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The industry’s fastest -
Mid-Mount ZRT collection system.
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The Toro® Mid-Mount ZRT with DES Vac®' As the industry’s
only true “vacuum” bagger, the Toro DFS Vac minimizes clogging while

maximizing suction power. Add to that its unique dump-from-seat capability T()BO. Count onit.

which allows you to dump debris in seconds, and you've got efficiency on

a whole new level. To learn more, call 1-800-803-8676 or visit toro.com.
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HydroSeeder® Additive System™

The world’s most comprehensive system
— of additives for erosion control.

¥ Up to 35% faster germination
¥ Reduces material costs up to 80%
W Virtually eliminates erosion during grow in

Let us show you how.

1-800-543-7166

www.finncorp.com
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Killing adult midge flies
doesn’t solve the problem.
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When you use a product that only kills adult midge
flies, you're not getting rid of them at the source. You're
just biding time until a new generation becomes adults.
Unlike products that only kill adult midge flies,
Strike” Professional Midge Control is an insect growth
regulator (IGR). It targets the midge fly larvae missed by
other treatments and prevents them from becoming
problem-causing adults. Speaking of eliminating hassles,

Strike’s convenient pellet formulation can easily be

Preventing them does." =

applied to the ditches, streams
and ponds that midge flies call

h()ﬂ]C. One treatment I'&S[S up

to 30 days. And Strike is target
specific, so it won't affect fish, waterfowl, mammals
or beneficial predatory insects. It’s control that you
can feel good about. And learn more about by

calling 1-800-920-1001 or m'E
Professions Midge Control

visiting www.pct-strike.com.
<
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Hey, Weeds.

We've got you covered.

verdale

{ Nufarm Company

(800) 345 3330
www.riverdalecc.com

RA_7_O R

'Spray Pattern Indicator

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.

RA/ORgs 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 SPl—for
maximum control and efficiency.

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

Glyphosate for the Specialty Markets
USE READER SERVICE #13
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CONTEINTS

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

—l SPECILAIL.

i - Features:
CONFERENCES Our newsletters are chock full of the
< latest in green industry news, product
BUSINESS TOOLS )| innovations and business information for
- lawn care and landscape professionals.
— These weekly e-mail newsletters feature the following:
MESSAGE BOARD » Weekly poll questions
- * Opportunities to enter the Lawn & Landscape monthly
MSDS TOOLS L sweepstakes
*» Spotlight sections of the week that highlight useful
PRODUCTS and innovative sections on www.lawnandlandscape.com

* Up-to-the-minute industry news

EVENTS ] « Informative feature stories on a variety of industry topics
* New product information, with full-color photos and
RESEARCH manufacturer contact information
—
GABNEERS Subscribing to these newsletters is easy! Simply
CAREER CENTER send your e-mail address to #
kmohn @lawnandlandscape.com, or visit
TRAINING www.lawnandlandscape.com for more information.

Business caros | DON’ T
INDUSTRY LINKS MISS
E}Ktra ! Don't miss original
E}{'I:I‘a ! features, like our

Visit Lawn & Landscape industry news and
Online for more

ASSOCIATIONS

LEGISLATION

new products

information on this

issue's feature articles: e-newsletters, found
* Western Lawns Cover Profile only on Lawn &

* Aquatic Plants Landscape Online!

* Drainage Challenges

 Skid-steer Supplement Extras
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Weisburger
Insurance?

Tom Johnson, President
Royal Landscaping, Inc. and
T&T Lawn Care
and Landscaping, Inc.

F or those times when you need to take
advantage of your insurer's claims service,
responsiveness is key. Business can't stop while
you take care of details. You've got to be able to
count on your insurance company to quickly - and
expertly — handle your claim. WeisburgerGreen is
such a company. Our agent, David Sirles, really
knows our business and takes care of our needs
immediately. He has worked hard to save us time
and money. Superior service with considerable cost
savings - that's what WeisburgerGreen is all
about.

WEI RGERGreen

AU ANCE

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

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

Professional Products

Try our organophosphate F€ pl acements
and get CaSh baCk

OPtions is the unique, integrated insect management plan that helps you more easily cross over
from organophosphates. It gives you a full line of high-performance products and experts to guide
you. And now it gives you cash back simply by replacing your organophosphates with eligible
Chipco insecticides.

Delta Gard The world’s most popular pyrethroid.

DeltaGard with deltamethrin offers quick knockdown, broad-spectrum control, and good residual
of more than 50 turf and ornamental pests, including ants, chinch bugs, mole crickets, and fire
ants. And you get this control at low rates and at an affordable price, too.

o
m The world’s most popular carbamate.

Versatile, dependable Sevin with carbaryl controls more than 130 pests, including billbugs, army-
worms, cutworms, sod webworms, June beetles, chinch bugs, and white grubs. Sevin also offers
quick knockdown and residual activity of 7 to 14 days. No wonder professionals have depended on
the performance of Sevin for 35 years.

To start exploring your OPtions, get full details and restrictions, and to download your Rebate Form
visit www.aventischipco.com or contact your Chipco representative today.

Aventis Environmental Science USA LP / Chipco Professional Products / 95 Chestnut Ridge Road / Montvale, N) 07645 / 201-307-9700 / www.aventischipco.com / Chipco, DeltaGard
and Sevin are registered trademarks of the Aventis Group. Always remember to read and follow label directions carelully © 2002 Aventis
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When More

“Any fool can make things
bigger, more complex, and more
violent. It takes a touch of
genius and a lot of courage to

move in the opposite direction.”

Results in Less

We live in an image-conscious society filled with
ambition and often fueled by individuals’ need to
stand out in the crowd. Just look at our automobiles

for an obvious example.

Luxury cars are no longer enough - now we’ve
got luxury SUVs. And as soon as you think you've
encountered the biggest vehicle on the road, you're
certain to find an even larger model filling your
rearview mirror. We truly live in the Age of Excess
~ jumbo jets, cosmetic surgery, second homes, and
the list goes on because we're never truly satisfied.

The same is true for landscape companies, the
vast majority of which started out as one-man bands
behind a mower. But that's
not good enough for most of
them anymore. Bigger equals
better, right? That's what
we're told nowadays, but is
that necessarily the case?
Many contractors believe it
is, so they set out to be more
than just a maintenance com-
pany. Maybe they getinto ir-
rigation or seasonal color or
landscape installation.

Whatever the particular
route, they're all trying to
achieve the same designation
- a full-service company. A
Lawn & Landscape survey
bears this out. On average,
companies with less than
$100,000 in annual revenue
offer four different services.

I've spoken to dozens of such business owners
myself, and they all talk longingly of the same
wonderful day in the future when their business
will be able to meet the customer’s every need. And
their logic for pursuing this goal is justifiable; “Ev-
ery time I let one of my competitors on one of my
client’s properties, I'm giving that competitor a
chance to steal that client,” they observe.

Perfectly sound logic, indeed. And I can live with
that strategy if a company’s goal is to create a market

— Albert Einstein

niche for itself via its extensive menu of services. But
what concerns me is when 1 hear from contractors
who have just added one service and are already
eyeing the nextbecause such service expansion, they
figure, is a sure-fire way to build a big business.

The truth is that there’s no guarantee that more
services will result in more revenue, and there’s
definitely no guarantee that giving customers more
offerings to choose from will yield more profits at the
end of the year, which should be your ultimate goal.
Instead, the aforementioned survey indicates that
the opposite is true because it shows that as compa-
nies grow they don’t generally add new services.
Survey respondents with annual sales in excess of
$500,000 still only offer an average of four services,
Even those firms that crack the mythical $1 million
mark (so many contractors’ fixation with that sales
figure further illustrates the extent of our largesse
love affair) only offer four services.

So if companies offer more services so they can
grow their businesses when they’re just starting out,
why don’t they continue this expansion? Landscape
firms can easily offer six or eight basic services
without having to foray into the niche world of
firewood delivery or pressure washing. What causes
companies to change their attitude somewhere
around $500,000?

I would argue that half a million dollars is a key
point for businesses because that’s where long-term
viability kicks in. Companies generally only achieve
this growth if they are run by businesspeople with a
plan and an eye on the bottom line. Once they reach
that level and no longer feel every day is a battle for
survival, the short-term focus gets replaced by a
long-range strategy. For most businesses, that means
identifying those things they do the best and concen-
trating their energies in those areas. These managers
and owners understand that while offering more
services has surface appeal, it's also a way for more
to ultimately equally less.
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I am the president of a mid-size landscape company.
How much time should I devote to creating and main-

taining a positive culture in my organization?

This is a fantastic question and one that I perceive to be
very intuitive. Most business owners do not understand
how critical this issue is. Before getting to the specifics of
the question, I would first like to address this concept of
culture and why it is so important.

Let me start by sharing with you what I consider to be
the ideal company. The ideal company is, first and fore-
most, profitable. It has margins that exceed its industry
averages. The company is growing and is strong finan-
cially (i.e., it has a strong balance sheet). The ideal com-
pany has happy, satisfied customers and a happy satis-
fied staff. Certainly there are more characteristics, but
this covers the ideal company in broad terms.

What is interesting about the ideal company is that
the staff is what helps you grow, make money, become
financially strong and keep your customers happy. That
said, it is absolutely critical that you create an appealing
environment for your staff. That begins with your cul-
ture. It is important that you understand that the associ-
ates of the 21* century want more than a paycheck. They
want to be motivated, inspired and energized by their
company’s leaders. They want the ability to take the
initiative and they want to be part of something great.

Unfortunately, many employers just do not under-
stand this idea. They are insensitive to their associates’
needs and wants, they continue to run their organization
in an autocratic, dictatorial fashion or, worst of all, they
give lip service about being sensitive and talk a good
game regarding culture but they don’t live it every day.
They just are not passionate about making it happen.

What you as a leader have to understand is that
associates will choose the employers with the best cul-
ture. They want employers who are caring and sensitive
and who do the little things for their people. Further-
more, | think associates want to work in an environ-
ment that is fun and where they think their work
makes a difference.

Because of this, it is imperative that you as a
leader spend time creating and maintaining a great

In addition to serving the industry as & consultant and speaker
David Minor &5 the William M, Dickey Enttopieneur in Residenos

and directar of the James A Ryifal Center for Entreprensunal Sttidies at Tyxas Christian University
i Fort Worth, Texas. Prior to joining TCU, David was the prasident of Minor's Landscape Services,
a -employes, former INC. 500 awird-winning company he founded i 1978 and sold to
TruGreen Chemlawn m 1998, Readers with questions for Minor can fax them to Lawn & Land
scape at 216/961.0354 or e-mall them to bwestSlawnandlendscape com.

l

culture. You will be rewarded many times over, because
your organization will attract, optimize and retain the
best talent in the marketplace. Your people will most
likely win more business than the competition and be
more responsive to your customers. The end result will
be happy, satisfied customers, and improved financial
performance for the company.

In addition, don’t underestimate that your grapevine
for employees will improve because people will line up
outside the door wanting to work for you. Just look at the
example of Southwest Airlines. Southwest is generally

financially strong crc <z20

customers happy

recognized as one of the top 10 corporations to work for in
America. Year in and year out, Forfune magazine proclaims
Southwest as one of the best. Did you know that it is harder
to get a job at Southwest than it is to get into Harvard
Business School? That is an astounding statistic. It does
not take a genius to figure out why. It is because they
have created a culture that is the envy of most businesses
— a culture that prospective employees want to work in.

Why can’t your company be the Southwest Airlines
of the landscape industry? There are many things you
must do to get there - too many to cover in this article.
What I can share with you here is the simple fact that you,
as a leader, have to be committed. Creation of a positive
culturesstarts with you. This is not something that you can
delegate to someone else. You must convince yourself
that this is important and that you are willing to commit
to making this a long-term approach to doing business.

Again, this focus has to be at the top of your list
because not only do you need to be committed but your
managers need to be as well. Evaluate everything you do
in the organization with goals and timetables to improve
them. Understand that change does not happen over-
night, but if you make the commitment, then your cul-
ture can be phenomenal.

How much time should you spend? That is a hard
question to answer, but I will say this: Be passionate about
creating an outstanding culture. Live that passion every-
day. Put it at the top of your list and I guarantee you will be
glad you did. Just look at the success of those who do.

14

MAY 2002

www.lawnandlandscape.com

LAWN & LANDSCAPE


mailto:bwest@lawnandlandscape.com
http://www.lawnandlandscape.com

Hire for Attitude,
Train for Aptitude

Let's face it — you can’t do it on your own. No matter how
much energy or talent you possess, after a certain point, in
order to grow your business or your department, you need
people. And, it's impossible to manage people effectively
without first hiring effectively.

You've probably heard the phrase coined by nutritionists,
“You are what you eat.” Well, in HR we say, “You are who you
hire.” True, isn't it? It stands to reason then, if you hire employ-
ees from hell, you will soon have a workplace from hell. What
a concept! It’s better to hire smart and avoid people in red
suits with horns.

HIRING SECRETS. Pcople are at their most productive
when they’re in a position that lets them draw on their
natural strengths and allows them to be themselves.

When people feel the need to act unnaturally, they expe-
rience stress, which lowers productivity and leads to job
dissatisfaction. You see, you don’t need to know a lot about
people’s weaknesses, but you do need to know about their
strengths. Why? Because building on strengths is much more
productive than trying to correct weaknesses.

One way to find out about people’s strengths is personal-
ity testing. Another is through in-depth interview question-
ing. Define the attributes that are needed for success in the
position and then search for these with a structured inter-
view process and good interview questions.

Too many interviewers make the mistake of overlooking
traits that are essential for success in any position. These
traits go beyond experience and previous work history and
have become increasingly important as the workforce has
changed. Take a look:

Work ethic. Work ethic is not something that comes with
a long employment history. What we’ve found is that work
ethic is developed at an early age and has more to do with
feelings about work that formed in childhood. Ask what type
of chores he or she was responsible for as a young adult. Did
the candidate work for an allowance? Did he or she work
through high school?

Loyalty. Does the candidate have any childhood friends? Is
there evidence of long-term relationships that require loyalty?

Sense of humor. This is not the ability to tell a joke, but the
ability to go through life’s upsand downs and still keep a smile.
It's the concept of seeing the glass “half-full” instead of “half-
empty.” Talking with the candidate about the different chal-

lenges he or she has faced will give you clues about this one.

Respect. One of the best tests of respect is how the
candidate treated the receptionist. You can have the recep-
tionist complete a form after meeting the candidate that
zeroes in on how easily the candidate smiled and whether or
not the candidate was polite.

Judgment. There’s no replacement for an employee who
exercises good judgment in decision-making. Thisone relates to
commonsense. Ask the candidate to give you examples of using
his or her judgment and thoughts in making decisions.

Flexibility. A person who opposes change can have diffi-
culty growing. Look for clues in the candidate’s life and
personal development — evidence that he or she has been
open to change, both personally and professionally.

Integrity. The credibility of your company is at stake with
every new hire. Only hire people with complete integrity.
Cross-check information from the employment application,
resume, reference checks and the interview.

Maturity. Maturity does not necessarily come with age.
Spending ample time with the candidate talking about his or
her past will give insight into the maturity level. Also, it has
been said that maturity is the ability to delay self-gratifica-
tion. If this is true, look for signs that the candidate has not
given into every whim in his or her life.

Dependability. This can be verified by reference checking
and talking with former employers about dependability.

Intelligence. It's no secret that intellect does not necessar-
ily come from formal education. You can test employees for
the ability to learn using formalized aptitude tests.

Initiative. This is difficult to assess during the interview,
but easy to pick up on shortly after hire. Ask reference
sources about initiative and look for signs within the first 90
days of hire. If you don’t see it, then it’s not likely to develop.

Enthusiasm. There is a name for people at our firm who are
not enthusiastic— unemployed. Only hire people who believe
in your company mission and philosophy. What's the bottom
line? What peopleknow
is less important than
whotheyare.If youhire
for attitude and train
for skill, you will be bet-
ter off in the long run.
Trust me.

The author is president of
Seawright & Associates,
Inc., an H R, managoment
consulting firm located in
Vinter Patk, Fla. She can

be reached via e-mall at

wright.com ot
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Want season-long control of
disgusting., turf-damaging grubs?
The proven performance of MACH 2°
specialty inseeticide provides superior.
broad-spectrum control. Its wide window
of application allows you to treat
grubs through the second instar — and
there’s noe need for immediate irvigation.
Unbeatable econtrol. Gorgeous lurl" Things

are looking better all the time.
.

A ‘ Dow AgroSciences
ALWAYS COMES THROUGH. MAcH 2*
ALL SEASON LONG. +
Specialty Insecticide

dowagro.com/urf  1-800-255-3726 Always read and
label directions. *Trademark of Dow AgroSciences LLC




SEASONAL OUTLOOK

= ,
Brlght COIOI'S, Regardless of ‘company size or What were your approximate annual
- s
‘ pesticide expenditures for 2001?
Blg Plants Top client profile, most lawn care op-

Gardening Trends EXPENDITURES ~ CONTRACTORS

eratorssurveyed by Lawn & Land-

L $1 to $1,000 6%
- Super-size 2
HILLEGOM, Holland uper-sized D e N $1,001 to 52,500 8%
plants and vivid flora are at the height of = 2 i $2,501 to §5,000 17%
Tl . $5,001 to §7,500 14%
gardening fashion, according to a gar- tion of their budgets to pesticide $7.501 to $10,000 99,

dening trends report compiled by the Maoye than 310,000 o

expenditures in 2001.
International Flower Bulb Center. Forty-six percent spent more ek

Though pastels once dominated the
garden, brights like hot pink, coral, yel-
low and blue entered the scene in the
early 1990s. But today’s trends embrace
even bolder shades of chartreuse, orchid,
orange and purple, the report revealed.

Larger plants that add major pres-
ence in the garden also are trendy, the - went toward turf-related pesticide purchases
report showed. Some plus-size foliage fa-
vorites include elephant ears, banana trees,

castor bean plants, dahlias, ornamental TECHNOLOGY UPDATE

grasses, cannas, large-flowered  J1IC@XMIET Growing in Popularity
hibiscuses, sunflowers and hollyhocks. Imldsca Bllmses

But these plants aren’t for m
taking the stage in plain
shades of green. Instead,
justas basic black has long

than $10,000 and 31 percent spent between $2,501 and $10,000. These expenditures
increased for 62 percent of respondents from 2000 to 2001, while 30 percent said
expenditures were steady.

Only 8 percent reported cutting pesticides from their budgets. For those who did
report adjusting their expenditures between 2000 and 2001, the average increase was

14 percent, while decreases averaged 7 percent. Most of the money spent - 86 percent

More landscape contractors are climbing on the Web band-

wagon, according to a Research USA survey conducted by Lawn

(continued on page 20)

& Landscape magazine.

The report revealed that 79 percent of landscape contractors
have Internet access. Eighty-six percent of those contractors use
the Internet for e-mail, 76 percent use it for research, 44
percent explore the Web to gather news, 31 percent sell or
buy items on the Internet, 7 percent use bulletin boards or
chat rooms and, finally, 4 percent have another purpose for
using the Internet.

But when asked if their companies had Web sites, a low
22 percent said yes.

Bizmove.com suggests that the Web can be a wonderful
marketing tool for every company for these reasons:

1. A Web site is a fun and creative way of expression.

2. Anyone can have a Web site. Financially speaking, the Web —
is the great equalizer of the marketing world. While other forms

of advertising and marketing, such as television, radio and print
media, are often prohibitively expensive for small companies,
anyone can use the Web to advertise and market their products or
services for approximately the same reasonable rates.

3. A Web site is a direct reflection of the company. Each
company controls its message and the image it wants to portray.

4. This is one time when it's considered OK to be a “work in
progress.” With the Web, a company is virtually unlimited.

18 MAY 2002 www.lawnandlandscape.com LAwN & LANDSCAPE
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EDITOR'S
NOTE: Every
month,
industry
consultant
Jack
Mattingly
will offer
suggestions
on key

tasks for
contractors
to focus on.
Here are his
May
thoughts.

Hey, is your seat belt fastened? You are in the throes of spring, and it is wild
and crazy, isn't it? With this activity you do not want your organization to for-
get your primary objective: Provide excellent customer service with quick re-
sponse time and quality that surpasses your competition. If you can accomplish
this you will have an assortment of ecstatic clients. Here are a few tips that
might help you accomplish these important objectives:

In some arenas, seeing or even talking to all your maintenance clients on a
regular basis is impossible. Establish performance expectations for your ac-
count managers and/or supervisors and provide them direction. First, deter-
mine various “classifications” for your clients such as ‘A," ‘B,' 'C’ and ‘D.’ Next,
determine how you expect the account manager to relate with your clients.
Example:

‘A’ Client - Visit clients face-to-face a minimum of once a month and invite them to
walk the site with you. In addition, call clients once every other week.

‘B’ Client - Call clients once a month and ask, “Are there any areas that you would
like us to focus on in the coming month?” In addition, visit and walk the property
once a month.

‘C’ Client - Call every 60 days minimum, and visit and walk the site once a month.
‘D’ Client - Call every 60 days and respond as necessary.

With this understanding, I think you will become focused on customer service. It
also establishes criteria to hold your managers accountable. '

Keep in mind that your clients expect you to recommend any improvements you
observe that will enhance their properties. Here is what I suggest for all maintenance
account managers/supervisors:

For all ‘A," ‘B’ and ‘'C’ clients, submit a minimum of one enhancement (extra bill-
able work) to clients once a month. This is in addition to the normal seasonal flowers
and mulch that they request every year. You can always find areas on their sites that
need improvements.

Further, track the activity of these submittals per account manager. Post the num-
ber of proposals submitted weekly. Include dollar amount and proposals sold. Do this
on a wall so all can view it.

Landscape installation managers and supervisors also need to focus on service and
quality. You should have a policy that you call the client at least three days before
your arrival and inform them of your plans. In addition, don't be afraid to also submit
“extras”/change orders during the construction phase. We should always be looking
for enhancements to improve our quality.

As a policy, require your manager or supervisor to formally walk the site with the
owner upon completion and obtain acceptance or a list of items to be attended to
that will result in acceptance. Have the client sign such before you leave the site at
the time of the walk-through. You should have a standard form for this and you
should also advise the client in your sales presentation that this is your procedure
You will now not have a problem in receiving your money promptly.

Have a great season! Talk to your clients, sell extras, inspect your quality regularly

and most of all, have fun

reached at www.mattinglyconsulting.com or 770/517-9476.

%
|
Jack Mattingly is a green industry consultant with Mattingly Consulting and can be
|

A CUT ABOVE

For the finest brush cutters
point cut pruners, pole pruners and
replacement poles, you can't beat
P-F technology.

Pruner blades are made of tough

forged alloy tool steel

. heat-treated for
exceptionally long life
Both blades cut -
for easier operation
and to avoid unneces-
sary damage to bark
and cambium
while promoting
quick healing
Pruner poles

have snug-fitting

locking sleeves

that won't snag

Get our catalog

Call 508-835-3166.

PORTER-FERGUSON
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That's Trimec’
weed control.

I'he efficacy of Trimec
technology has been
validated in over 5,000
field tests by golf course
superintendents, landscape
professionals, lawn care
operators and universities.
Ihat's why it's the industry
standard for wrf tolerance

and reliability

Time after time, Trimec
herbicides provide the
same excellent broadleaf

weed control

Weed control
you can count
on — Trimec'.

| — | Pl / sondon
= | conponEton

An Employee Owned Company

1-800-821-7925

www.trimec.com

ALWAYS READ AND FOLLOW
LABEL DIRECTION,

Trimex is a registered trademark

of PEL Gordon Corporation
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(continued from page 18)

been a fashion staple, the same dark trend
takes hold in the garden, the reportexplained
T'his means bronze- and black-leaved cannas
and coleuses, as well as purple heucheras
and dark-leaved coralbells, create added land-
scape depth. For best results, plant swaths of
black to create color blocks, since one or two
plants alone have limited impact, and bal-
ance these blacks and purples with trendy
shocking shades, the bulb center advised.

.
on

ad o 17
cd on page 22}

Valley Crest named
Christina Briggs

to the position of vice

president/national
business development
Netafim USA
appointed lgeal
Aisenberg i: e

new president and chief

executive officer
Symbiot Busin

Group announced the
addition of Drew St.
John 10 its manage

ment team as vice

presiaent
ProSource One hired

Christina Briggs
eight new sales (top), Igal
representatives. They Aisenberg

are- Mike Bailey,
Virgil Beaven, Geer DuBose,
Bill Gauwitz, Dan Jones,
Theresa Luke, Brian McGuffin
and Bill Plante

Agnisel USA hired Jason Assad as
its director of business development

ServiceMaster combined the offices of
chairman and chief executive and elected
Jonathan Ward s chainman

Valent U.S.A. announced that
Masayo Tada will retum 1o Valent o
lead the company as president

The J. R. Simplot Company selected
Joel Barker 1o lead its turf and
horiculture business unit

Environmental Industries announced
the appointment of Judith Guide o
the position of chief marketing officer and
vice president




The new SL Series has it all...

And who would expect anything less from

Irritrol Systems? We've built our business by

¢ Affordable Price consistently providing irrigation contractors
with unbeatable quality and exceptional value,
:  Reliable Performance Fa % i .
l and these new residential/light commercial

* Low Profile Design sprayheads are no exception.

* Wide Selection of Nozzles The SL Series sprayheads: Tomorrow’s

e 2-, 4-, and 6-inch Models standard — available today!
¢ One-piece Molded Body
* Field-installable Check Valve

Irritrol

» Three-year Warranty SYSTEMS

Irritrol Systems, 5825 Jasmine Street, Riverside, CA 92504-1183  (909) 785-3623  Fax: (909) 785-3795

www.irritrolsystems.com
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(continued from page 20)

In addition to these fads, the gardening
trends report said fragrant flowers continue
growing in popularity, as well as container
plantings to create gardens in places like
decks, balconies and terraces or to accent
doorways. Posh containersinclude the large,
lightweight, winter-proof ones made of
molded resins, fiberglass or plastic. Also
popular are colorful, glazed containers from
China and Malaysia.

IN THE NEWS

Bayer, Aventis Deal
Gains Approval

LEVERKUSEN, Germany-The European Union
(E.U.) Commission cleared Bayer’s approxi-

mately $6.5-billion dollar takeover of Aventis’
agrochemical unit, pending “substantial di-
vestitures” by Bayer, including the company’s
concession to sell to a single purchaser a group
of Aventis insecticides and fungicides, most
notablly fipronil, its new insecticide.
(continued on page 27)

THE EXPERIENCE ECONOMY
by Joseph Pine II and James Gilmore

Asking simple questions often leads to in-
novative answers - solutions to refresh ev-
eryday operations. This is what Dale
Micetic, president, Terrain Systems,
Scottsdale, Ariz., discovered after reading
The Experience Economy by Joseph Pine
Il and James Gilmore.

“The book stimulated me to ask what
kind of experience we were offering our
clients, and that, alone, is a good ques-
tion,” he related. “It gets you thinking
about what you can do better.”

In Micetic's case, the 206-page book
challenged him to reassess his company's
commercial design and sales process.
“The book pointed out that the highest

amount of value as a vendor or supplier of
goods comes when you can involve the people
in an experience as opposed to just selling
them a commodity,” he recognized. “We need
to look at the whole process in which we sell,
install and maintain landscapes and say, ‘What
is the experience that our clients are having
and how can we make it an experience that is
memorable and something that they can emo-
tionally tie into?’ And as they do, they will
value our service more, which means greater
loyalty or greater revenues because we can
charge more for our services."

The book addresses a hierarchy of needs
satisfaction, sacrifice and surprise - and dis
cusses the importance of exceeding clients’
needs. The writing is analytical and the chap-
ters thought-provoking - not a beach read, by
any means. However, it relates to contractors’
roles as valuable service providers
- Kristen Hampshire

Fax Number

305 255 2364 )

Call Toll Free

www.sprayerpartsdepot.com

@‘ Prices Subject to Change Wit

= =

s

hout Notice. We ship UPS. Sorry, No CODs.

e-mail: spraypts @bellsouth.net
-

800 228 0905 To Order
) or Request OQur 200 Page Parts Catalog

SPRAYER PARTS DEPOT
"The Best For Less "

Pressure Gauges
$16.50

e }Model 475 or 425 Spraye

ra»-‘
o

Nidaan v

$79.95 Each

JD9-CT Spray Gun * $96.50

HANNAY HOSE REELS
1/2" Swivels From * $24.50
Replacement 12Volt Hose
Reel Motors * $140.00 m
Reel Switches * $6.50 o

SSC Plastic Lawn Gun
* $49.95 (Less Tip)

Discounts on all Hypro, Comet

and Udor Diaphragm
Pumps.
>

5> FMC (John Bean)

e

- &P

Parts Kits and Pumps

ALES - PARTS

ACCESSORIES

FOR YOUR SP

A\YING EQUIPME]
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Editor:
I look forward to every issue of Lawn & Landscape because the content
and information is relevant, timely and educational. Great job.

Thanks,
Dave Daniell, Vice President, Heads Up Landscaping
Albuquerque, N.M.

Editor:

Your Regional Forecast piece in the March issue of Lawn &
Landscape (page 80) cites a comment that “Unless Mother Nature
blesses the Midwest with extremely cold temperatures this winter,
more grubs will result.”

If extremely cold temperatures had a major effect on overwintered
grubs, they would have long since been eliminated from regions such
as northern Wisconsin or northem Michigan where the soil often freezes
to a depth of 2 to 4 feet or more. Gerald Wegner's research on the
Biology of the Black Turfgrass Ataenius showed that despite the fact
that winter temperatures dropped to -27 F for two successive days,
survival of overwintered adult beetles (which overwinter 3 inches deep
in the soil) was 75 to 80 percent. Japanese beetle grubs frozen in soil

will often revive nicely when brought into warm temperatures. Think
about it. If extreme cold were a major factor, there would be few (if
any) insects (pests and non-pests) in the far north. Grubs occur in
Thunder Bay, Ontario, and St. John, New Brunswick, Canada.

What is “bad news for grubs” (and some other insects) are
winters where soil temperatures warm sufficiently to cause their
metabolism-feeding to resume, and then fall quickly. Such starting
and stopping of their metabolic-physiological processes can cause
severe overwintering mortality. The effect of extreme cold is
limited at worst

Further, there is also a reference on page 82 that suggests,
“Grubs...can be controlled with accurate watering this spring.”
Further, someone suggests “more frequent, light waterings vs.
less regular heavy irrigation.” I would be ever so grateful to see or
know the source of data (even the anecdotal type) supporting
claims that a watering regime can control grubs. However, I'm
always willing to learn.

Dr. Harry Niemczyk, turfgrass entomologist and professor emeritus,
OARDC/The Ohio State University
Wooster, Ohio

@
ISU2U

TRUCK

2002 ISUZU NPR: gas, 16’ landscape body, auto.,
ac, am/fm, weedeater racks, water cooler rack,
shovel rack, curbside gate folds down

Special Financing
Available

GNC INDUSTRIES: Call for details, 800-462-2005

ATTENTION

Special Deals On All
Landscape Trucks

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

Call Isuzu Sales
- $556.00 Mo. N

478-788-4601 M ‘
1-800-899-8696 A,
Middle GA. Freightliner-Isuzu

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.
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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.

We don’t make the turf.
WA We make it better.

N | BASF
. a
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PeCo's

BRLSH “BLAZER

* Clear up to 6 acres of heavy brush per day on the steepest of terrain!
* Rugged, dependable, easy to maintain.
* Will cut down and reduce 2" Caliper trees to mulch in minutes.

For more information,
contact your PeCo dealer TODAY!

800-438-5823

Box 1197 « Arden, NC 28704
www.lawnvac.com
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ARE YOU READY TO GROW
YOUR BUSINESS?

Join forces with the best known name in lawn care.

® Strong brand awareness with Scotts products
¢ Effective sales/marketing programs

® Complete training and support

® Exclusive territories

* Financing available

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

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

~ Market Trends

IN THE NEWS

Weed Man Continues
Strong Growth

CLEVELAND, Ohio - One of the emerging stories in the lawn care in
dustry in the last few years has been the development of the Weed Man
U.S. franchise network. In late 1999, Canada'’s largest lawn care company
announced its plans to enter the U.S. market by selling subfranchises
and franchises to lawn care companies, landscape contractors, struc-
tural pest control professionals and other qualified individuals.

The company has discussed its long-term growth plans since the
outset, and rapid progress made in the last two years has established
the firm as a growing force in the lawn care industry

Weed Man finished 2001 with 28 operating locations serving 71
franchise territories, and total sales of $6.5 million, according to
Roger Mongeon, president, Turf Holdings, the company with rights
to the Weed Man franchise for the United States. The company's
goals for 2002 call for nearly doubling its annual revenue to $11 mil-
lion and increasing its presence to 41 locations.

Most importantly, however, Mongeon expects to sell Weed Man's
remaining subfranchisor territories this year. The subfranchisor ap
proach makes Weed Man unique as a franchise company as it sells
rights for large areas to individuals who then assume responsibility
for selling the actual local franchise territories. These subfranchisors
then provide the ongoing support for their franchisees.

Weed Man went through last year with seven subfranchisors, and
they are some of the lawn care industry's most respected names
Terry Kurth, Jon Cundiff, Phil Fogarty, Bob Ottley, Ken Heltemes and
Chuck and Steve Russell, to name a few. This group recently ex-
panded to include Merrill Landscape in Rexburg, Idaho, which
bought the territory for Oregon, Washington, Wyoming, Idaho, Mon-
tana and Utah. In addition, Kurth expanded his territory by purchas-
ing the rights to North Dakota and South Dakota, while Fogarty and
Ottley grew their partnership when they bought all of New York
other than the seven counties surrounding and including New York
City. Oklahoma, Arkansas and North Texas were also gobbled up as
Jon Cundiff brought in Joe Munie, president of Munie Outdoor Ser-
vices, and the pair took on the rights for that part of the country.

Now, Weed Man is left with five remaining subfranchisor territories:

+ Southern California

+ Arizona, Colorado and New Mexico

+ South Texas

+ Louisiana, Mississippi, Alabama and the Florida Panhandle
+ The remaining portion of Florida

Mongeon predicts these areas will sell in the next two to three
years as the company continues its growth, and the company contin-
ues to focus its marketing efforts for subfranchisors as well as fran-
chisees or landscape contractors looking to grow the lawn care por-
tion of their business or offer a new service.

