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Any job. 
Anytime 

A 

T O R O . Count on it. 

The Toro Dingo Compact Utility Loader. 
Throw us at your toughest jobs, in your hardest conditio 
& We'll come out on top every time. With the Dingo's 

ability to channel full power where it's needed, when 
it's needed, it's proven itself again and again, on every 

kind of job. In every kind of environment. 
So you think you've got a challenge? Bring it on. 
For more information call 1-800-DIG-TORO or visit toro.com. 



GREAT N E W B E N E F I T S . NICE, NEAT L I T T L E PACKAGE. 
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AquaCapT 

Pendulum preemergent herbicide has always 
offered you unbeatable weed control and unmatched 
value. But in keeping with our commitment to the 
industry, we've made it even better. BASF Professional 
Turf is proud to introduce new Pendulum AquaCap". 

Pendulum AquaCap encapsulates a new 
water-based formulation of the industry's leading 
preemergent active ingredient using a process patented 

f Herbicide m 
by BASF. The result is a nice, neat little package of new 
benefits, including: 

• Water-based formulation 
• Virtually no odor 
• Reduced staining potential 
• Increased ease and flexibility of 

handling, mixing and cleanup 
• Improved storage stability 

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

BASF 
PROFESSIONAL 

W E DON'T MAKE T H E T U R F . W E MAKE IT B E T T E R . 
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BASF 
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Building 
His Image 
Building his own business wasn't 
necessarily a lifelong dream, but 
now that he's done it JejfBowen keeps 
looking for ways to make the 
company better 4 2 

FEATURES 

The Intimate Approach 
Green Lawns Plus puts its customers first as it continues _ m 
building its lawn care operation 

Price Fix 
More important than revenue, contractors who perform 
commercial mowing must understand what they pay out 
before brining more money in 

Crabgrass Control 
Learn about this bothersome weed to improve 
management methods 

60 

72 
Eliminate the Paper Trail 
Reduce irrigation estimating errors by trading the 
clipboard for a software-based system 96 

Lighten Up! 
Landscape lighting can add safety, 
security, beauty and value • gkM 
to any property 1 

Service Connection 
Fix up your design clients with some 
post-project care by filtering them into 
your maintenance schedule. The 
services pair nicely as long as 
contractors communicate • • 
with their customers 112 

The Secret Art of Service 
Customer service is more 
than a smile - it's a way to 
retain clients and • 1 1 1 
ensure future business 1 2 2 

Planning Production Hours 
Growth-minded contractors benefit by tracking i 1 
production-related costs Iwl 

School's Out! 
\hi ^ ^ The seventh annual Lawn & 

Landscape School of Management 
featured more products, sessions 
and numerous learning • Q 
opportunities I vO 



No more mixing. No more spraying. Simply 

spread right from the bag - whether conditions 

are wet or dry windy or calm - to kill a wide 

variety of broadleaf weeds. New Confront is 

available in fertilizer or as a granular weed 

control. In feet, we've even formulated ^ihAbj, A keykludt {Lit M<{mtltj MPS-L 
with Team to give you broadleaf and 

N e w L e b a n o n T u r f G r a n u l a r C o n f r o n t f o r b r o a d l e a f w e e d s , 
crabgrass control in one easy step. Visit 

your LebanonTurf Dealer or call 

1-800-233-0628 to find out more 

about the granular herbicide that works 

without spraying. And for a free copy of 

our Broadleaf Weed Control Booklet, 

visit www.LebanonTurf.com, click on pro-

motions and enter coupon code LL3043. 

LebanonTurf 
1-800-233-0628 • www.LebanonTurf.com 

http://www.LebanonTurf.com
http://www.LebanonTurf.com
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We don't want no 
stinking weeds! 

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

T H R E E - W A Y H E R B I C I D E 

CHASER 
H E R B I C I D E 

CHASER 2 
E R B I C I D E 

CHASER ULTRA is three way combination of MCPA, Clopyralid and 2,4-DP, 

which is aimed at providing effective control in both cool and warm 

seasons. It is an excellent choice for broadleaf weed control and has 

demonstrated exceptional control on white clover, dandelion and plantain. 

CHASER is the original ester formulation of 2,4-D and triclopyr that controls 

most broadleaf weeds, including hard-to-kill weeds that other comparable 

chemistires do not control. It has shown excellent turf safety and mixes well 

with most pesticides and fertilizers. 

CHASER 2 has all the power of Chaser with the safety of a warm weather 

amine formulation. It can be used on ornamental turf such as lawns, golf 

courses (fairways, aprons, tees and roughs), parks, highways, cemeteries 

and similar non-crop areas; and sod farms. 

For more information, contact your local UHS representative 

www.uhsonline.com ^ f hSSHS^L 

http://www.uhsonline.com


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

Home 

Magazine 

Reader Service 

Subscribe 

Contact Us 

COMMUNITY 

Message Board 

Business Cards 

RESOURCES 

Headline News 

Archives 

Products 

Research 

MSDS/Labels 

Business Tools 

Events/Calendar 

Career Center 

Training 

Associations 

Industry News 

SHOP 

Plant Find 

Marketplace 

Online Store i 
Classifieds 

Promotions 

n m m ' T T n ' T i"=: 
E* l« I«« tj* 
- - J J "JJ J 

fee Hmm W 

J J 

rr- I ^ S R ^ S l W W M W i 
Events 

Lawn & Landscape 
Events 
Need to take a one-day refresher course in business 
management or learn some quick and unique marketing 
techniques? Then 
think about perusing 
the Lawn & 
Landscape Online 
Events section so 
that you can see 
what new and 
exciting seminars are 
coming to your 
neighborhood this 
summer. For instance, Marty Grunder's Marketing & Sales 
Bonanzas and Jack Mattingly's "Improving Profits and 
Growing Your Business" seminars should prove 
worthwhile. Look for details at 
www.lawnandlandscape.com/events. 
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DON'T 
Visit Lawn & Landscape 
Online for more info 
on this issue's articles: 
• Creative Landscape Lighting 

• Tree Spades 

• Flowering Trees 

• Pricing Mowing Services 

Don't miss original 

features, like our 

industry news and 

new products 

e-newsletters, found 

only on Lawn & 

Landscape Online! 

http://www.lawnandlandscape.com
http://www.lawnandlandscape.com/events
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Why 
Weisburger 
Insurance? 

B r i a n J . Van D a m 
President 

Ful ton Services 

/
n a current business climate that is filled with 

uncertainty and instability, it is refreshing to 

be able to rely on the strength and stability of 

B. & D.A. Weisburger Insurance. Their level of 

support and service is unparalleled by any other 

insurance carrier that our company has dealt with 

in our 50-year history. With Weisburger handling 

our insurance needs, that allows me to focus my 

attention and energy on running my company, 

instead of dealing vxith insurance concerns. 

- Brian J. Van Dam 

President, Fulton Services 

N. Miami Beach, Florida 

WEIS^RGERGrccn 
o y t i A t i r u u t c e 

5 W a l l e r A v e n u e 

W h i t e P l a i n s , N Y 1 0 6 0 1 
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F a x ( 9 1 4 ) 4 2 8 - 0 9 4 3 

T o l l F r e e ( 8 0 0 ) 4 3 1 - 2 7 9 4 

F a x - o n - D e m a n d ( 8 0 0 ) A S K - W E 1 S 

www.weisburger.coin 
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STOP 
SCOUTING 

FOR 
GRUBS. 
It doesn't matter what you're 
looking for, you get Merit* and 
you get rid of grubs. It nips 
every major grub species from 
egg-lay through second instar. 
And application t iming isn't 
critical because of its residual 
power. So get off your knees. 
Prevent chronic callbacks. 
Get guaranteed, season-long 
control wi th the most effective 
grub eradicator on the market. 
Merit. Fear no grub. Call us at 
l-BOO-331-2867 to learn more. 

http://www.BayerProCentral.com


Where'd All the 

A speaker at the 2003 Lawn & Landscape School of Man-

agement asked attendees to talk about all of the things 

going on in the world that are positive for their busi-

nesses. The room was silent. I was amazed, and I imme-

diately thought about how much has changed in a few 

short years. 

Next, the speaker asked the group of 125 or so to list 
the challenges they're dealing with today. The answers 
were plentiful. The economy. Weather. OSHA. Insur-

ance costs. Noise regulations. Wa-
ter restrictions. Labor. Nobody had 
trouble shouting out what might 
go wrong. 

Given such a lengthy list of con-
cerns, I could certainly understand 
landscape contractors being an un-
happy bunch. But that's not the case. 
In fact, many of the people running 
good landscape firms I've talked to 
welcome this challenging business 
atmosphere and expect it to ulti-
mately help their companies. How 
can this be? They'll tell you that 
anything that requires landscape 
contractors to be better, smarter 
business people ultimately benefits 
the entire industry. That's hard to 
argue with. 

The well-known book "Built to 
Last" by Jim Collins and Jerry 
Porras explores the impact of chal-

lenging times on businesses by comparing the perfor-
mance of two leading brands in a series of different 
industries over time. In each case, whether it's the manu-
facturing, hospitality, or air travel industry, the book 
examines the fortunes of one company that has stood the 
test of time and thrived while a once-worthy competitor 
has floundered. 

Take Marriott Hotels and Howard Johnsons, for ex-
ample. We all remember the days when the orange-
roofed inns beckoned from highway stops all over the 
country. Not so today. But you'll be hard pressed to find 

"Lots of folks confuse bad 

management with destiny." -

Kin Hubbard 

a major metropolitan area without at least two Marriott 
Hotels, let alone one. 

What happened? Why did one hotel chain grow to 
become the biggest name in the industry while the other 
headed for the endangered species list? Obviously, as 
time passed and the two companies grappled with many 
of the same challenges, executives at each made different 
decisions. They focused on varying customers, enacted 
their own pricing strategies and implemented unique 
marketing programs. The results speak for themselves. 

But what does this mean for the landscape industry? 
It means that the challenges arising before your business 
today don't have to be viewed negatively, although they 
do need to be taken seriously. Running a business in good 
times is often easy. But the best managers and the best 
companies are those that weather the storms and come 
out stronger than they were going in. 

Today, you have the opportunity to make your com-
pany stronger. Challenges exist that you didn't have to 
face five years ago, so your thinking needs to be sharper. 
Make the right decisions and you'll be even better posi-
tioned when the economy rebounds and double-digit 
growth years come back. 

Of course, the downside is obvious. No one wants to 
go the route of Howard Johnsons. But what happened to 
that company was not a predetermined fate - it was the 
result of poor management. Now is the time to embrace 
the responsibility you have and get excited about your 
opportunity. Where your competitors see a challenging 
economy, you have the opportunity to deepen client 
relationships by demonstrating your sensitivity to their 
own business struggles. While other contractors simply 
complain about noise and water regulations, why not use 
this as a focus for employee training so your company is 
better equipped to function in an increasingly regulated 
environment? Has the weather hurt business? Maybe 
now is the time to add a new service. And so on. 

The business climate will never be perfect. The mid- to 
late 1990s may have been the closest thing to economical 
nirvana, but complaints about the lack of labor and weak 
cash flow were everywhere during those days. Instead of 
resigning yourself to suffering through the tough times, 
look for the opportunities to improve. They're all around 
you, and they may be the key to your future. ID 



A Big Rrt oftkeBlg Picture 
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Full —system products for tract Rome applications 
From the value-priced KwikDial to the time-honored 

Rain Dial and enhanced Rain Dial Plus, Irritrol Systems 

controllers provide the flexibility and dependability 

contractors and homeowners want. Our proven valves — 

205, 2500 and 2400/2600 Series — are rugged, reliable 

and designed for installation convenience. Complete the 

system with SL or HS Series sprayheads and CR 500 

Series rotors, all designed for durability and uniform 

water distribution, and our Super Blue Flex ' pipe, which 

ensures trouble-free installation in hard-to-reach areas. 

Thanks to Irritrol Systems' wide range of residential irri-

gation products, the big picture has never looked better! 

Ml 
(Jf! 

Irritrol 
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It's Vacation lime 
for Your Company 

Summer is fast approaching and employees across the coun-

try are beginning to anticipate planned vacations, trips and 

a break from the daily grind. With the potential for a war 

looming and fears about the economy, for many, it seems 

that the inherent value of a free weekend and time with 

family has increased ten-fold. 

As a result, this year your company may find that em-
ployees are more reluctant to forego vacations or to cash 
them in for extra pay - that is, if your policy allows for these 
options. By the way...when was the last time you reviewed 
or updated your company's vacation policy? Perhaps this is 
a good time to ensure that your company's program has kept 
pace with the changing labor force and today's challenging 
business environment. 

Bloody from the battles of the mid-1990s labor war, many 
employers relaxed the waiting period in their vacation policies. 
Some also added time off for long-tenured employees and 
upped the ante for employees who stuck it out for even one 
year. If your company made these changes, it's not time to 
revert back to the old ways. In fact, don't expect the desire for 
more time off to end any time soon. 

As the Baby Boomers retire and the Gen-Xers and Ys take 
over the workplace, more time off will remain at the top of 
the list as a key recruiting and retention tactic. While the 
veterans and Boomers invented the 60-hour workweek, you 
can count on Xers and Ys to reclaim their freedom and make 
up for the time lost with their parents. 

Aside from these labor market issues, there 
are also policy considerations related to vaca-
tion time. As you review vacation benefits, 
here's a checklist of items to address: 

Eligibility. Who is eligible? Are full- and 
part-time employees qualified? What about 
temporary employees? Be sure your policy 
defines eligibility criteria. 

Jean L. Seawright is president of Seawright & 
Associates, Inc., a management consulting firm 
located in Winter Park, Florida. For the past 
fifteen years, she has provided human resource 
management and compliance advice to employers 
across the country. She can be contacted at 407/ 
645-2433 or jpileggi@seawright.com. 

Length of time. How much paid time will your company 
offer? Many companies provide one week after one year (or after 
six months), two weeks after two years and up to four weeks 
after 10,12 or 15 years. 

Accrual. Is there a schedule for accruing vacation or does 
vacation come due on the employee's anniversary date? If you 
use the accrual method, decide when time starts accruing. 

Paid time-off calculation. How much pay do your employ-
ees receive for their vacation time off? The method of calcu-
lating vacation pay should be spelled out in your company 
policy or manual, especially for commissioned employees. 

Carry-over. Will you allow employees to carry over unused 
vacation time from year to year? If so, is there a cap? Or, will you 
require employees to take vacation within the anniversary year 
that it comes due? (This is currently more common.) 

Pay for time exchange. Can employees exchange vacation 
time for additional compensation? (Most companies require 
employees to take their vacation because they believe time 
away from work is in their best interest.) 

Scheduling. How much advance notice is required for 
scheduling vacations? What happens if two employees re-
quest the same time off? (Usually, the most tenured em-
ployee is given preference.) Are there periods of time that 
employees cannot take vacation? If so, these should be de-
fined. Can employees take vacation in less than full-day or 
weekly increments? Do they need special permission to take 
more than one week off at a time? 

Holidays. What happens when a holiday falls during a 
vacation? (Most provide an additional day of vacation to be 
taken at an agreed-upon date within a certain timeframe.) 

Leave of absence. If an employee requests and is granted a 
leave of absence, could he or she use any earned vacation 
time during the leave? Is this time provided in addition to the 
leave or is a portion of the unpaid leave substituted for the 
paid vacation time? (Note that some states have leave regu-
lations that mandate how this is handled.) 

Payment upon separation. When an employee resigns or is 
terminated, is he or she eligible for accrued, unused vacation 
time? (Most policies provide for unused vacation if the 
employee resigns with proper notice or is laid off. If the 
employee is terminated, vacation is usually forfeited. How-
ever, some states have regulations that require pay for ac-
crued vacation upon separation, regardless of the reason.) 

Regulatory provisions. Does your company policy comply 
with state and federal employment regulations? Is it applied 
in a nondiscriminatory fashion? (It's wise to have your policy 
reviewed by a professional who can help ensure your 
company's compliance with all employment provisions.) A 
well-written vacation policy that provides competitive ben-
efits and fair provisions is just one more tool you can use to 
recruit and retain talent. And, these days, it's one that's 
especially important to our nation's workers. ID 

mailto:jpileggi@seawright.com
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www.dixiechopper.com 

The Silver Eagle 
STARTING RETAIL PRICES 
• 2 0 H P KOHLER WITH 5 0 " DECK 

5,499 

H I 

FACTORY DIRECT • LESS PARTS TO STOCK 
LARGE SALES TERRITORIES 
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The World's Fastest Lawn Mower 

765-CHOPPER 

http://www.dixiechopper.com


TOOL TALK BUSINESS BASICS 

Shipments 
Shrink 
ALEXANDRIA, Va. - Shipments of 
commercial landscape products de-
clined overall in the 2002 model year 
due to major U.S. drought conditions 
and an uncertain economic climate, 
according to the Outdoor Power 
Equipment Institute (OPEI). 

Commercial walk-behind mower 
shipments decreased 9 percent and 
commercial riding unit shipments 
dropped 1 percent. 

Annual commercial riding unit 
shipments increased one and one-half 
times from 1994 until 2001. A lot of 
this growth represented new technol-
ogy, primarily zero-turning radius 
riding units. Much of the demand for 
these riding units has been filled over 
the past three to four years and now 
product shipments are more closely 
linked to trends in the national 
economy, OPEI pointed out. 

But the picture for 2003 calls for 
slight improvements, with forecasted 
shipments growth in all categories: a 
1.1 percent increase for commercial 
walk behinds, followed by a 3.2 per-
cent growth in 2004; and a 9.0 
percent increase for commercial riding 
mowers in 2003 and a 7.4 percent 
growth predicted for 2004. 

Evaluation Education 
< 

Do you conduct regular performance 

reviews for your employees? Nearly 

50 percent of landscape contrac-

tors conduct performance evalu-

ations for all of their employees, 

while 12 percent do so only for 

year-round employees and 9 per-

cent rate only managers' produc-

tivity levels. But what's surpris-

ing is that the number of contrac-

tors - 30 percent - who don't 

conduct reviews at all. 

Not only do employee evaluations make workers aware of their strengths and weaknesses as 
well as providing them with improvement goals, but they also are motivational meetings that can 
help control employee turnover and improve a company's competitive edge. 

Following are some tips from the University of Alabama, Tuscaloosa, Ala., on completing 
effective employee evaluations: 

• Be honest and fair in evaluating all employees. Make sure to look at all evaluations as a group 
to ensure the appearance of biases does not exist. The purpose of performance evaluations is to take 
a realistic snapshot of an employee's performance. For instance, don't say an employee is improving 

(continued on page 28) 

No, we never conduct 
performance reviews 

Yes, but for 
managers only 

Yes, but for year-
round employees 
only 

IN THE NEWS 

LESCO Unveils Growth Plans 
Last year was probably a year most LESCO employees hope to never relive. The 

CEO was ousted and most of the senior management team was turned over. 
Profits were hard to come by. Dozens of new employees were hired. Rumors 
about the company's future swirled. 

Well, the new man in charge, Michael 
DiMino, spent 2002 studying the company he 
took over nearly a year ago along with the 
industry it served. Now, he and his team have 
their plan for the future, which he introduced to investors. 

The heart of the plan calls for a return to expansion mode with as many 
as 24 new service centers opening in 2003, some as soon as this month. And 
he doesn't want to see the new store openings stop any time soon. DiMino 
noted that the company's analysis illustrates that the market can support 
more than 500 new stores to go along with the 227 LESCO currently operates. 

"We should always have a group of stores entering their third year of 
operation," he said. "In the third year, stores become profitable and 
defray the costs of additional new stores. Unfortunately, LESCO has not 
opened new stores since 1998, and for the next two years we will have to pay 

(continued on page 18) 
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The Formulation Innovators 
(800) 345 3330 

www.riverdalecc.com 

millennium llltraT 

"Whether we're working on 

a residential, commercial or 

industrial site, Millennium Ultra1 

has given us exceptional control 

over clover as well as other 

weeds. Our number of callbacks 

has decreased by 34% in the 

three years we've been using the 

product. I would recommend 

it to anyone who wants 

exceptional results." 

Vice President of Operations 

Greenlon, Inc., Cincinnati, Ohio 

Millennium Ultra is an extremely 

effective, broad spectrum broadleaf 

herbicide. Its state-of-the-art formulation 

results in fewer callbacks, happier 

customers and a product that's easier on 

the environment. For rapid response 

and outstanding effectiveness, 

get Millennium Ultra. 

http://www.riverdalecc.com


(continued from page 16) 
for store openings through the sacrifice of 
short-term earnings." 

The first new service center will open in 
Haverill, Mass., early this month, and DiMino 
confirmed that LESCO has already signed 17 
leases for new locations that will open this 
year, although he would not identify any 
additional locations at this point. 

"It's no secret we can grow in the South and 
West," he observed. "Plus, there are plenty of 
opportunities for us to get more market share 
in cities and states that we're already in." 

"We have a lot of information that indi-
cates that the marketplace is ready for us to 
add stores, both from the customers' per-
spective and well as the net numbers," he 
continued, adding that some of the specific 
numbers are: 

• The size of the lawn care supply market 
- LESCO now estimates this at $6.4 billion. 
Of this, LESCO has 5.9 percent market share. 

• Twenty-six million users of lawn care 
services - This is a number LESCO expects 

(continued on page 20) 

Find it in 5 Seconds by Greg Vetter 
Surrounded by paperwork piles and inun-
dated with e-mails and memos, business 
owners can end up drowning in information. 

Greg Vetter's Find it in 5 Seconds of-
fers methods to tame modem day "informa-
tion overload." "If you can manage your 
time, you can be a millionaire," remarked 
Roger Myers, president, American Beauty 
Landscaping, Youngstown, Ohio, admit-
ting that he would practically break out in 
hives when confronting his office piles. 

As his business grew, so did office 
chaos. But after two months of imple-
menting some of the book's suggestions, 
Myers feels less like a run-away train. 
"(The book) offers a system to process and 
manage paperwork in a way that it all be-
comes easily accessible," he explained. 

Instead of relying on a flurry of sticky notes 
and to-do lists, keep ideas and tasks on 3-by-5-
inch note cards, the book advises. Order them 
based on their importance and throw them out 
when tasks are complete. 

Rather than filing papers in manila folders, 
choose a color for each department. Myers' 
construction files are red and maintenance files 
are green. Human resources folders are blue. 
Yellow "action" files signify must-do projects 
and are kept in all employees' right-side desk 
drawers where they are most accessible. 

From file cabinets to folders to inboxes 
and outboxes, the book outlines time-saving 
tricks designed to minimize clutter and maxi-
mize productivity. 

"I know this sounds trite, but paperwork is 
a key frustration, and I feel liberated now," 
Myers commented. "It's such a relief to know 
there is a system so I can finally manage all 
this information." - Kristen Hampshire 

SPRING SPECIALS SPRING SPECIALS 

EZ GATE 
> 1 -Kit Works on Gates up to 180 lbs. 
> Reduces Lifting by up to 8 5 % 
> Stainless Housing and Aluminum Hardware 
> Saves on Workman Comp. Claims Due to Back Injury 
> Universal 1-Hour Installation 
> Quality 1-Year Warranty 
> Winner of the OMEmie Award 
Note: Works on all utility trailers with side rails 

1.877.965.0951 
W W W . B A L L A R D - I N C . C O M 

S A L E S @ B A L L A R D - I N C . C O M 
D I R E C T O R D E R S A R E S T I L L A V A I L A B L E IN S O M E A R E A S 

E M A I L O R C A L L U S F O R D U R N E W B R O C H U R E 

http://WWW.BALLARD-INC.COM
mailto:SALES@BALLARD-INC.COM


"Race car technology. 
Now in the palm of your hand." 

r 
our engines lighter, faster and more powerful q ^ Plus, the STIHL 4-MIX™ is a low-emissions engine 
every day. Thanks to STIHL, the same technology / that runs on 2-cycle fuel and already meets 2005 
that goes into racing engines is also found in the ' EPA emissions standards. So stop by your local 
revolutionary STIHL 4-MIX™ engine. Both engines STIHL Dealer, the only place you' l l f ind STIHL and 
are powerful 4-strokes, designed to run at / racing technology in outdoor power equipment? 

/ 1 800 GO STIHL • www.stihlusa.com 

STIHL 

http://www.stihlusa.com


R/latfePt Trends 
(continued from page 18) 
to grow. "Our customers' customer base is 
aging," noted DiMino, adding that the num-
ber of people over the age of 50 in the United 
States should double between now and 2014. 

"More than 50 million households will 
become [lawn care] customers between now 
and the next eight years," DiMino predicted. 

The company has already made some 
changes to help drive its growth, such as 
breaking the country into five geographic 
zones (Northeast, Southeast, Transition, 
Mid-Central and West) with a leader in each. 

In addition, the company restructured 
its sales force, adding more than 60 direct 
sales representatives. 

The new service centers are expected to 
push the company's growth from the 4 to 6 
percent range to 6 to 8 percent annually, 
which is consistent with LESCO's growth 
projections for the industry. "This is an ex-
pected annual growth market of 6 to 8 per-
cent, and there aren't too many industries 
that can say they're growing at that rate," 
DiMino maintained. 

TO ENSURE 
that your 

meeting date is 

published, send 

an announce-

ment at least 12 

weeks in 

advance to 

Lawn & Land-

scape Calendar, 

4012 Bridge Ave., 

Cleveland, 

OH 44113. 

JUNE 12-14 Snow & Ice Symposium, Buffalo, N.Y. Contact: 814/835-
3577 or www.sima.org. 
JUNE 17 New York State Turfgrass Association Cornell University Field 
Day, Ithaca, N.Y. Contact: 518/783-1229. 
JULY 15-20 American Nursery 8t Landscape Association Convention 
8c Executive Learning Retreat, Boston, Mass. Contact: 202/789-2900 or 
www.anla.org. 
JULY 29 2003 Midwest Regional Turf Field Day West Lafayette, Ind. 
Contact: 765/494-8039 or www.mrtf.org. 
JULY 31 -AUG. 2 SNA 2003 - The World's Showcase of Horticulture, 
Atlanta, Ga. Contact: 770/953-3311 or www.sna.org. 
AUG. 6 Illinois Landscape Contractors Association's Annual Outdoor 
Summer Field Day, Ball Seed, N.H. Contact: 630/472-2851 or www.ilca.net. 
AUG. 13 Wisconsin Nursery Association Summer Field Day, Manitowoc, 
Wise. Contact: 414/529-4705. 
AUG. 15-17 Texas Nursery/Landscape Expo, Dallas, Texas. Contact: 
800/880-0343 or www.txnla.org. 
AUG. 20-23 CalScape, Irvine, Calif. Contact: 707/462-2276 or 
www.cipaweb.org. 
SEPT. 7-11 51st Annual Florida Turfgrass Conference and Show, Tampa, 
Fla. Contact: 800/882-6721 or www.ftga.org. 

I a w n a i i d l a n d s c a p e . c o m 

The Concrete Edge Company 
(800) 314-9984 (407) 658-2788 www.lilbubba.com 

http://www.sima.org
http://www.anla.org
http://www.mrtf.org
http://www.sna.org
http://www.ilca.net
http://www.txnla.org
http://www.cipaweb.org
http://www.ftga.org
http://www.lilbubba.com


Market Trends 
ACQUISITION NEWS 

Dear Editor, 
The January 2003 issue of Lawn & Landscape is 
the finest publication I have ever read in the 
green industry. 

Seriously, I read every piece of it last night. 
It took three hours and I think you deserve 
congratulations on a job well done. You are so 
ahead of everybody else - it is amazing. I just 
hope landscape contractors took/take the time 
to read that magazine. The article on strategic 
planning alone is a classic. I hope you keep 
kicking out issues like that. Great job. 

Marty Grunder, president 
Grunder Landscaping 
Miamisburg, Ohio 

Dear Editor, 
I want to thank you and your gracious and 
talented staff for making the Lawn & Landscape 
School of Management such a success. This 

was the first time I had attended such an 
event. I am glad I did. The speakers you 
brought in were marvelous. As always, 
some were better than others, but all were 
informative. The ability to meet and share 
ideas with other landscape business 
owners was worth its weight in gold. 

I look forward to receiving your 
magazine each month. I have learned 
plenty over the last few years simply from 
reading it each month cover-to-cover. The 
numerous "how-to" articles and plentiful 
success stories, along with your 
insightful editorials, help give me knowl-
edge, direction and vision. The School of 
Management provided the old cliche of 
"icing on the cake." 

Bill Armstrong, Owner 
Lawn Care extraordinaire! 
Alexandria, Va. 

ValleyCrest 
Buys impact 
Group 
CALABASAS, Calif. - ValleyCrest Cos. ac-
quired The Impact Group, a Delray Beach, 
Fla.-based landscape company. The union 
will leverage the experience, relationships 
and resources of the two organizations to 
increase market leadership in south Florida. 
Financial terms were not disclosed. 

Under agreement terms, The Impact Group 
will operate as ValleyCrest Landscape Main-
tenance. Impact Group President Ray Keenan 
and Vice President Bob DeFrain will assume 
responsibility as ValleyCrest vice presidents 
and oversee maintenance operations in Delray 
Beach, Miami, Ft. Lauderdale and West Palm 
Beach. "Although the maintenance industry is 
still fragmented, following the late 1990s roll-
up activities, we believe the opportunities for 
strategic acquisitions remains strong," said Ri-
chard Sperber, president, ValleyCrest Cos. 

(continued on page 24) 

PROMOTIONAL 
PRODUCTS 

Posting Signs 
Custom Lawn Signs 

Variety of Sizes & Colors 
I or 2 Sides 

Choice of 2 Stakes 

Shop Our Website 
rndsign.com 
Phooe for o catalog 

Signs 

800-328-4009 

The Leader 
In Service Software 
CLIP Products can help you be 
the Leader in your industry 

K r S J CZ/P has partnered with 
QUH7BO<+', QuickBooks to introduce qCLIP 

qCLIP Classic 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. qCLIP Classic is an extension of 
CLIP Visual Classic. qCLIP Classic is an ideal 
companion to QuickBooks if your company is set 
up in QuickBooks and you would like to automate 
some of its operations. 

qCLIP Pro version is one step above qCLIP Classic. 
aCLIP Pro works directly with QuickBooks as well as 
having the expandability of CLIP Visual Pro. 

CLIP Connect CLIPtrak 

Call 800-635-8485 today for more 
information or see your local 
Toro dealer for a demo CD 
www.clip.com 

Leading Today's Technology 
15 Years and Counting 

XiOi 
It's about time. 

APRIL 2003 2 1 

http://www.clip.com


I N T R O D U C I N G T H E P O W E R F U L A N D S U R P R I S I N G L Y O U I E T G M C ® S I E R R A ? 

Jackhammers. Bulldozers. Impatient foremen. There's enough commotion on the job site without your truck 
adding to it. So our engineers designed the GMC Sierra to provide some peace and quiet. This impressive 
pickup offers a choice of incredibly powerful yet surprisingly quiet engines. Like the optional DURAMAX™ 6600 
Turbo Diesel V8 that delivers 300 hp @ 3000 rpm and 520 Ib-ft torque @ 1800 rpm. It offers exceptionally 
smooth, quiet operation, thanks to an innovative deep-skirt block design and common rail fuel injection that 
helps control noise, vibration, and harshness. Even the available Allison® transmission is engineered for smooth 
shi f t ing and equally quiet operation. The newly redesigned GMC Sierra. You should hear what you're missing. 
For details, visi t gmc.com or call 1-800-GMC-8782. 

1 8 0 0 • G M C • 8 7 8 2 ® W W r G M C . C O M WE ARE P R O F E S S I O N A L GRADE: 





(continued from page 21) 
SERVICE SOLUTIONS 
Create Client 
Cue Cards 
Convinced that all customers are clueless? 

Before grumbling and groaning at their 
renewal rejections, contractors should con-
sider whether or not they're educating them 
on how to wisely purchase landscape ser-

vices. Sure, clients know when the price is 
right - but do they know how contractors 
figure the rates, and what costs they must 
include so that they can afford to show up 
on their properties next year? Probably not. 

Contractors who help clients understand 
exactly what they are purchasing when they 
sign on for services might find that client 
hesitation lifts when it's time to check that 
"Yes" box the next season. 

SELF-PROPELLED TURF APPLICATOR 

FEATURES 
• 5,000 square feet/ minute 

productivity 
• 240 lbs dry, 36 gallons liquid 

capacity 
• Hydrostatic Transmission, ZTR 
• Balanced design with weight 

concentrated over drive wheel 
for exceptional traction and 
stability 

• Exclusive ground drive fertilizer 
metering system provides 
correct rate regardless of ground speed 

• Joystick controls for the on-the-fly functions (spray control, foam marker) 
• 10' power folding 3-section boom with spring breakaway and individual 

section selector valves 
• Speed sensitive spray rate control 
• Foam marker provides a temporary visual record of the application eliminating 

skips and overlaps. 

^ r e g i o n 
lark 

SPRAYING 
E Q U I P M E N T 

PO Box 8, Le Roy, NY 14482 
800-706-9530 585-768-7035 FAX 585-768-4771 

Kevin Kehoe, industry consultant, 
KehoeGuido Co., Laguna Niguel, Calif., 
suggested listing six questions on the back 
of customer contracts to aid in this educa-
tion process. These queries inform cus-
tomers about essential qualities their land-
scape service providers should boast. 

Kehoe advised posting a headline on the 
top of this list, which should appear on the 
back of contractors' bids or contracts that 

Hal White 

At Rain Bird, Ron 
Wolfarth rose to the 
position of director, 
commercial division, 
Steve Sharp took 
on the position of mar-
keting manager for the 
contractor division, and 
Stan W a g a r w a s 
named director for the 
landscape drip division. 

Agrisel USA appointed David 
Warman to director of marketing. 

As Toro's new residential/commercial 
sales director, Jim Lohan succeeded 
Mike Ochoa who advanced to the po-
sition of director, commercial business de-
velopment. 

Hal White joined Wright Mfg. as 
director of sales and marketing and will 
work to expand the company's dealer/ 
distributor network. 

John Deere Landscapes pulled 
Brian Day back into the green indus-
try, appointing him southwest regional 
vice president. Day will focus on strate-
gic growth in Arizona, California, Nevada 
and southern Utah. 

Rebecca Evans accepted the posi-
tion of marketing communications man-
ager for the professional turf and ornamen-
tal group at BASF. 

RedMax promoted Tommy 
Tanaka to manager of marketing and 
Dustin Patterson took a position as 
sales manager for the central region. 

Sam Chandler was named North 
American horitcultural sales manager for 
Dosmatic U.S.A./International. 

Biosafe announced two new additions 
to their sales department Michael 
Hare joined the company as Florida sales 
representative and Daniel Nece came 
on as Mid-Atlantic sales representative. 



reads, "Protect Your Investment." Call at-
tention to the fact that ignorance can burn a 
hole in their pockets, and clients who don't 
understand what they buy will lose money. 
Then, provide customers with this list of 
questions to mull over when they consider 
any service provider: 

1. Did your service provider spell out 
service specifications? Is there a contract? 

2. How many years has the company 
been in business? 

3. Is the company licensed? 
4. Does the company have insurance? 
5. Does the company hold appropriate 

certificates? In what areas are they certified? 
6. Does the company provide a warranty? 

NEWS OF NOTE 
GIE Media Boosts 
Online Integrity 
CLEVELAND - GIE Media, parent com-
pany of Lawn & Landscape, took legal action 
to ensure the integrity of its message boards. 

Recognizing that the message boards 
have the potential to be abused, GIE Media 
included a "Terms of Use" policy - a code of 
conduct that all message board participants 
must follow - in its Web site since its incep-
tion in 2000. 

GIE Media recently took steps to further 
protect its users from abusive participants 
by filing a lawsuit in U.S. District Court 
against a participant on one of its Web sites. 

In the past two years, the PCTOnline 
Message Board had been disrupted by an 
individual violating the "Terms of Use" 
policy. Several PCT Message Board users 
who were offended by the behavior stopped 
participating on the message board. 

The GIE Media, acting in accordance with 
the "Terms of Use" policy, took action by 
deleting said individual's offensive posts, 
informing him of his violations, and block-
ing his IP address. Despite being banned 
from the board, the individual regained ac-
cess to the service by signing up for user 
accounts with false e-mail addresses. 

After several written warnings, GIE Me-
dia filed a lawsuit in U.S. District Court on 
the grounds that the individual's offensive 
exchanges cut traffic to the Web site and as 
a result negatively impacted advertising rev-
enue and sopped up valuable staff time re-
quired to bar him and his comments. 

Upon being served with the lawsuit, the 

Onlhej 
Bayer Environmental Science - www.bayerprocentral.com 
Gillman-Rose Landscape Architects & Contractors - www.gillmanrose.com 
Three-Z - www.three-z.com 
Nature's Expressions - www.naturesexpressions.net 
ProHort - prohort.ifas.ufl.edu/index.htm 

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

M A S T E R THE POWER AND BEAUTY 
OF WATER WITH AQUAMASTER® 

All AquaMaster" products are available in both 60 and 50 Hz, from 
1/4 to 25 HP, in whatever voltage you require. With thousands of 
successful projects around the world, we know you'll be pleased with 
your AquaMaster® product's performance. Choose AquaMaster® 
Fountains and Aerators for quality, dependability, beauty and 
guaranteed long life performance. Let us help you Master the Power 
and Beauty of Water... we guarantee it! 

•7 ^ 
S C (Ml) LISTED C € Superior Aquatic Management Systems ^ M42; 

1 6 0 2 4 CTH X, Kiel, W1 USA 5 3 0 4 2 • 1 - 8 0 0 - 6 9 3 - 3 1 4 4 • FAX 9 2 0 - 6 9 3 - 3 6 3 4 
www.aquamasterfountains.com • aquamaster@nigrelli.com 

http://www.bayerprocentral.com
http://www.gillmanrose.com
http://www.three-z.com
http://www.naturesexpressions.net
mailto:nwisniewski@lawnandlandscape.com
http://www.aquamasterfountains.com
mailto:aquamaster@nigrelli.com


defendant immediately signed an Agreed 
Order to: 1) permanently refrain from ac-
cessing directly or indirectly the PCTOnline 
Message Board, and; 2) permanently refrain 
from threatening or harassing any of the 
shareholders, officers, employees, or con-
sultants of the PCT Media Group. 

In exchange, GIE Media dismissed, with-
out prejudice, its complaint against the ac-
cused offender. The Agreed Order was 
signed by Judge Lesley Brooks Wells in 
Cleveland on Jan. 27. 

"Although taking legal action seems like 
an extreme measure, GIE Media is steadfast 
in its belief that all of our message board users 
and employees be protected from Internet 
harassment and personal attacks," said Ri-
chard Foster, GIE Media president. [Q 

Correction 
An incorrect photo was placed with the text for 
Caterpillar's Landscape Tiller new product on page 
116 in January's Lawn & Landscape. The photo is 
of a Caterpillar 303CR Mini Hydraulic Excavator. 

NOTE: Every 

month, 

industry 

consultant 

Jack 

Mattingly 

will offer 

suggestions 

on key tasks 

for 

contractors 

to focus on. 

Here are his 

April 

thoughts. 

Now is a great time to draft job descriptions for every position in your 
company. Do not take this lightly - employees will take their descriptions "to 
the bank." Start by involving employees in listing their job duties by having 
them write their own descriptions and sumbitting them to you for review. Other 
management personnel also may help in doing the same for their subordinates. 

Categories to consider for description: 
Essential capabilities 
Field procedures 
Sales 
Administrative 

t V Position summary 
Cc Management 

Quality control 
^ Client relations 

Performance Supports 
You won't use all categories for each job description. Pick the appropriate 

ones and then itemize the description of your expectations for each position. 
Now you have job descriptions to share with employees and assist in their 
understanding of your expectations. 

Jack Mattingly is a green industry consultant with Mattingly Consulting and can be 
reached at www.mattinglyconsulting.com or 770/517-9476. 

• • .. ' i ' i - c . 

The Most Advanced curbing machinery in the world! 

Add Concrete Landscape Curbing 
to your services! 

Two Year 
Warranty 

Many Forms Included 

Generate 
Huge Profits 
in this booming 
new industry 

Edgemaster 
comes in 

Honda Gas 
or Electric 

Models 

Own Your Own Money Machine! 
Curbworid specialized in providing you with a wide range of choices in 
curbing machinery. Design your own curbing system from the ground up 
with the help of our qualified and experienced curbing professionals 

866'287~5923 • www.curbworld.com 

Michael Fiore 

Ph: 847-681-8442 Fax:847-432-7817 

Portable Sprayers 
Turn your walk-behind mower into a 
self-propelled sprayer in minutes! 

• Mounts easily in minutes - all you 
need are two nylon straps 
(not included) 

• 48" boom that will spray 
approximately 3/4 of an acre 

• 17 gallon V-tank keeps the spray solution 
in the bottom of the tank so you can spray to the last drop 

•Can handle all liquid chemicals Including wettable 
powders 

• Designed by a 
professional in the 
Landscape Industry! 

