn Care Roundup: Lawn care operators and 

researchers share industry problems and solutions. 

Thurs. Landscape Issues: Contractors reveal information 

to bolster design, installation and maintenance skills. 

Fri. - Business Management: Industry consultants and 

management firms offer business advice. 

www.lawnandlandscape.com 
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SPREADER-MATE™ 
Self-contained "Drop-In" sprayer 

for commercial broadcast spreaders. 
i d e a l f o r -

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

• Commercial Lawn Care 

• Special Applications 

• Ornamental Spraying 

Up to 30,000 sq.ft. per fill up 

Deep cycle gel battery 

Diaphragm pump with pressure 

regulator and gauge 

Totally self-contained, easily 

removed and stored 

Installs in under a minute 

80" quick attach boom with spring 

break away 

One year warranty 

, r c < * l o n SPRAYING 
p ^ l o r k EQUIPMENT 

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

USE READER SERVICE #53 

/OWN YOUR O W N \ 
II MONEY MACHINE ^ 

Earn up to $1,000 net or more in a day! Ask us how! 
"...With the expert training and 
support from KwikKerb, I made 

in one week..." 
Eric (Paducah, KY) 

"Kwik Kerb has 
been everything I 
e x p e c t e d a n d 
actually exceeded 
my expectations. 
You g u y s a re 
great. The web 
site is also very 
helpful with the 
'operators only' 
section." 
Jeff (Greenwood, IN) 

World Wide Success System! 

KWIK KERB OFFERS YOU THE CHANCE 
FOR BETTER INCOME AND LIFESTYLE.. 
'Total Equipment Package 'Minimal Overhead 
'Comprehensive Training 'Exclusive Products 
'Promotional Package 'EasyOperation 
'Back-up and Support 'Proven Since 1987! 

Astonishing Net Profit! 
Don't Waste Your Opportunity! 
Phone Toll Free Now 

- 8 0 0 - 6 6 7 - 5 3 7 2 ^ U S L ^ 
www. kwikkerb. com 

o w e yf 

mailto:ccode@lawnandlandscape.com
mailto:bwest@lawnandlandscape.com
mailto:nwisniewski@lawnanalandscape.com
mailto:khampshire@lawnandlandscape.com
mailto:kmohn@lawnandlandscape.com
mailto:acybulski@lawnandlandscape.com
mailto:kgilbride@lawnandlandscape.com
mailto:mzahn@lawnandlandscape.com
mailto:dblasko@lawnandlandscape.com
mailto:mstenger@lawnandlandscape.com
mailto:kyates@lawnandlandscape.com
mailto:mmertz@lawnandlandscape.com
mailto:apeppers@gie.net
mailto:halas@gie.net
mailto:cgreen@lawnandlandscape.com
http://www.lawnandlandscape.com
mailto:gcspray@hfent.com
http://www.gregsonclark.com


Looking in the Mirror 
at TruGreen 

"The competitor to be feared is 

one who never bothers about 

you at all, but goes on making 

his own business better." 

- Henry Ford 

I went to the top of the landscape industry in Decem-

ber, and the view is interesting, to say the least. 

"Where is the top?" you ask. Memphis, Tenn., of 

course, and the headquarters of TruGreen-

ChemLawn and TruGreen LandCare, which, collec-

tively, generated about $1.5 billion in green industry 

revenue in 2001. That's a lot of green, indeed. 

The purpose of the visit was an exclusive inter-
view with Don Karnes, president of the TruGreen 
Companies. Obviously, there has been widespread 
talk about TruGreen in the last few years. Here was 

a dynamic chance to learn 
about the challenges 
TruGreen has had since its 
acquisition of LandCare USA 
more than two years ago, find 
out if he plans to start buying 
landscape companies again 
soon and explore the signifi-
cance of its decision to begin 
marketing through Home 
Depot stores. Much of Karnes' 
candid and intriguing an-
swers can be found beginning 
on page 144, with the rest of 
the interview to appear in our 
March issue. 

But perhaps the most in-
teresting part of our two-hour 
conversation was the glimpse 
I got of what life is like for the 
industry's largest company. 

As I shared with Karnes, who comes off as quite the 
relaxed, personable and approachable executive, the 
TruGreen name inspires emotional reactions from so 
many lawn care and landscape companies alike. The 
extent of the criticism of this company makes it seem 
as though contractors view the company as an in-
dustry-wide piñata, and they're each happy to take 
their swings. 

As I've said in this space previously, some of the 
intensity of this criticism is due to TruGreen's broad 
presence across the country - more than 400 loca-
tions, all told. Business people will always be happy 
to take shots at their competitors, and TruGreen 
represents the competition more than anyone else, 
so there's more criticism of it. 

But how severe can this company's flaws really 
be if it can grow to the extent it has and maintain the 
profitability levels that leave so many observers 
drooling? To his credit, Karnes doesn't deny the 
company has some problems, "just like any other 
business," he pointed out. But he didn't offer any 
excuses for these struggles, which he easily could 
have. Last spring did little to help lawn care compa-
nies, labor became more expensive for everyone and 
the company was integrating close to $1 billion in 
acquisitions before the sale of its construction work 
to Environmental Industries late last year. 

The one theme that Karnes kept coming back to 
was the importance of "the person we all see in the 
mirror each morning." That image represents his 
biggest competition, he pointed out, which may 
seem strange to many. But from where this 24-year-
veteran of the lawn and landscape industry sits, he 
thinks that any business focused on delivering qual-
ity customer service, taking care of its employees 
and focusing on profitability will succeed. He obvi-
ously has to be aware of competitive threats - what 
company has more competitors than TruGreen, after 
all? But his continued focus on what goes on inside 
his own company and his refusal to get caught up 
worrying about those things he can't control repre-
sents a powerful lesson for those of you also inter-
ested in reaching the tallest peaks one day. That just 
may be the biggest reason TruGreen will success-
fully overcome the obstacles it faces. Q 
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First you build the wall. 
Then the wall builds you. 

Stacks great. 

Less fi l l ing. 

Ours is the only solid, 
pinned block system. 
The pins make stacking 
as easy as putting a round 
peg in a round hole. And 
since the blocks are solid, 
you don't have to waste 
time filling cores. 

You spend hours, days, sometimes weeks building it. Block by block. Paying close attention to detail. 

And when the job is finished, what do you get in return? A wall thats sure to impress your customers 

and colleagues alike. Reassurance that its going to last. And an overwhelming sense of pride in 

workmanship. But that's just the beginning. Because with every VERSA-LOK" Retaining Wall you 

build, you're building a reputation. A reputation as a top-notch contractor who's dedicated to putting 

up nothing but the most durable, versatile, awe-inspiring walls around—on time and on budget. 

Build with V E R S A - L O K Retaining Wall Systems. And build your business one block at a time. For 

more information, call 1 - 8 0 0 - 7 7 0 - 4 5 2 5 or visit www.versa-lok.com 

VERSA-LOK9 
Retaining Wall Systems 

Solid Solutions: 

trademark of Kiltoe Corporation 

USE READER SERVICE #13 
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Getting outside advisers and organizations has been a 

weakness of mine. Any advice on who I should be 

actively involved with and how I can work with them? 

There are many external resources that can help you 
grow your business. In fact, much of the work per-
formed for your business is oftentimes done by out-
side organizations. The advantage in using these indi-
viduals is that they are experts in their field and you 
do not have to have them on the payroll. You can use 
them when you want. 

I'll cover a few of the obvious advisers and discuss 
some items of importance regarding them. 

First, the lawyers - a necessary evil as they say. My 
advice is really simple. Make sure you deal with a 
firm that has expertise on a variety of legal issues. 
Most entrepreneurs give their business to a close 
friend or relative. Oftentimes they use a small office -
one or two lawyers - because of lower fees. The 
problem with this scenario is the fact that very few 
attorneys know all aspects of the law and they have to 
learn it on your nickel. With a larger firm, you get 
more opportunities to use specialists. They may charge 
a little more but the expertise is worth it. Remember 
that all fees are negotiable, and you can get a final cost 
for your work if you ask. 

Be careful, though, not to get the junior attorney 
right out of law school. Meet with your contact and 
discuss this issue openly. Some final advice: Help 
your attorney with any investigation needed for a 
case. It could save you lots of money. 

Your accounting firm is also an important part of 
your team. Unless you are doing specialized deals like 
acquisitions, for example, a generalist with a small- to 
medium-sized firm is usually sufficient. The larger 
firms simply are not interested in the small accounts. 

In addition to serving the industry as a consultant and 

speaker, David Minor is the William M. Dickey Entrepreneur 

in Residence and director 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-employee, former INC. 

500 award-winning company he founded in 1978 and sold to TruGreen-ChemLawn in 

1998. Readers with questions for Minor can fax them to Lawn & Landscape at 216/961-

0364 or e-mail them to bwest@lawnandlandscape.com 

The biggest mistake I see contractors make when 
dealing with their accountant is that they rely on them 
too much in advising them on how to run their busi-
ness. Accountants are not operators. They are num-
bers people. They get your data that helps you run the 
business. If you do outsource your accounting work, 
insist on the receipt of timely information. If they can't 
get financials back to you by the right date then you 
need to hire someone else or someone in-house. The 
numbers are just too important. Work closely with 
them to set up a system that helps you manage your 
business. Profit center accounting and accrual-based 
recognition are absolutes. 

Your banker is also a key player on the team. I 
would advise small businesses to deal with a small 
community bank as opposed to a large, national com-
pany. It will be vital that you get to know the person 
making any lending decisions. Oftentimes that is a big 
challenge for the larger organizations. It will also be 
important to ensure that the information you provide 
them is timely and clear. It will be in your best interest 
to keep these folks informed about your business and 
in this, including the seasonal demands on cash flow. 
Managing their expectations is important. 

Risk management consultants for a small business 
are important. Realistically, you're talking about in-
surance brokers in your environment. Some simple 
advice - Shop their rates at least every other year, but 
try to maintain a relationship with one broker if pos-
sible. Deal with a broker who can represent a variety 
of lines, not just one company. Generally, they can 
shop rates for you and get the best cost. Large firms do 
have an advantage in pricing, simply because of their 
buying power, and this could help you. 

There are consultants for just about everything 
you need in business: marketing, advertising, human 
resources - these are just a few. In the landscape 
industry, there are many business consultants who 
know a lot about a variety of topics, and I recommend 
using them. Some have been in the industry and know 
it well. Others have worked with so many companies 
that they can bring to your firm the best practices of a 
lot of organizations. I used these folks and found them 
to be a huge resource. The investment you make is 
usually multiplied many times over. 

As you can see, there are many directions to go 
concerning advisers. The best piece of advice I can 
give you is do your homework, get references of their 
work, negotiate their fees, create expectations and 
manage the relationship like you would one of your 
own employees. [fl 
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HALF AN SCU IS A WASTE. 

No matter how you break it down, MESA 

is superior to SCUs. When you cut a sulfur-coated urea 

granule in half, the nitrogen is catastrophically released. This 

causes flush growth and loss of nitrogen due to leaching and 

volatilization. MESA is methylene urea and sulfate ammonia 

combined in a single granule. The result? Astounding rich 

green color and response which outlasts the coatings. And 

Lebanon Pro 22-0-6 40% M E S A wi th Dimension is 

an excellent way to get great-looking turf. MESA with 

Dimension is the ultimate preemergent control with reduced 

clippings as compared to urea-based products saving time and 

providing cleaner cuts. Don't risk your turf. Use MESA. 

For more information, see your Lebanon Distributor or call 

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

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

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

FREE copy of our agronomy manual. 
Coupon Code: LL0260 

J> Lebanon 
TURF PRODUCTS 

Our reputation is growing yours. 

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




CHROME-PLATED CYLINDER 

TWO-RING PISTON 

ALL BALL AND CAGED 
NEEDLE BEARINGS 

LARGE FLYWHEEL COOLING FINS 

TWO-BEARING CLUTCH DRUM 

SPLINED, SOLID STEEL MAINSHAFT 

Landscaping isn't always pretty. In fact, being downright 

destructive is half the attraction. That's why you 

want a beefy Shindaiwa trimmer, not some wimpy 

toy built for suburban housewives. 

To that end. we equip every Shindaiwa with 

a high performance engine packed with more 

punch than anything else in its class. And 

with Shindaiwa. that power doesn't come 

at the expense of weight, durability, 

or emission standards. 

Check out the new Shindaiwas today. 

They're stocked with heavy duty clutches, 

more responsive throttles, and other 

features to help you kick some serious 

tail. Go to shindaiwa.com or call 

(800) 521 7733. The power awaits. 

T230 
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shindaiwa 
FIRST TO START. LAST TO QUIT. 



Effective 
Bonus Programs 

Tight labor market... lower productivity... increasing cus-

tomer demands. Staying in business today requires the 

best you have in terms of wisdom, creativity and good 

judgment. Paying your people properly is no different. 

One mistake in pay, such as a newcomer earning more than 

a tenured employee, or a faulty bonus program, can lead to 

motivation problems or, worse yet, turnover. 
Often, pay decisions are made in haste and without 

careful consideration for the outcome or the potential 
pitfalls. This is especially true when it comes to designing 
bonus programs. Many times, fundamental components 
are overlooked during the design phase of the program. 

The author is president of Seawright & 

Associates, Inc., a consulting firm 

located in Winter Park, Fla. She can be 

reached via e-mail at 

jpileggi@seawright.com or at 

407/645-2433. 

ample, if your benefits program is generous compara-
tively, your bonus program may be more conservative. 

3. Ensure that employees have the ability to impact bottom-
line bonus dollars. For example, if a manager's bonus is tied 
to reducing costs, does he or she actually have the authority 
to make decisions that lead to lower costs? 

4. One size does not fit all. Don't assume that your 
competition's bonus program will work at your company. 
Businesses measure work, customer satisfaction, quality, 
productivity, expenses and sales differently. Plus, pay and 
opportunities for sales differs among organizations. 

5. Consider a tiered bonus program. Tiered bonus pro-
grams are effective and can encourage long-term employ-
ment or greater productivity. For example, you could 
increase the bonus potential as the length of service in-
creases or as sales increase. 

6. Ensure your program actually works. Be certain that 
your bonus program translates into tangible actions that 
improve the business and make sure the goals are realistic. 
Listen to your employees. If the program doesn't work, fix it. 

7. Consider state and federal wage and hour regulations. 
Bonuses that are classified as "non-discretionary" must 
include overtime if they are earned by employees who are 
nonexempt from overtime. There are ways to structure 
bonuses to avoid overtime liability. 

8. Define and document the parameters of your program. 
Include which positions are eligible, the length of service 
required before participation, what will happen if an em-
ployee separates from the company before the bonus is 
paid but after it is earned, when the bonus will be paid, any 
disqualification factors, etc. 

9. Don't forget important disclaimers. Your written bonus 
program should always include an "at will" disclaimer 
reminding employees that compensation and employment 
are not guaranteed, promised or contracted for any length 
of time and are subject to change, with or without notice, at 
the sole discretion of the owners. 

10. Communicate, communicate, communicate. Train man-
agers on administering the program and how to affect the 
results. Provide employees with information and reports 
showing the progress toward the goals. Define the targets. 
Show employees the financial results to eliminate ques-
tions about results. Enthusiastically sell your program. 

11. Update your program periodically. There's nothing 
worse than an antiquated, meaningless bonus program. If 
your business conditions change, reevaluate your program 
and make changes if necessary. Be sure to communicate 
changes to employees well in advance of the effective date. 

12. Remember, pay is only one piece of the puzzle. If you want 
to impact the bottom line, you must invest in people and 
not just with money, but also with recognition and re-
wards. People work for more than just a paycheck. JS 

TWELVE STEPS. To ensure your next bonus program (or 
update to an existing plan) doesn't miss the mark, consider 
these important ingredients: 

1. Define exactly what you wish to accomplish with the 
program. For example, is the overall goal to increase sales of 
a particular product or in a specific area? Is the goal to 
reduce costs? To improve quality? To curtail turnover? To 
increase profit margins? To build long-term buy-in from 

employees or to achieve a short-
term goal? Whichever it is, spe-
cifically and clearly define it. 

2. Do your homework. Ensure 
that your total compensation 
package (base pay, bonuses, 
commissions and benefits) is 
competitive with positions in 
your area and industry. Con-
sider all components of a com-
pensation package. For ex-
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KEEP UP TO DATE! 
SUBSCRIBE TO LAWN & LANDSCAPE TWX<\ 
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Free subscription to qualified contractors. U.S. subscriptions only. 

• vés • No I would like to receive (continue to receive) a 
subscription to Lawn & Landscape. 

Signature 

This section must be completed to process your subscription 

Date 

The leading 
management 
magazine 
serving the 
professional 
landscape 
contracting 
marketplace. 

State Z i p . 

Phone _Fax_ 

E-mail Address 

• Canada, Mexico* 1 Year $35.00 
• South America, Europe* 1 Year $98.00 
• Other International* 1 Year $218.00 
'Payment must be in U.S. currency and drawn on a U.S. bank 

• C h e c k E n c l o s e d 

• M C A / I S A • Amex • Novus/Discover 

Exp. S i g n a t u r e . 
(prepayment required) 

1. What is your primary businots 
of this location? (choosc only ono) 

I. CONTRACTOR of SERVICES 
• 1 Landscape Contractor 

(maintenance & installation) 
• 2 Chemical Lawn Care Company 

(excluding mowing maintenance service) 
• J Lawn Maintenance Contractor 
• 4 Ornamental Shrub & Tree Service 
• 5. Irrigation Contractor 
• 6. londscape Architect 
• 7. Other Controcl Services (please 

describe| 

II IN-HOUSE LAWN/CARE 
MAINTENANCE 

0 8 In-House Maintenance including: 
Educational Facilities, Health Core 
Facilities, Government Grounds, Parks 
& Military Installations, Condominium 
Complexes, Housing Developments, 
Private Estates, Commercial & 
Industrial Parks 

HI DISTRIBUTOR/MANUFACTURER 
3 9 Dealer 
3 10 Distributor 
J 11 Formulator 
• 12 Manufacturer 

IV OTHERS AlUED TO THE FIELD 
3 13 Extension Agent (Federal, State, 

County. City, Regulator y Agency) 
3 14 School College, University 
3 IS Trade Association, Library 
3 Others (please describe/ 

2. What beet describes your HHa? 
3 Owner, Pres., Vice Pres , Corp Officer 
3 Manager, Director, Sup», Foreman 
3 Agronomist, Horticulturist 
3 Entomologist, Plant Pathologist 
3 Serviceman, Technician, Crew member 
3 Scientist, Researcher 
3 Company, Library copy only 
3 Other (please specify} 

3. What sarvices does your businass 
offer? (please chock oil that apply) 

1. Landscape Installation 
2 Landscape Maintenance 
* Landscape Renovation 

Mowing and related maintenance 
Irrigation Installation 
Irriaotion Maintenance 
TurT pesticide application 
Ornamenlol/tree pesticide application 

. Turf fertilization 
10 Ornamental/tree fertilization 
11 Tree Pruning 
12 Snow Removal 
13 Inleriorscape 
14 Other 

4. How many full-time (year-round) 
employees do you employ? 

5. What year was your business 

6. What were your company's rss revenues for 2ÓOO? 

Less than $50,000 2. $50,000 to $99,999 
3 $100,000 io $199,999 
4 $200,000 lo $299,999 
5 $300,000 lo $499,999 
6. $500,000 lo $699,999 
7. $700,000 lo $999.999 
8 $1,000,000 lo $1,999,999 
9 $2,000,000 lo $3.999,999 
10 $4,000,000 to $6.999.999 
11. $7,000,000 or more 

7. Please indicate your 
approximate business mix: 

1. Residential % 
2. Commercial % 
3 Other \ Specify types _ 

Total 100% 
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FINE-TUNE YOIIR BUSHESS MANAGEMENT SKILS. 
Interior e 

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

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

Lsndscdpe. 

Name Date 

Title 

Company 

Address 

City State Zip 

Phone Fax 

SUBSCRIBE TO 
INTERIOR BUSINESS 

TODAY! 
This section must be completed to process your subscription 

E-mail Address 

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

• C h e c k E n c l o s e d 

• M C A / I S A • Amex • Novus/Discover 

Exp . S i g n a t u r e . 
(prepayment required) 

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

I.C0NTRACT0R SERVICES 
• 1 . Interior Landscape Contractor 

(maintenance & installation) 
• 2 . Interior Landscape Contractor 

(installation only) 
• 3 . Interior Landscape Contractor 

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

III.DISTRIBUTOR/ 
MANUFACTURER 
• 8 . Dealer Q9. Distributor 
• 10. Formulator • 11. Manufacturer 

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

2 . What best describes 
your title? 

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

• Manager, Director, 
Supervisor 

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

Technician, Crew member 
•Scientist, Researcher 
• Company, Library copy only 
• Other (please specify) 
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ECQNQAAIC CONCERNS 
Recession-Proof 

Your Business 
This winter, perfecting market-

; strategies can build business 

momentum, according to 

Roger Feit, consultant, 

Growing Tree Consultants, 

Montauk, N.Y. 
"During the last major 

recession of the 1980s, while 
many tree companies were 
going out of business or 
complaining about not 
enough work, I raised my 
prices and took on 40 per-
cent more work than the 
year before," Feit en-
thused. "What brought 
the business in was 
marketing strategies 

that I spent a lot of time developing, testing 
and tweaking. Some marketing programs 
were really easy to implement while others 
were more complex and took more time 
and planning." 

To proactively fish for business in a 
sluggish market, Feit said he focused on 
three marketing areas: customer nurtur-
ing, mailers and strategic alliances. 

Contractors should build tight relation-
ships with 90 percent of their client base, Feit 
suggested. "Record a lot of personal informa-
tion about them," he said. "Ask about their 
hobbies and passion and their children." 

After spending time visiting clients, Feit 
recommended contractors immediately 
take a few minutes jotting down the impor-
tant information on the inside of clients' 
folders. In addition to personal reminders, 

(continued on page 31) 

What business area do you most want to improve in 2002? 

Increasing my customer base 32% 

Training/hiring skilled labor 24% 

Improving systems, i.e. accounting, scheduling 18% 

Following budgets more carefully 13% 

Making a profit 13% 

Source: www.lawnandlandscape.com 

Uncertainty abounds heading into 2002, and contractors are focused on different areas. 
When asked what part of their business they most want to improve in the new year, 32 
percent said boosting the customer base matters most. This was followed by the ever-
present focus on hiring and training skilled labor (24 percent) and improving their 
business systems (18 percent). The financial side of the business was well represented 
as well - both following a budget (13 percent) and, over course, enjoying higher profit-
ability (13 percent) make the list. 

Much of the uncertainty for the new years stems from concerns about the economy, 
as 31 percent of respondents to a separate Lawn & Landscape Online poll said they think 
new sales will be their biggest challenge in 2002. 

REGIONAL REPORT \ „ r 

Florida's 
Industry Keys 

ORLANDO - Since 1997, Florida's nursery and landscape 

i ' r industry has grown 44 percent to $8.5 billion, according to a 2001 . r ~ 

v -

1% 
K 

economic impact study conducted by the Florida Nurserymen & 
v T i r > 

j — i 
Growers Association (FNGA). ^XZm 

The breakdown of 2000 total sales shows landscape businesses 

generating $3.11 billion of that number, while plant and horticulture 

retailers sold $3.64 billion in goods and nursery growers generated $1.74 

billion in plant sales. 

The study also reveals total nursery and landscape industry wages and 

salaries, which amounted to $2.91 billion in 2000. Employment within the 

industry totaled approximately 170,000 jobs. 

The only factor that kept Florida's landscape industry from growing 

higher was the drought, reported the study, which was funded jointly by 

the University of Florida's Institute of Food and Agricultural Sciences and 

FNGA. Nursery and landscape businesses had the potential to net an 

additional $245 million in sales had the ongoing drought and water use 

restrictions not been factors. 

L A W N & LANDSCAPE w v i w . l a w n a n d l a n d s c a p e . c o m FEBRUARY 2 0 0 2 2 1 

http://www.lawnandlandscape.com


IN THE NEWS 
Syngenta, Bayer 
Settle Patent 
Disputes 
BASEL, Switzerland, and LEVERKUSEN, 
Germany - The legal battle between Syngenta 
Crop Protection and Bayer over 
thiamethoxam patents is over after the two 
companies reached an agreement, the terms 
of which include Syngenta paying Bayer $120 
million for full access to crop protection and 
related markets worldwide. 

Thiamethoxam, a class of neonicotinoid 
insecticides, is the active ingredient in two of 
Syngenta's products - Meridian for lawn and 
golf applications and Flagship for ornamen-
tal applications. Bayer had said its initial 
patent and a second patent granted May 15, 
2001, both covered the thiamethoxam class, 
so Syngenta shouldn't have been allowed to 
use the product to directly compete against 
Bayer's imidacloprid-based product, Merit, 
which is also for lawn and golf applications. 

imsiLn.* 
The Professional Lawn Care Association of America named its new 

officers and directors at its annual meeting in Tampa, Fla.. The officers are: Bill Hoopes, 

president; Jon Cundiff, president-elect; Chuck Mclntire, vice president; Jim Campanella, 

secretary/treasurer; and Michael Kernaghan, immediate past president. The directors are 

Ewald Alstadt, Dave Armitage, John Bass, Rick Beard, Dan Cheslock, John Gibson, Todd 

Graus, Louis Kobus Jr. and Gina Neher. Associate directors are Mike Dietrich, Gilbert 

Pena and Jennifer Remsberg. 

The Southern Nursery Association (SNA) presented the 2001 SNA 

Slater Wight Memorial Award to Dr. Michael Dirr, University of Georgia professor of 

horticulture. This annual award is presented to an individual who has made a 

significant contribution to the advancement of the industry in the South and 

to the association. 

The New York State Turfgrass Association Association contributed 

$2,000 in support of reference materials for students of Delhi College's golf, turf manage-

ment and landscape programs. 

ARE YOU READY TO GROW 
YOUR BUSINESS? 

Join forces with the best known name in lawn care. 

Franchise Territories Now Available! 
• Strong brand awareness with Scotts products 
• Effective sales/marketing programs 
• Complete training and support 
• Exclusive territories 
• Financing available 

Scotts 
LawnService 

For a FREE OPPORTUNITY KIT call. 
9 3 7 / 6 4 4 - 7 2 9 7 

Scotts LawnService 
14111 Scotts Lawn Road • Marysville, OH 43041 

www.scottslawnservice.com 

-Hfe KWIKREPAIR™ 
A TOTALLY NEW CONCEPT 

IN PVC PIPE REPAIR & FITTING REPLACEMENT 

DO THE JOB WITH JUST 
ONE FITTING! 

• Faster- Easier - More Economical 
• Install in just 5-15 minutes 
• Provides a total solvent weld seal 
• No O-rings to leak or fail 

Sleeves telescope onto the pipe; eliminates bending 
flexing of the pipe for in-line repair or replacement 

or 

L 
Tees and Elbows are available in sizes 1/2" 

Couplers are available in sizes 1/2" - 4" 

Call For Details/Sample 
800-321-7246 

3)accmj 
DAWN INDUSTRIES, INC. 

5055 W. 58th Ave. Arvada, CO 80002 
www.dawnindustries.com 

Fax 303-295-6604 

http://www.scottslawnservice.com
http://www.dawnindustries.com


Syngenta announced that Bob Woods chairman of Syngenta 
Corp., recently assumed responsibility for Syngenta Crop Protection in 
North America. 

RBISport, a division of the RBI Companies, announced the addition of 
John Schedler as sport facility coordinator. 

The Toro Co., irrigation division, named Leo Lovato managing 
director, sales and marketing. 

Bill Keneipp joined Ewing Irrigation as a turfgrass specialist. 
Agrotain hired Nick Rhodes as regional manager. 
PlantAmerica named Lee Pryor as chief executive officer. 
Kobelco promoted Ron Hargrove from general manager, sales, to 

vice president, sales and marketing operations, and Greg Ballwel to 
general manager, North American sales. 

Hortika appointed Gus Jaworsky to senior account executive for 
Oklahoma and Arkansas, and Carlos Cabrera to account executive 
for southeastern Florida. 

Hadco named Chris Hammelef as general manager and Bud Austin as irrigation 
sales manager. 

Stellar Industries promoted Jeff Horstman to the customer service department. 
Profile Products appointed Larry Jones and Bruce Lichlyter to regional manager 

positions for the company's erosion control products. 

Hargrave (top\ 
Woods (bottom) 

In July 2001, the Board of Patent Appeals 
and Interferences decided that all claims con-
tained in Bayer's initial patent were invalid 
because the product compounds were differ-
ent from those described. But Bayer believed 
it was still positioned favorably because of 
its second patent. 

"Reaching an agreement was not easy but 
we are convinced that this is in the best inter-
est of our customers," said Jochen Wulff, presi-
dent and chief executive officer of Bayer's crop 
protection division. 

"We are pleased to have resolved these 
complex issues," added John Atkin, chief 
operating officer, Syngenta Crop Protection. 

ACQUISITION NEWS 
Engledow Adds 
Irrigation Service 
INDIANAPOLIS - The Engledow Group 
added irrigation expertise to its existing ar-
ray of exterior and interior services with the 
acquisition of Irrigation Specialists. 

The Spade 

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

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

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

like design and chain attachment with greater ease 

Almost no maintenance - Replace digging teeth and go! 

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

Dealers Inquiries welcomed! 

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

Or contact us at WWW.TRIPLED-ENTERPRISES.COM 

H2B • H2B • H2B • H2B • H2B • H2B • H2B • H2B • H2B 

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

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

America's leading H2B provider 
currently serving 212 GREEN INDUSTRY 

companies in 38 states 
• Green Industry Specific. Our president has 20 years experience 

as a landscape and irrigation contractor 
• Still 100% success rate 
• Totally bilingual staff of 5 certified H2B case managers. 
• One point accountability for total certification through receiving 

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

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

www.SILC-H2B.com 
Member National H2B Users Association 

r - -

2B • H2B ? 
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Why 
Weisburger 
Insurance? 

In 1970, when our 

father founded J.P. 

McHale Pest 

Management, Inc., he 

chose to trust B. Á D.A. 

Weisburger for 

his insurance needs. 

Weisburger Insurance 

was — and is — a 

family business, iust 

like ours. They provided 

prompt, professional service from the very start, 

and when my brothers and I 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. 

WEIsá^RGERGrcen 

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

5 Waller Avenue 
White Plains, NY 1 0 6 0 1 

Tel ( 9 1 4 ) 4 2 8 - 2 9 2 9 
Fax ( 9 1 4 ) 4 2 8 - 0 9 4 3 

Toll Free ( 8 0 0 ) 4 3 1 - 2 7 9 4 
Fax-on-Demand ( 8 0 0 ) ASK-WE IS 

w w w . w e i s b u r g e r . c o m 

President, J.P. 
McHale Tree & Tlirf 
Management, Inc. 

TO 
ENSURE 
that your 
meeting 
date is 
published, 
send an 
announce-
ment at 
least 12 
weeks in 
advance to 
Kristin 
Mohn, Lawn 
& Landscape 
Calendar, 
4012 Bridge 
Ave., 
Cleveland, 
OH 44113. 
You can also 
fax or email 
the informa-
tion to 
Mohn's 
attention at 
216/961 0364 
or 
kmohnfgiejTet 

FEB. 1 5 - 1 6 Jacksonville Horticultural Trade Show, 
Jacksonville, Fla. Contact: 904/292-1117. 
FEB. 1 5 - 1 6 PLCAA Management Forum, 
Charlotte, N.C. Contact: 800/458-3466. 
FEB. 1 7-1 9 2002 Lawn & Landscape School of 
Management, Charlotte, N.C. Contact: 800/456-0707. 
FEB. 1 8 - 2 2 Cornell Turf grass Management Short 
Course, Westchester County, N Y. Contact: 
607/255-1792. 
FEB. 1 9 - 2 0 Southern Illinois Grounds Mainte-
nance School, Collinsville, 111. Contact: 618/692-9434. 
FEB. 19, 2 6 Associated Landscape Contractors of 
Massachusetts 2002 Winter Study Course, Waltham, 
Mass. Contact: 508/653-3373. 
FEB. 20-21 California Landscape Contractors 
Association Landscape Industry Show, Long Beach, 
Calif. Contact: 916/448-2522. 
FEB. 2 0 - 2 2 Landscape Contractors Association 
Winter Workshop 2002, Bethesda, Md. Contact: 
301/948-0810. 
FEB. 2 0 - 2 3 Association of Professional Landscape 
Designers 2002 Winter Conference, Austin, Texas. 
Contact: 717/238-9780. 
FEB. 2 2 - 2 4 Christmas Decor national franchisee 
conference, Dallas, Texas. Contact: 800/687-9551. 
FEB. 2 5 New York State Turfgrass Association 
Southeast Regional Conference, Suffem, N.Y. Contact: 
800/873-8873. 
FEB. 25-MARCH 1 International Erosion Control 
Association 33rd Annual Conference and Expo, Orlando, 
Fla. Contact: 970/879-8563. 
FEB. 2 5 - 2 6 Nebraska Nursery and Landscape 
Association landscape design training workshop, 
Lincoln, Neb. Contact: 402/554-3752. 
FEB. 2 6 - 2 8 Southern California Procurement and 
Use of Compost in Turfgrass and Landscape Plantings 
Workshop, Montebello, San Bernardino and Cathedral 
City, Calif. Contact: 800/500-7282. 
FEB. 2 6 - 2 8 Western PA Conference & Trade 
Show, Monroeville, Pa. Contact: 724/837-1402. 
FEB. 2 7 New Jersey Landscape Contractors 
Association 2002 Show, Secaucus, N.J. Contact: 
201/664-6310. 
FEB. 2 8 The Connecticut Grounds Keepers 
Association Conference and Trade Show, Hartford, 
Conn. Contact: 203/699-69912. 
MARCH 3 - 5 New England Turfgrass Conference & 
Show, Providence, R.I. Contact: 401/841-5490. 
MARCH 4 - 5 New York Nursery & Landscape 
Seminar & Show, Syracuse, N.Y. Contact: 315/476-1307. 

www.lowitandlandscape.coiii «r 

(continued on page 26) 
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n i y i r n g i f t n n r n 
UiAIL UuUi i LIE 
The World's Fastest Lawn Mower 

Get The 

Jump 
On Your 

Competition 

With The Industry Price Leader 
25 Horsepower Zero-Turn !!! 

' . ' If ~ • • ' \ * 

V . • 

Beat'em to the punch and be the first on your 
block with the lowest priced 25 horsepower 
Zero-Turn machine in the industry. One of the 
most trusted names in engines has joined forces 
with the most powerful, productive, commer-
cial Zero-Turn machine money can buy. The 
Kawasaki FH 721 V-Twin, Overhead Valve En-
gine packs a 25 horsepower wallop along with 
superior fuel economy to give all-around ulti-
mate performance. The legendary Kawasaki 
reliability combined with the legendary dura-
bility and ground speed of the Dixie Chopper is 
sure to make this a workhorse. Call today to 
find out how to join the Dixie Chopper Team! 

Kawasaki m i w a r / i i i n n n r n 
s ss x — — s 2SSEX ass =-== as 

l / M I L U f f C / f f #1 
The World's Fastest Lawn Mower 

www.dixiechopper.com 
765-CHOPPER 

http://www.dixiechopper.com


(continued from page 24) 

"We are enhancing our ability to offer 
truly comprehensive horticultural manage-
ment to our clients/' said President Ed 
Engledow. "Our combined expertise is a cru-
cial customer resource." 

Derrick Donnella, founder of Irrigation 
Specialists, will manage all irrigation opera-
tions at Engledow. "The fit is a natural one for 
everyone involved," Donnella stated. "We share 
a common concern for our customers and em-
ployees, for the quality of our work, and the 
desire to be the absolute best at what we do. 

RUSINFSS BASICS 

Motivating Factors 
DALLAS - Understanding the factors that 
motivate any one individual begins with the 
knowledge of the factors that motivate every 
individual, according to Kevin Kehoe, owner, 
Kehoe & Co., Laguna Niguel, Calif., who 
spoke at the Associated Landscape Contrac-
tors of America's Masters in Management 
conference, Dallas, Texas, Jan. 11-12. 

THE E-MYTH 

by Michael Gerber 
Many entrepreneurs get trapped in their 
businesses and don't create the systems to 
allow their companies to run without their 
full participation. Instead of building repli-
cable models that train employees to man-
age responsibilities, they create people-
powered environments that require con-
stant watch. 

Michael Gerber's E-Myth discusses the 
"entrepreneurial myth," hashing out vari-
ous business personalities and defining ways 
to run a business without letting it run you. 

"A lot of small business owners get 
into the landscape business, and the com-

pany can't operate without them," said Barney 
Naylor, owner, Naylor Landscape Manage-
ment, Kalamazoo, Mich. "The business is a 
representation of you, but it has to be able to 
operate without you." 

Naylor recognized that many green industry 
entrepreneurs get trapped in the technician role, 
aiming for high production goals that keep them 
in the field. While doing this, they neglect their 
management role and the passion that first in-
fluenced them to start their own venture. 

Naylor recommends the book to any small 
business owner - the scenarios, personality 
profiles, corporate models and suggestions are 
insightful and inspiring, he said. "Ordinary 
people can do extraordinary things if they 
have the right environment around them," he 
noted - Kristen Hampshire 

Fax Number 
305 255 2364 

Call Toll Free 800 228 0905 To Order 
or Request Our 200 Page Parts Catalog 

SPRAYER PARTS DEPOT 
" The Best For Less " 

www.sprayerpartsdepotcom e-mail: spraypts@bellsouth.net 

• Prices Subject to Change Without Notice. We ship UPS. Sorry, No CODs. 

JD9-CT Spray Gun * $96.50 

S SC Plastic Lawn Gun 
* $49.95 (LessTip) 

Backpacks and Replacement Parts 

snU 
W ^ v Model 475 or 425 Sprayer 

$79.95 Each 

HANNAY HOSE REELS 
1/2" Swivels From * $24.50 
Replacement 12Volt Hose . — „ 
Reel Motors * $ 1 4 0 . 0 0 C J ^ 
Reel Switches * $ 6 . 5 0 I 

Discounts on all Hypro, Comet 
and Udor Diaphragm 
Pumps. 

S A V E $ 

FMC (John Bean) 

*>arts Pumps 
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During the business seminar, Kehoe high-
lighted 10 out of 30 factors that employees 
identified as ones that directly influenced 
their motivation and performance. In order 
of importance, they are: nature of the work, 
inclusion in the company, recognition, job 
security, money, growth, advancement in 
the company, working conditions, a good 
boss and benefits. 

Half of these factors are tied directly to 
motivation, meaning employees' perfor-

On tbe\j V. 
Havener Enterprises 
Family Business Magazine 
Greenline Design 
Just Lawns 
AA-Tach 
Big John Tree Transplanters 

MISSION STATEMENT 
Lawn & Landscape magazine delivers superior total coverage of the continually evolving professional lawn and landscape 
contractor market, from in-depth business trends and technical research reports to market analysis and new product intro-
ductions. For 20 years, Lawn & Landscape has provided industry presidents, business owners and top-level managers the 
most up-to-date information needed to effectively run their businesses. 

mance will dwindle if they are not confident 
in their current employers' abilities to offer 
them, Kehoe explained. Those factors in-
clude advancement in the company, nature 
of the work, growth, inclusion in the com-

) 
J 

www.mowersulky.com 
wvfw.fomilybusinessmagaxine.com 
www.greenl inedesign.com 
www.justiawns.com 
www.aatach.com 
www.big-john.com 

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

pany and recognition. The other five factors 
(job security, money, working conditions, a 
good boss and benefits) are satisfaction-re-
lated, Kehoe said, explaining that if these 
issues are not dealt with at work, employees 
typically will leave their current companies 
in search of a place where they can make 
more money or have a better relationship 
with their boss, for instance. 

When it comes to landscape foremen, Kehoe 
said the top two satisfiers, besides money, are 
working conditions and a good boss. 

COMPANY CHALLENGES 

All in the Family 
Nearly 90 percent of American businesses 
are family owned or controlled, according to 
the Institute for Family-Owned Businesses 
at the University of Southern Maine, but 

The AWARD WINNING Gate Lifffina System! •U.S. Patent 6183031 

• Easy to sell, add on product 
• Saves on workman comp, claims due to back injury. 
• I -Kit works on gates up to 180 lbs. 
• 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! 
Tol l Free: 1-877-965-0951 

• D I R E C T O R D E R S S T I L L A V A I L A B L E I N S O M E A R E A S • 

For More Information Contact 
Ballard, Inc. 6550 N.L 14th, Des Moines, IA 50313 

( 5 1 5 ) 2 8 9 - 3 7 2 3 Technological & 
Innovative Excellence 
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For every possible Weed\ insect, and disease obstacle you face, 
ChipCO offers a wide range of responsible and effective control products to help. 

Of course, we offer you more than just products. We give you expert guidance, which includes outstanding 
sales, support, and technical teams that work with you to develop programs for your customers' unique turf 
and ornamental needs. 

Replacing organophosphates 
We've developed an insect management program that helps you more easily cross over from organophos-
phates. Called OPtions, it offers one-on-one guidance and a full line of fine products: DeltaGard® provides 
quick knockdown and broad spectrum control of more than 50 turf and ornamental pests — all at extremely 
low rates. Sevin® gives you versatile and dependable control of more than 130 pests, including chinch bugs 
white grubs, billbugs, cutworms, sod webworms, and armyworms. 

Preventing fire ants 
Clearly, Chipco has taken a leadership role in the industry, providing leading-edge solutions that have changed 
the way we all solve pest problems. For example, new Chipco TopChoice™ lets you control, then prevent fire 
ants for up to a full year with a single low-dose broadcast application. 

Aventis Environmental Science USA LP / Chipco Professional Products / 95 Chestnut Ridge Road / Montvale. NJ 07645 / 201-307-9700. 
Chipco. DeltaGard. Sevin. Ronstar, Acclaim. Finale. Prograss. ProStar. Aliette, and 26GT are registered trademarks and TopChoice and FireStar are trademarks of the Aventis Group. 
Chipco TopChoice registration is pending in California. * Ronstar is not approved for use on home lawns. Always remember to read and follow label directions carefully. © 2001 Aventis 



chipco 
Professional Products 

Controlling weeds without harming turf and ornamentals 
Our superior herbicides perform effectively without compromising plant quality and safety. Ronstar® 
preemergent provides up to 120 days of goosegrass and crabgrass control without harmful root pruning of 
desirable turf and ornamentals*. Acclaim® is the leading crabgrass postemergent that controls escapes 
(at any stage) without leaving ugly brown patches. Use Finale® for nonselective weed and grass control, 
and Prograss®, the only product that offers both pre- and post emergent control of Poa annua. 

Taking the mystery out of disease control 
With fungicides like ProStar®, Aliette®, and 26GT®, we can help you offer disease control as an add-on service 
that will improve your bottom line. 

So, for innovative, truly effective solutions to all your many control challenges, trust Chipco. For more information, 
speak to a Chipco representative or visit www.aventischipco.com. 

The Chipco family of professional lawn & landscape products includes: 

tOPchoice fire^star ProStar i f f l rciGarri i Sevin 
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Acclaim Extra Finale RONSTAR' Prograss Aliette 7T 
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Market Trends 

EDITOR'S 
NOTE: Every 
month, 
industry 
consultant 
Jack 
Mattingly 
will offer 
suggestions 
on key tasks 
for 
contractors 
to focus on. 
Here are his 
February 
thoughts. 

Contractors in the Midwest and North only have a few 
weeks before spring clean-ups commence. And those 
in the Sun Belt might actually be experiencing an in-
crease in workload as the snowbirds arrive for the win-
ter. With time running out, contractors need to con-
sider the following areas to make sure they are well or-
ganized and prepared for spring: 

• Involve your employees when compiling this 
year's financial budget. Ask the supervisors to give 
their best "guesstimate" as to how much labor and ma-
terials they will require in upcoming months. Also, ob-
tain their input relative to vehicles, equipment, tools, 
etc. By involving them in the budgeting process, you 
will achieve buy-in, which will make it easier when you 

hold them accountable to the budgets. 
• Solicit qualified referrals from your existing clients. Su-

pervisors and managers should call clients or, preferably, stop 
by and see them. Your objective is to increase your business 
and sign new agreements before spring. Further, track your 
efforts via a chart on the wall listing all your clients, the com-

pany contact for each client, and results and comments along with 
the dates of these occurrences. 

• Aggressively seek greater efficiency and lower costs. Develop a 
simple form that enables employees to give their opinion in two ar-
eas: 1. "List the things we did well last year," and 2. "Provide sugges-
tions on how we can improve our efficiencies and lower our costs." 
You'll be pleasantly surprised at the feedback you receive. As a com-
pany, determine the action you want to take. Assign a person to be 
responsible for each improvement implementation and determine a 
completion date. 

• Continue shop duties during this time of year. Are you going 
through all equipment and ensuring it is ready to go? Break it down 
in small bites such as "complete maintenance on all 61-inch walk-be-
hind mowers by Feb. 23rd" 

• Be prepared. In this economy, operation efficiency is critical. Re-
member, the competition will not go away. 

The author is a green industry consultant with Mattingly Consulting. 
He can be reached at 770/517-9476 or online at 
www.mattinglyconsulting. com 

j r For the ult imate spray pump for your lawn, tur f 
and ornamental needs, contact CDS-John Blue 

Company. Wi th pressures available up to 725 psi 
and f low rates f rom 4.3 to 67 gpm, these are 

'some of the most versatile diaphragm pumps on 
the market today. We are the only company that 

offers a complete line of polypropylene and 316 stainless 
steel pumps for highly corrosive materials. 

When the t ime comes to buy a diaphragm spray 
pump call on CDS-John Blue Company, for the 
best-built, competitive-priced pump. We are 
your pump experts. Or visit our web site at 
www.cds-johnblue.com. 

CDS-John Blue Company 
Division of Advanced Systems Technology 

PO Box 1607, Huntsv i l l e , AL, 35807, 
Tel: (256) 721-9090, FAX: (256) 721-9091 

1-800-253-2583 

Come grow 
with us. 

We're seeking experienced Lawn Care 
professionals to provide quality 
service in our NY, NJ, CT, MA, PA 
and VA branches . At SavaLawn, 
we are expanding throughout the 
northeast and our team is growing 
along with us through the support of 
our career advancement program and 
tuition reimbursement. SavaLawn 
offers an excellent benefits package 
& a quality driven work environment. 

If professional growth is 
important to you, 

call SavaLawn. 

P: (914) 241-4999x130 
F: (914) 244-9375 

SavaLawn 
w w w . s a v a l a w n . c o m 
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Recession-Proof Your Business 
contact information, inquiries, existing 
work and estimate history should be 
logged in client folders. 

"And, always think of your best cli-
ents," Feit added. "Send them nice per-
sonal notes with articles that they would 
be interested in and [include] informative 
and fun handouts with each service." 

Once contractors know who their best 
clients are, they should interview them 
and categorize them by age, wealth, edu-
cation and taste, Feit suggested. Then 
mailers that pertain to specific client in-
terests can be sent out. Mailers should 
always include an eye-catching headline 

(continued from page 21) 
and be written conversationally with 
enough questions to include the reader, 
Feit stressed. 

When contractors' best clients have 
been surveyed, strategic alliances can be 
formed with others they work with, such 
as car detailers, florists or window and 
pool cleaners, Feit said. "When you un-
derstand whom [your clients] are, where 
they shop and what other services they 
use, make lists of these vendors," he ex-
plained. "Then, plan ways of approaching 
them or initiating a relationship with these 
vendors. They could send you a ton of 
lucrative work on a steady basis." 

(continued from page 27) 

only 30 percent of them survive through the 
second generation and only 13 percent sur-
vive into the third generation. 

During an exercise to develop leadership 
skills to help family businesses succeed, two 
consultants for the University of Toledo Cen-
ter for Family Business, Barbara Gill and 
Dale Seymour of Seymour and Associates/ 
MassMutual abstracted Stephen Covey's 
Seven Habits of Highly Effective People and 
suggested that family businesses who mas-
ter these good habits will graduate from 
independence to interdependence, achiev-
ing long-term business success. Their adap-
tations of the Seven Habits are: 

• Be proactive. Assume personal responsi-
bility and establish a personal vision for the 
future of the firm, its owner and employees. 

• Begin with the end in mind. Decide what 
successors should know ahead of time. 

• Prioritize. 
• Think win-win on all fronts. 
• Seek first to understand, then to be under-

stood. Enter the other person's playing field 

and earn the right for them to hear your 
perspective. 

• Establish synergy. The principle says that 
one plus one has the capacity to be a lot more. 
Compromise might take you to one and one-
half, but synergy will provide multiples. 

Family businesses have a distinct capability 
for synergy. The keys are communication, 
leadership and fairness. 

• Sharpen the saw of self-renewal. Never 
stop learning and building skills and en-
courage your team to do the same. ID 

Cutter 's Choice 

awn & Maintenance 
wlies & Access* 

SlKjIliJiln 
-¿ii'inlnj-ij 

UillilJ 
JJLL LLLIITJ JIIIL 

dJtihtiyUlüJ 

l U I I I ) U I I U ffl 

and safety wear, 

Trimmer parts including trimmer line, 
brushcutter blades, air filters and 

replacement heads. 

• Eliminates operator fatigue 
• Triple your productivity 

Phone 
(407)656-1088 

Fax 
(407)656-5148 

www.brandtekus.com 

• Spreads and sprays over 7500 
sq. ft. per minute 
• One hand steering - zero turn 
radius maneuverability 
• Stainless breakaway spray boom 
• 100-lb. variable speed spreader 
• Interchangeable high pressure hand gun 

to low pressure wand 
• Heavy duty variable speed hydrostatic 

drive 
• 74-gal.tank 100 ft. hose reel and 

aluminum utility tray 

Subject to Doc stamps and sales tax. 

Tree care supplies including loppers, 
pruning saws, tree saddles, 

and gaffs. 

Toll Free 1-888-288-8371 
www.cutterschoice.com 

http://www.brandtekus.com
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The 

Whittles can 

listen to the 

gurgle of water 

running from 

their waterfall 

to the pool from 

their backyard 

patio. Photo: 

Jon Benson & 

Associates 

The Whittles wanted more than a backyard pool. 

Thei r two dogs like to swim - both have different doggy 

paddles. "One dog is a retriever and likes to jump off the 

edge and fetch balls, the other dog is smaller and doesn't 

like deep water," explained Jon Benson, president, Jon 

Benson & Associates, Atlanta, Ga. 

Besides, the owners like to dive and wanted the pool to 
look more like a natural pond than a man-made water hole. 

s 

^Notes 
PROJECT: 
LANDSCAPE COMPANY: 

DESIGNER: 
PROJECT MANAGER: 
PROPERTY SIZE: 
PROJECT TIME: 
PLANTS INSTALLED: 

PROJECT COST: 

AWARD: 

The Whittle Residence 
Jon Benson & Associates, 
Atlanta, Ga. 
Jon Benson 
Jon Benson 
3A acre 
Nine months 
Creeping Fig, Lady Banks Rose, 
Japanese Red Maples, Biloxi 
Crape Myrtle, Kwanzan Cherry, 
Pink Indian Hawthorne, Blush 
Loropetalum, George Tabor 
Azalea, Oakleaf Hydrangea, White 
Gumpo Azalea 
Not available 
2000 Georgia Green Industry 
Association Grand Award 

So, Benson admits, he had diverse goals for the property, all 
of which were achieved in less than one year. 

"We needed to make sure that we understood everyone's 
needs - of course, they expected to have guests and children 
and to be able to entertain out back," he added. "And the 
owners wanted a spa and a patio area to sit. They wanted the 
pool to be natural and free-form - the kind that is tucked into 

(continued on page 34) 
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r m a n c e 

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-shaft, 

air- and liquid-cooled engines 

are among the most requested 

in the industry. From award-

winning engineering to 

extensive after-market 

support, KOHLER OHV 

& 

V 
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engines define innovation, 

versatility and performance. 

Discover our passion at 

kohlerengines.com. 

KOHLER 

* 4 S 
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KOHLBR 

Seek the innovationDemand the power." 
kohlerengines.com 1-800-544-2444 Ext. HD9 



Turn Cost Into Profit in Just 2 Weeks! 
aper 

ME, NH, VT 
G.O. D i s t r i b u t o r s , Inc. 

Woodstock, ME -Toll Free 800/525-8148 

NJ, Metro NYC, PA, MD, DE, 
& Metro Washington DC 

C A D C O 
Phillipsburg, NJ • Toll Free 800/942-2326 

NC, SC, TN, GA, AL, VA, MS, AR, LA, OK 
Carswe l l D i s t r i b u t i n g C o m p a n y 
Winston-Salem, NC • Toll Free 800/929-1948 

NE, MN, ND, SD, IA, MO, KS, IL, Wl 

Keen Edge Co. 
Lyons, IL • Toll Free 800/589-4145 

Totally self propelled, the BedShaper 
Model 900 Walk-Behind Edger works 
at up to 100' per minute. With hydro-
static transmission for infinite speed 
control and a powerful notched 
blade, this commercial edger will 
increase your profits! 

