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The industry’s fastest <
Mid-Mount ZRT collection system.

The Toro® Mid-Mount ZRT with DFS 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 rmRO. Count on it.

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

a whole new level. To learn more, call 1-800-803-8676 or visit toro.com.

Visit us at GIE | Xpo, Booth #131
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GREAT NEW BENEFITS. NICE, NEAT LITTLE PACKAGE.
JUST WHAT YOU'VE BEEN ASKING FOR.
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INTRODUCING NEW

? PEND) 07

AquaCap™

®

Pendulum preemergent herbicide has always patented by BASFE The result is a nice, neat little
offered you unbeatable weed control and unmatched package of new benefits, including:
value. But in response to customer demand, we've
made it even better. BASF Professional Turf is proud to
infroduce new Pendulum’ AquaCap.

Pendulum AquaCap encapsulates a new water-

* Water-based formulation
* Virtually no odor
* Reduced staining potential

: : ; * Increased ease and flexibility of
based formulation of the industry’s leading handling, mixing and cleanup

preemergent active ingredient using a process * Improved storage stability

To learn more about how you can unwrap the potential of new Pendulum AquaCap, visit www.turffacts.com.
Pendulum AquaCap is currently labeled for commercial lawncare and golf course use.

”‘ WE DON’T MAKE THE TURF. WE MAKE IT BETTER.

Visit us at GIE Expo. Booth #2919 BASF
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Every day is different. Every job has its
challenges. But no matter what the day might
bring...you can count on The Cat Rental Store

to have what you need to meet those challenges.

You'll find a broad range of rental machines, plus
Cat® Work Tools and other equipment to help you
tackle your toughest work every day. Best of
all, it's all in one place...The Cat Rental Store.

4 Radial Litt Modets
Skid Steer Loaders
Operating Capacity:
1,400 - 2,000 Ib
30+ Work Tool Types®

4 High Lift Models
Skid Steer Loaders
Operating Capacity.

1,750 - 2,500 b
30+ Work Tool Types®

2 High Flow Models
Skid Steer Loaders
Operating Capacity.
1,500 - 2,000 Ib
35+ Work Tool Types*

You can find more information on Cat Products and Services at www.catproductinfo.com.

To locate The Cat Rental Store nearest
you, call 1-800-RENTCAT. Or visit us at
www.TheCatRentalStore.com.

4 Models 8 Models 3 Models
Multi Terrain Loaders Mini Hydraulic Excavators Compact Wheel Loaders
Operating Capacity: 174-42hp 48-86hp

1,933 - 2,950 b 7+ Work Tool Types® 11+ Work Tool Types”

7 30+ Work Tool Types®

* Cat Work Tools also fit on other-make machines.

© 2002 Caterpillar

Visit us at GIE Expo, Booth #1831
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CONTEINTS

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

Home ]
Magazine i SPECILAL
Reader Service | Features:
Subscribe ] Lawn & Landscape
Contact Us 1 Business Card Directory
COMMUNITY Want to keep in touch with your fellow landscape
Message Board ‘ contractors or lawn care
Business Cards operators to share business
RESOURCES tips or make plans to tour
Headline News J each other’s facilities? You're
r—— ] in luck — Lawn & Landscape
Online offers a Business
Fraduce ] Card Directory under its
Research ] Community section where
MSDS/Labels 4 contractors can search for
Business Tools i business cards by keyword
Events/Calendar ] or location or browse business cards by categories,

Caties Contes including Interior Landscape, Exterior Full-Service,

Training Exterior Design/Build, Exterior Maintenance or Irrigation.
Landscape contractors are listed along with their

ASSocuions company name, address, phone number, fax number and

industry News ] e-mail address. Check out this section and let the

RESOURCES networking begin!

Online Store 1

Classifieds

e Extra! DON'T
sl Fsztwra!  VIISS

i Visit Lawn & Landscape Don'’t miss original
Online for more info
on this issue's articles:

* A Business Owner's Changing Role

features, like our
industry news and

new products

* Irrigation Training e-newsletters, found
* Mower Clippings only on Lawn &
* Perimeter Pest Control Landscape Online!

6  NOVEMBER 2002 www.lawnandlandscape.com LAwN & LANDSCAPE


http://www.lawnandlandscape.com

EDITORIAL
BOB WEST F ditor Pm lishe

mail: b W)

NI(OI.! WISNIEWSKI

ma sNIeWSKI@ e

KRISTEN HMPSIIIRE

ENLOE vivusou' R
LAUREN smns )

mail

ll.l CYIIII.SI(I

) 1ICYOL

GRAPHICS/PRODUCTION
CHARLOTTE TURCOTTE, At Director
HELEN DUERR, Froduction Mana

CHRISTIE SKRUCK, Advertising Pr

ADVERTISING/MARKETING
x:vm GII.BRIDE Nat os!Kis

cmnv CODE
DAVID BLASKO

email: dblasko@low
RUNGSH‘EE PHOUDA

».\t(Al'.‘

uv: szv
x:vm vms g ‘
mumn mmz on

AMY PEPP!RS
JENNIFER llll.AS

ANITA TUCKER \/ioroner. Technical Resou
MEGAN ERICKSON Coordinaior, Technica
MARIA MILLER, Conlerence Manage

WEB/INTERNET
ALl ANDERSON_ Assistant Edir

nail; canderson@iawnanalands

CORPORATE STAFF

RICHARD J. W. FOS'I'ER tand CEO

DAN MORELAND Cene
.IAMI Cllll.DS Director

JEFF fﬂ"‘!l Director, Conterences & Seminars

JENNIFER RENNIE Ciculo
KELLY ANTAL, Accounting Coordinator

EDITORIAL & SALES OFFICES

2 Bridae Avenuve Cleveland Ohic 44

16/961-4130, Fax: 21

WY YV oL -
ubscrintions & lassitieds: 216/961-4130

}

L&L IS A MEMBER OF:

LawN & LANDSCAPE

BPA

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 |/2-yard bucket
that is already attached
* Move the plant from the truck to the planting site with the boom-
like design and chain attachment with greater ease

Almost no maintenance - Replace digging teeth and go!

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

For more information or to order call

TRIPLE D ENTERPRISES 1-800-478-7077

Or contact us at WWW.TRIPLED-ENTERPRISES.COM
USE READER SERVICE #56
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‘ eoq constant flow valve

by GATE LLC
Providing Accurate Spray Applications for:

¢ Agriculture

* Pest Control
* Landscape

* Golf Courses
* Turf

* Ornamental Precise Spray at Target Label Rates

o Nurseries Maintain pre-set constant pressure
and consistent flow to the nozzle,
* Greenhouses even with variations of input

« \ector Control pressure caused by manual or

mechanical pumping

e Forestry

* R-0-W
Automatic shut-off means no waste
* D-0-T or drip from nozzle

No waste - safe and economical

_ Ideal for backpacks, comp. sprayers,
Contact. boom sprayers and for 12 volt

GATE LLC s/stems using on-demand pumps

1-800-303-2099 Pat. Pend. 1S09002 certified

USE READER SERVICE #55
NOVEMBER 2002
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F-SERIES SUPER DUTY
Up to 21,500 Ibs. of towing power (F-350 — F-550)
Available Power Stroke® V8 turbocharged diesel
Highest available torque in its closs’
Available in Regular Cab, SuperCab or Crew Cab

E-SERIES

E-Series is the full size van sales leader 23 years running
Only full-range van to offer diesel power

Widest range of bodystyles and GYWRs up to 19,000 Ibs.
Wheelbases up to 233.5"

*0n 7.3t Pawer Stroke™ diesel engines with cutomatic fronsmission www,(ommlruck,ford_(om
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“Furious activity is no
substitute for understanding.”

—H.H. Williams

A L.esson
from the Best

I spent the better half of a week in October with a
dozen of the best landscape contractors in the coun-
try. Their names aren’t important here, but I assure
you they represent some of the brightest minds and

the most successful businesses anywhere.

As I've said before, interacting with successful
business leaders is one of my favorite parts of this
job. Business is exciting, but it's also incredibly
challenging, and | relish the opportunity to learn
from those who are proven successes. Knowledge is
power, right? Well, that means the more I can learn
the more I can grow, so meetings like these are times
for me to sit back, listen and ask questions.

What struck me about this
gathering, however, was the
humility and desire for con-
tinued education displayed
by the group. Again, these
people could convincingly
claim to have the answers.
They have all built successful
companies, and almost any-
one in this industry would
gladly trade their own com-
pany for one of these firms.
But this group isn't satisfied
and they aren’t arrogant.
They know that their past suc-
cesses stand as nothing more
than testimony to the fact that
they have solved some parts
of the business puzzle. They
remain much more focused on identifying the re-
maining pieces, which they’ll tell you are still nu-
merous.

Throughout our four days of discussions, I was
continually impressed by each contractor’s interest
in learning from one another. That thirst for knowl-

edge originates with one key belief - continued
success requires ongoing improvement. And where
does improvement come from? That’s easy - you
keep learning.

Complacency must be an easy and enticing trap
for accomplished people to fall into. After all, if
you've already built a business that provides a
lifestyle beyond what you ever expected and has
earned the respect of your employees and peers,
what else is there? Obviously, there’s a great deal
more, although what continues driving entrepre-
neurs varies by the individual.

Still, I come back to the idea that regardless of
what drives you or the goal you pursue, knowledge
is the key. How much do you know? What ideas do
you have?

In reality, not enough people in this industry (or
most others, for that matter) acknowledge the value
of information or new ideas and dedicate the neces-
sary time to learning. Ask yourself, when was the
last time you or your management team actively
sought out new ideas to put to work in your busi-
ness? When was the last time you visited another
landscape company to learn how it runs? How often
do you read business books and spend time discuss-
ing the author’s key points and how they relate to
your work?

These are all different educational opportunities
that require minimal effort and offer tremendous
potential. The key is whether or not you put forth the
effort. If you do, your business will undoubtedly
benefit. If you don’t, then you should also ask your-
self how you're going to continue surviving in this
increasingly difficult business climate without get-
ting better.

10
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POWER = BOOST

A 2-STROKE
OF GENIUS.

Engine technology that increases power and fuel efficiency
while reducing emissions. Now that’s smart.

With Power Boost Tornado™ Technology, our 2-stroke engine 1.Q. is off the charts. Besides giving you more
power throughout the R.P.M. range, Power Boost Tornado™ Engines burn fuel more efficiently — keeping
emissions well below all EPA and California requirements. That makes them an intelligent choice for
landscaping professionals. And the superior crankcase design delivers better lubrication for longer engine

life! To harness the Tornado and enhance your bottom line, visit your Echo /77 #
dealer or call 1-800-432-ECHO (3246). On the Web, www.echo-usa.com. : ;

Visit us at GIE Expo, Booth #1522 2002 Echo, Inc

USE READER SERVICE #14
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Iwould like to do something to change the culture in my

organization. Where do I start?

First and foremost, strategically as a leader you need to
focus on creating and cultivating a desirable culture in
your company - a majority of your time should be
spent with this as your main focus. Instead of putting
out fires and doing everything yourself, try to foster an
environment where others would want to deal with
those issues. Any company that wants to go to the next
level has to do this. Let’s talk about why this is so
crucial to a company’s success.

First, take a look at what your associates really want
out of a job. The days of just wanting a fat paycheck are
gone. In fact, research shows that 75 percent of all
employees are happy with their compensation. The
same research suggests that compensation is third or
fourth on the job satisfaction list. What associates really
want are recognition and appreciation for a job well

done. They also want the ability to take initiative. They
want job security and they want to be part of a great
organization. By that I mean a leader in their industry,
a leader in their community and a company with a
great team that has high vales and standards. They
want to work for leaders who motivate, inspire and
energize them and care about their well-being, who are
sensitive to their needs and who maintain open lines of
communications. They want to work in environments
that are fun, yet challenging. Simply said, they want to
work for a company that has a desirable culture.

Companies that create a desirable culture benefit in
many ways. They are going to attract and retain the best
talent and their associates will stay longer which will
result in higher productivity, more loyal employees,
improved morale in the ranks, and a more team-ori-
ented atmosphere.

The benefits of creating a desirable culture are pretty
convincing. The question, then, becomes, 'How doIdo
it?” In the most simplistic terms, I think you create an
organization that’s obsessed with putting your em-

The lawn care service business has never
been so efficient.... or looked so good!

Compact Design « Operator Friendly
The Clean Look

Proven as the ultimate “Profit Maker” system...
A perfect blend of function and image

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

auxiliary tank behind ® Mechanical or pressure agitation
* Diaphragm pump e Gas engine powers agitator & pump
© Mechanicals mounted on auxiliary tank to save space

Fiberglass side boxes

W provide dry storage for
20+ fertilizer bags, and
a hose reel.

Chassis Built with
SmartFrame
Technology™
including Tubular
Steel Main Rails

34" Radius Steel
MarineTech™ PTP Corner Posts
Ramp Deck (Front & Rear)
& Interior Floor

(20 year warranty) LE D /,

St il/T
E::::s |ol:m We build complete systems,
@ Improved Safety R @ 0N your truck or ours.
(800) 348-7553 www.wellscargo.com Or, we can supply the components
R . and you can build your own.

Lehman Mfg. Company, Inc.
800.348.5196
www.llc-equipment.com

Visit us at GIE Expo, Booth #1336

USE READER SERVICE #57 USE READER SERVICE #58
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ployees first, serving their needs, and creat-
ing an environment where people want to
work and want to produce. I could go into
great detail regarding the specifics of how

have handsome profits but don’t have great
cultures. What I can suggest is that your
organization can succeed financially and
grow significantly while you and your

say you want to be this way and then just
go away and hope it happens.

Evaluate your current situation through
surveys, focus groups and ad hoc interviews

staff have a culture that exhibits great
care for your people. At the end of the
day I think you will be more satisfied

. and then train your managers and supervi-
Instead of putting out

sors regarding what it takes to have a great
culture. This starts as a commitment and

fires and doing everything

as well. You've got to convince your- then becomes a total cultural change. Once
self this is a long-term approach to

doing business and not just a tempo-

you get everyone on the same page, it be-

yourself, iry to foster an

comes fun and, most of all, it becomes re-
rary band-aid solution for a labor warding because

environment where ofhers problem. Commitment is the key - having a positive
culture is the right

thing to do. m

2 not just from you but also from your
would want to deal with

managers. You have to geteverybody
involved and assess the or-

those issves.

ganization and then de-

s In addition to serving the industry as a con
velop an action plan.
sultant and speaker, David Minor is the

you want to get there but rather than do that, Frankly, a change in your William M. Dickey Entrepreneur in Rest

ledderghip style may be in or- dence and director of the James A. Ryffel
der. It starts at the top and then

filters its way down into the or-

let’s talk about process.
- 3 . . . Center for Entrepreneurial Studies at Texas
The first step is convincing yourself z :

7 Christian University in Fort Worth, Texas.

that having this type of culture is right Prior to joining TCU, David was the presi

thing to do. I would be naive to suggest ganization. Understand that dent of Minor's Landscape Services, a 300
b 6 : ° . employee, former INC. 500 award-winning company he founded in 1978 and sold to
that this is the only way to be successful change like this doesn’tjust hap-
? e y ‘ \ tc bt s s J 4 }' TruGreen-ChemLawn in 1998. Readers with questions for Minor can fax them to Lawn &
from a financial PL‘FSPCC“\'C in business. pen. You and your PCOP]L‘ don’t Landscape at 216/961-0364 or e-mail them to bwest@lawnandlandscape.com

In fact, there are many businesses that change over night. You can’tjust

Your Irees Deserve

Without
o the Best of Care!
advertising, A e

a terrible thing
happens...

All -has'esﬁof Tr Cae:
Residential and Commercial

NOTHING. EXTMI

To advertise in
Lawn & Landscape
call 1-800-456-0707

1290 E. Main St.
Stamford, CT 06902

877-BARTLETT
877-227-8538

fasreny BARTLETT
i/ TREE EXPERTS

www.bartlett.com

USE READER SERVICE #100
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Human Resources
for the ‘New War’

Only a short time ago, human resources professionals and
business owners were fighting the talent war, desperate for
quality workers or, in some cases, any workers. Last summer,
turnover slowed as we watched blue-collar workers join the

ranks of unemployed M.B.A.-graduate, dot-com workers.

And then, out of nowhere, came Sept. 11. Enter confu-
sion, fear and economic uncertainty. Welcome to the “New
War” in the workplace. Almost overnight, the focus of
CEOs, business owners and management changed. Depend-
ing on where your business is located, you may have dealt
with in-house post-trauma counseling, ethnic or religious
harassment, or, perhaps the most difficult - employees who
tragically lost their lives. All of this, combined with declin-
ing revenues and anxious customers, resulted in business
challenges few could have anticipated or prepared for.

So, where are we today and what does the future of
business look like? Ask any economist or labor expert and
you'll get a different answer. Why? Because our present
circumstances don’t fit current business models and, what's
more, there aren’t any historical patterns or perspectives to
draw from. We are in the midst of a true paradigm shift in
business and, this time, we’re on our own.

It has been said that the best defense is a good offense, If
thisis true, perhaps the most prudent advice is to continually
focus on and manage what we do know and understand,
while capitalizing on our strengths. Remember, you're not
alone. Over the past year, many companies have had to
rethink policies, procedures, people, strategies and revenue
projections. If you are facing these same chal-
lenging business realities and you're wonder-
ing how to respond, consider the following:
Reality: Anxious customers
Response: Don't reinvent yourself or your busi-
ness. This is nota time to risk confusing consum-
ers. Proceed with caution on any price increases.
Reality: Revenue slowdown
Response: Get creative to get more business in.
Roll up your sleeves and dig in a little harder.
Preserve cash. Don’t overstock supplies. Cut

Jean Seawright Is president of Seawright & Assoclates
Inc, an H.R. management consulting firm located in

Winter Park, Fla She can be rsached via e-mall at

Iptleggi®@seawright.com or at 407/645-2433.

expenses and fat. Stay focused and positive. If you've worked
hard to brand your business as “An Employer of Choice,” it is
important to maintain your reputation in the labor market.
Consider alternatives to layoffs such as reduced workweeks,
required vacations, additional time off without pay or sus-
pended/revised benefits, bonuses or pay.
Reality: Rising unemployment
Response: Be more selective in your hiring. Hire only produc-
tive employees who believe in your mission, philosophy and
values. Enhance your hiring process to better screen poten-
tial employees.
Reality: Concern about hiring only authorized workers
Response: Revisit your INS 1-9 forms and procedures. The
federal Immigration and Control Act requires that all new
hires complete an I-9 form and submit valid documents that
establish their identity and work eligibility. Do not hire
anyone with suspicious documents. Review [-9 forms for
current employees.
Reality: Employees called up for military duty
Response: Make certain that your Military Service Leave
policy is current. Grant leave to service members, reservists
and National Guard members and be prepared to reinstate
employees if they return within five years. Offer COBRA.
Reality: Potential harassment, discrimination or violence
based on national origin or religion
Response: Redistribute up-to-date policies stating the
company’s commitment to a workplace free of violence,
illegal discrimination and harassment. Retrain managers to
recognize and prevent bias, and investigate violation allega-
tions. Allow employees to express patriotism, but ensure
they do not offend others with racial epithets or name calling.
Reality: Plans for an IPO, merger, acquisition or joint venture
Response: Proceed with caution. Consider structuring deals
in cash rather than volatile stock.
Reality: Employees rethinking their priorities
Response: Help employees feel that belonging to the company
means something. Managed properly, this shift can foster
teamwork and loyalty. Employees may be less willing to
devote long hours to the workplace. Offer family recogni-
tion and consider telecommuting or more personal time off.
Reality: Changes to employment regulations, benefits and
tax laws
Response: Employers should expect to see a number of
changes on the horizon related to taxes, health and welfare
insurance, investment programs, unemployment benefits
and other regulations. Stay in touch with your advisor,
consultant or professional to keep you abreast of changes.
Yes, most of us are back to business by now. But we are
far from back to normal. I recall that as we approached the
new millennium, | advocated that leaders were going to
need the very best in terms of wisdom, good judgment,
creativity and guts. Little did I know .. . today, it seems, we
could all use a double dose of each.

NOVEMBER 2002
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IN ' YOUR TURF
Fall Armyworm Alert

This year has been a big year for fall army-

worms, according to Rick Brandenburg, turf
entomologist, North Carolina State Univer-
sity, Raleigh, N.C. These pestsarestill show-
ing up in golf courses, home lawns, sod
farms, newly laid sod and almost all other

forms of green turf.

“They got into turf early, they
came in record numbers and they
have decided to stay well past their
welcome,” he said. “A lot of turfgrass
isstill suffering from fallarmyworms
and there is no reason to believe this
is going to change until we have a
hard frost.”

Summer droughts only added to
the problem because armyworms
were forced to feed on lush turfgrass
since much of the other vegetation
was dry. “This made the fall armyworm
numbers seem even higher in turfgrass
since they congregated in such areas,”
Brandenburg said.

In some instances where recent rains
have given the turfgrass a flush of new
growth, the damage is temporarily
masked, Brandenburg pointed out. “Thave
seen all sizes of fall armyworms, butmany
this year are medium to large in size and
can cause immediate damage,” he ex-
plained. “Fall armyworms often lay their

(continued on page 16)

Summer droughts increased the fall

armyworm population this year. Photo:

Destructive Turf Insects

LawN & LANDSCAPE

A Web site can attract new clients and
retain current ones, unless it's not
user-friendly. Since the average
person’s attention span while surfing
the Web is less than 30 seconds, ac-
cording to the Indiana Department of
EducationinIndianapolis, thismeans
asite hasto capture interestinarather
short amount of time.

To aid landscape contractors in
building Web traffic, the department

in a menu format, leading visitors to available resources. Always leave

room for additional “hot” buttons.

4. Plan your navigational tools — Every page should have a link to either the main menu
or homepage, guiding users around easily.

5. Create an aesthetically appealing Web page — Although content is more important than a
“glitzy" page layout, visual presence plays an important role. Make sure you have some
graphics, various background colors and font sizes and colors as well as photos.

6. Establish credibility —Include the author’s name, contact information, name of hosting
siteand dates of when the page was last updated. Update your page often - whether daily,
weekly or monthly - to encourage users to return.

IN THE NEWS

suggests these six basic steps to creating a captivating Web site:

1. Gather information — Create a bookmark of your favorite Web
pages for inspiration and make a list of resource sites you'd like to
incorporate into your page.

2. Determine the intended audience - This affects site design and
content. For instance, current clients will seek information like addi-
tional services and invoice information, while potential clients will
look for basic company facts.

3. Create a storyboard — Write concepts on different pieces of paper,
cut them out and, then, arrange them until you have a storyboard
structure you like. Remember, the top structure of the site should be

Does Your Company Have its Own Web Site?

% OF
RESPONSE
Yes, and it brings
us business 34%
Yes, but I question the value 20%
No, but we'll have
one within a year 25%
No, and I don’t expect
we'll have one 21%

CONTRACTORS

Source: Lawn & Landscape Onlone

Consumer Sentiment Sinks

NEW YORK - A waning job market and unpredictable stock market dented
consumer sentiment for the fifth straight month in October, raising concerns
that a consumer-driven recovery could soon bein jeopardy, Reuters reported.

The University of Michigan's preliminary October consumer sentiment
index fell sharply to a reading of 80.4 from 86.1, market sources said. That
was far below analysts’ forecasts for a reading of 85.7.

The drop was led by a steep fall in the expectations index, which
measures attitudes about the 12 months ahead, to 72.4 from 79.9. The current
conditions index, which links to spending, fell to 92.9 from 95.8.

Additionally, Americans continue to give the U.S. economy low ratings

in recent Gallup surveys. A majority thinks the Unites States is still in a recession
and nearly six out of 10 said that the economy is getting worse, not better.

So far, consumer spending, which drives about two-thirds of the U.S. economy,
has remained robust, in part from the lowest interest rates and mortgage rates in
more than a generation. But an earlier report that said retail sales fell 1.2 percent
provided evidence of an already slowing pace.

www.lawnandlandscape.com
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Calendar

(continued from page 15)
eggs on shrubs, fence posts, signs and other
objects and movement and / or damage often
begins at the edge of the turfgrass.”

Lawn care operators should inspect cli-

TO ENSURE

that your

ents’ turf closely this fall, Brandenburg ad-
vised, adding that treatment late in the day

is most effective. “I encourage everyone meeting date

putting down new sod to keep a close eye on

is published,

it over the next month and be ready to treat

on a moment’s notice,” he said. “A light send an an-

irrigation prior to treatment may help, but nouncement at

don’t expect 90-percent control, especially if
the worms were allowed to feed on growth S S

in advance to

Lawn & Land-

for a week or so before treatment. The key to
finishing out this year with some success is

to stay on top of the problem.”
’ scape Calendar,

WEATHER WATCH 4012 Bridge Ave.,

El Nino May Bring
Drought Relief

BOULDER, Colo. - New federal research
suggests the worst of the drought may be

Cleveland,
Ohio 44113.

over for Colorado and the Southwest, with

” - o)
CLIGS.
NOV. 13-14 Midwest Regional T

Ornamental Seminar, West Lafayette, Ind

"urf Foundation: 2002 Turf &
Contact: 765/494-8039
NOV. 13 Associated Landscape Contractors of America Training
Challenge, Nashville, Tenn. Contact: 800/395-2522
NOV. 14-17 Green Industry Expo, Nashville, Tenn
888/303-3685

NOV. 15-16 Interior & Exterior CLP and CLT Interior Exam, Nashville,
Tenn. Contact: 800/395-2522

NOV. 19-22 CLIP Users Conference
Md. Contact: 80(
NOV. 20-23 California Landscape Contractors Association Annual
Convention, Honolulu, Hawaii. Contact: 916/830-2780

NOV. 26 Pesticide Applicators Recertification Conference, Cleveland
Ohio. Contact: 614/292-4070

DEC. 4-6 Rocky Mountain Regional Turfgrass Conference & Trade
Show, Denver, Colo. Contact: 303/770-2220

DEC. 5-6 Trce Chemistry & Biology
800/841-2498

Contact

Ready, Aim, Fire! Baltimore

QAQF

0/635-8485

Portsmouth, N.H. Contact

16

ARE YOUR READY TO

GROW YOUR BUSINESS?

Join forces with the best known name in lawn care.
Francmse Territories Now Available!

| Strong brand awareness
with Scotts products

¢ Effective sales/marketing
programs

® Complete training and support

= £ * Exclusive territories

For a FREE Opportumty Kit call...
1-800-264-8973

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

Dig a 7' tree or shrub ‘w
in less than 2 minutes |

Save thousands in
labor and equipment

Save money, time and
increase productivity

For more information
and a free video

800 - 439 - 6834

BRISCO

251 Buckeye Cove
Swannanoa, N.C. 28778

Visit us at GIE Expo, Booth #751
USE READER SERVICE #60
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B lawnandlandscape.com/events

800/500-7282

DEC. 17 Pesticide Applicators Recertification Conference, Dayton, Ohio. Contact:

-
r

DEC. 6-7 Plant Biology Workshop 2002, Frogmore, S.C. Contact: 888/290-2640
DEC. 9-12 2002 Ohio Turfgrass Foundation Show, Columbus, Ohio. Contact: 740/452-4541
DEC. 10-12 New Jersey Turfgrass Expo 2002, Atlantic City, N.J. Contact: 732/932-9400
DEC. 10-13 Georgia Turfgrass Conference & Show, Duluth, Ga. Contact: 800/687-6949
DEC. 11 Turfgrass & Landscape Institute & Trade Show, Buena Park, Calif. Contract

El Nino potentially bringing more snow this
winter, according to the Associated Press.
But scientists with the National Oceanic
and Atmospheric Administration (NOAA)
cautioned that recovery from one of the most
severe droughts on record will take a while.

Scientists also are unsure of the long-
term impact of rising ocean temperatures
that may have worsened the drought stretch-

ing from the United States to central Asia this
year. They said the higher temperatures may
be linked to higher volumes of carbon diox-

614/292-4070 ideand other man-made, heat-trapping gases
JAN. 5-7 Western 2003 Convention & Trade Show, Kansas City, Mo. Contact: associated with global warming.
816/233-1481 “This has certainly been a huge drought

JAN. 6 Comell Turfgrass Management Short Course, Ithaca, N.Y. Contact: 607/255-1792
JAN. 7-9 Eastern Pennsylvania Turf Conference & Trade Show, King of Prussia, Pa.

Contact: 610/967-4643

JAN. 8-10 Mid-Atlantic Nursery Trade Show, Baltimore, Md. Contact: 800/431-0066
JAN. 8-10 Montana Nursery & Landscape Association Annual Trade Show & Meeting,

B

JAN. 10-11 Associated Landscape Contractors of America Masters in Management for
the Landscape Industry, Atlanta, Ga. Contact: 800/395-2522

I

illings, Mont. Contact: 888/220-1569

for the western United States, with substan-
tial implications across the board,” said

Randall Dole, director of the Climate Diag-

nostics Center

at the NOAA lab.

The drought is severe to extreme in 80
percent of the West, the worst since the Dust

Bowl of the mid-1930s, Dole said. Nearly 50

percent of the country is in a drought.

Relief could be on the way, particularly

(continued on page 20)

CAN YOU TRIPLE YOUR
TREE INSTALLATIONS
PER DAY???

Our Customers Do!!

- “Arborguys are all we use.”
Florida

- “3 to 1 Over Wire & Stakes”
Colorado

' ARBORGUY™SUPPLY |

|___LANDSCAPE SOLUTIONS |

www.arborguy.com

1-866-ARBORS-1

(866-272-6771)

TIME & LABOR ARE MONEY.
OUR TREE ANCHOR KITS WORK
FASTER, LOOK BETTER AND HELP YOU
MAKE MORE $$$. PERIOD.

Try us out with a FREE sample.
Seeing is Believing.

Arborguy Pro 40 Profiled. For up
to 4” Caliper Trees. Typical
install time: 5-10 minutes per
tree. Larger kits available.

Check out Arborguy

f our n the web!

www.arborguy.com

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

Real maneu

Turn left

CLASSEN

MANUFACTURING, INC.

Aerators * Sod Cutters * Power Rakes * Seeders

1401 Logan Street Norfolk, NE 68701
Phone: (402) 371-2294
Toll Free: 1-888-252-7710 Fax: (402) 371-3602

or right

AERATE
non-stop . . .

All without

raising the
tines out of
the ground!

VErg &
# L]

*P[IOM 31 Y3 J0J AN

www.classen-mfg.com

USE READER SERVICE #63
LAawN & LANDSCAPE

Visit us at GIE Expo, Booth #2903
USE READER SERVICE #62
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(contmued from page 17

for the Southwest, including New Mexico
and Arizona, because of the return of El
Nino, said meteorologist Klaus Wolter. The
Northwest, including Montana, historically
is “a bit on the dry side” during El Ninos.
The weather phenomenon, which started

in April, is a warming of the large area of water

e GE Work-Out
wind and weather patterns passing over the
area and can have impacts worldwide

The last El Nino occurred in 1997-98.
Wolter said he believes this one will be of
moderate strength and, based on records
dating to the 1950s, should bring more mois-
ture this year to the Front Range, southern
and northwestern Colorado.

The north-central mountains could get
significant moisture in November, but less
in the spring.

Woltersaid, though, just one good winter
won’t be enough to end the drought. “It took

ame up v

us three years to get into this situation,” he

said. “It's not going to go away in one year.”

22)

(continued on page

in the tropical Pacific. The change influences by Liave Ulnch, oteve Kerr ar
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that makes $40,000 a year

1 $2.000 worth

scape busi

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

« Interchange Water Tanks,
Hydro Seeders, Flatbeds,
Salt Spreaders, Mulch Bodies,
Small Tree Spades.....More!

L%BYAEFH444 14S
280 West 3rd Street
Garmer, lowa 50438
(800) 321-3741
www.hooklift.com
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OLDHAM

CHEMICALS COMPANY, INC.
OVER 30 YEARS OF RELIABILITY

200 GALLON LAWN RIG

* 200 GALLON OLDHAM TANK WITH BAFFLE

* HYPRO D30 TWIN DIAPHRAGM PUMP.

* 5.5 HP HONDA ENGINE.

* HANNAY ELECTRIC REEL WITH 300' 1/2" HOSE.

INSECTICIDES « FUNGICIDES » HERBICIDES
SAFETY EQUIPMENT « SPRAY RIGS AND ACCESSORIES

1-800 888-5502

PO BOX 18358
3701 NEW GETWELL ROAD
MEMPHIS, TN 38118

USE READER SERVICE #65
LAWN & LANDSCAPI
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S BROADLEAF HERBICIDE FOR TURF

THE FASTEST WEED CONTROL—EVER

New SpeedeZone contains
carfentrazone, the newest chemistry
available to the turf market for
broadleaf weed control.

This unique new active ingredient
will give you awesome results in
your weed control program.

In university tests and field
trials SpeedeZone has
consistently shown fast
control of tough weeds

like clover, plantain,
ground ivy and
spurge.

Don’t wait 30
days or more
for clover
control. Get

your weed

control program on
track with SpeedeZone

Broadleaf Herbicide.

G PbLI /cordon

p / j_/ LY G f n ¢ Visible results in just 24 hours
An Employee-Owned Company

u_fmmf FOR TURF

# The most effective and fast-acting
cool weather product ever

1-800-821-7925
pbigordon.com
# Clover control in as little as
From the makers of one week

’q” %»Auaﬂﬂrbc;‘ CHILOREN ) 7:' : | TR'MEC' Herbicide
I [ - # Rain fast in 3 hours

USE READER SERVICE #83

Visit us at GIE Expo, Booth #517

Always read and follow label directions. SpeedeZone is a trademark of PBI/Gordon. ©2001 PBI/Gordon Corporation



With the season ending in most parts of
the country, now is the time to Jeave your
clients with a good impression of you and
your services, Maintenance contractors will
goon ask clients to renew for 2003, and
those of you completing installations want
referrals and possible maintenance contracts
for 2003 as well So, get out and inspect as
SOIOR'S many projects as possible now
NOTE: Every During your visits, develop a
month, punch list for the crews to ad-

industry dress on their next stop. Also,
consultant take time to say "Hello” to cli-
e ts and ask if there is any-

— ents and ask if there is any

offers thing else you can do for them
suggestions Also, relay the message to
on key your employees that you want

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

to confirm your quality work
with clients before winter. Let
them know you will be out
there in the next two to three
weeks looking at their work
Additionally, how do the
equipment and vehicles look? How about
the employees? Remind them to look
professional and neat

Many clients don't realize that this is
a perfect time of year to finish certain
projects on their sites. You must deliver
these proposals into the clients’ hands
quickly. Once the holiday season begins,
getting their attention will be difficult.
Set an expectation as to the number of
proposals you expect to submit

You should also consider your holiday
schedule. What will happen the day after
Thanksgiving? What are you doing be-
tween Christmas and New Years? Get the
schedule into the employees’ hands as far
in advance as possible to avoid confusion.

Also, make sure to publish the winter
vacation schedule. This will help you
configure your crews and schedule work

Lastly, you should have all of your
snow removal contracts out. Call clients
who have not responded. Meet with your
key people and review your snow te-
moval policies and procedures, Provide
written information to all employees who
will participate

The author is industry consultant, Mattingly
Consulting, and can be reached at 770/517-
9476 or www.mattinglyconsulting.com

(continued from page 20)

The long-term outlook is complicated by
unprecedented warm temperatures in the
western Pacific and Indian oceans from 1998
through 2002. Meteorologist Marty Hoerling
said the warmer water coupled with unusu-
ally cold water in the eastern hemisphere
affected the jet stream, steering storms north
and away from the Southwest.

BUSINESS BASICS
E-Mail Marketing
Methods

Many people receive atleast one e-mail news-

letter every day. They are sometimes chatty,
sometimes informative, sometimes useless
dispatches originating from customers, com-
petitorsand, often, total strangers. They con-

22 NOVEMBER 2002

There's nothing worse than trying to explain to customers why a splash of
yellow showed up where it didn’t belong. Why not choose our preemergence
herbicide instead? Dimension* specialty herbicide won't stain pedple, pets
or equipment. But it will deliver longdasting prevention ‘of crabgrass,
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Market Trends

tain articles, promotions, ads - and links to

| = To announce a new . )
On E e ) Wabs site, e-mail more articles, promotions and ads.

| )  nwisniewski@lawnandiandscape.com Experience shows that when an e-news-
letter is well-researched, well-written and

ValleyCres www.valleycrest.com SN R R p
Kawasaki - m.km.'.'.“. oadeda wi 'T(h 1, 1IN Ll'l;\ ing l.l‘l ormaton,
Middle Georgia Freightliner www.middlegafreightliner.com people look forward to its arrival. On the
Outdoor Sensations Landscape - www.outdoorsensations.com other hand, when e-newsletters are dull,
Sprayer Parts Depot www.sprayerpartsdepot.com unsolicited and laden with information of
Green View - www.greenview.com

minimal interest, receivers curse the senders

and regret the day e-mail was invented after
promptly deleting these messages.

Landscape contractors who follow
iMakeNews.com's Kathleen Goodwin's rec-
ommended e-newletter tips can gain client
recognition instead of losing their loyalty.

* Shop around. Before settling on the outfit
you will be entrusting with sending your e-
newsletter, do your homework. Some mass
e-mailers help you find subscribers and man-
age your mailing list, while others provide
templates, allowing you to simply plug con-
tent into the blanks. Regardless of which
you choose, the e-mailer should be able to
provide statistics to help you determine how
the newsletter is being received and whether
it's a cost-effective marketing tool.

* No surprises. Content should be timely
and expected to avoid having your message
confused with spam. First, ask customers if
they would like to receive your newsletter,
and, then, provide a link so that signing up
is a matter of a simple click. Include a promi-
nently displayed “opt-out” link.

» Make it worthwhile. Include new prod-
uct information, market data, quick polls,
expert opinions and surveys. Carefully
crafted polls also invite client feedback,
which you can feature in follow-up e-letters.

* Mutual benefit. From the sender’s per-
spective, an effective e-letter provides client
insights and helps shape a target market pro-
file. But don’t use your e-letter as a promotions
tool or repetitive customer-service message.

* To the point. Send out the newsletter at

.; . N . least once per quarter. Ideal frequency is
' : once or twice per month.

* Monitor the reception. An e-marketing firm

should tell you which articles your customers

are reading first, second, last or not at all; how

Poa annua and several broadleaf weeds, including spurge and oxalis. All with much time they're spending and whether they
' 4 : \ Y are forwarding them to others.

an application window so wide, it even

e * Be polite and secure. Look for an e-mar-
offers early postemergent crabgrass control. BDow AgroSciences keting firm thatsends only permission-based,

- - = opt-in e-mails and doesn’t sell your client
NEVER STAINS M ImeHSIon lists to third parties. Also, avoid attachments
4 | nark of Dow AgroStiences LI( § 0.com/ turd

Specialty Herbicide and overdone graphics - keep it simple.

Visitus u*.” Expo. Bootl# 631
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2003 SEASON PREVIEW

New Varieties

Campanula
‘Bellringers’
(below) and
‘Créme de
Cassis’ Ho-
Hlyhock
(right).
Photos: Na-

tional Gar-

den Bureau

There is a seemingly endless stream of new varieties coming
down the pipeline for landscape contractors, and 2003 is no
exception. Here is a sneak preview of varieties that are new for
2003, organized alphabetically, from the National Garden Bu-
reau, Downers Grove, Ill. These introductions are appropriate
for most U.S. Department of Agriculture Zones, though some
zones are specifically recommended for certain varieties.

This is the first article in a two-part series. Look for part
two in the December issue of Lawn & Landscape.

B

Begonia ‘Fortune Orange Shades.” This variety provides a range of
color from deep red-orange to a midrange orange variegated
with creamy white. ‘Fortune’s’ unusual color isaccompanied by
a uniform, compact habit and short, durable flower stems.

Calendula 'Daisy Formula Mix." The ‘Daisy” series represents
dwarf, well-branched and durable calendulas. Single flow-
ers are 1% to 2 inches across.

Campanula "Bellringers.” Large, pendulous flowers are an eye-
catching maroon with spotted interiors in a mix from white to
purple-red. Flowering from early summer through autumn,
this hardy perennial tolerates partial shade to full sun and is
appropriate for USDA Zones 5 to 9.
Canna ‘Tropical Yellow." This dwarf
canna grows up to 30 inches, is natu-
rally branching and available in red,
rose, salmon and yellow.

D

Datura ‘Angels Trumpet.” The citrus fra-
grance of the 6-inch-long, white, trum-
pet-shaped flowers makes this a must
for contractors seeking something new.
Delphinium ‘Butterfly Mix." The ‘Butterfly’
series is a long-flowering strain for beds
and containers. With a neat, compact
habit, it grows to 16 inches and comes in
blue, rose, light blue, white and a mix.
Dichondra ‘Silver Falls.” Loaded with tiny
silver leaves on silver stems, this is an

excellentaccent plant for mixed
containers and baskets, as well
as a ground cover. These heat-
tolerant plants can quickly
grow up to 6 feet.

G

Gazania Tiger Mix." With large,
white blooms striped in sun-bright colors, these compact plants
are drought tolerant, vigorous growers ideal for summer beds,
containers and baskets.

Geranium 'Florever Red." Bred to be pollen-free so they don’t set
seed, these geraniums flower continuously and need little
maintenance. Plants are well-branched with strong stems.
Geranium ‘Speedy Mix." An ivy geranium mixture of pastel
lilac shades, these fast-growing, strongly branching plants
have a spreading habit. ‘Speedy’ is ideal for window boxes
tubs and hanging baskets.

Gerbera ‘Festival Spider Yellow Orange Shades.” These gerberas
are in a bold range of vibrant colors, from deep orange to
bright yellow. The compact habit and unique bloom make
this an outstanding novelty plant

H

Hollyhock ‘Créme de Cassis.” This 5- to 6-foot hollyhock features
2- to 4-inch blooms of deep black currant edged in white in cool
climates or bright berry with a wide white margin in warmer
areas. The plant is appropriate for zones 3 to 9.

1

Iberis ‘Candycane Mix." A new, fast-growing, uniform series of
Candytuft is for large beds and edgings. The series shows even
flowering and is available in lilac, purple, red, rose and white
Impatiens ‘Cancun Mix." This combination of salmon, orange
and red shades makes a hot, eye-catching mix.

Impatiens ‘Dazzler Rose Swirl.” This brilliant bloomer features
a rose, picotee edge around a light pink center and is suited
for borders, beds and containers. Compact and uniform, the
plant has bright, 1%-inch flowers from spring until frost.
Isotoma “Blue Star.” An abundance of star-like flowers cover the
neat, cushion-shaped plants. Flowering from spring to late
autumn, this is a tough ornamental for bedding and patio.

M

Mimulus ‘Magic White Blotch." Known for its compact habit and
early flowers, ‘Magic White Blotch” hasabundant2-inch blooms.
Mimulus “Twinkle Mix.” This mix has masses of brightly colored
flowers on compact, 10-inch plants. It is suitable for use in beds,
tubs, baskets and window boxes. — Ali Cybulski

The author is Contributing Editor of Lawn & Landscape maga
zine and can be reached at acybulski@lawnandlandscape.com.
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Unleash"Pr.oductiuitg

Extra large 10 bushel (93 gallon) hopper -
cut more grass before emptying

2-year mower & 3-year cutter deck
& spindle warranty

Bag, mulch and side discharge
with the same cutter deck

Proven Scag spindles
drive the cutter blades -
no expensive gearboxes

Unleash productivity with the versatile Scag Cougar! Bag, mulch and side discharge...all with
the same cutter deck. Save time, money and trailer space by having one deck that does it all. The
extra large hopper and 7.5 gallons of fuel capacity keep you in the field cutting grass. Even curb

climbing is no problem with the extra large drive wheels. And we stand behind the Cougar with a
2-year mower warranty and a 3-year cutter deck and spindle warranty.
Talk to your Scag dealer today about special financing options.

Visit www.scag.com for more information on the Cougar and to find the Scag dealer nearest you.
USE READER SERVICE #16

SCAG Power Equipment All Rights Reserved. A Division of Metalcraft of Mayville, Inc. 1000 Metalcraft Drive P.O.Box 152 Mayville, W1 53050
Visit us at GIE Expo, Booth #1131
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TREES & WATER LOSS

protecting trees and shrubs against a range of
environmental ills when used correctly. Photo:

Lawn Doctor

Anti-desiccants can be invaluable products for

Trees require a minimum amount of water to help maintain
plant foliage health and vigor. Although trees absorb water,
approximately 99 percent of it is lost through leaves. Exces-
sive water loss can cause shock, leaf browning, stress, wilt
and possible plant failure. Severity of water loss depends on
many factors, including location and growing conditions,
timing of weather extremes and plant variety or species.

Anti-desiccants, also called anti-transpirants, can be used
to prevent the loss of plant water in trees.

To help understand the value of anti-desiccants, here are
definitions of some of the terms associated with their use:

* Desiccation — Water loss or dehydration

* Transpiration — Evaporation of water from the plant,
mainly through the stomates in the leaves, to the atmosphere

* Stomates — Tiny pores located mainly on the underside
of the leaves. Gasses and water vapor enter and exit through
these pores.

