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JAMES BEARD PRESIDENT g
INTERNATIONAL SPORTS TURF INSTN:
1812 SHADOWOOD DR :
COLLEGE STATION TX 77840-484
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»9.00
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The industry’s fastest
Mid-Mount ZRT collection system.

The Toro” Mid-Mount ZRT with DFS Vac®' As the industry’s

only true “vacuum’” bagger, the Toro DFS Vac minimizes clogging while
! & gging

maximizing suction power. Add to that its unique dump-from-seat capability

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

a whole new level. To learn more, call 1-800-803-8676 or visit toro.com.
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OTHER PREEMERGENTS TALK A LOT ABOUT CRABGRASS.

WITH PENDULUM, IT NEVER COMES UP.

D g 54 & N
Y e A TR N
CGAVET . SR

'
e A
L e T AR

Pﬁmnu Pendulum’ herbicide consistently confrols

"l crabgrass better than other preemergent herbicides.*
What more can we say? How about Pendulum
controls costs better, foo, to offer you far greater value.
It also controls a broader specirum of weeds than any other
preemergent—more than 40 grassy and broadleaf weeds, such as
oxalis and spurge, in all. Plus, Pendulum comes in granular and
liquid formulations, and BASF pendimethalin is available on fertilizer
from Scotts and Helena, for maximum application flexibility.

With Pendulum, there's just so much more to talk about than
crabgrass. To learn more about why everyone’s talking about
Pendulum, call 1-800-545-9525 or visit www.turffacts.com.
Always read and follow label directions.

PENB

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

BASF

USE READER SERVICE #11



http://www.turffocts.com

Cover /r!"oru’
lan Halperin
Plano, Texs

4

FEBRUARY 2003 » VOLUME 23 * No. 2

COVER STORY A Sense of Wonder

Clients may not ask for them by name, but sensory gardens

i
steppmg can turn any landscape project into a suburban oasis. ....... l °‘

Stones Melting the Winter Away

= = When it comes fo ice management, there is a lot more
Building a solid team ¢

=% to consider than just the weather report. ... ‘ ‘ 2
and boosting
commercial work
Dream Weaver

enabled Lawns of Dallas

: The business planning process can wake up owners who
to jump start growth. .........

haven't designed a clear direction for their companies. ....... l 20

FEATURES
o Get Personal
Tricks of the Trade Boost growth and client retention with

Wes Hadsell shares tips inspired by his business motto; PElRHONSHID MATKEHNG. covvrrirssesevcsemsesommmmsmnns I 2 '

W T BT 1 2 — s 8
Downtime Adds Up

Seasoned contractors offer advice on how they can cut

the waste out of their time SHEELS. ........ooovmvvvssesssissssssssssssns 6 6
Functional Fertilization

Approaching spring fertilization the right

COMPUTER
TECHNOLOGY

Buyers
Guide

Join the technology revolution — design
landscapes and estimate jobs with

way means finding the right process
and often going back to basics. ........... 6

Pricing Smart
Cost awareness should be step one in pricing irrigation

IBIILATIONG: (iiicnsivsmissinssiininis s s S i ' 6
. All the Rage

Contractors find a new boon as : 4% enhance client communication,
wassions for custom decks : .
passions for custom decks 94 l sdrensih } » o
browse our buyers' guide.. ........ T

= i N kdr

software, use digital cameras to

and patios Grow. ...

FEBRUARY 2003 LAwN & LANDSCAPE




No matter how you break it down, MESA
is su;;g.-rior to SCUs. When you cut a sulfur-coated urea
granule in half, the nitrogen is catastrophically released.
This causes flush growth and loss of nitrogen due to
leaching and volatilization. MESA is methylene urea and
sulfate ammonia combined in a single granule. The

result? Astounding rich green color and response which

line request D requ
opy of our agronomy manual
de: LLO623
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outlasts the coatings. And Lebanon Pro 15-2-5 40%
MESA with Merit* is an excellent way to protect your
turf. MESA with Merit provides the ultimate in turf
quality and protection against damaging grub infestations.
Don’t risk your turf. Use MESA. For more information.
see your Lebanon Distributor or call 1-800-233-0628

Or visit our website at www.lebturf.com.

< | ebanon

TURF PRODUCTS
Our reputation is growing yours.”

*Mernit is & registered trademark of Bayer


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

Hydro Mulching Solutions

Introdmcing O

Slick Line

OF HYDRAULIC MULCH ADDITIVES

Brought to You by the Hydraulic Mulch Leaders

The makers of Terra-Mulch®
and Conwed Fibers® introduce
an expanded and enhanced line
of hydraulic mulch additives
uniquely formulated for
truly professional results. ProPlus™ Hydro
Mulching Solutions give you more ingredients
to make mulch shoot farther, spread more
evenly, and look better. Only ProPlus gives you
the added convenience of new easy-to-use
packaging with easy-to-follow instructions.
Only ProPlus is formulated by the leading
manufacturer of hydraulic mulch to help

mulch bond to soil more

securely, seed germinate faster,

and plants develop deeper

roots. From dyes and lime to

tackifiers and comprehensive
nutrient mixes, ProPlus Hydro Mulching
Solutions offer everything you need to be
more successful.

ProPlus Hydro Mulching Solutions put added
value in every tank. Contact your Terra-Mulch
or Conwed Fibers distributor for the complete
line up today, or call 1-800-508-8681.

Profile Products, LLC = 750 Lake Cook Road ¢ Suite 440 = Buffalo Grove, IL 60089 « 1-800-508-8681
www.profileproducts.com
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"Compare...
Before You Buy"

- Industry Leading
Performance
Register on-line Minimal Maintenance
to receive Holds More Muich

FREE sample Easy to Operate
bottle of

BLUE 600

Hydro Seeding Systems

Model Shown: - i Model Shown:

b 3 350 Gallon Units ~ Pric?gsssé?:wn'
e e Startingat - :

Sh g e
s2aae500 .. 93995

$io.wie 0¥ " \ ﬂ_ ,

VISIT easylawn.com . ;
FOR A LISTING OF OUR

UPCOMING TRADE SHOWS

FOR MORE INFORMATION OR TO SEE A DEMONSTRATION

CALL 800-638-1769
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A single application between November and March
controls fire ants for up to a full year.

Effective, long-lasting control. Just one broadcast application of
Chipco® TopChoice™ gives you up to 52 weeks of fire ant control in 4-6 weeks.
And the application process is simple. In fact, it only takes one step.

Get it out early. Remember to apply this ultra-low-dose granule early—
as early as late fall—so it’s there ready and waiting for the start of fire ant
activity in the spring.

Prevent reinfestations for up to a year. Once fire ants are gone, they'll stay

gone for up to a full year. Chipco TopChoice has the residual power to control both developing
queen cells and new queens that enter the landscape over the next 52 weeks. You'll eliminate
fire ants and the need for callbacks.

Bonus control of mole crickets and more. The active ingredient
in Chipco TopChoice (fipronil) also gives you tremendously effective
control of mole crickets, ticks, fleas, and nuisance ants.

The lowest-dose, non-bait insecticide. Despite its remarkable
efficacy, Chipco TopChoice is a responsible choice for use around
animals and humans. In fact, at just 0.0143% active ingredient, it's the lowest-dose, non-bait
insecticide available for fire ants.

Get smarter, online. Our website offers a quick and easy introduction to Chipco TopChoice
and Chipco® FireStar™. (They're a bit different from any other fire ant and mole cricket control
products you've used in the past.) Visit www.fipturf.com, complete the training and we'll send
you a free Chipco TopChoice mug.

INTRODUCING tﬁ.ﬁChOice"

ch‘ i Bayer Envitonmental Science / Chipco Professional Products / 95 Chestnut Ridge Road / Montvale, N) 07645 / 201-307-9700 / www.fipturt. com
Chipco is a registered trademark and TopChoice and FireStar are trademarks of Bayer AG. TopChoice and FireStar registration is pending in California and Virginia.
Professional Products Always remember to read and tollow label directions carefully. € 2003 Bayer AG
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Drilling Down

S L

“To each individual, the world will

take on a different connotation of

meaning — the importance lies in the

desire to search for an answer.”

- T.S. Elliot

What do your customers want?

This may seem like an overly simple question, especially for those of you who have been in
business for years. After all, you've spent years generating thousands or even millions of dollars
in sales, so you must know what your customers are looking for, right? Still, spending just five or

10 minutes thinking about what you're about to read may challenge you more than you expect.

I spent time with a business consultant not too long ago and we talked about the
importance of knowing your customers, particularly for companies in the service industry.
As I mentioned above, everyone thinks they know what their customers want. Whether
they’re homeowners or commercial property managers, everyone is looking for a new
landscape or they want a well-maintained property, right?

But is that really what they're buying when they hire you? Maybe not.

Consider this example: A drill manufacturer could logically assert that its
customers are interested in drills. That's why people buy the company’s
products. Sounds obvious, doesn’t it? But think about why people really buy
drills. Unless they’re drill collectors, the drill isn’t what the customer wants.
Instead, he wants holes, and he buys the drill to make these holes.

Maybe this seems like simple word games to you, but the difference is
significant. If a manufacturer thinks it sells drills, then its focus will be entirely
different than if it thinks it sells machines that produce holes. And the
customer may suffer as a result.

Now, think about your business and what you sell. If you're an install-
oriented business, do you sell plants and landscape designs or do you sell
outdoor entertainment and relaxation? If maintenance clients provide your
income, do you sell grass-cutting services or do you sell something much
more? | would argue that you actually sell time to those customers, thereby
allowing them to spend their weekend in other pursuits.

Again, maybe you think none of this matters. But you're a service business.
Making sure that you deliver exactly what your customers buy matters. If you
don’t know what the customer wants or expects, how do you deliver the service
that keeps customers coming back year after year? If you don’t know whether
the customer is more interested in short grass or not having to do any yard
work himself, how do you instruct the technicians handling that property?

We've talked about this issue before, and I expect we'll revisit it often in the
future because too many contractors lose sight of the role service plays in the landscape
business. So, do yourself a favor. Spend some time thinking about what your customers really
want from you and then make sure that’s what you're delivering to them.

After all, who wants to wake up one day and realize that their potential customer base is
limited to drill collectors?

12

FEBRUARY 2003

www.lawnandlandscape.com

LAWN & LANDSCAPE



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

Eight straight months of hand-weeding
around the Clock can take its toll on
the average Worker. ‘

g B

Herbicide
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PART TWO

Organizational
Change Strategies

EDITOR’S
NOTE: This
is the second

of a two-part

SEries.

If you're left with no alternative other than cutting staff, then
what? Improperly handled layoffs, poor communication,
hurt feelings and economic hardship often lead ex-employ-
ees to allege discrimination based on age, sex, race or some

other protected class afterajob cut. Layoffs are fertile ground

for legal liability, but these pointers can help reduce the ris

LAYOFF RISKS. First, plan ahead! Do not implement a
layoff without working through all of the issues. You mustbe
prepared to address your constituents, who can include
customers, the media, public markets, the remaining
workforce and others who may be impacted by the loss of
your employees.

Second, be prepared to prove the overall “big-picture”
business need for the layoff. If your decision is challenged,
you must be able to show by means of reports, financials and
other various documents that the layoff was legitimate.

Third, carefully select the departments, positions and
people affected. Your criterion must be job-related and con-
sistent with the business situation. For example, if perfor-
mance is the basis for the layoff in a given department, you
must be able to prove (through valid performance-related
documentation for allemployeesin the department) that you
retained those individuals with better performance. Be pre-
pared to prove your reason was nondiscriminatory.

Fourth, avoid inconsistent layoff rationale between de-
partments. For example, if you use “perfor-
mance” as the criteria in one department and
“length of service” as the criteria in another
department, be able to establish the business-
related reason for the difference.

Fifth, be prepared to answer the “Why
me?” question, especially if you retain people
in the same position and department as the
employee(s) selected for layoff.

Jaan Seawnght i prasident of Seawright & Assoctates

Inc., a management conswiting firm located in Winter

Park, Fla. For the past 15 yeats, she y provided kuman

resourece management and cc

sached via

6462433

Sixth, address separation issues such as the Consolidated
Omnibus Budget Reconcilation Act (COBRA) and other ben-
efits, final pay and bonuses, non-compete agreements,
outplacement support, severance pay, security measures
and others. (Note: Severance pay is not required by law in
most states.)

Remember, the same liabilities exist for seasonal layoffs,
with the added concern of recalling employees. If you lay off
and then recall employees at a later date, you should have a
job-related, nondiscriminatory system for whom you select
for recall and when.

MANAGING AFTER THE CHANGE. Don't make the
mistake of waiting until after change to revive morale! With
careful planning, you can reduce the trauma of an organiza-
tional restructure.

Develop aChange Message. You should be able to capture your
story of organizational change in a few succinct sentences,
Senior team members must buy in to this message and
promote it at all times. This message should become the
cornerstone for the company's future.

Appoint a Change Leader, Appoint an employee to be a
spokesperson toadvocate the positive aspectsand key points
of the change. Don’t necessarily select the person with the
“cheerleader” style. Opt for the person who the employees
trust - the one with credibility and longevity. This person’s
role is to listen to co-workers and to confidently discuss and
promote positive aspects of the organizational restructure.

Stabilize Key Employees. Immediately after a change, senior
leaders in the organization should meet with key employees
to restate the company’s confidence in them, the need for
their talents and the vision for the organization’s future,
These conversations must be honest and straightforward
and will help determine who's on board and who's not.

Continually Communicate. After a change, it's imperative
to keep people informed. Don’t allow rumors to dictate your
message and don’t assume people understand your inten-
tions. Talk with employees candidly. Plan regular briefings
or meetings to update people, send e-mails, forward articles
and don’t go into hiding.

INVEST IN SURVIVORS. Following organizational restruc-
tures, positions, duties, responsibilities, goals and expectations
typically change. Involve front-line employees in redefining
new boundaries and competencies and keep in mind that any
performance expectations should be directly linked to the
new business goals. Consider revamping commission or
bonus plans to drive new revenues.

Spearheading organizational change is never simple, but
a planned approach and smart execution can minimize risk
and trauma and will go a long way toward driving out fear
and building trust.
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TRUE BEAUTY IS
ON THE INSIDE

1 just takes one look underneath
I a Hustler Z to see what makes

them so durable. The boxed-in

and reinforced leading edge of the

deck and the one-piece tractor frame

come with lifetime warranties. Even
the hoses and fittings are guaranteed
10 never Igak. And with no daily lube points
you spend your time mowing, not Servicing.

S0, if you demand years of hard work and dependable

service, Choose a Hustler Z™... they're beautiful.