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

Work at speeds of up to 100' per 
minute! 

Video Available! 

IN, KY, OH, Ml, Metro Chicago 
& Pittsburgh,Pa 

Main l i ne o f N o r t h A m e r i c a 
London, OH • Toll Free 866/992-5537 

MT, ID, WY, UT 
Coates Landscape Supply , Inc. 

Rexburg, ID • 208/656-0600 

CO, WY 
Secr is t Sales Inc. 

Parker, CO • Toll Free 800/834-0572 

AZ, NM, OR, WA, CA, TX, MA, Rl, CT 
Pro Industr ies, Inc. 

Toll Free: 866/Bed-Shaper (866/233-7427) 
Email:bedshaper@onemain.com 

(continued from page 32) 
a landscape environment so if they looked at 
it, it isn't just a pool, but a pond." 

GROUND LEVEL. Starting with topogra-
phy, Benson split an upward backyard slope 
by cutting into the hillside and installing a 
retaining wall. This sectioned off the back-

"The property is a whole 

garden and outside 

environment now...it 

went from just a grass 

backya rd to an entire 

recreation and outdoor 

entertainment 

space." - Jon Benson 

yard, providing an area for the pool and patio 
in the lower portion of the yard closest to the 
home and a spot for a Jacuzzi and waterfall in 
the higher area. A waterfall flows down the 5-
foot drop from the Jacuzzi spa in the upper 
area into the swimming pool in the lower 
area, which is surrounded by a patio that is 
accessed by the back door of the home. 

Several challenges accompanied this grad-
ing project, however. Because the lot was 
narrow, it was not accessible to large equip-
ment needed to grade the area and dig the 
hole for the pool, Benson said. "The workers 
had to come between the houses and build a 
road for their equipment, and once they dug 
the hole for the pool, since they were working 
in such a small space, they also had to deal 
with stockpiling the soil," he explained. 

Employees managed this by working from 
the inside of the property to the outside, he said. 
"We had to build a dirt ramp to move the 
equipment onto the site, then, we had to ma-
neuver around the site so when we were fin-
ished using the big equipment it was back on 
the road," he said. "We had to do this because 
once we dug the hole for the pool, we couldn't 
move the large equipment around. We finished 
the rest of the work with smaller equipment." 

Limited space for excess soil required that it 
be transported to the home while it was un-
der construction, since the Whittle residence 

USE READER SERVICE #66 

SPRING GREEN-UP WITH JRCO 
Heavy-duty attachments for commercial mowers 

TINE RAKE DETHATCHER ZERO-TURN SPRAYER 
36, 46 and 60-inch widths 30 gallon boom sprayer for ZT mowers 

Flexible tines allow zero-turning Rigid mount; no jackknifing 
Call for dealer 800.966.8442 www.jrcoinc.com 

USE READER SERVICE #67 

I ONE BUTTON ELECTRONIC AUTOMATIC GATE OPENING !! \ 
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Industry 
Leaders 

for 

38 Years! 
is located in an already-developed neighbor-
hood, Benson added. 

Besides dealing with tight spaces and 
maintaining a natural ambiance despite the 
man-made pool, a Jacuzzi and waterfall were 
'mportant to the Whittles, Benson said. Rock 

alls composed of Tennessee field stone sur-
ound the pool, blending with the original 

environment. Vines such as Creeping Fig 
and Lady Banks Rose, which is a thornless 
climbing rose, complete the look. "We used 
a lot of rock walls so [the pool] has a natural 
look, and vines grow over the rocks and 
tumble down," he described. 

To satisfy the dogs' swimming styles, 
Benson designed an underwater bench that 
lines the pool's perimeter so the smaller dog 
can trot along the edge. He increased the 
pool depth to 8 feet - deeper than most 
residential pools - so the Whittles can dive in 
without hitting bottom. 

FOR FAMILY AND FUN. The Whittles' 
multi-purpose design goals didn't just in-
clude personal pursuits. They also planned 
to entertain. 

A patio serves as an entertainment space 
and a grassy extension can accommodate an 
overflow of guests. When the area is not 
being used for visitors, the intimate patio 
space provides a place for the family to sit in 
a pleasing environment, Benson noted. The 
patio size is limited to preserve as much 
greenspace as possible. "That way they don't 
have to look at a lot of hard patio when it is 
just the immediate family," he reasoned. 

In nine months, the property morphed 
from an upward sloping lawn with a modest 
patio to an outdoor garden entertainment 
space, Benson related. "It's a whole garden 
and outdoor environment now, whereas be-
fore they had a little wooden patio that went 
into a lawn that sloped up a hill," he de-
scribed. "The property went from just a grass 
backyard to an entire recreation and outdoor 
entertainment space." 

The clients' feedback formed a landscape 
designed specifically for their lifestyle, which 
is a reward to both the family and Benson, he 
pointed out. "The client told me he gets up 
every morning and has his cup of coffee on 
the patio looking at the waterfall and the 
pool." - Kristen Hampshire ID 

The author is Associate Editor of Lawn & Land-
scape magazine. 
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Tired of gdling the ran 
m m d instead of answers 9 
Then Call. 

Lightin 
We have In-House Experts who have 
the knowledge to help you with all 
of your landscape lighting needs! 

Call Toll Free Fax 24 Hours 
800-457-0710 800-457-0730 

Email Anytime 
sales @ callite.com We Accept: 

S S H E ®äi or Visit Our Website at 
www.callite.com 

31260 Cedar Valley Drive • Westlake Village, CA 913621 

Arroyo Craftsman 
B-K Lighting 
CopperMoon 

California Series 
Electro-Elf 

Focus 
Greenlee 

Hadco 
Hanover Lantern 

Kichler 
Kim 

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

LAWN CARE TRUCKS 
Tank sizes from 400-1200 gallons, 
fiberglass, poly or stainless tanks, steel 
or aluminum beds, PT0 or gas engine 
driven - multiple pumps and multiple 
reels. 

PUMPS 
A Udor 
A Hypro 
A FloJet 
A Shurflo 
A Ace 
A MP 
A Hydra-Cell 

TANKS 
A Tuflex 
A Raven 
A Ace 
A Solar 
A Snyder 
A Mid States 
A KBK 

COMMERCIAL QUALITY 
SKID UNITS 
Tank sizes from 50-300 gallon, steel, 
aluminum or stainless frames, Honda 
engines, diaphragm or piston pumps -
multiple tank and reels available. Units 
custom built to fit customer's needs. 

TREE CARE TRUCKS 
Want to hit a 100+ foot tree? We can 
build it for you. Multiple tanks, multiple 
pumps, no problem. Poly tanks in an 
enclosed t 
aluminum t 

Westheffer Co., Inc. 
800-362-3110 

Fax: 800-843-3281 • Website: www.westheffer.com 
E-Mail: info@westheffer.com 

/ or fiberglass tanks on an 

HOSE 
A GreenGarde 
A Kuriyama 
A Arrow 
A Synflex 
A Goodyear 
A Kanaflex 
A Uni 

GUNS 
A JD9-CT 
A FMC 
A ChemLawn Gun 
A TeeJet 
A Talltree Guns 
A Root Feeders 
A Spray Wands 

http://www.callite.com
http://www.westheffer.com
mailto:info@westheffer.com


ORNAMENTAL WINNERS 

'Great Plants' 
for 2002 

Every landscape contractor is on the lookout for plants that 

are strong performers. Aiding in the process are green indus-

try associations that continually test the latest plants, select-

ing the most durable, beautiful ones to promote. 
As part of its annual "GreatPlants" program, The Ne-

braska Nursery & Landscape Association, St. Joseph, Mo., 
selects a tree, shrub and perennial of the year and periodi-
cally introduces new plants. This year's selections were 
based on research and propagation conducted by area nurs-
ery professionals and agriculture professors. 

These selections are unique but provide many ornamen-
tal possibilities each season and are readily available in the 
nursery trade. Make plans to include these winning plants in 
the landscape. 

TREE OF THE YEAR: Kentucky Coffeetree. Gymnocladus 
dioicus is a durable native tree with a bold winter habit and 
handsome, ridged bark. Blue-green summer foliage covers 
the blemishes of winter and turns a golden yellow in fall. 
With age, the tree's growth habit becomes more uniform, 
producing a picturesque crown of rugged branches. This tree 

The Nebraska Nursery & Landscape Association selected Crane's Bill (above)as its 

perennial of the year. Magenta flowers cover this plant in late spring to early summer, and 

its foliage turns blood red in fall. Photo: Nebraska Nursery & Landscape Association 

adapts to a wide variety of conditions, including heavy clay, j 
drought and even city environments. Female plants producel 
long, leathery, brown pods in fall. Male selections, howeverT 
are best - especially 'Espresso' and 'Stately Manor.' TreeiJ 
will grow 60 to 70 feet tall and 40 feet wide and are hardy to 
zone 3b. 

SHRUB OF THE YEAR: Kalm St. John's Wort. Hypericum 
kalmianum is a small, dense shrub with stout, erect stems that 
form a perfect mound. This is a handsome, hardy plant with 
small, bluish-green summer foliage and bright yellow flow-
ers from July to August. Chocolate-brown seed heads add 
winter interest. The shrub holds up well in sun, heat and 
drought and tolerates heavy soils. 'Ames,' developed at 
Iowa State University for improved hardiness, is recom-
mended for a perfect mounding form, 2- to 3-feet high. Kalm 
St. John's Wort is native from Quebec and Ontario to Michi-
gan and Illinois, and it is hardy to zone 4. 

PERENNIAL OF THE YEAR: Crane's Bill. Geranium 
sanguineum are hardy geraniums many consider to be the 
workhorses of the perennial border. This durable plant forms 
mounds of deeply cut foliage that turn blood red in fall -
hence the common name Bloody Crane's Bill. The bowl-
shaped, magenta flowers cover the plant in late spring to 
early summer and will bloom sporadically throughout the 
summer if sheared after flowering. 

Recommended selections in this group of undemanding 
perennials are 'Album,' 'Shepherds Warning' or 'Elsbeth.' 
Plant these geraniums in full sun to light shade as specimens 
in front of the border or massed to form a groundcover 
around upright, leggy plants. Plants will grow up to 18 
inches tall and 2 feet wide and are hardy to zone 3. 

NEW PLANT: Comanche Campfire. The contrast of red 
stems to fine silver foliage is what caught the attention of 
Harlan Hamernik, owner, Bluebird Nursery, Clarkson, Neb., 
who was on an exploration trip looking for new plants for the 
GreatPlants program. He found Oenthera macrocarpa on an oil 
well site in western Oklahoma. This drought-tolerant prim-
rose, which survived zone 4 trials, is suitable for rock gar-
dens, xeriscapes or prairie plantings. With large, silver leaves, 
ruby stems and bright yellow flowers, the contrast of colors 
on this plant is striking, making a good combination plant-
ing with prairie phlox, spiderwort, little bluestem, penste-
mon and other hardy natives. Plants grow 12 to 15 inches tall 
and 18 to 24 inches wide and thrive in full sun. 

For more information about GreatPlants, contact the 
Nebraska Statewide Arboretum at 402/472-2971 or e-mail 
rhenrickson@unl.edu. - Ali Cybulski ID 

The author is Contributing Editor to Lawn & Landscape magazine. 
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Imagine 
the Potential 
Challenges associated with landscape design 

frustrate many a contractor, but PRO Landscape 

software changes all of that. 

TECHNOLOGY. That's a powerful word that conjures up a broad 
range of reactions in people's minds. Of course, most people quickly envision 
a computer, and for obvious reasons based on the workplace revolution that 
has taken place over the past two decades. 

As common as computers have become, you'd be hard pressed to find a 
successful business in the country today that didn't rely heavily on this 
machine filled with wires, chips, RAM and so much more. At the same time, 
there's a surprising number of landscape companies that remain reluctant to 
embrace the opportunities and efficiencies technology can deliver. For 
whatever reason - cost, confusion, complacency - these businesses continue 
operating like they always have, or maybe they have given in to the trend and 
set up a computer in the office, but they know they don't maximize its power. 

Perhaps there's never been a better or easier time than now for landscape 
professionals to welcome technology into their businesses thanks to the 
latest advancements in landscape design and imaging software from Drafix 

Software. This 8-year-old company in 
Kansas City, Mo., is already well known 
thanks to its design software called PRO 
Landscape. But as the software's popular-
ity has climbed, the company has worked 
with its customers to enhance the prod-
uct, and the latest version of this power-
ful technology is receiving rave reviews. 

HARDWARE 
REQUIREMENTS 
SOFTWARE certainly doesn't work 

by itself, but PRO Landscape mini-

mizes the computer requirements 

needed to produce these high-quality 

designs. Contractors who purchase 

the software should also have a digi-

tal camera or a scanner, access to 

email or a color printer to produce 

the rendering for customers and, of 

course, a computer with: 

• Pentium or Athlon processor 

• 32 MB RAM 

• 150 MB hard disk space 

• Windows XP, 2000, Me, NT 

4 .0 or 98 

T H E BASICS. The mission behind the 
software is to simplify and expedite the 
landscape design process for the designer 
while also providing a tool that makes 
this process more of a sales opportunity. 
PRO Landscape accomplishes this 
through the combined use of computer-
aided design and imaging that work in 
unison to produce professional-quality 
work with a whole new twist. 

The new twist is the life-like image of 
the potential client's property, complete 
with a new landscape. Designers simply 
create this image by taking a photograph of 

the client's house with a camera and put-
ting that image into their computer system 
to serve as the foundation for the design. 

Once the design is completed with 
the use of more than 3,500 photo-quality 
plant and hardscape images in the PRO 
Landscape database, the contractor has a 
plan to offer the client, including plant 
growth projections, shadows, various per-
spectives and lighting. This means no 
more dog-earing various pages in plant 
books or trying to get homeowners to 
envision how different trees and shrubs 
would look in front of their house. The 
imaging software shows them how it would 
look on their own property. 

"For most contractors using imaging 
software, this computer-generated visual 
is the hook that closes the sale," according 
to Pete Lord, president. Of course, custom-
ers are still interested in talking about price, 
which is easy to do since the PRO Land-
scape software creates an automatic esti-
mate based on the image the clients are 
looking at. Once a company inputs its own 
prices for labor and various plant materials, 
the software does the rest of the work. 

And, for those companies that send 
crews out to handle installations with a 
graphic rendering of the plan, the soft-
ware can produce a two-dimensional com-
puter-aided drawing of the proposed land-
scape, including all plant placements, 
the irrigation system and even various 
hardscapes that are included. 



WHY BUY IT? If you've done any sort 
of new landscape installation or enhance-
ment in the last few years, you know how 
to design a landscape. So why you should 
take the time to learn how to do the same 
thing with computer software? 

First, one of the biggest sales obstacles 
is differentiating yourself from the com-
petition in customers' minds. An easy 
way to achieve this distinction is to use 
tools other companies don't use, such as 
design software. If you make a presenta-
tion to a homeowner for a $20,000 instal-
lation, there's a good chance another 
contractor will make a similar presenta-
tion to your potential customer. If you 
both come in with paper-and-pencil plans 
and photo books, then the design and the 
price become the keys. But if you make a 

PRO Landscape's imaging software gives contractors the 

ability to quickly turn a digital photograph (inset) into a full-

color landscape plan that will close sales. 

CAN WE HELP YOU? 
ONE of the most intimidating obstacles that new soft-

ware buyers have to overcome is the notion of how 

confusing the software will be to learn and how time 

consuming this educational process will be. Drafix Soft-

ware recognized this concern and committed to pro-

viding its users with the necessary support free of 

charge. This multi-faceted support includes a product 

manual, an online help system and a multimedia tuto-

rial CD complete with 65 lessons featuring text and 

video instruction. "We also offer free technical support 

for as long as a user owns PRO Landscape," added 

Pete Lord, president. 

presentation using a laptop computer or 
color printout that shows this individual 
a color image of their home with your 
design, that competitor becomes a non-
factor in the process and you establish 
your company as a professional organiza-
tion that does quality work. 

Another benefit is the upselling po-
tential the software offers. People con-
sidering a sizeable investment in their 
yard want to significantly enhance their 
property's appearance. Contractors us-
ing PRO Landscape indicate that once 
homeowners see the impact that various 
landscape features can have on their own 
property via the imaging capabilities, they 
become much less budget conscious and 

much more interested in getting the most 
dramatic landscape. 

Finally, there's the productivity pay-
back. Contractors experienced with the 
product report they can produce five times 
as many designs with the software as they 
can by hand. And don't forget that 
changes can be made to a digital file 
without having to start from scratch, 
whereas making changes to a design on 
paper may mean recreating the entire 
plan. For contractors who have lamented 
that they have more business than they 
can handle or they don't have time to 
return all of the calls they get from poten-
tial customers, this means money in their 
pockets. That's the power of technology. 

GETTING BETTER WITH AGE 
CONTINUOUS improvement represents a primary chal-

lenge for any product supplier, and Drafix Software is no 

different. Since it has been selling PRO Landscape to con-

tractors for eight years, the company has been able to 

make enhancements based on feedback from the thousands 

of landscape designers who use the product. 

"We've worked hard to make the product easier to 

use," explained Pete Lord, president. "For example, we've 

streamlined frequently used steps. Features like selecting a 

plant, manipulating size and perspective, and navigating 

around the user interface have all been improved. 

"We also heard from many of our user who were not us-

ing the Planner module because of their unfamiliarity with 

computer-aided design," Lord continued. "We spent much of 

our efforts in the last version making the CAD module much 

more user friendly without compromising its power." 



SOLUTION #2 

A Series 
of Solutions 
Five different landscape contractors talk about how 

PRO Landscape has boosted sales, helped customer 

service and saved them time. 

Save Time 
DEAN RICCI represents the typical land-
scape contractor in many regards. "I'm an 
owner, designer, sales and production 
manager all rolled up in one," he ex-
plained with a laugh. His business, Ricci's 
Landscape Management Inc. in Hebron, 
Ind., generates half of its revenue from its 
construction business, and much of that 
includes custom design work such as pa-
tios, brick walls and planting arrange-
ments that separates Ricci's from its com-
petition in the market. 

The company's jobs range anywhere 
from $4,000 to $25,000, and as with any 
design-focused company, sales are largely 

SOLUTION #1 

Handle Design 
Yourself4 
Joe Vitale tells it like it is. The president of Vitale 

Landscape & Drainage Contractors Inc., 

Roselle Park, N.J., is a third-generation land-

scape contractor, so he understands the industry. And one 

thing he has decided through his decades of experience is 

that outside landscape architects make the design/build 

process more trouble than it's usually worth. 

"Landscape architects are pretty scarce in New Jersey, 

and the good ones are real busy working for the big firms," 

he explained. "I've only got about five to seven employees, 

so I was relying on landscape architects to work for me on 

a free-agent basis, and there's some real downsides to that. 

Plus, I couldn't find an architect who I wanted to hire and 

could afford at my size." 

That's why he decided to take matters into his own 

hands and handle his design work with PRO Landscape 

even though he's "no Bill Gates," as he puts it, when it 

comes to working with computers. Now, he's using the 

software primarily with residential clients, which represent 

about 75 percent of the company's business. These jobs, 

which typically cost $7 ,000 to $ 10,000, start with Vitale 

providing the customer an estimate and either a hand 

drawing or a computer rendering of the property depending on 

what the customer is willing to pay for. 

"We charge for all of our designs, and we charge more for 

the drawings because they take three times as long to do as the 

images on the computer," related Vitale. 

In particular, he prefers using the software on properties 

without any existing landscape. "If you're working with an image 

of a house with a landscape, you have to take the time to remove 

the current plants before you can put in your design," he pointed 

out, adding that very large properties can be a challenge if you 

can't get the entire property in the photo. "But once you do the 

design and show it to the clients in the color and splendor of full 

bloom, they love it." 

For Vitale, the money and headaches he has saved by taking 

landscape architects out of the equation have paid for the 

software, but he has also been pleasantly surprised by how well 

PRO Landscape has boosted his sales. "If a client is indecisive, 

the image of their property with a new landscape will put them 

over the top," he maintained. 



a function of the number of designs the 
company puts in front of customers. 
"When I did designs by hand, one design 
would take all day to complete with the 
estimating, and during busy periods when 
there are five or six designs to do, I couldn't 
get them all done in a timely fashion," he 
admitted. 

Adding to the problem was the fact 
that clients always have changes to make 
to the first or second design. "We were 
looking to cut down on the design time 
when we started looking at this software, 
and that includes cutting down on the 
time spent modifying our designs," Ricci 
noted. "Clients always have some little or 
major change to make, and if the design 

SOLUTION #3 

is saved on the computer 
it's like changing a 
Word document on the 
computer vs. having to 
retype the entire thing 
on a word processor. 
Now we can make 
changes in minutes with 
PRO Landscape instead 
of erasing and redraw-
ing as much as the whole 
plan." 

Ricci terms himself 
a "mediocre draftsman," but he still con-
siders the two-dimensional CAD draw-
ings important because they are what he 
gives to his foreman who will oversee the 
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installation. "I can do one or two draw-
ings a day by hand, but now 1 can do four or 
five a day on the computer," he pointed out. 

(continued on page 6) 

Improve Customer 
Communications 
Debbie Kiebler Is a visual person. She prefers pictures 

instead of words, and she has little trouble envisioning a 

scene as someone describes It to her. But, the truth is, her 

customers at BR&D Landscape Inc., Franktown, Colo., 

don't have her visual talents. As a result, Kiebler often 

found herself struggling to help them understand the 

concept she had In her mind for their property. 

"I had been working with customers on a small scale 

for years trying to convey ideas of what they might do with 

their yard, and I found the need to do something more 

visual," explained the co-owner and vice president of this 

firm focusing on the high-end, custom residential market. 

"You can flag or paint a smaller area, but I may have a 

picture in my head for a property, and conveying that to 

other people Is difficult." 

Selling homeowners a high-end landscape is difficult 

enough In today's economy, so the last thing a salesper-

son or designer needs is the added challenge of not being 

able to get the customer to envision the finished product. 

Kiebler had been using a different CAD program when 

she purchased PRO Landscape for its three-dimensional 

imaging capabilities. "Then I realized that PRO 

Landscape's CAD was more sophisticated, so now I 

have an integrated two-dimensional drawing and a 

three-dimensional image to show someone how I would 

landscape their yard," she noted. "People really find 

these images very helpful. They need something more 

than spray paint on their grass if they're going to spend 

money on a landscape." 

In addition, Kiebler considers the images to be 

particularly valuable on more difficult sales. "The image 

has a 'whiz bang' sort of effect on people," she noted, 

adding that imagine is also helpful when selling to new 

home construction where people struggle to visual anything 

other than dirt surrounding their house. "That's what puts 

them over the edge." 

Kiebler, who does the majority of designs for the 

company, spends 90 minutes with the client talking about 

their needs and wants for the property before starting on the 

design itself. Asa result, she appreciates anything that saves 

her time, such as the materials takeoff capabilities of the 

software. "That component makes our job real simple 

because now I can tell our crew how much edging to use 

and how many square feet of material they will need for 

the patio, for example," she remarked. "We do that all 

right off the design because the design is done to scale 

and we just have to plug in the multipliers to get the 

numbers. 

"If we need to change a patio, for example, we can 

do that without starting all over, and then the software 

automatically gives me a new estimate for materials and 

prices based on the changes," she enthused. 
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S a v e T i m e (continued from page 5) 
This increased productivity means more 
sales. "That really speeds up sales because 
we're getting the drawings or images in 
front of customers so much more quickly, 
plus they're impressed by our quick turn-
around." 

Now that he has completed his sec-
ond full year working with the software, 
Ricci has a thorough understanding of 
what works best for him. One particular 
feature he appreciates is the ability to add 
his own digital images to the plant library 
that comes with the program. "That's 
usually a winter project for me because 
PRO Landscape can't cover every plant 
I'm going to use even though there are 
plenty in the library," he explained. "1 
make my own files of plants I use the 
most, like 'Dean's perennials list,' and 
that helps speed up the process." 

Obviously, Ricci likes the software 
for its CAD capabilities, but he's not 
blind to the power of imaging either. 
And while certain types of jobs may he 
better suited than others for creating a 
digital image, he makes this decision based 
on how responsive the clients seems to he 
to the proposal. "I use the imaging when 
I think I've got a hard sale or I've got a 
customer who really can't read the plans," 
he said. "And those images really sell for 
me - it probably doubled my closing ratio 
in the first year. In fact, this year we raised 
our prices and our closing ratio didn't go 
down at all." 

Today, he can't imagine running his 
business without PRO Landscape. "I'd never 
go back to the old way of drafting by 
hand," he asserted. "I'm just glad most of 
my competitors don't use this program or 
else I'd have a tougher time selling jobs." 

I Pro Landscape Proposal 
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Boost Your 
Closing Percentage 
UNFORTUNATELY, putting together a design and a proposal only to have it rejected 

by the customer who favors a competitor's pitch is a reality of the landscape industry. 

But Craig Adamson considers time his most valuable commodity, so he's not 

particularly interested in investing countless hours in a design only to lose the sale. 

At the same time, the owner of Cutting Edge Landscape Maintenance, Rockford, 

III., wants to grow his company from its current annual sales mark of $500,000, and 

he knows that increasing the amount of design/build work his company does is one 

way to make that happen. "PRO Landscape's imaging has really boosted our 

landscape sales because people can see what it looks like and you can literally make 

changes right in front of them," explained Adamson. "What the customers want is to 

see a picture, and this gives that to them." 

Adamson also gets excited about how the software influences customers' percep-

tion of his company. "I used to draw everything by hand, and then I'd be competing 

against three or four other contractors who all seemed to have digital images," he 

recalled. "I'd lose every single time because they all looked so much more professional. 

Now Cutting Edge Landscape Maintenance enjoys the same professional percep-

tion, and Adamson similarly appreciates being able to generate more designs and 

proposals than ever before. "I can do a design from scratch in 30 minutes with PRO 

Landscape, and I'm not a computer person," he commented. 

As for the impact on the success of his proposals, the change has been dramatic 

and obvious. "I used to get the job on about 20 percent of the designs I would do, 

and some of them would take a week to do at night after dinner and working all day," 

he observed. "Now, I'm getting about twice as many jobs and the software has 

improved my life at home because I can get the images done so quickly and I can spend 

more time with my kids and my wife after dinner." 

Adamson noted that potential customers are also impressed by the fact that he 

presents them with a complete pricing breakdown that has been produced via 

computer, and that makes the ensuing conversations easier as well. "Since the entire 

proposal is off the computer and seems more professional, I've noticed that customers 

don't seem as inclined to try and negotiate my price down," he added. 

Adamson has put together proposals complete with 

digital images for a range of customers, and he sees benefits 

with all of them. "We do a lot of work for condominiums, and 

now I can use the image to show the entire board what 

we're proposing instead of trying to get them all to 

understand," he said. "And homeowners always ask, 'My 

house can really look like that?'" 

"If someone is looking for a way to make more sales, 

this is the way to do it," Adamson affirmed, adding that he 

probably could've done his first design after spending an 

hour teaching himself how to use the software. 
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SOLUTION #5 

Light Up 
Your Sales 
"IT DOESN'T matter if you're do-

ing $30 million or $100,000 in 

sales because PRO Landscape is 

quick, fast and it closes deals." 

Chris Walter, president, Com-

puterized Landscape Design, has 

seen the light. As a result, a great many homeowners in and 

around Liberty, Mo., appreciate landscape lighting as 

well, and they're hiring Walter to install their lighting after 

the images generated via Pro Landscape show them what 

a little illumination can do for their property. 

"I do all aspects of landscaping," related Walter, 

adding that his average job runs between $5,000 and 

$ 10,000. "One job might be the front of the house and a 

paver patio in the back, while another client might have us 

install some trees in front and on the side of the house along 

with a fish pond in the back. But one thing that almost all 

of my jobs have is lighting. I love to install lighting because 

I've found that it's one of the easiest and most profitable 

parts of landscaping, and my clients love what it does for 

their properties." 

Of course, Walter rarely sells his clients a second or 

third lighting system, so they don't actually realize how 

dramatic the impact of lighting can be until he shows them 

a four-color image of their property using the lighting tool 

on PRO Landscape. "The software shows you the lights 

before they exist, just like it does with the plants, but it also 

has a lighting feature that simulates how the property will 

look at night with the lighting on," Walter explained. "Most 

people obviously just call me for landscaping, but I always 

make sure to produce an extra image of their property with 

lighting in place because the odds are that they'll buy it if 

they see it. 

"The key is that the software really personalizes the 

whole design for the client," he continued. "They see their 

house with their yard, and they'll buy that if you can get 

close to their price range." 

Contractors who haven't experienced the dramatic 

effect that imaging software can have on potential clients' 

decisions by convincing them to spend more than they 

originally budgeted should talk to Walter. "I've had instances 

where I've presented clients with a range of designs that go 

beyond what they were planning to do and they've ended up 

spending as much as four times their original budget by 

phasing the project in over time," he commented. 

While he appreciates the estimate and CAD capabilities, 

PRO Landscape is all about the power of the imaging as far 

as Walter is concerned. "If I give the average homeowner a 

plan looking down on their house with all of these circles for 

a burning bush here and a Norway spruce there, they don't 

understand what I'm proposing," he noted. "But the image 

gets a real 'wow!' from them." 

Walter's clients also appreciate how the software changes 

the entire design process and lets them become involved. "It 

can be hard to get an appointment with some people 

because everyone is so busy, but if I can show you what you 

want on the spot, you'll buy from me nine times out of 10," 

he predicted, comparing the software to cellular phones in 

terms of the productivity benefits both technologies offer his 

business. "So I travel with the laptop, put the printer in the 

back of the truck and the client and I will sit on the front porch 

and design the landscape together in an hour or hour and a 

half. Then, the client has two or three images of what I can 

do for them along with an estimate. Meanwhile, other 

contractors spend the meeting jotting ideas and measure-

ments down on a legal pad and the client won't see anything 

for at least a week." 

Of course, not all jobs are this easy to design, but this self-

taught designer estimated he uses this approach with half of 

his jobs - those up to about $7,000 in size because the larger 

jobs require a CAD and multiple images due to their size and 

complexity. "It really closes sales," Walter promised. 



New Version 8! 
The Landscaping Industry's 

BEST Library of High 
Quality Images. PRO 

Landscape 
The Standard Design Software for Landscape Professionals! H 
SELL IT! 
Start with a simple photograph, then add new landscaping 
by dropping in trees, shrubs, flowers, ground cover and 
other materials, 

Now compatible wtth dip software 

PLAN IT! 
No CAD experience necessary! 

Create detailed 2D plan views 
that show precise placement of 

plantings, sprinkler sytems and 
hardscapes. Eliminate confu-

sion for your installation 
crew with PRO Landscape 

Planner. 

PRO Landscape, version 8 brings an unmatched level of photo-realism 
to your presentations. It's not only better than the competition, it's 
easier than any previous version of PRO Landscape. BID IT! 

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

Try PRO Landscape for 60-days risk free! 
22 PRO The question? How to become more efficient and 

make more money from every job. 
The answer. Let PRO Landscape version 8 take 
your business to the next level! 

*7o take advantage of your Lawn & Landscape 
discountf have the promotional code ready 
when you call to order. ^ M _ 

Code: LL-1735 

( 8 0 0 ) 2 3 1 - 8 5 7 4 
www.lawnandlandscape.com/prolandscape 

•Easy to learn, get started fast -
video tutorials andsmart help system 

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

•Accurate 2D CAD Plan Views -
licensed from the maker of AutoCAD" 

•Automate estimates -
accurate quotes and cost control 

•Clip®/QuickBooks® compatible 
link from built-in proposal generator 

0 2002 draftx software, inc. Al rights reserved. WO Landscape * a trademart and Drafix is i 
registered trademark of Drafix Software, Inc. registered m the USA and other countries. 

http://www.lawnandlandscape.com/prolandscape


Speaking the 
Same Language 

On Paper highlights contractors' business forms. To 

view additional such documents, visit the Business Tools 

section at www.lawnandlandscape.com. If you have a 

form you think contractors would benefit from, contact 

Cheryl Green at cgreen@gie.net or 800/456-0707. 

Bridging the communication gap is a great way to 
improve productivity, especially when the majority of 
your workforce is Hispanic. 

This form, developed by Chuck Twist, president, 
TNT Lawn & Landscape, Stillwater, Okla., has helped to 
bridge that gap since it was developed two years ago. 
Twist said with the use of this form, his Hispanic em-
ployees better understand what jobs they need to com-
plete at each site - improving produc-
tivity, efficiency and quality. 

"I started using this form about two 
seasons ago and it really helped my 
employees better understand what job 
responsibilities they have and that 
they're expected to do their jobs thor-
oughly and efficiently," he asserted. 

The new form doesn't only help the 
Hispanic employees, however. Al-
though Twist is bilingual, not every-
one in the office is, so the form is also 
useful to foremen who are supervising 
these employees on the job site. 

"Mirroring the jobs in English 
helps my foreman to know what jobs 
to check off under the Spanish side," 
Twist explained. 

Besides trying to improve commu-
nication around the office and in the 
field, Twist designed this form as a 
goodwill gesture toward his Spanish-

speaking employees. He explained that being able to 
see their native language on documents and in training 
manuals helps his employees feel more at home while 
working in the United States. 

"We like to let them know we care about them through 
little things like this," Twist related. - Cheryl Green DU 

The author is Internet Editor of Lawn & Landscape Online. 

Your Co. Name 
Lawn A Lantbcape Mgmt Inc 

P O Box 000 Your Tow«, Ok. 74070 

Customer. 

Date: 
(fecka) 

JOB SHEET/WORK ORDER 
(Orden del trabajo) 

Work to Be accomplished: 

(Dtrecckmaaueato) 

Trabajo que se hara: 

Mow Lawn Trim shnibs Corte la yarda Corte los arbustos 
Edge Lawn Prune tree> Utilice el Orillador Pode los arboles 
Weedeat Lawn Rake leaves Utilice el weedeaicr Rastrille las ojas 
Blow debris Mulch beds Utilice el soplador Astillas en camas 

S m hcrtiiLulc Cut Monkeygrass Utilice Herbicida/s: Corte el monkeygrass 
paved areas Scalp lawn En el concreto Afeite la yarda 
beds Fertilize beds Encamas Fertilice las camas 
Weed Fertilice los arboles 
paved areas Shovel snow En el concreto Traspale el nieve 
beds Use de-icer Encamas Disperse la sal 
Pick-up trash Tree/shrubs Removal Recoja la basura Retiro de arboi/arbusto 

Other work: 
(On »at»*) 

Time alioted 
(M—o fnrço) 

Employ— name 

Materials Used Cost 
<Cc~> 

Finish time 

Total man H r s : 

Directions to job/Map: 
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Maybe i t ' s good other preemergence herb ic ides stain. 
Actually, choosing Dimension* specialty herbicide is a whole lot better for your bottom line. It is, 
after all, the only option that won't leave filthy, yellow stains on people, pets and equipment. And while 
Dimension never stains, it always delivers long-lasting prevention of crabgrass, goosegrass, Poa annua and 

j 



It helps applicators retrace their steps (luring callbacks. 
several broadleaf weeds, including spurge and oxalis -all with an application window so wide, it even includes early 
postemergent crabgrass control. Only Dimension has the new technology to do all ^DovvAgroSciences 
that. Which means there's reallv no reason to fdthy-yellow-mess with anvthing else. u ^ 

Dimension I M E V E R S T A I N S 
www dowagro.com/turf 1-800-255-3726 Always read and 
follow label directions. 'Trademark of Dow AgroSciences LLC 

Specialty Herbicide 



Directly Speaking 

Taking your services to market can be a gamble. Will 

consumers change the channel on your television pro-

motion, will they switch past your radio jingle, will they 

throw out their newspapers or trash your mail fliers? 

Though no marketing method is tried and true, sev-
eral find luck with direct mail marketing - a tangible 
way to reach potential clients. 

"For the smaller or mid-size contractor on a shoestring 
budget, they can invest X dollars and target specific cus-
tomers," said Steve Buzash, national sales manager, 
Amercalist, North Canton, Ohio. "For $2,000, it's an inex-
pensive way to get customers, and when you look at closing 
ratios and cost per customer, it's a trackable vehicle." 

DIRECT TARGET. The key to getting the right mail in 
the right hands is focusing on a specific client who 
matches the profile of existing customers, Buzash ex-
plained. From income to buying habits, analyzing cur-
rent clients' behaviors provides background informa-
tion for future promotions. 

"In the landscape industry, you have people that 
belong to country clubs, people who are out of the house 
and are busy, but they have a high income," he de-
scribed. "Those potential clients are better than those 
who are home with lower incomes." 

This information can be gathered through question-
naires, from which contractors can collect names from 
similar zip codes and demographics to focus their mailings. 
Laurie Birko, advertising manager, The Davey Tree Expert 
Co., Kent, Ohio, understands the importance of hitting the 
right houses with mailings. Davey Tree's direct mail pro-
gram targets both potential and existing clients - the 
latter for upselling opportunities. For example, a data-
base indicates specific services clients purchase, so if the 
company promotes aeration, it will only target those 
who don't already sign on for that option. 

In turn, this database gives Birko guidelines for new 
sales targets. "We look at the demographics of areas that 
we work in, we know our average customer and we use 
those same qualities to find prospects," she noted. "We 

look at things like zip codes, prospect traits such as house-
hold income, what kind of home they live in and buying 
habits." This detailed profile is effective, she added. 

Bret Achtenhagen, owner, Bret Achtenhagen's Seasonal 
Services, Eagle, Wis., tunes into even tighter geographic 
boundaries by soliciting the post office for specific mailing 
routes. "We don't do a whole zip code - there are too 
many untargeted people," he reasoned. "It costs us more 
to get certain routes from the post office, but then we're 
hitting each subdivision that we want to hit." 

After identifying the ideal addresses, companies can 
concentrate on frequency. Repetitive mailings receive 
better response, Buzash indicated. "Hit the cream of the 
crop multiple times, then you end up with more leads 
from a sales standpoint," he recommended. Instead of 
hitting all the names on a database, he prefers sending 
promotions to the top 20 percent, and instead of sending 
out 60,000 mailings to 60,000 different households, he 
suggested targeting 20,000 homes three times. 

Achtenhagen agreed that the more times consumers 
see a company's name, the more likely they are to re-
spond to mailings. "We'll send a 6,000-piece mailing to 
2,000 households three times, and we get about a 6- to 7-
percent return rate," he noted. 

DIRECT MESSAGE. The promotion pitch also figures 
into the return rate. "You have to offer the customer 
something and you have to present a need for a service, 
otherwise it's like sending out junk mail," Birko pointed 
out. She learned this from a successful mailing that 
earned a 12-percent return rate - exceptionally high. 

Timing also enhanced the success of this mailing. 
"You have to be really careful," she added. "In Ohio, you 
don't want to send out a lawn care mailing in December." 

Buzash generally sends out mailings to landscape 
clients in spring and early fall. "You want to hit them 
when things are greening up and people are coming out 
of their caves, and again in the fall when things are 
winding down," he noted. 

Not only when, but what you send also matters. 
Buzash sways toward attention-getting pieces that stick 

(continued on page 50) 
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(continued from page 48) 
out above junk mail - a 5Yi- by 8^-inch 
postcard, for example. Also, design consid-
erations set quality apart from low-budget 
efforts. Colors, text and simple 
designs attract consumers. 

"We don't tell them every-
thing about the company - we 
highlight things like the com-
pany name, services and pho-
tographs that show the ser-
vices," Buzash described. "It 
is simple, but pretty and sharp. 
We find that people aren't 
going to read a three-page let-
ter about a company." 

Birko discovered similar findings. Her 
least successful mailing was too specific, she 
said. Now, instead of targeting customers for 
"brown spot" applications, she'll solicit them 
for "disease" treatments. Also, she learned that 
different areas of the country respond to vari-
ous types of mailings. While northern and 
some southern states preferred letters, post-
cards appealed to southwestern and western 

states. "The only way I know this is from 
doing it for so long and from talking to 
managers each year about the response they 
receive to the mailings," she said. 

"The key to getting the right 

mail in the right hands is focusing 

on a specific client that 

matches the profile of 

existing customers. " - Steve Buzash 
DIRECT RESULTS. For those without di-
rect marketing experience under their belt, 
Buzash recommended beginning by obtain-
ing a list of zip codes where their company 
already markets and identifying new areas it 
would like to cover. From there, scan client 
files to target neighbors of customers. Then, 
develop a direction, he noted. "Say you want 
to close X percentage of sales, so you have to 
mail Y pieces," he said, working backwards. 

Finally, a company can design a piece and 
go to print. From there, contractors must 
follow up with these contacts with another 
mailing, telemarketing or other marketing 
tactics. Buzash noticed that telemarketing 
efforts were easier after the prospective client 
receive a promotion in the mail. Achtenhagen 
added that direct marketing is his No. 1 tac-
tic, but it is just one part of the whole. "Direct 
mail is part of the overall marketing plan -
it's another piece of the puzzle," he noted. 

Surrounding consumers with the 
company's brand through various market-
ing avenues produces results, Birko agreed. 
Newspaper, magazine, radio, television and 
direct mail combined form a full-circle brand-
awareness campaign. 

"Our society is very visual, so if we can 
give them something to look at and remem-
ber, the odds are that in the future they will be 
more likely to use our service," she said. 
- Kristeti Hampshire IS 

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

Advanced growing solutions 

Plant Survival Essentials 

T/O pinnunG GRAIIUIES 
Four (4) Critical "Plant Survival Essentials"... 

In 1 Convenient, Cost-Effective Planting Package! 

#7. 2-3-2 NATURAL ORGANIC FERTILIZER 
#2. ENDO-ECTOMYCORRHIZAL FUNGI 
#3. ADVANCED POLYMER GEL 
#4. BIO-PLEX BIO-STIMULANT 

More Information & Ordering 
1-800-441-3573 

1 - 2 0 0 - 2 1 2 - i m 
Concrete Curb & Landscape Border Equipment 

Fax 949-587-9680 • 949-587-8488 • 5 Chrysler • Irvine CA 92618 

• Low maintenance 
• Create various shapes, sizes and colors 
• Self-propelled, electric or gas powered 
• Residential, commercial and golf course uses 
• Add to your services and bottom line 

- material costs $.40 per foot 
• Durable curbing is freeze thaw tolerant 



Hey Weeds. 
We've got you covered. 

RA OR, 

When it comes to weeds, you need maximum control and efficiency. And you'll 
have both whether you choose Riverdale's Razor™ or Razor™SPI. These foliar 
herbicides provide maximum efficiency in controlling most post-emergent herbaceous 
plants and brush, including turf, ornamental, vegetation management and industrial 
applications. And they both contain the active ingredient, Glyphosate, which 
assures you rapid, reliable response as well as exceptional effectiveness. But 
there's one difference—blue. Yes, Razor SPI is blue. 

R A / O R ^ n contains a blue spray pattern indicator, enabling accurate and uniform 
applications. Knowing exactly where you've applied Razor SPI will prevent application 
overlap, saving you time and money. And the light blue colorant is only temporary, 
disappearing quickly with rain and sunlight. 
Razor SPI can also be tank mixed with other 
products to provide a quicker response or 
a longer duration of control, even on the 
toughest weeds. 

So whether you're maintaining weed-free beds 
or you're performing a complete turf renovation, 
choose Riverdale's Razor or Razor SPI—for 
maximum control and efficiency. 

For more information, visit Riverdale's web site 
at www.riverdalecc.com. 
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www.riverdalecc.com 

R iverdale 
A \ufarm Company 

Glyphosate for the Spec ia l ty Marke ts 
USE READER SERVICE #97 

http://www.riverdalecc.com
http://www.riverdalecc.com


by Nicole Wisniewski 

Typically, April 1 is the day for pranksters to unload new bags of tricks while their gullible 

victims play the fools. 

But it wasn't always like that. Prior to 1564, when the Gregorian calendar of today took 

effect, April 1 was considered New Year's Day by many ancient cultures because it 

coincided with the spring equinox and marked the beginning of new life 

and renewal. Even though it had been officially changed, many people 

resisted the new date, and were made fun of as a result - hence, they were 

called April Fools. 
One could say Chris Phillips was going by the old calendar on April 

1, 1998, when after a quick 30 days of planning, he launched Phillips 
Environmental Services. In three short years, the full-service, Clearwater, 
Fla.-based company grew to $5 million in revenue. And with an owner 
who's now in a position to work on his business instead of in it, growth 
should continue, proving there's something to be said for a company that 
was started by a wise man on a fool's day. 

Phillips 
Environmental 
5218 126th Ave., North 
Clearwater, Fla. 33760 
PH: 727/556-0700 
FX: 727/556-0200 
info@philllpsenvironmental. com 

Chris Phillips 

learned 

his fair share 

of business 

lessons -

his company's 

success 

proves it 
LESSONS LEARNED. Phillips was majoring in accounting at a St. Petersburg, Fla., 
college when he started mowing lawns for extra income. "It wasn't very sophisticated," 
he said. "I charged one price for a lot and then I charged a higher price if it was a corner 
lot - all I did was mow." He ended up in a new development, and a couple of accounts 
turned into 150 residential customers. 

As clients became interested in enhancing their existing landscapes with design / build 
projects, Phillips decided to make that his focus, selling his 150 accounts. "I liked that side 
better," he said. "It wasn't the same routine every day like maintenance." 

Phillips' first company, Landscape Technologies, was started in 1978. The company 
was quite successful, reaching $12 million in revenue at one point, he said. But investors 
tempted Phillips in 1996 to sell the business, promising him he could continue on as president. 
He took the chance, but soon became wise to the game these investors were playing. 

"I found out that they bought companies, pumped them up and then sold them," he said. 
"I saw the writing on the wall, so to speak, and realized I was probably going to get sold." 

So, in early 1998, Phillips got an idea. He'd been through the usual start-up mistakes 
- he had lacked service diversity, he took jobs at low margins to make ends meet and he 
made budgeting errors. He thought, "I've made all these mistakes, but now I can use 
them. I can put these learning experiences behind me. I can start over with a fresh slate 
and new equipment and not make these mistakes again." 

Hence, Phillips Environmental Services was born. Since Phillips learned that having 
a one-service focus - in this case, design/build - hurts when the backlog of work starts to 

(continued on page 56) 
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Marketing spreads Phillips 
Environmental Service's 

message. The company spends 
2 percent of its budget on 

marketing, which includes 
targeted print advertising to 
high-end residential clients. 

Photo: Jorge Alvarez 

PHILLIPS 
ENVIRONMENTAL 
SERVICES 
HEADQUARTERS: Clearwater, Fla 
FOUNDED: April 1, 1998 
2 0 0 1 REVENUE: $5 million 
2 0 0 2 PROJECTED REVENUE: 
$6.5 million 
SERVICE MIX : 60 percent 
maintenance, 26 percent design/ 
build, 14 percent irrigation 
EMPLOYEES: 90 year-round, 
30 seasonal 

THE PHILOSOPHY 
MISSION STATEMENT: Phillips 
Environmental Services, recognized 
as one of the most progressive, 
profitable green industry businesses 
in the Southeast, is committed to 
excellence in every phase of its 
operation. The company will 
continue to improve its position 
through the application of prin-
cipled, financially sound business 
practices. 
Phillips Environmental Services will: 
• Strive to always exceed our 
customers' expectations. 
• Cater to our clientele's discriminat-
ing tastes by offering a wide range 
of exceptional services. 
• Maintain a highly professional 
staff that understands and responds 
to client's needs in a friendly, 
personal manner. 
• Create an environment in which 
people can have a good time, feel 
comfortable, grow and progress 
their careers. 
• Constantly seek ways to learn and 
improve as individuals and as an 
organization. 
FUTURE CHALLENGES: Growing 
the new central control irrigation 
division, adding a pool division and 
increasing its customer base. 

THE OWNER 
PRESIDENT: Chris Phillips 
BACKGROUND: Phillips, who 
has an accounting degree, started 
his first company, Landscape 
Technologies, in 1978, sold it in 
1996 and then started Phillips 
Environmental Services in 1998. 
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Great reputations and great courses go hand-in-hand, right? Turf Products is committed to innovation. We're driven to improve 

Sure, and you know better than anybody that every superintendent just like you. So, it's no wonder we offer seed varieties with the best 

faces different challenges — agronomic or not. That's why Lebanon NTEPs in the industry. And product advancements like Composite 

The Lebanon line of Professional Turf Care products includes Country Club? 
NX-PRO? IsoTekf* Par Ex? Meth-Ex* 40. ProScape* and PennMuich: 
Featuring product innovations such as MESA? Composite Technology"' 
and PERK" Stress Relief Formula. 



HHHHHHRHHHHHHHHHHRHI 
' MKl . w . 

VËH 

Í ' • <Y* • usLîx^ > -I ti V 
I c ' * ' v A i I . . A , ; i ; 

• 
I 

FOR EXAMPLE. 
i 

Technology, the most significant fertilizer development in the natural organic base. We innovate. So you can constantly improve. 

last 30 years, PennMulch, seed establishment mulch so good it's To help grow your reputation, contact your nearest Lebanon 

patented, and PERK, granular controlled-release iron that has a Distributor, or call 1-800-233-0628. Or, visit us at www.lebturf.com. 

USE READER SERVICE #23 

Lebanon 
TURF PRODUCTS 

Our reputation is growing yours:" 

http://www.lebturf.com


[ • í WIS ¡ t f i í u T • • • 
(continued from page 53) 

dwindle, he launched the company on a 60 
percent commercial maintenance and 40 per-
cent design/build split. His first year in busi-
ness, Phillips produced $1.3 million in revenue 
and jumped from 10 to 25 employees, many 
of whom came from his old company. 

Targeting specific customers is key for 
Phillips. For commercial maintenance cli-

ents, Phillips prefers to deal directly with 
property owners. "The owner of the prop-
erty is more loyal and professional - they 
have other things to do than take bids every 
year," Phillips said, adding that his main 
accounts typically consist of office buildings 
and parks, malls and retail centers. "The 
owner is a more stable client." 

Employees at Phillips Environmental 

work four, 10-hour days each week 

and have Friday off. One Friday a month 

from 9 a.m. to noon, they are invited to 

voluntarily join in a field-training day, and 

they get paid for this time. 

Training covers different topics, such 

as proper equipment maintenance and 

proper pruning and tree staking proce-

dures, and is run by Phillips' managers or 

various equipment manufacturers. 

Even though the on-going training is 

not required, company President Chris 

Phillips said he thinks employees are 

gaining more enthusiasm for the program. 

"Since it's their Friday off, I don't want to 

make it something mandatory," he said. 

"But I find that more employees show up 

every time." - Nicole Wisniewski 

And on the 
Fifth Day... 

To reach commercial property owners, 
Phillips has a database of targeted properties 
and clients he has identified as "quality cus-
tomers with quality sites we'd like to be 
associated with," he said. Then, flattery is the 
name of the game. "We let them know we 
respect what they've done and built and that 
we'd like to be a part of it. We stay in touch 
and check in with them often. We let them 
know off the bat that we've identified them 
and their property as an ideal job for us." 

Contact with potential commercial clients 
like this usually happens about four times a 
year in various forms, Phillips said. Some-
times the company will reprint an article 
about itself and send it attached to a note that 
says, "We're proud of this article and we 
thought you might find it interesting." 

On the design side, Phillips prefers the 
highest of the high-end residential clients. 
This, he said, is driven by referrals. 

Another contact for residential clients is 
the custom homebuilder. Phillips keeps in 
touch with a handful of successful custom 
homebuilders in the area, and he's built ex-
clusive relationships with some of them. These 
builders will even involve Phillips in projects 
beforehand to help secure clients. "We'll show 
them where to put the house on the lot and 
lay out the driveways and walks for them for 

(continued on page 58) 
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IT'S ALL ABOUT TIME! 
www.tr3rake.com OR CALL FOR FREE VIDEO 877.788.72i 
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SCARIFY • RIP VEGETATION • PUSH/PULL SOIL • FINISH GRADE • PRERHRE SLEDBED 

Patent No. 5,806,605 

The TR3™ Rake 
3 Tools-in-ONE 

IN THE LANDSCAPE BUSINESS, TIME IS AT A 
PREMIUM! SWITCHING OUT TOOLS, HAND 

RAKING, AND DOWN TIME FOR REPAIRS 
IS NOT WHAT YOU NEED. YOU DO 

NEED THE TR3™ RAKE! THE 
TR3™ RAKE'S RUGGED DESIGN 

AND TIME-SAVING FEATURES 
WILL CUT YOUR GROUND 
PREP TIME BY AT LEAST 

ONE-THIRD—WE 
GUARANTEE IT! 

Now, 0 A , t 

TOOL DOES 
I T ALL! 

EVEN YOUR 
TOUGHEST SOIL 

GRADES-
NO SKILL 

REQUIRED 

RAKES-
BEAUTIFUL 

FINISH 
EVERYTIME 

http://www.tr3rake.com


Seed Aide® 
Mulching Granules top the competition. 