Only $1,100.00 
Call and order today 

shown - 847-681-8442 
mounted 

http://www.mattinglyconsulting.com
http://www.curbworld.com
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Install Confidence:" Install Rain Bird® 5000 Plus 
Rotors with Stream Control" Technology 
Unlike the competition that uses a flow-stopping "poppet" device that creates excess friction loss and 
water turbulence in the rotor, the Rain Bird 5000 Plus rotor with Stream Control Technology features an 
unobstructed flow path. The competitive advantages this technology provides include: 

• Superior stream efficiency combined with flow shut-off capability 

• Enhanced Rain Curtain" nozzle performance with greater radius range and lower flow 

• The ability to turn on or turn off the water flow at the rotor without sacrificing nozzle performance 

The 5000 Plus assures optimum rotor efficiency and convenience. Install Confidence. Install Rain Bird. 

R a i n ^ B i r d 
For more detailed Stream Control Technology information, visit www.rainbird.com/rbturf/products/rotors5000plus.htm. 

http://www.rainbird.com/rbturf/products/rotors5000plus.htm


(continued from page 16) 
if he or she is not performing well. 

• Be consistent in your approach. Don't 
create a situation where it appears that you 
bend over backward to create excuses for 
one employee while holding another 
employee's feet to the fire. Define your 
criteria for each level of ranking and use the 
same criteria for every employee. Don't set 
separate criteria for certain employees. 

• Give comments. A number used to rank 
an employee's performance is useless with-
out a written comment. Comments may 
confirm achievements or be constructive 
depending on the nature of the ranking. 

• Make your comments consistent with the 
rankings. Don't give someone a "meets ex-
pectations" ranking if your comment de-
scribes a substandard performance. 

• Be realistic. Don't inflate ratings - this 
only inflates an employee's expectations. 

• Rate the employee's performance, not the 
employee's attitude. Keep your comments 

job related and on the employee's ability to 
perform his or her job. Avoid phrases like 
"bad attitude," "not a team player," and 
other subjective comments. Instead, explain 
the behavior that has created the attitude. 

• Set goals with the employee. Don't just 
criticize a deficient performer, set goals for 
follow up and improvement. Work together 
to create an action plan to help the employee 
in deficient areas. Set a follow-up period and 
be sure to reevaluate the employee at the 
appropriate time. 

• An evaluation should motivate an employee to 
want to improve. The employee should feel 
excited about the challenges and his or her 
ability to meet them. If employees hear only 
about their failures and weaknesses, they'll 
start to believe they can't succeed. Instead of 
striving for improvement, they'll keep a low, 
defensive profile. If employees get support 
and encouragement from their supervisors, 
they'll gain the desire and confidence to keep 
trying. When the supervisors' suggestions for 

improvement bring results - and recogni-
tion - employees are even more likely to 
listen to future suggestions. 

• Eliminate surprises. The evaluation 
should be a "review" of the past year's 
performance. Through previous counsel-
ing and other communications, the em-
ployee should be aware of any concerns 
you might have about their job perfor-
mance. The annual evaluation is not the 
time to "save up" all your complaints and 
"attack" the employee. 

• In preparation for the evaluation, ask the 
employee to review his or her own performance 
and expectations for the future by preparing a 
self-appraisal. They might complete the 
same evaluation form that the supervisor 
uses or may draft a memo or list review-
ing performance strengths and weak-
nesses and future goals. Having the em-
ployee go through the same exercise 
should make it easier for him or her to 
understand the process. 

Buying a new loader? 

ELECTRIC 

Cover it Right! 

Systems 
f rom the 
Pioneers 
of Tarpers 

for Loaders 

* from "" 
- s 1,950 7 

i™ mm i| HI top 
pioneer cover-all 1-800-237-0225 

www.pioneercoverall.com 

MTl R a i n ^ B I R D 

SALE 
5004-PC 

4" Pop-Up 
Complete Turf Rotor 
Top-Adjusting with 
NEW Nozzle Tree 

BEST BUY 
For A 
Turf Rotor 

o* M $8 
Buy The Box 

Call Us For 5004PLUS 

w/min. order 

Order By 1 p.m. 
SHIPS SAME DAY 

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

Pacific Time WWW .SPRINKLERS4LESS.COM 

http://www.pioneercoverall.com
http://WWW.SPRINKLERS4LESS.com
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Ex tended- re lease MESA greens fas ter and 

With methylene urea and sulfate of 

ammonia combined in each tiny 

granule, MESA works immediately 

to provide a rich green color. And 

by slowly releasing its nitrogen, 

MESA lasts considerably longer 

than sulfur-coated urea without 

causing unwanted flush growth. 

lasts l onge r t han SCU. 

So protect your turf with fast acting, 

long lasting MESA. Look for 

Lebanon Pro 25-2-5 with 51% MESA. 

For more information, visit your 

LebanonTurf Dealer, or call 

1-800-233-0628. For a free copy 

of our complete Agronomy 

Manual visit www.LebanonTurf.com, 

and click on promotions, enter 

coupon code LL2043. 

LebanonTurf 
1-800-233-0628 • www.LebanonTurf.com 

http://www.LebanonTurf.com
http://www.LebanonTurf.com


ANNUAL REVIEW 

10 Steps to 
Fuss-Free Color 

Annual flowers can provide landscaped areas with more 

seasonal variety and colorful accents than most plants. In 

fact, color can have more impact on the landscape than any 

other design element - but nothing has a more negative 

impact than a poorly maintained color area. 

Color can be kept fresh by planting it in a well-prepared area 
and providing attentive care. These 10 guidelines from Don 
Wilkerson, professor and extension horticulturist, Texas A&M 
University, College Station, Texas, help contractors with each 
step of seasonal color care and management, from planting to 

deadheading, for greater success. 
1. Begin by preparing the soil. Add 

organic matter to obtain optimum 
aeration, drainage and water-
holding capacity for the seasonal 
color area. Generally, landscape 
beds should consist of at least 50 

Annual flowers like 'Explorer Blue' 

petunia (left) may require pinching 

to maintain a compact shape, while 

impatiens like Cajun Mix (below) 

need deadheading to keep plants 

attractive and discourage disease. 

Photos: National Garden Bureau 

lawnandlandscape.com 
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percent organic matter for best results. In addition, 
raise bed areas to a minimum of 4 to 6 inches to avoid 
"drowning" during rainy weather. 

Soil analysis also may be useful in determining the 
overall chemical characteristics of the medium. Most 
annuals and perennials prefer a pH in the range of 5.5 
to 6.5 for optimum growth. This may require the addi-
tion of dolomitic lime to raise pH or sulfur to lower it. 

2. Add fertilizer to new beds. Select a fertilizer with a 
NPK ratio of 1-1-1 or 1-2-1 and apply according to label 
directions. A normal application rate on new beds is 
generally 1 to 2 pounds per 100 square feet. On 
established beds, obtain a soil test before selecting a 
fertilizer. Normally, 1 pound per 100 square feet is 
sufficient. Spade, rototill or mix until uniform and level off. 

To reduce weeding maintenance, rototill a commercially 
available soil sterilant into the soil about three weeks before 
planting. Then just before or immediately after planting, 
apply a pre-emergent herbicide labeled for ornamental use 
and leave it undisturbed on the surface. 

3. Hold off on 
planting. Most 
spring annuals 
can'the planted 
until after the 
danger of kill-
ing frost has 
passed. In fact, many warm-season plants, such as periwinkles 
and caladiums, cannot tolerate cool soil temperatures. In this 
case, delay planting until the medium reaches 70 F. 

4. Water and mark beds for planting. Just before planting, 
water the plants in their containers. Ideally, the landscape 
bed also should be moist. If the soil is dry, water the plants 
thoroughly immediately after planting. 

When planting time comes, mark the beds based on 
specified planting distance. Pack material is generally placed 
on 4- to 8-inch centers. Jumbo packs and 4-inch materials are 
frequently planted on 12- to 14-inch centers. 

5. Dig hole, plant and fertilize. When planting, dig a hole 
slightly larger than the root ball, set the plant in place at the 
same level at which it was growing and carefully firm soil 
around the roots. New plants will need to be watered well 
after planting and afterwards until they are established. 

Apply soluble fertilizer high in phosphorus after plant-
ing. A fertilizer, such as 20-10-20, mixed at the rate of .5 
pounds per 100 gallons of water will cover 400 square feet. 
Do not apply fertilizer to dry soil. 

6. Add mulch. Adding a 2- to 3-inch layer of mulch creates a 
decorative look, reduces weeds and conserves soil moisture for 
better growth. Try organic mulches, such as bark chips, pine 
needles, shredded leaves, peat moss or hulls. The following 
year, mix in the mulch to enrich the soil before planting. 

7. Avoid too much fertilizer. Too much fertilizer can cause a 
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Color makes a big 

splash in the 

landscape, but not 

if it is poorly 

maintained. Keep 

annuals like pansies 

and 'Cornette Mix' 

snapdragons (left) 

looking their best 

by pinching back 

after planting or 

first blooms to keep 

them free flowering. 

Photo: National 

Garden Bureau 

buildup of soluble salts in the media, damaging 
plant roots. Check soluble salt levels regularly 
to make sure you are not overfertilizing. 

8. Water less frequently. Deep, infrequent 
watering is generally better than frequent, light 
watering because the former encourages deep 
root growth. Don't allow plants to remain for 
extended periods in puddles of standing wa-
ter because this encourages root diseases and 
overwatering symptoms, such as yellow leaves. 

Water annuals about as often as turf. When 
annuals need less water than the surrounding 
turf, using raised flower beds will improve 
drainage and reduce the chance of overwatering. 

Keep foliage dry if at all possible during 
watering. Soaker hoses work best, but if over-
head sprinklers must be used, water disease-
prone annuals as early as possible in the day 
so the foliage will dry off before night, re-
ducing the chance of disease. 

9. Don't fuss over the flowers. Many annuals 
require little additional care - their flowers fall 
cleanly from the plant after fading and do not 
need to be manually removed. Others, like 
marigolds, geraniums, zinnias, calendula and 
dahlias, require deadheading. Deadheading 
not only keeps plants attractive but also dis-
courages disease and prevents plants from 
going to seed. This can be done with pruning 
shears or sometimes with fingers. 

A few annuals, primarily petunias, snap-
dragons and pansies, may need to be pinched 
back after planting or after the first blooms to 
keep them compact and free flowering. 

10. Use proper cultural practices. Disease-
prone species require good air circulation 
and dry foliage. When this can't be done, use 
fungicide treatment. 

Various pesticides can control the most 

common insects, such as aphids, whitefly or 
spider mites. Mites and whitefly are less of a 
problem when plants are watered properly. 

High temperatures increase insect popu-
lations, requiring more frequent pesticide 
treatment. Use caution with pesticides - al-
ways read the label before use. 

Weeds may appear, even though mulch 
and pre-emergent herbicides are applied. Be 

sure to remove weeds as soon as possible so 
they do not complete for water and nutrients. 

Follow each of these 10 steps and select 
well-adapted varieties and landscape beds 
will flourish. - Ali Cybulski ID 

The author is Contributing Editor of Lawn & 
Landscape magazine and can be reached at 
acybulski@lawnandlandscape.com. 

TRUTH IS, no other equipment even 
comes close for performance, reliability 
and state-of-the art capabilities. You 
see, we invented hydroseeding over 
50 years ago. Today we're the world 
leader in hydroseeding technology 
and customer satisfaction. 

Learn before you buy. Call and talk 
with a FINN HydroSeeder expert. 
No one is more qualified to help you 
grow your business. Because your 
business success is built on results, 
and that's what we deliver. 

SMARTER WAYS TO WORK 

1-800-543-7166 • www.finncorp.com 
9281 LeSaint Drive, Fairfield, OH 45014 

mailto:acybulski@lawnandlandscape.com
http://www.finncorp.com
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You can count the number of applications on one finger. 



It sounds like a big idea, but it's simple. Just one application of Barricade® prevents crabgrass for an entire season. No other 

pre-emergent herbicide works as long or as effectively. Stop worrying about repeat applications and breakthroughs. And 

start worrying about how you'll handle all the repeat customers. For more information on Barricade, call 1-800-395-8873. 

r 
* Barricade 

Herbicide 

www.syngentaprofessionalproducts.com 
Important: Always read and follow label instructions before buying or using the product ©2003 Syngenta. Syngenta Professional Products, Greensboro, NC 27419. Barricade* and the Syngenta logo are trademarks of a Syngenta Group Company. 

http://www.syngentaprofessionalproducts.com


Decorative gar-

den statues and 

carefully pruned 

ornamentals set 

the stage for a 

Renaissance-era 

landscape that 

compliments the 

residence's 

architecture. 

Photo: Lambert 

Landscape Co. 

^mVotes 
PROJECT: Italian Renaissance Garden 
LANDSCAPE COMPANY: Lambert Landscape Co. 
DESIGNER: Paul Fields 
PROPERTY SIZE: 1 acre 
PROJECT TIME: Eight months 
PLANTS INSTALLED: Magnolia Claudia 
Wannamaker, crape myrtle, Brodie juniper, Azalea, 
boxwood, lavender, East Palatca holly, Gardenia 
radican, roses, herbs and other perennials 
PROJECT COST: Not Available 
AWARD: ALCA Judge s Award 

backyard 2Vi feet and introduced limestone retaining 
walls around those areas," Fields described, noting 
that a masonry, stucco wall around the property's 
perimeter created access challenges and materials had 
to be lifted inside the walls with a crane. 

For one Texan, the third time - not the first - was the 

charm in finding a design that complimented a home's 

distinct, Italian Renaissance character. 

"The home was fairly new and it had been land-
scaped twice by two other companies, and neither 
one had given them the look they were wanting," 
noted Paul Fields, vice president and director of 
design for Lambert Landscape Co., Dallas, Texas. 

Previous plantscapes just didn't fit the structure's 
fashion, Fields explained, adding that the Highland 
Park, Texas, home, constructed of limestone, needed 
an axial connection from the front yard to the back. 
An open foyer offered an opportunity to join the 

indoors with the landscape. 
Another goal - setting the scene with 

established plant material. "The client 
wanted the landscape to have a feeling 
that the garden had been there for some 
time," he described. "That was achieved 
by the material and the detailing as well 
as the size of the plant material." 

IN STYLE. Geometry played a signifi-
cant role in design planning. Lambert 
incorporated parterre gardens and care-
fully pruned shrubs typical of the Italian 
Renaissance era. 

"The site was level, so to give it an 
Italian feeling, which includes terraced 
gardens, we excavated and lowered the 

"You couldn't just drive in a piece of equip-
ment," he remarked. This impacted man-hours to a 
degree - Fields spent three months designing the 
project and installation took eight months. 

Sticking to style, again, Fields emphasized the lime-
stone material in the home by using it in retaining 
walls. "In the change in grade between the different 
terrace areas, instead of traditional steps there are grass 
steps," he noted, adding that the riser between the 
grass steps is limestone. "It's a unique transition 
between the spaces." 

The series of gardens is connected with aisles of 
crape myrtles, and existing Pennsylvania bluestone 
laid in a herring bone pattern forms stepping stones 
that connect the walkway to the pool area. The effect is 

a fluid line from the front yard, 
through the foyer, into the 
backyard grotto and pool area. 
"We tried to link the house to 
the grotto area through the 
landscape," Fields noted. 

Plant material enforces this 
connection. The parterre gar-
den was constructed of clipped 
boxwood. Terra cotta contain-
ers overflow with lavendar and 
an alley of East Palatca holly 
lines one side of the property. 
Brodie junipers pruned like 
columns screen utilities and 
the neighboring yard. 

Since the plant material 
was mature, much of it was 
obtained from New England, 

(continued on page 36) 



R I D E T H E 

E M Wave3 Blue Spreading 
Petunia PAS97502 

Mr 

f . 

3 Easy Wave White 
Spreading Petunia PAS223721 

r V - -r^f^^fHt 

•J" • 1 

M Tidal Wave® Silver 
Hedgiflora Petunia PAS97287 

Ride The Wave® petunias. 
Fill in fast...spread 3 to 
4 ft...low maintenance... 
take all kinds of 
weather...showy colors. 
Great in containers too. 
Call your grower to order 
or Ball for more info. 
630 231-3600 
Fax: 630 231-3605 
Wave-Rave.com 

Ball is a registered trademark ot Ball Horticultural Company in 
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(continued from page 34) 
South Carolina and Florida, all of it adapt-
able to the Texas climate, Fields assured. 
"Some of the magnolias we installed were 20 
to 25 feet tall," he said. 

Furthermore, 100-degree temperatures re-
quired extra installation care, he noted. "We 
had a week where we were in excess of 110 
degrees some days and we were trying to plant 

A parterre garden and rows 

of Brodie junipers pruned 

like columns contribute to 

the property's Italian 

Renaissance flair. Photo: 

Lambert Landscape Co. 

Specialized forms 
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the trees," Fields described. "That was very 
stressful. We built canopies over some of the 
trees and installed misting systems in the tree 
tops to keep them cool until they were accli-
mated. Those were 10- to 12-inch caliper trees 
that were 30 to 35 feet tall." 

FINAL TOUCHES. Polishing the Italian 
Renaissance look called for the "little things" 
- statues and final touches that finish off the 
design and enhance the property's aesthetic 
appeal, Fields said. 

Early 19th century garden statuary - a set 
of four-season sculptures, in particular - lend 
an extra design touch. In the front yard, an 
existing driveway was replaced with a large 
motor court, composed of three different types 
of limestone arranged in a traditional Italian 
tumbling block pattern that resembles a three-
dimensional cube. The perfect polish for this 
feature: "We swept garniere sand and com-
post in between the stones and we are grow-
ing thyme and dichondrin there to soften the 
look," Fields described. 

Also in the front, the crews carved a re-
taining wall out of the hillside and built in a 
bench carved from limestone. 

To top it off, Lambert Landscape Co. sub-
scribes to organic installation and mainte-
nance practices, avoiding synthetic fertiliz-
ers, Fields commented. "We have our own 
unique blend of organic amendments that 
consists of a lot of sand, horticultural corn-
meal, Texas greensand and organic fertil-
izer," he listed. 

These details and attention to the home's 
architectural time setting mesh, forming a 
perfect fit. "Visualize a long access with one 
end being the bench," Fields illustrated. "You 
can stand at that one end of the property and 
look all the way through the house to the 
other end." - Kristen Hampshire ID 

The author is a Contributing Editor to Lawn & 
Landscape magazine, and she can be reached at 
khampshire@lawnandlandscape.com. 

mailto:khampshire@lawnandlandscape.com


Your next skid steer 
Might not be a skid steer 

Now there's a better alternative to 

ordinary skid steer loaders - ASV 

Posi-Track™ All Surface Loaders. 

The entire line of ASV machines 

is designed to work productively in 

a wider range of jobs and conditions 

than ordinary skid steer loaders, 

giving you an outstanding competi-

tive advantage. Each model features 

an advanced rubber track undercar-

riage with suspension that dramati-

cally improves traction, operator 

comfort and overall productivity. 

ASV's proprietary rubber tracks are 

the most durable and time-proven 

available - they're the only rubber 

tracks backed by the industry's best 

warranty. 

ASV machines also give you a 

longer track/wheel-base for more 

R-Series Posi-Track RC-30 RC-50 RC-100 

Power, Gross (hp): 31.5 50 99.5 
Operating Capacity* (lb): 800 1,500 3,800 

Ground Pressure (psi): 2.5 2.7 3.5 
Travel Speed, max. (mph): 6 8 10 

stability, higher ground clearance 

for better maneuverability and lower 

ground pressure for working on soft 

or sensitive surfaces. 

To learn more, see the full line of 

Posi-Track™ equipment at your 

local ASV Dealers. Find your 

nearest ASV dealer or get more info 

about the R-Series at www.asvi.com. 

Work Hard. 
Tread Light. 

AS V Inc. 
840 Lily Lane 

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

ASV is an affiliate of Caterpillar Inc. 

http://www.asvi.com


ELM ENEMIES 

Leaf Beetle 
Basics 

In the Midwest, the elm leaf beetle 

is found wherever elm trees 

grow. Although all elm species 

are subject to attack, the beetle 

prefers Chinese elms and avoids 

the Wilson variety. Trees grow-

ing in urban areas are usually 

more heavily infested than those 

in forests or woods. 

Leaf beetle eggs are bright yellow and spindle-shaped, 
and they are laid in clusters of five to 25 on the underside 
of elm leaves. Resulting young larvae are black and slug-
like, while full-grown larvae are about 14-inch long, dull 
yellow with black heads, legs and hairs, and a pair of 
black stripes along the back. 

The adult beetle is somewhat oval and about U-inch 
long. When newly emerged from the pupal stage, it is 
light yellow with a black stripe along each outer margin 

An adult elm leaf beetle rests on a leaf. In mid-May, overwintering beetles 
release eggs underneath leaves. One week later, the eggs hatch and larvae begin 
to feed on leaves for two to three weeks. Only leaf veins remain after feeding. 
Photo: Gerald Lenhard, Louisiana State University 

A larger beetle larva rests on 
this elm leaf, showing typical 
feeding damage - a leaf skeleton. 
Photo: Gerald Lenhard, 
Louisiana State University 

of the back. As the beetle ages, 
the yellow color dulls to an 
olive green, and the black 
stripes become less distinct. 

The adult elm leaf beetle 
passes the winter in protected 
places, like under rough bark, in 
cracks and crevices or in build-
ings, including houses and, es-
pecially, attics. 

Starting about mid-May, 
overwintering beetles deposit 
their eggs on the underside of 
leaves. These eggs hatch in 

about a week, and the larvae feed on the underside of the 
leaves for the next two to three weeks. Only the veins and 
upper surface are left, giving leaves a skeleton-like ap-
pearance. Heavily infested leaves turn brown as if 
scorched by fire. 

When full-grown, elm leaf beetle larvae crawl down the 
trunk or drop to the ground and pupate at the tree base or 
in bark crevices. The adults emerge in about 10 days (during 
July), feed again on the elm leaves, and lay eggs for a second 
generation. Adults from this second generation hibernate 
unless the weather is warm enough for a third generation. 

The first generation insects do most of the tree damage. 
Defoliated trees may grow new leaves the same season, but 
this second leafing becomes subject to attack by second-
generation beetles. 

Beetle-feeding alone will not generally kill an elm 
tree. However, severe feeding will weaken a tree, making 
it more susceptible to attack by other insects and dis-
eases, especially Dutch elm disease. Although the elm 
leaf beetle does not carry this disease, the elm bark 
beetle, which attacks weakened trees, does. Even with-
out secondary attack by other insect and disease pests, 
repeated elm leaf beetle damage may eventually weaken 
trees to the point of death. 

Spraying of infested trees should be timed to kill the 
young first-generation larvae and, later, the second-genera-
tion larvae. Lawn care operators also can control elm leaf 
beetles by injecting a systemic insecticide into the soil around 
the tree roots in late May or early June. - Timothy Gibb ID 

The author is extension entomologist, Purdue University Coop-
erative Extension Service, West Lafayette, Ind. 



How do we know we are 
hitting the mark? 

WE ASK. 

f j ...of all 
people 

who purchased an Exmark would 
recommend our brand to a friend or peer.* 

w w . e x m a r k . c o 

A NICE STATISTIC, 
BUT NOT GOOD 

ENOUGH. 
Know this, Exmark is at work 

right now evolving its products 
and support services—and 
will continue to do so until 

that statistic reads 100%. 
From our perspective, 

anything less is unacceptable. 
* Results based on overall surveys returned 

by Exmark customers in the year 2001. 



Post-It Power 
Three years ago, Derek Blumberg was trying to 

come up with a way to let clients know when 

Savage, Minn.-based Quality Seasons visited 

their properties to perform services. 

Many contractors, as well as consumer ad-
vertisers and local politicians, use door hang-
ers, so Blumberg felt they wouldn't standout to 
his residential clients. 

"Door hangers aren't immediate anymore," 
Blumberg said. "I think homeowners think of 
them as advertising, and when they see one they 
don't run to the door to see what it is." 

But Blumberg remembered what does pro-
vide customers with an urgency to rush to the 
door - Post-It notes, such as those used by post 
offices to inform homeowners of awaiting pack-
ages or missed visits - so he implemented their 
use in his company three years ago. 

The top of the note, which is larger than a 
typical desk Post-It note but smaller than a tradi-
tional door hanger, says, "We visited your prop-
erty today." Quality Seasons technicians need only 
fill in the date and check off the service performed. 
Then they affix the note to the most likely client 
access point, such as a front or side door or near 
a mailbox. The Post-Its won't stick to wood, so 
technicians make sure to apply them to metal, 
glass or other smooth surfaces. "The Post-It pad 
stays neat in the truck - it's not a crumpled piece 
of paper in a door," Blumberg added. 

And while door hangers cost between 4 to 8 
cents each due to their larger size and circular 
cuts, post-it notes cost only 1.4 to 2 cents per 
note. To keep costs down even more, Blumberg 
prints notes in bulk - ordering 5,000 at one time 
- and uses a one-color design on colored paper 
to make the note look more like a two- to four-color piece. 

"The Post-It notes help to build our accountability with 
clients as well," Blumberg said. "Instead of getting a bill 
two weeks after fall cleanup when more leaves have fallen 
and clients forgot you were there, the Post-Its act like 
receipts to help clients know when we were there and what 
we did on their properties." 

LAWN LANDSCAPE SNOW 

Where Quality is Always in Season!'" 

We visited your property today! 
Date: 
We performed the following service(s) checked below: 

• Spring Clean-up 
• Weekly Mowing 
• Shrub Trimming & Pruning 
• Weeding & Bed Maintenance 
• Fall Clean-up 

i 
* Qu • Holiday Lighting Installation/Removal 

i 
* Qu 

a Snow Plowing/Shoveling 
" v 

| 

ec 
c • Ice Melt Service/Delivery: # Bags 

" v 

| 

ec 
c 

• Roof Raking 1 
c • Sanding & Salting Service Qu 

m • Other H 
If you have any concerns regarding 

our visit please call us ASAP. 
(952) 895-8200 

h coachus@qualityseasons.com 
www.qualityseasons.com 

Our Mission: Never settle for anything less 
than the best for our clients and ourselves! 

Also, since the note lists other services the company 
offers - not just the one the client currently receives - it 
acts as a soft marketing message, Blumberg pointed out. 
- Nicole Wisniewski III 

The author is Managing Editor o/Lawn & Landscape magazine 
and can be reached at nwisniewski@lawnatidlandscape.com. 

mailto:coachus@qualityseasons.com
http://www.qualityseasons.com
mailto:nwisniewski@lawnatidlandscape.com


BANDIT'S POPULAR 2680 AND 3680 BEAST 
RECYCLERS ARE NOW A VAILABLE WITH AN 

OPTIONAL THROWER 
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Call TodaV 
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Quickly and easily load chip vans or chip trucks 

As compact as a whole tree chipper when working 
from city streets or land clearing sites 

Take the Beast back to the yard to convert chips into 
high value mulch 

Charge others to dump their tree waste on your site 
and convert it into high value fuel and mulch 

THE BEST PART: Bandit s Beasts will produce high 
value end products including wood fuel and mulch 

BANDIT INDUSTRIES, INC. 

W0#11351 

6750 MILLBROOK ROAD • REMUS, Ml 49340 
PHONE: (800) 952-0178 OR (989) 561-2270 • FAX: (989) 561-2273 

E-Mail: sales@banditchippers.com • Website: www.banditchippers.com 
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by Bob West 

Jeff Bowen owns Images of Green, a landscape company based in Stuart, Fla., 

catering to high-end residential homeowners and homeowners' associations. This 

year, the company's eighth full year, it should approach the $2-million mark. And 

no one is more surprised by all of this than Bowen himself. 

When he went to work for his father at T.W. Bowen Landscaping on Chicago's 
ritzy North Shore back in the 1970s, he wasn't necessarily chasing a future in the 
landscape industry. In fact, he describes himself back then as a "20-year-old who 
wasn't focused on his future or his career." 

Bowen still sought and found employment throughout the next two decades, 
in a career that took him to Florida, then back to Chicago and, ultimately, back to 
Florida. Along the way, he kept picking up ideas and learning lessons that serve 
him well today, even though he wasn't necessarily filing them away for eventual 
use in his own business. 

Bowen isn't a 20-year-old any longer. Instead, he's a husband, a father and a 
business owner, and he's most certainly focused on his future and his career. 

ILLINOIS TO FLORIDA - TWICE. Jeff Bowen's first landscape lessons came 
courtesy of his father, a man who may have been short on praise but who possessed 
a sound understanding of how to service high-end residential customers. Bowen 

handled a variety of positions in his dad's company before his 
father unexpectedly passed away in the late 1970s. 

Lacking the drive or desire to take over the family business, 
Bowen headed south to work with a large group that spent more 
than three years installing and caring for landscaping at a theme 
park that hadn't even opened yet. His group strove to meet the 
highest standards, and Bowen still recalls his days working at 

Walt Disney World's Epcot Center and Lake Buena Vista with great fondness. "I 
learned about hiring for attitude and training for aptitude," he noted, adding that 
this was critical at a place where most landscaping took place after the park the 
closed at night. "Those are the things that make it such an outstanding company, 
and I think it will be that way forever." 

When his daughter was bom in 1985, however, he and his wife chose family 
over fair weather and returned to the Chicago area. Unfortunately, Disney spoiled 
Bowen, and he struggled to find a landscape job he enjoyed. "I couldn't find 
anything I liked after Disney," he recalled. "I didn't want to be mow-and-go or 
simply production oriented." 

Images 
of Green 
2000 SE Cove Road 
Stuart, FL 34997 
561/781-1406 
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A new operational structure 

and eight straight years of 

growth give Jeff Bowen 

reason to smile. 

Photo: Abbey of London 

IMAGES 
OF GREEN 
HEADQUARTERS: 
Stuart, Fla. 
FOUNDED: 1995 
2002 REVENUE: $1.4 
million 
2003 PROJECTED 
REVENUE: $1.8 million 
SERVICE MIX: 
75 percent landscape 
maintenance, 25 percent 
landscape installation 
CLIENT MIX: 
65 percent condominium/ 
homeowners' associations, 
30 percent high-end 
residential, 5 percent 
commercial 
EMPLOYEES: 28 year round; 
75 percent of whom are 
Hispanic 
EQUIPMENT LINEUP: Nine 
trucks, four enclosed trailers, 
two open trailers, four riding 
mowers, eight walk-behind 
mowers, two utility vehicles, 
four golf carts with utility 
boxes, two ATVs for beach 
cleaning, five trimmers, 
blowers and edgers 

its 

Its 
APRIL 2003 
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ATOTAL SOURCE PACKAGE OF LANDSCAPER EQUIPMENT-
BROAD AREA 
MOWERS 
Available with a 
27 or 34 HP TURBO 
diesel engine, in 61" 
or 72" cutting widths. 

GEAR & HYDRO 
DRIVE W A L K S 
Available with a 
13 to 18 HP Kawasaki 
or Kohler engine, 
in 32" to 52" 
cutting widths. 

\ HEDGE & POLE 
TRIMMERS 
Seven models available 
in blade lengths of 21.5", 
24", 28.5", 30" and 39" 
with reaches up to 13' 
and articulating, 
adjustable cutting blades. 

SMALL, INTERMEDIATE 
& LARGE Z T H MOWERS 
Available with Kawasaki 
or Kohler engines from 18 
to 27 HP, in 42", 48", 52", 
61" and 72" cutting widths. 

DETHATCHERS 
Multi-function 
bagger, seeder and 
dethatchers, available 
with a 5.5 HP B&S 
or Honda engine. 

TRIMMERS 
A N D EDGERS 
Seven pro models with 
powerful 1.2 to 1.5 HP 
engines. Select models 
feature E-Tech® 
high-torque engines. 

SOD CUTTER 
Available with a 5.5 HP 
Honda engine, in an 18" 
cutting width, and 
a variable cutting depth 
up to 2.5". 

AERATORS 
Available with a 3.5 
or 4 HP B&S or Honda 
engine, in 19", 25.5" 
or 36" aerating widths, 
and a variable aerating 
depth up to 3". 

X i r * 
JL % 

C H A I N SAWS 
17 models with HP ranging 
from 2.1 to 8.4, bar lengths 
from 12" to 72", and 
superior Husqvarna features 
and engineering. 

H A N D - H E L D A N D 
BACKPACK BLOWERS 
Available in four models 
with air velocities from 
128 to 190 mph, with 
cylinder displacement 
cubic inches ranging from 
1.5 (25.4) to 3.6 (59.2). 

Industry experts with 
equipment and business tips 
that can help you build your 
knowledge and your profits. 

S P E E D . P O W E R . H A N D L I N G . P E R F O R M A N C E 



LANDSCAPE!* SWEEPSTAKES 
Only Husqvarna offers commercial landscapers 
the Total Source Solution for all their outdoor 
power equipment needs. And now; with our 
Husqvarna "Feel The Power" Londscoper Sweepstakes, 
you could take home our fully loaded londscoper 
truck. Look for details of our Demo Tour hitting cities 
across the U.S. - it's your chance to test drive the 
newest Husqvarna equipment But don't wait to enter 
the Londscoper Sweepstakes - enter online right now 
at www.husqvarnolandscaper.com. 

Get ready to feel the power of Husqvorno's total line 
up of outdoor power equipment at your nearest 
Husqvarna Power Retailer. For the retailer nearest you, 
visit us on-line at www.husqvarna.com 
or call I-800-HUSKY-62. . . 

f -- A •• 
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WANT i t : w i n it. 
IT'S T O U G H . IT'S L O A D E D . A N D 

IT C O U L D BE Y O U R S i 
It's the official Landscaper Truck of Husqvarna - fully equipped 
with the newest Husqvarna outdoor power equipment 
- and we'll be giving it away at the 2003 Green Industry Expo 
in St. Louis, November 5-8! 

This 2004 commercial truck features a full crew cab, 
gas powered engine, automatic, air conditioning, grated flat bed, 
mower ramp and full-size tool rack - and it's loaded with 
Husqvarna equipment, including a Zero Turn Mower, Hydro Walk, 
Backpack Blower,Trimmer, Hedge Trimmer, Chain Saw and Edger. 

ENTER TO WIN 
www.husqvarnalandscaper.com 

See site for complete details 
and a monthly equipment giveaway 

' | ^ m T H E FOREST. L A W N ft G A R D E N 

H ^ R * ® J E Q U I P M E N T OF 

lllll NASCAR 
USE READER SERVICE # 3 8 

(h) Husqvarna 
C 2003 Husqvarna 

http://www.husqvarnolandscaper.com
http://www.husqvarna.com
http://www.husqvarnalandscaper.com


(continued from page 43) 

Ultimately, Bowen landed with a grow-
ing design/build firm based in the Chicago 
area but looking to expand into other mar-
kets around the country. "I ended up with 
The Brickman Group, where I got to work 
with Scott Brickman, his father and even his 
grandfather for a short period," noted 
Bowen, who was hired as a superintendent. 

Working for The Brickman Group 
opened Bowen's eyes to a new side of the 
business - numbers management. "That's 
where I found out about budgets and busi-
ness," he confirmed. "We had amazing bud-
gets at Disney, and at my father's business, 
he ran the company by writing down his 
hours for the day while we ate dinner. My 

"Boss, we have 
a problem..." 

Tell your crew to... 
Point-Click-Send 

"Roger, that. 
Group them here..." 
Mark right on the screen 

Revieiv-Write-Send Back 

1. Point at what you question 
2. Click to take a photo 
3. Send via wireless module 

1. Review remote site in color 
2. Write instructions on photo 
3. Send back to crew 

Get idle crews back to work 
in minutes-even when you're 
miles away. 
PHOTO TREK wireless imaging 
lets you view multiple sites at once! 

No more lost hours as crews wait 
while you drive...and the clock keeps 
ticking. 

No more costly overruns. 

No more guesswork via phone as 
as you try to "picture in your mind" 
what a crew member is trying to 
explain. 

Get a firsthand look-and send 
written instructions without 
budging one inch. 
Advanced PHOTO TREK'wireless 
technology puts picture-perfect job 
site views in the palm of your hand! 

And with P ^ DigiF<nl ^ c v i b W , you 
can draw or write on the photo. Or use 
a blank page for drawing, planning, 
sketching! 

PHOTO TREK "the only wireless digital 
imaging software that allows you to 
efficiently shoot, review and send photos 
with wireless ease, speed and P ^ D i ^ i K n l 
GcvtbW. 

View our website or call now for details. 

www.phototrekwirelessimaging.com 
773.714.7919 

f O j PHOJOTREK 
j r W I R E L E S S I M A G I N G 

Poier Systems. Inc. 
Presidents Plaza O'Hare 
8700 West Bryn Mawr, Suite 800-S 
Chicago,IL 60631 
773.714 7919-FAX 773.714.4910 
Email-infoOposersystems.com 

mom took it from there. So Brickman was a 
whole new experience for me." 

Bowen's Florida experience made him 
unique in the company at that time, so he 
was moved back there when The Brickman 
Group won a maintenance contract for a 
high-end residential community. As super-

(continued on page 48) 

When Jeff Bowen took a hard look 

at his company this winter, he 

saw problems. After being honest with 

himself, he noted that some of these prob-

lems stemmed from trying to convince 

himself that the company was doing ev-

erything correctly. Upon making that real-

ization, he set about dealing with these 

issues to make Images of Green stronger, 

starting with the company's culture. 

"I thought I had a real Hispanic-

friendly culture, but I didn't," admitted 

the owner of this Stuart, Fla.-based com-

pany. "We used to serve donuts and cof-

fee in the morning. Now we serve coffee 

and Mexican breakfast burritos." 

Bowen has also embraced ideas he 

heard other contractors recommend but 

that he discounted as being too simplistic 

before. "Now we've got the flags up 

around the office showing which coun-

tries the guys are from, and the employ-

ees are really buying into this," he en-

thused, adding that 75 percent of his em-

ployees are Hispanic. "These things are 

so simple, but they're working and they 

really make a difference." 

Employee training is also garnering 

more attention these days. "We're retrain-

ing all of our employees on all of our 

equipment," Bowen explained. "Training 

is something we've done, but we haven't 

done it with real compassion and commit-

ment. Now, we train every Wednesday, 

and what we're really doing is working to 

change our culture." - Bob West 

The 
Culture Club 

http://www.phototrekwirelessimaging.com


This Is The Year! 

"PRO Landscape not only saved my time, but as importantly, my customer's time!"-Dean Riccijr.,President,Ricci's Landscape Management. Inc. 

"PRO Landscape makes it easy for my customers to visualize their landscape design." -Robin Freeman, President, Freeman Landscape, Inc. 

PRO 
Landscape 
The Standard Design Software For Landscape Professionals H 

(800) 231-8574 
www.lawnandlandscape.com/prolandscape 

take advanta9e of your Lawn & Landscape discount, have the 
^ IUU promotional code ready when you call to order. Code: LL-2735 

NEW V E R S I O N 9 

EASY TO LEARN, EASY TO USE 
• Video tutorials and free technical support 

CUSTOMIZABLE IMAGE LIBRARY 
• Add your own images to the 3500 included 

CAD OUTPUT VERSATILITY 
• Choose from hand-drawn, pastel, watercolor, or 

photo symbols 

LINKS TO LEADING SOFTWARE 
• Horticopia , AutoCAD , QuickBooks , and Clip 

6 0 - d a y m o n e y - b a c k g u a r a n t e e ! 

C 2 0 0 3 b * Soto»« mc AlrVibrwrved PROUrdxapt is a treden* and O r * 
• a regsierec taoemart of O r * Software Inc. regntortc r t . USA arc o f * a u l v t 

What Are You Waiting For? USE READER SERVICE # 4 0 

S E L L IT! 
Win more bids with photorealistic presentations for your customers 
Up-sell with impressive night lighting views and hardscapes. 

\ ^ 

BID IT! 
Automatically generate estimates and 
reports directly from your plans. 

PLAN IT! 
Eliminate hours at the draw-
ing board with the easiest 
and most comprehensive 
CAD tools in the industry! 

http://www.lawnandlandscape.com/prolandscape


(continued from page 46) 

understand the client or the customer/' 
Bowen explained. "Until then, I just knew 
that I should treat them right because they 
represented revenue." (see The Customer 
Is..., p. 50) 

TAKING THE PLUNGE. Looking for the 
security associated with being your own 

intendent for the project, the education con-
tinued - corporate structure, governance, 
budgets, customer interaction and so on. 

While on this job, Bowen also began a 
relationship with someone he credits for 
teaching him many valuable lessons, a gen-
eral manager who was a key client of 
Bowen's. "Ted Herrle really helped me to 

boss, Bowen opened up the doors of Images 
of Green in late 1995. Three weeks later, he 
had his first contract - a high-end homeown-
ers' community the firm still manages today. 

"I hired someone to help me and the two 
of us took care of that property," Bowen 
recalled. But subsequent jobs didn't all come 
that easily. "We got our first client because 
we knocked on the doors and made the phone 
calls, sent the letters and talked to every 
community manager that I knew. 

"I don't profess to be a good salesperson, 
but I did what I needed to do," he continued, 
talking about a valuable lesson his father 
taught him early in life. "I was just a young 
boy when I was trying to sell something for 
school. I didn't do well, so I came home and 
I was crying. My father told me right away 
that if I was going to let that get me so upset 
that I was going to be in trouble because life 
isn't easy and you have to work hard to get 
the things you want and you can't be afraid. 
That was an important lesson that I've re-
membered to this day." 