UNDERSTANDING ANTI-DESICCANTS. Mostanti-des-
iccants are not harmful to desirable plants. An anti-desiccant
can be a wax, plastic or resin. The most widely used anti-
desiccants are pine resin-based, including polyethylenes
and polyterpenes. These products are mixed at various rates
with water, forming an
emulsion. Once mixed, the
solution is sprayed on the
target plant material using
adequate volume to wet the
leaves, needles and stems,
top and underside, to the
point of runoff. This water
evaporates, leaving a flex-
ible “coating.” The coat can
last as long as two months
during the summer and as
long as four months during
the winter.

When using anti-desic-
cants, take caution to only
spray target plants and not
windows, vehicles, decks
etc. If these areasare treated,
be sure to rinse them imme-
diately, using a mild deter-
gent, if necessary.

The Anti-desiccant Advantage

THE WORKS. Anti-desiccants coat the leaves or needles,
slowing water loss through the leaf surface and reducing
the stomata’s opening size. This film does not totally encase
the leaf, as some movement of gasses and water is necessary
for the plant to function properly. Anti-desiccants also do
not interfere with growth or negatively affect respiration or
photosynthesis when used correctly.

Anti-desiccants can be used in a variety of ways, including:

* Transplanting Trees. When transplanting deciduous or
evergreen plants during the season, apply anti-desiccants
to reduce water loss. Because trees are pruned and injured
when they are moved, the amount of root surface capable of
absorbing water from the soil is reduced. Therefore, apply
the anti-desiccant prior to removing the plant.

® Summer Stress. Spray plants during the growing season to
reduce water loss during a drought. Sprays are most effective
when applied prior to drought conditions. Applying anti-
desiccants or any other plant product during times of stress can
produce negative effects, so if your area has a history of
drought, spraying before the heat of the summer could help.

o Winter Protection. Contractors most often use anti-
desiccants as a method of winter protection in locations
where freezing temperatures may notallow the replacement
of water loss in the plant or soil. Evergreens and turf lose
moisture through their leaves during the winter months,
especially when windy conditions prevail and plants are
located in exposed, unprotected areas. Narrow-leafed ever-
greens, such as hemlock, juniper, pine and yews, as well as
broad-leaved evergreens, such asholly, boxwood and rhodo-
dendron, and all types of grass benefit from desiccation.

When the soil is frozen, moisture is not available to the
roots, limiting a plant’s ability to replace lost moisture. The
foliage becomes dry, turns brown and may defoliate. This
effect is referred to as winter burn. Applying an anti-
desiccant coats the leaves and needles, reducing transpira-
tion. Depending on the length of cold weather in your area,
one to two applications may be necessary. And be sure to
apply anti-desiccants prior to freezing temperatures.

* Spreader/Sticker for Pest Control Usage. Anti-desiccants
also can be used as spreader/stickers with pesticides. Be
sure to read label instructions carefully prior to application.

e Aesthetics. Besides benefiting plants by reducing water
loss and enhancing material applications, anti-desiccants
also leave a sheen on treated leaves, ensuring a vital and
healthy looking landscape. - Jerry Schoonmaker

The author is staff horticulturist, The Lawn Doctor, Holmdel, N.]
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Hey, Weeds.

At home or at play...
There’s no place for you to hide.

As a professional turfgrass manager, the more successful weed control
\ options for problem weeds you have the better off you are. Riverdale
: offers two products, Manor™ and Corsair™ that give you excellent
!' ' selective weed control for both warm and cool season turf applications.

m
\ MA'\m Manor

Manor (metsulfuron methyl), a postemergent herbicide, is specifically
\ \ / formulated to be 100 times more active than conventional herbicides
v and offers excellent selective control for a wide variety of grassy and
N // broadleaf weeds, including clover, dollarweed and creeping beggarweed.
- S Manor selectively removes bahiagrass from St. Augustine and Bermuda
grasses. It can be tank mixed with other fungicides and insecticides.
Other herbicides can also be added to broaden your weed control
options. Manor is easy on your turf, causing little or no injury during
the transitional times such as early spring and the late season.
Corsair
Corsair (chlorsulfuron), also a postemergent treatment, offers excellent
control of both grassy and broadleaf weeds, including Virginia buttonweed,
annual ryegrass and smutgrass. It selectively eliminates clump grasses
like tall fescue from desirable turfgrasses.

Corsair's weed control spectrum makes it an excellent tool for winter
weed control problems and during the transitional season times.
Both Manor's and Corsair's fast-acting formulas are root and foliar
. absorbed — resulting in almost immediate plant growth inhibition and
R lverdale death. Both products also have excellent turf tolerance and require
low usage rates — giving you beautiful turf while going easy on
The Formulation Innovators the environment.

(800) 345 3330 At home or at play, Manor’s and Corsair's fast-acting
www.riverdalecc.com formulas take care of weeds fast and efficiently.

Manor and Corsair are trademarks of Riverdale Chemical Company. Always read and follow label directions.
Visit us at GIE Expo, Booth #2403
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Listen Up

Steve Pattie makes it a point to get to know his customers
before a contractis ever signed. The president of The Pattie
Group, Novelty, Ohio, sends his employees to new ac-
counts armed with a three-page questionnaire used as a
framework for building client profiles.

“We take about45 minutes tosit down with a client for the
first time and have a lengthy discussion,” Pattie said. “There
are some thought-provoking questions on there because
there are specific things we’re looking for.”

Those specific details tend to be the cli-

The questionnaire, which The Pattie Group has been
using in some form for about 30 years, clears the air
between the company and its new installation custom-
ers. Some people may think some questions are too
personal or end up rejecting the estimate, but, Pattie
said, the clients can’t say the company wasn't listening.
- Mandy Jenkins

The author is a Contributing Editor to Lawn & Landscape miagazine
and can be reached through mwisnicwski@lawnandlandscape.com.

ents’ interests, expectations and, most im-

portantly, their expected budget. Instead of
simply having the client fill out the question-
naire, he has his employees review every
question to stimulate response. Pattie trains
his employees to listen carefully and pick up

“Pattie Group Inc.

w A LANDSCAPE DEVELOPMENT FIRM
15533 Chillicothe Road, Novely, Ohio 44072 + {840) 336-1288

on what really gets clients fired up.
“They get tested on this,” Pattie explained.
Every questionnaire is peppered with

Name: Mr/ M/ Ms, / Miss

Client Questionnaire

these “hot-button” questions, slipped in Adarees = =
among a detailed property description. The Shsas ks

questions, centered around areas such as ok e — ho I
family information, current landscape ser- MobdeMr( ) MobleMm (__)

vice, plant and garden preferences, installa-
tion priorities and entertainment usage, can

spark heated discussions about what clients Drive
really want from a landscape. g:;m

There's also adequate space to record a

Cable
Sewer
Play set Show North

project’s major details. The first page fea-

tures a grid for the employee to sketch out

details such as existing landscape features,

utility lines, overhangs, shade areas and

grades. Questions about screening, drainage

and desired structures also can influence

key parts of an installation early on.

Although questions about installation pri-

ority and phase budgets are slipped in near the

bottom of the second page, clients are told

the cost of their expectations up front to

prevent misunderstandings, Pattie stressed.

“You're setting yourself up for disaster if

you don’t talk about prices early on, so you
can’t be afraid to bring it up,” Pattie warned.
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First you build the wall.
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since the blocks are solid, 7
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You spend hours, days, sometimes weeks building it. Block by block. Paying close attention to detail. ;

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

5 and colleagues alike. Reassurance that it’s going to last. And an overwhelming sense of pride in 0 ’
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A Decent Proposal

If maintenance is your main course, don’t forget to serve
your clients the all-important appetizer - the proposal. A
preliminary step in the sales procedure, this document
gives clients a taste of your company’s services and
pricing and whets their palates for your scope of work

before they, or you, commit to a contract.

“Itis really the start of being profitable,” pointed out
Don Schlander, principal of Landscape Care, a commer-
cial maintenance company in Phoenix, Ariz. And keep-
ing it simple is the key.

“When clients give you criteria for a bid, you want to
make them simple bullet points so they can see you
included everything they asked for,” Schlander noted,
adding that his two-page proposal is actually the first
portion of his service contract.

Here, the ingredients to stir up a successful proposal:

THE STAPLES. The flour and sugar of proposals are its
services and prices. Schlander’s first page lists core ser-
vices and their specifications. Some of these line items
include turf care, fer-
tilizing turf six times
per year and post-
emergence applica-
Check thisstorvonline forsoma iy s
clienteducation tips. Note the detail - the form
: lists not just “fertilizing,” but
“fertilizing six times per year.” Spelling out specifics
outlines what the proposal and price includes.
Schlander also positions a frequency of service state-
ment on the first page, notifying clients that the service
will occurona weekly basis unless otherwise noted. Also
included is basic background like the customer’s name
and address, the property name and areas for service.
The second page offers clients a menu of extra ser-
vices to supplement core offerings. Customers can choose
to add annual flowers, plantings or palm tree pruning,
each with specific prices that are adjusted each season.

- _
lawnandlandscape.com (%

Payment terms describe the monthly billing cycle
and when bills are due and amonthly investment section
lists the exact price the customer will pay 12 times per
year. Under the signature box, Schlander notes that the
proposal is subject to change after 60 days and the
maintenance contract can be terminated with a 30-day,
written notice by either party.

“If I bid the project and they call me a year later, I want
the opportunity to say that it was only good for 60 days
because prices change, and you don’t want to be locked into
something that you did a year ago,” Schlander reasoned.

THE ICING. These two pages present a concise message
to potential clients, but mixing in some specialty fare
will make your bid more appetizing. Schlander’s pro-
posal is just a small portion of the presentation. He
prefaces it with a pictorial scope of work and resume, in
that order.

“I want them to get a feel for the company first, and
then [ want them to know that | understand their prop-
erty and I show them this pictorially and in written
form,” he described.

This progression leads potential clients through a
visual tour of the company’s experience, which posi-
tions Landscape Care as a professional organization. If
Schlander is preparing a proposal for an especially large
or prestigious commercial client, he will take digital
pictures of the property and the areas he will work on
and improve. “This gives them a feel that I understand
the property and have researched it,” he figured.

Finally, Landscape Care doesn’t forget the dessert
when creating proposals and follows up with each
document once it earns a job and has worked on the
property for a while. Checking the pricing against real
numbers flags any necessary contract amendments so
the company doesn’t lose money on its services. “That is
the last step, and it validates whether we are biddin
right or wrong,” Schlander explained. é

The author is Managing Editor - Spe-

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

*Minding Your Business” topics to khampshire@lawnandlandscape.com or via fax at 216/961-0364.

l

magazine.
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ProSource One can help plant a big green one on your bottom line
We put our money where our mouth is — quality products and
services. Because, to us, there's nothing sexier than your success

Welcome to a Greener World

www.prosourceong.com
Visit us at GIE Expo, Booth #1205
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by Kristen Hampshire

Entrepreneurs progress at different paces — their growth can’t be charted with incremental, even
marks. Time and experience push them to the next level.

There are awkward times and there are times when business sails without a ripple — those are
the times that feed ambition and fuel a growth spurt. There are changing times, growing times,
prosperous times and times when owners want to pull the covers over their heads and start over.

And in between all these times are growing pains. No one said business was easy.

Landscape companies and their owners inch up the entrepreneurial growth chart with each
lesson, milestone, challenge and success. Experience puts another hair on the chest, notch in the
belt or, perhaps, a wrinkle in the forehead. And as leaders age with distinct characteristics, we
learn that each occupies a unique niche in their respective companies. No “owner” is the same.

Here, several green industry success stories remember their first steps and lessons learned,

WING

offering the business insight and advice they wish they knew years ago.

Landscape companies are born with a dream and thrive
on dedication. They feed off of an entrepreneur’s inspi-
rationand grow from experience, reaching and passing
though a business life cycle that starts, for most owners,
as.a one-man band.

“In the beginning, I was not unlike many landscape
contractors,” remembered Roger Braswell, president,
Power House Equipment, Fort Mill, S.C,, and former
owner of Southern Tree. “I was not only selling the
work, but I was also doing it and [ was accounting for it.
I'was the seller, the doer and the tracker.”

Braswell depended on one other employee, who
held the trump card with a driver’s license. This was

in 1968. Thirty years later, Braswell had matured and
moved on from teenage owner of Braswell’s Lawn &
Landscape Co. toa founder of Landcare US.A., even-
tually settling into his current position as president of
Power House Equipment.

With time and trust, heedged up the entrepreneurial
ladder, passing on responsibilities to his co-workers as
he explored new roles. Of course, this progression har-
bored a few bumps along the way, especially when it
came time to trust and transfer responsibilities.

Delegation might be the most difficult task an
owner confronts. “It wasone of the hardest,” Braswell

agreed. “Maybe not just because you want tokeep the
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responsibility - that wasn’t it so much. It was
understanding the delegating process and
having the maturity and the knowledge of
how to kivh‘;.lh' relative to dvrinm;; the re-
sponsibilities pand having processes in place
to hold people accountable and measure theis
achievements and results.”

But part of growing is taking risks. And

making mistakes. But most of all, progress
entails allowing other employees to “learn
the hard way,” as well
‘It's very hard to let others make deci-
sions,” admitted Russell Frith, chief operat-
ing officer, The Lawn Doctor, Holmdel, N.]
But, itis one of the defining factors between

those who have been in the business for 10 to

Our zuezlusiyz

Ask for the best -

Ask for Comet ®

—~ QUALITY PUMPS FOR OVER 40 YEARS -

DUt \Prlitz) il
Jid23 yutd 2 r2li20iliiy OF 2 pisioa iz 43

2 4232500057 OF 20 dizidrzijad Ui
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DUR R G

Exceptional performance your equipment demands.

For More Information On Duraphragm Technology
Please Visit Unicospray.com Or Contact Unico Spray Products
241 West Edgerton Avenue * Milwaukee, Wisconsin 53207
email sales@unicospray.com ¢ telephone 800.331.7727

WWW.UNICOSPRAY.COM
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15 years with a constant

volume and others who grow

by some huge multiple.”

Then comes a jolting reality:
Owners don’t need to work in
their businesses, but they do need
to work on them. “You're manag-
ing the managers, planning, and
improving systems and pro-
cesses,” Braswell described this final juncture

Of course, assuminga visionary role doesn’t
happen overnight, and some owners find the
stops on the way - the selling, doing or tracking
- more adequately fit their strengths. Som
don’t want to forfeit time outside for hours at a
desk, and others easily delegate production
roles so they can handle business affairs
Moving through the ranks nourishes per-
sonal discovery, and as owners push their
companies from small-time to million-dollar
machines, they find their own niches

“The most important role for the owner
needs to be defined by the owner,” remarked

Dan Foley, president, D. Foley Landscape,

USINEeSS OWNer:

with delegatin

to their employees

geep 1 mina

to production. Make sure the ¢

der - accounting, routing and ¢

Set a budget and busines

3 on paper and into your computer
Key Managers

bitious employees. Train and promote

Invest in your am

from within or recruit candidates to lear;

leadership positions. Offer advice

as a mentor. Most of all, trust them t

make mistakes - takea chance and let
them take ownership of key decisions
Communicate - Keep an open door

to suggestions and concerns, Communi

cate with managers and ensure they are

passing down information to their crews

offer feedback and reward suc

cess — praise employees who meet goals

- Kristen Hampshire

Delegation
Dos
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Mark Weisburger

Fourth-generation agency
More than 60 years insuring
pesticide & herbicide
applicators

Thousands of pest control and
lawn care operators served
Members of close to 50
regional, state and national
associations

Local agent option

Expert claims handling
Dedicated loss control
program

Quarterly newsletter
Interactive Web presence —
www.weisburger.com

eisburgerGreen
Insurance?

’

t WeisburgerGreen Insurance, we work hard every day

“to answer that question. Our business has been family

. run since 1915, and we've built our reputation by
establishing a strong tradition of customer service and reliability
unmatched in the green industry. Through the years, we have
served thousands of pest con troI and lawn care operators.

_ For those of you, who knaw us, we thank you for helping us
build that reputation and for Vour contmued support. For those of
- you new to Wezsburger(.recn, e urge you to learn more about

what we can do to meet your specxﬁc insurance needs

On the following pages, we invite _you to dtscOver what our.

customers have to say about us. Then, we hope you.'ll gwe us the

chance to leam more about you - return the attached rcply formf

and allow us to determine how we can improve your coverage.

WEISBURGERGreen
wdunance

~


http://www.weisburger.com

For over 25 years, 1've personally known the Weisburger ' ’
family and consider them the most credible and ‘ '
versatile insurance broker in the industry. They

understand the needs of the family-owned business

since they are likewise a family-owned entity.

Tommy REEVES Ucredible '
Vice President, Oldham Chemicals Co. : : Aol )
versatile”

I've had the pleasure of working with the Weisburgers
for many years, and I've witnessed their interaction with

37 : : : g
b(?\/()lld b,ot.h lawn control ()pe.rators and insurers. What sgts
WeisburgerGreen apart is that they go above and beyond

and

selling policies. They are a true resource for the green industry,
and they enable their insured to be bctter at what thcv do

Greg CROSSLIN, Esq. 4 :
Crosslin, Slaten, & O’Connor PC ' N

For the last several years, we.fve-_‘ﬁad z; difficult time

. securing pollution liability insurance which ls q‘.‘i "

? necessity in our industry. No other insurance agent 'h(’l Pﬁl] ’

knew how to customize or even knew it existed un,l'il I PL d(. ¢ of

| ‘cfxr-?t_actcd WeisburgerGreen. T‘hey were helpful in n_ln]d 7

/1 negotiating with my agent to get us the coverage

: we needed. Their knowledge of our industry was

- instrumental. In an hour they resolved what had been
two years of frustration for me and secured what 1
needed. From a business owner s perspet:nve this peace

of mind is wcll worth the prcmlum

' e
'»)"
5

Jim CAMPANELLA
Lawn Dawg

We' re a new busmcss offcrmg lawn care and Iandscape ser-
1 : vices as well as tree surqu'y, ﬁnd, When we calléd
7 > ool
frlen “} PU)P[L WeisburgerGreen, they lmmedmtely bfféred exabtiy thc
: X : - comprehensive coverage we needed.  We were ézppt'oved and "_ f'
and (& (ellent ~insured within two hours — much faster than.other
mer service’ ;companies who can take weeks - and at a much better price. -~
And with WeisburgerGreen we know we can depend on friendly W

-

people and excellent customer service.

Mindi M(’(’kl! MB
ALLM, Inc. *




For 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’s worked hard to save us time and

money. Superior service with considerable cost savings - that’s
what WeisburgerGreen is all about.

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

”supen’or service with
considerable COSt savings”

vesterday

We have insured thousands of PCOs and LCOs for four generations.

today

Our customers know they are only a phone call away
from peace of mind.

tomorrow

Why wait until disaster strikes to gain the best possible
protection for your company?

WEI RGERGreen
RIUTANCE



61sburgerGreen Insurance?
Let us provide the answers for you.

COMPLETE AND RETURN THIS FORM TODAY TO FIND OUT HOW WE CAN IMPROVE YOUR COVERAGE!
Fax to (914) 428-0943 or send to B. & D.A. Weisburger, 5 Waller Avenue, White Plains, NY 10601

First Name:

Last Name:

Company: Address:
City: State: Zip:
Phone: Fax: Email:

3 Add me to the Weisburger electronic mailing list.

OCCUPATION:
QPCO QLCO QPCO/LCO 1 Landscaper O Arborist O Insurance Broker 1 Other

Number of Emplovees

General Liability Insurance Info:

Expiration date Limit

Premium Current Carrier

1 Please contact me before my current insurance expires.
Auto Insurance Info:

Expiration date Limit

Premium Number of Autos

Current Carrier

FREE FORMS REQUEST
I would like to receive:
J Forms & Contracts (Revised) Q Safe Driving for Pest Management and Lawn Care Professionals 1 Weisburger Newsletter

4 Safety References for Pesticide Applicators 0 100 Questions for the PCO 0 WDI/WDO Inspection Tips

WEI RGERGreen
HIALANCE

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
USE READER SERVICE #20
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(continued from page 34

Walpole, Mass. “The way to define that is to
separate yourself from the business and do
some dreaming on what the future should
look like, and then work backwards.”

THE HEAD COACH. Foley described a
typical starting point, where his job descrip-
tionwas “Jack of All Trades,” and his mother
was his office manager. “It was a hands-on
approach,” he recalled, noting the first two
years while he worked and attended college
were “a bit unique.”

“I would estimate the work, procure the
materials, lead the crews, help the crews -
basically, | was in charge of just about every-
thing, which is very typical,” he said.

He calls this the “do-it-all stage.”
The next step for Foley was finding a

right-hand man to share the managerial re-

any owners stretch themselves

before pausing for a structural
reality check. Jean Seawright calls this
reaching a plateau - a point where CEOs
realize they have maxxxed out their strengths
in an area and must hire others who excel

these tasks to balance the business

Some commeon signs? "Rapid heart

beat, left arm pain.” joked Roger
Braswell, president, Power House Equip
ment, Fort Mill, 8.C., and former owner of
Southemn Tree. Or, more likely, exhaus
tion from too many to-dos and not
enough hours in the day

'[The problem| for most people is that
they try to take on everything,” said
Seawright, president, Seawright & Asso

ciates, a management consultant firm in

Winter Park, Fla. "They oftentimes fail in
one or more areas. And, if they don't.
they end up with a heart attack. Or, they
end up unhappy in their businesses."

Not gure if it's time to pass the baton?
Check your blood pressure and see if

aswell's symptoms apply to you

+ A line of people outside your office

+ A sense of always being behind and
- Phone calls from clients

— Kristen Hampshire

Draw the
e
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sponsibilities. Then, he added more managers When revenues hit close to $400,000, Foley
trained for specialty work to oversee certain eased into his third stage, “when [ didn't have
crews - operations managers. The company just one person,” he defined. “But I think the
started as a landscape installation company managers were still producers and opera-
that handled some maintenance work, but re- tions people, too. They were still working in
invented its focus to 100-percent commercial the field, they just had more responsibility.”
maintenance. Foley hired expertise in project Then, Foley shared more.

management to execute the new focus. “The fourth phase for me was sharing the

‘Get rid of your’
wheelbarrows!

The BT 40 Pneumatic Delivery System, the
most powerful blower system on the market.

* Deliver landscape products faster, smoother, and with less
frustration.

* No-hassle hose system; no internal restriction at the hose
joints, less joints 1o drag across your customer’s lawn, no leakage
to clean up.

e “One-Touch” remorte control gives the

operator precise control of the entire
system.

When you want the best,
there’s really only one choice...

{ PO Box 40490 o Eugene, OR 97404 U.S.A. * 800/269-6520 e www.petersonpacific.com
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Clear snow and remove dirt, thatch, and leaves with the C36TW.
A multi-seasonal workhorse, Sweepster's self-propelled
walk-behind sweeper is the right choice for all

commercial and residential applications

([ (SWEEPSTER] ]|

For More Information Call
1-800-715-5313

r, MI 48130

eb Rd. » [

All Season Performance =

Jmn Mdu.at'(# business management softwate

eInvoicing
*Scheduling/Routing ]
eEstimating/T&M RMOLO e |

eSuper fast billing...plus much more

Get your FREE trial demo ...
www.adkad.com/freedemo.htm o 1-800-586-4683

USE READER SERVICE #71

T e e he Service Solution osv

Practical Solutions new release of its dynamic green industry software.
Featuring the On Screen Manager which allows you to do the following:
* On Screen Routing & Mapping ® Instant Reports
* On Screen Employee Scheduling ¢ Express Check-In
Come see us at the GIE Show, Booth 2129.
Take advantage of our “Show Special Discounts.”

The Service Solution OSM is the best green industry software available today.

Conract us roday to schedule an on-line demonstration of this unique product The

Service

Practical Solutions, Inc. 1-888-547-5601
www.TheServiceSolution.com Since 1983
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* Programs starting at $4.95/mo. per employee
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* Rx, Dental, Vision, Physicians, and more
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accountability and streamlining the company
from top tobottom,” he noted. “We now have
an account manager structure where the ac-
count manager is almost a small business
unit within our structure.”

As president, Foley supports three opera-
tions managers, two are account managers
and one is a budget manager. These three
“spokes” have dedicated crew leaders and
departments. “Thisis where you have to start
thinking structure,” he pointed out

Now, Foley still plays the sales manager
role, but he has turned over new project sales
to another employee. This was one of his
most challenging moves. “It's hard to give up
because there is nothing like telling the story
of how you started and meeting people,” he
said. “But with the role of making sure the
new infrastructure keeps up to speed, I had
less and less time to make sales leads

Foley calls himself the “head coach,” and
the hat fits. “I make sure the machine is built
for speed and the sales manager has his foot
on the gas pedal,” he related. “Ultimately,
I've moved further away [from day-to-day
operations] because I realized you have to let
people do their work.”

THE PLANNER. Tom Fochtman skipped
square one and launched CoCal Landscape in
Denver, Colo., with a partner and a team of 13

Before their business venture, heand Jesus
Madrano both worked at large landscape
companies, Madrano overseeing 100 employ-
ees at one point. “We had an attitude - let's
get the work, then we'll figure out how to get
it done,” Fochtman said.

A typical day started at 5:30 or 6 a.m
when the two would get crews out the door
Then, Fochtman focused on selling and cus-
tomers service while Madrano managed the
field operations. At the end of the day, they
were back in the office and Fochtman burned
the midnight oil. “It was fun,” he said. “We
were building something. This was our fu-
ture, and failing was not an option.”

Cocal beat its half-million goal the first
year and the second year it neared $2 million
in revenues — a new installation division
boosting its business. But this service re-
quired careful attention and put Fochtmanin
the field, taking him out of the sales role he
managed the first year. He was a night-time
administrator and a day-time division man-

ager, nerves stretched thin

LawN & LANDSCAPE
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“What I do best is market and sell, and 1
can’t do it if I'm doing construction,” he
noted. “We knew we needed to hire someone
to manage that installation division. After
that second year, we upgraded administra-
tionand we recruited a high-level operations
manager for the landscape construction di-
vision. Those were the milestones.”

But Fochtman's preference is planning.
He didn’t mind delegating roles to others. It
meant more time to sell - more time to set
goals and pursue opportunities. “The strate-
gic planning and keeping the company fo-
cused and on trackis more what I enjoy doing,”
he identified.

After delegating hands-on and adminis-

Lawn & Landscape survey of nearly 500 business owners

uncovered CEOs’ growing pains. Three-quarters of the
respondents reported their 2001 revenues were less than $500,000,
signifying a true sampling of entrepreneurs trying to push their
operations to the next level - Kristen Hampshire

What do you consider your first milestone?

Hitting a certain revenue mark

iding a ne

AQGIN service

Hiring a partner or key managers to share responsibilities

Other

What is your primary limitation to growth?
Lack of quality labor
Lack of money

Inability to sell more work

Other
Lack of a business plan with set goals

f effective systems

Lack ¢
LAl ©

trative duties, playing owner is a bit easier,
he found. “I don’t come to work as early as |
used to,” he noticed. “Our team of people
has grown so much that they are loyal and
committed, and they've taken on responsi-
bility that used to be on me or my partner,
which allows me plan strategically.”

THE MENTOR. Systems help owners slip
out of certain roles in their businesses and
into new ones. “Once you have the pro-
cesses, it doesn’t require the owner to imple-
ment them,” Braswell noted.

But it does take an ﬂ
=
owner to create them. (A )i

knew he

Braswell

36.8%
32.9%
21.4%

8.9%

48.2%
21.7%
8.8%
7.9%
7.4%
6%

What is the most difficult part about being a business owner?

Jugaling roles

Delegating tasks

1ng and buagetng

letting go of responsibility and trusting employees

32.7%
32.3%
17.4%
11.9%

5.7%

How many hours do you work each week in the middle of the season?

More than 65 hours
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22.2%
20.1%
19.4%
13.1%
12.9%
12.3%

ing Challenges

The Nation's Most Dynamic

Landscape Management Company

If you're looking to increase
the size of your lawn
maintenance service, shoot
for the stars and look at a
U.S. Lawns franchise.

U.S. Lawns has become a
shining example of what a
professional landscape
maintenance service should
be. With the guidance of
U.S. Lawns professionals,
we'll show you, step-by-step,
how to:

+ Grow Your Business

+ Maximize Efficiency

» Cut Costs

» Get the Job Done Right,
the First Time

For more information
on becoming a U.S. Lawns
franchisee, call us at

1-800-US LAWNS.

Over 100 franchised locations
operating in 24 states.

Visit us at
GIE Booth # 2003

wwiw. llSl(llUllS. com
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needed a smooth sales-production transi-
tion to ensure satisfied customers, and spell-
ing out this process allowed him to ease out
of these capacities. “We developed an opera-
tion manual that detailed every step of the
process,” he explained.

Other processes owners must implement
include accounting, budgeting and schedul-
ing. These procedures make the “risky busi-
ness” of delegation less haphazard. “Get it on
paperand in the computer,” Braswell stressed.

Then, empower the right people to man-
age these duties - define accountable indi-
viduals who can execute these responsibili-
ties. A strong managerial force can take over

lawnandlandscape.com

| ol

the helm while the owner charts the course.
“Decide what your values are and choose
people whose values are in line with yours,”
Braswell suggested.
“Noamount of systemizing thingsor train-
ing courses can take the place of employees
having the opportunity to spend time with
you, particularly if you are training them for
leadership positions,” he emphasized.
Clearly, people are Braswell’s passion.
He is a mentor, firstand foremost-that's what
makes him jive, It's different for everyone.
While the roles businesses owners fall
into while building their companies lead
them to different heights and positions, per-
haps the most rewarding rite of passage for
entrepreneurs is the chance to see what they
started with — the dream - come true.
“That's what [ love about business,”
Braswell confirmed. “Cetting an idea, seeing
what it’s going to look like and at some point
down the road, opening your eyes and there in
reality is what you saw in your dreams.”

Lessons

Success involves a
learning curve, and
most business owners
admit the sound advice

they offer today originates
from mistakes they made

_l/('ﬁt(‘)'dﬂ}ﬁ

People First. Roger Braswell
knows that people are more im-

portant than projects. But this isn’t so easy to
remember when the schedule is packed, labor
is tight and customers expect results - fast
“When you're in the fray, when you're out
there trying to build and save and grow the
business, you get so focused on all the projects
and profit centers that you sometimes forget

(contmued on page 44)

Gravely Walks s
Work Harder ™ -,
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Redesigned from the ground up, the new
Gravely Pro Walks feature the following:

New Pro G with adjustable single-tube handlebar and ergonomic

ground-drive conltrols.

5.4" deep Air-Flo Deck—an innovative cutting chamber with a

super wide discharge tunnel.
Zero-maintenance Gravely XL spindies.
Tool-free deck height adjustment
7-mph top speed.

From the 32" Gravely Pro G gear drive walk-behind to our top-of-the line 52"
Pro H hydro walk, there's a Gravely walk-behind for every mowing need. To

WE KEEP YOU CUTTING™

800.GRAVELY L

Visit Us at GIE Expo, Booth #731
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www.gravely.com

Rawson Manufacturing Inc.

Screening and Materials Handling Equipment

The model 3618 is great for screening topsoil, processed gravel,
Powered by
Honda gas engine. Can be fed with a skid steer loader. Very
compact for use directly on jobsite. Any size screen opening is
available. Quick and easy setup. Features: Remote controlled
dumping grizzly, belt feeder, 3" x 6’ vibrating screen deck.

sand and any other product to meet your needs.

A number of other products are also available:

Double Deck Vibrating screening plants

99 Canal Street * Putnam, CT 06260

www.rawsonscreens.com

Trommel screening plants
Radial stacking conveyors
Screening units

860-928-4458
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WYAccelerator

Moisture Cell Technology." each PennMulch
pellet expands to four times its original size in

water, So it accelerates germination by retaining

moisture right at the seed bed level. Plus,

PennMulch provides the correct amount of

fertilizer to provide 36% better turf establishment. L#é’/k 41‘1/6’ gAY Jé’é’/{ A éé’-'é&’/’ J Zzﬂl/{ A({ /l-‘

PennMulch® ensures successful seed establishment
Which means fewer customer complaints and
call-backs. You can find out more about amazing
PennMulch by visiting the "Promotions” section
on our web site at www.Lebanonlurfcom. Enter
coupon code LLO20I [alternate: TUO20I|,
and you ll also receive a complete 40-page
agronomy manual absolutely free! So look

for PennMulch at your nearby LebanonTurf

distributor. And make sure your seeds succeed.

Lebanenlurf

1-800-233-0628 o wwwlebanonTurfcom
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(continued from page 42)

about the people — developing the people,
training the people, caring about the people,”
admitted the president of Power House Equip-
ment, Fort Mill, 5.C,, and former owner of
Southern Tree.

This reality shook Braswell the day one of
his managers, a close friend, was killed in an
accident on a job site. “It really came home,”
he recalled quietly. “It involved a piece of
equipment and an error in judgment. It was
a Friday afternoon, and he was out there
with his team wrapping up the job.

“It really makes you see what is the most
important thing about your business, and
thatis taking care of those people and enjoy-
ing them,” he emphasized.

Step Aside. Doling out roles and responsi-
bilities is difficult, but stepping out of a
management role can feel like giving up
“your baby.” Sometimes, businesses experi-
ence rebirth under new direction. Once the
owner lets go of the leash, employees open

up with innovative suggestions that renew
the organization, said Jean Seawright, presi-
dent, Seawright & Associates, a human re-
sources consulting firm in Winter Park, Fla.

“Iknew an owner that was very structured,
detail-oriented and obsessed with everything
beingexactly the way he wanted it,” Seawright
shared. “He took hiscompany toa point where
it plateaued and he wasn’t going anywhere,
and he didn’t understand why.”

The owner’s managementstyle inhibited
employees from sharing ideas. So, Seawright
prescribed a new general manager for the
company to accelerate its growth. Together,
she and the owner searched for a candidate
with a fresh perspective who fit the culture.
Once thc'\' located a “replacement,” the
owner assumed public relations and mar-
keting responsibilities.

“When the owner stepped out of this
role, people began to make suggestions and
get more involved,” she noted. “The com-
pany moved to a new level in business.” [{§

onsider these practical pointers

passed down from business own
ers who worked their way up the growth
chart, albeit with a few aches and pains

Communicate - "It's easy to commu
nicate when you are a one- or two-man
company, or even when you have that
one key person. But when you start dis
tributing accountability among managers
one of the roles of the owner is now to
make sure communication is happening
promptly and correctly." - Dan Foley

Delegate decisions - "For someone
like myself, a big part of the struggle is 1o
try to stay out of things. What appears to
be the easy answer is to jump in, but by
jumping in, you deprive people of the op
portunity to be measured and to make de
cisions and mistakes. And remember, if
someone doesn't make some mistakes,
they are probably not making many deci
sions either." — Russell Frith

Wise Words

More Effective

Less Expensive...

From Tree Tech® Microinjection Systems comes a full line of nationally labeled
insecticides, fungicides, bactericides and fertilizers in leakproof microinjection units.

Insecticides - Acephate, Vivid®ll, and MetaSystox®R

’ Fungicides - Bayleton®, Aliette® and Alamo®
Fertilizers - Our proprietary Nutriject™ formulations
Bactericides - Oxytetracycline antibiotic
Herbicide - Dicamba

950 SE 215th Ave.
Morriston, FL 32668
1-800-622-2831

e-mail: info@treetech.net
Tree Tech® Enviconmentolly Sound Tree Health Core for the 215t century and beyosd.

Deflowering Agent- Snipper®

Labels, MSDS Sheets and Other Information Available at www.treetech.net
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Bobcat MT50
Mini Track Loader

)
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Landscaperé. ..Contractors.} L
here’s the perfect complement
to your loader fleet!

What can it do? .
You name it. The MT50 digs, drills, tills, trenches, moves material —
and all kinds of other jobs you'll think of when you're out on the worksite.

Only 36 inches wide!
The MT50 mini track loader lets you work in tight spots, both indoors and
out...slips easily through most doorways and fence gates.

Get versatile! Hook up your MT50 to a wide choice of hard-working
Bobcat attachments, including:

Angle Broom * Auger * Bucket ® Landplane * Pallet Fork « Tiller * Trencher
Utility Blade « Utility Fork * Utility Grapple

~—

USE READER SERVICE #22
Visit our website or call for a FREE “Bobcat: One Tough Animal” B“hcal@

Video Catalog and 2002 Buyer's Guide.
Bobcat Company * PO, Box 6000+ West Fargo, N0 5078 101-2¢15700 0@ Tough Animal

www.bobcat.com/mini An (IR ngersoliRand business
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Before you can beat crabgrass you have to think like crabgrass.



The smartest way to outwit a weed? One application of easy-to-use Barricade® each fall. Its season-long control of crabgrass is

unparalleled. Plus it also controls spurge, knotweed, purslane, and 26 more weeds. Making your job a little easier means we
get to know problem weeds like crabgrass inside and out. Perfecting a full ensemble of products to protect your turf, that’s

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

'‘Barricade

Herbicide

vww.syngentaprofessionalproducts.c

s product, ©2002 Synoonta. Symaenta Professional Products, Grasnsbors,
Visit us at GIE Expo, Booth #330
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by Nicole Wisniewski

DAYS

It took Mike Russo awhile to figure out that people - not
equipment — were his greatest assets.

As a result, Russo, president, Russo Lawn & Land-
scape, Windsor Locks, Conn., spent the early 1990s “going
through” employees. “Few people would stay for more
than one season and [ wasn’t able to delegate anything,” he
said, “l was narrow-minded when it came to thinking
about employees’ roles.”

Then, Russo started paying attention to what other
landscape companies around him were doing. He at-
tended trade shows and joined associations to learn from
his peers. For Russo, the experience was an awakening.

“Today, most people running businesses seem to com-
plain about how hard it is to find good help,” Russo said.
“What 1 learned is that it takes out-of-the-box thinking and
creativity to attract and grow the right team. Good help is
out there — we just have to find it and develop it.”

Growth takes creative thinking, according to company President Mike Russo (far right

Joining Russo from left: Director of Operations Mark Stupcenski and client Steve Howlett

www.lawnandlandscape.com

Recruiting and retaining a
reliable team is Russo Lawn &

Landscape’s primary goal.

STARTING OUT. During its beginnings, Russo Lawn &
Landscape maintained mostly residential clients’ land-
scapes, but today the com-
pany services primarily

commercial customers, such

395A Ella Grasso Tumpike
Windsor Locks, Conn. 06096
PH - 860/623-4119
russo4119@cs.com

as hotels, condominium as-
sociations, office/corporate
sites and airport facilities.
Russo broke into com-
mercial work in 1992. “A
hotel was being built in the area and I knocked on the door
once a week for about a year,” Russo said. By the time the
project was finished, he had developed a relationship with
the client and that became his first commercial job.
Although, after building more commercial work six
years ago, Russo now admits that he is tempted to get back
into the residential market. “Many contractors in this area
don’t think that there is any money in residential work -
not high-end, but right in the middle,” he said. “If they
already pay a part-timer $40 or $50 to mow and another
company to fertilize, we could do thatin addition to provid-
ing them with more services and build loyal clients.”
The only factor holding Russo back is a lack of people
trained to handle residential work. “We're so busy with
commercial work, I actually subcontract residential work
out if I handle it at all,” he pointed out. “The crew set-up
we have now fits more for larger accounts - up to 10 to 12
acres. They are used to the mindset of a bigger job. One of
our guys who's been with us awhile could make an awe-
some foreman on a residential two-man crew. We are
about four to six months away from developing a solid
second person for this crew.”
On his commercial maintenance accounts, Russo prefers
a two-man crew because each employee is held to higher
accountability standards to finish work and increase produc-
tivity. “If it takes a two-man crew four-and-one-half hours to

continued on page 50)
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(continued from page 48)

do the work, it'll take a three-man crew the
same,” he said. “The trick is if you put more
people on a crew, you have to have a stronger
leader to keep everyone motivated. With a
two-man crew, the foreman, who usually has
the best eye for detail, has to complete at least
half of the work. On some of the larger sites,
two crews will team up and split the work.”

The company’s service mix is 70 percent
maintenance, 20 percent installation and 10
percent snow removal. “Offering complete
site management has been an approach we
have used to attract and retain commercial
clients,” Russo said. “We want the client to
make only one phone call - to us - for any-
thing related to the exterior of their facility.”

POWER E kﬁ MW("

Preminm Oultdoor

Visit Us at GIE Expo, Booth #2719

Maruyama only builds true commercial trimmers and brushcutters,
Solid, strong, serviceable and stuffed with the details most manufacturers
overlook, a Maruyama trimmer is an investment in productivity. Sure all

trimmers "cut grass” and that's good, but a Maruyama trimmer keeps
on cutting, season after season. That's even better, that's extraordinary.

Power Equipment % maruyama. EXfI’ﬂOfdi'lary.

Maruyama U.S,, Inc. | 425.885.0811 voice ! 425.885.0123 fax | www maruyama-us.com
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RETENTION RULES. For Russo, delegat-
ing responsibilities and seeing “the big pic-
ture” is the most challenging part of the job.
“Finding clients is what we had focused on,
but that was only two-thirds of the puzzle,”
he said, “The other third was finding, train-
ing and retaining employees and we were
not spending enough time on this.”

About four years ago, Russo realized he
had enough negative issues with employees
and he had to do something about it.

For instance, losing money from control-
lable equipment and property damage was
something employees could help him with.
Inspired by the popular television program,
Survivor, Russo’s Survivor Program teaches
employees the different between controllable
and uncontrollable damage and rewards
them for limiting the controllable sort.

“A blower falling off of a trailer is con-
trollable because it should have been
strapped down tighter,” Russo explained.
“When a belt breaks or wears out, that's
uncontrollable, but if the engine seizes be-
cause you didn’t check the oil, that's control-
lable. I felt that my team was capable of
learning this and | wanted to reward them
for making good decisions.”

Russo budgets $1,000 each month to this
program, which runs from April through
November. Employees are given certificates
at the beginning of each month that are used
to keep track of monthly controllable and
uncontrollable equipmentand property dam-
age. The certificates are redeemable at the
end of each month after controllable damage
repair costs are subtracted from the total
amount. Employees receive incentives based
on his or her level of equipment usage (i.e. an
employee who doesn’t have much interac-
tion with equipment on a daily basis will
receive a smaller percentage than an em-
ployee who does).

“It definitely makes them more aware of
how they are using the equipment,” Russo
enthused. “The best part is that | don't get
upset over equipment damages anymore.
Instead, employees are razzing each other
about it because they know that’s money
taken away from what they can earn.”

Another problem for Russo was atten-
dance, which is crucial to landscape schedul-
ing. To alleviate this issue, Russo started
Wellness Time, the opposite of customary

(continued on page 52)
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(continued from page 50)

sick time. The program encourages perfect
attendance by rewarding employees who
have perfect weekly attendance with an ex-
tra half-hour of pay. “So, if you have perfect
attendance for 40 weeks during the year you
earn 20 extra hours of pay,” Russo explained.
Now that attendance and equipment is-
sues were improving, Russo decided to en-
courage employees to contribute to com-
pany growth with a Pay for Performance Pro-
gram that rewards them with bonuses based
on the business’ annual profit percentage.
The company kicked off the program
four years ago with open book management
and training classes to teach employees about
sales, direct costs, indirect costs, overhead
and profit. “Foremen are now aware of indi-
rect time and how it affects profits — they
understand the importance of scheduling and
preparation,” Russo enthused. “And mower
operators are aware of equipment costs and
how important routine maintenance is.”
With the program, bonuses are tied to a

minimum company profit goal. “If we ex-
ceed our minimum profit goal — we typi-
cally shoot for more than 10 percent - bo-
nuses are paid to employees based on a
percentage of their annual salary,” Russo
said. “So, a $10-an-hour employee could
make a $700 or $800 bonus.”

Still, a challenge with this program is the
fact that some of Russo’s employees don’t
“We have
learned that weekly and monthly goals are

grasp the annual goal concept.

better understood than annual ones,” Russo
said. “We're trying to instill the concept of
working smarter in less time to make more
money than working overtime.”

As Russo learns to delegate responsibili-
ties, employees start to buy in to some of
these programs more quickly because oth-
ers who are moving up into management-
type roles aid Russo in spreading the com-
pany message and educating employees.

Four years ago, when the company was
at $600,000 in revenue, Mark Stupcenski,

lawnandlandscape.com
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now the company’s director of operations,
started working with Russo. “The guys in-
stantly looked up to him,” he said. “He has a
way of working with people and he helped
the guys learn different facets of the business
without overreacting like I do. He sees a prob-
lem, figures out a solution, and then proceeds
to educate the crew on how to solve it.

“I want to develop my business to the
point of operating without my direct in-
Russo contin-
ued. “I've come to realize that the need to

volvement on a daily basis,”

delegate is critical. Learning and implement-
ing the process is the challenge.”

The author is Managing Editor of Lawn & Land-
scape magazine and can be reached at
nwisniewski@lawnandlandscape.com.

$556/mo.
48 mo. lease

2003 ISUZU NPR-HD DIESEL: Crew Cab,
14’ Dump Body, 48” Tool Box, Hitch, Tarp,
auto., ac, am/fm cassette.

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

800-899-8696

Take your company to the next level
with our innovative super lawn truck system
Finacing and leasing packages available.