Seed Aide" can be applied with a high-volume 
drop or broadcast spreader and by hand. Tests 
prove that Seed Aide's granular texture and 
unique physical properties allow for greater 

water absorption. When impacted by 
raindrops, Seed Aide swells and 

flattens. This results in superior 
soil surface coverage and moisture 
retention for better germination. 
Seed Aide provides hydro-seeding 
performance without a large 
investment in equipment. 

Jet-Spray 
Pourable Fiber Mulch Flakes save time 

and increase production. 

Jet-Spray,M with poly-fibres load fast in small tank 
openings. Designed specifically for jet-agitated 
hydraulic machines, our patented fiber mulch 
flakes pour into the tank reducing loading time 
by up to 90% versus baled fiber 
mulch. Poly-fibres enhance the 
water holding capacity of the 
slurry while improving 
the erosion control 
performance of the 
fiber mulch matrix. . v 

I -X 

800-508-8681 • www.profileproducts.com 
Patent #5.916,027 and 6.158,167 

USE READER SERVICE #24 

http://www.profileproducts.com


Other times, drawings typically cost 5 per-
cent of the total project value. 

Hardscape work is Phillips' specialty. "It's 
the most overlooked aspect of a typical land-
scape design," Phillips said. "When the 
hardscape is properly designed, the land-
scaping takes on a more dramatic, resort-like 
look and feel - it's exactly the look our afflu-
ent clients want to achieve." 

Phillips believes hardscapes also create 
drama in a landscape. "If we just left the 
project alone and they had a concrete drive-
way, sure, the customer would feel that the 
house looked nice," he remarked. "But they're 
wowed when you show them a curved drive-
way that sneaks around to a motor court area 
that's formal with a paver pattern by the 
front door. And maybe there's a low wall 
with columns or a big fountain in front of the 
motor court or something as simple as a wall 
fountain and a water feature." 

This hardscape focus separates Phillips 
Environmental from the competition, Phillips 
said. "Anybody can do a planting plan," he 
remarked. "But if the client is looking at two 
or three of those, it's hard to see which one is 

(continued on page 60) 

In March 2001, Phillips Environmen-
tal Services decided to turn a 2-acre 

section behind its shop into an on-site 
recycling area. 

So, instead of crews disposing of 
clippings and prunings every night after a 
job, they bring it back to the office and 
put it in this recycling corner. Then every 
quarter, a tub grinder is brought in to 
grind the waste into utility mulch that can 
be used at the Phillips Environmental 
office, but not on clients' landscapes. This 
saves labor costs included in taking waste 
to a landfill and dump fees. 

"In our area, the landfills are maxed 
out, so this just made sense," said 
company President Chris Phillips. "The 
only cost of this program was the expense 
of fencing in this 2-acre area and making 
sure it was locked so others wouldn't 
dispose of waste there as well." 
- Nicole Wisniewski 

On-site 
Strategies 

(continued from page 56) 

presentation purposes," he said. "We'll do a 
hardscape plan to show a pool in the yard with 
a patio and outdoor structures like pergolas 
and pavilions. Not only does it help get the 
homebuilder more work and guarantee that 
homeowner will be our client, but it also gets us 
involved with the builder at the right stage -
most of the hardscape work we do needs to 

be done one year before the landscape." 
And drawings are rarely free, Phillips 

said. Custom homebuilders with whom 
Phillips has built exclusive relationships are 
the only ones who have Phillips at their 
beckon call as an in-house design team -
those drawings are usually done to help the 
builder, but Phillips is guaranteed the job. 

h 
C o 

Reading Platform Body 
with optional steel racks Reading Redi-Dek™ 

Reading delivers on our promise of building tough, solid, and depend-
able platform bodies. Rugged understructures are built to handle all of 
your hauling needs whether you are using stake racks, contractor sides, 
or solid sides. The versatile Redi-Dek™ can utilize stake posts or pull a 
gooseneck trailer. Premium materials and superb craftsmanship make 
Reading platform bodies the premiere platform body. Reading platforms, 
they're built for the long haul. 
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YOUR TIME IS V A L U A B L E 

Medall ion 
Landscapes 

1 

Your time is better spent supervising job sites - not 
driving around town looking for supplies. Now your local 
John Deere Landscapes branch has everything you need 
to oversee a successful landscape and irrigation 
contracting business. From rotors and controllers to 
landscape supplies, you will find a complete range of 
solutions for residential and commercial jobs. 
Stop by your nearby John Deere Landscapes branch 
and see our expanded product lines and how we can 
assist you with irrigation system design and planning, 
installation tips, technical training and more. 
You'll recognize our staff - now become better 
acquainted with our new services! 

More Than 200 Branches Nationwide 

J O H N D E E R E 
LANDSCAPES 

www.JohnDeereLandscapes.com Free Catalog: 800-347-4272 
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http://www.JohnDeereLandscapes.com
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superior. But if a well-thought-out hardscape 
plan is among them, clients get really inter-
ested. And then a well-thought-out landscape 
plan is icing on the cake." 

Implementing hardscapes into the design 
also creates the necessity for Phillips to meet 
with the client early on to find out more about 
how the home is being built and help him 
schedule different installation stages, he said. 

To ensure clients are aware of Phillips' 
specialty focus, marketing is essential. The com-
pany spends about 2 percent of its budget on 
marketing. In addition to generating new busi-
ness, another positive aspect of Phillips' com-
mitment to advertising has been the increased 
recognition and instant credibility among ex-
isting clients and vendors, Phillips said. 

To create the right advertising message, 
Phillips Environmental interviewed several 
marketing agencies. One stood out in terms 
of its out-of-the-box creativity. "They of-
fered something different and really caught 
us by surprise with their initial presentation, 

Chris Phillips' self-designed estimating system makes providing clients with fast 
estimates easier. "It's a database system that any account manager or landscape 

architect can go into and complete a work order or a proposal for a project in minutes," 
enthused Phillips, president of Phillips Environmental Services, Clearwater, Fla. "Once 
plant materials or hardscape materials are used in the system, they are there to pick 
from next time. The system automatically generates an estimate and details all the 
costs, labor and markups." 

The company's entire network is Web-based so employees can log in from home as 
long as they have Internet access. The same holds true for the software programmer - if 
Phillips wants the system upgraded or changed, the programmer can do it instantly 
through the Internet. 

Phillips said at his previous company he was accustomed to using programs that 
didn't allow for overhead recovery, were too plain or had features that he didn't use. 
About the new program, he said: "The program I designed has not one thing more than 
we need and not one thing less." - Nicole Wisniewski 

Smooth Estimating 
which was great but wasn't what we wanted," 
Phillips said. "We thought we'd take a shot 
at them anyway." 

Since the company wants to reach afflu-
ent homeowners and builders, its print ads 
play on how the landscape work feels 
and how Phillips can create a resort-like 
atmosphere. Ads titled "LandEscapes" use 

hardscape-filled images and phrases like, 
"At long last, paradise found ... and it's 
home" and "Landscaping so beautiful, you 
may opt to live outside." 

The ads, which cost about $5,000 to $6,000 
for concept, design and placement, continue 
to pay off, Phillips said. "We constantly get 

(continued on page 62) 

Still using old-fashioned stake & wire 
to plant your new trees & shrubs? 
Finally, there's a better way! Introducing... 

IREE S T A P L E 
BELOW-GRADE STABILIZING SYSTEM 
FOR NEW TREE & SHRUB PLANTINGS 

INC. 

US PATENT NOS. 6,141,903 & 6,065,243 

The revolutionary new stabilizing system that's 

SAFER because it's completely be low-grade 

CHEAPER because it never needs to be adjusted 
or removed 

EASIER because one worker; a sledgehammer; 
and a few minutes is all it takes to install 

CALL (877) TREES-49 TO ORDER 
OR VISIT WWW.TREESTAPLEINC.COM FOR MORE INFORMATION 
Tree Staple, Inc. • 310 Springfield Ave., Suite 8 • Berkeley Heights, NJ 07922 
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Now That's One Mean Cat 
Nice doggy. Nicer riders. The Bob-Cat ZT 200 Series diesel engines, with Bob-Cat's 7-gauge steel, fully floating, 

zero-turn riders are rather intimidating machines. They're suspended ContourCut decks ranging from 48" to 72" 

tough and affordable. And deliver one heck of a mean wide. In addition, we've added features to improve 

cut. Because when it comes to protecting their turf, operator comfort, like a redesigned footplate, so you can 

they're all business. Giving you the options you need stretch out your legs, while our comprehensive 3-2-1 

at the price you want. Choose from air- or liquid-cooled warranty gives you all the support you need. For a dealer 

gas and liquid-cooled near you, call 1-888-922-TURF or visit textronturf.com. 

©2001 Textron Golf, Turf & Speciale) Products 
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Check online to see 
Phillips1 budgeting sheet 
and quality control form. 

(continued from page 60) 

comments from customers who see our ads/' 
he said. "And we get a lot of results for our 
dollar. For the same amount of money we 
did something that's more eye-catching and 
different, and helps establish our credibility." 

ACCELERATED GROWTH. In 1999 -
Phillips Environmental^ second year - the 
company grew from $1.3 million to $4.1 million 
in revenue - a 317 percent growth rate that 
added 75 more employees that year. 

To find people, Phillips hired an outside 
recruiter who matched the company's needs 
with candidates who met specific criteria. 

The rest Phillips attributes to a lucky 
market, a good company reputation and con-
solidation. "I find that the better employees 
don't enjoy working for big national compa-
nies," he said. 

The organization is full of experienced 
landscape professionals who either worked 
with Phillips at his previous company or at 
another local company, so Phillips said han-
dling fast growth was something everyone 

seemed to comprehend. "We've all been 
there before - our team is pretty seasoned," 
he pointed out. "And with us, things go 
better when we're really busy." 

In fact, Phillips calls that year "a blast." 
"We were all going somewhere really fast as 
a team and everybody bonded," he said. 

Also, possessing systems that can be 
quickly replicated helped. "Each account 
manager has three crews, so if we get a 
fourth crew, we get a new account man-
ager," Phillips explained, adding that each 
crew manages between $750,000 and $1 mil-
lion worth of work. Crews typically handle 
weekly mowing, blowing and edging on 
clients' properties, while Special Projects 
Coordinator Linda Osborne manages other 
site needs, such as disease and insect control, 
fertilization, mulching, tree pruning and sea-
sonal annuals. "Her customers are the ac-
count managers," Phillips explained. "They 
come to her with their client needs and she 
schedules the work." 

Another aspect that made handling fast 

growth easy was Phillips obsessive nature to 
budget every detail. Despite his accounting 
background, Phillips admits that at Land-
scape Technologies he didn't budget as as-
tutely as he does now. 

Today, Phillips said he even budgets for 
new tires for the year. "We have a very de-
tailed budget with 300-plus line items for 
each division," he said. 

The company uses a four-division budget 
that includes the maintenance division of the 
Clearwater headquarters, the maintenance 
division at the Sarasota, Fla., branch office, 
the irrigation division and the design/build 
division. Each manager puts together his or 
her own division budget and then Phillips and 
the managers get together for a final approval. 
But the budgets are never final. "We have what 

(continued on page 167) 
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• • Dig a 71 tree 

or shrub In 
less than 2 
minutes 

• Save thousands 
in labor and 
equipment 

• Save money, 
time and 
increase 
productivity 

Free freight nationwide 
on order received by 
April, 15, 2002. 

For more information and a free video 

1 - 800 - 439 - 6834 

BRISCO 
251 Buckeye Cove • Swannanoa, N.C. 28778 
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More Features. Same Low Price. 

Value. Not just hot air. But true value. Now, 
( 

that's something to get excited about. The new 

Bob-Cat walk-behinds are loaded with extra features. 

Yet, you can't tell by the price tag. They're tough, 

reliable and have everything your crew needs to 

boost productivity. Like improved operator controls 

for better comfort, an electric clutch with fewer 

moving parts to maintain, and a rugged 7-gauge 

steel deck with 6-bolt spindle assemblies for greater 

impact resistance. Plus, factor in our all-inclusive 

3-2-1 warranty, and you've really got something to 

jump for joy about! For more information or the name 

of the dealer near you, call 1-888-922-TURF or visit 

us at textronturf.com. S00* 

€>2(X)1 Textron Golf, Turf & Specialty Product» 
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by Kristen Hampshire 
What started with aeration bloomed 

into fertilization. How, Scott Brown 

is ready to take the company above the 

$1 million mark. 

Aeration is more than dirt plugs and 

dethatching for Scott Brown. 

Tired of marketing efforts that emp-

tied his budget and irritated potential 

clients, he decided to turn a one-time 

service into a lawn care sales opportu-

nity. After one year, 2,100 aeration jobs 

and 900 new treatment customers, 

ProGreen Lawn Care, Austell, Ga., proved 

that small jobs make big impressions. 
But most of all, Brown found a 

marketing method that pays for itself 
and leaves clients a token of the 
company's quest for quality. "We pro-
vide aeration service at a price below the industry average 
and we generate a lead out of an economical, one-time ser-

vice," explained Brown, who started his 
business with this service in 2000. This 
produces either a new lawn care client 
or at least an estimate to enter in a 
database for further marketing efforts, 
he pointed out. "They will have a need 

ProGreen 
Lawn Care 
4160 Ewing Road 

Austell, Ga. 30106 

PH: 770/745-6609 for our treatment services eventually.' 

BREAKING GROUND. Brown's persistence stems from a 
resume with 11 years of industry experience that allowed 
him to skip a few grades when he started ProGreen. "Once 
you run a mile, it's easier to run the next mile," he compared, 
explaining how he was able to jumpstart growth to reach 
nearly $280,000 in revenue the first year and more than 

Scott Brown and the ProGreen team prove that a one-time aeration service can serve as an 
effective lawn care sales lead. Photo: ProGreen 

$500,000 in 2001 with expectations to break $1.2 million in 
2002. "Having slowly built systems in the other business, it 
made starting over much easier." 

The lessons he took away from his eight-year stint running 
a commercial maintenance operation didn't translate directly to 
his new market, which is all high-volume, high-end residential 
in greater Atlanta - a rapid-fire growth area. He did learn that 
business know-how builds a firm foundation for growth, sys-
tems keep crews running and, most of all, quality counts. So, 
once he discovered lawn care was a key profit center, he took 
this education, shifted gears and started a new venture. 

First, Brown knew he needed to offer high quality with a 
low price tag - at least to lure in new business. So, his $45 
aeration fee is rock-bottom compared to his competitors' $90, 
but he's not losing out. These cost cuts do not reflect his lawn 

(continued on page 66) 



WAIT UNTIL YOU 
SEE IT FROM THE 
DRIVER'S SEAT. 
No matter how you look at it, 

the brand-new Bunton* BZT"2000 

Series riders are built to last, from 

the tires up. Combined with the 

proven performance that you 

expect from Bunton, these 

ZT riders are loaded with premium 

extras. Like more gas and diesel 

engine options, plus extra-tough, 

7-gauge steel construction that 

stands up to the most challenging 

conditions you encounter. Better 

still, features like an electric deck lift 

and a 12-gallon fuel capacity save 

you time and money. Bunton BZT 

riders also feature our exclusive 

3-2-1 warranty* so you can rest 

assured that you've invested in the 

right mower. Together with our 

new walk-behinds, they're proof 

that there's never been a better time 

to start building your business with 

Bunton. For more details or a dealer 

near you, call 1-888-922-TURF or 

visit us at textronturf.com. 

It's a Pride Thing. 

•Three years on the deck; 
two years on the walk-behind 

hydraulic drive and spindles; and 
one year on the chassis and the 

balance of the machine. Some 
warranty restrictions apply See your 

Bunton dealer for details. 
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care pricing, which is aligned with others' 
prices. Brown simply uses these aeration 
jobs as sales leads, turning 60 percent of them 
into lawn care customers. 

"We've eliminated the paid employee 
who runs around doing 100 lawn quotes a 
week, closing 20 to 30 percent," he explained. 
"By offering aeration, you go out, you do the 
$45 dollar job, and our crew leaves a quote, 
but their time at the property is paid for by the 
aeration fee. It's an interesting way to recoup 
the costs, and then you've done something for 
them that says, 'We do a good job/" 

Brown's crews are trained to do more than 
a "good job," but instead, a well-rounded job. 
They know how to estimate properties - each 
technician carries a book complete with stan-
dard geometric property shapes and sizes to 
help them measure areas. Also, they are cross-
trained - salespeople understand lawn care 
applications, aeration technicians leave quotes 
and applicators cover these tasks, too. This 
versatility is important, Brown stressed, and 

If a picture is worth 1,000 words, then a digital image of a property might save 

1,000 guesses when it comes to diagnosing lawn problems. Scott Brown, owner, 

ProGreen Lawn Care, Austell, Ga., prefers not to take chances with the words. 

Digital cameras at ProGreen Lawn Care allow the company to capture conditions of 

its clients' lawns so technicians are not left guessing on the site. "Any occasion where 

the crews have a question on something they see or experience that can be photo-

graphed, they take a digital picture," he described. "Then, they can bring that back to 

the office and show a manager or salesperson so we don't have to make a second trip 

out to the property to see a problem." 

This works the same for client questions. Technicians can simply snap a photo, 

visually record the query, and consult a manager about the problem, Brown said. 

"This is saving sales people tons of time from driving around and seeing what is 

brown patch and what is not," he pointed out, adding that he hopes to budget one 

camera for each crew next year. 

Besides disease identification, the cameras play an integral role in the company's 

training program, Brown noted. If a technician spots a lawn care "don't" while on the 

job, he or she can take a picture, bring it to the next training meeting, and share the 

faux pas with other employees so they don't make the same mistake. 

- Kristen Hampshire 
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A Versatile Landscaping Tool 

Other models available. 
Model F-990H shown above 

Landscaping 
• Define Landscape Beds 

• Install Plastic or 
Steel Edging 

• Prepare Beds for 
Concrete Curbs 

• Redefine Existing Beds 

Trenching 
• Install Sprinkler Systems 

• Bury Pipe, Wire or Cable 

• Install Electric Dog Fence 

• Trench 2" to 12" Deep 
Depending on Model 
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N E W LANDSCAPING TOOL 
It 's Affordable - Prices Start At $3,995. 

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

soil while removing debris and rocks of all sizes. 

Attaches to any skid-steer bucket!!! 

mniiiii rftfft S&& w a mm 
USE READER SERVICE # 8 0 USE READER SERVICE # 8 1 

2002 www.lawnandlandscape.com LAWN & LANDSCAPE 

http://www.brownmfgcorp.com
http://www.lawnandlandscape.com


training eases the learning curve. Meanwhile, 
a dedicated employee who carries the title 
Customer Satisfaction Guarantee spot checks 
jobs, handles client calls, and even takes digi-
tal photographs of problems (see sidebar on 
page 66). This focus will eventually turn into 
a full-time job as the company continues to 
grow, predicted Mike Perry, chairman of the 
company. 

Besides taking care of clients, ProGreen also 
concentrates on its own people. "Smaller com-
panies are totally dependent on people, and 
that's why they have to train, encourage and 
develop them," Perry pointed out. 

Brown realized that from the beginning 
when Perry agreed to take over the company's 
books. Perry's 40 years in large corporation 
management experience is ProGreen's finan-
cial half of the equation - Brown offers op-
erations and marketing expertise. "We de-
cided who had what strengths and weaknesses, 
and putting all egos aside, what's best for us as 
a whole is to realize our weaknesses and either 

learn them or find someone who is better at it 
than we are," Brown figured. 

FINISHING TOUCHES. Brown realizes 
that quality services stem from smooth sys-
tems. Without a solid infrastructure, the green 
lawns will fade, along with clients and dol-
lars. He admits that in the past, systems were 
"an absolute nightmare," and resources -
primarily labor - were a stretch. 

Now, a staff of 22 allows crews to run 
more efficiently, and a software system paired 
with Perry's financial direction organizes 
accounting. Furthermore, certification and 
training efforts will take priority as the com-
pany expands, Brown added. 

In addition, ProGreen sees plenty of ac-
tivity in its lawn care division, and expects 
this facet to accelerate - maybe even reach 
3,000 clients. The company plans to inflate 
its tree and shrub service, which currently 
makes up only 5 percent of the business. 
Finally, Brown wants to explore top dress-

ing and lawn sanding - a market increasing 
in popularity, he noted. 

Of course, with these expansion tactics in 
mind, juggling too many balls at once is a 
concern, Brown remarked, adding that he 
will not stray from his quirky marketing 
mainstay. Aeration will not fade as other 
services strengthen, and neither will value, 
he emphasized. "The customer has a re-
minder of you in your absence, and that's 
their green lawn," he said. 

in 
The author is Associate Editor of Lawn & Land-
scape magazine. 
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THE HUSTLER 
THE TOUGHEST-BUILT Z-RIDER ON THE MARKET IS ALSO 
THE MOUNTAIN GOAT OF MOWING EQUIPMENT. A WIDE 
STANCE. LOWEST SEAT HEIGHT, AND BEST WEIGHT 
DISTRIBUTION IN THE INDUSTRY MAKE THE HUSTLER Z 
THE KING OF THE HILL. 

» Lifetime warranty on the tractor frame and 
leading edge of the deck! 

» Most compact Z-rider - only 75" in length with 
60" deck. 

» 52" or 60" decks, 23 HP or 25 HP Kawasaki 
engines. Optional 9-bushel BAC-VAC catcher. 

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

» Over 12 gallons of fuel capacity - more than 
a day's worth of fuel. 

» No daily lube points. Spend time mowing, not 
servicing. 

HUST L ER TURF E Q U I P M E N T w w w . e x c p l h u s t l e r . c o m 

THE Z WITH A DIFFERENCE! CALL NOW: 

1 -800 -395 -4757 

HUSTLER 
Turf Equipment 
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MAKE IT BETTER. 
BASF 
PROFESSIONAL 

We doni make the turf. 
We make it better. 

Basamid® Image® Drive® Pendulum® 
When choosing a professional partner, you should 

demand a commitment to success equal to your own— 

the kind of commitment you get from BASF. While other 

companies were bailing out on the turf industry to chase 

profits in pharmaceuticals, BASF was actually divesting 

its pharmaceutical holdings to free up resources to serve 

you better. That means billions in R&D to add innovative 

new products to our already top-performing portfolio. 

It means unsurpassed customer service and a long-term 

commitment to the future of the turf industry. Most of all, it 

means working side by side with you to make it better. 

BASF 



Although depreciation cannot be explained in a 
step-by-step manner applicable to every contractor, 
the following tips will flush out some of the confusion 
stemming from depreciating costs. "Depreciation is a 
fairly simple concept once you grasp it," said Frank 
Ross, president, Ross-Payne & Associates, Chicago, 111. 

DEPRECIATION 1 0 1 . Depreciation, a byproduct 
of the U.S. tax system, allows individuals to write off 
the cost of capital assets over their expected lifetime. A 
portion of the cost of each item is then figured into each 
year's business expenses. Depreciation helps business 
owners manage their expenses by spreading out equip-
ment costs over several years, identified Dan Weingartz, 
general manager, Weingartz Supply, Utica, Mich. 

"It's a better plan of what your true cost of doing 
business is," he said. "It allows you to replace equip-
ment when it needs to be replaced and not when it 
breaks. Then, you can more effectively manage equip-
ment inventory and not let it get out of hand." 

(continued on page 72) 

Balancing 

smart 
equipment 

purchases with 
depreciation 
know-how 
equals 
investments 
that pay for 
themselves. 

Photo: Ariens 

The idea of equipment depreciation can 

be enough to make one's head spin. Deal-

ing with tax code discrepancies, under-

standing useful life and balancing bud-

gets do not always come naturally. How-

ever, what does come naturally - the desire for profit 

and productivity - starts with a sound grip on the 

financial end of the business. 
Depreciation begins immediately after the purchase 

of new equipment. A new riding mower or skid-steer 
loader will only be new for so long, and contractors 
need to take this into consideration when figuring their 
annual costs. An equipment purchase requires a sig-
nificant investment - one that needs to be substanti-
ated and recouped with new business and additional 
revenue. Balancing the value new equipment loses as 
it ages with revenue generated by machine use trans-
lates to booming business and investments worth the 
initial cost. 

"Equipment holds tremendous potential, but causes 
real pitfalls if you don't know how to manage it effec-
tively," noted Jim Huston, president, Smith-Huston, 
Englewood, Colo. "I just use the term 'busy and bill-
able' - equipment has to be that about 50 percent of the 
time to be worth the investment." 

Having a handle on 
equipment depreciation relates 
directly to balanced budgets 
and savvy spending. 
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Great Dane 
Is Throwing 
You A Bone. 

Scamper HG 15 hp * 36 in. cut 
Here's a deal good enough to sit up and beg for. 

A genuine Great Dane Scamper HG now at an unbelievable price. And best yet, 
you can put it on the card, taking advantage of the John Deere Credit revolving 
credit plan. No ordinary walk-behind, this dual-drive hydro is one of the easiest 

to use. Thanks to single-lever tracking. And a wide wheel stance for greater 
stability on hills. See your dealer today for a great deal on a Great Dane. At this 

price you really can afford to run with the big dogs. 

•Offer good through March 31, 2002, Subject to approved credit for qualified buyers on John Deere Credit Revolving Plan for commercial use. 
Reduced payments for first 12 months based on 1% of amount financed. After first 12 months, payments will be based on 3% of the amount 

financed. Taxes, freight and setup may increase monthly payments. Available at participating Great Dane dealers. See dealer for details. 

$3,499 
Limited Time Only 

GREAT^DAiVE 
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(continued from page 70) 

Depreciation does not relate to how con-
tractors finance the payments for new equip-
ment. Instead, it is a representation of how 
assets will be used, Ross explained. "That's 
the easy thing - planning for depreciation -
because it is truly a tax calculation," he said. 
Because the average useful life of most heavy 
equipment is seven years, contractors must 

then spread the cost of an asset across the 
seven years and plan on recouping the cost 
through profit and productivity. Straight-
line depreciation over seven years would 
then call for an annual $1,000 business ex-
pense for a $7,000 piece of equipment. 

However, tax code depreciation for ac-
counting purposes often will not match the 

true depreciation of equipment, Weingartz ad-
vised. Although the legal useful life is set at 
seven years, some equipment may only have a 
useful life of three to four years. "When you're 
actually looking at the useful life, come up with 
a number that makes sense when coming up 
with a replenishment schedule," he said. 

For example, a contractor may purchase a 
$9,000 mower and depreciate it over seven 
years. Yet, the mower may only be operable and 
useful for approximately three years. In this 
case, consider the salvage or resale value of a 
piece of equipment. If the equipment can be 
sold before the seven years to overcome the 
depreciation loss, it may be more economical to 
sell, Weingartz said. If the mower had depreci-
ated $4,000 over three years but the contractor 
foresees receiving only $4,000 in salvage value, 
the contractor can plan for a $1,000 capital loss. 

Weingartz went on to explain that keep-
ing true depreciation in mind ultimately helps 
contractors with the big-picture mentality in 
terms of their equipment and replacement 

(continued on page 74) 

As a general rule, you need to 

be able to bill out a piece of 

equipment approximately 50 percent of 

the time. For example, a tractor that has 

a cost per hour of Si5 should be 

included in bids and operated and billed 

to jobs at least 20 hours each week. This 

would generate $300 per week in 

revenue (before profit and overhead 

markups) to cover its costs. 

If you cannot bill out a piece of 

equipment 50 percent of the time, you 

will not generate enough revenue from it 

to cover its costs. Contractors can justify 

purchasing specialty equipment if they 

believe the convenience of ownership 

outweighs any lack of unbillable hours. 

- Jim Huston 

The 50% 
RULE 



R E S E A R C H syngenta 

The smartest way to outwit a weed? One application of easy-to-use 

Barricade® each spring. 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 
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your local Syngenta sales representative and learn more about Barricade. 

Barricade 
Herbicide 

www.syngentaprofessionalproducts.com 
Important: Always read and follow label instructions before buying or using this product. ©2001 Syngenta. Syngenta Professional Products, Greensboro, NC 27419. Barricade* and the Syngenta logo are trademarks of a Syngenta Group Company 

USE READER SERVICE # 1 8 

Before you can beat crabgrass 

you have to think like crabgrass. 

http://www.syngentaprofessionalproducts.com


• i 1 JJ j j j j J y j j o_i y fll ?jjj 
(continued from page 72) 

schedule." At some point, equipment becomes 
more expensive to maintain than replace," he 
said. "Plan your replacement schedule so you 
have an idea of what your equipment expense 
is going to be every year in true dollars, 
instead of based on accounting." 

This discrepancy may initially intimi-
date small companies or new business own-

ers and create frustration when attempting 
to balance accounting and true costs. "The 
depreciation aspect doesn't relate to real-
ity," Huston said. "The IRS code was not 
meant to give the contractor operational 
tools, and it's important to realize we're not 
dealing with fair market value. [Account-
ing] may or may not reflect reality. Contractors 

Turn quicker profits. 
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Any mower will cut grass. But Dixon ZTR® mowers will cut 
your work load. With three heavy-duty, fan-cooled, hydrostatic-
drive commercial models to choose from, there's a Dixon 
ZTR just your size. 

Our front-mount 6023 and mid-mount 7523 come with 
decks that flip-up for easy servicing. Both feature the beefy 
23hp Kohler engine and celebrated Dixon ZTR dexterity. 
In tight spots, their pedigree is obvious. But out in the open, 
these workhorses become racehorses — whisking you to 
the next patch of uncut grass at 8 to 10 mph! 

To power its 60" or massive 72" cutting deck, our big new 
8025 comes with a choice of 25hp Kohler or optional 26.5hp 
Daihatsu diesel. With fully adjustable seat and ingenious big-
rig style seat suspension to smooth out the ride, the 8025 
is designed for long hours. And with all-steel construction, 
all three models are built for long life. 

For a free brochure and location of your nearest dealer, 

Call 1-800-264-6075. 

SM 
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ZTR Mowers 

Keeping score means that you 

are constantly verifying that 

the revenue generated from equipment 

bid into jobs and installed in the field is 

sufficient to cover all of your equipment 

expenses. 

Always ask yourself these all-important 

questions for each piece of equipment: 

Is this piece of equipment paying for 

itself? Is it justifying its existence and 

expense? - Jim Huston 

Editor's Note: The sidebars on this page 

and page 72 are from the Jim Huston's 

book, Estimating for Landscape & Irriga-

tion Contractors. The author is president 

of Smith Huston, Englewood, Colo, and 

can be reached at 800/451-5588. 

need to talk to an accountant and know their 
limitations with the tax accounting system vs. 
their budgeting for operational issues." 

BALANCING BUDGETS. Calculating de-
preciation costs requires more than simply 
analyzing available equipment, suggested 
Jon Wernis, co-owner, United Lawnscape, 
Detroit, Mich. Counting costs from the begin-
ning also helps contractors determine whether 
new equipment can be financed or not. "You 
have to have a firm grip on what costs are 
before you even worry about depreciation," 
he said. "You basically have to put a plan 
together for equipment within that cost of 
accounting. Figure out what you are spend-
ing over time with parts, repairs, etc." 

Once business owners determine approxi-
mate annual costs, they can set up a profit-
and-loss statement based on cost rates per 
labor hour. Huston offered an example to 
explain this process. If a contractor purchases 
a new truck for $40,000, the tax schedule will 
dictate a certain time period for the asset's 
depreciation. To find out how much business 
the company will need to produce to pay for 
the truck, it makes sense to figure out how 
long the truck will be useful to the contractor. 

(continued on page 76) 
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"The truck is going to last maybe 10 years," 
Huston suggested. "I take the cost of the 
truck, all of its fuel, the repair parts and 
every expense the truck will have during the 
course of its lifetime." These costs may equal 
about $100,000, Huston figured, and the truck 
will probably last for about 10,000 billable 
hours. Subsequently, dividing the lifetime 
cost by the billable hours results in the cost 
per hour to operate the vehicle: $10. 

"Then, bill the truck out at least 1,000 
hours a year, which gives us 10,000 hours 
over the lifetime of the truck," Huston con-
tinued. Eventually, the cost of the truck will 
be recouped at $10 times 10,000 hours. This, 
Huston offered, is the true idea of deprecia-
tion: making the equipment pay for itself. In 
other words, if contractors don't think they'll 
use the truck this much, they shouldn't pur-
chase the vehicle. 

Although keeping a profit-and-loss state-
ment remains important for tax purposes, be-
ing aware of productivity in terms of equip-
ment costs and depreciation determines true 

profitability. Even when a profit-and-loss state-
ment reports a profit, measure it against true 
profitability and expenses to determine whether 
equipment costs are helping or hurting the busi-
ness, Wemis said. "You need to know what your 
costs are, because if you don't know, how can 
you bid accurately?" he questioned. "Every-
thing costs you money, and you actually need 
to know what it costs you on a labor per hour 
basis so you know where to aim your pricing." 

Avoiding hasty decisions when purchas-
ing equipment is also important, Huston 
remarked. Particularly when contractors at-
tend trade shows, they see new equipment 
they want to purchase. Even though they 
may be able to afford the cost initially, con-
tractors need to keep in mind that they'll 
need to boost production in order to finance 
the depreciation of the asset. "What happens 
is [the contractor] makes an emotional deci-
sion and buys it because he wants it," Huston 
said. "But when he can't keep busy enough, 
then he's in trouble. They have to have it, but 
they aren't asking who is going to pay for it." 

your costs are, because 

if you don't know, how 

can you bid accurately?" 

-Jon Wemis 

WHY DEPRECIATE? Depreciation may 
help lessen the impact of equipment costs 
from the outset, but contractors also need to 
realize the future implications of equipment 
purchases. A steady, consistent financial 
background may be a saving grace when a 
smaller company suddenly acquires a huge 
account and needs to boost equipment in-
ventory, said Jack Snow, president, Sheffield 
Financial, Clemmons, N.C. "You have to 
watch depreciation and pay close attention 
to your credit because you never know when 
you'll end up with a contract," he said. For 
instance, one local company consistently 
borrowed from Sheffield Financial for five 

(continued on page 93) 
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Only the RotaDairon® Soil Renovator™ 
makes a perfect seed bed in one pass. 

If you've got turf in poor condi-
tion, or even healthy turf that you 
need to turn under, RotaDairon is 
the easiest and most reliable way 
to go. You can make a perfect 
seed bed in one pass if you wish. 
No other machine on the market 
is like it. It can renovate the sod, 
bury rocks, turn grass under, get 
rid of debris and refinish the soil 
in the process, creating a smooth, 
even surface excellent for seed 
germination. The unique seed 
attachment allows you to do it all in 
one pass. No raking. No labor. 

Dealer Inquiries Invited 
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Call today for details. 
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by Kristin Mohn 

IN THE 

Hand-held 
technology 
places 
a new spin 
on landscape 
contractors' 
everyday 
business 

routines. 

Palm Pilots are no longer just for the three-piece-suit-clad 

yuppie set. Personal hand-held computer devices define the 

technological revolution, a trend changing the basic ways in 

which we receive and distribute information. 

The landscape contracting industry has welcomed the revo-

lution slowly, but surely. As the industry matures and progresses, 

Palm Pilot devices have begun to crop up in the field, saving time, 

retaining clients and preserving contractor sanity. "[The device] 

reminds me when I need reminding," said Joe Villines, owner, 

MyaScape Enterprises, Norwalk, Iowa. "At about $200 for a Palm 

Pilot, it's worth it if it saves me from losing an account." 

C Y B E R - C O N S C I O U S . Hand-held devices appeared on 

the technology scene several years ago, but offered little assis-

tance to the landscape industry because of their inaccessibility 

and fragility, insisted Joe McPhail, vice president of operations, 

Real Green Systems, Walled Lake, Mich. Early data collection 

units lacked a user-friendly interface, were bulky and inconve-

niently delicate. "If the computer geek was having trouble, we 

were not going to get a lawn care company behind it," he joked. 

"We needed something that was friendly to the [contractor] and 

a tool he could use, not something he had to figure out." 

Therefore, contractors found value in systems that required 

little training and emphasized durability within the field. Today, 

manufacturers have responded with hand-held computers better 

equipped for what Villines calls a "dirty business." McPhail 

agreed, suggesting that a contractor may be in and out of his 

truck more than 25 times each day, handling equipment roughly 

and in a variety of weather conditions. "One of the things we 

really looked for was durability when we selected the product we 

did," he identified. "The manufacturers are starting to see the 

uses in the field for Palm Pilots and have responded by making 

units specifically for those types of applications." 

For Tony Neumann, president, Sprinkler Solutions, 

Scottsdale, Ariz., the hand-held computer investment still may 

not completely justify what could happen to the unit in the field. 

"If you drop a Palm Pilot, it will cost you a couple of hundred 

bucks," he said. "But if you drop a notebook, it costs 50 cents." 

McPhail sees prices dropping as the uses and technology 

advance. And even when new models require a more significant 
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investment, he feels the impact on the business 
will be worth the cost. "When contractors look 
at the overall savings to the company, they 
won't have a problem with [the price]." 

Yet, some kinks still need to be ironed out 
of the hand-held technology infrastructure, 
stressed McPhail. At the Green Industry Expo 
in 2001, he suddenly found himself with an 
inoperable Palm Pilot, miles away from his 
office and still a few days away from the trip 
home. "The matter of the issue was [the 
handheld] wasn't very rugged - I bumped it 
and it stopped working," McPhail said. Even 
though durability has improved since the 
inception of Palm Pilots, additional industry 
targeting could help eliminate similar snafus, 
he advised. 

DATA INPUT. Thus far, Palm Pilot uses 
within the industry range from job reminders 
to job costing to client databases. Steve Wil-
liams, president, Stephen Williams Land-
scaping, Berkeley, Calif., finds the schedul-

ing and communication capabilities invalu-
able to his business operations. "The office 
manager can run our calendars at the same 
time we update ours in the field," he said. 
"The Palm Pilot will be the key means of 
keeping in touch." However, he admitted the 
pen and paper still prove the most convenient 
means for him to keep track of messages. 

Hand-held technology, when paired with 
appropriate software programs, also improves 
accuracy when tracking jobs and calculating 
job costing, McPhail related. The start and 
stop times of services can be tracked correctly 
with the data collection units, and when it 
comes time for estimating, simply typing in 
measurements and service specifics in the 
Palm Pilot yields an approximate price for 
the customer. 

This ease in estimating travels back to the 
office, where an office staff "in the old days" 
had to set aside blocks of time to type in 
estimate information. "It would take hours 
and hours," McPhail remembered. Today, 

information from the Palm Pilot can be 
routed directly to the computer, leaving time 
for more efficient business practices and elimi-
nating tedious data-entry. 

In turn, accurately filing and recording 
this information from the outset saves time 
in subsequent years, McPhail continued. 
"Later, if the customer calls back and wants a 
proposal, it's in the computer and you can 
pull it back up," he said. "You can give it to 
them over the phone and reduce work and 
considerably reduce costs." 

Villines again related the value of Palm 
Pilot reminders, which keep him on his toes 
when he has a multitude of appointments 
and responsibilities on his mind. He simply 
enters appointments and follow-up visits one 
by one into his e-mail calendar, and then 
receives reminders on the Palm Pilot via the 
calendar. However, Williams stated that some 
discrepancies between the actual desktop and 
the Palm Pilot software have lowered the 
value in syncing the two machines. "There 
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are not many integrated packages between 

the desktop and the Palm Pilot, but I think 

that gap is closing," he said. 

RIGHT FOR M Y C O M P A N Y ? In 
truth, Palm Pilots may not be the No. 1 tool 

for a productive business. But, their abilities 

to save time, cut down costs and organize 

schedules establish them as a technological 

advance worth considering, McPhail said. 

"The important thing when evaluating if 

[hand-helds] are valuable or not is to look at 

the overall productivity or value to the com-

pany as a whole," he said. "The advantage for 

our company is that the units automatically 

collect start and stop times. The data 

we're collecting in the field - quanti-

ties, soil conditions, etc. - are better 

documented and more accurate than when 

done from memory at the end of the day. The 

data is entered into the system more quickly 

and it's not going to sit on someone's desk." 

Convincing employees of hand-held ben-

efits may be more difficult, Neumann coun-

tered. Because a Palm Pilot can potentially 

hold and deliver so much information, em-

ployees sometimes feel intimidated with in-

formation they don't necessarily need or 

utilize, he said. "Sometimes they don't want 

to learn anything new," he said. "But it's just 

a learning curve." 

Williams trains his staff for hand-held 

computer use with an electronic slideshow 

presentation that demonstrates the unit's basic 

applications. Once employees learn how to 

work with the device, a process that usually 

takes only a matter of minutes, they get 

excited about the new technology. "Because 

this is something new to them, it's been 

perceived almost as a toy," he said. "Most 

guys then pick them up and learn other 

things about them." 

In fact, McPhail finds the Palm Pilot 

connotation of corporate success boosts em-

ployee reception. Just as cellular phones have 

exploded within society, the employees have 

started to view hand-held technology as a 

status symbol. And ultimately, as more com-

panies begin using Palm Pilots, those compa-

nies left behind will want to join the techno-

logical revolution, predicted McPhail. 

"When you get out in the field and see 

that the guy from a competitive company has 

better tools, it's the same as with a better 

truck or a better lawn mower," he remarked. 

"The guy with the best toys wins - and 

employees walk around with these [devices] 

with pride." Q 

The author is Assistant Editor of Lawn & 

Landscape magazine. 
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technology 

New 
software 
can change 
business 
operations 
significantly, 
but hands-

on training 
ensures a 
smooth 
transition. 

by Kristin Mohn 

TRADING IN THE TRADITIONAL. Initially, 

exchanging the tried-and-true ways of doing business with 

technology can create uneasiness, noted Steve Pruchansky, 

president, Greenscapes, Naples, Fla. "It's getting in the 

mindset to get rid of the pen and the paper," he said. "But 

my philosophy on software was that it would allow me to 

capture all the data coming into the office." 

Try, for a moment, to imagine today's world without 

computers. Many of us can remember the days when we 

relied on a typewriter when writing a letter, used graph paper 

instead of a spreadsheet and calculated complicated budgets 

by hand. While the computer has not completely replaced 

the way we used to operate, it certainly has made our lives 

much easier. 

Of course, since computers are still a relatively new 

invention, computer proficiency and skill varies across the 

board. Some people proudly label themselves computer 

geeks, while others struggle when logging on to the Internet. 

And as computers and software become more of a part of 

everyday business, this discrepancy presents a challenge. 

Landscape contractors must keep this in mind when 

incorporating new software programs into their busi-

nesses. Paying attention to their employees' skill levels -

as well as their reception to new technology - keeps 

everyone on the same page with new advances. Consis-

tency paves the way to a comfortably wired-in company, 

said Bruce Moore, president, Eastern Land Manage-

ment, Stamford, Conn. "The challenge is getting people 

to try new things," he said. "Some people are still nervous 

about venturing into uncharted territory." 
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Giving up traditional data-entry meth-

ods results in a trade-off between what is 

familiar and what will save time in the end. 

"We're all creatures of habit and we all resist 

change," Pruchansky said. "There are fears 

out there that you won't be able to do some-

thing as well as you do it currently, or that 

you're not going to be as good at it." 

Therefore, employee intervention and 

discussion on software features must take 

place before blindsiding a company with new 

technology. Before bringing computer pro-

grams to Greenscapes, Pruchansky organized 

meetings with employees and discussed their 

fears and hopes for the software's capabilities. 

"We looked at what we wanted the sys-

tem to do, both immediate and long-term," 

he said. "We asked what we wanted to have 

it do today and tomorrow, and what we 

wanted it to accomplish." Including employ-

ees in the purchasing decision will allow 

them to be more receptive to training later 

on, he added. 

Once a company chooses a software pack-

age, contractors can best prepare their staff 

for the new technology by bringing in the 

people who know the program best: its cre-

ators. Mark Harris, president, Harris Land-

scapes, Houston, Texas, set up a weekend 

training session with his employees and the 

software company staff to demonstrate the 

product. "We spent Saturday and Sunday 

going over things and learned basically by 

immersion," he noted. "Everyone was at a 

computer and, to me, that is the key thing: 

have the employees actually try it out, not 

just watch someone else." 

Moore also stressed the hands-on ap-

proach when teaching software basics. "It's 

one of those things where you really have to 

experiment to reach your own level of com-

fort," he theorized. "And then, as with any 

program, since there is so much you can do 

with it, the more time you spend with it, the 

more you find the pitfalls and shortcuts that 

help you work faster and more efficiently." 

In fact, when listing the best ways by 

which people learn, David Gabbert, owner, 

Inter-active Learning, Minneapolis, Minn., 

highlighted the hands-on approach as the 

most effective. "People learn by being cogni-

tive - by actually doing something and re-

peating it," he identified. 

SOFTWARE ABCs. Politicians often 

target influential or particularly visible groups 

and individuals during their campaign to help 

win over the masses. Similarly, approaching the 

management or crew leaders with new technol-

ogy first creates a trickle-down effect that will 

eventually reach other employees. 

"We had some concerns about electronic 

devices," Pruchansky said. "So we had four to 

five people involved in the first phase to see 

what the complaints and problems were be-

fore handing it out to everyone in the field." 

Ultimately, after smoothing out the 

program's inconsistencies, the upper level's 

approval convinced the rest of the staff, he 

Providing The 
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continued. "Once your senior people get 

behind it and support it, the team captains 

will handle the software from the top down." 

For this reason, training employees in the late 

summer months or early fall proves most 

effective because it is a slow time in the 

season, but usually a time period where most 

employees are still on staff, stated Moore. 

Following the leader in this manner works 

well because once employees start hearing 

positive feedback from coworkers, they want 

to be part of the action, Gabbert said. If the 

competition has a handle on technological 

devices, employees will want to stay on top of 

their own game. "If you can get a testimonial 

from another company who says, 'We used to 

do it one way, now we do it this way,' it really 

works," Gabbert added. 

True benefits probably speak louder than 

anything, Harris noted. His employees were 

particularly receptive when they realized they 

could switch from several different systems 

to one system for all operations. Identifying 

these time-saving and productivity-boosting 

benefits usually wins over the employees in 

the end, Moore said. "One person might not 

be aware that there's something in the soft-

ware that will help them to do their job 

better," he remarked. 

For example, when Pruchansky updated 

his computer programs, he set up a dual 

system where the old and new software ran 

against each other. For 90 days, the company 

used the existing software as the primary 

model and then checked the information 

with the new model. In this manner, employ-

ees could easily compare both systems and 

check the accuracy of the new program. "We'd 

match results and make sure billings were 

coming out the same on the two systems," he 

said. "We'd sit down three days a week and 

become familiar with the system, and then 

every day. We did it for a 90-day period until 

we matched our numbers." 

This training method helped Greenscapes 

identify features it wanted to add or remove 

from the software - items that managers then 

passed on to the software company. Custom-

izing the program based on each employee's 

input resulted in a software package that 

catered to everyone's needs. After switching 

the new system to the primary position and 

the old system to the backup position, the 

original software faded out of use. "We let the 

[old system] go away and converted the other 

machines over, and the old one went off into 

the sunset," he related. 

Methodical, organized systems like 

Pruchansky's eliminate the guesswork and em-

phasize simplicity - a key concept when dem-

onstrating a technological product, Moore said. 

He identified over-emphasis on detail as a pitfall 

when training employees for software. "Many 

times keeping it as simple as possible is better 

even though software does give you the oppor-

tunity for a lot of detail," he said. 

Again, consistency proves invaluable with 

software training. "Have an organized matrix 

so that everyone knows what the flow of 
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VA 
information is and have a sheet detailing all 

the codes used so everyone is on the same 

page," Moore suggested. 

S Y S T E M O V E R L O A D . Errors and sys-
tem failures make up the dark side of com-

puter technology - anyone who has used a 

computer has wanted to throw it out the 

window in frustration at one point. Simi-

larly, training crews for software sometimes 

meets fierce resistance when they refuse to 

input the information. A mix of patience and 

creativity helps convince employees their lives 

are about to become much easier. 

"People resisted the software at the begin-

ning," Pruchansky said. "But we were incor-

porating more things onto the computer that 

were done manually before. Then, they started 

to see the benefits - certain aspects of the job 

only had to be done one time." For instance, 

crews could log the start time of their jobs on 

the computer with just the click of the mouse, 

resulting in accurate and simple job costing. 

Gabbert added that the time commit-

ment to training sometimes concerns em-

ployees. In addition, their pride in the cur-

rent system of accomplishing work causes 

them to question a new system. They may 

worry about changes in productivity, but in 

the end they realize their overall efficiency 

can only be boosted with the software. This 

is the key point to emphasize, he said. "The 

better tools they have, the more effective 

they'll be at what they do," he shared. 

Once a company breaks the ice with a 

new program, inevitably employees will take 

interest in the new and improved systems, 

Gabbert continued. He compared software 

training to the slow but steady growth of the 

Internet. "Until people work with the Internet 

and find how much time it can save them, 

they just don't realize [the benefits]," he said. 

And, as the world moves farther into the 

21st century, grasping technological concepts 

will become mandatory for a successful busi-

ness, Pruchansky predicted. "If you don't 

have a computer, you're making a mistake," 

he said simply. 'You're spending too much 

time doing it manually, when you could be 

turning attention to other things to make 

[your business] more profitable." [JJ 

The author is Assistant Editor of Lawn & 

Landscape magazine. 
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computer 

by Andy Gentry 

Smart software purchases require a 

thorough look at present and future 

employee concerns and business needs. 

People ask, "What is the best software for me?" My 

typical answer is, "It depends on your business and 

what you want to get out of the software." The best 

solution is the one that fits your business, not your 

neighbor's business or someone else's recommenda-

tion. I usually tell people if a software program does 

80 to 85 percent of what you want, you are doing 

well. 

So how do you go about selecting the software 

that fits your company? Here are some steps that will 

guide you along a productive search for the software 

that fits your business best. 

STEP ONE - WHAT DO I DO? You must 

first assess your company's focus. It is a good idea to 

plan ahead. Write down what it is that you do now 

and what you expect to do in the next five to 10 

years. For example, if you intend on opening a retail 

garden center, make sure the software you select has 

the capability to handle it. 

STEP TWO - SELECT A POINT PERSON. This 

levelheaded individual will work for the company's common 

goals and have an understanding of computers, a willingness to 

work with the vendor on installation and implementation, an 

understanding of what your business does operationally and 

financially, and a willingness to work with others. This person 

should also be open minded and willing to take suggestions. 

STEP THREE - FORM A REVIEW COMMITTEE. 
My suggestion is that you keep this committee small and 

manageable. A committee of two to five people, excluding the 

point person, should be plenty. This group should have the 

ability to keep company-wide interests in mind and hold a basic 

understanding of the big picture. The committee should then 

find as many vendors as possible that fit the basic software 
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11 $7,000,000 or more 
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criteria. You are finding possible 

solution providers and do not want 

to eliminate anyone at this point. 

STEP FOUR - LIST NEEDS 
A N D W A N T S . The manage-
ment will now want to sit down 

with the committee and answer a 

few questions. Do you want a Win-

dows- or DOS-based program? Do 

you want a single package, or sepa-

rate operations and accounting fea-

tures that may or may not be able to 

be linked? Are you looking at in-

dustry-specific or non-industry spe-

cific programs? 

Take each of your operations 

and choose the capabilities you need 

for software. The key word here is 

need - not want. Get employee and 

manager input. Ask your employ-

ees what they need. Keep separate 

lists of wants and needs. 

Needs for the future should be 

strongly considered when looking 

at a new package. Buy a software 

system that will cover your needs 

today and tomorrow. A short-term 

fix will only cost you money down 

the road. Decide what is absolutely 

essential and what is realistic for 

each division and potential divisions. 

STEP FIVE - REVIEW THE LIST 
WITH EMPLOYEES. After surveying 

your employees and ranking what is impor-

tant, discuss the results with your employees. 

This is when a good point person is essential. 

This person needs to review with each divi-

sion what was on the needs and wants lists, 

and make sure one division or person is not 

dominating the decision-making process. 

Make appropriate changes and make sure to 

cover the overall picture. 

STEP SIX - SCREEN VENDORS. 
Your point person will want to sit down with 

the committee and review each vendor. This 

is a simple review - no vendor should take 

more then five minutes to review. You are 

looking to see which vendors meet your basic 

criteria. If a vendor is above a 50 percent 

www.lawnandlandscape.com 

match, leave them in for now. This step 

simply eliminates the vendors that do not 

meet your criteria and basic needs. Try to get 

to a manageable list of vendors. 

STEP SEVEN - DISCUSS 
SOFTWARE OPTIONS. At this point 

you should be down to three to seven ven-
dors. The committee will want to assign at 
least two people to each software program to 
avoid missing important points. The mem-

someone else's recommendation. 

bers then should review each software ven-

dor. This will give everyone a chance to 

discuss the different packages. This review 

should be positive, if possible, and based on 

the same criteria. Again, look for a software 

vendor that matches more than 50 percent of 

your needs. Once the committee has done 

this, there should be two to five vendors that 

you will want to review. 

STEP EIGHT - DEMONSTRATE 
EACH PACKAGE. Your committee 

should review demonstrations of the remain-

ing software packages. The needs and wants 

lists created earlier should be used as check-

lists for each vendor. A basic overview of each 

software package should lead you to two or 

three final options. 