HUSTLER For your dealer or other information, call 1 -800-395-4757
Turf Equipment or visit us online at www.hustlerturfequipment.com

USE READER SERVICE #17



http://www.hustlerturfequipment.com

IN THE NEWS
Housing
Starts Soar

WASHINGTON - U.S. housing starts

surged 5 percent in December to their
highest level since mid-1986, the gov-
ernment said, as the lowest mortgage
interest rates inalmost 40 years proved

irresistible to buyers.

Permits to break ground, an indi-
cator of builder confidence in future
business, also jumped to the highest
level in more than 16 years, the Com-
merce Department said.

Housing starts rose to a seasonally
adjusted annual rate of 1.835 million
units in December from an upwardly
revised 1.747 million rate in Novem-
ber. Single-family starts were at their
highest level since 1978,

Starts defied expectations of ana-
lysts polled by Reuters, who had fore-
cast 1.678 million starts in a relatively
wet month.

Also, permits leaped 8.2 percent to
a seasonally adjusted annual rate of
1.880 million units in December from
an upwardly revised 1.738 million in
November. Analysts were expecting a
1.714 million pace.

Mortgage rates have dipped to lev-
els not seen since 1965 and stock mar-
kets are in a three-year swoon, and this
has fueled home buying and building,
making the sector one of the rare bright
spots in a slumping U.S. economy.

Based on an ADVO survey, the
average amount clients spent hir-
ing professional contractors to

handle their landscape projects

Path/steps
Planting bed
Resodding Lawn
Trees/shrubs
Flowers

ranged between $278 and $703,

based on the particular service.

Contractors can increase this
amount by measuring how satis-
fied (." dlssa‘hshvd clients are with LaviE st onaTes
service pertormance.

The first step is to be proactive
rather than reactive. Many com-

_PROJECT

AVG. AMOUNT
CLIENTS SPENT
_ WITH CONTRACTORS

$703
$618
$533

panies have customer complaint handling processes, but most customers do not

complain - they simply walk. And then getting them back is more difficult. To better

measure client satisfaction, follow www.is4profit.com’s tips:

v List the benefits you offer customers. Then rank them in order of client importance.

v/ Starting at the top of the list, identify how and when to measure the benefits

without inconveniencing customers.

v Identify how you are going to collect the data you require from customers - at the

point of sale? point of delivery? post-sale follow-up? occasional questionnaire?

v Set up a process for collating and monitoring performance and taking action

where needed

BREAKING NEWS

PLCAA Embraces Change

Gary Clayton knows the lawn care industry from all sides. He has worked for |

industry suppliers, trade associations and lawn care operators before. Nearly 25 years

of experience making the world a greener place has taught Clayton many lessons, and

now he's excited about putting his experience to work driving the Professional Lawn

Care Association of America (PLCAA) to new heights.

“I have a genuine passion for the industry and the menu of
challenges this position requires,” Clayton said in an exclusive
interview with Lawn & Landscape.

Clayton is honest about the fact that PLCAA faces its share of
challenges, but he has seen enough to know that these issues aren’t
unique to this association. “I think we’re somewhere in the middle
in terms of the issues we're dealing with,” he noted.

It's too soon for Clayton to identify any specific goals he has for
the association, but his primary initiatives aren’t hard to figure out.
“We want to increase the number of member companies and their
awareness of the merit and value of belonging to this association,”
he remarked. “We have to continually present that so they see their
dues are an investment in the defense and protection of the indus-
try as well as in their business’ future.”

www.lawnandlandscape.com

Gary Clayton

Tom Delaney spent the last four years as PLCAA's execu-
tive director before taking on the title of vice president of
(continued on page 18)
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Gary Mason, Director of Housekeeping, ProPlayer Stadium

“I hate peanut shells.”

Leaves and grass clippings are nothing. You want year. So they rely on the BR 420C Magnum- 16 of

tough? Clean up the 10 tons of trash and peanut ., - them, actually. Gary says, “They're lightweight,

shells that 75,000 screaming fans leave behind-and (SRS powerful, and run longer than any other blower.” It's

do it in just 13 hours. That’s what Gary Mason and =, : the best all-around blower he's used. And after 6,000

his crew do every three days, more than 100 times a times around the stadium a year, he should know.
1800 GO STIHL www.stihlusa.com

STIHL
Do you have a STIHL Story? Call 1 800 586 4717
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government attairs w hen Clavton joined
and he'’s confident these
PLCAA to move
“We always have to be ahead of the
We

ind ears open so we’

the association,

moves will enable for

ward

curve,” Delaney explained have to

keep our eyes « re not

operating in a vacuum. We need to react to

issues before they're a ;-ml‘h-m for our

members, and that means knowing about

the problems in their businesses.”
Clayton spent three years in the mid to

late 1980s as PLCAA's director of technical
resources, and that role put himin a position
to deal with a range of legislative issues. He
recognizes that the number of these issues
has multiplied since that time, which is why

‘We

affairs are critical

he’s excited about Delaney’s new role

recognize that legislative
to keep on top of and now Tom can dedicate

his talents in that direction,” he enthused

‘When 1 was here almost 20 years ago

we created the legislative position because

we had increasing legislative activity

Ron Villnave rocc th
‘I’im Congdon roentad 1l |

\lso at Slephen Brlggs prom to director, specialty product departme
} - Duvidl‘earls" ok on the title product specialist for 1
reg D i t Scoﬂ Wanzor joined the Professional Turf and Omament
Orl . Bob Hollday itive vice presid f qua
Man Bowers 1S BXe team as vice president of market

Puul Torringhn president for Volvo Constr I nent ]

America Pal' Mcclarlund k over a
‘WGIQer Rieck promoted to product manager at Pr
inced the a John Long as prod
A Amy Gabrielicn i Jlm w«lfer

1€

Ipe Folicin Boone oined th npany

'l‘imml(‘ehoe signed on as a sales

ional ac

i John Meyer v

@commerclal products

veLNE
Why Walk When You Can Ride?

VELKE'™ X2
Same Groat Features As The One Whee! Phus..

Wright Manufacturing, Inc.

18 FEBRUARY 2003

www.wrightmfg.com

e
-
1 Mamutac buring, b

* 4600X Wedgewood Bivd. * Frederick, MD 21703 « 301-360-9810
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THE PEOFESSIONAL SERIES VIRRSHIP

ROUND YOU

Now you can tear into big jobs without ripping up the work site. The new Polaris ASL 300 All Surface Loader puts you
in control. Its unique ROPS/FOPS canopy is designed for excellent all around visibility. Advanced, pilot-operated
hydraulic controls make it easy and comfortable to operate. Best of all, the ASL has exceptional traction. It's specially

designed, rubber-track undercarriage and large footprint lets

you conquer the most sensitive surfaces with leaving a mark. @ p .‘Lnnls

PROFESSIONAL SERIES"

The true choice — the only choice — the Professional Series by Polaris.




continued from page 18)

| Clayton recalled. “Those issues have all
stayed around, whether they’re small busi-
ness issues or specific lawn care issues.”
But Clayton knows that PLCAA’s focus
has to be broader than legislative threats for
the association to best serve its members. “We
just need to make sure we're listening to our
members to find out what they need from us as
their association,” he pointed out. — Bob West

Termination

3 a battlefield, are you leading
1 @ winning path?

Brian Tracy relates 12 military prin
ciples to the business world in Victory!

Applying the Proven Prnciples of Military

Strategy to Achieve Greater Success In

il Ny

1, The third prin

CIpie 1S mass — Conce

ntrating your efforts

ing what you do best and focusing

ted that with many |

companies diversifying their busines

haps working through thes

elements will

clarify whether the comp

strengths to reach its goals, or becoming scat
terbrained and unfocused

Tracy did his homework for the 304-pags

Educa’ tlon Your Business and Personal Life. Objective,  book, offering a civiliar

Firing people is a manager’s most taxing m

1 viewpolnt to the mil

tary building blocks, along with }

38, maneuverability l!‘.’.t"“lﬂl’"ll(?lf, con

responsibility. Theimportance ofunderstand- certed effort, unity of command, economy @amples that illustrate each

these core military values transfer quite

ing how to discipline and terminate an em- sult Is a readable, entertaining selection
id, adding that he 1s outlining the
book for his own planning purposes and

s Management Society, Baltimore viel

| ¢

ployee is critical in today’s maze of lawsuits well to today’s cutthroat world, and Tom
cutive director, Professional

Shaner s:

Shaner, ex

Grounds

and out-of-court settlements. But when

wing some of these concepts with client
sic management, but [Tracy] has done

it in a way that says, 'Here's the g

should someone’semploymentbe terminated?

Ad., said reviewing these basic ideas ig It's ¢l
nited a reevaluation of his goals
The first principle is objective

Marginal employees tend to fall into one

. 5 eral’s ap
of several categories: 1) the obvious poor :
. proach, now let's look at it from th

‘You have to know what side

performer who will have virtually no chance

e Shaner noted
(contirued on page 25)

Kristen Hampshire

Staffing Solutions with our
Mexican Workers

- .\'..\‘ v ¥ N i L

- Specializing in’ hecru tment & Plhcernent of. [IZB \usa forelgn workers“ .
. « We have HELIABLE EXPERIENCED PERSUNNEL

-y b

garcus Drake consultants handles the enﬂre procedure

Landscape &

Crew

Marqus Drake Consultants

P_ark Ri’ﬁge, New Jersey -

; CalL888 544. 9122

. Fax 201:930.0629
Emall m@kusdrakethOyahoo.co

b
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Why do
3 over 90%
* of landscape
professionals
reach for the
penetrating power
of Roundup PRO"?




They value its reputation
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Cut back callbacks with the
proven power of Roundup PRO"

You can't afford herbicides that let you
down. That's why you get to the root

of your weed problems

with Roundup PRO herbicide,
the herbicide trusted and used
by 9 out of 10 landscape
professionals like you.

Only Roundup PRO has

the patented power of
PROformance technology. Its
proven performance goes right
to the root to deliver powerful
results the first time...with no
regrowth. So you get fewer
callbacks. Plus it comes with a one-hour
rainfast warranty. No wonder it's the most
trusted choice of landscape managers since
its introduction in 1996.

Trust Roundup PRO. Talk to your dealer
today, call 1-800-ROUNDUP or visit
www.monsanto.com/ito.
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Hecbicide The Brand You Trust
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{contimied fromt page 20)
of improving performance to an acceptable
level, 2) the employee who more often than
not performs below expectations, but sur-
prises now and again with acceptable perfor-
mance and 3) the employee who more often
than not performs at an acceptable level, but
too often slips back to unacceptable levels,
In the case of the first type of employee -
the obvious poor performer - the decision to
terminate is a relatively easy one assuming
the employee’s supervisor has offered
enough feedback to the employee that has
directed him/her to improve performance.
Before actually terminating the employee,
managers should make certain they follow
the proper disciplinary process. Has there
been adequate feedback to the employee
about performance? Does the employee’s
file contain suitable documentation indicat-
ing clearly the specific performance issues?
Did the employee clearly understand the
consequences of low performance levels?
In the case of the second type of em-
ployee — the usually sub-par performer
that shows flashes of hope - look for cir-
cumstances in the employee’s work area
that might be causing problems. Is there
another employee creating problems for
this employee? Has the employee been
trained improperly or incompletely? Are
there barriers to high performance outside
the control of the employee? If so, do what
15 necessary to help the employee. If not,
begin the disciplinary process because this
employee will continue to struggle. And
again ask yourself if this employee could
potentially be successful in another posi-
tion where the company has openings.

EDITOR'S
NOTE: Eve
month,
industry
consultant
Jack
Mattingly
will offer

suggestions

on key tasks
for
contractors
to focus on.
Here are his
February
thoughts.

The third type of employee needs to under-

To kick off another successful year, 1 suggest contractots set goals to improve
profits by 50 percent. You can accomplish this lofty objective by following
these few February to-dos:

Budget the total man-hours of each maintenance account, per function, per
month. You now have the basis to track and menitor the hours for each
project, each month.

v/ Review your financials and, particularly, your chart of accounts. Your
accounting system should represent the method you use to estimate your
costs, such as income, direct costs, indirect costs, equipment and vehicle
expenses, administrative overhead and profit. Make the adjustments now in
your software program.

v Become proficient in the software you are using. The computer can
provide an abundance of information needed to manage operations, Become
well trained

¢ Eliminate the valueless. Now is the time to cut the paperwork that never leads to
action. Eliminate anything wasteful. This includes trimming people whose skills or
interests will not add value to your company's future. Re-engineer your systems so
that the field operations have the necessary man-hours and material information
provided to them on a frequent basis, preferably weekly, to manage the labor.

v Training and Education. Take advantage of seminars, teachers and programs by
sending your people - it will be the best investment you make this time of year,

v/ Involve your employees in considering the above tips and develop a written
game plan for accomplishment, including dates for completion. Then you will be on
your way to reaching your new profit goal.

ry

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

it clear that the consequences of not meeting

stand clearly that consistency in performance
is required. Coaching and counseling this type
of employee will generally yield positive re-
sults. But, if the employee continues to slip in
terms of performance from time to time, make

expectations consistently is termination of
employment. In many cases, this type of em-
ployee simply loses focus and gets lazy in
his/her work habits from time to time. Work
with the employee to help him or her under-

fhe Tarf Professional’s
On=line Source for.
Weed Control Options,

4— USE READER SERVICE #114
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stand how to remain focused. Time manage-
ment training might be in order as well.
Choosing when to terminate anemployee
can be tricky. But keeping marginal per-
formers on the payroll will cost the com-
pany money and potentially cause internal
problems. If a manager has coached the em-
ployee by providing sound and clear feed-
back along with any necessary training and
has given him or her the opportunity to
elevate performance, but the employee con-
tinues to struggle, both parties are usually
better off by terminating the relationship.
Employees with bad attitudes will rarely
turn poor performance around. Certain per-
sonality types simply do not respond well to
coaching and disciplinary processes. Others
want to do well, but are limited in their
abilities to do the prescribed jobs. Obviously
if someone is working hard to improve per-
formance they should be given a reasonable
chance to do so. But there is a definitive point
when performance continues to be less than
expected and management says, “enough.”