“What we want is for people to view us as a business consultant
who may be able to come in and help their businesses grow,” ex-
plained Mongeon. “If we don't think they're a fit for us, then we'll
tell them that as well.”

26
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WE'RE THE FIRST TO ADMIT WE
AREN'T AS cuDDLY AS [TIR. TOODLES.
|UST MORE EFFECTIVE.

Bayer




Adult beetles lay eggs, which
can take 2 to 4 weeks to
develop, depending on the
climate. MERIT in the soil will
kill grubs beginning at egg-lay.

The first instar

larvae dig to the
soil surface to A Spprenol
Sid i 3 to 4 weeks, the larvae
°‘" roots ? i molt and enter their Once the larvae moit
organic material. second instar, which again, they enter the

can last 3 to 7 weeks. third instar and begin
to dig deeper into the
soil to overwinter.

MERIT: FEarR e GRrRuUB

Some fears are understandable. When something is rustling around under your bed at night,
it’s normal to be a little concerned. But, there’s no reason to be afraid of grubs. Efficacy tests
prove what we've known for seven years: MERIT offers the best pre-damage control of a broad

spectrum of grubs. Trust MERIT and fear no grub — Guaranteed.

T Bayer

For more information, contact your authorized Bayer representative, visit online at
BayerProCentral.com or call (800) 842-8020.




iF YOU'RE AFRAID OF THE BOOGEYMmAIl, HOLD
On TO THAT OLD TEDDY BEAR - we probably can’t

help you. But if grubs are your biggest worry, then MERIT®

Insecticide will help you conquer those fears. For seven years,
MERIT has been the premier grub control product on the market. With MERIT, you

can fear no grub — Guaranteed.

Need more proof to quell your fears? We've in your closet. But don’t you worry — MERIT
got the numbers, and while they may scem scary protects your turf from a broad spectrum of
to the makers of thiamethoxam and halofenozide, the toughest grubs, including superior control
they will put your fear of grubs to rest. Research of the Big 5: Japanese and oriental beetles,
proves it: MERIT offers the most effective grub european chafer, and northern and southern
solution from egg-lay to second instar. masked chafers (see figure 1). MERIT also

Don't WORRY — controls green june beetles better than

m ERIT ConTroLS THEM thiamethoxam (see figure 2). With MERIT,

There are a lot of different grubs targeting you have nothing to fear. Choose another
your turf, and they're scarier than the monster insecticide, and you're on your own.
White Grub Efficacy by Species
100 T
90 HI—
w H +—
L i Figure 1
- 1 [ These numbers might
‘5: | | 0 [ scare the pants off of the
- I | | makers of thiamethoxam
20 l I il - and halofenozide.
10 I \I P
0 i
halofenozide
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W Japanese beetle W Oriental beetle European chater = N. Masked chaler $. Masked chater

Source: Arthropod Management Tests 1976-2001
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Source: Arthropod Management Tests 1976-2001

MERIT vs. thiamethoxam - Green June Beetie Efficacy
70 |
60 i
_ 50 §i Figure 2
£ 40 — MERIT also outperformed
Z 30 I thiamethoxam in green june
g beetle efficacy tests.
a 20 ‘m
L 84.5% || 64.5% 1man (e
0 (n=3) | | (n=3) (0=3) | |(n=3)
MERIT (0.3 Ib AVA) thiamethoxam (0.2 1b Al/A)
M3 Trials-0.3vs 0.2 3 Trials - 0.3 vs 0.2 Liquid Applications
3 Trials - 0.3 vs 0.2 Liguid Applications - MERIT Timing
CON@UER YOUR FEARS control of white grubs before signs of damage
Wit MERIT are visible, or pre-damage, from egg-lay to
In 1994, MERIT changed the face of second instar, giving you a wide window
grub control by offering an effective for your MERIT applications (see figure 3).
preventive treatment. Today, MERIT is And, if you forget to apply MERIT
known industry-wide as the best option for and damage occurs, end the nightmare
preventing grub damage. But, what you may immediately with DYLOX® Insecticide, the
not know is MERIT effectively kills white fastest post-damage grub control around.

grubs when they are already present, feeding

on the roots of your turf. That

MERIT vs. thiamethoxam - White Grub Efficacy Data
M 45 Trials - MERIT 0.3 tb AUA ve thiamethoxam 0.2 Ib AUA
means MERIT offers unsurpassed i
90
80
— 70
£
£ 60
©
= 50
8
J s 40
o
) Figure 3 »
MERIT outperformed 20
thiamethoxam in white grub 10 |
efficacy tests. 0
MERIT (0.3 1b AUA) thiamethoxam (0.2 b AU/A)

Source: Arthropod Management Tests 1976-2001
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Source: Arthropod Management Tests 1976-2001

White Grub Efficacy by Month

Figure 4
MERIT is the most effective
solution for grub control from

egg-lay to second instar.

cocB8888838B88

A Low USE RATE
SQUELCHES YOUR WORRIES

MERIT: FEaArRLESS On Top

The pre-damage grub control MERIT
provides can’t be beat, and it does it with a
low use rate (see figure 4). In fact, based on
recommended application rates, MERIT is
effective at a use rate 85% to 96% lower than

most currently registered soil insecticides for

When you're on top, someone always
wants to take your place. In the seven years
that MERIT has been controlling grubs, some
tough guys have called us out. But, none has
been able to take the leadership position

MERIT has secured as the most effective grub

use on turf. solution, and efficacy tests show thiamethoxam
won't change that (see figure 5).
15 Overall White Grub Efficacy
90
80
70
60 Figure 5
2 MERIT provides the best
30 pre-damage control of the Big 5.
= The Big 5 includes the Japanese beetle,
10
0 oriental beetle, european chafer, northern

MERIT (0.3 M AVA)  thiamethoxam (0.2 I AVA)  halofenczide (2.0 Ib AVA)
W Al Data N TheBigs

masked chafer and southern masked chafer.

Source: Arthropod Management Tests 1976-2001
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fcontimued from page 25

Under the agrecment, Bayer will divest
fipronil for seed treatment (agricultural)
uses. However, Bayer will retain fipronil for
all other environmental science uses,
ing lawn care and structural pest control,
according to Bayer Spokesman Guenter
Forneck. Fipronil is the active ingredient in
Aventis’ insecticide TopChoice.

Currently,
Professional Products are the major players

Bayer, Aventis and Syngenta

in the seed treatment sector. Forneck said the
E.U. Commission wasconcerned that Bayer’s
includ- acquisition of Aventis would lead to market
and

Syngenta. Forneck acknowledged that Bayer

dominance in this sector by Bayer

had hoped to complete the merger without

having to divest any products, but the com-

d €
-~

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,
GH 44113
You can also
fax or email
the informa
tion to
Mohn's
attention at
216/961-0364
or
kmolmégienet.
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Time to get

HITCHED

with the

SIDEHITCHER

Introducing the all New Sidehitcher! The
Sidehitcher is the most versatile bed-tren-
cher on the market. Its revolutionary design
allows it to

be used by

itself or

mounted

to your

walk

behind

mower,

transform-

ing into the Sidehitcher an unbeatable ma-
chinery-unmatched in Mobility, Stability, and
Versatility

The Sidehitcher is ideally suited for re-es-
tablishing existing beds, cutting new beds,
trenching for irrigation sy%tems low voltage
wiring or hid-
den dog fenc-

ing

Also use the

Sidehitcher for

digging small

holes and cul-

tivating soil
for easy placement of small plants and pe-
rennial gardens installation. This ability is
exclusive, no other competitor’s machine can
jog side to side and trench horizontally,

Sidehitcher’s Patent & Patent Pending revo-
lutionary design offers a shock-absorbing
arm,

which

makes for

effortless

edging

and

trenching.

The

operator, machine and blades take far less
Abuse

Root pruning is a snap, adjust dﬂwnwam
pressure and simple grind out roots pe

ing the beds edge. This roof prun

serves water as it forces trees fo go deeper
for water instead of tapping the easy water
source of automatic sprinkler systems

Get hitched with Sidehitcher
today call (914) 213-0717 ask for
Charlie, cvalois@hvc.rr.com
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MAY 2002

27


mailto:cvalois@hvc.rr.com
http://www.lawnandlandscape.com

__Market Trends

(continued from page 16)
pany made the concession to gain E.U. Com-
mission clearance

“We had hoped to have all products in
hand, but the E.U. Commission argued
that there should be a new competitor so
that at least three strong competitors are
in the market,” Forneck said, adding that
the list of conditions set down by the E.U.
Commission relates to total product sales
of about $580 million. “This was the solu-
tion that was chosen.”

The planned merger still requires the
approval of U.S. antitrust authorities, and
Forneck said Bayer expects clearance from
the U.S. Federal Trade Commission (FTC)
in the immediate future. Still to be deter-
mined is the future of Bayer’s
imidacloprid, the active ingredient in the
insecticide Merit. Since Bayer will be able
to retain fipronil for lawn care uses, many
market analysts believe the company will
have to license out imidacloprid for the

FTC to approve the merger.

SACRAMENTO, Calif. - The Environmental
Protection Agency (EPA) is considering for
the first time in a decade how 18 commonly
used pesticides may affect endangered
salmon and woodland plants.

Agency officials said the review is part of
a federal lawsuit settlement that will be
signed with three California environmental

groups, which sued over the EPA’s approval

of the pesticides, used in fields, forests, or-

chards and to control weeds along highways
\ \ - ) and irrigation \‘.H\.ll\‘ .'I'hm- of the pesticides
On d]e -—l " - carbonyl, chlorpyrifos and diazinon - have
4 =
Syngenta's GreenCast www.greencastonline.com
Wayne's Environmental Services — www.waynesenvironmental.com
m.socscnpeinc.com

been detected in waterways at levels that |
may be toxic to fish, the suit contends

The EPA, working with the Fishand Wild=
life Service and National Marine Fisheries

SeaScape Lawn Care & Tree & Shrub Care -

Service, will analyze the pesticides’ affect on

National Truck Equipment Association - www.ntea.org seven salmon species and 33 endangered
Pursell Technologies www.polyon.com forest plants. The agency also agreed to find
Garden Art International - m.’.f‘..ﬂﬂ'a.-“- wavs to minimize the pesticides’ effects.

, T entilment 1 the sk Blod 2000 10
To announce a new Web site, e-mail nwisniewski@lawnandlandscape. com The settlement in the suit, filed in 2000, will

become final after a public comment period. |
l y - e r

VERSATILITY
(Tlsweepsien) ])

QUALITY
STRENGTH
DEPENDABILITY

ALL-SEASON
PERFORMANCE

If Time Is Money,
SNIPPER® Is Priceless!

Snipper” deflowering agent kills swee! gum flowers belore they develop - no lertile
flowers in the Spring, no seed ball cleanup in the Folll Snipper” i 1o use and
does not harm emerging foliage. Your time is your money 3o why not save both?

Insecticides - Acephate, Vivid*|l, and MetaSystox™R
Fungicides - Bayleton”, Aliette” ond Alomo
Fertilizers - Qur proprietary Nutriject”™ formulations
Boctericides - Oxytetracycline antibiotic
Herbicide - Dicomba
Deflowering Agent - Snipper

The New
Deflowering
Agent for
Sweet Cums!

950 SE 215th Ave.
Morriston, FL 32668
1-800-622-2831
e-mail: info@treetech.net
Troe Tec® Eaviroomentaly Sovnd Trae Heokh Core for the 215t contury ond beyond.

For More Information Call

1-800-715-5313

USE READER SERVICE #52
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Lobels, MSDS Sheets and Other Information Availoble ot www.treetech.net
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We don’t want no
stinking weeds!

We hear you.
We've got a solution for all your problems.

CHASER ULTRA is three way combination of MCPA, Clopyralid and 2,4-DP.
which is aimed at providing effective control in both cool and warm

seasons. It is an excellent choice for broadleaf weed control and has
demonstrated exceptional control on white clover, dandelion and plantain.

THREE WAY MERBICIDE

CHASER is the original ester formulation of 2,4-D and triclopyr that controls
: most broadleaf weeds, including hard-to-kill weeds that other comparable

'- chemistires do not control. It has shown excellent turf safety and mixes well
with most pesticides and fertilizers.

HESR®EBE|lQC)DE

CHASER 2 has all the power of Chaser with the safety of a warm weather
amine formulation. It can be used on ornamental turf such as lawns, golf
: c“ ASEB z courses (fairways, aprons, tees and roughs), parks, highways, cemeteries
e et and similar non-crop areas; and sod farms.
KLEENUP PRO is the easy-to-use and proven 41% glyphosate solution for
keeping landscaped areas clear of weeds and unwanted grasses and for
: spot controlling weeds in hard to reach places. The long-lasting systemic

ND WEED KILLER control prevents regrowth and has virtually no residual activity.

For more information, contact your local UHS representative

www.uhsonline.com

USE READER SERVICE #18



http://www.uhsonline.com

Michael DiMino (left),

CORPORATE ANNOUNCEMENTS

A New Day
for LESCO

Bill Foley (right)

ity slid annually since 1998, drag-
ging the stock down from $25 a
share in late 1997 to a low point of
about $6 last December. So the
LESCO board accepted Foley’s res-
ignation and replaced him with

Michael DiMino, who was hired as

The reality is that landscape contractors think more highly president and chief operating officer in December.

fLESC NE “As everyone ws, our company’s fi . serfor-
of LESCO than the stock market does, and that cost Bill Foley As everyone knows, our company’s financial perfor
mance and stock performance have not been acceptable over

his job as the company’s chairman and CEO in early April. last couple of vears,” acknowledged Marty Erbaugh, the

. 5 — > o rass rev Tree emplovee w
Foley's plan for LESCO was for the company to assume a former Barefoot Grass and Davey Tree employee who took

replaced Foley as chairman of the board. “Michael has been
dominant national position in the green industry by build- a quick study and quickly learned the business. The board

- < - 3 - ‘as p 1 1 Nresse Vi A\‘- ol's »as relative to
ing distribution locations that would have everything lawn "2 particularly impressed with Michael's ideas relative tc

organic sales growth and expense and capital disciplines.”

care and landscape professionals need to do business. DiMino has some clear thoughts on how LESCO can
Today, LESCO has 227 such service centers and more strengthen its business, and one of his goals is to improve
than $500 million in annual sales, but growth and profitabil- customers’ experiences at LESCO. “When Jim FitzGibbon

Iexnblhty

& _u._

LANDSCAPE GRAPHIX CORPORATION
A Fast, ArrorpoasLe Lanoscare Desion IMaGING SeRvICE

SELLING LANDSCAPE JOBS TO YOUR
CLIENTS JUST BECAME REALLY SIMPLE!

Just show them our before and after Landscape renderings of their
property and you will not only contract more installation
jobs much bigger ones too.

Step up to the plate like a pro with our beautiful, professional,
computerized renderings of your clients’ properties and

discover a new world of growing profits, and instant referrals

Visit our website today at
www.landscapegraphix.com

or contact us anytime at

info@landscapegraphix.com

A Picture IS Worth a Thousand...or More!
ALCA  FyE. e
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and Bob Burkhardt began the company, they
focused on all of the transactions to make
sure the customer had an excellent experi-
ence,” he observed. “We may have veered a
little bit from that.

“When the customer wants to pay us for
one of our products, we want to make thata
wonderful experience,” he continued. “Right
now, we can make that difficult in terms of
getting the customer the inventory, using
too much paperwork and so on. Those things
needs to be modernized and broughtup toa
standard that's second to none in this indus-
try so the customer thinks it's painful not to
do business with LESCO.”

At the same time, DiMino has regularly
talked about the need for more “financial
discipline” atop the company since his pro-
motion. “We had some financial issues that
I think just simply relate to discipline,” he
admitted. “We need to refresh our thinking,
ourstrategicdirectionand our capital spend-
ing and overall expense control based on
making sure the customer has an excellent
experience with LESCO.”

Such discipline means taking a closer
look at where LESCO’s products come from
and whether or not the company. continues
its manufacturing efforts. “There are other

ways to be profitably supplying the market-

place with fertilizer and equipment product
lines without manufacturing,” DiMino ob-
served. “The fertilizer side is profitable - it’s
one of our meat-and-potatoes areas. On the
equipment side, our joint venture [with
MTD] could be more profitable, but the whole
strategic decision on equipment is tough.”

In an exclusive interview with Lawn &
Landscape, DiMino said it's “safe to say”

LESCO will enter into more distribution ar-
rangements with current industry suppli-
ers, similar to the deal it announced last year
with Kawasaki. “We'll try to find people
that really want to partner with us and let
them have that category so they aren’t com-
peting with other people in our own shop,”
he explained, adding that the relationship
with MTD to produce MTD Pro mowers
will continue

DiMino also related that he sees the po-
tential for adding as many as 90 stores in the
future, but the immediate focus will be on
doubling same-store sales growth and de-
veloping regional “super stores” with large
warehouse capacity to improve the
company’s inventory management. “Those
hubs don’t exist today, but they will be a
large store and they’ll have warehouse ca-
pacity to supply the other stores in the area,”
he explained, adding that this plan is driven
by LESCO's need to compete better against
local or regional distributors. “Local deliv-
ery is something that we trip over right now,
but this will help that.” — Bob West

GIVE YOURSELF A CHRISTMAS BONUS THIS YEAR

BY INSTALLING COMMERCIAL GRADE SEASONAL LIGHTING

Be the first professional contractor in your area to pro-
vide holiday lighting. We'll teach

you all you need to know and
provide you with commercial
grade products and supplies.

HOLIDAY

COMMERCIAL ORADTE

This time proven opportunity gives all you need to
expand your services to your existing landscape cus-
tomers, keep your quality employees working year
round and expand your overall client base. Don't wait
to find out more, call 800-640-9627 today!

SEASONAL LIGHTING

*NO FRANCHISE FEES OR ROYALTIES
*NO MINIMUM PURCHASES REQUIRED

*OVER 15 YEARS OF EXPERIENCE

CALL

B800-640-9627 YO GET YOUR PACKEY OF INFORMATION!

*TRAINING * PRODUCTS - SUPPORT
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| PEAK PERFORMERS

‘ =
All-America

el

Selections

Rudbeckia Hirta
"Prairie Sun’ (left)
has large, 5-inch
flowers with
golden yellow
petals. Gaillardia
‘Sundance Bicolor’
For the past 70 years, All-America Selections (lower left)

(AAS) has strived to take the guesswork out features red and
yellow blooms ‘

of finding varieties that will be reliable, vig- Mt v hiwat and

drought tolerant.
Photos; All-

America Selections

orous and show marked improvements over

' others currently available

Plant breeders worldwide enter unsold varieties into
the AAS trials, and professional horticulturists evaluate
these entries in field trials. The new cultivars, labeled
only with coded numbers, are grown side by side with the
most similar varieties. There are 47 trial sites in 30
states and provinces of the United States and |
Canada. Testing in a variety of sites ensures that
plants are suitable for growing in multiple zones.

Once test results are tabulated, the most out-
standing varieties are nominated to receive provi-
sional awards - within three years, the plant
breeder or contracted seed company must be able
to produce enough seed to supply the public.

AAS winners are one of a kind and recognized
for their value internationally as plants with out-
standing vigor, quality and productivity under a
wide range of environmental conditions. Here are
the latest AAS selections, which may be found

through nursery and seed suppliers.
Agastache foeniculum ‘Golden Jubilee.’ Golden foliage
gently modulates to lime green on the lower leaves. Dense
spikes of lavender blue florets

An-America crown the plants and provide |

Selections contrast to the gold foliage for a

1311 Butterfield Rd. Suite 310 striking display. ‘Golden Jubi-

lee’ performs well in full sun or

Downers Grove, Ill. 6(
63-0770 partial shade and initiates buds
963-077
s e during the long days of sum-
ax: 630/963-8864 5 B 2
mer, When leaves are crushed,
they emit a mint fragrance.
Carnation ‘Can Can Scarlet.’ The 2-inch, scarlet
blooms have a heady spice fragrance and are long
J 5 |
lasting. Plants will produce flowers from the dog days

of summer through fall. Performing best in full sun,
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Discover
New Opportunities
for Tree & Shrub

Business with

MERIT Insecticide




Go beyond traditional tree and shrub care ideas and protect them with MERIT,

People in our profession know that a home MERIT Gives You:

doesn't stop at the front door. A home includes
P * Flexible application methods for different

the lawn and landscape, and your customers pest control situations

count on you to take good care of that part of ;
* A low use rate with low risk to people
their homes. Part of that care should include and other non-target organisms
the proven protection of MERIT® Insecticide.
* Long-lasting control of labeled insect

pests through soil application

* Reduced callbacks to help improve your
bottom line

» Strong residual activity and superior
performance

MERIT delivers excellent control of

these tree and shrub pests:

Adelgids Mealybugs

Aphids Pine tip moth larvae
The active ingredient in MERIT, imidacloprid,

Borers Royal palm bug
provides dependable broad-spectrum control
of 20 ornamental insects, including aphids, Elm leaf beetles Sawfly larvae
whiteflies, ants and scale. The low use rate Japanese beetles Scale insects
means low risk to you and other non-target

Lacebugs Thrips
organisms. And, it has strong residual activity,
increasing customer satisfaction thus reducing Leathoppers Whiteflies

callbacks and improving your profits. Leafminers White grubs




Application is Easy and Flexible

All jobs are not alike, so your insecticide must
be flexible. The advanced formulations of
MERIT WP, MERIT 75 WSP and MERIT 2F
give you a variety of application options so
that you can choose the best method for
each job. Whether you need a soil injection,
soil drench or foliar application, you can count
on MERIT to give you the control you need

with a residual that lasts.

And, MERIT offers effective control of tough
insects at a low use rate.

MERIT Protects Trees, Shrubs and
Your Bottom Line

Let's face it: Retreats hurt your bottom line.
When you have to do a job again, it costs you
time, labor and money. It also can erode your
customers’ confidence in your service.
Enlisting the dependable control of MERIT
protects your clients’ trees and shrubs, as
well as your reputation.

MERIT also saves you time with a broad
application window. You can apply it in
virtually any weather conditions when the

soil is moist and not frozen, and you can

schedule the applications in slower times of

the year instead of the busy spring season.

The Right Choice for Your Customers
and Your Business

Homeowners invest a lot in their lawn and
landscape. Their trees and shrubs have a
monetary value beyond the aesthetic. People
want to protect that investment, and that’s
why they chose you. And, that's why you
should choose MERIT.




MERIT Allows You to Choose the Best [\pp//lu//'mz ‘\/ci/m{,/in' Each /u/;’, (7/'1*/17}7 You the Control You N
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Table 1. Foliar Application Rates

* Soil injection applications in Long Island, New York, were recently removed from the MERIT label.

Kioritz Soil Injection Application Rates of MERIT:*

For more information, contact your authorized Bayer agent or distributor,
visit online at www.BayerProCentral.com or call (800) 842-8020.

ALWAYS READ AND FOLLOW LABEL DIRECTIONS

Bayer Corporation Professional Care
P.O. Box 4913 Kansas City, MO 64120
==,

ME 02157 BPC © 2002 Bayer Corporation Printed in US.A.


http://www.BayerProCentral.com

Nursery Market Report.

‘Can Can Scarlet’ will reach 12 to 14 inches tall and spread about the

same distance. Gray-green foliage is attractive in the landscape.

Dianthus ‘Corona Cherry Magic.” This bed-
ding planthas2-inch flow-

For More
b ’
Information
All-America Selections (AAS) can
provide a complete list of AAS
presidents, all AAS judges, the

AAS trialing locations, AAS display
gardens and recent AAS winners.

ers with a bicolor pattern
in cherry red and laven-
der. ‘Corona Cherry
Magic’ flowers freely
throughout the growing
season, and mature plants
reach7to9inches tall with
See www.all-americaselections.org. 21 8- to 10-inch spread in
full-sun locations.

Gaillardia 'Sundance
Bicolor.” Globe-shaped, double flowers are an unusual bicolor con-
taining mahogany red and yellow. ‘Sundance Bicolor’ is heat and
drought tolerant and may bloom nonstop throughout the growing
season. Mature plants are 10 to 11 inches tall, spreading 15 to 16
inches. They are recommended for use in mass plantings.

Ornamental Millet ‘Purple Majesty.” Tall, dark and handsome,
this plant reaches 3 to 5 feet and has wide, purple leaf blades. ‘Purple
Majesty” is embellished with 8- to 12-inch flower spikes that mature
to reddish-purple seed spikes. Left on the plant, the spikes attract
birds that snack on the seed. Plants tolerate heat and low moisture.

Petunia ‘Blue Wave." From planting to frost, ‘Blue Wave’ pro-
vides a steady stream of color with dark blue, 2-inch blooms. This
petunia thrives in full sun and offers a spreading habit. In fact, ‘Blue
Wave’ may spread 3 to 4 feet in
one growing season, and ma-
ture plant height can be 4 to 7
inches. ‘Blue Wave’ plants are
perfect for patriotic red, white
and blue plantings.

Petunia ‘Merlin Blue Morn.’
T'he2%-inch, single blooms fea-
ture a bicolor pattern with
white that transitions to blue.
For best performance, plant in
full sun. ‘Merlin Blue Morn’
also performs well when

A blue bicolor, Petunia "Merlin Blue

grown with other annuals in a

Mo’ performs well in containers. container. Mature plant height

Photo: All-America Selections is 15 to 20 inches and spread is
18 to 30 inches.

Rudbeckia Hirta ‘Prairie Sun.” Large, 5-inch flowers decorate the
lush, green foliage of this plant, which reaches 3 feet at maturity, The
light green central cone of each flower blends well with the golden
yellow petals that end in a primrose yellow,

Vinca ‘Jaio Dark Red.’ The deep red, 2-inch blooms have contrast-
ing white centers. With a compact, branching habit, ‘Jaio Dark Red’
exhibited heat and low moisture tolerance in trials. Best performance
occurs in full sun. Mature plants reach 12 to 15 inches tall and spread
- Ali Cybulski

15 to 20 inches

The author is Contributing Editor to Lawn & Landscape magazine
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Two Events You Don’'t Want To Miss

at an UNBELIEVABLE Price!

NPMA

ACADEMY
June 13-15, 2002

MANAGEMENT
INSTITUTE

June 12-13, 2002
Sponsored by Sponsored by

&= \/opak syngenta [J[H|]
Both events are at the beautiful
Westin La Paloma in Tucson, Ariz.

Featured Speakers & Topics Include:

Establishing Brand Equity
Greg Carpenter, Professor
Kellogg School of Management, Northwestern University

Becoming A Leader
Howard Putnam, former CEO of Southwest Airlines

Identify, Select and Retain the Right People
Charlie Wonderlic, Jr., founder of Wonderlic, Inc.

Call NPMA at 800/678-6722
or visit www.pestworld.org to learn more.
Ask About Our NPMA Member Price!

Call NOW &
SAVE $$$
All Year

RN I BIRD SALE

([ CLOCKS HEADS Buy The Box )

ESP-4si..$72% 0y iPaw § 990

ESP-6si..$77 2
ESP-8si$70892|1804 4"Body $742
The

100-DV Valves $71022 By The )

BACKFLOW SALE

1" #420 @ ™ #950

P.VB. Dbl.Chk.
$4200 Lo
==

__VISA

=

We Pay

Order By 1 p.m.
For U.P.S. SHIPS SAME DAY

800-600-TURF

CALL US AND SAVE! 7:00 am - 5 pm (8873)

Pacific Time
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DISEASES & INFECTIONS

The BLS Blues

EDITOR’S NOTE:
This month,

Lawn & Landscape
introduces a new
monthly department
that identifies
various tree care-
related issues
landscape
professionals

deal with on

a duy-tu-duy basis.

BLS-infected leaves begin to dry along the margins, first,

Over the last 10 to 15 years, Bacterial Leaf Scorch
(BLS) has been observed from southern New
York to Florida. Since the disease is considered
young, there is still research being done, how-
ever, it is important to recognize what we do
know, as well as identify proper management
practices. BLS threatens several species of oaks,
such as the northern red oak; pin and scarlet oaks, as well
as other urban trees such as sycamore and elm.

BLS s caused by the bacterium Xylella fastidiosa, which
actually clogs the tree’s xylem, or water conducting tis-
sues. This stresses the tree by disrupting water absorp-
tion and inhibiting the transport of water to the roots,
branches and leaves.

Thebacterium is transmitted to healthy treesby spittle-
bugs and leafhoppers - insects that feed on the xylem.
Further research is being conducted to detect other xy-
lem-feeding insects that may also carry the bacterium.
The insects acquire the bacterium when feeding on other

infected trees and many herbaceous plants and riparian
weeds that contain the bacterium. These riparian weeds,
most commonly found along bodies of water, serve as an
alternate host for the bacterium. The xylem-feeding in-
sects then infect the host. The most recent research has

i

and then this drying

progresses toward the leaf’s center. Over a four- to 10-year time span, the bacteria
will move throughout the tree’s crown, causing browning and then death. Photos:
Amn Gould, associate extension specialist, plant pathology, Rutgers University

found a higher concentration
of BLS along rivers and
streams, yet BLS is still a
widespread disease.

The only way to posi-
tively identify the bacterium
in the vascular tissue is to
detectit through microscopic
tests. However, there are
symptoms you can look for
to identify the presence of
BLS. Symptoms appear mid-
summer and
through fall. Leaves on in-

continue

fected trees will begin to dry
along the margins and progress towards the middle of
the leaf. There is a very blatant distinction between the
infected and healthy tissues of the leaf. Finally, the entire
leaf will turn brown and die.

Throughout the first few years of infection, only
isolated branches will be affected. Over the course of
time, the bacteria will move throughout the entire crown
of the tree. Typically, depending upon the size of the tree,
it will decline over a four- to 10-year time span. The size
of the tree and management practices will determine
how well it withstands BLS.

Currently, there is no known cure for BLS. Injecting
trees with antibiotics can help slow down the disease‘s
development, but this will not eradicate the pathogen.
This can be a costly protocol and must be done every
year. Further research is being conducted to determine
this method's efficiency. It has also been noted that even
distribution of the antibiotic has been inconsistent.

The best BLS management practices include removal
of infected branches, proper watering and mulching the
tree correctly to reduce drought stress, There is no evi-
dence of the disease moving from tree to tree. Therefore,
removal of a tree at the first signs of BLS is fruitless.
Instead, protect the tree from drought stress, but don’t
remove it unless the tree becomes a hazard.

No research has been done on whether fertilization
benefits trees stricken with BLS. High nitrogen fertilizers
will force new succulent growth, making the tree more
attractive for xylem-feeding insects. Studies are being
conducted on the impact of high and low nitrogen fertil-
izers and their role in BLS.

BLSis a problem throughout the landscape that needs
to be addressed. Until further research develops a cure,
responsible professionals can be aware of the symptoms
and signs of BLS and educate the public on how it can be
properly managed. — Mike Sisti

The author is owner of Alpine Lawn & Tree Care in Freehold, N.].,
and can be reached at 732/625-3929 or alpine@optonline.net.
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Proponents of the Best Management Practices (BMPs)
for the protection of Florida’s water resources may soon
be able to see the light at the end of the tunnel. After
several months of negotiations, discussions and re-
search, cooperating associations have prepared a draft

version of BMPs for the country’s southernmost state.

Discussions about developing a set of BMP guide-
lines for Florida have been underway for the past
couple of years, explained Norm Smith, assistant ex-
ecutive vice president, Certified Pest Control Opera-
tors” Association, Fort Lauderdale, Fla. The current
manual consists of approximately 75 pages, high-
lighting BMPs regarding new developments and con-
struction, irrigation, mulching, mowing and prun-
ing, fertilization and pest control. The booklet also
targets cultural practices for healthy turf and water

“This manual should be used to enhance the

professional qualifications and judgment

of the turfgrass and landscape manager, and

should not be viewed os o regulatory

standard to be rigidly applied in all cases.”

management as well as various tactics for Integrated
Pest Management.

Currently, the manual is under legal review and is
also making the rounds through various state organi-
zations and environmental groups, Smith said. Ac-
cording to the manual, the publication s partly funded
through a non-point source management program
grant from the United States Environmental Protec-
tion Agency.

“The purpose of this manual is to provide informa-
tion and guidance on turfgrass and landscape man-
agement practices to conserve and protect Florida’s
water resources,” the manual reads. “These practices
cover both establishment of new turf and landscape

and care of existing turf and landscapes, including
construction activities, irrigation, nutrient manage-
ment, and pest management.”

Water management guidelines such as these are
particularly important based on the country’s ongoing
battle with drought, said Erica Santella, immediate past
president, Florida Turfgrass Association, Orlando, Fla.
“The water quantity issue is huge,” she said. In addi-
tion, planning the manual has brought pertinent en-
vironmental issues to the forefront. “Regulatory ordi-
nances, total maximum daily loads, best manage-
ment practices — these are terms that were never
talked about before,” she said.

Opening the lines of communication between in-
dustry associations has been the most daunting chal-
lenge to completing BMP guidelines, Santella added.
“Our biggest issue was getting the industry together
so we didn’t have associations fighting,” she said.
“The first few meetings were awkward, because all of
the sudden you're seeing [competing associations] as
people. But the educational process on all sides has
been phenomenal.”

For example, the BMP manual highlights situa-
tions such as new housing development construction,
which has a great impact on a community’s water
basin, and the subsequent need for drainage systems.
Discussing these topics industry-wide has helped
alleviate the lack of knowledge about such issues,
Santella said.

After the BMP manual is published, Smith hopes
anoutreach program will further spread the word about
proper water management practices in Florida. “Our
next big hurdle is to educate the municipalities and
counties,” he identified. “All of us are very optimistic
that these outreach programs will be put into force.”

In addition, Smith discussed the potential for a
model fertilizer ordinance so that Florida municipali-
ties have a standard to follow for fertilizer applica-
tions. “A spin-off of the BMP process is the model
ordinance, which is in line with the BMPs and uses
their theories and practices as applied to a local ordi-
nance,” he said.