Call today

478-788-4601

1-800-899-8696
Middle GA. Freightliner-Isuzu
Fax: 478-781-0966

e-mail: chrisfountain@mindspring.com

2003 ISUZU NPR: diesel, auto., ac, am/fm,
16’ LANDSCAPE BODY, Weed Eater Racks, Water
Cooler Rack, Shovel Racks, Fold Down Side

2002 ISUZU NPR: EFI, V8, gasoline,
16’ landscape body

BLOWOUT SPECIAL!
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Face your future with

CONFIDENCE

RIDE-ON
UILTRCA

SPREADER SPRAYER

CONFIDENCE N THE MACHINE

Proven over 8 years by thousands of Lawn Care Professionals, just like you, and enhanced with new features
that make it so ULTRA-simple, ULTRA-easy, and ULTRA-reliable, it’s virtually perfect.

CONFIDENCE IN THE COMPANY BEHIND IT

Whether you buy direct from the manufacturer or from one of our hundreds of local dealers and reps, you'll
have access to Perma-Green Supreme’s legendary customer support team and over $500,000 Next-Day Air

parts inventory.
Man, we’re getting good at this!

Drive the Ride-On Ultra at
GIE Nashville ‘02 or
Call for a Free InfoPak
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Financial
planning is a
critical
element to
managing

growth

successfully.

Financial planning, combined with market and organization planning, provide a
business owner with the tools and checkpoints to control growth and optimize profits.
Smaller companies can succeed without.a financial plan because they don’t have as
much risk associated with a larger fixed overhead and large asset replacement. They
can often run a business onmore of a cash in/cash out basis where money in the bank
means that everything is OK. This same approach will cause larger companies to
grow “out of control” because for larger companies the money in the bank may not

be enough to meet the varied needs of a growing business.

There are three steps businesses must focus on to obtain financial discipline:
Determine a minimum profit requirement, establish a capital spending limit and
create a maximum production hour budget.

MINIMUM PROFIT. The first step in financial planning is to establish a minimum
profit, which is netted after the owner’s salary. In other words, the net profit reflects
the fact that the owner/ manager is already paying him or herself a fair salary. If this
is not the case and the owner is taking all compensation as a draw, then the minimum
profit calculation must also include a salary calculation. The example we use in this
article assumes the owner is paid a fair salary. Minimum profit is based on earning
enough profit to pay for asset reinvestment, ass acement, debt retirement and
dividend payment.

If a landscape contractor takes a draw, here’s a method for determining a fair pay
rate. The owner/manager should be paid at a fair market rate, which is the rate you
would have to pay anyone else to do the same job. One of the missing disciplines in
many small businesses is a true picture of the business’ cost structure. Since pricing
decisions are based on cost recovery, the absence of owner/ manager salary in the
profit-and-loss statement means that most small businesses are underpricing to some

(continued on page 56)
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Introducing the Toro 570 Variable Arc Nozzle.
Easily adjustable from 30° to 3609, it provides a variety of
angle settings to precisely match your terrain. So you'll never
have to search for a specific nozzle again. It also comes in 5
color-coded sizes to clearly identify the one you need. Plus its
the only VAN on the marker with matched precipitation rates.
And because it’s so versatile, you'll reduce inventory and save
money. Contact your Toro distributor or visit us at toro.com.
Visit us at GIE Expo, Booth #131
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(continued from page 54)

extent because the owner works for “free.”
In this case, the owner wears all hats - sales,
operations and administration.

The day does eventually come when one
of these functions is hired out — and those
new hires don’t work for free. This is the first
place profits slip away during growth -
added costs and a price structure built upon
free management. Contractors should have
the financial discipline to pay themselves a
salary the day they start the business.

What is a fair market rate? A simple
sliding scale works best for contractors to
determine a fair pay rate. The sliding scale
is based on the determining owner/
manager’s salary as a percentage of sales.
Table 1 (right) shows that the owner/ man-
ager of a $5-million company is receiy-
ing fair compensation at about a rate of
2 percent of sales or $100,000. This pay
scale comes before management perks. The
owner/manager of a $1-million dollar
company is receiving fair compensation

Salary — Percent of Sales

$5,000,000
$4,000,000
$3,000,000
$2,000,000

$1,000,000

S0

0% 2%

TABLE 1

at about a rate of 5 percent of sales or
$50,000 per year.

ASSET & DEBT. The business must gener-
ate enough profit every year to buy new
stuff, replace worn out stuff, and pay off the

3% 4% 5%

debt used to buy stuff. The company must
target profit levels to pay for these items. In
the absence of discipline, two things may hap-
pen. First, contractors may over invest, spend-
ing too much for the level of sales and, as a

{continued on page 55)
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Introducing the Steiner Utilimax.
Part tractor. Part utility vehicle. All business.

Power Blower

-~

l Rotary Mower

Mulching/Rear Discharge

Chipper Shreddcf‘
Lown

Sweeper
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Meet the Steiner that works like a troctor and
hauls like a utility vehicle: the UM428 Utilimax
We've engineered the Utilimax fo be Steiner
fough, with constant 4-wheel drive, your choice
of a standard 26.5 HP diese! or optional 31 HP
gasoline engine, ond our fomous articulating and
oscillating frame for excellent maneuverability in
all conditions.

Model UM428
Utilimax

[ —m)
{93001 Coromes )

P ———

289 N, Kurzen Rd. « P.O. Box 504 « Dolton, OH 44618 * Phone: 330/828-0200 « www.steinerturf.com

oron

We've also designed
the Utilimax to work
hard for you. With the
versatility and convenience
of Steiner’s Quick-Hitch™
attachment system, the Steel cargo box
Utilimax can fake the place in raised position
of more than two-dozen single-purpose
machines, including mowers, blades, augers,
and blowers. Like the Utilimax itself, every Steiner
attachment is engineered for low maintenance
and long service life
For more Iinformation about the utility
vehicle with the power and versafility of o
4-wheel drive fractor, visit your Steiner dealer
today. To make buying or leasing more
affordoble, low-interest retail financing
is available; contact us for defails

See the Utilimax at the
GIE Show in Nashville, Tennessee
November 14-16, Booth 3119.

STEINER

A turf tractor with a different twist.

Mig. o Daton, Ok Susrer Do of T

Visit us at GIE Expo; Booth #3119
USE READER SERVICE #80
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Minimize Mowing & Clippings

with Controlled-Release Nitrogen

Richard Guzman realized there was something missing in
home lawn care services that golf courses had always
provided: topdressing. So he started his own business in
1998 offering deep core aeration and topdressing to
homeowners and sport fields in the Atlanta area.

“Traditionally, lawn care companies just mow, fertilize and
water," says Guzman, owner of Sandman Topdressing and
Aerating, Inc. of Hoschton, Georgia. “When you add deep
core aeration plus topdressing, all of a sudden the lawn
looks phenomenally better. Our topdressing is mostly sand
with about 10% organic compost.”

While Sandman'’s customers enjov
their thicker, plusher lawns, they
often complained that the grass
color faded a month or so after
topdressing. “Our Southern
turfgrasses require more nitrogen
than bluegrass and other northern
turf,” explains Guzman. “We knew
we could put down straight
nitrogen and get green grass, but
didn’t want to bring on a surge
of growth and get excessive
clippings and added thatch.”

A vyear ago, Sandman was
searching for the best fertilization
solution for its patented Sandman
Application System® when the
company discovered Nitroform®
Controlled Release Nitrogen from Nu-Gro Technologies, Inc.
Nitroform contains more than two-thirds water insoluble
nitrogen, providing extended nitrogen release for 8-12
months. Unlike other nitrogen sources, Nitroform hasa 1:1
ratio of nitrogen to carbon. When microorganisms break
down the nitrogen in Nitroform, carbon is used as an energy
source for microbes. An increased microorganism population
results in healthier turfgrass.

Cut More Leaf, Less Stem..."Nitroform constantly
releases small amounts of nitrogen so the turf stays green
and never goes hungry,” Guzman notes. “Once we started
applying Nitroform, our customers’ lawns and sport fields
were near perfect all summer long. We found people were
mowing less often — cutting more leaf and less stem
when mowing. Nitroform is transforming our business
dramatically for our customers and franchise operations.”

Sandman continually educates its customers about the
benefits of controlled-release nitrogen. They tell them that
excess clippings and surges of growth are real negatives.

Cut More Leaf, Less Stem

“We promote returning the clippings to the soil,” says
Guzman. "By removing the clippings, you're losing 30%
of your fertilization. Just mowing and leaving clippings
where they lay is the best thing for the turf. By promoting
controlled growth, you mow less often, compared to
every other day with fast-growing lawns.”

Sandman crews topdress throughout the growing season,
from mid-March through the end of October. They first
deep core aerate, then apply Nitroform at the rate of 200 to
300 pounds per acre, then topdress and drag the material
into the soil with Sandman’s patented drag-mat screeds.
“Topdressing eliminates thatch,
helps percolation, increases the
efficiency of fertilizer intake,
reduces moisture requirements
and develops a healthier root zone,”
explains Guzman.“Nitroform
encourages organic matter and
promotes controlled leaf growth.
Our customers notice the difference
two months and beyond because
there's no drop off in feeding, no
surge of growth and fewer clippings.”

Other Nu-Gro Nitrogen
Products... Other controlled-
release nitrogen sources available
from Nu-Gro Technologies include
Organiform®and Nutralene®.

Organiform provides intermediate
nitrogen release lasting 16 to 24 weeks. It contains 55%
water-insoluble nitrogen, allowing sustained release when
plants need it most. Organiform builds up beneficial soil
bacteria, even in soils naturally low in microorganisms.

Nutralene provides nitrogen nutrition lasting from 12-16
weeks. It contains 14.5% water insoluble nitrogen, and
releases nitrogen both by hydrolysis and through microbial
activity. This dual-release of Nutralene provides a two-fold
advantage: hydrolysis releases nitrogen quickly, giving
plants a boost at the beginning of the growing season,
then microbial activity releases nitrogen more slowly
through the rest of the season.

“Many homeowners spend time and money mowing much
more often than necessary,” says Guzman. “They can fill up
20 bags of clippings from a 5,000 square-foot lawn. They
spend time filling up the bags and then have to dispose of
them, too. By mowing less, they save time, use less fuel
and put less wear and tear on their equipment. The best
part is they also have a more beautiful, deep green lawn.”

Visit us at GIE Expo, Booth #3006

/l)))) Nu-Gro Technologies, Inc. 2680 Horizon Drive SE. Suite F5, Grand Rapids, Ml 49546
Telephone: 1-888-370-1874 * www.nugrotech.com

nu-gro
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GROW LIKE A PRO!

with DOSATRON
fertigation systems

to install, oper,
yo?' *on v
s ater flow!

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
avallable

Ideal for use in Commercial and Residential Irrigation!

800-523-8499

www.dosatronusa.info

O DOSATRON'

Wiarer Powereo Dosing TECHNOLOGY

Dosatron water-driven proportional injectors - Trusted by commercial growers for 30 years

USE READER SERVICE #81

Call Us First For All Your Spraying Equipment & Parts Needs!

Largest o v When you need
North American A hose, spray guns,
Distributor A AN T fittings, tanks,

3 wesineiier
of Moy ¥ SPRAYING Eo:mr.\ﬂ;r & PARTS # R e
Nationally e (S repair kits,
Recognized " SN e look no farther
Name Brands! than Westheffer.

www. Westheffer.com A E-Mail: westhefferi@aol.com

Visit us at GIE Expo, Booth #1331

USE READER SERVICE #82
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(contmued from page 56)

result, see interest payments diminish profits.
Second, contractors may under-invest, and
see profits disappear as a result of reduced
productivity, which happens due to field
inefficiencies or poor or absent equipment.

The tables below provide an example of
the calculation used to determine the mini-
mum profit to pay for these items. In Table 2,
a company with sales of $1 million has a
growth rate of 10 percent per year. This same
company boasts an asset turnover ratio of
4.0. (Calculate asset turnover ratio by divid-
ing annual sales by the total assets from the
balance sheet. An asset turnover ratio of 4.0
is a fair representation of the industry aver-
age.) Total assets, therefore, are $250,000 ($1
millionin sales divided by 4.0 turnover rate)

Total assets include current and fixed
assets. Current assets are primarily accounts
receivable. Fixed assets represent “stuff”
primarily equipment. Using an industry av-
erage of 8.0 for current asset turnover, calcu-
late current assets of $125,000 ($1 million in
sales divided by 8.0 turnover rate). A cur-
rent asset turnover of 8.0 is the same as
saying a contractor’s typical receivables col-
lection period is 45 days on average. Finally,
determine fixed assets by subtracting cur-
rent assets from total assets to yield $125,000
in fixed assets. This represents a snapshot of
the business before it grows.

Sales $1,000,000
Growth Rate 10%
4.0

T'otal Asset $250,000
Current Asset Tumns 8.0
urrent Assets $125,000
ixed Assets $125,000

TABLE 2

Now, turn to the 10-percent growth rate
to calculate the asset reinvestment, replace-
ment and debt retirement needs. The 10-
percent growth rate increases sales to $1.1
million next year. Of course, this will require
additional assets to manage the new sales as
well as replace worn equipment.

First, apply the same asset turnover ratio
of 4.0 to calculate the new total assets. The
result is $275,000. Again, apply the same
current asset turnover of 8.0 to arrive at

(contmued on page ol
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AST BASY DEAL

i?LASSIC MOWING BY
WALKER FOR OVER 22 YEARS

F

—

You need a beautiful mowing ¥
. job (you are a landscape artist). %

" You need to do the job fast
! (time is money).

# You need to be easy on the
operator (the operator may ¥
be you). ;

B You need a Walker Mower.

If you do not own a Walker,
we invite you to see a Walker
demonstrated on your property.

It's time to move
into classic mowing
by Walker.

Visit s at GIE Expo, Boath #£143) |,

WALKER MAN UFACTURING CO

5925 E. HARMONY ROAD ¢ DEPT. L&L ? -
4 FORT COLLINS, CO 80528 AR AT
(800) 279-8537 wwwwalkermowers com - . -
USE READER SERVICE #29 y ~ Y s
lndcpcnden( Family Owned Company Designing and Producing . gv* ‘ ’ L

Commercial Riding Mowers since 1980 . , ¥‘ ' a o AE
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(continued from page 58)

$137,500 in new current assets. The same
calculation we used before allows us to de-
termine the new fixed assets base to support
growth. In this example it is $137,500. Thus,
fixed assets have increased by $12,500. In
other words, the business needs $12,500 re-
investment dollars to keep up with the sales
growth. (Table 3)

Sales Growth $1,100,000
Asset Turnover 4.0
Total Assets $275,000
Current Asset Tums 8.0
Current Assets $137,500
Fixed Assets .... §137,500

Reinvestment Dollars.... §12,500

TABLE 3

Next, turn to the replacement dollars
calculation. Start by making an assumption
about the useful lifespan of the fixed assets.
Using an industry average of six years, di-
vided the original $125,000 in fixed assets by
the six years fixed asset life span. This
amounts to $20,833. (Table 4)

This profit calculation must be done even
if a contractor is not planning to replace any
equipmentin the current year, because even-
tually he or she will need to replace some-
thing, and one doesn’t want to have to earn
all that profit in one year to replace some-
thing that is good for six years, The goal is to
make profit now to replace stuff when it’s
necessary later. This is profit “put away” in

a sense for the time it is needed, like when
that truck breaks down on Friday afternoon
in early June and a new one is needed.

Fixed Asset Life Span..................... 6
Replacement Dollars ..... $20,833
TABLE 4

Finally, the plan calls for debt retirement,
so interest expenses do not consume future
profits, (Table 5) Start by using the Associ-
ated Landscape Contractors of America Cost
Study debt percent average of 50 percent for
the debt/equity ratio. Since total assets are
$250,000, debt must be $125,000 or 50 percent
of total assets. Likewise, since debt plus eq-
uity mustequal total assets, equity is $125,000.
If a contractor retires 10 percent of the debt,
he or she will need to generate enough profit
for debt retirement dollars of $12,500 (note
debt times debt retirement rate).

Debt Percent .. I
Debt $125,000
Equity $125,000
Retirement Rate 10%

Debt Retirement Dollars . $§12,500

TABLE 5

Now, the calculation for the minimum
profit to reinvest, replace and retire debt is
the sum of the totals from Tables 3 through
5 (above) or $45,833. This is the money that
must be made to keep the business healthy
and in a controlled growth mode.

Total Reinvest/
Replace/Retire ................

TABLE 6

However, the minimum profit calcula-
tionis not finished. Contractors need tomake
profit for one more item - the dividend
payment. The dividend is payment to the
owner that represents a fair return on the
money - or equity - invested. We've already
calculated equity at $125,000. Based on in-
dustry average, the required return on eqg-
uity should be 20 percent (at a minimum).
Equity multiplied by return on equity yields
a dividend payment of $25,000. The mini-
mum profit for this business is the dividend
payment plus the total reinvest/replace/
retire requirement, which is $70,833,

7o V11 P St s S e = $125,000

Retumn in Equity 20%

Dividend Payment ......... $25,000
TABLE 7

Now, to set up a budget, contractors
need the top line revenue goal and the bot-
tom line minimum profit. The budget will
require that all other costs — staffing and
overhead, primarily - fit between these two
numbers, Table 8 (page 62) shows that the
$1.1-million company in the example must
make $70,833 in net profit before taxes or
earn money at a rate of a 6.4 percent bottom
line (minimum).

(continued on page 62)

and presentation tools of the Professional. Quickly search thousands of

and data to highlight your design.
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HORTICOPIA® P/*afem’/a/m/

Still the very best horticultural reference software for Windows® systems.
Request demo CD at www.horticopia.comy/LL 1-800560-6186
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“"About the only thing that gets in our way is gators.”

>

&y

Chuck’s crews tackle the toughest the south Florida / power-to-weight ratio, Chuck'’s crews can run
landscape has to offer — all day, every day. Sawgrass, longer and faster with the FS 250 than with anything
Bahia grass, even the occasional water moccasin. W glse. As Chuck says, “When you're waist-deep in
His trimmer of choice? The STIHL FS 250. With swamp, cutting sawgrass and snakes, your trimmer
its compact design, increased torque and high better be the best there is.”

1800 GO STIHL www.stihlusa.com

Do you have a STIHL story? Call 1 800 586 4717 5’ IHL

Visit us at GIE Expo, Booth #843
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(continued from page 60)

Total Revenues $1,100,000
Minimum Profit .............. §70,833
Profit Margin 6.4%

TABLE 8

CAPITAL SPENDING. Everybody wants
more stuff. Employees have an unquenchable
need for more, bigger and better stuff. This is
fine as long as the business is making profits in
excess of 15 percent and can afford it. But it
doesn’t work as well for 90 percent of the
companies in the industry who are earning
fewer than 12 percent. So it makes sense to
establish upper and lower capital spending
control limits to manage purchasesin line with
a growth rate. Let's review a calculation to
develop these upper and lower control limits
referring to the same example used earlier.
Minimum capital spending is the sum of
the reinvestment dollars and the replace-
ment dollars spent for one year of fixed asset

use. Contractors can limit spending to this

Reinvestment Dollars $12,500
Replacement Dollars $20,833
Minimum Capital Spending ........... $33,333
. Fixed Asset Life 6
amount of money just to invest on a
A 7 Max um Cabpital Spendint
year-by-year basis. However, fixed Maximum Lapital spending $ 95,833

assets are not purchased for a year at
a time, they are purchascd for six
years of use. Remember the six-year asset
life span introduced earlier? In fact, most
fixed asset purchases are not made in a
smooth year-to-year fashion. They are made
unequally in fewer, larger purchases. There-
fore, we can establish the maximum budget
by determining the cost of buying all the
fixed assets now for the next six years. This
upper limit is calculated as the replacement
dollars plus six times the reinvestment dol-
lars. This calculation yields amaximum capi-
tal spending budget of $95,833. It's helpful
for long-term planning that if you spend the
minimum this year, you may spend the
maximum next year or the year after and
vice-versa (see Table 9, above right).

Now, you have two tools and check-
points to provide financial discipline for
growth. These tools and checkpoints help

TABLE 9

control growth. If you are overspending on
capital and under-earning in profits, growth
can become painfully out of control. I have
seen companies ignore these basicdisciplines
and pay the price later on when they end up
contracting to pay down accumulated debt
and reduce high overhead. It is never fun to
peel back, and it can be a backward step that
takes years from which to recover.

The author is president, KehoeGuido Consulting
Laguna Niguel, Calif., and can be reached at 949
715-3804 or info@kehocandco.com. This is part
two of a two-part series on growth and budgeting
Part one, which was featured in the October 2002
issue covered organization and market position
Kehoe also will share tips on calculating and
managing production and labor hours in the

February 2003 issue of Lawn & Landscape.

® | ow maintenance , dependable

Creatjve

OutdoorWorker.com

Equipment & Job Classifieds

for outdoor workers only.

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

www.ccurb.com

1-800-292-348%

Concrete Curb & Landscape Border Equipment
Fax 949-587-8416+ 949-587-8488 * 5 Chrysler* Irvine CA 92618

$35.00 per ad / No expiration

Your ad remains online for as long as you need it to.

Check us out at

www.outdoorworker.com

Ask about our “Unlimited Ads” Program
E-mail Tina@outdoorworker.com
or call (937) 438-3002
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Introducing qw

Routing, Scheduling and Revenue Tracking for QuickBooks

Pro

: ' designed for
, f W QuickBooks 2002

CLIPis an authorized Intuit

QUiC kK B OOkS Developer for QuickBooks™

qCLIP further enhances the capabilities of your favorite accounting
program by adding Routing, Scheduling and Revenue Tracking. All
of your billing and business functions remain in
QuickBooks" as they normally do.

qCLIP offers easy set up and minimal data entry which will allow you to
get up and running quickily.

| eLinks to Microsoft MapPoint, Word, and Excel
| ( *Allows class accounting in QuickBooks

o 1 *Seamless integration to QuickBooks

e ; *Ability to modify invoices in QuickBooks'
‘.‘ *Ability to track the profitability of each and
every job

Call 800-635-8485 or visit your local

Toro dealer for a demo

RateMyE Quipment.com

Don't get mowed over, blown away, or your wallet trimmed.

The Premier Equipment Rating Site for the Green Industry
Brought To You By CLIP Software
What Will It Do For You?

* Landscapers: Review Equipment & Locate Dealers
* Manufacturers: Spotlight Equipment & Reach Buyers
* Dealers: Motivate Buyers With Deluxe Listings

For More Information, Call 866-489-RATE(7283) or Visit Booth #2904 at GIE
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How do you
handle your
trimmings?
Contractors
in VArious
regions
discuss their
preferences to
bag or not

to bag.

by Kristen Hampshire

Bagitorleaveit, grassclippingsare a maintenance fact
of life.

You can’thavea primped property without grassy,
green leftovers — and, you can’t find a contractor who
prefers to “just bag it” without running across one

who would rather “let it be.”

The two camps have their reasons. Baggers say the
neat finish pleases homeowners who don’t want to
track grass clods into their homes or find clippings
clinging to their window screens. The Grasscyclers,
we'll call them, figure the nutritive benefits of leaving
clippings on a property reduce fertilization needs,
increase turf nitrogen content and simply save them
time and money.

Others subscribe to both schools of thought.

Take Ray Pelletier, who belonged to the bagging
bunchbefore several yearsago when the city of Naples,
Fla., banned landscape contractors from dumping their
green waste in local landfills. He changed his
equipment - swapping bagging , mowers for
deep-decked zero turns — and he § traded his
open trailers forenclosed versions, @ since he

wouldn’t need extra space to haul § clippings to

64

the dump. And in the end, Ray’s Lawn & Garden
generated 20 to 30 percent less waste each year

”As a homeowner, I would much rather have them
picked up, but environmentally, it is better that we
leave them where they are,” Pelletier reasoned. “I think
we've all accepted it like a tax increase,” he compared.
“You pay it and follow the rules and regulations.”

GOING GREEN. Baggers beware. Coming soon toa
neighborhood near you could be municipal restric-
tions that enforce a message initiated in the early
1990s. “Don’t Bag It,” they called it in Texas, illustrat-
ing the agenda with a picture of a bag with a line
through it, described Tom Delaney, executive vice
president, Professional Lawn Care Association of
America (PLCAA), Marietta, Ga.

Today, more local governments are prohibiting
green waste disposal in landfills, and contractors in
these regions are shifting their maintenance prac-
tices to cooperate.

“There are a good num- ber of states that have
bansonyard waste, so there
will be more contractors
who Grasscycle and don't

(continued on page 68)
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go to the trouble of bagging the clippings
and composting them,” Delaney noted, add-
ing that PLCAA coined the decade-old
Grasscycling term for a positive spin.

Since then, grass clippings have taken the
back seat to more hot-button issues like pre-
notification and emissions efforts, Delaney

said, but, still, some communities are exam-
ining how contractors handle green debris.

Even without restrictions, Mark Harris
leaves clippings. Customers don’t mind -
“their primary interest is curb appeal” - and
he figures he saves on fertilizer since the
coated clippings stay on the turf. “Basically,

HUNTING
FOR A NEW

ess BIowWer

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!

Enpross Tlower

800-285-7227 www.expressblower.com

Visit us at GIE Expo, Booth #430
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you are putting nutrients in the blades,” re-
lated the president of Harris Landscape,
Houston, Texas.

Ecological benefits dominate the clippings
case, Delaney pointed out. “Grasscycling is
about the natural process of decay and re-
newal,” he defined. “Clippings are 85 percent
water, so they decompose fast, returning 20
percent of their nitrogen content to the lawn

“Some people actually think that by
Grasscycling through the whole mowing
period that you might add a whole pound of
nitrogen to the property,” he added.

And contractors don’t have to compro-
mise a clean look if they leave their clippings

{eombs sd on naoe 70
confinued on page

rasscycling is naturally recycling
grass clippings by leaving them

on the lawn after mowing. Coined in the
early 1990s by the Professional Lawn
Care Association of America (PLCAA)
the method conserves landfill capacity by
reducing green waste. Here, the associa
tion debunks some common myths

Grasscycling does not cause thatch
buildup in the lawn. An 11-year study at
the United States Department of Agricul
ture station in Beltsville, Md., showed
that thatch is composed primarily of grass
roots, not clippings. Clippings left on the
lawn decay quickly and release valuable
nutrients back into established grass

Grasscycling does not spread lawn
diseases. Watering, fertilization and
sharp mower blades have a greater influ-
ence on disease occurrence

Grasscycling can be done with any
lawn mower. No special equipment is
necessary for Grasscycling, however,
many manufacturers have attachments
that improve your mower's performance

Grasscycling is a proven and effective
method of lawn management. It also pro-
vides an environmental opportunity to re
duce curbside waste.

LAwWN & LANDSCAPF
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on the turf. Pelletier said they generally dis-
appear after a couple days on his properties,
and if the grass forms clumps he will cut it
two or three times so they disappear.

The key is cutting often and cutting when
grass is dry, Harris reminded. “We try to hit
our mowing frequency on time so we aren't
mowing the grass when it is really high,” he
said, noting hisweekly mowing schedule. When
he sees sod clods, he might take a blower to
disperse the clippings for a finished look.

Besides, Pelletier noted that even though
longer grass requires a double cut, the time
spent evening out clippings outweighs the
man-hours necessary to bag, load and trans-
port debris to a dumping site.

In fact, this laborious process might take up
to a quarter to a third more time, estimated
Lance Schelhammer, president, Grass Roots,
Lenexa, Kan. “And itis not only the time spent
on the property, but the time disposing of all
the clippings and cleaning up the trucks
when they get back to the shop - that's all

included,” he listed. Schelhammer runs 20
mowing crews and generally leaves clip-
pings —only a few of his high-end residen-
tial clients prefer bagging. This practice is
rare in his community, however. “For com-

mercial work, you rarely see a bag on a

mower around here,” he noted.

But Schelhammer usually suggests
leaving clippings when his clients ask. “It
is better for the lawn, and we found that
bagging can create a bit of thatch, and
leaving the clippings provides the lawn
with better nutrients,” he observed.

He can tell simply by looking at the
turf. “It’s strange - you can definitely see
the difference,” Schelhammer remarked.
“Generally, the lawns that we leave the
clippings on look healthier.”

IN THE BAG. |im Minkler bags his
clients’ clippings - always has. The end
results keep the customers content and
the turf tidy, he claims. “Aesthetically, it

looks better,” said the president of Minkler's
Lawn Care, Mauldin, S.C. “They like the
look of it vs. having ground-up turf that is
not as appealing to them.”

Besides, 60 percent of his customers have
irrigation systems, so their grass grows quite
quickly, Minkler noted. “If I were to shoot
their grass [out of the mower], even mowing
at a high height, it would look terrible be-
cause there would be so much grass since it
grows so fast,” he argued.

These preferences explain why Minkler
foughta proposed bagging ban for 10 months
before the city of Mauldin dropped the idea.

“The city was already picking up bags [of
leaves and clippings] and the residents are
getting charged for it, but they wanted to
stop us from putting out bags of grass,” he
said. “They wanted us tohaul everything off
to a county dump where it is free, but the
pain is that most [contractors] don’t have
room for it [in their vehicles].”

(comtinued on page 72)

If you've got wrf in poor condi-
tion, or even healthy turf that you
need to tum under, RotaDairon is
the easiest and most reliable way
1o go. You can make a perfect
seed bed in one pass if you wish.
No other machine on the market
15 like it. It can renovate the sod, inches.
bury rocks, turn grass under, get

nid of debris and refinish the soil

in the process, creating a smooth,
even surface excellent for seed
germination. The unique seed
attachment allows you to do it all in
one pass. No raking. No labor.

Dealer Inquiries Welcome

Only the RotaDairon® Soil Renovator™
makes a perfect seed bed in one pass.

There's a range from narrow
width units to broad swath, heavy
duty machines -
combination seeder attachments. Of
course, they adapt 10 most tractors
100. And now there are skid-steer
units able to do swaths of 52 and 60

all having

Call today for details.

E

Quality Since 1958

One machine.. One Ferson... One Pass

RotaDairon Emrex, Inc. 950 Sathers Drive, Pittston Township, PA 18640, USA
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Luckily for Minklerand other contractors
who bag clippings in the Mauldin area, a
lawsuit threat shut down the restriction. He
still bags his clippings and now he doesn't
have to plan the time to transport them to the
landfill. “We choose to bag so we don’t have
to haul anything to the dump since custom-
ers have the garbage pickup anyway and the
* he described.

’

city will do it for us for free,
Many contractors whobag clippings must
plana trip toa municipal composting facility
or landfill, however. But, still, some favor
collecting clippings — especially those who
cater to high-end residential clients.
“Percentage wise, we bag less than 5 per-
cent, but it seems more common that our
clients are interested in that,” noticed Tony
Lewicki, owner, Turf Tamers Plus, Hinckley,
Ohio. He said often, the high-end residential
customers he services are “persnickety” about
their properties, and more of them are lean-
ing toward the polished look bagging lends.
“We see people are requesting it more be-

cause we are using equipment that has grass
handling systems. We have gained proper-
ties because of it.”

Insome cases, clients will opt to bag high-
visibility areas near their front doors or in
areas where pets and children play, Lewicki
added. “We talk about it up front to see what
the customer is looking for,” he noted, add-
ing that bagging isolated areas takes more
time, and he must figure these charges into
their contract.

While contractors generally agree that
bagging consumes more time, Billy Gray
said he spends an extra 15 minutes on prop-
erties when he mulches the grass. Blowing
grass chunks and double cutting take more
time, figured the owner of The Southern
Landscape Group, Pinehurst, N.C,

Gray only leaves clippings onzoysiagrass
properties, and he uses a reel mower on this
fine-fescue turf and applies plant growth
regulators so it doesn’t crop up too quickly
and cause clipping clumps.

“I#'s strange - you
y

can definitely see the

difference. Generally,
the lawns that we leave
the clippings on

look healthier.”

— Lance Schelhammer

Otherwise, the Bermudagrass turf in his

areais commonly speckled with pine needles,
which don‘tmulch well, Gray said. “Wehave
a lot of pine trees in the area and every week
pine straw falls, so we don’t have a lawn that
doesn’t have this mixed in it as well,” he illus-
trated. “We bag the clippings for the cleanli-
ness of the yard and it saves time because we
don’t have to blow the yard after we mow.”

(continued on page 74)
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re equipment problems keeping you up ot night? Your mowers need to be earning their keep, not droining your
profits with costly repairs and doily maintenance. The Hustler Z family is your solution. They come with lifetime
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Gray takes clippings to a landfill since the
site his company rents forits facilities doesn’t
allow room for a composting area. The land-
fill then converts the green waste to mulch.

And as for Gray’s customers, they don't
express a preference toward collecting or
leaving clippings as long as they see top-
notch results. “It is a professional, quality
look if it is bagged and kept clean,” he said.

TIME IS MONEY. In an industry that sells
time, a seemingly trivial debate over clip-
pings isn‘t small potatoes. Equipment and
labor figure into the equation as well, and
contractors with efficient maintenance de-
partments understand the importance of
tweaking their mower fleet and man-hours
to meet their clipping preference.

“This is a time-based industry, and we
need to make [the process] as quick as pos-
sible,” Schelhammer stressed.

And contractors need to figure pricing
structures for their mowing services that

compensate them for time allotted to clip-
pings, whether it's double cutting them so
they can be left on the turf or bagging them
so they can be disposed in a landfill.

Minkler marks his bagging process down
to the minute. “I don't do it for free,” he
quipped. “You figure at least two minutes per
bag, time-wise, and a bag costs 80 cents. |
figure §1 a minute and $3 per bag. [ do an
estimate and then add in my mowing and
my monthly fee.”

Just as Minkler refined his cost structure
to cover extra time, Lewicki designed his
equipment fleet to manage his combination
bagging jobs. “One has a grass handling
system and we use that as the bagging ma-
chine,” he explained. “When there are cer-
tain areas the owner wants grass collected,
the crew hits it with a machine thatcanbag.”

Pelletier stopped purchasing mowers
with grass handling systems and opted for
zero-turn models since he leaves clippings.
He looks for deep decks so clippings don’t

lawnandlandscape.com | #4

Bheti outthis aricle:
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get caught underneath the mower. “We have
6-inch decks or more on our mowers,” Pelletier
said. “If you have abigger area above the blade,
it will handle more grass before it plugs.

“We also find that side discharge mowers
do a better job for us with clippings, because
with mulching models you have to mow
slower,” Pelletier added.

Similar to the clippings issue itself, equip-
ment and pricing systems can create a divide
~ but Pelletier identified one neutral party
“The turf doesn’t care,” he said simply. m

The author is Managing Editor — Special Projects
for Lawn & Landscape magazine and can be
reached at khampshire@lawnandlandscape.com

EARTHSCAPES SOFTWARE

VISUAL IMPACT IMAGING

The Fastest, Most Powerful,
Landscape Design Software for Windows

USE READER SERVICE #90

74 NOVEMBER 2002

V-300

Call For Our Color Catalog

regson
lark  EQUIPMENT

PO Box 8, Le Roy, NY 14482
800-706-9530 716-768-7035 FAX 716-768-4771

Financing Available
www.gregsonclark.com

SPRAYING

Visit us at GIE Expo, Booth #361

USE READER SERVICE #91

LawN & LANDSCAPE



mailto:khampshire@lawnandlandscape.com
http://www.visualimpactimaging.com
http://www.gregsonclark.com

'
1 1
ValleyCrest

P

—
e

the WORKFORCE of NATURE

The best name in horticultural and landscape services just got better. After more than 50 years,
Environmental Industries is going back to its roots by changing its name to ValleyCrest Companies. From
concept and installation to long-term maintenance, no other company can match the resources and
expertise of the ValleyCrest portfolio of companies. With 7,500 professionals, a half-century of experience
and a company-wide commitment to quality, no job is too big or too complex. When you contract with

any of the ValleyCrest Companies, you’re harnessing the power of the workforce of nature.

VALLEYCREST LANDSCAPE DEVELOPMENT » VALLEYCREST LANDSCAPE MAINTENANCE

VALLEYCREST GOLF COURSE MAINTENANCE » VALLEY CREST TREE COMPANY

www.valleycrest.com

“ValleyCrest,™ “The Wockfoece of Nanure,™ its logo and ite designs are trademarks of ValleyCrest Comparies.
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derimeter Pest Contro
by Nicole Wisniewski

They've got legs and they know how to use them.

Household pests, like eight-legged spiders,
six-legged ants and cockroaches, 350-legged
centipedes, and 750-legged millipedes, creep
and craw!l in damp bathrooms and food-
filled kitchens causing even the bravest of
souls to shiver and shriek.

Yes, sometimes pests, uncomfortable
with their outside holes and haunts,
look for nice, cozy indoor places to re-
side and what better choice for com-
fortable living quarters than moving in
with their human neighbors. “We pro-
videall theamenities,” agreed Judy Loven,
state director, United States Department of
Agriculture’s Animal & Plant Health
Inspection Service, West Lafayette,
Ind. “These include food, water, shel-
ter, warmth, nesting materials and pro-
tection.”

Lawn care operators (LCOs)
can stop insects from wriggling
and writhing their way into their
clients’ homes and commercial
buildings by offering perimeter pest

By offering perimeter pest control as
an add-on service, lawn care operators
can stop insects from entering
homeowners’ dwellings.

control services to build

an outdoor barrier
againstbugs and boost

profitability.

ADD-ON ADVANTAGES.
Since interior pest problems
typically stem from exterior
spaces, residential clients who
wantto prevent the creepy-crawlies
should welcome a complete perim-
eter home inspection and treatment
in addition to their lawn care ser-
vices. “Ninety percent of pest infes-
tations originate from the outside,”
confirmed Bobby Jenkins, president,
ABC Pest & Lawn Services, Austin,
Texas, who typically does a combination
perimeter/structural pest con-
trol service, but will do a pe-
rimeter-only treatment because
of its highly effective nature.
“And since customers are used
to lawn care technicians doing
work outside of the house, it's
an easy add-on for them.”

(continued on page 78)
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(continued from page 76)

The profitability factor also makes this
service a sensible addition. Some LCOs who
perform perimeter pest control said the ma-
terial expense is 8 to 10 percent of the rev-
enue generated, Jenkins said. Jackie Hague,
program coordinator, Lawn Classics,
Findlay, Ohio, estimated the cost of perim-
eter pest control material costs at only 3 to 5

percent of the total application expense.
However you look at the numbers, this ser-
vice clearly offers the profit potential LCOs
seek in new services.

And, for clients, perimeter pest control
is a way to help keep insects out of their
homes without having to apply pesticides

(continued on page 80)
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¢ Low price, high quality
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» Quiet running - 75 dB(A)

Available Now
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Available Now
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* Most powerful backpack blower. Period!
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Komatsu Zenoah America, Inc.
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You owe it to yourself...
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and experience real power!
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When pricing perimeter pest
control services, lawn care op-

erators (LCOs) either charge a basic fee
per application for all the homes they
treat or they base their pricing structure
on the home's linear footage and specific
pest problems. Either way, “it should be
done so that you account for how you
pay labor, how much chemical you use,
specific pest problems and the size of the
home s0 a fair profit is made and employ-
ees are compensated competitively,”
pointed out Greg Clendenin, president,
Middleton Pest Control, Orlando, Fla.

Companies that charge one set fee per
treatment for every home they serve feel
this method brings simplicity to the pro-
cess, “We find that the footprint of the
homes can vary so much that structured
pricing makes our service affordable to all
of our customers," said Paul Wagner, presi-
dent, Masters Green, Walled Lake, Mich

Don Wendt, president, Countryside
Lawn, Wichita, Kan., has a similar ap-
proach, charging his clients $40 per treat-
ment six times a year.

Other LCOs feel they have to account
for the differences between home size
and specific insect problems when pric-
ing perimeter pest control. Lawn Classics
charges $35 per application three times a
year, equaling 8105, said Jackie Hague,
the Findlay, Ohio-based company’s pro-
gram coordinator. "But if the property is
more than 200 linear feet, we add 25 cents
for every additional linear foot,” she said.

Bobby Jenkins, president, ABC Pest &
Lawn Services, Austin, Texas, also pre-
fers this method. "If you are more accu-
rate on your costs, then you can give cli-
ents a more accurate pricing structure
and then the higher the probability you
will make a profit,” he said. “A simple
way to do it is to base it on the linear
footage of the structure. Also consider
that the older the house, the more cracks
and openings exist for pests to crawl in. A
lot depends on the amount of follage
around the house too - more dense foliage
means a higher likelihood of pest problems.

“Prepare an estimate after a thorough
inspection,” Jenkins continued. “That
way, you make a good presentation to
the homeowner and show them that you
know the circumstances of their specific
situation. It certainly will increase your
close rate if it 1ooks like you've done your
homework." — Nicole Wisniewski

Pricing
Pointers

Lawn & LANDSCAPE
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a residential, commercial or
industrial site, Millennium Ultra”
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weeds. Our number of callbacks
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Vice President of Operations

Greenlon, Inc., Cincinnati, Ohio

Millennium Ultra is an extremely
effective, broad spectrum broadleaf
herbicide. Its state-of-the-art formulation
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(continued from page 78)

inside, pointed out Paul Wagner, president,
Masters Green, Walled Lake, Mich.

While this service can interest both resi-
dential and commercial clients, “residential
customers respond better than commercial,”
Hague said, and other LCOs also reported
having a majority of residential clients who
request this service.

LABOR PAINS.
Many LCOs said the
most challenging part of
adding on perimeter pest s
control services was figuring out whether to
use current lawn care technicians to do the
work or to create separate, dedicated crews.
At Masters Green, the tree care division

J r C O Blower Buggy Carrier

Heavy-duty Attachments

« Carrier for walk-behind blowers
» Low profile

» Easy maneuverability
Blow debris with ease
Quick load/unload

Call for dealer 800.966.8442

Visit us at GIE Expo, Booth #1700
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takes care of perimeter
pesttreatments be-
cause its employ-
ees are already trained to apply
target applications, Wagner said. Similarly,
Lawn Classics uses a crew that performs
miscellaneous work to do the job.

And most other LCOs find that having a
separate crew vs. a lawn care crew perform
perimeter pest control is the best way to go.
ABC Pest & Lawn started using current crews
to do the work initially but Jenkins said “we
failed miserably at that. We thought that it
made sense at first because you have the
economies of sale with one man, one trip. But
they are different services and if you use a
crew that specializes in one thing to do an-
other, then that job doesn’t get the attention
to detail it deserves. For instance, the pesti-
cide technicians would do a great service on
the pesticide front but they would not be
proactive in looking for turf problems.”

As a result, the company uses specialized
lawn care and pesticide crews today.

DonWendt, president, Countryside Lawn,
Wichita, Kan., added perimeter pest control
to his service mix two years ago and has a
dedicated crew do the work. He employs
one manager and one LCO who perform this
service for the 25 percent of his customers
who request it.

In addition to using a dedicated crew,
Wendt made sure these two employees also
received an additional license in category
seven — structural pest control. “Perimeter
pest control fringes on other areas since
you're spraying the outside of a structure, so
we got this license in addition to our turf and
ornamental license,” he said. “This way we
make sure we're covered.”

Jenkins agreed that this is a smart move
for LCOs who want to add this service. “To
be experts in the service, you need to have
experts doing the job, so I highly recommend
you get an additional license,” he said. “Es-
sentially, you're trying to protect the struc-
ture from pests, and if that's the goal, you
should have the proper licensing that goes
with that.”

TREATMENT TIPS. When it comes to actu-
ally performing the service, LCOs have vari-
ous means for battling bugs.

Countryside Lawn’s technicians use a lig-

{continued on page 82)
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John Buechner
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(continued from page 80)

uid product to spray 5 feet out around the
home and 2 feet up around the foundation,
inaddition tospraying around window wells
and doors, as well as wasp nests above the
perimeter if a problem is sited. “We use a tank
with a hand-held gun so we can get more
volume and cover more area,” Wendt said.

The company offers this service six times
a year, starting in February/March to treat
wasps, ants, silver fish and spiders, and then
again in April/May to take care of ticks,
fleas and earwigs. In June/]July, yellow jack-
ets and fleas become a problem and then in
August and September, the company treats
for mud dobbers and, finally, in October/
November, the spray prevents the dreaded
brown recluse spiders and crickets.

But perimeter pestcontrolisa year-round
servicein Kansas, where many wood-shingle
roofs attract silver fish, which then attract
thatinsect’s predator—spiders. Kansas' rela-
tively high humidity also attracts various
types of insects, Wendt explained.

Masters Green
provides clients
with an insect
shield around
their homes,
preventing such
insects as ants,
earwigs, deer
ticks, roaches
and spiders from
entering, Photo:
Masters Green

Climate, environment and pest pressure
also make Florida residents year-round po-
tential perimeter pest control clients, said
Greg Clendenin, president and chief execu-
tive officer, Middleton Pest Control, Or-
lando, Fla. In regions like this, LCOs need to
sweep eaves and other spaces where spi-
ders have built webs, treat under eaves, at
the base of homes and near debris or tall
weeds around homes, as well as make sure
trees and shrubs do not touch the home or

SPRAY BAND

FLOOR PLAN

structure because this can cause possible
interior pest problems, Clendenin said.
While the service requires many little
steps, the main key to effective treatment is
ensuring that the spray band around the
home is thorough and without any gaps,
said Wagner, whose service consists of treat-
ments inspring, summer and fall, since Michi-
gan winters keep bugs at bay part of the year.
“Wemake sure to properly treat under decks

(continued on page 84)
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(continued from page 82)

such as
vents, caulk cracks and garage doors,” he

as well as any “bug doorways,” intense sunlight weaken product ef-

fectiveness, so LCOs should plan to
pointed out. “If properly done, service calls avoid makingapplications when rain
looms. And to handle sunlight is-

The only time the service is threatened is ~ sues, LCOs shouldn’t confine

are rare.”
with heavy rains or when long periods of  themselves to just one appli-
cation technique, Jenkins

said. “Use a lot of tools,” he commented,
m P pointing out that liquid treatments alone
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don’t always do the trick. “Dusts are
very effective. Power dusters can
get material into places that
are protected from weather.
Baits are also very good tools
to use outside of the house. Cop-
per steel wool is a great tool to have
— we put boric acid into the weep holes of
house and use the copper steel wool to
stuff it into the weep holes to ensure the
product stays put and to block insects’ pas-
sage into the home. ”

And, according to Jenkins, a home’s pe-
rimeter is more than just the space sur-
rounding it. Perimeter treatments also
garages,
woodpiles, ivy beds and tree areas because

should include storage sheds,

they are technically part of the home's entire
outside environment.