Determine how user-friendly the soft-

ware is and how compatible it is with your 

business. Any wants that are in the software 

at this point are bonuses. Sometimes it will be 

necessary to re-examine a software package. 

Just make sure that you see what the software 

offers and not just what the salesperson wants 

you to see. People sometimes get confused 

with flashy features and overlook the basics. 

STEP NINE - NARROW THE 
F I E L D . Eliminate vendors who don't meet 

your criteria. Take your top two or three 

software vendors. If only one or two score 

well, keep them. This is not the final determi-

nation of which software to buy - this is the 

process to establish the finalists. These ven-

dors should meet a majority of your criteria. 

If no one is more than a 50 or 60 percent 

match, start over. If only one vendor meets 

your criteria, don't immediately hand them a 

check. You want to finish the process to select 

the right vendor. 

This is when you also want to talk to a few 

referrals. Get an idea of how other users 

support the software, the training the vendor 

can provide and peripheral hardware or 

software will be needed. You will now 

have a list of one, two or three vendors 

that meet most of your wants and needs. 

STEP TEN - THE FINAL 
D E C I S I O N . You want the company 
as a whole to buy into the software. 

Break down the software by department or 

division. If it meets the basic needs and does 

some of the wants, employees will tell you. If 

the end users get involved in this stage they 

will get a feel for the software and what it can 

do. Hopefully, you will now have a vendor 

that meets most of your criteria and receives 

a satisfactory review from each group. 

You are trying to satisfy the needs of you 

and your employees, but you will never make 

everyone happy. It is essential to get a pack-

age that does the bulk of what you want and 

need. The right software package is worth 10 

times the wrong package. Many companies 

overlooked software because of price the first 

time, only to buy that software down the 

road. The right software package will save 

you time and money. 

Also, remember this is not an overnight 

process. It will take time, and you will face 

growing pains with any software you select. 

There is no foolproof method of getting your 

company up and running. But if you take the 

time to do the research, you will end up with 

a package that is right for you. Finally, talk to 

the referrals of the winning vendor on how 

they implemented the software into their 

companies. It will take time to implement 

any software. Be patient. [JJ 

The author is a sales associate for SLICE Tech-
nologies, Cincinnati, Ohio, and can be reached 
at andyg@sliceplus.com. 

THE BEST (SOFTWARE) 
SOLUTION is the one that fits your 
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20-20 Technologies 20-20 The Pro Series Design Software X X X X 
ACRT Green Resource Manager 
Adkod Technology GroundsKeeper Pro 2000 X X X X 
Alocet LM 2002 Visual Office X X X X X X X X 
Alocet LM 2002 X X X X X X X 
Alocet Exact Estimator X X X X X 
Alocet QB Express X X X X X X X X 
ATD MobilEyes Shadow Tracker & Time Traveler X X X X X 
CUP-Sens ib le Software CLIP Lite X X X X X X 
CLIP Sensible Software QuickCLIP X X X X X X 
CLIP Sensible Software Visual CLIP Classic X X X X X X 
( U P - S e n s i b l e Software Visual CLIP Pro X X X X X X X X 
CUP - Sensible Software BidRight X X X X 
CompuScapes CompuScapes X X X X X X X 
Creative Automation Solutions ArborSoftWorx X X X X X X X 
DataScapes LLC DataScape X X 
Design Imaging Group DesignWare X X X X 
Ditech Software Gopher 2002 - Billing & Scheduling Software X X X X X X X X 
Drafix Software PRO Landscape X X X X X 
Eagle Point Software LANDCADD X X X X X 
FMC Specialty Products SmartBiz TM X X X X 
Garden Graphics DynaSCAPE X X X X X X 
Garden Graphics Iris X X X X X X X X X 
GardenSoft GardenWorks X 
GardenSoft PlantMaster X 
Hunter Industries Irrigation Design Tools CD X X 
Hunter Industries Irrigation System Design Calculator X X 
Include Software Asset X X X X X X X X 
Landscape Graphix Corp. Landscape Design Imaging Service X X 
LandPro Systems LandPro Systems X X X X X X X 
LSI Software Landscape Illustrator X X X X 
Millennium Solutions Computer Ease X X X X X 
Millennium Solutions ServiceTrock X X X X X 
Millennium Solutions Versyss X X X X X X X 
Millennium Solutions Pro-quotes X X X X 
Millennium Solutions Human Resource System X X X 
Millennium Solutions SBT X X X X X 
Millennium Solutions Project Manager X X X X 
Nemetschek North America VentorWorks LANDMARK X X 
Performance Software Technologies Route Rite Legend Software X X X X X X 
Practical Solutions The Service Solution X X X X X 
Quest Solutions Quest Earthwork X X X X 
Real Green Systems Lawn & Pest Assistant III X X X X X X 
RND Signs LawnLore Software X 
Service Communication Software Service Communication Software X X X X X X X 
SLICE Technologies SLICEplus X X X X X X X X 
Software Republic RainCAD 6.0 X X X 
Software Republic EcoCAD 4.0 X X X 
Software Republic RainCAD Suite 6.0 X X X X 
Software Republic Photoscapes 1.0 X X 
Software Republic Irricolc 3.0 X 
Tree Management Systems TurfGold Software X X X X X X X X X * 
UDS Green Industry Software Active Applications X X X X X 
VonderKooi & Associates MORS Budgeting System X X X X X X 
Vanguard Computer Systems Camelot X X X X X X X 
Vista Professional Night Vision X 
Visual Impact Imaging Eorthscapes X X X X X 
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Windows 3 . 1 , 9 5 , 9 8 , 2 0 0 0 , NT Available with 20/20 CD-ROM Plant Dotobose (not included) 514/332-4110 www.2020design.com 
X Windows 9 5 , 9 8 , 2 0 0 0 , Millennium Edition, NT Tracks and manages plants ond hordscape maintenance 800/622-2562 www.ocrtinc.com 

X Windows 9 5 , 9 8 , ME, NT, XP, 2000 Scheduling, payroll, tree tech support, free updotes 800/586-4683 www.adkod.com 
X X X Windows 9 5 , 9 8 , NT, ME, 2000, XP Mapping, borcoding, link to QuickBooks, networkable 877/529-6659 www.olocet.com 
X X X Windows 9 5 , 9 8 , NT, ME, 2000, XP Modules available 877/529-6659 www.alocet.com 

Windows 9 5 , 9 8 , NT, ME, 2000, XP Offers both multiple overheod recovery and recovery per labor hour 877/529-6659 www.alocet.com 
X X X Windows 9 5 , 9 8 , NT, ME, 2000, XP Additional modules available, full integration with QuickBooks 877/529-6659 www.alocet.com 

X Windows 9 5 , 9 8 , 2 0 0 0 , ME, NT Utilizes satellite technology to monitor the movements of your mobile fleet 800/279-0035 www.advantrack.com 
X X Windows 95 or better 800/635-8485 www.dip.com 
X X Windows 95 or better Uses customer info from QuickBooks, great for those who love QuickBooks 800/635-8485 www.dip.com 
X X Windows 95 or better Links to QuickBooks 800/635-8485 www.dip.com 
X X Windows 95 or better Links to QuickBooks 800/635-8485 www.dip.com 

Windows 95 or better Stand-alone software - do not need CLIP to use it 800/635-8485 www.dip.com 
X X Windows 9 5 , 9 8 , ME, 2000, NT Interiorscape module 800/350-3534 www.compuscapes.com 

X X Windows 410/461-5858 www.creativeoutomation.net 
Windows 847/382-2326 www.dotascapellc.com 
Windows 98 or better 800/776-0103 www.designimoginggroup.com 

X X X Windows 98, ME, XP, NT Other applications include QuickBooks link, chemical and employee tracking, etc. 888/606-5150 www.gopher2002.com 
Windows 95 or higher Includes a lighting application 800/231-8574 www.prolondscape.com 
Windows 800/678-6565 www.eaglepoint.com 

X X X Windows Customer, site, financial and operational management 800/321-1362 www.fmc-apgspec.com 
Windows 9 5 , 9 8 , NT, ME, 2000 800/710-1900 www.gardengraphics.com 

X X Windows 9 5 , 9 8 , NT, ME, 2000 800/710-1900 www.gardengraphics.com 
Windows Sales and marketing tool, picture storoge and organizer, picture database 805/499-9689 www.gardensoftusa.com 
Windows Plant picture storage and organizer, editable plant database, etc. 805/499-9689 www.gardensoftusa.com 
Windows Electronic resources for those who prepare and specify irrigation systems 800/733-2823 www.hunterindustries.com 
Windows Automatically calculates irrigation system design capacity, working pressure 800/733-2823 www.hunterindustries.com 

X X X Windows 9 5 , 9 8 , 2 0 0 0 , NT, Novell, (¡trix Fully integrated, contact management 800/475-0311 www.indude.com 
N/A An Internet design service, also used in interiorscape businesses 404/236-0973 www.londscapegraphix.com 

X X Windows Plant database of more than 9,000 plants 847/913-1414 www.landprosystems.com 
Windows 905/947-0516 www.lsisoft.com 

X X X Unix, Windows 9 5 , 9 8 , NT, etc. 317/585-6100 www.millenniums.com 
X X Unix, Windows 9 5 , 9 8 , NT, etc. 317/585-6100 www.millenniums.com 
X X X Unix, Windows 9 5 , 9 8 , NT, etc. 317/585-6100 www.millenniums.com 

X Unix, Windows 9 5 , 9 8 , NT, etc. 317/585-6100 www.millenniums.com 
Unix, Windows 9 5 , 9 8 , NT, etc. Personal software 317/585-6100 www.millenniums.com 

X X Unix, Windows 9 5 , 9 8 , NT, etc. 317/585-6100 www.millenniums.com 
Unix, Windows 9 5 , 9 8 , NT, etc. 317/585-6100 www.millenniums.com 
Windows, MAC 800/646-4223 www.nemetschek.net 

X X X Windows 818/889-1361 www.gopst.com 
Windows 888/547-5601 www.theservicesolution.com 
Windows 98 ,2000 , NT 800/452-2342 www.questsolutions.com 

X Windows 9 5 , 9 8 , 2 0 0 0 , ME, XP, NT 800/422-7478 www.realgreen.com 
Windows Interactive training software specific for clerical, field and sales staff 800/328-4009 

www.realgreen.com 

X X All Windows operoting systems Mapping, marketing, scheduling 614/873-6706 www.pickscs.com 
X X X Windows 98, NT, 2000, XP Fully integrated Windows package 513/576-6222 www.sliceplus.com 

Windows 3.1 or higher Includes imaging with Photoscapes water management with Irricalc 281/463-8804 www.raincad.com 
Windows 3.1 or higher 2-dimensional CAD 281/463-8804 www.raincad.com 
Windows 3.1 or higher 2-dimensional CAD, woter management 281/463-8804 www.raincad.com 
Windows 3.1 or higher 281/463-8804 www.raincad.com 
Windows 3.1 or higher Water management 281/463-8804 www.raincad.com 

X X Windows 9 5 , 9 8 or 2000, NT, XP Offers 100-percent synchronizable database 800/933-1955 www.turftree.com 
X X Windows 800/626-7247 www.udsgis.com 

Windows Overhead budgeting software 888/971-1724 www.vanderkooi.com 
X Windows 9 5 , 9 8 , NT, 2000 Marketing/mail merging OOO/CQfl 1 LQL OOO/JTU-IOTO www.camelotsoftware.com 

Windows Shows user how a landscape will look with Vista low-voltage lighting onn/7U 8478 0UU//00-0<t/0 www.vistapro.com 
Windows 9 5 , 9 8 , 2 0 0 0 , NT, ME, XP Includes plant and hardscape library, plant care and selector, ond training CD tin/AAQ onan 

JJU/OOJ-TUOU 
www.visualimpactimaging.com 
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Scheduling software for QuickBooks. 

W h i l e e v e r y o n e e lse 
r e i n v e n t s the wheel, 

w e use the wheel to p r o v i d e 
better management tools. 

r , . 

FREE QX Data Collector 
for anyone who registers to use 
QXpressforone month. 

The QXDC enables you to 
download your route list, client 
list and job history to any 
Palm® or Handspring® PDA. 

Throughout the day, use the 
QXDC to collect job cost 
information. At the end of the 
day, upload all completed jobs, 
j o b no tes and j ob cos t 
information to your Desktop 
computer instantly. X 

Q X p r e s s | W e l c o m e to the ' C o m m o n Sense ' Revolution 

You use QuickBooks. You know QuickBooks. You like QuickBooks. So, if 
you are in the market for scheduling software, why abandon a program that you 
already know and like? It makes more sense to add scheduling features to 
QuickBooks rather than take your chances on a new program. That is why we 
developed QXpress. 

QXpress is a true add-on to QuickBooks that turns your favorite accounting 
package into industry-specific software by adding scheduling, job-costing and 
batch invoicing capabilities. 

The first time you open QXpress, your QuickBooks customers will automatically 
appear. You are now ready to begin scheduling, job-costing and invoicing from 
QXpress. It is that simple. All customer editing, receipt of payments and 
accounting is done in QuickBooks, exactly as you did it before. M 

QXpress allows you to maintain the familiarity of QuickBooks while takioJ 
advantage of the most innovative scheduling and job-costing capabilities availabj 
in the industry. M 

Join the Common Sense Revolution today. 
For more information call 1.877.529.6659 or visit www.alocet.com 

QuickBooks is a registered trademark of Intuit*. Inc. 
QXpress is a registered trademark of AtoceK mc. 

http://www.alocet.com


(continued from page 76) 
years, and when it suddenly needed six new 
pieces of equipment, the company history 
helped finance the purchase. 

"But if the company had jumped from 
one finance company to another it would 
have no track record," he mentioned. "Find 
a good finance company and stick with it -
you need the experience." Carefully map-
ping out depreciation also impresses finan-
cial institutions when they are approving or 
rejecting loans, said Todd Hunt, certified 
public accountant and co-owner, Piedmont 
Landscaping, Atlanta, Ga. "I know what 
banks look for and it's difficult to explain 
away depreciation - it really hurts your cred-
ibility," he said. 

Besides, depreciation can help boost busi-
ness by lowering taxes and avoiding equip-
ment value losses, Weingartz said. Avoiding 
a depreciation plan will only come back to 
haunt the contractor later. "It will hit you at 
some point or another," he predicted. "If 
your equipment has been depreciating faster 

[than you've been tracking] or you've had no 
depreciation at all, your asset has been de-
clining in value and you've been losing 
money and not tracking it. It will eventually 
come down to a point where you're in a real 
pinch from a profitability standpoint and you 
will have to take that hit." Sooner or later, the 
declining value of equipment will have to be 
figured into expenses, he concluded. 

On the other hand, some smaller types of 
equipment, such as hedge trimmers and leaf 
blowers, generally should not be depreciated, 
Wernis offered. Since this equipment tends to 
not last as long as mowers and other large 
machinery, expensing the cost in one year tends 
to be more cost-effective than depreciating it. 

Selling outdated equipment sometimes 
expenses the loss of depreciating equipment, 
Huston pointed out. In fact, figuring 
equipment's maximum resale value and sell-
ing it at that point avoids repairs that tend to 
add to the cost of the machine in the end. 
"Most people will offload mowers after three 

seasons, right before they get into a lot of 
repair," he said. "That's a good rule of thumb 
with some of the larger mowers. Some con-
tractors keep it forever and keep repairing, 
saying, 'I'm saving money,' but by the time 
you get that done, you can buy yourself a 
new machine." Again, contractors should 
ignore emotional attachments and focus on 
their productivity, he said. 

A savvy business owner only becomes so 
by going through the motions, Wernis re-
minded. "You learn by hands-on experience 
- the actual stuff - and not right out of the 
book," he said. Once a contractor learns the 
process, expensing depreciation year after 
year becomes less of a challenge, Huston 
agreed. "A lot of it is just getting the initial 
concepts down," he said. "You need to sys-
tematize the business and take care of your 
systems so they take care of you." ID 

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

Phones without cords? Battery-operated cars? Lights that "clap" on or off? 

Years ago, people surfed waves, not the Web, and mower technology meant little more 

than spinning blades and a solid frame. 

And, most likely, contractors didn't dream of turning in their ramshackle mowers 
for slick, smooth-riding, speedy models that manufacturers offer today. "What was 
once a wild dream for the future - now we're living it in reality," remarked Mark 
Meagher, advertising manager, Dixie Chopper, Evansville, Ind. 

Power in the 1970s didn't surpass 6 horsepower, and engines in the 1980s were chain 
driven - hydrostatic technology didn't catch on until the early 1990s, Meagher pointed out. 

"In the past it's been nuts and bolts and welders and drills, and even the manufactur-
ing process over the years has improved with robotic capabilities," he noted. "It's only 
a matter of time before that type of computer and electronic assistance permeates its way 
down to our level. I don't know that mowers will ever look like Lamborghinis, but it 
never hurts to try." 

SHARPENING DEMANDS. As the lawn and landscape market evolves and clients' 
needs shift, contractors' equipment demands also change. A push for professionalism has 
contractors seeking "the look" - striped, clean cuts. A thinning labor force prompts them 
to search for comfortable, reliable machines to keep employees happy and mowers out of 
the shop. And, as always, time is money, and efficient equipment allows crews to take on 
more accounts. 

(continued on page 98) 
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Compact zero-turn 

mowers allow 

contractors to fit 

through small 

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

WALKER MANUFACTURING CO. 
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"The industry has gotten more competi-
tive, and it seems to be continuing in that 
direction," noted Barry Adamski, product 
manager for walk-behind products, Gravely, 
an Ariens Co., Brillion, Wis. "The contrac-
tors I've been working with want to be more 
professional. They want to differentiate them-
selves. If you think about it - a lot of people 

can hire the kid next door for $5 an 
hour, so how do contractors differ-
entiate themselves from that? How 
do they charge five to 10 times that 
amount and live running a busi-
ness that way? They have to have premium 
quality of cut," he stressed. 

Or, they have to have "the look," as Ken 

"I don't know that m o w e r s wil l 

ever look like Lamborghinis, 
but it never hurts to try." 

- Mark Meagher 

Landscape Contractors: 

Realize Up to 
$20,000 a Year in 
Additional Profits! 
O u r patented Super Lawn Truck™ System is a veritable business-
in-a-box — an efficient system that pays for itself! Everything your 
crew needs to organize, store and transport your equipment is all in 
one secure vehicle. Plus...your Super Lawn Truck™ is a customized 
rolling billboard that advertises your company everywhere you drive! 

Save thousands of dollars when you use the Super Lawn Truck " 
System over the outdated "truck-and-trailer" method of operating 
your business. 

%/ Eliminate time-intensive loading and 
unloading every day 
%/ Minimize stops at the gas station—the 
SLT System features a unique fuel storage 
system 
l / Free up valuable warehouse space 
by keeping everything organized and 
loaded inside the truck - tools, ladders, 
riding mowers, water coolers...whatever 
you use 
%/ Save wear and tear on your tools and 
prevent theft 

Patented ramp folds neatly to a lock-
able rear door, eliminating the need for 
trailers 

CONTACT US NOW for your copy of the 
Business Builder Plan 

Use our toll-free number or 
visit our web site for information Fueling on site is easy with SLT's fuel storage system. 

SURER LAWN TRUCKS" 
866-787-3752 • (478) 923-0027 • (478) 929-3583 fax 
info@superlawntrucks.com • www.superlawntrucks.com 

Taylor put it. Productivity is key, but it is not 
a tradeoff for quality, reminded the national 
sales manager for corporate accounts, 
Husqvarna, Charlotte, N.C. To cater to this 
professional appearance, manufacturers are 
accessorizing their mowers with striping kits 
and double blades. "Maybe a machine cuts at 
7 acres an hour, but if you have to go back and 
recut it, it doesn't matter how fast it cuts," he 
said, matter-of-factly. "Whether we call it a 
striping look or a professional look - people 
are asking for whatever creates 'the look.'" 

Adamski pointed out that double blades 
can reduce uneven cutting - another blunder 
that blows a company's image. "A lot of 
contractors are retrofitting their own ma-
chines with the double blades, and that also 
helps with productivity in that rather than 
going over the yard twice, you might only 
have to go over it once," he explained. 

These mechanical tweaks might not be 
rocket science - or really all that futuristic - but 
the simple improvements create a finish more 
appealing to clients, Adamski added. "All the 
manufacturers are playing with blades and 
attempting to provide a better cut - there's 
always small enhancements," he said. 

And just as clients ask for fairway finish 
lawns, employees want easy-riding mowers 
to carry them over these properties while 
they are working eight- to 10-hour days, 
pointed out Roy Dust, product specialist, 
Ferris Industries, Munnsville, N.Y. Business 
owners who want to retain employees in a 
labor market where valuable help is hard to 
find consider comfort a major factor when 
purchasing mowers. 

"Help is a continual problem," Dust em-
phasized. "If you want to keep quality people 
you have to give them some creature com-
forts. One of the trends we have seen is a 
movement from large area walk-behind mow-
ers to smaller riding Zs. The fact that the 
employee is riding is perceived to be more 
comfortable than walking behind a machine 
or standing on a sulky behind a machine." 

Features such as independent suspension 
smooth out rocky rides, allowing mowers to 
follow ground contours more carefully. Also, 

(continued on page 100) 
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(continued from page 98) 

some manufacturers are repositioning con-
trols for easier operation, as comfort becomes 
a key component for users, Taylor added. 
This saves labor from constant operation 
strain and also saves time in training. "From 
a training perspective, the controls should be 
easy to use and operate, and if it takes 20 
minutes to an hour to teach someone to use 
the machine, there is a longer learning curve," 
he explained. 

In fact, more contractors are factoring 
labor concerns into their buying habits, 
pointed out Randy Harris, marketing man-
ager, Toro Landscape Contractor Equipment, 
Bloomington, Minn. "Like any other job, the 
work environment and tools to perform the 
task play a major role in job satisfaction," he 
said. "By investing in features like deluxe 
suspension seats, Z-stand lifts and operator-
friendly steering, the contractor is making a 
statement to employees, both current and 
prospective, that he or she is concerned about 
them. This can have a dramatic effect on 

employee retention and recruiting." 
Besides, technicians' mowers require con-

stant operation, unlike blowers and trim-
mers that they might operate for 20-minute 
spurts, Taylor explained. So, convenience 
items like location of the cut height adjust 
can work in favor of contractors if correctly 
placed. Just as many riding mowers feature 
cut height adjust levers within arm's reach of 
the seat, walk-behinds can offer the same 
simplicity with the adjust close to the opera-
tor handle. "We found that users were will-
ing to pay more for the convenience of being 
able to adjust the cut height easily," he noted. 

In fact, contractors are willing to pay 
more for mowers in general, Adamski no-
ticed. "There is a big push by these contrac-
tors to act professionally and price their jobs 
to stay in business," he said. "In the past, 
everyone would get into a price war and no 
one would make money. We seem to be 
gaining business sense as an industry and 
we are making better decisions, and contrac-

lawnandiandscape.com 
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tors are willing to spend more money on the 
products that will make them more money." 

P O W E R AND PRODUCTIVITY. People 
will pay for professionalism - and they will 
pay for productivity. If spending more means 
earning more, contractors don't mind cough-
ing up dollars for mowers that cover more 
ground in less time, or do specialty work -
such as small riding models that fit between 
fence gates, Adamski pointed out. 

"There is increase in people willing to 
spend money on productivity," he said. "If 
you can increase productivity with the same 
number of employees, you've increased prof-
itability and you stay in business." 

(continued on page 102) 

V-Blade 

Power Blower m 
Introducing the Steiner Utilimax. 

Part tractor. Part utility vehicle. All business. 

Rotary Mower 
Mulching/Rear Discharge 

Chipper Shredder 

Meet the Steiner that works like a tractor and 
hauls like a utility vehicle: the UM428 Utilimax. 
We've engineered the Utilimax to be Steiner 
tough, with constant 4-wheel drive, your choice 
of a standard 26.5 HP diesel or optional 31 HP 
gasoline engine, and our famous articulating and 
oscillating frame for excellent maneuverability in 
all conditions. 

We've also designed 
the Utilimax to work 
hard for you. With the 
versatility and convenience 
of Steiner's Quick-Hitch™ 
attachment system, the 
Utilimax can take the place 
of more than two-dozen single-purpose 
machines, including mowers, blades, augers, 
and blowers. Like the Utilimax itself, every Steiner 
attachment is engineered for low maintenance 
and long service life. 

For more information about the utility 
vehicle with the power and versatility of a 
4-wheel drive tractor, visit your Steiner dealer 

today. To make buying or leasing more 
affordable, low-interest retail financing 
is available; contact us for details. 

See the new Utilimax at the 
6CSAA Show In Orlando, Florida, 
February 7-9 - Booth 2521. 

It turf tractor with a different twist. TEXTRON 
289 N. Kurzen Rd. • P.O. Box 504 Dalton, OH 44618 • Phone: 330/828-0200 -

Mtg m Düton. OH 

Core 
Aerator 

Steel cargo box 
in raised position 

Reel Mower 

Terra 
Rake 

Snow Blower 

Turbine Blower 

STEINER 
Box Rake 

www.steinerturf.com 
Sterner Division ot Textron, Ine Slip Scoop 

http://www.steinerturf.com


Our fertilizer 
comes with 
a built-in 

insurance policy. 

UHS Signature Brand Fertilizers with Prospect Plus 
not only provide quality nutrients, they also work to: 

• Help turf establish or withstand 
environmental stresses 

• Develop a more fibrous, extensive 
root system 

• Enhance early plant growth and vigor 

• Build greater shoot mass 

• Increase uptake of soil nutrients 
and moisture 

• Increase photosynthesis 

UHS Signature Brand Fertilizers with Prospect' Plus have been impregnated with a proprietary nutrient solution that 
has shown a remarkable ability to improve vigor, quality and stress tolerance in turf, trees and ornamentals. The patented 
additive in Prospect' Plus has been tested extensively on many crops, including turf, in laboratory, greenhouse and field 
studies in the U.S. and several other countries. 

Those studies have consistently shown a 
positive effect on early plant growth and 
development and with mature plants under 
stress. Sod farms results show that turf can be 
harvested earlier due to increased root mass 
and quicker establishment from seed or sprigs. 
Mature turf has greater root mass with a noted 
"tighter" visual appearance and less 
susceptibility to stress. 

The same benefits can be found in 
Prospect,® a liquid micronutrient for foliar 
application or for use in fertigation systems. 

Effect of Fertilizer with Prospect Plus on 
Creeping Bentgrass Density 

Ohio Turfgrass Foundation Research and Educational Center - 2000 

Treatment Rate 
% Turf 
Density 

Check 60.00 
Fertilizer (46-0-0) 0.014 lb. N/1000 sq. ft. 72.00 
Fertilizer (46-0-0) + Prospect Plus 0.014 lb. N/1000 sq. ft. + 48 oz./acre 77.00 

Seeded on August 4, 2000 with G-2 creeping bentgrass at a rate of 2 lbs. per 1000 sq. ft. 
Density measurements were based on % cover taken visually on 10/4 (8 weeks after treatment) 

Study Results: "... a significant increase in creeping bentgrass establishment two 
months after seeding with the application of fertilizer and Prospect Plus compared to 
the untreated control." A 22% improvement over check and more than a 12% 
increase over fertilizer alone! 

For more information, contact your local UHS representative 1 I T f~ C I ' I" i""1 C C I 

w w w . u h s o n l i n e . c o m 

http://www.uhsonline.com
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Mowers are robotic workers, in a sense. If 
a machine is efficient and stays out of trouble 
- or out of the shop, that is - contractors can 
depend on it as a hard-working part of the 
crew. And if these machines can save time, 
they earn money. 

Perhaps this is why contractors shopping 
for mowers feel the need for speed. "Really, 

it boils down to everyone wanting 
the same thing - the service they 
are providing, after all, is time-based," 
Meagher said. "They are going to have to 
mow X amount of times per year based on 
their climate and they are sending a crew in 
there with X amount of people, and the 
sooner they get in and out of there and do the 

" P r o d u c t i v i t y is key, but it is 

not a tradeoff for q u a l i t y / ' 

- Ken Taylor 

C & S TURF CARE EQUIPMENT, INC. 
BUILDING QUALITY EQUIPMENT 

FOR PROFESSIONALS, BY PROFESSIONALS 

S S 8 0 3 0 Turf Tracker 
THE ORIGINAL 
Spreads and sprays over 
4 0 0 0 sq. ft. per minute 

Zero turning radius 
Full hydrostatic drive 

S S 8 0 1 0 Turf Tracker Jr . 

Only 34 .5 inches wide 
Shown with optional 

Custom carrier 

Skid-Mount Spray Units 

Standard spray units 
Gas and 12v Electric 
Lawn or Ornamental 

Custom Spray Units 

Designed to fit your needs. 
Contact us for a complete 

catalog of all our products. 

(330)966-4511 • 1-800-872-7050 • Fax (330) 966-0956 
www.csturfequip.com 

job efficiently, it goes right to the bottom line. 
"That generally translates to ground speed 

and horsepower," he added, noting that 15 
years ago, mowers didn't exceed 18 to 20 
horsepower. "Now, we can use all we can 
get," Meagher remarked. 

Cutting faster requires more than just 
horsepower, however. Dust reminded that 
increasing the ground speed feeds more 
grass into the mower deck, which takes 
more power to discharge the clippings and 
achieve a quality cut. Covering more area 
doesn't mean adding more inches to the 
deck size. "It doesn't matter if the mower is 
48 or 62 inches, if you increase the ground 
speed, you have to increase the power be-
cause one affects the other." 

A workable mix of tip speed and air flow 
allows clippings to move efficiently through 
the mower deck, Dust figured. Also, deck 
depth can create more room for more grass. 
"Tip speed is not the total answer," he noted. 
"You can have tip speed but if you have poor 
air flow, that will create clogging and affect 
the quality of the cut or discharge. You need 
a balance of tip speed and airflow - you have 
to have the two working together." 

While contractors once upgraded the size 
of their mower decks to handle larger vol-
umes, most users realize their limits, Dust 
added. "Size is not the answer any longer," 
he stressed. "We've maxxed out at that -
we're not going to build an 80-inch mower 
and have it fit on people's trailers, and there 
is a much smaller percentage of users that can 
use a 72-inch than a 60-inch model. Sixty 
inches seems to be the optimum. 

"The only way we will be able to increase 
productivity is through more efficient equip-
ment, which relates primarily to ground-
speed," he figured. 

NEXT IN TECH. Comfort and speed are 
constants - these factors are not trends in the 
mower industry but, instead, steady demands 
that contractors continue to seek in their 
equipment. But, now, technology is sparking 
different upgrades. 

"I hate to use the term 'high-tech,' but 
with the amount of technology out there, 
there is a lot that could be adapted into out-
door power equipment," Meagher pointed 

(continued on page 107) 
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ANNOUNCING GRANULAR CONFRONT FOR SPOT TREATMENTS. 

AND CONFRONT WITH TEAM. 

broadleaf and Crabgrass control. ProScape offers the only 

granular Confront on the market, which makes it the 

perfect protection for keeping turf weed-free and 

beautiful. And we think that's pretty big news. For more 

information, contact your Lebanon distributor or call 

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

Confront is a remarkable granular 

postemergent broadleaf herbicide — remarkable 

because it actually works. Better yet, it works in either 

wet or dry conditions. Available on fertilizer or as a 

granular weed control. We've even formulated it with 

Team. So it's like getting a tank mix in a bag. A one step 

To receive a FREE copy of our 
Broadleaf Weed Control Booklet, simply 

go to www.lebturf.com/offers and fill out the 
online request form. Coupon Code: LL0216 

Lebanon 
TURF PRODUCTS 

Our reputation is growing yours." 

http://www.lebturf.com
http://www.lebturf.com/offers
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^ ^ ^ ^ An innovator in the recreational-vehicle industry is getting down to business. 

I T V ^ y Introducing the Professional Series Workmobiles from Polaris\ A new team of tough and 

^ ^ p r gritty workhorses built specifically for your vocation ... not your vacation. 

From construction sites to golf courses, landscape jobs to government properties, you'll find a full line of vehicles ready 

to dig in and get the job done. Three powerful Utility Task Vehicles- (UTVs) feature heavy-duty suspension. The ATV Pro 4x4 

-



comes equipped with VISCO-LOCK full-time 4-wheel drive. The Light Utility Hauler 6x6 will take you and a payload virtually 

anywhere while the All-Surface Loader is equipped to handle a multitude of tasks. 

The Polaris * Professional Series Workmobiles . See your local Polaris Professional Series dealer to check out our full line. 

Or you can visit our Web site, www.polarisindustries.com, and click on ^ X ^ g g L P I 1 £ 5 * 
v - ^ T D o n c c c c i n M A i CCDIETC "Polaris Professional Series/' L P R O F E S S I O N A L S E R I E S 

USE READER SERVICE # 3 6 < 2002 Polaris Sales Inc. 7™ Trademark of Polaris Sales 

http://www.polarisindustries.com


WHEN YOU KNOW ITS GOING TO LAST. 

THIS IS NO ON-AGAIN, 
OFF-AGAIN RELATIONSHIP. 

When you buy a Kawasaki string trimmer, 
you're in it for the long haul. Because unlike 

some trimmers, this one isn't a disposable 
commodity. Just like Kawasaki engines, our string 

tr immers are built with industry-renowned Kawasaki 
power and durability. Plus they offer exceptionally light 

weight, low vibrations, and true reliability. So you can use 
them, day after day, without hassles. We've heard from 

landscapers who are on their third season with their Kawasaki 
trimmers. Now that's a commitment. 

Kawasaki 
Engines/Power Products 

Check out the ful l line of tough, lightweight Kawasaki lawn care products at your 
Kawasaki Power Products dealer or online at www.KAWPOWR.com. 

http://www.KAWPOWR.com


MORE 
REASONS 

TO COMMIT TO KAWASAKI. 

. Three powerful, 
I f t ^ exceptionally lightweight 

\ string trimmers. 

V 1 

W m i m J We offer three 
IOB' models, including the 

new, heavy-duty 60cc blower, 
for maximum air volume output. 

- 1 

Three hedge 
^ trimmers, including 
the new 44" blade model? 
deliver precision cuts with 

chamfered blade tips. 

^ ^ ^ Our lightweight 
_ _ — e d g e r features a wide 

* £ wheel and weighted blade 
KEL26A* *o r straight, clean edges. 

Get to know the entire line of 
top-quality Kawasaki handheld 

products. You'll see that every model 
is engineered to go the distance. 

All handheld products on sale through 
July 15, 2002 at participating dealers. 

*Not available in CA 

Kawasaki 
Engines/Rower Products 

www.KAWPOWR.com. 
1-877-KAWPOWR 

(continued from page 102) 

out. Electronic intervention in engines helps 
fuel efficiency, and traction assist control -
similar to anti-lock brakes on cars - is crop-
ping up on some mower models. Also, fuel 
injection on small, air-cooled engines has 
improved greatly. 

"The drive train and other things on the 
machine haven't even been touched yet," 
Meagher noted, adding to the list of elec-
tronic assist possibilities that could develop 
in coming years. 

Adamski mentioned advanced liquid-
cooled gas mowers and diesel models new to 
the market, both with increased ground 
speeds, higher productivity and improved 
efficiency. More contractors are considering 
diesel, liquid-cooled engines for their power 
capabilities and gasoline economy, even 
though they might be a bit more expensive 
initially, he said. 

Contrary to the bleak economic forecast, 
contractors are more than willing to spend 
their money for all of these features. They 

still have clients, work and employees, so 
they still need machines to run their busi-
nesses. At the same time, they enjoy financ-
ing options that some manufacturers offer 
today, Harris said. "It seems that contrac-
tors are looking for a variety of different 
finance options to choose from," he said. 
"Timing of the purchase and cash flow typi-
cally determine which type of financing is 
most appealing. It is important to offer con-
tractors flexibility." 

Most contractors share the need to pur-
chase more equipment to fuel their company's 
growth. "As one contractor shared with me 
at the Green Industry Expo in Tampa, 'The 
sun is gonna shine, the grass is gonna grow 
and somebody will have to cut it. It might as 
well be me,'" Harris recalled. 

And, it might as well be a Lamborghini... 
well, at least in the future. ID 

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

Comfort considerations top contractors' lists when purchasing mowers. Many manufacturers are 

tweaking hand control design to accommodate these demands. Photo: Husqvarna 

USE READER SERVICE #91 

LAWN & LANDSCAPE FEBRUARY 2 0 0 2 1 0 7 

http://www.KAWPOWR.com


B5F TBI; W 
by Larry Keesen 

Irrigation systems 
that are not built upon 
a foundation of proper zoning 
are set up to fail 

An irrigation system will fail unless suitable zones and 

pipe routing are designed and installed properly. After 

completing sprinkler head layout, the next steps in the 

design process are to determine the size and area to be 

served by each zone in the system, the best location of 

the control valves and proper pipe routing. These steps 

are vital for controlling costs and improving irrigation 

system efficiency. 

When developing zones, divide each site into areas 
of differing water requirements such as turf, planting 
beds, ground covers and so on. Cultivated planting 
beds require more water than areas mulched with hu-
mus or rock. Additionally, the height and density of the 
plant materials will provide shade for the soil surface, 
reducing the evaporation rate from the soil. 

Many different watering requirements exist for ev-
ery site. It's the job of the irrigation contractor to identify 
relevant terms to save water and improve the health of 
the landscape as well as to maintain its aesthetic value. 

ZONING FOR CONTROL. Heads on the slope must 
be zoned separately from those at the peak or base of the 
slope. The heads at the base are zoned separately be-
cause of runoff and soil saturation from above. To meet 

(continued on page 112) 



Keep Your Crew Productive 
With The Most Reliable Rotor on the Market 

A Hunter distributor recently told us about a contractor in his town who 

purchased a truckload of off-brand rotors... because the price was right. 

Trouble was, his crew didn't want any part of them. They were used to 

working with Hunters and only wanted the easy-to-install,easy-to-adjust 

PGPs. Some people call that "brand loyalty." We call it good planning. 

PGPs save installation time, cut back on callbacks and deliver years of quiet, 

reliable service. The bottomline: Keep the crew happy and productive 

with PGPs. It's good for your business... and your customers. 

Hunter Industries® The Irrigation Innovators • Call today for a free catalog 800-733-2823 or see Hunter at www.Hunterlndustries. 

http://www.Hunterlndustries


W E S T A R T E D I N V E N T I N G 
I N T H E 1 9 T H C E N T U R Y . 

Admittedly, we're obsessed. For 165 years, 
we've scratched our heads over how to 
improve plows and tractors. 

And if computers had existed back in the 19th 
century, we certainly would have considered 
harnessing the semi-conductor sooner. 

But now, here they are: The first compacts 
available with electronic transmissions 
and controls. The 4000 TEN Series. 

eHydro™ electronically activated pedals 
are up to 70 percent easier to push than before. 
A LoadMatch™ power management system 
makes stalls almost impossible. Cruise control 
is speed-sensing (plus has accelerate/deceler-
ate and resume features —jus t like your car). 
New SpeedMatch™ and MotionMatch™ systems 
allow functions never before possible on a 
tractor this size. 

In fact, there's so many new features, you 
honestly need a test drive to appreciate them all. 

Your John Deere dealer would love to show 
you (or provide an onsite demonstration) what's 
next in tractors. 

No ad can do them justice. 

THE W O R L D ' S F I R S T 

We've never forgotten the lessons learned over more than 
a century and a half: That there's no substitute for real-world 
tests, for rugged components and customer feedback. 
The TEN Series survived three years of intensive customer 
evaluations and rigorous field tests. 

Nine Tractors. Three chassis sizes. Four years in develop-
ment. Over 120 improvements to the previous-generation 
4000 Series models. 
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New Frontier™ implements f i l l out an already comprehensive | 
line-up of landscaping tools. Include landscape rakes, core 
aerators, pulverizers and more. 

C O M P A C T S W I T H E L E C T R O N I C T R A N S M I S S I O N S . | 

New LoadMatch™ hydrostatic transmission: Torque is 
always maximized. Response is instant. And stalling? 
Almost a thing of the past: The transmission automatically 
adjusts to engine output, maximizing productivity. 

After initial installation, 
Quik-Park™ Loaders (and Backhoes) 
can be attached and detached in 
four minutes or less. 

New low-effort electronic 
controls are located right at 
your fingertips, and grouped 
in a convenient console. 

JOHN DEERE 



(continued from page 108) 

the needs of the landscape, proper irrigation 
design requires that the operating pressure 
within a zone never vary more than 15 percent. 

Site elevation changes will increase the 
pressure in the lateral line by 0.433 PSI for 
every foot of elevation drop between the 
highest and lowest head. This may mean 
additional zones for the system unless pres-
sure reducing devices (not flow controls) are 
installed at or inside the heads. If the eleva-
tion difference in a zone is 5 feet, the pressure 
at the lowest head is 2.17 PSI higher than the 
highest head. An 11-foot elevation change 
means an additional pressure of 4.76 PSI at 
the low end. If the heads are pop-up sprays 
operating at 30 PSI and flowing at 4 GPM, 
then some heads 11 feet below will be oper-
ating at a higher flow rate of 4.5 GPM. 

This results in an increased flow of ap-
proximately 12 percent and a precipitation 
rate increase from 1.97 inches per hour to 
2.17 inches, or ]/s of an inch per hour of 
moisture. Conversely, an 11-foot elevation 

change means a pressure reduction of 4.76 
PSI at the highest head. If the low head is 
operating at 30 PSI and a flow rate of 4 GPM, 
the head 11 feet higher will operate at a lower 
flow rate of 3.6 GPM minute due to pressure 
losses in pipe and fittings. When coupled 
with pressure losses in the lateral lines, a 
different zone is required when elevation 
changes exceed 5 feet or 6 feet in order to 
keep the lateral pressure variation within the 
required 15 percent. 

Identify areas with varied exposures to 
sunlight. Areas on the north or east sides of 
a building or steep slope will require less 
water than the south and west side expo-
sures, as well as any other areas of shade or 
sun. Also be sure to identify low places, 
drainage ways and storm water detention 
ponds, and zone these bottom areas sepa-
rately from the adjacent areas. 

Heads and valves should be installed 
adjacent to and outside of these low areas, 
not in the bottom where mud and water can 

• This article is excerpted from Larry 
Keesen's book, The Complete Irrigation 
Workbook, which includes 262 pages of 
suggested irrigation techniques along 
with 23 quizzes, making this the perfect 
educational tool for any irrigation 
contractor. Copies of the book are 
available for $14.95. For more informa-
tion, call Lori Skala at 800/456-0707. 

affect equipment and ease of maintenance. 
Parking lot medians and islands, due to the 
surrounding asphalt and heat, will require 
more water and separate zones. Calculate all 
the head flows (GPM) for each identified 
area. Remember, all heads within the zone 
must have matched application rates, i.e., 
bubblers, rotors, spray heads and so on must 
be zoned separately. In addition, the nozzles 
within the zone should be matched. 

Next, determine the required system ca-
pacity in water flow (GPM) and pressure. 
Once the maximum safe flow in GPM is 
determined, complete system zoning. If 30 

(continued on page 114) 
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North America's 
Largest Lawn Care 

Franchise Company! 
• Ranked #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 

The First. 
and still the BEST! 

i i i i a 

KWIKCUT™ 
• Economical 
• Fast - Clean Cut 
• Easily cuts plastic 

pipe, hose & tubing 
• Available in 3 sizes 

Call For Details 800-321-7246 

KWIKSEAL™ 
• No flow restriction 

• Fast installation 
• No shavings 

•3/4", 1"& 1 1/4" 
1/2" & 3/4" outlets 

400 PSI without leaking 

DAWN INDUSTRIES, INC. 
5055 W. 58th Ave. Arvada, CO 80002 

www.dawnindustries.com 
Fax 303-295-6604 

112 2 0 0 2 

http://www.weed-man.com
http://www.dawnindustries.com


I only v S p 1:3get down 

iSle. If I have to 

Install Rain Bird? You cannot afford to waste time and money at the job site. You 
need to install irrigation products that work right out of the box and continue to deliver long after 
you leave. For nearly seven decades, Rain Bird has been the preferred choice for contractors who 

know that time is money. Install confidence. Install Rain Bird. 

For your free tools to Install Confidence, call 1-800-RainBird (U.S. only) and request this CD 
that contains product information, specifications and technical data or visit www.rainbird.com 

7 for more information about Rain Bird products. 

Rain^Bird 

http://www.rainbird.com
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GPM is the maximum allowable flow, then 
an area with a total flow of 101.5 GPM re-
quires four zones at 25.38 GPM. Subse-
quently, three zones is 33.83 GPM, which 
exceeds our maximum flow. Cheat on the 
maximum safe flow and it may come back to 
haunt you in high water costs, additional 
liability and water waste. When in doubt, 
simply add another zone. 

ZONE VALVE LOCATION. The most 
efficient location for the electric control valve 
is in the middle of the zone, but because of 
elevation shifts, pressure controls and wire, 
pipe and trenching costs, this is not always 
cost effective for the entire irrigation system. 

Cost-effective control valve placement 
allows the valve to be on one side of the zone 
it serves. If an area is two zones in width, 
then it would be appropriate to route the 
main between the two zones. This will save 
on the cost of pipe and installation, as well as 
maintain a good balance of pressure through-
out the zone. 

The same is true at the end of the main-
line, where it is usually cost effective to stop 
the mainline prior to entering the last zone or 
two, depending on the distance and eleva-
tion change from the control valve and the 
closest boundary of the zone. 

The mainline route, where the area wid-
ens and is more than two irrigation zones 
wide on any side, should have the mainline 
extended toward that area in order to better 
control the lateral pressure variation and lat-
eral line surge. Long, straight lines have a 
much greater potential for surge than do shorter 
ones, and empty lines from low head drain-

age will increase the surge damage potential. 
End feeding long, single row zones with 

30 to 40 pop-up spray heads can delay by 
minutes the time it takes for the first and last 
head on the line to pop up. This affects the 
water distribution by placing more water 
closer to the zone. Center feeding the line 
will reduce surge potential and reduce the 
time between the first head pop up and the 
last head pop up. 

A few years ago, I evaluated a parkway 
irrigation project in which most of the zones 
were composed of a long single row, several 
hundred feet long, with 20 feet of elevation 
change and the control valve located at one 
end. The maintenance personnel complained 
of both wet and dry spots throughout the 
turf area. The high pressure variation plus 
the elevation increase caused the wet and 
dry areas and poor uniformity of coverage. 
This was the first time I saw the theory in 
vivid reality. 

If there are two or more rows of heads and 
little slope, shorten the rows and place sev-
eral rows on the same zone, so long as all of 
the heads have matched application rates. 
Heads that are grouped together will cool 
the air more, resulting in less evaporation 
and better compensation for wind direction 
changes during the watering cycle. 

Valves and valve boxes should also be 
kept away from walks, streets and drive-
ways to avoid damage from vehicles and 
snow plows, lessen pedestrian liability, re-
duce visibility and prevent vandalism. Es-
sentially, the irrigation system should be as 
invisible as possible so it doesn't detract 
from the landscape. 

Be particularly cautious when designing irrigation slopes or berms in which the 

slopes are greater than 4-to-l. When berms or mounds are present, the top 

should be watered with a separate zone even if it consists of only one head. The peak 

of the berm will dry out much faster than the slopes and will require additional water. 

It is particularly important that slope irrigation is designed to control the water 

application on the slope, using separate zones when necessary. Instead of a design 

that is driven by costs, the physical limits of the zone (access stairs and walks) and 

ease of installation must be considered. This will also help turf maintenance crews by 

eliminating wet spots on the lower half and bottom of the slope. - Larry Keesen 

The Slippery Slopes 

MAINLINE & LATERAL PIPE ROUTING. 
Determination of zones and approximate 
control valve locations helps route the main-
line from the point of connection through the 
backflow preventer (if required) to the zone 
control valves and, in turn, the lateral piping 
to the heads. 

The lateral piping is generally laid out in 
parallel rows, with up to six rows which are 
connected at the approximate center of the 
row with a header and then routed to the 
electric control valve. The pipe should be 
routed away from the control valve unless 
obstructions are in the way. Why waste pipe 
and pressure by directing the pipe back to-
ward the valve? If you know that the pipe 
will be pulled into the ground, then the route 
can be curved to the extent that the pipe and 
puller will allow. Routing will also be deter-
mined by the ease of construction and how 
the pipe and fittings are made. 

Some designers try to place as much pipe 
as possible in the same trench and then branch 
off to the head locations. Any way it's done, the 
amount of trenching is about the same, but 
single head branching will always increase the 
costs because of the additional fittings and 
repositioning of the trencher or puller. 

When trenchers can't get close enough to a 
building, branching is the only choice unless 
you want to dig it by hand. Trenching or pull-
ing the pipe requires equipment that is usually 
several feet wide. Space must be allowed for 
this when routing the main and laterals. 

Often, the easiest way to route the pipe is 
also an effective way to control pressure loss. 
The type of soil or rock will also affect on 
how the pipe may be routed. Minimize pipe 
routing through gardens and cultivated 
planting beds to avoid damage to lines. 
When routing the pipe, avoid obstructions 
and stay away from trees and their roots. 

Roots can cause polyethylene pipe to be 
squeezed shut, restricting flows and causing 
leaks. PVC pipe has greater rigidity and can 
better withstand damage from roots. ID 

The author is president of Keesen Water Manage-
ment, Denver, Colo. 



ZERO TOLERANCE 

We could just sit on the zero-turn rider that set the standard for the landscape 
market, but that's not us. Instead, we routinely drive ourselves to raise the bar 
so that you won't have to look anywhere else for the most powerful, productive 
machines on the market. Visit www.exmark.com/innovationtwo to view the 
more than 20 enhancements we've made to our Lazer T lately. 

B e s t - S e l l i n g B r a n d o f M o w i n g E q u i p m e n t f o r t h e L a n d s c a p e P r o f e s s i o n a l 

http://www.exmark.com/innovationtwo
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SORRY, BUT WÌTH CLOWUS, 
YOU'RE o n YOUR 0 W H . 

If, however, you want to fear no grub, then you need MERIT® Insecticide. MERIT from Bayer 

Corporation has been hard at work since 1994 and is your best bet for protecting turf from grubs. MERIT gives you 

pre-damage control with the most effective solution from egg-lay through second instar. We re not clowning around. 

Fear no grub, guaranteed, with MERIT from Bayer. For more information, contact Bayer Corporation, 

Professional Care, Box 4913, Kansas City, Missouri 64120. (800) 842-8020. BayerProCentral.com 
MERIT' 

Bayer 

ALWAYS READ AND FOLLOW LABEL DIRECTIONS © 2002 Bayer Corporation Printed in U.S.A. 02S19A0276 



Regardless 
of whether 
a lawn care 
operator chooses 
a preemergence 
orpostemer-
gence herbicide, 
the most 
important factor 
in selecting 
a product is 
the turf grass' 
tolerance to it. 

\ 

Lawn care 

operators 

have more 

than one 

option for 

controlling 

turfgrass 

weeds. 

PRE, 

After all is said and done, there are two basic components of a turfgrass weed 

control program: the use of preventive, cultural and mechanical practices that 

promote the growth of an adapted turfgrass, and the use of herbicides to 

supplement the control obtained by following approved turfgrass manage-

ment practices. 
Each component, when used alone, usually will not control all turfgrass weeds. To 

consistently control weeds, one must integrate the various methods associated with 
each component into a comprehensive weed management plan. 

Part of that plan includes the use of preemergence and /or postemergence herbi-
cides. While some lawn care operators prefer to use one method or the other, both can 
be used together successfully to maintain nearly weed-free turf. 

HERBICIDES I O I • An herbicide is a pesticide that is used to control weed growth 
and development. Before an herbicide is labeled for turfgrass use, it is thoroughly 
investigated by manufacturers, land grant universities and various federal agencies. 
The herbicide must be proven to cause no adverse risk to humans and the environment, 
and it must effectively control weeds in turfgrasses. 

One could view the use of proper turfgrass management practices (see sidebar on 
page 126) and herbicides as the combination, or one-two punch, for controlling weeds. 
Herbicides used in the absence of proper turfgrass management practices may control 
problem weeds, but will rarely achieve high-quality turfgrass. Similarly, weeds will be 
a problem on most sites if only approved cultural and mechanical methods are used. 

Turfgrass managers use two basic types of herbicides to control weeds: preemer-

(continued on page 120) 



Dig More, Do More 
A Mustang skid-steer is perfect for light construction, 
landscaping, and lawn and turf maintenance 
If you need more strength for your job site in horsepower, operating 

capacity, operating weight or breakout force, Mustang meets all your needs. 

With Mustang's complete line of skid-steer attachments, turning one machine 

into an equipment fleet is easy. Mustang's skid-steers have the hydraulic 

capacity for the most popular attachments — even a competitor's attachment 

will work. Mustang's attachments give the ability to perform multiple tasks, 

getting more done in less time. To locate your nearest dealer, visit us at 

www.mustangmfg.com or call 1-800-562-5870. 

musTAnG 
1605 County Road 45 North 
Owatonna, MN 55060-0547 

) 2000 Mustang Manufacturing 
Company, Inc. 