The BMP manual itself should not be interpreted
as a strict set of guidelines, according to the draft.
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“This manual should be used to enhance the

professional qualifications and judgment of GUIDELINES & GOALS

the turfgrass and landscape manager, and - . ‘
should not be viewed as a regulatory standard Bm Gl] ld( }]_l l l€ ES

to be rigidly applied in all cases,” the draft

S Environmental Forum

== The goals of the Green Industry Best Management Practices (BMPs) are to reduce non-
reads. “Turfgrass and landscape managers

should use this manual as general guidance, peint source pollution and promote efficient use of water as follows |

but ~pn‘ific situations may require more re- educe off-site transport of sediment. nutrients. and pesticides throuah surface or

strictive measures to protect sites that are at
particularly high-risk foradverse effectsupon
surface and ground water.” The state of - Use appropriate site design and plant
Florida provides a unique water manage-
ment atmosphere because the state’s resi-

dents live right on top of their water supply,
Smith noted synthetic products ‘
While the BMP draft purportedly will |

EDITOR’S NOTE: These guidelines appear in the draft version of the Florida Green Industies’ Best
Management Practices for the Protection of Water Resources in Florida

improve the state’s water supply use, Santella
said the increased communication industry-
wide as a result of the BMPs is a victory in

itself. “Once we got to know the other orga-

nizations and understood where they were tion about Florida Best Management Prac- and may not agree but at least they respect
coming from, we could come to an agree- tices paves the way for future discussions, each other.” - Kristin Mohn
ment,” she said. Smith pointed out. “These are portions of the

And, even in cases where industry repre- industry that have never even talked to each The author is Assistant Editor - Internetof Lawn
sentatives may not agree, the communica- other before,” he said. “These people meet & Landscape magazine
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1-800-AERSTER
610-965-6018 *» www.otterbine.com

Product leasing available.
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Maybe it's good other preemergence herbicides stain.

\ctually. 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. vellow stains on people. pets and equipment. And while
Dimension never stains, it always delivers long-lasting prevention of crabgrass. goosegrass. Poa annua and




It helps applicators retrace their steps during 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

. s 2 . . %I)(m AgroSciences
that. Which means there’s really no reason to filthy-yellow-mess with anything else.

 J " *
nevern sTains DiMENSion

Specialty Herbicide
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Simple
Solutions
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In 2001, Beary’s Landscape Management Co. grew 35
percent - a jump that Michael McKee said he had to run
to catch up with. “We grew so fast last year that  had to
learna lot the hard way,” explained McKee, the Orland
Park, lll.-based company’s maintenance supervisor.
Simplifying the business’ job cost/time sheet was
one way McKee was able to wrap his arms around
speedy growth. The form was once split in two - one for
fertilization and one for regular maintenance - and had

Since crews pick up a new sheet every morning
before they visit properties, McKee also gets an opportu-
nity to circle specific tasks that are important for crews to
complete on a certain day. “I can mark it down instead
of telling them verbally so they can remember it when they
are on the site,” he explained. - Nicole Wisniewski

The author is Managing Editor of Lawn & Landscape
magazine. If you are interested in seeing your form featured
here, contact Nicole at 800/456-0707 or mwismiewski@gie.net.

spaces for codes to identify what tasks

were performed on properties. “The only

problem was that no one had the list ey g
explaining what each code meant, so when Client Name Date: Mon Tue Wed Thu Fri
aclient called to ask me what was done on Jobsite Address: Sal fae
their site, I had no way to know if some- e
: ? ; Subdivision:
thing was done, how much was done or if %
T3t . ” - . ity:

they didn't do it at all,” McKee said. s

So, in spring 2001, McKee designed a DA

new form, merging fertilization and other FUNCTION # MEN | HOURS |% COMPLETED | QTY OF MATERIAL
maintenance duties into one and elimi- Grass Cutting/Line Trimming

nating special numbers and codes. Since Sidewalk Edged
Illinois state law requires landscape con- S
S RS Mulch Turned
tractors to provide clients with informa-
2 N ST Leave & Branch Cleaned Up
tion explaining fertilizer products used Weeds Sprayed or Pulled in Beds
on their properties, the form includes yel- Tree/Bush Trimmi
low and pink carbon copies. After the job Pertilizing / Turf
is done, the foreman fills it out and gives Weed Control / Turf
one to the client, one to the company owner
and then places one in the client’s file. | Roundup

Not only does the new form help ~Asration

McKee provide clients with the right an- Jrse/Shrub Ferubzing.
swers, but it also simplifies his man-hour,
- AT L Misc,

cost and inventory records. “We have a

budget for each property on how many

hours we're supposed to be at and we set

aside a percentage of how much fertilizer

. loyee N i

should be used on each property, so this BEVIOINS e g ol 1

Travel to atJob Finish Luoch Total Sigonature

form helps me track my costs and make
sure certain crewsaren't spending toomuch

time onasite or using too much product,”
he remarked. “It also helps me keep track
of the inventory - so if we used 20 bags of

fertilizer today and we only have 20 bags

left, I know I need to buy more.”
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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 Dingos

ability ro channel full power where it’s needed, when

its 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.
USE READER SERVICE #155

TORO.

Count on it.
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1D STEERS & LOADERS

inside and out to appeal to their operators.

This year, skid-steer loaders get makeovers both

proved

by Kristen Hampshire

Contractors constantly seck new-and-improved machines to case their
workloads. “Theyare always looking for what's new and different thac will
make their jobs easier,” noriced Doug Laufenberg, business analysis
manager, John Deere, Moline, 111,

More comfort with controls, air conditioned cabs, more power with

available on two-speed oprions and larger, heavy-duty models, and more convenience

the market with hydraulic quick-attach and service plans dress this year’s new-and-
oner

improved machines. “Skid steers are still evolving and the things custom-

contractors’

ers are still asking for and manufacrurers are responding to every year are

needs. Photo increased performance, increased reliability and increased comfort,’

Caterpillar [ .lllh.'nhcrg observed.

And though the stock market might be down, manufacturers aren't
shying away from new introductions that meet these needs, added Score
McGuigan, sales manager, Briggs Construction Equipment, Racine Wis.

“The smart people get ready when it's darkest so when the sun comes out

lhk‘}"lk' ru.uiv o gn." h;’ l‘uln(\‘d out.

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

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

52" or 60" working width and 5 1/2” depth renovates

4

soil quickly for fine cultivation of topsoil and re-seeding.

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

for golf courses, athleric fields,

landscape and maintenance.

Dealer Inquinies Invited Usality since 1958

One machine... One person..., One pass™

RotaDairon Emrex Inc. 950 Sathers Drive, Pittston Township, PA 18640, USA
Tel (570) 602-3050 Fax (570) 602-3053 Toll Free (800) 5544863 www.mge-dairon.com

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!

USE READER SERVICE #164
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For more information or to order call

TRIPLE D ENTERPRISES 1-800-478-7077
Or contact us at WWW.TRIPLED-ENTERPRISES.COM
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Bohcat S250
Skid-Steer Loader
Vertical Lift Path

25001b.
| Rated Operating Capacity
126.4in.
Lift Height
34.0 in.

Reach

13 hp
Turbo-Charged Diesel Engine
20.7 / 30.7 gpm

Augxiliary Flow / High Flow
o oW’

=

Lodk at the arms on that thing!

The Bobcat" S250's powerful lift arms deliver straight-up strength!

» Big-lift capacity: 2,500 Ib. R.0.C. :

» Unmatched hydfaulic lifting ability.

* Superior visibility to your work environment: the tires and attachments.

Visit our website or call for a FREE “Bobcat: One Tough Animal”
Video Catalog and 2002 Buyer's Guide. o cal
Bobcat Company » PO. Box 6000 » West Fargo, ND 58078 « 701-241-8700 q

One Tough Animal
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CREATURE COMFORT. Rugged work sites
take a toll on operators, and many manufacturers
are tweaking equipment to improve ergonomics, so
jobs that are rough on the outside are comfortable
on the inside where operarors control the machine.

Air conditioning is a luxury some skid-steer
loaders offer — one growing in popularity among
contractors, pointed out Larry Foster, business

analysis manager, John Decre. A tew manufacturers

offer this feature today, and he suspects this number
to grow in the next 12 months as demand increases.
“One way to keep an operator in a skid steer is to
maintain a clean environment — one where they can
have four seasons of temperature control, where
they can climb in clean ar the start of the day and ar
the end of the day they are just as clean,” he
identified. “Noise abatement is another big one

This is something manufacturers are working on.”

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!

Patent No. 5,806,605
ScariFy * Rip VEGETATK

CED BY THE TR3'

ITALL!

OOSENS—

3 EVEN YOUR

it TOUGHEST SOIL
s

- GRADES—

s§ NO SKILL

B S  REQUIRED
4,“

RAKES—

- BEAUTIFUL

FINISH
EVERYTIME
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Track loaders” low ground pressure allows them to

travel well over both new construction sites and

established landscapes. Photo: ASV

Comfort extends into ease of operation and
servo-assisted controls, where an electronic module
monitors the hydraulic flow for the hand valve,
McGuigan said. “Instead of having a rod down in
the hydraulic valve that opens and closes the valve,
the operator wears controls on their wrists and arms
to run [the machine], which is easier on a day-in
and day-out basis,” he said. “Pretcy much the whole
industry has gone to the servo-assisted controls,
although other manufacturers use pilor controls -

one joystick that controls the whole function.”

POWER & PERFORMANCE. Spccding
around job sites isn't always a priority for skid-steer
loaders, but when contractors want to move about
quickly, two-speed travel can double the 6- 1o 7
mph pace, noted Doug Johnston, sales manager,
skid-steer loaders, Caterpillar, Peoria, [Il.

“If you are moving a fair amount of distance,
like transporting pallets across a yard or moving
material a half- or quarter-mile, people like to travel
at higher speeds,” Johnston pointed out.

Performance also includes durability, which is
always on consumers’ shopping lists, added Marc
Bowers, markering manager, Toro Sitework Sys-
tems, Bloomington, Minn. “When they are in
season, they're out there hard,” he remarked.
*[Manufacturers] are making the equipment bul-
let-proofso you can do the job in any environment
you are working in."

Laufenberg agreed. Durability always tops the
to-do list when tweaking equipment, and some
contractors are asking for larger-class equipment to
handle construction jobs. “We responded to cus-
tomer feedback that they need larger, more power-
ful machines that have lots more breakout force and
lifting and carrying capabilities, and that still fits
into the contractor/landscape contractor-type seg-
ment,” he said, adding that one new machine in
Deere's largest class did not increase in dimension
from othersizes, but the boom placement allows for
more mancuverability.

Furthermore, hydraulic quick-attach combines

comfort .ll\d pcrlimn.m\u as lll.lllll“.lLlllf('l\ lh.l(
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offer this quality realize thar operators boost effi-
ciency and reduce fatigue when they aren’t manu-

ally changingattachments, Laufenberg noted. “You

can stay in the cab all day and snap on and off

between bucket and pallet forks,” he explained.

mentioned John Van, vice president, chief operat-
ing officer, Briggs Construction Equipment. “The
cab tilts forward so it is easier to work on equip-
ment,” he said. “We made it simple to do daily lube

checks, hoping thar it will reduce maintenance costs.”

FOCUS :SKID;STEER,S_&_LQADER%

time, so we work with our dealers to have zero
down-time programs and loaner equipment for
contractors while they are doing maintenance. This

demand is not new. It's just an example of custom-

ers pushing back on the supply chain and asking for

“It’s casier, faster, safer and more comfortable.” Consumers are also shopping for service agree- greater service.”

ments, finance options and warranties, Bowers agreed.
SIZING IT UP. While some manufacturers

extend their product lines by bulking up machines,

“Service and serviceability are getting to be big The author is Managing Editor — Special Projects for

issues,” he observed. “People don't want down- Lawn & Landscape magazine.

athers explore equipment thar caters to tight jobs.

Compact mini-wheel loaders can “bridge the gap from
theskid-steerloaderand the big wheel loader,” Johnston
explained. “[Itis] very close in horsepower to the skid-
steer loader line, butivisa bigger machine with greater
breakout force and greater reach capacirty.”
Flexibility and mancuverability characterize skid
steers’ smaller cousins, the compact urility loader.
“Compact utility loaders are designed to get into
tight spaces where previously only hand-labor could
fit,” Bowers noted. “If you look at your financials
and you have a piece of equipment thar replaces
some hand labor, thar saves money in your most

expensive area of your profit and loss statement.”

RIGHT ON TRACK. Skid steers notoriously
cat up tires — they are rough machines working on
rugged terrain. Manufacturers offer a slew of rire
options for each model, in most cases, but some are
tapping into a new type of tread: rubber tracking,

The reduced ground pressure these hybrids

offer is appealing for those who traverse existing

landscapes, Johnston added, comparing 3%2 pounds

per square inch (psi) of ground pressure on a track React to soil moisture conditions -

adjustable barrier lets you work wet sites,

Windrow & forward|/reverse rake

* large 4-position removable endplates
* windrow clearance to pass 24" debris
Adjustable & versatile -
independently adjustable gauge wheels
* skim pass for over-seeding

* adjust to cut drainage grades

« ideal for trench restoration

* de-thatch or remove old turf
* condition the soil

Perfect seedbed prep -
solid carbide blunt teeth
ensure the best seedbed.

loader to the 10 ro 20 psi ground pressure on
traditional skid-steer loaders. “The advantage is
also in soft underfoor conditions,” he pointed out.
“[Track loaders] can go in places where skid steers
might get stuck.”

In the last year and a half, track loaders have
steadily gained popularity among landscape con-
tractors, Bowers reported, adding that these rub-
ber-band looking models offer them flexibility on
the job site. “If you are working in new construc-
tion and you still have open trenches, you can cross
thematanangle,” hesaid. “The wider track reduces
ground pressure and damage to existing landscapes.
Youalso get greater ground force, so if youare going
on slopes, you have better traction and stabiliry.”

While track tires are more expensive, driving up
the cost of the machine, this doesn’t sway interested
contractors from choosing thisoption. “Theyare especially

strong in the industry this year,” Bowers noticed.

RELATIONSHIPS. Litdle things still count

with contractors — like service point accessibility,

(800) 437-9779

www.glenmac.com
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An innovator in the recreational-vehicle industry is getting down to business.
Introducing the Professional Series Workmobiles - from Polaris *. A new team of tough and
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
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comes equipped with VISCO-LOC * 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 4:\ annls

“Polaris Professional Series.” ST PROFESSIONAL SERIES

1. 2002 Polaris Sales In Trademark of Polars Sales
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Compact or full-
size? The options
for skid-steer
loaders can be
overwhelming,
but taking the
time to research
equipment
features will pay
off with the right

decision.

by Kristin Mohn

Sizes

Do the best things really come in small packages? Proponents of
compacr utility loaders think so, highlighting the access and arrach-
ment advantages of smaller equipment. Still, many contractors stick to
the idea that bigger is berter, since full-size skid-steer loaders offer
superior strength and lifting capabiliries.

Ultimately, compact utility loaders and full-size skid steers each
have their place in the spotlight, depending on the application and the
contractor's needs. In many cases, it can be beneficial to be open to
both, stated Brad Claus, competitive product coordinator, Bobcat,
West Fargo, N.D. “Sixty percent of the owners of mini skid steers also
have a full-size loader,” he admitted. “They take mini skid steers into
smaller areas where full-size loaders can't perform, and this gives them

the opportunity to expand their services.”

SITE SPECS. With thisin mind, contractors should be aware of the
key differences between compact skid steers and their full-size “big
brothers.” For instance, site specifications often determine the most
appropriate type of equipment, said Jim Lafferty, Tri-state Kanga,
Philadelphia, Pa. “With large skid-steer loaders, one of the problems
is you may go in and ‘turf up’ the area,” he pointed out. “If you're on
an existing job site — not new construction — with nice new grass, you

don’t want to rip up the lawn and spend more money on mainte-

nance.” On the other hand, Lafferty reminded that on large, new
construction sites, full-size loaders offer an advantage because of their
ability to move large amounts of soil ar one time.

In addition, measure the entrances of a site before choosing
equipment, Claus suggested. “When you're getting through fences in
back yards, you have to stay in the lower spectrum,” he said. “When
you want to get into tight regions, you have to look at the physical size
of the machine.”

In cases of particularly narrow access , the difference between full-
size skid steers and compact urility loaders is “like the difference
berween night and day,” Lafferty compared. “Before contractors had
mini skid-steer loaders, they had o take the fence down and then
repair the lawn and the fence,” he said. “Some places you just cannot
get into with a regular skid-steer loader, and then you end up going
back and forth all day with wheelbarrows to pull the dirt out.”

However, when contractors have clear site access and will be
tackling large installation jobs, full-size skid steers rise to the occasion,
Claus noted. “Full-size skid-steer loaders
offer faster cycle times, grearer breakout
forces as far as lift and ult, greater lift
heights, faster travel speeds and better
digging performance, for example, if

you're digging a small pool,” he listed.

BUYING DECISIONS. After tack-
ling site considerations, contractors may
also want to consider financial differ-
ences. Dan Kilgas, marketing category
manager, Ariens, Brillion, Wis., remarked
that he has seen a trend toward compact
utility loaders because of their lower price
and ability to save labor costs. “The mini
skid steers are very popular because they
are much less expensive than the full-size
unit,” he said. “They can replace the
manual labor of two to three people,
allowing the job to be done faster at a
higher profit margin.”

Claus continued that compact utility
loaders can often be purchased as a pack-

age with a variety of attachments for the

Compact utility loaders offer advantages in terms of site access, price,
attachment capability and training. However, full-size skid steers can handle
larger applications and offer greater lift heights and capacities. Top photo

Toro Sitework Sustems, Botfom photo: Kanga
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same price as a full-size skid steer withour attach-
ments. The value in a variety of attachments — and
the resulting expansion of services — often attracts
contractors looking to diversify their businesses.
“The machine is used as a rool carrier rather than
just 2 machine to dig with,” Claus stated. *We've
seen the demand for a smaller-sized machine with
exceptional attachment performance.” (for more on
attachments, see story on page S12.)

And, compact utility loaders can boost profit
margins by cutting down on transport time and
equipment, Claus added. “Because of the lighter
weights and smaller sizes, compact loaders are casier
to transport,” he said. “The machine weighs less

and then you can fit more on the back of a trailer.”

HANDLE WITH CARE. Access and financial
considerations aside, the true test of equipment
occurs in the field. Lafferty identified easy mainte-
nance asa top selling point for most compact utility
loaders. “Obviously, you have to routinely main-
tain the machine: check the hydraulics, hoses,
etc.,” he said. "This is easier to do with the mini
loader because everything is right there. Also, be-
cause the machine is smaller, you're not using as
much fluid and the filters aren’t as big, so mainte-
nance-wise you're saving a lot of money.”

For a contractor new to the skid-steer loader,
compact utility loaders may appear easier to oper-
ate, Claus identified. “A lot of people like the fact
that you don’t have to get into a cab and you can
walk on and walk off quickly,” he said. Further,
smaller machines offer increased visibility, espe-
cially toward the rear of the machine, so users can
back up with confidence and avoid hitting or
runningover people or objects, Lafferty said. “With
the skid-steer loader, it'sa larger machine, No. 1, s0
you have trouble seeing behind you,™ he relared.
‘You have to turn all the way around and you also
can't see in front of you. With the mini skid steer,
you're standing up and can see everything.”

Yet, the elimination of a cab and a seat belt
poses a potential risk for the compacr urility loader
user, while largerskid steers incorporate these safery
features, Claus continued. “We make sure contrac-
tors are well aware they don't have a seat belt 1o
keep them in or a cab to keep debris from coming
in on top of them,” he noted. “We took time to add
a reverse stop panel, so if your body comes into
contact with the panel, the machine stops and the
levers return to neutral.” Also, Claus described a
“lifr and tile” lockout safery feature, so if operators
accidentally leave the liftarm in the up position and
turn off the machine, the arm is locked into place

and won't crash down unexpectedly.

Other safety considerations include keeping
the restraint bar down and backing skid-steer load-
ersup a hill rather than driving forward, listed Kelly
Moore, product manager, Gehl, West Bend, Wis.
And, be sure to take the time to read the owner’s
manual before operation, he stressed. “Go through
the motions of the machine with the manual in
hand,” he said. “Most people can learn to operate

any given skid steer machine in a couple of hours,”

FOCUS:SKID STEERS & LOADERS

When it comes time for the final decision,
remember that each type of equipment has its pros
and cons, and one doesn't take precedent over the
other, Claus stressed. “A mini skid steer doesn't
replacea full-size skid steer,” hesaid. “They comple-

ment each other.”

The author is Assistant Editor — Internet of Lawn &

Landscape magazine.
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Grade, remove rock and debris, prepare
the soil for seed or sod and clean up the
site in one pass — with the Preparator”
from FFC Attachments. The bi-directional
drum tills the soil up to 27/;" deep, while
moving rocks and debris into the bucket,
leaving the site ready for planting

Bucket dumps
quickly and easily

Perforated bucket floor
sifts dirt through

ACHMENTS

Celebrating 20 Years

ONE
ATTACHMENT

DOES IT
ALL...

the Preparator®

=

v, K T v

Bi-directional drum carries
rocks and debris into bucket

Call for an FFC Attachments Dealer near you.
800-747-2132 » www.ffcattachments.com

-

—-..' i.- A

Picks up rocks 1" to
20" in diameter
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Skid steers can save labor and

turn grueling tasks into profitable projects.
\ ;‘; s/ It< ‘ | by Kristen Hampshire

Rake over rocky soil, trench a line for irrigarion pipe,

dig holes for trees, haul pavers to the right place —and

don't even think about switching machines. A skid-steer loader’s versatility multiplies with each Attachments make
. . - . » hresr . g
attachment, allowing landscape contractors to work through projects from beginning to end with one these machines 4
- £ & multi-tasking asset
sce of equipment.
plecs ESPIEt for contractors
Photos: Gehl

Glenmac, Jamestown, N.D. “You fix an attachment on the piece of equipment and it will do anything.” (bottom, left), ASV

“Skid steersare more of a power unit than anything,” remarked Mike McPherson, vice president sales,

This flexibility — the appeal of a jack-of-all-trades tool — interests those who offer diverse service mixes (top) with a Glenma
to their clients, agreed Pam Gruebnau, director of marketing, FFC Artachments, Lee, 11l Besides, one fariey bax Rate

- . 3 . T attaclment
man and one machine cuts down labor needs, slashing a project’s overhead and boosting profitability.

“With a soil preparator attachment that takes the place of two to three laborers, you don’t have to stop
the project to wait for someone to show up, and if someone doesn't show up you won't get behind because

you can do the task with one machine,” she pointed out.

WORKOUT: Rake
WORK-SAVER: Soi/ preparator, landscape rake

New construction sites require clean-up before green-up, but
this doesn't mean contractors need to dedicate hours to labor-
intensive hand raking, A preparator attachment connected to a skid
steer can do the job, Gruebnau said. “It removes debris, buralso
has teeth so it fluffs the soil and then grades the land so you have
a smooth surface without all the curve,” she described.

Power rakes, another option, grade, rémove rocks and
debris, and dethatch and spread fill or soil, she noted. “A power
rake can do the whole job in one pass, saving time and money,”
she said.

George Forni takes soil preparation to a different level. His
Alamo, Calif.-based company, Aquatic Environments, is heavily
involved in lake remediation efforts and dredging, which churns
up mucky, but nutrient-rich, soil. He turns this soil into usable
marerial by letting it dry out on flat land and blending it with
askid-steer loader attachment. “We use an auger made for mud
that acrates [the soil], pitches it and makesa windrow out of it,”

he explained. “The marterial dries outand we repeat this step two

to three times.”

S12  mar 2002 www.lawnandlandscape.com Lawn & LANDSCAPE




Pilot-operated
hydraulic joystick
controls \

15 gpm auxiliary
hydraulics

1,500 Ib operating
capacity and 115 in.
lift height

Industry-standard

quick attach
interface '\\
60 in.
machine widxh\"‘
< 7 T
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Might not be a

Anybody using a mid-sized skid
steer loader now has a much better
alternative - the new RC+50 All
Surface Loader. The RC+50 is
equipped to give any operation an

outstanding competitive advantage.

\\\\\\\\\“\\\
\

skid

Excellent
visibility

Steer

AN AS

The RC»50 has an amazing list
of features that make an ordinary
skid steer loader look rather
ordinary. Features like an advanced
rubber track undercarriage with

suspension, a four-cylinder 50-hp

USE READER SERVICE #158

50 hp Cat 3024C
diesel engine

Hydrostatic direct
drive with PPC™

4750 Ib
machine weight

12 in. ground
clearance

B

9 mph travel

/ speed

RTSS 1™ 15 in,
rubber tracks and
1,000 hr warranty

2.7 psi ground
pressure

skid steer

Cat diesel engine with new Posi-
Power™ Control (PPC) system,
I 15-inch lift height, 12-inch ground
clearance and an amazing 9-mph
top speed.

See the full line of Posi-Track™
R-Series All Surface Loaders at
your local ASV R-Series Dealers.

Or visit www.asvi.com.

RC-50 RC:30

Work Hard. Tread Light.

ASV Inc

840 Lily Lane

Grand Rapids, MN 55744
Phone (800) 346-5954

ASV is an affiliate of Caterpillar inc


http://www.asvi.com

Introducing The Next
Generation of Compact SE
Utility Loaders ... ~=PIoWIeI;

Pallet fork attachments allow contractors fo more easily

haul plants and other essential materials to their work

WORKOUT: Shovel
The PowerHouse Prowler features: Over 35 Available Attachments Including: WORK-SAVER: Auger, bucker, tree spade

* 24 hp Honda Engine, 3 hydraulic pumps provide * Buckets 30" + 42" wide
increased power o Powerful Trenchers

o Excellent maneuverability, minimal turf damage * Augers 6 - 36"

« Operates in wet, muddy conditions « Backhoes

o Rubber track undercarriage expands from 30" to 42" |  System Trailers

Mike Hennessey can install a Bradford Pear tree
in 45 minutes. “I pulled up to the job, put a set of
forks on the skid steer, unloaded the tree from the
truck, put the auger attachment on, and then dug

the hole,” recounted the owner of Hennessey Land

scape Services, Plainstow, N.H. “I took the auger
off, put the bucket on, rolled the tree into the hole, .
' backfilled it, mulched it, and the process took 45
minutes from start to finish.”

USE READER SERVICE #170 Hennessey's own employees were surprised at

this time-saver, but they certainly weren't new to

using skid-steer loaders for back-breaking work.

Since 1910

DANUSER

Introducing
NEW Earth Augers
for skid-steers

Planting trees takes between three to six man-hours

using a shovel and some elbow grease. “Now, using

a skid-steer loader, we're basically down to one

man-hour per tree,” Hennessey reported.

Different-sized auger attachments accommo
date various tree sizes, and partnering them with
pallet forks or buckets to transport trees from the
truck lessens the load even more, Hennessey added

In addition, compact utility loaders can access

tight spaces like fence gates and cramped landscape

beds — situations that otherwise might require
hand-labor. Hennessey has even seen some contrac
tors crane skid steers onto rooftops to spread aggre-
gate. On the lower end of the spectrum, the ma
chines can dig out basements in homes before
pouring concrete, he suggested.

Besides these installation ups and downs, skid
steers can remove stubborn vegetation instead of
digging out rootballs and carrying away the plants
in a wheelbarrow, Forni added. He downsized
crews and increased profitability on a project to

‘ remove noxious vegetation, which originally was

bid as a hand-removal operation. “We convinced

the agency to allow us to go in with skid steers and

use a bucket to uproot the plants,” he said. “We cur

JEL: (573) 642-2246 FAX: (573) 642-2240 10 bodies oft the payroll by replacing them with
www.danuser.com sales@danuser.com two skid-steer loaders.”

3
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loading

up and out for superior

reaches

Path

www.skidsteer.com
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To move the earth, pick a machine
that was designed to reach for the moon.

From the beginning, we set our
sights higher. No wonder affordable
John Deere Skid Steers display such
a mastery of physics. Their patented
vertical-lift path, supported by
well-balanced, long-wheelbase
frames, reaches much farther
forward than conventional skid
steers. Proven 53- to 90-hp John
Deere POWERTECH® engines
generate industry-leading breakout
force — and many models are
available with a two-speed option.
A panoramic 360-degree view
eclipses anything other manufac-
turers offer. Best of all, ergonomic
hand or foot controls (your choice),
refined six-position seats, and an
easy-to-read console show equal
attention has been paid to
comfort. Interested? Stop by a
John Deere Skid Steer dealer (call
1-800-537-8233 for one near you).

JOHN DEERE

Expect a difference



CLEAR A PATH TO EFFICIENCY

AND SAVINGS WITH
KASCO S KROCODILE

Kasco's Krocodile for skid steers lets you easily lift and move

brush, logs, poles, and other hard-to-handie obstacles — for a lot
less money than similar attachments
on the market. Krocodile's unique
linkage technology allows better control
of material being handled to save you
time and effort on the job. Plus, it adds =
less weight to the front of the skid *

steer than our competitors’ equipment,

Manutactyr

which means you can lift a lot more weight. Use the reversible

Kas

shanks on the bottom for scarifying or as a root rake to give
you even more value for your money. Move obstacles fast and o

fearlessly with Kasco'’s Krocodile.

| = IT'S A GRIPPING STORY OF EFFICIENCY.

—— = - —

170 West 600 North - Shelbyville, Indiana 46176 ' ‘As : o

TEL: 1.800.458.9129
WEB SITE: www.kascomig.com

USE READER SERVICE #171

Need an edge?
Talk to Ramrod Equipment
about how to do more
Right Here, Right Now
Move dirt, build fences,
dig holes, dig trenches,
install irrigation, rake,
level, mulch, landscape,
move materials and just
Do More with 40+
attachments that will give
you the edge you need to
make more profits with
America's Favorite
Mini-Skid Power Unit.

Ramrod Equipment
1.800.667.1581

‘50 years of Material Handling Excellence’

www.ramrodequip.com

USE READER SERVICE #172
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FOCUS:SKID STEERS & LOADERS

WORKOUT: Shovel, backhoe unit
WORK-SAVER: 7rencher, vibratory plow
Backhoes can disturb soil, but hand-digging trenches
takes valuable time, Hennessey used to assign back-
hoes to irrigation installation projects, but now he
relies on a trencher to install irrigation lines. “We
were disturbing a lot of soil,” he said. “The trencher
arrachment getsinto tightareas, digs the trench and
backfills it very quickly. So, instead of digging this
huge hole - a 3- or 4-foor pit — we're doing a neat,
clean straight line with a trencher. Not only does it
take less time, it's less invasive,”

What one employee could accomplish in a day
with a shovel, Hennessey's crew can finish in less
than an hour, he noted. In addition, labor-saving
qualities of skid steers with their attachments al-
lowed him to slim down crew size. “Instead of
having a five-man construction crew, we're down
to two guys,” he compared. “There is working

smart and there is working hard.”

WORKOUT: Whcelbarrow
WORK-SAVER: Pallet fork, bucker

Pavers, bricks, trees — these materials aren't so light
weight if your employees are lifting and moving
them manually, Wheelbarrows make carrying them
casier, but then the project shifts to a chore.

“Ifyou use a skid-steer loader with a pallet fork
to get materials to where you need them, it saves
time,” pointed out Doug Laufenberg, business
analysis manager, John Deere, Moline, IIl.

Besides paller forks, buckets also take the load
off of employees, Gruebnau added. “You can have
people move gravel over by hand or you can move
it with a bucket,” she said. “You can also use the
bucket to position bushes and trees— or you can use
specialized artachments like tree spades that open
up to place the trees.” Buckets are also a skid-steer
basic, she noticed. "It’s like having a wheelbarrow
- you just need a bucket.”

Once contractors have these staple tools, they
can diversify their service options to clients. They
can even take advantage of all four seasons, using
snowplows and snow blower attachments on their
skid steers, Gruebnau pointed out.

Also, small companies can market themselves
to large-scale clients when their machines can handle
more intense workloads, McPherson pointed out,
“Managing labor is the difficult part of many jobs,
and if [contractors] are managing equipment they
operate themselves instead, they can do large jobs,”

he figured.

The author is Managing Editor — Special Projects for

Lawn & Landscape magazine.
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Smooth, Easy Controls

* Low-effort joystick controls that
reduce fatigue

« Left-hand control for direction and
speed; right-hand control to raise,
lower and tilt the tool

Exceptional Versatility

« Universal quick coupler

* Optional hydraulic coupler available on
some models

* More than 30 performance-matched
Cat Work Tools

« Extended vertical lift and reach on the 232
242, 252 and 262 for expanded dumping
and placing capabilities

DISCOVER A NEW LEVEL OF CONTRO

Top Performance

* Reliable Cat” Engines

* Exclusive anti-stall feature to deliver maxi-
mum torque without stalling

* Cat high flow system on 228 and 248,
with load-sensing hydraulics for maximum
power to work tool at any engine speed

* High hydraulic horsepower to allow
unmatched performance of complex
hydro-mechanical work tools

85
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Industry's Best Support

* Fast parts availability

« Excellent warranty programs

* Flexible rent, lease or own options

For product literature, call 1-800-882-4228
or visit your Cat Dealer. For The Cat Rental
Store nearest you, call 1-800-RENT-CAT

Cat Skid Steer Loaders. They're All You
Expect from Cat...Only Smaller.

CATERPILLAR

Rated Operating Capacity (IbXg) 1.400/635
(with optional counterweights)(1b/kg) 1,500/68(

Operating Weight (1b/kg) 5.490/249 545256

Flywhee! Power (hp/kW) 48/36
Hinge Pin Height @ Maximum Lift (f/mm)  9'3284¢

Width Over Tires (in/mm) 54 B

ket
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Company LIS

COMPACY
UTILITY LOADERS
Finn

4 Nicolson Circle
Fairfield, Ohio 45014
513/874-2818
www.linncorp.com

Gravely

633 W. Ryan
Brillion, Wis. 54110
812/265-5094
www.gravely.com

Kanga Loaders

2608 W. Kenosha #850
Broken Arrow, Okla, 74012
918/252-7930

www kanga-loader.com

Ramrod Equipment
200-36th Avenue

Minot, N.D, 58703
800/667-1581

www. ramrodequip.com

The Tore Co.

8111 Lyndale Ave. S
Bloomington, Minn. 55420
8}/ 344-5676

wWww Loro.com

Z Loader Corp.

P.O. Box 519
Brownsburg, Ind. 46112
317 /838-7050

SKID-STEER LOADERS

ASV

P.O, Box 5160

Grand Rapids, Minn. 55744
§00/346-5954

wWww.asvi.com

Bobceat Co.