(continued on page 28)

i1 American Nursery & Landscape Association ;resonied the L

Chadwick Educator's Award to Ellen Peffley, a professor at Texas Tech University. The award

recognizes Peffley as an outstanding landscape horticulture instructor for her work at the
University since 1984
e Southern Nursery Association announced s Board of Directors (o

2002-2003. The officers are: James Guy, president. Daniel Batson vice president and dire

chapter 4, Wayne Sawyer, director chapter 1, D E. McCorkle, lI, director chapter 2, Willian

(2]

Boyd, director chapter 3; and Freank Collier, immediate past pre t
e Metro Atlanta Landscape & Turf Association ccounve:
Walter Reeves with the 2002 Pioneer Award. Reeves was acknowledged tor his dedication to

educating the community on gardening topics
For the Landscape Contractors Association of Maryland,
Wuslllnglon, D.C. and v.rgllliﬂ 2003 officers are Joel Hafner, president

Deonne Wollman, vice president, David Vismara, secretary/treasurer, Mike McCartir

immediate past president. Directors for the Association are Randy Adlet, David Angell, Pat

— VY — r Moot ‘a >
nge Mazur and Matt Owens

Cullen, Marno Gorjon, Joseph Ketterer, Marjorie
henew board members for the Nevada Landscape Association o a0,

Perty, president; Joe Gilbert, vice president; tim Laskowskl, secretary/treasurer; and director

\Wyracou, Gex

Jeff Hill, Gene Balleweg, Rick Clark, John Klippenstein and Dave Mock

MOWER REPLACEMENT PARTS

FREE SHIPPING IMMEDIATE DELIVERY

This Video Will Solve Your
Training Problems!

Flail Mower Parts

*» Blades & Mounting
Hardware

« Belts, Bearings & Pulleys

» Hydraulic Components

» Misc. High Wear Items

Parts to fit:

Alamoe, Bomforde, Bush Hoge,
Dandie,Ford, Jacobsen, John Deere,
Loftnesse, Motte, Servise, Terrain King,
Tigere, Vrisimo, and more

Blades & Accessories

» Commercial Rotary Mower Parts
» Heavy Duty Rotary Mower Parts
» Rotary Blade Grinders

* Trimmer Line

 Edger Blades

Parts to fit:

Bobcat, Dixie Chopper, Dixons, Encore
Excel, Exmarke, Ferris, Grasshoppere,
Gravelys, Husqvarna, John Deere,
Kubotae, Scag, Toroe, Walker, Wright,

T (800) 251-4020

www.flailmaster.com

FLAIL-MASTER®

FACTORY-DIRECT SALES
P.O. Box 40984, Nashville, TN 37204

Introducing the first of its kind training Video
for Spanish or English speaking employees
on how fo 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”

T =8 [zl

pe shipping s on all
orders of $50 or more
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GKlE THE TOUG

When you're faced with a mountain of work, you
can't afford to fool around with just any compact tractor. You
need one of the new MT200 Series tractors from the
Challenger®line .

The MT200 Series comes in six models ranging from 23
to 44 horsepower. Along with 20% more operator area than
their major competitors, the MT200s offer more than
25 key features preferred by compact tractor users. Features
like a rugged, cast-iron frame. Solid steel fenders and hoods.

Standard four-wheel drive and power steering. Plus, your
choice of manual, shuttle or hydrostatic transmissions.

Of course, the MT200 Series comes with one more feature
you won't find in any other compact tractor. And that’s the
world-class service and support you'll get from your
authorized Caterpillar® dealer. So stop by your local Cat
dealer and test-drive the new Challenger MT200 Series
today. Because those chores won't get done by themselves.

Visit www.challenger.agcocorp.com for a dealer nearest you.

I L5 W_.

AGCO Corporation, 4205 River Green Parkway, Duluth, GA 30096. www

v.challenger.agcocorp.com

AGCO" is 2 Reg. TMs of AGCO Corporation. Caterpillar® and Challenger” are Reg. TMs of Caterpillar Inc. © 2002 AGCO Corporation. CCO14E02V01
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(contimued from page 26)

INDUSTRY NEWS
Acquisition
Bolsters Deere
in Florida

The reach of John Deere Landscapes contin-

ues to grow — this time in Florida.

The supplier of landscape and irrigation
products announced its acquisition of all 10
locations of The Treehouse, a tree and nurs-
ery stock distributor.

The 10 Treehouse locations include
Boynton Beach, Ft. Myers, Kissimmee,
Naples, Odessa, Parrish, Sanford, Venice,
Vero Beach and Winter Garden.

This purchase brings the total number of
Florida-based John Deere Landscapes loca-
tions to 40. And the industry supplier sees
the acquisition as a step in the right direction
with added customer accessibility to sup-
plies and services.

Also, tooversee grower relationships and
manage forward planning for nursery
operations, John Deere welcomed Treehouse
Founder Bill Robinson to its executive
team. - Ali Anderson

BUSINESS BASICS

Systemize the Debt
Collection Process

Past due or non-paying accounts play havoc

with landscape contractors’ cash flows.
One solution - not recommended - that

many businesses adopt is: Forget about it.

They call it, “a cost of doing business.” The
collection effort may be too time-consum-
ing, too frustrating or too infuriating, and it
is often time wasted - time that could be
spent on winning new accounts and per-
forming quality services. The way contrac-
tors see it is they did the work, supplied the
goods and now they should get paid for it.

Still, collections is part of the job, so how
can contractors collect payments quickly and
efficiently? One way, of course, is hire the
services of a collection agency and pay them
tohandle the headaches. If that doesn’t sound

part of the cash management process, fewer
accounts will fall past due. Also, once col-
lections steps are systemized in a clear and
precise fashion, someone can be taught to
follow them and manage the task.

v Bill customers promptly. Send an in-
voice immediately after performing a ser-
vice or customers will treat bills with a
similar lack of urgency. Bills promptly sub-
mitted are usually promptly paid.

v Produce adetailed invoice thatincludes
information pertinent to clients. Ask cus-
tomers what information they want on in-
voices — for example, delivery address if
different from office address, job site num-
ber, order and delivery dates, purchase or-
der number, etc. By including data that makes
processing the invoice easier, it will get
through the system and to the check-writing
person sooner.

There's-nothing worse than-trying to explain-to. customers 'why a splash. of
yellow showed up where it didn’t belong. Why not choose our preemergence
herbicide instead? Dimension*® specialty herbicide won't stain pedple, pets
or equipment. But it will - deliver longlasting - prevention 0f crabgrass,

like a good solution, The Business Start Page
(www.bspage.com) offered these ideas to
make collections easier:

v Prepare a plan-asystem for collecting
money owed a company. By developing a
regular routine so that collections become a

28 FEBRUARY 2003
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v/ Send invoices to the right addresses.
Some companies have several addresses,
and getting the post transferred to the
Knight Enterprises -

Lawn & Shrub

right office can delay payment and pro-
vide opportunity for lost mail. Mark the
envelope “Do Not Forward, Address Cor-
rection Requested.” That way the postal

D h

D

service will return envelopes to contrac- S —
Earth Graphics -

tors with new addresses in the event their
customers have moved.

Onthe ‘)

Louisiana State University
Entomology AgCenter -

— B
=
www.knightlawncare.com
www.lawnandshrub.com

www.lsu.edu/departments/entomology/index.shiml
www.ditchwitch.com
www.earthg.com

To announce & new Web site, &-mail nwisniewski@lawnandliandscape.com
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IN THE NEWS
Market Watch

Last year wasn’t a good vear to be an indi-
) ) b

vidual investor in the stock market. Nor was
2002 a great time to be a publicly traded
company, given that the Dow Jones dropped
roughly 15 percent. But some companies
fared better, including a few well-known
green industry firms. Here's a brief run-
down of how some companies” stocks per-
formed in a tough year.

John Deere (DE) - John Deere’s stock
remained strong, climbing approximately
10 percent in 2002. Still, the year was any-
thing but calm for this multi-billion-dollar
company, which saw its stock range from
$37.50 a share to a high point of $51.60,
which it hit in November.

ServiceMaster (SVM) - The parent com-
pany of TruGreen-ChemLawn has seen its
stock struggle for the last few years, and
2002 wasn't any different. The stock opened
above the $13 mark, but it fell below $9 a
share in October before climbing back over
$11 a share to close out the year.

Toro (TTC) - Toro opened the year at less
than $50 a share, but it peaked at more than
$68 a share before closing out the year in the
mid-$60s. Growth years of better than 30
percent can’t be expected every year, but
Toro’s stock is holding steady in the low
$60s as of press time.

Lesco (LSCO) - After starting the year
around $9 a share, the price dropped to the
$7 mark before Michael DiMino replaced
Bill Foley as the new CEO. From that point,
the stock steadily climbed over the $12 mark,
ultimately finishing the year at $14 a share.

Caterpillar (CAT) -
stock that felt the market’s ups and downs

This is another

last year, sliding from nearly $60 last spring
to less than $34 in October. Ultimately,
Caterpillar’s stock finished the year at
$47 a share.
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LAWN AND LANDSCAPE
ComPANIES HAVE
GENERATED OVER

SL000.000

IN SALES FROM
CLC LABS SOIL
TESTING!

LET Us SHOw You How!

Call 614/888-1663 Today for your
Soil Testing & Marketing Information

325 Venture Drive
Westerville, OH 43081
614 888-1663

FAX 614 888-1330

Exclusive laboratory services for the
Turf & Ornamental Professional.
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877.388.8895 - www.thebacksaver.com

32

The

ORIGINAL" " )

Tailgate Assist System

Thanks to this revolutionary and patented design, your

heavy tailgate can be raised and lowered with virtually no
effort, keeping your back-and your bank account healthy."
S e

The BackSaver Tailgate Assist . . .

» Will not allow most tailgates to
foll down. (2-sided assist)

* Is easy fo install & will work on
most utilfy trailers and failgates.

* Helps reduce injuries, worker's
comp. claims & properfy damoges.

* Tokes 100% of the weight off most
failgates. (2-sided assist|

Dealer Inquiries are Welcome!
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ENSURE
that your
meeting
date

is published,
send an
announce-
ment at
least 12
weeks

in advance
to Lawn &
Landscape
Calendar,
4012 Bridge
Ave,,
Cleveland,

Ohio 44113.

FEB. 24 New York State Turfgrass Associatior
Southy s

iSL neqglonal conierence, o 1erl

) 39
Cont )

FEB. 24-28 34th Annual International Erosion
Control Association Conference & Expo, Las Vegas
Nev. Contact: 970/879-3010

FEB. 25-26 D

m Svstem

1811

FEB. 25-27 Western Pennsylvania Turf

{f Conferenc

794 197Gt
A

Contact

& Trade Show, Monroeville, Penn
5400 or thettle@alltel net
FEB. 26-28 Turigiass |

inter Confe e, Bim

800/405-8873 or ¢ ith@TurgGrassSo«
FEB. 26 New Jersey Landscape 2003
N.J. Contact: 201/664-6310

FEB. 26-MARCH 1 Southern California Plant

Tour Days, San Diego and Riverside

Contact: 760/4:
MARCH 3-

Course, Charlottesville, N.C. Contact

I Howerandpiant

Virginia Turfgrass Council Short
540/942-8873 or
thevtc@cfw.com

MARCH 4-5 The Colorado Association of Lawn

Care Professionals’ 15th Anr

Aurora, Colo. Contact 1587

303/850

MARCH 5-6 Michigan Green Industry

Conferenc

Novi, Mich. Contact; B00/354-6352 or
dandrews@landscape.org
MARCH 6 Tex

lally W

512/239-6774

MARCH 7-8 CLIP Training Classes, Atlanta, Ga
Contact: 800/635-8485 or craigp@
MARCH 10 New York ¢ :

western Regional Conferencs

clip.com

Turfgrass Association

Contact: 518/783-1229

MARCH 12-13 Landscape Industry Show, Long

Beach, Calif. Contact: 800/448-2622 or hg@cica.org
ARCH 12-13 16" Turl & Irmgation

1

RCH 13-16 ALCA Student Career Days,

Raymond, Miss. Contact; 800/395-2622

Check out our Events section online for a complete
listing of this year's calendar items.

www.lawnandlandscape.com @

LAWN & LANDSCAPE
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the Potential

Challenges associated with landscape design

frustrate many a contractor, but PRO Llandscape

software changes all of that.

HARDVVARE
REQUIREMENTS

TECHNOLOGY. That's a powerful word that conjures up a broad

range of reactions in people’s minds. Of course, most people quickly envision
a computer, and for obvious reasons based on the workplace revolution that
has taken place over the past two decades.

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

Perhaps there's never been a better or easier time than now for landscape
professionals to welcome technology into their businesses thanks to the
latest advancements in landscape design and imaging software from Drafix
Software. This 8-year-old company in
Kansas City, Mo., is already well known
thanks to its design software called PRO

Landscape. But as the software’s popular-

SOFTWARE certainly doesn'l work
by itself, but PRO landscope mini

mizes the computer requirements

ity has climbed, the company has worked
with its customers to enhance the prod-
uct, and the latest version of this power-

ful technology is receiving rave reviews.

needed ‘o produce these high-guality

designs, Contractors who purchase
the software should-also have a digt
tol camera or a scanner, access to
email or a.color printer 1o produce
the rendering for cusiomers and, of

course, a computer with

THE BASICS. The mission behind the
software is to simplify and expedite the
landscape design process for the designer
while also providing a tool that makes
this process more of a sales opportunity.
PRO Landscape accomplishes this
through the combined use of computer-

aided design and imaging that work in

o Pentium or Athlon processor

e 32 MB RAM

150 MB hard disk space

¢ Windows XP, 2000, Me, NT
4.0 or 98

PRO
Landscape

unison to produce professional-quality
work with a whole new twist.

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

create this image by taking a photograph of

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

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

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

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

hardscapes that are included.




PRO Landscape's imaging software gives contractors the
ability to quickly tem a digital photograph (inset) into a full-

color landscape plan that will close sales

CAN WE HELP YOU?

ONE of the most intimidating obstacles that new soft-

wate buyers have 1o overcome is the notion of how
confusing the software will be to learn and how time
consuming this educational process will be. Drafix Soft
ware recognized this concern and committed to pro-
viding its users with the necessory support free of
charge. This multifaceted support includes a product

marnual, an online help system and a multimedia tuto:

'S

rial CD complete with 65 lessons featuring text ond

video instruction. “We also offer free technical support

WHY BUY IT? If you've done any sort

of new landscape installation or enhance-

ment in the last few years, you know how
to design a landscape. So why you should
take the time to learn how to do the same
thing with computer software!

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

price become the keys. But if you make a

for as long as o user owns PRO landscape,” odded

Pete lord, president

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

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

become much less budget conscious and

GETTING BETTER WITH AGE

much more interested in getting the most
dramatic landscape.

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

pockets. That's the power of technology.

CONTINUOUS improvement represents a primary chal-
lenge for any product supplier, and Drofix Software is no
different. Since it hos been selling PRO landscape to conr
tractors for eight years, the company has been able 1o
make enhancements based on feedback from the thousands
of landscape designers who use the product

*We've worked hard to make the product sasier to

use," exploined Pete lord, president. “For example, we've

streamlined frequently used steps. Features like selecting a
plant, manipulating size and perspective, and navigating
around the uset interface have all been improved.