The author is Managing Editor of Lawn & Land-
scape magazine and can be reached at
nwisniewski@lawnandlandscape.com.
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_Irrigation Training

by Kristen Hampshire Bolstering crews with irrigation basics
pays dividends for companies willing to

invest in training.

Hit the books before next year’s irrigation contracts are signed and sealed. Contractors
who fine-tune training techniques build solid crews that perform at a peak - and

ultimately deliver profitable, quality work.

“First, sending employees to training is one of the best morale boosters a boss can
do forthe company,”identified Tim Wilson, education director, the Irrigation Associa-
tion, Falls Church, Va. “You are sending a direct message that the employee is
important to you and they are worth an investment of time, money and resources. You
can't buy that kind of morale.

“Then, that employee is able to go out and do jobs correctly, so there are less

E

warranty and repair problems and the jobs go in quicker with less supervision,” he
added. “All the way around, it’s a good deal.”

“GROUP WORK. If maintenance crews confuse an irrigation controller for a security
2 system or couldn’t find a spray head if they tripped over one, it's time to do your
'8 homework and bring irrigation know-how to the field. Even employees not dedicated
BD the irrigation division should understand the basics, noted Dave Scattergood,
landscape manager, Signature Landscapes, Redmond, Wash.

“You can't afford to only have one person who knows what they are doing if you
are going to expand because that person won’t be able to drive around enough to catch
every single problem,” Scattergood pointed out. Signature Landscapes employs one
irrigation technician who takes care of complicated issues and installations, but his
crews aren't tripping over nozzles and fiddling cluelessly with controllers. He makes
sure the maintenance and landscape crew members understand how to set and reset
irrigation clocks and identify leaks and broken valves. They might not have the skills
to carry out the solution, but they can identify the problem, which saves time for the
irrigation technician.

“You don’t want to hire five irrigation technicians - they are expensive and need to
be kept busy all the time,” Scattergood explained. “The regular crews are already on
site, so there are not extra pay or transportation costs.”

Besides, when maintenance crews spend time on their assigned properties each week,
the clients expect them to diagnose and repair on any landscape problems. “We need
ferews] to do a preliminary evaluation of any problems so we can save time for our area

LC

(contimued on page 88)
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(continued from page 86)

managers,” Scattergood pointed out.

An over-baked lawn can indicate an irri-
gation complication, and if crew members
know how to adjust clocks to feed the turf,
they won't need to “send out the troops” for
a basic adjustment. In addition, crews that
install new landscapes need to water in
plants, and basic irrigation clock knowledge

allows them to increase watering times eas-
ily. “We want to adjust the clocks appropri-
ately to factor in that there is a new land-
scape instead of a 20-year-old one,”
Scattergood reasoned.

Wilson suggested covering safety topics
like using primer and glue properly, operat-
ing trenchers and torches, and excavating.

C & S TURF CARE EQUIPMENT, INC.

BUILDING QUALITY EQUIPMENT
FOR PROFESSIONALS, BY PROFESSIONALS

SS8010 Turf Tracker Jr.

Only 34.5 inches wide
Shown with optional
Custom carrier

Custom Spray Units

Designed to fit your needs.
Contact us for a complete
catalog of all our products.

SS8030 Turf Tracker
THE ORIGINAL

Spreads and sprays over
4000 sq. ft. per minute

Zero turning radius
Full hydrostatic drive

Skid-Mount Spray Units

Standard spry units
Gas and 12v Electric
Lawn or Ornamental

(330) 966-4511 - 1-800-872-7050 - Fax (330) 966-0956
www.csturfequip.com
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QUESTION...*

1. When is the best time of
day to water?

* Find answers to these questions on page 92

Some field fixes to teach employees might
include manifolding valves, setting heads,
and changing and setting controllers. Fitting
pipe and proper wiring and splicing are ad-
ditional subjects owners might want to re-
view with employees.

Dedicating time both in the field and dur-
ing regular meetings to cover these irrigation
how-tos will keep crews informed on irriga-
tion necessities, Wison said.

THE GREAT OUTDOORS. Hands-on train-
ing is a sure-fire, show-and-tell way to commu-
nicate irrigation techniques. Employees learn
by getting their hands dirty and watching, un-
derstanding and learning from mistakes.

“Hands-on is a very effective training
method, because alot of times, showing them
things out of a book and giving them a big
speech doesn’t stay with them as well,”
Scattergood pointed out. While Scattergood
supplements his outdoor education with
some indoor explanation, he finds spur-of-
the-moment lessons most effective.

“When you are in the field, always take the
time to walk over and take a look at something
you think the person you are with might not
know,” Scattergood suggested.

This approach allows technicians to ask
questions and even try to fix the problem them-
selves with supervision. “You can give them an
excellent hands-on lesson and it is more per-
sonal that way,” he added. “You are usually
doing it with one person right on the site.”

The danger in relying on this technique is
time. Wilson noted that many foremen and
supervisorsaren’t proactive with this method
because they end up sacrificing productivity
in the field.

“We all have good intentions, but in-field
training often takes a back seat to production,
and the employees in the company suffer
because of it,” he noted. “The foreman is
underalot of pressure to get the job in and get
it in fast.”

(continued on page 90)

QUESTION...

2.How many cubicinches are
there in a gallon?
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(continued from page 88)

QUESTION...

3. What is the optimum
operating pressure for
pop-up spray heads?

Thisattitude might shiftif managers bud-
get time and dollars toward education, Wil-
son suggested. For example, a large com-
pany might allocate $20,000 each year for
training. If it applied $10,000 of this to lost
production hours, foremen could take more
in-field time-outs to explain concepts. “Take
10 jobs and allow them each to have $1,000
less profit,” he figured. “Spend that ‘less
profit’ on on-the-job training.”

IN THE HOUSE. Scott Faye has found a
way to bring the advantages of hands-on
training into his facility.

The “heart of training” at Treasure Coast
Irrigation s the training table - a 20-by-8 foot
wall that serves as an equipment learning

laboratory for the technicians, “Itis the back-
drop,” Faye described, noting the display
featurescontrollersand valves from each manu-
facturer, and since it is such an eye-catcher, it
often serves as a selling tool for clients.

But the key purpose of this prop is to train.

“Everything we do for in-house training
revolves around this table,” Faye noted. “The
manufacturer gives us samples and we mount
them on our training wall. They are not only
physically mounted to the wall, they are wired
in to run 24/7. They are wired into the same
manufacturer valves, if they make valves.”

This real-life simulation prepares techni-
cians to work witha variety of valves, nozzles
and controllers. Paired with regular Monday-
morning meetings that touch on safety, com-

QUESTION...

4. What is the weakest
type of connection in an
irrigation system?

QUESTION...

5. Where do most freeze
breaks occur?

pany policy and customer service, this techni-
cal chapter conveniently brings field situations
indoors, Faye figured.

“Every week, I try to take a real situation that
happened last week - it may be basic or more
involved - and share the leaming experience the
technician had with everyone,” Fay explained.

Training table topics are prepared and
don’t last more than a half-hour each morn-
ing. Every day, trainees watch crews prepare
and re-stock trucks before heading to a quick
session at the table. Faye devised a list of 30
topics for the training manager to cover in
order. This “classroom” setting precedes a
day in the field with the crews, and each day
trainees will ride along with adifferent group.

This “Training Log,” Faye calls it, out-
lines a format for his foremen to follow in the
field and bridges the in-house and on-the-

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

GUESTION...

6. What is the problem if
the lateral line leads in a
different direction every
time repairs are made?

job training technicians must complete. And
Faye has found the topic orderis key. “There
has to be a logical sequence - you can’t skip
around,” he said. “By having a track, we start
with heads and nozzles. We work from the
head to the source, and it helps a new techni-
cian understand what he is working on.”

In addition, this training log provides a
system of checks and balances for Treasure
Coast. Technicians understand the agenda
and foremen are held to the curriculum be-
cause they must check off that trainees grasp
the concepts.

“If the employee just rides with anyone
any different day and comes short on some
knowledge, and he says, ‘No one covered it

with me,’ then, I can look at the chart and
find out,” Faye reasoned.

GRAB A PARTNER. Faye's company is
different than some. His focus is irrigation,
and he shares his expertise with other land-
scapeinstallation and maintenance firms that
want to offer the service.

“There is a common belief among land-
scape contractors that irrigation is a profit
center and they want to add it to what they
he observed. “But it becomes
like a stepchild.”

already do,”

Since irrigation is an add-on service and
not a primary business source for most com-
panies, it becomes an afterthought and the
training suffers as well. This snowballs into
quality issues-jobsaren’t properly installed,
warranty issues crop up and customers com-
plain. “It doesn’t always get sold at the right
price and it can flop along like a raggedy tire
on the back of a trailer and it never flour-

ishes,” Faye compared.

lawnandlandscape.com
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His suggestion: Find a partner.

“If all else fails, find a really good irrigation
contractor and partner with them,” he advised.
Or, invest in training. “A company has to have
at least one person who understands it.”

The author is Managing Editor - Special Projects

for Lawn & Landscape magazine and can be

reached at khampshire@lmonandlandscape.com.

ANSWERS:

1. After 10 pom. and before 6 a.m.
2. 231 cubic mches
3. 2510 30 psi
4. Threaded connections
5. In backflow prevention devices and PVC pipe
6. The pipe may be defective and/or pressure may
be too high,
Questions adapted from the Complete lerigation Workbook

ry Latry Keesen. For more information om purchasing the
hook, log o to wune lawnandlandscape.comistore

PRO-TECH © SNO PUSHER....
Simply the BEST

 “We sell quality ...
so whether it’s 2 inches
or 2 feet our customers
expect the best.
Pro-Tech helps us deliver.”

even our huge inventory
won’t last long!
DON’T WAIT -
ORDER YOURS TODAY.

Eric Hartmann, VP Operations

Tovar’s Snow Plowing, Chicago, IL
Over $7.5 million

Snow Revenue:

Employees/sub-contractors: 500+

Sno-Pusher Fleet: 63

711 West Avenue * Rochester, NY 14611

(888) 787-4766

With the new 2002 pricing

In-Stock & Available
at Pro-Tech dealers
throughout the U.S.

Model
Skid-Ster 8'

Sug. Retail
$2,200

Skid-Steer 10' $2,500
Backhoe 10' $3,500
Backhoe 12' $3,700
Loader 14' $4,500
Loader 16' $4,800
Loader 20' $5,700

Call 888 PUSH SNO
PROTECH

(585) 436-8172 Fax » www.snopusher.com
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Attachments include:

4-in-1 bucket
Angle blade
Auger

Backhoe

Bale fork

Brick clamp
Cement mixer
Concrete breaker
Flall mower
Grading bar
Grapple bucket
High tip bucket
Lawn mower
Lifting boom
Muich bucket
Pallet forks
Paver installer
Plate compactor
Post driver

Push broom
Ripper

Rotary broom
Salt spreader
Snow blade
Snow blower
Sod installer
Stump grinder
Tiller

Tine grapple
Tree forks

Tree shear, 8"
Tree spade
Trench compactor
Vibratory plow
Wood splitter

and more!!

Stonebrooke Equipment
6022 Pilisbury Avenue S.
Minneapolis, MN 55419

800-905-2265

Dealer Inquiries Invited

Mulh oC

MULTI-FUNCTION ARTICULATED LOADER

Got Articulation?

We dol Combined with a gnigue hydraulic drive system
and light footed design, yot'ean drive anany surface,
including turf, without fear of damage! If you can walk

there, you can take MultiTrac there.

Versatile & Compact

With over 80 quality attachments you can reploce many
single purpose “dedicated” machines. You can till, fill
sod, mix. sweep, auger, backhoe. plow, grapple, trim,
mow and lift! Yet you can cenfigure MulfiTrac as low as
377 wide and turn on a dime. The 20hp models will even

fit in a pickup bed - with the gate closed!!

Powerful

4 wheel "Direct Drive® hydrostatic is high in torque and low
in maintenance...no chains, fransfer case, drive

shafts, U-joints. or differentials to service.

Affordable

You can own a MultiTrac with attachments for as little as
$10.00 per day! Contact us for details on financing and
leasing packages form 12 - 60 months

Seasonal payments available.

Telescopic Boom

Diesel models come standard with telescopic boom
allowing excellent lift heights for such a compact machine.
MultiTrac will lift 90% of its own weightil Incredibiel

Quick Specs
Engine SAE Capacity Sid. Width Weight Lift Height
20.5hp Gas 825 Ibs 39 1.728 It 2.5
20hp Diesel 950 Ibs 41 N0 Ibs 21
30hp Diesel 1,100 Ibs 47 2.260 Ibs )8

50hp Diese 1.750 b 59 3,640 Ibs 143

USE READER SERVICE #46




_Residential Design _______

. From Washington to New Jersey, designers go the
by Mandy Jenkins gt Jersey, designers go the

extra mile with these award-winning landscapes.

COUTURE

ITION

Every yard has a story, but this residential project has one that goes back WALSH RESIDENCE

more than 30 years. When Charles Bowers, president of Garden Gate Garden Gate
Landscaping, Silver Springs, Md,, first started in the business in the late
1960s, one of his first landscape jobs was for a family who wanted to replicate
a mountain look with a rustic pond and waterfall in their back yard. Silver Springs, M

Forty years later, the family’s daughter, now married in the
same neighborhood, wanted the same job from the same man.
The problem was her lawn was half the size of her mother’s.

Bowers ended up slightly redesigning and “retrofitting”
the project to the daughter’s lawn size. “1 told her it could be
done,” Bowers said. “It just had to be squeezed in carefully.”

First off, Bowers had to work with the existing deck and
retaining wall. The deck was cut in size and the wall extended
to work in the pond-like swimming pool that was half the size

Landscaping

of the original design.

The other elements the client wanted included an outdoor
dining patio, many lush plant varieties in the front and back
yards and a spa that connected to the pool with a waterfall.

Bowers said the hardscape work was made difficult by
limited access to the back yard, but the cooperation of a
neighbor allowed a small amount of equipment into the yard.
The Garden Gate crews managed with the space they had,
installing the hardscapes, lighting and plant material.

Crews encountered a drainage problem, not only from the
new pool, but also from a neighboring yard. The pool could not
drain onto the plants surrounding it, so a subcontractor had to
lead the property’s excess water into the street.

As for the plant material, the owner wanted a lush, over-
grown and “wild” look for her yard with developed plants
filling out the landscape quickly. Although a fairly “typical”
palate of plants was installed, Bowers said the number of
varieties used was double or triple the amount usually used.

This design won a 2002 Associated Landscape Contractors of America
Grand Award for residential design.
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“In the past, we’ve tried everything
to control weeds during the fall and
early spring when temperatures are
cooler. Nothing gave us the control
we needed. But with Cool Power”®,
all of that changed. Now ground
ivy. wild violets and chickweed don’t
stand a chance. Cool Power gives

us the control we need to eliminate
cool weather weeds and satisfy

our customers.”
Owner & President
Showcase Turf & Tree

Cincinnati, Ohio

As the temperature cools off, you need

a herbicide to help you successfully

battle postemergent broadleaf weeds.
Cool Power's special ester formulation
of MCPA, triclopyr and dicamba combine
to give you superior weed control
7~ in cool weather. With Cool Power
on your side, weeds don’t stand

a chance.

R iverdale

The Formulation Innovators

(800) 345 3330
www.riverdalecc.com

<M i /,f.«' ,("".'
\
COOL POWER"’
Cool Power is a registered trademark of Riverdale Chemical Company.

Always read and follow label directions s v
cee Visit us at GIE Expo, Booth #2403

USE READER SERVICE #47
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SPRING IN SEATTLE

The clients in this Seattle home wanted a backyard paradise, but they didn’t
have a great deal of space to work with. “There was only 6 feet between the
house and the neighboring wall,” stated Hendrikus Schraven, owner, Hendrikus Schraven
Hendrikus Schraven Landscape, Seattle, Wash.

CHAYES-BORG RESIDENCE

= : : A : A : Landscape
T'he clients desired a natural-looking spa with surrounding patios and a : ¢

breakfast nook outside of their kitchen. In addition to digging a hole to fit the
5-foot-deep spa, fiber optics and water piping were installed under
the house, which was difficult to do with only a small excavator.

Seattle, Wash

The spa, made of gunnite, was surrounded by stones and also
featured a foot bath. The stone of the spa was worked in with the careful
combination of brick and granite used for the remaining patio areas.

The breakfast nook, located just off of the kitchen, had a special
feature in a brick water-filled liner along its wall that housed various
water plants. Other ornamental additions Schraven added included
“indestructible” handmade Vietnamese pots, trellises covered in
flowering vines and a custom-made sculpture for the spa area.

One of themostinteresting additionstothebackyard design, Schraven
said, was a 10-foot-tall Fuchsia he found on an earlier job. Schraven also
planted a weeping white pine, and an assortment of perennials and
flowering vines like passion flower, clematis and wisteria.

This design won two awards from the Washington Association of Landscape

Professionals, including the association’s Judges’ award in 2001.

Personalizad touches u
Photo: Hemdrikus Schra

SUBURBAN DREAM

SANTOLIQUIDO A small, sloping back lot left little space for relaxation at this suburban property just outside of
New York City. “They were two working parents with two active young boys,” explained Glenn
Jacobsen, president, Jacobsen Landscape Design and Construction, Midland Park, N.J. “They
needed an aesthetically pleasing back yard that was suitable for recreation and entertainment.”

That meant more than simply installing a patio in the %-acre lot. It took six months, more
Design and than 30 employees and an estimated 2,000 man-hours to transform the back yard.

The clients” needs and wants were numerous and a challenging 15-foot grade change
required extensive sitework to create a functional property. The partially shaded back yard
was landscaped with plant material that provides year-round interest.

RESIDENCE

Jacopsen rLanascape

“We have four seasons, so we install plants that flower in the
spring and summer, have attractive color displays in the fall and
interesting branches and bark patterns for the winter,” Jacobsen
explained. “With the partial shade, we had to mix the plant selections
with holly, evergreens, flowering trees and ornamental grasses.”

Jacobsen crews installed the hardscaping, plant material, irriga-
tion and lighting and oversaw the recreational features installations
- a swimming pool, multi-purpose sports court and play area.

Jacobsen said the most challenging project feature was merely
fitting everything the clients wanted into a small and sloped back-
yard. “Now they have a back yard that is both functional and
aesthetically pleasing that they can use year round,” he said.

This design won a 2002 first place residential design/build award from the
New Jersey Landscape Contractors Association

tho i spacious family playground

NOVEMBER 2002 www.lawnandlandscape.com LAWN & LANDSCAP!
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Many of the people moving into Florida are
transplants from the North. This particular
client was building a home in Vero Beach with
a landscape design coming straight from New
York. The designer hired Rood Landscape Co.,
Jupiter, Fla,, to install the project.

The home had a back yard containing an
inner courtyard. The clients wanted this space to
have a calming, tranquil feel, which was accom-
plished using developed plant material and a
spacious design around a pre-installed pool.

Before any planting could be done, the con-
tractors replaced the soil in the courtyard. Then, . AT
Proied Coordinator Richard Rutledge said, came ;.1'11 ‘qu::i ;:;im, and potted plants create a spacious, peaceful setting in this Florida courtyard. Photo
the hard part. Full-grown live oaks and sable
palms were brought in, but since the courtyard was almost completely enclosed, the trees, measuring 20 to 25 feet in
height, had to be installed with a crane to get past the courtyard walls.

After getting the trees in place, the lawn was leveled and the smaller plant material was put in. Flowering vines
and a variety of ornamental shrubs were planted, followed by the turf itself, which Rutledge described as a
“temperamental turf with a putting green-like surface.” Potted plants were also installed for accent color.

Rood

Landscape,
Jupiter, Fla

This project won a 1998 Associated Landscape Contractors of America Grand Award and a Florida Nurserymen & Growers
Association award for residential installation.

A SEPARATE PEACE

MARTIN The owner of this Northeastern Ohio property wanted a little bit of life and alot of privacy added
to his back yard. An existing back deck faced the cars in the driveway, which made for an
undesired view for entertaining. “He really wanted privacy and warmth in his back yard, like
Connelly aroom within a room,” explained Dan Connelly, owner, Connelly Gardens, Rocky River, Ohio.

After clearing the backyard area, Connelly went to work on the structural elements of the
new backyard plan, whichincluded a stone walk and patio area, in addition to the existing deck.

For screening and additional privacy, Connelly built and installed clear cedar arbors and
privacy panels around the new patio area and in front of the driveway. An assortment
of trees, flowering vines and ericaceous and enkianthus shrubs added life to these
wooden structures.

To highlight the various areas of sun and shade, Connelly used a mix of plants
including dogwood trees, azaleas, rhododendron, ferns, mosses and assorted fruit
trees. He also incorporated the client’s existing perennials.

After all of the plant material was installed, the only thing left to complete this
outdoor room was a little night lighting. Connelly used an assortment of down lights,
up lights and widely-spaced path lighting to create a “full-moon-like” effect on the
backyard area. Tiny lights with bluebell fixtures were a real hit with the client, but they
also proved to be effective in creating the natural look desired for the property.

Despite doing all of the work through his company, including repositioning and

RESIDENCE

Gardens,

Rocky River, Ohio

repairing an existing irrigation system, Connelly said the project lasted only about a month.

This project won three awards from the Ohio Landscapers Association and two awards from the Olio
Nursery and Landscape Association in 2001.
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Award-Winning Editorial & Graphics...
In-Depth Business Features. ..
Dynamic, Measurable Web Participation. ..

Achieves Excellence

lawn & Llandscape was voted Best
Trade Publication at the Ohio
Excellence in Journalism Awards for the
second year in a row.

Lawnandlandscape.com was voted
Best Web site at the Ohio Excellence
in Journalism Awards.

Additionally, Lawn & Landscape won a host
of awards in 2002:

* 5 awards from the American Society of Business Press Editors
® 4 awards from the Turf & Ornamental Communicators Association
® 5 awards in the Ohio Excellence in Journalism Awards

Three of these awards were awarded to Lawnandlandscape.com, the
industry’s most dynamic Web site with more than 40,000 user sessions and
nearly 500,000 page views per month.
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One of the industry’s most

respected professionals talks
T about how the industry has
grown and what it must

do to move forward.

People love to criticize their competitors, but rarely will
you hear someone criticize Chapel Valley Landscape Co.,

Woodbine, Md., or its leader, Landon Reeve. A 35-year

industry veteran, Reeve is respected across the country
and has been honored numerous times for his company’s

work as well as his own contributions to the industry.

Chapel Valley wasn’t always viewed as one of the
industry’s most professional firms, however. Reeve started
the business in 1968 with two employees, and he admitted
to falling victim to many of the same mistakes that plague
so many other contractors just getting started. But a com-
mitment to performing quality work, an intense competi-
tive drive and a humility that kept him always striving to
learn served as drivers that pushed the business beyond
$26 million in revenue and to the No. 25 spot on the Lawn
& Landscape Top 100 list (October 2002).

In January 2003, he'll turn over the reins for Chapel
\ alley to his son, James, and transition into the role of full-
Umc chairman, a change he views as a new opportunity.

‘ Ht‘ promises to remain active in the business as well as the

& industry, and that’s a good thing for both. Here, he shares

* some of his thoughts built up over the last few decades.

|
;
I

LAWN & LANDSCAPE (L&L): How did you get

started and what drew you to this industry?
LANDON REEVE (I.l) I'started Chapel Valley right out

of our home in 1968. | started out the classic way of doing

(continued on page 102)
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Looking for

PRODUCT INFORMATINN

When you want information on a new

product, you want it now! That's why Lawn

Y . For immediate
& Landscape uses this innovative reader

response go to

service program that gets you the product dsirbadaaitane s

information you need faster.

it's simple:

* Go to www.lawnandlandscape.com and click on

» Check the reader service number of the product(s) you're interested in.

* Receive an e-mail or phone call from a company representative in time
to make an informed decision.

* If you prefer your current method of product inquiry, just copy the page
at right, circle the number of the product(s) you're interested in and fax
it today to 216/961-0594, attention Reader Service Department.

and click here...

Or... simply fill out the product inquiry form below with the reader service numbers found on each advertisement.
Mail the form back to us at Lawn & Landscape, 4012 Bridge Ave., Cleveland, OH 44113 or fax it to 216/961-0594.
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{continued from page 100)

estimates and meeting with people in eve-
nings and running crews during the day.
We had three people the first year. Gradu-
ally, we got to the point where I could
devote more time to selling and organiz-
ing. [ did everything for numerous years —
probably middle 1970s when I could hire
someone to start managing. There are pla-
teaus in business, and $1 million is where it
hit me hard that 1 had to start training,
managing, getting help and running this
like it's an organization.

One advantage I had was not growing
up in the business so I didn’t have those

barriers around me. People told me the
only way I could make money in this busi-
ness was to cheat someone. I may have
been idealistic, but 1 thought I could do a
quality job and make a profit. I still believe
it, but that was the mentality of the 1960s.
It was harder than I thought, but still pos-
sible. I just did what I believed in because
[ didn’t know better.

The business kept growing because we
did a good job. 1 always wanted to hire
better people than myself, especially in
areas [ didn’t want to do or areas | didn’t
do well. I think that’s a problem people get
into — wanting to be a su-
per guy who knows and
does everything, but that
wasn’t important to me. |
wanted to be part of the
process and doing what |
thought was right. 1
thought that if you were
honest, treated people

right and did a good job then they would
want you to come back and do more. That's
how we grew — more people wanted us to
do more business, and that philosophy
has served us well.
L&L: What do you see as the biggest changes
in the industry since then?
LR: There are a lot of changes. We are now
a professional industry that is more pro-
fessional than 40 years ago, no question
about it. People are better educated com-
ing into the business. It’s a bigger busi-
ness. The whole industry is a big business
now where it was mom-and-pop with three
and four generations when [ started. One
or two trucks was a big business then. We
have associations now that we didn’t have
then, There weren't any landscape asso-
ciations back then - the starting of ALCA
in 1963 is something special. I was able to
play a part in that, and I appreciate being
able to be part of the industry’s evolution.
(continued on page 106)

COMPASS is...

= an Office Procedure System

on track. All the information you ha

COMPASS
SYSTEM , INC.

Complete Operations Management
Program And System Solutions

+ an Operations Management System

+ an Employee Bonus & Incentive System
« an Employee Retention System

= an Efficient Operations System

hank you so much for evervthing you've done to help our company get back
Thank nuch | vthin ve done to help r / get back

provided us with 15 |

redib

T/0 PLANT

INULES

“I have been in this industry for over 15 years and have not given my family the
time that it deserves. COMPASS has taught me to look ‘outside the box’ and has
created quality ume for me to spend with my family. My guys are also out of the

shop 45 minutes earlier every day thanks to the COMPASS System

Kevin Taylor
Bunch Gardens Landscape Management, Texarkana, Texas

302-324-1614

http://www.compasssystem.com

USE READER SERVICE #104
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Four (4) Critical “Plant Survival Essentials’”..
In 1 Convenient, Cost-Effective Planting Package!

#1. 2-3-2 NATL R( ZER 1

#4. BIO-P,

More Information & Ordering
1-800-441-3573

USE READER SERVICE #105
LAwN & LANDSCAPE
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Milli f feet v/
inlst:?:dow;?dwide ( NO SALES TO CHAINSTORES!

since 1989. « *7'12' or 15' lengths

We are the original 2 » Steel stakes included

L-Shaped Paver (% NO CUTTING . ,
Edging. ' (J) NEEDED Can ship UPS

< TO MAKE ~ g
Call us for help CURVES! S‘U‘P!ﬁ‘;:‘ =

on your projects. 3 o’ ;
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for PONDS
Will help you

create a natural o
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your water garden 4 . FOR
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SALES, INC.
&P" & P‘Vso

Please call us for samples, pricing and
Distributor information.

1-800-EDGINGS (334-4647) | E-Mail: olyola@aol.com
in U.S. and Canada Website: www.olyola.com |

Fax: 630.833.0816
124 E. ST. CHARLES RD. VILLA PARK, IL 60181 * 630.833.3033
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= February 8 — 11,2003
Ft. Lauderdale Marrioft North
Ft. Lauderdale, Florida ¥

IMPROVING YOUR PERFORMANCE -
ACHIEVING GREATER RESULTS

2003 School of Management Features...
» Expanded Educational Format —
Introducing The “How We Do It Seminars”
» Quistanding Speaker Faculty
* Abundant Networking Opportunities
» Attendee Prize Drawings - Win While You Learn
» Dynamic General Sessions, Informafive Breakout Sessions
» New for 2003! Equipment Demo Area

For Registration and Sponsorship Information
Call 800/456-0707

For a complete list of sessions go to
www.lawnschool.com

iy
NEED INSTANT INFORMATION?

Receive Your 2003 School of Management Information Via The Internet
Send Your Request To information@lawnschool.com
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Featured Speakers

Drew St. John
Symbiot Business Group

Ed LaFlamme
Grass Roots Consulting

Jim Huston
Smith-Huston

Bill Arman
Valley Crest

Jack Mattingly
Mattingly & Associates

Judy Guido
KehoeGuido

Lawn Care Seminar

Saturday, February 8, 2003

One-day seminar specifically designed for lawn
care professionals to learn how to effectively sell
and service turf, tree and ornamental insect
management services.

Topics include Current Trends In Insect
Management; Insect Identification Made
Easy; How To Make More Money With Insect
Management and more! Special registration
rate for School of Management attendees.

“How We Do It Seminars”

Sunday, February 9
Sessions designed to help you grow your
revenues and improve the performance of your
core business operations!
How To Use An H2B Program
How to Expand Into Holiday Lighting
How To Generate New Revenue With
Hardscapes
How To Add Color To Your Landscape Design
How To Add Revenue With Landscape Lighting
How To Make More Money With Ponds/Water
Features

Dynamic General Sessions

Monday, February 10

The 90 Minute MBA

Employee Development: From Laborer

To Leader

Operating A Business In A Cautious Economy
Plan To Win: Strategic Planning In Your
Business

informative Breakout
Sessions

Tuesday, February 11

Learn from some of the best in the business and
put your company on the path to success!

Breakout Session Topics
A Case Study On Success: Quality Seasons
Building For Success
Structuring Maintenance Contracts
Measuring Crew Efficiency
Sales Strategies: Closing With Success
Marketing Your Services: Defining Your
Course

Full Conference Registration $245 Per Person * Group Registration Rate $195 Per Person

Call 800/456-0707 To Register
Register Online at www.lawnschool.com
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(continued from page 102)

Having business knowledge is so much
more critical now. The educational level
has to be much broader, so the pay is
better. No more $1 an hour and moving up
to $1.25 in five years. The opportunities
are unlimited now. We were one of the
first companies around here to get uni-
forms, and now everyone has them. We
were also one of the first to regularly clean
the trucks so they didn’t rust to death - all
of that has changed for the better.

We have to constantly improve. We have
strong competition, and that keeps us sharp
and working everyday. That keeps us try-
ing to think of different ways to improve.
I have a philosophy of continually learn-
ing and constantly improving. Good
competition is wonderful. We want to beat
them everyday, but they'restill good to have.
Business is harder today and it’s harder to
sustain. That's not just this industry, butit's
the overall economy. You have to have stay-
ing power, knowledge and be comfortable

«LEADERSHIP

the éompet tors.. We\need to bein a pos tion to make money all

- of the time,” - Landon Reeve.

with change because the pace of change is so
much faster than it was. Our first four or five
years, we didn’t go out on jobs in the sum-
mer. We did all of our work in the spring and
fall and just got along in the summer while
laying everyone off in the winter. Now, we
have to work everyday.

The thought of starting today is scary. To
start a business today, there’s lot of opportu-
nities, but the people starting businesses, for
the most part, are better planned, better
educated and they probably worked some-
where else and got some good knowledge.
They probably all have some source of
money, and they know that. I didn’t have
any of that. Ijust blindly went down the path
to start a business.

Students and people in the industry have
so much knowledge today because no one
would talk to each other back then - every-
one had secrets. You justdidn’t go visit other
contractors. So, to start this business today
would be quite a challenge but I would be
better prepared. It's all relative. We don't
know what we don’t know, and that's a
blessing and a curse in some ways because if
you make bad mistakes you're done.

I'm not surprised by the industry’s
growth. We used to grow perennials and sell
them for the 30 cents, and 1 would think
about how many we had to sell to make a
buck. But people were becoming more inter-
ested in their gardens, and | saw a huge

{contimued on page 108)
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possibility that this would grow into a busi-
ness. But I never envisioned this company
being this size. Whatever it grew to was OK.
I'm not driven by size or just to grow. In fact,
that growth kills more companies than it
helps. I just believe the world is a golden
opportunity that is unlimited, and I tell our
interns that today. They don’t understand
the opportunity they have and the educa-
tion they’re getting - the world is there to be
picked. I'm an optimist, and | believe the
opportunities are there.

L&L: What have been some of the key les-
sons that you've learned about creating a
landscape business?

LR: When [ started out, no one knew me and
I didn’t know them. I would ride around
looking for jobs that needed landscaping
and I would pound on the door, go in and
see if they needed any landscaping. I didn’t
have anything to sell other than the fact that
| was there — no reputation, no name, no
jobs. I was desperate. [ wasn’t a real aggres-
sive guy and [ didn’t want toeven call people
on the phone, but I didn’t have any choice.
Finally, some folks gave me a chance. I can’t
even have a conversation with these sales-
people today who complain about getting
appointments. We got into anything and
everything — decks, carpentry, plantings,
etc. My love is planting plants, so we didn’t
mow any lawns until 1980. I learned that
there were some things that made sense and
some that didn’t, like doing decks because
they took us so long to do. We couldn’t make
any money even though we did a great job
and had some fun.

So, in 1975, we made a decision to stop
doing all of these things and stop doing
residential. And we also knew that D.C. was
about to have all of these corporate head-
quarters move into town, so we wanted to
get one of those jobs. We started talking to
people and we had been doing commercial
work. We were being a disservice to residen-
tial because we weren’t focusing on it, so we
cancelled all of our residential contracts and
just went after commercial in the middle of
the recession.

After getting embarrassed by compa-
nies who we referred for maintenance
work, we took two years to learn how to
do it right because that’s the only way I'll
do something. We learned pretty quickly.
Some of these things are common sense, so
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A self-described optimist, Landon Reeve believes the landscape industry offers endless

opportunities to contractors starting businesses today. Photo: Erik Kvalsvik

we've done maintenance every sense. It's
not magic.

We weren't diversified enough in the
early 1980s, and living and dying with the
commercial market can be gruesome. So we
made sure we had a real focus so mainte-
nance people just do maintenance, commer-
cial just do commercial and so forth. If you
want jobs done right, you have to have
focus, That's their No. 1 job. You want them
to become champions in what they do. You
can’t have everyone doing everything. We
basically have a bunch of small companies
under a larger umbrella, that way they’re
small enough to deal with the client without
being too big. We have branches with 12 to
14 people and a full support system so they
can do $3 million in work. A lot of decisions
came from trial and error. Keep in mind, |
didn’t know anything — just kept bumping
into things that worked.

L&L: What do think are some of the big-
gest obstacles young contractors have to
overcome?

LR: They have to believe they can doit. I tell
our people all the time it’s up to us - it’s not
the market or the competitors. In every mar-
ket, there are people making money and
losing money all the time. It's up to us. We
need to be in a position to make money all
the time. It’s just more difficult in tough
times. But they have to believe and have a

plan that this can be done - the horizon or
vision has to be there. Then you have to have
the people there with you to grow it. Obvi-
ously, the market has to be receptive, and
good and bad markets can both be not recep-
tive. You need to be in a good market - look
around you and see how many successful
landscape companies are there. If you don’t
see any, that’s a clue.

Then you have to have strategies and
values that propel your business. They're
like individuals — each with his or her own
philosophy, and that comes from owners
and key people. The people become be-
lievers and champions of those philoso-
phies. If the philosophy is you're going to
grow, everyone has to believe that. You
can’t have half the people thinking growth
is bad. That's what happens and why good
people leave companies because they’re
not on the same page, and we've had that
happen ourselves.

If you can’t paint the picture, you've got
a huge problem. I tell people to describe to
me the company in three or five years - once
you see the picture, it's easier to do.

L&L: The Baltimore/Washington, D.C.,
market is incredibly competitive. How has
Chapel Valley thrived in this area?

LR: You have to understand your market
You have to be able to develop a business

(continued on page 112
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(continued from page 108)

that can survive in a market. You have to
differentiate yourself. You have to figure
out where the opportunities are and work
on them and not just do everything every-
one else does, and you have to be able to
offer solid value to clients. That means per-
ceived value from the clients — reliability,
dependability, consistency, quality, doing
what you say, doing it right the first time,
being accountable, which means doing what
the client tells you they want done. Know
your competition. We're in a market with a
lot of competition and some of the largest
companies in the country. They keep us
really sharp, and I think we keep them sharp.

We have to constantly work on how we
differentiate ourselves and building better
relationships and selling a better value. You
have those discussions job by job. We're
constantly looking for niche markets that we
can roll into major services, but you also
can’t be all things to all people. So you want
to differentiate within those parameters —
know what won't work for you. Know your
strengths and weaknesses, use them to your
benefit, just like in life. It's a competitive
world, and I'm a competitor - I love to win
and I work hard at that. The competition is
part of our life.

L&L: How has being in this market helped
Chapel Valley?

LR: It makes you a better business. We have
competitors that have basically copied us
over the years. That’s nice, but it means we
have to be better. We have pressure to be
better everyday, and that's a good thing.
Dominant companies have a different set of
issues to deal with. You have to be problem
solving everyday and build the relation-
ships so clients won’t go elsewhere. Small
companies don’t have the resources, time or
knowledge necessary to do this. I believe we
fail when we don't take advantage of the
opportunities we have and really max them
out. That's why it's so tough to start out and
grow in this market.

Getting cheap work is easy, but getting it
at a price where you can sustain yourself
isn't so easy. We have companies that are
pretty tight, and we have to compete with
them. We can beat them in a lot of ways, and
price isn’t one of the best ways. We can
outperform them or out service them. We
like to win jobs when we're second or third
on price.
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«COMPETITION

“We have strong competition, and that keeps us sharp, Good

competition is wonderful. We want to beat them every day,
which is why they are good to have.” - Landon Reeve

L&L: You talked earlier about expanding
yourservice offerings. Does a company need
to be full service to succeed?

LR: You don't need to be full-service. Some
of our competitors are very focused. This
gives us an advantage but also gives us a
disadvantage. You have to be good at all of
them and be able to coordinate them so it's
seamless to the client. If all I did was main-
tenance, that would be easy, so to speak. But
this differentiates us to some clients.

We look at a client as being a client for
life, whereas in the commercial maintenance
business there isn’t much loyalty — they're a
client until the next bid comes out. We look
for long-term relationships. We do some
commercial bid work, but not too much of
it. We want to do the install, maintenance,
lighting and then the follow up with add-on
services. Property managers need mow,
blow and go and for you to stay within the
budget. We could do that, but we’d like to
get a little more money out of it.

I've said this whole maintenance busi-
ness is going to become very tough. It's
getting tougher and tougher. It used to be a
good business.

L&L: What do you think will be the keys
to creating a successful landscape firm in
the future?

LR: Really paying attention to the basics of
running a good business. Opportunities are
unbelievable. Diversification opportunities
are there with holiday lighting and water
features. The opportunities are there - the
basics are going to still be core to successful
companies, and that's making sure you have
the customer in mind.

There are three main company goals that
should happen if we're going to succeed:

* Qur customers have to be taken care of
properly and be satisfied.

* We have to have employees who are
growing and challenged.

* We have to make a profit.

We have to do that all at once. We can’t
focus on making a profit by laying off people
or cutting our services. You can’t do that.
You have to balance the three-legged stool -

pull one out and you'll fall down. That bal-
ance is the key. Balance that and have good
goals and philosophies, then the future is
unlimited. You can be as good as you want to
be - goes back to your own dream.

It's just like playing baseball or football -
work on throwing and catching. Successful
companies get in trouble when they stop
doing what made them successful. You can’t
get too involved with how successful you
are. It’s happened to us - we're making
money, things are good, and then you be-
come your own worst enemy. That's my
biggest fear. When things are going really
well, then I'm looking around behind me.

When [ started out, I thought I could
grow a business and then kick back and just
let it roll. Today, I'm working harder than
ever, everyday, everyday, everyday, and we
have to get sharper everyday. When it gets
good is when it gets tough because that’s
when people stop doing the right things
because a lot of them are tough and no fun -
dealing with people problems, vendors, etc.
Suddenly, customers and people leave.
L&L: What are your expectations for the
landscape market in 2003?

LR: We see continued growth and increas-
ing profits. I can’t speak for all markets, but
we see this as positive. There are certainly a
lot of issues out there that could impact us.
The war and terrorist situations, We could
have some major issues that we can’t control.
But I think being an optimistic guy, that’s
always been on the horizon. There's al-
ways something that will throw a curve at
you. But people in this country pull to-
gether and make this work. How this ef-
fects our industry will depend on how good
you are as a company to adjust to those
changes. The problem for us is to be able to
make it happen. If we want more business,
we need to build relationships and figure out
how to get more business. We control that -
no one else does.

The author is Editor/Publisher of Lawn & Land-

scape magazine and can be reached at
bwest@lawnandlandscape.con.
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LESCO
Combination
Spreader

* Com-

bines
accuracy
of adrop
spreader
with the
efficiency
of a ro-
tary unit
* 80-
pound-
capacity,
injection-

molded

broadcast hopper

* 24-inch injection-molded drop spreader
diffuser assembly

* Independent calibration and on/ off
assemblies

* Stainless steel frame and hardware

* Enclosed 5:1 gear assembly

* Applies granular fertilizer, control
products, grass seed, ice melt products
and more

Circle 200 on reader service form

Caterpillar
Mini-Hyrdraulic
Excavator

* A zero-tail-swing

yee
PRODUCT

model allows op-
erators work in
tight spaces

* With 25.6 hp, the
unit features a
triple pump
hydraulic system
for maximum
digging power

* Ground speed of nearly 3 mph for job-to-
job travel

* Operating weight of 7,500 pounds

¢ 12-inch-wide tracks minimize impact on

INFORMATION 4

You can now request prmlucl information

online and receive a response imchialc/y.'