P.O. Box 6000

West hr&,n N.D. 58078
701 /241-8700
www.bobcat.com

Case

700 State St.
Racine, Wis. 53404
262/ 636-5605
www.Gasedce.com

llar
100 N.E. Adams St
Peoria, I1l. 1629
309/ 675-1000
www.cat.com

6721 Chmcndcn R\ud
Hudson, Ohio 44236
330/650-5101
www.coyoteloaders.com

Dcowoo ""“cc

3!\1 2 ‘nh awnee
Industrial Way
Suwanee, Ga. 30024
770/831-2200
www.dhiac.com

Gehl Co.

P.O. Box 179

West Bend, Wis, 53095
262/334-6615
www.gehl.com

llyundcl Construction

l?b.h-s Ave,

Elk Grove Village, 1L 60007
800/423-872
www.hyundai-online.com

1Hl/Compact

Excavator Sales

P.O. Box 667

Elizabethtown, Ky, 42701

800 /538-1447
www.ihicompactexcavator.com

ice

2000 Bamford Blvd,
Pooler, Ga. 31322
912/447-2076
www.jchna.com

John Deere
Construction

P,O. Box 8806
Moline, 111 61266
B0 /557-8233

www johndeere.com

Komatsu Util

440 N. Fairway Dnive
Vernon Hill, 1. 60061
847/837-2172

www komatsu.com

Man:

P.O. Box 547

Owatonna, Minn, 55060-0547
507/451-7112
www.mustangmig.com

New Holland

245 E. North Ave

Carol Stream, 111, 60188
630/260-4337
www.newhollandconstruction.com

Power Equipment Corp.
1110 Pennington Ave.

Thief River Falls, Minn. 56701
218/681-7130

Power House Equipment
3326 Highway 51

Fort Mlﬁ S.C. 29715
800/476-9673

www .pﬂ\\'l.'{hﬂu'iﬁl‘\]lllp"ll’“l.ﬂ)n\

Takeuchi

1525 Broadmoor Blvd.
Buford, Ga. 30518
770/831-0661
www.takeuchi-us.com

Terex

8800 Rostin Road
Southhaven, Miss. 38671
662/393-1363
Www.terex.com

Thomas Equipment Lid.
P.O. Box 336

Mars Hill, Maine 04758
506/276-4511
www.thomasloaders.com

Town & Country Lid.
P.O. Box 357

Kalida, Ohio 45833
B88/470-2244

www towncountryltd.com

::l:o Construction
il ?-.M

One Volvo Drive
Asheville, N.C. 28803
828-650-2000
www.volvo.com

ATTACHMENTS

Ammbusher Inc.
P.O. Box 456
Dillsboro, Ind. 47018
800/ 432-5955
www.ammbusher,com

Avalanche Snowplows
(Ledex Industries)
1100 8. Service Road, W.
Oakville, Ontario,

Canada L6K 2G4
S500/232-6950
www.avalancheplow,com

Boss Snowplow

P.O. Box 788

[ron Mountain, Mich. 49801
B0/ 286-4155
www.bossplow.com

Brown Bear Corp.
P.O. Box 29
ummk’, Towa 50841
041 /3224220
www brownbearcorp.com

DPM Inc.

P.O. Box 36
Davenport, Neb. 68335
800/ 669-4408
WWW.NUrseryjaws.com

FFC

100 E. Lee Road

Lee, 111 60530
B00/747-2132

www, ffcattachments.com

First Products

164 Qak Ridge Road
Tifton, Ga. 31793

800/ 363-8780
h‘w\\:l.\lpn\duch.mm

Glenmac

P.O. Box 2135
Jamestown, N.D. 58402
800/ 437-9779

www glenmac.com

Grouser Products
755 Second Ave, NW
West Fargo, N.D. 58078
800/747-6182
Www.grouser.com

Kasco Manufacturing
170 W. 600 N.

Shelbyville, Ind. 46176
800/ 458-9129

www. kascomfg.com

K-W Manvufacturing Co.
800 5. Marion Road

Sioux Falls, S.D. 57106
605/336-6032

www.kw manutacturing.com

Land Pride

1525 E. North St.
Salina, Kan. 67402
785/823-3276
www.landpride.com

McCullough
Covor--p

1101 Sheppard Road
Burkburnett, Texas 76354
800/ 250-5688
www.meculloughcoverup.com

Mertx Inc.

P.O. Box 150

Ponca City, Okla. 74602
800/ 264-5903
www.boxerok.com

ProTech SnoPusher
711 West Ave.
Rochester, N.Y. 14611
888/ 787-4766
www.snopusher.com

Ski

9804 E. 56th
lndmng\oh» Ind. 46236
317/897-5885

Snow Wolf

6022 Pillsbury Ave.S.
\1|nm-.th~ Minn. 55419
800/905-2265

Tree lq.lr-om Desi
Rd. #1, Box 104 ”
New Ringg vld Pa. 17960

877 /38353

www 1rn-cqmp.mm

Triple D Enterprises
4590 Old Buies Creek Road
Angier, N.C. 27501
919/639-4295

www. tripled-cnterprises.com

Woods Equipment Co.
6944 Newburg Road
Rockford, 111 61108
815/381-6028
www.woodsonline.com

EDITOR'S NOTE:

Lawn & landscape made several attempts 1o contact all manufocturers

for this Buyers' Guide. The inclusion or omission of any company

should not be token as an endorsement or criticism of its products.
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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.

USE READER SERVICE #161

;)

MUSTANG

0y

1605 County Road 45 North
Owatonna, MN 55060-0547

© 2000 Mustang Manufacturing
Company, Inc.

A Gehl Company
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FOCUS: SKID STEERS & LOADERS

MODEL: RATED OPER-  TIPPING HYDRAULIC  LENGTH/WIDTH/ HEIGHT ENGINE MACHINE

ATING CAPA-  LOAD PUMP CAPA-  HEIGHT (WITHOUT TO BUCKET PIN MAKE/ WEIGHT

CTY (INLBS): (INLBS.):  CITY (GPM):  ATTACHMENT, IN INCHES):  (IN INCHES): HP: (IN LBS.):
COMPACT ERS
FINN CORP.
Eagle 254 600 1,200 133 L:65.5, W:40.5 H: N/A 7125 25-hp Kohler 1515
Eagle 204 500 1,000 10 L: 65,5, W:40.5, H: N/A 7135 20-hp Kohler 1,500
Eagle 200D 600 1,200 13.25 L: 655, W:405 H: N/A 71.25 20-hp Kubota 1,600
GRAVELY
Skidster 200 300 600 105 L:77,W: 38,5, H: 92 67 20-hp Honda 1,430
Skidster 200 460 1,040 105 L:77, Wi 385, H: 92 67 20-hp Kubota 1.540
KANGA LOADERS
KK113 L162 440 6 L: 51, W: 30, H: 45 48 13-hp Honda 942
G320 1,980 1,100 105 L:59, W:37, H: 49 67 20-hp Honda 1,430
G524 2,030 L100 105 L: 59, W:37, H: 49 67 24-hp Honda 1,480
DL520 2,130 1,200 105 L: 59, W:37, H: 49 67 20-hp Kubota 1,580
MERTZ
Boxer TL224 530 1,060 20 L:764, W:295 to 41.5, H: 53.5 752 24-hp Honda 1,900
mnon EQUIPMENT

550 1,325 85 L: 61, W: 31, H: 50 65 16-hp Bngg-a 1.450
750T(.v 750 1,510 85 L: 61, W:35, H: 50 65 16-hp Brig, 1,583
750TD 750 1,600 85 L:61, W: 35, H: 50 65 20-hp Ku a 1,780
900TG 900 1,820 835/29 L:61, W:41, H: 50 65 23-hp Kohler 1683
9200TD 900 1910 85/29 L: 61, Wi 41, H: 50 65 20-hp Kubota 1,842
910TG 900 1,820 85/29 L: 61, W: 41, H: 50 65 23-hp Kohler 1,958
910TD 900 1.910 8.5/2.9 L: 61, W: 41, H: 50 65 20-hp Kubota 2nz
9HTG 900 1,820 85/29 L: 61, W: 41, H: 50 65 23-hp Kohler 1,760
947D 900 1,910 85/29 L:61, W: 41, H: 50 65 20-hp Kubota 1,920
THE TORO CO.
Dingo 420 TX 500 1,427 112 L:70.7, W:33.7, H: 46 658 20-hp Kohler 1,830
Dingo 425 TX 500 1,427 112 L:70.7, W: 41, H: 46 658 25-hp Kohler 2,010
Dingo 322 515 1,030 121 L: 62, W: 405, H: 48.7 66 22. hp Kohler 1,567
diesel 515 1,030 12.1 L:62, W:40.5, H: 48.7 66 20-hp Kubota diesel 1,722
Dingo 220 515 1,030 121 L:62, W: 405, H: 48.7 66 20-hp Kohler 1440
Z LOADER CORP.
300 DX 1,050 1,500 16 L: 102, W: 65, H: 76 78 30-hp Yanmar 2,900
SKID-
RC-30 800 1,600 10 L:91, W: 465, H: 71 50.3 31.5-hp Caterpillar 2,935
RC-50 1,500 3,000 15 L: 100, W: 60, H: 77 115 50-hp Caterpillar 4,750
R-50 1,500 3,000 15 L: 100, W: 60, H: 77 115 50-hp Perkins 4,750
2800 2,350 4,700 19/25 L: 125, W: 69, H: 82.5 109 70-hp Isuzu 7,450
2810 2,350 4,700 19/25 L: 112, W: 69, H: 82.5 109 83-hp lsuzu 7450
4810 2950 5,900 19/30 L:134, W: 69, H: 825 114 105-hp Caterpillar 8,640
BOBCAT CO.
463 700 1421 10 L:75.5, W: 354, H: 71.4 9.5 15.7-hp Kubota 2,708
553 950 1953 86 L: 881, W: 47, H: 725 103.7 22.5-hp Kubota 3,664
753 1,300 2,600 159 L:96.3, W: 60, H:77 109.1 43.5-hp Kubota 4,740
763 1,500 3,000 16.7 L: 101.7, W: 66, H: 77 1145 46-hp Kubota 5368
S175 L750 3,900 16.7/27 L: 1018, W: 66, H: 76.3 1182 46-hp Kubota 5,808
5185 1,850 3,900 16.7/27 L: 1018, W: 66, H: 763 1182 56-hp Kubota 5,508

A 3,800 20.7/30.7 111069, W:72, H: 823 121 Deutz 7.045
5250 2 5,000 20.7/30.7 L:114.5, W: 72, H: 809 1243 lll$ p Deutz 7,674
93 3,000 6,350 262 L:122.3, W: 87, H: 89.7 128 105-hp Perkins 9,900
T190 1,900 5430 16.7/27 L: 1018, W: 66, H: 763 1182 56-hp Kubota 7,244
200 2,000 5715 20.6/32 L:106.9, W:72.8, H: 82.3 121 73-hp Deutz

2,200 4,400 20/31 L:106.9, W:74.2, H: 82.3 N/A 73-hp Deutz 7,745
A300 3,000 6,000 Li114.5, W:79.3, H: 809 N/A 73-hp Deutz $,350
CASE CORP.
40XT 1,500 3,000 19.1 L: 100, W: 49, H: 755 114.6 60-hp Case 5716
60XT 1,800 3,600 21 L: 103.9, W; 52.6, H: 76.7 1215 75-hp Case 6,562
70XT 2,000 4,000 21 L:103.9, W: 52.6, H: 76,7 1215 85-hp Case 6,906
75XT 2,200 4,400 21 L: 103.1, W: 60.9, H: 79.7 119.7 75-hp Case 6,700
85XT 2400 4,800 25.1 L:103.1, W:59.7, H: 80 1224 80-hp Case 8,057
90XT 2,450 4,900 25.1 L1055, W: 64.5, H: 80 1245 85-hp Case 8,950
95XT 3,150 6,300 276 L:110.6, W: 64.5, H: 80 1255 85-hp Case 9,050
18258 885 L770 9.6 L:84.8, W:39.3, H: 70,1 982 30-hp Kubota 3107
CATERPILLAR
216 1,350 2,600 15.1 1299, W: 60, H: 76 12 49-hp Cat 5,740
26 1,500 2,710 15.1 £:99, W: 60, H: 76 112 54-hp Cat 5,830
228 1500 -.340 X L: 99, W: 60, H: 76 112 54-hp Cat 6,030
232 1,750 N/A 15 N/A 19 48-hp Cat 6,400
236 1,750 3,440 2 L: 110, W: 66, H: 50 122 59- hp Cat 7,030
242 1,900 N/A 15 N/A 119 54-hp Cat 6,500
246 2,000 3,650 2 L 110, W: 66, H: 80 122 74-h Cat 7,200
248 2,000 3.830 EX) L= 110, W:o6, H: 80 122 74-hp Cat 7,500
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FOCUS: SKID STEERS & LOADERS

MODEL:  RATEDOPER- TIPPING  HYDRAULIC  LENGTH/WIDTH/ HEIGHT ENGINE MACHINE
ATING CAPA-  LOAD PUMP CAPA-  HEIGHT (WITHOUY TO BUCKET PIN WEIGHT
CITY (INLBS.): (INLBS.)  CITY (GPM):  ATTACHMENT, IN INCHES):  (IN INCHES): HP: (IN LBS.):
252 4,600 22 L: 110, W: 66, H: 81 128 59-hp Cat 7,615
262 2,500 5,100 2 L: 110, W: 66, H: 81 128 74-hp Cat 7.655
COYOTE LOADERS
C100 992 83 L 102, W:29.5, H: 75 82 17-hp Lombardini 1.59%
C170 2,700 8.1 L: 119, W: 43, H: 78 115 29-hp Perkins 3,550
C265 3,260 2,645 11 L: 128, W: 50, H: 86 118 34-hp Lombardini 5225
(&) 2,300 3,525 125 L: 156, W: 53, H: 90 108 27-hp Deutz 5,500
<7 3,500 5,525 105 L 137, W: 65, H: 95 129 40-hp Perkins 8,820
C8C 3,500 6,575 105 L: 160, W: 68, H: 102 119 38-hp Deutz 9,590
4,000 7,275 16.1 L: 161, W: 70, H: 101 132 49-hp Deutz 10,210
Cl10B 4,000 7.606 125 L: 174, W: 71, H: 102 124 50-hp Deutz 9,590
DAEWOO
1340XL 1,300 2,602 121 L:90.4, W:58.5, H: 76.1 112 42-hp Yanmar 4907
1550XL. 1,500 3,869 158 L:99.3, W: 585, H: 76.1 1148 52-hp Daewoo 5,849
1760XL 1,700 3,593 224 L:98.7, W: 654, H: 793 119.1 62-hp Daewoo 6,594
2060XL 2,000 4.338 224 L:98.7, W: 654, H: 79.3 122 62-hp Daewoo 6,900
GEHL CO.
3635 1,050/ 1,150 2,100 13 L: 88, W:48, H: 70 108.1 36-hp 4,400
3935 1,260/1,360 2,720 143 L; 90, W: 48, H: 72 1101 36-hp 4,600
4635 1.425/1,575 2,850 19 L: 89, W: 62, H: 76 115 44- or 57-hp 6,060
4835 1,625/1,775 3,250 19 L: 93, W: 62, H: 76 115 57-hp 6,240
5635 1,900/ 3,800 3 L: 100, W: 66, H: 79 122.75 60- or 80-hp 6,960
6635 2.350/2,650 4,700 23 L: 106, W: 66, H: 79 122.75 80-hp 7,365
7600 3,150 6,300 295 L: 117, W: 80, H: 81 142 90-hy 9,745
7800 3,600 7,200 L: 117, W: 80, H: 81 142 110-hp 9,952
HYUNDAI CONSTRUCTION EQUIPMENTY
HSL610 1,350 2,700 L: 127 77 41.4-hp Yanmar 5250
HSL810 L7% 3,880 145 L; 136, 787 70-hp Yanmar 7,230
1HI COMPACT EXCAVATOR SALES
IC-30 5,500 N/A N/A L: 124, N/A 32-h§ Isuzu
1C-45 8,800 N/A N/A L: 175, N/A 115-hp Mitsubishi 12,760
1C-70 14,300 N/A N/A L: 209, N/A 204-hp Mitsubishi 20,680
1C-100 22,000 N/A N/A 1:233, N/A 260-hp Mitsubishi 29,040
i
160 1322 2,646 145 L:126.5, W: 54, H: 76 1103 44-hp 5310
170 1,543 3,086 15.9/304 L: 1215, W: 63, H: 76 1153 47-hp 5532
190 1,985 3,748 20/32 L; 138, W: 67, H: 78 123 70-hp 7717
190T 1,985 5,821 20/32 L: 138, W: 73, H: 80 123 70-hp 8,214
1110 2,426 4,851 20/32 L: 138, W; 67, H: 79 123 82-hp 9,702
10T 2,250 6,439 20/32 L: 138, W: 80, H: 80 123 82-hp 10,198
JOHN DEERE WORLDWIDE COMMERCIAL PRODUCTS
240 1,500 3400 14.6/254 L:102, W:64.1, H: 754 114 53-hp John Deere 6,195
250 1,750 3,600 17.6/30.1 L: 102, W:68.9, H: 76.8 1152 64-hp John Deere 6,250
260 2,400 5,000 21.3/33.1 L; 115, W; 76.2, H; 829 127 72-hp John Deere 8,250
270 2,800 5,600 21.3/349 L: 115, W:76.2, H: 829 127 82-hp John Deere 8,500
280 3,200 7,000 28/415 L: 115, W:77.2, H: 829 127 90-hp John Deere 9,200
KOMATSU UTILITY
SK714 1,350 2,860 16.1 L: 126, W: 61, H: 77 112 47-hp Komatsu 5,565
SK815 1,550 3,100 16/26 L: 132, W: 68, H: 70 115 47-hp Komatsu 5,785
SK815 1550 3,100 16/26 Lo 132, W: 68, H: 77 115 54-hp Komatsu 5,785
MUSTANG MANUFACTURING 2022
1,050 2,100 8 gal L: 88, W: 483/58.1, H: 70.3 108 36-hp Yanmar 4400
2032 1,250 25 8 L:90, W: 48.3/58.1, H: 723 110 36-hp Yanmar 4,600
2044 1450 2,900 115 gal L:952, W:58.8/64, H: 76.5 12 43-hp Yanmar 5,600
2054 1,650 3,300 115 gal L:96.8, W:60.4/65.7, H: 76,5 115 49-hp Yanmar 6,050
2064 1,900 3,800 25ga L: 102, W: 66.5/70.8, H: 82.5 119 62-hp lsuzu 7,300
2074 2250 4,500 25 gal L: 106, W: 66.5/70.8, H: 825 119 75-hp lsuzu 7450
2095 3,150 6,300 15gal L:117.5, W: 795, H: 80.8 142 90-hp Yanmar 9425
2105 3,600 7,200 15 gal L:117.5, W: 795, H: 80.8 142 110-hp Yanmar 9475
NEW HOLLAND
15120 600 1,200 75 L:64.7, W:352 H: 694 93.5 16.5-hp Linamar 2,050
LS125 700 1,400 75 L:67.5, W:35.2, H: 694 935 18-hp New Holland 2,185
L5140 1,250 2,565 108 L:92.8, W:58.6, H: 734 1102 32-hp New Holland 4,395
(ht. to hinge pin)
LS150 1.350 2565 119 L: 928, W:58.6, H: 734 1143 38-hp New Holland 4,500
(ht. to hinge pin)
LS160 1,500 3,500 155 L:98.2, W:b4.6, H: 75.3 115.1 42-hp New Holland 554
(ht. to hinge pin)
LS170 1,700 3,530 177/262 L:982 W:646, H: 753 1151 52-hp New Holland 5340
(ht. to hinge pin)
L5180 2200 5,110 185/323 L1201 W:713, H: 778 1247 67-hp New Holland 7,193
(ht. to hinge pin)
LS190 2,800 5,684 20/338 L: 119, W: 764, H:79.6 125.6 83-hp New Holland 7860
(ht. to hinge pin)
POWER EQUIPMENT CORP.
1,300 2,600 16 L: 121 114 37-hp Kubota 4,800
770 1,700 3,400 2 L:129 123 48-hp John Deere 5,800
805 2,050 4,100 3 L:136 125 70-hp Isuzu 6,940
825 4,500 23 L: 136 125 70-hp lsuzu 8,200
865 2,650 5,300 26 L: 146 143 80-hp Isuzu 9,860
925 3250 6,500 26 L:157 146 100-hp lsuzu 10,380
LAWN & LANDSCAPE www.lawnandlandscape.com may 2002 521



When you can cover up to 60 feet of dltchmg in
less than 60 seconds with the McCullough
Coverup?
d ’ 1000 Series - Easy to use
Independent unit s ideal for
backfilling trenches from
sprinker systems, landscaping,
and smaller construction
projects
1500 Series -
Created for use with s
Dingo and SiteWorks S
Systems, the 1500 Series tackles
a7/ the Dig Jobs In less time!

2000 Series - A must have
for everyone In the Irrigation
and construction business! This
unit attaches In just seconds to
skid-steer loaders and riding
trenchers

Higher Profits. Faster Backfilling.
McCullough

Coverup
1.800.250.5688 or 1.8897271.2506

www.mcculloughcoverup.com

USE READER SERVICE #173
§22

MAY 2002

available from these and
other skid-steer

manufacturers, check
out the May issue at

MODEL: RATED OPER-  TIPPING HYDRAULIC LENGTH/WIDTH/ HEIGHT ENGINE MACHINE
ATING CAPA-  LOAD PUMP CAPA-  HEIGHT (WITHOUT T0 BUCKET PIN MAKE/ WEIGHT
CITY (INLBS.:  (IN LBS.)::  CITY (GPM):  ATTACHMENT, IN INCHES):  (IN INCHES): HP: (IN LBS.):
POWER HOUSE |CUI'HM
Prodigy 1,200 7 L:79, W:2951t0 415 745 24-hp Honda 1,850
Prodigy 220 440 2 L: 52, W:30 46 13-hp Honda 942
SCHAEFF OF Nom AMERICA
SKS-633 9,240 16 L: 200, W: 73, H: 105 124 60-hp Perkins 11,035
SKL-823 4,020 8,000 99 L: 190, W: 73, H: 103 126 50- hp Perkins 9,100
SKL-824 N/A 11,731 17 L: 187, W: 73, H: 60-hp Deutz 11,731
SCL-515 2,260 4,520 10 L: 170, W: 61, H: 90 120 50-hp Deutz 7400
TAKEUCHI
TL130 1,620 4,630 18 L: 108, W:62.2, H: 834 1193 Yanmar 7487
TL150 2470 7,056 234 L:122, W:73.2, H: 868 126.1 Yanmar 10,692
mom lQlllPﬂlﬂ'l’ LYD.
950 85 L:61.3, W: 39.9, H: 399 683 25-hp Kohler 1,500

ﬁﬂ b’lO 1,800 8 L:83.5 W:36, H: 714 935 19.8-hp Kubota 2,983
105 1,000 2,000 87 L: 91, W: 508, H: 1025 33-hp Kubota 3,700
135 1,300 2,600 158 L:103.2, 109.5 434 h Kubota 4,800
153 1,500 3,000 16,6 L:104.4, 110 50- h Kubota 5,520
175 1,700 3,500 16.6 L: 1103, 1333 59.5-hp Kubota 7,000
225 2,200 4,800 205 L: 1195, 1238 90-hp Kubota 8,000
245 2400 4,800 205 L: 1195, 1238 90-hp Kubata 8,000
TOWN & COUNTRY LTD.
Patriot 1545 1,500 3,000 151 L: 101, W: 61, H: 78 118 46-hp lsuzu 5,390
VOLVO CONSTRUCTION EQUIPMENT
Z1. 402 N/A 4,050 85std./14 L: 177, W: 63, H: 98 117 36hp 7,500
L30B N/A 5,710 13.7 std./ 25 L: 204, W: 76, H: 106 126 58-hp 10472
L358B N/A 6810 18.4 std. /25 1.: 200, W: 76, H: 107 131 Al—l\p 12,566
L40B N/A 8,270 28 std. /35 L:229, W: 85, H: 115 118 16,094
L458B N/A 9,645 28std./35 L:237, W:97 H: 115 144 100- ﬁp 17,593
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A GREAT DEAL:
3 OF AKIND WITH A PAIR

Kubota's B21, L35 and L48 utility tfractors are three-of-a-kind with a pair of tools:

Performance-Matched loader and backhoe. It's a winning hand; all three are

powered by Kubota's E-TVCS diesel engine featuring high horsepower, low
noise and low vibration. Removing the backhoe transforms this winning
hand into a versatile tractor/loader, ready for 3-point mounted and
PTO-driven implements. If you've been looking for a deal like this,
talk to your Kubota dealer today.

All fransported easily without a commercial driver's license (CDL)
Quick attach/detach backhoe - "No Tools" design

Single-lever joystick and self-leveling loader
Eosy forward/reverse with HST, GST and "Feather-Step transmissions

For more information, call 1-888-4-KUBOTA, Ext. 404 or write to
: Kubota Tractor Corporation, 3401 Del Amo Boulevard, Dept. LL, Torrance, CA 90503 ’
l(‘ J b o "Q. Everything you value. Financing available through Kubota Credit Corporation.www.kubota.com |

USE READER SERVICE #162
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FINN Eagle is state-of-the-art in compact skid steers.

With an ideal combination of power and
control, now you can feather a big load
through a garden gate, then throttle up
for trenching, augering, or busting up a
sidewalk. You'll like how you can

Dramatically reduces labor
Full power to all functions
at all times

Smooth operation for greater
control, faster training

B Uses all standard compact
propel and work attachments at the £
S And | B attachments
same time. And how engine hea
i led K 8 y B Over 40 attachments and
is channeled away to keep you et watlerauiilable

cooler. It's the best way to
do more work in less
time with smaller crews.
FINN has made
innovative landscaping
equipment with
legendary quality

EAGLE

A Smarter Way to Work
since 1935.

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

you settle for anything less. It's just a www.finncorp.com
“smarter way to work.”

9281 LeSaint Drive, Fairfield, OH 45014

USE READER SERVICE #163
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“You're fired."

These two words can kill morale and feed frustration,
at the very least. Truth is, contractors need to care for
customer relationships just like they cut, prune and
primp their properties.

But just because clients exercise their freedom of
choice in another company’s favor doesn’t mean they
aren’t prospects for future work or can’t be persuaded to
stay on board, noted Jeff Mariola, president, Rentokil
Tropical Plant Services, Riverwoods, IlL

“Customers who cancel your service are six times as
likely to buy from you in the future,” Mariola estimated,
based on statistics he read. “You have to get out there
and address it.”

Cancellations are inevitable, no matter the company,
no matter the client, pointed out Janice Thomas, vice
president, grounds maintenance, Doerler Landscapes,
Crosswicks, N.J. You can’t keep them all
i “No. 1, [cancellations] do happen - you don’t retain
everyone for 10 years,” she said. “When it does happen,
find out why so you can either correct the problem
internally or you know how to re-approach that person
and say, ‘We've adjusted this internally to handle the
problem, could you give us another shot?”

In the meantime, try these basic cancellation-savers.

The price isn’t right. Companies can’tavoid cancella-
tions just as clients can’t resist those low, low prices.
Most of the time, however,
costadjustments aren’t real-
istic solutions for landscape
companies, Thomas said.
When a client cancels because of
price, Thomas measures services
with competitors’ to make sure it's
an “apples to apples” comparison.

“If I want to hang on to that contract, I will try to see
if we can reduce some services to stay in the price range
they are looking for,” she said. “If they say, ‘We can get
this service for 10 percent cheaper,” rarely do I say, T'll
match that price.’ That's a dangerous snowballing effect
- there will always be someone cheaper.”

Price is a factor in many cancellations - especially now
that consumers are more price conscious, added Larry Ott,
operations manager, Chapel Valley Landscape Co,, Wood-

<
lawnandlandscape.com (%
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bine, Md. “Clients are increasingly cost-sensitive and, in
some cases, they've turned to lower cost providers - they
are shopping for price rather than quality,” he noticed.

Why ask why? Because this simple question can
preserve your future relationship with the client, that's
why. “The first thing I want to do is go to them and find
out why they cancelled,” Mariola said. “The first answer
is usually, ‘We felt like making a change.” People don’t
really like to tell you why they quit.”

More reason to continue the conversation. Never as-
sume causes for cancellation - always ask, “It could have
been poor service, or it could even be the office manager
bugging them about a bill, or maybe they saw one of the
technicians smoking in the driveway,” Mariola listed.

Eventually, most customers are fairly straightfor-
ward about why they made the switch, and quite frankly,
they don’t always mind venting about it. At this point,
companies might win back their business. “Say, ‘Is there
any way we can get a second chance to prove ourselves to
you, or Isthere any way we can move on from this?" he
suggested. “But, you can’t ask that until you apologize
and get to the heart of the matter. It has to be face to face.”

Hit it off from the start. Nip potential problemsin the
bud by establishing a strong relationship with clients from
the beginning, “A good rapport will save you through
some minor skirmishes,” Thomas said. “If you don’t
have that, you are not going to be in good shape if the
customer gets really upset.”

Thomas frequently checks up on new accounts and will
either call or stop by properties to make sure they are
satisfied with the service and to address any concerns.
Also, the company issues questionnaires to its clients on
a regular basis. Most people return them, and concerns
are confronted immediately, she said.

This two-way conversation is imperative for cus-
tomer retention, Ott added. “Customers are usually not
experts in grounds maintenance, so information must be
provided to them about the services and conditions in
their landscapes,” he said. - Kristen Hampshire

The author is Managing Editor — Special Projects for Lawn &
Landscape magazine.
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Lorne Hall is taking the time
to streamline operations, such
as the company's pay for
production system, before
facing the next growth spurt.

Photo: Jerry Hymer
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Lorne Hall and
the Western Lawns
staff recognize

the value of
growth — one step

at a time.



Growth spurts are normal, yet overwhelming, parts of human
nature. One day you are just beginning life’s adventure, experienc-
ing daily highs and lows for the first time, growing slowly but
surely. Then suddenly, you've grown overnight, facing new sets of
challenges and the daunting task of adapting to your new skin. No

one ever labeled growing up as an easy experience.

Lorne Hall can relate to growth spurt stress. His Oklahoma City,
Okla.-based company, Western Lawns, has journeyed across 14
years, from clumsy toddler to gawky teenager to the $5-million-
success-story it is today. With three regional locations and 43
percent growth in last year alone, Hall has experienced immediate
expansion, proving that maturation can be an overwhelming expe-
rience for people and businesses alike.

A few years ago, Hall brought these frustrations to a trusted
friend who offered some sound advice. “He said, ‘The successful
company on the outside might appear that it's constantly grow-
ing,”” Hall noted. “’But the really successful companies grow in
stair steps — a rapid time of growth followed by leveling off,
allowing everything to catch up before growing again.””

With these words echoing in his head, Hall decided to control
his company’s growth - not through denying the forces of nature,
but simply managing the transformations that come his way. “Ev-
ery time we want to plan for slower growth areas, something big
getsdropped on our plate,” Hall admitted. “Wejust need a different
focus to the growth of our company.”

ALL OR NOTHING. When Hall enrolled in Southern Nazarene
University in Oklahoma City to pursue an accounting degree, his
ambition didn’t immediately parallel with his landscaping inter-
ests. But Hall knew his career choice would ultimately help him
mold a successful business. “In our industry, at the lower levels, a
little bit of professionalism will grow a business in a hurry,” he said.
This proved true as he started collecting his initial maintenance
accounts during college.
In fact, Hall’s business grew so quickly that he took an extra year
to simultaneously finish his degree and balance his fledgling busi-
ness. And, after graduating in 1987, Hall tackled his

Westermn Lawns first growing pain: heading the company on a full-

1131 Enterprise Ave., #22B
Oklahoma City, Okla. 73128

PH: 406/943-4242
FX: 406/943-4270

time basis.

As time passed, subsequent rapid growth peri-
ods continued. In 1988, a strictly residential basis
was supplemented by a few commercial accounts. In
1997, the company opened additional branches in
Fort Smith, Ark., and Tulsa, Okla. And as the years
passed, Hall supplemented his own business know-how by hiring
trusted partners, friends and fellow Southern Nazarene University
alumni: Frank Flemmons, vice president of operations and Neal
Roberts, vice president of finance.

Today, Western Lawns has blossomed into a full-service opera-
tion, offering maintenance, weed control and fertilization, land-

www.lawnandlandscape.com

WESTERN LAWNS
HEADQUARTERS: Oklohoma City,
Okla.

BRANCH OFFICES: Tulsa, Okla.,
Fort Smith, Ark.

2001 REVENUE: $5,027,244
2002 PROJECTED GROWTH:

10 percent

SERVICE MIX: 40 percent commer-
cial, 40 percent residential, 20 per-
cent government/municipal
EMPLOYEES: 40 year-round,

70 seasonal

EQUIPMENT: 45 trimmers, 45
blowers, 45 edgers, 4 chain saws,
8 hedge trimmers, 25 maintenance
vehicles, 4 spray vehicles, 10 walk-
behind mowers, 30 riding mowers

THE COMPANY

MISSION STATEMENT: Improving
the environment in which we live
and work through providing quality,
profitable landscape services.
CHALLENGES: Replacing over-
whelming “growth spurts” with con-
sistent, planned business expansion.
PRESIDENT: Lorne Hall graduated
from Southern Nazarene University
in Oklahoma City with a degree in
accounting, which provided him
with the savvy business sense fo start
the company and hit the ground
running after graduation.

VICE PRESIDENT OF OPERA-
TIONS: Frank Flemmons earned a
degree from Southern Nazarene
University, spending time with the
United Parcel Service before joining
Western Lawns to help launch the
weed control/fertilizer division.
VICE PRESIDENT OF FINANCE:
Another Southern Nazarene gradu-
ate, Neal Roberts rekindled his
friendship with Hall after working
10 years in the corporate world,
eventually heading up projects such
as grounds maintenance for the
Oklahoma State Capital.
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scape design/build, and irrigation to resi-
dential and commercial clients, he explained.

However, Western Lawns tries not to
define its clients as soley commercial or resi-
dential. Hall maintained that one of the
company’s greatest struggles throughout its
life span has been choosing the right cus-

tomer - someone who takes pride in his or
her lawn and values the full-service focus.
“Our typical customer hires a company that
will protect the investment he or she has
made in the property,” he asserted.