Fortunately, more jobs did come along, 
and the company neared $400,000 in sales 
with seven employees after two years. Then 
Bowen realized what he had gotten himself 
into. "Things were going great, but all of a 
sudden I'm telling myself, 'Look at the re-
sponsibility,'" he explained. "It all seemed 
different because I didn't have the support I 
had at Brickman. When people want raises, 
it's my call. When people are problems, 
they're my problems." 

Bowen came to the realization that he had 
to make a decision. "Do I stay mom-and-pop 
like my dad did or do I try to go corporate?" 
he wondered. "We were profitable and we 
were growing, so we decided to go for it." 

BUILDING THE BUSINESS. Bowen knew 
what deciding to "go for it" meant, at least to 
some degree. He set to work creating a bud-
get and putting certain spending limits in 
place. He developed operational systems. He 
formulated a plan. 

"I'm very strict when it comes to growth," 
he pointed out. "I want us to grow into our 
growth. I think I'm a little unorthodox in that 
I'm more apt to hire a person today, pay the 
wages for training and burden to develop 
them into what we want them to be by the 
end of the year, which is when we really need 

(continued on page 50) 

Mowers, Engines, Parts & More 
Dare to Compare our aggressive pricing and excellent 
service with any of the major names in the industry. 
Landscapers Supply is proven choice of professionals 
throughout the country. Try us - you won't be 
disappointed! 

• Full Online Catalog 
• Lowest Prnes 
• Outstanding 

Service 
• Free shipping 

on parts over $200 

Visit us at www.landscapersupply.com 

JJJJJ For your FREE satalog, 
landscapers <aii toii-bee 
Supply 800-222-4303 

http://www.landscapersupply.com


NEED A DECK 
THE SIZE OF AN 

AIRCRAFT C A R R I E R ? 

A range of heavy-duty deck sizes - up to 72" - is just 
one of the many options you can choose from on your 
Yazoo/Kees mower. Featuring an engine with up to 
34 HP, zero turning radius, built-in comfort, and much 
more, every Yazoo/Kees is built to last. Need a mower 
to help your productivity take off? No problem! 

/ / 

Contact your local YAZOO/KEES dealer 
or call 1 -877-368-TURF 

www.yazookees.com 

http://www.yazookees.com


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' l l show you, step-by-step, 
how to: 

• Grow Your Business 
• Maximize Efficiency 
• Cut Costs 
• Get the Job Done Right, 

the First Time 

For m o r e i n f o r m a t i o n 
o n b e c o m i n g a U.S . L a w n s 

f r a n c h i s e e , cal l us a t 

1-800-US LAWNS. 
O v e r 100 f r a n c h i s e d l o c a t i o n s 

o p e r a t i n g in 2 4 s t a t e s . 

Visit us at 

GIE Booth # 2003 

www. us lawns, com 

them. A lot of companies don't worry about 
the people until they have the next job, but 
that doesn't seem organized to me. 

"For example, right now we're looking to 
bring on a senior foreman that we don't need 
until June," he continued. "We may be over-
staffed a little, but that shouldn't really hurt 
the bottom line." 

LOVE 'EM OR HATE 'EM. There's no 
middle ground with homeowners' assodations. 
Landscape companies either love these clients 
and build much of their business around car-
ing for these high-maintenance, demanding 
properties or they shun the idea of taking on 
a job where 200 people consider themselves 
the client. But 65 percent of Images of Green's 
revenue comes from these jobs. 

"You have to have an awareness of what 
your clients want," pointed out Bowen. "I 
simplify this by saying we're the clients eyes. 
We sell personal gardening or landscaping, 
we sell what we see." 

Once this service commitment is reached, 
the benefits to these clients become obvious. 
"These customers know what they want and 
they're willing to pay for it," he pointed out. 
"Yes, it's often a competitive price, but I 
don't mind that. I love bidding work." 

What are landscape companies all 
about? Doing quality work, 

making money and building up people 
are all possible answers, but those 
aren't Jeff Bowen's first answer. "Our 
business is about the customer," 
explained the president of Images of 
Green, Stuart, Fla. "If the customer isn't 
there, then my company doesn't exist." 

Bowen credits Ted Herrle, a general 
manager and current client, for helping 
him learn this lesson. "What he really 
taught me is that kind of respect for the 
client," recalled Bowen, adding that 
Herrle helped him learn how to interact 
with customers as well. 

"We have to communicate differently 
in different situations," Bowen contin-

Bowen learned a valuable lesson about 
homeowners' association's priorities this year. 
"We raised our rates going into this year, which 
can be a killer for you in this market with so 
many price cutters out there," he explained. 
"But it hasn't affected us at all. That just showed 
us how important our level of service is." 

But delivering this service has become 
more challenging as the company has grown, 
and Bowen knows that more changes are 
necessary. After all, he doesn't want to re-
turn to the mom-and-pop mode. 

"At the end of last year, I was uncomfort-
able because I didn't feel like we were as 
efficient as we could be," he recalled. "I 
thought that we had real inefficiencies in our 
systems and operations, but I wasn't seeing 
them, no one else was seeing them and they 
weren't showing up in the profit and loss 
statements because we had such a great year." 

Some warning signs were obvious, how-
ever. Images of Green generally employed 
about 25 people at any one point in time 
throughout 2001, but when the year ended 

ued. "We're relationships builders. The 
happy, gratified client is easy to deal with, 
but what do you do with a client who is 
yelling at you at the top of their lungs? 
You listen carefully and listen for what's 
really bothering them. Usually, it's not 
what they're yelling about." 

Bowen strives to maintain this 
awareness every day. "We have to always 
remember that we have to take [unhappy 
clients] at the beginning of the road and 
get them to the end of the road and make 
sure we keep them as clients," he pointed 
out. "You have to handle them without 
emotion and not get defensive. And that's 
something you show in your eyes, your 
lips, your hands and your body language." 
- Bob West 

The Customer Is 



Steady growth is every company 
owner's goal, and Jeff Bowen is 

no different when it comes to plotting 
out Images of Green's future. Each year 
has been better than the year before, 
and 2002 was the company's first big 
growth year, thanks to one key job. 

1995 - 8200,000 

1996 - 8400,000 

1997 - 8625,000 

1998 - 8690,000 

1999 - 8800,000 

2000 - 8875,000 

2001 - 8995,000 

2002 -81 .4 million 

Growth 
History 

Bowen sent out 67 W2 forms. "We had essen-
tially turned our crews over almost three 
times, and nobody wants that," he admitted. 

Ultimately, Bowen trusted his instinct and 
decided to make changes. After talking to other 
contractors regarding various industry con-
sultants, he brought in Rick Carver to teach his 
managers about Carver's Compass System. 
"Our Hispanic employees call me the big boss 
with many hats, and that fits," Bowen ex-
plained. "But now we're creating a system 
with incentives that we can hopefully use to 
keep our people and help them grow so they 
are trying to take over my job." 

The new program is only months old, so 
Bowen can't evaluate it yet, but he likes what 
he sees thus far. "Our crews are trying to be 
more efficient so they can make more money, 
but they know that everything is quality 
based so they can't ignore that," he remarked. 
"And they're careful about spending money. 
I heard two of our employees talking the 
other day about how one wanted to get a 
new mower, but he didn't want to spend the 
money. I don't want us to hurt our perfor-
mance by not having good equipment, so we 
got the mower, but I love the way they're 
thinking now." 

(continued on page 157) 

When you need 
the green 
but not the growth... 
Whether you need to correct chlorosis or just get the turf looking it's 
greenest , Ferromec® Liquid Iron is the top-rated sprayable iron 
option. Ferromec a s s u r e s t h a t the t u r f under your care is the 
greenest green possible - without the excessive growth associated 
with heavy nitrogen use. 

Ferromec's unique iron/sulfur/nitrogen formula has been proven time 
and time again to produce rapid green-up - usually in just 24 hours! 

• Corrects chlorosis due to iron deficiency 

• Promotes healthy plant growth 

• Avoids problems associated with 
lush growth 

• Economical 

• Green-up in 24 to 48 hours 

Ferromec Liquid Iron 
for fast9 dependable 
green-up - without 
unwanted growth! 

Sp b i / G O R d o n 

c o R p o R a t i o n 
An Employee-Owned Company 

1-800-821-7925 
www.pbigordon.com 

Always read and follow label directions. 

© 2003, PBI/G0RD0N CORPORATION. FeRROMEC is a registered trademark of PBI/Gordon Corporation. 3-2003/11165 

FeRROMEC AC 
L I Q U I D I R O N 

15-0-0 ^ 
P'omol.4 FUptt Tort GrMO-U 

and Dark (Vhh Cofcx 
Comp.lt>* with Moat Turt Can Pr 

^jKiaaaian*. 

L. f p 

KEEP OUT OF 
REACH OF CHN.ODCN 
CAUTION 

g g j - - * 

NET CONTENTS: 2*i U S. GALLONS (9 46 liters) 
NET WITT : 28.75 LBS. 

http://www.pbigordon.com




B a y e r E n v i r o n m e n t a l S c i e n c e 
Now you've got OPtions™. Your custom plan 
for replacing Dursban and Diazinon*. 

Have product restrictions left you feeling, well, 
restricted? OPtions from Bayer Environmental Science 
gives you the freedom of seven replacements — all proven 
in countless trials and in years of use—to deliver consistent 
results that alleviate the risk of callbacks. Let our experts 
customize an OPtions program for you. Because in the 
quest for lush, green turf, less is not more. 

P e l t a S E f f i l 

Quick knockdown, broad-spectrum control and good 
residual — all at an economical price. That's what makes 
DeltaGard the world's most popular pyrethroid. Controls 
more than 50 turf and ornamental pests, including ants, 
chinch bugs, mole crickets and fire ants, at a low use rate. 

MERIT 
The #1 preventive treatment for grubs delivers outstanding 
broad-spectrum control of turf and ornamental insects at 
extremely low use rates. Active ingredient provides strong 
residual activity and superior biological performance. 

DYLOX 
Gain quick control over white grubs, mole crickets, sod 
webworms, cutworms and more. Dylox penetrates up to 
1/2-inch thatch to control grubs within 24 hours. 

Sevin 
Over 35 years strong, Sevin controls more than 130 pests, 
including billbugs. armyworms, cutworms, sod webworms, 
June beetles, chinch bugs and white grubs. Good knock-
down and excellent residual control. 

TEMPO 
The perfect OP replacement —safe, convenient and eco-
nomical. Tempo features a low-rate active ingredient that 
mixes easily with water and/or fertilizer and binds to soil 
molecules for up to four weeks of control—giving you the 
most broad-spectrum bang for your buck. 

chpco 

tOPchoice 
Up to 52 weeks of fire ant control and prevention with 
just a single, low-dose broadcast application. This same 
application helps control mole crickets, nuisance ants, fleas 
and ticks. With its outstanding granular formula, nothing 
streamlines traditional two-step programs like TopChoice. 

f i r e ^ s t a r 

Easy-to-use fire ant control for hard-to-reach areas. 
Featuring the powerful active ingredient fipronil. FireStar 
delivers a unique, low-dose, granular bait to landscape beds, 
sign bases and trees to control fire ants for 12 to 16 weeks. 
Works great with TopChoice and can be used in areas 
adjacent to water. 

Dusban is a registered trademark of Dow AgroSoences 
Daznon s a regstered trademark of Syngenta 

©2003 Bayer AG 
95 Chestnut Ridge Road. Monlvale, NJ 07645 
800-331-2867 
www.BayerProCentral com 

Detetod. Dytox. Merit Sevin. Tempo. Chpco Top Choice. Chpco FireStar. and OPfcms are 
trademarks or regstered trademarks of Bayer AG Chpco TopChoce regstrator is pending in 
CaMome and \4rgna Atoeys read and iokMr label drectons careMy. 

chipco 

http://www.BayerProCentral


by Bob West 

Green Lawns 

Plus puts its 

customers first 

as it continues 

building its 

lawn care 

operation. 

Everybody likes to talk about how their 

lawn care company focuses on customers. 

After all, this is a service industry, isn't it? 

Green Lawns Plus in Marlboro, Mass., is 

no different. "Our whole focus from the 

beginning was to set ourselves apart from 

some of the companies out there, so we like 

to stress that we provide a personalized 

service," explained Cliff Drezek, operations 

manager. "We like to operate on a first-name 

basis with our customers." 

Of course, anyone can talk the talk. That's 
the easy part. Those companies that can 
truly implement a customer-first focus into 
their business are the ones that set them-
selves apart from the rest. 

Cliff Drezek credits the company's systems and follow up for keeping 
technicians accountable regarding service. 

Green 
Lawns Plus 
55 Maple Street 
Marlboro, MA 01752 
800/675-0520 

WALKING THE WALK. A number of different 
elements go into quality customer service, none of 
which are too unique. But the effort starts with the 

company's lawn care technicians and 
their quick response to customer calls. 

"We track every phone call we get in 
a log," explained Drezek, who also over-
sees the lawn care service. "All of the 
technicians have mailboxes, and they 

know they need to get their messages every day. 
From there, we monitor everything." 

This constant updating and reporting builds 
accountability. "The technicians are supposed to 
write down the date an estimate call comes in, and 
we want them responding to that within 24 hours 

whenever possible," Drezek noted, adding that 
responding to client complaints in a timely fash-
ion is even more critical. "We'll review their re-
sponse time, and if we notice a pattern where 
things are taking longer than we like, we'll talk to 
the technician and address any problems." 

But Drezek is a realist. He knows that immedi-
ate response isn't always an option. In these cases, 
communication can be an acceptable substitute. 
"I've gone so far as to tell our technicians that 
when you get the estimate request, call the cus-
tomer and let them know that you're aware of 
their request," he commented. "Tell them we'll 
try to get out there in the next day or two." 

Too many companies ignore the importance of 
such communication and service, Drezek noted. 

(continued on page 56) 



G\\|tS ME THE 

The perfect balance of engine and suspension. That's what it takes to win in NASCAR 
competition; and that's exactly what the new Ferris IS® 5000Z gives you. With its 
powerful Caterpillar* diesel engine and Ferris 4-wheel Independent Suspension, 
you'll mow faster, ride smoother and keep mowing longer without stops for refueling. 
Plus, with Caterpillar's legendary reputation for power and long life, you'll be getting 
more performance and better fuel economy for year after productive year. To learn 
more about the new CAT®-powered Ferris IS® 5000Z, call 1-800-686-3128 ext. 138 or 
visit www.ferrisindustries.com. We'll answer all your questions and match you up with 

your nearest Ferris dealer. And we'll show you how you can start driving 
f t the only commercial mower made that's powered by CAT! 
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"Spring and early summer are key in terms 
of being the first one to show up," he ex-
plained. "Just getting out there [for an esti-
mate] shows we care, and it bodes well for 
our responsiveness when there is a problem. 
We hear a lot of customers complain about 
dealing with service people in general, but 
all they're looking for is some courtesy." 

Technicians also boost customer service 
satisfaction levels by handling the same prop-
erties over time. "We want to keep the same 
technicians in the same areas from one year 
to the next so there's some familiarity," re-
lated Drezek, adding that company has seen 
its customer retention levels drop more in 

(continued on page 58) 
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The bills don't necessarily stop just 
because the work does. Lawn 

care companies in northern climates 
often have to get creative to keep money 
coming in the door in the winter 
months. Holiday lighting has become 
popular in recent years, but fierce 
winter weather can make any roof-top 
service a challenge. 

Green Lawns Plus hopes to boost 
sales while keeping its feet on the 
ground next winter. "Our high 
temperature should've been 41 degrees 
yesterday," noted the Marlboro, Mass., 
company's operations manager on a 
19-degree day in late February. "The 
equipment is ready to go, so we have 
to figure out something to do." 

Could that something be garage 
cleaning? Drezek thinks so, which is 
why the company plans on sending a 
direct mail effort to some of its better 
residential customers early next winter. 
"This is work that doesn't require 
much investment up front - we've 
already got the bodies and the trucks," 
Drezek pointed out. "We can straighten 
up the garages, wash the windows and 
sweeps the floors. Maybe we could 
even offer to install some storage or 
shelving as we get more comfortable, 
but we shouldn't be at the job more 
than an hour." 

Obviously, adding new services 
creates new challenges, which is a 
good reason for starting slowly next 
year. "We'll send out a couple hundred 
post cards and see what response we 
get," Drezek noted. "Initially, when you 
don't know what response you'll get 
and whether or not you've priced the 
service to make it attractive, there are 
a lot of questions." 

What the company hopes to 
accomplish isn't a question it needs to 
answer. "We're just trying to defray 
costs to keep the labor around in the 
winter," he pointed out. "That's 
especially important when you might 
not get on to the properties when you 
expect to." - Bob West 
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areas where technicians are moved or re-
placed midseason. "We want the customer 
to know the technician. Plus, if the techni-
cian knows his route and his lawns, then 
he'll be more productive." 

SALES SOLUTIONS. Like most compa-
nies, Green Lawns Plus looks to collect as 

many referrals as possible, but that's not 
going to be enough to provide the desired 
growth. "We don't do any telemarketing, 
but some time in early March we'll start 
getting in touch with our customers who 
haven't renewed yet for the coming year," 
Drezek explained, adding that telemarket-
ing for new business simply hasn't ever 

A number of different 

elements go into quality 

customer service. The 

effort starts with the 

company's lawn care 

technicians and their 

quick response to 

customer calls. 

provided sufficient return to justify the ex-
pense for the company. "We'll certainly 
upsell [customers we call] if they ask about 
something like a lime application or 
slitseeding service, but we're not calling them 
to sell." 

After sending out renewal forms in early 
December, Green Lawns Plus encourages 
early-season customer renewals by offering a 
small discount for those customers who pre-
pay for their year-long service by March 1. 
"About 35 percent of the customers take 
advantage of this, and we're on par with past 
performance again this year," Drezek ob-
served, adding that half of the company's 
customers hadn't communicated anything 
about their 2003 service as of this cutoff 
point. Many people aren't ready to think 
about lawn care when snow covers the 
ground, so most follow-up calls are made 
once the first round begins and the callers 
can explain to customers that a technician 
will be in the area the next day. 

At this point, Drezek just wants to know 
when those first applications will start. "This 
winter could really create some problems for 
a bunch of us," he admitted. "We don't want 
to see that window for the first round of 
treatments reduced. Plus, there are quite a 
few properties that didn't get cleared of de-
bris before the snow started last fall. There's 
a lot of potential that we'll find mole and 
mice damage from rodents feeding on low-
hanging evergreens, and we're seeing ex-
treme desiccation due to sudden cold snaps 
on exposed turf." 

Sounds like a perfect time to be focused 
on customer service. 

The author is Editor/Group Publisher of Lawn & 
Landscape, and he can be reached at 
bwest@lawnandlandscape.com. 
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Pricing Mowing Services 
by Lauren Spiers 

More important 
than revenue; 
contractors who 

perform 
commercial 
mowing must 

understand 
what they pay 
out before they 
bring more 
money in. 

If train "A" leaves New York at 2 p.m. traveling west at 50 mph, and train "B" leaves Los 

Angeles at 3:30 p.m. traveling east at 40 mph, what time will they meet in St. Louis and what 

will each conductor's hourly wage be, assuming a 40-hour workweek? 

Go ahead, roll your eyes - a ridiculous story problem like that deserves it. But when 
applied to pricing mowing services, landscape contractors better reach for their calculators 
and No. 2 pencils. Though computer spreadsheets have made the job simpler, headache-
inducing math is a reality in the world of pricing commercial mowing services. After all, 
trucks, mowers and all the extras cost money - not to mention accounting for payroll, 
administrative costs, machine maintenance, etc. Even seemingly small conveniences like 
paperclips for the office staff or stamps to send invoices can add up. 

Seasoned lawn maintenance veterans know this all too well and recognize that the only 
way to make up out-of-pocket costs is to price mowing services in a range that is high enough 
to cover expenses but low enough to stay competitive. 

FIRST THINGS FIRST. Many contractors new to the industry struggle with the idea that 
they have to establish their pricing rates before they can go out and bid on a commercial job. 
Doing this means first knowing what it costs to be in business. "When it comes to what to 
charge to cut someone's grass, who thinks about their insurance? But that's a cost," reminded 
Mike Russo, founder, Russo Lawn & Landscape, Windsor Locks, Conn. "Whether the grass 
is cut or not, you have to pay it. With equipment costs, even if the equipment is bought and 
paid for with cash on the same day, there's a cost because it's going to wear out. If your price 
isn't high enough to afford more equipment, how could you go into business?" 

Working backwards is often how contractors determine what to charge, so the first thing 
to look at is a detailed and updated profit and loss statement. According to Frank Ross's book 
Pricing for the Green Industry, a company's costs include "direct costs" like payroll, materials 
and equipment, and "overhead costs" such as equipment maintenance, fuel, insurance and 
rent. Contractors must recoup all of those costs, plus a little more if the company hopes to 
make money and not just break even. 

After adding up total costs, the next step is to divide that number by the total man-hours 
for a specific job during the course of the maintenance contract. This gives the total cost per 

(continued on page 62) 
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hour the company must make up on that job. 
For example, if providing a three-man crew 
and all necessary equipment costs $150,000 
per year, assuming the crew works a full 
6,000 man-hours during that time period, 
the company must charge $25 per hour to 
break even. Charging a nice, round $30 per 
hour for the job puts $30,000 profit in the 
company's pocket. Contractors can raise or 
lower that 20-percent markup depending on 
what the market will bear. 

The math itself is relatively easy, but 
where do the most important numbers come 
from? The clock. Most landscape contrac-
tors agree that what they sell most in their 
business is time, and being as accurate as 
possible when calculating how long a job 
will take helps increase contractors' bottom 
lines. Logically, the more efficient a crew 
can be, the more jobs it can take on, bringing 
in more revenue for the company. 

"You have to base your percent profit on 
the value of the service you're performing," 

insisted Tom Cooper, vice president of busi-
ness development, Stiles Landscape Co., Ft. 
Lauderdale, Fla. "I can do a job and make 15 
percent net profit and you could do the 
same job and make 8 percent net profit 
because I might be more efficient than you. 
You take what the market will bear and 
continue to improve your efficiencies." 

To come up with the most accurate rates to 
charge, many contractors first determine the 
production rate of each piece of equipment in 
their fleet. Spreadsheets showing how many 
thousand square feet a certain mower can 
cover in an hour are available from most 
manufacturers, but many contractors prefer 
to run their own trials. 

"Performing your own production rates 
really helps vs. looking at what the manu-
facturers say," remarked Dan Standley, 
president, Dan's Landscaping & Lawn Care, 
New Orleans, La. "That's real world vs. in 
print." Figuring production rates is as easy 
as taking a crewmember aside and bringing 

Working backwards is 

often how contractors deter-

mine what to charge, so the 

first thing to look at is a 

detailed and updated profit 

and loss statement 

a stopwatch. With his own crewmembers 
behind the wheel, Standley can time his op-
erators as they cover thousands of square 
and linear feet on every piece of machinery, 
and gauge more precisely how much work 
his crews can handle. 

For bidding on a job, production rates 
allow estimators to break up properties based 
on what kind of mower or other equipment 
will be on them. A large, open acre of land 
may be most efficiently cut with a 72-inch 
riding mower; add to that a few parking 
islands easiest to cut with a 21-inch push 
mower; plus several hundred linear feet of 
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edging and weedeating. Contractors can 
measure the property's square footage and 
use pre-determined production rates for each 
piece of equipment to calculate man-hours. 

FRIES WITH THAT? Armed with the basic 
knowledge of how to price commercial mow-
ing for profitability, the next hurdle for con-
tractors is to understand that a "mowing 
job" is anything but. "Generally, clients are 
looking for more than some kid to cut the 
grass, so [mowing] is part of maintaining a 
whole site," Russo explained. 

So what should a mowing contract in-
clude? This depends on the area of the coun-
try. For the most part, jobs include mowing, 
edging, tree and shrub pruning, weeding of 
plant beds, and blowing off and collecting 
debris. Greg Servello, president, Servello & 
Son, Orange City, Fla., mentioned that, for 
commercial contracts, he tries to include as 
many add-ons as possible. "We try to roll it 
up into one contract and become 100-per-

cent responsible for that contract," he said. 
"We try not to go in and just price mowing." 

Getting customers to buy into additional 
services is a way to increase revenue, and 
Servello's approach minimizes competition. 
But when it comes to pricing, Cooper cau-
tions that contractors may be able to make a 
greater profit by mentioning add-ons later. 

"The more things that are included in the 
contract, typically the less your profitability," 
he reasoned. By including add-ons in a bid, 
"you're having to give competitive bid prices 
for something that, if it's part of the job after the 
contract, you're not forced to be the low bidder 
to get the job." Essentially, if contractors save 
something like mulching for upselling later, 
they can bump up their percent profit for 
that service since they already won the ac-
count. Including the same service as part of 
the bid usually means lowering the profit 
margin to keep the entire bid competitive. 

Another important point to remember is 
that each aspect of a mowing job is multifac-

eted and must be measured and categorized 
to pinpoint necessary man-hours. Some 
questions Russo asks when it comes to mow-
ing in particular are: Is it a small area? Are 
they cut up areas? Large, wide open areas? 
Does the site have irrigation? Does the grass 
grow vigorously or does it grow thin? If 
production rates were timed on a flat, open 
area, contractors need to remember that 
tighter areas with several obstacles or slopes 
may decrease the production time and in-
crease man-hours. Also, faster-growing turf 
translates into more site visits. 

Similarly, for tasks like hedge pruning, 
Standley encourages contractors to account 
for variables like size in addition to linear 
feet. Is the crewmember able to walk along 
and trim the hedges at waist high or will a 
ladder be necessary to reach certain areas? 

To account for obstacles and variables, 
Cooper categorizes each aspect of a mow-
ing job. For instance, "you're going to 
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have three basic categories for [any] riding 
lawn mower: easy, moderate and diffi-
cult," he described. Each of these diffi-
culty levels is determined by the number 
of obstacles and the terrain in the area 
to mow. For obstacles like tree rings, 
fire hydrants and traffic signs, Cooper 
added, "you have to assign a numerical 
value to each one of those for weedeating. 
If there are 30 obstacles that account for 
an average of 3 feet of edging and 
weedeating, you have to plug that into the 
estimate of hours." 

Compiling so much data for production 
rates and property measurements may seem 
like busy work, but Mike Mitchell, vice presi-
dent of operations, Signature Landscape, 
Olathe, Kan., assures that it's worth the time 
spent. "Pricing in the industry is falling and 
the only way we're going to be able to re-
main competitive beyond giving what we 
believe is superior service, is to make sure 
we're giving it at a great value," he acknowl-

edged. "That means knowing down to the 
most minute detail what our true costs our, 
what our overhead costs are and what we 
want to make on [a job]." 

Mitchell is implementing a pricing struc-
ture new to Signature Landscape. Rather 
than determining the total cost per hour of a 
job, the new structure will include a flat labor 
rate to cover the crewmembers, plus a per-
hour rate for each piece of machinery. By 
charging $12 to $14 per hour to use a riding 
lawn mower for instance, Mitchell is essen-
tially creating savings accounts for each piece 
of equipment. The money charged for its use 
goes directly back to that machine for main-
tenance and replacement when necessary. 

"We've done some timed studies [of each 
machine] and we have pretty good data, but 
we're going to go back and track [the sys-
tem] throughout the season in case we need 
to tweak anything," Mitchell said, adding 
that by this time next year, the new system 
will be perfected. 
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FOOL ME ONCE. There are a multitude of 
effective pricing methods landscape con-
tractors can practice, and each will work 
depending on the company's size and goals. 
Still, pricing comes with a learning curve, 
but looking back on mistakes and under-
standing what went wrong ensures that con-
tractors won't be fooled twice. 

"When I first started, I didn't keep good 
records," Servello remembered. "Early on I 
think if I, personally, kept better records that 
would have sped up business a little bit. 
Now we include production rates, man-
hours, overhead expenses. We've had con-
sultants come in and set up some boards to 
monitor our man-hours - that's something 
we really focus on now." 

An industry veteran of 22 years, Standley 
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fading away, your mole crickets will be too. 

Don't be burned again by fire ant treatments that are more trouble than they're worth. Choose something 

different. Really different. 

Learning all about the possibilities Chipco TopChoice presents and how to make this innovative fire ant 

control work for you requires that you talk with an authorized Chipco TopChoice agent. For more information 

on Chipco TopChoice, and for the agent nearest you, visit our website at www.fipturf.com. 
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T E L L T H E S T O R Y 
" W h e n o u r o w n e r s tel l us t h e W a l k e r M o w e r is w o r k i n g 

a n d h e l p i n g t h e m s u c c e e d , it k e e p s us e n e r g i z e d a n d f o c u s e d 
on b u i l d i n g t h e bes t p o s s i b l e p i e c e o f e q u i p m e n t . " 

Bob Walker, President; Walker Manufacturing 

"Undoubtedly, the best grass "Please Continue to 
machine I have ever owned, I have m . . _ . 

. . . make the most 
had many other brands and no w . 

comparison in 60 years. gratifying mowers to 
Harold A. Jensen, o w n a n d r u n i n t h e 

Fayetteville, Georgia industry!!!" 
"Your mowers "No other mower 

keep me looking does it like a Walker" clmerB. Groom, 
aood aaainst Bobby Williams. Groomed Gardens, 

the competit ion." Mississ,pp' Jacksonville, Florida 
Flay West. "Has changed our lives - more 

Professional Grounds t i m e t o e x t e n d areas of our -Best mower sold! 
business. Just love it!!" I love it and my 

Brett & Carolyn Soutar, 
Short Back n Sides, 

Waihi Beach. New Zealand 

Maintenance, Inc., 
Vermilion, Ohio 

"At age 76, my wife 
and I both enjoy 
mowing with our 
Walkers • best thing 
since sl iced bread." 
Jack Ray, 
Wetumpka, Alabama 

customers love it." 
Robert Fietsam, 
Exquisite Lawns. 

Jacksonville. Florida 
"The best 

investment I have 
ever made!!" 

Bryan Coles. 
Cotes Lawn Care 

Pittsburgh. Pennsylvania 

"I am 67 and could not 
be in business without 

my Walker - We love it!" 
Travis Keen. 

Travis Keen Lawn Service, 
"You build the best mower in America." Columbus, Georgia 

John E. Sharts. Springboro. Ohio 
'I love looking back at my accounts, as I drive away «yyj|| never o w n 

and thanking myself for owning these mowers..." 
Paul & Jennifer Sparks. anV m o w e r ° t h e r 

Sparks Lawn care than a Walker." 
Titusvilie Florida M//ce Pillsbury 

"I can truly say Walker is hands down the best Chariton, Iowa 
mower on the market today...I've seen a lot of 
different mowers, but I own the best: Walker." 

"I am very pleased Sk\ephe" D MccBride' operate a two person 
with the performance ^ s Lawn Service, | a w n carc company. My wi#e 
and durability of my Portland. Indiana and , w o u l d not be able t o do 

this without our Walkers. 
Gary Vassallo & Loretta Tunstall. 

Lawn Cruisers Lawn Care. 
Kalispell, Montana 

Walker mowers. 
I advise other 
landscapers likewise." 
Amie Gundersen. 
Luxor Landscape. 
Maple Valley. Washington 

"Walker Mowers 
saved my business!!!" 

Marc Davis. M.D. Landscape. 
Weymouth. Massachusetts 

"Best mower 
I have ever used." 
Vickers L. Cunningham 

Dallas, Texas 

WALKER MANUFACTURING CO. 
5925 E. HARMONY ROAD • DEPT. L&L 

FORT COLLINS, CO 80528 
(800) 279-8537 • www.walkcrmowcrs.com 

Independent, Family Owned Company Designing and Producing 
Commercial Riding Mowers since 1980. 
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(continued from page 66) 
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agreed and emphasized that knowing those costs makes profitability 
possible. "You can't use the pluck-from-the-sky method/' he main-
tained. "Guys go in and say, 'This property looks like it's going to be 
X - 1 think we can afford this.' Then you run into problems or extra 
work that you didn't anticipate. You want to do it to keep the job, but 
the bottom line is that you're losing your tail." 

Standley added that working with the client to specify what each 
part of the job entails is essential. Does shrub trimming mean cutting 
4 inches off the top of the bushes or just snipping scraggly branches? 
Defining these terms helps contractors know what their costs will be 
and keeps property managers happy with their service. 

Cooper recognizes many problems companies run into on com-
mercial jobs. Inaccurate accounting for downtime, travel time and 

(continued on page 157) 

Most landscape contractors handling commercial 
mowing accounts understand the need to deter-

mine production rates for each piece of equipment in their 
fleets. From there, contractors can determine the man-hours 
necessary to complete jobs, followed by the cost per hour to 
have crews on properties. 

Generally, this dollar amount comes out to a flat fee per 
hour, but Mike Mitchell, vice president of operations, Signature 
Landscape, Olathe, Kan., took things one step further. "We 
have a basic labor rate, which is currently $20 per hour for one 
crewmember," he explained. "Then, each piece of equipment 
has its own rate per hour that we tack on to that." This pricing 
method is new to Signature Landscape, and Mitchell explained 
that it allows the company to generate revenue for each mower 
and hand-held machine, so the money is already there when 
the time comes to buy new equipment. 

"We've spent a lot of time researching the current proper-
ties that we're doing and comparing that to the new pricing 
system. It's falling pretty well in line," Mitchell affirmed. Ten-
tatively, the cost per hour for each piece of equipment looks 
something like this: Weedeaters, blowers, stick edgers and 
other hand-held equipment will run a little over $1 per hour. 
Mowers can cost up to $12 to $14 for larger machines. How 
did they come up with these numbers? 

"We take the total cost of the equipment and then figure 
out that riding lawn mower "X" should last us five years with 
an estimated 600 hours per year on it - that's 3,000 hours. You 
take the total price, divide that by 3,000 hours and that's your 
fixed cost." From there, Mitchell adds in estimated costs of 
fuel, oil, grease and mower blades, arriving at a final figure. 

"It's not like we're reinventing the wheel," Mitchell ac-
knowledged. "We borrowed a lot of information from different 
companies, we've networked across the country with people 
who do it better than we do so the system we come out with 
has the best of all those other operations." - Lauren Spiers 

Payback Time 

http://www.walkcrmowcrs.com


Out here, you're only as fast and reliable as your mower. 

When you neCdto race the sun every day, 
and Mere's no lime for downtime. ^ Q { | | j n g f | | | | S | j | | 6 g D e e f C . 

You're going all out. And so is John Deere, 
with a new commitment to your success: 

• High-capacity 7-lron" decks1 

• Single-source 2-Year Warranty" 
• Industry-best parts & service 
• Zero Down, Zero Interest, 

Zero Payments for 120 Days* 

See our upgraded full line at your John Deere 
dealer. But do it now.. .there's no time to waste. 

s ** Wide Area Mowers 

Front Z-Trak Mowers 

Ve*> ' 

Mid Z-Trak Mowers 

V 
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Commercial Walk-Behinds 

Portable Power Equipment JOHN DEERE 



Learn about this bothersome weed 
by Ron Wolford i o j m p r o v e management methods. 

Crabgrass 
r \ \7-^-^rj r y r \ 

Death and taxes are inevitable, or so goes the saying. 

And so, it seems, is crabgrass. 

Lawn care operators (LCOs) often consider crab-
grass the scourge of lawns. With the possible excep-
tion of dandelions, no other weed creates as many 
headaches or is responsible for as much of the lawn 
care product market. 

Unfortunately, in addition to its irritating and 
persistent nature that annoys LCOs to no end, crab-
grass, also known as finger grass, crowfoot and 
purple crabgrass, is one of the most difficult weeds 
to control once it has sprouted. 

LIFE CYCLE LINGO. Crabgrass has been around 
for some time. It was first introduced into the United 
States in 1844 as a potential forage crop. Prior to that 
it was grown as a grain crop in China in 2700 B.C. 
Recently, researchers in Oklahoma have developed 
the only commercially available crabgrass variety in 
the United States called 'Red River/ which variety 
provides grazing for cattle and produces quality hay. 

To adequately control this weed, one has to 
understand its lifecycle. 

There are two types of annual weeds - winter 
and summer. Winter annuals germinate in late sum-
mer and early fall - they are dormant during the 
winter, flower in early spring or summer and then 
die. Henbit, for instance, is a winter annual. 

Crabgrass, on the other hand, is a summer an-
nual, meaning its seeds will germinate during spring 

(continued on page 90) 

Crabgrass seedheads (top left) appear in August and September. 
Large crabgrass leaves (top right) are pale blue green and 2 to 6 
inches long, while smooth crabgrass leaves are dull green, purple 
tinged and 1 to 4 inches long. A faded crabgrass seedling blemishes 
lush, green grass (bottom). Photos: University of Illinois 
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MERALD ASH BORER 

INJECT-A-CIDE, INJECT-A-CIDE B and IMICIDE 

CHECK LABELS FOR INSECTS CONTROLLED 

AND MANY OTHER 
BORERING, CHEWING, SUCKING AND PIERCING INSECTS 

CONTROLLED FAST & EFFICIENTLY WHEN USING 
MAUGET PRODUCTS 

INTRODUCING 
THE NEW A L 

IMICIDE DEUVERY SYSTEM ^ 

GENERATION II 
IMICIDE 
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State of Washington for 

the Asian Longhom Beetle 
and the Citrus Longhorned Beetle 

Prevention & Eradication Programs. 
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From Tree Tech9 Microinjection Systems comes o 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® 

Fert i l izers - Our proprietary Nutriject™ formulations 
Bactericides - Oxytetracydine antibiotic 

Herbicide - Dicamba 
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Tree Techm 
microinjection systems 
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Consider the oak tree. Majestic. Strong. A time-
honored inspiration for tree houses. Undoubtedly, 
oak trees and other species like it are the most well-
recognized by homeowners, but landscape contrac-
tors find that smaller, more delicate-looking flow-
ering trees add certain dimensions of appeal that 
escape the old standbys. 

'They're just as shapely as [other trees] and they 
have spectacular flowers. You get a wonderful bo-
nus during the bloom season," expressed Derek 
Burch, president, Horticultural Masterworks, Plan-
tation, Fla. Because of the constantly warm weather, 
flowering trees thrive in Burch's area, but land-
scape designers and contractors all over the country 

\ 

can introduce these color-bursting beauties into both 
residential and commercial landscapes. 

Generally, flowering trees require the same levels of 
care and attention as their blossom-less counterparts. Still, 
horticulture and nursery specialists insist that there are a 
few details contractors need to remember when choosing, 
planting and caring for flowering trees. Likewise, keeping 
eyes open for new varieties and those gaining popularity 
ensures that contractors stay ahead of the curve when 
developing new designs. 

BUDDING INTERESTS. Clients like to know that their 
landscape designers are on the cutting edge of industry 
know-how. When contractors understand new techniques 

and design trends, landscapes become more ap-
pealing and inviting. 

In the flowering tree world, current trends are 
leaning more toward using new varieties of old 
favorites than toward bringing more obscure trees 
into circulation. What's so appealing about the new 
varieties? They're tougher than their predecessors. 

"I think there's a definite trend with the flower-
ing crabapples in bringing in varieties that are 
disease resistant," suggested Tom Demaline, presi-
dent, Willoway Nurseries, Avon, Ohio. "The in-
dustry is growing new varieties now so the cus-
tomer has a better product down the road." In 
addition to newer varieties of crabapples that re-
sist scab and blight, newer species of Dogwoods 
are more resistant to borers than older varieties, 
and some newer fruit trees hold onto their fruit 
longer, avoiding messes in high-traffic areas. 



Similar amendments make certain pear 
trees more appealing. "The Bradford [pear] 
is the one people like most, but it's also the 
one with the worst habits," remarked Gene 
Sumi, garden horticulturist, Homstead Gar-
dens, Davidsonville, Md. For instance, 
Brad fords' branches tend to grow in a "V" 
shape, weakening the tree during strong 
weather. The pear varieties Aristocrat and 
Capital, though they don't have quite the 
same shape as Bradfords, have better 
branching and work well in the landscape. 

Also, smaller trees are gaining popular-
ity for both residential and commercial 
installation. "People are looking for trees 
with more of a dwarf size - something 
that's going to fit in a condominium court-
yard or a smaller backyard," Demaline 
explained, adding that dwarf trees may 
have 10-foot-high by 10-foot-wide finished 
heads, as opposed to a standard 20-foot by 
20-foot, making them easier to apply in 
tight spots. Burch mentioned that dwarves 
also are popular because they don't over-
crowd yards. 

Dogwoods are also very popular flow-
ering trees, including the new Rutger vari-
eties: Constellation^, Stellar PinkK, Aurora® 
and Galaxy® dogwoods. Dennis Simeone, 
branch manager, Skinner Nurseries, At-
lanta, Ga., noted that these varieties are 
more leaf spot and heat resistant, and also 

are more resistant to bor-
ers that frequent flower-
ing trees. 

Utilizing stronger, 
more disease-resistant 
varieties ramps up the 
popularity of flowering 
trees, according to Jerry 
Fultz, general manager, 
Acorn Farms, Columbus, 
Ohio. "I think flowering 
trees have developed a 
bad name over the years 
because of poor selection upon installa-
tion," he commented. "[Contractors] don't 
pick out the proper disease-resistant trees, 
nor do they pick out cultivars that are 
landscape-friendly." So, beyond choosing 
trees that address clients' concerns and 
maintenance issues, determining the right 
kind of flowering tree to use in a landscape 
is just as important. 