A Gehl Company 

http://www.mustangmfg.com


GROW LIKE A PRO! 
with DOSATRON 
fertigation systems 

0\e to install, operate n 

* * I V a ter flow! 

D45-2000 
20 GPM 

other sizes 
available 

Install Dosatron water-driven, 
proportional injectors on irrigation lines 
for total lawn maintenance solutions! 
• Non-electric system operates on water flow for 

accurate and dependable dispensing 

• Installs in minutes and easy to use 

• Automatically adds fertilizer into irrigation lines 

• Dosatron systems add value and increase revenue 

Ideal for use in Commercial and Residential Irrigation! 

8 0 0 - 5 2 3 - 8 4 9 9 
www.dosatronusa.info 

e 
WATER POWERED DOSING TECHNOLOGY 

Dosatron water-driven proportional injectors - Trusted by commercial growers for 30 years 

USE READER SERVICE # 9 4 

FACTORY CLEARANCE!! SAVE UP TO 50% 

USE READER SERVICE # 9 5 

PROGRESSIVE 
ELECTRONICS INC. 
Wire Tracking & 
Valve Locating 

Troubleshooting 

For LESS !! 
foreu%. 800-600- TilRF(8873) 

Order by 1 p.m. CALL US AND SA VE! 7:30 am -5 pm 
SHIPS SAME DA Y Contractor 's Cho ice for S P R I N K L E R S P S T 

Only 
$300 

(continued from page 118) 

gence and postemergence. Preemergence her-
bicides are applied to the turfgrass prior to 
weed seed germination and control weeds 
during the germination process. When applied 
in the early spring months, preemergence her-
bicides provide season-long control of summer 
annual weeds such as crabgrass and goosegrass. 
When applied in the early fall months, this 
group of herbicides will control many winter 
annual weeds such as annual bluegrass, com-
mon chickweed and henbit. 

But note that preemergence herbicides 
are recommended only for established 
turfgrasses. Consult the herbicide labels to 
determine the time interval from establish-
ment to preemergence herbicide application. 

Severe injury can result if a preemergence 
herbicide is applied after seeding turfgrasses, 
such as common bermudagrass, fescues, 
ryegrasses and centipedegrass, or after sprig-
ging turfgrasses, such as bermudagrass hy-
brids, St. Augustinegrass, zoysiagrass and 
centipedegrass. 

Preemergence herbicides do not control all 
weeds that may be present in a lawn, but they 
are effective on many of the most common 
lawn weeds, such as the various species of 
crabgrass. When weeds appear in the lawn, it 
is too late to apply a preemergence herbicide. 
Postemergence herbicides are applied directly 
to emerged weeds. In contrast to preemer-
gence herbicides, this group of herbicides 
only controls weeds that are emerged and 
actively growing at the time of treatment. 

Postemergence herbicides used in turf-
grasses are translocated in the plant system 
that transports food and water. It is not nec-
essary to drown the weed with a postemer-
gence herbicide - apply postemergence her-
bicides only to the point of spray runoff. Any 
spray that runs off the weed is usually wasted 
and does not result in increased control. 

PREEMERGENCE P R O S . In the past 10 to 
15 years, numerous preemergence and 
postemergence herbicides have been labeled 
for weed control in turfgrasses. Each major 
herbicide type offers advantages and disad-
vantages. Some of the advantages of using 
preemergence herbicides compared to 
postemergence herbicides include: 

• Preemergence herbicides are applied 
prior to weed seed germination and emer-
gence. Susceptible weeds are not seen in the 

(continued on page 124) 
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TORO Count on ¡t. 

Any job. 
Anytime. 

here. 
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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. 
For more information call 1-800-DIG-TORO or visit toro.com. 
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WINTER 
CLEARANCE 
Save up to 50% 
on select 
books and videosI 

Order today toll free 8 



For 
faster 
service 
visit 

LIST SALE 
QUANTITY PRICE PRICE AMOUNT 

TECHNICAL BOOKS - 45% Off List Prices! 

our 
iWil&ri.^rilitöikTilä 

at 
www.lciwiiaiMllaiHlscape.com 

The Complete Irrigation Workbook by lanyhesen $H55 $9.95 

Turfgrass Ecology & Management by Karl Danneberger SM35 $11.95 

TRAINING VIDEOS IN ENGLISH - 5 0 % Off List Prices! 

String Trimmers and Blowers mm $25.00 

Walk-Behind Mowers mm $25.00 

Riding Mowers mM $25.00 

SUB-TOTAL ALL ITEMS 
(Ohio residents only add 7%) S A L E S T A X 

Add appropriate shipping charges: 
U.S. - $5.00 first item; $1.00 each additional item S A H 
International -$10.00 first item; $3.00 each additional item TOTAL 

Name 

PHONE 
FAX 
ONLINE 
MAIL 

Company 

Address City State 

Zip Phone E-mail 

FOUR EASY WAYS TO ORDER 
Order toll free 800-456-0707 
Fax this form to 216-961-0364 
Visit www.lawnandlandscape.com/store 
Lawn & Landscape Media Group, 
4012 Bridge Ave, Cleveland, OH 44113 

METHOD OF PAYMENT 
• Check Enclosed: 

Make payable to Lawn & Landscape Media Group 
Charge my: 
• Visa • MasterCard 
• Discover/Novus L I American Express 

Name as printed on card: 

Credit Card number: 

Expiration date: 

Signature: 

i 
i 

I understand my purchase will be shipped 

upon receipt of payment. I also 

understand that I can return my 

product(s) within 15 days for a 100 % 

refund if I am not totally satisfied. 

I 

HSAD0202 

0707 

http://www.lciwiiaiMllaiHlscape.com
http://www.lawnandlandscape.com/store


rur brand works the 
hardest to help you get the job 
done! So, get the latest from 
A.M. Leonard - your one-stop 
source for horticultural tools 
& supplies for over 116 years. 
And now - for a limited time, 
get a F R E E pair of knit cotton 
latex palm gloves with your 
first order! 

Just call 
for your catalog atv 

800-543-8955 
Or log on at 
www.amleo.com 

o n a r d Í A . M . L e 
(TOOLS ^ T H J T H A T W O R K ! , 

Otter expires one month after publication date. LLD02 

lawn, and control lasts for two to six months. 
Postemergence herbicides control weeds 
present at the time of application or for only a 
brief (days to a few weeks) time. Exceptions to 
this rule are herbicides such as atrazine 
(Aatrex, Atrazine), simazine (Princep), 
pronamide (Kerb) and dithiopyr (Dimension), 
which exhibit both preemergence and post-
emergence activity on certain weed species. 

• Most preemergence herbicides are 
available in granular formulations. Granu-
lar formulations are generally easier to ap-
ply than sprayable formulations, and appli-
cation equipment costs are lower than com-
mercial-size sprayers. Additionally, gran-
ules are not susceptible to spray or vapor 
drift that can occur with sprays. And, most 
preemergence herbicides can be formulated 
on a dry fertilizer carrier, en-
abling a fertilizer and herbi-
cide application at the same 
time. Certain postemergence 
herbicides are available on a 
granular carrier, but most 
postemergence herbicides are 
more effective when sprayed 
directly on the weed. A com-
mon problem with granular 
formulations is that they do 
not tend to stay in contact with the leaf 
surface long enough for the herbicide to be 
absorbed by the plant. If granular 
postemergence applications are necessary, 
improved control can be achieved by apply-
ing the material when the foliage is wet (i.e. 
after irrigation) to improve adherence to the 
leaf surface. 

• With the exception of atrazine, most 
ornamental shrubs, trees and flowers tolerate 
preemergence herbicides. In fact, oryzalin 
(Surflan), benefin (Balan), pendimethalin (nu-
merous trade names), oxadiazon (Ronstar), 
isoxaben (Gallery), prodiamine (Endurance) 
and benefin + oryzalin (XL) are labeled for use 
in certain ornamentals. Postemergence herbi-
cides used for broadleaf weed control can 
cause foliar injury to ornamentals unless label 
precautions are followed. Ornamentals may 
be injured by postemergence herbicide spray 
and vapor drift or by root absorption of 
some herbicides, such as dicamba. Ester for-
mulations of the phenoxy herbicides (2,4-D, 
dichlorprop) easily volatilize during warm 
temperatures and can injure sensitive orna-
mentals by vapor drift. Their use should be 

avoided during the warm months and near 
sites that contain ornamentals. Spray drift 
damage can be prevented by spraying when 
the wind velocity is less than 5 mph, and 
selecting a nozzle tip and spray pressure that 
produces large spray droplets. 

• Preemergence herbicides typically will 
not injure established turfgrasses. With most 
postemergence herbicides, turfgrasses are 
slightly injured or will yellow for a short 
period after treatment. 

POSTEMERGENCE PROS. The advan-
tages of postemergence herbicides when com-
pared to preemergence herbicides include: 

• Postemergence herbicides can be ap-
plied as a spot treatment directly to a weed 
infestation on an as-needed basis. Control-

To consistently control weeds, 

one must i n t e g r a t e the various 

methods associated with each 

c o m p o n e n t into • comprehensive 

weed management plan. 

ling weeds after they have emerged allows 
the manager to properly identify the weed 
species, locate areas with the greatest infesta-
tion, and direct herbicide applications to these 
areas by spot spraying the weed. 

In contrast, preemergence herbicides are 
applied to an area where weeds are sus-
pected to occur. Postemergence applications 
are usually less costly than preemergence 
herbicides because spot treatments can often 
be utilized, letting you use less product. 

• Postemergence herbicides are routinely 
used to control problem weeds that are not 
controlled by preemergence herbicides. As a 
group, preemergence herbicides are prima-
rily active in controlling annual grass weeds 
such as crabgrass. A good selection of 
postemergence herbicides is available to con-
trol problem weeds such as violets, wild gar-
lic, wild onion and various sedge species. 

TOLERANCE TIPS. Regardless of the type 
of herbicide selected, the single most impor-
tant factor in selecting an herbicide is the 
tolerance of the turfgrass to the herbicide. 
Generally, most preemergence herbicides 

http://www.amleo.com
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V % ? 
Experience 

Shearhold he 

Certified Maintenance Services Ine 
Mark Shearholdt, 
rice Services I 
Manchester, 

roperty management put Mark 
road to snowbusiness success. 



We Not Only 
Raised the Bar... 

i f 

I 

We Made it PIVOT too! 
FINALLY. A better way to attach your snowplow, even if you've left it on uneven ground. 

Our New UltraMounf* 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 UltraMounf at www.westernplows.com 

I I K 

http://www.westernplows.com
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SIMA SAYS SIMA 
Committed to 

Education 
Continuing education is vital to running a successful business. Learn-
ing the newest developments within one's chosen profession sets the 
successful businessperson apart from those just trying to survive. The 
Snow & Ice Management Association (SIMA) is committed to provid-
ing top-quality educational resources to its members. This commit-
ment to education sets our association apart, and it sets the profession-
als apart from the plow jockeys. 

To that end, the SIMA Symposium was created five years ago. The 
first Symposium in Pittsburgh was put together on a shoestring, with 
75 total attendees. Last year, more than 500 individuals attended our 
fourth Symposium, which was held in Denver, Colo. 

Now, plans have been finalized for the fifth SIMA Symposium in St. 
Louis, Mo. — in this issue you'll find the registration brochure (page 
15.). SIMA has surpassed the 1,000-member plateau, and we fully 
expect that this summer's Symposium will dwarf Denver's success 
both in attendees and exhibiting vendors. At this unique event, mem-
bers can showcase themselves and learn about advances in our indus-
try. What's more, the Symposium presents a wonderful chance to 
network with peers — a learning opportunity invaluable when grow-
ing your business, be it large or small. The friendships I have gained at 
these Symposiums have proven to be extremely beneficial in my quest 
to grow my business. 

SIMA members are different. They are proven professionals who 
seek to improve their business practices so as to benefit themselves, 
their employees and their customers. The camaraderie amongst those 
of us who fight the elements is hard to imagine until you experience it 
- and you will experience it at the SIMA Symposium. 

St. Louis is centrally located, and 90 percent of our membership can 
get there within a day's drive. St. Louis is also a hub airport making it 
very accessible by air from most of the United States. 

You'll learn much by attending the Symposium — from how to 
guard against the inevitable mild win-
ter (particularly appropriate for this 
year) to how to deal with monster 
storms. Either way, attending the Sym-
posium is a wise investment in your 
business and your individual profes-
sional development. 

See you in St. Louis! S B 

John Allin, CSP, 
Board President, SIMA 
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The BOSS Poly Power-V Plow 

Being The BOSS means standing strong. It means standing alone. And it means seeing 
the job through.That's why we design, test and manufacture our products to be the 
best available anywhere. From our full line of Straight-Blades, Power-Vs, Poly, and Steel 
Plows to features like our revolutionary SmartHitch®2 Mounting System; our new 
innovative plow light package; and more, our products are built tough . . . and built to 
last They're designed to get you through whatever nature puts in your way. And that's 
what being The BOSS is all about.To learn more about our full line of products or to 
locate The BOSS dealer nearest you, call 800-286-4155 or visit us at www.bossplow.com 

BOSS Snowplow products are designed and 
manufactured in an ISO 9001 registered facility. 
©2001 Boss Products'Systems Control 

http://www.bossplow.com


SIMA Certifies 

More Members 
The Snow & Ice Management Association (SIMA) certified six members on Nov. 11, during the 
Green Industry Expo, Tampa, Fla. The following are now Certified Snow Professionals (CSP): 
• Charles Balk, Winnscapes, Gahanna, Ohio 
• Steve Bednarz, Tovar's Snowplowing, Elgin, 111. 
• Allan Davis, RAR Landscaping Co. Inc., Baltimore, Md. 
• Rick Kier, Pro Scapes Inc., Jamesville, N.Y. 
• Jeff Korhan, Treemendous Landscape Co., Plainfield, 111. 
• Jerry Schill Jr., Schill Landscaping & Lawn Care Services, Sheffield Village, Ohio 

SIMA began the CSP program in June 2001, as a program to provide serious snow professionals 
a means to demonstrate their professionalism. The test requires a minimum score of 70 percent to 
pass each section. The sections include: risk, law and con-
tracts; business planning, accounting and management; tech-
nical aspects of snow and ice management; mechanics of 
snow and ice management; sales, marketing, communica-
tions and public relations; and health, safety and human 
resources. 

The test will be offered again on Feb. 26, at New Jersey 
Landscape 2002, Secaucus, N.J., and on June 6 at the Fifth 
Annual Snow & Ice Symposium, St. Louis, Mo. For additional 
information, call SIMA at 814/835-3577. 

New Board Member 
Announced 
Charles Glossop, Maplecrest 
Landscape, Maple Plain, Minn., 
has joined the SIMA board of 
directors. Glossop was asked to 
fill the position left vacant 
when Kyle Hansen, Clean Sweep 
Inc., Shakopee, Minn., resigned 
in June. 

Glossop is one of the found 
ing members of SIMA so he is 
familiar with the associations 
mission and its newly adopted 
governance policy. 

Clearing Snow Where Your 
Plow Won't Go ] 

When you need to clear snow from an area where your plow won t fit, you I 
want a snowthrower that's rugged, reliable and easy to use. Simplicity I 
Manufacturing makes eight walk-behind snowthrowers that fit the bill. 

From commercial duty two-stage models to 1 
compact single-stage units, Simplicity I 

snowthrowers feature heavy-duty 1 
steel frames, rugged gear- | 

boxes, and large auger and 
impeller diameters. 

Not to mention 
conveniently 

located controls 
and exclusive 

Simplicity features 
like Free Hand | 

Control™, Power 
Boost®, and Easy 

Turn™ axle release. 

For more information, to locate your nearest Simplicity dealer, or to purchase a 
unit on-line, visit the Simplicity web site at www.simplicitymfg.com. 

O Simplicity 

Wakes you up 
when it snows. 

•ce & Snow Alert 

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 t ransmits data to indoor 
visual/audible monitor. Many features: test & reset 
functions, battery backup and more. Years of 
proven service in severest northern winters. Direct 
from us, a leading U.S. manufacturer of weather 
instruments for professionals. 

How much is your sleep worth? 

r41 Terril Park Drive 
Concord NH 03301 

$449 
Check, MO, COD, Visa/MO 

Quantity discounts. 
30-day return privilege. 

CALL 1 800 633 1033 • FAX 603 224 2401 • www.seninsco.com 

http://www.simplicitymfg.com
http://www.seninsco.com
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Regional Training 
Plannedfor2002 
In December, SIMA announced it would begin offering one-day regional training 
sessions in fall 2002. The specific details will be announced shortly. 

SIMA Membership 

/ 
Jan. '97 Jan. '98 Jan. '99 Jan. '00 Jan. '01 Jan. '02 

SIMA Membership 
Reaches 1000 
In just five years of existence, SIMA has reached an important 
benchmark by attracting its 1,000th member. Tim Duncan, Duncan 
Construction and Snow Plowing, Antioch, 111., became the mem-
ber No. 1,000 on Jan. 4, 2002. S B 

SKID LOADER SNOW PLOW SYSTEM 
The original! li-usied, tried and proven for lO years! 

Maximize productivity and profitability. The SnowWott will cut your lot clearing time 
by up to 50% over a bucket, broom or blower. 

Unique oscillation feature allows the blade to follow the ground contours and 
scrape to the pavement, even with full down pressure applied. 

• Exclusive trip cutting edge design protects operator and machine if an 
obstacle is encountered. False trips are eliminated, 

v • 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 U.S.A. Call today . HQ.gQ5.22BS 
6022 Pillsbury Avenue South, Minneapolis, Minnesota 55419 



HEAVY SNOW POUNDS BUFFALO 
BUFFALO, N.Y. — Snowfall is never a 
surprise to snow contractors in Buffalo, 
N.Y. But after a warm November in which 
no snow fell — the first time that has 
happened since modern weather record 
keeping began in 1884 — some Buffalo 

snow pros wondered if snow would fall at 
all in 2001. 

Did it ever. 
More than 2 feet of snow hammered 

Buffalo, Dec. 24, effectively shutting down 
the city and Buffalo Niagara International 

Airport. Three days later 
another 25.6 inches of 
lake-effect snow piled 
up in the city, creating a 
total of more than 4 feet 
between Dec. 24 and 27. 

Cars, streets and side-

walks in Buffalo were 

buried by 81 inches of 

snow in late December 

and early January. Photo: 

Derek Gee, Buffalo News 

The 29.8 inches of snow that fell from 8 
p.m. on Wednesday, Dec. 26, to 8 p.m., 
Thursday, Dec. 27, is the second snowiest 
24-hour period in city history, The Associ-
ated Press reported. 

In total, nearly 7 feet of lake-effect snow 
fell on Buffalo between Christmas Eve 
and New Year's Day, prompting U.S. Presi-
dent George W. Bush to declare a state of 
emergency for areas of upstate New York 
and the city of Buffalo. 

As part of the emergency declaration, 
the Federal Emergency Management 
Agency will reimburse local and state gov-
ernment agencies for 75 percent of the 
total eligible costs of equipment, contracts 
and personnel overtime related to emer-
gency services in dealing with the snow. 
Federal aid to pay for snow removal could 
reach $30 million, federal officials told the 
Buffalo News. 

We put deicing salt on the 
'nformation superhighway. 

To save money on deicing salt, go to 
www.withagrainofsalt.com. Request a 
quote and place your order online. It's 
that simple. You will always get wholesale 
prices on the highest quality salt available. 

withagrainofsalt.com. Taking 
salt distribution to a whole 
new level. 

Wtf. CRAIN 

SALT 
www.wilhagrainofsalt.com 

WITH A GRAIN OF SALT, INC. ( 8 7 7 ) 9 4 7 - S A L T 
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"JUST BRUTAL." As could be expected, 
city crews and private contractors shoul-
dered the bulk of the storm's ferocity. "It 
started and didn't stop. Just brutal," said 
Mike Ortalano, vice president, Lushlawn 
Inc., Buffalo, N.Y. 

Don Potenza, Lushlawn's owner, said, 
"The first foot of snow we had no problem, 
the second foot of snow was no problem, 
then we got one batch in 12 hours. It was 
snowing so hard that we couldn't even see 
where we were making passes." 

To help keep up, Potenza hired sub-
contractors with front loaders at rates from 
$90 to $120 per hour, an expense passed on 
to the customer. "Our contracts specifi-
cally state right on the front page that any 
snow that requires high lift or removal 
from the site is not included in the con-
tract," Potenza added. 

Luckily, subcontractors were easy to 
find, as heavy equipment swarmed the 
city from neighboring areas. "We had a 

couple SIMA members from out of town 
call us to offer help. As we were going 
down the road, we'd stop and talk to guys 
with front loaders and they were more 
than willing to make some extra money," 
Potenza added. "I've never seen so many 
front loaders in my life. On every corner 
on every street, you'd see five or six." 

Steve Hausrath, vice president, 
Hausrath's Landscape Maintenance Inc., 
Buffalo, N.Y., said his company managed 
to keep pace with the storm by starting 
early and staying out during the storm's 
entirety. "With our accounts, we have the 
right equipment and our employees are 
trained to handle these situations, so it 
actually went very well." 

That's not to say fighting the storm and 
serving customers under harsh conditions 
was easy. "It was a tiring three or four 
days," Hausrath said. 

Contractors in other parts of the coun-
try might be envious of the profit potential 

Treacherous conditions made it tough go-

ing for many snowplow operators, espe-

cially this city truck which slid off road. 

Photo: Martha Muscarella 

such a major storm brings. Not so fast, 
Hausrath said. "Profitable yeah, but we 
didn't make a killing — by the time you 
pay all your insurance and your people. 
We were running such long shifts that we 
were paying a lot of time and a half." S B 
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plow or loader. 
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BY STEVE SMITH 

Experience 

in property 

management put 

Mark Shearholdt 

on the road to snow 

business success. 
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VITAL STATISTICS... 
CERTIFIED MAINTENANCE SERVICES, INC. 
OWNER: Mark Shearholdt 
LOCATION: Manchester, N.H. 
FOUNDED:1992 
2001 SNOW REVENUES: More than $1 million* 
2001 GROWTH: 15 percent 
2002 PROJECTED 6R0WTH: 15 percent 
NUMBER OF CUSTOMERS: 53 
CUSTOMER MIX: 95 commercial/industrial, 5 percent government/municipal 
EMPLOYEES: 32 full time, 60 part time 
SUBC0RTRACT0RS: 30 
AVERAGE WIRTER: 12 to 15 plowing events, 60 inches of snow, average February temperature is 22 F. 
SR0W SETUP: 28 snow throwers, 26 snow plows, 14 pickup trucks, 10 hopper spreaders, 10 dump trucks, 
10 loaders, 8 box plows, 2 skid steers, 1 road grader 

*Certified did not reveal its exact revenue figures. 

All good companies try to understand their customers. The deeper 
your relationship with a client, the more likely you'll serve their 
needs, price effectively and keep the client long term. For Mark 
Shearholdt, getting "inside the head" of the snow removal buyer 
simply means looking in the mirror. 

A long-time veteran of the property management business (in 
which he routinely hired snow removal professionals) and owner of 
a 10-year-old snow removal firm, Shearholdt has been both snow 
removal buyer and provider. 

BUILDING CMS. Shearholdt cut his entrepreneurial teeth in property 
management, a career that crested with his 1988 appointment as 
general manager of a major Boston-based firm and the opening of his 
own company, Manchester, N.H.-based Sentry Management Corp., 
in 1992. The same year, Shearholdt purchased a snowplow to serve 
the snow removal needs of the properties he managed. 

Two years later, seeing the opportunity available in the snow 
market, Shearholdt spun off a snow-only firm and called it Certified 
Maintenance Services (CMS). That decision, Shearholdt said, "al-
lowed us to go after accounts that we didn't manage ourselves and 
go after accounts that had higher profit margins." 

The first challenge was convincing customers that CMS could 
handle the business. "We realized very early on that we would have 
to market ourselves as a company that was skilled doing snow 
removal," Shearholdt said. 

That meant pounding the pavement. In the summer of 1994, 
Shearholdt and his staff compiled a list of target customers (high-
end, commercial/industrial facilities), visited them face-to-face and 

told the company's story. "Nothing takes the place of trying to identify the clients that are 
within your location, getting the telephone number and calling them," Shearholdt said. 
"(Customers) love the personal attention. Anybody who thinks you are not a pain and are there 
to help them, will love the personal attention." 

From its inception, CMS targeted larger commercial facilities, avoiding small retail stores, 
gas stations, convenience markets and restaurants, because of exposure to competition with 
low-price contractors. "That puts you in competition with people that have one or two trucks. 
Someone can plow a gas station for $75 to $100. We don't think, based on the amount of our 
investment in equipment, that is the best use of our equipment." Plus, for many Fortune 500-
type companies, budgeting for professional snow removal services is preferred to the liability, 
image and loss control issues that result from sloppy snow and ice cleanup. 

But how do you tell if a facility has the requisite deep pockets and desire to hire top-of-the 
line snow removal? It's simple, Shearholdt said. "If it's an office building and it looks attractive 

Photo: Thomas Roy 



PROBLEM SOLVERS 
Though separate from Certified Maintenance Services Inc., Owner Mark Shearholdt also 
leads Sentry Management Corp., a Manchester, N.H.-based property management firm. The 
position gives him a unique perspective on what property managers look for when hiring 
snow removal professionals. 

"The property manager is someone who is constantly on the phone or out in the field," 
Shearholdt said. "They want to deal with somebody they can get a hold of. Somebody that 
will return phone calls." 

And when the property manager reaches the snow contractor, he or she wants their 
problems solved. "They want a problem solver out in the field," Shearholdt added. "To the 
property manager, the most important thing is when they make that phone call, the problem 
is going to go away." 

Further, property managers look for companies with high ethics, reliability, quality 
workmanship, good communication skills and professionalism. From the appearance of your 
trucks and equipment, to the timeliness of your invoices, they all reflect on your company's 
ability to serve the client, Shearholdt said. 

and has significant landscaping, you know 
that snow removal is going to be an issue." 

OPERATIONS. Maintaining tight routes has 
been a key to delivering top-notch service 
to the company's high-end clientele. 

Though CMS has 53 commercial/indus-
trial clients (including the city's major 
hospitals and a major shopping mall), its 
service radius is only 15 miles. "We made 
a focused decision not to go outside that 
area. We had some accounts that were 25 

miles away, and we just let those accounts 
go," Shearholdt said. 

The service area is divided into five 
areas, each with a plow supervisor and 
sidewalk supervisor. Five of the supervi-
sors report to Shearholdt, and the other 
five report to Cory Marggraf, operations 
manager. 

"We emphasize before-season train-
ing, using a variety of training videos, 
checklists and meetings," said Cory 
Marggraf. Prior to the season each em-
ployee and subcontractor receives a packet 
with sample paperwork, important num-
bers and snow response plans for each 
account. Further, Marggraf said, the com-
pany makes sure it attracts the best snow 
plowing talent by paying above average 
salaries and wages. 

During winter, Shearholdt constantly 
monitors television, subscription and 
Internet weather reports and makes the 
calls on when, where and how much equip-
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ment to allocate. "My philosophy is that 
I'd rather have three or four more trucks 
than what we need and if I have to pay 
them four hours to be out there as a re-
serve, then they are out there as reserves 
and it is insurance for me," Shearholdt 
said. 

Shearholdt considers subcontractors as 
true partners in the business and he allo-
cates work accordingly. "If our equipment 
rolls, their equipment rolls," he said. "I'm 
not going to cherry pick you. I'm not going 
to run all my equipment and then you just 
be second-string quarterback. That phi-
losophy has allowed us to retain subcon-
tractors year after year after year." 

To protect against a service failure, 
Shearholdt and Marggraf both spend 80 
percent of their time in the field during a 
storm, checking accounts for quality con-
trol and responding to any problems. 
"When we manage the snow operations, 
we do it in the field," Shearholdt said. "We 

very rarely are in the office, and I think 
that is a significant difference from some 
other larger firms. We are out there feeling 
and smelling it." 

All CMS employees and subcontrac-
tors are linked via a Nextel system, allow-
ing managers to give employees immedi-
ate feedback and evaluation. If a particu-
lar lot looks very clean and done well, the 
employee is praised immediately on the 
system. On the other hand, "We are very 
cautious with criticism during a storm, 
because 4 a.m. is not the best time 
to be critical of someone. But once 
they come in and are having a cup 
of coffee, we don't mix words. 

"Sometimes the toughest thing 
we've done is to tell someone who 
is a real nice fellow that he is too 

CMS uses an even split of in-

house and subcontracted 

equipment. Photo: Thomas Roy 

slow or not up to our quality level," 
Shearholdt said. "They walk away with their 
tail between their legs. But, by and large, 
they are a whole lot better next time." 

PRICING. Ongoing employee evaluation 
and quality control allows CMS to satisfy 
high-end client needs. And serving high-
end clients means commanding a higher 
price. The company is often not the low 
bidder and makes a point of not budging 

(continued on page 30) 
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BY STEVE S M I T H 

It's understandable why someone would be trepidatious about spraying liquid on 
a frozen parking lot. After all, creating a hockey rink out of a customer's facility isn't 
the best strategy if you wish to succeed in the snow and ice removal business. 

Though it seems counterintuitive, application of liquid materials to fight ice might be 
one of the biggest technical innovations affecting the private snow and ice removal business 
since invention of the snowplow. "There is a lot happening with chemicals," said Don 
Walker, professor emeritus, University of Wisconsin — Madison. A widely recognized 
expert on deicing chemicals and abrasives, Walker spoke on the subject in Denver during 
last year's Snow & Ice Symposium, an annual trade show and convention hosted by the 
Snow & Ice Management Association. 

Liquid deicers have been around since the late 1960s when they were first used as an 
agent to wet granular salt before it was spread. And though it has taken nearly 30 years, 
liquid deicing has begun catching on with private snow and ice professionals. Today, 
there's not many snow pros who haven't at least considered incorporating liquid into their 
service mix. 

Robert Wilton, president, Clintar Groundskeeping Service, Markham, Ontario, began 
pre-wetting salt with liquid deicer last year and sees it as a transition to a time when he will 
use liquid-only applications. "We didn't have the leap of faith to give up the granular yet," 
Wilton said. However, recent regulatory pressure in Canada, which has deemed bi 
deicing salt a "toxic substance," may force Clintar into liquid application sooner rather than 
later. "The Canadian government has listed salt as a toxic substance, but they aren't 
enforcing the issue yet. But, we see it coming," Wilton added. 

"Everybody is thinking about it, but nobody has bit the bullet to do it," said Brian 
Akehurst, grounds maintenance operations manager, Akehurst Landscape Service Inc., 
Joppa, Md. "I think within the next couple years, we will be doing liquid applications." 

Currently, Akehurst Landscape pre-treats bulk piles of deicing salt with a liquid deicer, 
but concerns about temperature have kept it from using liquid only. "Usually, when you 
use a liquid deicer, the ground temperature needs to be below 32 degrees to work 
effectively," Akehurst said. "If not, it can create major problems and create slippery 
pavement. You have to know your stuff before you go out and do it, because you can cause 
more problems." 

In Maryland, temperatures don't often dip well below freezing, especially this year. "We've 
only had two events this year and they were two small events. Even if we were into the liquids 

Using liquid 

deicers in private 

snow removal 

operations. 
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SCHEDULE OF EVENTS 
WEDNESDAY, JUNE 5, 2QQ2 
2 - 4 p.m.: SIMA Committee Meetings 

5 p.m.: SIMA Board Meeting 

THURSDAY, JUNE 6, 2002 
7 a.m.: Golf Tournament 
(Optional Event) 
A shotgun start at 7 a.m. will 
give you a chance to play and 
have fun before returning to the 
Renaissance in time for the 
opening of the trade show floor. 

8 a.m. - 12 p.m.: 
Planning For A High Profit Year (Optional 
Educational Session) 
Kevin Kehoe, Kehoe & Co., asks that you come to this session 
prepared to "crunch" some of your own numbers to check the 
condition of your company and to learn about the kinds of 
decisions high-profit companies make to set goals and build an 
organization to succeed. Planning for profit is the key to making 
a profit. Too many companies fail to use capital, cost and 
personnel productivity ratios to form their decisions about the 
kind of work they do, the way they need to price, the types of 
customers they work for, the number of managers and sales-
people they need, the number of crews and the number of 
administrative staff they can support. Join Kehoe for this highly 
informative and interactive session. 

1 - 5 p.m.: Tradeshow Opens, 
Concourse Ballroom 
Be sure to visit with each exhibitor and have your passport 
stamped to be eligible for the prize drawings. Grand Prize - PRO-
TECH SNO PUSHER* - winners to be drawn on Friday, June 
7, 5 p.m. You must be present to win! *Winner receives up to 
$4,000 credit towards the model of their choice. 

5:30 - 6:30 p.m.: SIMA General 
Membership Meeting 
Please join us for our annual General Membership Meeting. 
Hear of the association's progress last year and let your voice be 
heard. 

7 - 1 0 p.m.: Optional Awards Banquet 
This elegant dinner is our chance to recognize the first Certified 
Snow Professionals, as well as say goodbye to Board President 
John Allin and welcome new Board President Jeff Tovar. Come 
join us for an evening of surprises. 

9 a.m. - 3 p.m.: Certified Snow 
Professional Exam 
Take this opportunity to earn your CSP 
designation. You must register in advance to 
take the exam, please contact the SIMA office 
for details. 814/835-3577. 

FRIDAY, JUNE 7, 2QQ2 
7:30 - 9 a.m.: Concurrent Sessions 
Important Considerations of Chemical Use. Speaker: Dale 
Keep, Owner, Ice & Snow Technologies, LLC, Walla Walla, Wash. 
After being absent from the show the past two years, Dale is 
back by popular demand. This session will highlight the 
benefits of good training in terms of product selection and 
use, the environment, corrosion and effectiveness. This ses-
sion is repeated at 9:15 a.m. 

Plowing the Olympics. Speaker: John Allin, CSP, President, 
Snow Management Group, Erie, Pa. Ten months of preparation 
leading up to three weeks of performance under intense scrutiny 

in front of a worldwide audience makes for one incredible story. 
Come hear and see how this massive undertaking was sold and 
implemented by Snow Management Group. This session re-
peated Saturday, 7:30 a.m. 

Selecting the Right Equipment. Speaker: Diño R. Tudisca, 
President, Exterior Solutions LLC/All Things Ice and Snow, Bozrah, 
Conn. Selecting the right equipment for snow removal can make 
the difference between just getting the job done and being able 
to turn a profit. In this session you will discuss different types of 
equipment and their different applications for the snow removal 
industry. 

Peering into the Future: What's on the Horizon in New 
Practices, Technologies and Products. Speaker: Harvey Will-
iams, Illinois State Department of Transportation. Winter main-
tenance has its own futurist in Harvey Williams. Williams will 
guide you on a journey into snow and ice control five to 10 years 
in the future. This session is repeated at 9:15 a.m. 

9 a.m. - 1 p.m.: Optional event for families 
Discover St. Louis. Bus departs the hotel promptly at 9 
a.m. and will proceed through 
downtown St. Louis, where you 
will see and hear about the his-
tory of this wonderful city. From 
there you will proceed to Forest 
Park where you can spend the 
morning at the Science Center 
and the Zoo. 

9:15 - 10:45 a.m.: Concurrent Sessions 
Important Considerations of Chemical Use. Speaker: Dale 
Keep, Owner, Ice & Snow Technologies, LLC, Walla Walla, Wash. 
Repeat session, see previous description. 

Dispatching Made Easy. Speaker: Peggy Allin, CSP, Vice Presi-
dent of Operations, Allin Companies, Erie, Pa. This session will 
take you through the set up and preparation for dispatching of 
snow plowing and ice control operations. It will also include 
proper documentation, flow of ideas and dispatch operations. 

Watch Your Step! Contracting for Snow Removal Business. 
Speaker: Scott McEachem, Program Manager, Greensure, a Divi-
sion of Reeds & Associates, Lindsay, Ontario. Understand the 
pitfalls and solutions in reducing or shifting the liability risk 
arising in snow removal agreements. Gain the ammunition to 
powerfully negotiate with property owners and property man-
agers. In addition you will learn how to cap expenses and take the 
risk of too much snow out of your flat rate contracts. 

Peering into the Future: What's on the Horizon in New 
Practices, Technologies and Products. Speaker: Harvey Will-
iams, Illinois State Department of Transportation. Repeat session, 
see previous description. 

11 a.m. - 1 p.m.: Snack & Chat 
(Optional Lunch Event) 
This highly popular event just keeps getting bigger and better. 
Choose a table from a variety of snow industry subjects and allow 
the table facilitator to get the conversation rolling while enjoying 
a hearty lunch. 

1:30-5 p.m.: Tradeshow, Concourse Ballroom 
This is your last chance to get your passport stamped, be sure to 
visit with each exhibitor and have your passport stamped to be 
eligible for the prize drawings. Grand Prize - PRO-TECH SNO 
PUSHER* - Winner to be drawn on Friday, June 7, at 5 p.m. 
You must be present to win! * Winner receives up to $4,000 
credit towards the model of their choice. 

6:30 - 10 p.m.: Evening Reception 
Enjoy a good mystery? Join us for an evening of intrigue and fun 
while networking with old friends and welcoming new ones. 



SCHEDULE OF EVENTS 
SATURDAY, JUNE 8, 2QQ2 
7:30 - 9 a.m.: Concurrent Sessions 
Plowing the Olympics. Speaker: John Allin, CSP, President, 
Snow Management Group, Erie, Pa. Repeat session, see previ-
ous description. 

Pursuing the Multi-Managed Corporate Customer. Speaker: 
Frank Dedon, Owner, Abraxus Snow Removal, Cleveland, Ohio. 
Association membership has its perks. When members work 
together for the greater good much can be accomplished. This 
session will touch on the many possibilities available with group 
buying power, including identifying, marketing to and pursuing 
large corporations. 

Introduction to the Internet. Speaker: Chuck Smith, CSP, 
Regional Sales Manager, Snow Management Group, Nutley, N.J. 
Not sure what all the Internet hype is all about? This session will 
give you an overview of the Web. You will learn the many uses 
of the Internet including how to navigate through the SIMA 
Web site and what it can do for you. 

Time and Money Management for the Successful Contractor. 
Speaker: Rick Kier, CSP, President, Pro Scapes, Inc., Jamesville, 
N. Y. Whether you specialize in residential or commercial con-
tracts, you are not going to want to miss this session on time and 
money management. Kier will share his successes and help 
profitably eliminate your frustrations when it comes to time 
management in the snowplowing industry. 

9:15 - 10:45 a.m.: Concurrent Sessions 
"Real Business Is Snow Business": Go Plowing with 
WinnScapes. Speaker: Rick Winnestaffer, CSP, President, 
WinnScapes Inc., Gahanna, Ohio. This very popular session from 
last year is being repeated this year so that those new to the show 
and those unable to catch it last year will have the opportunity 
to see what everyone is raving about. Take an inside look at one 
of Central Ohio's leading snow removal and ice management 
professional organizations. 

Inside the Owners' Head. Speaker: Jim Paluch, President, J.P. 
Horizons, Inc., Painesville, Ohio. There are two commonalities of 
business ownership: the feeling of isolation and the ability to take 
action. Those commonalities and a balance between the dream 
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and nightmare of business ownership create 
an exciting challenge. This session will be an 
open discussion on the blending of working 
hard and working smart; the difference be-
tween prosperity and survival thinking; and, 
as a leader, how to passionately sell your 
vision. This all will be built around the 
Organizational Excitement Model that has 
helped hundreds of companies excel and 
gives the owner a point of reference for 
improving their business. 

Materials Selection for Snow & Ice Re-
moval — Fatten your Bottom line. Speaker: 
Richard Hanneman, President, Salt Institute, 
Alexandria, Va. This session will offer a 
review of the considerations on where, when, 
why and how to select materials for winter 
roadway and parking lot maintenance. 

Marketing - What Is It and How Do I Do 
It? Speaker: Don Willig, Associate, Vanderkooi 
& Associates, Inc., Littleton, Colo. In this 
session, Willig will help you to understand 
the true definition of marketing, its function 
in a company, and the variables (predictable 
and unpredictable) you need to focus on to 
develop an effective marketing plan for your 
company. This session is repeated at 11 a.m. 

11 a.m. - 12:30 p.m.: 
Concurrent Sessions 
Teach Me How To Think. Speaker: Jim 
Paluch, President, J.P. Horizons, Inc., Painesville, Ohio. We must 
continue to develop our thinking skills as information overload 
and mass communication bombard our brains and clutter the 
thinking process. Paluch will share insight and activities that will 
energize the thinking process in an organization, a family and 
you. You will learn why creative thinking is no longer enough, 
how to create training programs that enhance thinking, how to 
probe your own brain for any answer you will need and how to 
keep your brain alive and growing for years to come. 

Job Costing: Control Your Cost - Control Your Profit. Speak-
ers: JeffTovar, CSP, President, and Rick Lenth, CSP, Vice Presi-
dent of Administration, Tovar's Snowplowing Inc., Elgin, III. You 
can sell it. You can produce it. But are you making money 
plowing snow? Learn how one company job costs each snow and 
ice event to be sure costs are controlled. 

Accurately Documenting the Weather. Speaker: Frank 
Lombardo, President, Weatherworks, Hackettstown, N.J. This 
session will include proper methods of measuring snow and ice, 
how to keep accurate prior and post storm weather logs to reduce 
your risk of liability, and suggested contract language to avoid 
billing disputes. Other topics that may be discussed include 
snow density, mixed precipitation storms and how to recon-
struct weather records for a past event. 

Marketing - What Is It and How Do I Do It? Speaker: Don 
Willig, Associate, Vanderkooi & Associates, Inc., Littleton Colo. 
Repeat session, see previous description. 

12:45 - 2:30 p.m.: Snack & Chat 
(Optional Luncheon Event) 
See previous description. 

6 - 1 1 p.m.: Gateway Riverboat Cruise 
(Optional Event) 
View the Gateway City while cruising on the Mississippi. A 
quick bus ride will take us right under the Arch to the Gateway 
Riverboat cruise. Enjoy a wonderful dinner and relax to a 
Dixieland Duo while taking in the sights of beautiful St. Louis. 
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REGISTRATION INFORMATION & FORM 
1. REGISTRATION INFORMATION 
(If more than one person from your company will be 
attending, please copy this form and fill out separately for 
each person - mail completed registrations together.) 

Name (as it should appear on badge) 

Company _ 

Address 

City 

State . Zip Code. 

Phone. 

Fax 

Please indicate any special diets/needs: 

In case of emergency during the symposium, please contact: 

Name 

Daytime Phone 

Evening Phone 

2. REGISTRATION FEES 
Fees include entire symposium (Continental breakfast on 
Friday and Saturday, Friday's reception, all educational ses-
sions, extensive handout materials and trade show admis-
sion) with the exception of ticketed events, which are op-
tional. Please check appropriate box: Boxes on left are for 
early bird registration (on or before 4-5-02). Boxes on right are 
for regular registration (after 4-5-02). 

HOTEL/AIR TRAVEL INFORMATION 
For hotel registrations please call the Renaissance St. Louis Hotel at 800-
468-3571. Ask for the SIMA Symposium rates. Renaissance room rates for 
the Symposium are $95 (U.S. Funds) for single/double occupancy. Reser-
vations must be made before April 26, 2002. For air travel use: 
U.S. Air, 877-874-7687, refer to gold file #80692114 
American Airlines, 800-433-7300, group authorization #A4462AB 
Delta, 800-241-6760, refer to file #180395A 

If you have any problems concerning your hotel or air travel please contact 
Judy Tarpley at 800-631-9576. 

CANCELLATION POLICY 
If an unfortunate event occurs that prevents you from attending the 
symposium, please send a replacement. If you prefer a cash refund, all 
cancellations made prior to April 5, 2002 will receive a full refund less $25 
processing fee. No requests will be fulfilled after April 5, 2002. 

HOW TO REGISTER 
By Fax : Fax registration form to ExpoTrac at 401/765-6677 
By Mail: Mail registration form to 
ExpoTrac 
PO Box 1280 
Woonsocket, RI 02895 
Online: www.sima.org 

* Please, no soliciting ofemployees during the conference. 

Questions regarding registration should be 
directed to SIMA at: 814-835-3577 

Before 
4-05-02 

After 
4-05-02 

SIMA Member Fee 
1st person 

from company • $250 • $300 

Each additional person 
from same company • $195 • $225 

Potential Member Fee 
1st person 

from company • $305 • $350 

Each additional person 
from same company • $255 • $275 

Trade Show Only Pass • $15 • $20 
(One day only, choose 
Thursday or Friday) 

3. TICKETED EVENTS 
Thursday Optional Educational Session, 
Planning for a High Profit Year, Kevin Kehoe 
SIMA Member Pricing • $30 
Potential Member Pricing • $35 

Thursday Golf Tournament 
SIMA Member Pricing • $90 
Potential Member Pricing • $ 100 

Thursday Evening Awards Banquet 
SIMA Member Pricing • $ 15 
Potential Member Pricing • $20 

Friday Family Outing 
(minimum of 30 required) 
Per Person Pricing • $25 
Ages 12 & Younger • $20 

• $35 
• $40 

• S100 
• s u o 

• $20 
• $25 

• $30 
• $25 

• $50 
• $60 

• $60 
• $70 

Friday and Saturday Snack & Chat 
(pricing covers both days) 
SIMA Member Pricing • $40 
Potential Member Pricing • $50 

Saturday Evening Dinner Cruise 
SIMA Member Pricing • $50 
Potential Member Pricing • $60 

4. JOIN SIMA NOW! 
Receive the many benefits of membership, including sympo-
sium attendance at the member rate. 

• Lifetime Member: $1,500 
• Associate Member (Vendors and Suppliers): SI65 
• General Member: $130 

5, PAYMENT 
Registration Fee: $_ 
Ticketed Events Fee: $_ 
SIMA Membership Fee: $_ 
TOTAL: $_ 

• Enclosed is my check for $ 
(U.S. Funds) made payable to SIMA. 

Please charge my: 
• Visa • MasterCard • American Express 
Card # Exp. Date . 
Signature 

http://www.sima.org


at this point, the ground temperature was 
not cold enough for us to use it/' Akehurst 
said. 

Sam Granados, owner, Integrated Strip-
ing Systems Inc., Golden, Colo., has used 
liquid deicing since 1996. 

Granados credited liquids with trans-
forming his company into a full-service 
operation and allowing him to pursue large 

accounts. "Once we got involved with the 
liquids and we used them as part of our 
operation, we were able to offer a full level 
of service, everything from pre-treating to 
de-icing to clearing ice build up," Granados 
told Snow Business last year. 

There's no question that liquid deicers, 
on balance, melt faster and last longer 
than traditional salt applications. But they 

are more expensive, both in material and 
equipment costs and in the additional 
training it takes to become competent in 
using them. "It's not like you can go out, 
spray it, and call it good," Granados said. 

For most companies the decision comes 
down to economics. "You have to look at 
the costs and where you are putting it 
down," Walker said. "Are the faster action 

MATERIAL EUTECTIC 
TEMP 

EFFECTIVE 
TEMP 

COST LIQUID APPLICATION CHARACTERISTICS 

Salt 
(NaCL) 

-6F 15-20F $25-$45 
per ton 

Can be made into liquid 
by creating 23% solution 
known as salt brine 

Requires heat and water 
to dissolve salt; Melting 
takes time; Corrosive 

Magnesium 
Chloride (MgCL2) 

-28F OF 50-70 cents 
per gallon 

Pre-wet at 6-10 gallons 
per ton of salt, liquid 
(22-30% concentration) 
applied at 13-33 gallons 
per acre 

Melts ice quickly; Special 
handling required; More 
costly than salt; Corrosive 

Calcium Chloride 
(Cacy 

-60F -20F 30-65 cents 
per gallon 

Pre-wet (32% solution) 
applied to salt at 8-10 
gallons per yard of salt); 
Liquid only (32-42% 
solution) 

Melts ice quickly; Special 
handling required; Adds 
10-20% to cost of salt when 
pre-wetting; Corrosive; 
May leave pavement wet 

Potassium Acetate -76F -15F N/A Pre-wet at 1.25 gallons 
per 100 lbs. of solid 
deicer, 1/2 to 3 gallons 
per 1,000 square feet 

Low corrosion; Bio-
degradable; Low toxicity 
to fish and mammals; 
Safe for vegetation; 
Does not track; 
Polyethylene containers for 
storage 

Calcium Magnesium 
Acetate (CMA) 

-18F 20F $1.25-$2.10 
per gallon 

19 to 40 gallons per 
acre 

Very low corrosion; Low 
environmental impact; 
Can reduce corrosion of 
salt when used as 
pre-wet; Costly 

All Clear™, Caliber™, 
First Down™, 
Ice Ban™, Magic-0™, 
NC-1000, NC-2000, 
NC-3000 
(All these products 
are quite different, 
and should be invest-
igated individually.) 

-30 to -85F Varies 65 cents to 
$1.20 per gallon 

Application 
rate varies 

Various deicer blends with 
agricultural bi-products 
from processed corn, 
sugar, distilling or 
brewing; Non-corrosive; 
Low environmental 
impact; Reduces 
corrosion when mixed 
with chlorides; Costly 

Source: Chemicals and Abrasives, presented by Don M. Walker, University of Wisconsin, Madison, Wis., during 2001 S1MA Symposium. Information 
also drawn from deicing manufacturer's product literature. The brief format requires generalization and listing of only the most common deicers. For 
more detail, contact manufacturers directly (see Liquid Deicing Buyers' Guide, page SB22). 



and corrosion benefits worth the cost? I 
can't answer that for you. But that is a tradeoff 
you have to look at." 

There are two basic techniques to using 
liquid deicers — pre-wetting and anti-icing 
— and many liquid products available (see 
page SB22 for a list of manufacturers of 
liquid deicing materials and equipment). 

PRE-WETTIN8. Pre-wetting involves tak-
ing a liquid product and spraying it on a 
dry product, usually rock salt. Pre-wet 
materials stick to the pavement better and 
begin melting the ice faster. 

Rock salt needs to form a brine solution 
(23 percent solution) to melt ice. Pre-wet-
ting, and the added moisture it brings, 
speeds the brine formation process. "To 
me that is what you are buying when you 
get into pre-wetting, the ability to act faster 
and stick to the surface," Walker said. 

Akehurst has witnessed first-hand the 
time saving associated with pre-wetting. 

The company had a parking lot where one 
portion was spread with treated salt, the 
other with dry rock salt. "When we were 
leaving the site the treated salt area was 
already black, it had already melted," 
Akehurst said. "Where we put down the 
regular salt it was still working and it has 
not melted yet. So I am definitely sold on 
the treated salt." 

But there's a price for that quick action. 
Pre-treat rigs can range from $1,150 for a 
pickup truck-mounted system to $2,500 or 
more. Chemicals that can be used to pre-
wet salt range from salt brine to chlorides 
to organic-based products. 

"The theory is that you use substan-
tially less salt," Wilton said. "So our cost 
should not be any higher, but in reality we 
still have to train all the operators that 
more isn't better," Wilton said. 

However, Wilton has passed the extra 
cost on to the consumer in many cases, 
because his Fortune 500-type clientele see 

the reduction of salt use as a benefit to 
their overall corporate environmental 
strategy. 

Akehurst added, "What we decided to 
do, and I'm not recommending this for 
everybody, but we told our clients that 
this year is our test year, so we are not 
going to charge more. We are going to see 
how it goes, prove the point and then next 
year we will talk about price." 

Indeed, a fair amount of customer edu-
cation is involved in using liquid deicers. 
Akehurst recently received a call from a 
skeptical customer who wondered why 
another snow company was out treating 
the lot next door, while she hadn't seen 
any Akehurst trucks that day. "So we had 
to explain how we didn't need to come out 
because (the pre-wet salt) kept (the pave-
ment) from refreezing," he said. 

ANTI-ICING. Less common than pre-wet-
ting is the application of liquid deicers 

Sno-Way International, Inc. 
262.673.7200 • www.snoway.com 

i t e 

• Patented/Exclusive Down Pressure System 
• Straight Blades & "V" Blades 
• Sand/Salt Spreaders 

Predator Commercial Grade Plows 

Hydro Terra Brine Generator and 
Low Profile De-Ice Applicator 

Adapter for Hydro Terra Hydrvseeder 
Generates Brine for De-Icing 

Environmentally Safe 
Uses Common Rock Salt 
Easily Applied 
Use Unit in Off-Season 

Low Profile Poly Tank applies De-Ice Material 
Five Minute Set Up 
12V Diaphragm Pump 
Brass Fittings & Nozzles 
Hand Spray Sidewalks 
Remote Control 

Hydro Terra Products 800-497-2565 
W i c h i t a , Kansas 316-821-9900 

www.hydroterraproducts.com • www.hydrQterr9.gbQ9rd.QQm 

http://www.snoway.com
http://www.hydroterraproducts.com
http://www.hydrQterr9.gbQ9rd.QQm


before a snow storm to melt the first layer 
of precipitation and prevent the build up 
of snow pack, that icy layer of snow that 
bonds with the pavement, making removal 
frustrating and time consuming. "If you 
have areas where you want to provide a 
very high level of service, where you want 
to keep it bare and get the pavement bare 
as soon as possible after the storm, anti-
icing may have some benefits for you," 
Walker said. 