Just visit U'u'u'./.lu‘nanJ/anismpc.mm and
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the fmnt page. Thers, you can submit your
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manufm‘fumrs. O, sfmpl_u circlo the numbers
on page 101 of this month’s issue and fax the

: 210/001-0504.
tree roots, lawns, driveways, etc. form to 216/901-0504

¢ Can climb 25-degree inclines

* Has a maximum digging depth of nearly
11 feet

Circle 201 on reader service form

D - I B
¢ Constructed of injection-molded
thermoplastics

Hunter Industries

)
Wireless

L)

Rain Sensor
* Can be in-
stalled on a resi-
dential or com-

mercial site with-
out running elec-

* Line consists of six
drainage product

* Now registered for use in
the state of California

* Herbicide contains the active
ingredient carfentrazone-ethyl
combined with phenoxies

and dicamba

categories: round
catch basins and
grates; square catch
basins and grates;

trical lines to the
controller

* Can be
mounted any-
channel drains; valve where on a site
where rainfall is
unobstructed

¢ The sensor's
transmitter has a
range of 300 feet
¢ Sensor is compatible with all standard

boxes; backwater
valves and sewer
fittings

¢ Grates are used
with 3-, 4- and 6-inch
corrugated pipe,

* Broad-spectrum weed
control via systemic and contact activity

* Visual control results seen within 24 hours
* Strong cool-weather performance works in early spring and

late fall

* Applications can be made as high as 90 degrees F

 Product is rain fast in three hours

Circle 202 on reader service form

sewer and drain pipe, 24-volt controllers

* Receiver has a built-in bypass switch

* Easy installation typically takes less than
15 minutes

* Quick response functions turns off the
irrigation system as soon as rain starts

* Rain-Clik can be added to an existing
system without trenching and wire runs
Circle 204 on reader service form

and sewer and drain
fittings

* Wide range of col-
ors and load ratings
offered for both the
grates and covers
Circle 203 on reader
service form
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Ah.m m-m flows f’f 15 gallons

per minute

Attammenw * The tillers fit a vari-
ety of applications and

* Power augers available in eight models come in 52-, 73- and
* 1%-inch pivot pins are plated to resist rust 84-inch widths
* Available in sizes ranging from a 6-inch diameter to 36- * Attachments avail-
inch diameter able through all
* Stump grinders offer a 20-inch cutting depth, wide cut- Woods dealers
ting head and quick-attach bracket Circle 205 on reader
* Fit most skid-steers with standard auxiliary hydraulic service form

power comparable to its standard-sized
counterparts

Komatsu
Excavator

¢ The PC138USLC-2 near-zero-tail-swing
excavator is designed to operate in con-

* The excavator features Komatsu's
HydrauMind hydraulic control system

* Operators can choose among three dif-
ferent working modes

fined areas * Nearly 21,000 pounds of digging force

¢ The 86-hp, 30,865-pound machine offers Circle 206 on reader service form
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Power Equipment

* Four-stroke string trimmers and stick edgers

* Hand-held trimmers feature semi-matic feed, nylon
cutting heads

* All units powered by Honda engines that meet all
EPA and CARB emission requirements

¢ Units weigh between 13.9 pounds and 16.8 pounds
and are available with loop- or bike-type handles
Circle 207 on reader service form

wi
Honda Hand-Held |
A

Bobcat Brushcat Vermeer
Rotary Cutter Stump Cutters

* Designed for mulching small branches * SC90 (9 hp) and SC130 (13 hp) can re-
and saplings up to 3 inches in diameter move stumps up to 3 feet in diameter
and for cutting thick grass and brush ¢ Units’ slim width allows for access into

tight spaces
¢ Lift handles on each side of the unit
make for easy, two-person loading with-

¢ Offer 90-inch cutting width

out ramps

* The cutter wheel is composed of 12
tungsten-carbide teeth and can be changed
in minutes with two wrenches

¢ Dual-grip, rubber-mounted handlebar

minimizes
; i vibration

* Can be operated traveling both forward * Operator
and backward presence con-
* Flotation linkage allows the deck to skim trol system
over ground contours adds safety by
¢ Equipped with dual spindles driving stopping the
two blades apiece, two front rollers, one cutter wheel
full-width rear roller, two stump jumpers in less than
and 3-inch-wide offset blades six seconds
Circle 208 on reader service form Circle 209 on reader service form

Vista Lighting's
Ballast Boxes

¢ 120-volt, high-
intensity dis-
charge ballast
boxes now feature

waterproof com-
partments for
above-ground fix-
ture installations
¢ Constructed
from glass-rein-
forced polymer to
withstand a range
of environmental
conditions

¢ Boxes are injec-
tion molded with heavy wall construction
Circle 210 on reader service form

Briggs & Stratton
Vanguard OHV

* The 6-hp, OHV engine features a single-
cylinder, horizontal shaft

* The Magnetron electronic ignition
system ensures easy starts, and a two-stage
Dual-Clean air cleaner assures consistent
performance during use

¢ Engine is 10 percent lighter than
comparable 35-pound models

* A central spark plug layout on the
engine improves combustion

* Overhead valve design with 11.1-cubic-
inch displacement and dura-bore cast iron
cylinder sleeve minimize maintenance

* 20.3-ounce fuel tank for longer run times
Circle 211 on reader service form

SIlaver stum * SC-25H unit has a %-inch-thick cutting wheel
. pmr * 24-inch cutting wheel and high hub torque cut a 55-degree pass 10

* Designed for use with skid-steer loaders and small trac- inches deep in less than two minutes

tors that have a three-point hitch * Requires a 15-gpm hydraulic hookup

¢ The SC-25 unit is PTO powered with a cutting wheel * Unit is easily maneuvered around buildings, fences, trees, etc.
reaching 980 rpm * Single-direction cutting minimizes stress on cylinders, bearings
¢ Single-direction cutting for aggressive cutting pattern and gear boxes

* Grinds stumps 10 inches below ground Circle 212 on reader service form
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Woodstream
Corp.'s Deer-Off

* Simple spray treatment

* Keeps deer and other feeding animals
away from plants, shrubs, saplings and
flowers for up to three months

* All-natural formula is EPA-approved for
use on fruits, vegetables and all crops

* Adhesive base keeps product from
washing off with normal precipitation

* Comes in packaging from 16 ounces to
55 gallons

Circle 213 on reader service form

RedMax BCZ2400
Trimmer
3

* Engine
meets emis-
sion stan- Q

. ”
dards with-

out a cata- A
lytic con- "
verter

¢ Increased reliability by building an en-
gine with fewer moving parts

» Strato-Charged engine controls the strati-
fied charge with a piston port rather than a
reed valve that opens and closes

Circle 214 on reader service form

Hustler Z

Zero-Turn Mower

* Available with a 52-, 60- and 72-inch deck
¢ Engine options include a 23-hp Kawasaki, a 25-

hp Kawasaki and a 24-hp Honda

* Lifetime warranty on the front edge of the

mowing deck and the tractor frame

* Six anti-scalp wheels provide quality finish

* More than 12 gallons of on-board fuel

Shindaiwa Cutoff
Saws

* The EC7500 with a 12-inch wheel
capacity and the EC7500 with a 14-inch
wheel capacity are both powered by a 73.5-
cc displacement, 3.6-kw engine

* Features a high torque transmission

* A sealed side cover encloses the multi-V
ribbed belt and includes a quick adjust-
ment system

* An external indicator verifies proper
belt tension

* Standard 22-mm arbor size converts to
20-mm and 25.4-mm widths with adapters
included with both saws

e A recoil starter system is engineered to
seal off migrating dust, which helps
protect the recoil from premature failure

* Operators can rotate the drive train
from standard inline cutting to flush
cutting in a few minutes

¢ The saws feature an ergonomically
designed front handle and a full, six-point
A/V system

* The equipment’s specially designed DAS
3-stage air filter system prevents abrasive
concerete dust from leaking into the saws'
carburetors

* These two equipment models are now
available to international customers

Circle 215 on reader service form

* Mowing heights range from 1 inch to 5 inches in %-inch increments and are ad-

justed with a foot-operated deck lift system

* Parking brake automatically engages when mower is parkedsteering handles are

put in the off position (folded out)
Circle 217 on reader service form

PYO!
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Loegering
Snow Blowers

¢ Five snow blower attachments for
loaders with intake widths from 48 to
85 inches

¢ The new LSB48 model with a 48-
inch intake, a 30-foot throwing dis-
tance, a 14-inch auger and a 670-
pound weight

* Loegering's impeller design draws
in only as much snow as it can throw
to balance rpm and torque for maxi-
mum throw distance

* Reversible auger and impeller
design expels obstructions without
requiring operator to exit the loader
¢ Hydraulically driven chute, auger,
impeller and deflector allows for
easy adjustment

Circle 216 on reader service form

Stihl 4-Mix Units

¢ The STIHL 4-MIX engine design offers
operators the benefits of both 2-stroke and
4-stroke engines

* Meets CARB and EPA Phase 2 standards
® Runs on a 50-to-1 fuel mix, eliminating
the need for a separate oil chamber

* Weighs only 6 ounces more than the 2-
stroke engine

¢ Engine is 20 percent more fuel efficient,
has 5 percent more power and 16 percent
more torque than the 2-stroke engine
Circle 218 on reader service form
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THE POWER OF PERSONALIZATION

Using the power of database technology, My Lawn & Landscape allows lawn and
landscape professionals to personalize their Lawn & Landscape Online experience.
Customize stocks, local weather, news, your daily schedule, business cards and
more. Even bookmark your favorite articles that have appeared in Lawn & Landscape
magazine.

Signing up for a My Lawn & Landscape account is easy and free of charge. Simply go
to www.lawnandlandscape.com. In the top right-hand comner, you'll see the My Lawn
& Landscape login area. Simply click on the icon, register for an account and you're
ready to customize your page. It's that easy.

LAWN & LANDSCAPE ONLINE:
NEWS YOU CAN USE...
The Lawn & Landscape Media Group prides itself on providing the most com-

prehensive news coverage of the lawn and landscape industry. In fact, we're the

only communications provider that has a fully

lawnandlandscape.com

dedicated Internet editor that covers late-breaking
industry news as it happens. In addition, Lawn & Landscape Online provides
“bonus” coverage of a wide range of business and technical topics of interest to
professional contractors. Just look for the “For More Information” boxes or the
“Web Buttons” throughout Lawn & Landscape magazine featuring the site
addresses of manufacturers, distributors and others affiliated with the industry.
This full-market news coverage is only available from

www.lawnandlandscape.com.
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Charlotte ‘Bands’

Against Cankerworm

ﬁv"""

C.'nar]otte g Bl ls‘a town with more than 500,000 people
' and beautifully/#eelified streets. That may be why North

Carolina’s largest city continues to grow as businesses

relocate to this commercial hub.

All of the new settlers aren’t human, however. One, in
particular, is a pest that is making its presence known
almost as much as the auto racing teams that call Charlotte
“home” - the fall cankerworm.

The fall cankerworm (Alsophila pometaria)isn’ta fussy
diner - any tree will do. But willow oaks (Quercus phellos),
which contribute a great deal to Charlotte’s scenic streets,
rank high on its menu.

The cankerworm hatches in April from eggs laid on the
tender branch ends of its host tree. The larvae immediately
begin dining on the leaves and go though three instars until
they are approximately 1%-inches long.

After filling up on green leaves, the caterpillars lower
themselves on silken threads to the ground where they
pupate until the first frost.

Upon emerging, the flightless female adult begins an
ascent up the tree. Along the way, she mates with a flying
male and continues her journey up the tree to lay her eggs
on the ends of small branches that cannot supportbirdsand
other predators.

Lawn care operators can control the fall cankerworm at
two points in its life cycle — while feeding as larva when it is
susceptible to Bt (baccilus thuriniegensis) or while ascending
as an adult female when it can be trapped by tree banding.

Don McSween, an arborist for the city of Charlotte,
noted that while he
has used both meth-
ods in the past, he
has relied on band-
ing in the past two
years.

Charlotte’s tradi-
tional  banding
method was to wrap
a tree with cotton or
fiberglass insulation,
which was pushed
into bark crevices to
keep the canker-
worm from detour-
ing around or be-
neath the tree band.

An effective
application of
the BugBarrier
has been shown
to stop as many
as 9,000 fall
cankerworms
from laying

eggs. Photo:

Envirometrics

Builder’s tarpaper would then be wrapped around the tree
on top of the insulation and coated with a sticky substance
called Tanglefoot. Unfortunately, the sticky coating at-
tracted leaves, dust and other windborne debris, resulting
in less area onto which the cankerworm could stick and
reducing the wrap’s effectiveness.

Many commercial arborists and landscape contractors
have used the tarpaper method, but the reality is that the
messy nature of the work makes the job unpleasant.

Last fall, McSween tested a new commercial product
called the BugBarrier Tree Band, manufactured by
Envirometrics Systems, London, Ontario, Canada.

The cankerworm kit consists of a polyfiber material,
which lacks the itchy effect of fiberglass insulation, and a
sticky polyfilm barrier. Arborists push the polyfiber into
the crevices of furrowed tree bark with a putty knife,
allowing it to protrude approximately 2 inches. Then, they
remove the protective polyfilm layer from a sticky sheet
and wrap it around the fiber with the sticky side facing the
tree, hovering 3 inches below the fiber core.

As the egg-laden female cankerworm makes its way up
the tree, the fiber barrier turns it back. Most cankerworms
attempt a detour toward the translucent film barrier, to
which they stick and are trapped.

McSween tested the BugBarrier Tree Band on 38 willow
oaks in Charlotte’s Queen Road West median and select
trees in other parts of the city. Because this was a new
product he installed the traditional tarpaper traps above
the BugBarrier Tree Band as well. The new bands trapped
more than 90 percent of the females, he reported.

The barriers were left in place throughout the fall mi-
gration period to see how many cankerworms one band
could hold. When they were removed, the lowest count
was 100 females and the highest was 9,000 - each carrying
100 to 200 eggs. As a result, up to 2 million defoliating
cankerworms were prevented from hatching.

The most distasteful part of fabricating the traditional
barriers was applying the sticky material,
McSween said. The BugBarrier, on the other
hand, was considerably cleaner and easy to
use with a two-step installation.

“I can’t stress enough to individual
homeowners and neighborhood organizations
that the fall cankerworm is not just a city
problem,” McSween emphasized. “This is a
problem that will continue to get worse un-
less we all make a concerted effort to control
it.”” = Jim Thompson

The author is president of Envirometrics, London,
Ontario and can be reached at 519/657-3873 or

www.envirometrics.ca.

Circle 220 on reader service form
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WOOD WASTE

Chipping In

In this environmentally-conscious age, it isn’t a good time

to be a culprit of green waste. Most cities and states either
ban yard waste altogether from municipal landfills or
charge sizable fees for disposal. And most areas prohibit

the burning of organic waste.

So, what's a landscape contractor to do? Many contrac-
tors already figured out the answer to this dilemma: Just
chip it. “The chipping of wood waste is a proven economic
method for disposal,” explained Chris Nichols, product
manager of environmental products for Vermeer Manu-
facturing, Pella, Jowa. “In some cases, waste product can
actually be turned into a vital commodity for landscape
contractors in the form of mulch or decoration.”

AN ESSENTIAL TOOL. Despite the economicdownturn
- or maybe because of it - sales of brush chippers and
shredders have grown. Ross Johnson, marketing manager
of Crary Bear Cat Co., West Fargo, N.D., said the market to
landscape contractors is growing steadily because they,
and their clients, simply want to save money.

“More contractors are selling chipping and debris re-
duction as a service to their clients,” Johnson explained.
“As the landfill prices continue to rise, landscape contrac-
tors realize shredding debris before they haul it off-site is
cost effective and, in many cases, the client will request
that the landscape contractor leave the mulch on site.”

The increase in the customer base for wood waste
reduction has led to a rise in contractors offering the
service, Nichols agreed, adding that Vermeer’s brush chip-
per sales have increased over the last 18 to 24 months.

“From what I have heard from our customers, chipping
work isavailablein many customer groups,” Nichols shared.
“Homeowners and commercial property owners need it
for basic tree care, maintenance and take-downs. Land
developers need the service for land clearing or site plan-
ning, and utility companies use it for line clearing.”

Larry Petrasek, fleet administration manager, Davey
Tree Expert Co., Kent, Ohio, uses chippers to service a
wide range of customer needs. “Commercial and residen-
tial clients call on us from spring to late fall, usually for tree
or brush removal,” he said. “We also do line clearing work
for local power companies.”

A BUYER’S GUIDE. When shopping for a chipper/
shredder, knowing the basics of what's out there is vital.

Jerry Morey, marketing manger, Bandit Industries, Remus,
Mich., said there are primarily three types of chippers
available on the market: the conventional drum-style chip-
per, the hydraulic drum-style chipper and the hydraulic
disc-style chipper.

The conventional drum-style chipper, which came on
the market in the late 1940s, consists of a basic chipping
drum without a feeding system. “This older style chipper
is less in demand due to the superior performance of the
newer style chippers,” Morey stated. “In fact, less than 5
percentof the chippersbuilt today are conventional drums.”

Johnson explained the loss in demand might be due to
the fact that newer models simply save time. “With hy-
draulic feed chippers, whole trees can be put through the
chipper without cutting off the side branches,” he said.

The hydraulic-feed, disc-style chippers came on the
market in the late 1970s and early 1980s, Morey continued.
Their drum-style counterparts came out in the early 1990s.

“In capacity ranges up to 14 inches, the hydraulic-feed,
disc-style units have been more popular because of their
productivity and their lower owning and operating costs,”
Morey explained. “The disc-style chipper will process
material effectively while using significantly less horse-
power and fuel to chip the same amount of material as a
drum chipper. Disc-style chippers cut at a fixed angle
(approximately 45 degrees) and therefore chip using less
fuel and experience less vibration.”

Morey added that hydraulic-feed, drum-style chippers
also have their advantages. “For the size of the machine,
especially with larger capacity units, the opening is gener-
ally larger, which allows for more limbs to be processed,”
he described. “These units produce more vibration and
use more fuel because of their larger openings and because
they cut on an arc across the grain.”

After these basic designs, chipper/shredders come ina

Years ago, burn-
ing was an ac-
cepted method of
wood disposal,
but today’s soci-
ety requires
more environ-
mentally
friendly process-
ing methods.
Photo: Vermeer
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variety of sizes and options. The maximum
capacity for each model varies depending
on the largest branch diameter it can handle.
Smaller chippers, for 3- or 5-inch branches,
and much larger units big enough to handle
whole trees are available for commercial
use, Johnson advised. “In almost every ap-
plication, 9 inches and under will handle the
needs of the client,” he said.

A WORTHWHILE BUY. Thecostofadding
a chipper/shredder to a business will range
depending on what each buyer needs because
model prices change accordingly with size,
options and horsepower.

Chippers can come with or without a
shredding mechanism, depending on what
uses the contractor has in mind. Johnson
noted that in using a chipper with a shred-
ding/ grinding mechanism, a contractor can
make mulch that can sometimes be used
directly on the site.

“Using the mulch on site helps the land-
scape contractor by reducing debris,”
Johnson articulated. “If the client wants the

mulch used on his site, the nutrients go back

into the earth rather than a dump site.”
While shredders can make mulching

easier, some contractors do not need the

lawnandlandscape.com
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extra function. “If you're not interested DS
in shredding to make mulch, there are

chippers in various sizes with which you  capacity model and can run up to $50,000 for
can just reduce the volume of branches to the larger 18-inch units, which have the ca-
pability of chipping significantly larger di-
Morey stated. “Larger
grinders and waste reduction machines
range in price from $175,000 to $500,000,

depending on the capacity, horsepower and

manageable wood chips,” Johnson said.
In addition to the shredder option, chip-
pers come with transport, attachment and

ameter material,”

engine size options. A blower attachment
can speed up chip cleanup, and a vacuum
attachment can help mulch dead leaves and
branches lying on the ground. For towing,
some models hitch to the back of trucks
whereas others can attach to an on-the-job
skid steer. Engines can range anywhere from
13 to 250 horsepower.

With all of these choices, Nichols sug-
gested contractors examine the work the
machine will encounter before buying.

“Chippers used by landscape contrac-
tors and tree services will generally start in
the $10,000 price range for a 6-inch diameter

volume that the machines will produce.”

Johnson added that smaller chipper/
shredders can start at around $1,500, de-
pending on the options.

Although a chipper/shredder may seem
too pricey for some contractors, Morey said,
“The cost can be justified by the reduction in
disposal costs and dumping fees.”

The author is Contributing Editor, Lawn &
Landscape, and can be reached through
nwisniewski@lawnandlandscape.com.
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"When our customer base dou-

Keeping the cash in your business is more important than ever. Why put YOUR cash in a holding
yard when Skinner Nurseries Landscape Distribution Centers have done all the work for you?
Why get into farming when you can be with your customers MAKING MONEY? Why spend time
on the phone hunting for plant material when you can be at home with your family? The question
may be complicated but the answer is simple... Skinner Nurseries saves you time and money.
With our team of buyers, sales people and Landscape Distribution Centers, we give YOU the one-
stop solution for all your plant material needs.

Shrubs Direct! When we talk about being a one-stop shop, that includes shrubs. Straight from
our farm and from the other leading growers in the South to your jobsite. Whether it is a direct
ship from our farm or you picking up five shrubs to finish a job, we have your competitive one-
stop solution. Call 800-741-2020 and ask about when our Shrub Truck is coming to your area.
Nobody beats our farm direct prices!

Skinner Nurseries Has You Covered.

bled almost overnight, Skinner B A FamsDirect

Nurseries was a major part of # Center Coming Soon

the foundation that helpedto M Landscape Distibution

grow our business profitably. Centers

When we use Skinner material @ Area Serviced by
Skinner Nurseries

we know we are purchasing
the highest quality plant mater-
ial on the market."

David Carlson, Project Manager

Bold City Irrigation and Landscaping
Orange Park, Florida

‘ ’ SKINNER
NURSERIES

www.skinnernurseries.com

Plant Purchasing Simplified

USE READER SERVICE #111
LAwWN & LANDSCAPE
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TO INQUIRE ABOUT OUR ADVERTISERS’ PRODUCTS,
PLEASE TURN TO PAGES 101.
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J.J. Mauget ... WWWw.mauget.com 77 37 Tuflex ... .. www.tuflexmfg.com 109 53
JRCO ... WWW.jrcoinc.com 80 95 US. Lawns . www.uslawns.com 41 74
John Deere .. www.johndeere.com 89 43 Valley Crest .. . www.valleycrest.com 75 36
s e WWW.Kascomfg.com 80 9% VersaLok ... . www.versa-lok.com 29 18
Kelly Commercial Truck L2 48 Visual Impact . www.visualimpactimaging.com 74 90
Landscape Graphix ..............c........ www.landscapegraphix.com 9% 108 Walker ....... . www.walkermowers.com 59 29
Lawn & Landscape Online Weed Man. . www.weed-man.com n 88
Marketplaces ..............cccuwn... WWW.Jawnandlandscape.com ................ 118-119 Wells Cargo .. . www.wellscargo.com 12 57
Lawn & Landscape Online Westheffer . . www.westheffer.com 58 82
SWeepStakes ... WWW.Jawnandlandscape.com ... 115 Wright Mfg, .. . www.wrightmfg.com 91 H
Lawn & Landscape School
of Management ..............cco.cuwns www.lawnschool.com ........ovvcvnvene 104-105 *Denotes regional advertising.
This listing is provided as a courtesy to Lawn & Landscape advertisers.
STATEMENT OF OWNERSHIP
Statement required by the act of October 23, 1962. Section 4369, title 39, Average number of copies of each issue during preceding 12 months, and of
United States Code, showing the ownership of Lawn & Landscape published single issues nearest to filing date, respectively, are as follows: Total number of
monthly at 4012 Bridge Avenue, Cleveland, Ohio 44113-3399 Cuyahoga copies printed (net press run) 74,302/72,784; paid circulation sales through
County. dealers and carriers, street vendors and counter sales 0; mail subscriptions
66,107/62,165; total paid and/or requested circulation 66,107/62,165; free
The name of the publisher is: Bob West, 4012 Bridge Avenue, Cleveland, Ohio distribution by mail, carrier or other means (samples, complimentary or other
44113-3399. The name of the editor is: Bob West, 4012 Bridge Avenue, free copies) 8,194/10,619; total distribution 74,302/72,784; copies not distrib-
Cleveland, Ohio 44113-3399. uted (office use, left over, unaccounted, spoiled after printing) 0; and returned
from news agent 0.
The owners are: Richard J.W. Foster, 4012 Bridge Avenue, Cleveland, Ohio
44113-3399, Maureen Mertz, 4012 Bridge Avenue, Cleveland, Ohio 44113- I certify that the statements made by me above are correct and complete
3399 and Publishers Printing Press, 100 Frank E. Simon, Shepherdsville,
Kentucky, 40165. Bob West, Editor/Publisher
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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
accompanied by check or money order covering full
payment. Submit adsto: Lawn & Landscape, 4012 Bridge
Ave., Cleveland, Ohio 44113. Fax: 216/961-0364.

Advertising

What impression
would you like to give,
4 million times
this year?

888.266.1551
Business Opportunities

URBO TURF
HYDRO SEEDING SYSTEMS

TURBO TECHNOLOGIES, INC

1500 First Ave Beaver Falls, PA 15010

1-800-822-3437
WWW.TURBOTURF.COM

CONKLIN PRODUCTS

OPPORTUNITY!
Use/market, new technology liquid slow-release
fertilizer, micro-nutients, adjuvants, drift con-
trol, seed treatments, etc.
BUY DIRECT FROM MANUFACTURER
Free Catalog ~ 800/832-9635
Fax: 320/238-2390
Email: kmfranke@hutchel.net

FRANCHISE OPPORTUNITY

Mow-N-Go® 205/541-1900

BIDDING FOR PROFIT

PROFITS UNLIMITED
Seminars & Consulting
“Your Key to Success”

BIDDING & CONTRACTS ($47.95)
CONTRACTS & GOALS ($39.95)
MARKETING & ADVERTISING ($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)

BUY FOUR OR MORE AND SAVE

You can see a full explanation of these manuals
on our Web site. The techniques shared in these
manuals are being used by hundreds of your
peers throughout the United States and Canada.
Waynes Lawn Service was recently rated one
of the top 10 lawn companies in the United
States.

Profits Unlimited

800/845-0499

www.profitsareus.com

Visa, MasterCard,
Discover, American Express

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.

) ’ al ~ .
| Putting Greens
Svnthetic putting greens are the fastest growing

seament of the $20 Billion a vear golf industry

i FREE VIDE

Carry NO loventony
! \cetlent \.; 08 Mervice

Residential & Commercial

['tilize | \I\’Jf-'_} jupment

Buy Manufacturer Direct
Many Extras

IRRESIN
www.allprogreens.com

Looking

for a job?
Great. We'll start
you at CEO.

Tired of struggling in the
landscape industry? We'll give
‘\'\\ll a l‘ln)]\\'lllﬂlk ‘.-‘” us
today and learn how to start

your very own franchise

AUTOMATED ICING SYSTEMS
HIATTENTION!!!

Irrigation Contractors
Expand your business with Automated Anti-lc-
ing Systems for residential & commercial ap-
plications such as: sidewalks, driveways, parking
lots, etc. For more information call Meltdown Tech-
nology, Inc. (subsidiary of Water Works, Inc.)

Phone: 815/385-5599 » Fax: 815/385-5699
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Businesses for Sale

COMMERCIAL

LANDSCAPE MAINTENANCE
Commercial landscape maintenance business in-
cludes tree trimming and installation. Orange
County California. Established 20 years, $5.5
million annual sales, 2.7M or equity partner.

Great opportunity for out of state company to
expand into Southern California. 714/401-9128.

BUSINESS FOR SALE
LONG ESTABLISHED NURSERY IN
AFFLUENT COMMUNITY
Features Include:
Approximately six 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

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
meticulous 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 508 /747-3004 ext 228

BUSINESS FOR SALE

Small lawn maintenance company for sale in
Western, PA serving south of Pittsburgh area for
over 22 years. Grosses $50,000 a year. All trucks,
equipment. All commercial and residential ac-
counts. Asking $20,000. Send replies to L&L Box
411, 4012 Bridge Ave., Cleveland, OH 44113

BUSINESS FOR SALE

Wholesale/Retail/Nursery/Landscape
Business Revenues: $1.8 MM/Midwest
Provides all phases of landscaping. Gross profit
margins of 50-60% on retail sales. 75 acres of
nursery stock, James Jilek, 616/343-1601,

JJilek@MarchGroup.com

BUSINESS FOR SALE

Well-established, 15-year lawn, landscape and
snow removal company located in Michigan.
Annual sales $350,000 last year. Company break-
down 60% residential 40% commercial. All
equipment and trucks. Asking $130,000 or best
offer. Contact Blade Runners Lawn & Snow,
Mark A. Roberts 517/202-4882.

—_

BUSINESS FOR SALE

Retail nursery & landscape contract business for
sale. Located at busy intersection in thriving
North Central Florida area. Includes: land, nurs-
ery stock, trucks, trailers, loader, etc. $275,000
call Steve 352/489-4257.

For Sale

LANDSCAPE DESIGN KIT 3
W/
N

% >4 wuu m“"’!’m. m‘ouh
5 T\ 4 smuz-|mm-nos:m'
SN LI e ! 89 + $6.50 s/h. VISA, MasterCard, &

51 1; eeceait MO‘sleldmng Check delays
] WMshipment 3 woeks. CA add 7.75%!tax.

85 =@ AMERICAN STAMP CO.
FREE BROCHURE 12290 Rising Rd. LL22, Wilton, CA 95693

Local 9166877102 TOLL FREE 877-687-7102

HYDROMULCHERS

Usedhydromulchers.com

N Toto S oX) 48

HYDROSEEDING /
HYDROMULCHING
EQUIPMENT AND SUPPLIES

Hypro Seeping HELPER

Slicky Sticky.com
800/527-2304

HYDRO MULCHING
MACHINERY

TeF-C-H-N-O-Ll-Q-O-1-E-%

* EC3000 Tackifier »
* Hydro Seeders »

* Straw Blowers x
New & Used Equipment!!! 7

s o &80T
3380 Ree. 22 W., Unit JA, Branchberg, N) 08876
BOO-245-0551 #908-707-08000 Fax: $08-707-1445

www.ErosionControlTech.com

EQUIPMENT FOR SALE

PINCHERS
* Load and Unload
* Fastest 2" and up
Tree Planter Ever!
SKI LANDSCAPE

EQUIPMENT

GPS VEHICLE TRACKING

No ’\h»nlhl)’ Fees
Call 800/779-1905
www.mobiletimeclock.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 On-Line At
www.cybersprinkler.com

The Best
Watering
‘W‘_ Machines
tanks-a-lot*

D 65

COVEnm WeTANT GARAGES

SAND/SALT BINS « WORKSHOPS
EQUIPMENT STORAGE
Authorized Dealer
SHELTERS OF NEW ENGLAND INC.
251 West Hollis St. « Nashua, NH 03060
1-800-663-2701 - (603) 886-2701
www.sheltersofnewengland.com

DISCOUNT SPRAYER PARTS

Discount Sprayer Parts
REPLACEMENT PARTS & I’UMPS FOR:

FMC (John Bean) + Hypro «
« FE, Myers « Udor »

+ Comet and General Pumps »
Also Spraying Systems Tee-jer
and Albuz spray nozzles.
We have a complete line of
sprayer accessories such as
spray guns, hose & hose reels.

Call TOLL FREE 888/SPRAYER
for a free catalog.
E-mail: sprayerpts@bellsouth.net
Web site: SprayerPartsDepot.com

LawN & LANDSCAPE
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5-333.6950

eplow.com

1-80

www.ava

Measure area quickly and accurately. Stop guess-
ing square footage! Just wheel the DG-1 around
any perimeter and instantly know the area in-
side. www.measurearea.com 760/743-2006

Turf Tracker Fertilization Spray System
* Original Owner

* 20-hp Kohler Engine

* Mint Condition

* Increase Your Daily Production

* $5,500 603/ 424-7817

EQUIPMENT FOR

Ryan Lawnaire 28 aerator with Kawasaki FE250
overhead valve engine. New condition. Used
less than three hours. $3,150 call 740/345-3592

500-gal. SDI Turf Sprayer. 400/100 split, BRAND
new Electric start Honda Engine, 300" Hose, Elec-
tric Reel, Fiberglass tank, 2 Engine - Kohler
included free, Mechanical Agitation, Jet Agita-
tion, Hypre D-30, Great Shape, Must Sell, $4,500.
770/527-7121

(6) Turfco Pro26 Aerators for Sale. Honda En-
gines, 8 months old, great shape, 26" wide walk
behinds, new tines, belts, chains and cables.
Ready to use. $2,400 new, sacrifice $1,500 each.
770/527-7121

Help Wanted

KEY EMPLOYEE SEARCHES

Florapersonnel, Inc. in our second decade o
performing confidential key employee searches
for the landscape industry and allied trades
worldwide. Retained basis only. Candidate con-
tact welcome, confidential and always free.
Florapersonnel Inc., 1740 Lake Markham Road,
Sanford, FL 32771. Phone 407/320-8177, Fax
407/320-8083. Email: Hortsearch@aol.com
Website: http/ / www.florapersonnel.com

-t

LANDSCAPE MANAGEMENT

THE BRICKMAN GROUP, LTD.
Careers in landscape management available in:
California, Colorado, Connecticut, Delaware,
Florida, Georgia, [llinois, Indiana, Maryland,
Massachusetts, Minnesota, Missouri, New Jer-
sey, New York, North Carolina, Ohio, Pennsyl-
vania, South Carolina, Tennessee, Texas, Vir-
ginia, Wisconsin. Fax: 301 /987-1565.

E-mail: jobs@brickmangroup.com

Web site: www.brickmangroup.com

GreenSearch is recognized as the premier provider
of professional executive search, human resource
consulting and Web-based job posting services for
exterior and interior landscape companies and al-
lied horticultural trades throughout the United
States. Companies and job seckers 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

HORTICULTURAL JOBS.COM

Search Jobs - Post Resumes
www.horticulturaljobs.com

REENMATCHMAKER.COM

The fastest, easiest way to find great jobs
in the Green Industry nationwide.
Where job seekers and industry leaders meet!
www.greenmatchmaker.com

EXCITING CAREER

OPPORTUNITIES FOR SERVICE
INDUSTRY MANAGERS

Come Join One of the Largest Vegetation
Management Companies in North America

DeAngelo Brothers, Inc. is experiencing tremen-
dous growth throughout the United States and
Canada creating the following openings:
Division Managers
Branch Managers
We have immediate openings in the U.S.:
MO, GA, IL, FL, LA, NC, SC, TN
We have immediate openings in various
Providences in Canada:

BRITISH COLUMBIA, ALBERTA &
SASKATCHEWAN

Responsible for managing day-to-day opera-
tions, including the supervision of field person-
nel. Business/ Horticultural degree desired with
a minimum of 2 years experience working in the
green industry. Qualified applicants must have
proven leadership abilities, strong customer re-
lations and interpersonal skills. We offer excel-
lent salary, bonus and benefits packages, includ-
ing 401k and company paid medical coverage.

For career opportunity and confidential consid-
eration, send or fax resume, including geo-
graphic preferences and willingness to relocate
to: DeAngelo Brothers, Inc,, Attention: Paul D.
DeAngelo, 100 North Conahan Drive, Hazleton,
PA 18201. Phone: 800/360-9333, Fax: 570/459-
2690. EOE/AAP, M/F/D/DV

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

JOBS IN HORTICULTURE

JOBS In Horticulture, Inc.
www.hortjobs.com
800/428-2474
Fax: 800/884-5198

Landscaping management and related
openings in Mid-Atlantic and Northeast.
www.careercompanyofamerica.com 717/625-0922

IRRIGATION DIRECTOR

Northern Virginia Landscaping Company seeks a
highly motivated individual responsible for bid-
ding irrigation projects, purchasing of material,
oversee irrigation installation, hiring irrigation
foremen, and training. Substantial experience is
required. Please fax resume to 703/368-4028, Attn:
Jenny or e-mail to jfriend@commercialscapes.com.

LANDSCAPE SALES

Wheat’s Lawn & Custom Landscape
Wheat's, a premiere residential landscape firm
in northern Virginia since 1978, has an immedi-
ate opening for an experienced sales profes-
sional. Interested candidates must be customer-
service oriented, experienced with relationship
building, and have basic industry knowledge.
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

QUALITY BY DESIGN

We are looking for a landscape architect to de-
sign landscape plans for fast-growing landscape
company. CAD experience necessary. Excellent
benefits: 401k, medical, dental, vacation and
holiday pay. Send resume and references to
38115 Yale Circle, Leesburg, Florida 34788, Call
352/483-2299 x10 or fax 352/ 483-2984.

1
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MIDWEST BRANCH MANAGER

Immediate openings in our Midwest branch lo-
cations. Work for an established 35 year old com-
pany that is employee oriented & rapidly grow-
ing! Successful experience in managing 10-20
people required.
We offer:

* Salary pkg $50-70,000

* Health insurance

* New company vehicle

* 3 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
4124 Clubview Drive
Ft. Wayne, IN 46804
Or apply in person
260/432-7892

GREAT CAREER
OPPORTUNITIES

R.A.R. Landscaping Company
Baltimore, Maryland

Rapidly growing firm seeks motivated individu-
als to join our team. Only those with strong in-
terpersonal and communication skills will help
us reach our potential. Excellent opportunity for
growth exists in the following areas.

* Sales

* Management
* Supervisory
* Tree Climbers

Competitive salary and full benefit package of-
fered.

For more information, contact:
Brent Rees
410/486-9080, ext. 111
brentr@rarlandscaping.com

We are searching for stars! We represent dynamic
companies who appreciate quality work and con-
tributions. If you motivate people and exceed ex-
pectations then we've got a job for you!
www.careercompanyofamerica.com 717/625-0922.

IRRIGATION SALES MANAGER

Toro Irrigation distributor has an immediate
opening for a qualified person to manage our
Irrigation Division. Candidate must have at least
5 years of experience selling Golf Course Irriga-
tion, and have a good working knowledge of
current control systems and software. Must be
computer proficient and have great communi-
cation skills. CID or ability to obtain preferred.
Position responsibilities include: design of golf
and commercial irrigation systems; purchasing
and inventory management; as well as manage-
ment of sales and support staff. Benefits include
vehicle, health insurance, profit sharing and
401k plan. Send resumes to Kirk H. Pogge,
Grassland Equipment & Irrigation Corp., 898
Troy Schenectady Road, Latham, N.Y. 12110 or
email to khpogge@grasslandcorp.com.

SCOTTS LAWNSERVICE

...

Ground Floor Opportunities
Production Management
Office Manager

Scotts Lawn Service is taking off in
Greater Nashua, NH, in Spring
2003. We want to talk to you now!
“Key" people are needed who are
customer-focused and bring a mini-
mum of 5 years experience to the
team. Full-time/full benefits.

Call Christopher 603/889-0700
Clean DMV & Drug Screen Required

LANDSCAPE ARCHITECT

The City of Novi, MI (50,000 Est. population,
located in desirable Oakland County, SE Michi-
gan) seeks highly qualified candidates for the
position of Landscape Architect in the Depart-
ment of Planning and Community Develop-
ment. Novi is experiencing rapid and substan-
tial growth and development with dynamic resi-
dential, commercial, corporate, and conference
center activity. The City of Novi is known for its
innovative approach to wetlands/woodlands/
wildlife protection and high quality landscape
standards. Responsibilities will include review-
ing landscape plans for proposed projects/im-
provements; managing/monitoring construc-
tion contracts for park development projects;
submitting recommendation to the City’s Plan-
ning Commission; securing necessary permits to
complete project; meeting with civic associations
to solicit input; interacting with citizens and
public groups to answer inquiries and resolve
problems. Excellent communication and inter-
personal skills required. Degree in Landscape
Architecture with certification as a Registered
Landscape Architect with State of MI and
Master’s Degree highly desirable. Salary is
$47,007-561,108 depending upon experience and
qualifications. Apply promptly with cover let-
ter, resume, and completed City application
form to Tia Gronlund-Fax, Human Resources
Director, City of Novi, 45175 W. Ten Mile Road,
Novi, M148375 or email gcaldwell@ci.novi.mi.us.
For further information or to download the City
application form visit our website at
www.ci.novi.mi.us or call 248/347-0452. Open
until filled, EOE

C1ASSI
—_— —

INDUSTRY WEBSITE

HELPFUL INDUSTRY WEB SITES

LawnCareSuccess.com —

Free Information & Advice
EverythingGreen.com - Search Engine
GreenIndustryLeaders.com ~
Discounts & Give Away

Insurance

COMMERCIAL INSURANCE
FOR THE GREEN INDUSTRY

Start-Ups and Franchises are our Specialty!
Competitive rates, comprehensive coverage
and payment plans designed for your
specific business needs.

If you provide any of the following services
we can design a program for your company:

Installation Snow Removal

Renovation Right of Way

Fertilization Holiday Lighting

Herb. /Pest. App. Irrig. Install. /Serv.

Tree & Shrub Serv. Mowing & Maint.
Spill Clean Up

Contact one of our Green Industry
Specialists for a quote at
800/886-2398 or by fax at 614/221-2203
M.F.P. INSURANCE AGENCY, INC.

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
RESIDENTIAL
FINANCE PROGRAM

Give your residential customers greater purchas-
ing power with this exclusive financing program
from the Associated Landscape Contractors of
America (ALCA). Offer the Residential
Landscapes® credit card through Wells Fargo
Retail Services. For complete membership ben-
efits, contact ALCA at www.alca.org or 800/395-

2522,

IT PAYS TO
ADVERTISE IN THE LAWN &
LANDSCAPE CLASSIFIEDS.

CALL

JENNIFER HALAS
AT
800/456-0707
TODAY.
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Software

“Route Rite” Legend desktop routing and ac-
counting software for lawn and irrigation ser-
vices companies Customer history, routing &
scheduling, accounts receivable, inventory, dia-
gramming and links to Quickbooks round out
this easy to use 32-bit dynamo. Free demo at
www.gopst.com or call 800/624-8244.

* Landscape software: Soft 3D Plan

* Print in your office, color labels and signs
with Soft 3D Signs Pro software

* Free CD Demo

* Labels, stocks and printers

Holiday Lighting
Keep /m/r/uxu\ Year Round

¢ We can print color signs and labels on
demand

Call us today 450/ 443-5929
Fax your request to 800/782-0956
VISIT OUR WEB SITE: www.soft3d.com

Supplies

Promotional yet economical
800/328-4009
* www.RNDSigns.com

DOOR HANGER BAGS

4 stock sizes. 800/ 328-4009
www.RNDSigns.com

Training

Landscape Lighting
Offer High Margin Services

Training * Marketing * Supplies
Over 350 Locations in 47 States & Canada

A (Cslie
DECOR
800-687-9551

www.ChristmasDecor.net

Services

Inter-active software empowers your

LABORERS AVAILABLE

- employees with knowledge
English-speaking H2B Seasonal Labor is here! J

800/328-4009
* www.RNDSigns.com

Why struggle to communicate?
Hard working, self-motivated,
Work only for you!
We process paperwork and recruit workers.
Call day or evening 717/625-0922.

™ The #1 best-sellin
all-in-one software for

specialty trades

 Uniimited Customers & Locafions « Print Proposals, Invoices, Work
« Automatic Scheduling, Routing mo‘""‘_ R”m'““wi‘ ""Em""“'
« Automafic Invoicing, Job Costing  design your own forms in Werd
« Service History & Profit Tracking « Full Accounting: G1, AR, AP,
Payroll, Checking. Inventory,

« Malerial & Chemicals Tracking « Built-in links fo OuickBooks®
o Letler Wriler w/ auto Mail-Merge: Peachtree®, MS Office *, Street

Turf Equipment
| TURF EQUIPMENT |

www.rittenhouseonline.com
Web Designers

Where the best landscapers go for the best web
design and advertising services. Graphic D-
Signs. Visit our gallery of work for other land-
scapers at www.graphicd-signs.com/lawn or
call us at 888 /28-DSIGN.

TECHNICAL

~

Picture Perfect:
Mowing
Techniques for
Lawns,
Landscapes and
Sports by Dovid
Mellor

The Mathematics
of Turfgrass
T ~ Maintenance, Third
:‘. .;L.-‘IM Ed. by Nick Christions

and Michael L. Agnew

For these and
more resources
visit our online
store at

Jemenclondscope,
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Marketing with

Flags at Quality Seasons

Aboutthree years ago, | was doing an estimate for a client
when I saw a realtor’s business card attached to a flag
stuck inside the client’ screen door. Immediately, that

gave me an idea.

For the Fourth of July that year, I ordered 5,000 6-
inch-by-9-inch cloth American flags at 44 cents a piece
and distributed about 2,000 of them with a “Compli-
ments of Quality Seasons” card attached. We used five
teams of two people to pass out the flags on a Saturday
morning to most of our maintenance clients and their
neighbors as well as in areas where we wanted to grow
our business.

These flags were posted in addition to signs required
by law for clients who received pesticide or fertilizer
applications, but our flags were much more appreciated.
Seeing the flags lining the street that week for the holi-
day was exciting for us. Even more thrilling was talking
to folks on the street and realizing that the flags were the
topic of conversation at block parties and other client
get-togethers.

We distribute flags for two reasons - first as a thank
you to clients and second, as a marketing opportunity to
increase our exposure in certain neighborhoods. As a re-
sult, we earn appreciation and new orders. Though we
have not tracked exactly how many additional clients or
add-on services we gain through the flags, I would say we
easily pay for our time and the results more than make up

Buy flags in bulk to get the best price.

Attach a simple note to the flag to make sure current
and potential clients know where the flag came from.

Use flags to thank current clients and market to
potential clients.

Have crews distribute flags after they finish work on
maintenance accounts during the week of July 4.

In addition to distributing flags on the Fourth of July,
pass them out to clients at other times of the year
when waving American flags is encouraged.

for our effort and the cost involved.

For example, President George Bush de-
clared Sept. 14,2001, a “National Day of Prayer
and Remembrance” to honor 9/11 victims and
urged all Americans to show their support by hanging
American flags. The stores were sold out quickly, so many
clients called to ask if they could buy a flag from us, We
checked our supply and found we had several hundred
flags left over from the Fourth of July. So, two employees
volunteered to distribute the flags to all of our regular
maintenance clients the night of Sept. 13. The clients woke
up to find an American flag in their front yard. They may
not have had time to put a flag out, didn’t own a flag or
forgot, but we thought of it for them.

The response was overwhelming. We had clients call-
ing all day thanking us or sending thank-you notes. They
were overjoyed because they wanted to show their patrio-
tism, but could not due to the flag shortage.

Unfortunately, since Sept. 11, flag prices have gone up
considerably, meaning that in 2002 we couldn’t distribute
as many flags as we wanted. The least expensive flag of the
same quality I could find this year was 78 cents. So, instead
of trying to generate additional business with the flags, we
mostly used them to thank our current clients and to mark
the end of summer because this is the time when we are
starting to sell add-on aeration and fall services.

Also, to save money this year since flag prices went
up, we decided to have regular crews deliver flags to
clients the week of July 4 as they finished their work on
each account. Though not all of our clients received a
flag, those who were serviced during that week did and
this made it affordable for us to deliver and still please
regular maintenance clients. Plus, clients’ neighbors still
saw how we treat our current clients, and this, in itself, was
a marketing tool.

We are always looking for ways to be creative when
thanking our clients for their business and getting our
name in front of new faces. Our goal is not only to get our
name out but to put smiles on clients’ faces at the same
time. Since we started distributing these flags, I think we
won the hearts of several hundred folks in the commu-
nity in which we work, so we will definitely continue
this client relation and marketing crusade in the future.
— Derek Blumberg

The author is president, Quality Seasons, Savage, Minn., and
can be reached at derek@qualityseasons.com.
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WE CAN MAKE
THIS GO FROM 0-60
IN JUST SECONDS.