This philosophy in part helped spur
Western Lawns’ focus on a weed control/

(800) 437-9779

React to soil moisture conditions -
adjustable barrier lets you work wet sites.

Windrow & forward|/reverse rake
* large 4-position removable endplates
* windrow clearance to pass 24" debris

Adjustable & versatile -
independently adjustable gauge wheels
* skim pass for over-seeding

* adjust to cut drainage grades

* ideal for trench restoration

* de-thatch or remove old turf

* condition the soil

Perfect seedbed prep —

solid carbide blunt teeth
ensure the best seedbed.

www.glenmac.com
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L-R: Frank Flemmons, Rogelio Montoya
Piiia, crew leader, and Neal Roberts stand
on the Oklahoma State Capital property.
Photo: Jerry Hymer

fertilizer division. The company initially
started offering the services in 1989, hoping
to differentiate itself from run-of-the-mill
area landscaping companies. As a key aspect
of the program, clients are expected to pur-
chase the seven-step program as whole, rather
than choosing one or two applications.

This highlights Western Lawns’ invest-
ments in full-service customers, Hall re-
marked, adding that the program starts in
January with resulting applications sched-
uled about six weeks apart. “We turn people
away when they want one or two applica-
tions,” he said. “It costs so much to get a new
customer, we make sure they are the right
customer to begin with.”

Hall stated that this division has grown to
attract about 3,000 clients that strictly buy
weed control services, in addition to 1,500
that purchase the program as part of a full-
service package. “We've grown that part
consistently over the last 12 years and we've
run a heavy marketing campaign,” he said.

For example, the company utilizes radio
commercials to target the weed control niche.
Radio spots usually last for 60 seconds, offer-
ing valuable lawn care tips to residential
customers and focusing on the benefits of the
weed control program. Hall stressed that
these commercials establish Western Lawns
as an educated, proactive,
while

professional

source, avoiding annoying
telemarketing calls.
“We don’t want them calling because all of

the sudden they have weeds in their yard,”

(continued on page 72)
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TOMm Pa
he said. “The analogy I use there is, one
weed application will not produce a yard of
the year, just as one night of running will not
prepare you for the Boston Marathon.”
Hall added that the company supple-
ments its educational focus through involve-
ment in industry organizations such as the

Associated Landscape Contractors of

America (ALCA) and through certifications

Hall, Flemmons and Roberts are all certi-
fied landscape professionals (CLPs)
“There’s no doubt in my mind that our
affiliation with a national association and
the fact that we have certified landscape
professionals on staff have been keys to our
success,” Hall admitted.

ANYBODY

FIBERGLASS PRODUCTS

CAN
PUT
TANKS
ONA
TRUCK!

TUFLEX MANUFACTURING CO.
1406 S.W. 8th Street
Pompano Beach, Florida 33060

Toll-Free: 1-800-327-9005
954-785-6402
FAX: 954-785-6404

Experience
the tough-flex
difference.
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EAGER EVOLUTION. As Western Lawns
matures, Hall views periods between mile-
stones as opportunities to more selectively
qualify customers. “As larger things have
come our way, it's been hard to say no
we're constantly battling that,” he said

Therefore, Western Lawns has imple-
mented a control tool to help buffer the com-
pany during its expansion - a customer rat-
ing system. This process was implemented
in mid-2001 and is used to rate customers in
four areas - full-service capability, profit-
ability, pay history and the “hassle factor,
Hall listed.

As a result of the rating system, clients are
labeled with grades, ranging from A to D
The grades allow account managers to effec-
tively manage clients. While A and B clients

will continue to receive tnp-nutch service

and attention, managers might meet with (

"One weed application

will not produce a
yard of the year, just
as one night of running

Il not prepare you for

the Boston Marathon.”

and D clients to determine how Western

Lawns might be able to better serve these
customers. The company also looks at the
grades when determining pricing increases
for the following year; although the exact
amount is up to each individual account
manager. “We've used it to help us grow
without having to add a lot of equipment or
labor,” he maintained.

T'hus, the company can make room for its
devoted customers, which usually score an
A or B, and take a closer look at where they
may be dropping the ball with C or D clients
So far, Hall has been pleased with the num-
ber of A or B clients — about 75 percent, he
said - on his service list. These clients that
typically utilize full-service landscape ser-
vices, he noted. “Usually when we fail it's
because we're not doing what we know best,

which is full-service,” he said.

LAawN & LANDSCAPE



Another area of concern as Western
Lawns curbs its growth lies in service con-
sistency. “Sometimes we feel that we’re run-
ning a $5-million-dollar company on $2.5
million in procedures,” Hall noted. “When
you have these big growth years, youend up
telling someone to do something without
telling them how to do it.”

However, Hall recognizes that a strong
company image means more than answer-
ing the phone with the same “Western
Lawns” greeting. Case in point: coordinat-
ing systems at the Oklahoma City location
with those at the Fort Smith and Tulsa
branches means clear, consistent communi-
cation with account managers at all three
sites. “We need to make sure that everything
happening in Oklahoma City is also hap-
pening [in Fort Smith and Tulsa)],” he said.

For instance, the company recently or-
dered new jackets for the Oklahoma City
employees, accidentally overlooking the
branches. Although a small point, the image
produced by the jackets translates to a com-
mon message for clients and competitors.
“Sometimes when systems are not polished
off, you're giving mixed messages to cus-
tomers,” Hall pointed out, adding that to
streamline branch performance, he spends
Wednesdays at either branch location.

READY, SET, GO. Client grading sys-
tems and consistent communication help
streamline company operations, but an idea
is just words on paper if it is not carried out
correctly, Flemmons pointed out. “Imple-
mentation is our biggest hurdle,” he said.
“We have great ideas and great systems, but
it’s actually implementing them and getting
employees to follow and believe in them
that's a challenge.”

Western Lawns noticed this lack of moti-
vation among employees who were frus-
trated by a lack of input into business im-
provement. As a solution, the company
adopted a pay-for-production system, of-
fering workers the satisfaction that they are
paid for the work they do, and not just how
many hours they put in each day.

As motivation increases, production re-
ceives a boost, which in turn helps boost
Western Lawns’ performance category on
customer surveys, Hall related. “If a guy is
assigned 40 hours a week for production, he
gets paid for it,” he said simply. “But the

LAWN & LANDSCAPE

more they work and the more they produce,
it directly affects their wages.”

New programs mean new expenditures,
and the company uses time between growth
spells as an opportunity to create more strin-
gent cost controls, Roberts offered. “We're
reducing materials costs and taking some
steps to reduce labor expenses,” he related.

___Cover Story_

So far, the pay for production system has
allowed Western Lawns to reduce materials
costs 2 to 3 percent and labor costs about 3
percent, Hall said.

To further offset equipment costs, the
company has explored rental options as an
alternative to spontaneously buying machin-

(continued on page 76)
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ery, he added. “Even though we'd like to
have certain equipment, will we use it on a
regular basis so it justifies itself?” he asked.

Western Lawns also has been allocating
costs to the human side of the business, Hall
said. Since referrals drive business, invest-

ng

o

in relationships pays off in the long run.
“We doubled the amount of money each

account manager and salesperson can spend

on the current customers,” he said. These

valleys of recession and recovery. “My

extra funds allow account managers to re-
ward loval customers with a dinner out or

ate referrals, Hall said.

company for its next growth spurt, Hall
realized. Since Oklahoma City economically
lags in relation to the East and West Coasts,
Hall feels his area will avoid the peaks and

concern for the economy is not really
high — I'm just trying to be prudent
and plan,” he said.

These plans include growth, but
on a modest level: 10 percent annually
across 2002, 2003 and 2004. Meanwhile,

L-R: Frank Flemmons and Neal

lawnandlandscape.com
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similar thank-you gestures, which then cre-
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Shifting costs, despite an uncertain XU HE UG IR CHE NS URVE S
economy, are Key strategies to position the

the company will continue to modify sys-
tems and realign its industry message, Hall
continued. By 2005, he wholeheartedly ex-
pects to embrace the next expansion

As in real life, however, growth spurts
cannot be planned, and despite best laid
plans, upheaval and evolution inevitably
occur. Hall is cognizant of this fact, and he
knows that sometimes, intentions to take
steps one at a time are eclipsed by a mad
rush to reach the top. “Every time we plan
for a low growth year, it picks up anyway,”
he said, laughing. “But like all entrepre-
neurs, | will try to make it happen.” m

Roberts. Photo: Jerry Hymer

The author is Assistant Editor—Internet of Lawn

& Landscape magazine
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by Kristen Hampshire

Gravson Slow and steady wins the race, so the grade-school

S t’ fable goes.
outh may Thisis why Michael Neese doesn’t mind moving

. at tortoise speed, especially if gradual growth allows
not be built

him time to deliver consistent quality service to

clients and establish stable systems —a hard shell to

fOI‘ Speed, bllt withstand tough economic times, When it comes to

i " building his business, the owner of Grayson South,
lt knOZUS Charlotte, N.C., won't hurry like Aesop’s Hare.

“A lot of people go in with the goal to hit §1

u)hen and million as soon as possible, or they want 25 people

working for them,” he noted. “I sat down and said,

u)here tO ‘Here is my gd.mv Rl.m and here is how \\‘.\-'rc going
toaccomplish it.” We set realistic expectations based

accelera tL’. on what | tl?ought we could manage,”
Don’t mistake this mindset for a half-hearted or
hesitant approach - Neese’s method is slow, but not
pokey. He's running the same course and hitting the

same speed bumps as his competitors, but his

sure-footed gait secures his bottom line in the
Grayson South end. “I wanted to set up the company so it
P.O. Box 12350 would be profitable,” he reasoned. “The way you do that is by creating an atmosphere that

2

Jharlotte

is enjoyable to work in and training employees, which in turn leads to greater customer

service. Everything revolves around the other.”

SERVICE SEQUELS. Ncese's financial background working as an investment planner for eight
years molded his panoramic outlook on business development. Before starting Grayson South in
1999, he realized that running a landscape company required not only green knowledge, but
numbers know-how

“A lot of people can go out and know what needs to be done in the yard, but when you are
managing people, financials, budgets and man-hours, there is more that goes into that than
horticulture,” he related.

Small steps build successful businesses, and he sticks to this mantra in each facet of growth,
from adding services to training employees. “You have to go in with a detailed plan and follow

(continued on page 80)

“PAfn

Michael

Neese said

most owners
fall short
because they
don’t have
business
plans - one of
his keys to
SHCCESS.
Photo: Paul

Williams 111
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it from start to finish,” he identified. Neese's
primary goal - profitability — is more than a
lofty idea, as the company increased revenue
16% percent in 2001 and plans to hike up this
number another 15 percent this year, further
stabilizing the company’s position in the
$250,000 to $500,000 revenue bracket.

How did Grayson South manage this
healthy boost? An emphasis on cash-flow
friendly services like maintenance anchors the
company duringaneconomically stressful time.
Also, Neese added departments to the mix,
filling out the service circle. Now, the com-
pany offers irrigation, lawn care, basic prun-
ing, and landscape design and installation
along with its maintenance services.

“Parts of the business are more profitable
thanothers,” he noted. “Irrigation has higher
margins than maintenance, but I wanted to
starta company where I could hire people to
work full-time and | didn’t have to worry
about drumming up business.

“I'built the business on a maintenance base
first, and once I had that core built, Iadded the
niche services to compliment that base,” he
added. Since Charlotte weather allows for 12-
month maintenance contracts, his seven full-
time, cross-trained employees work in the
field all year, so maintenance constitutes
nearly 60 percent of Grayson South’s busi-
ness, 10 percent of which is commercial work.
And Neese plans to keep it this way.

"People tightened up their pocketbooks,
but at the same time, we were comfortable
that we would still have the regular, monthly
business,” he said. “We builtit on the defen-
sive mix to grow it from there. If you're in a
recession, people aren’t going to write a check
for a $10,000 landscape, but they will pay for
basic maintenance.”

INCHING AHEAD. This gradual method
of integrating new services extendsinto train-
ing and hiring practices. Call it tortoise train-

ichael Neese thinks free time is pretty important — his employees agree.
When Grayson South, Charlotte, N.C., switched to four-day work weeks one
year ago, morale lifted, efficiency leaped and jobs closed on time. How did the company
manage to cram-at least five-days-worth of work into a streamlined schedule? It's a matter
of give and take between the employees and the company, the owner replied.
“In business today, it's important to have a culture that is focused and goal-driven
with what we do, but at the same time lets employees know they have flexibility,”
Neese noted "If they want to have a long weekend, we do everything possible to

schedule it."

This doesn’t mean workers are free to blow town for the beach every day, but it does
reward hard work with play time. “They can take the time off, but they understand that the
next week they have a job to do and they have four days to do it,” he remarked.

The Grayson South workweek runs Monday through Thursdays with a crew meet-
ing on Wednesday mormings. During this time, Neese evaluates the schedule, the
projects’ progress and employee availability, Then, he can redistribute crews the rest
of the week if necessary to complete jobs. With the new schedule, man-hours gener-
ally fill 40 to 45 hours per week - five hours less than the traditional schedule due to
tighter routes that decrease drive-time and cut out downtime in the morning since
crews are working one less day, Neése reported. Now, Friday is a "make-up” day for

crews to finish necessary work

“That way if it rains one day, we have Friday to finish up vs, finishing the yard on
Saturday when employees want to be with their families and clients want to be out-
doors,” he said. “We still have some maintenance planning on Friday, or we spend that
day getting equipment up and running or working on special projects. The guys like it,
the customers like it and it has created efficiencies. All those things compliment each
other to help us get our job done.” -~ Kristen Hampshire

Long Weekends
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ing — a thorough orientation that includes
spending significantin-field time with Neese
and Maintenance Manager, Spencer Jordan.

“The crews never go by themselves until
they’ve had time working with a manger or
another employee that has been with the
company for a long time,” Neese explained,
adding that he trains himself by picking up
tips from peers and working beside his sub-
contractors on technical jobs.

And before employees even make it to
“basictraining,” Neese tests them with a few
hiring tricks to determine their dedication to
the job. He requests all applicants meet him
at 6:45 or 7 a.m. This early interview time
weeds out those not motivated to rise and
shine for the opportunity, he pointed out.

“My time is valuable, and if you're going
to work for me, you need to respect time,” he
said, placing tardiness atop his pet peeve
list. “It shows hunger. It shows if they want
to work or if they just want a paycheck.”

This is especially important since Neese
doesn’t want to run his business - he wants
to share it. “The company is a bigger organi-
zation than just me - it's Grayson South
where everyone has a part,” he stressed.

But even the cautious - the slow and
steady - find surprises along the way. Like
any emerging company, Grayson South
struggles with managing growth, recruiting
talent to add to his crews and communica-
tions issues. He will continue to stick to his
core maintenance focus no matter the suc-
cess of other divisions, and he’ll manage the
jobs that end up on the work schedule. Most
of all, he’ll stick to what the old tale’s Tor-
toise advised: “Plodding wins the race.”

Or, perhaps Neese puts it better. “On day
one we wanted to get our name out in the
marketplace and we had a small focus,” he
remembered. “Now, we can do much larger
jobs, bid on larger work as well as be a one-
stop shop for our customers. They call us,
and they know we can handle the majority of
their needs.”

The author is Managing Editor —Special Projects

for Lawn & Landscape magazine.
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START AT THETOP
AND WORK YOUR WAY UP.

ON THE \yhat may be the toughest truck ever to grace a work site

lOB is now even better. The all-new Dodge Ram delivers more G RAB l_l F E
capability and a bucketful of convenience - literally. Ram 1500 Regular Cab BY TH E HORNS
features a storage system and room for three five-gallon buckets behind the
seat. Plus Ram works even harder for you with an On-the-Job discount for
qualified business customers. Along with preferential treatment from our
BusinessLink™ dealers. For more information, BUSINESS
please call or visit

See dealer for program details. Properly secure all cargo.




_Design/Build Clients ______
by Nicole Wisniewski

Catching design/build clients is like

fishing — you have to use the right bait.

xtre

To win sales,
design/build
landscape
contractors must
“distill their
client pools,” and
fish for the clients
that match their
specific service

offerings.
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Charter boat captains possess a certain mystique. They
don't offer credentials that prove they know where all the
good fish swim, yet people trust them to steer the boat in
the right direction and pay them for their knowledge on

weather, location, tides and lures.

Just as fishermen trust charter boat captains to pro-
vide vital fishing facts, clients should respect design/
build contractors for their horticultural knowledge, said
Gary Kinman, president, Kinman Associates, Dublin,
Ohio. Contractors also must learn how to use the right
bait to catch the right clients - similar to how fishermen
discover with experience that fresh mackerel can snag
them more snappers.

“The majority of the industry is casting blind into the
big landscape pond,” Kinman remarked. “If a
charter boat captain can take you to a specific
spot in a big, wide ocean and help you catch the
fish you want, why can’t you fish for jobs in a
pond that only has the jobs you want in it? You
have to ask yourself, ‘Is your business on a
charter boat or are you going it alone?"”

When landscape businesses are on charter
boats, sales resources are not wasted and greater
value and profits result from the increase in

www.lawnandlandscape.com

satisfied clients, Kinman said. With the right visual bait
presented in a professional manner and packaged with a
little landscape education, design/build contractors can
bring home a charter full of clients.

A SCHOOL OF CLIENTS. To steer the sales charter in
theright direction, contractors must selectjobs that comple-
ment their skill sets. They must establish their market
niches and identify the types of clients they fancy.

“It's like the fish,” Kinmansaid. “You can’t go out there
fishing for sharks and all different kinds of red and yellow
and blue fish - you’d never be in the right spot at the right
time to catch them all. Instead, you have to pick the jobs
that match you. And then weed out the interference from
other types of jobs that don’t match. You have to distill the
client pool.”

Once contractors distinguish their clients from the rest,
they can track their general locations, spending habits and
hobbies. “Now you can drop your fishing hook in front of
the jobs you want, wasting little marketing and sales
efforts on dead-end jobs,” Kinman stressed.

Then, fostering relationships becomes a crucial de-
sign/build sales component because “in the design/build
business, you live and die by repeat sales and customer
referrals,” stressed Charlie Bowers, president, Garden
Gate Landscaping, Silver Springs, Md.

(continued on page $4)
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weepstakes

B vist www.lawnandlandscape.com
and be eligible to WIN free products.

This month, win qCLIP from CLIP Software. p et f o [ o e W

—————
CLIP Software is the world's leading software
package for the Service Industry. The newest
version, qCLIP combines the power of CLIP
software’s industry-leading scheduling, routing and revenue tracking with the world's

most popular accounting software—QuickBooks®. qCLIP integrates with bar coding,
Palm, GPS, and so much more.

* Easy to set up—Automatically transfer customer information from QuickBooks into gCLIP

* Easy to learn—Add the jobs you perform, set the price and schedule CLIP does the rest—
automatically rescheduling completed as well as delayed work.

* Easy to bill—Whenever you want, transfer the billing information to QuickBooks and print
your bills

www.lawnandlandscape.com offers:

M Chances to win new products

B Daily news

B Archived magazine articles

B Message boards

M Sign up for your My Lawn & Landscape account

Questions? Call 800/456-0707

check us out-

www.lawnandlandscape.com
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(continued from page 82)

To maintain these repeat sales, design/
build contractors need to constantly pursue
sales, added Tom Lied, president, Lied’s
Landscape Design & Development, Sussex,
Wis. “Every time you finish a job, you need
to sell another, which is why design/build
contractors must constantly focus on the sales
process and client relations,” Lied said.

Unfortunately, the initial sale precedes the
repeat sale, and requires client rapport. A suc-
cessful relationship, like a friendship, takes
time and many positive exposures, explained
Joe Skelton, former owner of LifeScapes,
Atlanta, Ga., adding that the standard sales
spiel won't work. “People can smoke out a
cheesy salesperson in a heartbeat,” he said.
“There are givers and takers in a relationship
and it doesn’t take long to tell who is who.”

Skelton recommended contractors as-
sume the “giver” vs. “taker” role in these
relationships, being a volunteer and offering
time and knowledge to connect with poten-
tial clients. “But be careful not to sell your-

A ccording to Charlie Bowers, president, Garden Gate Landscaping, Silver Springs
Md.. these are the most effective methods a new design/build salesperson can

use to attract clients

« Stay in touch with your database

« Join organizations and clubs

- Give talks to anyone who will listen
(talk about the industry and about
bettering the environment)

« Send out post cards

The Sales

self or your business,” he warned. “If some-
one likes you, they’ll ask you about it be-
cause they are genuinely interested.”

The best way contractors find and build
relationships is by enhancing awareness of
their surroundings whether they are at work
orat play. “Remember, the person you meet

» Contact current clients’ neighbors

« Get published every chance you can

« Send out press releases with photos

« Post job signs on all projects

« Give gifts to customers and others who

influence sales

Source

is not necessarily the person who will be-
come your customer,” Skelton stressed (for
Skelton’s list of best places to find and build
relationships, see Relationship Central on page
90). “Relationships can begin almost any-
where and are much more successful if they

(contmued on page 86)

SureTurf.” Quick and easy landscaping -

anywnere

Cost Effective

Use It Anywhere - slopes, channels, yards, golf, sports, etc.

Instant Coverage - erosion control today, 90+% turf coverage in six weeks
Simple Installation - no equipment, training, or callbacks - just results
Custom Seeding - mats designed for your specific site requirements

Get Started Today - get finished quicker - with SureTurf® Seeded Mats

Green & Big Tech (]

G&B

- SURETURF

SureTurf® - the only proven seeded mat.

For more information call (877) 787-3529 or visit www.SureTurf.com/a2
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The Enhanced Control System (ECS) was a radical move forward in the
evolution of walk-behind comfort and ease of operation. Demand for this topside

positioning was so overwhelming, we made it available throughout our entire 'exmﬁalrk ?
hydro and gear-drive lineup. To find out how bending the rules works to your \\)-:M———— ‘
‘ NOBODY DOES IT BETTER

advantage on every walk-behind we make, visit www.exmark.com/innovationthree.

Best-Selling Brand of Mowing Equipment for the Landscape Professional
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{continued from page 84)

are built around mutual interests rather than
around your business.”

Once a rapport is formed, patience is
essential. “Some relationships develop
quickly, but more often it takes a long time
before you see any real results,” Skelton
said, adding that he can name five relation-

HUNTING
FOR A NEW

\hlp\’ that, over time (in one case, four years),
resulted in more than $14 million in design/
build work, not including the maintenance
afterward that pushed that number to more
than $20 million. “Stick with it and don't
quit if you don’t see work right away.”
Meeting the right people is part skill

2

Now target areas such as the rapidly growing Erosion & Sediment
Control markets. By using an Express Blower, you can offer low
cost erosion and sediment control measures that work! The
Express Blower is the most efficient way to apply compost and

soil management products, including seeding with the

Terraseeding process!

==

Enpress Flower

800-285-7227 www.expressblower.com
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Fostering relationships
becomes a crucial sales
component because

“in the design/build
business, you live and die
by repeat sales and

customer referrals.”

— Charlie Bowers

and part luck, Skelton added. Practice im-
proves results. “The more hooks in the
water, the better chance you’ll catch a fish,”
he said, building on Kinman's fishing anal-
ogy. “The more people in your company
who are out there making relationships,
the more likely you'll find some that really
pay off in the future.”

And when there aren’t enough associa-
tion or church meetings to attend, Bowers
suggested contractors schedule events of their
own to meet people and build relationships
- “maybe an open garden tour at a few of
your best clients’ homes,” he advised.

To track success, Bowers recommended
contractors measure what works and
doesn’t work. Then, reward those who re-
fer business. “Personalize letters and notes
to people thanking them for their referral -
never send a form letter, it's impersonal,” he
said. “I also try to give gifts for referrals,
whether it’s flowers, subscriptions to South-
ern Living magazine or a gift certificate to
their favorite restaurant. It's a nice way to
say thanks and show the person you value
the relationship and want to keep it.”

But while building relationships, contrac-
tors should remember that client connec-
tions alone cannot sell the work. “Even the
best of friends won't do business with you
unless the quality and value of your work
speaks for itself,” Skelton maintained.

To sustain long-lasting associations, con-
tractors must exhibit a high degree of profes-
sionalism, be dependable and reliable, and
constantly build client trust. “You cannot
fail in your commitments,” said Bill
Lincicome, president, HighGrove Partners,
Smyrna, Ga. “You cannot have a bad reputa-
tion of not showing up or not doing what you
said you were going to do.”

continued on page 88)
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The shortest distance between broadleaf and grassy weed control.

Drive® 75 DF herbicide effectively raises the bar for postemergent weed control. A single, convenient
application of Drive quickly eliminates a broad spectrum of both broadleaf and grassy weeds—from
crabgrass and foxrtail to clover and dandelion—in a wide variety of turf species. Then Drive keeps weeds
under control for 30 to 45 days—in some cases for more than 3 months. Drive also offers exceprional
seeding and overseeding flexibility—allowing you to seed many varieties of turf immediately before or
after application. To learn more about how Drive® 75 DF can help you in your drive for turf perfection,

call 1-800-545-9525 or visit www.turffacts.com. Always read and follow label directions.
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ROW LIKE A PRO!

with DOSATRON
fertigation systems

o\e 1o install, Operate

o " water fiows

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

D45-2000
20 GPM
other sizes
available

Ideal for use in Commercial and Residential Irrigation!

800-523-8499

www.dosatronusa.info

O DOSATRON-'

Warer Powereo DosinG TECHNOLOGY

Dosatron water-driven proportional injectors - Trusted by commercial growers for 30 years
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—$— g()()-334-8689

America’s Premier Paver Producer

ENGLISH EDGE® » New High Tech Plant
OLD TOWNE * Full Clay Paver Line

* Heavy Traffic Pavers

Trained Paving Specialists

* English Edge® & The Old Series

* All pavers exceed ASTM C902 SX Type-1 PX

USE READER SERVICE #65

JRCO TRANSPORTER

Fits Commercial Mowers

Jrco

« Stores grass & leaf clippings
» Use mower as power wheelbarrow
« Optional 56-gallon poly tub

Call for dealer 800.966.8442 www.jrcoinc.com
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(continued from page 86)

BAIT 101. Once relationships lead con-
tractors to potential sales catches, clients
like fish — need to be enticed. Design/build
contractors must lure them to the sale by
dangling a desirable landscape visionin front
of their faces, tempting them to bite.

T'odo this right, contractors should whisk
clients away from common distractions, like
work, children and phone calls, by inviting
them to their office for initial meetings. A
design/build contractor’s environment
should have exterior and interior nooks that
flaunt landscape features through framed
job photos and actual hardscape and garden
elements around the workplace. A profes
sional office is essential for successful meet-
ings, stressed Rick Doesburg, president,
Thornton Landscape, Maineville, Ohio.

Kinman echoed the importance of office
presentation. “Our job is to create pleasing,
fun environments for people,” he pointed
out. “So, use an out-of-the-box approach and
make your office like a studio environment
where clients can get ideas and inspiration.”

To kick off a well-planned meeting, con-
tractors should welcome clients. “Put a sign
at the front door that says, ‘Welcome Mr
Client,”" Doesburg advised. “Then, be sure
your secretary knows your clients” names
and when they will be coming so she can
greet them properly.”

After the preliminary greeting, Doesburg
takes clients into an exterior garden on his
office grounds to explain the company his-
tory and philosophy. “I highly recommend
you make an investment in your office area if
you do design/build,” he said, describing
the numerous water features and other
hardscape elements displayed in the
company’s garden retreat. “You can bring
people to it to show them what you can do,
and it pays off.”

While seated in the garden, Doesburg
said contractors should take advantage of the
scenery and ask clients to list their landscape
wants and needs. “They are now in a beauti-
ful garden so their original ideas may already
have changed because they are inspired by
the surroundings,” he said, adding that the
meeting should be relaxing, but not too long
- maybe 15 minutes.

“Then, bring them inside to a conference
room with designs and photos plastered on
the wall and give them a before and after

LAawN & LANDSCAPE
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JREAT FIRST IMPRESSION.

mowers. Complete with formidable seven-gauge steel frames. 23- and 25-hp m

Kawasaki® engines. Deep and strong, 54- and 60-inch 7-Iron® mower decks. Effortless, precise

height-of-cut adjustment dials, unique in the industry. And an amazing two-year limited warranty.”

Not to mention, the seat.

Interested? Stop by your local John Deere dealer
for a test-drive. (Call 1-800-537-8233 to find one near you.)

And see why deciding on your next machine shouldn’t be too hard.
Jorn DEERE

NOTHING RUNS LIKE A DEERE"

www.JohnDeere.com/Mowpro
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{contimued from page 88)

slideshow, showing them the work you've
Doesburg said. “Change images
quickly so they don’t get bored. And have an
extra projector set up in case they want to see
images of specifics, like certain lighting ele-
ments or retaining walls, That way you can
instantly provide visuals.” The slideshow and
overall service education should not take
more than 45 minutes, Doesburg advised.
The visual bait adds value to the entire
process, Lincicome stressed, adding that he
constantly uses simple sketches, photos and

done,”

imagery with clients. “It gets the process
down to details and gives clients a feeling of
what we are trying to accomplish,” he said.

Next, take clients on a tour of the facility
so they can see design and production areas.
“That way they become familiar with whata
preliminary drawing is vs. a final drawing,”
he said. “And you can explain soil prepara-
tion and show them your plant inventory
and workshop.”

To end the meeting, return to the confer-

here are the best places

s to find and build relationships with

clients?

According to Joe Skelton, former owner of LifeScapes, Atlanta, Ga., this
can happen almost anywhere, including through casual acquaintances 2»:~1.:<‘m.'
members of groups or organizations, and fri-'-:nd.s of friends Here are some of

Direct friends
Existing clients

Chambers of Commerce

Neighbors

Men's or women's groups

Corporate Boards of Directors

. Chx‘.rch

» Spouse’s COWOIKers

Service organizations
Children's

schools

Business groups

People who share personal interests

such as golf, fishing, tennis or hunting

Relationship Central

ence room to stress company values and
restate the design/build process. “You have
to give the client compelling reasons to use
your company and the design/build ap-
proach, build trust and ensure a quality
outcome - and not fail in your commit-
ments,” Lincicome commented.

This first meeting places contractors on

the same level as other professionals, like

doctors, Kinman stressed. To continue to be
treated as such, Kinman recommended a few
additional tips. “They have to come to me,”
he explained. “And we can’t always meet
when they get out of work - they have to
schedule an appointment during our busi-
ness hours. And, | charge a consulting fee -
$600 minimum. Since my jobs are high-end,

(continued on page 92)

The AWARD WINNING Gate Lifting System!

TN Parern 01008

Easy to sell, add on product

Saves on workman comp. claims due to back injury
1-Kit works on gates up to 180 Ibs

Reduces lifting by up to 80%
* Increase crews productivity
* Quality |-Year Warranty

¢ Universal, easy 20 minute installation

Quick & Safe access under mower deck

ORDER NOW!
Toll Free: 1-877-965-095 |

* DIRECT ORDERS STILL AVAILABLE IN SOME AREAS «

Safety locks in both positions
* Fully assembled. no welding
Note: Works on off uthity traders with side rols

* No jacks, stands or lifting

*. Mounts on all walk behinds in minutes

For More Information Contoct

A 3000 Ballard, Inc.(6;105§,£21;2_.%c;/;;nc;_ IA 50313 * Quality |-Year Warranty
W \
Toch -

Innovative Excellrn(c

www.ez-gate.com
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There's a reason we're the leading broad-spectrum fungicide. We

last longer. And when you have as much to do as you do, every day

The fungicide for people

matters. Heritage® works up to 28 days to prevent the four major

: / - turfgrass diseases: brown patch, gray leaf spot, take-all patch, and
who realize there’s more to life SRS o AR e A ‘

summer patch. Heritage. Just one of the quality products from
than applylng funglﬂde- Syngenta designed for turf. Call 1-800-395-8873 to contact your

local Syngenta sales representative and learn more about Heritage
yng

' Heritage
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Turn Cost Into Profit in Just 2 Weeks!
Be@haper

New England
G.O. Distributors, Inc.
Woodstock, ME *Toll Free 800/525-8148

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

CADCO
Phillipsburg, NJ * Toll Free 800/942-2326
AL, AR, GA, LA, NC, OK, SC, TN, VA
Carswell Distributing Company
Winston-Salem, NC * Toll Free 800/929-1948

CA, IA, IL, KS, MN, MO, ND, NE, NV
OR, SD, WA, WI

Keen Edge Company
Lyons, IL * Toll Free 800/589-4145

IN, KY, OH, MI, Metro Chicago
& Pittsburgh
Mainline of North America
London, OH * Toll Free 866/992-5537

ID, MT, Western WY, UT
Coates Landscape Supply, Inc.
Rexburg, ID * 208/656-0600

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!

AZ, CO, NM, Eastern WY
Secrist Sales Inc.
Parker, CO * Toll Free 800/834-0572

FL, MS, Upstate NY, TX

Pro Industries, inc.
: : Toll Free: 866/Bed-Shaper (866/233-7427)
Video Available! www.bedshaper.net * bedshaper@onemain.com
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STRONGER, QUIETER BETTER

Don't be fooled by the light weight and
comfortable design.When you choose a
Little Wonder® Electric Hedge Trimmer,
you're plugged into a lifetime of rugged,
dependable, on-the- job performance.

Our double reciprocating blades glide
back and forth for flawless, fatigue-free
trimming. Even tough-to-cut shrubs and
hedges up to !/," thick are no problem for
a Little Wonder Electric Hedge Trimmer.

v Blades stop in less than /2 second if
either switch is released

Double reciprocating blades
Reinforced gears

Cord retention system
Removable maintenance covers

Available in 19", 24", and
30" models

LITTLE WONDER-

Professionals Demand Little Wonder. Shouldn’t You?®

SSKSSAS

Call Toll Free: 1-877-596-6337
1028 Street Road * Southampton, PA 18966 USA
www.littlewonder.com
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(continued from page 90)

Rick Doesburg, president,
Thornton Landscape, Maine-
ville, Ohio, recommended a few
key selling sentences that
contractors can use

to lure clients:

- “After this project is

complete, you will have
greater pride in your home
ownership.”

- “This will add as much as
15 percent to the value of
your home.”