PICKING & CHOOSING. As with de-
ciding which flowers and shrubs to incor-
porate into a garden design, contractors 
must consider several factors when select-
ing flowering trees. 

"There are so many different kinds of 
flowering trees that it's necessary to find 
out just what kind of situation you have," 
Sumi insisted. "The first factor to consider 

There are many flowering trees available, 

but how can contractors choose among 

them? First, they need to look for good 

branching structures and buds during 

dormancy, like these yellowing blooms 

(below). Photos: Clean Cut (above), 

Horticultural Masterworks (two below) 

is size." He added that some homeowners 
believe that flowering trees simply don't 
grow as large as "regular" trees like oaks 
and sycamores, but that isn't always the 
case. And, obviously, planting a too-big 
tree in a too-small area can damage both 
the plant and the property. 

"The tree has to stay in a confined spot 
and a commonly made mistake in land-
scapes is that the tree gets too big for the 
area," Demaline agreed, urging contrac-
tors to think about the tree's future. "Is that 
tree going to look good there 20 years from 

now or will it be too con-
fined?" Dwarf ornamental 
trees are often the solution 
for spatial concerns. 

Additionally, certain 
amounts of sun and shade 
are necessary for flowering 
trees to thrive. Properly plac-
ing trees requiring full sun, 
like redbuds and magnolias, 
ensures that they will bloom 
at the appropriate time and 
continue to flourish. 

But size, space and sun 
are not the only considerations for helping 
flowering trees live up to their colorful 
potentials. "Many [flowering trees] come 
from areas that have a strong stress before 
they flower - winter cold for apples, 
peaches, pears; dryness for a lot of tropical 
plants," Burch maintained. "You need to 
be aware of the background of the tree and 
have it in a place in which it can get this 
stress. It triggers the tree into thinking 
about flowering." 

Like all other plants and flowers, flow-
ering trees thrive in designated United 
States Department of Agriculture hardi-
ness zones throughout the country. Keep-
ing trees within zones appropriate to their 
habits is essential for the tree to thrive. 
Simeone added some examples. Many flow-
ering Viburnum, for instance, won't work 



TREES 

in zone eight, as well as evergreen varieties 
might. Dogwoods are similar, but cherries 
need a cold period in order to bloom. 

Additionally, contractors need to con-
sult with their clients before they head to 
the nursery. "I seek out from the client 
what their interests are," offered Melissa 
Turner, horticulturist with Homestead Gar-
dens' landscaping division. "I find out if 
they prefer any colors over others, i f they' re 
going to be spending a lot of time in their 
yard and are looking for shade." 

Bloom time is something homeowners 
often neglect to consider, sometimes be-
cause they are under the impression that 
flowering trees flower all year. "Generally, 
flowering trees have a two- to three-week 
flowering period, and it's going to be a 
shade tree or just a regular green tree for 
most of the year," Sumi said. 

"If [contractors] factor in the bloom stages, 
they'll see that certain ones will start off in 
the spring really early and some go all the 
way into summer," Fultz noted. Overlap-
ping these periods keeps landscapes inter-
esting, by having at least one or two trees in 
bloom throughout warmer months. 

A few final considerations when choos-
ing flowering trees arise as contractors 

scour nurseries for the right tree. "Make 
sure there's a solid rootball proportionate 
to the caliper of the tree (10 to 12 inches of 
rootball per inch of caliper), and make sure 
the tree has a uniform structure and is well-
branched," Simeone advised, noting selec-
tion tips good for all trees. "Trees should 
have leaf or flower buds on them if they're 
dormant and, if it's leafed out, make sure 
the leaves have good color and aren't wilted." 

"Look for trees that have good form -
they're not lopsided on one side and they 
don't have a lot of crossbranching, which 
could cause problems down the road," 
Turner added. "If you have a really thick 
branch - a main leader - and it's crossed 
over another branch, they'll girdle each 
other and you'll end up losing both those 
branches, or you'll have to eliminate one 
and it's going to be a bad cut." 

Working through a checklist of impor-
tant considerations before installing a tree 
can reduce potential problems later. From 
there, maintenance becomes the issue. 

HAPPY LITTLE TREES. After choosing 
flowering trees, contractors can follow plant 
and maintenance guidelines similar to those 
used for non-flowering varieties. 

Iawnandlandscape.com 
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RAINBOW CONNECTION 
White and pink blossoms are probably the most commonly seen colors on flowering trees, but con-
tractors and their clients have a whole rainbow to choose from when sprucing up their landscapes. 
Here are a few flowering trees that represent the whole spectrum. - Lauren Spiers 

Clusters of red wine- Dark red flowers Zones 9-11 
colored flowers in summer Full sun 

Centennial Spirit Crape Myrtle 
Lagerstroemia indica 'Centennial 
Spirit' Plant Patent No. 6383 

Forest Pansy Redbud 
Cersis canadensis 'Forest Pansy' 

Yellow Bird Magnolia 
Magnolia x 'Yellow Bird' 

Tulip Tree 
Liriodendrontulipifera 

Blue Glorybower 
Clerodendrum ugandense 

Timeless Beauty™ Desert Willow 
Chliopsis linearis 'Monhews' 
Plant Patent No. 11078 

Aurora® Dogwood 
Cornus x 'Rutban' 
Plant Patent No. 7205 

Sweet pea-shaped 
pink clusters 

Large, canary yellow 
blooms 

Tulip-shaped greenish-
yellow and orange flowers 

Two-tone violet blue and 
pale blue flowers 

Clusters of purple 
trumpet-shaped 
flowers 

Star-shaped, white 
blossoms 

Early spring blooms 

2- to 3-week bloom 
period in late spring 

Late spring blooms 

Abundant flowers 
summer through fall 

Continuous bloom-
ing spring through 
summer 

Early summer 
blooms 

Zones 5-9 
Full sun 

Zones 6-9 
Full sun 

Zones 5-9 
Full sun 

Zones 10-11 
Partial sun 

Zones 4-8 
Full sun 

Zones 5-8 
Full sun 

For instance, planting depth is impor-
tant for all trees. "The guideline is, no 
matter how [the tree] comes to the site, 
when it goes into the ground, the upper-
most part of the main root must be right at 
the surface," Burch described. 

Determining the best time to plant flow-
ering trees matters as well. "Fall tends to be 
a good time to plant the trees - that way 
you can get them established before spring 
growth," Fultz reasoned. "But certain trees 
aren't best planted in the fall, so early spring 
is your next best bet." 

"Planting time depends on the variety 
or the species," Demaline elaborated. "For 
a Malus or crabapple, either fall or spring is 
fine, or the summer if the tree is dug any 
time during the growing season because 
it's hardier. The Prunus varieties are better 
planted in the spring but can be planted in 
the fall if they're established and watered." 

Then, once established, a tree will take 
care of itself as long as it is watered and 

fertilized properly. Aside from 
that, Simeone added, "don't 
prune before bloom," and cau-
tioned that contractors should 
prune flowering trees only after 
the flowers have become unat-
tractive. "Otherwise, you'll cut 
off the buds," he said. In terms of 
other pruning, Simeone also ad-
vised removing interior crossing 
branches, which can cause rub-
bing and make the tree more vul-
nerable to diseases and pests. 

Overall though, flowering 
trees add a little something extra 
in landscape installations. 

"You've got the flower in the 
spring, the fruit in the fall and the 
summer color and fall leaf color," 
Demaline observed. "As opposed 
to a shade tree, it gives you more 
variety to look at." m 

The author is Assistant Editor a/Lawn 
& Landscape and can be reached at 
lspiers@laumandlandscape.com. 
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Bigger jobs often require dedicated tree spades (left), 

but most landscape contractors find that skid-steer-

mounted spades work best for them. Photos: Big John 

Tree Transplanting (left), Bobcat (below) 

Here's a riddle: What gets bigger the more you 
take away from it? No...keep guessing. Wrong 
again. Stumped? The answer might make you 
roll your eyes. 

A hole! 
Anyone who has performed the back-break-

ing work of digging holes for landscape pur-
poses knows that there must be an easier way to 
get plants into the ground. Most contractors 
turn to skid-steer attachments like augers or 
even use backhoes for such situations. For some 
though, tree spades are also effective excava-
tors, making room for Mrs. Smith's new Japa-
nese maple without much trouble. 

Though tree spades are best known for their 
function in the nursery trade, landscape con-
tractors are giving them more attention. Nu-
merous sizes and mountings can make tree 
spades valuable assets in a landscape company, 
cutting down on labor and opening businesses 
to arbor services. 

DIGGING IN. "Where [contractors] used to 
come in and clear everything out and come back 
in later to replant or restructure the landscape, 
today they don't want to do that," expressed 
Paul Anderson, attachment products market-
ing manager, Bobcat, West Fargo, N.D. By bring-
ing tree spades into their operations, contrac-
tors don't have to sacrifice material. 

"With tree spades, there will be a situation 

where the contractor will dig and move the trees 
to another part of the lot, build the structure and 
replace the trees in the landscape scheme," 
Anderson explained. Specifically as attachments 
to skid-steer loaders, tree spades make trans-
planting a viable option where discarding and 
buying new trees used to be the best solution. 

Moreover, smaller tree spades are often easy 
enough for one crewmember to handle. Not 
only do the machines eliminate the need to buy 
new trees in some situations, but they also limit 
the man hours required to complete transplant-
ing tasks. For larger jobs, contractors may find 
themselves employing dozens of crewmembers 
digging around the tree's root system and using 
a crane to hoist the tree onto a trailer for trans-
port. Larger-capacity tree spades make this job 
significantly easier. 

"If you're digging up big trees, it takes a lot 
of manpower and man-hours," noted Stephen 
Choate, sales and service 
representative, Big John 
Tree Transplanting, Heber 
Springs, Ark. "With a tree 
spade, two people can do a 
really good job with a big-
ger tree. Two people vs. 20? 
There's no comparison." 

In terms of sales, many 
manufacturers are noticing 
an increase in the number of 

Contractors 

use tree 

spades to 

make easy 

work of 

transplant-

ing jobs. 
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tree spades sold to contractors. "The most 
popular attachments are augers, breakers, 
trenchers and things like that, which are 
more popular in terms of number of units 
sold," Anderson noted. "But we're seeing 
more that the use of tree spades by people 
other than nursery workers is growing." 

"Every year we're selling more of them," 
agreed Ron Peters, products specialist, CE 
Attachments, Cedarburg, Wis. "The main 
reason [for their popularity] is that more 
people see the attachments being used and 
realize they're a lot cheaper than a dedi-
cated truck or machine and you can get 
into a tighter spot [with a skid steer]," he 
compared. When it comes to moving smaller 
trees in landscape settings, this maneuver-
ability can be a plus. 

In comparison with large truck- or 
trailer-mounted tree spades, purchasing an 
attachment can be helpful and economical 
for contractors who do a fair amount of 
arbor business. However, some contractors 

A tree spade is a great tool for landscape contractors to use, especially when demolition 
or building construction is part of a project. "[Contractors] used to come in and clear ev-
erything out and come back in later to replant or restructure the landscaping," noted Paul 
Anderson, attachment products marketing manager, Bobcat, West Fargo, N.D. Clearing 
out often meant doing away with trees already in the landscape and purchasing new 
ones to replace them. 

Tree spades, however, lessen the need to discard trees by giving contractors the op-
tion of transplanting usable trees to a safe area of the lot, away from the construction 
site. Once the work is complete, operators can use the spade to bring trees back to their 
original spots. Sounds like a great option, but what if a landscaping company performs 
infrequent tree work and doesn't have a tree spade in their fleet? Rentals to the rescue. 

"During the spring, dealers start putting [tree spades] in their rental fleets so people 
can take them out when they need them," remarked Ron Peters, products specialist, C E 
Attachments, Cedarburg, Wis. 

Larry Coon, sales representative, Bobcat, Minneapolis/St. Paul agreed. "A lot of land-
s c a p e s come in when they need tree spades for special projects," he said. "Renting can 
be a cost effective option for those jobs." At Coon's dealership, rental equipment can be 
taken out at costs of $300 per day, $800 per week and $1,700 per month. 

"The idea of being able to rent a tree spade is becoming more popular," Andrews sug-
gested. "A person building a house is really only going to use the spade a couple of 
times. Instead of having it sit there for months while the house is built, they can go out 
and rent the unit." Renting for projects like this means more money in the contractor's 
pocket and well-established trees already in the landscape. - Lauren Spiers 
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Arborist Supply Tree Climbers/Spurs/Spikes, Hand Pruning 

Tools & Accessories, Poles, Pruners 
& Accessories and more 

Secure Online Shopping 

Blue Ridge Arborist Supply 
PO Box 1626 • 17277 Poor Farm Rd. • Culpeper, VA 22701 

1 - 5 4 0 - 8 2 9 - 6 8 8 9 • 1 -800 -577 -TREE 

http://www.aerialequipment.com
http://www.vine-x.com
http://www.blueridgearboristsupply.com


may not work with trees enough to make a 
smaller-scale purchase worthwhile. For com-
panies that only have sporadic need of tree 
spades, commercial dealers often make the 
attachments available to rent. 

"During the spring, dealers start put-
ting them in their rental fleets so people can 
take them out when they need them," Pe-
ters acknowledged. "If [contractors] are just 
going to use the spade for one week, rent-
ing is a good option." Because many tree 
spade attachments have universal quick-
attach capabilities, several brands of tree 
spades are available to contractors who 
already have a skid-steer loader. 

SPADE SPECS. When a contractor pre-
pares to purchase a tree spade, the depth of 
the work they plan to do should be the first 
consideration. "Your choice is determined 
by what you're doing, how many trees 
you're planning on moving, and what size 
those trees are," Choate outlined. 

Spade choices run from multiple-blade, 
hydraulic models to non-hydraulic, single-
blade models made of molded steel. Fur-
thermore, while the non-hydraulic prod-
ucts are made specifically to mount onto 
skid steers, hydraulic models are available 
for skid steers, loaders, trucks or trailers, 
depending on the size of the job or the com-
pany. Truck and trailer models come with a 
high price tag though. "Are you financially 
able to buy a truck or would you rather have 
a trailer that you can hold in the side yard 
and use on the weekends?" Choate won-
dered. After all, contractors must recoup 
equipment costs by performing work, so 
having sufficient work to cover the invest-
ment is essential. 

Beyond the type of tree spade to pur-
chase, contractors also must consider spade 
size, and bigger isn't always better. "You 
want to make sure that the tree spade is 
sized properly for the skid steer," Peters 
advised. "If you have a 1,300-pound skid 

steer, you don't want to put a 48-inch tree 
spade on it because the weight of the dirt 
and tree will overload the machine." 

Moreover, the spade size should be pro-
portionate to the size of the tree a contrac-
tor transplants. "A quick rule of thumb is a 
10-to-l-inch ratio," Anderson offered. 
"Multiply the measurement of the trunk 
diameter by 10 inches and that gives you 
the correct size tree spade needed." This 
measurement is important for ensuring that 
the correct size root ball is unearthed to 
sustain the tree, especially if contractors 
will store it for any length of time. 

Tree spade measurements can range 
from 24 inches to 5 feet or more, depending 
on the machine's function and the size of 
the job. The most popular sizes for skid-
steer mounted spades are 36,42,44 and 48 
inches, useful for trees up to about 3 to 5 
inches in diameter. But, as Peters men-
tioned, the larger the spade, the larger the 
skid steer necessary to hold it. For projects 
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requiring tree spades greater than 48 inches, 
truck and trailer models work better. "In 
the Texas area, anywhere from 65 to 90 
inches is popular," Choate observed. "If 
you get up into the northern states, any-
where from 90 inches and up is popular." 

Companies big into the big tree business 
often go much larger than that. At Environ-
mental Designs, Tomball, Texas, Owner Tom 
Cox uses the world's largest tree spade - a 14-
foot monster - for transplanting giant trees. 

Surprisingly, even a spade this size is only 
capable of handling trees not much larger 
than 18 inches in diameter. 

Considering the wide variety of sizes 
and styles, tree spade prices are all over the 
board. Smaller, non-hydraulic models can 
run $900 to $1,100. By comparison, skid 
steer-mounted hydraulic units, depending 
on size, can range from $8,000 to $15,000. 
Finally, truck-mounted models are the big-
gest investment, priced more than $100,000 

for some models. Like any other 
equipment purchase, tree spades can 
pay for themselves with enough 
work, but contractors must consider 
cost when choosing machines. 

Contractors must figure the type of tree 

moving work they do before purchasing 

tree spades. For instance, skid-steer 

versions offer the added benefit of 

accessing tight spaces. Photo: Bobcat 

lawnandlandscape.com 
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TREE SPADE USE TIPS. Before digging 
a tree, manufacturers insisted that contrac-
tors call city offices to determine where and 
how deep power, gas and water lines, etc., 
go. Also, skid steers should be equipped 
with rear stabilizers and / or over-tire tracks 
to brace the machine and provide traction. 
Taking care of business items like these 
makes transplanting trees safer and easier. 

If the investment is appropriate, tree 
spades can lower the man-hours normally 
necessary for transplanting jobs and help 
add to contractors' bottom lines. 

The author is Assistant Editor of Lawn & Land-
scape magazine, and she can be reached at 
lspiers@lawnandlandscape.com. 

The Spade 
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BY D A V I D SHHTLAR 

European pine sawflies are often seen in pairs 

on individual pine needles. Photo: E. Bradford 

Walker, Vermont Department of Forestry 

The European pine sawfly, which 
was accidentally introduced to the 
United States, is the most common 
sawfly infesting landscape pines. 
Sawfly larvae look like caterpillars 
but are actually the larvae of primi-
tive wasp-like insects that are com-
mon from southwestern Ontario 
through New England and west to Iowa. 

In the landscape, this pest prefers mugho 
and tabletop pines but readily attacks Scotch, 
red, Jack and Japanese pines. It will rarely feed 
on white, Austrian, Ponderosa, shortleaf and 
pitch pines, especially if these are intermixed 
with the preferred hosts. 

FEEDING FACTS. The first instar larvae (the 
ones hatching from the egg) can only eat the 
needle surface, which causes the needles to 
turn brown and wilt, appearing straw-like. As 
the larvae grow, they feed from the tip of a 
needle to the base, starting with older foliage 
and moving from branch to branch as they 
strip the needles. Trees that are entirely defo-
liated are severely stunted, but since pine 
sawflies rarely attack new growth, the trees 
will survive. 

Larvae will often migrate to new trees 
once the needles on the current host are de-
voured, and heavily infested trees end up 
with a bottlebrush effect - all the old needles 
are missing except the current year's needles. 

* 
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Usually only one generation occurs. In the 
winter, sawflies insert eggs along needle edges. 
The eggs hatch during April and through mid-
May, and the larvae feed until mid-June. The 
caterpillar-like larvae are grayish-green and have 
a light stripe down the back, as well as two more 
light stripes followed by dark green stripes along 
each side. Full-grown larvae are 1-inch long. 

Larvae feed in groups or colonies, often with 
three or four feeding together on a single needle, 
and disturbed larvae raise their heads and tails 
in a threatening manner. More than one larva 
also may pupate on a tree. 

Mature larvae drop to the ground and spin 
tough, brown cocoons. The adults emerge in 
late August through September to mate and lay 
eggs. Each female lays six to eight eggs in a 
single needle using 10 to 12 needles. Lawn care 
operators (LCOs) can locate these eggs after a 
hard frost turns the egg-laying scar yellow. 

MANAGEMENT METHODS. LCOs can best 
control European pine sawflies when the larvae 
are still small, so they should look for the straw-

Battling the 

pine sawfly 

takes learn-

ing the 

pest 's com-

mon traits 

and control 

options. 

STATS 



Don't drill, Direct-In jeer 
No drilling! Direct-lnject System 
minimizes wounding, promoting 
long-term tree vigor. 
Injects chemical right where the 
tree can use it. 

Quick and easy control 
Use ArborSystems™ insecticides, 

fungicides and micronutrients. 
• One application of PointerM controls 

Bronze Birch Borers, Adelgids, and 
many other pests. 

• Ready-to-use, self-sealing containers. 
• Save money—achieve control with 

less chemical. 

Free! 
Get the full story. 

Contact us for 
a free brochure! 

iLummui-i 
www.ArborSystems.com 

800-698-4641 Offer No. LL303. 

European pine sawfly adults lay their eggs in slits in pine needles 

during the fall months. Photo: E. Bradford Walker, Vermont Department 

of Forestry 

like needles left behind by the young larvae in late April and early 
May. LCOs also can see the egg laying scars by inspecting the 
needles in late winter. ID 

The author is entomology professor, The Ohio State University, Columbus, 
Ohio, and he can be reached at shetlar.l@osu.edu. 

SAWFLY CONTROL 
STRATEGIES 
There are several control strategies for the pine sawfly. 

• Natural control - Parasites have been known to control this 

pest and native birds feed on the larvae. Also, rodents often eat 

the pupae in the soil. These agents are usually not adequate in 

urban settings, however. 

• Mechanical control, egg removal - If LCOs find the 

needles containing overwintered eggs before they hatch, they 

can pull them off plants and destroy them. Remember, don't 

simply throw eggs on the ground since they can still hatch. 

• Mechanical control - Clip off infested branches to easily re-

move larvae colonies. Place these branches in a plastic bag 

and destroy. LCOs also can knock off colonies by sharply strik-

ing infested branches, then crushing the larvae or knocking 

them into pails of soapy water. If few colonies are present, 

L C O s can control them using these methods, but large infesta-

tions are better managed with general spraying. 

• Biorational insecticide sprays - Several horticultural oils 

and insecticidal soaps are labeled for control of sawflies on or-

namentals. These usually work well when the sawfly larvae are 

small and LCOs can achieve thorough coverage of the colony. 

• Spot spraying insecticides. 

• General insecticide spraying - This sawfly rarely infests 

large acreages unless controls haven't been used for several 

seasons. LCOs may warrant using general sprays if European 

pine sawflies have infested more than 25 percent of a 

landscape's trees. - David Shetlar 
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GUIDE 
ADI TOOLS BY TOL ARBORIST SUPPLY HOUSE BOETHING TREELAND FARMS CLEAVES CO. DEEP ROOT PARTNERS 
P.O. Box 1498 566 N.E. 42nd Ct. 23475 Long Vallev Road 300 Reservoir St. 81 Langton St., Suite 4 
Tulare, Calif. 93274 Fort Lauderdale, Fla. 33334 Woodland Hills, Calif. 91367 Needham, Mass. 02494 San Francisco, Calif. 94103 
800/732-2142 800/749-9528 818/883-1222 877 /449-0833 800/458-7668 
www.tol-inc.com saws and a variety ofpruners and www.boethingtreeland.com www.cleaveco.com www.deeproot.com 
hydraulically operated other arborist equipment nursery trees arborist supplies and equipment tree root barriers, trunk protectors 
pruning tools and staking and 

ARBORSYSTEMS BORDER CITY TOOL & COMPLETE GREEN CO. guying material 
AERIAL EQUIPMENT P.O. Box 34645 MANUFACTURING CO. 365 Coral Circle 

guying material 

2381 South Foster Ave. Omaha, Neb. 68134 23325 Blackstone Ave. El Segundo, Calif. 90245 DIRECT EDGE 
Wheeling, 111. 60090 800/698-4641 Warren, Mich. 48089 800/GREEN-99 1480 Arrow Highway 
www.aerialequipment.com www.arborsystemsllc.com 810/758-5574 www.bettersoils.com LaVerne, Calif. 91750 
888/822-8008 tree injection devices, and tree carbide stump cutter teeth micro/macro injection treatments, 909/392-4648 
arborist supplies and fleet service insecticides, fungicides and soil amendments www.directedgeusa.com 

micronutrients BRISCO removal equipment 
AMERICAN ARBORIST SUPPLY 251 Buckeye Cove Road CONTREE SALES 
882 S. Matlack St. ARTISTIC ARBORIST Swannanoa, N.C. 28778 W9898 Jackson Road DRIWATER 
West Chester, Pa. 19382 4519 N. ? h Ave. 800 /439-6834 Beaver Dam, Wis. 53916 600 E. Todd Road 
800/441-8381 Phoenix, Ariz. 85013 www.briscoinc.com 800/433-3579 Santa Rosa, Calif. 95407 
www.arborist.com 602/263-8889 powered shovels and digging www.contree.com 707 /588-1444 
hand, pneumatic and hydraulic www.artistic-arborist.com equipment professional spraying equipment www.driwater.com 
pruning tools, and other arborist arborist supplies and equipment for the tree industry irrigation 
supplies BROWN MANUFACTURING CORP. supplies 

BANDIT INDUSTRIES Route 3, Box 339 CRARY/BEAR CAT DUECO 
AMERICAN EXPRESS 6750 Millbrook Road Ozark, Ala. 36360 237 N.W. 12,h St., Box 849 N4 W22610 Bluemount Road 
BUSINESS FINANCE Remus, Mich. 49340 800/633-8909 West Fargo, N.D. 58078-0849 Waukesha, Wis. 53186 
20220 Center Ridge Road 517/561-2270 www.brownmfgcorp.com 800/247-7335 800 /558-4004 
Cleveland, Ohio 44116 www.banditchippers.com tree cutter www.bearcatproducts.com www.dueco.com 
800/366-4228 hand-fed tree and brush chippers wood chippers/shredders, stump aerial lifts and digger derricks 
equipment leases, loans and BUFFALO TURBINE grinders, lawn vacuums 
business lines of credit BARTLETT TREE EXPERTS 20 Industrial Place DUTHMASTER NURSERIES 

1290 E. Main St. Gowanda, N.Y. 14057 CREATIVE AUTOMATION SOLUTIONS 3735 Sideline 16 
ARBORBRACE Stamford, Conn. 06902 716/532-2272 10500 Old Court Road Brougham, Ontario, Canada 
9380 S.W. 125 Terrace 203/323-1131 www.buffaloturbine.com Woodstock, Md. 21163 LOH 1A0 
Miami, Fla. 33176 tree service company turbine sprayers, dusters and 410/461-5858 905/683-8211 
305/992-4104 debris blowers www.arborsoftworx.com trees, skid-steers and attachments, 
www.treestaking.com BIG JOHN TREE TRANSPLANTERS software tree spades 
tree staking equipment 421 Crowley Road CAL-LINE EQUIP 

C.R. DANIELS Arlington, Texas 76012 6010 S. Front Road C.R. DANIELS EFCO IMPORTED BY TILTON 
ARBORGUY/STAKING SYSTEMS 800/343-1156 Livermore, Calif. 94550 3451 Ellicott Center Drive EQUIPMENT CO. 
1232 Rock Springs Road, tree transplanting equipment 925/443-6571 Ellicott City, Md. 21043 P.O. Box 68 
Bldg. 2 www.cal-line.com 800/933-2638 Rye, N.H. 03870 
Apopka, Fla. 32712 BISHOP CO. arborist supplies and equipment www.crdaniels.com 800 /447-1152 
888/782-5346 12519 E. Putnam St. multi-purpose cart to haul balled- www.tiltonequipment.com 
www.arborguy.com P.O. Box 870 THE CARE OF TREES and-burlapped trees chainsaws, trimmers, brushcutters, 
tree staking equipment Whittier, Calif. 90602 406 Swedeland Road hedge trimmers and augers 

www.bishco.com King of Prussia, Pa. 19406 C.U.E.S. 
ARBORIST SUPPLY CO. hand tools, climbing equipment 610/279-9999 14 Caldwell Drive ELVEX CORP. 
17 Garrick Dr., S.W. 

hand tools, climbing equipment 
www.careoftrees.com Amherst, N.H. 03031 13 Trowbridge Drive, 

Calgary, Alberta, BLUE RIDGE ARBORIST SUPPLY tree care services 603/889-4071 P.O. Box 850 
Canada T3E 5B4 17277 Poor Farm Rd. www.cuesnet.com Bethel, Conn. 06801 
403/240-3993 Culpeper, Va. 22701 CLC LABS tree removal equipment and 203/743-2488 
www.arboristsupplyco.com 540/829-6889 325 Venture Drive specialized trucks www.elvex.com 
hand tools and removal equipment www.blueridgeaiboristsupplies.com Westerville, Ohio 43081 safety products hand tools and removal equipment 

arborist supplies and equipment 614/888-1663 CUTTERS CHOICE 
safety products 

soil, plant tissue and irrigation 2008 E. 33rd St. 
water testing, and consulting Erie, Pa. 16511 
services 519/452-1006 

arborist supplies 
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FANNO SAW WORKS 
Box 628 
Chico, Calif. 95427 
530/895-1762 
www.fannosaw.com 
pruning tools (sum) 

FMC CORP. 
1735 Market St. 
Philadelphia, Pa. 19103 
800/321-1FMC 
www.fmc-apgspec.com 
insecticides 

FORESTRY SUPPLIERS 
205 W. Rawkin St. 
Jackson, Miss. 39201 
800/647-5368 
www.forestry-suppliers.com 
disease and insect control 
products/fertilizer treatments, 
hand tools 

FRED MARVIN ASSOCIATES 
1970 Englewood Ave. 
Akron, Ohio 44312 
800/540-6680 
www.pruner.com 
hand tools, pruners 

GRAVELY, AN ARIENS CO. 
655 W. Ryan 
Brillion, Wis. 54110 
800 /472-8359 
www.gravely.com 
skid-steers and attachments 

H&H SALES CO. 
P.O. Box 686 
Huntertown, Ind. 46748-0686 
219/637-3177 
www.gtesupersite.com / 
hhequip 
service/crane vehicles 

HALL'S SAFETY EQUIPMENT CORP. 
Route 173 N., P.O. Box 230 
Grove City, Pa. 16127-0230 
www.hallssafety.com 
hand tools, safety equipment 

HAWK EQUIPMENT CORP. 
14118 Fairgate Blvd. 
Newbury, Ohio 44065 
877 /591-5855 
www.hawkstumpgrinder.com 
stump grinders 

HUSQVARNA 
7349 Statesville Road 
Charlotte, N.C. 28269 
704 /597-5000 
www.husqvarna.com 
hand tools 

INDEPENDENT PROTECTION 
P.O. Box 537 
Goshen, Ind. 46527 
219 /533-4116 
www.ipclp.com 
lightning protection equipment 

JAMESON 
P.O. Box 1030 
Clover, S.C. 29710 
800/346-1956 
www.jamesoncorp.com 
hand tools, pruners 

JARRAFF INDUSTRIES 
1730 Gault St. 
St. Peter, Minn. 56082 
800/767-7112 
www.jarraff.com 
utility and site preparation 
equipment 

J J . MAUGET 
5435 Peck Road 
Arcadia, Calif. 91006-5847 
800/873-3379 
www.mauget.com 
microinjection products 

JOHN BROWN & SONS 
14 B&B Lane 
Wehre, N.H. 03281 
888/227-6686 
www.brownbronto.com 
excavator-mounted brush and 
small tree cutter/mulcher 

J.P. CARLTON CO. 
121 John Dodd Road 
Spartanburg, S.C. 29303 
864-578-9335 

JRM CHEMICAL 
15663 Neo Parkway 
Cleveland, Ohio 44128 
800/962-4010 
www.soilmoist.com 
disease and insect control 
products/fertilizer treatments, 
polymer, mycorrhizal products 

KARL KUEMMERLING 
129 Edgewater Ave., N.W. 
Massillon, Ohio 44646 
800 /464-8227 
www.karlkuemmerling.com 
hand tools and removal 
equipment 

LESCO 
15885 Sprague Road 
Strongsville, Ohio 44136 
800/321-5325 
www.lesco.com 
disease and insect control 
products/fertilizer treatments, 
hand tools, sprayers 

LEWIS UTILITY TRUCK SALES 
626 N. Portland St. 
Ridgeville, Ind. 47380 
800/856-2064 
aerial equipment, chippers 

LIFT-ALL DIVISION OF HYDRA-TECH 
3020 Commercial Road 
Fort Wavne, Ind. 46809 
219/747-0526 
truck-mounted aerial lifts and 
digger derricks 

MAASDAM POW'R-PULL 
P.O. Box 6130 
Burbank, Calif. 91510-6130 
888/797-7855 
www.maasdam.com 
hand tools, removal equipment 

MACKISSIC 
P.O. Box 111 
Parker Ford, Pa. 19457 
800/348-1117 
www.mackissic.com 
removal equipment 

MALCOLM & PARSONS INSURANCE 
P.O. Box 527 
Stoughton, Mass. 02072-0527 
800/FORTIFY 
www.malcolmandparsons.com 
insurance programs for arborists 

MIDWEST ARBORIST SUPPLIES 
1730 Olson N.E., Suite A 
Grand Rapids, Mich. 49503 
800 /423-3789 
www.treecaresupplies.com 
arborist supplies and equipment 

MONROVIA NURSERY 
P.O. Box 1385 
Azusa, Calif. 91702 
888/752-6848 
www.monrovia.com 
nursery trees 

MOON NURSERIES 
145 Moon Drive 
P. O. Box 672 
Chesapeake City, Md. 21915 
410/755-6600 
nursery trees 

MORBARK 
8507 S. Winn Road 
Winn, Mich. 48896 
800/233-6065 
www.morbark.com 
brush chippers 

MULTITEK 
700 Main St., 
P.O. Box 170 

Prentice, Wis. 54556-0170 
800/243-5438 
www.multitekinc.com 
skid-steers and attachments, tree 
removal equipment 

NESCO 
3112 E. State Road 124 
Bluffton, Ind. 46714 
800/252-0043 
www.nescosales.com 
hand tools, removal equipment, 
specialized trucks 

NEW ENGLAND ROPES 
848 Airport Road 
Fall River, Mass. 02720 
800/333-6679 
www.neropes.com 
rope for climbing and lowering 

NORTHEASTERN ARBORIST SUPPLY 
50 Notch Road 
Little Falls, N.J. 07424 
973/837-1390 
www.northeasternarborist.com 

NU-ARBOR PRODUCTS 
1730 Olson N.E., Suite A 
Grand Rapids, Mich. 49503 
888/773-8777 
www.nu-arbor.com 
tree and shrub fertilizers and soil 
injectors 

NU-GRO TECHNOLOGIES 
2680 Horizon Drive, S.E., 
Suite F-5 
Grand Rapids, Mich. 49546 
888/370-1874 
www.nugrotech.com 
fertilizer treatments 

PACIFIC ARBORIST SUPPLIES 
154 Riverside Drive 
N. Vancouver, B.C. V7H 1T9 
604/929-6133 
www.pacificarborist.com 
tree climbing equipment 

PEERLESS CORP. 
P.O. Box 760 
Paragould, Ark. 72451 
870/236-7753 
www.peerless-trailers.com 
wood residue handling equipment 

PIGEON MOUNTAIN 
P.O. Box 803 
Lafavette, Ga. 30728 
800/282-7673 
www.pmirope.com 
vertical access equipment 

PLANT FOOD CO. 
38 Hightstown-Cranbury 
Station P 
Cranbury, N.J. 08512 
800/562-1291 
www.plantfoodco.com 
fertilizer treatments, organic soil 
amendments, etc. 

PLANT HEALTH CARE 
440 William Pittway 
Pittsburgh, Pa. 15238 
412/826-5488 
www.planthealthcare.com 
fertilizer treatments 

PLASTIC COMPOSITES CORP. 
8301 N. Clinton Park Drive 
Fort Wayne, Ind. 46825 
800/747-9339 
www.buckettruckparts.com 
replacement parts for 
bucket trucks 

POLECAT INDUSTRIES 
14141 S.W. 142 St. 
Miami, Fla. 33186 
800/876-5322 
www.polecatindustries.com 
self-propelled towable aerial lift 

PORTER-FERGUSON 
P.O. Box 158 
Worcester, Mass. 01613-0158 
508/835-2900 
www.lowellcorp.com 
hand tools - saws, pruners, etc. 

RAINBOW TREECARE SCIENTIFIC 
2239 Edgewood Ave. South 
Minneapolis, Minn. 55426 
www.rainbowtreecare.com 
877/ARBORIST 
scientific advancement 

RAYCO MFG. 
4255 Lincoln Way E. 
Wooster, Ohio 44691-8601 
800/392-2686 
www.raycomfg.com 
removal equipment 

REDMAX KOMATSU ZENOAH 
AMERICA 
4344 Shackleford Road, 
Suite 500 
Norcross, Ga. 30093-2912 
800/291-8251, ext. 228 
www.redmax.com 
hand tools and arborist equipment 

REMKE ENTERPRISES 
P.O. Box 9357 
Downers Grove, 111. 60515 
630/810-1662 
Fe-26 iron chlorosis tablets and 
20-10-5 planting tablets 

SAMSON ROPE TECHNOLOGIES 
2090 Thornton St. 
Ferndale, Wash. 98248 
800/227-7673 
www.samsonrope.com 
rope and cordage, climbing lines, 
rigging lines 

SAVATREE 
550 Bedford Road 
Bedford Hills, N.Y. 10507 
914/241-4999 
www.savatree.com 

SCANDINAVIAN FORESTRY TECH 
P.O. Box 427 
Kingston, Idaho 83839 
208/682-2002 
www.forestindustry.com / 
forestrytech 
hand tools, removal equipment 

SHARK CORP. 
337-A Figueroa St. 
Wilmington, Calif. 90744 
800/891-7855 
www.sharkcorp.com 
hand tools 

SHELTER TREE 
60 John Dietsch Blvd. 
N. Attleboro, Mass. 02763 
800/720-8733 
www.sheltertree.com 
hand tools and tree removal 
equipment 

http://www.fannosaw.com
http://www.fmc-apgspec.com
http://www.forestry-suppliers.com
http://www.pruner.com
http://www.gravely.com
http://www.gtesupersite.com
http://www.hallssafety.com
http://www.hawkstumpgrinder.com
http://www.husqvarna.com
http://www.ipclp.com
http://www.jamesoncorp.com
http://www.jarraff.com
http://www.mauget.com
http://www.brownbronto.com
http://www.soilmoist.com
http://www.karlkuemmerling.com
http://www.lesco.com
http://www.maasdam.com
http://www.mackissic.com
http://www.malcolmandparsons.com
http://www.treecaresupplies.com
http://www.monrovia.com
http://www.morbark.com
http://www.multitekinc.com
http://www.nescosales.com
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http://www.northeasternarborist.com
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http://www.pacificarborist.com
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http://www.polecatindustries.com
http://www.lowellcorp.com
http://www.rainbowtreecare.com
http://www.raycomfg.com
http://www.redmax.com
http://www.samsonrope.com
http://www.savatree.com
http://www.forestindustry.com
http://www.sharkcorp.com
http://www.sheltertree.com


SHEMIN STIHL TREE PRO TRUCKCRAFT CORP. VILLA LANDSCAPE PRODUCTS 
42 Old Ridgebury Parkway 536 Viking Drive 3180 W. 250 N. 5751 Molly Pitcher Highway 5 700 S. VanBuren, Suite B 
Danburv, Conn. 06810 Virginia Beach, Va. 23452 W. Lafayette, Ind. 47906 Chambersburg, Pa. 17201 Placentia, Calif. 92870 
203/207-5000 800/467-8445 800/875-8071 800/755-3867 800/654-4067 
nursery trees www.stihlusa.com www.treepro.com www.truckcraft.com www.villarootbarrier.com 

chainsaws and other hand-held tree and truck protectors tree waste storage and loading root control barriers, tree 
SHERRILL ARB0RIST SUPPLY power equipment equipment planting and erosion control 
200 E. Senera Road TREESSENTIALS CO. products 
Greensboro, N.C. 27406 STRUCTURAL PLASTICS CORP. 2371 Waters Drive UNIVERSAL REFINER CORP. 

products 

800/525-8873 2750 Lippincett Blvd. Mendota Heights, Minn. P.O. Box 151 W. FEARNEHOUGH OF AMERICA 
www.wtsherrill.com Flint, Mich. 48507-2081 55120 Montesano, Wash. 98563 511 Young Lane 
arborist supplies and equipment 810/743-2800 ext. 217 800/248-8239 360/249-4415 Brunswick, Ga. 51520 

www.planstictreegrates.com www.treessentials.com www.universalrefiner.com 800/327-3445 
SHEYENNE TOOLING MFG. plastic tree grates seedling establishment tools tree removal and waste brush chipper, knives and bed 
Box 647 equipment knives 
Cooperstown, N.D. 58425 SUNDANCE TREE-TECH 
800/797-1883 P.O. Box 336459 MICROINJECTION SYSTEMS UPM CORP. WALLACE LABORATORIES 
www.sheyennemfg.com Greeley, Colo. 80633 950 215th Ave. 28 Garrett Ave. 365 Coral Circle 
skid-steers and attachments, tree 970/339-9322 Morriston, Fla. 32688 Rosemont, Penn. 19010 El Segundo, Calif. 90245 
spades, pruners removal equipment 800/622-2831 610/525-6561 www.bettersoils.com 

www.treetech.net www.vine-x.com soil, plant and water testing and 
SHINDAIWA TEREX TELELECT microinjection treatments pesticides/herbicides consulting 
11975 SW Herman Road 600 Oakwood Road 
Tualatin, Ore. 97062 Watertown, S.D. 57201 TREE TOOLS U.S. RIGGING WESTHEFFER CO. 
800/521-7733 605/882-1842 P.O. Box 1627 4001 W. Carriage Drive P.O. Box 363 
www.shindaiwa.com www.telelect.com Lake Oswego, Ore. 97035 Santa Ana, Calif. 92704 Lawrence, Kan. 66044 
hand-held equipment specialized trucks - tree trimmer 888/635-8733 www.usrigging.com 800/362-3110 hand-held equipment 

aerials www.treetools.com tree anchors and staking systems www.westheffer.com 
SHRED-VAC SYSTEMS disease and insect control sprayers 
15501 Little Valley Road TIME MANUFACTURING products/ fertilizer treatments, V&H 

sprayers 

Grass Valley, Calif. 95949 P.O. Box 20368 arborist equipment 406 Air Park Drive WOODSMAN 
530/477-7240 Waco, Texas 76702-0368 Prentice, Wis. 54451 614 W.5th St. 
www.shredvac.com 254/399-2100 TRIPLE D 715/428-2238 Clare, Mich. 48617 
removal equipment www.versalift.com 4590 Buies Creek Rd. www.vhtrucks.com 800/953-5532 removal equipment 

versalift aerial bucket trucks Angier, N.C. 27501 skid-steers and attachments, tree www.woodsmanchippers.com 
SOLO 919/639-4295 spades, etc. tree brush shredder/chipper 
5100 Chestnut Ave. TREE EQUIPMENT DESIGN tree spade attachment 
Newport News, Va. 23605 P.O. Box 104 

tree spade 

757/245-4228 New Ringgold, Pa. 17960 TRIMS SOFTWARE 
www.solousa.com 570/386-3515 3110 N. 19,h Ave. #190 
blowers, chain saws, etc. tree spades Phoenix, Ariz. 85015 

800/608-7467 
TREE MANAGEMENT SYSTEMS www.trims.com 
4257 W. Delap Road tree inventory software 
Elletsville, Ind. 47429 

tree inventory software 

812/876-7664 
www.turftree.com 
A rborGold/Tu rfGold 
software 

J a m e s o n introduced the first f iberg lass po les over 4 5 y e a r s a g o . A s l e a d e r s in the 

field, w e cont inue to offer innovative, quality products , including our new Double 
Lock Telescoping Pole 

J A M E S O N 
Jt» 

Call Us or Visit Our Website for a Free Catalog 

800.346.1956 WWW.JAMESONLLC.COM 

Pruners 
Pole Saws 

Fiberglass Poles 
Saw Blades 
Accessories 

Canvas Tool Bags 
Boom Mount Tool Holders 
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Mark Chisholm, Professional Arborist, Two-time ISA International Tree Climbing Champion 

"Climbing trees is second nature. So is carrying Stihl." 
A s a 3rd generation arborist, Mark knows what it lightweight, powerful and designed for use up in trees, 

takes to bring d o w n a tree. A s a wor ld champion j j f j V " \ A s Mark says, "Taking down a tree over 
rnHL ^ rriHL 

tree climber, he also knows what it takes to get up * — — 7 power lines and homes isn't easy, so you 

one. That's why he prefers the ST IHL M S 200T. It's better believe I want the best saw of its kind up there with me." 