THE MOST POWERFUL ENGINES The Dodge Ram Heavy
Duty has a lineup of engines that is second to none.
3 The all-new 345 horsepower*

5.7 liter HEMI® Magnum® V-8
”m engine has all the muscle

you will ever need with the

A most horsepower in its class?
g "(ﬂ’: J The Cummins High-Output
Turbo Diesel** is the most powerful turbo diesel in its

class, and now it's quieter than ever before.

BEST-IN-CLASS TOWING This is where the Dodge Ram
Heavy Duty really pulls away from the rest of the pack.
The Cummins High-Output Turbo Diesel, with 555 Ib-ft
of torque @ 1,400 rpm, boasts a best-in-class trailer-
towing capability of 16,300 |bs. WOW is right. As for the
r ‘ *ﬁ 1 5.7 liter HEMI Magnum V-8 en-
: gine, it generates 375 |b-ft of
t(,‘ "'. torque @ 4,200 rpm. Obviously,

\ {fp ,ﬂ Dodge Ram Heavy Duty can carry

2 its own weight and then some.

INTRODUCING THE
ALL-NEW DODGE RAM
HEAVY DUTY.

Getting the job done is one thing. Getting it done right and fast is another. Here’s how you can do it:
the all-new Dodge Ram Heavy Duty—built to take on nearly anything, anywhere, anytime.

. . m LONGEST LASTING Not only

5 ,% " does the Dodge Ram Heavy

< 9 Duty have a powerful lineup,

‘4 . ” it's a very capable and dur-
3 able lineup. These trucks are
! built to take almost every-
thing you throw at them, in them, or hitch behind them.
Whether you want the HEMI Magnum V-8 or the Cummins
Diesel—whichever you choose—they're part of the

longest-lasting line of trucks!

*Depending on model.
**Not available in California, Maine, and Massachusetts.

Now go back and count the number of times you see
“best,” “most,” or any word ending with “-est” It all adds
up to one powerful, capable, and tough heavy-duty truck.
Visit or call

GRAB LIFE BY THE HORNS ||" //

'Based on percentage of 7/82-7/01 new pickup registrations still registered on 7/01/01.
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The Toro" Dingo” Compact Utility Loader.
Throw us at your toughest jobs, in your hardest conditions.
We'll come out on top every time. With the Dingo's
ability to channel full power where it’s needed, when

it’s needed, it’s proven irself again and again, on every mBO. Count on it.

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.

Visit us at GIE Expo, Booth #131

USE READER SERVICE #54
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http://www.BayerES.com

The union of Bayer Garden & Professional Care and Aventis
Environmental Science —forming Bayer Environmental Science—
will bring about new products and opportunities for our industry.

As the leading manufacturer of environmental science
products, we are focused solely on creating innovative
products to respond to the challenges faced by you,
our customers. We will dedicate resources to meet
current needs, and offer breakthrough solutions that

will revolutionize the way you do business.

We will provide unparalleled technical service, and
support you with education and guidance in every
aspect of stewardship. This is not an option, but

a responsibility.

We will continue to partner with others: With
distribution, with the research community, with
government and regulatory agencies—and with
end users, to provide not only the finest products

but the highest levels of service and support.

This is our vision, our mission, and our promise.

Bayer Environmental Science:

YOUR PARTNER FOR GROWTH

&:@ Bayer Environmental Science

A Business Group of
Bayer CropScience
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Dear Green Industry Professional:

Iam pleased to address you for the first time as the recently appointed vice president of
the Chipco Professional Products group of Bayer Environmental Science. While my title
in itself isn't necessarily important, my appointment does provide my team and | with
the unique opportunity to serve you as Bayer Environmental Science. We want to be
your partner for growth. What does this opportunity mean to you?

[t means thatour focusis to exceed your expectations. | encourage you to talk with one
of us today, or anytime you can, to discuss your needs as a professional in the green
industry.

It means we are drawing upon our extensive research capabilities to develop
innovative and novel technologies that will help you better meet your
customers’ needs.

It means we will partner with distribution, the research community,
government and regulatory agencies, the associations that make this
industry thrive — and with you, our customers — to develop the kind of
responsible, reduced-risk tools you need to be successful in today’s
changing business climate.

It means that we are working to assure your success. Whether it be
through our Accolades® customer rewards program, scholarship initia-

tives, end-user education or comprehensive and convenient product

Dan Carrothers |

4 LAWN & LANDSCAPE LEADERSHIP AWARDS « NOVEMBER 2002
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training, we are working to provide you with excellent technical service,
aswell as support you with the kind of education and guidance you need
now and in the future.

[t means we will continue to provide you with the high-quality,
dependable products you are used to today, including Merit*, Com-
pass™, Sevin®, DeltaGard® and Tempo”.

We recognize that it's challenging to operate in today’s business
climate, one of constant and rapid change. To be successful, all of us must
have the ability to anticipate marketplace changes and to respond to
those changes positively and quickly. We mustempower our employees
by providing them with the tools they need to meet and exceed customer

needs. It is with this entrepreneurial spirit that the recipients of the 2002

To be successful,
all of us must have
the ability to antici-
pate marketplace
changes and to re-
spond to those
changes positively
and quickly. —
Dan Carrothers,
vice president,
Chipco Professional
Products, Bayer En-

vironmental Science.

Leadership Awards have led their organizations to greater professional heights while

serving as inspirations for the entire lawn care industry.

Together with Lawn & Landscape magazine, we at Bayer Environmental Science

would like to congratulate this year's winners. Everyone here at Bayer Environmental

Science thanks you for your continued support and looks forward to our partnership

with you and the growth that will result — for all of us.

Best regards,

Vice President
Chipco Professional Products

Bayer Environmental Science, North America

NOVEMBER 2002 = LAWN & LANDSCAPE LEADERSHIP AWARDS 5
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CON'I'EN'I'S

4. WELCOME LETTER

An introductory letter from Dan Carrothers, vice president, Chipco
Professional Products, Bayer Environmental Science, North America.

4e@l‘4ue Arlicled

ABOVE & BEYOND

Leaders in lawn care answer the call of duty in a time of national tragedy.

74. AMERICA'S FINEST

As a lawn care professional and New York City fireman, Vincent Tummino
reflects on the events of Sept. 11, 2001.

76. THOUGHTS ON LEADERSHIP

Former winners of a lawn & Llandscape/Chipco Professional Products
Leadership Award share their thoughts on leadership.

7&. LEADERSHIP SECRETS

Rules for picking people from a new book about
Colin Powell’s leadership style.

56. THE NEW BAYER
ENVIRONMENTAL SCIENCE

Innovative products, experienced management
and industry support combine to create a new
leader in the professional lawn care industry.

A flag at Arlington National
Cemetery, Washington,
D.C., where each year

lawn care professionals

volunteer their services.

6 LAWN & LANDSCAPE LEADERSHIP AWARDS * NOVEMBER 2002
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2&. JOHN
BUECHNER

Grass roots to
Grassroots, John Buechner

is the advice man.

32. TOM DELANEY

Tom Delaney balances his
industry successes as PLCAA
executive director with his
true triumph — his family at
home.

36. SAM FARISON

A focus on people drives
Sam Farison and Farison
Lawn Care.

Lawn & landscape 2002 Leadership award supplement design
created by Andrea Vagas, GIE Media.

22. LEADERSHIP HONOR ROLL

A complete listing of all winners of the Lawn
& Landscape Leadership Awards.

42. TERRY KURTH

Kurth’s competitiveness and
love for the lawn care
industry contributed to his
own successful career as
well as the careers of many
others.

46. JOE REYNOLDS

Joe Reynolds isn’t afraid to
speak his mind when it
comes fo the right way to
run a lawn care business.

50. BARRY
TROUTMAN

The industry’s fun-loving
accomplished researcher
just wants to be considered
‘one of the guys.’

NOVEMBER 2002 = LAWN & LANDSCAPE LEADERSHIP AWARDS
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Leaders in lawn care answer
the call of duty in a time of

national tragedy.




Seven years ago when Phil Fogarty
brought together a few colleagues to
spend a day volunteering at Arlington
Cemetery, he had noidea what the day
would come to mean. Compelled by a
sense of patriotic pride, Fogarty and
other members of the Professional
Lawn Care Association of America
(PLCAA) first completed a volunteer
lime application at the historic land-
markin 1996 as part of the association’s
Day on the Hill activities.

“We just hoped we wouldn’t get
snowed out,” recalls Fogarty, owner,
Weed Man, Cleveland, Ohio, and coor-
dinator of PLCAA's activities at Ar-
lington. “Back then our Day on the Hill

2002 Leadership Awardi

WORDS
OF THANKS

This letter was sent to PLCAA volunteers by John Meztler Jr., superin-

tendent, Arlington National Cemetery.

“Please extend my heartfelt thanks to the membership of PLCAA for
another successful Renewal and Remembrance at Arlington National
Cemetery.

Your partnership with the cemetery in honoring those who served our
nation has never been more relevant. PLCAA members have again
selflessly donated their valuable time, expertise, equipment and sup-
plies in caring for Arlington’s hallowed grounds. Through the years,
PLCAA members have improved the turfgrass of Civil War, World War,
and Korean and Vietnam War gravesites. And now their efforts lend
beauty and dignity to the final resting places of those who died in the
Pentagon on September 11, 2001.

Please pass along a special thanks to Phil Fogarty, Tom Delaney and
everyone who braved the heat and worked so hard on July 22%. Their

efforts are never taken for granted, and their spirit of giving is always an

was in February and we were told not
to plan on anything in D.C. at that time
of year. We did anyway.”

But in July 2002, tending to burial
ground occupied by fallen heroes from the September 11, 2001, attack on the Pentagon,
with the sounds of repair work on the nearby building reverberating through Arlington’s
hallowed ground, none of the 140 volunteers had to search very long for the meaning in
what they were doing,

“Weare all emotional people and when you have a chance to be a part of something like
this, it's all emotion. It's about where things could be if these heroes weren’t in place to
defend us. Getting up to push a spreader around a cemetery becomes an honor, not a
chore,” says Fogarty, a 1999 Lawn & Landscape Leadership Award winner. “And we get a
chance to make the lawn care industry shine in a way that you couldn’t in any other way.
It isn't about regulatory issues anymore, it's about how much value a piece of lawn can
bring to the meaning of life for everybody.”

Now in its sixth year, the “Renewal and Remembrance” Cemetery Project at Arlington
has blossomed into a full-fledged volunteer effort, contributing more than $40,000 worth
of grounds maintenance and tree work. The program is associated with PLCAA’s
Legislative Day on the Hill and combines volunteer liming and tree work — this year a
record 130 acres were covered — with legislative visits.

“This year was special,” said PLCAA President Bill Hoopes, Scotts LawnService,
Marysville, Ohio, and a2001 Lawn & Landscape Leadership Award winner. “It was our first
visit since 9/11. As I told those gathered at the opening ceremony: “Those killed on9/11,
some of whom are buried here at Arlington, are not victims. Victims have bad luck and
lose. There are no losers at Arlington...only heroes.” Through the volunteer work at

inspiration.”

Arlington, we honored our heroes and sent them our message of respect and admiration.”
This year’s program had special meaning as well for Arlington’s Superintendent John
Metzler. The ill-fated jet passed just 20 feet above Metzler’s office at Arlington on its way

NOVEMBER 2002 = LAWN & LANDSCAPE LEADERSHIP AWARDS 9
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to a tragic collision with the Pentagon.
When the plane hit, Metzler was
knocked from his chair by the impact
of the plane. And tragically, the attack
took the life of a man working in the
Pentagon with whom Metzler
carpooled to work each day.

“After the work was mostly complete,

[ walked out into the grassy meadow-
land, only a few hundred yards from the
Pentagon,” Hoopes wrote in a recent
PLCAA newsletter. “And, as | stood
there studying the flight path, looking
first at the hotel over which the plane
flew on its fatal and final approach, then
back across the new gravestones to the

— =] g

HALLOWED GROUND
FOR HONORED HEROES

More than 4 million people visit Arlington Cemetery annually, many coming to pay final
respects at graveside services, of which nearly 100 are conducted each week, Monday
through Friday.

Arlington Mansion and the 200 acres of ground immediately surrounding it were designated
officially as a military cemetery on June 15, 1864, by Secretary of War Edwin M. Stanton.
More than 260,000 people are buried at Arlington Cemetery. Veterans from all the nation's
wars are buried in the cemetery, from the American Revolution through the Persian Gulf War
and Somalia.

Arlington National Cemetery and Soldiers Home National Cemetery are administered by
the Department of the Army. All other National Cemeteries are administered by the
Department of Veterans Affairs, or the National Park Service.

Arlington House (Custis-Lee Mansion) and the grounds in its immediate vicinity are
administered by the National Park Service.

The flags in Arlington National Cemetery are flown at half-staff from a half-hour before the
first funeral until a half-hour after the last funeral each day. Funerals are normally conducted
five days a week, excluding weekends. Funerals, including interments and inurnments,
average 20 a day.

With more than 260,000 people buried, Arlington National Cemetery has the second-
largest number of people buried of any national cemetery in the United States. Arlington
National Cemetery conducts approximately 5,400 burials each year,

The Tomb of the Unknowns is one of the more-visited sites at Arlington National Cemetery.
The Tomb is made from Yule marble quarried in Colorado. It consists of seven pieces, with a
total weight of 79 tons. The Tomb was completed and opened to the public April 9, 1932, at
a cost of $48,000.

MORE ARLINGTON NATIONAL CEMETERY FACTS:

« Pvt. William Henry Christman, 67th Pennsylvania Infantry, first military service man interred
in Arlington National Cemetery, May 13, 1864.

* Pvt. William Blatt, 49th Pennsylvania Infantry, first battle casualty interred, Saturday,
May 14, 1864.

* Two Unknown Union Soldiers were interred on May 15, 1864. They were the first of nearly
5.000 unknowns now resting in Arlington National Cemetery

* The first graves in Arlington National Cemetery were dug by James Parks, a former
Arlington Estate slave. Buried in Section 15. James Parks is the only person buried in Arlington
National Cemetery who was born on the property

= About 1,500 United States Colored Troops are interred in section 27. The first black combat
soldiers of the Civil War.,

* In addition to casualties of war and honored war and military veterans, dignitaries buried at
Arlington include: explorer Robert Peary, Presidents William Howard Taft and John Kennedy
and U.S. Chief Justices Oliver Wendell Holmes, Earl Warren, Potter Stewart, Thurgood
Marshall, William Douglas and Arthur Joseph Goldberg.

Source: Information from the Arlington National Cemetery, www.arlingtoncemetery.org

LAWN & LANDSCAPE LEADERSHIP AWARDS * NOVEMBER 2002

rebuilt Pentagon just across the hot,

asphalt-pm'cd street, I could barely
comprehend what had happened
there.”

HUMBLE BEGINNINGS.

The poignancy of this year’s Renewal
and Remembrance program is the cul-
mination of an idea inspired more than
a half-decade ago. Fogarty co-hosted a
radio show in Cleveland with a promi-
nent arborist. “He talked about the
value of trees and | talked about the
value of turf and we would argue on
the air about who was more impor-
tant,” Fogarty says.

In one of those broadcasts, the ar-
borist talked about various activities
of arborists associations and one was
an event at Arlington. “So I took my
family to Arlington and Superinten-
dent Metzler took us around to all the
sites and showed us what the arborists
had done,” Fogarty said.

Fogarty took theidea to PLCAA and
after a year and a half of lobbying,
committee work, board approval and
coordination with Arlington, the pro-
gram began in 1996. “The PLCAA staff


http://www.arlingtoncemetery.org

2002 [eafaxj/uﬂ Awardi

HOW TO
GET INVOLVED

Lawn care professionals looking to get involved in PLCAA's Day
on the Hilland Renewal and Remembrance program need merely
contact PLCAA at 800/458-3466. For more information, you can
also visit the association's Web site at www.plcaa.org.

The next Day on the Hill is scheduled for July 14-15, 2003.

A volunteer applies lime during the Professional
Lawn Care Association of America’s annual
Renewal and Remembrance at Arlington

National Cemetery, Washington, D.C.

“Getting up to push a spreader around a cemetery becomes an

honor, not a chore. And we get a chance to make the lawn care

industry shine in a way that you couldn’t in any other way. It isn’t
about regulatory issues anymore, it’s about how much value a piece

of lawn can bring to the meaning of life for everybody.” — Phil
Fogarty, coordinator of PLCAA's Renewal and Remembrance
program at Arlington National Cemetery.

works their heart out to make the event
happen every year,” Fogarty says.

AMBITIOUS FUTURE.

Each year the program has expanded.
For example, PLCAA volunteers have
begun annual work at historic Con-
gressional Cemetery, working to re-
furbish the entire 38-acre grounds,
where members of Congress, vice
presidents and other dignitaries are
buried. Fogarty hopes the program will

similarly expand in years to come
“Through service we can really makea
statement about who we are,” he says.

“We could do all of Arlington if we
had more member companies contrib-
ute equipment and volunteers. And
what if we started taking on America’s
frontlawn, the Mall?” The Mall, a green
space between the U.S. Capitol Build-
ing and the Washington Monument,
needs grounds maintenance attention.

“Itisinterrible shape,” Fogarty says.

“Whatifstarted doing things like that?
How much positive attention could
our industry garner off of being the
caretakers of our capitol’s lawn?”
Fogarty adds, “That's the way D.C.
was designed, long stretches of lawn
for people to enjoy and vistas to see.
That's what I would love for our asso-
ciation to be known for — that when
people talk aboutlawn care, they know
it is the industry that promotes the
green of Washington, D.C.” *

NOVEMBER 2002 = LAWN & LANDSCAPE LEADERSHIP AWARDS
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Bayer Environmental Science

SORRY, BUT WITH CLOWIIS,
YOU'RE OIT YOUR OWII.

If, however, you want to fear no grub, then you need MERIT® Insecticide. MERIT from Bayer
Corporation has been hard at work since 1994 and is your best bet for protecting turf from grubs. MERIT gives

you pre-damage control with the most effective solution from egg-lay through second instar. We're not clowning around.

Fear no grub, guaranteed, with MERIT from Bayer. For more information, contact Bayer

Environmental Science, 95 Chestnut Ridge Road, Montvale, New Jersey 07645. (800) 842-8020. m

BayerProCentral.com

chipco

Professional Products

ALWAYS READ AND FOLLOW LABEL DIRECTIONS © 2002 Bayer Environmental Science Printed in US.A. 02519A0276
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AS a The morning of Sept. 11, 2001, Vincent Tummino was winding down from a night shift at
Staten Island, N.Y.’s Battalion 22 firehouse. A 32-year veteran of the department, Tummino
is a battalion firefighter and one of the 100 highest-ranked firefighters in the city. Chatting
with the officer who was relieving him, Tummino's tired eyes shifted back into focus when
the firehouse television station began blaring reports of an accident at the World Trade

lawn care

pTOfeSSlOTlal Center, just a 5-mile ferry ride across the Lower Bay from Tummino’s firehouse. “My first
response was that it was probably one of those helicopters taking pictures or a small
sightseeing plane that just got too close,” Tummino recalls.

and New = capune dunion 8

But as the moming unfolded, a nightmare was transmitted on live television as Tummino and
the rest of the nation watched. “You didn’t want to believe that this could happen. We didn’t want

YO" k Cl ty to face that it was a terrorist attack.” But all too quickly, Tummino and the rest of the firemen
in Battalion 22 knew that the worst-case scenario had become reality. “The phone in my office
ﬁrem an was ringing off the hook and everybody was scrambling,” Tummino says. After answering
/ . - . X . . - . < .
frantic phone calls and trying to organize the chaos in the firehouse he directed, Tummino
. caught a ferry to Ground Zero.

Vll’lCEﬂt “By the time I got there the buildings had already collapsed, so I'm here to tell the story.
“As I was making my way to Ground Zero, smoke was billowing out. At that point I had
Tu mm 1 no a tremendous amount of anger in me, but I had a job to do,” Tummino recalls. “Thoped to get

there and find a lot of injured people and help rescue them by digging them out. To do
anything just to save lives. But, I was totally disappointed when I got to Ground Zero. There

I e_ﬂeCtS on was not a person to be found. There was not a bird flying in the air. Every car and building
in the area was on fire and the dust was 6 inches thick for 2 miles around.”

the events of
THE AFTERMATH
S t b Like so many of us, Tummino’s hopes were dashed on September 11, as an eerie stillness
ep emoer persisted where the vibrant World Trade Center once stood. In the aftermath of the terrorist
attacks, Tummino worked 63 hours straight on one of the now famous bucket brigades. And
1 1 y 2001 . after a few hours of rest, he spent the next 30 days working 24-hour on/ off shifts. “You would

g0 to one funeral in the morning and another in the afternoon. Then, the next day, you had
to go to work. You just lived in a uniform for months.”

On September 11, Tummino lost one of his best friends, a cousin, two men in his firehouse,
as wellasmore than 50 other firemen whohe knew personally. “We were hithard. Butaleader
doesn’t give up the fight and say it's too hard. He just keeps striving,” Tummino says.
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And more than a year later, Tummino

strives on to remind us of the sacrifice
made by his friends. “Nobody dies in
vain. This is the reason I continue to talk
about this, to keep the spirit of all the
victims alive. To make sure America
doesn’t forget.”

Tummino speaks at nearly one event
every two weeks, whether it be the
dedication of a new memorial statue
or atevents like the Professional Lawn
Care Association of America’s Renewal
and Remembrance event at Arlington
National Cemetery.

A PART-TIME

SUCCESS STORY

A former member of PLCAA’s board of
directors, Tummino firstentered thelawn
care industry in 1981 as a “part-time”
owner of a Lawn Doctor franchise in
Middlesex and Union counties in New

Vincent Tummino, left, with
Charles Campbell, fire
chief, Fort Myer, Va.,
during a ceremony at
Arlington National Cem-
etery, Washington, D.C.

Jersey. “In 1981, I wanted, as
most firemen do, a second job
to supplement my income for
my family,” Tummino says.
Firemen often have several
days off at a time and after
seeing an article about Lawn
Doctor franchises, Tummino
bought an existing branch with
about 240 customers.

“I gotinto a contest with my-
self and would say, ‘Let me get
300 customers.” Then it was 500
customers, and so and so on.”

Tumminosold thebusinessin
January 2001 with more than
3,000 customers. “l wasata point
inmy life—Iwas55at the time— where
I was ready tosell. At what point do you
say a $1 million is no longer worth any-
thing to you? When you are 90 years old
in a nursing home, it doesn’t mean any-
thing to you,” Tummino says.

Throughout his career in lawn care,
Tummino was very active in industry
groups, suchasthe New Jersey Turfgrass
Association and the Alliance for Envi-
ronmental Concern.

In particular, Tummino led industry
fights against unreasonable insurance
rates in the mid-1980s and an initiative to
fight double taxation in New Jersey.
Spearheaded by Tummino, the lawn care
industry in New Jersey avoided paying
tax twice on lawn care materials.

“I believe that some people are puton
earthtobeleadersand I think lamaborn
leader. A lot of the things that [ did inmy
life, I was leading them.”

FOR LOVE OF THE JOB

Though Tummino sold his Lawn Doctor
franchise nearly two years ago, he con-
tinues to stop by his old office once a
week to help outin a consultant role. But
his true love, and a job he continues
today, isbeing a New York City fireman.
“I love the job. It was one of the reasons
I sold my private business, even though
[ probably earned three times more than
my salary in the fire department,”
Tummino says.

At 20 years seniority, NYC firefighters
are eligible to retire and take a pension. But
12 years after his eligibility, Tummino con-
tinues, working at less than half the pay
he is entitled to. “Sept. 11 just confirmed
that this is the greatest job in the world.
The camaraderie of the men is special.
We werealways America’s heroes, itjust
took Sept. 11, to awaken the public to
that fact,” Tummino said.

Inan age of increased uncertainty and
the potential threat of ongoing terrorist
attacks, Tummino points out that the
value of police and fire personnel is even
more relevant. “Every city’s first line of
defense is their firemen and policemen,
because they are the first there.”

A TIME TO HEAL

In reflecting on the events of Sept. 11,
2001, Tummino says he tries to focus on
the healing and the positives. “I wake up
every morning and I try not to think
about it. I try to think about the healing
partofit.lam happy thatlam able totalk
about the heroic acts of these firemen.”

Further, Tummino says he's touched
by the outpouring of emotion from his
fellow Americans. “The people of
America are helping us with the healing
process by coming to New York City and
calling and writing us. We are thankful
for that.”

We, too, are thankful for men like
Vinny Tummino, truly “America’s fin-
" — everyday heroes that make our
nation a better place to live. *
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Former winners of a Lawn & Landscape/Chipco
Professional Products Leadership Award share their

thoughts on leadership.

RSHP

Is

TOM LIED goals. A leader can | developed exciting visions, but also are
LIED’S LANDSCAPE communicate that vi- | willing to modify those visions as our
DESIGN & DEVELOPMENT sion in a way that ex- | clients’ requirements change. Perhaps
Sussex, Wis. citesevery memberin | that is the reason our industry has re-
Leadership Class of 2000 the organization and | cently earned a new position of respect

Effective leadership is the key
ingredient for success in each
of our companies, our indus-
try, our country, every reli-
giousand service organization

energizes them to | in the business community.
work together to ac-
complish the goals. A | MARK SCHLOSSBERG
great leader canmake | PRO-LAWN-PLUS

the journey to accom- | Baltimore, Md.

and, of course, our family. plishment of the vision rewarding and | Leadership Class of 1999
A good leader is able to develop an | pleasurable to the entire organization. Leadership in an organization consists
exciting and valuable vision of goals and We in the landscape industry are | of several parts. One part is setting an

the activities necessary to realize those | blessed with leaders who not only have | example for your employees and staff
about what your company stands for.

e S S e F P Y setting up and following

BRUCE HUNT through on your organization’s goals
THE BRICKMAN GROUP and objectives — not just with numbers,
Long Grove. Ill. but also with your attitude toward deal-
Leadership Class of 2001 ing with your customers.
Leadership is a talent for creating an environment or culture in which people strive to make their Another part of leadership is having
very best efforts and contributions to a specific set of goals or outcomes. In today's world, the ability to find good leaders to work
effective leaders look outwardly, in comparison to managers who look inwardly, and see their for you and be able to really delegate
role as that of creating a vision for their businesses. decision-making authority to them.
Once the vision is created and clearly articulated, the leader works with the people within the The third part of leadership in an
organization by coaching and mentoring to focus on that vision. Leaders clearly set the organization is to be able to look into
expectations and monitor their teams' efforts towards the achievement of those expectations the future and foresee changes on the
through superior performance. horizon. Then you should be able to

prepare your organization for those
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changes well in advance. These are the
attributes of leadership I feel are most
important.

TIM DOPPEL

ATWOOD LAWN CARE INC.
Sterling Heights, Mich.

Leadership Class of 1999

Leadership re-
quires having a
vision, being
able to commu-
nicate that vi-
sionand having
the courage to
enact thevision.
Havinga vision
is much more
thanjusthaving
a dream. Everyone has a dream, but
precious few get out of bed and start
working to make the dream a vision.

In order to see your vision take life,
you need help. Communicating that vi-
sion to family members, friends, em-
ployees and colleagues is critical to see-
ing your vision take flight. In order for
those parties to want to become vested in
your vision, they need to see themselves
in your vision. If you can find a way to
paint that picture with them in it, they’ll
help vou succeed.

But ultimately, the leader has to forge
a path for others to follow. That requires
courage to be just different enough from
the pack so you get noticed. It may re-
quire being innovative, politically incor-
rect or a risk taker when everyone is
being conventional, safe or acceptable.

If you believe in your vision and be-
lieve in yourself, you'll soon be recog-
nized as the leader that you are.

LAURIE BROCCOLO

BROCCOLO TREE & LAWN CARE
Rochester, N.Y.

Leadership Class of 1999

So many great ideas are wasted because
no one took the initiative to try them.

GEORGE MORRELL

THE MORRELL

LANDSCAPE GROUP

Atlanta, Ga.

Leadership Class of 2000

Having bought a company and having
it survive when so many others failed
takes leadership. Was it my leader-
ship or was it the leadership of those
who | chose to work with me?

It was both.

Great leaders set standards, find
others who will accept those stan-
dards and then set even higher ones.
Great leaders recognize the natural
abilities of others, give them the re-
sponsibilities, empower them to do
their jobs, support their efforts and

then get out of the way.

Leaders demonstrate what can be done.
Leaders build upon others’ ideas, creat-
ing a snowball effect that pulls everyone
around them together, growing into
something big!

Go ahead and tell a leader that some-
thing cannot be done. They’ll show you
thatnotonly canitbe done, buteven you
can do it and they’ll have you believing
that it was your idea all along.

Leaders help you grow.

WAYNE RICHARDS
CAGWIN & DORWARD
Novato, Calif.
Leadership
Class of 2000
Much is said to-
day about the im-
portance of lead-
ership and the ef-
fect it has on busi-
ness. Tradition- X
ally, much focus was placed on the “He-
roic Leader,” distinguished as a central

figurehead whoestablished the planand
got things done. Effective leadership is
much more than this. In fact, the “Heroic
Leader” canactually beadetrimenttoan
organization unless learning and leader-
ship is occurring at multiple levels of the
enterprise.

Leaders are good listeners, communi-
cators and proponents of team interac-
tion. They work with others to develop a
shared vision and a core set of values,
which serves as a foundation for all deci-
sion-making. While generally not char-
ismatic, they are acutely aware of the
capacities of their resources and are able
to bring out the best in their people. A
leader understands the key to success is
taking the time to involve others in deci-
sion-making, implementation and the
celebration of success. Aneffective leader
isarole model and one who continues to
work on personal mastery.

A great leader creates a safe environ-
ment for learning, experimentation and
innovation.

BILL HOOPES

SCOTTS LAWNSERVICE
Marysville, Ohio
Leadership

Class of 2001
Leadership can be
defined in many
ways.

A leader is an
inspirational per-
son who achieves
goals and objec-
tives through others, for example.

I believe the description of a true
leader should include another trait
—dedication. Trueleaderslike those
selected this year [as part of the Lawn
& Landscape /| Chipco Professional
Products Leadership Awards], dem-
onstrate dedication to high personal
and professional values and stan-
dards. That tome makes the success they
have enjoyed even sweeter. *
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How will you accomplish great deeds? “Only by attracting the best
people,” says Colin Powell.
Effective business leaders know exactly what Powell is talking about.
Michael Dell says that attracting and retaining top talent is a key strategic
priority for Dell Computer. Bill Gates is equally explicit. For years, he has
asserted that Microsoft must always hire the smartest, most capable
people. Even if there’s no specific job open for them at the moment, Gates
has said, hire them anyway. With guidance from leaders, they’ll define
their own job, and good things will happen.
The best people will develop the best ideas and the most effective
RL[IESfor follow-ups. They will develop the right technology and the optimal
application for it. They will figure out how to use available resources to
aebizo connect with one another to develop the most exciting products, the most
plelng peaple extraordinary cost reductions, the most dazzling customer services, the
most lucrative niches, and the most promising investment opportunities.
They’ll help you define and attain your mission in ways you couldn’t
ﬁ’Om a have dreamed of on your own.
So, Powell says, surround yourself with great people. In the emerging
knowledge economy, the winning organizations will be the ones with the
new bOOk best minds, the most cutting-edge competencies, the greatest imagina-
tions, the fastest reaction time, and the strongest competitive streak — in
9 other words, the ones with the best people.
examiming
POWELL’S RULES FOR RECRUITING AND PROMOTING
COlln POZUEll,S But. who are thcse. “best people,” and how do we ﬁl?d, them? I.’owell
advises leaders to hire, place, and promote talented individuals with the
following qualities:

Look for intelligence and judgment and, most critically, a capacity to
anticipate, to see around corners. Also look for loyalty, integrity, a high
energy drive, a balanced ego and the drive to get things done.

Style That sounds a bit like motherhood and apple pie, right? But when you

SECRETS
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dig down into the way organizations

actually assess the talents of potential
recruits, you find that in many cases,
very different screens are putinto place.
What actually happens, more often
than not, is that the human resources
staff focuses on attributes like length
of resume, number of degrees and pre-
vious job titles

And, of course, that's not surpris-
ing. These are very tangible qualifica-
tions. They can be confirmed through
reference checks. They make possible
(or at least seem to make possible)
apples-to-apples comparisons. When
one connects the dots on a resume, one
can discern a pattern of career growth,
or lack of growth. All of this is useful
information.

Yet Powell’s favorite attributes have
none of these advantages. They are

Author Oren
Harari, Ph.D., is
a professsor of
managment at the
Mclaren
Groduate School
of Business
University of San

Francisco

intangible and nonlinear. They are hard
to infer from a resume. (Based on
these two pages of bullet points, am
I confident that this individual can
“see around corners?”) But it is pre-
cisely those attributes that define the
“best” people.

The fact that tracking these attributes
is tough only makes that task all the
more important. Resume scanning sim-
plyisn’tenough. Yes, abroad portfolio
of skills and experience can be ex-
tremely valuable, but it can also yoke
an individual to the past or make that
person resistant to change. Skills are
hard to acquire, but they become obso-
lete very easily,

Except for jobs that involve truly
rare skills or experience bases, there-
fore, it may be more important to hire
a highly talented person with the will-

NOVEMBER 2002 = LAWN & LANDSCAPE LEADERSHIP AWARDS
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Look for intelligence
and judgment and,
most critically, a capac-
ity to anticipate, to see
around corners. Also
look for loyalty, integ-
rity, a high energy drive,
a balanced ego and the

drive to get things done.

ingness and ability to learn than some-
one with a proven skill set.

Inother words, you can readily train
a bright and willing novice in the fun-
damentals of your business. It's al-
most impossible to train someone to
have integrity, judgment, intelligence,
energy, balance and the drive to get
things done.

So good leaders stack the deck in
their favor by emphasizing these at-
tributes in the recruitment and promo-
tion phase.

Remember, Powell would never re-
ject individuals who possess critical
skills and experience.

Only a Stealth bomber pilot can fly a
Stealth bomber. Powell would insist,
though, that in today’s chaotic envi-
ronment, other talents are likely to
prove even more important over the
long haul, especially when the leader
is attempting to develop a high-per-
formance team, or when he is attempt-
ing to select and groom future leaders.
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INTELLIGENCE

AND JUDGMENT

When he refers to intelligence, Powell
is not referring to 1.Q. levels, although
I'm sure he’d be happy to have a rep-
resentation of high-1.Q. individuals on
his staff. But the intelligence that adds
value to an enterprise may have little
or nothing to do with an intelligence
test score. Notice that Powell puts “in-
telligence and judgment” together in
one phrase. By doing so, his isemphasiz-
ing that in picking people, leaders need
to look for the individual who has not
only the intellectual firepower, but also
the experience and common sense
needed to bring his or her intelligence to
bear on the organizational mission.

A CAPACITY TO

SEE AROUND CORNERS

The most successful enterprises are
lead by individuals who look beyond
today, those who are capable of seeing
beyond the horizon. These are leaders
who grasp emerging shifts in technol-

ogy, competitors, capital markets, de-
mographics, and consumer needs, and
then act on their understanding to
launch something new.

But the person atthe top can’timple-
ment the vision on his own. Therefore,
he has to recruit people at all levels of
the organization who can look around
corners and make sound entrepreneur-
ial judgments based on what they see
there. Leaders have to sign up those
people who are eager to help interpret
the storm signs and opportunities on
the horizon, and who are just as inter-
ested in monitoring the external envi-
ronment as they are in managing the
internal processes of the organization.

LOYALTY
Powell has clear notions about this key
leadership trait. To those who report
to him, heexplainsloyalty in clear terms:
When we are debating an issue, loyalty
means giving meyour honestopinion, whether
you think I'll like it our not. Disagreement, at
this state, stimulates me. But once a decision

The best people will develop the best ideas
and the most effective follow-ups. They will
develop the right technology and the optimal
application for it. They will figure out how to
use available resources to connect with one
another to develop the most exciting products,
the most extraordinary cost reductions, the

most dazzling customer services, the most

is made, the debate ends. From that point on,
loyalty means executing the decision as if it
were your own.

INTEGRITY

Few things matter more to Powell than
personal integrity. The message is
never to undervalue integrity when
you are recruiting and promoting
people for your organization. People
withintegrity clearly “stand for” some-
thing bigger than themselves —a pur-
pose, or a core set of values and ideals
— and their actions honestly reflect
their convictions. There is a coherence
in their decisions and behaviors that
reflects their ideals. They are persis-
tent and consistent in how they ex-
press their values. They are tenacious
in pursuing their purpose.

Let’s look at this from the other end
of the telescope. A person with a mile-
long resume but only a weak sense of
integrity is likely to make expedient
decisions. He or she is likely to be
focused keenly on organizational poli-
tics, or to be driven by what he or she
thinks the boss wants to hear, or to be
motivated primarily by selfinterest. In
other words, a lack of integrity is not
simply an ethical concern; it also poses
a clear threat to the effective function-
ing of the organization.

DRIVE

“l want to try to make things move
faster, cut through things more
quickly,” Powell said in an address to
State Department employees. That's
drive, and by all accounts, Powell
wants to see a lot of it. Powell advises
leaders in any organization to pick
people who not only have good things
in their head and heart, but also have
what he calls a “high energy drive”
and “the drive to get things done.”
Don’t pick people who passively wait
for their marching orders. Don’t retain

lucrative niches, and the most promising

people who whine about pressure, the
fast pace of the place, or how hard it is
to catch one’s breath around this place.

investment opportunities.
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Instead, hire people who live ur-
gency — people who feel that there is
not one moment to lose. Promote
people who themselves set objectives
and priorities beyond their formally
assigned goals.

In short, pick people who are impa-
tient with status quo management and
are always turning over stones looking
for ways toimprove things. Driven lead-
erswhosurrond themselves withdriven
colleagues are much more likely to
achieve extraordinary results.

BALANCED EGO
Powell doesn’t feel that leaders should
suppress their strong egos. Likewise, he
suggests that leaders pick people who
don’t apologize for being competent,
and don't apologize for seeking high
goals. Pick people who are self-assured
and whoacknowledge theiraccomplish-
ments when others recognize them.
Atthe same time, Powell seeks people
who aren’t overly impressed by their
own importance, and who don’t take
much stock of their press clippings. “To
maintain your perspective,” advises
Powell, “work hard on humility.” That's
balance. That's the kind of person you
want to recruit and promote.

Ego balance implies self-awareness.
People who are balanced know when
they can blast ahead, and also know
when they have to pause, regroup, and
enlist new allies with complementary
skills. Says Powell, “A good leader sur-
roundshimself with people who comple-
ment his skills. Only an honest and fair
assesment of your abilities will allow
this to happen.”

Insecure leaders can’t stomach the
idea of working with people who are
more skilled than they are. Leaders
with the balanced ego that Powell ad-
vocates absolutely relish the opportu-
nity to lead the best.

SUMMARY
The criteria for hiring, promoting and
placing people —as well as for groom-

Powell
PRINCIPLES

1. Hire primarily on talent and values, not just on resumes. Resumes, by definition, describe
past performance. In today's environment, they are no longer the best predictors of future

performance.

2002 l.’eafmd/wp Awardi

2. When seeking talent, look for the key Powell traits in hiring and promoting:

* Intelligence and judgment

» A capacity to anticipate, to see around corners

* Loyalty

* Integrity

* Drive

* Balanced ego

3. Seek value alignment. Don't hire or promote anyone who does not share the same values
that drive your organization. Even a talented individual will find it hard to contribute to your

mission if his or her values are not in sync with your own.

4, Hire individuals who are better than you and individuals who can compensate for your
weaknesses. Don't let your ego get in the way. Hire people whom you consider good enough
to succeed you, should the situation warrant it. (It's the only way you'll ever be free to move
up the ladder, by the way). Strong leaders are not afraid to surround themselves with people

who are better than them.

5. Asa leader, apply these same attributes to yourself. Hold yourself to the same standards,

and role-model them every day.

ing future leaders — ought to fit the
realities of the new world that all lead-
ers face. That is, a world marked by
complexity, speed, ambiguity and con-
stant flux.

Accordingly, Powell advises
today’s leaders to emphasize intan-
gible attributes like intelligence and
judgment, anticipation, loyalty, integ-
rity, drive and balanced ego when go-
ing out in search of talent.

The alternative is grim: If you pick
people whoare weak in these attributes
—evenif their tangibles on the resume
look good — you'll find it very hard to
mobilize a team of individuals who
take initiative, seek additional learn-
ing, show loyalty to each other, share
knowledge with each other, and put
the team’s mission above their own
personal needs.

Powell’s rules for picking people
apply to every level and function of
the organization. In fact, the punch
line of this entire chapter — one which
you've no doubt already figured out
— is that these intangible attributes
are the very ones that leaders them-
selves should posses and demon-
strate every day. Leaders who fol-
low Powell’s rules for themselves and
in picking others will make their own
lives a lot easier, and they’ll be far
more likely to achieve success. *

Reprinted with permission from The
Leadership Secrets of Colin Powell
by Oren Harari, McGraw-Hill, Copy-
right 2002. To buy this book and other
business education titles, contact the
publisher via: www.books.mcgraw-
hill.com.
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Since 1999, the Lawn & Landscape Leadership Awards,
sponsored by Chipco Professional Products, have been pre-
sented annually to green industry professionals who uphold
the highest standards of industry ethics and personal
integrity.

This prestigious award celebrates the dedication and con-
tribution these individuals make to the betterment of our
industry. Their leadership provides us with a beacon by
which to pattern our work.

The 2002 Leadership Award recipients join an illustrious
group of professionals and will forever be remembered in the

green industry’s history.
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e Class of 2001

Northern Lawns Corp.
Omaha, Neb.

Tom Bland

Bland Landscaping Co., Inc.

Cary, N.C.

Scofts LawnService
Marysville, Ohio

Pruce Huni

The Brickman Group
Long Grove, ll.

Adam /aned

Massey Services Inc.
Maitland, Fla.

Yardmaster Inc.

Painesville, Ohio

Sam Lang

Fairway Green Lawn Care

Raleigh, N.C.

GroGreen Lawn, Tree & Shrub Care

Plano, Texas

Betl Seme

Elizabeth A. Seme Inc.
Latham, N.Y.

e

Michigan State University
East Lansing, Mich.
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The Clasa of 2000
s T

The Greenskeeper The Morrell Group

Carmel, Ind. Atlanta, Ga.

W

All Green Gardeners’ Guild

Marietta, Ga. San Rafael, Calif.

o

Lawn Doctor Chapel Valley Landscape
Holmdel, N.J. Woodbine, Md.

e o
Kujowa Enterprises Cagwin & Dorward
Cudhay, Wis. Novato, Calif.

i

Lied’s Landscape
Design & Development

Sussex, Wis.

The Clats of 1999

Rochester, N.Y.

P

Kent, Ohio

i

Atwood Lawn Care

Sterling Heights, Mich.

p .

Crowley's Vegetation Mgmt.

Cleveland, Ohio

TruGreen-Chemlawn

Memphis, Tenn.
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Broccolo Tree & Lawn Care

Environmental Care

Calabasas, Calif.

The Weed Man

Mississauga, Ontario

Pro-Lawn

Baltimore, Md.

Senske Tree & Lawn Care

Kennewick, Wash.

Single Tree &

Landscape Care

Denver, Colo.
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2002 Leadershin Award Winners

Grass roots to
Grassroots, John
Buechner is the

aduvice man.

By Mandy Jenkins

/A‘-l
4

John Buechner is nothing if not committed. To his family, his career and the industry at
large, he is always there.

As the technical support director for Lawn Doctor, Buechner is there to help the
contractorsin the field asmuch ashe can. Outside of work, through his involvement with
national and state associations, he offers up this effort to support the industry itself.

Yet, ith all of this giving, Buechner still manages to have time to rhumba.

A DAY IN THE LIFE. A peek into John Buechner’s Palm Pilot would show a day full
of phone calls, meetings and special projects. A self-professed “morning person,”
Buechner rolls into work at Lawn Doctor’s Holmdel, N.J., office at 7 a.m.

In a typical day, Buechner says, he answers anywhere from 10 to 30 technical support
calls from Lawn Doctor franchisees, acting as a consultant to their various “frequently

asked questions.”
“Helping people is my favorite part of the job,” he states. “I like it when people call |
backin and tell me how everything turned out. It confirms that  gave them good advice.
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John Buechner

There’sasense of satisfactioninbeing able
to help solve peoples’ problems and an-
swer their questions.”

In the technical services department,
Buechner works with the company’s vari-
ous departments, giving ideas and check-
ing technical information. From assisting
with the development of new programs
with a lawn care material company to
making marketing materials from a tech-
nical standpoint, Buechnerhashishandin
developing Lawn Doctor’s service.

Even now as he spends more days in
meetings than on turf, he still manages to
keep up with the industry by constant
contact. In addition to spending his day-
times on the phone, he periodically travels
between the company’s franchises when
needed, which giveshim hismuch-needed

field experience. In addition, Buechner
credits new forms of communication with
making his job easier.

“The electronic media has changed my job somewhat be-
cause what I do is based on being able to get information
quickly,” Buechner explains. “The Internet keeps me up to date
because I can go to different extension sites.

“I think the company has more people in the field that
do some of the work I used to do,” he comments. “I rely
more on my technical support staff and on our field staff
to tell me what's going on.”