The beauty of anti-icing is that once the 
liquid is applied to the pavement, it can 
provide residual benefits for many days. 
So, if a predicted storm doesn't hit or hits 
late, the liquid will still be on the pave-
ment waiting to do its ice-melting job. The 
chemical will be washed away by rain, 
however. 

Temperature can also be an important 
factor. Using these chemicals when it is 
too warm can have disastrous effects by 
creating slippery conditions. "These 

chemicals really react to temperature, not 
only the amount (of material) you need, 
but the time it takes them to work," Walker 
added. As a result, using liquid for anti-
icing requires a well-trained and sophisti-
cated operator. 

"I suggest that if you get into anti-
icing, you need to spend some money on 
weather forecasting," Walker said. "You 
have to know what is coming. If your 
weather forecasting is the 6 p.m. news, 
then you don't belong in anti-icing," 
Walker said. In addition to professional 
weather forecasting services, a hand-held 
thermal scanner, which can read pavement 
temperature, is reccommended. 

In addition to its trickiness, liquid anti-
icing can be expensive. A pickup-mounted 
liquid application system can cost $3,000 to 
$8,000 depending on the gallon capacity. A 
high capacity tank for a 5- or 10-ton dump 
truck can cost $10,000 or more. 

Despite the expense, it is clear more pri-

Pickup-mounted liquid deicer application 

systems are becoming more common. 

vate snow and ice professionals are explor-
ing how liquid deicers might fit into their 
businesses. The technology is not a magic 
bullet, experts caution, but can be a very 
useful tool in many situations. S B 

The author is managing editor of Snow Busi-
ness. He can be reached at ssmith@gie.net 

read itl 
Efficiently m a n a g e 
snow a n d ice in 
park ing lots, dr iveways 
a n d roads with the 
f ingert ip control of 
SnowEx. A v a i l a b l e in 
a var iety of models 
for every app l ica t ion , 
mater ia l a n d budget . 

Patents Pending 

TRYN03ö/ 
I N T E R N A T I O N A L 
800.725.8377 
810.756.6555 

hwrl/ 

S n o w a / l & T . . . 

mailto:ssmith@gie.net


BY STEVE S M I T H 

« i s s B u y e r s ' Guide 
Since their development in the 1960s, the use of liquid anti-icing and deicing technology has slowly, 
but steadily, become more prevalent among private contractors. These days it seems that most snow 
contractors are at least considering experimentation with liquid deicers. If you're in this category, the 
companies listed below may interest you — they offer liquid deicers and/or liquid application systems. 

LIQUID DEICERS 

AMERICA WEST 
P.O. Box 730 
Pasco, WA 99301 
Phone: 888/547-5475 
E-mail: americawest@prodigy.net 
Web site: www.america-west.net 
Liquid Products/Equipment: Produces All 
Clear and First Down liquid anti-icers/deic-
ers, as well as calcium chloride and mag-
nesium chloride. 

CARGILL SALT 
P.O. Box 5621 
Minneapolis, MN 55440 
Phone: 888/385-7258 
E-mail: www.cargillsalt.com/cargillsalt/ 
request_info.htm 
Web site: www.cargillsalt.com 
Liquid Products/Equipment: Offers Hydro 
Melt, a liquid deicer with corrosion inhibitor 
that can also be used as a pre-wetting 

agent. Also manufactures ClearLane Liq-
uid, intended for spraying on rock salt as it 
is applied to roads to boost brine genera-
tion and reduce corrosion. 

CRYOTECH DEICING 
TECHNOLOGY 
6103 Orthoway 
Fort Madison, IA 52627 
Phone: 800/346-7237 
E-mail: deicers@cryotech.com 
Web site: www.cryotech.com 
Liquid Products/Equipment: CF7, a potas-
sium-acetate-based clear liquid deicer that 
is effective to temperatures below -15 F (-
26 C) and E36, a potassium-acetate-based 
liquid deicer. 

DOW CHEMICAL COMPANY 
Call for nearest distributor 
Phone: 800/447-4369 
E-mail: http://www.dow.com/calcium/ 
email.htm 

Web site: www.peladow.com 
Liquid Products/Equipment: Liquidow Ar-
mor Deicer, liquid calcium chloride effec-
tive to temperatures down to -17 F. Fea-
tures corrosion inhibitor and can be used 
as deicer, anti-icer or as a pre-wet of rock 
salt and abrasives. 

ENVIROTECH SERVICES 
P.O. Box 338 
Kersey, CO 80644 
Phone: 800/369-3878 
E-mail: envirotech@etsvcs.com 
Web site: www.envirotechservices.com 
Liquid Products/Equipment: Shield GSL, 
an additive that reduces overall salt corro-
sion of liquid sodium chloride brines. Also 
serves as a dealer/distributor for a wide 
variety of liquid deicers. 

GLACIAL TECHNOLOGIES 
Call for local distributor. 
Phone: 800/328-4150, ext. 2696 

Editor's Note: A company's inclusion or exclusion in this guide should not be viewed as a comment on its products. If your company produces licjuid 
deicing products or equipment and you were not listed in this guide, please let us know at: Snow Business magazine, 4012 Bridge Ave., Cleveland, 
OH 44113, fax: 216/961-0364, ssmith@gie.net. 

mailto:americawest@prodigy.net
http://www.america-west.net
http://www.cargillsalt.com/cargillsalt/
http://www.cargillsalt.com
mailto:deicers@cryotech.com
http://www.cryotech.com
http://www.dow.com/calcium/
http://www.peladow.com
mailto:envirotech@etsvcs.com
http://www.envirotechservices.com
mailto:ssmith@gie.net


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 # 4 0 2 

http://www.fisherplows.com


E-mail: mail@anti-icers.com 
Web site: www.anti-icers.com 
Liquid Products/Equipment: Offers a line of 
liquid non-chlorides for deicing (NC-1000, 
NC-2000, NC-3000) and Caliber 1000, a 
liquid deicer and pre-wetting agent, as well 
as Caliber M2000, a stockpile treatment. 

NATURAL SOLUTIONS CORP. 
100 Volvo Parkway, Suite 200 
Chesapeake, VA 23320 
Phone: 888/423-2261 
E-mail: info@naturalsolutionscorp.com 
Web site: www.iceban.com 
Liquid Products/Equipment: Man uf actu res 
Ice Ban, a natural, non-toxic, non-corro-
sive liquid. Can be used as a stockpile 
treatment, pre-wetting agent or direct ap-
plication deicer. Eutectic point as low as 
-78 F depending on the formulation. 

NORTH AMERICAN SALT 
(formerly IMC Salt) 

8300 College Blvd. 
Overland Park, KS 66210 
Phone: 913/344-9405 
Web site: www.nasalt.com 
Liquid Products/Equipment: FreezGard 
Zero, a liquid magnesium chloride deicer. 

OSSIAN INC. 
P.O. Box 4076 
635 S. Elmwood Ave. 
Davenport, IA 52722 
Phone: 800/553-8011 
E-mail: icemelt@ossian.com 
Web site: www.ossian.com 
Liquid Products/Equipment: Offers Select 
ice melter, a potassium-acetate-based liq-
uid deicer. Is effective below -15 F. 

SHH COMPANY, Ltd. 
445 Hutchinson Avenue, Suite 800 
Columbus, OH 43235 
Phone: 866/744-2436 
E-mail: info@shh-chem.com 

Web site: www.shh-chem.com 
Liquid Products/Equipment: Manufactures 
Ice-MCL, a liquid deicer/anti-icer. Can also 
be used to pre-wet granular deicers. For-
mulated with corrosion inhibitor. Remains 
effective down to -25 F. 

TACONIC MAINTENANCE 
186 Cottage St. 
Poughkeepsie, NY 12601 
Phone: 845/485-4200 
E-mail: info@magicsalt.com 
Web site: www.magicsalt.com 
Liquid Products/Equipment: Produces 
Magic Minus Zero, a liquid deicing product 
recycled from agricultural processing and 
blended with magnesium chloride. Can be 
added to salt to suppress corrosiveness 
and lower effective temperatures. 

TETRA TECHNOLOGIES 
25025 Interstate 45 N 
The Woodlands, TX 77380 

MEETS FAA SPECIFICATIONS * ISO 9 0 0 2 
CERTIFIED 

Deicing Technology 

FT. MADISON, IA 52627 • 8 0 0 / 3 4 6 - 7 2 3 7 
FM 3 9 0 9 2 WWW.CRYOTECH.COM • DEICERS@CRYOTECH.COM 

N A A C ™ 
SOLID D E I C E R IS 

S A F E E N O U G H FOR 
R U N W A Y S . . . 

. . . AND YOUR FACILITIES! 

G S A C o n t r a c t # G S - 1 0 F - 8 8 8 7 H • V i s a a n d M a s t e r c a r d a c c e p t e d 

mailto:mail@anti-icers.com
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mailto:icemelt@ossian.com
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mailto:info@shh-chem.com
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G L A C I A L - TECHNOLOGIES ™ Engineered Performance 
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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. Glacial Technologies is proud to offer our new 
non-chloride 'NC Series" de-icers as well as our popular 
Caliber M1000 and M2000 deicers. Glacial Technologies will 
continue to lead the industry with high performance and 
environmentally friendly de-icing / anti-icing products. 

Glacial Technologies offers three different 
Non-Chloride products. 
NC-1000 is a dark amber, odorless, cost effective liquid 
designed for roadway use and environmentally sensitive 
areas. 

NC-2000 is a clear, colorless, high performance liquid 
designed for roadway use, automatic bridge systems, 
parking structures, sidewalks, storefronts, and environ-
mentally sensitive areas. 

NC-3000 is a clear, green/blue liquid designed for roadway 
use as well as an ideal alternative for use in sensitive 
landscape areas, parks, trails, sidewalks, storefronts, and 
residential use. 

Enhanced Chlorides 
Since 1999, Caliber* M1000 has quickly become one of the 
most popular MgCl2 based liquid de-icer/anti-icers on the 
market. Caliber de-icer is derived from corn and is specifi-
cally engineered to enhance the eutectic point, anti-icing 
properties and viscosity of the MgCl2. The Caliber de-icer 
inhibits corrosion and suppresses crystal formation within 
the MgCl2- Caliber de-icer increases the friction coefficient 
of the MgCQ and aids in the prevention of the "slickness" 
period sometimes experienced when using chloride brines. 

Stockpile Treatment 
The use of Caliber M2000 allows for the treatment of the 
entire stockpile as it is being delivered, or whenever it is 
most convenient. Treating the entire stockpile prior to 
application to the roadway means that pre-wetting saddle 
tanks are no longer necessary. 

Once the salt has been treated, the Caliber M2000: 
• Increases the rate at which the salt begins working 
• Increases the penetration into ice and snowpack 
• Allows the use of salt at lower temperatures 
• Prevents the stockpile from freezing or "clumping" 
• Helps protect equipment from the corrosion caused by salt 

To l e a r n m o r e a b o u t o u r p r o d u c t s : 
Tel: 866.647.4812 
mail@anti-icers.com 

OUR DE-ICING PRODUCTS ARE 
JUST THE TIP OF THE ICEBERG' 

www. an ti-icers. com 
USE READER SERVICE # 4 0 3 

mailto:mail@anti-icers.com


Phone: 800/327-7817 
E-mail: jgates@tetratec.com 
Web site: www.tetratec.com 
Liquid Products/Equipment: Liquid calcium 
chloride, including WinterThaw, a corro-
sion-inhibiting deicer and prewetting agent. 

APPLICATION EQUIPMENT 

COMPONENT TECHNOLOGY 
970 Campus Drive 
Mundelein, IL 60060 
Phone: 847/573-3800 
E-mail: comtech_ill@certifiedpower.com 
Web site: www.certifiedpower.com 
Liquid Products/Equipment: Produces and 
markets the IceGuard anti-icing/deicing ap-
plication system. 

DULTMEIER SALES 
13808 Industrial Rd. 
Omaha, NE 68145 
Phone: 800/228-9666 

E-mail: dultmeier@dultmeier.com 
Web site: www.dultmeier.com 
Liquid Products/Equipment: Wide assort-
ment of equipment used for liquid deicing 
and anti-icing, including spray systems, 
application equipment, supplies and parts. 
Also available are brine production sys-
tems, pickup sprayers, pump units, etc. 

HYDRO TERRA PRODUCTS 
5310 Valentine Road 
Wichita, KS 67219 
Phone: 800/497-2565 
E-mail: info@hydroterraproducts.com 
Web site: www.hydroterraproducts.com 
Liquid Products/Equipment: Brine genera-
tor and a low-profile deicing applicator. 

KOIS BROTHERS EQUIPMENT CO. 
5200 Colorado Blvd. 
Commerce City, CO 80022 
Phone: 303/298-7370 
E-mail: koisbros@koisbrothers.com 

Web site: www.koisbrothers.com 
Liquid Products/Equipment: Manufacture 
the Ice Killer line of liquid deicer sprayers 
for pickup, dump and tandem dump body 
trucks. Available models include the Slip N 
Go, Storm Buster Combo and Seasonal 
Commander. 

MONROE TRUCK 
EQUIPMENT, INC. 
1051 West 7th Street 
Monroe, Wl 53566 
Phone: 800/356-8134 
E-mail: mtemarketing@monroetruck.com 
Web site: www.monroetruck.com 
Liquid Products/Equipment: Manufactures 
and markets liquid anti-icing and deicing 
application systems for slip-in dump body 
trucks. Also offers an electric spray unit for 
pickup trucks. Also manufactures hydrau-
lic and electric-driven truck-mounted sys-
temsforthepre-wetting of granular deicing 
materials. 

AVALANCHE' 
Lede* 
iNaa .TBi .a l 

COMPARE THE 
COMPETITION 

DOUBLE BRACED . id* panels 
w i l l not b u c k l e us in s ing le 

COMPARE THE 
COMPETITION 

M A L I K THROUGHOUT NORTH AMIRICA 

1-800-232-6950 
or www.ledexlndustrles.com 

Daniels Box Plow 

Steel Trip Edge cleans hard packed snow 
and ice better than a rubber edge! 

• Daniels quality rugged construction 
• Multiple sizes available: 10' to 32' 

t M ï ï Q Q S 
847-426-1150 • Fax 847-426-1171 

www.danielsplows.com 

• Patented Trip Edge 
• Replaceable cutting edges 
• Individual sections that trip 
• Clean down to the pavement 
• Superior Back Dragging 
• Snow Guard increases capacity 
• Bucket Mount or Quick Disconnect 

mailto:jgates@tetratec.com
http://www.tetratec.com
mailto:comtech_ill@certifiedpower.com
http://www.certifiedpower.com
mailto:dultmeier@dultmeier.com
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http://www.hydroterraproducts.com
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http://www.koisbrothers.com
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NORSTAR INDUSTRIES INC. 
2302 A Street SE 
Auburn, WA 98002 
Phone: 253/735-1881 
E-mail: sales@norstarind.com 
Web site: www.norstarind.com 
Liquid Products/Equipment: Offer a line of 
chassis- and skid-mounted anti-icing spray-
ers and application systems. 

NY TANK 
P.O. Box 5 
Weedsport, NY 13166 
Phone: 315/834-6738 
E-mail: Yonk@aol.com 
Web site: www.nytankinc.com 
Liquid Products/Equipment: Produce skid-
mounted spray applications for anti-icing/ 
deicing. 

SPRAYER SPECIALITIES 
5149 N.W. 111» Drive 
Grimes, IA 50111 

Phone: 800/351-1587 
E-mail: cccccl 11 @ aol.com 
Web site: www.sprayers.com 
Liquid Products/Equipment: Trailer spray-
ers that can be used for liquid deicing 
application. 

SWENSON SPREADER 
P.O. Box 127 
Lindenwood, IL 61049 
Phone: 888/825-7323 
E-mail: 
swensonsales @ swensonspreader.com 
Web site: www.swensonspreader.com 
Liquid Products/Equipment: Offer a liquid 
spray system for dump body trucks. 

TEEJET TECHNOLOGIES 
E-mail or consult Web site for nearest 
distributor. 
E-mail: tjtech@spray.com 
Web site: www.teejet.com 
Liquid Products/Equipment: Offers con-

trols for liquid deicing application equip-
ment. 

WYLIE SPRAYERS 
North Main Street 
Petersburg, TX 79250 
Phone: 800/722-4001 
E-mail: jimt@wyliesprayers.com 
Web site: www.wyliesprayers.com 
Liquid Products/Equipment: Produce a 
variety of liquid spray equipment with deic-
ing applications. SI* 

STORY TO TELL? 
Snow Business magazine gladly accepts 

letters to the editor and ideas for news 

and feature stories. Please send your 

letters / ideas to Steve Smith, Snow Busi-

ness magazine, 4012 Bridge Ave., Cleve-

land, OH 44113, ssmith@gie.net, phone: 

216/961-4130, fax: 216/961-0364. 

mailto:sales@norstarind.com
http://www.norstarind.com
mailto:Yonk@aol.com
http://www.nytankinc.com
http://www.sprayers.com
http://www.swensonspreader.com
mailto:tjtech@spray.com
http://www.teejet.com
mailto:jimt@wyliesprayers.com
http://www.wyliesprayers.com
mailto:ssmith@gie.net


POLYETHYLENE 
SNOW PLOW 
FROM MEYER 
• Constructed of high molecular 

weight polyethylene 
• Available in a variety of sizes 

from 6.5 to 10 feet 
• Slippery surface created by 

polyethylene allows snow to 
roll off plow 

• Resists punctures and dents 
Circle 450 on reader service card 

ACCUWEATHER 
SERVICE 
• Digital weather content services pro-

viding comprehensive forecast and 
current weather information 

• Contractors can either access 
AccuWeather.com, link to the Web 
site, or receive 
customized 
weather content 
delivered onto 
their Internet 
or intranet sites. 

• Includes custom-tailored exp-
anded daily forecasts that offer a 
snap-shot of the near-term weather 

• Forecasts for temperature, precipita -
tion, wind speeds and directions 

• Provides text format general weather 
overviews and graphic representa-
tions for site-specific weather 

Circle 451 on reader service card 

SNOWMAN SC 
PULL PLOW 
• Eliminates back dragging and 

turnaround time 

• Hydraulic pump pressure of 
1,450 pounds 

• Patented spring trip protects 
the vehicle and plow 

• Moldboard widths of 6 to 8 
feet 

• Available in red or yellow 
Circle 452 on reader service card 

When I was a boy there was no 

More melting action 
for your money. 
• 94-97% Calcium 

Chloride Pellets 
• Immediate Melting Action 
• Fastest Ice Penetration 

TETRA 

For more information please call 1-800-327-7817 
Or visit our website at www.tetratec.com 

BUILT FOR EFFICIENCY 
AND PROFITS! 
2 s ^ j f c > 
, dragging i n urn around time 
twice the drives per hour \fr»th front & 

wfhethod 6 
ring loading docks, tight areas and de; 
>ns ^ T i F ^ 
- scrapes cleaner J^Kdm • A 

inly Spring-" 

SPREADER 
COMPATIBLE 

EASY CENTI 
RECEIVER 

HITCH HOOK-UP 
SPORT/UTILITY 
POWER ANGLE 

Easy on your Vehicle...Tough on Snow! 
The Future of Snow 

Removal is Behind You! 
i l N l O W M A N 
I N O W P L O W T 

P.O. Box 78 • Bloomfield, IA 52537 
1-888-766-6267 • Fax: 1-641-664-3438 

www.snowmansnowplow.com 

http://www.tetratec.com
http://www.snowmansnowplow.com


NEW V-PLOW 
FROM LOEGERING 
• New V-plows for skid steers 

available in 65- or 90-inch 
moldboard widths 

• Adapts to V, scoop, angle or 
straight position 

• Features 5/8-inch, 1080-steel 
cutting edge 

• Double-acting angling cylin-
ders lock blade in position to 
prevent wing drift and allow 
better control of snow removal 

Circle 453 on reader service card 

BONNELL SSP-3600 
PUSH PLOW 
• Height of 36 inches, variety of lengths 
• Standard with a continuously 

welded 3/16-inch, double-paneled 
moldboard with 3/8-inch end plates 

• Two, 2-inch schedule 40 pipes used 
for moldboard reinforcement 

• Abrasion-resistant T-l steel wear 
shoes are reversible and replaceable 

• Adjustable 1 Vi- by 10-inch rubber 
cutting edge 

BIG DAWG 
ANGLE BROOM 

Circle 454 on reader service card 

• New design from Sweepster 
• Engineered for work on heavy 

duty jobs 
• Features new brush and core 

designs 
• Hydraulic motors 
• New combination poly/wire 

bristles 
• Additional safety features also 

added 
Circle 455 on reader service card 

RCS SNO-PRO 
No Gimmicks, No Forgotten Give Aways 
ROCHESTER'S FINEST 

Great Plows 
at a 

Great Price! 
RCS 
SIMO* 



(continued from page 13) 
on price to win an account. "If we have to 
put seven proposals out and we only get 
one, we are satisfied with that." Losing an 
account isn't something the company has to 
deal with often, as last year it retained 90 
percent of its customers. 

To set prices, "I essentially look at (the 
account) and determine how long it would 
take me to plow it," Shearholdt said. He 
then puts a dollar value on each of those 
hours. "A snow plow is the most valuable 
between 3 and 7 a.m. A loader may be 
worth $150 to $200 at that time, because 
there are only so many accounts that equip-
ment can handle during that critical time." 
But if the account doesn't need plowed 
until later, say a hotel that doesn't need 
cleaned until mid-day, when guests will 
begin arriving, then the equipment may 
only be worth $100 an hour. Other factors 
considered are the traffic patterns, work 
shifts and operation hours of an account. 
For example, industrial accounts typically 
only need transportation lanes open, while 
retail /medical care facilities typically de-
mand bare pavement and clean sidewalks 
from edge to edge. 

Once the value of the hours are calcu-
lated and the total time it will take to 
complete the job is estimated, a base price 
is determined. The base price is then com-
puted to include weather variability. 

"Zero to 3 inches may be $450, 3 to 6 
inches may be $650, 6 to 9 might be $800 
and every 3 inches thereafter might be an 
extra $150," Shearholdt said. Shearholdt 
looks at the average winter in his area — 
12 to 15 plowing events a year — breaks 
them down into average increments (how 
many snow events are 1 to 3 inches, 3 to 6 
inches and so on) and extrapolates a final 
price based on those figures. Estimated 
rates for salt/sand application and side-
walk work are also added. On average 25 
percent of the overall price is dedicated to 
labor-intensive sidewalk work. 

The total number after all those com-
ponents (plow time, sand/salt time, side-
walk time, average snow increments and 
average snow amounts) becomes the per-
storm price offered a customer. As a check 
and balance, Shearholdt and Marggraf each 
separately evaluate a facility and estimate 

a price. At the end of the process, they 
compare their prices, come to a middle 
ground and draw up a proposal for the 
client. "Very rarely do we have a large 
disparity," Shearholdt said. 

To set seasonal pricing, Shearholdt 
takes the per-storm price and multiplies it 
by the average number of events to form a 
total for the season. He then discounts the 
number. "By and large, if we have an 
average season of 12 to 15 plowing events 
and if a customer stays with a seasonal 
contract for a number of years, he is going 
to be better off," Shearholdt said. 

The key is having the right balance 
between seasonal and per-storm prices, 
said Shearholdt, who has 50 percent sea-
sonal customers and 50 percent per-storm 
clients. "If you have a mix of both pricing, 
I've always found that you are going to 
make money. Combination increases your 
profitability. The reason being is that if 
you have the right mix, your marginal 
costs to plow all of your locations for both 
the per-season and the per-storm is less 
than the revenue you are going to get from 
just the per-storm. The more it snows, the 
more money you will make." 

When he first started, Shearholdt found 
he was pricing himself out of the market. 
"I remember this one plaza that for a 10-
inch storm I priced at $4,500, where now I 
could probably do the whole thing with a 
loader in three hours. I bet the guy really 
laughed at that one. But that is how we 
learned what pricing is. I did a number of 
proposals, spent a lot of time on them and 
I followed up on my proposals." 

Back then, each time Shearholdt lost a 

AD INDEX 

bid, he called to ask how competitive his 
pricing was. He began to get a picture of 
what the market would bear and could lower 
or raise his prices to the edge of it. 

Once prices are set, Shearholdt advises 
contractors not to share the pricing with 
employees. "Don't go out to your staff and 
say, 'By the way, we priced this too low so 
watch your hours.' Put the pricing in the 
vault and treat all your customers the same." 

And if you learn that you've priced the 
job too low, at the end of the year either drop 
the account or explain the situation to the 
customer. "You sit down with the owner or 
property manager and say, 'How did you 
like my snow removal?'" Shearholdt said. 
Assuming they were pleased with the ser-
vice, Shearholdt recommended proceeding 
by saying, "I wanted to let you know that we 
really did not price this job right. It is not 
your problem and I'm not asking you for a 
dime more. But, I'd like to provide you a 
proposal for next year that is more fair to all 
concerned." 

BUSINESS SENSE. Much of the success at 
CMS can be attributed to good old fashion 
business and management acumen. Find a 
target market, price appropriately for that 
market and attract and manage high-quality 
employees and partners, who will deliver a 
high level of service to the customer. Doing 
all those things well is much easier said than 
done. And that makes the accomplishments 
of CMS, a company with only a decade in 
existence, very impressive. S B 

The author is managing editor of Snow Busi-
ness. He can be reached at ssmith@gie.net. 

ADVERTISER PG# RS# 
Agri-Cover 12 412 
Boss Snowplow 5 401 
Buyers Products Company 13 414 
Central Parts Warehouse 12 413 
Cryotech 24 418 
Daniels 26 420 
Extenda Plow 8 410 
Fisher 23 402 
Glacial Technologies 25 403 
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Hydro Terra 20 416 
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TfIfm Ready for Winter^. Are You?" 
FreezGard Ice Melter is the best way to get ready for 

what's coming this winter! 

The FreezGard Advantage: 
99% magnesium chloride hexahydrate 

0 Melts down to minus 25°F 

Will not chemically attack concrete 

0 Is less damaging to turf grass than calcium chloride 

^ Will not irritate or burn skin 

# Is less corrosive to metal 

0 Starts working faster than other ice melters 

fy Is less toxic than baking soda 

* Will not leave a white residue 

North American 
S a l t C o m p a n y F ° r Sales & Service: (800) 729-SALT • www.nasalt.com 

© 2002 IMC Salt 

http://www.nasalt.com


The Right Tool For The Job 
YOU. 

H 
2 Men 1 Truck ' P f ° TeLch 

Sno Pusher 

Time to complete job: 2:40 

YOUR COMPETITION. 

M Ä Ä 
5 Men 4 Trucks 1 Loader 

Time to complete same job: 4:25 

^Increases plowing capacity and productivity up to 500% 
SiSafer than using the bucket 
ef Sizes available 4' to 30' 
e i 100's in stock at dealers throughout the U.S. 
eiTop quality craftsmanship 
¿iBest return on investment 

PROTECH \|Z The Industry Standard 
b N O P U S H E R ™ ^ J 

Visit your local dealer or call 888 PUSH SNO (888-787-4766) 
www.snopusher.com 

© 2001 Pro-Tech Sno Pusher. All rights reserved. 

http://www.snopusher.com


Postemergence herbicides offer turfgrass managers more flexibility in application 
timing than preemergence herbicides. Emerged weeds are not controlled by most 

preemergence herbicides. Thus, the preemergence herbicide must be applied in advance 
of weed seed germination. 

Most preemergence herbicides require about Vz inch of rainfall or irrigation water to 
move the herbicide into the upper 1 to 2 inches of the soil profile. Preemergence herbi-
cides can also undergo volatility losses and photodegradation the longer it remains on 
turfgrass foliage or thatch. Irrigation is advisable unless a rainfall is anticipated within 
four to seven days of application. 

Most species of crabgrass initiate germination when soil temperatures at the 4-inch 
depth reach 53 to 58 degrees Fahrenheit. Depending on the geographical location, this 
will occur anytime between February and April in the southern United States. Goosegrass 
germinates at a soil temperature of 60 to 65 degrees Fahrenheit, approximately two to 
eight weeks later than crabgrass. On turf grasses that are not fall-overseeded, preemer-
gence herbicides can be used to control annual bluegrass and certain annual broadleaf 
weeds. Annual bluegrass germinates at soil temperatures of around 70 degrees Fahren-
heit. Thus, the preemergence herbicide should be applied in the late summer to early 
fall months. 

Postemergence herbicides should be applied to small, actively growing weeds. 
Perennial and annual weeds growing under good soil moisture conditions at moderate air 
temperatures are easier to control than weeds that are stressed due to adverse environ-
mental conditions. Target the application to coincide with good soil moisture conditions 
at air temperatures of 50 to 90 degrees Fahrenheit. Applications on cold, winter days or 
to drought-stressed weeds will result in poor weed control. - Tim Murphy 

Timing Tips 
used for crabgrass and goosegrass control 
can be used on all established turfgrasses. 
But, there are exceptions. For example, Ronstar 
is not labeled for use on centipedegrass or for 
use on home lawns. 

In addition, there is a dramatic difference in 
the turfgrass species' tolerance of postemer-
gence herbicides. For example, bermudagrass 
has good tolerance to MSMA and DSMA, but 
research shows these herbicides severely in-
jure carpetgrass, centipedegrass and St. 
Augustinegrass. Additionally, cultivars 
within a species may respond differently to 
the same herbicide. 'Meyer' zoysiagrass has 
better tolerance to MSMA than 'Emerald' or 
'Matrella.' The product label should always 
be consulted to determine if the herbicide 
can be used on a particular turfgrass species. 

When turfgrasses and weeds are stressed 
due to high air temperatures or drought, they 
can respond negatively to postemergence her-

bicides. Turfgrass tolerance to postemergence 
herbicides decreases at air temperatures greater 
than 90 degrees Fahrenheit, when turfgrasses 
are drought-stressed or when they are grow-
ing under high soil moisture and high rela-
tive humidity conditions. Herbicides that con-
tain 2,4-D, dicamba, mecoprop, dichlorprop, 
imazaquin, MSMA and DSMA should not be 
applied at high air temperatures (greater than 
90 degrees Fahrenheit) since there is an in-
creased risk of unacceptable turfgrass injury. 
Always follow the most restrictive warning 
that is shown on the label. 

Additionally, warm-season turfgrasses' 
tolerance to postemergence herbicides is gen-
erally lower during spring green-up than 
when the turfgrass is dormant or after full 
green-up. Fortunately, research has shown 
that the decrease in turfgrass quality that 
may result from the use of postemergence 
herbicides during green-up is temporary and 

persists for two to six weeks after appli-
cation. If a dense weed population ne-
cessitates the use of a postemergence 
herbicide during green-up, use only 
the lowest recommended or half the 
recommended rate to minimize herbi-
cide injury to the turfgrass. If needed, 
the application can be repeated after 
green-up is complete. 

For some herbicides - particularly 
postemergence products - a repeat 
application is necessary to effectively 
control the weed. For example, two 
applications of MSMA, at seven to 
10-day intervals, are necessary to con-
trol crabgrass. Preemergence herbi-
cides may be applied either as a full-
rate single application or as sequen-
tial repeat application. With the se-
quential application program, one-
half of the maximum labeled rate is 
initially applied, with the remaining 
one-half rate applied 60 days later. 
Research has shown that with most 
preemergence herbicides, sequential 
applications tend to improve crab-
grass and goosegrass control over that 
achieved with a single application. 

Preemergence herbicides effec-
tively control crabgrass and other 
annual grasses and form the base of 
the chemical weed control program. 
Postemergence herbicides are useful 
to control weeds not controlled by 

preemergence herbicides. Additionally, 
postemergence herbicides provide a reliable 
backup in the event of preemergence herbi-
cide failure due to adverse weather condi-
tions. 

ONE OR THE OTHER. There may be some 
turf sites where a preemergence-herbicide-
only program provides acceptable weed con-
trol. But, using a postemergence herbicide to 
control weeds not controlled by the preemer-
gence product is usually necessary. 

I a w n a n d l a n d s c a p e . c o m ^ y 



It also is possible to control turfgrass weeds 
with only postemergence herbicides. But the 
necessity of repeat applications (and associ-
ated labor and equipment costs) and the tem-
porary injury observed with postemergence 
herbicides renders this approach impractical 
on most turfgrass sites, especially for commer-
cial lawn care companies. 

The use of proper turfgrass management 
practices in combination with preemergence 
and postemergence herbicides will enable a 
turfgrass manager to achieve the goal of a 
high quality, nearly weed-free turfgrass. Al-
ways read and follow the manufacturer's 
recommendations shown on the herbicide 
label. This will ensure that the herbicide is 
properly applied and will provide the high-
est level of weed control that can be achieved 
with a particular product. [Q 

The author is extension weed scientist at The 
University of Georgia Cooperative Extension 
Service, Griffin, Ga. 

Before using herbicides to control pesky turf weeds, lawn care operators should follow 
approved preventive and cultural turfgrass management practices. 

Preventive practices Turfgrass managers should strive to prevent the accidental 
introduction or spread of weeds over a turfgrass area. Preventive practices include using 
weed-free seed, sod, sprigs, container plants, mulches and topsoil. 

The end buyer should purchase high-quality turfgrass seed and vegetative planting 
materials that do not contain weed seeds. Similarly, only mulches and topsoil that do not 
contain problem weed species should be purchased. 

Other preventive practices are: preventing weeds from going to seed, cleaning mowers 
and earth moving equipment between different sites, and, if possible, controlling weeds 
along ditch banks, fence rows and other adjacent areas. 

Cultural practices Follow cultural practices that promote vigorous growth and 
turfgrass development. Weeds do not easily invade turfgrasses that are properly fertilized, 
watered and mowed at the correct height and frequency. 

Weeds appear primarily in bare or thin turfgrass areas due to improper mowing 
procedures, improper watering, improper fertilization, excessive amounts of thatch, the use 
of nonadapted turfgrasses, and insect and disease control failure. 

Adhering to recommended fertility programs, water requirements, mowing heights and 
schedules, and controlling diseases and insects will significantly increase turfgrass 
competition with weeds. And, it will also improve the tolerance of turfgrasses to herbicides 
and increase the effectiveness of the weed control program. The use of herbicides without 
following approved cultural practices will not result in a high quality, weed-free lawn. 
- Tim Murphy 

Turigiass Management Review 
LANDSCAPES 
•AMPLE PACK. 

• Specialized forms including Landscaping Estimates and 
Proposals, Lawn Maintenance Invoices and Landscaping 
Work Orders/Invoices. 

• FREE personalization gives you a professional image. 

• Preprinted heading and checkboxes get you through 
paperwork quicker. 

Try before you buy with a FREE Landscaper's Sample 
Pack. Then buy with confidence...every thing from NEBS 
comes with our 100% Money-Back Guarantee! 

REQUEST YOUR FREE 
LANOSCAPER'S 
SAMPLE PACK 
using code 84056 

CALL 1-800-367-6327 
or visit online at nebs .COIll 

NEBS, INC. 
500 MAIN STREET GROTON, MA 01471 
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oves you 4 , 2 2 4 yards in 8 minutes. 

On the move? Cut to the chase with 

a John Deere Worksite Gator" 

Utility Vehicle. An 18-hp, liquid-

cooled, diesel engine provides you 

with the quickest way to get from 

point A to point B. 

And to make sure it carries its 

own workload, there's a 1,400-lb. 

payload capacity' and an additional 

1,400-lb. towing capacity. Not to 

mention, it holds up to 2 people. 

Add to that a heavy-duty front 

suspension and wet-disk brakes, and 

it can hold its own on the toughest 

off-road courses. Plus, its compact 

design and excellent maneuverability 

make sure this unit goes where other 

vehicles won't. 

Don't make a move without one. 

See your John Deere dealer today 

(or call 1-800-537-8233 for the 

dealer nearest you). 

USE READER SERVICE # 4 3 

^Approximate cubic yards based on using an 84-inch Construction bucket on average worksite and day. 
'Payload capacity includes 200-lb. operator and 200-lb. passenger. JOHN DEERE 



- June10-12, 2002 
Defray Beach, Florida 

MANAGEMENT 
SOLUTIONS 
JunelO-12, 2002 

Delray Beach, 

Florida 

for the Interior 
Landscape Professional 
2 0 0 2 INTERIOR BUSINESS 
CONFERENCE * TRADE SHOW FEATURES— 

• Diverse Educational Format - Sessions for 

Managers and Technicians 

• Numerous Networking Opportunities 

• Convenient Destination, Affordable Hotel 

• Exhibit Area - Visit with Industry Suppliers Whi le You Learn 

For 

Registration, 

Sponsorship 

and 

Exhibit 

Information 

Call 

800/456-0707 

Visit us on the web at 

J m WJJ sliJ :JJ sli] d J 4 EOm 
Click on "Conferences" 

Sponsored By 
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Bed edging machines offer cjuick 

bed shape-ups and provide contractors 

with a profitable add-on service. 

by Nicole Wisniewski 

Bed edging creates the frame that either makes or breaks the garden picture. 

Clean, crisp garden rims provide definition, and, on the practical side, keep soil 

and mulch in and grass out of well-tended beds. 

Even though plastic, metal, concrete and brick edges have been all the rage, the 
natural edge is making a comeback, according to Grady Williford, sales manager for 
trenchers, Brown Manufacturing, Ozark, Ala. "It's one of the fastest growing seg-
ments of the industry," he said. "People like a natural look where nothing sticks out 
and the mulch blends with the grass." 

But, in the past, clients who requested natural bed edging or shaping were ignored 
because, when done by hand, the service required considerable time but didn't deliver 

/ profits, explained Bob Brophy, director of the lawn products division, Turfco Direct, 
mneapolis, Minn. "Contractors shied away from these jobs because labor costs were 

he said. 
Today, contractors can use bed edging machines to get the work done in less time, 

making the service easier to successfully offer and manage. 

The bed edging machine actually originated in the golf industry as 
a sand trap edger, which kept the lines between sand and turf clean and resembled a 
sod cutter, Brophy noted. In the mid-1970s, this machine inspired landscape contrac-

tors, and with the change of a blade the bed edger used in the industry 
today was born. "Now, out of every 10 we sell, nine of them go to 
landscape contractors and only one goes to a golf course superin-
tendent," Brophy observed. 

In fact, none of the machines used for bed edging today were 
originally designed for that purpose, Williford added. Tren-

chers, which typically are used to install irrigation lines 
and low-voltage lighting, also served as inspiration for 

(continued on page 132) 

Reciprocating bed shapers move forivard and shave dirt and turf in a back-

and-forth motion. Photo: Turfco 
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(continued from page 130) 

bed edging machines. "We actually call bed 
edgers mini-trenchers/' he said. "They are 
little trenchers with special blades." 

These "dirt-cutting machines," as Brophy 
calls them, shape flower beds and tree rings 
and come in two different styles: rotary, 
which is equipped with a spinning blade, 
and reciprocating, which chops dirt in a back-
and-forth motion. 

While reciprocating edgers shave the dirt 
and leave it for pickup, rotary units chew up 
the dirt in a hood and blow it into the 
flowerbed, Brophy explained. Both machines 
offer advantages and disadvantages. "With 
reciprocating machines, contractors have to 
go back and pick up the chunks of turf and 
dirt left behind, which adds some time to the 
job," he said. "And while rotary machines 

may cut this stage out, they do blow the dirt 
and turf back into the beds, which usually 
causes weed or grass to grow in the beds 
later. So, in that case, contractors have to 
either spray a nonselective herbicide before 
installing bed plant material or must come 
back to the property on an already estab-
lished bed to spot control this problem." 

(continued on page 134) 

While natural edging is increasing in popularity, other 
forms of edging are still trendy. Client preference 

really drives the selection , said Grady Williford, sales manager 
for trenchers, Brown Manufacturing, Ozark, Ala. 

And, in addition to creating bed lines and shapes, bed-edging 
machines, when paired with the right blades, can also be used to 
set the stage for concrete edging machines, which form concrete 
borders that utilize many different shapes, sizes, colors and 
stamping patterns to add a unique touch to flower and tree beds. 

Concrete edging machines, which range in engine horse-
power from 2.5 to 4 horsepower, can put concrete curbs down 
at an 8- to 10-feet-per-minute rate and come in two different 
forms: the plunger style, which opens to let the concrete 
mixture through and then pushes it through a mold, repeating 
the process in a plunging motion until the job is complete; and 
the auger style, which has a hopper full of material and screws 
this material through a mold in a steady twisting motion, pointed 
out Bob Matthias, president, The Concrete Edge, Orlando, Fla. 

While auger machines follow the ground closely, leaving no 
wasted material, plunger-style machines leave some waste that 
has to be cleaned up after job completion, pointed out 
Matthias, who sells both types of machines. 

Most machines need a dry mix of concrete, what Matthias 
describes as a 1-inch or less level. "Mixes of concrete are 
described in slumps from 1 to 8 inches or higher," he explained. 
"The higher the slump, the wetter the material. For these 
machines, zero is best, but 1 inch or less is usually good, 
where you can take the material and make a snowball with it 
and it sticks together. When it's soupy like cream of broccoli soup, 
it won't stick after it's been pushed through a concrete mold." 

To define the slump definition more clearly, Matthias said 
there is a big difference between a zero- and 1-inch slump. 
"One is really considered a wetter type of mixture," he said, 
adding that the closer to zero, the better the results. 

Robert Parrish, chief executive officer, Decorative 
Curbmaking Machines, Clearfield, Utah, said some auger-style 

machines will run a wetter mixture. "Plunger machines run a 
drier mix than auger machines because they are not able to 
achieve the compaction of auger machines," he said. "If there 
is no moisture in the material to let hydration happen, it won't 
be as strong." 

Auger machines come in two different styles - mechanical 
and hydraulic. "Hydraulic auger machines tend to last longer 
because they have less mechanical parts that can wear over 
time, but they are also about one-third more expensive than 
plunger machines and slightly more expensive than their 
mechanical auger counterparts," Parrish said. 

A basic concrete edging machine can cost $4,700, Matthias 
said. From there, the cost increases from $800 to $2,000, based 
on add-on packages that include different molds and trowels. 
Parrish said plunger machines cost between $4,500 and $6,000, 
mechanical auger machines cost about $6,000 and hydraulic auger 
machines cost between $6,000 and $9,000. All-inclusive packages, 
which typically include the machine, two molds and four finish 
trowls, also can range from $6,000 to $9,000, Parrish said. 

Stamps or imprint rollers can also be used to add shape and 
style to concrete edging. Imprint rollers by themselves cost 
approximately $150 each and molds cost about $300 to $350 
each, Parrish said. 

When purchasing these machines, contractors should pay 
attention to equipment weight. A heavier machine will pack 
material more tightly, aiding in crack resistance, Matthias said. 
Machines range in weight from 150 to 210 pounds. "It's hard to 
convince someone to buy a heavier machine because they are 
going to be using it all day, but a heavier one is better for this 
type of work," he said. 

Matthias said concrete edging can be a profitable service for 
contractors who use a machine to reduce their labor costs. 
"The concrete itself only costs 35 cents per foot and contractors 
usually charge anywhere from $4 to $8 dollars per foot for this 
service, so a considerable profit can be made," he said. 
- Nicole Wisniewski 

Just Add Concrete 
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(continued from page 132) 

The other major difference between re-
ciprocating and rotary machines is their di-
rection of movement. Rotary machines move 
backwards, while reciprocating machines 
move forward. Some contractors argue that 
pulling the machine is economically easier 
than pushing it, while others say a forward 
movement is better because then the work is 
ahead of the operator instead of behind him 
or her. 

The difficulty of movement also may de-
pend on the soil type rather than the ma-
chine. In smooth, soft soils, rotary machines 
can dig 25 to 30 feet per minute, while in 
hard, rocky soils they only can dig 10 to 15 
feet per minute, Williford pointed out. 
Brophy reported slightly different numbers 
for reciprocating machines. He said in good 
soil conditions, bed edgers will dig 75 linear 
feet per minute, and that number is cut in 
half in dry, solid soil. 

Bill Pritchard, owner of Bill Pritchard 
Lawn Service in Hilton, N.Y., uses a rotary 
machine and has noticed that while the ma-
chine finishes the work faster, harder soils 

"Most clients don't know 

[bed shaping is] available 

unless they had it done in the 

past or see their neighbors 

getting it done. Once they see 

it and can visualize the 

huge impact bed shaping 

makes on a property, they 

become v e r y interested." 

- Scott Brown 

present a challenge. "The only disadvantage 
to these machines is that they aren't motor-
ized to move as much as they are to dig," he 
said. "While it moves alright on a hard sur-
face, they can be tough to pull on grass - the 
blades will catch a little bit. But I think pull-
ing it is still easier that pushing it." 

However, Scott Brown, president, 
ProGreen, Austell, Ga., disagreed. Though 

Rotary bed shapers move 
backward and have spinning 
blades that chew up dirt in a 

large hood and blow it back out 
in little pieces. Photo: Brown 

Manufacturing 

he currently uses a rotary ma-
chine, he's planning on purchas-
ing a reciprocating version be-
cause he thinks this machine will 
make his bed-edging service run 
more smoothly. 

"I think the reciprocating machine has 
less vibration and is easier to use because on 
the rotary machine when the blade is rotat-
ing and gets momentum, then hits a rock or 
stump, it becomes teeth jarring and is hard 
on the operator," he said. "If you're not in 
debris-free soil - which never happens -
you're in for a ride." 

Bed edgers range in weight from 70 to 
140 pounds, which can affect movement 
capability as well. They also vary in price -

reciprocating machines can cost a little 
more than $1,000, while rotary ma-
chines can range from $2,200 to $4,000, 
manufacturers reported. 

In addition, most edging machines 
come with a basic blade, but various 
other blades can be purchased for $50 
to $200 each, depending on the type of 
blade. For instance, a root-pruning 
blade may be less expensive than a 
specialty-trenching blade that cuts deep 
enough to install irrigation lines, 
Williford said. 

SERVICE STRATEGIES. Bed shap-
ing is proving to be a high-profit, add-
on landscape service, according to 
many contractors and manufacturers. 
In fact, Brophy said clients in cold-
weather regions shy away from other 
forms of edging because of the heaving 

that can result after a few years of freeze and 
thaw. "To them, it's almost as cost effective 
to have someone come by a few times a year 
to shape up the beds rather than rip out and 
replace a more permanent form of edging," 
he said. 

The trend is gradually moving to warmer 
climates in the West, Williford added. "Most 
of our sales are in the Midwest area like 

Minnesota, Wisconsin and Iowa, but sales 
are slowly increasing in the West." 

Pritchard successfully offers this service 
to his current clients who crave low-mainte-
nance landscapes. "You have to run a weed 
eater around concrete, plastic and metal edg-
ing all the time - you can't get a mower over 
that stuff," he remarked. "You can take a 
mower up against a natural edge and it saves 
my clients the extra work." 

Pritchard charges his clients $30 an hour 
for this service unless he knows the soil is 
tough on a job, and then he may charge $35 an 
hour. Contractors should charge at least $15 
an hour for this service to keep up with 
regular preventive maintenance, he said. 

"You can't move a machine for less than 
that," said Pritchard, who's offered bed shap-
ing for a little over a year. "The blades are 
really the only part to keep an eye on, except 
for regular oil changes and usual wear-and-
tear stuff. I've noticed the teeth of the carbide 
blades are already worn down a bit because 
I use it in tough ground. So, replacing blades 
adds to my costs." 

Brown, who also added this service last 
year, charges clients 3 to 7 cents per linear 
foot. "My average property is about 3,000 to 
4,000 linear feet so that's a $300 job," he 
explained. 

Both contractors said that since they in-
troduced the service, client requests for it 
have increased. "Most clients don't know it's 
available unless they had it done in the past 
or see their neighbors getting it done," Brown 
said. "Once they see it and can visualize the 
huge impact bed shaping makes on a prop-
erty, they become very interested." DJ 

The author is Managing Editor of Lawn & Land-
scape magazine. 
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13 m E51 
by Nicole Wisniewski 

Two lawn care professionals share 
details about their winning projects. 

Photographs rarely hide im-

perfections, such as brown 

spots on a lawn or improp-

erly pruned shrub branches. 

That's why the Picture 

Perfect award-winning pho-

tos speak volumes about the 

quality work these lawn care 

operators do every day. 

The awards, sponsored 

by Lawn & Landscape and the 

Professional Lawn Care As-

sociation of America 

(PLC A A), were given to 

these two lawn care opera-

tors during PLCAA's annual 

dinner at the Green Industry 

Expo (GIE) in Tampa, Fla. 

Winners received recog-

nition for their care of a spe-

cific property in two catego-

ries (cool-season turf - resi-

dential and cool-season turf 

- commercial) and a $200 

Travel Worldwide Network 

travel voucher for the 2002 

PLCAA Conference and GIE 

in Nashville, Tenn. 

Take a look at what these 

winning maintenance and 

lawn care programs entail. 

SEEING SPOTS & 

T H R E A D S . When 

dollar spot and red 

thread took over the 

lawn on a 3-acre Lake 

Forest, 111., residence 

nearly two years ago, 

the client needed 

some help. She had 

hired a lawn care com-

£ ; * 
V * 

pany to take care of it, 

but after spraying the 

yard with fungicide, 

the diseases didn't disappear. 
Enter The Chalet Nursery, Wilmette, 111. In May 2000, it took over the property, and as 

Lawn Care Manager Bill Leuenberger said simply, "We did what was needed to bring the 
lawn back." 

The client, upset with the poor results from another company, needed to trust a new 
company. Leuenberger said to build trust in a client he explains the problem and his theories 
on what can control it. "We never put down our competitors," he said. "We are all professional 
and licensed - the only difference is that we all have different theories on what it takes to grow 
a beautiful lawn - so there's no need to put them down." 

The site, located adjacent to Lake Michigan, has somewhat sandy soil and the turf is a 
combination of bluegrass, ryegrass and fine fescue, Leuenberger explained. The lawn care 
program Chalet uses on the site consists of five applications of organic fertilizer, a synthetic 
fertilizer low in phosphorus to help grow out the dollar spot and weed control on an as-needed 
basis. "We stay away from phosphorus in the fertilizer mix because the property is near a lake 
and we don't want to harm the fish," he said. "We usually only put down phosphorus when 
we're first installing sod." 

The company not only got rid of the diseases and won a lawn care client, it also won a 
weekly maintenance client. "It's a gorgeous property with a viewing pond that's 90 feet long 
and 20 feet wide and has fountains in the middle of it," Leuenberger said. "I'm glad we get 
to take care of the entire site." 

(continued on page 138) 
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(continued from page 136) 

A HALL-OF-FAME PROPERTY. Spring-Green 
Lawn Care has maintained the Bob Symonds/Kirby 
Puckett Baseball Field at Triton College, in River 
Grove, 111., since 1987. "It's kind of a special field," 
explained Armand D'Agostino, commercial branch 
manager for the Plainfield, 111.-based company. 

The reason being that Kirby Puckett, who played 
baseball for the Minnesota Twins from 1984 to 
1996, was inducted into the Baseball Hall of Fame 
in 2001 - the same year Spring-Green won the 
Picture Perfect award for taking care of the prop-
erty Puckett once played on. Symonds still coaches 
at the field today, D'Agostino said. "That coach 
takes amazing care of the field," he said. "I always 
see him out there playing in the dirt." 

The field is also special because it's the first 
official athletic field the company maintained. "So 
we've always taken special care of it because we 
didn't want to mess it up," D'Agostino said. 

Spring-Green's lawn care program for the site 
includes three applications comprised of a bal-
anced, slow-release granular fertilizer and a liq-

The author is Managing Editor of Lawn & Land-
scape magazine. 
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uid, three-way broad-
leaf week control ap-
plied with a turf tractor, 
D'Agostino explained. 

Since the 18-acre ac-
count is located on a 
college campus, sched-
uling is a challenge. "We 
have to schedule our 
way around a day care 
facility, soccer and soft-
ball practices and state 
police training," 
D'Agostino said. "We've created a long-term rela-
tionship with them, though, so scheduling has be-
come easy. We call one month before we come out 
and make sure the date is OK. 

"It's not a large dollar site," D'Agostino pointed 
out, "but it's one we try to take special care of." HQ 
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by Keith Grabow 
K & G LANDSCAPING, INC. 

K&G Landscaping proves 

that a new and improved logo 

can beef up business 

and strengthen credibility. 

landscaping, inc. 

Creating Lasting Impressions 
since 1986 

K&G Landscaping's old (top)and 

new logos. Images: K&G Landscaping 

Kevin Cermak and Gary Pipa formed K&G Landscaping as 

middle-school students earning extra cash by mowing lawns 

in subdivisions of Milford, Mich. After 17 years, K&G has 

grown into an enterprise with approximately $1.5 million in 

annual sales and 38 employees. 
Until last year, the boyhood partners held onto one ves-

tige of their original partnership: the K&G logo - a one-color 
tree and bush emblem that they designed as 13-year-olds on a 
computer. In 2001, any affinity they held for the past and the old 
logo was overtaken by concerns about the future. 