- “As the landscape grows
over the years, so does

its value.”

this reduces my risk and wasted time greatly.
Only clients who know the value of your
service will treat you like a professional and
come see you when it's convenient for you
and pay for your knowledge.”

From the first meeting, clients should walk
away with a better understanding of what
design/build jobs entail. This is particularly
important for contractors who charge for
designs and focus their businesses on high-
end clients who want to buy the whole pro-
cess — from concept to creation.

“There is an unrealized, unfulfilled po-
tential out there because we don’t place value
on what we do,” Kinman stated, explaining
that some clients still stereotype contractors.
“Clients get the idea that design/build con-
tractors sell plants and they just want to buy
stuff from us. But we're not design/plant -
we're design/build.

“And contractors can’t wait to give their
services away and are willing to allow cus-
tomers to dictate projects,” Kinman contin-
ued. “Instead, contractors need to educate
clients on the outdoor landscapes they plan
and build. They need to explain that a de-
sign/build project is more like a form of art,
instead of a commodity.”

(continued on page 94)
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From Lawn & Landscape Media Group, Publishers of Snow Business Magazine

Managing Snow & Ice:

Operating a
Profitable Snow and
lce Management Business

by John Allin

From highly respected and successful snow removal
contractor JOHN ALLIN comes a new, comprehensive
guide to the business of snow and ice removal. From
pricing to plowing, Managing Snow & Ice will educate readers on
every aspect of owning and operating a snow and ice removal

Snow Removal Business company. Novices will gain a solid understanding

Forms On CD-ROM of all levels of the industry, while experienced
A anic g S sVl pros will find insights to boost productivity and

profitability.

* Available June 2002
* Published by Lawn & Landscape Media
Group and Snow Business magazine
* Approximately 200 pages in a durable softcover
* Special introductory price — $39.95
*Price valid until August 31, 2002; regular price $49.95

For a limited time, purchase BOTH for just 858.95!

Subtotal

Managing Snow & Ice - Limited time introductory price of
$39.95 each. Expires 8-31-02; regular price, $49.95.

Snow Removal Business Forms on CD-ROM - $24.95 each

Four Easy Ways To Order
1.CALL Lori Skala at 800-456-0707
2. MAIL this form to: MERCHANDISE TOTAL

Lawn & Landscape Media Group

Attn: Lori Skala

4012 Bridge Ave SHIPPING & HANDLING

Cleveland, OH 44113 Inside the U.S. - first item $5.00; additional items $1.00 each
3.FAX to Lori Skala at 216-961-0364 International - first item $10,00; additional items $3.00 each

COMBINATION - Purchase both for just $59.95!

Ohio residents add 7% sales tax

4.VISIT www.lawnandlandscape.com TOTAL AMOUNT DUE

Name
Title ____Check enclosed (Make payable to: Snow Business)
Company ___Chargemy ___ American Express ___ Visa

Address ___Mastercard __ Discover/Novus
Clty
Phone Card Number
E-Mail Exp. Date
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ZIR....

ZERO_TURN nAuou.’

* Spreads and sprays over 7500

sq. ft. per minute

* One hand steering - zero turn

radius maneuverability

» Stainless breakaway spray boom

* 100-Ib. variable speed spreader

* Interchangeable high pressure hand gun
to low pressure wand
Heavy duty variable speed hydrostatic
drive
74-gal.tank 100 ft. hose reel and
aluminum utility tray

e Eliminates operator fatigue
e Triple your productivity

Phone
(407)656-1088

Fax

(407)656-5148

* No payment for 90 days
¢ $525 per month

* 36 months

www.brandtekus.com

Subject to Doc stamps and sales tax.

USE READER SERVICE #70

94

HOW TO BUILD THE
LONGEST LASTING TRAILER

INTHE GREEN INDUSTRY

(Wells Cargo’s comprehensive 6-year warranty is proof positive!)

Heavy-Duty Anodized

3/8” Aluminum Roof Cove
Exterior Grade

Plywood
Sidewalls

Side Entry Door with Aluminum
“Anti-Rack” Cam Lock

Rear Ramp
Door with
Dual Spring

Assist
3/4” Radius Steel Chasss|srt 2u||t with
MarineTech™ PTP Corner Posts - m: Ifamfu
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(continued from page 92)

Doesburg agreed. “Plants are only a tool -

" he said. “We
design and create spaces and we work with

the wrapping on the package,

texture and color and contrast to do so. If clients
are not here to buy the whole process, then they
can go get their red sunset maple somewhere
else. The value lies in the total process.”

If the first meeting is successful, contrac-
tors should schedule a second appointment
at the client’'s home before they leave,
Doesburg said, adding that this meeting
should excite clients even more. “When
you're at the client’s home, bond with the
client and make it an enjoyable, fun experi-
ence,” he said. “Review their needs and in-
terests and don’t be afraid to disagree with
them when they suggest ideas that won't
work in their yard.”

The second meeting is also when budget
should be discussed. “Once you know what
they are interested in and you have the de-
tails to know how much it's going to cost, set
a budget and ask them how that sounds -
then, shut up,” Bowers suggested. “A lot of
times, clients have no clue what something is
going to cost so they don’t know how to set a
budget. And the reason you keep quiet after
you state your recommended budget is be-
cause you don’t want to go screwing it up by
downplaying services or justifying cost. Be
confident in your offer.”

For clients who seem shocked at the initial
budget, James Martin, president, James Martin
Associates, Vernon Hills, 111, said contractors
should be prepared to show clients other con-
cepts that illustrate how much a project could
cost — whether more or less than the original
stated price - based on various design changes.

However, contractors have to be careful
with thisapproach, warned Steve Pattie, presi-
dent, The Pattie Group, Novelty, Ohio.
“Sometimes multiple concepts confuse cli-
ents,” he said. “So, we will show them differ-
entoptionsinitially and then one idea always
seems to stand out as the main one they are
impressed with. Then, we stick with that.”

But this isn’t the end of the sale. There are
other tools - preliminary drawings, phased
implementations and design fees — that can
be used during the sales process to lure cli-
ents. See the June issue of Lawn & Landscape
for the sequel to Extreme Sales.

The author is Managing Editor of Lawn & Land-
scape magazine.
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_ Crew Productivity _____

Profitability
comes from
productivity,
and that
productivity
stems from
having the right

crew setup.
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ONCERN

by Bob West

Running a landscape main-

tenance business is easy work,

putacoupleof guysinatruck and tell them where to go cut grass. What could be simpler

than that?

Unfortunately, many landscape maintenance companies are born because mowing
seems so simple. But the reality is that being in the business and succeeding in the
business are two vastly different objectives. And success requires a great deal more
thought, planning and management than simply selling a service. And that's even true
for something as seemingly simple as mowing someone’s lawn.

Send the right crew with the wrong equipment or the wrong people with the right
machines and money goes down the toilet because, at the end of the day, landscape
maintenance companies sell their time. Wasted time equals wasted money, and ineffi-
cient crew setup tops the list of such offenders for maintenance companies.

THE NUMBERS GAME. Every crew starts with one person. And in an ideal world,
Mike Mitchell’s mowing crews wouldn't include any more people than that one. “I
can’t figure out why you wouldn’t want to have crews be as small as people,” related
the vice president of operations at Signature Landscape, Olathe, Kan. “A one-man crew
is as efficient as you can get, and we'd go with all one-man crews if we could afford the
equipment costs.”

Since the equipment expenses would be prohibitive for a slew of one-man crews,
Mitchell resigns himself to adding people, but he's quick to point out that more people
doesn’t necessarily equal faster crews. “We've noticed through time studies a three-man
crew really isn’t any more productive than a two-man crew,” he pointed out, adding that
Signature Landscape focuses primarily on commercial properties. “Some of the effi-
ciency issue has to do with downtime or windshield time. Plus, at the site, a well-
organized two-person crew doing the different tasks in a specific order lets you divide
the work easier.”

Of course, some jobs call for more manpower than a two- or three-man attack. Such
larger properties — typically commercial facilities or homeowners’ associations -

{continued on page 98)
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consuming trim

work efficiently

is a key factor for
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(contimued from page 96)

where a crew spends most or all of its day, may require teams as large
as five or six people. And that brings up new concerns.

“The challenge with a big crew is finding a crew leader who can
keep people focused and efficient and then get work done himself,”
explained Mitchell, adding that crew-cab trucks are a must to tackle
larger jobs without spending too much on equipment.

Greg Servello, owner, Servello & Son, Orange City, Fla., wit-
nessed the power of a one-man crew himself last year, and now he’s
a believer. “Our one-man crew was really productive last year,”
noted Servello, whose company primarily mows small commercial
properties and apartment complexes. “He got to know his properties
really well, which made him even more productive. But the key is
knowing your people. You have to put the right kind of person in this

(continued on page 102)

ontrary to popular belief, estimating a maintenance job

doesn't just involve knowing the time required to get
the job done. The number-crunching estimator also factors in
a cost for drive time to figure the job's total cost. Contractors
who don't think about how the crew gets to and/or from the
gite give away profit

“Our clients pay for one-way travel," explained Mike
Mitchell, vice president of operations, Signature Landscape,
Olathe, Kan. “We try to route the furthest job from the office
first each day because they should get the biggest travel
charge since they are so far away. Then the second job of the
day is billed for the time it takes the crew to drive from the
first job to the second one.”

Of course, some driving still must be done once the crew
visits all of the clients, and Mitchell said the company views
that time spent driving back to the shop at the end of the day
as overhead for each crew.

Since labor hours represent the basis for all of the costs on
a maintenance job, Mitchell emphasized that contractors have
to cover this expense. "We're trying to expand our market, but
it has been difficult because of the travel time factor,” he
admitted, adding that the company was pricing its work too
high because of the time its crew spent behind the wheel
heading into this new area. “So we have one crew that reports
to a small building in the new area, and that's where they
start their day. This really eliminates most of the driving time.”
-~ Bob West

Dealing with
Drive Time

LAWN & LANDSCAPE
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Crew Productivity

(continued from page 98)

situation-someone who likes working alone
and manages himself really well.”

Such task focus is a must for all crews,
agreed Mitchell. “Getting the maintenance
crews to do anything else is suicide,” he noted.

Nature’s Expressions created its first
mowing crews this year to meet customers’
requests for the primarily design /build com-
pany to maintain their properties as well.
David Miller, one of three partners at the
Nicholasville, Ky.-based firm, said the com-
pany typically runs two-person crews, but
he sees benefits to adding a third crew mem-
bers. “We go with two people right now
because we're able to get the necessary
amount of work done in the allotted time
with two people, but the third person can
help with customer service issues that need
to be addressed or any sales opportunities
with the next-door neighbors,” he remarked.
“In those instances, it’s nice to have some-
one who can get off their mower for awhile
and talk to them.”

CREW COMPOSITION. Figuring outhow
many people to put on a crew certainly
doesn’t end these deliberations, however.
Assigning responsibilities to each crew
member ensures thateveryone understands
his or her specific role and knows who is
ultimately in charge.

“You have tohave someone whois clearly
in charge every time the crew goes to a
property,” maintained Mitchell. “First off,
that means they’re responsible for driving
the vehicle and getting all of the paperwork
turned in accurately and on time. But you
also want this person to be someone who has
some judgment ability so they can decide
how to organize the crew on the job. Then we
try to leave as much responsibility in their
hands as we can.”

In addition, the crew leader is typically
the most competent or responsible employee
on the crew, and that's a valuable role in
certain instances. “1 think you need to have
the crew members changing their responsi-

bilities from job to job so they don’t get too
bored, but sometimes you need that crew
leader to handle particular areas on a prop-
erty because they’re points of interest or the
client is sensitive to them.”

“We have crew leaders and then garden-
ers or crew members on each crew,” added
Servello. “We also try to have two guys with
adriver’s license on each truck - one who is
the crew leader and one who is learning to be
a crew leader. That protects us in case one
guy calls in sick.”

Servello encouraged contractors to do
whatever necessary to keep a crew together
all year for maximum efficiency, “You don’t
want to deal with the learning curve of put-
ting new people onacrew in July or August,”
he noted. “We all get enough turnover with
our employees, so why make it worse by
moving people around?”

Akey componentof crew setup atServello
&Sonis getting the most out of the company’s

(confinued on page 104)
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(continued from page 102)

equipment, which led Servello to set up his
crews in a manner he never saw until he
moved from Massachusetts to Florida. He
splits up the maintenance responsibilities
between two crews — one does nothing but
mow while the other handles all of the addi-
tional maintenance work on the job.

“We have a lot of mileage between jobs
down here, and on a typical apartment com-
plex we used to send three men out there
with two mowers,” he shared. “Those guys
would mow for four hours and the equip-
ment would just sit on the trailer for the rest
of the time while they trim, edge, blow and
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so forth. I wanted to get those mowers on
more jobs, so we went to a dedicated mow-
ing crew and a detail crew.”

Now, Servello routes his crews so the mow-
ing crew gets started first each day. That crew
arrives on the job, mows the areas it can handle
with the riding mowers and then moves on to
the next job. The second crew follows the same
route as the mowing crew and shows up on
the job to finish up the work. “We had to add
some more men, but our total man-hours are
the same and we were able to pick up some
more work without adding any extra equip-
ment,” Servello related.

Mitchell said he has seen other companies
take this approach, and he suggests they pay
particular attention to specifying each crew’s
duties. “I would worry about such a setup
from an accountability standpoint,” he
shared. “If something is wrong, I want to
know who is responsible and I don’t want to
worry about two crews pointing fingers at
each other.”

One lesson that Servello learned about
this approach is that you have to be sensitive
to how the crews react to the repetitive na-
ture of the work. He also pays attention to
the types of jobs they work on. “Two people
is the most productive detail crew, but they
can get beat up and develop a "can’t do it’
attitude on larger, commercial properties,”
he explained. “We had one crew assigned to
just our biggest jobs last year, but this really
beat them up because they were outside all
day and they didn’t get those little breaks
that come from driving fromjob to job, which
is especially important down here (Florida)
in July and August. We're trying to mix that
up more this year.”

Of course, being sensitive to your clients’
needs makes a lot of sense when scheduling
crews as well. Miller explained that Nature’s
Expressions strives to take care of its resi-
dential mowing on Thursdays. “That way
we're mowing later in the week so people
can enjoy a freshly cut lawn on the weekend,
but we've still got Friday in case it rains” he
pointed out. "Our residential customers, es-
pecially the high-end ones, don’t want to see
us in their yard, so they don’t want us there
late in the evenings or on the weekends when
they’re home.”

The author is Editor of Lawn & Landscape
magazine.
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by Harry Niemczyk, Ph.D. and David Shetlar, Ph.D.

The target may be
grubs, but billbug
larvae (left) and/or
chinch bugs (right)
that may be present
at the same time
can also be
controlled or
surpressed with a
well-timed
application. Photo:
Destructive Turf

Insects
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The preventive programs for lawns outlined here are
presented with the view that one pest (i.e., chinch bug,
billbug, etc.) or group of pests (i.e., grubs, cutworms,
mole crickets, etc.) is often the primary, but not necessar-
ily the only, concern or focus of treatments directed by
the lawn care operator. We call this the primary target.
The impact of the programs and treatments on other
pests that also occur at the time of application (i.e.,
secondary targets) is also considered. Remember, turf

insects rarely, if ever, occur one at a time at only one time.

NORTHERN LAWNS. In our view, an insecticide or
other form of insect control should be applied only when its
use is justified. The major justification for following a
preventive approach program should be a past history of
infestation and /or damage and confidence that damage
from insect pests will reoccur. Such history is based on
previous years’ experience(s), observations, monitor-
ing and knowledge of the seasonal spectrum of
pests occurring at any specific location.

In this excerpt from their
book Destructive Turf
Insects, two entomologists
offer their views on
preventing grubs

and other pests.

Consideration of the impact of a treatment on not only the
primary target, but the spectrum of potential secondary
pests as well, can reduce the number of applications
needed to achieve the objective.

Primary Target — Grubs. If grubs (Japanese beetle,
masked chafer, European chafer, Asiatic garden beetle or
Oriental beetle) are the primary target, and a preventive
approach is selected, late April through May is the opti-
mal time to apply imidacloprid (sold by Bayer as Merit).
Label directions regarding application rates should be
followed carefully. In addition to providing seasonal
control of grubs, the systemic activity of the material
should also provide season-long control of billbug lar-
vae, greenbug aphid, and as least suppression of chinch
bug below damaging levels. Little or no control of over-
wintered sod webworm larvae is expected and influence
of succeeding sod webworm generations is unknown.

Mid- to late-June application of imidacloprid provides
season-long control of grubs, but probably

will not provide adequate control of billbug
arvae. The impact of this treatment on the first
generation of chinch bug
and sod webworm is not

{continued ont page 108)
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known at this time. Application from July to
mid-August will prevent annual grubs (in-
cluding green June beetle), but is probably
too late to impact other secondary pests in
the spectrum (though this is unknown).
Our experience has shown that May appli-
cation of thiamethoxam (a new product from
Syngenta called Meridian, still awaiting EPA
approval)providesseason-long control of Japa-
nese beetle and masked chafer in Ohio. Stud-
ies in other states have shown similar con-
trol of European chafer and Oriental beetle.
Infestations of billbug and sod webworm
larvae also can be controlled by May appli-
cations, but no research has been performed
to determine the effect of a May application
on future generations of sod webworms.
June application of halofenozide (sold
by Dow AgroSciences as MACH-2) provides
season-long control of Japanese beetie and
masked chafer. Control of European chafer
and Oriental beetle has been maximized
when halofenozide is applied at egg laying.
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The ROBIN model NBO20A String /"/
Trimmer is Lightweight, Strong, 4/
Durable and Cost Effective! 4

Infestations of billbug and sod webworm
larvae existing at application time may also
be controlled with treatment. Application
from July to early August prevents infesta-
tion of Japanese beetle and masked chafers
and controls existing sod webworm larvae
Ireatmentsapplied from mid-August through
mid-September also control these grubs

Primary Target — Billbug. Billbugs are the
most common cause of damage to lawns
Damage is often misdiagnosed as drought
or sod webworm injury

Labeled pyrethroids (i.e. bifenthrin, beta-
cyfluthrin, cyfluthrin, deltamethrinand lambda-
cyhalothrin) applied between mid-April and
mid-May kills overwintered billbug and chinch
bug adults and sod webworm larvae (fluvalinate
is another pyrethroid that is for billbugs and
chinch bugs only). Treatment at this time
prevents development of a first generation of
these pests. Application after mid-May could
result in some billbug damage if significant
egg laying occurred before the application

Available

4/
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Primary Target — Chinch Bug. At locations
where chinch bugs have one generation each
year, a labeled pyrethroid applied between
mid-April and early May should provide
season-long control. In areas with two gen-
erations of chinch bug, the need for a second
treatment depends upon the abundance of
rainfall or irrigation during development of
the second generation. Further, if adjacent
lawns were not treated for chinch bugs, there
is a higher risk of this pest migrating into the
treated lawn

When moisture for good turf growth is
adequate during late August and Septem-
ber, a fungus disease, Beauveria, infects and
kills many chinch bugs. In many, if not most
cases, the population can be reduced to the
point where a second insecticide applica-
tion is unnecessary. The fact that most north-
ern lawn care programs include a fertilizer
application at this time also helps the turt

withstand feeding from the second genera-

110)
11U

LAawN & LANDSCAPI



http://www.robinoutdoorpower.com

(//n('.onl/‘o llable weeds
care /{1'//( yours 1'/)1({(/('.

Image* 70 DG herbicide provides And now, Image® 70 DG comes in a

powerful postemergent control of more Nt (,(./, e

than 30 previously uncontrollable s for ultimate performance and
ild Oricon

weeds¥ It actually starves targeted convenience. For more information,

winter and summer weeds to death. Green .‘/(4"//'////{4/" call 1-800-545-9525, or visit

Yet Image* 70 DG is tolerant to most Dollarcoeed www.turffacts.com. Always read and

established warm-season grasses as follow label directions.

well as many landscape ornamentals

nd ground ; e °
P (v q(/lll((((/(’ /a’l/[&

cenecondrollable coeeds.

IMAGE

70 DG herbicide

new dispersible granule formulation

tradgmark of Centeal Gasden and Per

.

at

'?e: product abel Tor ;on*;lete list. [Mage Is a registered

g We don’t make the turf. USE READER SERVICE #40 B As F
W' Wemake it better.


http://www.turffacts.com

(continued from page 108)

tion. Application of fungicides significantly
reduces Beauveria effectiveness.

If August or September are dry (a condi-
tion under which chinch bugs thrive),
reinfestation limited to the border can be
caused by chinch bugs moving from adja-
cent untreated turf. Some border damage
from first- and second-generation migrants
is possible under such circumstances. If the
adjacent turf has been treated or has a low
level of infestation, reinfestation is very
unlikely since the source of reinfestation
is not there. In this case, the spring treat-
ment could take care of the chinch bug prob-
lem for the year.

SOUTHERN LAWNS. Regions with
Bermudagrass, zoysiagrass, centipedegrass,
bahiagrassand St. Augustinegrass have gen-
eral pests (e.g., mole crickets, grubs, army-
worms, chinch bugs and fire ants) and
turfgrass-specific pests (e.g., Bermudagrass
mite, spittlebugs and ground pearls.).

Again, an insecticide or other form of
insect control should be applied or imple-
mented only when justified. Preventive
treatments can be timed to simultaneously
control the primary target and secondary pests,
thereby reducing the number of applications
necessary for control.

Primary Target — Mole Crickets. When pre-
vious experience indicates mole crickets to
be a perennial pest problem in a lawn, a
preventive control program is warranted.
At this time, fipronil (sold by Aventis as
Chipco TopChoice)is not registered for mole
cricket control on home lawns.

At present, imidacloprid can be used on
lawns as a preventive treatment. For most
mole cricket zones, imidacloprid should be
applied within the first three weeks of mole
cricket first egg hatch. The calendar time of
this period varies considerably from south
to north in areas where mole crickets occur,

For example, tawny mole cricket egg
laying may begin as early as late March in

south Florida, mid-April in northern Florida
and mid-May in South Carolina, Egg hatch
occurs about 20 days later. Generally, each
major biological event in the life history of
mole crickets is delayed by one week as one
moves 100 miles from south to north. Mole
cricket populations in coastal or island areas
are often ahead in development when com-
pared with inland populations.

A single surface application of
imidacloprid (at the highest label rate), made
within three weeks of first egg hatch (as
determined by occurrence of the first
nymphs), should effectively prevent dam-
age from tawny and southern mole crickets
Imidacloprid applied during this period
should also control secondary pests, such as
masked chafer or annual species of May/ June
beetle grubs that can appear 60 to 90 days
after theapplication. Spring applications also
appear to control hunting billbug and sup-
press southern chinch bug populations.

Though neither labeled nor thoroughly

® | ow maintenance
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tested, thiamethoxam should also control
mole cricket nymphs as well as a broad
spectrum of secondary pests when applied
atthesame time as outlined forimidacloprid.

Thekey tosuccessful use of imidacloprid (and
possibly thiamethoxam) is to determine when
mole crickets in an area are ready to lay eggs.

Lawn care providers who have used a
preventive program for mole crickets should
still warn clients that such applications will
neither stop migration of nymphs from sur-
rounding lawns nor stop incoming flights of
new adults in late fall and early spring. If fall
or spring migration of adults produces un-
acceptable tunneling, curative materials or
baits may need to be applied.

Primary Target - Grubs. If grubs (southern
and southwestern masked chafer or annual
May/June beetles) are the primary target,
and a preventive approach is selected, May
to early June is the optimal time to apply
imidacloprid. In addition to providing sea-
sonal control of grubs, the systemic activity

of the material should also provide control
of secondary targets, such as hunting and
Phoenician billbug larvae, and some sup-
pression of early generation southern chinch
bugs and fire ants. Control of first genera-
tion armyworm and tropical sod webworm
larvae should also be achieved for 20 to 30
days after application, but will not prevent
late season outbreaks.

Late June to early July application of
imidacloprid provides season-long control
of grubs and will provide some control of
billbug larvae. This late application will
likely have little effect on the secondary
targets, southern chinch bug and mole crick-
ets, but development of armyworm and
tropical sod webworm populations should
be suppressed for 20 to 30 days.

May, June or July application of
thiamethoxam will control grubs in south-
ern turf and secondary targets, similar to the
activity spectrum of imidacloprid.

A June preventive application of

halofenozide provides season-long control
of masked chafers and Phyllaphaga crinita.
Control of Phyllophaga latifrons (the species
common to south Florida) is limited. Infesta-
tion of the secondary targets, billbug, army-
worm and tropical sod webworm larvae

existing at the time of application may also
be controlled with treatment at this time, but
do not expect extended residual control.
Application of imidacloprid, thiame-
thoxam, or halofenozide from July to early
August will also control southern grubs as
well as the green June beetle, but this is too
late for control of early generations of bill-
bug, armyworm and sod webworms. The
impact of treatment at this time on sod we-
bworms that will overwinter is unknown.
Primary Target - Fire Ants. Control of fire
ants generally requires both curative and
preventive approaches in lawns. While the
two-step or ant-elimination method can be
used, most clients prefer the ant-elimination
strategy since it reduces the chance of hav-
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ing contact with fire ants in the landsc ape

I'wo-step approach: This method includes
a bait-formulated insecticide application over
the entire lawn once (spring) or twice a year
(spring and early fall), and it's more effec-
tive if entire neighborhoods cooperate with
residents making similar applications.

In step one, baits are broadcast over the
entire lawn. Unfortunately, baits act slowly
on the fire ants within their nests. Some baits
take three to five weeks to achieve maxi-
mum effect, while others produce maximum
control four to nine months after application
After one to three weeks, many of the smaller
fire ant mounds will have disappeared or
become inactive. Where fire ant mounds are
located in high use areas (nuisance mounds)
or if larger mounds continue to persist, step
two is to treat nuisance and persistent
mounds directly. These mounds should be
treated directly with drenches, dusts, gran-
ules, or an aerosol injection. A range of in-

secticides is registered for this purpose.

A

MUSSER FORESTS, mc.
Spring 2802 Catalog y

.y

Once fire ants in an area have been
brought under control, the two-step pro-
gram can be used every year to prevent
extensive build up of fire ant colonies. This
is best done by applying the baits in the fall
(September or October) and treating remain-
ing mounds in the spring. In founding be-
comes extensive, reapply baits.

Ant-elimination approach: A bait-for-
mulated insecticide is broadcast over the
entire turf area or the bait is spread around
individual mounds. After two to three days
(to allow foraging fire ants to pick up the
bait), a contact insecticide is applied to the
entire lawn. Depending on the number of
foraging fire ants, the contact insecticide
may need to be applied every four to eight
weeks, The goal is to reduce mounds (baits)
but minimize encounters with fire ant work-
ers (contact sprays). When acephate or a
pyrethroid is used as the contact insecticide,
the secondary targets, cutworms, army-

worms and sod webworms will also be con-

lawnandlandscape.com (%4

trolled. If these applications are made when
mole cricket eggs are hatching, many young

mole cricket nymphs can be killed. m

The authors are professor emeritus, department of
entomology, The Ohio Agricultural & Develop-
ment Center, The Ohio State University, Wooster
and associate professor, department of entomol

o9y, The Ohio State University, Columbus

EDITOR’S NOTE: Mention or omission of spe
cific product names is neither an endorsement nor
criticism of such products by Lawn & Land-

scape magazine or this article’s authors
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____Dealing with Drainage |
by Kristen Hampshire

Poor drainage rarely wears a disguise. Most homeowners notice symptoms of soppy Pull the plug

foundations in their wet basements or diagnose their own mushy, marshy back vards. Soaked

plants get sick, soggy turf thins and dies out, and smelly soil indicates rotting. '
If anything, muddy shoes tell the truth and, chances are, the neighbors won't hesitate to offer on dralnage
their own assessment when they find their driveways serving as catch basins for excess runoff.
These signs can leave homeowners knee-deep in drainage dilemmas. -
But that doesn’t mean their landscape plans are sunk, or that their grounds are destined dlle"nnas —
to remain waterlogged. Fact is, contractors need to consider drainage on all properties before
installing or designing plans, pointed out Bill Eiserman, production manager, Mariani
Landscape, Lake Bluff, I1l. “You have to deal with [drainage] on every site, and if you don't, donlt Iet unruly
you will end up with a long-term problem,” he warned. “It might not show up right away,

but eventually it will.

ASSESS THE MESS. Drainage issues aren’t contained within property lines, so contractors wa ter ﬂou}
need to “think big” when assessing sites and offer solutions that aren’t short-sighted.

“There are two different systems,” Eiserman identified. “There is a global system and a .
site system, You have to drain each differently, and if the whole subdivision drains into one leZle a
lot and you're working on that one lot, it will be difficult to keep that area dry.”

Problematic, perhaps, but not impossible. The lay of the land is the first clue: Does the
property slope toward or away from the home? Are downspouts directed away from the Iandscape
home’s foundation? Does the back yard slope into a ravine? How does the property’s grade

compare to others nearby? Where is the water running?

- plan.
>
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Retaining walls offer one
solution for properties

with drainage difficulties.
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An eyeball assessment of the property
offers a rough draft diagnosis for drainage
issues, but contractors shouldn’t stop there,
advised Ross Richardson, landscape designer,
Dunn Lawn & Land, St. Louis, Mo. “Contrac-
tors should look at more than what is being
asked of them,” he said. “The homeowner is
only seeing one issue and you might find
another that hasn’t come up.”

This is why careful site evaluation should
precede drainage solutions, otherwise, what
seems to be the answer might spur another
problem - in a different area.

“You think you're solving a problem in
one spot, but all you might be doing is redi-
recting it to another,” said James Arch, de-
signer, Impullitti Landscaping, Chagrin Falls,
Ohio, describing a common mistake he calls
“moving the water around the yard.” A tran-
sit level helps determine site grade so con-
tractors can accurately map out water flow,
and soil percolation tests also indicate poor
drainage points. By filling a pit with water,
contractors can locate slow-straining soil. Ifa
foot-deep pool drops less than 1 to 2 inches
per hour, the soil will most likely prevent
proper drainage.

Besides consulting these quantifiable
measures, Arch conducts his own real-time
analysis. “Problems are most evident after a
big rainstorm, and that’s usually when cus-
tomers call and say they have a lot of stand-
ing water in an area,” he noted. “Instead of
me going out to the site later on a beautiful,
sunny day to take a look at it, I will wait until
the big rainstorm so that I can see the prob-
lem firsthand.”

FILTER THE PLANS. Though water might
collect in only one spot, there is generally far
more than one fix for soppy soil. “The best way
to solve any drainage problem is to get the
water to run over land where it’s supposed to
go,” Eiserman simplified. However, this op-
tion is easier said than done. Some situations
don’t allow for regrading or creating swales
to direct water to storm drains, streets or other
community-designated collection areas.

“The first thing we do is we get a grading
plan,” Eiserman noted. “If it is an old prop-
erty, we get the plan from the original con-
struction or the most updated plan. If that
doesn’t exist, we do a grading plan our-
selves, which then goes to the city or commu-
nity for approval.”
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Newly developed areas and urban hous-
ing communities often insist that landscape
contractors present the board or homeowners’
association with a plan detailing how water
will be handled, Eiserman pointed out. Codes
vary depending on the location, so design-
ers should check into red-tape requirements
before breaking ground.

“You also need to discuss all the ramifi-
cations with the homeowner,” Eiserman
added. “You need to have them understand
that you are basically moving water from
one spot to another. If they have the concep-
tion that you will make it go away, they will
be unhappy with the end product.”

Some clients” expectations aren’t so re-
fined — they are content with a little wet
grass. Others want completely dry results.
The complexity of the solution can depend
onhomeowners’ standards, Archadded. “A
question we ask a lot of clients is, ‘Is this
your forever home?’ That dictates what they
are willing to spend to improve a property.”

Eiserman agreed that serious clients will
drop more dollars into long-term drainage
designs. “If they have young children or a
yard they like to entertain in, they will be
willing to spend money to find out what the
problem is,” he figured, adding that bud-
gets can range from $1,500 to $20,000 de-
pending on site size and situation.

And, depending on the location and se-
verity of the wet land, the swampy area
might not be a problem, but instead one of
nature’s little character flaws — unappeal-
ing, but harmless, Deckman said. After all,
topography creates personality on proper-
ties. “If it is standing water and it is not
creating a problem with the house or having
anegative impact on the site, it's not consid-
ered a drainage problem - it's an ecosys-
tem,” he reasoned.

NEW CONSTRUCTION QUAGMIRES.
With houses crammed into tightly-woven,
planned communities and properties’ lines
carefully mapped out to the square foot,
most homeowners don’t view poor drain-
age as an interesting everglade. They don’t
have room on their lots to ignore the soggy
corner of the yard, so instead they see an
eyesore and an inconvenience.

Most often, homeowners discover soaked
soil around the foundation of their homes,
where inadequately compacted backfill has

Drainage issues
aren’t contained within

property lines, so

contractors need to

“think big” when

assessing sites and offer

solutions that aren’t

short-sighted.

settled and formed a downward-sloping
grade. “A year later, you can see settling in
those areas with loose backfill, so you have
water at the foundation, which can eventu-
ally find its way into the basement,” Arch
described. “In those situations we seal the
foundation and build up the soil so there is
positive drainage away from the structure.”

Archalso suggested checking downspout
connections to make sure they are tight and
waterisdirected away from the house. “These
seem basic, but more often than not, they are
where problems begin,” he commented. At-
taching additional piping to the downspout
encourages water to flow away from the foun-
dation, and ensuring that piping drains into
a lower grade will prevent it from seeping
back toward the home.

Again, make sure the solution doesn’t
recreate the problem. “Where is the water
problem and where do you want that water
to go?” Arch asked. “Make sure you are tak-
ing the water you want to get rid of and
getting it to the point.”

However, sometimes the problem doesn't
originate on the property - it comes from the
neighbors. Unruly land grades present prob-
lems that aren’t so cut-and-dry when back
yards collide and the property grades differ.

Since water generally gets trapped at the
property’sedge, it pools and must be drained
with more technical measures. Here, and in
situations where water collects in the middle
of bowl-shaped back yards or prairie-flat
properties, contractors might install a French
drain or catch basin, Richardson suggested.
Both options require digging a hole, install-
ing a pipe, and dispersing water back into
the soil or pumping it into a designated
collection area.