Until he leaves each day at 4:30 p.m., Buechner is
inundated with the need for service — and he gives
willingly. From business troubleshooting with franchise
owners to offering tech support to his company’s com-
mittees, heisaman of constant advice made possible only

from years of experience.

2002 Leadershin Award Winnens

“I'm a firm believer that we can make a difference. I
believe that when you have a concern, you

should make people aware of it in a positive way. ” —

industry insome capacity. “Ireally didn’tknow whatI wanted
to do, but I did know I wanted to go to college and I wanted to
do something involving urban agriculture and turf,” he ex-
plains. “I wasinterested in the greenindustry, but I really didn’t
know which part.”

Buechner started out as a forestry major at Purdue Univer-
sity in 1971, but he thought it was a “dead-end” field and
decided to major in turf management.

“I planned to be a golf course superintendent when I gradu-
ated from college,” Buechner admits. “I had worked at golf
courses through my college vears and my firstjob outof college
was at a golf course.”

Following his first job, Buechner became involved with
the distribution side of the business, but found himself
| wanting something different.

“I think I'just wanted to be more of a consultant and work in
the lawn care industry,” he recalls. “A professor of mine at
Purdue did consulting with lawn care startups in the early
1970s and it really piqued my interest. I was interested in it
because of the ability to tie my technical background with my
interest in business.”

[n 1982, while scanning industry want ads in a trade publi-
cation, Buechner found his opportunity with a growing com-
pany named Lawn Doctor. In 1984, he was hired and his move
from Indiana to Tom's River, N.J., where he now resides, was

the first sign of his commitment to the company.

Name: John Buechner

Company: Lawn Doctor

Location: Holmdel, N.J

Career Highlights:

* Technical support director, Lawn Doctor

* President, New Jersey Turfgrass Association (NJTA)

» State affairs chairman, NJTA

* President, Professional Lawn Care Association of America

* President, New Jersey Alliance for Environmental Concerns (NJAEC).

GREEN DREAMS. In high school in Ft. Wayne, Ind.,

Buechner knew he wanted to be involved in the green
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* Member, board of directors, NJAEC
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“When I met him, my first impres-
sion was that he seemed intelligent
and knowledgeable,” says Russell
Frith, CEO, Lawn Doctor. “By relocat-
ing from Indiana, I knew he had to be
committed.”

That relocation created more than
just a change of scenery for Buechner.
Prior to moving, he had just married
his wife, Naomi, and she decided to
stay behind in Indiana until her chil-
dren were finished the school year.
Traveling alone to his new job,
Buechner found a whole new way of
life in New Jersey.

“It was a culture shock for me,”
Buechner says with a laugh. “Every-
thing moves at a faster rate of speed
on the East Coast. There are more
people fit into less space.”

Buechner soon adjusted to his sur-
roundings and has now beena part of
the Lawn Doctor company for 18 years. From the time he
started in 1984, the company has grown from $20 million in
revenue to an estimated $70 million for the year 2002. As the
company has grown to more than 400 franchises in 48 states,
Buechner has had a hand in more of the business.

“Ireally serveasasupport function to the Lawn Doctor staff,”
he states modestly. “I didn’t create anything on my own, it has
always been a team effort.”

mistakes.”

PLANT POLITICS. Buechner can't afford to be out of touch
with the green industry due to his involvements that extend far
beyond his work with Lawn Doctor. His extensive work in
industry associations and, most particularly, green industry
politics, relies heavily on his knowledge and experience.

Buechnerhasserved as president of the New Jersey Turfgrass
Association (NJTA), the Professional Lawn Care Association of
America (PLCAA) and the New Jersey Alliance for Environ-
mental Concerns He now acts as NJTA's state affairs chairman
and serves on the Alliance’s board of directors. In addition to
sporting an impressive list of association positions, he is on a
first-name basis with a number of politicians.

“I am so thankful for the opportunity to be active in my
industry associations,” Buechner remarks. “I don’t think any
earth shattering things happened in my tenure there, but I think
I gained personal growth from working in a different environ-
ment with a number of different people. Working with them
towards a common goal was very fulfilling for me.”

Buechner’s career with Lawn Doctor has involved a great
deal of work in franchise sales. He helps potential franchisees

to leamn and achieve.

HEALTHY INFLUENCE

Behind every good leader are not only the people who follow him, but also those who

led him on his way. John Buechner pointed out a few of the people who inspired him

“The two co-owners of Lawn Doctor, Russell Frith, Sr. and Bob Magda, have been
very influential in my career and industry association involvement by giving me

opportunities to participate and allowing me to make mistakes and learn from those

“From my wife, Naomi, I've learned to be a better listener. |'ve learned to not react
before | listen. |'ve realized I'm not always going to agree with everyone. | should try
and see their perspective, instead of trying to force change on them. | had to realize

there's more than one opinion and one idea.”

with thelicensing laws and requirements they may come across
withtheirstate governments. Thiswork is what started Buechner
off into his work with green industry politics.

“The regulatory side of my job made it so that when regula-
tions would hit various states, I was thrown into the mix,”
Buechner explains. “Being involved, giving input and seeing
changes based upon that input is what tipped me off to the fact
of, ‘Hey, you really can make a difference.”

Buechner is passionate about politics at the grassroots level,
both in and out of the green industry. This belief is what he says
really fuels his association work.

“I'm a firm believer that we can make a difference,” he
declares. “I believe that when you have a concern, you should
make people aware of it in a positive way. If you have an issue
you don't feel is right, let your politicians know by saying,
‘Here’s why I thinkit's wrong and here’s my suggestion on how
to fix it.”

’

Ona few occasions, Buechner must take care to work outside
of Lawn Doctor on certain regulatory fixes, efforts best ex-
pressed through collaboration with associations.

“1 believe that working through an association takes the
impact off of being scrutinized as ‘this is what one company
wants,”” Buechner says. “Then, the issue becomes ‘this is what
the industry wants.” Sometimes what I'm looking at is just
company issues, but  have to always look first at what is good
for the industry.”

Even though he knows Buechner works for the industry,
Frith feels his employee acts as a great company representative
by affecting change in associations. “Our company has always

LAWN & LANDSCAPE LEADERSHIP AWARDS « NOVEMBER 2002



2002 Leadership Award Winners

“Helping people is the favorite part of my job. I like it when

people call back in and tell me how everything turned out. It con-

firms that I gave them good advice. There’s a sense of satisfaction

in being able to help solve peoples” problems and answer their

questions.” — John Buechner

attempted to be good stewards and tried to give back to the
industry we're benefiting from,” Frith comments. “John is
continuing to be active and continuing to make a contribu-
tion in both Lawn Doctor and in the industry groups he
works with.”

That contribution, Buechner said, is best felt through the
changes made via his industry involvement. Rules and regu-
lations, particularly in New Jersey, have felt the impact of
Buechner and the associations he is involved with.

“Over the years, we've seen issues and regulations become
reasonable, fair and workable because of industry input and
maybe some of my personal input,” he explains. “We've seen
changes that are positive for the industry, and that makes me
feel good.”

All in all, in his nearly 30 years with the green industry,
Buechner has been pleased by more than just regulatory
changes.

“I think the industry has grown up and become more
professional over the years,” he com-

ments. “It's a real business now, runby  s— == e Tt

Joduos Pusachor on

real businessmen with real profit. It's
notjusta guy with a pickup truckand a

Using this philosophy, Buechner said he knows when to “say
when.” When a new opportunity to become involved in an
association or a new task arises, he knows not to stretch himself
too thin. If he chooses to try something new, he forces himself
to back down from something else.

In the last year, he and Naomi have found a new way to use
their time together: By learning how to ballroom dance. They
have found itnot only brings them closer together, butitis a fun
activity to learn.

“One of the reasons I did it was to spend more time with my
wife,” Buechner remarks, “It's set aside as our time together.”

Buechner added his favorite dances are the rhumba and the
foxtrot, “It's a real sense of accomplishment for me.”

Inaddition to dance nights, he also tried to take Saturdays for
golf. In fact, Buechner said if he ever won the lottery, he’d play
golf every day.

Realistically, he knows his work with Lawn Doctor will
continue and he will remain involved as much as possible in
the industry.

“In the next five years, I'll still be at
Lawn Doctor, enjoying the success and
growth of the company in addition to

spreader who calls himself a lawn care
guy. I think we have respect now as a
legitimate industry.”

TAKING TIME OUT. Even withall
of his work and association activities,
Buechner still has time to go home. He
and Naomi have five children between
them, and he has a golf game to attend
to. He credits his ability tobalance work
and family on time management and
prioritization.

“You havetomaketime for the things
that are important to you,” Buechner
says. “I've had to learn my limitations
over time. I've learned to say no.”

LEADERSHIP
& BUSINESS

“A good leader has the ability to listen, to
be tolerant of different opinions and will
try to gain the consensus of the group.
A smart businessman will listen to his
employees in making a decision, but will
also be realistic and understanding that
in a business environment, ultimately, he
will be responsible for the decisions he'll

be making."
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enjoying my own personal growth and
success,” Buechner predicts. “I'm very
comfortablein whatldoand Ienjoy it.”

As much as he loves his career and
industry, Buechnerknowshe willsome-
day retire. After that, gardening and
golf will become much bigger parts of his
life. “I know someday I'll finally say, ‘T've
had enough,” Buechner admits. “But |
know evenif wasn'tworking with Lawn
Doctor right now, I'd still be involved in
some aspect of the green industry. This
is what I know.” *

Theauthorisacontributingwriter toLawn
& Landscape magazine.
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Tom Delaney’s interest in all things “green and growing” always seemed to
TO}n Delaney stem from an inherent source. Even as a boy growing up near the concrete and
metal microcosm of New York City, Delaney preferred the delights of his
b 1 = I . garden, watching vegetables grow and tending to plants. While classmates
awances ns tuned into comedic sitcoms on television, Delaney was engrossed with “The
Modern Farmer,” a program exploring the world of agriculture. From the very

mdusti‘y beginning, Delaney’s affinity for plants seemed natural, almost familiar.
Therefore, it came as no big surprise to Delaney when he learned his
grandfather had grown up on a farm in Ireland, explaining his inborn pull

SUCCESSes As toward agricultural pursuits. In addition, he was surprised to find out his
grandfather had served as a volunteer firefighter in Atlanta, Ga., near where
PLC AA Delaney currently makes his home. “His fire station was only a block or two

from where [ worked in the city,” he notes.
And, as soon as Delaney accumulated enough frequent flyer miles, he flew
execu tlve his family to Ireland to stand on that very farm where his grandfather lived,
instantly connecting several generations with the source of Delaney’s love of
the outdoors. “That was one of the most memorable and exciting things for me

d irec tO r — to see that farm where my grandfather grew up,” he says.
Today, as executive vice president of the Professional Lawn Care Association
wlth hlS true of America (PLCAA), Delaney approaches his association duties simulta-

neously with the meticulous hand of a farmer and indomitable strength of a
firefighter — qualities proudly embraced by his grandfather years ago. “It's a

trll,{n’lph — ]’llS short circle from grandfather to grandson,” Delaney reflects.

BIG APPLE BEGINNINGS. After shedding his original childhood wish to
be a forest ranger, Delaney decided to pursue agronomy, first at the State
University of New Yorkat Farmingdale. Asanundergraduate student, Delaney
had his first up close and personal look at agriculture with eight weeks of
intensive barn duty, he remembers. “Here I was, a city boy, and I had to milk
cows at 4:30 in the morning and the afternoon,” he says. “I received one credit

family at home.

B Kr lSth hour for eight weeks of work — milking cows, dealing with the calves and
¢ 5 5

chickens, etc. Butitwassortofinteresting being exposed toall thatkind of stuff.”

Mohn After leaving Farmingdale, Delaney enrolled at the University of Georgia.

Delaney chose agricultural economics as his major and soon joined Alpha
Gamma Rho, the agricultural fraternity on campus. It was in Georgia that
Delaney met his wife and decided to put down roots, again
echoing his grandfather’s experiences in that region.

Upon graduation Delaney accepted a position with the Geor-
gia Departmentof Agriculture as a pesticide
regulator, where worked for the next 15
years. “I was with the entomology and pes-
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ticide division, where I dealt with the licensing of pesticide
applicators and certification,” he explains. “I was also on some
EPA committees, state committees and involved with several
associations.”

After 15 years with the state department, Delaney reached
the end of his pay grade and started considering other options,
even though he wanted to stay in the local area. Therefore,
when a government affairs position opened up with PLCAA in
1990, located in Marietta, Ga., Delaney viewed it as a perfect
lifestyle and career fit.

Soon after Delaney joined the association, lawn care hearings
began in the U.S. Senate and House of Representatives regard-
ing pesticide regulation. As the association government affairs
representative, Delaney was asked to testify, leaving him ex-
tremely nervous, he relates. “There were a good number of
peoplesitting in the audience when I testified, and I think that's
the sickest I've ever been to my stomach,” he laughs. “But it
wasn't too bad.”

During Delaney’s days testifying before Congress, one par-
ticular experience allowed him to find his voice — and taught
him the value of using it. During aradio talk show, Delaney was
part of a three-person panel discussing lawn care issues and
legislation. Although Delaney had valid opinions and at-
tempted to have them heard, other panel members monopo-
lized the conversation. “I learned that those that spoke the
loudest and the most got heard,” he states.

Following the interview, the hostess apologized for the
unfair balance of opinions on the show, but the apology came
too late. “A lot of good that apology did me — I didn’t get to
express my point,” he stresses. “So, I decided that I was going
to get my words in from now on.”

However, Delaney avoids turning meetings into shouting
matches, making his point through a careful mix of subtlety,
tact and patience. This approach has proved to be extremely
beneficial when dealing with legislators, lawn care profession-
als and the media, says PLCAA president Bill Hoopes. “He's

Tom Delaney Profile

Name: Tom Delaney

Company: Professional Lawn Care Association of America

Location: Marietta, Ga.

Career Highlights:

+ Executive vice president, Professional Lawn Care Association of America
(PLCAA)

- Government affairs representative, PLCAA

+ Pesticide regulator, Georgia Department of Agriculture

- B.S. in agricultural economics, University of Georgia
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“In my view, his greatest value to the industry is his unwavering
interest and involvement in trying to make a positive impact on
legislation and regulations that dictate the rules we work by. He’s
very much an unsung hero in that regard.” — Bill Hoopes

very soft-spoken, but also doesn’t rattle easily,” he says. “Be-
cause heissoft-spoken, and because he doesn't get very excited,
he’s able to work well with regulators. Some people look at
PLCAA and lawn service representatives and expect us to be
combative, but he isn’t, which works for him and makes him
very effective.”

DEALING WITH EMOTIONS. While Delaney’s industry
experiences have taught him to find his voice and express his
opinion, he’s also learned the need to listen carefully and
recognize the emotional politics involved with pesticide issues.
For example, Delaney described lawn care hearings that would
call upon children to testify to demonstrate the potentially
harmful effects of pesticides. “It is interesting to see the games
people play with others’ emotions,” he says. “To this day you
still see the argument of the damaged / injured child - it's still
there with the issue of IPM in schools, for example.

“But it’s tough to win over the opinion of a mother when it
comes to her child,” he continues. “Asa result, the industry has
learned some public relations and quite a few tips about being
compassionate and showing empathy.” Additionally, Delaney
has learned to pick his battles, and has accepted that he can’t
win all situations. “Logic doesn’t necessarily appeal to an
audience of activistgroups,” he maintains. “It'sabout having to
decide how far to go to defend the product that we use.”

A FAMILY AFFAIR. Of course, Delaney’s sensitivity toward
families dealing with emotional pesticide issues must be partly
attributed to his clear respect and adoration for his own clan at
home. Asthe executive vice president for a national association,
Delaney finds himself on the road quite frequently, but takes
the time each day to touch base with his wife, son and daughter.
“I make a habit of calling home every night,” he states. As
someone whose face lights up when talking about his family,
Delaney communicates a clear message in the office that al-
though he’s committed to his work, family comes first, related
Karen Weber, communications director for PLCAA.

“Tom is definitely a family man — a devoted father and
husband,” she describes. “Itis refreshing to work with someone
who is committed to family. I think his family values help him
balance the demands of work and are responsible for his warm,
personable approach to all that he does.” With Delaney’s firm
family base, he’sable tolend a true focus to hisassociation work,
Weber emphasizes.

Delaney’s 21-year-old son aspires to bealawyer, while his 18-
year-old daughter is currently pursuing equine studies, attend-
ing a special program in West Virginia this fall. “I think some-
how, a little of my agricultural background rubbed off on my
daughter,” he remarks. Regardless of his children’s activities,
Delaney takes pride in being a part of them. “I've been through
baseball with my son, softball with my daughter, soccer with

DAY ON THE HILL

Although Delaney has held the executive vice president position
with PLCAA for several years, he has also retained the title of
government affairs representative since that first year. There-
fore, much of Delaney's day-to-day tasks revolve around the
political side of the green industry. His interest in this area began
with a close association with government representatives while
he worked for the state department, he identifies. “| was across
the street from the capital building while | worked there so | was
sort of around it a lot for the 15 years | was there,” he says.
Inaddition, since Delaney attended the University of Georgia with
the three sons of the local commissioner, he automatically felt at
ease in the commissioner's office. “His sons were my Alpha Gamma

Rho fratemity brothers, so | felt comfortable there,” he recalls.

Delaney's first year testifying also marked the first year of an
important annual political event for PLCAA — the Legislative
Day on the Hill in Washington, D.C. Each year PLCAA members
travel to the nation's Capitol to discuss pressing legislative
issues with their respective congressmen. Although the indi-
vidual effect is important, the true value of the event lies in the
overall visibility the event lends to the association and the
industry, Delaney stresses "If you take 25 or so states that
attend and multiply that by two — for two senators — and then
multiply again by several representatives, you have so many
possible visits to help make an impact,” he relates,
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both of them — I'm very much involved in anything
they're involved with,” he says.

While his children were growing up, Delaney often
brought them along on trips all over the US. As a
result, his son and daughter were exposed to several
different states, paralleling Delaney’s own interest in
travel. “My daughter would get involved with kids
from other states, just as | always liked knowing I had
friends in some 30 or 40 states,” he says.

In fact, as Delaney has traveled and formed rela-
tionships throughout the country, many of those
industry cohorts have become friends — including
Hoopes. After initially meeting Delaney ata PLCAA
Day on the Hill event about a decade ago, Hoopes was imme-
diately struck with Delaney’s tireless ambition and resolve for
the green industry. “In my view, his greatest value to the
industry is his unwavering interest and involvement in trying
to make a positive impact on legislation and regulations that
dictate the rules we work by,” he explains. “He’s very much an
unsung hero in that regard.”

THE DAILY GRIND. When Delaney isnot traveling, hisdaily
activities vary each day, throwing theideaofa “typical day” out
the window. “We could be getting ready for a show or a
membership renewal or a board meeting or chapter meeting,”
he states. “We jump all over the place, based on the phone calls
that come in.”

Withouta typical schedule, things in the office can getharried
— and many times Delaney’s cluttered office space reflects the
randomness of his to-do list. Nevertheless, despite the shuffled
papers and buried nameplate, Delaney keeps his organization
in check, Weber relates. “He knows when you move some-
thing,” she points out. “And when you ask for a document,
presto — it's right at his fingertips, like magic. He has his own
organizational system that deserves respect.”

Organizing his thoughts and his tasks can range from sorting
through the dozens of morning e-mail replies or following up
with a media source for an interview. In fact, dealing with the
media can be one of the most rewarding aspects of Delaney’s
career, as long as the truth wins out, he maintains. “I like to see
an interview or something positive printed and communi-
cated,” he says. “It's great to see that done correctly in the
interest of public relations.”

On the other hand, a misplaced phrase or incorrect statement
canturnouttobe oneof the worst parts of Delaney’s daily grind.
“I think that it's pretty poor when writers in the press make the
story instead of reporting the story,” he notes. Particularly
when unsubstantiated pesticide studies lend bad press to the
green industry, Delaney sees the dangers of bad press. “Even if
you get alittle bitof press coming back explaining that the study
was wrong, the study still gets picked up by city council and

NOVEMBER 2002 = LAWN & LANDSCAPE LEADERSHIP AWARDS

Despite growing up in New York City, Tom
Delaney developed an early fascination
with all things “green and growing.”

legislators, newspapers or used as
a footnote somewhere,” he notes.

Delaney’s emphasis on the
truthisrecognized by others, spe-
cifically Weber, who described
his personality as being honest,
open and trustworthy. “With
Tom, what you see is what you
get,” she states. “He’s a genuine person who says what he
thinks and cares enough to do the right thing. There’s no
hidden agenda with Tom.”

Asking Delaney about his plans for the next few years elicits a
brief pause and a furrowed brow, as he hesitates to offer any
concrete assumptions. “After 9/11 and the rise of technology, it's
hard tojudgetoo far down the road what may go on,” he admits.
However, with the rising uncertainty, Delaney has seen one
positive trend with association members and colleagues — a
strengthening commitment to family. “All of us are reprioritizing
what we do more often and aren’t waiting as long,” he says. “I see
that from our board members and our association members, with
more attention to family and personal life.”

For example, colleagues are increasingly sensitive to the day
a meeting is scheduled, in case it interferes with a child’s
baseball game or dance recital. In addition, people are less
willing to relocate if it means taking time away from their
families, he adds. “You can’t move people everywhere any-

"

more just because you want to,” he says. “It's important where
you're located, and less people want to travel day in and day
out.” Of course, for Delaney, commitment to family is nothing
new, and as long as he can spend holidays and anniversaries at
home, in addition to making those daily phone calls, he can
guarantee at least one aspect of his future.

In the meantime, Delaney plans to continue his association
work and undying support for the lawn care and pesticide
industry. “He’s really a believer in the benefit of the green
industry — I'ma friend to him and will continue to be down the
road,” Hoopes relates. And, as Delaney’s successes continue,
friends and colleagues alike can be sure that Delaney’s amiable,
focused character will stay the same — qualities undoubtedly
passed down from his like-minded grandfather.

“While he's gone from government affairs director to execu-
tive vice president, he’s still accessible, down-to-earth and
caring,” Weber describes. “PLCAA serves as a voice for the
industry, and Tom is that voice.” *

The author is a contributing writer toLawn & Landscape magazine.
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For Sam Farison, the world is shaped like a diamond — a field painted with perfect stripes
of emerald grass and worn in with a footprint-beaten path connecting dust-covered bases.
Outfield players watch for home-runs and cheers from the stands create a comfortable
white noise. Farrison waits in the dugout with his team. In his world, the game revolves
around people.

“There’s no question it's the people,” he says, noting what he considers the core of his
company, Farison Lawn Care, located in Louisville, Ky. When he talks business, he talks family
and when he discusses the Professional Lawn Care Association of America (PLCAA), of which
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gas at a gas station when | was 16 years old and the other has
been working for myself in Farison Lawn Care.”

Farison started simple — he and his brother, Dan, mowed
several lawns when they were in high school in 1972, at the
brink of the chemical lawn care age when TruGreen was
making its mark, Farison remembers. “We kind of ponied
off of what they were doing a little bit and started a lawn
care company, which stayed very, very small until we got
out of school.”

A focus on
people drives
Sam Farison

But opportunity in the fertilization business was booming at
the time, and the brothers took some advice from their father,
Larry, and began offering their customers lawn care applica-
tions. “At the time, my father was living in Louisville working
for a fertilizer company, so his idea was for us to go put a little
fertilizer on lawns to make them grow, so that's what we did,”
Farison explains.

and Farison
Lawn Care.
By Kristen

“We had a little bit of a business going and we enjoyed the
" work,” adds Dan Farison. “Sam went to school, I went to
HaanSh e school, then it grew from there.”

After finishing a degree in agricultural plant science and
biology from Western Kentucky University in Bowling Green,
Ky., Farison returned to Louisville and Farison Lawn Care,
where he and his brother had kept up the business on the side,
and the twosome focused on growing their lawn care company
—agradual process. “Atthat time, we didn’thave the expertise
or the financial backing to doa whole lot, sowekeptitsmall and
we grew slowly over 10 years,” Farison notes, adding that he
expects the business will break $1.5 million this year. “We're
not that big, really.”

Farison’s humble nature creeps out when he discusses his
company’s progression fromamow-and-gohigh school operation

he was past president, he names his friends. When he reflects | to a renowned lawn care, maintenance and sports turf com-

on his professional accomplishments, he always steers credit
toward relationships.

Clearly, Farison’s “players” are the center of his 30-year
green industry career — buthis softspot, still, is the game. “My

pany. “We don’t have grandiose plans - it makes a good living
for us and we enjoy what we do,” he says simply. “I'm very
conservative by nature — I guess I grew up a conservative
person. And my brother is fairly conservative, too.”

Achilles’ heel is baseball,” he admits, digressing into an
abbreviated account of the American League ballparks
and his favorite team, the Boston Red Sox. Now, Farison

Sam Bariton Profile

Name: Sam Farison

Company: Farison Lawn Care

Location: Louisville, Ky.

Career Highlights:

*» Kentucky Turfgrass Council Board of Directors 1992 to 1995, serving as
president 1993 to 1995

* Professional Lawn Care Association Board of Directors 1995 to 2000

* Green Industry Expo Board of Directors 1995 to 2000, serving as president
in 1999

* Founded Farison Sports Turf in 1997, a division of Farison Lawn Care

* Winfrey P. Bunton Il Kentucky Turfgrass Man of the Year 1997

is spending time on fields in his own area with his sports
turfinstallation and maintenance division. He has found
a way to mesh his love and his livelihood.

“Ilike the sports turf side of the business -it's fun,” he
says, though he does not attribute athletic dexterity to his
interest in the add-on service. Sam is modest - “conser-
vative” he says - and he swiftly switches the topic back
to people. In Farison’s world, family is first base.

FIRST BASE, FAMILY. “Oddly enough, I've only

had twojobsinmy life,” he remarks. “One was pumping
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“I'm proud that my two daughters are starting to come into the

business and be a part of it. It hasn’t gone full-circle yet, but we're

closing the gap on it.” — Sam Farison

Ask about profitand growth and business plans, and Farison
revisits his cautious stance and says he’s notin a hurry to grow,
however, he and Dan have explored services like irrigation,
lighting and sports turf to diversify the company. Sam figures
success on more than dollars and cents - rather, he gauges the
company’s status on the quality he and his employees deliver.
“Part of our growth on the lawn care side is we’ve always tried
to do things right — do them the right way and stay with
personalized service,” Farison defines.

This standard doesn’t surprise Farison’s father, Larry, who at
80 years old makes a daily appearance at the office to crunch
numbers, look into new equipment purchases or just “fiddle.”
“I don’t do a heck of a lot,” he says, although his sons would
argue this— perhaps modesty runs in the family as well. Larry’s
influence is invaluable to Farison, and this respect is recipro-
cated. “Sam’s a good thinker,” Larry says of his son. “And he
likes to think ahead. And if there’s anything that bugs him, it's
the little, bitty things. Like using a standard wrench on a metric
set. If that isn’t detail, I don’t know what is.”

But persnickety tendencies pay off in an industry where
word of mouth makes or breaks your business. And advanced
planningdoesn’thurtbottom linebudgeting, either. “He watches
his purse strings very closely, for one thing, and he doesn’t take
chances,” Larry relates. “He knows where he is going.”

Both of the brothers have a pretty good idea where the business
is headed - their individuality brings balance as Farison handles
administrative duties and the sports turf division, and Dan
oversees the lawn care portion. “We've got different personali-
ties and different views on things, of course, but actually it's a plus
and a benefit to the business,” says Dan, who is less interested in
what the Red Sox score is at bottom of the ninth inning,

“We complement each other very well,” Sam agrees. “Some
brothers can’t share a pizza together — we get along fine.”

“We both fit into our slots here nicely,” Dan adds. On a
separate occasion—a true testament to their synergy - he points
out, “I know brothers that can’t even share a pizza together.”

STEALING SECOND. The tradeshow floor at the Louisville
Exposition Center echoes with conversation, confusion and an
occasional starting engine. Farison leans forward in his chair
and rests his elbows on his knees — the noise is growing in the
hall as clusters of people walk the International Lawn, Garden
and Power Equipment EXPO. “I'm with old PLCAA friends

here today,” he says, describing a reunion of sorts.

Lou Weirich is part of the crew. The owner of Pro-X Systems
Lawn Care, in Appleton, Wis., remembers first meeting Farison
at a 1992 PLCAA strategic planning committee meeting in
Cleveland - the two hit it off right away. “Sam has pretty much
always been level-headed —a straight shooter,” he describes of
his friend’s grounded nature. “He’s been concerned with the
industry. He really cares.”

Farison’s first steps into the political arena were close to
home. In 1992 he joined the Kentucky Turfgrass Council (KTC),
a research and educational foundation with predominant interests
in golf course maintenance, grounds maintenance, athletic turf and
lawn care. “I ran to just be on the board, and quickly, the next thing
Tknew I was the president of KTC, and at that time there were some
issues with ground water,” he remembers.

Pressure from the state to institute ground water regulations
sparked a “hot issue,” and Farison worked with the water
division to write a set of best management practices. “I was part
of that process - I wasn't the main guy in it by any stretch of the
imagination,” he’s quick to point out.

Then came posting and prenotification in the late 1980s, and
Farison’s involvement in KTC deepened. “I learned firsthand
how regulations were made and how they are passed,” he says.
“I was actually kind of scared of how some regulations are
passed. You want to be a part of how they are passed so you can
avoid overreguation.”

After an intense, but inspiring, introduction to legislative
involvement, Farison leveled his legislative concerns by par-
ticipating on a national level in PLCAA, eventually serving as
director. “I just moved right up as a natural progression,” he
describes, noting that his state involvement built a solid foun-
dation. He has attended every GIE show, served asits president
in 1999 and after more than 10 years of industry politics under
his belt, he is spending his first season “in recess.”

Reflecting on association involvement, Sam’s enthusiasm
seeps through his every word. He is an industry advocate, and
when he speaks of the professionals he met, the friendships he
forged and the experience he eamed by listening and learning
from others, he speaks like a beaming father.

Sam recalls his first Day on the Hill — a true initiation to
national politics. “Well, I was petrified,” he says with a laugh.
“It wasn't that I wasn’t old enough, I just didn’t know what to
expectand I feltlikeI was out of my element. My element s with
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sunglasses and a hat on and work clothes — not a business suit
in Washington, D.C. That's not home to me.”

Today, Farison hangs in his office a picture of him and Rep.
William Natcher, known for the longest string of consecutive
congressional votes — Louisville meets Legislation. Sam will
never forget meeting his congressman.

Sam pauses and the ebbs and flows of tradeshow traffic pass.
“The people you meet at the association level — you meet some
very sharp people with different outlooks from different-sized
businesses, and it gives youa different perspective on the whole
picture,” he says thoughtfully. Not only that, the travel oppor-
tunities PLCAA offered Farison opened his eyes to new places,
quenching an adventurous flair that Weirich notices in his friend.
“I'mproud of the fact that I served onthe PLCAA board. Imeanthat
sincerely,” he shares.

ADD ON A THIRD. Farison neverexpected to “makeitbig,” and
he probably wouldn't tell you he did if you asked.

“I never had a pie-in-the-sky ambition,” he admits. “My
ambitions were to be successful - I just wanted to be successful
and good and have a good, solid company.”

His father just wanted his sons to have something to call their
own. After working for a fertilizer corporation for most of his
career, Larry sees the value in independent ownership and
knew Sam and Dan’s entrepreneurial spirits would carry them
far. “I was interested in him getting into
businessand nothaving to fight working
for other people his whole life,” Larry

there — we're pretty young in that,” he says, mentioning a few
fields the company has on its resume — University of Louis-
ville, Georgetown University (Kentucky), and the Cincinnati
Bengals practice facility in Georgetown, Ky., to name a few.

These projects are rewarding for Farison, whosays he usually
attends the first game at the facility and snaps a picture for his
scrapbook. The field, undeniably, is Farison’s canvas. “You
stand back and look at the field and you know that not only did
you put that field in, but you put it in from the ground up,” he
describes.

HOME RUN. Farison’s game plan focuses on family — even
more 5o, today, as his two daughters take an interest in Farison
Lawn Care. He is grooming his oldest daughter, 23, to be the
business manager and his youngest daughter, 17, works in the
office during the summer. “I'm proud that my two daughters
are starting to come into the business and be a part of it,” he
shares. “It hasn’t gone full-circle yet, but we're closing the gap
onit.”

Farison keeps his friends and family close and the company’s
slow growth allows him to find a spot for each of his most
valuable players. “We started out as a family business, and we
keptitsmall and under control and it’s good to see everyone get
involved,” he relates.

Now, Farison strikes a balance between work and family —
the two points of his life that converge
at Farison Lawn Care each day.
Though he maintains a strong pres-

confides.

ence in the lawn care portion of the

This attitude folds into much of what
Farison Lawn Care stands for today, as an
independent organization. “The indepen-
dents like us — we may be a different
breed,” Farison challenges, noting how
the industry has changed. Communities
are springing up near large cities, home
construction remains strong and lawn
care companies are diversifying now
more than ever, he describes. “There are
a lot of services companies add and a lot
of itis where they are located, they see an
opportunity.”

Farison is proud that his business re-
mainsstaunchly independent, especially
in today’s market of consolidations and
acquisitions.

Farison plans to expand the sports
turf division, which currently generates
20 percent of Farison Lawn Care's rev-
enue. “The sports turf side is intriguing
to me, and I think there’s a lot we can do

Home
SWEET
HOME

Farison Lawn Care redefines “home office”
with its non-traditional setup. A Kentucky
farmhouse built in the 1920s was once
the Farison residence, but today it serves
as the business headquarters.

“It's an older wood-frame house,” de-
scribes Sam Farison, president of the
Louisville,Ky.-based lawn care company.
In the 1980s, the Fanisons added a few
office buildings to the residential plot,
and in 1996 they moved to another home
and converted the estate into an office
with only a few renovations. “We put in
ceiling lights — we didn't have to do
much,” Farison admits.

“It has a homey feel for me."” — Kristen
Hampshire
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business, his involvement is focused
on overall management. A close and
talented network of team members
allow him to call a few more time outs
for himself these days.

Farison considers his career so far
and the potential for those just enter-
ing the industry now. “I think anyone
whois young out there should realize
that there is a lot of opportunity if you
just look for it and do it — so much
more than I've even accomplished,”
he says modestly. Farison offers his
own fatherly advice — some inspira-
tional pre-game words true to his sen-
sible coaching style. “When thingsare
controversial or if there is an issue, if
you just approach it responsibly, you
will always come out on top.”

The author is managing editor, special
projects, Lawn & Landscape magazine.

39



It's neveritoo eatly to
L tyoukwarld.

-




Prolessional Products

A single application between November and March
controls fire ants for up to a full year.

Effective, long-lasting control. Just one broadcast application of
Chipco® TopChoice™ gives you up to 52 weeks of fire ant control in 4-6 weeks.
And the application process is simple. In fact, it only takes one step.

Get it out early. Remember to apply this ultra-low-dose granule early—
as early as late fall—so it’s there ready and waiting for the start of fire ant
activity in the spring.

Prevent reinfestations for up to a year. Once fire ants are gone, they’ll stay
gone for up to

a full year. Chipco TopChoice has the residual power to control both developing queen cells and
new queens that enter the landscape over the next 52 weeks. You'll eliminate fire ants and the
need for callbacks.

Bonus control of mole crickets and more. The active ingredient
in Chipco TopChoice (fipronil) also gives you tremendously effective
control of mole crickets, ticks, fleas, and nuisance ants.

The lowest-dose, non-bait insecticide. Despite its remarkable
efficacy, Chipco TopChoice is a responsible choice for use around
animals and humans. In fact, at just 0.0143% active ingredient, it’s the lowest-dose, non-bait
insecticide available for fire ants.

Get smarter, online. The Chipco Academy offers a quick and easy introduction to Chipco
TopChoice and Chipco® FireStar™. (They're a bit different from any other fire ant and mole crick-
et control products you've used in the past.) Visit www.aventischipco.com and click on the Chipco
Academy icon. At the end of the online educational session, pass the brief quiz and we’ll send
you a free Chipco TopChoice mug.

INTRODUCING tﬁmﬁchoicew

Bayer Environmental Saience / Chipco Professional Products / 95 Chestnut Ridge Road / Montvale, N) 07645 / 201-307-9700 / www.bayerchipco.com / Chipeo is a registered
trademark and TopChoice and FireStar are trademarks of Bayer AG. TopChoice and FireStar registration is pending in California and Virginia. Always remember
to read and follow label directions carefully, © 2002 Bayer AG


http://www.aventischipco.com
http://www.bayerchipco.com

2002 Leadershin Award Winners

Kurth's competitiveness and love for the lawn
care industry contributed to his own successful
career as well as that of many others.

By Cindy Code

Terry Kurth's father can remember the War like it was yesterday.
Vividly, Harold “Hub” Kurth can recall being a sergeant on patrol in
the South Pacific when he came under gunfire. One of his men was
shot. He picked him up, hauling him on his back away from the
gunfire. His comrade didn’t survive, but he saved Kurth's life, the
fallen man’s body protecting him from a spray of bullets.

He grows quiet. He can talk about his deceased wife without crying,
but when it comes to reflecting on his two-and-a-half years fighting in
World War I, he grows somber. He can remember the War like it was
yesterday.

Terry Kurth, 49, didn’t fall far from the family tree. His life has been
discernibly marked by the words and actions of his 79-year-old father.
His dad went on to become an honored policeman and a well-
respected insurance adjuster, but he was always second-guessing
himself because he didn’t earn his college degree.

Kurth'’s life as an entrepreneur and a family man is rooted in his
father's words and actions. “What I didn’t want is someone else
controlling my future, and I didn’t ever want to look back and second
guess myself,” he says.

His childhood was the “classic baby boomer family with June and
Ward Cleaver.”

Raised with three siblings in a middle-income class family, he said
he was extremely blessed to have not two parents, but four. His
grandparents played an active role in his upbringing. His mom,
Evelyn, died 12 years ago at the age of 65. “She was extremely
compassionate. If you couldn’t getalong with my mother,
you couldn’t get along with anyone.”

Entrepreneurship in the Kurth household meant cir-
cling the neighborhood
with a wagon collect-
ing pop bottles to re-
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Name: Terry Kurth
Company: Weed Man

Location: Middleton, Wis.

Career Highlights:

* Director of development, Weed Man, U.S. Operations

* Weed Man subfranchiser in Madison, Appleton/Green Bay and Milwaukee, Wis.
* Former trainer, Scott's Co.

* Former owner, Barefoot Grass, Middleton, Wis. (1977-1997)

* Past president, Wisconsin Turfgrass Association

* Past president, Grounds Maintenance Association of Wisconsin

deem at the local grocery, or selling vegetables grown in the
family garden.

Today, Kurth and his wife, Kathy, have four children who share
the same passion and drive for living and shaping businesses as
they do. Kurth claims that the education he received, similar to the
education he sought for his children, helped shape his vision
and instincts for successful entrepreneurship.

“Kathy and I met in high school. There were 125 kids in our
graduation class,” he recalls. “We wanted our kids to go to
schools with no more than 200 in a class. Everyone has a need
for recognition no matter what career path you choose. It's
pretty easy to get lost.”

A small school setting, he believes, can help shape key
characteristics for life including respect and love for others,
independence, communication and cooperation skills, com-
petitiveness, integrity and, most importantly attitude. “If you
have the right attitude, you can gain any other skill,” he
emphatically states.

While Kurth and Kathy set real-life parameters for how to be
successful in business, he said the one thing they can’t take
credit for is his drive.

Indeed, the entire Kurth family has high standards of dedi-
cation. Theiroldest daughter, Amanda, 24, isin her second year
of med school at the University of Wisconsin. In high school,
she nearly graduated 12* in her class, but she knew her father
finished 11" in his high school class. So she burned the mid-
night oil during finals and jumped into the top 10 in her
graduating class.

GETTING STARTED. Kurth began his green industry career
working for The Scotts Co.’s Professional Turf Institute writing
technical books and teaching training seminars. He was teach-
ing a seminar in Boise, Idaho, when Kathy’s father died of a
heart attack.

“She was in Ohio and [ was 2,000 miles away,” he reflects.
“Looking back, it helped me make the decision to go into
business for myself. I was in a field where I started seeing dads
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leaving home on Sunday or Monday and being gone for the
week. Wedidn'thave any kids, but we werebuying ahouseand
starting to fill the bedrooms.”

In the summer of 1977, chinch bugs were doing some serious
damage to lawns in Columbus, Ohio. Employees of Barefoot
Grass Lawn Service were doing everything they could to keep
up with sales and service. Kurth began running leads on
Saturdays to help out. He enjoyed the experience so much that
he decided to open a Barefoot Grass franchise in Madison, Wis.,
named Lawn Care of Wisconsin, Inc.

“Kathy was eight months pregnant, but what did we have to
lose?” he recalls. “My parents were supportive—we lived with
them initially — and off we went. We were running leads like
crazy. | remember sitting on my mom'’s washer and dryer
making sales calls to follow up on leads.”

His competitiveness was such that he was selling non-stop,
evenas Kathy was in labor with their first child. “Ihad one hand
on the small of her back due to her back labor, and a phone in
the other hand making sales calls. Talk about incentive; we had
another mouth to feed.”

The late 1990s were the golden age of lawn care. TruGreen
opened in Madison the same year Kurth started Barefoot; and
ChemLawn was already there. In his first year, he sold 275 accounts
totaling $44,000. He hit his goal, drawing a salary of $16,000.

Kurth had never sprayed a lawn himself when he opened his
first franchise. He simply signed the contract, ordered the
materials and purchased a truck. Ted Shackelford, a Barefoot
Grassemployee and future franchisee, literally showed him the
ropes the night he picked up his truck on his way to Madison.

In the early days of the business, Kathy managed accounting
and administrative repsonsibilities. And through the births of
their four children — Amanda, Krista, 22, Andrew, 21, and
Brandon, 16 — the Kurths ran their business out of their home.

“It was a neat picture; sitting on my family room floor with
my routing forms and my two daughters beside me coloring,”
he recalls.

Over the next several years, he grew the business organically
and through new franchise locations. He grew the Madison
business to $1.3 million and, along with three other business
locations in Peoria, Ill.; Lexington, Ky.; and Appleton/Green
Bay, he sold his 12,000 accounts and more than $3 million in
annual sales to TruGreen in December 1997.

But, more than growing a business, Kurth thrived on being a
mentor. With his franchise in Madison a few years old, he

recruited friend Curtis Winter to help out as an applicator.
Winter worked extremely hard, learning all facets of the busi-
ness. He later became general manager, allowing Kurth to focus
on his vision for expanding the business.

“If given a choice between visionary / entrepreneur and ad-
ministrator, I'll take vision any day,” he says. “I enjoy creating
a vision and selling people into that vision using the strengths
of individuals and knowing your weaknesses.”

Kurth said he couldn’t have done it without Winter, who
became like a brother to him. Winter brought some hands-on
experience from a short stint with ChemLawn, but it was his
Marine Corps background and ability to lead people and
overcome challenges that Kurth admired.

They bonded and on a handshake deal they grew the busi-
ness together. “It's nice having that kind of experience. It's one
of the things you look for in business,” Kurth reflects. With
Winter's own family scattered in several states, Terry and
Kathy were there for him when he had a heart attack in his early
40s. He recovered nicely and he currently has majority interest
in Badgerland Irrigation, which Kurth partially owns.

“It's extremely rewarding seeing my associates become suc-
cessful managers, improve their income level and buy their first
house,” hesays. “If  see someone take a lateral or lesserjob, | feel
like a failure. I dont mind losing someone to a better position
— even outside the industry.”

One of Kurth’s most challenging moments in business
was in 1988. He was celebrating his 10" anniversary. His
company offered customers a deluxe fungicide program to
manage leaf spot in the summer and snow mold over the
winter, But, suddenly, burn spots started appearing in about
250 of his customers’ green, lush lawns.

Because he couldn’t figure out what was happening, he
called in one of his industry friends, a University of Wisconsin
plant pathologist, who said the brown spots looked like Atra-
zine damage. To determine if that was the case, Kurth and a
superintendent friend with a test plot applied the product and
asked representatives to fly in and view the damage. It turned
out that during the product bagging process some Atrazine —
used as for weed control — got into the fungicide.

Once the problem was diagnosed, Kurth set to work to
correct the problem. He created a slurry made up of acti-
vated charcoal to neutralize the Atrazine in his customers’
lawns, before repairs could begin. Then he filled a truck with
water under pressure and blasted the black off clippings.

“We teach our people that you're always going to have a

moment of truth, but you can turn a bad situation into a good

one. Always under-promise and over-deliver.” — Terry Kurth
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“| enjoy creating o vision and
selling people into that vision

using the strengths of
indivivals,” says Terry Kurth

The lawns were then re-
paired by seeding or
sodding.

To complete the pro-
cess, Kurth hand-delivered a 10-pound box of steaks with a
hand-written note to each of his customers. The note said,
“We hope this leaves a good taste in your mouth.”

His company was the recipient of the top Blue Chip award
from the state Chamber of Commerce.

“My customers were great. We only lost three because of
the problem,” he says. “We teach our people that you're always
going to have a moment of truth, but you can turn a bad situation
into a good one. Always under-promise and over-deliver.”