"We've been trying to move into more high-end areas, like 
landscaping, custom designs, waterfalls and water gardens," 
Pipa said. "But people would look at our old logo and what was 
triggered was, 'You cut grass.' When we'd remind them about 
all the other things we did, they'd say, T didn't know you do 
that.' People don't read - they form impressions." 

So the partners agreed that the time had come to redo the 
logo. "We knew it was a big move," said Cermak, though in 
retrospect, he's not sure he appreciated just how big. 

The first step was finding a designer. Cermak asked 
business associates and customers for recommendations, 
and, after viewing examples, finally hired a firm that designs 
logos for area companies. 

The second step was to explain to the designer what they 
wanted in a logo. "We wanted a look that was both catchy 
and classy," Cermak said. How do you describe a catchy and 
classy look? The best the partners could do was tell the 
designer they wanted their name in cursive type. 

The third step required the designer to begin putting 
together some possibilities. 

Finally, after about three months of going back and forth 
with designs, they overcame a key obstacle—the "G" in 
K&G. The designer was doing it in a Christmas font, Pipa 
recalled. "Neither of us liked it, so we got him to do a custom 
font." At this point, the partners were down to two logo 
variations, but they couldn't decide which one to select. 

"So we began showing the two possibilities to people we 
trusted - employees, customers, other business associates," 
Cermak said. All told, they showed the two designs to about 
50 people. "It was about 35 for one, and 15 for the other. 
Fortunately, the majority was in favor of the one Gary and I 
were leaning toward." 

Once they settled on a new logo they had to get rid of the 
old logo. That meant an additional expense for putting the 
new logo on the company's signage, including office, truck 
and yard signs. For instance, K&G has eight trailer trucks, 

(continued on page 142) 
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and applying the new logo cost between 
$2,000 and $2,500 per trailer, or nearly $20,000. 
Also, the company had to change all logos on 
forms and other paper items, such as statement 
sheets, estimate forms, work orders and direct 
mail return envelopes. 

So what's been the outcome of all this 
effort? It's hard for the partners to be precise, 
since customers don't usually say that they 
became clients because of a company's logo, 
but Cermak said "people say they see our 
trucks around and admire our logo." 

And in the year since the new logo was 
applied, business increased from $900,000 in 
sales to $1.5 million. 

"This year, we plan to hit $2 million," 
Cermak enthused. "And the new logo will 
definitely play a big role." DB 

The author is vice president of marketing for 
NEBS, a producer of business forms and related 
business items for small companies, based in 
Groton, Mass. 

With planning, developing a new logo can be a manageable and pleasant 
experience. Here are some tips from Suzette Degrandpre, composition manager, 

NEBS, Groton, Mass., who oversees the NEBS Logo Design Service: 
C O N S I D E R Y O U R M A R K E T . For example, if your market consists of many 
elderly individuals, consider designing your logo in large type. If your market is young 
people, consider a modern approach. 
E S T A B L I S H A D E S I G N B U D G E T . Designing a new logo usually can be accom-
plished for less than $1,000. If you want to work with a designer face-to-face, you'll 
probably want someone local, and the budget is typically between $500 and $1,000. 
A L L O W E N O U G H T I M E . Logo creation generally takes four to six weeks from 
start to finish, including revisions. Rushing the process increases the risk that it won't 
be exactly what you or, more significantly, your customers really like best. 
R E S E A R C H Y O U R C O M P E T I T I O N . Look in the Yellow Pages for examples 
of conlpetitors' logos. Show these to your designer so he or she has a sense of what 
has already been done. This will help the designer produce something distinctive 
for your company. 

C O M M U N I C A T E L I K E S A N D D I S L I K E S . For example, are there colors that 
turn you off or clash with existing company uniforms or other colors you use? Are there 
type styles you especially like or dislike? Articulate these to the designer to save time 
and money. 

New Logo Guidelines 
L I G H T I N G, I N C . 

The World's Finest Decorative Outdoor 
and Landscape Liybtini) See l whatV 

Vudom 
Web ilte today. 

www.lawnandlandscape.com 

http://www.lawnandlandscape.com
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SCAG 
"Simply the Best" 

If you are serious about commercial cutting, you 
need serious equipment like Scag...a mower you 
can count on every time you put it on a job. Over 
the years, our customers have been able to count 
on Scag for productivity and dependability. Only 
Scag delivers this kind of return on your 
investment, year after year. 

No matter what your cutting needs, we have the 
mower to get the job done. Whether it's our 
dependable walk behinds, proven 3-wheel riders, 
the versatile Cougar bagging riders, or our agile 
zero-turn Tigers, you know you're getting 
"Simply the Best". 

Ask your nearest Scag dealer for a field 
demonstration today and put these cats to the test. 
Visit www.scag.com for a list of Scag dealers and 
for more details on Scag products. 

http://www.scag.com


by Bob West 

Conversation 
with 

The head ofTruGreen shares his 
thoughts on future acquisitions, his 
biggest competition and the 
challenges of buying nearly $1 
billion of landscape companies. 

There's no question what com-

pany sits atop the green indus-

try in terms of annual sales. With 

2001 revenue of nearly $1.5 bil-

lion, the combination of TruGreen-ChemLawn and TruGreen LandCare is a dominant force 

across the country. 

But the last few years presented numerous challenges for the industry's giant, from high 
customer turnover rates to the issues associated with integrating its dozens and dozens of 
landscape acquisitions. As 2002 begins, TruGreen President Don Karnes exhibits great 
enthusiasm for the organization's direction and future. He sees the landscape portion of the 
business growing stronger than ever, he points to new marketing methods that will hopefully 
bolster the lawn care segment, and he eagerly awaits the day when the company resumes 
making acquisitions to fulfill its national plan. 

He shares these thoughts and much more in this exclusive interview with Lawn & Landscape. 
LAWN & LANDSCAPE (L&L) - What have been the keys to the company's growth? 
DON KARNES (DK) - Any success we've had in our company all comes back to the people. 
We have some long-tenured branch managers, of course, in TruGreen-ChemLawn and 
TruGreen LandCare who are very competent and do a wonderful job not only taking care of 
their employees but also our customers. So, it really comes back to our focus on people. You 
can go back to any marketplace we're in and if we have a strong manager and a strong 
management team then we'll have strong customer service and a strong branch. That has been 
proven time and time again. 

(continued on page 146) 

Don Karnes has spent the 

last 24 years rising through 

the ranks at TruGreen after 

being hired by its founder 

in 1979. 
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? The BEAST has become the most popular waste 
reduction machine on the market for so many 
reasons: 

- w 

• 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 3 6 8 0 BEAST RECYCLER ® 
ß p ¿>ttwra<y 

MODEL 1 8 5 0 TRACK BANDIT ™ > 
Towable or Self-Propelled 

18" x 19" capacity chippers that will convert an 
80' whole tree to chips in under a minute. 

V V> 

WB ™ 

< MODEL 2 8 0 BRUSH BANDIT® 
Hand-Fed 
Disc-style chippers in 6", 9", 12", 14" and 18" 
diameter capacities are highly efficient and 
extremely versatile. 

mm 
MEGABYTE > ^ J ß 

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 INDUSTRIES, I IMC. - % 
6750 MILLBPOOK ROAD • REMUS, Ml 49340 
PHONE: (800) 952 0178 OR (989) 561-2270 • FAX: (989) 561-2273 
E-Mail: brushbandit@eclipsetel.com • Website: www.banditchippers.com 

mailto:brushbandit@eclipsetel.com
http://www.banditchippers.com


(continued from page 144) 

We have 207 lawn care and 100 LandCare 
maintenance branches right now. We have 
some pretty good systems in place and a 
pretty good plan, but that's all pretty minor 
compared to the people. 
L&L - You could never have envisioned 24 
years ago when you started that this com-
pany would grow to the size that it has. 
DK - Twenty-four years ago, we wouldn't 
have envisioned that ChemLawn would be 
part of the TruGreen organization, so at that 
time, I'm not sure what we did in revenue but 
I think it was about $2 million. Now, we're 
almost over$l .5billion between theChemLawn 
and LandCare companies, so it has been a 
pretty dramatic change. 

But as you move along, once you're mak-
ing 10 percent you're trying to make 15 per-
cent, and then you start seeing 20 percent 
more clearly and the bar you set for yourself 
keeps getting higher. Obviously, it would 
have been tough for us to sit there 20 years 
ago and say we'll do $1.5 billion, but you put 
your five-year plans out there and start stick-
ing to your goals and see what happens. 

And, again, it comes back to people. I've 
worked with Dave Slott for 23 years, our 
attorney, Bob von Gruben for 22 years, John 
Hayes is our executive vice president and 
was the president of TruGreen before, Den-
nis Sutton, Bob Constant, Mark Thompson 
have all been around here for 18 to 20 years, 
and I'm leaving out quite a few more. We've 
got three or four branch managers in Detroit 
with more tenure than I've got, so we're 
pretty excited about all that. 
L&L - What was your background before 
you came to TruGreen? 
DK - I was working in a factory and I got 
hired by the founder of TruGreen back in 
1979 and I started out spraying lawns. I just 
worked my up through the organization. We 
had a lot of fun. It was a difficult time with 
different challenges than we have today, but 
they were challenges just the same. 

As we were talking earlier, you look at 
somebody running a $5 million business and 
are their challenges different than mine? Sure, 
they're different, but it's all relative, and the 
challenges are just as important to them as 
they are to us. The one difference is that we 
have the challenge of being a public com-
pany, and that's one of the areas we struggled 
a bit with LandCare - getting our people to 
understand that when we project a number 

and we say we're going to do something and 
trying to put that into the next quarter is differ-
ent for us than if we were a private company. 
If we say we're going to do X amount of sales 
in a quarter, we've got to stick with that and 
it can't go to the next quarter. 
L&L - So, do you have to run the business 
with more of a short-term focus? 
DK - There's more of a short-term focus for 
projecting. You've got to be more precise in 
terms of what you're projecting for revenue 

and profit for the next quarter. That's an area 
we're going to work on next year. 
L&L - But there obviously has to be a bal-
ance because you don't want to manage 
entirely with a short-term focus. 
DK - You can't manage with just a short-
term focus other than meeting your respon-
sibilities and obligations to shareholders. 
But when you're looking at short-term im-
pacts in the quarter, we have to make sure 
those aren't detrimental to us in the long-
term and we need to identify our strategies 
going forward for the long term. 
L&L - I don't think ChemLawn was ever 
considered a consolidator like LandCare was, 
but a lot of your lawn care growth came via 
acquisition. Is that still going on? 
DK - We'll be doing acquisitions here in 
2002, but as we look at them I think we'll 
scrutinize them a little more than we have in 
the past and I think we'll see the top end of 
the pricing come down somewhat. We may 
have overpaid for some businesses in both 
lawn care and landscape in the past few 
years, and we're going to take a hard look at 
that whole process and put more emphasis 
on the due diligence side of things. 

L&L - Are the growth rates that you became 
accustomed to still achievable? 
DK - 1 think that this year we're going to be 
looking at mid- to high-single-digit growth in 
revenue for lawn care, and in LandCare we 
believe we can get double-digit top line growth, 
and we believe that's out there to be had, and 
double-digit growth in the bottom line. The 
TruGreen companies are about 40 percent of 
ServiceMaster7 s net income today, so we make 
pretty good money and we're a pretty solid 
company in that regard. Our whole mission 
right now is to get that growing and making 
it a continuous process of growing. 
L& L - Contributing so much to the company's 
bottom line must be a good and bad situa-
tion. It's good because then you are a priority 
throughout the organization, but then it's a 
negative because everyone is watching you 
more closely than they would a less profit-
able business. 
DK - That's probably true, but it's just like 
any business you run with one portion going 
extremely well and you're attention and sup-
port goes to where you need support. But it's 
a little bit of a fishbowl because we are the 
largest part, but that comes with the territory. 
The same is true for us within TruGreen be-
cause we have some branches that are unbeliev-
ably profitable and doing a wonderful job, and 
we have some that are on the other end of that 
paradigm. We have to get with those individu-
als and shore them up. 
L&L - Obviously, one of the challenges has 
been customer retention and the acquisition 
of new customers. TruGreen has long been 
criticized in the market for an inability to 
retain customers from year to year. How 
valid is that criticism, and how important is 
customer retention to you in the future? 
DK - First of all, I would say that the way we 
measure customer retention is a little differ-
ent than most people. Our computer system 
would have us measure it so that anyone who 
reduces their service with us is viewed as a 
cancellation, so we actually do about 6 to 7 
percent better than our reports show. But do 
we have some work to do in that area? Abso-
lutely. I would say that if one person leaves 
and is unhappy, that's one too many. 

Having said that, we've got 2 million full-
program customers, 3 million customers as a 
whole. That's a large customer base, so we've 
got a tremendous amount of work to do there. 

(continued on page 148) 
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Plain City, Ohio 
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www.gosng.com 

I Pumps, Hose, Reels, Spreaders, Sprayers, Custom Fabrication 
The Lawn Oaddy Line-Up 

The Pro 

« 
- Great on hills 
-180 lb hopper throws 4ft to 25ft wide 
-50 Gallon tank 100k sqft 
-Sprays 4ft,8ft,12ft,16ft 
- Speedometer to track ground speed 
- Rhino Lining coat on frame and casters 

The Original 

- F i t s ^ t ^ u ^ ^ 
-180 lb hopper throws 4ft to 25ft wide 
- 30 gallon tank sprays 60k sqft 
-Sprays 4ft,8ft, 12ft passes 
- Speedometer to track ground speed 
- Rhino Lining coat on frame and casters 

The Stand-up 

- Fits through a 36 inch gate 
-180 lb hopper throws 4ft to 25ft wide 
-15 gallon tank 
- Sprays up to 8ft passes 
- Excellent on hills 

_ — ^ Mounts to virtually anything 

Spreads 4ft to 25ft passes - 1801b capacity - Most durable spreader on the market 

300 Gallon Multi-use Tank Low profile tank allows more 
Vans, Pick-ups, Flat visibility to the fear m Curve Bottom 

Tank for More 
Agitation 

400 GallonP|ck-up Tank 
Pump motor and tee reel 
direct mow ting to the tank 
allows ¡0% of your M for 

storage 
USE READER SERVICE #121 

Optional pump & 
one or two hose 
reels 

http://www.gosng.com


(continued from page 146) 

We're introducing (the management phi-
losophy) Six Sigma into the company this 
year, and it's a pretty exciting, metric-based 
continuous improvement process, so we're 
very excited about that. We think that really 
holds a tremendous advantage for us going 
into the future for customer retention be-
cause what that really does is focus on the 
customer. 

And (new CEO) Jon Ward has brought in 
three imperatives for us to focus on: em-
ployer of choice; customer retention and qual-
ity service. Jon is an individual who is com-
mitted to these three things in a way that 
they are much more than just a flavor of the 
month. They are here to stay. That really is 
going to be our strategy moving forward. 

But customer retention is an issue we 
have to work on branch by branch with the 
individual branch manager because our 
people in the location really are the ones that 
are going to deliver that. We give some sup-
port out of the corporate office, but the rub-
ber meets the road in the branch. They really 
have all the power in dealing with the cus-
tomer because they interface with the cus-
tomer everyday, and that's where we have to 
get better and better at customer service. 
L&L - Is there a target number across the 
company for where you'd like to see cus-
tomer retention? 
DK - I'd like to see us improve a couple 
percentage points a year. I would like to see 
us well above the 70 percent retention mark 
and approaching 75 percent. Once we're at 
70 percent, then we're going to want to start 
inching up from there and figuring out how 
we get over 80. It's a continuous improve-
ment process. 

We tell our branches that it doesn't mat-
ter where they are today, but let's start there 
and figure out how we can continuously 
improve every day, branch by branch and 
region by region. If we do that, at the end of 
the day we'll all be very happy with the 
service we're providing our customers and 
where the company is headed. 
L&L - Has customer retention maybe not 
received the attention it deserved in the past 
since we've always heard about TruGreen as 
a sales-driven company? 
DK -1 don't think there's any question we're 
putting more emphasis on retention today 
than we have in the past. As we all know, it's 
much cheaper to save a customer than it is to 

sell a new one. Really, we have these cus-
tomers where we have an agreement to pro-
vide a service, and we need to fulfill that. 
Any time that we fall down on customer 
service, we let the customer down and we let 
ourselves down. 

I think we've always been concerned with 
customer service, but I believe that with our 
three company imperatives and with Six 

Sigma as our continuous improvement pro-
cess you're going to see the TruGreen com-
panies continue to improve dramatically on 
our customer service as we go through the 
next few years. 
L & L - Can growth still come from 
telemarketing in the lawn care industry? 
DK - 1 think there is absolutely a place for 
telemarketing in this industry. We look at 
our marketing and we would love to see a 
better mix with our telemarketing, direct mail, 
TV and leave behinds. We are trying to come 
up with the optimal percentage of each of 
those programs, and we'll be testing that in 
2002. We probably have as many as 20 dif-
ferent tests going on this year, and we're 
pretty excited about that. 

We're still in telemarketing because we 
believe there'sa very viable place for it. We're 
going to be in it, but we'd like to enhance, 
improve and diversify that. 
L&L - A lot of lawn care companies like to 
complain about having to compete against 
TruGreen-ChemLawn, but do you think 
enough of them recognize the value of hav-
ing you in their market in terms of what you 
contribute from a marketing sense? 
DK - Of course, having been on that end 25 

years ago when we were challenged by 
ChemLawn, I do believe we help all lawn care 
companies by boosting the awareness of lawn 
care. Anybody that is putting large advertising 
dollars in helps the whole industry. 

Having said that, we were always fo-
cused on becoming No. I. Now that we are 
No. 1, our whole perspective changes to fo-
cus on how do we stay No. 1 
L&L - Who is the major competitor for a 
TruGreen-ChemLawn? Is it the do-it-your-
self store or is it the local, independently 
owned companies? 
DK - I think the DIY is definitely one com-
petitor, and we have some local competitors 
out there who are sound business people and 
running sound companies. At the same time, 
there are some large players out there who 
are trying to move up in size, so we have 
plenty of competition. 

There will always be a large percentage 
out there who do it themselves, so we have to 
continue working on improving our service 
as well as getting to the DIYs and moving 
them over to the service side. If we can do 
that, there will be plenty of room for us to 
continue growing our business. 
L&L - Do you have any sense of what per-
centage of homeowners nationwide hire pro-
fessional lawn care services? 
DK - 1 would say that's somewhere around 
30 percent with the rest being DIY. And some 
of those individuals are always going to be 
DIY and some will certainly come into the 
professional market, and those are the ones 
we're after. 

On the maintenance side of the business, it's 
a bigger industry with more competition, al-
though we are the leader in the industry. We 
still have to focus on what we do best, and that's 
providing quality service and supporting our 
branch system. 
L& L - Tell me a little bit about how the recent 
co-marketing agreement with Home Depot 
came about. 
DK - We were looking for a number of years 
for new ways to go to market. If you look at 
telemarketing and brochures, you have to 
ask yourself, 'How else can we get to these 
customers? Where else do they go?' You won't 
find many places where more customers go 
than a Home Depot. The number of our po-
tential customers who go through there is 
unbelievable. 
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This month, win the CLIP Pro Visual. 

C l i p 
CLIP Software is the world's leading software package for the 
Service Industry. Developed by industry professionals, CLIP 
automates all routing, scheduling, billing, A/R, job costing, bar 
coding, and so much more. The newest version, CUP Pro 

Visual is written in Microsoft's latest programming language available and extremely user-friendly. 

New features that have been added include: 
• New and improved ways of scheduling (features 14 different basic scheduling options) 
• Email statements to your clients 
• Sends bills and messages directly from CLIP Pro Visual 
• Automatic routing with ability to print maps on route sheets (requires Microsoft Map Point) 
• Help available on each button 
• Store customer's bank account and charge numbers 
• Plus much, much more. 
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THE POWER OF 
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. 
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The Lawn & Landscape Media Group prides itself on 

providing the most comprehensive news coverage of the 

lawn and landscape industry. In fact, we're the only 

communications provider 

that has a fully dedicated 

Internet editor that covers late-breaking industry news as it 

happens. In addition, Lawn & Landscape Online provides 

"bonus" 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" through-

out Lawn & Landscape magazine featuring the site ad-

dresses of manufacturers, distributors and others affiliated 

with the industry. This full-market news coverage is only 

available from www.lawnandlandscape.com. 
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(continued from page 148) 

That thinking started a few years ago and 
then ]on Ward really took the ball over the 
goal line. He knew and understood that we 
needed another avenue to the market. We 
met with a number of retailers and, of course, 
decided on Home Depot. And we're launch-
ing here on Feb. 15, and we'll be testing in 
three markets - Sacramento, Memphis and 
Orlando, and that involves about 28 Home 
Depot stores and three of our branches. 

We're pretty excited about that, and along 
with that will be the Terminix business, 
plumbing business and ServiceMaster clean-
ing business. There will be a kiosk in the 
store, and we'll see how that goes. We're 
very excited about partnering with such a 
wonderful company with a huge customer 
base. We think we have a great opportunity 
to add some new customers and add value to 
some customers. 
L&L - Earlier you talked about the DIY 
market as a competitor of yours, so it's inter-
esting that then you would try to market 
directly where the DIY people shop. Are you 
concerned that people who have the DIY 
mentality simply aren't going to hire a ser-
vice provider? 
DK - That may be, but there's a lot of people 
who go into a Home Depot to buy something 
but they don't necessarily take care of their 
entire yard. Once again, there's a huge op-
portunity when you look at the number of 
people who go through a Home Depot each 
week, so we think this is a great opportunity 
to add customers. Of course, the proof will 
be in the test. The idea initially is to leave the 
test in those three markets for 2002, but like 
anything else, if we do well you'll see it 
expanded. I'm not sure how rapid that ex-
pansion would go, but I think there would be 
some opportunity. And then with the season 
for lawn care it's a little tougher to do, but we 
also supply residential maintenance in each 
of those test branches, so we'll market those 
services and enhancements as well. 

We also do a little bit of retail fertilizers, 
although not a lot, and we'd like to continue 
looking at that area even though anything we 
would do there would be a long ways away. 
L&L - How many branches operate LandCare 
and TruGreen out of the same location? 
DK - We're really pretty separate operating 
the two businesses in terms of the facilities. 
Even when they are run out of the same 
facility they are managed separately. They 

are two distinct businesses, and I don't think 
there's any question about that. 
L&L - Would you like to see them all end up 
under one roof in each market? 
DK - 1 would love to because from a com-
mercial standpoint we have spray work and 
maintenance work, and the same thing with 
our residential spray and maintenance work, 
so I'd love to see that all come together to 
benefit our customers and us as far as a 
corporation. But leases would really pro-
hibit us from doing that because we have 
some that are long term. 

As we look forward, we'd like to put 
them together while maintaining the sepa-
rateness of the two businesses, which we 
think is very important. TruGreen does about 
20 percent of its revenue with commercial 
clients and, of course, LandCare is 100 per-
cent commercial. That's the same with all of 
our companies. 

So when people talk about us being in a 
residential business and say, 'What about 
commercial,?' I tell them that commercial is 

a very important part of our business. 
TruGreen is 50/50, by the way, in terms of 
the two companies combined, so when we 
look at that business we're just as excited 
about our commercial business as we are 
our residential. When you look at commer-
cial landscaping, I believe the industry is 
somewhere around $22 billion. When you 
look at lawn care being about $3.5 billion, 
you get very excited about landscaping be-
cause it's a huge opportunity for us. 

We're in it for the long haul. Have we 
stumbled some? Sure, we made some mis-

takes, but we're getting stronger every day. 
We're pretty excited about where we're at 
with that business. 
L&L - Is the TruGreen-ChemLawn revenue 
that is commercial subcontracted work or 
does it come through LandCare jobs? 
DK - Well, it's both, but we're not really 
national in scope with LandCare today. We 
have 100 locations, and that means we use 
subcontractors if we're not present in the 
location. We have some great ones out there. 
And maybe we'll be an avenue for them one 
day to get out of the business. 
L&L - Most companies would consider 100 
locations to be a pretty national footprint, so 
you clearly measure yourselves differently 
than most contractors do. 
DK - Well, we want to have a national pres-
ence in the landscape industry like we do in 
lawn care. That's our goal. We have 207 
branches in lawn care today, and the ques-
tion is how many can we have in LandCare. 
We would say somewhere around 250 
branches, and we believe there's an opportu-
nity out there. It's a huge marketplace, and 
it's a great industry to be a part of. 
L&L - How many markets would those 250 
branches be in? 
DK - We think there are probably some-
where around 170 to 180 markets. And we'll 
probably be looking at some franchising in 
our maintenance division in the future. We're 
not there today, but that would be a future 
offering from us. That would get us into the 
smaller markets, and we're not sure if that 
would be commercial and residential to-
gether, but we'll certainly be offering that in 
the future. 

We have a franchise organization out there 
on the ChemLawn side, and those are some 
great people who are as into their business as 
anyone you'll meet. We have about 94 
ChemLawn franchisees in addition to the 207 
company-owned positions. ID 

The author is Editor of Lawn & Landscape 
magazine. For more from Don Karnes, check out 
the March issue of Lawn & Landscapefor part two 
of this interview. 



OVERCOMING OBSTACLES 

Installation Glitches 
they hit large rocks in the ground. "If a mole hits a large rock, 
it deflects its straight path," he said. "We've had occasions 
with asphalt where that thing comes right up through the 
driveway. But, generally, boring under a standard sized 
driveway and sidewalk is not that difficult." 

With older construction, especially residential prop-
erties with large root systems and small walkways, the 
site may not have the water pressure needed for a jet bore. 
Instead, contractors can use a piston driver to dig beneath 
the driveway. "Cut a small trench and put the piston head 
in the trench, turn on the compressor, and the piston head 
will turn its way slowly underneath the driveway," Gay 
explained. "That type of apparatus is fine on average con-
crete depth, but watch the machine when dealing with 
pavestone or slate - anything set in a sand base - because you 
don't want to push the concrete up," he advised. 

Call utility 

companies 

before digging to 

avoid hitting 

buried lines. 

Photo: Greg 

Mitchell 

The efficiently installed and operating irrigation system 

may be a light at the end of the tunnel, but that doesn't 

mean contractors won't run into bumps in the road along 

the way. "Customers are going to expect the whole opera-

tion to go smoothly," said Joel Korte, owner, Urban 

Environments, Columbus, Ohio. "But there is very little 

about putting in an irrigation system that is smooth." 
Roadblocks may cause some delay and frustration, but 
preparation and patience will prevent system stalling. 

SIDEWALKS AND DRIVEWAYS* Considerations 
for hardscape elements, such as sidewalks and drive-
ways, initially depend on whether an irrigation system 
will be installed on a new or existing site. Arranging a 
meeting with the builder prior to new construction al-
lows contractors to look over the house plans and be 
prepared, said Lance Gay, licensed irrigator, Moss Land-
scaping, Houston, Texas. 

Gay also suggested in-
stalling sleeves in every lo-
cation on a new-build site 
where a sidewalk and irri-
gation line will coexist. The 
sleeve, a piece of metal pip-
ing at least 4 inches in diam-
eter, runs underneath the 
sidewalk or driveway. The 
contractor can then run irri-
gation lines through the pip-
ing without having to trench 
and risk the stability of the 
hardscape above the irriga-
tion line. In addition, jet 
bores can be used to drill a 
hole underneath the side-
walk. The jet bore fits onto a 
garden hose or piece of PVC 
pipe and utilizes a jet stream 
of water to trench under-
neath the sidewalk. 

Korte warned that boring 
devices, also called moles, 
cause potential problems if 

READ BETWEEN THE LINES. Since irrigation con-
tractors cannot use X-ray vision to see through the soil, 
they must call local utility companies prior to installation 
to determine where important utility lines are located, 
advised Gay. "Always call before you dig," he said. 
However, Korte suggested that while public utility lines 
are often marked, some private lines remain hidden. 
"Private utility lines aren't always marked, and frequently, 
despite your best diligence, you'll encounter downspout 
drain lines, private electrical lines or a gas line for a 
barbecue grill," he said. "There's no requirement once 
that [private] line is installed to have it marked, so when 
you call for public utilities, they'll come and mark the 
public lines, but these are the only ones they mark." 

Gay added that contractors should keep an eye out for 
gas lamps at the end of the street, which are powered by 
lines often buried in shallow soil after house construc-
tion. Cable lines pose another potential obstacle because 
they are often only buried under the grass cover and not 
deep within the soil. Further, particular caution should 
be taken when dealing with gas lines. "If [contractors] 
mark a gas line, allow 3 feet on either side of the line and 
hand dig when crossing it," Gay said. If you hit a gas line, 
there's no real way of capping it." 

In residential situations, the contractor should always 
consult with the homeowner prior to installation to avoid 
any surprises when digging on the property, Korte of-
fered. "Nine times out of 10 [homeowners] don't know, 
but at least you've covered that step with them," he said. 



First to Finish ... Built to Last. 
Real control with ComfortRide™ is standard - with no gimmicks that sacrifice 

quality of cut - providing a ride so smooth that putting in a day's work is 

not much work at all. Real liquid-cooled engines - the kind that include 

three cylinders and solid cast-iron construction - provide maximum power 

to mowing decks and implements. DuraMax™ decks let you mulch, bag or side 

discharge using the same deck. Grasshopper gives you a quality cut every time. 

Get the real facts on why Grasshopper is "First to Finish ... Built to Last." 

Send for literature, ask your Grasshopper dealer 

or visit our Web site for details. 

Irrigation Notebook 
MATERIAL MATTERS. Particularly rocky 
soil conditions may also cause problems when 
digging underneath sidewalks and drive-
ways, but also when backfilling a trench. 
"When you're dealing with rocky soil, there's 
the tendency to go ahead and put whatever 
you dug back in the trench as backfill, but 
that's one of the worst things you can do," 
Korte said. "As soil shifts and rocks work 
their way around pipe, it can frequently cause 
the pipe to break." 

Ideally, contractors can avoid this situa-
tion by backfilling around the pipe with fine 
gravel or sand, even though the additional 
outsourced material can drive up customer 
costs. "But, if you get into a really bad soil 
situation, that is probably a very wise step," 
Korte said. 

Even when soil conditions appear opti-
mal, try not to dig within a tree's root system, 
Gay reminded. Be sure to trench away from 
the tree's roots and avoid digging across the 
root system. Also, when a sprinkler head is 
positioned near a tree, use a small pipe to avoid 
impacting the root system, he said. "Don't even 
go near the tree because you could damage it," 
he said. 

Finally, Korte identified a system's point 
of connection as a possible pitfall when in-
stalling in a new-build situation. "Ideally, 
you want the source of water to be available 
from the get-go, and that way you can flush 
out the pipes and the valves before you fine-
tune everything and put the heads on," he 
said. However, with new construction, some-
times the plumber hasn't installed a backflow 
preventer at the point of connection, and 
contractors have to take a chance and install 
the system without the benefit of running 
water through beforehand. 

"Oftentimes, you have a complete system 
installed, underground and backfilled before 
even having water available," Korte stated. 
"You may have a weak pipe connection or a 
mainline break." Korte suggested that irriga-
tion contractors consult with construction 
contractors before installation so they will 
have control over the point of connection. 

Most importantly, preventing irrigation 
mishaps also avoids a damaged company 
reputation, Korte said. "Breaks or problems 
that occur - the irrigation contractor absorbs 
them," he admitted. - Kristin Mohn [Q 

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

Over the Rainbow 
Variety is the spice of life. Similarly, multicolored 

flowerbeds and variegated splashes of seasonal color add 

dashes of excitement to otherwise mundane landscapes. 
Color programs also supply diversity to landscape 

contractors' services. Billed as part of a contract or an add-
on service, color programs enhance customers' terrain. 

"It's usually the first thing that grabs your attention," said 
Jennifer Bohl, seasonal color manager, Gibbs Landscape, 
Smyrna, Ga. Further, as organic lawn care becomes more 
common, biological color programs provide an alternative 
for environmentally conscious customers. Carefully devel-
oping these flower programs thus creates vibrant land-
scapes that customers desire season after season. 

PETAL PUSHERS. Since Gibbs' commercial maintenance 
contracts already include seasonal color programs, Bohl 
said only a few of her company's commercial properties do 
not request them. On the other hand, residential clients can 
select the seasonal color in addition to their maintenance. 
Bohl said this is an add-on service approximately 80 per-
cent of these clients request. "Once they see [the color 
programs] they just have to have it," she said. 

Traditionally, fertility has been addressed by applying 
synthetic fertilizers. However, some suppliers, 
such as Plant Health Care, Pittsburgh, Pa., have 
opted to emphasize modern biological treat-
ments. This means reducing traditional fertil-
izer use and relying more on the introduction 
of beneficial microbes. 

Biological color programs have been very 
successful for Gibbs Landscape. "Our flow-
ers tend to be a lot more resilient, with fewer 
pest problems and a longer bloom time," Bohl noted. "The 
keys to success are having quality plant material and schedul-
ing the jobs well, making the most of your time." 

Natural seasonal color programs such as Plant Health 
Care's flowerbed program may use a step-by-step ap-
proach for seasonal color similar to the one below: 

1. Start with increasing the organic content of the soil with 
well-cured compost or a formulated organic soil amendment. 
Soils that are populated by a vigorous and varied popula-
tion of beneficial microbes enhance stability. 

2. Reduce dependence on synthetic fertilizers in favor of bio-
fertilizers. These microbes can dramatically improve soil 
fertility and the nutritional status of host plants. 

3. Maintain soil moisture throughout the growing season. 
4. Use a horticultural wetting agent to improve water penetra-

tion and eliminate dry spots. Be sure to use a product designed 
for horticulture, since industrial wetting agents could have 
varying degrees of toxic effects on plants. 

The third step in this process can sometimes present a 
challenge to successful flower programs, Bohl suggested. 
"Our biggest challenge is making sure that we have ad-
equate irrigation - making sure we have all the irrigation 
problems resolved in advance," she said. For example, 
contractors must double-check a property's water require-
ments before flower installation and ensure they are being 
met by the current irrigation system. "Well before installa-
tion, we try to consult with the irrigation manager and 
make sure everything is up and running," Bohl insisted. 

Overall, the time saved by systems like Plant Health 
Care's flowerbed program boosts the overall efficiency of 
the business, Bohl related. "I would say the program defi-
nitely has saved us a tremendous amount of time as far as 
maintenance is concerned," she said. "It saves us time in the 
long run, as far as preventing disease problems so we don't 
have to make repeat visits." - Michael Reman, Ph.D. HI 

Circle 200 on reader service card 

The author is part of the technical 
services staff at Plant Health Care, 
Pittsburgh, Pa. 

Before (left) the 

application of a 

biological 

seasonal color 

program, and 

after (right). 

Photos: Plant 

Health Care 



American Rolloff 
Hook-All Hooklifts 
• One chassis can be used for multiple bodies 
• Can load, unload or dump a body 
• Hauls a wide variety of equipment, including 
hydroseeders, mulch blowers, and skid steers 

• Offered for single, tandem or triaxle trucks 
with capacities ranging from 10,000 to 75,000 
pounds 
• Dump bodies are available and can be 
dumped at 52 degrees. 
• All units feature pressure hydraulics 
Circle 201 on reader service card 

John Deere Mini-Frame 
Commercial Z-Track Mowers 
• 717 model equipped with 19-hp, air-cooled 
Kawasaki gas engine and a 48-inch commercial 
mower with a 7-IRON deck 
• 727 model is powered by a 23-hp, air-cooled 
Kawasaki and mows with a 54-inch, 7-IRON deck 
• Both models feature drive tires and front caster 
wheels that provide traction, floatation and curb 
climbing as well as low center of gravity to in-
crease hillside mowing capabilities 
• Zero-turn radius increases productivity and 
adds control 
• Smaller frame requires less trailer space and 
boosts maneuverability on tight jobs 
• Ideal for apartment and other residential proper-
ties, business and industrial complexs 
• Eight-gallon fuel tank allows operators to mow more on one tank of gas 
Circle 202 on reader service card 

We Are Not Just Tanks 
PARTS 
TANKS 
ACCESSORIES 
SPRAY GUNS 

FITTINGS 
STORAGE CHESTS 
PUMPS 
HOSE 

Stock Orders Placed A.M.- Shipped P.M. 

Since 1968 
Street 

Pompano Beach, FL 33060 
(305) 785-6402 • 1(800)327-9005 

Fla. Residents Call Collect 



FAX FORM 216/961-0594 
411141J A M J A A A M A 

LawiKrUiwscape 
I would like to receive (continue to receive) L&L free of charge 
(Free to qualified contractors. U.S. only) C 3 Yes C J No 
Signature, 

Name 

Title 

Date 

Company. 

Address__ 

City State -Zip-

Phone_ _Fax_ 

E-mail Address 

Do you wish to receive industry related information by E-mail? 

C 3 Yes C J No 

1. What i t your primary business 
at this location? (choose only one) 

I. CONTRACTOR or SERVICES 
• 1. Landscape Contractor 

(maintenance & installation) 
• 2. Chemical Lawn Care Company 

(excluding mowing maintenance service) 
• 3. Lawn Maintenance Contractor 
• 4. Ornamental Shrub & Tree Service 
• 5. Irrigation Contractor 
• 6. Landscape Architect 
• 7. Other Contract Services (please describe) 

II. IN-HOUSE LAWN/CARE 
MAINTENANCE 

• 8. In-House Maintenance including: 
Educational Facilities. Health Care Facilities, 
Government Grounds, Parks & Military Installations. 
Condominium Complexes, Housing Developments. 
Private Estates, Commercial & Industrial Parks 

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

IV. OTHERS ALLIED TO THE FIELD: 
• 13. Extension Agent (Federal, State, County, City, 

Regulatory Agency) 
• 14. School, College. University 
• 15. Trade Association, Library 
• Others (please describe) 

3. What services does your business otter? 
(please check all that apply) 
1. Landscape Installation 
2. Landscape Maintenance 
3. Landscape Renovation 
4. Mowing and related maintenance 
5. I rrigation I nstallation 
6. Irrigation Maintenance 
7. Turt pesticide application 
8. Ornamental/tree pesticide application 
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? 

2. What best describes your title? 
• Owner, Pres., Vice Pres , Corp. Officer 
• Manager, Director, Supt., Foreman 
• Agronomist, Horticulturist 
• Entomologist, Plant Pathologist 
• Serviceman, Technician, Crew member 
• Scientist. Researcher 
• Company, Library copy only 
• Other (please specify) 

6. What were your company's 
gross revenues for 2000? 
1. Less than $50,000 
2. $50,000 to $99,999 
3. $100,000 to $199,999 
4. $200,000 to $299,999 
5. $300,000 to $499,999 
6. $500,000 to $699,999 
7. $700,000 to $999,999 
8. $1,000,000 to $1,999,999 
9. $2,000,000 to $3,999,999 
10. $4,000,000 to $6,999,999 
11. $7,000,000 or more 

7. Please indicate your 
approximate business mix: 

1. Residential % 
2. Commercial % 
3. Other % Specify types_ 

FOR M O R E INFORMATION 
on advertised and featured products and services, 

circle the appropriate number below. 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 
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Loegering 
Snow 
Blowers 
• Four models available include the LSB67, 
LSB73, LSB85 and LSB85 Extreme 
• Models available with 67-, 73- and 85-
inch intake widths 

• LSB67 features a 30-foot throwing dis-
tance, a 12-inch auger diameter, 24-inch 
cutting height and weighs 790 pounds 
• LSB73 exhibits a 40-foot throwing dis-
tance, a 16-inch auger diameter, a 32-inch 
cutting height and weighs 1,100 pounds 
• LSB85 and LSB85 Extreme have 40-foot 
throwing distances, 18-inch auger diam-
eter, 38-inch cutting height and weigh 

1,200 and 1,260 pounds, respectively 
• All four blowers' chutes rotate 
210 degrees 
• Impeller design only draws as much 
snow as it can throw to maximize ca-
pacity and throwing distances 
• Smooth chute design eliminates ledges 
to prevent bridging and plugging 
Circle 203 on reader service card 

• Includes two-color LED to indicate a wet 
or dry rain sensor, 14-gauge terminal 
block, larger 1-inch conduit opening for 
wiring and revised English/Spanish 
owner's manual 
• Offers adjustable test program from 
one to 10 minutes and special water ra-
tioning feature allowing blackout days 
in odd/even programming 
Circle 204 on reader service card 

Weathermatic 
Weathermate 
Phis Controller 
• Offered in 6-, 9-, or 12-station in-
door and outdoor models 
• Ideal for residential and smaller 
commercial irrigation systems 

• Features dial-
based, three-pro-
gram controller 
with independent 
water budgeting 
by program and 
long station tim-
ing for drip and 
micro-irrigation 
applications 

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

shovel rack, curbside gate folds down 

GNC INDUSTRIES: Call for details, 800-462-2005 

ATTENTION 
LANDSCAPERS 

Special Deals On All 
Landscape Trucks 

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

Call Isuzu Sales 
478-788-4601 

1800 899 8696 
Middle GA. Freightliner-lsuzu 

Fax: 478-781-0966 
e-mail: chrisfountain@mindspring.com 

2002 ISUZU NPR: diesel, auto., ac, am/fm, 16' 
LANDSCAPE BODY, Weed Eater Racks, Water Cooler 

Rack, Shovel Rack, Curbside, Gate Fold Down 

2002 ISUZU Crewcab, 14' dump body, 48" tool 
box, hitch, tarp, auto., ac, am/fm cass. 

mailto:chrisfountain@mindspring.com


Highway 
Equipment 
MP De-icing 
Spreader 
• Three engine packages include 10-hp 
Tecumseh, 10^-hp Briggs & Stratton and 
11-hp Honda 
• In-cab control provides throttle control of 
engine speed and spread width 
• Conveyor starts and stops function, re-
gardless of engine speed 
• Durable screen prevents over-sized mate-
rial from entering hopper 
• Full-length sealing eliminates pockets 
that cause corrosion 
• Body lengths vary from 6 to 10 feet 
• Capacity heaped varies from 1.7 cubic 
yards to 2Vi cubic yards 
Circle 205 on reader service card 

Kanga Loaders 
USA Rotor Tiller 
• Cuts up to 39 inches wide and 6 
inches deep 
• Features finger tip controls for for-
ward-reverse operation 
• Utilizes standard "Howard" heavy-
duty 

service 
card 

RedMax Power 
Sweepers 
• Features 
25.4cc Strato-
Charged 
two-cycle en-
gine that 
meets clean-
air standards 
• RNBZ2500 
equipped 
with 21-inch nylon brush and RMSZ2500S 
equipped with 21-inch rubber 
paddlewheel 
• Brush and paddlewheel are interchange-
able between the two units 
• Other accessories are also available, in-
cluding a debris shield, trimmer/ 
brushcutter, long reach hedge trimmer and 
12-inch pole saw 
Circle 207 on reader service card 
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Call For Our Color Catalog 

region 
liork 

SPRAYING 
EQUIPMENT 

PO Box 8, Le Roy, NY 14482 
800-706-9530 716-768-7035 FAX 716-768-4771 

Financing Available 
www.gregsondark.com 

J- \ topdresser that can 
green up your bottom line! 

i M R s i t t S S g & r m a t c l , 
There's nothing else like it for 

COMPOST and other 
topdressings. 

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

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

^ • ^ S / m p / e , W o U - b u i i t P r o d u c t s 
T O L L F R E E 1 • 8 8 8 * 6 9 3 * 2 6 3 8 

www.earthandturf.com 

http://www.gregsondark.com
http://www.earthandturf.com


Schaeff HR 32 
Zero-Tail Swing 
Excavator 

FMC Talstar 
EZ Granular Insecticide 
• Allows particles to disperse upon wetting, providing increased coverage 
• Larger particle size makes it easier to see where formula is spread 
• Particles will not stain concrete or damage plants 
• Long-lasting control of ants, centipedes, fire ants, mole crickets, ticks, pillbugs, sow 
bugs, fleas and chinch bugs 
• For use on lawns, landscapes, parks, recreational areas and athletic fields 
Crcle 209 on reader service card 

• Large cab 
• Fast and easy 
access to all main-
tenance areas 
• Standard size 
cab entry door 
• Quiet engine and 
low vibration 
• Features 
16,538 pounds 
operating 
weight 
• Offers a 72-hp engine, digging depth 
to 14 feet, maximum reach of 23 feet, 
10 inches and 2.2 to 11.8 cubic feet 
bucket capacity 
Circle 208 on reader service card 

Rain Bird 
5004 Rotor 
• Radius of throw of 23 to 50 feet 
• Stainless steel riser for added durability 
• Arc and radius adjustments are easily 
made from the top, requiring only a flat-
bed screwdriver 

• Built-in slip clutch mechanism pro-
tects gear drive 
• Comes with nozzle tree that includes low-
angle, Radius* and Rain Curtain nozzles 
• All nozzles are interchangeable from the 
front of the rotor 
• Features Rain Bird's water-lubricated 
gear drive for durable, reliable operation 
Circle 210 on reader service card 

Early Order - Late Delivery 
A small down payment locks in 

current price and a premium, future 
delivery date of your choice! 

Call for additional payment options 

Call for our FREE InfoPak! 
800.346.2001 
ride-onspreader.com 

o n e n i g h t , o v e r 5 y e a r s a g o , o f a m a c h i n e t h a t 
e n d m y n i g h t m a r e o f l o n g hours, u n d e p e n d a b l e 

e m p l o y e e s , n a g g i n g c u s t o m e r s , a n d m y t i r ed b o d y , 
i n v e n t e d t h e R i d e - O n S p r e a d e r S p r a y e r a n d f o u n d 

a t p r o d u c t i o n w a s f i n i shed w e e k s ea r l y , t h e r e w a s 
a smi le o n t h e f a c e s o f m y e m p l o y e e s , 

a n d s e r v i c e ca l ls d e c r e a s e d ! 

i n c e t h e n a l m o s t 1500 o t h e r R i d e - O n o w n e r s , f r o m 
laska t o F lor ida, h a v e v i r tua l ly e l i m i n a t e d w a l k i n g , 

pu l l i ng a hose , a n d 14 h o u r d a y s . If y o u w o u l d l ike 
t o c o m e in a t t h e e n d o f t h e d a y w i t h e n e r g y le f t 
t o e n j o y l i fe, m o r e m o n e y in y o u r p o c k e t , a n d a 
smi le o n YOUR f a c e , t h e n j o i n w i t h t h e rest o f us 
d r e a m e r s . Life d o e s n ' t g e t a n y b e t t e r t h a n this!" 

- Tom Jessen 
Perma-Green Supreme President and 27-year 

lawn care owner, 20-year sprayer manufacturer, 
owner of 3 patents, and fellow dreamer 



Hunter 
Industries 
Jar-Top Valve 
• Twist-on, twist-off jar top allows easier 
access to the valve's inner mechanisms 
during routine maintenance 
• Designed for residential installations 

• Available as a 1-inch 
plastic globe valve with 
optional flow control 
• Features fully encap-
sulated solenoid for 
dependable operation 
• Pressure-rated to 150 
psi with a flow of 1 to 
30 gpm 
• On-site service time 

is trimmed because no 
tools are required 
• Internal bleed keeps 
valve box dry during 
manual operation 
• Entire line of jar top 
valves features more 
than 12 models 
Circle 211 on reader 
service card 

Hustler 
Hog Mower 
• Ideal for large areas and properties 
that require infrequent mowing 
• Features 48-inch deck with 5/ 16-inch blade 
• Zero-discharge deck is constructed 
for heavy-duty operation with V -̂inch 

by 1 inch bar stock all the way around 
and reinforced side walls 
• 5/16-inch thick blade has swinging 
blade tips for added safety 
• Decks can be changed to a finish 
mower for added versatility 
• All tires are filled with SuperFlex foam 
to prevent flats 
Circle 212 on reader service card 

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

At United Green Mark, 
WE GUARANTEE IT! 

800-426-4680 
www.greenmark.com 

Grée I N C 1 

ark 
P.O. Box 116 
Novato. CA 
94948 

LAWN AND LANDSCAPE 
COMPANIES HAVE 
GENERATED OVER 

IN SALES FROM 
C L C L A B S S O I L 

T E S T I N G ! 
LET US SHOW YOU HOW! 

Call 614/888-1663 Today for your 
Soil Testing & Marketing Information 

CLC LABS 
325 Venture Drive 
Westerville, OH 43081 
614 888-1663 
FAX 614 888-1330 

Exclusive laboratory services for the 
Turf & Ornamental Professional. 

http://www.greenmark.com


Sweepster Big 
Dawg Sweepers 
• Attachments designed specifically 
for contractors 
•New brush design eliminates need 
to disconnect hydraulic lines when 
changing brush 
• Eliminates oil spills and leaks associ-
ated with brush changes 
•New hydraulic motors allow use on 
higher pressure skid steers 
• Adapts to systems up to 25 gpm and 
3500 psi with a single-motor drive 
• Poly/wire brush wafers eliminate need 
to alternate wafers on the brush core 
• Available in two models: the BDA Angle 
Broom and the BDC Collector Sweeper 
•Includes visual indicators for safety 
Circle 213 on reader service card 

I 

Terracare 
T-144 Terrator 
• Features 5-foot aerating width capable of 
completing 3 acres per hour 

• Equipped with 144 free-swinging tines 
that can be raised in and out of the ground 
by remote control from the driver's seat of 
turf vehicle 
• Tines are designed to produce smoother hole 
• Weights included with each Terrator to 
achieve proper penetration depth 
Circle 214 on reader service card 

Avenger 
Cargo Trailers 
• Radius alumi-
num fenders on 
single-axle units 
• Improved radius 
on aluminum 
fender flares for 
tandem and triple 
axle units 
• Trickle charger 
on all breakaway 
kits now standard 
• Silver metallic 
non-skid OL 2002 on all A-frames 
• Automotive-styled, dead-bolt flush-
locked rear double doors and aluminum 
wrapped rear ends 
• Improved aluminum framed side doors 
• Re-engineered rear ramp doors 
Circle 215 on reader service card 

BROUWER 
TEXTRON 

Nobody cuts it like Brouwer 

Our vacs have a capacity 
for hard work. 

¡ISO 9001 Certified] 
QUALITY SYSTEMS ACCREDITED 

Brouwer Division of Textron Inc. 

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 BV138s hydraulic 
lift makes unloading 
simple. 

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

Model BV138 
features hydraulic 

lift unloading 

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 maneuver the BV85, 
bringing its wide pickup head (up to 120 

inches) and powerful suction 

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

330-828-0200 • Fax 330-828-1008 
E-mail: sales0brouwerturf.com 
Website: www.brouwerturf.com 

Optional hoses are 
available for easy 
cleanup 

http://www.brouwerturf.com


Turfco Direct 
HsCutter Sod Cutter 
• 5V*-hp Honda engine delivers cutting 
speed up to 150 feet per minute, cutting up 
to 9,000 square feet per hour 
• Features adjustable cutting depth from 1 
to l t t inches and cutting width of 12 inches 
• Heat-treated steel cutting blade fixed at 
3V*-degree angle 
• Simple design with few moving parts and 
easy-to-use controls 
• Adjustable handles lower the height to 
less than 32 inches for transport or storage 
• Useful for a variety of operations from 
sculpting lawns and flower beds to trim-
ming ball fields 
• Centrifugal clutch, friction drive to 
the wheels and variable speed make 
starting and stopping, corners and 
curves easy to maneuver 
Circle 216 on reader service card 

Ariens Pro H Mower 
• Features 5.4-inch deep Air-Flo Deck, a cutting 
chamber with a super-wide discharge tunnel de-
signed to improve grass lift and expel clippings without clogging 
• Comes standard with Gravely maintenance-free spindles and hardened steel 
blades designed to last longer and reduce downtime 
• Hydrostatic drive enables variable ground speed at optimum engine RPM 
• Other features include convenient operator controls, ground speed to 8Yi mph and 
large 18- by 8V*-inch tires. 
• Available with either a 15- or 17-hp Kawasaki twin engine 
Circle 217 on reader service card 

Riverdale 
Magellan Systemic 
Fungicide 
• Provides preventive and curative treat-
ments of Pythium and yellow tuft diseases 

• Labeled for use on lawns and municipal 
turf areas 
• Easily tank mixed with most fungicides, 
insecticides and fertilizers in broad spec-
trum preventative programs 
• Clear liquid formulation with neutral pH 
Circle 218 on reader service card 

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 

| E B a 

Everywhere You 
Look - There We Are! 

% , 

Ranked Among the Best 
Franchise Opportunities in America! 