*We also heard fram many of our user who were not us-
ing the Planner module because of their unfamiliarity with
computeraided design,” Lord continved. “We spent much of
our efforts in the last version making the CAD module much

more user friendly without compromising its power.”

PRO

Landscape
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A Series

of Solutions

Five different landscape contractors talk about how

PRO landscape has boosted sales, helped customer

service and saved them time.

SOLUTION # ]

Handle Design
Yourself

Joe Virale tells it like it is. The president of Vitale

landscape & Drainage Coniractors Inc
Roselle Park, N.J., is a third-generation land
scape contractor, so he understands the industry. And one
thing he has decided through his decades of experience is
thot ‘outside lundscape architects make the design/build
process more trouble than it's usually worth

*landscape architects are prefty scarce in New Jersey
and the good ones are real busy working for the big firms,”
he explained. “I've only got aboutfive to seven employees
so | was telying on landscape architects to work for me on
a free-agent basis, and there’s some real downsides to that
Plus, | couldn’t find an architect who | wonted to hire and
could afford ot my size

That's why he decided 10 toke matters into his own
hands and handle his design work with PRO landscape
even though he's “no Bill Gates,” as he puts it, when it
comes 1o working with computers. Now, he's using the
sottware primarily with residentiol clients, which represent
about 75 percent of the company’s business. These jobs
which typically cost $7,000 1o $10,000, start with Vitale

providing the customer an estimate and either o hand

PRO
Landscape

SOLUTION #2

Save Thime
oAV e
DEAN RICCI represents the typical land-
scape contractor in many regards. “I'man
owner, designer, sales and production
manager all rolled up in one,” he ex-
plained witha laugh. Hisbusiness, Ricei's
Landscape Management Inc. in Hebron,
Ind., generates half of its revenue from its
construction business, and much of that
includes custom design work such as pa-
tios, brick walls and planting arrange-
ments that separates Ricci's from its com-
petition in the marker.

The company’s jobs range anywhere
from $4,000 to $25,000, and as with any

design-focused company, sales are largely

drawing of o computer rendering of the propetty depending on

what the customer is willing to pay for

"We charge for all of our designs, and we charge more for
the drawings because they loke three times as long to do os the
images on the computer,” reloted Vitale

In patticular, he prefers using the soltwore on properties
without any existing londscape. “If you're working with an image
of a house with a landscape, you have to take the lime to remove
the current plants betore you can put in your design,* he pointed
out, adding that very large properties can be a challenge i you
can't ge! the entire property in the phola. "But once you do the
design and show it fo the clients in the color and splendor of full
bloom, they love it."

For Vitale, the money and headaches he has saved by taking
landscape architects out of the equation have paid for the
software, but he has also been pleasantly surprised by how well
PRO landscape has boosted his sales. *If a client is indecisive
the imoge of their property with a new landscape will put them

over the top,” he maintained




a function of the number of designs the
company puts in front of customers.
“When | did designs by hand, one design
would take all day to complete with the
estimating, and during busy periods when
there are five orsix designs todo, | couldn’t
get them all done in a timely fashion,” he
admitted.

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

issaved on the computer
it's like changing a
Word document on the
computer vs. having to
retype the entire thing
on a word processor.
Now we can make
changesinminutes with
PRO Landscape instead

of erasing and redraw-

ingasmuch asthe whole

Pevan 3
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plan."

Ricci terms himself
a “mediocre draftsman,” but he still con-
siders the two-dimensional CAD draw-
ings important because they are what he

gives to his foreman who will oversee the

installation. “I can do one or two draw-
ings a day by hand, but now I can do four or
five aday on the computer,” he pointed out.

(continued on page 6)

SOLUTION #3

Coprove lca ‘gglrlnser
mmunicat

Debbie Kiebler is a visual person. She prefers pictores
instead of words, and she has little trouble envisioning a
scene 0s someone describes it 1o her, Bul, the truth is, her
customers ot BRE&D londscape Inc., Franktown, Colo.,
don't have her visual talents. As o result, Kiebler often
found herselt struggling 1o help them understand the
concept she had in her mind for their property.

‘I had been working with customers on a small scole
for years Irying to convey ideas of what they might do with
their yord, and | found the need to do something more
visual,” explained the co-owner and vice president of this
firm focusing on the high-end, custom residential market.
“You can flag or paint a smaller area, but | may have a
picture in my head for a property, and conveying that to
other people is difficult.”

Selling homeowners o high-end landscape is difficult
enough in today's economy, so the last thing @ solesper-
son or designer needs is the added challenge of not being

able fo get the customer to envision the finished product,
Kiebler had been using ¢ different CAD program when
she purchosed PRO landscape for its three-dimensional
“Then | tealized that PRO
landscape’s CAD was more sophisticated, so now |

imaging copabilities

have on integrated twodimensional drawing and o
three-dimensional image o show someone how | would
landscape their yard,” she noted. “People really find
these images very helptul. They need something more
than spray paint on their grass if they're going to spend
money on a landscape.”

In oddifion, Kiebler considers the images to be
particularly valuable on more difficult sales, “The image
has a 'whiz bong' sort of effect on people,” she noted,
adding thot imagine is also helpful when selling to new
home construction where people struggle 1o visual anything
other than dirt surrounding their house. “That's what puts
them aver the edge.”

Kiebler, who does the majority of designs for the
company, spends 90 minutes with the client lolking about
their needs and wants for the property betore starting on the
design ifself. As a result, she appreciates anything thot saves
her time, such as the materials takeoff capabilifies of the
software. “That component makes our job real simple
because now | can tell our crew how much edging o use
and how many square feet of material they will need for
the pafio, for example,” she remorked. "We do thot oll
right off the design because the design is done fo scale
and we just have to plug in the multipliers 1o get the
numbers.

*If we need fo change a patio, for example, we can
do that without starting all over, and then the software
autematically gives me a new estimote for materials ond
prices based on the changes,” she enthused

Candscape
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Save Time (continued from page 5)
This increased productivity means more
sales. “That really speeds up sales because
we're getting the drawings or images in
front of customers so much more quickly,
plus they're impressed by our quick turn-
around.”

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

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

Today, he can't imagine running his
businesswithout PRO Landscape. “I'dnever
go back to the old way of drafting by
hand," he asserted. “I'm just glad most of
my competitors don't use this program or
else I'd have a tougher time selling jobs.”
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This Is The Year!

SELLIT!

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

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

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

“PRO Landscape not only saved my time, but as importantly, my customer’s time!” pean ric

“PRO Landscape makes it easy for my customers to visualize their landscape design.” ot

PRO
Landsca

The Standard Design Software For Landscape Professionals

NEW VERSION 9

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

s CUSTOMIZABLE IMAGE LIBRARY
» Add your own images to the 3500 included
CAD OUTPUT VERSATILITY
« Choose from hand-drawn, pastel, watercolor, or
photo symbols

(800) 231 =) 8574 LINKS TO LEADING SOFTWARE
« Horticopia®, AutoCAD", QuickBooks®, and Clip

www.lawnandlandscape.com/prolandscape

60-day money-back guarantee!

$ *To take advantage of your Lawn & Landscape discount, have the = B '_ -
3 1000,;: ¢ promotional code ready when you call to order. Code: LL-2735 et omarirrmte Yoty A e ey e sy =

What Are You Waiting For?
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NEW PERENNIALS

Perk Up
Your
Landscape

Perennials remain the darlings of land-

scape plantings, and the heightened in-
terest in these long-lived plants keeps a
steady stream of introductions coming.
The California-based Anthony Tesselaar
International debuts the Lily of the Nile

‘Snowstorm’ and re-launches its My Fa-

for perennials.

MY_FAVORITE PERENNIAL MUM SERIES

Growth Chart

SPRING - The mum will emerge in similar fashion to perennials like hostas

or lilies. By June, the mum will achieve “plant presence” but will still be on
the small side. In moderate to warmer regions, the mum will bloom in spring
If it does, cut back the bush by
bloom in fall
SUMMER - By July, the mums will present a nice mounded form, fully filled
in with green foliage. By August, they will reach their full size for the season and
new buds will form.
‘the second season, mums planted 2 to 3 feet apart in full sun will merge

ée a gently undulated mounded hedge or border effect
FALL - My Favorite Perennial Mums, at full size for that season, burst into
bloom, full-tilt.
WINTER - In the South, My Favorite Mums will be evergreen. Cut back

lto '/, to ensure new blooms in spring. In the North, My Favorite
Mums are herbaceous plants that will die back over the winter. Cut
rost-wilted foliage for a tidier look over winter or do this the next spring
before growth begins.
SUBSEQUENT SEASONS - /Iy Favorite Perennial Mums are true

perennials. Under normal landscape conditions, they will return and increase in

/., after flowers have faded to ensure repeat

size for many seasons with minimal care, - Ali Cybulski

vorite series of perennial mums to meet the steady demand

My Favorite
Perennial
Mum series
includes five
new colors
for spring
2003. Choose
from White,
Coral, Twi-
light Pink,
Yellow Quill
and Autumn
Red. Photo:
Anthony
Tesselaar
International

Lily of the Nile ‘Snowstorm’ is a new agapanthus, and
My Favorite Perennial Mums provide fall blooms in a bush
or hedge form year after year.

Here is more on each of these selections.

LILY OF THE NILE ‘SNOWSTORM.’ Lily of the Nile,
also known by the botanical name agapanthus, is increas-
ingly popular with landscape contractors for its easy-care
nature, crisp, exotic look and long-lasting flowers. With a
name derived from the flurries of white florets that ride in
umbels atop sturdy, 24-inch stems, each umbel of this plant
is comprised of up to 50 tubular white florets.

This agapanthus flowers, on average, 70 days per season,
producing an abundance of brilliant white blooms. When
mature, this vigorous plant bears up to 100 umbels per plant
per season for a mass of long-lasting blooms.

Dense leaves are arranged in a tuft or cluster. Each leaf is
narrow and strap-like, measuring, on average, 14% inches
long by % inches wide.

Snowstorm grows to a compact 27 to 30 inches, a pre-
ferred height for landscapes and container plantings. It
typically blooms late spring to midsummer with spot flow-
ering through late summer and fall. Hardy in U.S. Depart-
ment of Agriculture zones 9 to 11, Snowstorm perennializes
readily in warmer climate zones.

This compact plant grows in most light conditions. It
needs full sun for best flowering perfomance, but it will
flower in reduced numbers in partial shade. It is naturally
disease-resistant and excels in commercial landscaping ap-
plications, borders and containers.

‘— USE READER SERVICE #113

www.lawnandlandscape.com
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‘Nursery Market Report

Generally, Snowstorm is a low-mainte-
nance plant. While regular watering and feed-
ing are required for peak performance, the
plant can survive with minimal water after it
is established, making it well suited to land-
scape plantings in drier areas of the country.
The thick, moisture-retentive foliage of Lily
of the Nile also makesitanexcellent addition
to fire-retardant borders.

Snowstorm tolerates a range of soils
from sand to clay and needs watered well
to establish. But once established in the
landscape, agapanthus tolerate both wet
and dry conditions.

Space plants 2 feet apart for landscape
borders and promote initial growth by provid-
ing high-nitrogen fertilizer, but once estab-
lished, use a flowering plant formula high in

C & S TURF CARE EQUIPMENT, INC.

BUILDING QUALITY EQUIPMENT
FOR PROFESSIONALS, BY PROFESSIONALS

SS8010 Turf Tracker Jr.

Only 34.5 inches wide
Shown with optional
Custom carrier

Custom Spray Units

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

SS8030 Turf Tracker
THE ORIGINAL

Spreads and sprays over
4000 sq. ft. per minute

Zero turning radius
Full hydrostatic drive

Skid-Mount Spray Units

Standard spry units
Gas and 12v Electric
Lawn or Ornamental

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

USE READER SERVICE #29
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potassium to encourage flowering. Pruning
and pinching are not required, but dead flower
stems must be removed after flowering.

Plants will perform best if they are wa-
tered and fed regularly, but once established,
Snowstorm will flower readily with minis
mal care.

Agapanthus are not prone to disease in
the landscape and attract no major pests. But
be aware that snails and slugs may causé
slight damage.

MY FAVORITE PERENNIAL MUMS.
These mums, which attract butterflies, in-
cluding Monarchs, are mounded masses of
flowers that return year after year, ultimately
growing up to 30 inches high and 50 inches
across on some varieties. They are available
in five colors, including yellow, pink, white,
coral and red.

Picture mums as shrubs or as hedges -
these mums aren’t disposable pots of fall
color. These are true perennial mums that
will come back and increase in size annu-
ally, requiring minimal care. They sport
uniformity in shape, flower abundance and
flowering habit.

Bred to be exceptionally cold hardy, all
My Favorite Perennial Mums thrive in cli-
mate zones as cold as USDA zone 3b and
Canadian equivalents. Their cold hardiness
has been proved in sustained winteér
poundings of -30F in Central Minnesota. But
they also can be grown successfully in warm
climates up to USDA zone 9.

The My Favorite Perennial Mum series
was bred by Neil Anderson, Peter Asher and
Esther Gesick of the University of Minnesota's

Lily of the Nile ‘Snowstorm’ features clusters

of white florets that bloom up to 70 days per
season. The plant grows to a compact 27 to 30
inches, perfect for container plantings. Photo:
Anthony Tesselaar International

LAWN & LANDSCAPE
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Department of Horticultural Science. The
team developed and tested this special class
of perennial mums for more than 10 years at
four University of Minnesota trial sites as far
north as Grand Rapids, Minn.

While starting out in size much like other
mums, by the second growing season, the
difference s clear - they are large. With their
compact, mounded shape and durable
branching, these mums hold theirshape while
offering an even canopy of up to 5,000 blooms
by year three during a four- to five-week fall
bloom season.

For perennial performance, plant in the
landscape and not in containers.

In areas subject to alternating thaws and
freezes, routinemulching helps preventground
heaves. And for peak performance, full sun is
best — six hours or more per day. In areas of
intense, dry heat, such as Phoenix, Ariz, fil-
tered mid-day sun is more appropriate.

My Favorite Mums thrive in a variety of
soil types, as long as drainage is good. For
optimal performance, plant mums in well-
drained soil that also is rich in organics.

Water as needed and plant 2 to 3 feet
apart to create a continuous hedge-like ef-
fect. Plant 4 feet apart to maintain the out-
lines of the individual bush.