1 800 GO STIHL www.stihlusa.com 

STIHL 
Number One Worldwide 

http://www.stihlusa.com


Looking for 

PRODUC 
When you want information on a new 
product, you want it now! That's why Lawn 
& Landscape uses this innovative reader 
service program that gets you the product 
information you need faster. 

It's simple: 

For immediate 

response go to 

www.lawnandlandscape.com 

and click here... 

• 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 this page, 

circle the number of the product(s) you're interested in and fax 
it today to 216/961-0594, attention Reader Service Department. 

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, O H 44113 or fax it to 216/961-0594. 

I would like to receive (continue to receive) L&L free of charge 
(Free to qualified contractors. U.S. only) 
C 3 Yes C 3 No 

Signature, 
Date 
Name_ 
Title 
Company, 
Address 
City 
Phone 
Fax 

State -Zip-

E-mail Address 

Do you wish to receive industry related information by E-mail? 
O Yes C J No 
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/pages/subscriptions.asp 
lawnandiandscape.com 
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(continued from page 72) 

and summer months. Specifically, crabgrass 
seeds germinate in mid-spring when soil 
temperatures top 55 to 60F for seven to 10 
consecutive days. During the summer, seeds 
will continue germinating up to tempera-
tures of 95 F. 

As days shorten in late summer, crab-
grass goes into its prolific reproductive phase 
when finger-like purple seed heads form 
until frost kills them. A single crabgrass 
plant can produce more than 150,000 seeds 
during the growing season, which amounts 
to about 10,000 to 20,000 seeds per square 
foot. Making matters worse, these seeds can 
stay viable in the soil for 30 years. Now you 
can see why crabgrass control is so difficult. 

WEED IDENTIFICATION. Crabgrass re-
sembles goosegrass, barnyard grass, fox-
tail, orchard grass and quack grass, mak-

ing it challenging 
to pick out among 
other weeds. 

Two types or 
species of crabgrass 
are common in turf 
- large or hairy 
crabgrass (Digitaria 
sanguinalis) and 
small or smooth 
crabgrass (Digitaria 

ischaemum). Both of these types have a pros-
trate growth habit and have many branches 
that grow upright. Large crabgrass has a 
mat-like growth pattern with purple stems 
that can grow up to 3 feet tall, while smooth 
crabgrass will grow to a height of about 12 to 
15 inches. 

Large crabgrass leaves are usually 2 to 6 
inches long, pale green and hairy on both 
sides with sometimes rough margin ledges. 
By comparison, smooth crabgrass leaves are 
1 to 4 inches long and have dull green leaves 
with purple tinges. 

Large crabgrass is the most common type 
and its seed head has three to nine branched 
"fingers," giving the plant a bird's foot ap-
pearance. Each finger can produce 100 seeds. 

CULTURAL CONTROL Quality turf can 
compete well with weeds and LCOs can 
best achieve it by properly preparing plant-
ing soils, planting turfgrasses suitable for 
the given situation and using standard 
cultural practices (mowing, watering, fer-

Crabgrass sticks out 
in well-manicured turf. 
Photo: University 
of Illinois 

tilizing and cultivating). LCOs who prac-
tice and encourage clients to follow proper 
cultural practices can help crowd out crab-
grass seedlings. 

Proper mowing is critical to turfgrass 
health and appearance. Turfgrasses mowed 
too short become open - inviting weed in-
vasion. Mow grass at 2Vi to 3 inches, and 

mow frequently so as not to remove more 
than one-third of the leaf blade at one time. 
Inform clients that this may mean mowing 
twice a week in the spring and once a week 
during the summer. After mowing a site 
infested with crabgrass, rinse the mower and 
any other equipment used to remove seeds 
to avoid transferring them to a new job. 



In addition to proper mowing, adequate 
irrigation is vital to healthy, weed-free turf. 
Proper irrigation means watering deeply 
and infrequently to wet the soil to the depth 
of rooting. Most grasses need 1 to inches 
of water per week. When irrigated lightly 
and frequently, weed seeds (especially those 
of annual weeds) can germinate and readily 

develop into mature weeds because the soil 
surface never completely dries out. 

Another cultural control step that im-
proves turf vigor is fertilization. Fertilizers 
maintain turfgrass density and color. Inad-
equate nitrogen fertilization leads to open 
turf that can be readily invaded by weeds. 
Inadequate amounts of other minerals in the 

soil, especially potassium, phosphorus, iron 
and sulfur, can also reduce turf color, dis-
ease resistance and stress tolerance. Con-
duct soil tests and supply these elements as 
recommended by test results. But remember 
not to supply excessive amounts of phos-
phorus to established turf because doing so 
at the soil surface can encourage the devel-
opment of germinating weed seeds. 

Crabgrass likes to invade bare soil or 
areas where the turf is thin. So, avoid prac-
tices that damage turfgrass stands in late 
spring or summer. If possible, delay turf 
establishment or renovation work until fall 
to avoid crabgrass problems. This also holds 
true for practices such as dethatching. Re-
member, crabgrass infestations are a symp-
tom of poor turf, not a cause of poor turf. 

PRE OR POSTEMERGENCE. Preemer-
gence herbicides do not prevent weed seeds 
from germinating, but they do kill newly 
sprouted seedlings. They are applied in the 
spring in many areas and provide excellent 
crabgrass control if timed properly. 

Late April to early May is typically the 
ideal time to apply this form of control, but 
LCOs also can time applications based on 
local flora habits. For instance, many view 
the sign of forsythia blooming as the time to 
apply preemergence herbicides, but for-
sythia flower petal drop is probably a better 
indicator. Unfortunately, this occurrence can 
vary greatly from year to year based on 
weather, so reevaluate applications each 
spring to avoid poor timing and ineffective 
crabgrass control. 

Many preemergence herbicides also need 
rain or LCOs must water them in to activate 
them. If the turf does not receive rain or 
irrigation after an application, reduced con-
trol is the result. 

With a preemergent you will have to 
treat the entire lawn, even when sections of 
the turf may not need it. Another issue with 
preemergence herbicides is that lawn seed-
ing will be delayed because the preemer-
gence product will slow down the germinat-
ing grass seedlings. Preemergence weed 
control compounds usually provide protec-
tion for four to six weeks, but a follow-up 
application four to six weeks after the first 
application helps control many warm-sea-
son grasses, such as goosegrass. 

(continued on page 94) 

Your customer's property 
isn't one of them. 

including spurge and oxalis. All with an application window so wide, it even 
offers early postemergent crabgrass control. 

Dow AgroSdeoces 

•Trademark of Dow AgroSciences LLC www.dowagro.com/turP 
1-800-255-3726 Always read and follow label directions. 

Specialty Herbicide 

http://www.dowagro.com/turP




FORD F-SERIES SUPER DUTY 
Up to 21,500 lbs. of towing power (F-350 - F -550) 
New available Power Stroke diesel and 5-speed automatic TorqShift transmission 
Highest available torque and diesel horsepower in its class* 
Available in Regular Cab, SuperCab or Crew Cab 

E-SERIES 
E-Series is the full size van sales leader 24 years running 
Only full-range van to offer diesel power 
Widest range of bodystyles and GVWRs up to 19,000 lbs. 
Wheelbases up to 233.5" 
' On 6 0L Power Stroke diesel engines with automatic transmission. WWW. commtruck.ford.com 
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Postemergence herbicides also work. For 
adequate control, apply the product before 
the crabgrass plant sends out tillers or side 
shoots. A postemergence herbicide is more 
effective at the two- to four-leaf stage of 
early growth. As crabgrass matures, it be-
comes much harder to control. 

Crabgrass must be actively growing for 
the postemergence herbicide to be highly 
effective, and don't apply herbicides when 
the plants are under stress, such as drought. 

LCOs should warn clients not to mow 
turf scheduled for a postemergence herbi-
cide treatment a few days before and after 
the application. Also, try to schedule the 
application so as to allow for one rain-free 
day after the application to ensure maxi-
mum uptake of the herbicides by the leaves. 

There are a number of e f fect ive 
preemergence and postemergence herbi-
cides available. Certain postemergence 
herbicides may injure turf, so remember 
to always read, understand and follow 

pesticide label directions for the safest and 
most effective control method. 

NATURAL NOTES. Some consider corn 
gluten meal as a natural preemergent for 
crabgrass control. 

Corn gluten meal is a by-product of 
processing corn for animal feed. The meal 
is 60 percent protein and 10 percent nitro-
gen, so it is also a source of nitrogen fertil-
izer and must be applied before crabgrass 
germination. An application is made in 
the spring, followed by a second applica-
tion in late summer. During the first few 
seasons of application corn gluten does 
not usually provide crabgrass control that 
is acceptable as most synthetic herbicides. 
Subsequent use each season may provide 
improved control. 

A philosopher once said, "Work is the 
crabgrass of life." For many LCOs that is so 
true, but with numerous controls available, 
the battle with crabgrass can be won. 

Crabgrass typically likes to invade thin 
or bare areas. Fully mature and near death, 
this crabgrass infestation has taken over 
the weak turf. Photo: University of Illinois 

The author is extension educator, Urban Horti-
culture & Environment, University of Illinois 
Extension, Chicago, III., and can be reached at 
773/233-0476 or rwolford@extension.uiuc.edu. 
For additional information about crabgrass, check 
out the lawn care section of the University of 
Illinois' Hort Center Web site at 
www.urbanext.uiuc.edu/hort. 

For more information, contact your local UHS sales representative 

w w w . u h s o n l i n e . c o m F T Horticultural Supply 
A United 
• J V f Horticultural Suoppb 

The results speak for themselves. 
The photos to the left show the tremendous root 
development that occurs in a very short time when 
Prospect® is added to supplement a regular 
fertilizer program. Prospect,® a plant nutrient 
solution containing a patented additive, aids in the 
transport of nutrients and water to the root mass 
and increases the integrity of plant cell membranes 
and improving the photosynthetic reaction. 

P P H C P C T ^ T The l a r g e r 'w h i t e 
• • m f root mass you 
PREMIUM FERTILIZER ADDITIVE , . .. . , 

see helps the turf 
block hold it's color longer and reduces diseases 
such as pythium and rhizoctonia during times of 
environmental stress - including drought. 
Best of all, adding Prospect® is economical -
costing roughly $15 per acre while saving more 
than that in pesticides, 
water and additional 
fertilizer applications. PROSPECT PLUS 
Prospect® Plus is the 
formulation impregnated onto Signature Brand 
granular fertilizers with similar results. 

introducing the 

factor 
<254)AY OLD TURF 
Prospect* was applied seven days earlier. Photo 
was taken in late June when temperature and 
disease pressures were high on new seedlings. 

<454)AY OLD TURF 
Prospect* was also applied 
seven days earlier. 
Turf was planted during 110 ° 
temperatures. 

mailto:rwolford@extension.uiuc.edu
http://www.urbanext.uiuc.edu/hort
http://www.uhsonline.com


Face your future with 

CONFIDENCE 

RIDE-ON 
U LTF 

SPREADER SPRAYER 

CONFIDENCE IN THE MACHINE 

P r o v e n over 8 years b y thousands of L a w n C a r e Professionals, just like y o u , and e n h a n c e d w i t h n e w features 

that m a k e it so U L T R A - s i m p l e , U L T R A - e a s y , and U L T R A - r e l i a b l e , it's v irtual ly perfect. 

CONFIDENCE IN THE COMPANY BEHIND IT 

W h e t h e r you b u y direct f r o m P e r m a - G r e e n Supreme, your local L E S C O 0 Service C e n t e r ,'or one of our 

other fine dealers nationwide, you'l l have access to P e r m a - G r e e n Supreme's legendary customer support and 

over $500,000 N e x t - D a y A i r parts i n v e n t o r y . 
USE READER SERVICE # 7 7 

Man, we're getting good at this! 
Q S _ C a l l for a F R E E I n f o P a k , * -

O O O ^ A O . Z O O I or local demonstrat ion T X CLe^O Ti S p V £2.(1 .CO 171 
site near y o u 
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TrO ?I0jĴ jSc Reduce estimating errors by 
by Nicole Wisniewski . . . , , £ v trading the clipboard for an 

irrigation software-based system. 

Many employees still carry clipboards on the job - noting times, dates, schedules, costs, repairs, 

problems, solutions and other critical data. 

This limitless supply of paper represents increased potential for error and delay as each piece 
makes it through the day and back to the office for filing or entry into a computer system. 

Industries like appliance repair and package delivery have already taken steps into this 
millennium by implementing software into their processes. It's time for irrigation contractors to 
take that leap as well, said Scott Fay, president, Treasure Coast Irrigation, Hobe Sound, Fla. "I 
think irrigation is a step behind in our industry," he said. "Take landscape maintenance, for 
instance. They have the same recurring routes - every Monday is the same. With irrigation, there 
are some recurring jobs, but typically each job is different - there will never be another Monday 
quite like this Monday. So, for software to help in the irrigation business, it needs to keep up with 
a variety of changing daily tasks." 

However, "business management software for the irrigation contractor is just starting to come 
into its own," pointed out David Tucker, chief executive officer, CLIP Software, Ijamsville, Md. 

people have tried to adapt to the specific niche, but it is only of late that there is 
a real, concerted effort to fulfill the needs of the irrigation contractor. Two forces are 

converging to allow this to happen at this time. First, more contractors are becoming 
knowledgeable of the benefits of software and as it becomes more accepted it is easier 

for a software developer to serve the needs of this group. 
Second, as software improves, it makes the case more 

compelling for the contractor to purchase and use it. " 
Simplifying the irrigation estimating, job costing 

and scheduling process by incorporating software 
can eliminate some of the paperwork 

Innately, a lot of errors, increas-
uctivity and profitability. 

(continued on page 98) 



Controllers 
for Contractors 
Who Want Advanced 
Features and 
Faster Set Ups 

By the t ime most contractors are 
ready to program the controller, 
the truck is loaded and the crew has 
m o v e d on to another site. That's w h y 
Hunter offers a new w a y to make 
irrigation p r o g r a m m i n g routine and 
easy. Our expanded line of control-
lers not only look alike, they install 
and program alike too. For large 
sites, the m o d u l a r I C C has sophisti-
cated water m a n a g e m e n t tools and 
easi ly e x p a n d s f rom 8 to 48 zones. 
For res/com jobs, the P r o - C a lso 
offers the benefits of modular ity 
with 3 to 15 station expandabi l i ty, 
plus a removable face plate for 
"walk around" p r o g r a m m i n g . 
T h e compact S R C is your best bet 
for standard residential sites and 
features 6 or 9 stations, plus odd/ 
even watering and more. 

Controller Comparison Kit 
S e e how Hunter control lers can 
make you and the crew more 
productive. Call today for your 
free copy of the C o m p a r i s o n Kit! 

Intuitive Dial Programming 
Plug-in Module Expandability 
Indoor / Outdoor Models 
3 to 48 Stations 

Hunter 
The Irrigation Innovators 
800-733-2823 • www.Hunterlndustries.com 

http://www.Hunterlndustries.com


A.M.Leonard 
Tools that work...and so much more! 

Your #1 source for Commercial 
Horticultural tools and supplies 

since 1885. Known for: 
- Outstanding Service 
• The Largest Selection 
• The BEST Quality 

Don't have the new A.M. 
Leonard Catalog yet? Give 

us a call and we will get 
one to you right away! 

F R E E limited time offer 
Buy our 70160 

A.M. Leonard Lopper 
at a special price of §49.95 

and receive Our New 
A.M. Leonard Heavy Duty 
Tree Saw. A $20.00 Value 

FREE! 
High quality hard 

c h r e o m e plated 13" s tee l 
turbo blade with an ABS 
handle and rubber grip. 

Use code # LL03 
when ordering 

713TS 

1-800-543-8955 
visit us online • www.amleo .com 

70160 

U S E R E A D E R S E R V I C E # 7 9 

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

Our double reciprocating blades glide 
back and forth for flawless, fatigue-free 
trimming. Even tough-to-cut shrubs and 
hedges up to l/2" thick are no problem for 
a Little W o n d e r Electric Hedge Trimmer. 

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

• D o u b l e reciprocating blades 
Reinforced gears 

• C o r d retention system 
• Removable maintenance covers 

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

LITTLE WONDER" 
Professionals Demand Little Wonder. Shouldn't You?9 

Call Toll Free: I-877-596-6337 
1028 Street Road • Southampton, PA 18966 U S A 

www.littlewonder.com 

r m m r n m r -
(continued from page 96) 

MAKING IT EASIER. Tools now exist to 
facilitate the irrigation pricing process. Where 
once upon a time the task of costing and 
estimating involved the job-by-job tedium of 
finding and tallying installation components; 
then with a pencil, paper and calculator "tak-
ing off" the cost of each and every item; 
figuring in labor and other miscellaneous 
variables; and finally establishing a profit-
able markup, some software packages have 
arrived to take the bite out of the job, accord-
ing to Karen Shields, marketing manager, 
CompuScapes, Suwanee, Ga. 

With pricing software, she said, a user 
can plug in and record costs per part, setting 
markups, labor expenses, time, overhead and, 
when customized to include such fields, even 
delivery fees and taxables. Able to produce 
initial proposal reports, inventory logs, time 
sheets and work orders once a job is ac-
cepted, software can later compare actual 
job costs with initial estimates to gauge profit 
and loss and pinpoint where in a job efficien-
cies were not met. 

"This helps contractors to know what ar-
eas of their pricing are profitable or where 
they're losing their shirt," Shields said. "They 
can then revise [pricing] for future jobs." 

Still, she advised, while software can greatly 
help in a successful pricing strategy, it can't do 
the necessary footwork for a company. "You 
can't just sit down and start punching num-
bers," Shields cautioned. "You really have to 
know your business and what costs you are 
experiencing. Are you incurring more labor 
expenses? Are you paying more now for sprin-
kler heads?" Contractors should research and 
refresh answers to those questions to ensure 
software offers continued accuracy in the cost-
ing/estimating phase. 

And, in some instances, software can ac-
tually help contractors better understand their 
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Today, irrigation technicians are utilizinig 
irrigation software to ease their job costing 
and scheduling process. Photo: Rain Bird 

http://www.amleo.com
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costs. After implementing irrigation software 
into his business, David Crary, president, 
LMS Irrigation, St. Paul, Minn., discovered 
that his technicians were spending a total of 
600 hours of nonbillable time picking up 
parts at the warehouse. "My season is 1,200 
hours per service technician per year, so we 
were wasting one half of one technician's 
year on parts pickup," he said. "I knew for 
years they were going there to pick up parts 
and chat, but I never quantified how much 
time they spent there." 

By utilizing software that logged exact 
minutes in and out for each technician, he 
was able to calculate this information. LMS' 
technicians no longer have the leeway to pick 
up parts whenever they want - Crary re-
duced those hours to less than 200 annually. 

He also noticed timesavings in hours 
calculations with software use. When a tech-
nician uses pencil and paper, he or she will 
write down 8 a.m. even if they show up at 
8:10 a.m. and then write down 9 a.m. even if 
they leave the job at 9:30 - that's one hour 
and 20 minutes, not just one hour. "I'm 
using software that ties the timecard to the 
work order and the Palm Pilot they clock in 
on acts as a cell phone, recording the accu-
rate time [whenever] it's turned on," Crary 
said. "So, when they clock in at a specific 
time, I am billing for every minute they are 
on that property instead of losing minutes 
because employees' watches were off or they 
were lazy writing down times in and out." 

CHANGE FOR THE BETTER. Many con-
tractors worry that their employees won't 
welcome new technology. Fay worried about 
this, but he was happy to discover that as his 
employees test various software options, 
they embrace the idea. "They think it's cool," 
he said. "They are a little resistant to change, 
but not significantly. There's a little mum-
bling, but they pick it up fast and I think they 
really like trading in the clipboards and 
pens and forms for Palm Pilots." 

Manufacturers find that employees, par-
ticularly Hispanic workers, like the idea 
of using software. "They get self satisfaction 
out of being able to use technology - it 
makes them feel more professional," Tucker 
explained. "Using this as the 'bait,' then the 
employee's life and work become easier. At 

• that point, they are converted for life." 
(continued on page 102) 
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'Bmm 
Losing maintenance bids? 
Atrimmec® Plant Growth 
Regulator can give your bids a 
new edge. Atrimmec reduces labor 
and disposal costs by slowing the 
growth of hedges and shrubs — 
in some areas for the full season. 
Less growth, less cost. 

What you don't have to pay out 
goes straight to the bottom line. 

Get the competitive edge -

AmUMMEC 

GORDON'S II 

hmusmsc 
PLANT GROWTH REGULATOR 

For Systemic Chemical 
Pinching A Pruning ol 
Ornamental Plants 

PLANT GROWTH REGULATOR 

Contact us today and learn how 
to make Atrimmec a cost-saving 
member of your crew. 

Always read and follow label directions. 

©2003. PBI/GORDON CORPORATION. 
Atrimmec is a registered trademark of PBI/Gordon Corporation. 

p b i / G o n d o n 
c o R p o n a t i o n 

An Employee-Owned Company 

1-800-821-7925 
atrimmec.pbigordon.com 

3-2003/11176 



Order today tollfiee 



For 

faster 

service 

visit 

our 

L̂ Miifaj rf.1 il j, klfeJjJii 

s t e 
at 

wwwJawnandlaitdscape.com 

FOUR EASY 
W A Y S TO ORDER 
PHONE Order toll free 8 0 0 - 4 5 6 - 0 7 0 7 

FAX Fax this fo rm to 2 1 6 - 9 6 1 - 0 3 6 4 

ONLINE Visit www.lawnandlandscape.com/store 

MAIL Lawn & Landscape Media Group, 

4 0 1 2 Bridge Ave, Cleveland, OH 4 4 1 1 3 

QUANTITY 

TECHNICAL BOOKS & SOFTWARE 

The Complete Irrigation Workbook by Larry Keesen 

Turfgrass Ecology & Management by Karl Danneberger 

Destructive Turf Insects; 2nd erf. by Harry D. Niemczyk, 

Ph.D. & Dr. David J. Shetlar, Ph.D. 

Turf & Ornamental Insect Identification Series CD-ROM 

Volume I: The Grubs 

Managing Snow & Ice: A Practical Guide to Operating 

a Profitable Snow and Ice Removal Business by John A. Allin 

Snow Removal Business Forms on CD-ROM 

COMBO SPECIAL - Managing Snow & Ice book plus 

Snow Removal Business Forms on CD-ROM 

Lawn & Landscape Technician's Handbook 

PRICE AMOUNT 

$14 .95 

$17 .95 

$49.95 

$59.95 

$49 .95 

$24 .95 

$69 .95 

$12 .95 

IIntro pricing expires 5 / 3 1 / 0 3 . Regular price SI4.95) 

SUB-TOTAL ALL ITEMS 
(Ohio residents only add 7%) SALES TAX 

Add appropriate shipping charges: 
U.S. - $5.00 first item; $1.00 each additional item SJk H 
International - $10.00 first item; $3.00 each additional item TOTAL 

Name 

Company_ 

Address 

Zip 

_City_ State 

Phone E-mail 

l 

METHOD OF PAYMENT 
• Check Enclosed: 

Make payable to Lawn & Landscape Media Group 
Charge my: 
• Visa • MasterCard 
• Discover/Novus • American Express 

Name as printed on card: 

Credit Card number: 

Expiration date: 

Signature: 

I understand my purchase will be shipped 
upon receipt of payment. I also 
understand that I can return my 
product(s) within 15 days for a 100% 
refund if I am not totally satisfied. 

msmaa 

0707 

http://www.lawnandlandscape.com/store


why push? r S 
Attach your push spreader to your Z T R or walk-behind 
and make it into a riding broadcast spreader in minutes. 

Receive most commercial model spreaders. 
Stainless steel construction. 

• 1/2 the time • 1/3 the labor 
• 2 times the profit 

Quik-Spreder™ Attachment 
800-608-6961 • www.quik-spreder.com 

USE READER SERVICE # 8 2 
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mjmf / Scheduling Routing 
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Contracts 
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Expenses 

Estimating 
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(continued from page 99) 

For instance, Rick Walker, a Treasure 
Coast service technician, became excited 
about eliminating the extra paperwork, par-
ticularly with irrigation maintenance and 
troubleshooting clients, by switching to soft-
ware. Many of Walker's clients want to pay 
for a repair immediately after he's finished 
with it. This takes some time for him to fill 
out a regular work order, then fill out a 
second one as a receipt for the client to pay 
the bill. Plus, mathematical errors can en-
ter into the equation because of the rush 
billing process. With recent software tests, 

' Business management 

software for the irrigation 

contractor is just starting 

to come into its own. Other 

people have tried to adapt 

to the specific niche, but it is 

only of late that there is a 

real, concerted effort to 

fulfill the needs of the 

irrigation contractor." — 

David Tucker 

Walker noticed he can bill jobs more accu-
rately with software and, with a printer in 
his truck, he can produce invoices more 
quickly. "Instead of handing clients a 
scribbled work order, I hand them a profes-
sional-looking, printed invoice with our logo 
at the top of the page," he explained. "I think 
clients like that much better." 

Contractors have to get employees over the 
fear factor and build their confidence levels, 
Crary advised. Training is one way to do this. 

For technicians to get up to speed using 
irrigation software, Fay estimated three or 
four days of side-by-side training with an 
instructor and then two months in the field 
before they could leave the paper behind. 

While use of irrigation estimating and 
scheduling/routing software is just now in-

(continued on page 149) 

USE READER SERVICE # 8 5 
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Increase 
Productivity 

Zero-Turn 
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4 Radial Lift Models 
Skid Steer Loaders 

Operating Capacity: 
1.400 - 2.000 lb 

3 0 + Work Tool Types* 

4 High Lift Models 
Skid Steer Loaders 

Operating Capacity: 
1.750 - 2.500 lb 

3 0 + Worti Tool Types' 

2 High Row Models 
Skid Steer Loaders 

Operating Capacity: 
1.500 - 2.000 lb 

3 5 + W o r k Tool Types' 

Mufti Terrain Loaders 
Operating Capacity: 

1.933 - 2.950 h 
3 0 + W o r k Tool Types' 

^ 8 Models 
Mini Hydraulic Excavators 

1 7 . 4 - 4 2 hp 
7 + W o r k Tool Types' 

3 Models 
Compact Wheel Loaders 

48 - 86 hp 
1 1 + W o r k Tool Types' T 

' Ca t Work Tools also fit on 
other-make machines. 

Tight work spaces come with lots of jobs. And so do tight budgets. But you 
can tackle both challenges with a line of Cat® machines sized for your work. 

In fact, your Cat Dealer offers a full line of new, used and rental machines like 
Skid Steer Loaders, Mini Hydraulic Excavators and Compact Wheel Loaders. 
They pack a lot of power into a little space...but don't eat up a lot of your budget. 

Your Cat Dealer also carries a large inventory of Work Tools matched to the 
jobs you do. And, they'll work with you on financing options to meet your needs. 

Stop by your local Cat Dealer today and see how Cat machines can fit nicely 
into tight spaces, tight budgets and your business. 

CATERPILLAR* 

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

© 2002 Caterpillar 

http://www.catproductinfo.com


by Ali Anderson 

Spend piles of cash on something you can only use 

during the daylight hours. Not such a wise invest-

ment, right? 

Well, that's the scenario numerous homeowners 
face when they fork out thousands of dollars for 
landscape services - only to watch the sun set on their 
costly purchases. Each evening when darkness creeps 
across the land, it's as if their meticulously sculpted 
properties have been erased from existence. "Most 
people are only getting a 50-percent return on their 
landscape investments," noted Chris Johnson, owner, 
Johnson Landscape Lighting, Jacksonville, Fla. "They 
put big bucks into their yards and then can't see them 
when they come home at night." 

But homeowners don't have to surrender their 
lavish landscapes to the dark side. There is a fix for this 
disappearing act: night lighting. "It brings a property 
to life - or to light," mused Ron Fallon, owner, Land-
scape Lighting by Ron, Mobile, Ala. 

In recent years, Fallon and other lighting profes-
sionals have observed a noticeable gravitation of con-
sumers toward outdoor lighting. "Night lighting is 
definitely something people are starting to want 
more," he emphasized. "In the last 10 years or so, it 
has increased in popularity - despite the unpredict-
able economy." 

In a 2002 online poll conducted by Laum & Landscape, 
more than 60 percent of contractors surveyed said they 
install lighting or were considering it as a new service. 
Nearly 65 percent of those who said they offer lighting 
viewed it as a growing part of their businesses. 

"Our lighting sales made up 15 percent of our 
business in 2002 - that's an increase from 10 percent in 
2001," agreed Joe Lendo, owner, Elite Lawn Irriga-
tion, Rochester Hills, Mich. And Lendo anticipates more 
lighting contracts in the near future. 

Indeed, there is growing interest in outdoor light-
ing, explained Mike Southard, national sales man-

(continued on page 106) 

Landscape 

lighting can 

add safety, 

security, 

beauty and 

value to any 

property. 



Celebration! 

61" Prowler Mid Cut 
w125 HP Kawasaki 

PTTOŴ  6 MONTHS SAME AS CASH 
y r I " I I ' ^ Time to buy the 61" Mid Cut Prowler! This mower wj/1 I 

m o r e ^ e a t u r e s a n y comparable commercial 
. - :f mid cut, like Encore's exclusive side-to-side articulating 

H B H H I • floating deck for better ride and stability. Disc brakes. PTO 
driven blades. Heavy frame and reinforced deck. Maintenance free blade spindles. 
Extra depth to the deck to handle thick grass. All these features and more backed 
by one of the industry's strongest warranties. And during Encore's 15th Anniversay 
you'll get 6 months same as cash and a price to celebrate! H U R R Y ! Anniversary specials while supplies last! Find your nearest dealer at www.encoreequipment.com. 

48" PRO 48" HYDRO PRO 
4 MONTHS SAME AS CASH' 

14 HP Kawasaki • Maintenance Free Blade 
Spindles • Heavy Steel Deck w/ Extra 
Reinforcement to Control Vibration • Front to 
Back Stabilizing Z Bar • Removable Fuel Tank 
• Optional Electric Start • Gear Drive w/ Dual 
V Drive Belts and 5-Speed Transmission 
w/ 9-Spline Couplers • Hydrostatics w/ Dual 
Pump, Dual Wheel Motor Drive System 

Transamerica retail financing with approved credit; 6 months same as cash wI $7000 min.; 4 months same as cash wI $2000 r 
both available through 4/30/03 with 13.95% APR. Prices are MSRP at participating dealers, availability may vary. 

ENCORE 
POWER EQUIPMENT 
800-267-4255 

www.encoreequipment.com 

http://www.encoreequipment.com
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(continued from page 104) 

ager, Kichler Lighting, Cleveland, Ohio. "In 
general, [people] seem to be spending more 
time outside enjoying their property," Southard 
observed. "They are staying home at night 
more for a variety of reasons - and they want 
to maximize the use of their landscapes." 

ENLIGHTENING FACTORS. Landscape 
lighting means more than extending a 
homeowner's outdoor enjoyment hours. In 
reality, lighting is a sound investment for at 
least four reasons: safety, security, aesthetic 
appeal and increased property value, ex-
plained Eric Borden, director, Ambiance 
Lighting Systems, Riverside, N.J. 

Safety. Landscape lighting translates into 
added safety for a property, Borden noted. 
Often, property owners stumble over land-
scape elements hidden in darkness - some-
times sustaining injuries. Specifically, navi-
gating around tricky corners and across wind-
ing pathways can be a concern in the dark. 

"But adding adequate illumination is im-

Try these basic techniques to improve your company's lighting services by adding 
unique, attractive and dramatic features to clients' properties. 
TECHNIQUE I - Path Lighting: This may be as simple as a few lights placed at 
corners, or it may involve a combination of lighting techniques that illuminate paths and 
walkways from high above and down low. Path lighting should illuminate an area clearly, 
avoiding glare. 
TECHNIQUE 2 - Downlighting: This soft, diffused technique simulates the effect of 
moonlight. Place several fixtures high in trees or on buildings to create a soft downlight 
and cast attractive patterns through branches and leaves. 
TECHNIQUE 3 - Shadowing: Shining a light directly on an object can create interest-
ing shadows on the vertical surface behind it. Place the light fixture in front of and below 
the object. By changing the intensity of the light and the distance from the object, you 
can vary the size and the shape of the shadows. 
TECHNIQUE 4 - Silhouetting: Create a silhouette of a dramatically shaped tree or 
object by reflecting light off of a vertical surface behind it. Conceal the light source 
behind and below the object. In silhouetting, the object is seen standing out from a 
lighted background. 

Landscape Lighting Tips 
portant so the property owner won't be trip-
ping over something the kids left in a path-
way," Borden shared. 

Installing landscape lighting can create a 
safe outdoor environment, agreed Kevin Lasko, 

co-owner, Lasko & Ohio Lawn Irrigation's 
Creative Outdoor Lighting, Mentor, Ohio. 

And, Lasko added, customers are more 
likely to enjoy their properties in the evening 
hours if they feel comfortable maneuvering 

K I C H L E R L A N D S C A P E L I G H T I N G 

^ G N C L 
Industries, Inc. 

20th Anniversary Special 
We do the celebrating... You get the savings 

50 Gallon Poly Tank 
GNC P10 (8gpm @ 600 psi) pump 

Honda 5.5hp engine 
Reelcraft Manual Hose Reel 

300 feet of 1/z inch 560 psi hose 
Mag 1 Gold Spray Gun 

$1,499.00 
Offer expires April 30, 2003 

Watch our web site for a new special 
every month 

Call to order 800-462-2005 ext 111 
www.gncindustries.comsales@gnci.org 

K i c h l e r L a n d s c a p e L i g h t i n g / . p.o. box318010 r n 
C l e v e l a n d . OH 4 4 1 3 1 - 8 0 1 0 r V J V ^ I 1 1 — 

L A N D S C A P E LIGHTING 

L o o k i n g l o r S p e c S h e e t s ? C l i c k o n the CADdeteils l i n k o n t h e l a n d s c a p e 
c o n t r a c t o r p a g e ot K i c h l e r ' s w e b s i t e at www.kicliler.eom/IS9 

or c a l l 800-659-9000. ext. 6445 l o r m o r e d e t a i l s . 

mailto:ww.gncindustries.comsales@gnci.org
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TECHNIQUE 5 • Cross Lighting: This lighting variation uses two or more light 
sources from above or below to illuminate an object from different directions. The 
result is a tree, large plant or object that is more three-dimensionally revealed than 
when illuminated from only one direction. 
TECHNIQUE 6 - Spread Lighting: Spread lighting creates points of interest on 
ground cover and low shrubbery. Usually set fairly close to the ground, spread 
lighting will highlight the variety of textures and shapes that are found in a client's 
garden or define the edge of ground cover where it meets the lawn. 
TECHNIQUE 7 Uplighting: Although this light does not normally occur in nature, it 
can provide dramatic effects when used sparingly. Surface mount or recess the fixture in 
the ground and angle it up to display a tree or other structure. 
TECHNIQUE 8 - Spotlighting: Spotlighting is an effective technique for drawing 
attention to an object of architectural interest. Statues, trees and entranceways can 
all be focal points through the use of spotlighting. Be selective. 
TECHNIQUE 9 Grazing: Position light to shine across a textured surface, such 
as a brick wall or a natural surface like tree bark. The light will catch the high points 
of the surface while creating shadows in the low points. 
TECHNIQUE 1 0 - Accenting: Accent well lights shed focused illumination to 
highlight trees, shrubbery or exterior walls. Accent step lights add safety and security 
to stairways, paths and patio areas. - Kichler Lighting 

through them at night - with the help of light. 
Security. A blackened property invites 

vandals and prowlers, but adding light to a 
landscape can guard against trespassers, 
Borden asserted. 

Since well-lit homes repel criminals, some 
homeowners view lighting as an essential 
security device, Johnson agreed. "The two 
things criminals hate most are dogs and 
lights," he expounded. "Outdoor lighting is 

an increased deterrent of criminals. They 
choose to stay under the cover of darkness." 

Aesthetic appeal. Beautification is gen-
erally the foremost aim of those seeking 
landscape lighting, Borden explained. 

"Most are in it for home improvement," 
Johnson pointed out. "They want to add night-
time interest to the properties they've already 
invested quite heavily in." 

But, while outdoor lighting can highlight 
artistic features on a property, it is also 
considered a stand-alone service. "We can 
help give them artful gardens, dramatic trees 
and enchanting water fixtures," Lasko com-
mented. "Overall, we are responsible for 
creating a new visual excitement at twi-
light with our accent lighting systems." 

Increased property value. Curb appeal 
is one of the biggest selling points of a home 
and sends a message right away to potential 
purchasers. The message is: this property is 
safe, secure and enjoyable 24 hours a day -
regardless of the time or season. 
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Thus, Borden said, many customers delve 
into night lighting to boost property value. 
They want their homes to look more expen-
sive than their neighbors' down the street, 
he expressed. 

"Lighting enhances a property's value 
by creating a new drama and beauty in a 
garden year-round," Lasko added. 

LIGHT SALES. As with many landscape-
related services, selling lighting requires 
showing customers the plethora of lighting 
possibilities through visual representations. 
Often, contractors use photos to display the 
lighting services their company can offer. 

Fallon uses high-quality photographs to 
introduce his lighting services to potential 

customers. "I use two postcards that have a 
picture of my work on the front," he relayed. 
"They are very well done - to the point that 
people are so impressed, they hang on to the 
postcards for months. They save the postcard 
for when they will want lighting services." 

However, preparing such photos for direct 
mailings is not a painless - or a cheap - process, 
Fallon noted. Since the subject matter is light, 
a photographer must snap pictures within a 
tight timeframe to achieve the desired effect. 

"I pay a photographer $125 per hour for 
photos that can only be shot within a 30-minute 
window at dusk - when the landscape lights 
are visible and the sun is still fading," 
Fallon revealed. 

However, photographs are not the only 
selling tools for lighting services. On-site 
demonstrations also work. 

"When clients are able to see their own 
property lit up, they are better able to make 
a decision," Lasko articulated. "We put up a 
few lights, usually on about half of the prop-
erty, to give our clients the real effect of what 
lighting can do to enhance the beauty of their 
property." 

During a free on-site demonstration, 
which can last an hour or more, Lasko does 
not bury the wires or do a complete installa-
tion; his crews simply do a short presenta-
tion to make the final sale. 

Some contractors, like Lendo, allow cus-
tomers to experiment with lighting fix-
tures on their own for a few days to dis-
cover the effects that are most comfortable 
for them. 