While catch basins can pump out water
via a sump pump, French drains allow water
to seep back into the soil through a perfo-
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rated, concrete pipe, Richardson explained.
“You create a trench, fill the trench with
stone, and within the stone is a perforated
drain tile - a pipe with slots in it so the water
can seep into it and then flow out of it,” he
detailed. “The weakest point where water
can flow through is the stone, since there are
more openings in that than in the soil. After
the water goes into the stone and into the
pipe, it accumulates and flows away.”

These options offer drainage solutions
when regrading or creating swales in the
land - subtle trenches that carry away water
- are not feasible options. These methods
also might hike up prices, although each
situation differs.

Besides back-yard clash, homeowners also
need to consider their neighbors when install-
ing patios, driveway additions and swim-
ming pools, Eiserman added. He said site ad-
justments cause most drainage issues on
Mariani Landscape’s projects. “Anything that
increases or speeds up the runoff that happens

onasite can cause problems,” he said. “All of
that water needs to go somewhere. You've
taken the water, collected it, and now you're
running it to a certain point on the site.

Hardscapes create runoff highways in a
sense, so when contractors make these addi-
tions to clients’ properties, they should no-
tice where water collects and plan for drain-
age systems if necessary, Eiserman added.
After all, the neighbors won’t be so eager to
swim in the new pool if they find their own
natural version in the form of puddles on
theirlawn. Thisis acommon mistake. “If you
bring your water someplace to where the
neighbor wasn’t used to having it, that will
bother them,” he said simply.

SLOPE AND SLIDE. Wetlands and wilted
plants are sure-fire signs of soil that won't
strain water, but drainage issues are two-
fold. Sometimes, water doesn’t sit on top of
soil, but instead, it speeds quickly across

slopes and causes erosion.

Richardson considers slopes masked
drainage difficulties. “They aren’t drainage
problems, but with drainage issues, they
pose erosion problems, which can develop
into drainage problems,” he clarified. “Wa-
ter has an extreme force, even when it moves
slowly. Much how a small stream cut the
Grand Canyon, the same thing can happen
on a back yard that slopes down toward the
house or away from the house so you're
collecting water in one area.”

Depending on the severity of the erosion,
contractors can opt for a variety of fixes, from
retaining walls to vegetation to dry creek
beds. While plant material offers an aesthetic
answer, the slow-growing groundcover might
not offer immediate results to handle extreme
situations, Richardson said.

Retaining walls offer visual appeal while
still taming some wild waters, Richardson
noted. “Retaining walls create terraces in-
stead of aslope,” heillustrated. “Water mov-

ing over the top is moving in a shorter sec-
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tion instead of one big area, so that breaks up
the ability for the runoff to do damage.”
However, this type of construction can

require landscape redesign in some cases, he
added. In Missouri, retaining walls higher
than 3 feet require engineering profiles since
they call for reinforcements, he said.

For the most part, retaining walls on resi-
dential properties don’t need this outside ex-
pertise, however. “Typical stone or block wall
doesn’t typically need to be approved,”
Richardson said. “But check with your com-
munity. If a wall is of a certain type or size, it
might require a permit before building.”

Furthermore, retaining walls can’t man-
age drainage problems without the hard-
ware. They, too, need systems to make sure
water doesn’t build up behind the walls and
collapse the material, Richardson added.
“They need to be constructed per a
manufacturer’s specification that calls for
drain tiles that collect the runoff that may get
trapped behind walls, and that can be

dumped into a common area or a swale to
carry the moisture away,” he said.

But looks don’t always win the crown.
Slopes might fall into an area of flat turf that
gathers water, like one property Arch re-
membered. “You might have to pump the
water uphill,”
quired a subsurface drainage system with a
pump to force water to an appropriate area.

Arch’s own property slopes downward
and erosion is limited by two swales on

he mentioned. This case re-

either side of the slope that collect water.
Some scenarios might call for dry creek beds
- essentially, swales filled with rocks or
material to slow water’s force. Not the most
attractive option, this still controls water
flow. If erosion is a problem during con-
struction, contractors should consider using
silt fencing to station soil, Deckman offered.

Of course, drainage assessments entail
more than the basic ups and downs, and
each case presents unique site challenges -
its own set of drainage dire straits. Identify-
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ing these characteristics and prescribing cor-
rections comes with experience and a pan-
oramic perspective of property layouts,
Richardson stressed.

“If you are only going to look at one sce-
nario when assessing a drainage problem, you
are missing the bigger picture,” he said. “It's a
lot like landscaping. If you are only dealing
with the plant around the front door, but you
don’t consider the shade trees overhead, you
are missing the big picture. If you're only
going to look at the downspouts and deter-
mine that’s the problem, you're missing it.
Don'’t leave yourself short-sighted.”

The author is Managing Editor — Special Projects
for Lawn & Landscape magazine.
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Most aquatic gardens host at least a few water lilies,
common pond plants known for their floating heart-
shaped leaves and multi-petaled, pearl-, eggshell-,
lemon- or blush-colored flowers that glide above
the surface like dancers swathed in silk scarves.

Yet water lilies are only a fraction of the pond
plant bounty. Among them is an enticing treasure
trove of water blossoms, each with their own pur-
pose in the garden.

Planning a water garden is a lot like designing
a traditional flower border - plants are chosen
based on how they complement each other in color,
height and bloom time. But just as each member of
a flying trapeze team must master precision or risk
upsetting the balance of a high-flying stunt, each
pond plant has a specific chore that ensures a
stable, thriving ecosystem.

VISION & VARIETY. Aquatic plants are necessary
pieces in the pond puzzle. They provide natural cover
and oxygen for fish and add beauty, pointed out Elaine
Hinson, sales representative, Sparklc Water Features,

L S AQL
by Nicole Wisniewski

Beaufort, S.C. “Without aquatic plants, an ecosystem
cannot function properly,” she stressed. “Aquatic
plants take their nutrients from the water, not the soil.
They feed on nutrients provided by aquatic animals
and compete with algae for food. Without aquatic
plants, Mother Nature plants algae in a pond
Enough aquatic plants will naturally minimize the
availability of food for algae and starve it out.”

Tobalance a pond, aquatic plant material should
cover nearly 50 percent of the pond’s surface, sug-
gested Bonnie Hale, plant expert, KoiVet.com.

There are four common pond plant categories:
lilies, floaters, marginals and oxygenators. “Each
enhance a pond's beauty as well as contribute to its
environmental balance,” Hinson said.

Hardy and tropical water lilies with their colorful
blooms and broad leaves are a pond’s crown jewels
because they are noticeable and assume daily duties.
“Lilies have broad leaves that provide shade from the
sun’s heat to help cool the water, and they offer fish
a welcome retreat from predators,” Hinson stated.

Hardy water lilies are perennial and can be
planted from zone 3’s northern reaches to zone 11’s
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Aquatic
plants not
only add
beauty to a
water garden,
but stability

as well.

Spring
fertilization
can enhance
water lilies’
beauty by
ensuring
blooms. Photo:

AquaScape

Designs
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subtropical, southern areas. “In the win-
ter, hardy water lily foliage dies back
and retreats to the pond’s bottom, but
new shoots arise from their embedded
rhizomes in the spring,” Hinson said.
“After the first frost, cut off the stems a
couple of inches above the base and let
the rhizomes have a long winter’s rest.”

I'ropical water lilies are more color-
ful, ranging from basic shades of white
and yellow to vibrant lilacs, copper-oranges
and scarlets. “And some of them bloom at
nightinstead of just during the day,” pointed
out Wes Herring, partner, Quality Ponds,
Columbus, N.J.

But tropical lilies only winter over in zones
8 through 11, so they are treated as annuals
in northern U.S. regions, Hinson said.

No matter the zone, all contractors agree
that spring fertilization ensures flowering
and enhances most lilies’ beauty.

Marginal plants, also known as bog plants,
grow on the shallow margins around a

Hardy water
lilies range in
color from vanilla
to lemon-yellow
to light pink.
Photo: AquaScape
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pond’s edge and are native to temperate
regions. “They provide a smooth transition
between terrestrial plant.\ surrounding the
pond and aquatic plants,” Hinson said, add-
ing that they also provide color, foliage and
bloom variation. Some examples of aquatic
marginals are sweet flag, withiris-like leaves
and tiny green flowers; cattail, known for its
erect, tight seed head that resembles a cat’s
tail; sedge, with long, narrow leaves and
inconspicuous flowers in shades of green
and white; and arrowhead, which has ar-

row-shaped leaves. Tropical marginal plants,

like parrot’s feather with pink stems clothed
in bright green feathery foliage, are not
perennial in regions that experience winter
frosts and freezes.

Besides framing the pond, marginals pro-
vide shelter from wind and shade and re-
move excess nutrients from the water that
might otherwise feed algae, Herring said.

If the water garden is in an area of the
country that experiences winter conditions,
Rich Damko, president, Landscape Profes-
sionals, Chesterland, Ohio, suggested con-
tractors cut back marginal plants to just
above the water’s surface in the fall and
transplant them to larger pots annually.

Floater plants are placed on the water’s
surface to float around, Damko said. The foli-
age of tropical floater plants like water hya-
cinth with round, fleshy-leaved rosettes and
blue-purple flower spikes, and water let-
tuce, which has 6-inch-wide leaf clusters re-
sembling lettuce heads, rests above the water
while their roots dangle below the surface.
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“[Floater plants’] roots hang freely pro-
viding small fish with a place to hide,” Her-
ring said. “The long roots also draw nutrients
from the water while they collect floating de-
bris that would otherwise become algae food.”

While floaters benefit a water garden,
they also can multiply rapidly and two or
three of them in full sun can completely
cover the surface of a pond in weeks, Her-
ring warned, adding that to control them
contractors need to thin them out regularly.
Some floaters like fairy moss, which looks
like a rich, green carpet of tiny flowers and
turns pinkish-red in cool weather, spread
rapidly and will become too aggressive un-
less koi can snack on them and knock back
their vigorous growth, Hinson advised.

Inthe winter, floaters need to be removed
from the pond and replaced each spring
since they are annuals and will not survive
the colder temperatures.

Many contractors recommend oxygen-
ators for a well-balanced pond. Their roots

and leaveslive underwaterand, like sponges,
they absorb carbon dioxide and minerals
and help starve algae, Hinson said.

Common oxygenators include Canadian
pondweed, which has small dark green
leaves that blanket brittle stems, and horn-
wort, withslightly brittle, mid- to dark green
foliage. Hardy oxygenators tolerate warm
water, but become frail in hot climates.

But Paul Holdeman warned contractors of
oxygenators’ naturetodominateapond. “They
are thick underwater shrubs that pull in nutri-
ents like the coral reef,” explained Holdeman,
owner, TheGarden Gnome, Peoria, Ariz. “They
pull food from the water so they keep it clean,
but they can take over. That's why having fish
is important. Koi love to eat these plants and
these plants provide good cover for the fish.”

As with traditional garden plants, the-
right-plant-in-the-right-place rule applies to
ponds. Plants should be chosen based on pond
location and size, and fish type and size. For
example, as koi grow, they tend to enjoy tear-
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ing at pond plants, Herring said. “So, put
sturdy and tough-rooted plants in the pond,
like rushes and irises, if you have large koi -
or plan to,” he said. “Don’t use water lilies and
plants that are fragile and easy to rip apart.”

In terms of cost, aquatic plant prices vary
from a few dollars for floater plants to more
than $40 for some water lilies, Damko said.
According to Herring, they range from $5 to $7
for small plants to $25 to $35 for potted lilies.

PLANTING POINTERS. Contractors use
various foliage installation methods based on
the flora’s characteristics and whether clients
have concrete- or rubber-lined ponds.

In rubber-lined ponds, contractors should
include plant pockets in the liner and add
enough gravel as a base to install some mar-
ginal water plants around the perimeter of
clients’ ponds and cover the entire liner base
for a natural look, Damko suggested.

Herring agreed, advising contractors to

(continued on page 122)
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(continued from page 119)

install marginal plants in one-third of the
pond’s circumference. But since they grow
tall, Herring recommended contractors plant
these in the back of clients’ ponds so their view
isn’t blocked. Since marginals are shallow, the
pond water should be no more than 2 inches
over the soil of the pot, Herring said.
Marginals should be planted in gravel be-
cause their roots can take nutrients from the
substrate where fish waste and other organic
debris settles, Hinson said, suggesting con-
tractors plant them in no more than 2 inches
of gravel with a few rocks around them to
provide support until the roots take hold.
“Avoid planting marginals in pots,”
Hinson stressed. “Since their job is to filter
the water and keep algae under control, they

lawnandlandscape.com y

will take root in the gravel, extend their roots
out horizontally and do a much more effi-
cient job of filtration than if they were in
pots. In addition, koi just love to root around
in pots and turn them over.”

For oxygenators, the type of material
will determine the planting method. Many
oxyvgenators, like hornwort, do not root and
need to be anchored to the pond base with a
stone or small lead weight, Holdeman said

In terms of planting, water lilies have the
most options and need the most care. “Since
they have a greedy root system, itis important
to plant water lilies in a large container with a
soil depth of 6 inches or more,” advised
James Allison in his book Water in the Gar-
den, "Start containers off with support un-
derneath so that there is only 6 to 10 inches
of water over the crown. As the leaves reach
the surface, lower the plant slowly into very
deep water — 3 feet or more. Lowering a lily
too rapidly will cap growth, resulting in
small leaves, poor flowering or even death.”

This container method is used mostly in
concrete-lined ponds or in rubber-lined
ponds until the lily can be lowered to the
pond’s natural depth.

In rubber-lined ponds, dig lily pickets in
the ground under the liner, punch the liner
into the pockets, add some soil, the lily and
about 3 to 4 inches of gravel, Hinson de-
scribed. This planting method ensures
growth room for plants and prevents them
from becoming root-bound, Holdeman said.

Depending upon the climate and the
amount of sunlight, hardy and tropical lily
blooms should start to appear in early or
mid-summer (at !vmpvmtunw more than 65
F), Allison stated.

Lotus, whichis considered alily-like aquatic,
is the only plant Hinson recommends contrac-
tors install in a container in a rubber-lined
pond because of its aggressive nature.

The author is Managing Editor of Lawn & Land-

scape magazine.

"Compare. ..
Before You Buy"

- Industry Leading
Performance

- Minimal Maintenance

- Holds More Mulch

- Easy to Operate

Hydro Seeding Systems
Register on-line
to receive

FREE sample
bottle of

BLUE GOO } ™

Model Shown:

L90 *'350 Gallon Units -,

Price as
Shown:
$23,495.00

Starting at
$3995

visiT easylawn.com
FOR A LISTING OF OUR
UPCOMING TRADE SHOWS

FOR MORE INFORMATION OR TO SEE A DEMONSTRATION

CALL 800-638-1769

USE READER SERVICE #88

122  mav 2002

Model Shown:
TM35-SR
Price as Shown:

by offering the COMPLETE line of

FABRISCAPE

Fabrics & Erosion Control Products
PERFECT FOR

Professional Landscape
Service Needs!

Budk Rolts 315" Wide

L

n Fabric
Weed Control » Woven Ground Covers
Filter Fabric » Paver/Patio Underliner = Soil Separators

Erosion Control

Burlap * Jute * FabriJute™ Erosion Control Netting » Siit Fence

Construction

Road / Driveway / Recreation Park Underliners & Fences

The Retall
Garden Center!

FABRIC FOR
YOUR EVERY NEED!

Avalabin

gAB RISCAPE ...

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

USE READER SERVICE #89

LAawN & LANDSCAPI



HAND-HELD EQUIPMENT:
Get in Line

The spring season is here, and new trimmer line fashions

have blown in with the lilting breezes. However, sifting
through the various types of string trimmer line can be as

overwhelming as following the latest style trends.
Ultimately, contractors should choose a style that
suits their equipment and their application to a “T.”
“Everyone is looking for a new trend,” said John Foster,
product manager, Shindaiwa, Tualatin, Ore. “But trim-

mer line selection is really up to individual preference.”

TRY IT ON FOR SIZE. The first step in trimmer line

selection involves looking in the mirror and determining

Beach, Va. “Each manufacturer
uses a different type of trimmer
head, and you need to match line
characteristics with the engine
characteristics,” he said.
Using the appropriate line
diameter for the head is a cru-
cial consideration, Hall added.
“If you have the wrong diam-
eter, you won't be able to wrap

the line properly on the spool,

and it won’t perform properly.
Be sure to read your owner’s manual.”

Size isn't everything, however - contractors must
also consider trimmer line shape. From diamonds to
stars to the basic circular shape, trimmer line choices run
the gamut, even though most lines are manufactured
from a universal polymer plastic material.

Foster noted that some of the sharper-edged lines
provide a cleaner cut, while basic shapes offer a consis-

Contractors have
many choices when
it comes to string
trimmer line. Read-
ing the owner’s
manual and match-
ing lines to applica-
tions help ensure

cutting success.

which size of line will best fit the equipment, noted Kent tent performance. “The square shape has an edge on it, Photo: Stens

Hall, product manager for power tools, Stihl, Virginia which offers a clean cut, and it lasts longer,” he said. “But

MTI &Bmvﬁﬂlkp

Your BEST SOURCE For
ALL RN BirD, Products

4" Pop-Up

<, 8%

Top Adjusts with a Screwdriver

* BEST BUY on a Turf Rotor
Buy The Box

Ask About Quantity Pricing
Find The Products You've
B3 Been Looking For And SAVE -

We Pay Order By 1 p.m.
e For U.P.S. SHIPS SAME DAY

800-600- TURF

CALL US AND SAVE! 7:30 am - 5 pm (8673
Pacific Time

» We Stock The COMPLETE Line »
* ALL The Rotors » ALL The SprayHeads

e ALL The Valves » ALL The Controllerse “
e Complete XERIGATION -«

We Carry ALL The Products You Need
With Prices That Build Your Profits

CALL NOW
SAVE SS ALL YEAR

o<k
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~ Equipment Notebook

the round line is the best trimmer line on the
market. Shapes come and go, but round is
always there.”

Even though some shapes may claim to
reduce line fraying or breakage, the simple
physics of an alternate shape can alter the
equipment’s entire cutting system. “Certain
shapes affect the cutting performance and
the engine running power, and coupled with
the diameter and length of line, you may rob
the engine of power,” Hall said.

Foster said that star-, square- or diamond-
shaped lines also may provide an exception-
ally clean cut when they’re new, but like
many fashion statements, their effect tends
to fade with time. “If you're using these lines
against buildings or other edges, the shape
tends to go quickly,” he said.

Still, every line type has its pros and
cons, and even as manufacturers try to de-
velop lines that withstand breakage, other
flaws may be highlighted in return, Hall
said. “You may develop a line that won't
break, but then it might weld together more
easily with the heat of the machine,” he said.

As a rule, however, heavier-duty, higher-
quality line can be run for a longer period of
time without breaking, and ultimately cre-
ates less downtime, Foster asserted.

A trendy fashion statement will fall flat
unless it is worn properly and on the right
occasion. Similarly, trimmer lines that claim
to provide a smooth, efficient cut will fail if
not installed in the correct manner. Heidi
Fowler, marketing specialist, Robin Outdoor
Power Equipment, Winston-Salem, N.C., said
to pay particular attention to the wrapping

»‘Ijj's'maller-di‘ametertrimiheﬂiné- _.
- (:095-inch) works well for
‘general, low-impact grass

| trimming, while larger diam-
eters (.110- or .125-inch) are

" meant for heavier applica-

tions, - Heidi Fowler

of the line on the trimmer head. “Wrap the
line in the opposite direction that the head
turns,” she said. “Also, try not to cross over
the lines when wrapping.”

Inaddition, when replacing trimmer lines,
be sure to run the line in the same direction
as it ran before, Foster noted. Otherwise, the
line may not be released correctly from the
trimmer head. He added that contractors
need to clean out the head when refilling
and reloading the line. “Also, look for dam-
age to the trimmer head, and don’t use it if
it's damaged,” he stated.

Trimmer line choices range from the ba-
sic to the bold, but contractors can reduce
their frustrations by simply choosing a line
style that provides the most efficient — and
comfortable - fit for the equipment’s use.
“Some users and some manufacturers claim
that different lines cut better,” Fowler said.
“But it all depends on the application.”
— Kristin Mohn

The author is Assistant Editor - Internet of Lawn
& Landscape magazine.

C & S TURF CARE EQUIPMENT, INC.

SS8030 Turr TRACKER

+ The original! Tried and proven since 1983.

» Spreads and sprays over 4000 sq. ft. per minute.
+ Full hydrostatic drive. Zero turning radius.

« Sprays 4’, 8’ and 12’ on-center or off-set.

+ Spreads from 4’ to 24’ wide.

Kehoe & Co.

K&C's performance improvement services enable
landscape maintenance, construction and design-
build companies to measureably increase profits.

Six core consulting and training services
translate into increased employee
productivity and business profits.

Increase Productivity! Increase Profits!

(330) 966-4511
fax (330) 966-0956

www.csturfequip

800-872-7050

USE READER SERVICE #91
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KKehoe(@earthlink.net

Pricing analysis and revision
Financial/operations planning
Sales system installation

Business systems and procedures
Pay for performance systems
Employee training

949.363.8416

www.kehoe&co.com
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Thomas Mini-Skid

* Model 25G weighs 1,500 pounds and
measures only 39.9 inches wide

* Designed to handle jobs where full-size
skid steers are too big

* Features a full SAE-rated lift capacity of
475 pounds and more than 1,450 pounds of
breakout force

* Universal attachment system makes using
any attachment easy

* Machine’s simplified controls allow for
one-hand steering

* Self-leveling bucket prevents spillback

* Front headlight allows for around-the-
clock visibility

Circle 200 on reader service form

Toro Workman
Utility Vehicle

* Features hydraulic, self-cleaning front
disc and rear drum brakes

* Vehicle’s enhanced braking system allows
for increased braking ability and towing ca-
pacity of 1,200 pounds, when using a heavy-
duty tow hitch

* Includes 16-hp Briggs & Stratton air-
cooled gas engine

* Offers a wide variety of attachments, in-
cluding canopy, solid and folding wind-
shield, hard cab, brush guard and bumper
Circle 201 on reader service form

Irritrol 2400
Series Valves

* Designed for residential applications
* Available with male-x barb and
male-male connections

* Available with or without flow control
* Features threaded bonnets, double-
beaded diaphragms and heavy-duty
construction

* One-inch valves offer flow range
from 5 to 30 gpm and pressure range
of 10 to 150 psi

* Features manual internal bleed system
for spray-free operation and manual ex-
ternal bleed system for easy flushing
Circle 202 on reader service form

Walker Side-
Discharge Deck
* 74-inch side discharge deck with four-
bladed design is for mid-size tractors
* Narrow, tunnel design of the inline,
timed blades offers a true finish cut, aids in
scalp resistance and features a clean dis-
charge pattern
* Combination of full-floating deck sus-
pension and castering gauge wheels at the
back of the deck help hold terrain contours
and prevent scalping
* Tilts up to 90 degrees for easy blade and
: deck
mainte-
nance
Circle
203 on
reader
service
form

* Multiply cutting power by 35 percent

* Lever mechanism designed to minimize
friction, strain and fatigue

¢ Pruner available in both bypass and
anvil design

* Cuts branches up to %-inch in diameter
* Locking mechanism operates with
simple touch, protecting blades and pre-
venting accidents

Circle 204 on reader service form

Goossen Self-
Feeding Straw
Blower

* Feeds one to two bales per minute

¢ Covers approximately 1 acre per hour
* Options include a 13-, 16- or 18-hp gas-

powered
or PTO-
driven 3-
point
opera-
tion

* Rotor
contains
a pre-
balanced

hex shaft and discharges through a 6-inch
by 30-foot wear-resistant discharge hose

Circle 205 on reader service form

Tnforfation

You can now request proa’uct

information online and receive a

response immediately! Just visit

wiww.lawnandlandscape.com and
click on the “free product informa-
tion” /ogo on the front page. There,

you can submit your proJud

information requests Jr'rect/y to

manufacturers. Or, simp/y circle

the numbers on page 120-121 of
this month’s issue and /ax the form

to 210/901-0504.

LAwN & LANDSCAPE
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Yazwﬂ{ws Comemial * 712 has a 12-bushel ca-
conecu-on Svsten‘ pacity, Z9 holds 9 bushels

and Z7 holds 7 bushels
¢ Available in three different models: Z12, Z9 and Z7 * Z12 and Z9 have removable debris screens and can be dumped
* All units available with fully-adjustable support frames for a from the seat
custom fit to all types of engines, even those with external can- o All units have a large dump angle (approximately 50 degrees)

ister filters

* 77 has lift-off dump mechanism and a fixed debris screen Circle 206 on reader service form

 Fixture creates
unique light pattern
* Solid brass Kichler

for quick, complete disposal

Oriental Path Light ideal for gar- KOR'I'II ctlm
dens and pathways Driller
¢ Offers pierced lantern

* Light features red copper powder- * Driller assists in planning and drilling
coated finish for drainage

* Oriental path light stands 30% * Product equipped with 1.5-hp, two-cycle
inches, uses a long-life 18%-watt Honda engine

krypton bulb and is supplied with a ¢ Unit is 31 inches long, 17 inches wide
14-inch stake and 19 inches high and weighs 60 pounds
Circle 207 on reader service form Circle 208 on reader service form

Staffing Solutions

with our

International Workers

Sound familiar?

* We have RELIABLE, EXPERIENCED PERSONNEL

« Specializing in Recruitment & Placement of H2B Visa foreign workers
* Marcus Drake Consultants handles the entire procedure

* We deliver selected personnel to your company

Marcus Drake

Consultants

Park Ridge, New Jersey
Call 888-544-9122
Fax 201-930-0629
E-mail marcusdrakeh2b@yahoo.com

126 MAY 2002
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Stihl FS 250R
Trimmer

* Trimmer powered by 40.2cc Quad
Power engines

* Fitted with new heavy-duty fil-

ter systems that include verti-

cal, pleated paper main filters £

in addition to felt pre-filters

* Features the EASYSTART system with
ElastoStart shock-absorbing starter handle,
reducing the effort necessary to start the en-
gine and a fuel primer bulb that quickly
pumps fuel to the carburetor for easy starting
* A high power-to-weight ratio for rugged
performance at 13 pounds

* A solid steel drive shaft increases the
units’ cutting strength

* The ability to be fitted with a variety of
cutting attachments to effectively handle
trimming or brushcutting jobs

Circle 209 on reader service form

Bio-Plex

Planting Granuals
* Bio-stimulant promotes improved
moisture retention in plant tissues

* Soil and root inoculants aid in stress
and moisture management

* Enhances plant root systems” hydra-
tion capacity for up to three years, re-
ducing dehydration symptoms and
watering requirements

* Provides safe and effective nutrient
sources without harmful salt and chlo-
ride components

* Helps transplants establish more ag-
gressively with reduced plant decline
and mortality

* Packaged in four 7-pound plastic
containers per case

Circle 210 on reader service form

Ly
FFC PowerRake

* Equipment quickly and easily pulverizes
soil, removes rock and debris, finishes
grade, spreads fill
or topsoil and
dethatches

* Features a
powerful bi-
directional drum
that works soil
both forward and
backward

¢ Includes long-
lasting carbide
teeth positioned for maximum coverage

* Dual-motor, direct-drive design elimi-
nates the need for chains and sprockets, re-
ducing maintenance requirements

* Product’s heavy-duty frame stands up to
tough conditions

* End plates can be removed for windrowing
Circle 211 on reader service form

SPREADER-MATE™

COMPASS

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

IDEAL FOR...

SYSTEM, INC.
P'W"WSW"W
It's not software...
i’s @ management
system that makes

* Commercial Lawn Care
« Special Applications

* Ornamental Spraying

Up to 30,000 sq. ft. per fill up
Deep cycle gel battery

your hard work
pay off!

Diaphragm pump with pressure rr

regulator and gauge

Totally self-contained, easily
removed and stored

Installs in under a minute

80" quick attach boom with spring

break away

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

* One year warranty

Ir you are a green industry business owner who works hard but feels
like you're not making the money you should be. call COMPASS

Let COMPASS' unique systems guide you to improved net profits and
greater employee satisfaction, while still allowing you and your
employees time to have a life! Email: Info@CompassSystem.com

302 324-1614 » www.CompassSystem.com
COMPASS is endorsed by BRITFP

rS9I0N, SPRAYING
C lark  EQUIPMENT
7594 Selden Road » PO Box 8 » Le Roy, NY 14482

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

USE READER SERVICE #95
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Kenwood ; ing Trip-Edge

* Compact, two-way radio designed for &low Pm \ )
job-site communications needs * Features reinforced cross-bracing

* Palm-sized unit weighs 7 ounces and for a strong blade

has 4-mile range ¢ Plow available with 8- and 9-foot

e Rechargeable batteries provide a 10- blade widths

hour duty cycle ¢ Moldboards built in one continu-

¢ Transmits ultra-high frequency (UHF) ous piece so the blade skin will not

radio signals separate from the ribs over time

¢ Product provides penetrating, reliable * Trip-edge mechanism allows cut-

communication link, even in challenging ting edge to trip when it encounters

RF environments ice or manhole covers, while holding

* Equipped with a built-in VOX capacity the moldboard rigid for pushing

and vibration alert heavy snow

¢ Kenwood ProTalk features voice encryp- * Cast-iron blade shoes are tucked up and under the base angle to prevent wear
tion, channel scanning and backlit LCD and damage while plowing

display with numeric and icon read-outs * One-inch diameter trip-angle pivot pins for base angle and high-strength
indicating programming settings and ra- steel reinforce the pivot points

dio performance Circle 213 on reader service form

Circle 212 on reader service form

A Dream Come True for You!

"
[ eramt one night, over 5 years ago, of a machine that

could end my nightmare of long hours, undependable
employees, nagging customers, and my tired body.
linvented the Ride-On Spreader Sprayer and found
that production was finished weeks early, there was
a smile on the faces of my employees,

and service calls decreased!

Since then almost 2000 other Ride-On owners, from
Alaska to Florida, have virtually eliminated walking,
pulling a hose, and 14 hour days. If you would like
to come in at the end of the day with energy left
to enjoy life, more money in your pocket, and a
smile on YOUR face, then join with the rest of us
dreamers. Life doesn't get any better than this!"

~ Tom Jessen

Perma-Green Supreme President and 27-year
lawn care owner, 20-year sprayer manufacturer,

l ' owner of 3 patents, and fellow dreamer
ACT NOW! DATES ARE FILLING UP FAST! Call for our FREE InfoPak!

Avoid the Spring back log and secure a
premium delivery date with a 800 2 34 6 - 200 1

small down payment! ride-ons preader, com

Call for additional payment options

US Patent .o’i e

USE READER SERVICE #96
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Scag Cougar

Compact
Bagging Mower
* Mower can
bag, mulch
or side dis-
charge with
the same cut-
ting deck

® Quick-
baffles allow
operator to
quickly modify the deck, reacting to
changing weather conditions or new
jobsite challenges

* Scag mower spindle assemblies drive
the cutter blades

* Features large-capacity, 10-bushel hop-
per and up to 8.5-mph transport speeds
Circle 214 on reader service form

Collection CD

* Offers more than 100 professional-qual-
ity turf-related graphics and illustrations
* Allows lawn care company or contractor

to add

graphics
to profes-
sional
material
* Perfect
for news-

7~ Premiyn,

Collec tion

letters,
business
cards,
letter-

heads,
signage, Web sites and more
Circle 215 on reader service form

Buyers
Products Trailer
Toolbox

* Constructed with solid steel front
panel door

* Box features stamped metal to pre-
vent collection of debris and to allow
air circulation

* Door features stainless steel piano
hinge and reinforced backbone

* Door can be secured with an op-
tional padlock

* Designed to be mounted on the
trailer’s front rail

* Universal support legs allow the
box to be mounted to any size utility
trailer with rails

* No welding required

Circle 216 on reader service form

IRRIGATION PRODUCTS

For information: 1-800-322-9146

Objectives:
v Best in class
Innovations:

* New six station
* New rubber keypad button design

v Best in features

500 Series Battery Operated Controllers

v Best in options

* New water budget 10% to 90% in 10% increments
* Independent program for each valve for four and six stations
* Option to operate more than one valve at a time on four and six stations

* Low battery indicator
* Waterproof

1210 Activity Drive * Vista, CA 92038

www.digcorp.com ¢ email: dig@digcorp.com

LAwN & LANDSCAPE
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Twister’s

Swivel Trailers

* Patented swivel design allows the
trailer to pivot so that the landscape
equipment can be driven forward directly
off the trailer without having to back Circle 217 on reader

them up. service form

Snowman 70+SC
CashSaver Pull Plow

* Features a 12-gauge rolled steel moldboard

¢ 7 feet long and 23 feet high

¢ Equipped with a patented spring trip to protect the plow
and vehicle

¢ Pivoted trailers have both front
and rear ramps, making it easy to
load or unload them by driving off
front to back or vice versa, without
uncoupling, in less than a minute.
* Users may choose electric, hy-
draulic or manual controls for
swiveling the trailers.

* Snowman Pull Plow includes exclusive high lift to reach over
snow drifts

* Includes box wings, jack stand and cab controller as standard
with each unit

* Offers same high-level Snowman performance and features as
its counterpart, but with a reduced price tag

¢ Patterned after the Snowman model 70+SC

* Operated with hydraulic down pressure

Circle 218 on reader service form

REEL-MAN

® Makes pipe installation a one-man job.
® Reduces labor cost - increases profit.
e Handles up to 2" poly pipe.

e (ollapses for easy transportation.

e Sets up and collapses in less than a minute.
® MSRP - $399.00 + S&H

218-847-5813 * Dealers Welcome

USE READER SERVICE #100

ALL SEASONS CATCHER LIFT SYSTEMS

* Dump and go in 20 seconds

* Improves worker safety

® Better employee performance

* Higher profits through more accounts serviced daily

* Improved for 2002.
® Lifting the 9.5 box in 12 seconds up and 8 seconds down.
* Over 900 units in the field.