My Favorite Perennial Mums can gener-
ally tolerate being planted closer together
than is optimal. But if crowding occurs or a
new location is desired, they can be trans-
planted with little trauma to the plant,
though with their hefty root structure, trans-
planting can be a chore. The best time to
transplant is early spring, before growth
gets underway.

Applying fertilizer will improve plant
performance. Use a liquid plant food - a
flowering plant formula - and apply every
three to four weeks. With a three- or four-
month, slow-release plant food, apply twice
per season and supplement with occasional
application of liquid plant food.

These mums do not need to be pinched.
As self-branching mums, subsequent
pinching can actually reduce the eventual

size of this plant. The plant also does not
require deadheading.

In the north, cut off dead stems and foli-
age in winter or early spring. And in the
south, cut foliage back to '/,in late winter to
encourage spring bloom and again after
spring bloom to encourage a second bloom
season in fall.

My Favorite Perennial Mums will bloom

four to five weeks each fall, depending on
local weather conditions.

For more information on obtaining these
plants, contact your local grower or whole-

saler. — Ali Cybulski

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

Lawn & LANDSCAPE

If it's not
a FINN, it's not a
HydroSeeder*

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.

1-800-543-7166 » www.finncorp.com

928

e, Fairfield, OH 45014
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TREE BRACING TECHNIQUES

Staking can aid tree stabilization for one
growing season in windy climates and
help get newly transplanted trees off to a
healthy start. Photo: L&L Staff

Stable Staking

While staking or guying every tree is unnecessary, some-
times it's vital for newly transplanted trees that need addi-

tional support to thrive.

For instance, in areas of high prevailing winds, staking
helps keep a plant upright until it securely roots itself. Stakes
also act as barriers to entry, protecting trees from mowers
and other equipment that could cause root or trunk injury.
Additionally, a number of clients request staked trees be-
cause they like the braced-tree appearance.

For these reasons, contractors must learn proper staking
methods to ensure they perform this task correctly.

Contractors can support most trees up to 3 inches in
diameter with two stakes that are the same diameter as the
tree trunk. Place the stakes in line with the prevailing wind
direction and drive them 18 inches into undisturbed soil.
Stakes should be as high as is practical to provide additional
tree protection. Attach ties to the tree - often at the lowest
branch - and to the stakes on either side. Contractors can
connect the tree to the stake by using ties, ideally made of
plastic—not wire - to avoid injuring the tree. Allow for some
flexibility and movement at the tying point.

Setting screw eyes into a tree trunk is another way to
attach ties to stakes. While this
may appear to be severe punish-
ment for the tree, the injury asso-
ciated with this type of attach-
ment is actually relatively minor.

Contractors can support trees
up to 5 inches in trunk diameter
with guy wires attached to stakes,
spaced at 120-degree angles. Fas-
ten wires to the tree in the same
manners already discussed, al-
though with guyingall attachment
points should be at least 6 inches
apart. Attachments should be as
high in the tree as practical and
certainly at or above the lowest
branches. Again, tie guy wires to
stakes driven 18 inches into un-
disturbed soil. The axis of the stake
should be in line with the axis of
the pull on the guy wire.

Contractors should guy wire
trees more than 5 inches in diam-
eter the same way they guy wire

GROWTH PATTERNS
4 Reasons to Stake

I( done propetly, staking newly planted trees
provides stability until the tree can support itself,

but not all trees require cables or braces. Here are four
situations where transplanted trees may require staking.
1. They have abnormally small root systems that
cannot physically support the larger, above-ground
growth (stem and leaves)

2. The stem bends excessively when not supported.
3. The planting site is very windy and trees will be
uprooted if they are not supported

4. There's a good chance that vandals will uproot or
damage unprotected trees

trees 3 to 5inches in diameter, except they should anchor the
guy wires to the soil with the use of earth anchors or
deadmen. Again, the axis of the earth anchor must be in line
with the pull or stress on the guy wire.

For safety reasons, always hang flags or plastic stream-
ers from the wire when guying trees so they are more visible
to passers-by.

Always remove guy wires or stakes after one growing
season and prior to the initiation of growth the following
year. Even this short of a period can cause girdling if a plant
establishes rapidly. Leaving guy wires on longer will almost
invariably result in girdling, which can destroy the tree’s
most vital membranes ~ the layers that conduct water and
minerals from the roots to the leaves and return the food
produced by the leaves to the rest of the tree.

The one exception to this rule is if contractors attached
guy wires to the tree with screw eyes. Don’t remove screw
eyes from the tree, but cut off the exposed head and allow the
tree to overgrow the shank.

Remember, in research measuring the effect of rigid
supports on staked trees, unstaked trees were found to have
greater trunk diameter than their staked counterparts.
Unstaked trees also had greater trunk taper, meaning that
the trunks increased in diameter more rapidly and devel-
oped larger root systems. Also, the installed price of trees
may increase from 15 to 30 percent because of staking, so
explain to the clients the cost of the procedure weighed
against the benefits. Though staking helps in some situa-
tions, it is not without risk to the plants themselves and
should be monitored closely. - T. Davis Sydnor

The author is professor, College of Food Agriculture & Environ-
mental Science, The Ohio State University, Columbus, Ohio.
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LOAD UP YOUR TRAILER NOW.
MAKE NO PAYMENTS TIL MAY.
Need mowers? No cash? No problem.
Go for our upgraded JOHN DEERE
Z-TRAK™ and stand-on QUIK-TRAK™
mowers—both with the exclusive
John Deere combination of high-
capacity 7-lron™ floating decks,
Kawasaki” engines, and our exclusive
Single-Source bumper-to-bumper
warranty! Then make NO PAYMENTS
UNTIL MAY 1, 20037 Or, buy now and
pay only 1% of the principal each
month for the first year’—the perfect
way to get the machines you want
with the money you have. Get to your

John Deere dealer now...and get rolling.

www.MowPro.com
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When you need 'em to hit the ground running
hefore fhe cash rols . fuats wien Nothing runs like a Deere.
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A "Fleet"ing

0

Glance

Like many other entrepreneurs, Stan McDaniel had to
do a little bit of everything when his company, Healthy
Lawns and Shrubs, Little Rock, Ark., started out. That
meant notonly keeping track of a growing staff, but also
an increased amount of company service vehicles.
With a burgeoning vehicle fleet, he had to monitor
basic upkeep, track gasoline use, check vehicle appear-
ance and schedule repairs. To aid him in this task, he
created a form to embrace all fleet maintenance aspects.
“We needed to see what condition the vehicles were
in all of the time,” McDaniel said. “So the technicians
use this form on the trucks each time they fill up.”
The form has a space for a little bit of everything. The
top section, made for fuel transactions, tracks gas stations

cians to leave any notes for needed mechanic checks or
possible repairs. Then when he reviews the forms, he
schedules any required maintenance.

Although his employees do not like taking the time
to fill out the forms, McDaniel said they are a big help in
keeping track of not only the vehicles, but also his
technicians’ habits. “I can really tell how well they take
care of the trucks and trailers,” he explained. "If they
aren’t keeping them clean , 1 know.”

This system enabled McDaniel to manage vehicle
maintenance when he had only a couple of trucks and to
grow his fleet to nearly 30 trucks today. Now, McDaniel
employs mechanics to perform regular service checks.

“I think this form works great for a company with
just a few trucks that doesn’t have a regular mechanic to

visited, fuel types and amounts used, and total fuel cost.

Also included is a space for other upkeep checks such as

fluid levels, tire air levels and exterior conditions.
McDaniel also left space on the form for the techni-

help them.” — Mandy [enkins

The author is Contributing Editor to Lawn & Landscape magazine
and can be reached through mwisnicwski@awnandlandscape.com.

TIME STARTED VEHICLE SERVICE REPORT TIME FIINSHED
ey Circle or check bax or fill in blanks e
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‘ ; ; CANS ENGINE TRANS. FLUID BRAKE FLUID POWERSTR. | : {8
| iidh i | o s ! OK s OK OK 1 oK | To view additional
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s | such documents,
1 - | . _» -
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| FILMED www.lawnand
. DIRTY EMPTIED |
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EETTYT . = ; - - T

46 FEBRUARY 2003 www.loawnandlandscape.com

LAawN & LANDSCAPE



mailto:nwisniewski@lawnandlandsatiie.com
http://www.lawnand
http://www.lawnandlandscape.com

BRODUCTS

S
<

»Iginlg

u

o)

.
I

- !;]ST_E

That’s the power of a systemic. Xylem to tip, Heritage* is the only
systemic strobilurin that protects each and every blade of grass, including
new growth. Broad-spectrum disease control protection from the inside,

To protect longer,

that lasts up to 28 days against all four major classes of fungi and
YOU have to Work from the mSIde- the six major turf diseases. Heritage works from the inside so
your turf looks good outside. Call 1-800-395-8873 to contact your

local Syngenta sales representative and learn more about Heritage.

www.syngentaprofessionalproducts.com

Important: Always read and follow label instructions before buying or Lsng thes product. ©2003 Syngenta. Syngenta Professional Products, Greensbor, NC 27419, Heatage® and the Syngenta logo are trademans of a Syngenta Group Company
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Building

a solid team

and boosting

commercial
work enabled
Lawns of
Dallas to jump

start growth.

Todd Brown (left) and Doug
Smellage, Lawns of Dallas

Photo: Ian Halperin




One step usually leads to another. Doug Smellage used this philosophy when he started Lawns

of Dallas in 1982.

Initially, standing on the bottom rung of business, he performed every role - owner, foreman,
crew member and mechanic. As the company grew and Smellage added a few dependable
people, he was able to relieve some responsibilities and fine-
tune his focus, sprinting up the steps of stability and growth.

“Because | was wearing so many hats in the beginning,
I was in motion all of the time,” Smellage explained. “Then,
three years into it when I was running six to seven crews,
I knew I had to have other quality people to help me. Then
I got past five years and accumulated more dependable
employees who stayed with me and helped me get over the
$1-million mark. I learned to delegate better and then $2
million was easier to accomplish. Next, I stopped focusing
on the day-to-day and started focusing on the future.”

Keeping an eye on the steps ahead boosted Lawns of
Dallas’ growth. But three years ago, the full-service resi-
dential and commercial maintenance company reached a
plateau - a step that posed a challenging climb. So Smellage made some changes to push his
business to the next level.

COMMERCIAL CONCERNS. By 1995, Lawns of Dallas reached $2 million in revenue. Then
for four years, the company lingered in this range during a refocusing stage after acquiring a
new facility. Lawns of Dallas maintained a 60-percent residential/40-percent commercial
business mix since its inception and saw no reason to change ... until Smellage hired Todd
Brown to help add more commercial maintenance work, boost growth and lighten his load.

“I'm a firm believer in delegating responsibilities,”
Lawns of Dallas

Smellage said, explaining his reasoning for bringing in

2722 Inwood Road Brown to help handle day-to-day duties. “I call it my rubber
P.O. Box 35448 band theory. If you take a rubber band and extend it as far
Dallas, Texas 75235 as you can, it's either going to break or snap back at you. If
214/367-6622 you break it, you've gone too far too fast and need to start
www lawnsofdallas.com over. But if it snaps back at you, you now know how far you

can take it. In the same essence, you are constantly learning
how much you can delegate and how far you can stretch a person to learn and grow. And even
though people are going to fail, like the rubber band snapping back and hurting you, they will
learn from those mistakes and become stronger.”

To become a better delegator, Smellage said he had to be willing to work with people
through their growth and accept that mistakes were going to be made along the way. “People
typically won't accept responsibility because they are afraid of failure,” he explained. “So
instead of getting disappointed with people when they made mistakes, I would let them make
the mistake and then we’d sit down and talk about what went wrong and what they could do
to improve for the next time around. I had to build up tolerance as an owner to do this, but it
helped me build a team of people who were no longer afraid to step up and take on additional
responsibilities because they knew I would help them through it.”

The first step in boosting commercial work was hiring a professional salesperson to focus
on this business area.

To find the work, the dedicated salesperson attends a monthly Building Owners and
Managers Association luncheon, as well as an International Facility Managers Association
monthly dinner. Both events host some of the company’s clients, so attendance is mandatory.

The company added commercial work slowly as not to grow beyond its ability to handle
the additional clients. At the same time, it eliminated unprofitable jobs or those that didn’t fit
the company’s niche to refocus efforts on new work. “We decided that we wanted customers

LAwN & LANDSCAPE www.lawnandlandscape.com

LAWNS
OF DALLAS

HEADQUARTERS:

Dallas, Texas

FOUNDED: 1982

2002 REVENUE: $3.9 million
2003 PROJECTED REVENUE:
$4.4 million

2004 PROJECTED REVENUE:
$5 million

SERVICE MIX: 60 percent
maintenance, 40 percent renova-
tion, seasonal color, irrigation,
lawn and tree care

CLIENT MIX:

60 percent commercial,

40 percent residential
EMPLOYEES: 140 seasonal,
95 year-round. Eighty percent

of the company’s employees

are Hispanic.

GROWTH HISTORY
1995: $2 million
1996: $2.1 million
1997: $2.4 million
1998: $2.7 million
1999: $3.2 million
2000: $3.4 million
2001: $3.6 million

Nuts

Bolts
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Why
Weisburger
Insurance?

Nancy Zaiontz
Independent Agent,
GSM Insurance

A s an independent agent, I have a choice of
companies to do business with. I stay with
WeisburgerGreen because their professionalism
and customer service is second to none. It's very
easy to do business with WeisburgerGreen
because the majority of our communication is
via e-mail, and you can get a quote to
a customer almost immediately. In addition,
their underwriter is a very strong company,
earning an ‘A" rating from A.M. Best. That's
increasingly important in these times of economic
uncertainty for many companies.
- Nancy Zaiontz
Independent Agent, GSM Insurance

RGERGreen
wdunance

5 Waller Avenue
White Plains, NY 10601
Tel (914) 428-2929
Fax (914) 428-0943
Toll Free (800) 431-2794
Fax-on-Demand (800) ASK-WEIS
www.weisburger.com
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who thought full-service landscape maintenance was important,”
Brown commented. “We don’t want quick mowing jobs. We want to
manage clients’ entire landscapes and have clients that utilize the
bulk of our services. So, we eliminated clients who weren’t interested
in full service and slow paying clients when we went through our
contract renewal process two years ago. Price increases naturally
weeded out most of these types of clients.”