"We provide a demo kit with six or seven 
different lights that we can hook up tempo-
rarily at the customer's home, leave it there 
and let them play with it - moving the lights 
around to see the different effects and differ-
ent fixture coverages," Lendo explained. 

His company also gives potential cus-
tomers a list of addresses of previous in-
stallation locations so they can drive by 
and view the possibilities in person. 

BRIGHT IDEAS. Contractors who wish to 
add lighting services to their landscape busi-
nesses can learn from the insights of experi-
enced minds in the industry. And while there 
are various tricks of the trade, lighting con-
tractors often have to learn lighting basics 
through hands-on experimentation. 

(continued on page 110) 
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AWARNING 
Don't Bust Your Tail 
Get a John Deere ZTS Excavator instead. Their zero-
tail-swing design lets these nimble compacts rotate 
, u , l y w i t h o u t banging their tails into something. 

0 y o u c a n work with ease around obstacles. Add 
a n y o f t h e m a n Y Worksite Pro " attachments (also 
compatible with John Deere skid steers), and the 
Possibilities are almost endless. For more into or 
a demo, see your John Deere dealer. 
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Through testing various lighting methods 
and tinkering with fixtures, Johnson got a 
grasp on many of the dos and don'ts of night 
lighting. And other industry veterans, 
through their experience, have come to rec-
ognize essential lighting tips as well. 

One key to a successful lighting project is 
listening to the customer, Fallon observed. 
"Some people want very little lighting and 
some people want a nice, even spread of 
light," he reminded. "You have to listen and 
learn what the wants are of your customers 
and then design a system that meets the type 
of lighting they would like." 

Customers have varying priorities in 
terms of their properties, Borden acknowl-
edged. And a lighting contractor should un-
derstand those in order to create desired 
effects that match those priorities. For in-
stance, a property owner who wants his 
children to have safe use of the backyard 
trampoline at night would place emphasis 
on adequate lighting in that area. 

There are also some fundamental design 
tips to consider, Borden expressed. Contrac-
tors must select which objects and areas to 

light, decide how 
to light them and 
determine what 
to light them 
with. Addressing 
those three sub-
jects will help the 
contractor com-
plete a successful 
lighting system. 

Use lighting to 
create a focus - or 
a series of focal 

points, Borden noted. Light should empha-
size unique landscape features with the ap-
propriate fixtures. 

Potential focal points include social ar-
eas, circulation areas (such as pathways, 
driveways and walkways) and viewing ar-
eas (such as patios and decks). Statues, 
prominent trees and water features are other 
possible spotlights. 

Generally, a property will offer a hand-
ful of lighting subjects. That is where com-
munication with the homeowner comes in. 
Through discussing the property's evening 
role, a contractor can determine which land-
scape elements should be lit to meet the 
customer's needs. 

Knowing how much of a property to 
light is essential as well. According to Borden, 
less is more. "It does not take much light to 
allow a homeowner to see and enjoy the 
nighttime environment," he stated. "A little 
light goes a long way. You don't have to 
flood the entire yard with lights." 

Specifically, a plain house with no land-
scaping does not require a lot of lights, 
Johnson explained. "But if you have dra-
matic landscaping and unique features on 
your house, you need more light to empha-
size those elements at night." 

Also, contractors must understand what 
effects various lighting elements can achieve. 
For example, Borden explained, illuminate 
steps on every tread to give an outdoor 
staircase a feeling of consistency - and make 
it a safe walkway. 

Trees can be downlit to achieve the illusion 
of moonlight. Also, contractors can shadow or 
silhouette shrubbery to create a dramatic out-
line. Illuminate statues more than plant mate-

Contractors can 

use high-quality 

photographs and 

artistic door 

hangers to sell 

their lighting 

services. 

Images: 

Landscape 

Lighting by Ron 

and Johnson 

Landscape 

Lighting 

lawnandlandscape.com 

Bfflirop!™ 
jy^lLLLi iui jlLUpJy j ' j j i i i l u j i j i<j 
•JUJlLLliUllllullilLlU ilyjli j i i 
tfiiullyjjyyj. 

rial to create contrast and keep the property 
interesting, Borden noted. 

Choosing appropriate fixtures is another 
significant key to lighting success. 

Michelle Charles, owner, Garden Light, 
Miami, Fla., suggested contractors separate 
themselves from amateurs by researching be-
fore selecting products. "One of the most 
important factors to consider is the quality 
of the product you are going to be putting your 
name and reputation behind," she urged. 

Another tip from Charles: contractors 
should verify warranties. "There are liter-
ally hundreds of products in the market-
place with warranties ranging from one year 
to a lifetime," she said. "Like everything 
else, you get what you pay for. Products and 
fixtures with manufacturer warranties less 
than five years will likely provide you with 
a dose of disappointment." 

THE PRICE IS LIGHT. How do you put a 
price tag on landscape lighting? 

"Many people price per light," Lendo 
explained. "We price cost of material, plus 
labor, plus overhead, plus profit." 

While budgets matter for most custom-
ers, those who add lighting to their proper-
ties usually have the finances to put a chunk 
of cash toward lighting, Fallon asserted. 

And although pricing varies among con-
tractors and suppliers, many charge per light. 

"Most landscape lighting systems range 
between $150 and $200 per light installed," 
Johnson revealed. "That's pretty standard 
throughout the industry." 

And the more lights installed, the lower the 
cost is per light. On average, Johnson installs 
about 15 lights at a given property. However, 
every house and every landscape is different. 

"When I go out to a job, I act like it's my own 
house," Johnson said, noting that he tries to 
prevent finances from stifling any design. "I 
ask myself: 'If I lived here, what landscape 
lighting would I want?' Then I present those 
ideas to the customer." ID 

The author is Assistant Editor - Internet for 
Lawn & Landscape magazine and can be reached 
at aanderson@lawnandlandscape.com. 
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Mark Fowlkes knew his design-to-maintenance transition was smooth for 

his clients - regimented but slick. For years, he ushered design clients into 

the maintenance division like a game of hot potato, passing accounts from 

one supervisor to the next, moving customers from design to maintenance, 

one after the next. But a customer survey taught Fowlkes he was sidelining 

a priceless part of the departmental hand-off: the relationship. 

Customers were happy, they just didn't feel special. 

Service was high-quality, it just wasn't personal. 
"You can get your business so well organized that you run like a 

stopwatch but, unfortunately, that process may not be that friendly to the 
client," realized the president of Fowlkes, Norman & Associates, Fort 
Worth, Texas. 

Knowing who's who was never so important. "It was interesting the 
number of responses on the survey that were in respect to communication," 
he noted. "They said, 'I talked to so many of you that I don't now who to call 
when I have a problem. Who do I call? Why can't I just call Angie?'" 

Fowlkes didn't lose any clients, but he recognized a common frustration. 
His systematic approach to handing off a finished design to the maintenance 
department focused on just that - handing off the responsibility. Now, he 
subscribes to "organized chaos," and the employee who clicks with the 
customer - whether that be the designer, the foreman or the maintenance 
supervisor - is the point person for the account. 

And like many contractors who pair design and maintenance, he found 
the transition requires education, clear communication and a method to tie 
together the services. "Each division in our company operates somewhat 
independently, but they also work in support of each other," he described. 
"So, it's really critical that when we take on a new client that we move things 
through our entire company." 

SALES APPEAL. Don't let customers guess what's next once their instal-
lation is complete. Part of gliding from design to maintenance involves 

(continued on page 114) 
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selling a package deal before clients settle for 
another service provider. 

"When you design something, it is on a 
three- to five-year growth plan, so it's impor-
tant for us to make that come to life for the 
client," described Fred Parks, landscape ser-
vice manager, Glen Gate, Wilton, Conn. 

"Designers explain [to clients] upfront that we 
are a design/build and maintenance firm." 

Bundling the two services ensures prop-
erties will retain the design intent after plants 
mature, Parks said. 

But most importantly, Parks talks main-
tenance early, offering his designers a 2- to 

Your Extended 
Renovation Family 

You need people who understand renovation equipment. That's why Turfco created Turfco Direct, 
so we can share more than 140 years of combined experience...directly with you. 

Order Direct. Buying direct from us gets you the latest 
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Service Direct. Downtime costs you money. Call us right 
away with service or technical problems-we'll get you up 
and running. Reach us in person or access our service center 
via our website. 

Shipping Direct. The last thing we want is for you to wait around for 
equipment or parts. Equipment orders are shipped within 48 hours. 
And parts ordered by 2 pm are shipped the same day direct to you. 
You can even order parts 24 hours a day online. 
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OuicTIP 
BOOK SMART 
Dan Kjeldbjerg partners education 
and awareness by providing cli-
ents with property-specific infor-
mation and industry news. In the 
final walk-through with custom-
ers, he gives them a maintenance 
packet that outlines watering, 
pruning, weed control and fertili-
zation needs. In addition, quar-
terly newsletters keep them in-
formed on seasonal conditions. 

10-percent sales commission incentive for 
selling the service. 

"It gets them out there promoting our 
department and our services, then we can 
come in later on in the progression of the job 
and clients are already familiar with the ser-
vice and they know we will come out to see 
them," Parks said. "Designers have the rela-
tionship with clients and they endorse our 
maintenance department. It is a collaborative 
sale." And a rather successful one, as Glen 
Gate generally transfers half of its design 
customers to maintenance. 

Combining design and maintenance ser-
vices into one sale appeals to customers at 
Clarence Davids & Co. in Matteson, 111., 
pointed out owner Bill Davids. Account man-
agers handle both services, so offering clients 
a package deal is top of mind. "Right in the 
beginning we talk about what kind of design 
the customers are looking for and who is 
going to maintain the properties," he said. 

Since this point person oversees the ac-
count, he or she then can introduce mainte-
nance before the installation is complete so 
customers can swiftly shift gears from con-
struction to care. "A well-designed landscape 
doesn't survive without maintenance, and 
vice versa," Davids said simply. 

And sometimes, the selling rounds full-
circle. Josh Keller added design services to 
his maintenance business five years ago, fig-
uring the high profit margin on installation 
sales would bolster his bottom line. More 
than half of his maintenance customers take 
advantage of design services, and Keller of-
ten sells design upgrades years later. "I am 
familiar with the properties and I know the 
plant material, the soil conditions and the 
microenvironments," said the owner of the 
Independence, Mo.-based company. Since the 

(continued on page 116) 
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operation is small, he sells and designs, and 
if customers decide to bridge the services, he 
passes information to his father, who man-
ages maintenance. The goal: to keep custom-
ers coming back. 

"A landscape is only as good as the per-
son maintaining it," Keller emphasized. "If 
you have someone who doesn't understand 
the concept of how it should look eight years 
down the road, then it will go to another 
person's style." 

This also explains why Fowlkes sells with 
an all-in-one focus. "We market ourselves on 
the front end as a horticultural site man-
ager," Fowlkes said. "Throughout the design 
process, we try to educate about the critical 
aspects of being able to stay involved long-
term on the project to see that the design reaches 
maturity, that it is still well represented and 
that the customer gets what they paid for." 

HOLDING HANDS. Part of ensuring cus-
tomers' happiness falls on internal structure. 

1 . Start Early. Sell the services as a package or introduce design clients to your 
maintenance offerings before you begin installation. 

2. Push the importance of continuity. A maintenance contract is an extension of the 
design, ensuring the property stays true to its intent years later. 

3 . Educate clients and help them understand their properties' needs and the different 
time requirements design and maintenance demand. 

4 . Communicate with clients and tell them who they should contact with concerns. 
Establishing a go-to person right off the bat will ease their nerves during the transition. 

5. If the contact person is different for design and maintenance, set up a meeting 
with all parties, walk the property together and make sure the client is comfortable 
with the chance. 

6 . Maintain careful records through the design and maintenance process so anyone 
can reference the customer file and provide top-notch service. 

6 Transitional Tips 
While "overprocessing" a process and re-
moving the human touch alienates clients, 
not sticking to a system risks relationships. 

"You need to have a paper trail - no one 
can keep all the information in their head," 
said Dan Kjedlbjerg, president, Poul's Land-
scaping & Nursery, Long Grove, 111. "You 
don't want to call up a customer four or five 
times and say, 'What style of pruning did 
you like again?' You want to have it down." 

Kjedlbjerg once relied on memory and ver-
bal communication as his account Rolodex. 

Then he fine-tuned the procedure and design-
ers wrote reports on each client and stored 
these documents in a file, passing requests to 
maintenance account managers. Now, 
Kjedlbjerg's goal is a seamless connection, and 
walking through the property with clients and 
maintenance supervisors eases the transition 
from one department to the next. 

Careful notes keep the maintenance su-
pervisor on target with customers' needs, 
important since this manager might visit 150 

(continued on page 118) 
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accounts rather than the 10 works-in-progress 
designers oversee. "There is more involved 
with maintenance - there might be spray 
technicians, a mowing foreman," Kjedlbjerg 
listed. "There are more pieces to the puzzle." 

Parks organizes everything in a service 
notebook, which contains information in-
cluding the design intent, maintenance needs, 
property size, site specifics and client back-
ground information like children's names. 
"Service is about building a relationship with 
the client so they feel they are hiring on a 
friend who understands their lifestyle and 
their needs," he stressed. 

A service center is the core of Parks' opera-
tion, functioning as a central point of contact 
for all customers, design and maintenance. 
Designers sell installation and maintenance 
since they develop the initial relationship 
with clients, but all questions and requests 
filter through the service center hub. 

"Clients can feel really lost because they've 
had a relationship with the designer and the 

project manager for nine months and then, all 
of a sudden, they are not sure who to talk to 
about their issues," Parks noted, adding the 
service center is staffed with maintenance 
personnel, who find answers to all ques-
tions, from pool issues to pruning queries. 

Keller turns information management 
over to his computer system. Each client file 
contains a tab titled "profile" with the prop-
erty description, including specifics like 
"house faces north, lawn is heavily shaded," 
he described. A separate area titled "notes" 
is an "endless piece of paper," where main-
tenance crew members can report conversa-
tions and issues. "We might type, 'Had a 
conversation on Jan. 23; client showed great 
concern about this and that.' So, if a customer 
calls and we haven't talked to them recently, 
we can pop up the computer file and get a 
quick overview." 

Similar to Parks' service center, the com-
puter system offers Keller and his father a 
communication point in case they don't have a 
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chance to touch base about concerns that cli-
ents express during site visits. 

Fowlkes relies on the contact person for 
each account to share information at weekly 
company meetings, updating maintenance 
and design teams on project status. This 
employee accountability ensures open com-
munication, he explained. And since the per-
son who develops a connection with the 
client serves as the contact person, there is a 
mutual concern for the property. 

"Relationships cut both ways, and it is 
very seldom that something gets dropped 
because remembering a conversation and 
following up with people who you work 
with over the long term is not that difficult to 
do," Fowlkes reasoned. 

(continued on page 120) 
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their unrelenting power, amazing light weight, and comfortable, reliable operation. 
They must know what they're talking about - some of them are on their second or third 
seasons with their Kawasaki. So they've had a nice long time to realize they're using 
the most durable, best-built string trimmers out there. To locate the dealer nearest you, 
call 1-877-KAWPOWR or visit our web site. 

Buy any Kawasaki Power Product, use it for 10 days and if you're 

not completely satisfiedreturn it to your Kawasaki dealer for a 

complete refund. That's our pledge to you. 

KBL26A STRING TRIMMER 

7 
f » 

www.kawpowr.com 

Kawasaki 
Power Products 

© 2 0 0 3 Kawasaki Motors Corp., U.S.A. 

http://www.kawpowr.com
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CAN WE TALK? Design consumes a win-
dow of time while maintenance spans over 
years. Because the two services vary deeply in 
this respect, education is imperative to paint 
realistic expectations for clients, Parks said. 

"Keep them in the loop," he advised. 
Door hangers, phone calls and plant health 

care reports keep customers informed be-
tween maintenance calls, and Parks outlines 
tasks the crew will complete during visits. 

"[Clients] see a dead branch and while 
we know we'll get it next week, they don't 
know that," he pointed out. "They think, 
'Why am I hiring them if they didn't even 

ANYBODY 
CAN 
PUT 
TANKS 
ON A 
TRUCK! 

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

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

Experience 
the tough-flex 
difference. 

We certify that this is an actual photograph and that the tanks 
| were not altered in any way to produce this picture. 

notice that.' So, we let them know what we 
did on the property and that next week we'll 
tackle the dead branch." 

While communication needs for design 
and maintenance are quite different, so are 
demands from commercial and residential 
clients when it comes to a consistent contact 
person. Fowlkes' commercial clients don't 
mind the "hand-off" from design to mainte-
nance as much as his residential clients, who 
click with one person and feel ignored if their 
contact changes. "With commercial accounts, 
people are more used to compartmentalized, 
professional relationships, so when you turn 
them over to the landscape manager, the com-
mercial side can accept that easily," he noticed. 

But both customer types appreciate atten-
tiveness, and securing a communicative rela-
tionship can ensure service renewal despite 
other companies' price-cutting offers, 
Fowlkes noted. "When the relationship comes 
in, customers don't have a desire to change," 
he explained. "Usually the reason people 
want to move to a different company is be-
cause they were unhappy with the service or 
they don't feel like their needs are being met, 
but these are actually emotional triggers." 

This is why addressing client requests, 
portraying a professional image and initiat-
ing timely follow-up reigns in importance, 
Fowlkes added. Considering these compo-
nents when transitioning clients from design 
to maintenance will cut down on communi-
cation breakdowns. 

"We are a service industry and, especially 
in bad economic times, it is much easier for 
people to sever a relationship," he remarked. 

Fowlkes revisits the "chaos" that he pre-
fers over his first, systematic method to 
transitioning from design to maintenance. "I 
know there are a lot of organizational people 
who think [my process] is nuts," he admitted. 
"But we try to make the organization client-
based. As companies grow, that is where 
they are most challenged - how their growth 
is perceived by the client base and how they 
can expand and grow and still remain cus-
tomer oriented." 

After all, the key to moving from design to 
maintenance lies in sincere efforts that concen-
trate on "who's who" - the customer. ID 

The author is a Contributing Editor to Lawn & 
Landscape magazine and can be reached at 
khampshire@lawnandlandscape.com. 

mailto:khampshire@lawnandlandscape.com
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Image 70 DG herbicide provides 
powerful postemergent control of more 
than 30 previously uncontrollable 
weeds* It actually starves targeted 
winter and summer weeds to death. 
Yet Image 70 DG is tolerant to most 
established warm-season grasses as 
well as many landscape ornamentals 
and ground covers. 

And now, Image" 70 DG comes in a 
new dispersible granule formulation 
for ultimate performance and 
convenience. For more information, 
call 1-800-545-9525, or visit 
www.turffacts.com. Always read and 
follow label directions. 
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Customer 
• • 

service is more 

than a smile -

it's a way to 

retain clients 

and ensure future 

business. 

by Nicole Wisniewski 

Service with a smile? Sure, maybe 10 years ago a 

wink, a nod and a friendly attitude were enough to 

keep a client grinning. But today, that tactic is 

passe. Now, as time is judged in minutes and 

seconds instead of weeks and days and the pres-

sure to produce mounts, service has changed. 

"Things are very different now in our world," 
maintained Donna Vignocchi, vice president of 
sales and marketing, ILT Vignocchi, Wauconda, 
111. "With advancements like the Internet and cable, 
things move faster and people are finding better 
ways to compete. But human-to-human contact 
will always prevail and clients need more now 
than they did 30 years ago to remain loyal." 

When offering service today, contractors have 
to provide enough contact so clients don't feel 
ignored, but at the same time they can't overstep 
service boundaries and overdo client interaction. 
They have to make sure their employees spread 
the right company message, reward long-term 
customers to make them feel special, generate 
continued referrals and build client bases all while 
providing top-notch horticultural services. 

"Achieving [good customer service] takes the 
coordination of good marketing, good hiring prac-
tices, good orientation and training programs," 
Vignocchi pointed out, "and the consistency of 
management to continually communicate what is 
important and why." 

CUSTOMER SERVICE DESK. Contractors can 
have the greatest equipment, horticultural knowl-
edge and employees in the world, but if they don't 

YardSmart 
uses 

newsletters 
(right) to keep 

clients 
informed of 

company 
happenings 

and also 
treats them 

with pens and 
letter openers 

(below). 
Images: 

YardSmart 
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have great customer service as well, they won't 
have any business. So, initially, improving service 
means enhancing internal operations. 

Ten years ago, Precision Landscape relied on 
sales managers to not only sell jobs but also to 
handle customer service. As the company's cus-
tomer base grew, dealing with these two tasks 
simultaneously became more challenging. "We 
felt we weren't giving our customers the atten-
tion they needed and wanted," explained Sue 
Leatherman, the St. Paul, Minn.-based business' 
customer service manager. "We wanted to cre-
ate an environment that was more proactive to 
their needs and wants vs. reactive, as well as a 
system where we could respond promptly to 
problems or concerns." 

As a result, the 75- to 80-employee company 
(during the peak season) created a customer ser-
vice manager position, which Leatherman has 
held for eight years. The customer service man-
ager not only handles client calls but also assists in 
human resources and production operations. 

Having someone focus solely on this busi-
ness aspect meant improvement ideas flowed. 
Three years ago, Prescription Landscape imple-
mented standards for each service in each client 
segment. Service calls are prioritized in this 
policy book. For example, running water at a 
sprinkler head for an irrigation client or icy 
sidewalks at a snow and ice removal client's 

property is more urgent than ad-
dressing mowing patterns or addi-

(continued on page 124) 
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More Than 12U,ODD 
Separate Questions 

and Responses 
More Than 

1,50 u Particijjants. 
The Message Boards at Lawn & Landscape Online are the perfect way to get an immediate 

answer to your question. They're free to use and they're filled with knowledgeable landscape 
professionals from all over the country. Just visit www.lawnandlandscape.com> create 

a My Lawn & Landscape account at no cost and you're ready to post your own questions 
or answer those that are already there. Here's a sample of what you can find there. 

Fuel S u r c h a r g e ? 
Posted By Mark & Terry Herrin 
My question is this: we are putting our terms and conditions together (I know I need to find 
and attorney & working on it). I read in a recent post about adding a fuel surcharge. We are 
in a suburb outside of Detroit & prices are averaging $1.70/gal. What would you suggest as a 
"just in case." I don't like thinking like that, but I know a couple of our customers are 
thinking "what if," too. - Terry 

Re: Fuel Surcharge? 
Posted By Andrew Hardscape 
Terry, 
I believe you can do this without paying an attorney. As far as the fuel surcharge, I would 
work it: 

In the event fuel/gasoline prices reach and/or exceed $1.75 at the pump a "fuel surcharge" of 
$2.00 will be applied to each mowing/visit/monthly billing statement, and you get the picture. 

Posted By Sammy 
How much more gasoline cost per customer will you be using? 

If you can mow four 10,000-sq.ft. yards with a gallon of gas at $2.00, that is an increase of 
only 7.5 cents per yard. Now, why would you expect a customer to pay 2 extra bucks? 

Posted By Andrew Hardscape 
Not sure how you operate there Sammy, but most mowing companies must transport the equipment 
to the property via truck. And they also must pick up mower parts and other reated objects via 
car and truck! Which in turn means that gasoline/fuel is used. 

http://www.1awnandlandscape.com
http://www.lawnandlandscape.com


(continued from page 122) 

tions in an annual garden. "I have listed 
the most possible scenarios with specified 
time standards to address client concerns," 
Leatherman said. "This was created based 
on calls we received from our clients and 
their feedback on service. Since we pro-
duce more than 800 jobs in a given year 
with more than 70,000 direct hours of la-
bor, we are going to make mistakes. We 
track those mistakes and have a system-
atic approach to fixing them and trying to 
make sure they are not repeated." 

Implementing systems that make imme-
diate improvements boost service. For in-
stance, an ILT Vignocchi salesperson and 
incoming maintenance account manager will 
walk through a finished installation job with 
the client to fix potential problems before 
they become annoyances, reducing callbacks 
after jobs. 

Also, last November, the company cre-
ated a post-construction client handbook. 

(continued on page 126) 

Here, St. Paul, Minn.-based Prescription Landscape highlights vital service solutions 

from its Customer Service Manager Sue Leatherman. 

1 . Listen to customers. 

2 . Provide a quality product in a timely manner. 

3 * Address customer requests, problems or concerns in a timely fashion. 

Develop service standards. 

4 . Make a point to visit or touch base with customers regularly. 

5 . Provide customers with informational material or guidelines for all of 

the services you offer. 

6 . Create a work environment dedicated to customer care. 

7. Thoroughly teach and train employees on service hows, whats and whys so 

they have the resources and knowledge to meet customer expectations. 

8 * Establish written expectations and responsibilities for your employees 

and reward them for outstanding work achievements. 

9 . Involve employees in problem-solving and production changes or 

improvements. 

1 0 . Be open and willing to try new ideas, changes and processes to maintain 

customer satisfaction. 

10 Service Tips 
OLDHAM 

CHEMICALS COMPANY, INC. 
OVER 37 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 

I 1 - 8 0 0 8 8 8 - 5 5 0 2 i r 

PO BOX 18358 
3701 NEW GETWELL ROAD 

MEMPHIS, TN 38118 
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y visual impact imaging1 

E A R T H S C A P E S 
Landscape Design Software 

• Ili-Rcs Photo Imaging • Site Plan Designer • 
• Estimator • Plain Selector • 

330.665.9080 
www.visiialinipactimagmg.com 

The Fastest, Easiest, and Most Powerful. 
Landscape Design Software for Windows 

http://www.visiialinipactimagmg.com


FINALLY... A SOLUTIONS PROVIDER THE INDUSTRY TRUSTS 
STRATEGIC PARTNERS WITH: 

BUYER 

T h e P l a n t F i n d N e t w o r k W e l c o m e s 
ASSOCIATED LANDSCAPE 

CONTRACTORS O f AMERICA 
NURSERY t 
LANDSCAPE 
ASSOCIATION 
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invites you to share in our 

15th ANNIVERSARY CELEBRATION 

Client Appreciation Day 
Friday, August 17, 2001 

4:00 - 8:00 p.m. 

Food, prizes, lots of excitement! 

8997 Columbia Road 
Olmsted Falls, Ohio 

(located between Bagley Roail 
and Sprague Road) 

RSVP Colleen Stone 
by August 13 

(440) 235-9273 ext 16 

This manual, which is customized for each 
customer, familiarizes clients with common 
care practices and indicators of potential 
plant and turf health threats. The book con-
tains company contact information, land-
scape design plans, plant material photos 
and horticultural tips. 

"I was inspired by the idea when I bought 
my first home and the inspector went 
through the house, checking everything and 
then gave me this enormous book that told 
the ins and outs of home maintenance and 
who to call if I had problems," Vignocchi 
said. "Every product comes with a manual, 
so why not have a manual for new land-
scapes. We don't want clients to use this as a 
way to learn the minutia of caring for spe-
cific species - that's our job. We want to 
provide them with a basic manual so it's like 
having another pair of eyes on the property 
who is looking for yellowing of leaves or can 
be comforted when they look up what leaf 
drop means and realize that it's not because 

To thank clients for their business, 
YardSntart held a customer apprecia-

tion day at the office, drawing more 
than 200 clients and their families. 

Invite: YardSmart 

the plant is dying. This gives them 
something tangible that they can go 
to as a resource." 

Most importantly, this provides 
the company with another means of 
enriching their warranty program. 
"So far, with ideas like this, we've 
been able to cut warranty plant re-
placements down by 10 percent ev-
ery year - we want to limit the call-
backs and these ideas help," Vignocchi said. 
"We feel as though leaving them with a 
presentation style binder increases the value 
of the product." 

In addition to providing care manuals, 
other companies educate clients about ser-

vice through newsletters. This form of com-
munication keeps clients abreast of com-
pany happenings and makes them more 
familiar with a company's team and phi-
losophies. Yard Smart's four-color, two-
sided, 8^-by-14, quarterly newsletter folds 

OTHER THAN A SAFE DEPOSIT BOX, 
WHERE ELSE WOULD YOU CONSIDER 
KEEPING YOUR VALUABLES? 

Summit1" by Pace American should be at the top of your 
list when choosing the right trailer for your professional 
needs. Find out today how Pace will work for you! 

summit 
C2003 Pace American. Inc. 



so that one of the panels acts as a mailing 
label, saving the company postage costs. If 
Olmsted Falls, Ohio-based Yard Smart 
prints 1,500, four-color, two-sided, legal-
sized newsletters, the cost is 65 cents plus 
37 cents in postage each. Current clients 
and potential customers also can down-
load the newsletter from the company's 
Web site, pointed out Marketing Director 
Colleen Stone. 

When newsletters and manuals don't 
help clients recognize good service, supe-
rior site cleanup or extra efforts can make 
all the difference and help contractors 
stand out from their competition. Clients 
who left their properties clean when leav-
ing for work don't want to come home to 
messy sites. Simple service techniques like 
cleaning up after maintenance or design/ 
build services can be big service boosters 
and cost only a few moments of time. "If 
we are on a residential site and it is gar-
bage day, we will bring up the receptacle 

for you," Vignocchi commented. "If you 
haven't picked up your paper yet, we'll 
bring it to the door for you. Service is 
going the extra mile. We also make sure 
we leave the site spotless when we are 
done - sweeping, rolling up hoses, etc." 

EMPLOYEE BUY IN. Encouraging em-
ployees to buy into new customer service 
procedures can be tricky, but contractors 
should rest easy knowing it can be done. 

Developing an entire philosophy built 
around customer service can inspire em-
ployees to be mindful of this No. 1 job 
responsibility daily. For instance, Yard 
Smart's internal organizational chart has 
the client up at the top of the triangle - not 
the company president. "There is only one 
boss - the customer," pointed out Co-
owner Bob Smart. "He or she can fire ev-
eryone in the company - from the owner 
down - by spending money elsewhere." 

The company also hung a 4-foot tall, 8-

foot wide sign in its shop that reads, "If we 
don't take care of the client, someone else 
will." This constant visual keeps employ-
ees thinking of clients at least once a day. 

A little motivation never hurts either. 
ILT Vignocchi had a situation where some 
miscommunication and a little negativity 
resulted in an account manager team that 
lacked motivation. To initiate some needed 
customer service education and discus-
sion, Vignocchi bought the company's 10 
account managers the $15 book titled, 
"Customer Service is Worthless, Customer 
Loyalty is Priceless." While the book 
teaches invaluable client communication 
techniques, it also offers interesting and 
funny tidbits throughout as not to bore 
even those who aren't avid readers, 
Vignocchi pointed out. Then over the 
course of a season, Vignocchi would pho-
tocopy a page out of this book weekly and 
the account managers would get together 
for 15 minutes to discuss a service topic. "I 

CALL FOR FREE VIDEO • 877.788.7253 OR, VISIT US ON THE WEB AT: www.absoluteinnovations.net 

QUICK SWEEPING PASSES 

SIFTS OUT ROCKS AND DEBRIS 

STABILIZING WHEELS GIVE YOU: 
• EASY OPERATION 
• GREATER CONTROL 

n tlWToughest 
nd-prep jobs and WIN/ 

A 
LOOSENS— 
EVEN YOUR 
TOUGHEST SOIL 

GRADES-
NO SKILL 
REQUIRED 

RAKES-
BEAUTIFUL 
FINISH 
EVERYTIME 

Easy Financing Plus Our UrfCondition 
MANUFACTURED BY ABSOLUTE INNOVATIONS, INC. 

http://www.absoluteinnovations.net


Commercial Grade Vacuum System from Protero Inc. 
• ••NEW PRO VAC 230/232*** 

The Pro Vac 2 3 0 will fit both walk-behind and 
zero-turn mowers. Will provide affordable option to 
commercial vacuum systems. Features: 2 -30 gallon plas-
tic containers or optional cloth bags. 

P r o Vac M o d e l 15 a n d 12 features: 
• Belt-driven, heavy duty steel blower housing and fan. 
• 15 cubic feet (12 bushels) capacity for model 15 

aluminum catcher. 
• 12 cubic feet (10 bushels) capacity for model 12 aluminum 

catcher with option of (2) 30 gallon-removable plastic 
containers for easy dumping. 

• Both units dump from the seat. Dump and Go! 
• Quick attach/detach for blower and catcher (no tools!). 
• Fits most commercial zero-turn mowers with custom 

mounting brackets. 

Toll Free 1-866-476-8376 www.proteroinc.com 
USE READER SERVICE # 1 1 4 

The revolutionary and patented seeding system on 
the Express Blower• is unlike anything you have ever 
experienced. Seed a lawn, a slope, a berm, a rooftop 
terrace, or even a riverbank - all in one easy, calibrated 
process. Call us today and ask how an Express Blower 
truck can increase the profitability of your business. 

800-2857227 
www. expressblo wer. com 
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would hand it out and ask them some 
questions about it, finding out if we were 
all on the same chapter and making sure I 
inspired some discussion," she said. "This 
kept them reading and motivated them on 
the service side of things for very little cost 
and time." 

Great customer service starts at the home 
office, where attitude is everything. While 
this motivational trick worked for Vignocchi, 
she said it also can red flag potential em-
ployee problems, such as service managers 
with bad attitudes who aren't willing to 
change. "You can't have a constant sourpuss 
in your service team," she explained. "You 
have to have positive meetings and elimi-
nate the bad attitudes. You can't bring per-
sonal problems into these meetings or else 
everyone will feel the tension and stress. It's 
like raising a kid at home - if you want your 
children to say please and thank you out in 
the world, you make that culture important 
at home. It's the same with work. If you 
invest in your employees and treat them 
with professionalism and familiarity and 
respect, that translates to the clients." 

Rewarding employees who continue im-
proving their service solutions might also 
encourage others who are more slowly moti-
vated. For instance, if a customer calls in to 
complement an employee, Smart pays that 
employee $5. If a customer writes a letter of 
appreciation about an employee, he or she 
receives $10. 

Prizes don't always have to include cash 
and they don't always have to be given for 
the same tasks every time, however. 
YardSmart believes that rotating surprises 
and providing unexpected employee treats 
to reward service is better than having em-
ployees work solely to receive an award or 
gift. For instance, Smart has been known to 
give an employee up to $100 if he or she can 
just recite the company mission statement, 
which highlights customer service, to him 
when he asks for it. "And I won't do this only 
at a company meeting or in the morning on 
the way out the door," Smart said. "Some-
times, I'll drive to a job site where guys are 
working and ask one of them what the com-
pany mission statement is." 

Training employees in various areas also 
can boost their service performance. John 
Chiarella, owner, Ultimate Service, Wolcott, 
Conn., spends upwards of $25,000 annually 

P R O 

PRO YJ 

http://www.proteroinc.com
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on continued education for eight senior foremen. He was paying so 
much sending them to a local college that he started a program three 
years ago where he works with local professors to come to his 
organization and teach 25 to 30 of his employees four nights a week 
on various topics. He calls it Ultimate University, and he said not 
only are employees buying into the program, but his clients notice a 
difference. "I have got a few letters from clients just complementing 
us on the fact that we are putting money into our employees and the 
organization," he said. "It makes them feel good about having us as 
their landscape service provider." 

There are many ways to stir up service excitement in an 
organization. Finding the right methods may take a little time, but 
will be worthwhile in the long run. As Vignocchi pointed out, 
"Ideal customer service is being able to sleep at night because you 
are confident that you and everyone on your team did their best 
and did so professionally and graciously with sincere smiles on 
their faces." 

EASY EXTRAS. For contractors who've mastered service basics and 
have an enthusiastic team trained and motivated, customer service 
isn't over. The process is ongoing. Once contractors master the 
fundamentals, they can explore some more unique service perks and 
perfect the art. 

In addition to rewarding long-term clients with treats every 
once in awhile, such as flowers on Valentine's Day or a surprise in 
the middle of the season with a box of candy from Cleveland-
based Groovy Candy Co., which offers themed candy from the 

"Achieving good customer service 

takes the coordination of good marketing, 

good hiring practices, good orienta-

tion and training programs, and the 

consistency of monogement to continually 

communicate what is important and 

why." — Donna Vignocchi 

1960s, 1970s and 1980s, YardSmart decided to hold a client appre-
ciation day. 

"We invited clients to our offices, offering food and entertain-
ment, door prizes and rides on or pictures with our equipment for 
their kids," Stone explained, adding that for a period of six or seven 
hours, the company had upwards of 200 clients enjoy the celebration 
of YardSmart's 15th anniversary. 

SURVEY SAYS. Concerning customer surveys, contractors have 
mixed views on whether or not they help improve service. Yard 
Smart has tried everything to get clients to respond to its surveys, 
including offering clients $1 or a free cup of coffee for a completed 
survey to making sure the return envelopes were prestamped to 

Introducing 
Bunton Z-ControIs" 

All Bunton® Walk Behinds now come standard with 
the unique new Z-Controls™ normally found only on 
Zero Turn Riders. The Z-Controls minimize operator 
fatigue with patented light touch loop grip handles. 
That means less stress on hands, wrists and 
forearms resulting in greater productivity. 

Choose between Bunton Hydro Drive Walk Behinds 
with independent power control to each wheel or 
Bunton Gear Drive Walk Behinds with five forward 
speeds and positive steerable reverse. Either way, 
you'll be getting superior control and greater 
productivity with the new Z-Controls from Bunton 
and that's a comfort. 

Call 1-888-922-TURF (8873) y / ^ 
for the dealer nearest you 
or www.bunton.com ^^r 

mtifMTItDlSfi 
©2003 Jacobsen, A Textron Company 

http://www.bunton.com
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offering a $25 service gift certificate to the 
winning client a drawing after the surveys 
were returned. "The problem for us is the only 
ones we get back are from the people who 
already love us - we can't get more response 
from the rest of our clients, so we're not sure 
the results are truly representative of our 
customer base," Stone said. 

After having an office assistant take on 
surveys as a part of her job, ILT Vignocchi 
feels more confident about its customer 
survey approach. "You have to pick the 
right person to be in charge of it - someone 
who doesn't have a stake in it," Vignocchi 
suggested. "And you have to keep sur-
veys away from the invoices. You can't 
ask a client who owes you $50,000 how he 
feels about your company at that moment 
when he is looking at his bill. You have to 
send surveys separately so clients will 
answer you truthfully and won't be influ-
enced by the invoice. We've also improved 
the questions we ask so that we can really 
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quantify results. [For instance, asking 
questions that reveal a numerical answer 
or giving specific multiple choice answers 
to make tallying the results easier.] It's 
taken us many years - last year was our 
most consistent year in doing surveys 
regularly, which was a couple of times 
during an eight-month maintenance sea-
son and after each installation job." 

ILT Vignocchi uses customer survey responses 

to improve service areas based on client 

requests. Survey: ILT Vignocchi 

Customer service takes a lot of work - it 
can't be perfected overnight, but any orga-
nization can continue improving itis tech-
niques. The end result will always be the 
same - happier, long-term clients and a 
smoother, less stressful working environ-
ment. "Customer service is the ability to 
provide a client with a quality product in an 
efficient manner and for a reasonable price," 
Leatherman maintained. "In our industry, 
as others, many factors can play a role in 
the success of good customer service. It's 
not just one person in our organization - it's 
all of our employees together that make great 
customer service." ID 

The author is Managing Editor of Lawn & Land-
scape, and she can be reached at 
nwisniewski@lawnatidlandscape.com. 
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The perfect travel companion 
for cutting sod. 

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

With a cutting width of 13 inches, 
the working depth can be easily altered 
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T h e unique split blade design reduces 
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transport. For versatility, dethatcher, 
edger and stripper blade options are 
available. 
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Growth-

minded 

contractors 

benefit by 

tracking 

production-

related costs. 

"J was making 15 percent net profit margins at $800,000 in sales. Now I am generating more than 

$1.5 million and making only 4 percent. 1 was having a lot more fun back at $800,000." 

This is a complaint often voiced by landscape entrepreneurs. 

A business owner or company manager must take increased control of the marketing, 
organization and financial factors that enhance or destroy their organization's profits. 
However, contractors frequently forget that equipment and production hours also are 
vital financial control elements. 

Sales growth does not automatically generate increased profit margins. In fact, growth 
- particularly, uncontrolled growth - will more likely decrease profit margins. The single 
biggest reason for this is a culprit called excess capacity. Excess capacity is a profit killer 
in any business, and a particularly silent one in the landscape business because capacity 
costs money and doesn't show up clearly on the standard profit and loss report. And since 
growth requires increased capacity, the more a business grows, the quicker excess 
capacity creeps up and destroys profit margins. 

IT TAKES TWO. There are two primary sources of capacity in a landscape contracting 
business - equipment and production hours. Both create the capacity to do work and 
generate revenues. Both, of course, cost money. Both need to be monitored and managed 
to maximize the return by minimizing the amounts of each required to generate a given 
level of revenues. 

A simple example highlights this fact. Referring to the $800,000 company in TABLE #2: 
Capacity Analysis (page 132), companies A and B both record annual revenues of $800,000. Yet 
company A has a profit margin of 12 percent while company B has a profit margin of 8 percent. 
What's the cause? An analysis of the situation points to excess capacity. Company B uses just 

Elevating 
equipment costs 
and production 
hours can wreak 
havoc on a 
contractor's 
growth plan. 
Consequently, 
controlling these 
costs can 
maximize 
profitability. 
Photo: U.S. 
Lawns 



10 percent more equipment assets (total cost 
of just $12,000 more per year in added de-
preciation and R&M Costs), and company B 
uses just 10 percent more labor hours 
(roughly equivalent to the number of hours 
for one full-time person). Total damage to 
the bottom line is nearly $36,000. 