800/786-2301
5100 Valley East Blvd., Arcara, CA

as shown in
wALKER TALK
Vol. 10 & 19
enabling Walker Mower owners
to reach new heights of . . .
Productivity, Profit and Safety

USE READER SERVICE #99
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DoAngolo Brothers
INCORPORATED

TRACTOR & MOWING
EQUIPMENT SALE

Equipment Located in IL, MO, FL & PA
Nationwide Shipping Available

(800) 360-9333

Joe Farkus ¢ jfarkus @dbiservices.com

NEWER TRACTORS - LOW HOURS!
John Deere 5300, 6300L, 6405
New Holland 6640, 7740
Masey Ferguson 281, 283
Kubota 4700

MOWERS
John Deere & Alamo 5' & 6’ Rotary
Alamo Machete 21’ Side Arm
Tiger TRB 50C 21’ Side Arm
Brown TCF-2620, 5600 Folding Deck

ASV’s - LOW HOURS!
HD 4520 Posi-Track Tread
All Surface Vehicles
118 HP Diesel
(2) w/Brown 5600 Hydraulic Rotary Mower

ATV Argo 8 Wheel
Use on Land & Water
Only 125 Hours

Complete Service Records
Multi-Purchase Discounts * Pricing Negotiable
Call for Additional Specifications & Pricing

USE READER SERVICE #98
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Online Sweepstakes.......... www.lawnandlandscape.com ............. 83
Lawn & Landscape
Free Product
Information .......c.ueeemnes www.lawnandlandscape.com ....... 120-121
Lawn Power & Equipment www.brandtekus.com 94,111 70,79
Little Wonder ... www littlewonder.com 92 69
Marcus Drake Consultants 126 93
Marsan Turf ......ccooooevunrrnnnens www.marsanturf.com ............c.... 35,701 23 Wi 56,62,90
Middle Georgia
Freightliner www.middlegafreightliner.com ........... sswsissenmom 47
Oldham Chemical www.oldhamchem.com 115 82

A a
LAU ULC 2
COMPANY NAME WEB ADDRESS PG# RS#
Otterbine Barebo www.otterbine.com 39 57
PBI Gordon ... .. www.weedalert.com 20 45
Peco Power www.lawnvac.com 26 49
Perma-Green Supreme ....... www.ride-onspreader.com 128 9%
Pinehall Brick www.pinehallbrick.com 88 65
PlantFind.com ........cccccuuee www.plantfind.com 109* 101
Porter Ferguson..... . www.lowellcorp.com 19 H
Rawson Manufacturing ..... www.rawsonscreens.com 118 85
RedMax Power
Equipment www.redmax.com 73 60
Riverdale www.riverdalecc.com 7 13
Robin Outdoor
Bquipment c..ceeesssiens. www.robinoutdoorpower.com ............ 108 75
Scotts LawnService .............. WwWW.scottslawnservice.com ... SN 48
Shitdiiive 25 ... www.shindaiwa.com 71 2
Side Hitcher 27 50
Skinner Nurseries ............... www.skinnernurseries.com 116* 84
Sprayer Parts Depot ............ www.sprayerpartsdepot.com ............. 22T 46
Sweepster ... ... WWw.sweepster.com 28 52
Syngenta www.syngentaprofessionalproducts.com ... 91 .......c.ccccuue 30
Textron Golf, Turf &
Specialty Products ........... www.textronturf.com 97 33
Toro Landscape
Contractor Equipment ... www.toro.com 2 10
1100 SHaDIS oo it www.treestapleinc.com 102 73
Tree Tech
Microinjection ................. www.tree-tech.com 28 51
Tuflex Manufacturing ......... www.tuflexmfg.com 72 59
United Horticultural
SUPPIY + shi el smssoismimsio www.uhsonline.com 29 18
Valent .. ... www.valent.com 13 14
Walker ..... ... www.walkermowers.com 9% 72
Weed Man ... ... www.weedman.com 111 78
Wells Cargo www.wellscargo.com 94 71
Wellmark International 5 12
Xtreme Engineering 130 100
Yazo Kees sl www.yazookees.com 105* 38
Wilkins, a division of
Zurn Industries ............... www.zurn.com/wilkins 104 74
SKID STEERS & LOADERS SUPPLEMENT
www.asvi.com S13 158
www.bobcat.com S5 156
Caterpillar www.cat.com S17 160
Danuser ... ...www.danuser.com S14 169
. www.ffcattachments.com S11 168
www.finncorp.com S24 163
... Wwww.glenmac.com S7 167
Hydroseed Innovations ..... www.tr3rake.com S6 166
John Deere Construction .... www.deere.com S15 159
... www.kascomfg.com 516 171
www.kubota.com $23 162
Lawn & Landscape
Free Product
Information ........cccuvvviene www.lawnandlandscape.com ................

McCullough Innovations ... www.mcculloughcoverup.com 173
Mustang www.mustangmfg.com 161
Polaris ..... ... www.polarisindustries.com ............ 157
Power House Equipment ... www.powerhouseequipment.com 170
Ramrod www.ramrodequip.com 172
RotaDairon .............. ... www.mge.dairon.com 164
Toro Sitework Systems ....... www.toro.com 155
APl D 5o www.tripled-enterprises.com ............... 165

*Denotes regional advertising. This listing is provided as a courtesy to Lawn & Landscape
advertisers.
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All classified advertising is $1 per word. For box
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 ) YR ). mhk[]k' [Hlllin'_' oreens are (h\' h‘ el ';‘l‘tv\\iilﬂ
accompanied by check or money order covering full e : g ; ? S ]
payment. Submitads to; Liwn & Landscape, 4012 Bridge ' & seament of lhk \:H Bl”]u[] avear ':U“, Indl]\[]'\

Ave,, Cleveland OH 44113, Fax: 216/961-0364 A
Reasons to call us;

Q . ' * Huge Profit (l’.ﬂh‘f -
~ sattoes FREF VIDEQ

vehi‘le Graphics in 24 Hours

ULl 4 ol
cSI.OR

Carry NO Inventory

Excellent Add-On Service

* Residential & Commercial
* Utilize Existing Equipment
Buy Manufacturer Direct

Muny Extras

800-334-9003
www.allprogreens.com

What impression
would you like to give,
4 million times
this year?

a 1557 2o Steet CONKLIN PRODUCT BUSINESS OPPORTUNITY
- - Graphics.co .
i OPPORTUNITY!
a.s Use/market new technology liquid slow-
Business OppOrtumities ... mio ot o BUSINESSES
drift control, seed treatments, etc. FOR SALE BY OWNERS
SELLING YOUR BUSINESS BUY DIRECT FROM MANUFACTURER .
FREE NO BROKER Free Catalog: 800/832-9635 To BUY qr Sell All Types of Businesses
APPRAISAL FEES Fax: 320/238-2390 Prices $100,000 and Up
s | Busi c AR Email: kmfranke@hutchtel.net
essiona vsiness Lonsv n
pre FRANCHISE OPPORTUNITY Frooman. & Assodiates

3\g\ssines_, c Serving customers for 23 yrs

) - Mow-N-Go® 205/541-1900

& I] D 1-800-798-5189; Fax: 704-547-0849

£ ) st Email: freeman@freeman-assoc.com
Merger & Acquisition Specialists www.freeman-assoc.com

Professional Business Consultants can obtain
purchase offers from qualified buyers without

disclosing their identities. Consultants’ fees
are paid by the buyer. BUSINESS OPPORTUNITY

CALL: m
7087446715 = | MR —

s‘ue\\o‘,

FAX: 630/910-8100

BUSINESS OPPORTUNITY

Attention: Lawn & Landscape Professionals
Two established product lines now available
with exclusive territories, Offer FREEDOM
FENCE™ & DRIVEWAY ALERT™ to all your
customers and watch your bottom line soar!!
Call us today at 800/ 828-9089. Made in the USA.

) PHYSICIAN

R
AUTOMATED ICING SYSTEMS LAWNDOCTOR.COM Wﬂ BOCTO
1iAMHention!!! - mmendom M mnual
Irrigation Contractors = Proven support sy Btem
Expand your business with Automated Anti- - Affordable Opmmty
Icing Systems for residential & commercial _ Sp end ti me outd

applications such as: sidewalks, driveways,

parking lots, etc. For more information call - No exmence necessary

{subsidiary of Water Works, Inc.)
Phone: 815/385-5599 » Fax: 815/385-5699 VSBEHAEE | S5 08

The cure for
the common job.

KEEPING LAWNS

HEALTHY FOR LIFE.
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BIDDING FOR PROFIT
PROFITS UNLIMITED

Seminars & Consulting
“Your Key to Success”

BIDDING & CONTRACTS ($47.95)
CONTRACTS & GOALS ($39.95)
MARKETING & SALES ($39.95)
LETTERS FOR SUCCESS ($29.95)
DE-ICING & SNOW REMOVAL ($39.95)
ESTIMATING GUIDE ($34.95)
SELLING & REFERRALS ($44.95)
TELEPHONE TECHNIQUES ($24.95)
This is not a telemarketing manual
Buy four or more and SAVE!!!

You can see a full explanation of these
manuals on our web site, or give us a call on
our toll free number. The techniques shared in
these manuals are being used by hundreds of
your peers throughout the United States and
Canada. They have taken our lawn service
from nine to over 700 accounts.

Profits Unlimited
800,/845-0499

www.profitsareus.com
Visa, MasterCard,
Discover, American Express

BUSINESS OPPORTUNITY

TURBO TECHNOLOGIES INC

TURBO TURF

HYDRO SEEDING SYSTEMS

.

IFOR FREE "” A ‘G‘u
TURBO TECHNOLOGIES, INC

1500 First Ave.,

Beaver Falls, PA 15010

1-800-822-3437
WWW.TURBOTURF.COM

The Swedish

Solution!

NATURAL PRODUCT

NOW MADE IN THE USA

DEER ¢« RABBITS ¢« ELK

Take their word for it...

We've tried everything from deer damage hunting
permits to FIVE other types of spray deterrents
and nothing works as well as Plantskydd.
—Skip Kuchenbuch, Farm Manager
Willow Spring Tree Farm, Radford, VA

We've been using Plantskydd for almost two years
now with 95% efficacy. We've even started to replant

species we had given up on.

For testimonials, field trial results,
FAQ's and location of the dealer
nearest you, visit our website:
www.treeworld.com or
www.plantskydd.com

CALL TOLL FREE
1-800-252-6051

Email: info@treeworld.com

—Steve Sandeen, Head Gardener
College of the Redwoods, Eureka, CA

Primary Agent

SUBSCRIBE TO
OUR FREE
NEWSLETTER

BUSINESS OPPORTUNITY

for a job?
Great, We'll start
you at CEQ.

Tired of struggling in the
landscape industry? We'll give
you a promotion. Call us
today and learn how to start

your very own franchise.

TﬁeU\S Lawns franchise
* G| 1-800-US-LAWNB G-
ViSitwww islawnsico ’

Businesses for Sale

MAINTENANCE
Commercial landscape maintenance business
includes tree trimming and installation. Orange
County, California. Established 20 years, $5.5

million annual sales, $2.7 million or equity part-
ner. Great opportunity for out-of-state company

to expand into Southern California.

714 /401-9128.

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:
jschwiering@norrisandcompany.net

BUSINESS FOR SALE

Landscaping Supplies & Contract Landscaping Busi-
ness For Sale - Midwest based in strong demographic
market. Full service landscape contracting - retaining
and boulder walls, irrigation systems, ponds & streams,
paved walks, etc. Customer base includes
homeowners, commercial and custom homebuilders.
Also sells retail and wholesale landscape supplies.
Management in place with 35-40 employees. Stong
sales and earnings. Call Jim, agent, 800/431-6675.
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BUSINESS FOR SAL

Commercial lawn maintenance company serving
LasVegas, Nevada for over 15 years, Grosses over
$750,000.00 & year. All trucks, equipment, & tools
included. All commercial accounts started business
over seas! Priced for quick sale. Turnkey ready to
take over today. Call George at 702-364-2530.

LANDSCAPE CONSTRUCTION
COMPANY

Well Established 20-year Landscape Company
Boston, Massachusetts Area.
Annual volume $3.1 million PLUS!
Company breakdown:

. 70% Construction
. 20% Maintenance
. 10% Snow Operations

Well managed and organized operation with a meticu-
lous fleet. Will sell with or without the real estate,
which has all the necessary provisions for repairs and
parking.
The 2002 backlog to date is over $2 Million!
Contact Winokur Associated
Mr. Robert R. Meara 1-508-747-3004 ext 228

BUSINESS FOR SALE

Landscape Company, lower Hudson Valley, N.Y.,
22 years — 4 trucks with plows, backhoe and 20-foot
enclosed trailer. Too much lawn equipment to list.
Year-round commercial accounts. Grosses $200,000.
Must sell, relocating. Contact 845/477-7342 between
6and 9 p.m

For Sale

NDSCAPE DESIGN KIT 3
48 rubber stamp symbols of trees,

.l‘lliu o o
NN (oo 5 s

LN 7 L] shrubs, plants 8 more. 1/8° scale.
% "W:‘ \l¥  Stamp sizes from 1/4" to 1 34"
LS 89 + $6.50 3/h. VISA, MasterCard, &

4 , O's next .Choekdtll'y:
5 "!P‘_“:"" pment 3 weeks. CA add 7.75%tax.
W B =18 AMERICAN STAMP CO.
N BROCHURE 12290 Rising Rd. LL22, Wilton, CA 95693
h;— Loca 9166877102 TOLL FREE 877-687-7102

HYDROMULCHERS
Usedhydromulchers.com

CYBERSPRINKLER

CYBERSPRINKLER
Sprinkler Parts On Line For
The Professional Contractor
HUNTER-RAINBIRD
&

All Related Components
Best On-Line Pricing
SAME DAY UPS
Visit Us Online At
www.cybersprinkler.com

GPS VEHICLE TRACKING

No Monthly Fees
Call 800/779-1905
www.mobiletimeclock.com

CONTAIN-O-SHELL

* S.S. doors * Poly shell
® 270/70 gal. tank *35 bag storage
Electric pumps with electric hose reel. Includes
hose and deep root equipment. Turn-key, just
slide onto 8’ pick-up and go. $2950.00
Phone 717-860-7777 ask for Mark.

HYDROSEEDING
EQUIPMENT/SUPPLIES

—mrt [ f e C = H=N=-O =« =-OQ -G ~I1-E~S

* EC3000 Tackifier *
* Hydro Seeders »

* Straw Blowers x X
New & Used Equipment!!!

3380 Ree. 21 W, Unit JA, Branchburg, Nj 08874
800-245-05519908-707-08009 Fax: $08-707-1445

www.ErosionControlTech.com

HYDROSEEDING/

HYDROMULCHING EQUIPMENT
AND SUPPLIES

Hypro Seeping HELPER

Slicky Sticky.com
800/527-2304

Measure area quickly and accurately. Stop guess-
ing square footage! Just wheel the DG-1 around
any perimeter and instantly know the area inside.
www.measurearea.com 760/ 743-2006

HYDRO-MULCHING
MACHINERY

TurfMaker®

Sod-Quality Results

A High-Performance Real
Hydromulching Machine

« four minute loading
* instant mixing

¢ thick mulch

* long hoses

* no clogs

‘s

TurfMaker Corp.
www. turfmaker.com

INFORMATION FOR SALE

LAWN & LANDSCAPE BUSINESS
TEMPLATES
Direct Mail Letter Templates & Proposal Tem-
plate. Never seen before Marketing Systems also
offered.

Easy to use, proven to be effective for all types

and sizes of companies, simple to order and

VERY INEXPENSIVE. Immediate Delivery

Offered.

Accept Credit Cards, Checks & Money Orders.
Call Us Today!

Ask for Sean at (412) 734-4528 or order
on-line at www.lawncaresuccess.com.

CATCHER LIFT
SYSTEMS

& shown
WALKER

W 1019
enabling Walker Mauver

; wwnen o soach
Sy B

EQUIPMENT FOR SALE
Wt PINCHERS
i { * lood and Unload

* Fastest 2” and up

Tree Planter Ever!

SKI LANDSCAPE
EQUIPMENT

!
OO0

TRUCKS FOR SALE

Trucks for sale: Lawn application, tree spray, and
tree surgery trucks set up to go to work. 1986-
2001 models, 9000-26000 GVWR. JC EHRLICH
has left the lawn and tree care business and is lig-
uidating their “green industry” fleet. Contact
Laurette at Laurette.Gordon@jcehrlich.com or
610-372-9750 ext 225.

2 - new beghts of
Productivity. Profit, and Safery.

* Lift, dump and go in 20 seconds

* Improves worker safery

* Better employee performance.

* Higher profits through more accounts serviced.
* Improved for 2002

* Lifting the 9.5 Box. 12 seconds up 8 down

800/786-2301
5100 Valley East Blvd., Arcata, CA

Turfco Pro-26 Core Aerator
Honda engine
One year old - used only three times
Asking $1,950
732/817-9400
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Help Wanted

Florapersonnel, Inc. in our second decade of
performing confidential key employee searches
for the landscape industry and allied trades
worldwide. Retained basis only. Candidate con-
tact welcome, confidential and always free.
Florapersonnel Inc., 1740 Lake Markham Road,
Sanford, Fla. 32771. Phone 407/320-8177, Fax
407/320-8083. Email: Hortsearch@aol.com
Website: http:/ / www.florapersonnel.com

PUBLIC RELATIONS ACCOUNT

EXECUTIVE
Trone Public Relations, the agency of record for
Syngenta Professional Products, has an opening
for an account executive on our staff.
Requirements: The successful candidate will have
2-4 years' of public relations experience in either
agency, corporate or association work within the
turf and ornamental industries. The person must
be an exceptional writer, organizer and have the
ability to manage multiple projects simultaneously.
This is a terrific opportunity to work with one of
the top companies in the industry. Relocation to
Greensboro, North Carolina is required.
To Apply: To submit your name, please fax your
resume and salary requirements to
(336) 886-1655, attention Steve Eury.

GREENSEARCH

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

HORTICULTURALJOBS.COM

Search Jobs - Post Resumes

www.horticulturaljobs.com

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

HELP WANTED

We're looking for the right person to help our
company continue its growth. We're a small
business that functions like a large operation,
and we're based in the booming Chicago mar-
ket, We're offering great working conditions,
$7.25 t0 $7.50 an hour with a negotiable increase
for a driver’s license and English speaking. [If
you're familiar with all areas of landscaping,
then you're the person we're looking for. If
you're interested, call 708 /447-7393 or fax your
resume to 708/ 749-0060.

ACRES GROUP
The BEST place for the BEST
people to Work!

Acres Group, one of northern Illinois’ largest in-
dependent landscaping contractors growing at
more than 17 percent, seeks additional Mainte-
nance Managers & Project Managers to continue
our growth. Opportunities available in 3 of our 5
facilities - Wauconda, Roselleand Naperville. Main-
tenance managers supervise and train multiple
crews. Project Managers will bid, sell and service
new commercial construction projects. Superior
compensation and benefit opportunities. Contact
Maureen forimmediate confidential consideration:
PO Box 448, Wauconda, 111, 60084.
Phone: 847 /526-4554; Fax: 847/ 526-4841
Email: greatjobsare@acresgroup.com
Surpass your own personal expectations in a
fantastic team environment.
Visit our Web site www.acresgroup.com for
more career opportunities!

LEADERSHIP AND

OWNERSHIP OPPORTUNITY

James Martin Associates, Inc., serving
Chicagoland's northern suburbs, seeks experi-
enced Landscape Mgmt. Professional to general
manage Maintenance & Snow Division AND to
join Senior Mgmt Group. Help LEAD our fu-
ture growth and EARN company ownership,
Requires 10 years industry experience; business
& computer literacy; strong communications
skills. Outstanding compensation package
based on qualifications; benefits include ESOP.

For Confidential Consideration Contact:
James P Martin, CLP, ASLA
James Martin Associates, Inc.

59 East U.S. Highway 45
Vernon Hills, IL 60061
Phone: 847-634-1660
Fax: 847-634-8298
E-mail: Martinassoc@att.net

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:
Division Managers
Branch Managers
We have immediate openings in:
MO, GA, IL, FL

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/ AAF, M-F.

PARKS OPERATIONS MANAGER

$33,738-537,111 starting salary. Bachelors in hor-
ticulture or related field; two years supervisory
experience. Pesticide spray license and CDL
Class “A” required within six months. Super-
vise technical staff. Extensive knowledge of cur-
rent practices in horticulture, arboriculture and
irrigation, agronomy, pesticide chemicals. De-
sign landscape projects, and apply for state land-
scaping grants. Send resume for J-31 to: City of
Largo, Human Resources, P.O. Box 296, Largo,
Fla. 33779-0296; Internet (Plain text only):
resume@largo.com; Fax: 727/587-6782. CLOS-
ING DATE: Open until filled-EOE/M/F/D/V-
VP-Smoke Free/Drug Free Workplace.

R/

3
L

¥~ VALLEY CREST

Work With The Industry Leader!!!

You probably know who we are - maybe you have seen our bright red
trucks, our passionate employees who are among the most tenured in the
business, or a number of our Award Winning projects. We are Valley
Crest, a national landscape company and we work on projects of
significance, We hire the best and brightest in the industry, pride
ourselves on a job done right the first time, and if you want to join a
winning team, we want to talk to you, We are always looking for
qualified individuals to work in the fields of:

>

Contact us at
lL‘\'.‘lUl(ll\g-‘ CIWXI\(LCUIH
De

oppor vV Dass yol

For more information A supemsion x Purchw"g
- Sales - Management
- Project Management

Do you want to work with the Industry Leader on some of the
finest projects in town (perhaps even in your hometown)?
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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

GLENDALE SUPPLY CO.

An outstanding opportunity exists at our Mil-
waukee Branch office for a sales oriented in-
dividual to assist with contractor orders,
walk-in customers and telephone orders.
Three to five years. Irrigation experience is
required. The successful candidate will have
strong customer service background and a
working knowledge of sprinkler’s and related
water systems. Individual will be familiar
with “RainBird, Hunter, Irritrol” and other
product lines. Distribution background in-
cluding inventory management, counter sales
and computers is a plus. Our company offers
outstanding wages and benefits along with a
401k plan. This position is available immedi-
ately. If interested please fax 630/629-8406.

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

Can’t find the job
you’re looking for?

The best place to find the

best careers in Agriculture and
Natural Sciences is at
www.jobhog.net. Check it out today.

job};gg.net

7"

ST. LOUIS BRANCH MANAGER

Immediate opening at our St. Louis location.
Work for an established 35-year-old company
that is employee oriented & rapidly growing!
Successful experience in managing 10-20 people
required.
We offer:

* Salary pkg $50-70,000

* Health insurance

* New company vehicle

* Three weeks vacation

* Flexible personal time off

¢ Office & outdoor work

* Great bonus package!
All inquiries are kept strictly confidential. Sub-
mit your resume to:

Michael Markovich, Gen. Mgr.

Kapp’s Lawn Specialists
1440 Ashby Rd
St. Louis, MO 63132
Or apply in person

BRANCH MANAGER (3) |
Immediate! Rapidly expanding vegetation man-

agement company entering it’s 12" year, seek-
ing 3 managers for Long Island, Westchester and
Rockland counties. Must be sales, estimating,
customer service, operations oriented. Account-
able for profit/loss. Able to work for periods at
a time unsupervised,self starter. Excellent com-
munications skills, computer skills, organized,
neat, responsible, articulate energetic, able to
wear many hats. College degree plus 3 years
experience, OR 7 years prior work related expe-
rience within green industry or other service
type business a must. DEC (cat 3A) pesticide ap-
plicator license required or be readily able to
pass written exam shortly after hire. Plant iden-
tification knowledge a plus, as is desire to suc-
ceed. Excellent salary, uniforms, profit sharing.
FIELD TECHNICIANS (3)
Full time field applicator position. Requires
category (DEC 3A) pesticide applicator license
or technician and clean drivers license. Three
years prior chemical lawn care, tree spray or
landscape service experience necessary. Plant
identification skills. RESUMES: Specify job
applying for.

Fax 631/421-3008,
E-mail: PIRELEIF88@aol.com

Chicago & Suburbs, NW Indiana, SE Wisconsin

Regional, growth oriented Service Company seeks
individuals with strong interpersonal and cus-
tomer service skills. The position requires experi-
ence in management of supervisors, field person-
nel and office staff. A college degree is preferred.

We offer an excellent incentive and benefit pack-
age including: Matching 401(k), health, life, den-
tal, visions, company vehicle and paid vacations.

For immediate consideration, fax or Email
resume, salary history and cover letter to:

Human Resources
Email: hr@anderpest.com
Fax: (630)834-9298
EOE-Drug Free

NDSCAPE MANAGEMENT
THE BRICKMAN GROUP, LTD.

Careers in landscape management available in:
California, Colorado, Connecticut, Delaware,
Florida, Georgia, lllinois, Indiana, Maryland,

Massachusetts, Minnesota, Missouri, New
Jersey, New York, North Carolina, Ohio,
Pennsylvania, South Carolina, Tennessee,

Texas, Virginia, Wisconsin. Fax: 301/987-1565,
Email: jobs@brickmangroup.com
Web site: www.brickmangroup.com

Industry Web sites

LawnCareSuccess.com
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.

EVERYTHINGGREEN.COM
EverythingGreen.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.

CAREER OPPORTUNITIES

following areas:

email to hr@americanlandscape.com.

AMERICAN LANDSCAPE COMPANIES - EOE

- -

CAREER OPPORTUNITIES with 28 year-old award winning

company with offices in California and Urah are available in the

* Landscape and Nursery Sales (CA two locations)
» Estimating/Purchasing (CA two locations)

* Golf Course Construction (CA)

* Site Development (CA)

* Project Superintendent (CA & Utah)

* Nursery Production (CA)

* Landscape Maintenance (CA)

* Equipment Operators (CA & Utah)

* General Superintendent (CA & Urah)

Experience in commercial, public works and production housing preferred. Salary
commensurate with experience. Benefits, Send resume to HR fax 818-999-2056 or
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Insurance
COMMERCIAL INSURANCE

Start-Ups and Franchises are our Specialty!
Competitive rates, comprehensive coverage
and payment plans designed for your

Lighting

\[‘(‘('ifi\ business needs

If you provide any of the following services
we can design a program for your company
Installation
Renovation
Fertilization

Snow Removal
Right of Way
Holiday Lighting
Herb./Pest. App Irrig. Install. /Serv.
Tree & Shrub Serve Mowing & Maint
Spill Clean Up

Holiday Lighting

Keep ['IH/F/I/) ees Year Round

5 )

Contact one of our Green Industry
Specialists for a quote at

800/886-2398 or by fax at .', w m

614/221-2203
M.F.P. INSURANCE AGENCY, INC.

Landscape Equipment
| TREE STAKES |

Doweled Lodgepole Pine
CCA Pressure Treated
2" Diameter, Various Lengths
Economical, Strong and Attractive
Phone: 800/238-6540
Fax: 509/238-4695
JASPER ENTERPRISES, INC.
We ship nationwide
Web site: www.jasper-inc.com

Leasing/Financing

POWERHOUSE CAPITAL
Equipment Lease Specialists
800-476-9673
Advantages of Leasing:

$ Flexible Terms & Payment

$ 100% Financing

$ Potential Tax Benefits

$ Preserves Credit Line & Capital
Programs Available:

Terms: 12-60 months
Nationwide Coverage
Transaction Size: 5K-250K
Credit Application Only to 50K
Purchase Options: $1.00, 10%, FMV
DEALERS WELCOME
Fax: 503-548-5363 or
Email: gseidner@powerhouseequipment.com

Software

Landscape Lighting
Offer High Margin Services

Training » Marketing « Supplies
Over 350 Locations in 47 States & Canada

800-687-9551

www.ChristmasDecor.net

Parts & Supplies

MOWER REPLACEMENT PARTS FOR LESS
Mower Blades * Air & Oil Filters
Irimmer Line ¢ Belts ¢ Tires
Online Ordering

www.mowtownusa.com

Green The all-in-one
gditio” software 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, Matenal, 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!

Only $799 complete.
Includes Free Support!

For a FREE demo, call 24 hours

1-800-724-7899 ext.2

www.wintac.net

Xt (sl

MOWER REPLACEMENT PARTS

Services
[SERVICES |

WHAT DO YOUR CALLERS HEAR WHEN
PLACED ON-HOLD?
Promote your services and enhance your image
with a customized “on-hold” recording by
WatSounds 800/250-8233.

Supplies

Promotional yet economical
800/328-4009 » www.rndsigns.com

DOOR HANGER BAGS

Four stock sizes. 800/ 328-4009
www.rndsigns.com

Top Soil Shredders

TOPSOIL PROCESSING EQUIPMENT

TIGER SCREEN™

A screening plant for skid steer loaders.

800-837-3344

Training
[TRAINING |

Inter-active software empowers your

employees with knowledge.
800/328-4009  www.rndsigns.com

Turf Equipment

www.rittenhouseonline.com

Used Equipment

SPRAYERS
Skid mounted 300-gallon
Tuflex fiberglass tank
* Split tank 200/100
e Hypro D30 diaphragm pump
* Hannay hose reel
* Hose with lawn hand gun
» Kohler engine with electric start
* §3,250
AERATOR
Ryan LA 28 Aerator
* B&S 7.5 H.P.
* Vanguard engine
* Used only 1 season
* $3,100
MAGIC LAWN, INC.
Norton, Ohio
330/571-3571

LawnN & LANDSCAPE www.lawnandlandscape.com
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When 1 decided to go into the landscape design/build
business in 1979, I was virtually unknown, so my first
challenge was to find customers.

I designed a flier and enlisted the help of my teenage
children to deliver it door to door in neighborhoods that
looked prosperous enough to afford my services. I got all
the projects I could handle in my first season from that
simple flier. It created the impetus for the multi-million-
dollar business Wallace Landscape Associates has become,

When I look through my scrapbook of early advertise-
ments, | shake my head at the lack of sophistication they
demonstrate. But those early attempts still brought in
calls from prospective customers.

From the very beginning, I have allocated 2 percent
of our sales revenue to marketing. During economic
downturns, I increase it to 3 percent or more. In the past,
I advertised in local magazines, symphony and play-
house programs, Yellow Pages, charity event brochures -
anywhere prospective clients (high-end professionals
who spent their free time at the symphony, etc.) would
see ads. Leads came in. We got so many calls our design-
ers were overworked trying to respond to them.

We carefully tracked the source and outcome of each
lead by filling out a questionnaire with every call and
making sure the client answered the ‘How did you hear
about us?’ question. Then, each designer would compile
their leads and report their findings to the company. Our
lead analysis showed us that few of those calls actually
resulted in sales. [ had to do some soul searching and decide
whether this was an investment in ego development or
business growth. Business growth got my vote, so |
started studying marketing in a serious way.

I decided I needed a more focused approach to market-
ing. | asked each of our designers for a list of their “A”
clients. Then | interviewed the designers for the specific
characteristics of those people. I created a profile of the

Creating a Marketing Plan at
Wallace Landscape Associates

type of people we want to reach with our advertising,
which was more specific than my original interpretation
of our typical clients. For instance, 1 pinpointed neigh-
borhoods where the “A” types were concentrated, their
typical ages, which is between 45 and 60, and their
average home values. Then, I studied the demographics
of our three main market areas.

In interviewing the designers, [ learned that our best
clients were active on charity boards and involved in
fund raising for these organizations. I also learned that
tennis, golf and horseback riding were favored activi-
ties. I sent out a survey to both clients and non-clients in
our target market.

From the survey I learned that even our best clients
had trouble remembering the name of our company so
I changed it from Landscape Services to Wallace Land-
scape Associates. | commissioned a graphic designer to
develop a strong, easily recognizable logo. The next step
was to clearly communicate throughout our organiza-
tion who and where our best clients were and what their
values are. We already had clean trucks; neat, uniformed
technicians; a courteous person answering the phone; a
streamlined, timesaving process - all of which, the sur-
vey indicated, were important to our target market.

| also studied customer retention and referral strate-
gies. More than 80 percent of our work comes from
repeat business or customer referrals. Our attractive site
signs and truck signs contribute another 10 percent.

We still advertise. We sponsor our local public radio
station and our ads appear in regional issues of Architec-
tural Digest and Town & Country magazines because our
clients read these publications. We also send narrowly
targeted, seasonal mailings of postcards showing our
work to prospective clients that fit our client profile. We
receive far fewer leads today, but a high percentage of
them result in profitable sales.

We realize that everything we do is marketing. It's
not only the bold logo on our clean, white trucks. It's the
courtesy with which our foremen drive, it's the way we
honor our guarantee, and it is our support of charitable

. o -
Have designers keep a list of “A"” clients and track

4 gr LSt and community activities, Our advertising program is
their specific characteristics.

an important part of our marketing plan, but there is
Pinpoint the neighborhoods where “A” clients live. more to it. [ have learned that a well-designed and

executed marketing program is essential for growth in

Survey clients and non-clients in the target market.

p this business. — Terry Wallace LL
Use survey responses to develop a plan aimed at R S S

clients’ needs. 3
The author is owner of Wallace Landscape Associates, Kennett

Study customer retention and referral stxategies. Square, Pa., and can be reached at 610/444-6161
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The World's Fastest Lawn Mower

Get The

Jump

On Your
Competition

m\.

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

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!

niwvir n”_nnnrn
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LIiATE GITUT | kil
The Worlds Fastest Lawn Mower

® awasaki

USE READER SERVICE #41

www.dixiechopper.com
165-CHOPPER


http://www.dixiechopper.com

Controllers
for Contractors

Who Want Advanced
Features and
Faster Set Ups

Intuitive Dial Programming

Plug-in Module Expandability

indoor / Outdoor Models BEARD
3 to 48 Stations ' COLILTTN

USE READER SERVICE #42

By the time most contractors are
ready to program the controller,
the truck is loaded and the crew has
moved on to another site. That's wt
Hunter offers a new way to make
irrigation programming routine and
easy. Our expanded line of control-
lers not only look alike, they install
and program alike too. For large
sites, the modular ICC has sophisti-
cated water management tools and
snap-in modules, ready to expand
from 8 to 48 zones. For res/com job:
the modular Pro-C is the ideal
solution with 3 to 12 station
expandability, plus a removable fac:
plate for “walk around” program-
ming. The compact SRC is your bes
bet for standard residential sites an«
features 6 or 9 stations, plus odd/
even watering and more.

Controller Comparison Kit
See how Hunter controllers can
make you and the crew more
productive. Call today for your
free copy of the Comparison Kit!

Hunfer

The Irrigation Innovators
800-733-2823 « www.Hunterlndustries.com