Lawns of Dallas’ typical residential and commercial job includes
mowing, edging, pruning, weed control, basic fertilization, preemer-
gent and postemergent herbicide treatments for turf and beds and
monthly or twice monthly irrigation system inspections. Irrigation
maintenance services are a must for all clients since only a handful of
them are without an irrigation system in the hot, dry Texas weather.
“Managing this resource is important because the City of Dallas
Water Department implements new water regulations all the time,”
Brown said, adding that to handle the work, the company employs
three licensed irrigators. “All systems must have rain and freeze
sensors, for instance, and there cannot be overspray on any sidewalks
or curbs. Also, most people want the soil around their homes and
buildings to stay moist because the soil around here cracks easily
once it dries and is known to negatively affect home and building
foundations. So, on average, clients want a monthly inspection, but
in the summer most of our commercial clients ask to receive twice
monthly irrigation evaluations.”

Irrigation system check reports help the company track zones and
standard problems on a client’s system, including broken heads,
clogged nozzles, etc. When agreeing to the service, clients preauthorize
a certain dollar amount for repairs. When the repair cost exceeds this
number, the form is faxed to the client for approval. “It not only
serves as a maintenance checklist, but also as a proposal to recom-
mend needed repairs and then some optional changes and services -
for instance, moving a spray head to a better location for better turf
coverage,” Brown said.

Another fairly typical client request is seasonal color. With his expe-
rience in Atlanta, Brown said he saw some exquisite seasonal color
displays and wanted to bring thatidea to Dallas. “I didn’t see alot of great
seasonal color happening here, so we started our Ever Bloom program
about two years ago,” he said. In addition to two, three or four color
changes a year, clients receive regular bed maintenance to maintain the
color, manage insects and diseases, deadhead and replace plants when
necessary. (For more information, see Bloon: Time on page 52.)

STRUCTURAL SWITCH. Nearly three years ago, two people man-
aged nine or 10 crews and customers in each Lawns of Dallas
division. The arrangement left clients requiring additional attention
and crews without adequate training,

Forming an account management structure fixed the problem.
Now, each division has its own operations manager and account
manager - the same two people as before, but this time each has a
specific focus. The operations manager handles scheduling, training,
quality control and other operations issues, while the account man-
ager is the front-line communicator who connects with clients, builds
relationships and sells additional services. This way, someone con-
stantly focuses on sales and someone else embraces scheduling as his

(continued on page 52)
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“When our owners tell us the Walker Mower is working
and helping them succeed, it keeps us energized and focused

on building the best possible piece of equipment.”
Bob Walker, President; Walker Manufacturing

“Your Owars “Undoubtedly, the best grass
keep me looking machine | have ever owned, | have
h9°°d against , had many other brands and no o bl
the competition. i " “We operate a two person
Ray West, il :::;:Aizeﬁ:efy’ i lawn care company. My wife
Professional Grounds VAT .”' G t and | would not be able to'do
Maintenance, Inc.. ayetieviiie, Georgia this without our Walkers.
Vermilion, Ohio Gary Vassallo &. Loretta Tunstall,
“Has changed our lives - more Lawn Cruts_ers Lawn Care,
“At age 76, my wife and | both time to extend areas of our > Kalispell, Montana
enjoy mowing with our Walkers - business. Just love it!!” 1 e R
- g - - ove it and my
best thing since sliced bread. Brett & Carolyn Soutar, customers love it . “No othes mower
Jack Ray, Short Back 'n’ Sides, Robert Fietsam,  does it like a Walker”
Wetumpka, Alabama Waihi Beach, New Zealand Exquisite Lawns, Bobby Williams,
Jacksonville, Florida Saltillo, Mississippi
“The best investment | have ever made!!”
Bryan Coles, Coles Lawn Care, “Please continue to make “] never knew what a pleasure
Pittsburgh, Pennsylvania the most gratifying grass cutting was ‘til |
mowers to own and run in got my first Walker.”
“Walker is by far the best the industry!!!” Merle Stremming,
mower in this size available, GE”"G’ % gfor;’;" TR o F°:y"’ 'im“""
. roomed Gardens, “l am 67 and could no n business
[ and | am exceedingly pleased Jacksonville: Elorida 3 A
with my Walker.” , Florid. without my Walker WeTr:;’;eK ;te!:
Walt Olsen, “I love looking back at my accounts, as | drive away  7rayis Keen Lawn Service,
N.IL.W.S Services, and thanking myself for owning these mowers...” Columbus, Georgia

Paul & Jennifer Sparks,

Sparks Lawn Care, “ »
Titusville. Florida You build the best mower in America.

“Walker Mowers John E. Sharts, Springboro, Ohio
_saved my business!!'” .y ., ¢ryly say Walker is hands down the best

Gypsum, Colorado

M_ga[g,%avsc':be’ mower on the market today...I've seen a lot ':w::::::::; ':
Weymouth, Massachusetts ©f different mowers, but | own the best: Walker.” t:an a Walker.”
’ Stephen D. McBride, Mike Pillsbury,
b 18T :'m very pleas:c:’ wnt:.lt.!t\e Mac’s Lawn Service, “Nicest lawnmower Chariton, lowa
b e p Portiand, Indiana  ~we ever owned"
other landscapers likewise.” % andLClaudene e col “Best
ac du Bonnet, est mower

Wy 3 (11
Arnie Gundersen, I just !ove my w'a"‘er'
Luxor Landscape, Michel Bernardin,
Maple Valley, Washington St. Philippe, Quebec, Canada

WALKER MANUFACTURING CO.

5925 E. HARMONY ROAD e DEPT. CD
FORT COLLINS, CO 80528

(800) 279-8537 ® www.walkermowers.com

Independent, Family Owned Company Designing and Producing Commercial Riding Mowers since 1980,

Manitoba, Canada | have ever used.”
Vickers L. Cunningham
Dallas, Texas
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(contimued from page 52)

or her sole responsibility. Occasionally, op-
erations and account mangers will help each
other when selling new jobs. For instance, if
a client is more concerned with understand-
ing some of the more technical aspects of
how irrigation systems are maintained, the
operations manager will join the client and
account manager to explain the details.

The company employs one account
manager for residential work and four
account managers for commercial clients.
The amount of work each account man-
ager is given depends on job size and
client needs, each handling between
$500,000 and $800,000 worth of work.
“Some clients need daily feedback while

Our exclusive
DURAPHRAGM ™
TECHNOLOGY
gives you the
reliability of a

‘ mp with
the versatility o

Does Your SPRAYER Have A
Healthy HEART?

........... R R R e

~ Quality Pumps For Over 40 Year: -

Exceptional performance your equipment demands.

For more information on Duraphragm Technology
please visit Unicospray.com or contact Unico Spray Products
241 West Edgerton Avenue * Milwaukee, Wisconsin 53207
email sales@unicospray.com * telephone 800.331.7727

Ask for the best — Ask for Comet ®
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wo years ago, Lawns of Dallas

decided to boost its seasonal color
service by forming dedicated crews who
intensely manage the plants throughout
the year.

The Ever Bloom program starts with
the design - landscape designers plan the
color change outs. Next, three- to four-
person crews prepare the soil, install the
plant material and add decorative mulch
Then, these crews retum to the site
regularly to maintain the color. Clients
typically sign up for two-, three- or four-
color change outs during the year to
coordinate their color with the seasons

At peak season, the company uses 12
to 13 employees for this work. The color is
sold as an enhancement and, to eliminate
the need to resell the color every year, the
service is rolled into a client's regular
contract the next year if he or she is
interested in doing it again

"At first, we were nervous about
rolling this work into the maintenance
contract because we thought we wouldn't
get the sale if the contract had too many
items in it," explained Todd Brown, the
company's general manager. “But clients
have responded well to it. I think they feel
more nickeled-and-dimed if we keep
selling services separately. Plus, if they
agree to a whole annual package at one
time, they don't have to worry about it
the rest of the year." — Nicole Wisniewski

Bloom

Time
others don’t even want to hear from us at
all,” Brown pointed out. “And one cus-
tomer may have 18 to 20 small properties
that are easier to handle for one account
manager while another client may have a
large landscape and many services that
need constant supervision and contact.”

For example, to better inform one com-
mercial client who craves more communica-
tion, the account manager attaches digital
photos to daily e-mail updates for the prop-
erty manager, showing pictures of the crews
in action, freshly mowed turf, newly planted
beds, irrigation inspection results, etc. The
site, which has 100 acres of turf and requests

approximately 100,000 pots of color annu-
(continued on page 54)
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Rwerdale
The Formulation Innovators

(800) 345 3330
www.riverdalecc.com

Cool Power is a registered trademark of Riverdale Chemical Company.
Always read and follow label directions.
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“In the past, we've tried everything
to control weeds during the fall and
early spring when temperatures are
cooler. \olhin‘u gave us the control
we needed. But with Cool Power®,
all of that changed. Now ground
wy. wild violets and chickweed don’t
stand a chance. Cool Power gives

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

our customers.”

Owner & President
Showcase Turf & Tree

Cincinnati, Ohio

As the temperature cools off, you need
a herbicide to help you successfully
battle postemergent broadleaf weeds.
Cool Power's special ester formulation
of MCPA, triclopyr and dicamba combine
to give you superior weed control
in cool weather. With Cool Power
on your side, weeds don't stand

a chance.

COOL POWER’
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(contimued from page 52)
ally, keeps the account managerbusy. “We're
looking into [sending e-mails with digital
photos] to more of our clients who like regu-
lar feedback,” Brown enthused. “This prop-
erty manager loves to know what's going on
since he doesn’t always see the crews on a
certain area of the property every day, and
the e-mail is also something he has been able
to send to his bosses when they wanted
feedback on how the color was looking or
how the maintenance was coming along.”

As general manager, Brown hires account
and operations managers. When looking for
pcoplc to fill account management positions,
Brown looks for communicators and people
pleasers before seeking employees with prior
landscape knowledge. Two or three Lawns
of Dallas employees conduct interviews so
that more than one person meets with candi-
dates and can share their insights.

The company attends college career fairs
twice a year to interview and build relation-
ships with potential interns and new hires.

The Lawns of Dallas management team includes account and operations managers, office
staff and others who handle key business responsibilities. Photo: lan Halperin

Brown prefers that new college graduates
gain practical industry experience during
internships before he brings them on as full-
time employees. “They are more appealing
to us if they have worked two to three con-
secutive summers and done some intern-

ships and learned about the industry a little

bit and got their hands dirty,” he explained.
“Those types of people tend to start off at a
higher rung of the ladder with better salaries
and benefits vs, those who don’t have the
on-the-job experience and need to familiar-
ize themselves with landscape work.”

contimued on page 56)

2003 I1SUZU NPR-HD DIESEL: Crew Cab,
14’ Dump Body, 48" Tool Box, Hitch, Tarp,
auto., ac, am/fm cassette.

$35,900
$625/mo.
o)

2003 Isuzu npr diesel with 16 ft.
enclosed van body, hand and power tool racks,
fuel station, springloaded ramp. MUST GO!

800-899-8696

Take your company to the next level

with our innovative super lawn truck system

Financing and leasing packages available.

Call today

0% Flnandr‘ng Available

478-788-4601

1-800-899-8696
Middle GA. Freightliner-Isuzu
Fax: 478-781-0966
e-mail: chrisfountain@mindspring.com

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

2002 model
$24,500

2002 NPR-EFI, V8, gas engine,
16" landscape body,
weed eater racks, water cooler racks
Shovel racks, fold down side

FREE 48 MO
75000 mile extended warranty
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U.S. LAWNS IS GROWING GREEN

The idea of franchising isn’t necessarily new to the landscape industry, but
only one company has figured out a strategy to build a network of more
than 100 franchises specializing in commercial landscape maintenance in
25 states across the United States. That company is U.S. Lawns, and the
company is ready to capitalize on the momentum of its
significant growth to build an even larger network of
growing landscape firms nationwide. Here, Ken Hutcheson,
president of U.S. Lawns, talks about what makes the

organization so successful.

How does being a part of U.S. Lawns help
contractors grow their businesses?

Hutcheson: We stort out working with the
franchisees early in the soles process. We've
identified o market niche through our 15 years
of experience with more than 100 franchisees.
There are cerfain properties we know are more
conducive to how we conduct our business. Then
we fele-survey (where we're trying to leam
about them and not sell to them) those people
looking for answers to certain questions to help
prequalify them. We get the relationship to a
point and then hond it off to the franchisee so
that they con get their hands oround the
customer’s concerns and identify exactly what
the customer wants and make sure we deliver
the good value proposition.

In addition, we have o series of direct moil
programs that we put info place in the spring and
fall for various services and we offer sales newslet-
ters to build the relationship.

We also have proprietary contoct manage-
ment softwore so the franchisee

we provide are the facilito-
tors we have out in the
field helping the franchi-
sees implement the sys-
tems, ond they’re located

them info the USL systems. We continue that
training onsite through various training modules we
have. We also have an annual conference and
regional conferences as well. Because of the
market density we have developed, we are able fo
toke fraining on the road to the
franchisees and get the informa-
tion deeper into their companies.
The fadilitator olso delivers com-
ponents as individual franchi-
sees need them, so thisisnt just
cookie cutter where we're over-
whelming the fronchisee.

What does the typical U.S. Lowns
franchise look like?
Hutcheson: We hove three

in every region of the coun-
try we're in. That way we
can be intimate with our customer— the franchi-

T

Ken Hutcheson

see. These facilitators set us opart from being a
consultant or an association.

People in the system tell us that it works
because of the support they get having this
person available to them.

Plus, specialists such as our CPA, who does
nothing but provide business management support
fo create a budget, sales oction plan and business
management plan, back up the franchisee.

In addition, we've gathered a lot of num-
bers, so we know what the trials and fribulations
are, we con anficipate them ond tell the franchi-
see when they need fo conserve cash or spend
more aggressively.

manages the whole process along
with help from our staff.
How do you help franchisees man-
age their businesses ?
Hutcheson: The primary fools

s What training does U.S. Lawns
provide?

Hutcheson: New franchisees start

with a week in our new Florida

headquarters to totally immerse

phases of franchises with each
franchise being clossified based on their time in
our system, their business volume and business
maturity, deally they move through that phas-
ing in three to five yeors and go from SO, zero
time with us and no systems to $750,000 to
$1.5 million. Customers are 100 percent com-
mercial, and we like to see each franchise
serving 45 to 65 customers fo reach that
revenue target.

They will have built o team including an
operations manager, on office person and sev-
eral foremen. The franchisee should own the
facility or have one that really works well, and
he should spend his time working with custom-
ers and the operations manager, but not being
out in the field himself.

Now, he has created a sustainable business
thatisn’t dependent on his day-to-day presence,
and that's an issue in this industry. If your
business depends on you physically, then you
are exposed.
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lo clarify job titles and roles, |

awns of
Dallas is currently formalizing everyone’s
tasks and putting processes on paper. The
descriptions will go into a manual so current
and new employees have guidelines to fol-
low. “The biggest employee problems come
from misunderstandings regarding rolesand
goals,” Brown said. “When it's all in writing
it becomes clear.”