COMPANYA COMPANY B 
Sales $ 800,000 $ 800,000 
Assets $ 275,000 $ 302,500 
Labor Hours 20,000 22,000 
Depreciation Rate 5 5 
R&M Cost 10% 10% 
Hourly Wage (Burdened) $ 12.00 $ 12.00 
Sales / Asset Ratio 2.91 2.64 
Realize Rate $ 40.00 $ 36.36 
Equipment Cost $ 115,500 $ 127,050 
Labor Cost $ 240,000 $ 264,000 
Net Profit $ 96,000 $ 60,450 
Profit Margin 12% 8% 

TABLE #1: Capacity Analysis 

There is good news from the analysis, 
however. You can create two measurement 
indicators to monitor capacity - the sales/ 
asset ratio and the realize rate (see TABLE 
#2; Detailed Definitions, right). The sales/ 
asset ratio and the realize rate correlate 
closely with net profit margin. In other 

words, when these mea-
surements increase, net 
profit margins in-
crease. In fact, these 
two measurements are 
called leading indica-
tors and they forecast 
profit performance. 

Referring to TABLE 
#2: Capacity Analysis 
(left), seeing that com-
pany A has better mea-
surements for both these 
indicators is easy. This 
is a primary reason prof-
its are better. 

SALES / ASSET RATIO: 
Company A's sales of $800,000 divided 
by its assets of $275,000 equals 2.91. 
This means that $1 of assets generates 
$2.91 of revenue or sales. NOTE: 
Assets are net of real estate assets. 
This ratio is somewhat dependent on 
local conditions, but we know from 
industry surveys that high profit 
companies turn in ratios around 4.0. 

REALIZE RATE: Company A's 
sales of $800,000 divided by its labor 
hours of 20,000 equals $40 per hour. 
This means that one hour of labor 
generates $40 of revenue or sales. 
NOTE: Labor hours measured includes 
foremen and crew technician hours 
paid only. This ratio is completely 
dependent on local conditions, and 
may range from $20 to $45 across the 
country for maintenance work. 

TABLE # 2 : Detailed Definitions 
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Run this same analysis and compare a 
higher profit year to a lower profit year. 
Locate the total asset number on your bal-
ance sheet along with your total hours paid 
- then do the math. 

The first way to use these indicators is as 
management tools to identify profit-destroy-
ing problems, like in the previous example. 
The second way to use them is as planning 
tools to control capacity before growth. 

MAINTENANCE DESIGN / BUILD 

MAINTE-
N A N C E , 

DESIGN / 
BUILD 

Sales 
Direct Cost 50% 
Gross Profit 50% 
Indirect Cost 13% 
Overhead Cost 27% 
Net Profit 10% 

$1,000,000 $1,000,000 
60% 
40% 
10% 

18% 
12% 

Note: Material 
Cost 2% 25% 

TABLE #3: Profit & Loss Statement 

Sales $1,100,000 $1,100,000 
Direct Cost $550,000 50% $660,000 60% 
Gross Profit $550,000 50% $440,000 40% 
Indirect Cost $143,000 13% $110,000 10% 
Overhead Cost $297,000 27% $198,000 18% 
Net Profit $110,000 10% $132,000 12% 

TABLE MA: Growth Plan 

PRODUCTION PLANNING. Here, I will 
highlight examples of a landscape design/ 
build company and a lawn maintenance 
operation to illustrate the production hour 
planning process and the 
necessary calculations. 

Step one. Two compa-
nies have sales of $1 million -
one primarily in mainte-
nance, the other mostly per-
forming design /build work. 
Refer to TABLE #3: Profit & 
Loss Statement (left). The per-

centages represent the 
costs and profit percent-
ages for each business 
and reflect the industry 
experience for higher 
profit companies. 

Step two. Plan for 
sales growth of 10 per-
cent for both busi-
nesses. TABLE MA: 

Growth Plan (left) represents the profit and 
loss forecast based on the same expected 
cost and profit margin performance. Use 
the forecasted profit and loss statement to 

MAINTENANCE DESIGN / BUILD 
Sales $1,100,000 $756,250 
Direct Cost $550,000 50% $385,000 51% 
Gross Profit $550,000 50% $371,250 49% 
Indirect Cost $143,000 13% $110,000 15% 
Overhead Cost $297,000 27% $198,000 26% 
Net Profit $110,000 10% $63,250 8% 

TABLE MB: Growth Plan (net materials) 
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determine the labor production hour bud-
get. But first make an adjustment in the 
design/build business to back out the ma-
terials revenue and costs to reflect only 
true revenues generated by the labor force. 
From TABLE #3: Profit & Loss Statement 
(see page 133), we assume that materials 
cost 25 percent of sales and bids were 
marked up from their landed cost at 25 
percent. The results are shown in TABLE 
MB: Growth Plan (net materials), where rev-
enue from labor net of materials is deter-
mined to be $756,250, and costs are 
$385,000. (For chart, see bottom of page 133). 

Step three. Let's determine the produc-
tion hour budget by first calculating the 
realize rate using TABLE #5: Realize Rate 
(right) as the example. The realize rate is 
based on an average wage cost plus the cost 
recovery and profit markups necessary to 
achieve the budgeted profit. 

Begin with the average wage rate. Easily 
calculate this by summing up your labor 

costs for foremen and technicians from 
last year, then dividing this dollar 
amount by the total number of labor 
hours from your payroll report paid 
last year. In our example, we use $10 
per hour for maintenance and $12 
per hour for design/build. 

The next step is to mark up the 
average wage for the following: 
(1) payroll burden (payroll taxes, 
SUTA, FUTA, FICA), (2) indirect 
costs (supervision payroll, equip-
ment, depreciation, licenses, per-
mits, shop wages and uniforms), 
and (3) overhead costs (general office/ 
sales payroll, rent, communications, mar-
keting, insurance, workers compensation, 
supplies and marketing). 

We first mark up the direct payroll bur-
den 12 percent to yield a payroll wage of 
$11.20 and $13.44, respectively. We then 
mark it up again using a utilization rate to 
compensate for non-billable downtime. The 

MAINTE-
NANCE 

DESIGN / 
BUILD 

Average Wage $10.00 $12.00 
Payroll Burden 12% 12% 
Payroll Wage $11.20 $13.44 
Utilization Rate 90% 0.8 
True Wage $12.44 $16.80 
Recovery Costs $440,000 $308,000 
Labor Cost $550,000 $385,000 
Recovery Rate 80% 80% 
Full Cost Wage $22.40 $30.24 
Profit Goal 10% 12% 
Realize Rate $24.89 $34.36 

TABLE #5: Realize Rate 

utilization rates of 90 percent and 80 percent 
reflect the time actually dedicated to work 
on a job. Determine your utilization rate by 
comparing actual hours billed to jobs vs. 
total hours paid in payroll. Construction 
businesses usually have lower utilization 
rates. This reflects differences in variables 
like timing, scheduling and weather. The 
result is true cost wages of $12.44 and $16.80. 
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The 
"ORIGINAL" 
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Sales growth does not 

automatically generate 

increased profit margins. In 

fact, growth - particularly, 

uncontrolled growth - will more 

likely decrease profit margins. 

The next markup is recovery of indirect and overhead costs. 
Together these two costs total $440,000 for the landscape mainte-
nance business, and $308,000 for the deign/build company. Dividing 
these numbers by their total labor costs yields (just coincidentally) 
the same 80 
percent cost re-
covery per-
centage for 
each business. 
In applying 
this percent-
age to the true 
cost average 
wage, we 
a c h i e v e 
breakeven re-
alize rates of 
$22.40 and 
$30.24. The last calculation calls for a markup for the budgeted profit. 
The final realize rate (see TABLE #5: Realize Rate) represents the 
budgeted revenue per hour required for each hour of labor paid. 

Step four. Determine the labor production hour budget by 
completing the example using TABLE #6: Production Hour Budget 
(below). Start with the forecasted sales budget and divide this 
number by the realize rate calculated. In the example, this yields 
production hour estimates of 44,196 and 22,007 for each of the 
businesses. Conduct a further forecast by applying an hour per 
Production Full Time Equivalent (PFTE) rate to determine staff-

ing requirements. 
The hour per PFTE 
rate is the number 
of hours that a full-
time production 
person will work in 
a year. This num-
ber will range from 
1,540 hours per year 

(due to a shorter season) in the northern United States to 2,080 
hours for full-season regions like Southern California. By divid-
ing production hours by the hours /PFTE, we arrive at 21.25 staff 
required in the field for the maintenance company, and 10.58 
required for the design/build business. 

In summary, each company now has a growth plan for produc-
tion labor that can help it control the hours allowable for a given 
revenue level. Departing from the budget by increasing the hours for 
that given revenue level creates excess capacity and destroys profits. 
The numbers don't lie, and successful contractors - ones that grow 
profitably - stick to their budgets and find that the work can get done 
with the number of people budgeted. 

Hopefully by using these tools, you will be able to say, "I am 
making better margins now at $1,500,00 than I did at $800,000 and 
having a lot more fun than I did then." 10 

The author is a business consultant with KehoeGuido Consulting, Laguna 
Niguel, Calif., and can be reached at 949/715-3804 or kkehoe@earthlink.net. 

Sales $1,100,000 $756,250 

Production Hours 44,196 

PFTE's 21.25 

TABLE #6: Production Hour Budget. 
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http://www.yazookees.com
http://www.horticopia.com
http://www.wellscargo.com
http://www.scag.com
http://www.turftacts.com
http://www.expressblower.com
http://www.adkad.com
http://www.bayerprocentral.com
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By Bob West 

The seventh annual Lawn & 

Landscape School of 

Management featured more 

products, sessions and numerous 

learning opportunities. 

(Right) Echo illustrated the power of its 

newest backpack blower by demonstrating 

its air flow capacity in an easy-to-see 

manner. Photo: Kevin Sipe 

(Left) School of Management attendees 

took advantage of the opportunity to test 

out a broad range of equipment, including 

mowers, trimmers, chain saws, pesticide 

sprayers and trucks. Photo: Kevin Sipe 



(Right) Attendees used 

the breaks, meals and 

receptions as an 

opportunity to visit 

with School of Man-

agement sponsors, 

such as Drafix. Photo: 

Kevin Sipe 

(Left) New on the schedule this year at the School of Man-

agement were six "How We Do It" seminars that let attend-

ees learn how to tackle various issues. Topics covered 

included using the H2B program, selling holiday lighting, 

installing retaining walls. Here, Water Garden Systems' 

Trevor Stevens discusses pond installation. Photo: Kevin Sipe 

- m 

(Right) Bringing more than 300 attendees 

and 30 industry suppliers together meant 

there were plenty of opportunities for 

everyone to get some business taken care of 

during the three-day-long School of Man-

agement. Photo: Kevin Sipe 

(Left) Brett Nutting of JLM Landscapes told 

attendees about the ins and outs of making 

money with hardscapes in his jam-packed 

session. Photo: Kevin Sipe 
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You can now request product information 

online and receive a response immediately! Just 

visit wwwdawnandlandscape.com and click on 

the "free product information " logo on the 

front page. There, you can submit your 

product information requests directly to 

manufacturers. Or, simply circle the numbers 

on page 8Q of tbis month's issue and fax the 

form to 216/Q61-05Q4. 

Mattracks Rubber 
Track System 
• Bolts onto four-wheel-drive pickup or 
sport utility vehicle in place of wheels 
• Provides mobility in extreme snow 
• Large track surface spreads vehicle 
weight over the ground, for ground pres-
sure as low as 1.5 psi 
• Allows snow to be pushed all the way 
up a snow pile, as the vehicle drives over 
the pile 
• Can sustain 40 mph while traveling on 
hard surfaces 
Circle 200 on reader service form 

J. J. Mauget Imicide 
• Features new generation II delivery 
system, with leading micro-injection 
technology 
• Offers up to a full 20-mL capacity 
• Less tools needed for application 
• Contains a non "O" ring 
• Leak-proof, hermetically sealed capsule 
• A simple, two-piece system engineered to 
provide consistent, safe performance for many years 
Circle 201 on reader service form 

NeutraLime Dry 
• Formulated to make seeds germinate 
faster and help plants develop deeper roots 
in all types of soil and on virtually any 
type of terrain 
• 50 percent more calcium carbonate than 
the highest concentration of liquid lime 
• Graduated particle sizing extends pH 
control up to 18 weeks 
• Improved pH balance in the germination 
zone promotes more complete germination 
• Longer control helps improve nutrient up-
take for enhanced plant establishment 
Circle 202 on reader service form 

Sidewinder 1300 
Edger Trencher 
• 13-hp 
Honda 
engine 
• Strong, 
bed-opening 
blade with 
hardened 
teeth cuts 
new beds or 
helps reestablish existing ones 
• Hydrostatic drive provides infinite forward 
and reverse speeds 
• Bed-grooming disc blade manicures exist-
ing beds with minimal disturbance to mulch 
• Variable angle-cutting arm adapts to any 
condition 
• Many mini-trenching blades cut up to 7 
inches deep and 9 inches wide 
Circle 203 on reader service form 

Topp Industries 
Plastic 
Landscape Rocks 
• Polyethylene plastic landscape rocks can 
hide unsightly vents, clean-outs, well 
pipes and much more 

• Weather-resistant 
• Easy to install 
• Provide "real rock look" 
• Come in charcoal gray, white granite and 
sandstone colors 
Circle 204 on reader service form 

Profile Products 
JumpStart 5 
• Complete package of growth 
stimulants with added polymers for 
hydroseed applications 
• Five active ingredients promote 
faster, more complete germination 
and long-term plant health 
• Bio-
stimulants 
and benefi-
cial bacteria 
increase 
root mass 
and top 
growth 
• Added 
polymers 
help im-
prove the 
water hold-
ing capac-
ity of the 
mulch and increase the shooting 
distance of the slurry 
Circle 205 on reader service form 



GM Goodwrench Engines 
feet the confidence 

The Quality You Expect. 
The Assurance Customers Want 

Only GM Goodwrench offers a complete line of new and remanufactured 

engines that are specifically designed, engineered, and tested for General Motors vehicles. 

They are backed by a 36-month/50,000-mile transferable limited warranty, assuring the reliability you expect. 

All are competitively priced and ready to arrive at your repair facility within 48 hours. If you care about the quality 

of parts that you extend to your customers, recommend the only products that can restore 

new-car performance...GM Goodwrench Engines...the blueprint for success. 

Parts 
THE FEELING IS GEN 

V 
LlAẑ rî I J1 

For more information on GM Goodwrench Engines, 
call 1-800-GM USE US, visit GMGoodwrench.com, 

or contact your GM dealer. 
©2001 GM Corp. All rights reserved. 



John Deere 
Landscapes' 
Nursery/Irrigation 
Catalog 
• 100-page catalog 
• Designed specifically for grower and 
nursery operations 
• Includes hundreds of products from 
leading manufacturers 
• All product descriptions include photo-
graphs or detailed illustrations 
• Reference sections throughout the publi-
cation aid in the planning and complete 
installation of greenhouses and nursery ir-
rigation systems 
• Available free to green industry 
professionals 
Circle 206 on reader service form 

RedMax HBZ2600 
• Hand-held blower 
• Develops maximum air speed of 157 mph 
and maximum air volume of 367 cfm 
• Uses 35 percent less fuel than many two-
cycle engines 
• 25.4cc Strato-Charged engine meets CARB II and EPA Phase 2 clean air standards 
without catalytic converter 
• One-year commercial warranty 
Circle 207 on reader service form 

Rain Bird Xeri 
Poly-Tubing 
• Available in green, purple or yellow 
striped patterns 
• Designed for use with all drip systems 
• Can be installed at or below grade 

• Color-coded tubing makes the installa-
tion and maintenance of drip irrigation 
systems quicker and easier 
• Color stripe design allows for quick 
identification of different watering zones 
within a trench 
• UV resistant 
Circle 208 on reader service form 

Real maneuver^ 

TA- l 7D & TA 2 5 D Turf Aerators 
• Patented split drive technology permits non-stop aerating 
• Steering and turning without raising the tines out of the ground 
• Steering controls ensure straight line operation 
• Combination throttle and belt tightener for a smoother start 
• Protective chain guard keeps grass, leaves, and cores out of chain and sprocketrs 
• Heavy duty non-relube ball bearings 
• Engine: 4 hp Honda 

CLASSEn 
MANUFACTURING, INC. 

1401 Logan Street 
Norfolk, NE 68701 

Toll free: (888) 252-7710 
Fax:(402)371-3602 
www.dassen-mfg.com 

The Americutter-14 
is the most reliable 

14" brick and 
masonry saw 
in America. 

Also Available 
20" Block Saw, Cart, Stand, Diamond Blades 
Electrical Motor Options Are Also Available 

FOR FREE 
BROCHURE 

American Brick Saw Company, Inc. 
8 2 5 Seegers Road • Des Plaines, I I 6 0 0 1 6 

Phone: ( 8 0 0 ) 9 8 9 - 9 5 9 3 
Fax: ( 8 4 7 ) 3 9 0 - 0 0 6 0 

www.americanbricksaw.com 

http://www.dassen-mfg.com
http://www.americanbricksaw.com


With The Lawn & Landscape Sweepstakes 

www. lawnandlands<ape.<om offers 
• Chances to win new products 
• Daily news 
• Archived magazine articles 
• Message boards 
• T h e ability to sign up for a personalized My Lawn & Landscape account 

Question*? Call 800/456-0707 

Enter to win the STIHL BT 45 wood boring drill or BT45 planting auger 
B T 45 Wood Boring Drill and B T 45 Earth Auger: 

• Compact construction, low weight and 
adjustable front handles for effortless 
operation 

• Reverse gear feature for quick and easy 
maneuvering 

• Anti-vibration system for user comfort 
• Gearbox with two forward speeds, a neutral 

position and reverse speed 
• Reliable 4140 engine series for common, 

interchangeable parts and reduced down time 

B T 45 Wood Boring Drill: 
• 360-degree adjustable front handle for multi 

position operation 
• Vi" keyless Jacobs chuck which allows for 

faster bit installation 

Stihl's new B T 45 w o o d boring drill and earth auger are 
ideal for small drilling jobs where electricity is not available, 
such as ornamental planting, utility work , log home 
construction, maple syrup harvesting and more. With these 
great product features the B T 45 would be a versatile and 
efficient addition to your business. Specifications: 

Engine Size 
Engine Power 
Engine Weight 
Fuel Capacity 

The winner of the Lawn & Landscape Online Sweepstakes will receive 
their choice of a BT 45 wood boring drill or BT 45 earth auger. Call 
I -800-G0 STIHL (467-8445), visit http://www.stihlusa.com or see your 
local STIHL servicing dealer for more information on the complete line of 
STIHL products. 

http://www.stihlusa.com


Multec 
Communications' 
Radio Module 
for Wireless 
Irrigation Control 

• Speeds irrigation control by 
eliminating the need to install hard wire 
connections between RTUs throughout 
the system 
• The company's 70 Series Data Module 
has been designed to support the irriga-
tion industry's efforts to facilitate wireless 
control 
• Features a range as far as 5 miles and 

enables users to connect RTUs for comput-
erized/manual control of pivot heads, irri-
gation valves and sprinklers 
• Other applications include data collec-
tion, system status monitoring, alarm re-
porting and metering 
• Housed in a durable die-cast aluminum 
case, the unit is FCC type-approved 
Circle 209 on reader service form 

Power Plus 
Synchronized Strobe Systems 
• Meterolite 1700 series synchronized strobe systems are available with one to four 
strobe heads 
• Each strobe is marked with a number that corresponds with its flashing sequence 
• Offers versatility of user-selective single, double or quad flash patterns 
• Sequence warning patterns available 
Circle 210 on reader service form 

Phone (407)656-1088 • www.brandtekus.com 

FINANCING AVAILABLE 

Zero turn radius 

anger 
ZERO TURN RADIUS 

0 DOWN PAYMENT 

Eliminates operator fatigue 
• Triple your productivity 

• Spreads and sprays over 7500 
sq. ft. per minute 

• One hand steering - zero turn 
radius maneuverability 

• Stainless breakaway spray boom 
• 100-lb. variable speed spreader 
• Interchangeable high pressure 

hand gun to low pressure wand 
• Heavy duty variable speed 

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

aluminum utility tray 

TWO MODELS TO CHOOSE FROM 

Zero turn radius 

Zero turn radius Zero turn radius 

http://www.brandtekus.com


LAWN & LANDSCAPE MAGAZINE PRESENTS.. . . 

TWO GREAT OPPORTUNITIES 
TO GROW YOUR COMPANY 

J U L Y 2 4 - 2 6 , 2 0 0 3 
C I N C I N N A T I , O H I O 

The Industry's Only Conference Dedicated 
Solely To Developing Winning Sales 

and Marketing Programs 

WHAT YOU WILL 
LEARN BY ATTENDING 

/ How to compete against larger 
competition and win. 

/ How to get your foot in the door with 
customers you thought were out of 
your reach. 

/ How to market like a millionaire on a 
poor man's budget. 

/ Why what you say in your marketing 
is more important than what you 
"show." 

/ How to trump your competition with a guaranteed 11-step 
sales process. 

/ How to have fun and succeed at your business in ways you 
never thought. 

SEMINAR HIGHLIGHTS 
/ Learn proven methods to grow your 

business and insure profits. 
/ Discover how to improve operational 

ef f ic iencies - tracking your labor 
hours, identifying labor costing, and 
how to p u r c h a s e and mainta in 
equipment. 

/ Sharpen your financial management 
practices with QuickBooks and learn 
how to structure your pricing. 

/ Identify strategies for setting your company up for long 
term, sustained growth. 

SEMINAR DATES & LOCATIONS 
Friday, July 25, 2003 
Balt imore 

Friday, August 1, 2003 
Phi ladelphia 

Friday, August 8, 2003 
Nor thern New Jersey 

Friday, August 15, 2003 
Or lando 

Friday, August 22, 2003 
Ft. Lauderdale 

Friday, September 5, 2003 
Greensboro 

Friday, September 12, 2003 
At lanta 

Friday, September 19, 2003 
St. Louis 

Friday, September 26, 2003 
Chicago 

Friday, October 3, 2003 
Dal las 

SPACE IS L IMITED - R E G I S T E R TODAY! 

Conference Registration: $495 per person; 
$395 per person for two or more from 

the same company. 

S e m i n a r R e g i s t r a t i o n : $ 1 4 5 p e r p e r s o n , $ 1 0 5 p e r 
p e r s o n for t h r e e or m o r e f r o m s a m e c o m p a n y 

SPONSORED BY 

JOHN DEERE 

g r o w i n g y o u r b u s i n e s s s e m i n a r s 
FEATURING JACK MATTINGLY. MATTINGLY ASSOCIATES 

HOW TO R E G I S T E R ? 
By P h o n e : Cal l 8 0 0 / 4 5 6 - 0 7 0 7 

O n T h e W e b : w w w . l a w n a n d l a n d s c a p e . c o m - C l ick O n E v e n t s 

http://www.lawnandlandscape.com


Echo EA-400 
Earth Auger 
• Designed to dig holes quickly and easily 
for a variety of commercial and consumer 
uses throughout the year 
• 42.7cc engine features a heavy-duty air 

filtration system and Echo's Pro-Fire Elec-
tronic Ignition for fast, easy starts 
• Equipped with a 30.1:1 gear ratio, deliv-
ering unmatched operational torque and 
rapid cutting capabilities 
• Padded handle reduces vibration during 
operation 
• New dual-blade Ice Auger attachment 

Protect Your Customer's Food 
From Becoming Deer Food! 

•One Application Lasts Up To 3 Months 
•Use On Food Crops, Landscaping, Roses & Shrubbery 
•Odor & Taste Barriers For Deer, Rabbits & Tree Squirrels 
•Available In Ready-To-Use Or Concentrate 

www.havahart.com 
Contact Woodstream Corporation for a Distributor near you 1(800)800-1819. 

P 

makes it a perfect 
year-round tool, 
offering effortless 
drilling through 
ice and snow 
Circle 212 on 
reader service 
form 

Abbott's 
AutoMate 
• On-board computer system provides 
vehicle information 
• Allows contractors to generate reports 
needed to manage fleets and businesses 
more effectively 
• Provides information about the start 
and end times of a trip, service time, total 
trip miles and peak speed 
Circle 211 on reader service form 

USE R E A D E R S E R V I C E # 1 3 3 

HOW TO BUILD THE 
LONGEST LASTING TRAILER 

IN THE GREEN INDUSTRY 
(Wells Cargo's comprehensive 6-year warranty is proof positive!) 

Frustrated? 
This Video Will Solve Your 

Training Problems! 

Introducing the first of its kind training Video 
for Spanish or English speaking employees 
on how to correctly and safely operate com-
mercial lawn care equipment. 

Our 30 minute video will prepare new recruits 
for their first day on the job. 

To order visit: www.TrainWithVideos.com 
or call 1-800-559-0119 

All on-line orders receive free gift of 
"40 Most Used Landscaping Terms in Spanish" 

Rear Ramp 
Door with 

Dual Spring 
Assist 

3/4" 
MarineTech™ PTP 

Ramp Deck 
& Interior Floor 

(20 year warranty) 

® (800) 348-7553 

Radius Steel 
Corner Posts 
(Front & Rear) 

Stop/Tail/Turn 
Lights for 

Improved Safety 

Chassis Built with 
SmartFrame 

Technology™ 
includingTubular 
Steel Main Rails 

www.wellscargo.com 

3/8" 
Exterior Grade 

Plywood 
Sidewalls 

Side Entry Door with Aluminum 
"Anti-Rack" Cam Lock 

Heavy-Duty Anodized 
Aluminum Roof Cove 

http://www.havahart.com
http://www.TrainWithVideos.com
http://www.wellscargo.com


Wintac 
Green 2003 
• Enhanced version of the best-selling all-
in-one program 
• Integrates scheduling, routing, job track-
ing, job costing, estimating, invoicing, pur-
chasing, checking, payroll, financial re-
porting and marketing 
• New productivity tools include auto-
matic maintenance scheduling, automatic 
billing cycles and certified payroll options 
• Enables users to attach photographs, 
graphics and other electronic images to 
their data 
• Integrates fully with Microsoft Office 
• Includes built-in links to QuickBooks, 
Peachtree and other accounting programs 
Circle 213 on reader service form 

Salt Out 
• Significantly re-
duces soil sodium 
salt levels 
• Prevents harmful 
salt uptake by the 
plant roots 
• Enables rapid improvement and recov-
ery from salt stress conditions 
• Facilitates the improvement and stabili-
zation of turf grass color 
• Ensures soil penetration and proper 
moisture distribution 
Circle 214 on reader service form 

Reed Mfg.'s 
Comfort Wrench 
• New handle on One Hand Wrench en-
ables better ergonomics 
• Features all-forged steel construction and 
a one-piece handle 
• Offers a narrow profile for comfortable 
maneuverability in tight places 
• Allows user to tighten and loosen with-
out removing the wrench from a pipe 
• Grips any shape 
Circle 215 on reader service form 

REU 
DEPEND 

ABLE 
ABLE 
ABLE 

That's Trimec* 
weed control. 

The efficacy of Trimec 

technology has been 

validated in over 5,000 

field tests by golf course 

superintendents, landscape 

professionals, lawn care 

operators and universities. 

That's why it's the industry 

standard for turf tolerance 

and reliability. 

Time after time, Trimec 
herbicides provide the 
same excellent broadleaf 
weed control. 

Weed control 
you can count 
on - Trimec . 



Goose-B-Gone 
• Low-cost, effective solution to geese and 
the problems 
they cause on 
various prop-
erties 
• Repellent 
makes grass 
areas 
impaletable to 
geese and 
ducks 
• Contains a 
biodegrad-
able, food-
grade repel-
lent called Methyl anthranilate, which is 
safe to use 
• One gallon of Goose-B-Gone™ covers 
1 acre 
Circle 216 on reader service form 

Irritiors 
KwikStart 
Remote Control 
System kit 
• Designed specifically for KwikDial 
Series controllers 
• Includes everything required 
for remote operation of the 
KwikDial 
• Convenient accessory for perform-
ing system troubleshooting and 
maintenance without direct access to 
the controller 
• Allows remote station start, station 
advance, pause, resume and shut off 
of individual valves 
• Operating range of approximately 
160 to 300 feet 
• Multiple address-code capability 
means a single transmitter can be 
used to individually communicate 
to many different KwikStart 
receivers 
Circle 217 on reader service form 

Portable Cord Reel 
• Heavy-duty steel construction 
• Metallic silver finish 
• Holds up to 200 feet of 14/3 cable or 150 feet of 12/3 cable 
• Durable brass slip rings for "live" cord reel functionality 
• Ergonomic carry handle 
• Adjustable friction brake 
• Recessed straight-blade receptacle in drum for easy con-
nection of power cord 
• 6-foot power cord lead (12/3) included 
Circle 218 on reader service form 

Swisher's 
Zero-Turn 
Radius Mower 
• Three models: 14-hp engine with 36-inch 
mowing deck; 17.5-hp engine with 42-inch 
mowing deck; 20-hp engine with 50-inch 
mowing deck 
• All powered by Briggs & Stratton OHV 

engines 
• Cutting height can be adjusted from 1.5 
to 3.5 inches 
• Electric clutch 
• Mid-mount mowing deck for a 
smoother cut 
• Twin comfort grip control levers 
• Padded high-back seat with armrest for 
a comfortable ride 
• Twin hydrostatic transmission provides 
years of maintenance-free service 
Circle 219 on reader service form 

Contoured Van 
Ramp 
• Holds 2,000 pounds 
• Converts van to secured trailer 
• Easy to use 
• Sanded non-slip finish 
• Designed to close with one operator 
• Self-leveling feature allows loading in 
any terrain 
Circle 220 on reader service form ID 

Shindaiwa 
T272X Trimmer 
• New and powerful blade-capable 
trimmer 
• 1.5 horse-
power and 
27.2cc air dis-
placement 
• Designed es-
pecially for the 
demanding 
commercial 
customer 
• Features a chrome-plated cylinder, 
two-ring piston and heavy-duty air filter 
• High-quality, three-way catalytic muf-
fler, closed-ported cylinder and a proven 
Walbro WYJ rotary valve carburetor 
• Side-mounted filler opening on the fuel 
tank for easier filling without spills 
Circle 221 on reader service form 



Irrigation Software 
(continued from page 102) 

creasing in the business, manufacturers are 
already planning for future advancements 
to better meet client needs. 

In the future, irrigation software may 
incorporate mapping or global positioning 
system functions to improve routing and 
drive time, pointed out Jeff Tuel, new busi-
ness development product manager, com-
mercial division, Rain Bird, Tucson, Ariz. 
"When a technician downloads calls for the 
day, mapped directions will come with each 
job to help facilitate his day," he predicted. 

Another improvement area may be inven-
tory tracking. "By pointing and clicking on 
parts used for jobs and feeding this info back 
into an accounting system for inventory man-
agement, we can come up with a way where 
the distributor would be tied into this for full 
supply chain management," Tuel suggested. 

Fay agreed that this would be a great 
resource. "With irrigation, each truck is like 
a shop on wheels - we have to carry a store 
of parts at all times," he said. "A few wrong 

ordering decisions and you could have more 
money tied up in inventory than you need. 
It would be nice to use a database to identify 
spikes and holes and cracks so I could man-
age inventory better." 

The key to purchasing the right irriga-
tion software is being able to fit it to a 
company's specific needs. "There needs to 
be depth in the software so that each com-
pany can customize it to the way they want/ 
need it to run," Tucker said. 

PRICE POINTS. Incorporating software 
into a business can range in cost based on 
specific needs. 

According to Tuel, seasonal businesses 
that rent software can pay $200 to$500 
monthly, $2,200 to $3,500 annually, based 
on business size, or up to $10,000 to $15,000 
to own software for their business. 

Tucker pointed out that purchasing irri-
gation software can range from $795 to 
$5,000, depending on a variety of contractor 

needs. "Do you want to spend all day using 
a pick and shovel to find that pipe or do you 
want to spend a little bit of money, learn a 
little technology and purchase a pipe locator 
and only dig once?" he questioned. "Infor-
mation and its management is key." 

Contractors who want to incorporate 
Palm Pilots into their businesses can spend 
$125 to $150 each and contractors who want 
to set up one truck with a printer may pay 
from $350 to $500 each, Crary estimated. 

Many contractors today, whether they 
currently are using irrigation software or 
are investigating programs so they can one 
day implement it into their businesses, just 
want to simplify their processes and im-
prove their operations. Fay maintained, "Our 
goal is to eliminate the paper trail." ID 

The author is Managing Editor o/Lawn& Land-
scape magazine and can be reached at 
nwisniewski@lawnandlandscape.com. Ettloe Wil-
son also contributed to this story. 

PLCAASalutes... * * * * * * * * * * * * * * * * * * *** 
Green Industry Community Service Volunteers 

"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 * 

-Ptiil Fogarty, Coordinator of PLCAA's 
Renewal and Remembrance Program 

at Arlington National Cemetery 

Each year lawn and landscape 
companies and industry 
suppliers from across the 

country dedicate their time, 
expertise and equipment to 

beautify Arlington National Cemetery in 
Washington, D.C. The Professional Lawn 
Care Association of America salutes 
these volunteers and sponsors for their 
commitment to honoring the men and 
women who fought for our country. 
For a list of past volunteer companies, 
contact PLCAA at 800-458-3466 or by 
e-mail at plcaa@plcaa.org. 

PLCAA's 
"Renewal 8 Remembrance" Project 

at Arlington National Cemetery 
8 Old Congressional Cemetery 

in conjunction with 
Legislative Day on the Hill 

July 14-15, 2003 Washington, D.C. 

RENEWAL & REMEMBRANCE" 
SPONSORS 

Co-Sponsors 
BASF 
Bayer 
Dow AgroSciences 
FMC 
RISE 
Syngenta 

Contributors 
Lesco, Inc. 
The Andersons 
IMERYS 
Riverdale Chemical 
The Scotts Company 

A 
* /^O.M 

Legislative Day on the Hill 

\ PLCAA 
PROFESSIONAL 

LAWN CARE 
ASSOCIATION 
OFAMERICA 

******* Volunteers needed for "Renewal a Remembrance 2003" * * * * * * * 
...call PLCAA today at 800-458-3466 or e-mail us at plcaa@plcaa.org! 

mailto:nwisniewski@lawnandlandscape.com
mailto:plcaa@plcaa.org
mailto:plcaa@plcaa.org


TO INQUIRE ABOUT OUR ADVERTISERS' PRODUCTS, 
PLEASE TURN TO PAGE 89. 

COMPANY NAME WEB ADDRESS PG# RS# 
Absolute Innovations www.absoluteinnovations.net 127 113 
Adkad Technologies www.adkad.com 102 85 
ALCA www.alca.org 67* 61 
American Brick Saw www.brickpaver.com 142 127 
AM Leonard www.amleo.com 98 79 
Arcoa Industries www.arcoa.com 108 94 
ASV www.asvi.com 37 35 
Aqua Master www.aquamasterfountains.com 25 24 
B & DA Weisburger www.weisburger.com 9 14 
Back Saver www.thebacksaver.com 135 122 
Ball Seed www.ballseed.com 35 33 
Ballard Equipment www.ez-gate.com 18 18 
Bandit Industries www.banditchippers.com 41 37 
BASF www.turffacts.com 3,121* 11,107 
Bayer Environmental Science www.bayerprocentral.com 10-11,52-53,68-69 
Bobcat www.bobcat.com 61 50 
Briggs k Stratton www.briggsandstratton.com 59 49 
Brite Ideas www.briteideas.com . 64 54 
Brouwer Turf www.brouwerturf.com 130 116 
Carl Black GMC www.carlblack.com 123 108 
Caterpillar www.cat.com 67*,103 59,86 
CDS-John Blue www.cds-johnblue.com 132 117 
Classen www.classen-mfg.com 142 126 
CLIP www.dip.com 21 21 
Combined Mfg www.spread4mower.com 102 84 
Concrete Edge www.concreteedge.com 20 20 
C&S Turfcare www.csturfequip.com 116 101 
Curbworld www.curbworld.com 26 25 
Daimler Chrysler www.dodge.com 113 
Deer-Off www.deer-off.com 146 133 
Dixie Chopper www.dixiechopper.com 15 16 
Dow AgroSdences www.dowagro.com/turf 90-91,100-101 
Drafix www.drafix.com 47 40 
Easy Lawn www.easylawn.com 118 104 
Echo www.echo-usa.com . 159 136 
Encore Power Equipment www.encoreequipment.com 105 136 
Exmark www.exmark.com 39 36 
Express Blower www.expressblower.com 128 138 
Fabriscape www.fabriscape.com 134 121 
Ferris Industries www.ferrisindustries.com 55 45 
Finn www.finncorp.com 31 31 
FMC Corp www.fmc-apgspec.com 65 56 
Ford Truck www.commtruck.ford.com 92-93 75 
GMC/Sierra www.gmc.com 22-23 
CMC/Parts Powertrain www.gmcgoodwrench.com 141 125 
GNC Industries www.gncindustries.com 106 89 
Gravely /Ariens www.gravely.com 118 103 
Gregson Clark . www.gregsonclark.com 24,116 23,100 
Hunter www.hunterindustries.com 97 78 
Husqvarna www.husqvarna.com 44-45 38 
Irritrol www.irritrol.com 13 15 
ITV www.trainwithvideos.com 146 132 
John Deere www.johndeere.com 71 63 
John Deere Construction www.skidsteer.com 109 95 
)RC0 www.jrcoinc.com 102 83 
K&L Industries www.backflowbuddy.com 62 51 
Kawasaki www.kawpower.com 119 105 
Kelly Commercial Truck Center www.isuzutruckcenter.com 67* 60 
Kichler www.kichler.com 106 88 
Kubota www.kubota.com 57 47 
Landscapes Supply www.landscapersupply.com 48 41 
Lawn Power k Equipment www.brandtekus.com 144 129 

COMPANY NAME WEB ADDRESS _PG# RS# 
Lebanon Turf Products www.lebturf.com 5,29 12,30 
Little Wonder www.littlewonder.com 98 80 
Load Handler Products 132 118 
Maruyama www.maruyama-us.com 58 48 
Middle GA Freightliner www.middlegafreightliner.com 133 119 
Mike Fiore 26 26 
Morbark www.morbark.com 117 102 
MTI . www.sprinklers41ess.com 28,135 29,123 
Mulch Mule www.mulchmule.com 62 52 
NEBS www.nebs.com 36 34 
Nite Tyme Illuminations www.nitetymeilluminations.com 108 92 
Oldham Chemical www.oldhamchem.com 124 110 
Oregon Outdoor Power 

Equipment www.oregonoep.com 64 ? 
Otterbine Barebo www.otterbine.com 134 123 
Pace American www.paceamerican.com 126 112 
PBI Gordon www.weedalert.com 51,99,147 44,81,134 
Perma-Green Supreme www.ride-onspreader.com 95 77 
Pioneer Cover-All www.pioneercoverall.com 28 28 
Plantfind www.plantfind.com 125 I l l 
PLCAA Day on the Hill www.plcaa.org 149 . . 135 
Poser Systems www.powersystems.com 46 39 
ProEquipment www.quik-spreder.com 102 82 
Protero www.proteroinc.com 128 114 
Rain Bird www.rainbird.com 27,111 27,% 
Riverdale www.riverdalecc.com 17,115 17,99 
RND Signs www.rndsigns.com 21 22 
RotaDairon www.mge-dairon.com 107 90 
Shindaiwa www.shindaiwa.com 63 53 
SNG Equipment www.gosng.com 66 58 
Stihl www.stihlusa.com 19 19 
Syngenta www.syngentaprofessionalproducts.com .. 32-33 32 
Textron Golf, Turf k 

Specialty Products www.textronturf.com 129 . 
Toro Sitework Systems www.toro.com 2 . 
Transitional Systems www.transitionalsystems.com 107 . 
Treegator www.treegator.com 66 . 
Tuflex www.tuflexmfg.com 120. 
Turfco www.turfco.com 114 . 
Tygar Mfg www.tygarmfg.com 64 . 
UHS www.uhsonline.com 7,94 . 
UnicoSpray Products www.unicospray.com 56 . 
US Lawns www.uslawns.com 50 . 
Visual Impact Imaging www.visualimpactimaging.com 124 . 
Vitamin Institute — www.superthrive.com 160 . 
Walker www.walkermowers.com 70 . 
Wells Cargo . www.wellscargo.com 146 . 
Yazoo-Kees www.yazookees.com 49 . 