BACK AGAIN. Afterselling his business to TruGreenin 1997
and taking six months off to re-charge his batteries and work
through his “honey-do” list, Kurth said he had to return for the
fun of the hunt and to stay mentally challenged. So when Roger
Mongeon, president of Turf Holdings, the group that brought
the Weed Man franchise system to the United States, came
calling, Kurth sat down and held lengthy conversations with
Mongeon about the U.S, lawn care industry. Ultimately, Kurth
was integral in attracting key lawn care operators throughout
the nation to Weed Man, bringing legitimacy and immediate
growth to the fledgling U.S. franchise firm.

Today, Kurth is director of development for the U.S. opera-
tions of Weed Man. He is also one of 12 Weed Man sub-
franchisers and he holds interest in three franchise locations:
Madison, Appleton/Green Bay and Milwaukee. Additionally,
Kurth has ownership in five Christmas Decor franchises.

Still, more than his own success, Kurth enjoys setting the
stage for others toachieve. In addition to Winter's successstory,
Kathy’s nephew, Doug Cleary, manages the Madison franchise
that opened last spring. He has 35 percent ownership.

“He had 15 years with UPS and with little college or business
experience, our sales are now more than $250,000 in less than
two years,” he says. “He works his tail off. The equalizer is that
he’s not working on Christmas Eve.”

Kurth believes similar financial opportunities exist today for
those interested in owning a lawn care business. Certainly,
there are challenges like restricted telemarketing rules, pesti-
cides regulations, competition and so on. But, where lawn care
was once considered a luxury, today it's more like power
steering in a car, he said. It's become much more accepted as a
business. He's a firm believer in the power of franchising
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and, in particular, the systems and branding
that are designed for a franchisee to hit the
ground running,.

FRIENDS AND FAMILY. Along his success-
ful road, Kurth has learned from many mentors.

“Mom was real caring and compassionate;
while dad’s competitive spirit and risk taking
withintegrity arekeys to my success.” Addition-
ally, his college professor, Dr.].R. Love, insisted
on learning the two “C’s"” in life: communications and coopera-
tion. “You will be successful if you master these,” his professor
told him. “Talk about a guy who was ahead of his time. He
never actually called it team building, but it was.”

Certainly, he says, his wife has been his Rock of Gibraltar.

“For Kathy to marry a guy like me — Mr. Outspoken — and
not shrink into a shell,” he says almost with amazement. “Her
emotional support and unwavering faith — to have that is
extremely important. Family has kept me balanced, so I don't
gooverboard. Forsome people, work becomes all consuming.”

His philosophy of “work hard, play hard, and have funalong
the way” has resulted in numerous friendships. “They’re more
than business associates, they’re friends,” Kurth says. “That's
invaluable to me. We share ideas, we know each others’ fami-
lies; we're there for each other.”

His friends find his no nonsense approach to business, and
life, refreshing. Phil Fogarty, a Weed Man sub-franchiser in
Cleveland, Ohio, says Kurth has an uncanny ability to put
people together and to get people to buy into his passion for
things. “There’s no one I know who's more pro lawn care and
has more fun in our industry,” he says laughing. “He just has a
blast. He's always talking about a deal or another way to make
something work.”

“He has great leadership qualities and a propensity for
making money,” adds Lou Wierichs, ProX Lawn Care, Appleton,
Wis. “He’s very honest; what you see is what you get. He can be
very tough: business is business and friendship is friendship. If
you need him, he’s there for you.”

As past president of the Wisconsin Turfgrass Association
and the Grounds Management Association of Wisconsin, Kurth
says he didn't feel that he had a choice but to give back to the
industry that treated him so well.

“I can never pay back my parents for what they’ve done for
me; a piece of my mom lives through me,” he reflects. “ Because
you can’t pay back, you must pay forward. You pay forward
through your kids, your industry and your time. There are
many things in the world you can buy, but respect is not one of
them,” he says. “It makes you sleep at night.”

The author is business director, corporate accounts, Lawn & Land-
scape magazine.
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Joe Reynolds isn't afraid to
speak his mind, especially
when it comes to defending

the lawn care industry.

By Bob West

"
/A-

{ \

Different people include some of the same ingredients when they define the word leadership.
Vision. Wisdom. Communication. Ambition.

Being a leader doesn’t require possessing all of these traits, but they certainly help. Still,
most individuals” lists will include one other particular characteristic they think a vast
majority of leaders possess — commitment and an unwavering pursuit of purpose.

That’s certainly the case with Joe Reynolds, lawn care service manager for Black Diamond
Lawn Care, Toledo, Ohio. A career lawn care devotee, Reynolds loves enhancing the 4
environment, working with employees and educating those inside and outside of the
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industry about the benefits of lawn care.
But perhaps what Reynolds loves
more than anything is taking part in a
good old-fashioned debate. Remember-
ing back to the days when Reynolds and
his four siblings sat down with their
parents for dinner, he still laughs recall-
ing the passionate exchanges that took
place over a nightly meal. “Talk at the
dinner table was always about one of
two things - politics or religion,” he
notes with a chuckle.
S Today, Reynolds has found a way to
' combine his two loves - the lawn care
industry and standing behind an issue -
as he looks for any and every opportu-

nity to defend lawn care operators as

anything but the “black sheep of the

turfgrass industry.” Standing up for his

beliefs means occasionally ruffling feath-

ersor offending people who don’t agree

: with his beliefs, and that’s all right with
Reynolds.

“I guess I'm just a rebel with a cause,”
he affirms.

ARE YEW CRAZY? Reynoldsstarted
! with Black Diamond Lawn Carein 1972

as an employee in the company’s nurs-

ery. While that time didn’t necessarily

show Reynolds the direction he wanted
to follow for his career, he did learn what he didn’t want to do
during his early days at Black Diamond.

“1 learned very quickly that I wasn’t keen on the nursery
industry and the heavy labor unloading 500 Japanese yews,”
he points out. “Still, I appreciate those days because that's
when | learned all my shrubs and ornamentals. You have no
choice but to learn when you're unloading 500 of anything, but
that information still serves me well today.”
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“I'm the type who learns by doing, which is why I
won't leave the lawns. I have to feel it and be there on
the lawns. You can’t learn lawns sitting behind a
desk.” — Joe Reynolds

Reynolds continued working at Black Diamond while put-
ting himself through college the University of Toledo. His
career path still wasn't clear enough to him to direct his studies,
so his love for a good argument pointed him in the direction of
political science, whether his father approved or not. “He
didn’tlike my major, and I still remember him coming up tome
right after my graduation, putting his arm around me and
saying to me, ‘OK, now say something in political science,””
Reynolds recalls affectionately. “That’s where I come from in
terms of always speaking my mind. But he and my mom were
both always great about encouraging us to go to school so that
we really learned how to think, and T owe them a lot for that.”

Reynolds took his degree with him as we went back to Black
Diamond as he began moving through the company’s ranks,
assuming responsibility for larger routes and ultimately help-
ing the firm open new branches in Michigan and Texas. At the
same time, a fire for the industry was slowly building within
him. All he needed was the right spark to really ignite it, and he
found this spark walking the aisles of an industry show.

“Attending trade shows, 1 always felt that the vendors
looked at us differently than they did the golf course superin-
tendents,” Reynolds maintains, adding that the general public
seemed to treat the two professions differently as well. “You
would see people quoted in newspaper talking about home
lawn care and they don’t have a clue because they’re tending to
their 120 acres.

“I wanted to prove my theory, so I walked a trade show
eight or 10 years ago, and my name tag said Black Diamond

Joe Reynolds [rofile

Name: Joe Reynolds

Company: Black Diamond Lawn Care
Location: Toledo. Ohio

Career Highlights:

* Graduated from the University of Toledo with a degree in political science

» Helped open two Black Diamond Lawn Care branches in Michigan
and Texas

* Has taught Owens Community College turfgrass students for nine years
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Lawn Service,” he continues.
“Then I had my badge changed
to Black Diamond Golf & Coun-
try Club and walked the floor
again. Immediately, the doors
opened and I was treated as a
different person.”

Asaresult, Reynolds got on his
soapbox and started aggressively
making the case for lawn care
professionals. “I don’t have any
problem with golf course super-
intendents, but they take care of
120 acres and control all of the
cultural things, while we take care
of thousands of lawns where we
control nothing,” he points out
with the passion evident in his
voice. “But we'renot considered
the professionals? That's ridicu-
lous, and that really bothers me.
So I turned it into my fight. I'd
like to see a superintendent not
control the mowing and the irri-

THOSE WHO CAN, TEACH

Joe Reynolds has heard the old saying, “Those who can't do, teach.” But he's quick to
discourage people from belittling the efforts required by teachers based on his experience.
Plus, spending the last nine years teaching in the turfgrass program at Owens Community
College has shown Reynolds teaching's value when it comes to your own continuing education.

“l was at a golf tournament when | met the guy teaching the first turf class at Owens, and
he talked about expanding the program,” Reynolds recalls. “| made myself avallable to help
him grow, and he promptly took me up on that.”

While Reynolds expects this to be his last year teaching for some time so he can spend
more time with his12-year-old son and 11-year-old daughter, he looks forward to one day
returning to the classroom. "Teaching is incredibly rewarding,” he explains, referring to the
personal and professional benefits he gains by dispensing wisdom. “| think if there's one
fault lawn care people have, and plenty of them are guilty of this, is that they stop learning.
When you teach, you can never stop leamning because you have to be always teaching new

ideas. That means you have to learn them yourself. That's what | love the most.”

gation on the property, see the
property only every eight weeks
and still create a program that
caters to the customers’ needs and
keeps them happy.”

MULCH ADO. The golf course

superintendents certainly aren’t the only group Reynolds is
willing to challenge. And he readily admits that some of his
views on lawn care and landscape practices are not popular or
welcomed in all circles. For example, Reynolds maintains that
mulching mowers have had a profound effect on lawn care
practices, and not for the better.

“Everything we've done for my first 22 years in this industry
was with people bagging clippings,” he points out. “And all of
our lawn care control data was done with bagging mowers that
took our problems off the property. Now, we return everything
to the environment.

“As a result, I don’t think we can control crabgrass - it's a
mathematical impossibility because of the number of seeds,” he
continues, growing more excited with every word. “With a
mulching mower, those 1,000 seeds are always on the lawn.
With bagging, you may only be going after 50 seeds out of
those 1,000, and best control will only eliminate 95 percent.
Just do the math.”

Reynolds has gathered his own research on the matter for the
last few years, and he acknowledges that various folks in the

otherwise." — Bob West

Today, he takes pride in the time he spent with future turfgrass managers. “I've always

been cognizant of the expression that ‘those who can't do, teach,’ but | think I've proven

industry have told him he might be better off keeping his ideas
to himself. But he was never taught to do that during the heated
dinner-time debates growing up, and he’s not about to stay
silent now.

“I'm starting to see problems that I think are causal / relation-
ship to the mulching mower,” he concludes. “I think this is true
for fungus as well. People tell me that I don’t want to be the one
to say this because this really says that we need to use more
pesticides. I'm not advocating that, but I think there’s an issue
here that needs to be examined.

“What does this allmean? Do we have tolive with a few more
weeds? That's up to the homeowner,” he relates. “I only wish
Iwasinschoolsolcould takea couple of years off totalk toother
lawn care guys and research this or write a thesis.”

Obviously, such conspiracy theory-esque claims make
Reynolds sound like something of an environmentalist, a label
he doesn’t entirely shun. “Am I an environmentalist? Well, |
think about the environment first before anything else because
[ have to live in it,” he acknowledges. “Nothing bothers me
more than seeing a competitor out there doing something
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“Nothing bothers me more than seeing a competitor out there

doing something stupid that gives the industry a bad name.

Have we earned our reputation as black sheep of the industry?

Yeah, there is some reason why we are viewed as nothing more

than guys with a truck and a sprayer. That's why I got involved —

to bring our image up. We do a phenomenal job as an industry,

but we also shoot ourselves in the foot.” — Joe Reynolds

stupid that gives the industry a bad name. Have we earned our
reputation as black sheep of the industry? Yeah, there is some
reason why we are viewed as nothing more than guys with a
truck and a sprayer. That's why I got involved - to bring our
image up. We do a phenomenal job as an industry, but we also
shoot ourselves in the foot.”

True commitment is most evident when people endure the
roughroad thatone must travel to have true integrity. Reynolds
uses the common phrase of “the high road” to define this path
for him, and he hopes to never leave it, regardless of the
difficultiesitentails. “I'll give you agreatexample, and I pay this
price every day,” he points out. “I make my employees wear
long-sleeve shirts because that's the law. They get mad when
they see our competitors out there wearing short-sleeves, and
they ask me why they can’t wear them as well. That'sahard one
to answer, but I hold fast.”

And Reynolds isn’t afraid to wish for more of what most
business detest the most—government regulation. “I wish there

was more funding for state ag people so that they could go after
these unprofessional businesses,” he proclaims. “Ultimately,
these guys who screw up are going to hurt us all. Why do they
act like this? It's because they don’t have any thirst for knowl-
edge or learning once they learn how to push a spreader.”

Reynolds may have some hopes for the future, but he doesn’t

have any clear expectations for what lies ahead for him. Still, he
knows that his passion for raising the industry’s professional-
ism isn’t waning, and he’s not backing down from any chal-
lenges. “I think the industry is facing some changes ahead.
can’t put my finger on it, but I think we'll have to change our
thinking with fertility, water quality issues and so forth. That
will require people who really pay attention to what's going on.
You have to stay focused and involved and not just put your
head in the sand.”

The author is Editor/Group Publisher of the Lawn & Landscape
Media Group.

PUTTING HIMSELF ON ICE

skate, but my not playing left my son in tears. So | told him |

Joe Reynolds loves basketball. He played it throughout his youth
and still loves the game today. But his 12-year-old son is a
hockey junkie. Reynolds appreciates the fact that hockey season
coincides nicely with his slowest time of work, allowing him to be
involved in this facet of his son's life. But he learned the hard way
just how involved his son wanted him to be.

“I had never been on skates in my life, and one year it came
time for the father/son hockey game for my son’s league.”

Reynolds recalls. “I didn’t really think about it since | couldn't

would learn the game and how to play so | could be in the game

the next year.”

And learn how to play he did. In fact, Reynolds now plays twice

a week, calling hockey “a great outlet for a lot of the aggression

| seem to build up." And he points to a picture taken of his son

and himself after a subsequent father/son game, with both

wearing their uniforms, as one of his prized possessions. “That's

something that's really special to me,” he affirms,
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The
mdustry’s
fun-loving,
accomplished
researcher
just wants to
be considered
‘one of the

quys.’

By Nicole

Wisniewski

Some people delicately carve their career paths,
forging curves and turns where they believe life
should bend. Others follow the road as it goes,
unaware of what's ahead, guided by gut feelings
and the refreshment of change.

One could say Barry Troutman, technical ser-
vicesdirector, ValleyCrest Cos., Calabasas, Calif., is
alittle bit of both personality types. Despite the fact
that this July was Troutman’s 25" anniversary in
the lawn care industry, he talks about his work as if
it's new and fresh — as if he’s still that young child
mowing lawnsin Toledo, Ohio, while the unknown
and wondrous bears full steam ahead.

“Peter Pan had it right — he said if you choose to
grow up, life is over,” Troutman says, answering
with an “18” when asked his age. “So, I've spent
my life trying not to grow up. Even thoughI'ma
gray-haired, fat, ugly guy, I think of myself as
pretty young.”

Though Troutman has never been accused of not
having a good time — “If you're not having a good
time, you're not really involved,” he says —he also
has become for the industry what his best friend
Adam Jones calls “a mentor and a huge influence
on the technical part of the business.”

My understanding of turfgrass agronomy was
developed inalarge part by him early on. He had
agreatimpact on me,” says Jones, vice president,
director of quality assurance, GreenUP Lawn,
Tree & Shrub Care from Massey Services, Or-
lando, Fla.

Those who cross Troutman’s path, maybe with
a turfgrass problem or question about a tree
disease, leave saying the same thing — “he’s an
effective communicator, whether the informa-
tion he’s teaching is technical or rudimentary,”
Jones says. “He assesses the needs of the person

he’s talking with and adjusts his language ac-
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cordingly, becoming highly believable and having an excel-
lent command of the language.

But if you tell Troutman about these achievements, he be-
comes completely modest. Forinstance, though he was the first
president of the Georgia Turfgrass Association, he will not

”

return to their annual meetings because he says he receives too
much attention. “I don’t like to go anymore because they
introduce me and recognize me and I don’t like that,” he says.
“They call mean icon in the industry, but 1 don’t want to be that
— I 'just want to be one of the guys.”

“

THE EARLY DAYS. Though Troutman did mow lawns asa
way to earn spending money when he was a child, he only did
it until he got a paper route. “I never dreamed I wanted to do
lawn care for a living,” he says.

His first real premonition that turf care was in his future
came at The Ohio State University, Columbus, when he was
taking a career analysis test, “where after you answer all the
questions you are magically supposed to find out what you are
meant to do,” Troutman says. “I struggled in undergraduate
school with what I wanted to do. I told a school counselor that
I could see myself working outdoors in a short-sleeved shirt
helping people. And 25 years later, look at me. I'm a guy
wearing a short-sleeved shirt who’s working outside and
helping people —exactly what I wanted.” The test helped him
identify golf courses as a place to start.

During high school and college, Troutman worked at a local
golf course and thought he wanted to be a superintendent. So,
he returned to school — this time at the University of Rhode
Island to pursue a master’s degree in turf weed science. “I fell
inlove with research and at the same time saw that being a golf
course superintendent wasn't what I wanted,” he says. “I

realized that successful people were changing courses every

Bamy Trouiman Profile

Name: Barry Troutman

Company: ValleyCrest Cos.

Location: Calabasas, Calif. (headquarters), Orlando, Fla. (Troutman's location)
Career Highlights:

* Technical services director, ValleyCrest Cos.

* Training director, Professional Lawn Care Association of America (PLCAA)

* Research weed scientist and technical director, ChembLawn

* Research scientist and adjunct professor, Turfgrass Science

* Past president, Georgia Turfgrass Association

* Doctorate, weed science, University of Arkansas

* Master of science degree, turfgrass management, University of Rhode Island
* Bachelor of science degree, botany, The Ohio State University
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four or five years and notalwaysat theirown desire. So, instead,
I started looking into being a turfgrass professor.”

The practical, hands-on knowledge that resulted from work-
ing countless hours on research plots came when Troutman hit
the books once again to receive a doctorate degree in weed
science at the University of Arkansas, Fayetteville, Ark.

Troutman’s first job was as a research weed scientist for
ChemLawn in 1977. After about four seasons, Troutman ac-
cepted ajob as zone technical manager and supervised as many
as 14 regional agronomists. Following five or six years in that
position, he branched out to work for the whole east region of
the country. “The job was made in heaven for me,” Troutman
says. “The company operated the best research team in the
United States and probably better than any university at the
time. I learned a tremendous amount about turfgrass and how
tomanage lawns. I learned more in 10 years there than I learned
anywhere.”

These times— “the early days,” Troutman calls them —were
when the technical side of lawn care drove the business more
than the sales side. Troutman’s biggest mentor at this time was
Bob Miller, who ran the technical side of ChemLawn. “He set
the standard for how we treated customers, the way we com-
municated with customers and the programs and materi-
alsweused,” Troutmansaysof Miller. “ Atone time, ChemLawn
had 14 doctorate-holding turf scientists in the business. Those
days were like the dot.com days for the industry. To this day,
when I'm faced with various scenarios, I still think about what
Bob would do in this situation.”

Also, in those days, “we could do no wrong,” Troutman
added. “If we screwed up, the customer stayed with us. There
was one instance in Wichita, Kan., where we were growing
Bermudagrass on some lawns and bluegrass on others. Our
equipment failed and the Bermudagrass accidentally ended up
on the bluegrass. As a result, we killed most of the bluegrass
lawns we treated. We went to our customers to say we made a
big mistake and we reseeded the lawns and paid some clients’
water bills for the summer — we took care of our customers.”

Inthelate 1980s/ early 1990s, after Ecolabbought ChemLawn
and then sold ChemLawn to TruGreen, Troutman left, and he
consulted with various universities and lawn care companies
for six months until he took a job as the educational director for
the Professional Lawn Care Association of America (PLCAA).

Through PLCAA, Troutman got to know alotof peoplein the

industry. At the time, the Occupational Safety and Health
Administration began hazard communication and the Envi-
ronmental Protection Agency began attacking pesticide use, so
Troutman was involved in drafting supportive educational
pieces for the industry, including messages about grasscycling.
“It was neat to have been there when we were coming up with
ideas that would one day become common vocabulary in the
industry,” he says.

He also got involved in writing point/counterpoint pieces
for papers like USA Today and being interviewed on television,
defending his fellow lawn care operators. Troutman admits
that his most frightening, yet exciting moment on TV came
when Good Morning Americaasked himtobe on the oppositeend
of a point/ counterpoint where he was defending the industry
againsta woman who claimed to be deathly ill because of lawn
careapplications, viewing herselfasacanaryinacage, Troutman
says. “That was hard — you can’t go on the show and say, "You
idiot,” he explains. “You have to respect that she feels that lawn
care caused the problem and propose how to get around it. |
didn’t sleep the night before — I was a nervous wreck.”

Luckily, Troutman received training from a retired news
commentator while he was working at ChemLawn so he was
able to communicate about these sensitive issues effectively.

“Doctor is an awfully nice thing to have before your name, but it
cangetin the way,” Troutman says. “One of the problemsis you're
always perceived as an experteven if you don’t know what you're
talkingabout. You can'tbluffand you have tobe careful about what
yousay and do. Maybe one of the most brilliant things 1 learned
is to know how to say, ‘I don’t know, but I can get back to you.’
If I don’t know something, I'll tell them I don’t, but I'll always
say I'll find the answer and get back to them.”

BACK TO HIS ROOTS. By 1990, it was apparent to Troutman
that lawn care consolidation was in full swing and the regula-
tory side of PLCAA was driving the industry more than the
educational side. “I got burned out defending the industry,”
Troutman says. “I was tired of being on the front line.”

As a result, Troutman moved to Orlando, Fla., to work for
Massey Services, which wasa pestcontrol company that wanted
to break into lawn care. He worked for what he calls a very
charismatic Harvey Massey. “He had the business skills to
understand how a business should be run,” Troutman says of
Massey. “But what he lacked was an understanding of the

“Leadership to me means involvement. To me, it means getting out
there in front of the troops and showing them what to do. Leading is
taking a guy who's not so certain and making sure he's certain. |

guess that's the military definition of leadership vs. the command
definition. Telling people what should be done and seeing it doneis nat
my strong suit. Leading by example is how | like to do it.”



“Peter Pan had it right — he said if you choose to grow up, life is
over. So, I've spent my life trying not to grow up. Even though
I'm a gray-haired, fat, ugly guy, I think of myself as pretty

young.” — Barry Troutman

technical side of the business and we struggled with that. As a
result, the lawn care business got smaller before it started to
grow. He had the wrong customer base — he wanted the
upscale end of the business to be profitable and his customer
base didn’t reflect that. So we went through some changes.”

The job was one of Troutman’s most challenging and he says,
“I came within hours of being fired a few times. I'm a practitio-
ner — a horticultural agronomist — and he had me pegged in
a management hole. I didn’t realize when I started, but I knew
early on that I would struggle.”

Afteralittle adjusting, Troutman finally was able to focus on
what he wanted to do and, as a result, his seven-year stint at
Massey helped the company’s lawn care division become one
of the most profitable in southern Florida — but at a price. “It
wasn't terribly enjoyable at times,” he says. “I ignored my
family at those times. | worked seven days a week and some-
times wouldn't get anywhere with it.”

Still, the optimist in Troutman adds, “But my fourth year
there [ was employee of the year. And I always remember that
partofit fondly, though I wouldn’t go through that again. It was
like carrying a cat home by the tail — it’s a sensitive area and
there are a bunch of ways that cat can hurt you. I don’t have to
tell you that that's not the smartest thing to do. In general
though, I'm proud of what I did at Massey.”

Massey Services is also the place where Troutman met his
best friend Jones. “I struggled through some tough times
developing that lawn care business model and getting it to
work and training people and Adam and I worked very well
together. I needed someone like him to help — he taught me a
lot about the tree and shrub business.”

Though the two share nothing but compliments toward each
other, they still tease. “Adam can’t play golf worth a damn,”
Troutman laughs. “He’s the only guy I ever worked with who
I'had to buy golf lessons for because I wanted to play golf with
him and I couldn’t stand it anymore.”

And Troutman, or Mr.-Do-Anything-to-Help-Anybody, as
Jones calls him, does have a slight weakness as well — organi-
zation. “He’s a Mach 10 with his hair on fire kind of guy — not
the most organized,” Jones says.

TYPICAL TROUTMAN. Troutman worked long, hard hours
at Massey Services for seven years, and though proud of the

work he accomplished there, the job wasn't progressing the
way he thought it would and an opportunity came up with
Environmental Industries, Inc.,, now known as ValleyCrest
Cos., and he jumped on it. “It's the first time in my career that
[ worked for a company that controlled the whole operation of
landscaping with commercial clients. With homeowners, they
canscrew it up even if you do the best job you can. But here, we
do everything and have more control of the final outcome.”

Troutman admits his typical week can cover the gamut of
horticulture issues since he answers technical questions for
ValleyCrest Cos. offices from as far west as San Antonio, Texas,
to the East Coast in Boston, Mass., and from the northern U.S.
in Chicago, I1L., to the southern tip of Miami, Fla. For instance,
on this typical day, Troutman was in Washington, D.C., when
his cell phone rang. Someone from Texas called who needed
advice on managing dodder, also known as strangle weed,
whichisa parasitic seed plant that attaches to susceptible plants
and twines around the stems. “There’s not much you can do
about [dodder], but in this instance, it was growing in front of
the Anheuser Busch Brewery headquarters, and we didn't
want anything to get in between people and their beer,”
Troutman jokes. “I ended up calling an expert at Texas A&M
University and she told me all she knew about dodder. Then I
passed the information along to the folks in Texas who needed
help. Next week, [have togotoupstate New York tooversee the
delivery and installation of 700 blue spruce trees. Each day is
always different — I'm always learning something new.”

These daily adventures will continue for Troutman, who
says his plans for the foreseeable future include continuing his
work with ValleyCrest Cos. and trying to improve his skills. “1
don’tsee retirement in my near future,” Troutman says. “There
wasatimeinmy life when Iboughta lottery ticket every Friday.
Now, I don’tmess withitunlessit's more than $25 million. Even
if I won all the money in the world, I'm not sure I would chose
to lead my life a whole lot differently.”

Though Troutman admits that his years of experience in the
industry have served him well, he’s still slow to accept the fact
that he's truly become an industry leader. “I don’t know if I've
been as much of a leader,” he says. “I think of myself more as a
supporting actor.” *

The author is managing editor, Lawn & Landscape magazine.
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Your custom plan for replacing organophosphates.

Crossing over from organophosphates can be difficult and confusing. But it doesn'’t have to be. At Chipco, we
understand that there’s not just one product that can accommodate all your insect control needs. That's why we
offer you OPtions: a unique, integrated insect management program that offers a full line of high performance
products and experts to guide you. We'll work closely with you to develop a customized program that considers

your target pests, application timing, control performance, formulation, and the need for resistance management

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

' 2 trademark of Baver A } " e registrat ( fir aind Virgir Alway


http://www.bayerchipco.com

o '
S@mn The world’s most popular carbamate.

Versatile, dependable Sevin with carbaryl controls more than 130 pests, including billbugs, armyworms, 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
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tonCh()lce Fire ant control with fipronil.

This outstanding new granular formulation controls and then prevents fire ants. And you'll get this superior long-term

control for up to a full year with a single low-dose broadcast application

To start exploring your options, contact your Chipco representative today, or visit us online at www.bayerchipco.com
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The New
BAYER

ENVIRONMEN
SCIENCE

Innovative products, experienced
management and industry support combine
to create a new leader in the professional

lawn care industry.

When the acquisition of Aventis CropScience by Bayer AG created the Professional
Products unit of Bayer Environmental Science, a new leader in providing turfgrass
solutions for the lawn care industry emerged. However, being a leader has less to do
with size, or profit margins; rather, a leader continually strives to provide more
effective solutions for the problems faced by lawn care professionals on a daily basis.
Examining the efforts of this newly created company, one can certainly say the term
“leader” rings true.

MERIT® - AN INDUSTRY STANDARD
FOR EFFECTIVE, LOW DOSE GRUB CONTROL

® Introduced in 1994, Merit® insecticide changed the way lawn care
professionals face grub control by offering an effective preventive
treatment. Today, Meritis known throughout the lawn care indus-

try as the best option for avoiding grub damage —both preventive
and curative.
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When the acquisition of Aventis CropScience by Bayer

AG created the Professional Products unit of Bayer Environ-
mental Science, a new leader in providing turfgrass solutions
for the lawn care industry emerged. However, being a leader
has less to do with size, or profit margins; rather, a leader
continually strives to provide more effective solutions for the

problems faced by lawn care professionals on a daily basis.

Merit has the widest application win-
dow of all the preventive products avail-
able for grub control, due to its 120-day
soil half-life and moderately low water
solubility. This long residual control al-
lows for season-long preventive control
of the five major grub species — control-
ling grubs before any damage is done.
Merit also offers unsurpassed curative
control of white grubs during the pre-
damage stage, before signs of turf in-
jury are visible. Plus, the product of-
fers broad-spectrum control of thatch,
stem-and leaf-inhabiting insects (from
May-September).

In this time of increased concern about
the long-term effects of pesticide usage,
Merit offers lawn care professionals and
their customers peace of mind by pro-
viding highly effective control at levels
unmatched by the competition — use
rates 85 to 96 percent lower than most
currently registered soil insecticides for
use on turf. This low use rate means low
risk to applicators, customers and other
non-target organisms.

Bayer Environmental Science has re-
cently introduced a new addition to the
Merit product line—Merit2F, now avail-
able in an 8.12 0z. (240 ml) bottle. Pack-
aged six bottles to a box, Merit 2F con-
tains 2Ibs. active ingredient per gallonin
aneasy-to-use flowable formulation. The

new packaging is designed as a conve-
nient spray bottle for treating individual
trees and landscape plants, and spray-
ing ornamental foliage. Each bottle will
treat four 18-inch trees. For best results,
applicators should start foliar treat-
ments prior to establishment of high
pest populations and reapply on an as-
needed basis.

DURSBAN/DIAZINON
ALTERNATIVES FOR EFFECTIVE
INSECT MANAGEMENT
Lawn care professionals continue to face
the challenge of finding
alternatives for Durs-
ban™ and diazinon, two
popular products for in-
sect control. While re-
placing these widely
used insecticides may
seem like a daunting
task, Bayer Environmental Science now
offers professionals a complete line of
effective solutions for lawn and land-
scape insect control.

In addition to Merit, Bayer Environ-

mental Science offers products from the
pyrethroid family of insecticides, widely
regarded for providing broad-spectrum
control of turf insects at some of the
lowest use rates available. DeltaGard®
brand deltamethrin, the world’s most
activeand most widely used pyrethroid,
providesbroad-spectrumcontrol of more
than 50 insect species, including ants,
fleas, ticks, chinch bugs, mole crickets,
billbugs, and bluegrass weevils. Tempo®,
another advanced-generation pyre-
throid, provides extremely fast knock-
down, as well as residual control of a

EMPO

broad range of surface-feeding and fo-
liar insects on turf and landscape orna-
mentals — at application rates 80 per-
cent lower than most common organo-
phosphate insecticides.

Delta(@1f
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Sevin

range of insect control
options at low use rates
— both preventive and
curative — offering
lawn care professionals
anumberofeffectiveso-
lutions for their

58

Extensive research trials suggest that
Sevin® outperforms Dursban for control
of a number of common turf pests, in-
cludingbillbugs, cutworms, June beetles,
and sod webworms. Sevin is active

DYLO

throughboth contactand ingestion, pro-
viding quick knockdown and thorough
control of undesirable turf pests.
Dylox® insecticide also provides fast-
acting control of surface-feeding and
soil insects, including white grubs,
mole crickets, sod webworms, and cut-
worms. A member of the organophos-
phate family, Dylox has already un-
dergone review by the EPA (under
terms of the Food Quality Protection
Act), maintaining its registration and
availability for turf use. Dylox is also
the industry standard and a trusted
solution for rescue treatments of grub-
infested turf.

Whether used alone or in combina-
tion, the Bayer Environmental Science
line of insecticides provides a broad-

BAYLETON
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Dursban/diazinon replacement needs.
Contactyour Bayer Environmental Sci-
ence sales representative for more in-
formation on developing a Dursban/
diazinon replacement program that is
right for your custom-
ers’ needs.

() EFFECTIVE,
ECONOMICAL
DISEASE

CONTROL FOR

THE LAWN CARE
INDUSTRY

Bayer Environmental Sci-
ence offers a range of products for turf
disease problemsonresidentialand com-
mercial turf, providing a broad spec-
trum of disease control at rates and ap-
plicationintervals thatmakedisease con-

COM

trol an affordable option for lawn care
professionals.

Compass™ fungicide provides excel-
lent broad-spectrum disease control on
commercial and residential turf at the

lowest application rates available on the
market —so low in fact, that the EPA has
classified Compass as a reduced-risk
compound. The mode of action of Com-
pass allows the fungicide to securely
lock into the plant surface, creating a
protective reservoir for long-lasting and
weather-protected disease control of
such diseases as brown patch, anthra-
cnose, leaf spot, and gray leaf spot.

Bayleton®fungicide offerssuperb con-
trol of dollar spot, a common disease
found on residential turf. Where some
products require application once every
10daystomaintain high levels of disease
control, Bayleton applications every 21-
28 days remain effective, allowing more
breathing room for grass, flowers, foli-
age plants, shrubs, and shade trees. In
fact, the fungicide’s systemic action can
provide lasting residual control up to 30
days or more, depending on application
rate and environmental pressures.

The only fungicide available that pro-
vides effective control of both fairy ring
(preventive and curative) and brown
patch — two of the most common turf

ASS

diseases found on home lawns — appli-
cations of Prostar® fungicide stay effec-
tive two to three times longer than com-
mon contact fungicides. Prostar is also
an excellent tankmix component, and
can be applied along
with a lawn care
professional’s normal
pesticide applications.
Selling customers on
the need for turf disease
control canoften be a dif-
ficult task for lawn care
professionals. However,
incorporating  these
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Bayer Environmental Science offers a range of products for turf

diesease problems on residential and commercial turf, providing

a broad spectrum of disease control at rates and application inter-

vals that make disease control an affordable option for lawn care

professionals.

ProStar

| FUNGICIDE |

Baver Environmental Science fungicides
into normal turf management practices
will ensure maximum disease control
with minimum effort and product used
— effective, economical disease control.

BROAD-SPECTRUM WEED
MANAGEMENT WITHOUT
HARMING DESIRABLE TURF
The herbicide products available from
Bayer Environmental Science provide
lawn care professionals with a range
of solutions that offer a high level of
weed control without damaging de-
sirable turf.

Acclaim® Extra herbicide is one of
the only postemergence herbicides that
can effectively control crabgrass in a
single treatment without harming tol-
erant desirable turf, making it an eco-
nomical choice for home and commer-
cial landscapes. Plus, Acclaim Extra
provides control of goosegrass and

other undesirable grasses.

Labeled for commercial landscapes
and ornamental bed maintenance,
Ronstar® herbicide offers season-long

Finale® herbicide provides nonse-
lective control of a broad spectrum of
annualand perennial grassesand broa-
dleaf Absorbed rapidly
through green tissue, Finale produces
visible results in one to four days with-
out the herbicidal creep often associ-
ated with other nonselective herbi-
cides, so that desirable turf remains
unharmed.

Plus, Finale provides excellent

weeds.

RONSTAR’

control of 25 broadleaf and grassy
weeds, including goosegrass, crab-
grass, and Poa annua with just one
preemergence application. Plus,

postemergence weed control in cooler
temperatures, when often other non-
selective herbicides lose their effec-
tiveness.

Ronstar controls weeds
through their shoots, un-
like potentially harmful
DNA herbicides, which
are absorbed at the roots

of plants, often injuring
the roots of desirable turf

' HERBICIDE

in the process.

Acclaimy Exira

HERBICIDE
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the Accolades
points lawn care
professionals earn
can be redeemed
for marketing ma-
terials such as door
hangers, print ads,
professionally pro-
duced radio spots,

THE ACCOLADES® CUSTOMER
REWARDS PROGRAM

Now entering its fourth year, the Acco-
lades rewards program allows turf and
ornamental professionals the opportu-
nity to earn points for purchasing quali-
fied program products. Professionals
who enroll in the program receive spe-
cial members-only promotions as well
as points for their purchase of high-
quality, reliable products like Merit
and Compass. Points can then be re-
deemed for valuable rewards such as
electronics, apparel, professional
equipment and more.

In addition to the traditional reward
items offered, Bayer Environmental Sci-
ence has recently added a new business
buildercalled Bayer Grubstake™. Now,

and statement
stuffers, all personalized with their
company’s name, address, phone num-
ber, and logo. These materialsareimpor-
tant for the continued growth of lawn
care businesses, and

DeltaGard, Sevin and others that
you've already grown to rely on for
effective pest control.

For more information (including a
complete list of rewards), or to enroll in
the Accolades Customer Rewards pro-
gram, visit: www.accoladesrewards.com.

LEADERSHIP

THROUGH STEWARDSHIP

The true test of a leader lies in their effort
to go above and beyond what is ex-
pected of them for the greater good of the
industry. That'swhy Bayer Environmen-

include information
on grubs, ants,
aphids, hemlock
woolly adelgids,
lerp psyllids, royal
palm bugs, and
scales.

Members get
ready — beginning in 2003, the Acco-
lades program will include products
from the former Aventis line of turf care
products. Now lawn care profession-
als products will be able to earn points
for using trusted products like

&-—‘q%cu

!

RUB

STAKE’
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tal Science has implemented and main-
tainsseveralimportant programs to pro-
vide lawn care professionals with the
educational tools for continued success.

The Chipco Speakers Bureau, a free
service offering continuing education to
lawn care professionals, has provided
turfgrass training to both local and na-
tional lawn care associations each month
over the past year (including the Na-
tional Parks Management Association).
TheSpeakers Bureau was created tohelp
lawn care professionals stay educated
about the latest turf treatment products,
maintenance tips and other industry-

The true test of a leader lies in their effort to go above and be-

yond what is expected of them for the greater good of the indus-

try. That's why Bayer Environmental Science has implemented

and maintains several important programs to provide lawn care

professionals with the education tools for continued success.
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related news. Through the program, re-
searchand developmentexpertsatBayer
Environmental Science offer non-pro-
motional training on a range of topics
important to the lawn care industry.

workshops through out the year. In
addition, Chipco has worked with
PLCAA tosponsor their lawn care train-
ing video series, “Turfgrass Training
for Lawn Care Professionals,” available

P | Whon | Comtn | P | s Svinbomms | o L st | s | S B | By bt

online at www.plcaa.org.
Bayer Environmental
Science also invests in the
future of the industry with
the Bayer Turfgrass Schol-
arship program, providing
college students who are
interested in the industry
with the funds they need to
continue theireducation. In

Chipco® Academy”, a free online
product training program for lawn care
professionals was also launched earlier
this year. Chipco Academy is designed
to offer end-user training on Chipco fun-
gicide, herbicide, insecticide and PGR
usage, online via www.bayerchipco.com.

Each Chipco Academy training pro-
gram consists of information on target
pests, product chemistries, benefits and
application procedures. After review-
ing the information presented, partici-
pants are quizzed online on the informa-
tion presented. Uponsuccessful comple-
tion of the quiz, professionals receive a
certificate recognizing their training,
along with a gift. Since its inception,
turfgrass professionals have completed
over 300 unique training sessions — ap-
proximately one a day — on such topics
as fire ant control, organophosphate re-
placement and Poa annua management,
with more modules planned for 2003,

In addition to pro-

addition, Bayer Environ-
mental Science sponsors turfgrass and
horticulture proficiency awards for the
Future Farmers of America, encourag-
ing high school students to pursue ca-
reers in the lawn care industry.

THE LEADERSHIP
BEHIND BAYER
ENVIRONMENTAL SCIENCE
A new company is only as strong as the
people behind it; Josh Weeks, former
vice president of Chipco Professional
Productsand the newly-appointed head
of the Professional Products Unitof Bayer
ES. has put in place a management
team for the Green Industry Business
that has extensive sales and marketing
experience.

Heading Green Industry Business will

be Dan Carrothers, former director of

U.S. sales and marketing for Bayer Pro-
fessional Care (see sidebar at right). Dan
and his supporting sales and marketing
cream of the crop,” and

"

teams are the

viding financial support
the

industry’strade associa-

for many of

tions — including
PLCAA and ALCA —
Bayer Environmental |
Science has partnered L H
with Lawn & Landscape

1 ™~
|

magazinetosponsorthe
School of Management
and other seminarsand

lawn&rlandscape
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TEAM OF
LEADERS
IN PLACE

In July 2002 Bayer Environmental
Science announced several key ap-
pointments forits Professional Prod-
ucts Business Unit.

Primary among these appoint-
ments was the selection of Dan
Carrothers to lead the company's
efforts in the U.S. green industry.
Other announcements included the
appointment of Nicholas Harmon,
Ph.D., to the position of dead of
Ddvelopment and technical Ser-
vices; as well as the selection of
Montvale, N.J., as the North Ameri-
can heaquarters for Bayer Environ-
mental Science.

Bayer Environmental Science
was formed in 2002 from the acqui-
sition of Aventis CropScience by
Bayer AG. Bayer Environmental
Science is a member of the world-
wide Bayer Group, a $27 billion in-
ternational health care and chemi-

cals group based in Germany.

are in place to further support the needs
of lawn care professionals.

Innovative products, industry-wide
support programs, and anexperienced,
responsive management team — the
new Bayer Environmental Science has
all of the pieces in place to continue
providing the lawn care industry with
the solutions and support profession-
als have grown to expect from an in-
dustry leader. *

Dursban® is a registered trademark of Dow
AgroSciences
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[EADERS

Leadership and business

advice from noted leaders and executives.

“Management works in the system; leadership works | “A leader is not an “Good business

”

on the system.” — Stephen Covey, author administrator who

. 21 CTIre .
loves to run others, leaders create a
“Leadership is a matter of having people look at you | but someone who vision, articulate the
and gain confidence, seeing how you react. If you're | carries water for his

in control, they're in control.” — Tom Landry, former | people so they can vision,; passiona tCI.\'

head coach, Dallas Cowboys get on with their own the vision, and
jobs.” — Robert

“Leaders aren’t born, they are made. And they are Townsend, former relcntlessl_\' drive it

made just like anything else, through hard work. CEO, Avis

to completion.” —
And that’s the price we'll have to pay to achieve that

goal, or any goal.” — Vince Lombardi, former head “Look at a day Jack Welch, former
coach, Green Bay Packers 'he are
( (e ay (& W htl‘l _VOll ] CEO, Gt’m.’ral
supremely satisfied
" : : s end. It's Electri
A good leader is a person who takes a little 8t e snd. lisnoea R
_ ; : day when you
more than his share of the blame and a little I ,
ounge around
less than his share of the credit.” — John doing nothing; it’s when you've had everything to
Maxwell, author and leadership consultant doj arigyoil v dune it~ —iMergioe Tsetier,
former Prime Minister, Great Britain
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“The truth of the matter is that you always know

the right thing to do. The hard part is doing it.” —

Norman Schwarzkopf, retired general, U.S. Army

“Someone’s sitting in the shade today because
someone planted a tree a long time ago.” — Warren
Buffet, CEO, Berkshire Hathaway

“Success is going from failure to failure without a
loss of enthusiasm.” — Winston Churchill, former

Prime Minister, Great Britain

“Our company has, indeed, stumbled onto some of
its new products. But never forget that you can only
stumble if you're moving.” — Richard Carleton,
former CEO, 3M

“I use not only all the brains I have, but all I can

borrow.” — Woodrow Wilson, U.S. President

“Most of the important things in the world have
been accomplished by people who have kept on
trying when there seemed to be no hope at all.” —

Dale Carnegie, author

“Show me someone who has done something
worthwhile, and I'll show you someone who has
overcome adversity.” — Lou Holtz, college football

coach

“Ruthlessly compete with your own best self.” —

Apollo 13 engineers

“People with humility don’t think less of themselves,
they just think about themselves less.” — Ken
Blanchard, author

“Believe it! High expectations are the

key to everything.” — Sam Walton,
founder, Walmart

“Trust men and they will be true to

you; treat them greatly and they will show them-

selves great.” — Ralph Waldo Emerson, philosopher

“Action may not
always bring happi-
ness; but there is no
happiness without
action.” — Benjamin

Disraeli, philosopher

“Mishaps are like
knives, that either
serve us or cut us, as
we grasp them by the
blade or the handle.”
— Herman Melville,

author

“Fortune befriends the

bold.” — John Dryden,

philosopher

“Trying to lead men
from behind makes
you a driver and not a
leader. A leader has to
be ahead of his men.
You've got to know
what is going on all
the time. Take the
map with you and get
up front.” George
Patton, former Gen-

eral, U.S. Army

“There aren’t any great men. There are just great

challenges that ordinary men like you and me are

forced by circumstances to meet.” — William F.
Halsey, retired Admiral, U.S. Navy

“I walk slowly, but I never walk backward.” —
| Abraham Lincoln, U.S. President

SOURCES:

The Quotable Executive by John Woods, McGraw-Hill
Whatever It Takes by Bob Moawad, Compendium, Inc.
Webster’s Pocket Quotation Dictionary, Trident Press International
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