When the company finishes the manual -
probably in spring 2003 - new personnel
evaluations will follow, using the responsi-
bility lists as a basis for pointing out
strengths, weaknesses and training needs.

l'o stay abreast of current company en-
deavors, Brown meets with all the opera-
tions managers at 10 a.m. on Tuesdays. "I
see my position as an air traffic controller,”
he explained. “Every operations manager is
focused on their area of responsibility and
that's what they should do, but this meeting
gives us a chance to get it all coordinated
We focus on planning, the bigger picture

and redirecting priorities when necessary.”

et 91999
(32" deck)

GEAR-DRIVE WALK-BEHIND
MOWER

The industry workhorse!

= rugged and dependable

* powered by Kawasaki
36" deck - 2050
48" deck - $2199

Ask about our

SPECIAL
FINANCING
TERMS!*

“with aporoved oudt mnd apphcatly taoue

LESCO & & rogpsternd acemat and Commmrca®en & & comnt of LISC0 Tectoamgen LLC
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CULTURAL CARES. Eighty percentof Lawns
of Dallas’ employees are Hispanic. Having a
mix of cultures in the company means being
open to employee needs is crucial.

First, toimprove communication, the com-
pany reimburses Hispanic and American
employees who study English and Spanish.

Paying close attention to cultural con-
cernsis also important, Brown said. “At one
point, we decided to cut the hour lunch to a
30-minute lunch so we could have more
planning time during the afternoon,” he
explained. “But we realized that our His-
panic employees like to have a hot lunch
everyday — lunch is important in their com-
munity. By the time it takes them to go
someplace and microwave their lunch, 30
minutes have gone by and they don’t have
any time to relax. So, we decided to go back
to a one-hour lunch.”

Also embracing the Hispanic culture at
work, a quarterly employee cookout fea-
tures salsa and goat - a Hispanic delicacy -
in addition to chicken and hamburgers.

Top performance for
professionals!

« triple-jet agitation

cuttings
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52699

TANK SPRAYER PACKAGE

* rugged 200-gal poly tank
* includes quality Hannay" hose reel

= 53399

HYDRO WALK-BEHIND

Sets the standard for the industry!
* dependable Kawasaki® engine
= efficient 48" cutting width
* better lift and discharge of

To keep all employees updated on horti-

culture basics, the company holds 30-minute
training sessions monthly, following a cal-
endar of topics that are seasonally appropri-
ate, such as fall color in October. “For the
session, we try to get out front of the office and
actually go through the process of how to
correctly prepare the beds and install the
plants,” Brown pointed out. “The ultimate goal
is to have everyone cross-trained in all areas of
the business because we realize that they may
not want to be in their current area forever and
we want them to grow and be able to move to
another division if they want.’
Ateachsession’send, managers randomly
quiz employees on training topics, awarding

relevant prizes, such as safety goggles or

work gloves, to people with the right answers

800.321.5325

www.lesco.com
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DODGE RAM HEAVY DUTY. Such beautiful sounds—and a great performance
by the durable Ram Heavy Duty. The new 5.7 liter HEMI® Magnum® provides best-
in-class horsepower,” while the Cummins High-Output Turbo Diesel™ offers a class-
GRAB LIFE BY THE HORNS

leading 555 b-ft of torque and the ability to tow up to a class-leading 16,300 lbs!

Also get the BUSINESS program’s great service for small-business customers

and the ON THE JOB program for big discounts. Plus it's Job-Rated™ for a lawn-
care pro like you. Music to your ears? Visit us at or call

—
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THE HILLS ARE'ALIVE
RGRGESO )
MULCHING; MOWING,..
DIGGING; EDGING
TRIMMING AND CHAINSAWI

-
or =

*Depending on model. **Not available in Calif., Maine, and Mass. "When properly equipped. Remember to properly secure all cargo.




Wes Hadsell
shares tips

inspired by
his business
motto: ‘Ask
and you
shall
receive.’

HadcoServices
P.O. Box 1262
Bartlesville, Okla. 74005
818/336-0364
weshadco@aol com

s
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by Nicole Wisniewski

During class, students raise their hands and
ask questions — that's the way the process
works. Educators encourage inquiries, and
youths, being new to history, math, English
and the rest, seek answers until each end-of-
the-day bell rings.

But, when pupils graduate and find jobs,
they stopasking questions. They use the knowl-
edge they've obtained to do their daily work
and answer queries that come across their
desks. Then they go home and let their chil-
dren request the replies. For some reason,
getting older means becoming the teacher
rather than the student.

However, asking questions - no matter
how silly, simple or serious - is what Wes
Hadsell, managing member, HadcoServices,
Bartlesville, Okla., credits as the main reason

the courage to ask.”

SCHOOL DAYS. When Hadsell attended college in the early 1980s, his goal was to
become a high school history teacher and a football coach, so he graduated with a degree
in history and political science in 1983.

But he realized before that —in 1980 - that many of the teachers he knew had summer jobs to
supplement their incomes. As a result, he started mowing lawns in the summer. One old lawn
mower turned into better equipment and a truck and, soon, he employed college friends to help
him take care of his growing residential client base.

his company is blossoming. “Many of the things I've learned have come from people who
were happy to share their ideas,” Hadsell said, “and it hasn’t cost me anything but having

Wes Hadsell
holds the

national

merit award
for environ-
mental
improvement
he recently
won. Photo:

HadcoServices

Early challenges included understanding business basics. But Hadsell wasn't afraid to ask for

help. He approached his local small business administration, made up of retired executives who

tutored him. “They told me to become active with the Chamber of Commerce and join the Rotary

Club because the members are movers and shakers in the community,” Hadsell said. “They also

gave me sales pointers and tips on acquiring financial help and following business procedures,

www.lawnandlandscape.com

(contimued on page 60)
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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”.

o=l Teaee
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| |59 | conporstion

An Employee-Owned Company

1-800-821-7925

www.trimec.com

ALWAYS READ AND FOLLOW
LABEL DIRECTION.

Irimec is a registered trademark
of PBI/Gordon Corporation.
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HadcoServices only hires foremen
who have experience servicing
equipment instead of relying on
dealers for most repairs.

“That way, if something breaks
down in the field, they don't have
to waste time coming back to the
shop to get it fixed or get a
replacement piece of equipment,”
explained company Managing
Member Wes Hadsell. “Plus,
because they are more accountable
for their own equipment, they
ensure their crews take much
better care of it.”

I built valuable relationships without spend-
ing a dime on the free business training.”

Hadsell also took landscape design and
plant identification classes at the local com-
munity college to boost his horticulture
knowledge. But some pruning and planting
techniques came from free lessons with the
local nursery from which Hadsell bought
supplies. “Ijust asked them if I was perform-
ing the proper practices and they gave me a
whole tutorial,” he explained.

Bringing in experts is how he continued
to perfect his services, and how he operates
today. For instance, to ensure his trucks and
trailers were loaded appropriately, had com-
plete working safety features and werein the
right condition to drive without being tick-
eted or fined by the police, Hadsell called
the local highway patrol and asked them if
they would come to the office and check out
his equipment. “An officer came, inspected
my equipment and gave me the Oklahoma
Vehicle Compliant Laws book,” he re-
marked. “I would rather ask someone how
to do it than have them stop one of my
vehicles and fine the company for some-
thing I didn’t know in the first place. Now, |
have the book that the highway patrol relies
on to fine unsafe and improperly loaded
vehicles and trailers, so I'm one step ahead.”

Since HadcoServices initially operated out
of a tool shed in Hadsell’s backyard, he also
needed training room when he started hiring
employees. He asked one of his large commer-
cial clients if he could utilize their training and
conference room-complete withgeneral train-
ing videos. They were more than happy to

(continued on page 62)
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REVOLUTIONARY ‘&
100% Organic
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PAVE TECH, INC. PO Box 576 Prior Lake, Minnesota 55372 USA
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Check Out Qur NEW WebStore
You Can't Beat The SAVINGS at MTI

MTI

WWW.SPRINKLERS4LESS.COM
= we pay @ RaNFBIRD,

Hunfer NELSSN irritro

e 8 0 0'600' TU R F.(:aa?a)

Orderby 1p.m. ~CALL US AND SAVE! 7:30 am - 5 pm
SHIPS SAME DAY  Contractor's Choice for SPRINKLERS PST
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as low as $4699

25 HP Kawi

DARE TO COMPARE!
48" (ut

Walkbehind 7 Guage  Peerless
OIKDENING  gngine ~ Thik  SSpd.  Mulching  Deck  Costhon  Under
Mowers HP Deck Trans. Blades  Baffles  Spindles  $2200

Landscapers | 15 v v v v v v

Scag 15 v v

Exmark 15 v v v
Ransomes 15 v

Lesco 15 v

Snapper 14 v

Ferris 15 v v v v
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Fifty percent of HadcoServices' 15 to 20 full-
and part-time employees are Hispanic.

Photo: HadcoServices

oblige, supplying HadcoServices” employees
with the room and coffee when needed and
inviting them to their own safety meetings,
such as CPR or fire extinguisher training, at
no charge. Along those same lines, Hadsell
also asks local tech schools to conduct mock
OSHA audits at his company to make sure
he's following standards.

BROADENING HORIZONS. Afterabout
four years of business, HadcoServices crept
into the commercial market through a few
apartment complex clients. “Being in a small
community we definitely had some chal-
lenges,” Hadsell said. “We're 40 miles from
Tulsa-the only near large city—and so we're
sort of in the middle of nowhere. And we had
to find some way to grow our business.”

For HadcoServices, the answer was com-
mercial clients, including schools, hospitals,
industrial sites and corporate centers. The ap-
peal was not only year-round equal payments,
butalso accounts that chose all-inclusive agree-
ments vs. just bits and pieces of a full-service
landscape maintenance program. “In the early
1980s, no one company offered all services,”
Hadsell said. “So we started doing that for our
clients and it made us appealing to them - it
made us grow more rapidly.”

The first four years of business brought
steady 10-percent growth, Hadsell said, but
adding commercial work brought growth
peaks. “We grew leaps and bounds after that
~ 40 to 50 percent a year,” he said. “And we
went from three to 10 employees over night.”

Since the new jobs were large and re-
quired only a few additional employees and
added time on these sites to get the work
done, HadcoServices didn’t experience too
many growing pains. High growth leveled

(continued on page 64)
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nnn “lcll. With its patented

SeedYAccelerator

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

water. So it accelerates germination by retaining

moisture right at the seed bed level. Plus,
PennMulch provides the correct amount of
fertilizer to provide 36% better turf establishment. \}1[(,’//) {ﬁl/é’ 4/;;{ AT jé’f/{ A /]5{{5} % é/l/‘({ ﬂ{({ {716) :
PennMulch ensures successful seed establishment

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

for PennMulch at your nearby LebanonTurf

distributor. And make sure your seeds succeed.

Lebanenlurf

1-800233-0628 o wwwlebanonTurfcom
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PROTECT YOUR SPRINKLER SYSTEM FROM FREEZING

Backilow
MBuddy "

* A thermal insulating cover
that protects backflow
prevention devices from
harsh Spring and Fall
weather.

* Patented -field and lab tested

* Weighted base conforms to
ground

* Durable water resistant/
weatherproof exterior, 3M®
Thinsulate™* Insulation middle
layer and tear-proof interior

The ORIGINAL
Protector
Call Toll Free (877) 252-6538

www.backflowbuddy.com

DOES NOT REPLACE THE NEED FOR WINTERIZATION. Fits PVBs from 3/4" to 2" and RPs from
3/4" to 2", Larger sizes available. K&L Industries LLC, Zionsville, IN.
*Thinsulate is a trademark of 3M
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Real maneuver

Classen TA-17D & TA-25D

“Split Drive” Turf Aerators

Turn left
or right

AERATE
non-stop . . .

All without

raising the
tines out of
the ground!

CLASSEN

MANUFACTURING, INC.

Aerators * Sod Cutters * Power Rakes * Seeders

1401 Logan Street Norfolk, NE 68701
Phone: (402) 3712294

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

*P[IOM [€3X Y} JOJ Al![!&

www.classen-mfg.com
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out in the past five years due to the small
market area, keeping the company just un-
der the $1-million mark.

HadcoServices employs 15 to 20 full-time
and part-time workers and approximately
50 percentof themare Hispanic. Hadsell started
using Hispanic emplovees seven years ago,
but only realized three years ago that he had
to do a better job of making sure they were
legal employees vs. just relying on the docu-
mentation they provided. Now, one of his
long-time Hispanic employees helps bring
workers in through the H2B program to pre-
vent risky run-ins with the Immigration and
Naturalization Service. These employees
work from mid-February to mid-December.

To ease their transition here, Hadsell uses
his relationship with a client who heads a
Salvation Army store to supply Hispanic
workers with some new clothes and shoes
“That way, they have something to wear to
church on Sunday or to relax in vs. just their
work clothes,” Hadsell pointed out. Each
employee also receives 11 sets of uniforms
for two weeks worth of work and two hats
So, when one week's worth is being washed,
employees have a clean set for the next week
and an extra hat in case theirs becomes dirty.
HadcoServices pays for half the cost of the
uniform cleaning service weekly, which
amounts to about $4 a week and comes di-
rectly out of their checks.

To welcome the new culture to the com-
pany, HadcoServices has a party once a year
where Mexican cuisine highlights the menu,
complete with various salsa and guacamole
dips and handmade tortilla chips.

Also, since there are events in Oklahoma
that don’t happen in Mexico, such as snow-
storms, Hadsell will take photos of his His-
panic workers mowing or standing in the
snow so they can show their families.

Now that Hadsell has built a solid com-
pany and continues to retain quality em-
ployees, he plans to learn how to delegate
better. “I used to have this tendency to over-
see every job and this feeling like it could
never be done as well as I could do it,” he
said. “But I'm slowly learning to let go and
accept that other people can get the job done
even if they do it differently.”

The author is Managing Editor of Lawn & Land-

scape magazine and can be reached at

nwisnicwski@lawnandlandscape.com
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Solitiores o Wizatz Fobleirs

THE BEST REDUCTION MACHINES FOR
CONVERTING WASTE INTO VALUABLE
PRODUCTS.

* Convert pallets, construction debris, green waste, whole
trees, brush, stumps, wet leaves, shingles, and logging
and sawmill waste into mulch, compost, boiler fuel, pressed
board and animal bedding

e - .4
Y THE MOSTPRODUCTIVE REGYCLER _
EVER DEVELOPED 3 MODELS TO CHOOSE FROM:
& S/ *« M-26B0 24" X 60" OPENING 365 HP
THE ULTIMATE LAND CLEARING * M-3680 30" X B80"OPENING 375-680 HP

MACHINE. TAKE THE BEAST * M-5680 50" X 80" OPENING 1000 HP
T0 THE WASTE.