.115 
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TREE CARE BUYERS' GUIDE 
Aerial Equipment www.aerialequipment.com T8 68 
ArborSystems www.arborsystemsllc.com T12 72 
Blue Ridge Arborist Supply www.blueridgearboristsupplies.com T8 67 
Jameson LLC www.jamesonllc.com T15 73 
JJ Mauget www.mauget.com T2 64 
Stihl www.stihlusa.com T16 74 
Tilton Equipment www.tiltonequipment.com T9 69 
Tree Toad www.treetoad.com T9 70 
Tree Tech Microinjection www.treetech.net T3 65 
Triple D www.tripled-enterprises.com T10 71 
UPM www.vine-x.com T8 66 

*Denotes regional advertising. This listing is provided as a courtesy to L a w n k Landscape 
advertisers. 

http://www.turffacts.com
http://www.bayerprocentral.com
http://www.dowagro.com/turf
http://www.gregsonclark.com
http://www.sprinklers41ess.com
http://www.weedalert.com
http://www.plcaa.org
http://www.uhsonline.com


Rates PUTTING GREENS 
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 available on classified display ads at $175.00 
additional. All classified ads must be received by 
the publisher before the first of the month preced-
ing publication and be accompanied by check or 
money order covering full payment. Submit ads to: 
Laum & Landscape, 4012 Bridge Ave., Cleveland, 
Ohio 44113. Fax: 216/961-0364. 

Advertising Services 
WEB DESIGNERS 
Web Design, Brochures, Logos, Lettering and 

Printing Services for Landscapers. Your single 
source for marketing your landscape business. 

Samples online: 
www.landscapermarketing.com or 

call 888/28-DSIGN. 

Business Opportunities 
SELLING YOUR BUSINESS? 

FREE 
APPRAISAL 

NO BROKER 
FEES 

Professional Business Consultants 

g F 0 % 
Merger A Acquisition Specialists 

Professional Business Consultants can obtain 
purchase offers from qualified buyers without 

disclosing their identities. Consultants' fees 
are paid by the buyer. 

CALL: 

708/744-6715 
FAX: 630/910-8100 

TURBO TECHNOLOGIES INC 

U R B O I U R F 
HYDRO SEEDING SYSTEMS 

FOR FREE HYDROSEEDING INFO A VIDEO, CALL 

TURBO TECHNOLOGIES, INC 
1500 First Ave., Beaver Falls. PA 15010 

1-800-822-3437 
WWW.TURBOTURF.COM 

w I Back-Yard Putting Greens 
| Synthetic putting greens are the fastest growing 

* segment of the S20 Billion a year golf industry 
* Reasons to call us: 

* Huge Profit Center 

bjMP̂  FREE VIDEO 
* C a r n \ O l n u n l o n 
^ Excellent Add-On S e n i c e 
* Residential & Commercial 

* * Utilize Existing Equipment 
* Buy .Manufacturer Direct 

* Many Extras 

800-334-9005 
www.allpro2reens.com CONKLIN PRODUCTS BUSINESS OPPORTUNITY 

OPPORTUNITY! 
Use/market, new technology liquid slow-release 
fertilizer and micro-nutrients 

BUY DIRECT FROM MANUFACTURER 
FREE Catalog - 800/832-9635 
Email: kmfranke@hutchel.net 
www.frankemarketing.com 

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 manu-
als are being used by hundreds of your peers 
throughout the United States and Canada. 
Wayne's Lawn Service was recently rated one of 
the top 10 lawn companies in the United States. 

Profits Unlimited 
8 0 0 / 8 4 5 - 0 4 9 9 

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 603/352-3333. Made in the USA 

^ / p o k i n g 

for a job? 
Great. We'll start 

you at CEO. 

Tired o f struggling in the 
landscape industry? We'll give 

you a promotion. Call us 
today and learn how to start 

your very own franchise. 

m 

BILINGUAL LAWN 
& LANDSCAPE 

TRAINING PRODUCTS! 
For more information & to order 

Visit us today @ 
www.InfoExchangeonline.com 

http://www.landscapermarketing.com
http://WWW.TURBOTURF.COM
http://www.allpro2reens.com
mailto:kmfranke@hutchel.net
http://www.frankemarketing.com
http://www.profitsareus.com
http://www.InfoExchangeonline.com


HYDROSEEDING/ 
HYDROMULCHING 
EQUIPMENT AND SUPPLIES 

LAWN* 
DOCTOR The cure for the common job. 

KEEPING L A W N S H E A L T H Y FOR LIFE. 

LAVKDOCTOR.COK 

- Tremendous growth potential 
- Proven support systems 
- Affordable opportunity 
- Spend time outdoors 
- No experience necessary 
F O R F R E E F R A N C H I S E I N F O R M A T I O N C A L L 

1 . B D D . 6 3 1 . 5 6 6 G 

Businesses for Sale 
COMMERCIAL LANDSCAPE 
MAINTENANCE 

Commercial landscape maintenance business 
includes tree trimming and installation. Orange 
County California. Established 20 years, $5.5 
million annual sales, 2.7M or equity partner. 
Great opportunity for out of state company to 
expand into Southern California. 714/401-9128. 

LANDSCAPE 
CONSTRUCTION COMPANY 

Well Established 20-year Landscape Company 
Boston, Massachusetts Area. 

Annual volume $3.5 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 2003 backlog to date is over $1.5 Million! 

Contact Global Business Exchange 
Mr. John Doyle 781/380-1420 

Fax: 781/380-1420 

BUSINESS FOR SALE 
Northeast, company that provides landscape and 
lawn maintenance services to commercial and in-
stitutional properties. Revenue $3 million, prfit 
$600K. Contact: Gregory J. Martin 714/327-8879 
or gmartin@rsmequico.com. 

BUSINESS FOR SALE 
Landscape Business 20 yrs. in service, asking 
$195K. Owner must sell, health purposes, call 
530/527-7599 or fax 530/527-3128. Area in Cali-
fornia, north of Sacramento. 

BUSINESS FOR SALE 
Successful business in beautiful S.W. Colorado. 
Commercial and residential landscape business. 
This rural business has TRIPLED it's gross in just 
4 years. $230,000 in 2002 this Market is wide open 
for future growth in landscape & maintenance. 

Meticulous equipment includes: 
97 Ford diesel crewcab 

2001 KubotaTractor 
2# Enclosed Haulmark trailers 

16' flatbed 
Other equipment to numerous to mention. 

Priced at $230,000 
If you are interested in a beautiful rural area 

with phenomenal growth potential, send 
replies to 

CGL 
407 South Market 

Cortez, Colo. 81321 
Email at connerclan@frontier.net 

For Sale 
LANDSCAPE DESIGN KIT 3 

It LANDSCAPE DESIGN KIT 3 
48 rubber stamp symbols of traas, 
shrubs, plants A mora. 1/8" scale. 

Stamp sizas from 1/4" to 1 3M". 
> $93 • $6.75 s/h. VISA, MasterCard. & 
| MO s shipped next day. Check delays 
Rshipment 3 weeks. CA add 7.75%tax. 

J AMERICAN STAMP CO. 
^FRfF BROCHURE 12290 Rising Rd. LL23. Wilton. CA 95693 

.o f t , . Loai 916-667-7102 T0U. FREE 8 7 7 4 8 7 - 7 1 0 2 

HYDROMULCHERS 
Usedhydromulchers.com 

GPS VEHICLE TRACKING 
No Monthly Fees 
Call 800/779-1905 

www.mobiletimeclock.com 

HYDRO SEEDING HELPER 
Slicky Sticky.com 

800/527-2304 

HYDRO-MULCHING 
MACHINERY 

Hydro-Mulching Machinery 
For Sod Quality Results 

TurfMaker.com 
800/551-2304 

EQUIPMENT FQR SALE 

DISCOUNT SPRAYER PARTS 

Discount Sprayer Parts 
REPLACEMENT PARTS & PUMPS FOR: 

• FMC (John Bean) • Hypro • 
• F.E, 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 

FOR SALE 
For sale, large white pines 18 to 20 feet, 43-inch 
balls located in northern Maryland. Please call 
410/357-5836. 

FOR SALE 
Turf Tracker Fertilization Spray System 

Original Owner 
20-hp Kohler Engine 

Mint Condition 
Increase Your Daily Production 

$4,500.00 603/424-7817 

mailto:gmartin@rsmequico.com
mailto:connerclan@frontier.net
http://www.mobiletimeclock.com
mailto:sprayerpts@bellsouth.net


FOR SALE 

Meet Your New Crew Foreman . • . 
The Atrol II is the simple, low cost way o f monitoring your drivers and equipment 
24 hours a day. With the Atrol II you will have a permanent minute to minute record 
o f all starts and stops o f your daily schedule. 

With the Atrol II you will be able to: 
$$ Pinpoint unnecessary stops and side trips 
$$ Verify job start time 
$$ Increase productivity 
$$ Reduce fuel bills. 

Why not do what hundreds o f other companies have done and 
equip your fleet with the Atrol II Activity Recorder today? Ask for 
our 30 day no-risk offer. For FREE details: 

1-800-643-5973 
or 1-870-535-4973 

email: salesfa atrol.com • Website: www.atrol.com 

ENTERPRISES, INC. 901 West Fourth Ave. • P.O. B o x 9 0 2 6 • Pine Bluff, Arkansas 71711 

FOR SALE 
Lawn Spray equipment for sale- Trugreen-
Chemlawn Spray tanks fully enclosed fiberglass 
bodies, numerous tanks, pumps, hose reels, and 
spray equipment. Call for details 412/445-8066. 

COVER IT 

COVERrfo INSTANT GARAGES 
ALL WEATHER SHELTERS 

SAND/SALT BINS • WORKSHOPS 
EQUIPMENT STORAGE 

Author ized D e a l e r 

SHELTERS OF NEW ENGLAND INC. 
251 West Hollis St. • Nashua, NH 03060 
1-800-663-2701 • (603) 886-2701 
www.sheltersofnewengland.com 

FOR SALE 
17 used Graham Lawn Equipment Built Spray 

Trucks for sale - refurbished yearly. 
Great condition! 

Also Seeders, Aerators, Perma-Green Ride-On 
Spreaders and more! 

Must sell! 
Call Gary Donovan 860/978-3025 or leave 

message at 860/844-8539. 

FOR SALE — SPRAY RIGS 
1999 Turf Tracker SS8030. Like new, 25 hours 
on machine. E-mail at kintachippy@aol.com or 
call John at 516/674-9660. 

BARK BLOWERS FOR SALE 
1999 FINN 816 (16 yard unit) bark blower, ap-
proximately 1167 hours on the bark blower unit, 
Finn serial number 108764. Unit mounted on a 
1999 Sterling 8501 chassis, chassis serial num-
ber 2FZHRJBA982986, 21,000 rear and 12,000 
front, 80 gallon drivers side fuel tank, 261" wheel 
base chassis, 23,289 miles. Cat 3126 230 hp, 7 
speed trans, pintle hook on chassis, 11R 22.5 ra-
dial tires, electric windows, door locks and 
heated mirrors. 
Stock number 15 
Price with blower and truck $62,500.00 
Price for blower unit only $42,500.00 

2001 Finn 916 (16 yard unit) bark blower, ap-
proximately 457 hours on the bark blower unit, 
Finn serial number SSA-299. Unit is mounted 
on a 1994 Ford CF8000 cab over chassis with 
187,461 miles. 21,000 rear and 12,000 front, 
Cummins 8.6L 210 hp, 5 speed transmission, 
drivers side fuel tank, 295-75R 22.5 tires. 
Stock number 25 
Price for blower and truck $75,000.00 
Price for blower unit only $62,000.00 

2001 Finn 916 (16 yard unit) bark blower, ap-
proximately 644 hours on the bark blower unit, 
Finn serial number SSA-298. Unit is mounted 
on a 1995 CF8000 cab over chassis with 90,826 
miles. 21,000 rear and 12,000 front, Cummins 
8.3 L 210 HP, 5 speed transmission. Drivers side 
fuel tank, 295/75R 22.5 tires. 
Stock number 26 
Price for blower and truck $77,000.00 
Price for blower unit only $62,000.00 

TRI STATE MULCH AND SOIL 
201/666-5500 

EQUIPMENT FQR SALE 
Buy, Sell and Trade! 

Exmark & Toro ZTRs 
Parts and Accessories 

817/988-4870 
ZTRxchange.com 

Help Wanted 
HELP WANTED 

F u n n y C a r 
Serious Franchise 
800 458 3664 

520 977 5817 
Truly@ Truly .Com 

TRULV 
no iEn 

KEY EMPLOYEE SEARCHES 
Florapersonnel, Inc. in our second decade of 
performing confidential key employee searches 
for the landscape industry and allied trades 
worldwide. Retained basis only. Candidate con-
tact welcome, confidential and always free. 
Florapersonnel Inc., 1740 Lake Markham Road, 
Sanford, FL 32771. Phone 407/320-8177, Fax 
407/320-8083 . Email: Hortsearch@aol.com 
Website: http/ / www.florapersonnel.com 

LANDSCAPE MANAGEMENT 
THE BRICKMAN GROUP, LTD. 

Careers in landscape management available in: 
California, Colorado, Connecticut, Delaware, 
Florida, Georgia, Illinois, Indiana, Maryland, 
Massachusetts, Minnesota, Missouri, New Jer-
sey, New York, North Carolina, Ohio, Pennsyl-
vania, South Carolina, Tennessee, Texas, Vir-
ginia, Wisconsin. Fax: 301/987-1565. 

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 specialized employment solutions 
exclusively for interior and exterior landscape 
companies and allied horticultural trades through-
out North America. Companies and career-mined 
candidates are invited to check us out on the Web 
at http://www.greensearch.com or call toll free 
888/375-7787 or via E-mail info@greensearch.com. 

GREENMATCHMAKER.COM 
The fastest, easiest way to find great jobs 

in the Green Industry nationwide. 
Where job seekers and industry leaders meet! 

www.greenmatchmaker.com 

http://www.atrol.com
http://www.sheltersofnewengland.com
mailto:kintachippy@aol.com
mailto:Hortsearch@aol.com
http://www.florapersonnel.com
mailto:jobs@brickmangroup.com
http://www.brickmangroup.com
http://www.greensearch.com
mailto:info@greensearch.com
http://www.greenmatchmaker.com


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 offered. 

For more information, contact: 
BRENT REES 

410/486-9080, ext. I l l 
brentr@rarlandscaping.com 

HELP WANTED 

Join 

t h e W O R K F O R C E 

o f N A T U R E ! 

ValleyCrest Companies has 
managerial and field opportunities 

in branch operations, account 
management, project management, 
sales, field supervision, horticulture 

and more, across all levels. 

Founded in 1 9 4 9 , 
ValleyCrest Companies is a 

leading nationwide provider of 
landscape development and 

maintenance services. 
Come work with the best. 

Bilingual a plus. 
Please send your resume to 

the attention of Ms. Lopez at 
opportunities@valleycrest.com 

or fax to 8 1 8 - 2 2 5 - 2 3 3 4 

a 
ValleyCrest 
C O M P A N I E S 

www.valleycrest.com 

HELP WANTED 
YARDMASTER, INC. 

• DESIGNER 
Expanding Design/Build Company seeking tal-
ented professional with extensive landscape 
knowledge and excellent presentation graphics. 

• ESTIMATOR 
• DESIGN SALESPERSON 
• SALES MANAGER 

Join our growing team of professionals and be-
come a cornerstone in the leading landscape ar-
chitectural and contracting firm in Northeast 
Ohio. 

Fax resume to Kathy at 440/357-1624 or e-mail 
Kathy@yardmaster.tv 

HELP WANTED 
I LOVE NEW YORK! 

Come join one of the finest and largest family 
operated full service landscape companies in 

prestigious Westchester County 
Michael Bellantoni Inc, is a 39-year-old company 
experiencing strong growth, creating the need for 

• Division Managers 
• Project Managers 
• Operations Managers 
• Forepersons 

Responsible for day-to-day operations, estimat-
ing, supervision of field personnel. Qualified ap-
plicants must have proven leadership abilities 
and two-year horticultural experience. Incentive 
pay, holiday/vacation pay, health/simple IRA 

Fax or send resume: 
Michael Bellantoni Inc. 

121 Lafayette Ave 
White Plaines, N.Y. 10603 

Fax: 914/948-6473 

ACCOUNT MANAGER 
Experienced Account Manager Wanted. Re-
sponsible for quality control, direction of work 
crews and Up-Sales. Full time/ Year round with 
benefits. Salary commensurate with experience. 
Fax resume to Wingren Landscape, Romeoville, 
IL 630/759-8155. Attention: JB. 

HELP WANTED 
LMI LANDSCAPES is in search of skilled per-
sonnel to fill a variety of positions. We are an 
organization built on trust, customer loyalty and 
quality. Our organization requires managers 
motivated by results, while maintaining a team-
work attitude. We are dedicated to develop a 
team of winners in all facets of our organization. 
Competitive compensation/401k/health ben-
efits. Branch locations; Denver, Colo., Jackson-
ville, Fla., Dallas, Texas, Austin, Texas. 

Fax 972/446-0028 or e-mail 
cduttarer@lmitexas.com. 

• Branch Manager 
• Landscape Project Manager 
• Irrigation Project Manager 
• Landscape Maintenance Account Manager 
• Business Development /Estimator 
• Landscape/Maintenance Foreman 
• Commercial Applicators 

LANDSCAPE MAINTENANCE 
OPERATIONS MANAGER 

Established 20-year-old landscape installation 
company looking to expand into commercial-
industrial-high end residential maintenance. 
Exciting opportunity for an experienced Opera-
tions Manager. Must have solid proven knowl-
edge of landscape & Maintenance, business 
management, & sales skills. Minimum 5 years 
in the green industry; state spray license a plus. 
Competitive salary and benefit package. All in-
quiries are kept strictly confidential. Fax resume 
with salary history to Conejo Pacific Technolo-
gies 805/498-1781 Attn: Recruiting Manager. 

HELP WANTED 
LANDSCAPE ARCHITECTURE & SALES 
• DUTIES: Responsible for managing client 
needs with respect to landscape design and sales. 
Reporting to the president, this position will re-
quire the selected professional to deal directly 
with clients while balancing all other aspects of 
the construction process such as material pro-
curement, project layout, quality control and cli-
ent follow-up. 
• QUALIFICATIONS: The qualified candidate 
will posses a Bachelors Degree in Landscape 
Architecture, 3 years of related experience, ex-
ceptional communication & organizational skills 
and a strong history of fostering exceptional cli-
ent satisfaction. 

IRRIGATION INSTALLATION & 
SERVICE FOREMAN 
• DUTIES: Responsible for leading an irriga-
tion installation /service crew. Reporting to the 
Vice President of Operations the selected pro-
fessional will deal directly with clients while 
overseeing the installation and service of under-
ground irrigation systems. 
• QUALIFICATIONS: The qualified candidate 
will exhibit sound advanced irrigation skills. 
Furthermore, individuals with a Commercial 
Driver's License and /or advanced irrigation 
skills and certification will be considered for di-
vision management positions. 

GENERAL EMPLOYMENT BENEFITS 
• We offer some of the regions highest wages 
to experienced candidates. 
• Health Insurance, Dental Insurance, Retire-
ment Plan, Uniforms, Tuition Reimbursement 
and many other benefits are available. 
• Benefits vary by position. 
• Modern equipment. 
• Advancement opportunities. 

For More Information Please Contact Mr. 
Bryan Mours or Mr. Bret Achtenhagen at: 

BRET ACHTENHAGEN'S SEASONAL 
SERVICES LTD. 

Located in Southeastern Wisconsin 
262/392-3444 

http://www.seasonalservices.com 
Would You Like To Email Us? 

mailto:employment@seasonalservices.com 

CONSTRUCTION 
DIVISION MANAGER 

Responsible for sales, marketing and operations. 
Experienced in strategic planning, financial 
analysis, budgets. P&L management and lead-
ing a $15 million dollar division. 

Fax resume to Kathy @ 440/357-1624 or e-mail 
Kathy@yardmaster.tv 

mailto:brentr@rarlandscaping.com
mailto:opportunities@valleycrest.com
http://www.valleycrest.com
mailto:Kathy@yardmaster.tv
mailto:cduttarer@lmitexas.com
http://www.seasonalservices.com
mailto:employment@seasonalservices.com
mailto:Kathy@yardmaster.tv


DENTCO EMPLOYMENT 
OPPORTUNITIES 

DENTCO® A dent Enterprises, Inc. company, 
specializes in the management of all exterior 
grounds services for commercial properties na-
tionwide. To learn more about our company, 
visit our website at www.theoutsideguys.com. 

As DENTCO® continues to grow, we are always 
in search of talented horticulture / landscape pro-
fessionals to manage regional day-to-day qual-
ity assurance operations across the United States. 

DENTCO® team members must have a mini-
mum of two years of professional experience in 
the green industry including commercial land-
scape, irrigation, fertilization, and snow man-
agement experience. If this describes you, and 
you are self-motivated, possess excellent inter-
personal skills, have the ability for daily vehicu-
lar travel, can work from a home office, and are 
proficient with Microsoft Office, we want to hear 
from you! 

To explore current or future DENTCO1 

employment opportunities, please email your 
resume and salary requirements to 

dentcohr@theoutsideguys.com. Resumes may 
also be faxed to 517/668-3801. DENTCO® 

offers a complete salary and benefits program. 

HELP WANTED 

JOHN DEERE 
LANDSCAPES 

JOHN DEERE LANDSCAPES 
IS OPENING NEW BRANCHES 

IN SOUTHERN CALIFORNIA 
John Deere Landscapes, a leading distributor 
of landscape, irrigation and nursery products, 
is now hiring full-time personnel. Ideal can-
didates are motivated self-starters who under-
stand the needs of professional landscape con-
tractors and are focused on providing excel-
lent service. Candidates will have experience 
in the nursery, landscape and irrigation, or 
landscape lighting industries. Spanish-speak-
ing/Bilingual skills a plus. New branches now 
opening throughout Southern California. 

Branch Managers - Account Managers 
Irrigation System Designers with Material 

Take-off Experience 
Sales/Customer Service - Nursery Sales and 

Purchasing 
Irrigation Technicians - Delivery Personnel 

Our fast-growing company offers competi-
tive pay, advancement and excellent 
benefits. Drug-free workplace. EOE. 

Forward resumes with salary requirements 
to: 

JOHN DEERE LANDSCAPES 
P.O. Box 37* Oak View, Calif. 93022 

VISTA PROFESSIONAL 
OUTDOOR LIGHTING 

District Sales Managers 
Southeast U.S. to Florida Panhandle 

Mid-Atlantic - New England to Virginia 

Join the nation's fastest-growing landscape light-
ing manufacturer. Highly-motivated individu-
als to develop new sales territories and call on 
existing accounts in key markets. Qualified in-
dividuals will implement sales and marketing 
programs and will handle technical and field 
support for Vista's expanding line of low volt-
age and line voltage products. Liaison with 
landscape architects, designers, landscape con-
tractors and distributor personnel. Qualified 
individuals will have 5 to 7 years of experience 
in industry sales. Excellent compensation and 
benefits package. Send resume to: 

Chuck Hoover, Senior Vice President 
Vista Professional Outdoor Lighting 

1625 Surveyor Ave. 
Simi Valley, Calif. 93063 or Fax: 805/527-6830 

Insurance 
COMMERCIAL INSURANCE 
FOR THE GREEN INDUSTRY 
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. 

rick@mfpinsure.com 

Leasing/Financing 
• i u M j ' u m 
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 Land-
scapes R credit card through Wells Fargo Retail 
Services. For complete membership benefits, 
contact ALCA at www.alca.org or 800 / 395-2522. 

Lighting 
LIGHTING 

Landscape lighting at the best prices 
www.nitelighting.com. Volume discounts call 
Vince @ N.E.I. 866/410-9356. Also, pond lights 
and transformers. We also teach you the light-
ing business for FREE. 

LIGHTING 

- O* 
T w i 1 You Don't Have To Buy A Franchise 

To Make A Fortune! 
• Factory Direct Product and 

Pricing. Training. Marketing. 
• Low-Voltage Landscape Lighting. 
• Hottest New Business with 

Huge Margins. r z z m * 

1 \ kZ 
Call Today 

Garden Light, Inc. 
"Worlds Finest Landscape Lighting Company" 

6018 Benjamin Road • Tampa, FL 33634 

8 0 0 . 5 1 1 . 2 0 9 9 

lawiMate 
TECHNICAL 1 

RESOURCE CENTER 

Picture Perfect: Mowing 
Techniques for Lawns, Landscapes 

and Sports by David Mellor 

The Mathematics of Turf grass 
Maintenance, Third Ed. by Nick 
Christians and Michael L. Agnew 

For these and more resources 
visit our online store at 
wwwJawnandlandscape.com 

http://www.theoutsideguys.com
mailto:dentcohr@theoutsideguys.com
mailto:rick@mfpinsure.com
http://www.alca.org
http://www.nitelighting.com


LIGHTING 

Services 
DO YOU NEED A WEB SITE? 

Do You Need A Web Site? 
Increase your exposure, get more clients, 

showcase your services. 
Affordable Web sites. Call 866/700-9191 

or visit www.Safari Online 

SOFTWARE 

Trailers 
TRAILERS 

Bathroom o 
r 

ut United 
T F=t A / l _ E F=i S 

Call for a dealer near you: 866-848-1815 

NEED A COACH? 
Get the answers you're looking for... 

Jeffrey W. Zindel, Business Consultant 
20 years experience in the green industry 

Exterior /Interior. 888/425-0421 
jzbusinessconsultants.com 

Software 
ROUTE RITE SOFTWARE 

"Route Rite" Legend desktop routing and ac-
counting software for Lawn and Irrigation ser-
vices companies. Customer History, Routing & 
Scheduling, Accounts Receivable, Inventory, 
Diagramming and links to Quickbooks round 
out this easy to use 32 bit dynamo. Free Demo 
at www.gopst.com or call 800/624-8244. 

Download a free demo of 
the software everyone is 

talking about! 

www.wintac.net 
Or call 24 hours for a free demo CD: 

1-800-724-7899 ext.2 

• Unlimited Customers & Locations 

• Automate Scheduling, Routng 

• Automate Invoicing, Job Costng 

* Service History & Profit Tracking 

• Labor and Productivity Tracking 

• Material & Chemicals Tracking 

• Letter Writer w/auto Mail-Merge: 
Send Sales and Service Notces 

The HI best-selling 
all-in-one software for 

specialty trades 
• Print Proposals, Invoices, Work 

ers, Statei Orders, Statements, Purchase 
Orders, Reports, Labels. Evenm 
design vourown forms in Word 

• Full Accounting: G/L, A/R, AIP, 
Payroll, Checking, Inventory, 
Financial Reports and Graphs 

» Built-in links to Quick Books9, 
Peach tree • MS Office • Street 
Mapping, Emailing, and more! 

ARBORSOFTWORX 
Save Time and increase your bottom line by us-
ing the ArborSoftWorx suite of fully integrated 
business management software. 
• Manage unlimited customers, work sites, pro-
posals/contracts, work orders, work history, in-
ventory, invoicing, customer payment plans, re-
ceivables and more... 
• Generate thousands of dollars in repeat sales 
with the Renewal Proposal feature that also gives 
you the option of offering customers a pre-pay-
ment discount. 
• Have Spanish speaking crews? Arbor-
SoftWorx' language translation tool easily trans-
lates work orders into Spanish! 
• Print professional proposals on-site, beat the 
competition, and, eliminate office data entry 
with ArborSoftWorx' field device Synchroniza-
tion. Easily attach digital photos, and profes-
sional landscape drawings to customer's pro-
posals and work orders, too. 
• Chemical Application tracking is a snap! In-
cludes pest/disease, plant and chemical librar-
ies with chemical application tracking and state 
reporting. 
• Manage your work flow with scheduling, rout-
ing and mapping using ArborSoftWorx' inte-
grated visual appointment scheduler, work or-
der scheduler, your routes, and Microsoft 
MapPoint. 
• Link to QuickBooks, and all external Word pro-
cessing and Spreadsheet software, and, so much 
more... 
Built by award winning software engineers 
proudly serving our customers in the US, 
Canada and Europe since 1983. For more infor-
mation call: 8 0 0 / 4 9 - A R B O R , or visit us at: 
www.ArborSoftWorx.com. 

http://www.Safari
http://www.gopst.com
http://www.wintac.net
http://www.ArborSoftWorx.com


SOFT3D.COM 
• 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 
• 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 

Wanted 
E z n n n i ^ ^ ^ ^ H M i 
Existing landscape installation company is look-
ing to purchase a small to medium size commer-
cial-industrial-high end residential landscape 
maintenance company in the Southern Califor-
nia area. 

• Good long term client base. 
• Well established 5 years plus. 
• Well managed & organized operation. 
• Excellent reputation. 
• Respectable profit margins. 
• Capable of minimum 6 month turnover 

period commitment. 

Please fax a company profile & price to Conejo 
Pacific Technologies 805/498-1781. All inquires 
are kept strictly confidential. Company name is 
not required. 

Warehousing 
WAREHOUSING 

Third party warehousing company located in 
Atlanta, GA specializing in the Green Industry. 
Let K.D.I, help lower your warehousing and 
shipping cost while offering your east coast cus-
tomers same day service. 404/344-4187 or 
KDIIncorporated@aoI.com. 

Web Designers 
WEB DESIGNERS 
Web Design, Brochures, Logos, Lettering and 

Printing Services for Landscapers. Your single 
source for marketing your landscape business. 

Samples online: 
www.landscapermarketing.com or 

call 888/28-DSIGN. 

IT PAYS TO 

SE 
1 IN 

THE 
LAWN & LANDSCAPE 

(continued from page 51) 

One of Bowen's key goals with this pro-
gram is to regain control of his daily sched-
ule by sharing responsibilities. Presently, his 
work includes all invoicing, work order pa-
perwork, sales, marketing, customer rela-
tionships and even on-the-job training one 
morning a week, which he refuses to quit 
doing. "I doubt I will ever stop training 
because I enjoy it/' he noted, adding that 
helping out crews in the field like this also 
helps him lead by example. "I'm all about the 
team and being the first person to get his 
hands dirty." 

Still, he knows that the company needs 
him to hand off some of the duties that fill his 
typically 60- to 70-hour workweeks. "I don't 
want to think about everything that I do 
because it's a little scary," he admitted. Imple-
menting a new operations structure this win-
ter will hopefully help accelerate this transi-
tion. The new structure looks like this: 

• Operational manager - "He's the one 
who's in charge when I'm not here," Bowen 
pointed out. "He's my No. 1 guy. He knows 
that and he's willing to take that responsibil-
ity so I can take some of these hats off." 

• Operations supervisors - "We have two 
of these, and they're each responsible for 
about $1 million worth of work, so they 
spend a lot of time in the field." 

• Senior foremen - "That's your go-to 
guy," Bowen explained, adding that he has 
four of them. "He can do just about every-
thing on the job, and he's bilingual." 

• Foremen - "He's bilingual and has com-
pleted our own in-field and on-paper testing 
to demonstrate competency," Bowen noted. 
"We have four foremen, and they're respon-
sible for their own crew each day." 

• Laborers 
Bowen's goal for this year is one many 

landscape company owners share: "Get me 
out of the field more and get me more into 
planning where the company is going," he 
offered, pointing to the need for a strategic 
plan as well as a marketing plan as two key 
items that need his attention. "It's time for 
me to work less in the business and more on 
the business, even though you hear that said 
all the time. But until this year, I didn't see 
how I was going to do that. Now I do." [fl 

The author is Editor! Publisher of Lawn & Land-
scape magazine, and he can be reached at 
bwest@laivnandlandscape.com. 

{continued from page 70) 

loading and unloading trailers are common 
mistakes. Job sequencing is another issue. 
"When the crew shows up on the job, how do 
they get the job done?" Cooper asked. "Do 
they start at point A and end up at point Z or 
are they backtracking? Do they have the 
small mower in front of the large mower so 
that the small mower is covering something 
the large mower is able to get? Are they 
staging their debris so it's easy to come by 
and pick up or are they continually dragging 
it across the lot?" Cooper maintained that 
performing each part of a job in the right 
order increases efficiency. 

Of course, every contractor understands 
that they must make occasional sacrifices to 
keep a business up and running. "There are 
times when sales aren't looking the way you 
hoped and you'll price a job just to get the 
business," Mitchell admitted. "You've got a 
certain number of people to keep busy and a 
certain amount of equipment that you have 
to get a return on, so you make foolish deci-
sions, but it's out of necessity." 

Ensuring that money is coming into the 
company at the right time can help alleviate 
this kind of problem. "When you think about 
the cash flow, you're billing out a $12,000 
contract, with 12 payments [one per month] 
at $1,000 per payment," Russo said. "In April 
and May, you're dishing out a lot of hours 
and material for work and you're getting the 
same amount of money that you get in July." 
In warm-weather states like Florida where 
maintenance continues year-round, this set-
up may not be a problem. But for northern 
parts of the country, dividing payments into 
eight or 10 months is advisable, so costs are 
recouped when they're spent, rather than in 
the off-season. 

But whatever the method and wherever 
the company, an overarching theme for de-
veloping a pricing plan is understanding 
costs. Contractors must price their services 
based on what the market will bear, but more 
importantly, based on what it costs them to 
perform the job in the first place. Without 
establishing rates to recover direct and over-
head costs, a landscape company is no better 
off than the teenager with his push mower 
down the street. 10 

The author is Assistant Editor of Lawn & Land-
scape magazine, and can she be reached at 
lspiers@lawnandlandscape.com 

http://www.soft3d.com
mailto:KDIIncorporated@aoI.com
http://www.landscapermarketing.com
mailto:bwest@laivnandlandscape.com
mailto:lspiers@lawnandlandscape.com


Developing a Mission 
Statement at AAA Landscape 

Every company considers growth and profitability pri-

mary goals, yet many firms experience difficulty in 

upholding certain standards as they pass development 

milestones. Setting in place a mission statement can help 

maintain focus on the trek from ambitious start-up to 

grounded industry leader. 
As AAA Landscape, Tucson, Ariz., met its $10-mil-

lion mark five years ago, we began to experience grow-
ing pains. That environment prompted us to reassess 
our place, our strategy, our identity in the field, and we 
began with establishing our stated mission. 

We realized hashing out a mission statement would 
be an involved undertaking. To avoid the distractions of 
emergency client phone calls, paperwork demands, etc., 
we decided to remove 35 key employees from the office 
environment to clear their heads for a weekend. The 
group, identified based on their capacities as communi-
cators, exceptional workers, leaders and prime repre-
sentatives of their departments, ventured out - with 
their significant others - to a resort in the Northern 
Arizona Red Hills for a three-day retreat. 

On the first day, a corporate psychologist/consultant 
led members in a discussion of ethics, values and princi-
pals. The group exchanged ideas; defined, compared and 
contrasted differences; and identified recurring themes 
before moving on to draft their own personal mission 
statements. Later, they reconvened to share those state-
ments and identify the 20 most-shared principals. 

The second day brought a narrowing down of the 20 

1. Compose a committee of employees selected for merits 
most important to your company. 

2. Move the committee from the work environment to one 
more thought-productive. 

3. Synthesize a mission statement based on common 
productive and community-building values and goals. 

4. Pursue pride in the mission statement and celebrate it 
with high visibility. 

5. Consider your mission statement in all important policy 
decisions. 

principles - first to 10, then to five - followed by the 
drafting of a raw group credo. Once the document 
proved satisfactory, five members were assigned to 
rework a lean, down-to-earth passage. 

Our retreat commenced with a third day dedicated to 
reviewing our final statement, pondering its implica-
tions and brainstorming ways to celebrate it. 

Back in Tucson, we circulated the product of our 
work to all employees and awaited their response. Of 
course, many loved it, a few hated it, and most fell 
somewhere in-between. Over the next six months and 
with the help of our consultant, we massaged the state-
ment, discussing it at company meetings and adjusting 
language to address our broad base of sensibilities and 
challenge us to new accomplishments. Eventually, we 
arrived at a mission statement we felt captured our 
collective personality and cause: "AAA Landscape is an 
employee-owned company dedicated to excellence. An 
industry leader committed to our employees, commu-
nity and the environment. Guided by spiritual and 
moral values, we provide responsive, profitable, profes-
sional landscape services with integrity." 

We immediately began referring to the mission state-
ment whenever we introduced corporate policies and 
large-scale projects. 

To bolster visibility and pride in our mission, we've 
included it on business cards, paperwork and signs 
around the home office. We also offer incentives to 
memorize the statement - like a paid day off to employ-
ees who can recite it by heart at corporate meetings. 

We budgeted $20,000 to the entire project, including 
$12,000 to $15,000 for retreat-related expenses, $500 per 
day for our onsite corporate psychologist and other 
costs related to giving visibility to our mission statement 
via in-house signage, business collateral, etc. 

Our expense was not insignificant, but we believe 
solid investment in fortifying the very character of our 
firm was of primary importance - and we've seen results 
in heightened output, improved quality, corporate mo-
rale and client appreciation of our standards. 

When adopted as a living creed and a working refer-
ence, a mission statement is what helps you navigate a 
sometimes stormy market environment. It is your true 
north. - Richard Underwood ID 

The author is vice president, Southern Arizona manager, for AAA 
Landscape, Tucson, Ariz., and can be reached at 520/696-3223. 
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You cut emissions. I'll cut the grass. _ 
JUST DON'T CUT M.YPaWER 

We hear you. Loud and clear. 
Echo's new Power Boost 
Tornado™ 2-stroke engine 
technology will satisfy emissions 
standards through 2005, with 
superior power and reliability. 
And with our Variable Slope 
Timing (VST), you get smooth, quick 
acceleration and easy engine starts. 

So forget about the reduced 
power, increased weight and 

high maintenance requirements 
of other engine technologies. 

Our emissions solution actually 
makes your life easier. Echo 

Power Boost Tornado!" Available 
at professional lawn care equipment 

dealers nationwide. More power to ya! 

Call 1-800-432-ECHC) (3246) for more 
information or visit www.echo-usa.com. 

UIECHD 
Ask Any Pro! ' 

© 2003 Echo. Inc. For Echo literature: 1-866-704-1406 

http://www.echo-usa.com


WHY DO LEADERS CALL IT "GREATEST or BEST STUFF or PRODUCT in the WORLD?" FREETRIAL0FFER 

FREE SEE FAR-HIGHEST-SCIENCE LIFT YOUR 
NURSERY AND CUSTOMER PLANTS TO NEW LIFE 
NOTHING Else • IS REMOTELY "LIKE" SUPERthrive 

• MAKES SUCH A DIFFERENCE. 
• HAS SUCH CREDENTIALS. 

TOP PLAPT SUPPLY • "The ultimate application of plant physiology." — Top U.S.D.A. scientist 
• "Much more growth above and below ground than when fertilizers used alone." 

- Another leading U.S.D.A. scientist 
BILLIONS-PROVEN on billions of plants, by millions of growers, 
by hundreds of thousands of professionals, by thousands of government agencies 
and universities, by "impossible" great landscape jobs "everywhere," by great 
proportion of winners of the national flowering plant societies' competitions. 

FREE TRIAL TO SEE FOR YOURSELF „hy so 
many thousands of garden center operators - some now third generation - know that 
you really cannot operate at so high a level without SUPERthrive™. 

Since SUPERthrive™ has not had salesmen - and many retailers have not come 
to national trade shows - this is a try to reach some of you whose distributors 
have SUPERthrive™ for you without your knowing why, and others of you whose 
distributors have not yet responded to your need for SUPERthrive.™ 
After a half century of unchallenged $5000,-Guaranteed best, 5 ways - it is more 

than time for every garden center to have SUPERthrive's™ benefits. 
Ask about NEW liberal ad allowances, for fair ads featuring merit, rather than price reductions. 

r CHOOSE 0NE~FREE TRIAL MAIL~TH7S ^ 
(One ounce makes 500 cups or gallons. 1/4 teaspoonful per gallon, 3 ounces 
per 100 gallons, (or, constantly, a drop a gallon, 1 ounce per 500 gallons.) 
• FREE $6.20 2-ounce bottle, with 16-ounce $29.40 size purchase. (RETURN pint for 

full REFUND if not delighted with 2-ounce bottle effects.) 
• FREE $9.98 4-ounce bottle, with 32-ounce $51.60 purchase. (RETURN quart for full 

REFUND if not happy with free 4-ounce bottle new life.) 
• FREE $1.69 1/10-ounce sample DropacTM-Send 550 stamped, addressed envelope. 
• 128-ounce $148.75 size, (refundable, therefore FREE only to established business or 

public agency, if, after using 4200 to 64,000 gallons from gallon, you wish you had not 
bought it.) 

• DEALER resale trial, FREE bottle with each dozen: DEDUCT 40% IN CHECK FOR DOZEN(S) 
- ; - dozen Vfe-ounce $3.30 sellers; dozen 1-ounce $4.65 sellers; 

dozen 2-ounce $6.20 sellers; dozen 2-ounce $9.98 sellers; 

Firm Name Phone 
Delivery Address for UPS ENCLOSED CHECK $ 

City State Zip 
Your Name (Print, please) Position 

If your distributors already have SUPERthrive™ for you, buy trial gallon and dozen(s), etc. 
from them. Same offers. Send copy of invoice or date and number for "baker's 
dozen" and other free bottles, direct. OTHERWISE, 

VITAMIN INSTITUTE • 12610 Saticoy St. South, North Hollywood, CA 91605, U.S.A 
Phone (800) 441-VITA FAX (818) 766-VITA (8482) www.superthrive.com 

USE READER SERVICE # 1 3 7 
MAILTO 

X X X 

IN INSTITUTE 
|Sf. South 
\Hfomia 91605 

877-5186 ^3) 877-51i 

ARD 
COLLECTION 

http://www.superthrive.com