Success 
Magazine 

GOLD 
100 

Entreprenuer 
Magazine 

Franchise 
5 0 0 

Income 
Opportunities 

Magazine 

Platinum 
200 

Business 
Start-ups 
Magazine 

The Top 
1 5 0 

ubiry ± Proven Leaders in the Lawn Care Industry 
20 year Track Record of Successes 
In-depth Training 
Exclusive Territory llîlfO-CIfeeft 
Extensive Support """nÏT//\\5PSmT.Si " 

Call us at 888-509-9500 
www. nitrogreen. com 



Caterpillar 
Snow Blowers 
• Operate as a work tool for skid-steer 
loaders on standard flow hydraulics 
• Ideal for snow removal from streets, 
parking lots, driveways and sidewalks 
• Intake widths of 67, 73 and 85 inches 
available 
• Cutting heights vary from 24, 32 and 36 
inches while throwing distances reach 30 
or 40 feet 
• Reversible direct-drive auger and impel-
ler 
• Rotating chute features a non-metallic 
liner to prevent plugging and freeze-ups 
• Two-switch control panel can be cab-
mounted with 12-volt power source 
• Chute rotates 210 degrees 
• Chute and deflector are actuated via a 
separate control panel 
Circle 219 on reader service card 

Vista 
In-Ground 
Composite 
Light Fixtures 
• Injection-molded, glass-reinforced 
polymer composites offer greater du-
rability and longer life in all environ-
mental conditions 
• New composites accept MR-16 halo-
gen lamps and are available in black, 
bronze, pewter and verde 
• Prewired with 3-foot pigtail of 18-2 
direct burial cable and underground 
connectors for a secure connection to 
the main supply 
• Company offers both 12- and 120-volt product lines 
Circle 220 on reader service card 

Professional Landscape 
Service Needs! 

FABRIC FOR 
YOUR EVERY NEED! 

Bulk Rolls 3-75' Wide 

^ ^ ^ ^ LANDSCAPE FABRICS A EROSION CONTROL PRODUCTS 

4800 S. CENTRAL AVE., CHICAGO, IL 60638 
(708) 728-7180 • 1-800-992-0550 • FAX: (708) 728-0482 

The Retail 
Garden Center! 

Available 
3 x25- 3 K SO- 3 M 100' 
4 k 50-4'x 100- 6 x SO1 

EXPAND YOUR BUSINESS 
by offering the COMPLETE line of 

FABRISCAPE 
Fabrics & Erosion Control Products 

PERFECT FOR 

Landscape Fabrics 
Weed Control • Woven Ground Covers 

Filter Fabric • Paver/Patio Underliner • Soil Separators 
Erosion Control 

Burlap • Jute • FabriJute™ Erosion Control Netting • Silt Fence 
Construction 

Road / Driveway / Recreation Park Underliners & Fences 

Accessories 
Plastic & Steel Securing Pins • Knives • Fabriscape Drainage System 



DIG Irrigation Products 
LETT Control X 
• Operates 10,12,16, 20, 24 and 28 stations and a 
master valve or pump start without AC power 
hookup, batteries or conventional solar panels 
• Bilingual software in English and Spanish 
• Can replace any LEIT 8000 or Solartorol controller 
with 1500S or 1500E actuator or older 
• Station grouping allows the controller to operate 
any number of stations together if hydraulic limita-
tions are not exceeded 
• Status report for each valve verifies actual watering 
time for past and current month 
• Four programs with three start times each allow for mixed irrigation applications 
• Custom programming with seven-day calendar or interval of one to 39 days in 
odd/even or everyday rotation 
• Assign rain, moisture or freeze sensors to an individual valve or to the entire system 
using an adaptor 
Circle 221 on reader service card 

Tree Tech Snipper 
Deflowering Agent 
• Kills sweet gum flowers before they 
develop 
• Doesn't harm emerging foliage 
• Use to eliminate costly maintenance of 
sweet gum trees in the fall 
Circle 222 on reader service card 

Syngenta 
Medallion 
Fungicide 
• Controls pink and gray snow mold 
• Controls diseases in the thatch and near 
the surface of the soil 
• Able to tank mix with Banner MAXX for 
broad spectrum control 
Circle 223 on reader service card ID 

Introducing PFS 
The New Plant/Shrub Fertilizer Spreader 

Fits most commercial mowers, utility vehicles or tractors 

• Spreader - Blower • patent pending 

• Kawaski 48.6 cc Engine 
• 470 CFM 
• Just seconds to mount or dismount 
• Stainless Steel Frame 
• Heavy-duty Polyethylene Hopper B 

• Large capacity 100 or 200 lbs. fertilizer 
• Can shoot fertilizer up to 20 ft. from machine 
• Doubles as Blower 

CALL TODAY! 
Lawn Power & Equipment • (407) 656-1088 

www.brandtekus.com 

I N S T A L L C U S T O M L A N D S C A P E B O R D E R S ! F A S T , E A S Y , & 
E X T R E M E L Y P R O F I T A B L E ! F O R F R E E V I D E O & C A T A L O G 

CALL T h e C o n c r e t e E d g e C o . ( 8 0 0 ) 3 1 4 - 9 9 8 4 o r 
( 4 0 7 ) 6 5 8 - 2 7 8 8 w w w . l i l b u b b a . c o m 

USE READER SERVICE # 1 1 4 USE READER SERVICE # 1 1 5 
1 6 6 FEBRUARY 2 0 0 2 L A W N & L A N D S C A P E 

http://www.brandtekus.com
http://www.lilbubba.com


we call a rolling budget/' Phillips said. "We do 
a budget for the beginning of the year and 
then we update it every month, revising it and 
comparing the budget to the adjusted budget. 
The more detail, the better. It's difficult to do 
the first time, but once you have a template, 
it's not difficult to revise." 

Keeping up quality during a time of speedy 
growth was challenging, so quality control 
mechanisms were put in place. Account man-
agers do monthly property inspections with 
clients, compiling a written inspection report 
that details customer requests and complaints 
to the crew and the special project coordinator. 
The survey rates 20 items, including overall 
health of the turf, trees, palms, annuals, 
shrubs and beds, and the presence of pave-
ment weeds and site debris and litter. The 
account manager is solely responsible for his 
or her crews and sites and has the responsi-
bility to correct any problems. 

Account managers answer to division 
managers, who operate their respective divi-
sion like it's their own company, Phillips said. 
They are responsible for getting the work and 
for growth, and are compensated on the per-
formance of their divisions. In addition, each 
division manager's key people are in a pool 
where they, as a group, share in the net profits 
of that division as a percentage of their salary, 
which is essentially their bonus. "For example, 
if a division had X percent bottom line profit, 
the division manager receives a percent of 
their salary as a bonus," Phillips said. 

Phillips said this creates a team atmo-
sphere within the divisions, keeping each 
member looking over the others' shoulders 
and helping each other out. Since all manag-
ers' bonuses are tied to a division's perfor-
mance, they all get the opportunity to sell. 

Laborers receive discretionary bonuses 
to recognize tasks they do that go above and 
beyond their normal jobs, Phillips said. Pay 
is competitive and everyone who works at 
Phillips is introduced to the pay scale for 
various positions when they start. This way, 
they know the pay range for their current 
positions and they know they have to be able 
to do a specific description of work to be 
classified in that position. They also are 
shown how to move to the next pay range 
and position classification, which usually 
means they have to be able to perform their 
current duties plus an additional list of tasks. 

"For instance, a level one technician is 

entry level and has to be able to do the 
basics," Phillips explained. "To become a 
level two technician, they have to have been 
a level one technician for six months and be 
proficient at the basic tasks, plus a few oth-
ers. Then to move from that position to a lead 
technician, they have to have been a level 
two technician for one year, have a CDL and 
do a few other tasks." 

SLOWING DOWN. In 2000, Phillips En-
vironmental went from $4.1 million to $4.8 
million in revenue, and it closed out 2001 at a 
little more than $5 million. The company man-
ages growth better every year, Phillips said. 

"We learned to say no more often to projects 
after our second year," he commented. "We 
didn't need to work for everybody who called 
and that was a real eye opener. We'd rather 
work for fewer, higher quality clients. We 
tweaked our client list as well and replaced 
those who didn't fit in our niche." 

And when adding new services, Phillips 
stays on the cutting edge, but takes it slow. 
For instance, the company added central con-
trol irrigation last September, and Phillips 
and the company's Irrigation Manager, Kevin 
Shipp, spent nine months traveling to other 
contractors' sites to research the service be-
fore they decided to offer it. "Our clients 
didn't know something like this existed," 
Phillips said. "And it's something we fig-
ured we'd be doing in 10 years along with 
everyone else, so why not offer it ahead of 
everyone else?" 

Since nearly all the company's residential 
design/build jobs include pools, pool de-
sign and installation is another service the 
company plans to offer. "More often than 
not, the homebuilder or homeowner is sub-
contracting the pool work and we're missing 
an opportunity on that job," he commented. 
"Instead of referring someone else all the 
time, we'd rather do it ourselves." 

This spring, two Phillips' employees will 
receive their pool contractors licenses and, 
hopefully, by the summer, the business can 
offer the service. 

Phillips maintains that the company's 
strengths lie in its infrastructure, including its 
management team, facility and reputation. As 
far as additional future challenges are con-
cerned, Phillips said he's remaining hopeful 
that the local economy stays strong and his 
customer base continues to grow. [fl 

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

A N A T U R A L S Y S T E M S A P P R O A C H " 

Get Great 
Performance 

From Your 
Flower Beds 

Mycor Flower Saver Plus 
Mycor Flower Saver Plus is used as a root 
zone treatment to quickly establish strong 
productive root systems and to provide a 
sustainable supply of mineral nutrients 
for ornamental beds and gardens. 
Mycor Flower Saver Plus has been 
designed to promote optimal growth and 
health for your flower beds and to prevent 
bedding plant losses due to environmental 
stress. 

Available from 
Plant Health Care, Inc. 
For more information and 
the name of vour local 
distributor Call 

1-800-421-9051 
www.planthealthcare.com 

http://www.planthealthcare.com


Rates 
All classified advertising is $1 per word. For box 
numbers, add $1.50 plus six words. Classified display 
ads $115.00 per column inch. Standard 2-color avail-
able on classified display ads at $175.00 additional. All 
classified ads must be received by the publisher before 
the first of the month preceding publication and be 
accompanied by check or money order covering full 
payment. Submit ads to: Laum & Landscape, 4012 Bridge 
Ave., Cleveland OH 44113. Fax: 216/961-0364. 

Business Opportunities 
S E L L I N G Y O U R B U S I N E S S ? 

FREE 
APPRAISAL 

NO BROKER 
FEES 

ints 

fmS 
a. </> 

Merger S, Acquisition Specialists 
Professional Business Consultants can obtain 

purchase offers from qualified buyers without 
disclosing their identities. Consultants' fees 

are paid by the buyer. 
CALL: 

708/744-6715 
FAX: 630/910-8100 

T U R B O T E C H N O L O G I E S INC 

TTRBO I U R F 
HYDRO SEEDING SYSTEMS 

FOR FREE HYDROSEEDIMO INFO « VÌDEO, CALL 

TURBO TECHNOLOGIES, INC 
1500 First Ave.. Beaver Falls. PA 15010 

1-800-822-3437 
IVWIV.TURBOTURF.COM 

C O N K L I N P R O D U C T S 
OPPORTUNITY! 

Use/market, new technology liquid slow-
release fertilizer, micro-nutients, adjuvants, 

drift control, seed treatments, etc. 
BUY DIRECT FROM MANUFACTURER 

Free Catalog - 800/832-9635 
Fax: 320/238-2390 

Email: kmfranke@hutchtel.net 

P U T T I N G G R E E N S 

^ - • • p p r Back-Yard Putting Greens 
Synthetic putting greens are the fastest growing 
segment of the S20 Billion a vear golf industry 
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B I D D I N G F O R P R O F I T 
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 
information 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 

F R A N C H I S E O P P O R T U N I T Y 

Mow-N-Go® 2 0 5 / 5 4 1 - 1 9 0 0 

Reasons to call us: 
~ Huge Profit Center 

* batatal Process fRE£ VIDEO 
^ ^ t ^ * Cam NO Inunton 

* Excellent Add-On Service 

* Residential Commercial 

k j&Y v | B i , * I tUize Existing Equipment 

m m ' ^ f l l Manufacturer Direct 

fell * 800-334-9005 
ffww.allpro2recns.com 

F I N A N C I N G 
LET THE GOVERNMENT FINANCE your 
small business. Grants/loans to $2,200,000. 

(www.usgovernmentinformation.com). 
Free recorded message: 707/448-0330. (OB6) 

E X T R A I N C O M E 
Easy parking lot clean-up with simple tool 

888/205-1929 ext.l 

P U T T I N G G R E E N S 
Buy manufacture direct! We offer a full array of 
programs. On-site training. Protected areas. 
Call today 866/460-PUTT. 

www.greenwaysystems.com 

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 informa-

tion for high impact promotion! 

LawmârLandscaœ • 
ARTICLE REPRINT 

SERVICE 
Call 800/456-0707 to learn more. 

mailto:kmfranke@hutchtel.net
http://www.profitsareus.com
http://www.usgovernmentinformation.com
http://www.greenwaysystems.com


BUSINESS OPPORTUNITY 

LAWN* 
DOCTOR 

The cure for 
the common job. 

KEEPING LAWNS HEALTHY FOR LIFE. 
ADDRESS 

LAVMD0CT0R.C0K CZM - Tremendous growth potential - Proven support systems - Affordable opportunity - Spend time outdoors - No experience necessary 
FOR FREE FRANCHISE INFORMATION CALL 

1 . S D D . 6 3 1 . 5 6 6 D 

Businesses for Sale 
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. 

COMMERCIAL LAWN 
MAINTENANCE 

Commercial lawn maintenance company serving 
Southern Nevada for 15 years. Grosses $1 million 
a year. 5 trucks: 1997, 2-1999s, 2000 and 2002, 3 
walk-behinds, 20 Toro mowers, whiptrims, blow-
ers. $350,000. Started business over seas! Turnkey 
ready to take over today! Call 702/400-1039. 

RETAIL/WHOLESALE 
G A R D E N CENTER FOR SALE 

Established, 17-year, mom/pop operation. Must 
sell for health reasons. Volume of $300,000 al-
most 2 areas, buildings - 4,000 sq. ft. Loaded in-
ventory - dealerships. Located fast growing 
North Texas. Fantastic opportunity to grow busi-
ness. Serious inquiry only. Selling $325,000 will 
finance partial. Reply to L&L, Box 409, 4012 
Bridge Ave., Cleveland, OH 44113. 

BUSINESS FOR SALE 
LONG ESTABLISHED NURSERY IN 

AFFLUENT COMMUNITY 
Features include: 
Approximately 6 acres with 

• Building & Facilities 
• Nursery Equipment 
• Shade Houses 
• Wholesale Annuals /Flowers Nursery 

Contract Growers 
Asking $695,000 

Please reply to e-mail: 
janeschwiering@norrisrealestate.com 

BUSINESS FOR SALE 
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. Ask-
ing $65,000 with equipment and accounts. 
Owner willing to train or help part-time. 407/ 
654-0805 or 407/963-4317, Keith. 

FLORIDA K E Y S 
Fabulous Florida Keys, year-round landscaping 
and heavy equipment. Business with 6.4-acre 
wholesale nursery. Established with excellent 
growth opportunity. Inventory, accounts, prop-
erty. Call Sal 305/394-2914 Schwartz Property 
Sales 800/486-3377 ext. 219. 

COMMERCIAL LAWN 
MAINTENANCE 

Lawn maintenance company located in one of 
the country's fastest growing areas, Loudoun 
County in Northern Virginia. 40% municipal, 
40% HOA and 20% residential and snow re-
moval. 11-year-old company with well estab-
lished customers and crews. Sale in excess of 
$320K, with far more potential. Absentee owner 
takes home $50K. Please call 703/431-2666. 

For Sale 
LANDSCAPE DES IGN KIT 3 

L̂ANDSCAPE DESIGN KIT 3 
48 rubber stamp symbols of trees, 
shrubs, plants & more. 1/8" scale. 

Stamp sizes from 1/4" to 1 3/4". 
•s $89 • $6.50 s/h. VISA, MasterCard, & 
| MO's shipped next day. Check delays 
•shipment 3 weeks. CA add 7.75%tax. 
(AMERICAN STAMP CO. 

^ FREE BROCHURE 12290 Rising Rd. LL22, Wilton. CA 9 5 6 9 3 
i f f - H e . Looi 918667-7102 TOIL FREE 877-687-7102 

HYDROSEEDING 
EQUIPMENT/SUPPL IES 

E R O S I O N C O N I 
T - e - C - H - N - O - l - O - O - l -

rVHQML 
ir EC3000 Tackifier • 

• Hydro Seeders * /gk 
• Straw Blowers * 

New fit Used Equipment!!!^^ 

ñ // h 

i f ^¿d 

One-Stop Shopping 
3380 Rte. 22 W.. Unh JA. Brwckfcur«, N) 0887« 

800-245-0551 »908-707-0800*Fax: 908-707-I44S 

www.ErosionControlTech.com 

HYDROMULCHERS 

U s e d h y d r o m u l c h e r s . c o m 

FOR SALE 
C&S Turf Tracker Spreader/Sprayer 

• Includes Mid-Atlantic 12' tandem trailer 
• Only one year old - under 200 hours use 
• Paid $15,000 new - asking $11,500 

732/817-9400 

H Y D R O S E E D I N G / 
HYDROMULCHING EQUIPMENT 
AND SUPPLIES 

HYDRO SEEDING HELPER 

Slicky Sticky.com 
800/527-2304 

G P S VEHICLE TRACKING 
No Monthly Fees 
Call 800/779-1905 

www.mobiletimeclock.com 

HYDRO-MULCHING 
MACHINERY 

Hydro-Mulching Machinery 
For 

Sod Quality Results 
TurfMaker.com 
800/551-2304 

FOR SALE 
80-inch Big John Tree transplanter. 7 years old. 
Mounted on 1985 Ford FT8000. $35,000, in good 
condition. 404/317-7703 

mailto:janeschwiering@norrisrealestate.com
http://www.ErosionControlTech.com
http://www.mobiletimeclock.com


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. 
Flora personnel 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 

LANDSCAPE MANAGEMENT 
THE BRICKMAN GROUP, LTD. 

Careers in landscape management available in: 
California, Colorado, Connecticut, Delaware, 
Florida, Georgia, Illinois, Indiana, Maryland, 
Massachusetts, Minnesota, Missouri, New Jer-
sey, New York, North Carolina, Ohio, Pennsyl-
vania, South Carolina, Tennessee, 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 

WWW.CAGWIN.COM 

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 

HORTICULTURAUOBS.COM 
Search Jobs - Post Resumes 

' .hort icultura l jobs .com 

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 

ACRES GROUP 
The BEST p lace l o r the BEST 

p e o p l e to W o r k ! 

Acres Group, one of Northern Illinois' largest 
independent landscaping contractors growing 
at +17%, seeks additional Maintenance Manag-
ers & Project Managers to continue our growth. 
Opportunities available in 3 of our 5 facilities -
Wauconda, Roselle & Naperville. Maintenance 
managers supervise & train multiple crews. Project 
Managers will bid, sell and service new commer-
cial construction projects. Superior compensation 
and benefit opportunities. Contact Maureen for 
immediate confidential consideration: 

PO Box 448, Wauconda, IL 60084. 
Phone: 847/526-4554; Fax: 847/526-4587; 

email :greatjobsa re@acresgroup.com. 
Surpass your own personal expectations in a 

fantastic team environment. 
Visit our Web site at www.acresgroup.com for 

more career opportunities! 

EXCITING CAREER 
OPPORTUNITIES FOR SERVICE 
INDUSTRY MANAGERS 

Come Join One of the Largest Vegetation 
Management 

Companies in the United States 

DeAngelo Brothers, Inc. is experiencing tremen-
dous growth throughout the country creating 
the following openings: 

General Managers 
Division Managers 
Branch Managers 

We have immediate openings in: 
MO, PA, GA, IL, Mass 

Responsible for managing day-to-day opera-
tions, including the supervision of field person-
nel. Business /Horticultural degree desired with 
a minimum of 2 years experience working in the 
green industry. Qualified applicants must have 
proven leadership abilities, strong customer re-
lations and interpersonal skills. We offer excel-
lent salary, bonus and benefits packages, includ-
ing 401k and company paid medical coverage. 

For career opportunity and confidential consid-
eration, send or fax resume, including geo-
graphic preferences and willingness to relocate 
to: DeAngelo Brothers, Inc., Attention: Paul D. 
DeAngelo, 100 North Conahan Drive, Hazleton, 
PA 18201. Phone: 800/360-9333, Fax: 570/459-
2690. EOE/AAP, M-F. 

ACCOUNT SALES REP 
GROUND PROS INC. 

Award-winning landscape contractor servicing 
the Chicagoland market seeks key person for our 
management team. 

Develop new leads, contracts and relationships 
with corporate, commercial and retail clients. 
Full-time, year position offers great compensa-
tion along with life, health and dental insurance. 
Fax: 630/705-1930 Email: groundpros@aol.com 

HELP WANTED 
Come join our sensational Design/Build and 
Maintenance team. Opportunity awaits talented 
Branch Managers, Designers and Sales Repre-
sentatives for our Cleveland and Detroit opera-
tions. Great salaries, generous benefits and 
promises kept. 

Fax your resume to 
HR Director 440/357-1624 or call 

440/357-8400 ext 144. 

SALESPERSON WANTED 
Rapidly growing, 26-year-old arboricultural 
company is looking for 2 highly motivated sales-
people for our Plant Health Care division. Posi-
tion sells PHC Services (Tree & Lawn) to our 
current clients and company generated leads. 

Applicants should have good diagnostic skills, 
preferably ISA "certified arborist" or ability to ob-
tain "certified arborist" designation, some knowl-
edge of turf diseases and a burning desire to build 
his or her own business within a business. 

This position has excellent income potential. 
Renewal commissions afford a great opportu-
nity to build a personal long-term business 
within our current corporate structure. 

Compensation package includes base salary, 
excellent commission and renewal structure, 
company medical / dental / retirement plans and 
on-going company training. 

Qualified candidates should send resume, with 
salary history or call for interview. Direct inquir-
ies or resumes to: 

Winkler's Tree Service 
Mr. Scott Franz, Director of Operations 

PO Box 1154 
LaGrange Park, Illinois 60526 

708/544-1219 
email: info@winklerstreeservice.com 

HELP WANTED 

LANDSCAPE] 
[ DESIGN 

LANDSCAPE MANAGEMENT 
Wheat's Lawn & Custom Landscape 

Wheat's, a premiere residential landscape firm 
in northern Virginia since 1978, has immediate 
openings for management and sales candidates. 
Interested candidates should want to surpass 
own personal expectations and have a desire to 
work with a motivated team. 
Wheat's offers: 

• excellent salaries 
• company paid health insurance 
• 401(k) 
• advancement opportunities 
• fantastic working environment 

For confidential consideration, please send or 
fax your resume to: 

Wheat's Landscape Design Centre 
8620 Park Street 

Vienna, VA 22180 
Fax 703/641-4792 

Email wheatslcl@aol.com 

Call Lori 

at 800/456-0707 
to advertise in the l.a\vti .S: 

l a n d s c a p e classifieds. 

mailto:Hortsearch@aol.com
http://www.florapersonnel.com
mailto:jobs@brickmangroup.com
http://www.brickmangroup.com
http://WWW.CAGWIN.COM
http://www.greensearch.com
mailto:info@greensearch.com
http://www.greenmatchmaker.com
mailto:re@acresgroup.com
http://www.acresgroup.com
mailto:groundpros@aol.com
mailto:info@winklerstreeservice.com
mailto:wheatslcl@aol.com


HELP WANTED 

Can't find the job you're looking for? 
HELP WANTED 

The best place to find the 
best careers in Agriculture and 

Natural Sciences is at 
www.jobhog.net. Check it out today. 

jobhog.net 

Regional Operations 
Manager 

TRUE OR FALSE? 
1. You know you're better than what the 

boss thinks. 
2. You're tired of company rhetoric. 
3. Your ability to train and help others is 

one of your strongest points. 
4. You're a bit of a "rebel" and believe in 

your opinion. 
5. You like to work hard but REALLY 

enjoy playing hard. 

F O U R O R M O R E T R U E ANSWERS? 
Then we want to talk to you. We have 
an immediate opening for a regional 
operations manager. This position is an 
excellent opportunity for a well-
organized individual with a proven track 
record. You must be able to communi-
cate well and have good organizational 
skills. If you enjoy people, we want you! 
E-mail your resume and salary history 
jsteiner@nl-amer.com. 

HELP WANTED 
Green Acres Landscape Management 

A well-diversified, full-service, commercial 
landscape contractor located in the heart of NE 
Wisconsin is seeking candidates for the follow-
ing listed positions: 

Project Manager 
Responsibilities will include overseeing large 
commercial landscape projects, ensuring time-
liness and cost efficiency. A degree in a related 
field is preferred and five years minimum expe-
rience of similar responsibilities. 

Landscape Foreman 
Ability to oversee projects and people with lim-
ited supervision. 

Soles & Marketing Manager 
Responsibilities will include carrying out mar-
keting, business development, sales, and cus-
tomer retention plans. Must be focused and goal 
orientated. 

The right person for these jobs will be willing to 
travel throughout the Midwest, have an excep-
tionally positive work ethic and excellent com-
munication skills. Previous experience required. 
All positions include excellent health insurance/ 
benefits and 401k. Please e-mail resumes for 
project manager and landscape foreman to: 

Tom Bohn at 
twbohn@greenacreslandscape.com. 

Resumes for sales and marketing can be 
directed to Dave Wiegman at 

dcwiegman@greenacreslandscape.com. 
Resumes can also be faxed to: 920/757-0915 

EOE 

HELP WANTED 
BOZZUTO LANDSCAPING COMPANY 

Serving Maryland & Virginia 

BLC is a stable, profitable, award-winning 
firm, seeking career-minded individuals. 

Positions Available in: 
Field 
Sales 

Management 
Email: tdavis@land.bozzuto.com 

Web Site: www.bozzuto.com 
Phone: 301 / 497-3900 

LANDSCAPE DESIGNER 
Seeking F/T, motivated, creative, team player. 
Horticultural degree. Ability to design, select 
plant material, estimate project costs, present 
and SELL proposed work. Strong sales, commu-
nication and client interaction skills. Entomol-
ogy, Nursery and snowplow management re-
quired. Please have portfolio for presentation. 
845-463-4400 or fax resume, with references to: 
845-463-6918. 

MAINTENANCE ACCOUNT REP 
N.D. L a n d s c a p i n g , Inc. 

Creating a place to grow! 

Exciting management opportunity for an indi-
vidual who has the ability to positively moti-
vate and efficiently manage a diversified team 
of maintenance personnel. Duties will include 
scheduling, ensuring quality standards, moni-
toring of job budgets/costs, recruiting, training 
and development of staff. Will work closely with 
senior management developing and implement-
ing new systems and procedures. Qualifications: 
3 years supervisory experience, ability to oper-
ate all equipment needed for maintenance op-
erations. College degree, Spanish speaker pre-
ferred. Please forward resume to 

ND LANDSCAPING, INC. 
PO Box 114, Topsfield, MA 01983 
Fax to 978/352-8874 or Email to 

NDLandscape@aol.com 

LANDSCAPE DESIGNER 
Landscape Associates, an established, growing 
residential landscape design firm since 1990, is 
one of the premier design/build landscape com-
panies in NE WI. Developing creative design for 
beautiful and functional outdoor spaces 
complimenting architecture and environment 
characterize the company's quality of work. Re-
sponsibilities: In a leadership role, develop cli-
ent relationships, conceptualize and sell unique 
landscape design projects that express client 
tastes, interests and meet needs. Qualifications: 
Associate degree in Landscape Design required. 
BS degree in Landscape Architecture preferred. 
Good computer skills. 2 to 3 years experience in 
landscape design and sales. Apply by February 
15 to 

C r o w l e y A Lautenbach 
PO Box 112 

Green Bay, WI 54305-0112 
Fax 920/465-0279 

klautenbach@gbonline.com 
EOE 

GLENDALE SUPPLY CO. 

IRRIGATION DEPT. MANAGER 
An outstanding opportunity exists at our Mil-
waukee Branch office for a sales oriented in-
dividual to assist with contractor orders, 
walk-in customers & telephone orders. 3-5 
years. Irrigation experience is required. The 
successful candidate will have strong cus-
tomer service background and a working 
knowledge of sprinklers and related water 
systems. Individual will be familiar with 
"RainBird, Hunter, IrritroP and other prod-
uct lines. Distribution background including 
inventory management, counter sales and 
computers is a plus. Our company offers 
outstanding wages & benefits along with a 
401k plan. This position is available imme-
diately. If interested please fax 630/629-8406. 

LC PRODUCTION 
SUPERINTENDENT 

Landscape Associates, an established growing 
residential landscape design firm since 1990, is 
one of the premier design/build landscape com-
panies, in NE WI. Developing creative design 
for beautiful and functional outdoor spaces 
complimenting architecture and environment 
characterize the company's quality to work. Re-
sponsibilities: In a leadership role, procure all 
project materials, manage construction foremen, 
plan, schedule and monitor progress on all 
projects. Qualifications: Associates degree in 
Landscape preferred with at least five years ex-
perience as a Foreman. In-depth knowledge of 
plant material, construction, planning and or-
ganizing. Apply by February 15 to 

Crowley A Lautenbach 
PO Box 112 

Green Bay, WI 54305-0112 
Fax 920/465-0279 

klautenbach@gbonline.com 
EOE 

It pays to advertise in the L&L classifieds. 
Call Leri at 800/456-0707 today! 

http://www.jobhog.net
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Western Lawns In«., a leading landscape man-
agement company, has career opportunities 
available for motivated self-starters with expe-
rience in the landscape management industry. 
Continued growth has created opportunities in 
the following areas: 

Account Managers 
Assistant Account Managers 

Landscape Design/Sales 
Landscape Crew Leaders 
Irrigation Crew Leaders 

Western Lawns has offices in Oklahoma City, 
OK, Tulsa, OK, and Ft. Smith, AR. Interested 
applicants should send or fax a resume to: 

Western Lawns 
Attn: Neal Roberts 

Box 304 
Bethany, OK 73008 
Fax: 405/943-4270 

SPILLANE'S NURSERY & 
LANDSCAPE 

Join Award-Winning 
Landscape Team of Professionals 

We are a 22-year-old design, construction, main-
tenance firm, north of Cape Cod, Massachusetts. 
We are seeking qualified applicants for the be-
low positions: 

• Operation/Production Manager 
• Landscape Technicians 
• Entry-Level Landscape Supervisor 
• Irrigation and Lawn Technicians 

Horticulture Degree with 2 to 3 years experi-
ence. We offer competitive salary, 401 k, health 
insurance. Excellent work environment, equip-
ment and nursery. 

Spillane's Nursery St Landscape Co, Inc. 
230 Bedford Street • MkkOebofO, MA 02316 

Phone 508/947-7773 
or fax resume to 508/946-4907 

HELP WANTED 
Large, established landscape contractor in 
Northern Colorado has multiple positions avail-
able for leadsmen and foremen on our landscape 
and irrigation divisions. These positions depend 
on experience; leadsmen will ideally have 1 to 3 
years experience in the green industry with fore-
men having 3 to 5 years experience in commer-
cial installation. Our company offers exceptional 
growth opportunities, full-time employment 
and competitive pay and benefits. We're look-
ing for a detail-oriented, self-motivated team 
player with bilingual skills (Spanish-English) 
and crew management experience. 

Submit your resume, via fax: 970/493-4943, e-
mail: millbro@frii.com (must put in subject line: 
Attn.: Megan, Foremen Resume) or mail to Mill 
Brothers Landscape & Nursery Att: Human Re-
sources 6121 E. Harmony Rd., Fort Collins, CO 
80528 

I LOVE NEW YORK! 
Come join one of the finest and largest family 
operated, full-service landscape companies in 

prestigious Westchester County. 
Michael Bellantoni Inc, is a 39-year-old company 
experiencing strong growth, creating the need for 

• Division Managers 
• Project Managers 
• Operations Managers 
• Forepersons 

Responsible for day-to-day operations, estimat-
ing, supervision of field personnel. Qualified 
applicants must have proven leadership abili-
ties and two-year horticultural experience. In-
centive pay, holiday /vacation pay, health/ 
simple IRA 

Fax or send resume: 
Michael Bellantoni Inc. 

121 Lafayette Ave 
White Plaines, NY 10603 

Fax: 914/948-6473 

Industry Web sites 
LAWNCARESUCCESS.COM 

Free Information and Consultation, Free 
Weekly Tips, Tips From Industry 

Experts, Green Industry Bookshelf, Hundreds 
of Valuable Resources on 

Marketing, Management, Customer Service, 
Employees, Start-Up. 

PROTURFEQUIPMENT.COM 
ProTwrflqvlpaMnt.com 

Find everything for the Green Industry in one 
place - Machinery, Mowers, Hand-Held 
Equipment, Parts, Irrigation, Lighting, 

Landscape Supplies, Fertilizers, Business 
Services, Snow Plows, Software, Hand Tools, 

Trucks, Trailers, and more. 

Insurance 
COMMERCIAL INSURANCE 

Start-Ups and Franchises are our Specialty! 
Competitive rates, comprehensive coverage 

and payment plans designed for your 
specific business needs. 

If you provide any of the following services we 
can design a program for your company: 

Installation Snow Removal 
Renovation Right of Way 
Fertilization Holiday Lighting 
Herb./Pest. App. Irrig. Install./Serv. 
Tree & Shrub Serv. Mowing & Maint. 

Spill Clean Up 

Contact one of our Green Industry 
Specialists for a quote at 

800/886-2398 or by fax at 614/221-2203 

M.F.P. INSURANCE AGENCY, INC. 

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 

Lighting 
LIGHTING 

Powerful Profits 
. J f ' [ . : 11 '' l ¿ M 

I ! 
Holiday Lighting 

Keep Employees Year Round 

4E W I I iL« J * 

Landscape Lighting 
Ojfer High Margin Services 

Training • Marketing • Supplies 
Over 350 Locations in 47 States & Canada 

j^MM CS NîteTîme 
^ DECOR 
Ergont Londscope lighting 

800-687-9551 
www.ChristmasDecor.net 

Supplies 
POSTING SIGNS 

Promotional yet economical 
800/328-4009 • www.rndsigns.com 

DOOR HANGER BAGS 
4 stock sizes. 800/328-4009 

www.rndsigns.com 

mailto:millbro@frii.com
http://www.jasper-inc.com
http://www.ChristmasDecor.net
http://www.rndsigns.com
http://www.rndsigns.com


Software Training 
TRAINING 

Inter-active software empowers your 
employees with knowledge. 

800/328-4009 • www.rndsigns.com 

Turf Equipment 
TURF EQUIPMENT 

w w w . r i t t e n h o u s e o n l i n e . c o m 

COMPANY NAME WEB ADDRESS PG# RS# 
Aquascape www.aquascapedesigns.com 137 .. 47 
AM Leonard www.amleo.com 124 98 
American Steel Bldg www.americansteelmfg.com 120 95 
Aventis www.chipcogreen.com .... 28-29,122-123*, 

B. k D.A. Weisburger www.weisburger.com 24 58 
Ballard www.ez-gate.com 27 60 
Bandit www.banditchippers.com 145 72 
BASF www.spd.basf-corp.com,... 5-7,68-69,133* 22,11,17,45 
Bayer www.bayerprocentraI.com 116-117 41 
BedShaper www.bedshaper.com 34 ..... 66 
Bethel Sales 
BioPlex Organics 
Bobcat 
Brisco 
Brouwer 
Brown Mfg 
California Landscape 

Lighting.. 

.. www.bethelsales.com .... 31.. 

.... www.bobcat.com 9 

.... www.brisco.com 62 

.... www.brouwer.com 163 

.... www.brownmfgcorp.com 66 

.... www.calllite.com . .35 
C&S Turfcare Equipment www.csturfequip.com 102.. 
Cascade Lighting www.cascadelignting.com 142 
Caterpillar www.cat.com 133* 
CDS John Blue www.johnblue.com 30 ... 
CLCA www.clca.org 93 
CLC Labs www.clclabs.com 162 
Combined Manufacturing www.spread4mower.com 34 
Concrete Edge www.concreteedge.com 166 
Creative Curb www.ccurb.com 50 
Dawn Industries www.dawnindustries.com 22,112 
Dixie Chopper www.dixiechopper.com 25 
Dixon www.dixon-ztr.com 74 
Dosatron International www.dosatron.com 120 
Dow AgroSciences www.dowagro.com 46-47,99 
Earth k Turf www.earthandturf.com 160 
Easy Lawn www.easylawn.com 138.. 
Edgetec International www.kwikkerb.com 
Excel-Hustler www.excelhustler.com 
Exmark www.exmark.com 
Fabriscape www.fabriscape.com 
Finn www.finncorp.com 
CMC 

67 
.....115 
..... 165 
..... 135 

65 
74 

ZZZZ79 
109 
80 

70 
89 

116 
119 
61 
86 

108 
68 

115 

55,93 
16 
83 
94 

120,10 
105 
101 
52 
82 
90 

1 1 2 
46 

www.gmc.com/commercial 2-3 
Grasshopper www.grasshoppermower.com 154 117 
Great Dane www.greatdanemowers.com 71 30 
Gregson Clark www.gregsonclark.com 11,160 53,104 
Hunter www.nunterindustries.com 109 38 
Husq varna www.husqvarna.com 94-95 33 
Hydroseed Innovations www.tr3rake.com 56 75 
ICD www.selecticd.com 165 113 
John Deere www.johndeere.com 110-111 39 
John Deere Construction 

Equipment 127 43 
John Deere Landscapes www.mcginnisfarms.com 59 25 
JRCO www.jrcoinc.com 34 67 
Kawasaki www.kawpower.com 106-107 37,91 
Kohler www.kohlerco.com 33 20 
Lawn & Landscape 

Online Marketplace www.lawnandlandscape.com 150-151 
Lawn & Landscape 

Online Sweepstakes www.lawnandlandscape.com 149 
Lawn Power k Equipment www.brandtekus.com 31,166 64,114 
Lebanon Turf Products www.lebturf.com 15,54-55,103 15,23,35 

L.R. Nelson 
LT Rich Products 
Marsan Turf www. 
Middle Georgia Freightliner.... www. 
Mustang Manufacturing www. 
Nature's Pro www 
NEBS 
Nitro Green www. 
Oldham Chemical www. 
Perma-Green Supreme www 
Plant Health Care www. 
Polaris www 
Profile Products www 
ProSource www. 
Rain Bird www. 
Rainbow Tree Care www. 
Reading Body Works....... .www 
Rexius Express www 
Riverdale www 

RotaDairon www. 
SavaLawn www. 
Scag www. 
Scotts Lawn Service www. 
SCS 

.marsanturf.com 120.. 
middlegafreightliner.com 159.. 

.mustangmfg.com 119.. 

.naturespro.com 138.. 
nebs.com 126.. 

.nitrogreen.com 164.. 

.oldhamchem.com 164.. 

.ride-onspreader.com 161.. 

.planthealthcare.com 167.. 
polarisindustries.com 104-105.. 

.profileproducts.com 57. . 

.prosource.com 75. . 

.rainbird.com 113.. 

.rainbowtreecare.com 175.. 
readingbody.com 58. . 

.expressblower.com 72 
rivedalecc.com 51,141.. 

mge-dairon.com 76... 
savatree.com 30. . 
scag.com 143... 
scottslawnservice.com 22... 

147.. 
Sensible Software www.clip.com 139 
Shindaiwa www.shindaiwa.com 16-17 
SILC www.silc-h2b.com 23 

Steiner www.steinerturf.com 100 
Super Lawn Trucks www.superlawntruck.com 98 
Syngenta www.syngentaprofessionalproducts.com .. 73 
Textron Turf Care and 

Specialty Products www.textronturf.com 61,63,65 
Toro Sitework Systems www.toro.com 121 
Tree Staple www.treestapleinc.com 60 
Tree Teen www.treetecn.com 62 
Triple D Enterprises wwW.tnpled-enterprises.com 23 
Tutlex www.tuflexmfg.com, 156 
United Green Mark www.greenmark.com 162 
United Horticultural Supply ...www uhsonline.com 101 
Versa-Lok www.versa-lok.com 13 
Vitamin Institute www.superthrive.com 176 
Walker www.walkermowers.com .....97 
Weed Man www.weed-man.com 112 
Westheffer www.westheffer.com 35 
Yazoo Kees www.yazookees.com 49 

TECHNOLOGY SUPPLEMENT 
Adkad Technologies www.adkad.com T10.... 
Alocet www.alocet.com T16.... 
Drafix www.drafix.com T7.... 
Horticopia www.horticopia.com T5.... 
Landscape Graphix www.landscapegraphix.com T10.... 
Nemetschek www.nemetschek.com T2.... 
Practical Solutions www.nemetschek.com T10.... 
Real Green www.realgreen.com T8.... 
Sensible Software www.clip.com T11.... 
Slice www.sliceplus.com T4.... 
TurfGold www.turftiw.com T4.... 
Vanguard www.camelotsoftware.com T9 
Visual Impact www.visualimpactimaging.com T9.... 

44 
85 
96 

103 
32 

100 
99 

I l l 
110 
106 
115 
36 
24 
31 
40 
50 
76 

..97,48 
81 
84 
62 
49 
54 

.....121 
19 
14 
56 
59 

.. 87 

.. 18 
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Only $799 complete. 
Includes Free Support! 

For a FREE demo, call 24 hours: 

1 - 8 0 0 - 7 2 4 - 7 8 9 9 ext.2 
or visit us at: 

www.wintac.net 

ß eefl The all-in-one 
S d i t i s o f t w a r e for 
* landscapers 

• True 32-bit Windows® Design, Unlimited Data Capacity 
• Visual Job Scheduler, Job Costing, Street Mapping 
• Automatic Maintenance Scheduling and Routing 
• Automatic Invoicing, Phase Billing, Profit Tracking 
• Track Work History, Material, Labor, Productivity 
• Attach your own Photos to Customers, Job Sites 
• Full Accounting G/L, A/R, A/P, Payroll, Checking, 

Inventory. Or link to QuickBooks \ Peachtree• MS Office ® 
• Print Proposals, Invoices, Work Orders, Statements, 

Purchase Orders, Reports, Letters, Labels Send Email! 

http://www.rndsigns.com
http://www.rittenhouseonline.com
http://www.chipcogreen.com
http://www.spd.basf-corp.com
http://www.bedshaper.com
http://www.bobcat.com
http://www.brisco.com
http://www.brouwer.com
http://www.brownmfgcorp.com
http://www.calllite.com
http://www.csturfequip.com
http://www.cascadelignting.com
http://www.cat.com
http://www.johnblue.com
http://www.clca.org
http://www.clclabs.com
http://www.spread4mower.com
http://www.concreteedge.com
http://www.ccurb.com
http://www.dawnindustries.com
http://www.dixiechopper.com
http://www.dixon-ztr.com
http://www.dosatron.com
http://www.dowagro.com
http://www.earthandturf.com
http://www.easylawn.com
http://www.kwikkerb.com
http://www.excelhustler.com
http://www.exmark.com
http://www.fabriscape.com
http://www.finncorp.com
http://www.gmc.com/commercial
http://www.grasshoppermower.com
http://www.greatdanemowers.com
http://www.gregsonclark.com
http://www.nunterindustries.com
http://www.husqvarna.com
http://www.tr3rake.com
http://www.selecticd.com
http://www.johndeere.com
http://www.mcginnisfarms.com
http://www.jrcoinc.com
http://www.kawpower.com
http://www.kohlerco.com
http://www.lawnandlandscape.com
http://www.lawnandlandscape.com
http://www.brandtekus.com
http://www.lebturf.com
http://www.syngentaprofessionalproducts.com
http://www.textronturf.com
http://www.walkermowers.com
http://www.adkad.com
http://www.alocet.com
http://www.drafix.com
http://www.horticopia.com
http://www.landscapegraphix.com
http://www.nemetschek.com
http://www.nemetschek.com
http://www.realgreen.com
http://www.clip.com
http://www.sliceplus.com
http://www.turftiw.com
http://www.camelotsoftware.com
http://www.visualimpactimaging.com
http://www.wintac.net


Manager Training 
at The Morrell Group 

The Morrell Group, a division of Omni Landscaping Group, 

has what we feel is an effective manager training program. 

Previously, whenever we had a manager opening, we 
first looked for candidates within our ranks and pro-
moted them. After all, they know the company, the 
policies, the properties and the other employees, and 
they appear to be leaders. If we did not have a current 
employee who appeared to be the right candidate, we 
would carefully screen, interview and hire someone who 
had a good amount of landscape and management expe-
rience. We would assign each new manager to a region, 
expect them to work on a crew for a few weeks and then 
they would assume their new managerial role. From this 
method, we had many people succeed, but unfortu-
nately, we had some who did not. We realized we were 
not giving them the tools to succeed. 

We formed a committee comprised of George Morrell, 
our founder; Luis Herrera, our training manager; Bert 
Wood, our director of irrigation; and myself, the vice 
president. The objective was to develop a manager-
training program. First, we looked at some of our sys-
tems that did work. One that has been successful was our 
crew-level training certification program. In this pro-
gram, crew level employees must take classes or meet 
certain criteria to receive pay increases and advance to 
the next level. What makes this program unique is that it 
is self-driven - if an employee wants to advance, he or she 
takes the initiative to attend one of the in-house classes 
that we offer. We decided to use this self-driven concept 
for our manager training program. 

Since the maintenance group is our largest operations 
team, we developed a training program for it first. We 

1. Form a committee to develop the program. 

2. Review current successful systems for inspiration. 

3. Make the program self-driven. 

4. Assign mentors to trainees. 

5. Use special shirts to differentiate trainees and 
managers from other employees. 

came up with 13 modules for each manager trainee to 
complete. We felt these modules represented those skills 
that would help our trainees succeed. A few of the 
modules are: working as part of a crew; meeting custom-
ers and learning properties; attending crew-level train-
ing certification program classes and a company policies 
and procedures class; training with two other operations 
managers from the group; preparing for and doing prop-
erty inspections; obtaining a Georgia pesticide license; 
and attending a computer or time management class. 

Every new manager must complete this program, 
whether they are being promoted from a crew level 
position, are hired as an unseasoned trainee to work on 
a crew for six months to one year, or are a seasoned 
manager who assumes an immediate manager position. 

When someone is first named a manager trainee, he or 
she is assigned a mentor - an experienced manager within 
that person's group. The new trainee is given a manager 
trainee certification program booklet that outlines each 
module; since the program is self-driven, trainees fre-
quently keep this close at hand. As part of my human 
resources role, I monitor each manager's training pro-
gram. I meet with the new trainee, issue that person a book 
and explain the program. I then meet with the trainee 
approximately every 30 days to monitor his or her progress. 

As our committee developed this program, we tried 
to decide what would motivate the trainee to complete it 
- something other than money. It turned out to be some-
thing fairly simple - a shirt. Each trainee wears a tan polo 
shirt. This identifies the trainee to everyone else in the 
company so that we can assist the trainee whenever 
possible. When the trainee completes all 13 modules and 
"graduates," he or she is presented with the type of shirt 
that our managers wear - a tan button-down shirt. 

After we instituted the program for our maintenance 
group, we monitored the results for six months, and were 
very satisfied. Our next step was to institute this program 
for our other groups. 

We have had excellent success with the program and 
the cost has been minimal. Most importantly, our newly 
promoted and hired managers are getting complete, 
consistent training. They are not just learning about their 
properties and customers, but also forming relationships 
with the other group« and developing a better understand-
ing of how the company functions. - Gail Havroti ID 

The author is vice president of The Morrell Group, a division 
of Omni Landscaping Group, Atlanta, Ga. 



J f t l P R O T E C T I O N 
FROM DUTCH ELM DISEASE, OAK WILT & SYCAMORE ANTHRACNOSE 

Join the growing number of companies who profit from 
macro-infusing trees in under 1 hour*. 
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Call Now For 
Location & 
Reservations 
ElkhornWI 

Seattle WA Feb 15 

Minneapolis MN Feb 19 

Milwaukee W l 

Chicago IL 

Appleton W l 

Detroit Ml 

Feb 21 

Feb 27 

Philadelphia PA Mar 12 

New York City NY Mar 13 

Denver C O Mar 20 

Washington DC Mar 21 

f , A'f L ü 
other locations on-demand 

Limited Space 
in Some Cities 

ISA CEU s Available 

www.rainbowscivance.com 

Seminars & Demos 
USE READER SERVICE # 5 0 

C2001 Rainbow Treecare Scientific Advancements 

to order Equipment or for Seminar Information, References, Research, and Protocols 

call toll-free 1-877-ARBORIS(T) or (952)922-3810 
^ * When following the protocol, average uptake for 90% of trees is between 30 - 60 minutes. Small and unhealthy trees can take longer. 

http://www.rainbowscivance.com


WHY DO LEADERS CALL IT "GREATEST or BEST STUFF or PRODUCT in the WORLD?' 
FREE TRIAL OFFER 

FREE SEE FAR-HIGHEST-SCIENCE LIFT YOUH 
NUHSEHY AND CUSTOMER PLANTS TO NEW LIFE 
NOTHING Else • IS REMOTELY "LIKE" SUPERthrivem. 

• MAKES SUCH A DIFFERENCE. 
• HAS SUCH CREDENTIALS. 

TOP FLA AIT SU PPL Y • "The ultimate application of plant physiology." — Top U.S.D.A. scientist 
• "Much more growth above and below ground than when fertilizers used alone." 

- Another leading U.S.D.A. scientist ( a f t i , y ^ S K X S 1 » ^ ) 

BILLIONS-PROVEN on billions of plants, by millions of growers, 
by hundreds of thousands of professionals, by thousands of government agencies 
and universities, by "impossible" great landscape jobs "everywhere," by great 
proportion of winners of the national flowering plant societies' competitions. FREE TRIAL TO SEE FOR YOURSELF why so 

many thousands of garden center operators - some now third generation - know that 
you really cannot operate at so high a level without SUPERthrive™. 

Since SUPERthrive™ has not had salesmen - and many retailers have not come 
to national trade shows - this is a try to reach some of you whose distributors 
have SUPERthrive™ for you without your knowing why, and others of you whose 
distributors have not yet responded to your need for SUPERthrive 
After a half century of unchallenged $5000,-Guaranteed best, 5 ways - it is more 

than time for every garden center to have SUPERthrive's™ benefits. 
Ask about NEW liberal ad allowances, for fair ads featuring merit, rather than price reductions. 

r CHOOSE ONE-FREE TRIAL MAILTHTS 
(One ounce makes 500 cups or gallons. 1/4 teaspoonful per gallon, 3 ounces | 
per 100 gallons, (or, constantly, a drop a gallon, 1 ounce per 500 gallons.) 
• FREE $6.20 2-ounce bottle, with 16-ounce $29.40 size purchase. (RETURN pint for 

full REFUND if not delighted with 2-ounce bottle effects.) 
FREE $9.98 4-ounce bottle, with 32-ounce $51.60 purchase. (RETURN quart for full 
REFUND if not happy with free 4-ounce bottle new life.) 
FREE $1.69 1/10-ounce sample DropacTM-Send 550 stamped, addressed envelope. 
128-ounce $148.75 size, (refundable, therefore FREE only to established business or 
public agency, if, after using 4200 to 64,000 gallons from gallon, you wish you had not 
bought it.) 

j ^ E X T R A LIFE 

WorÏÏÇHAMPION 
• ^REVrWR,' ^TuUfTFR.' GROWER 

• 
• 
• 

• DEALER resale trial, FREE bottle with each dozen: DEDUCT 40% IN CHECK FOR DOZEN(S) 
dozen tt-ounct $3,30 sellers; Hft7An 1-AiinrA $4 AR RAIIA«; 
dozen 2-ounce $6,20 sellers; dozen 2-ounce $9.98 sellers; 

Firm Name Phone 
Delivery Address for UPS ENCLOSED CHECK $ 
City State Zip 
Your Name (Print, please) Position 

ORIGINATIONS IN LIFE-CHEMICAL COMPLEXES, KEPT FAR 

VITAMIN 
INSTITUTE 

L i f t s t h e 

If your distributors already have SUPERthrive'" for you, buy trial gallon and dozen(s), etc. 
from them. Same offers. Send copy of invoice or date and number for "baker's 
dozen" and other free bottles, direct. OTHERWISE, 

VITAMIN INSTITUTE • 12618 Saticoy St. South, North Hollywood, CA 91605, U.S.A 
Phone (800) 441-VITA FAX (818) 766-VITA (8482) www.superthrive.com 

world 
y t I Hundred* of 

thousand* of 
THE 

. WORLD'S m v / A 
| SCIENCE 

DISCOVERIES DISTILLED by * * 
I V i t a m i n 

Institute 
Genius 

CAN u n 
YOUR WORLD 

VI 
nrr 

MAI LIO 
USE READER SERVICE # 5 1 

I Mid* in U.S.A. by VITAMIN INSTITUTE 
12610 Saticoy St. South 

North Hollywood, California 91605 
Phona: (323) 877-5186 

x X X 

http://www.superthrive.com