WHOLE TREE CHIPPERS

* Convert land clearing waste and logging slash
into useable clips

* Reduce an B0’ tree to chips in under a minute

*Compact and easy to maneuver

3 MODELS AVAILABLE:

* 18" capacity with 275 HP

* 19" capacity with 540 HP

* 24" capacity with 680 HP

All Models available in towable and self propelled
WE RENT TRACK CHIPPERS!

53

4 HAND FED CHIPPERS

Convert brush and limbs to valuable chips at the
point of removal with limited trimming

PTO's and Chip Box available

6", 9" 12" 14", 15" and 18" diameter capacities
Towable or self propelled

Loaders available

BANDIT inpusTRIES, INC.

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

offer sound advice
for cutting the costly
waste out of employee

time sheets.

If time is money, then downtime can wipe out profits for any company. And in the green
industry — where most companies bill customers by the clock — wasting time can prove

especially detrimental to the bottom line Money-making minutes are

Obviously, there are a handful of common time-related struggles associated with running ; :
4 ’ ¢ ¢ often wasted by Iumlwu;n'
an effective green business: getting crews out in the morning, keeping them focused while on
the job, holding lunch breaks to a healthy minimum and scheduling jobs within reasonable crews as they struggle to
iriving distances. ; .
o ) ?l gd !_‘ e quickly and efficiently prepare
These daily struggles— although seemingly innocent — can add up to some serious downtime
Put simply, downtime is time lost when production stops — most notably during setup for for a day’s work. Time spent
an operation or when making repairs. The term can refer to seconds wasted by crew members :
: X 3 ; loading equipment,
arriving late in the morning, minutes lost in heavy traffic or hours racked up by those who
always seem to lag behind. Sound familiar? Lost time, figured into time sheets and receiving last-miniite
vaychecks, generally equals lost profits. : : o
paychecks, generally equals lost profit instructions and waiting for
Do the math.
Recognizing that minutes can add up to millions, how can landscape contractors cash in latecomers can contribute to

~

their downtime for some real-time bucks? Perhaps it’s time to heed the advice of industry

. i downtime and, consequently,
professionals and pick up a few jewels of time-saving wisdom.
a downturn in profits.
BEAT THE BUZZER. First, contractors should consider how to unearth and embrace
L)
: Photo: Jim Karageorge
productivity through organizing and structuring maintenance crews. Although setup varies
throughout the industry, many contractors agree that crews of two or three are best at
competing with the clock.
“In general, the smaller the crew, the more efficient,” explained Mike Lueders, owner,
Lueders Cos., Needham, Mass. “As long as they can handle the job, we like to keep our crews

] P )
(contmued on page 68)
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JOHN DEERE

www.JohnDeere.com NOTHING RUNS LIKE A DEERE*
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small. We make sure the work is not too
physically demanding or demoralizing.”
Lueders’ theory is that two-man crews, in
particular, make for decreased overlap in job
responsibilities and less time spent dawdling.
“Actually, a one-man crew is the most
efficient - as long as the workload is not too
much,” he noted, pointing to the reality that

most jobs require more than a single worker
because of strenuous lifting and loading
“Even having two on a job can create down-
time. By the time two men show up, chat
about the workload and get ready to go
they’ve burned some serious time.”

Lueders determines crew sizes based on

RAMROD

* New 2003 Models

WORK SMARTER!

* 40+ Attachments to meet your needs
* 4wd & Track Models

* Increase Your Profits

NOW AVAILABLE!
4 Engine Choices: Kohler
& Honda air cooled,
Kawasaki liquid cooled

and Diesel options
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man-hours required to complete jobs. For
instance, one worker could be trusted to do
a job requiring only six to eight hours of
labor. But for jobs requiring 70 to 80 hours of
labor, a two-man crew is the best fit.

Luedersgenerally plansafew weeks ahead,
making specific schedules for each crew. Not
only does this system ease confusion and
headaches caused by possible overbooking,
it also allows crew members to look ahead
and be ready for future assignments.

As an additional precaution against lost
time, many contractors organize their crews
in a hierarchy of authority and responsibil-
ity, with designated account managers, fore-
men, crew leaders and crew members. This
setup maintains efficiency by keeping crews
in check and allowing supervisors to per-
form their specialized jobs.

Tom Heaviland, owner, Heaviland En-
terprises, Vista, Calif., insisted that two- and
three-person crews—composed of the hierar-
chal basics of a crew leader and assistants -

work best for his maintenance business,

“With larger crews [of four or more
people], the leader spends more time su-
pervising and less on production,” he ex-
plained. “With a smaller, three-man crew,
everyone works.”

Heaviland likes to think of crew size in
terms of sales. His company aims for a
monthly revenue of $4,000 per employee,
so keeping a minimal number of workers
on any given site is key. Generally this
means sending time-saving trios to most
maintenance jobs, which include prun-
ing, weeding, etc., and up to five men for
mowing jobs.

Jeff Rieger, grounds management division
manager, Dennis” Seven Dees Landscaping,
Portland, Ore., also sees the cash value of
three-man crews. Heorganizeshis crewsbased
on a principle he learned years ago. “Once you
increase size over three men, vou begin to lose
The foreman be-

efficiency,” he asserted. “

gins to spend more time supervising and

less time doing the efficient, highly trained
work that he is best at.”

Consequently, Dennis’ Seven Dees has
either two or three workers on its residential
maintenance crews and three on its commer-
cial maintenance crews.

LOAD UP WITHOUT KILLING TIME.
Do crews load trucks in the morning right
before heading out to their first job sites? Or
do they load equipment the night before?
Simple question, but some contractors insist
the answer may mean minutes - and money
—in the end.

Loading some equipment into trucks
ahead of time, specifically at the end of the
day rather than in the morning, is recom-
mended by many.

“All hand-held equipment is left in the
truck,” said Bob Grover, president, Pacific
Landscape Management, Hillsboro, Ore.,
explaining the procedures at his 30-employee

(contimued on page 72
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operation. “The equipment on the trailers is
removed each night and serviced by the
maintenance crews,”

Grover strongly recommended preparing
for the coming day by leaving toolboxes and
smaller items aboard trucks at night. This, he
insisted, will cuttime lost in “the morning lag”
that often puts crews behind before they even
hit the road. Doing so has reduced his crews’
morning loads to 10 minutes.

Dennis’ Seven Dees loads some of its equip-
mentatnightaswell, Specifically, Riegershared,
large mowersareloaded onto trucks each night
by a facility crew. Foremen have crews load
smaller equipment and fertilizer while they
take care of other administrative duties.

“We also encourage our foremen to pre-
pare in the evening for the next morning,”
Rieger added. “Better yet, prepare tonight
for next week’s visit.”

In contrast, Heaviland's crews have more
success withmorning loads. “Trucksareloaded
in the morning, and it is the crews’ responsibil-

ity,” he noted. “The managers make sure the
crews have the right equipment for the job - and
make sure it is in good operating condition.”

TRIM TRAVEL. Although expenses can be
spared by reducing time wasted in the
shop, lost minutes are often racked up on
the road as well.

“Travel time is our biggest downtime,”
Grover noted, referring to the minutes spent
by crews in traffic or en route from one job to
another. Like most lawn companies, his op-
eration accepts jobs within a broad region,
which can mean miles of travel for his crews.

S - .

But Grover has found a pleasing solution to
the dilemma: scheduling each crew within a
tightterritory. Although such areas can range
in size from one mile to more than a dozen,
smart routing is a must for Grover. He ex-
plained that, while drawing simple routing
circles for each crew is not always feasible
because of varying route density, he tries to
maximize crews’ time by assigning them to
jobs in bordering neighborhoods.

This approach saves minutes because a
crew learns its defined area well and can
eventually navigate throughout the desig-

(continued on page 74)
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Let the SPADE do the work for you!

A “patented” and versatile piece of equipment that attaches to any brand of
skid loader designed to:
* Aid in planting shrubs and large trees.
* Constructing retaining walls and digging in horizontal banks.
* Digging trenches for drain pipe installation and irrigation
* Move soil, compost, or mulch with the Spade's |/2-yard bucket
that is already attached
* Move the plant from the truck to the planting site with the boom-
like design and chain attachment with greater ease

Almost no maintenance - Replace digging teeth and go!

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

For more information or to order call

TRIPLE D ENTERPRISES 1-800-478-7077

Or contact us at WWW.TRIPLED-ENTERPRISES.COM
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nated territory without written directions.
Heaviland assigns his crews tojobs within
5 to 10 miles of each other as well, a strategy
that keeps their daily driving time under 45
minutes. “We schedule our routes tightly to
reduce drive time,” he described. “Crews
generally work within a defined geographic
region. In case they need to make an unex-
pected stop, they are close and familiar with

the property.”

Another clock-stopping option, accord-
ing to Grover, comes in the form of written
instructions. With this system, crews whose
job locations for the coming day may re-
quire unique instructions are given the ap-
propriate directions at night before closing
shop. These may include maps and detailed
driving directions for new sites.

ONE BU'ITON ELECTRONIC AUTOMATIC GATE OPENING !!

* Stainless Steel Construction

* Sealed Motor * Debris Shield
L] a

* One button/foot operation

* Quick detach on & off.

\
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“The same maintenance crews generally

tend to the same projects each day and week,”
Grover added. “
their jobs the night before to avoid adding

They are given the details of

extra confusion and downtime to the morn-
ing. If there are special instructions, they are
given out the night before.”

REWARD TIMELY ACTION. Regardlessof
what tactics are implemented to squeeze costly
downtime out of employees, workers” efforts
are largely tied to motivation. Thus, finding the
right incentives can push them to be on time
and work efficiently.

Some contractors use reward programs
or employee bonuses for notable perfor-
mances, while others simply expect crews to
be motivated on their own.

Periodically, Heaviland uses a little rein-
forcement to get crews excited about being
on time. He shows up to the office with coffee
and donuts, waiting at the gate for the first
crew to pull out.

“We [the winning crew and I] sit and
have ‘treats’ while the others drive past,” he
explained. “I also give each one a $5 bill for
lunch. I take the crew’s picture and then post
it by the time clock for everyone to see that
afternoon. It is fun and when done regularly
can have a positive impact.”

Through this simple reward system
Heaviland has seen improvements in his
crew members’ attitudes about being on time.

Grover, however, finds that “gimmicky”
incentive programs require too much time
and are not truly effective. Instead, he fo-
cuses on motivating through praise and pres-
sure. Striking a balance between the two, he
shared, is the best motivation he has found.

“Wetry tobuild a culture where we praise
those who are doing a good job, getting out
on time, working hard and producing qual-
ity work,” he stated. “And we put the pres-
sure on those who don’t live up to the stan-
dard. That pressure does wonders.”

The author is Assistant Editor — Internet for

Lawn & Landscape magazine and can be reached
at aanderson@lawnandlandscape.com

LAwN & LANDSCAPE



http://www.am1eo.com
mailto:aanderson@laivnandlandscape.com

Time to buy the 61" Mid Cut Prowler! This mower wi
give you more features than any comparable commercial
mid cut, like Encore’s exclusive side-to-side articulating
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!
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48" PRO 48" HYDRO PRO
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Reinforcement to Control Vibration ¢ Front to
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Pump, Dual Wheel Motor Drive System
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Many laiwon care
operators find it
easier to have
different formula-
tions of granular
fertilizer available,
rather than tank-
mix extra liquids.
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by Lauren Spiers

Spring has sprung, the grass is riz’, [ wonder where the

fertilizer is?

Maybe that isn’t how the poem really goes, but
it is what homeowners tend to ask when their
lawns don’t green-up right away in the spring. To
help maintain healthy turf, lawn care operators
make fertilization their top priority, and with the
beginning of the year comes the beginning of the
application cycle,

Even in round one of a fertilizer program, the
overall goal should be top of mind. Doug Hague,
president, Lawn Classics, Findlay, Ohio, believes
that one goal of spring fertilization should be inte-
grated pest management (IPM).

Currently on the tips of many tongues in the
lawn care industry, [PM is an often misunderstood
concept, Hague feels. “Most people think it means
no pesticides at all,” he said. “Not true. Pesticides
are still important in IPM, but you want to get the
lawn to a point where you're not having to use as

many pesticides, to protectagainstinsects and things
of that nature.”

Approaching spring fertilization the right
way means finding the right process and

often going back to basics.

AtEver Green, Troy, Ohio, President Joe Duncan
agrees that using pesticides to eliminate turf prob-
lems over time is a part of good fertilization.
“Healthy turf fights off pests,” he reasoned. “The
healthier the turf, the less chance you have that
pesticides and fungicides will need to be put down.”

Duncan’s key words are “healthy turf,” which is
exactly what spring fertilization provides, A thick,
lush lawn that results from proper fertilization at
the right time of year shades out weeds and mini-
mizes disease, drought and insect impact.

To gain the upper-hand over turfgrass pests,
contractors must first find fertilization products
and application strategies appropriate to their cli-
ents’ needs and to their area of the country.

GREEN GENES. As with any living organism,
there is always the contest between nature and
nurture. Turfgrass plants also grow based on their
genetics, said Ray Buckwalter, product manager,
Lebanon Turf Products, Lebanon, Pa. “A turfgrass
plant is programmed to do certain things geneti-
cally through the year,” he noted. When it's well
fed in the fall, Buckwalter explained,
“most of the time in the spring -
even if you don’t do anything - the
grass greens up and grows great
because in the wintertime it hasn’t
been really damaged or stressed.”
This genetic predisposition
doesn’t mean that lawns can be left
10 their own devices. “You've got to
feed the baby,” Duncan asserted.
“Plants need nutrients — the
health of the turf just depends
on how much you want to
put down and the quality.”
Just like a parent cares for a
child, a lawn care operator
must learn when to nur-

continued on page 78)
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ture the grass with the right amount of fertil-
izer, and when to let nature take over in the
plant’s life cycle.

Determining the right amount of fertil-
izer involves several different factors, in-
cluding knowing turf varieties. Duncan and
Hague deal with cool-season turf, and for
grasses in this category, (bluegrass, rye or
fescues), Buckwalter recommends applying
a “booster shot” of fertilizer in the spring -
no more than 1 pound per 1,000 square feet
of slow-release nitrogen over two applica-
tions — to keep the plant from working too
hard as the weather gets warmer.

“If you look at a cool-season turfgrass
plant, in the fall you're gaining roots and in
the winter there’s little metabolic activity,”
he explained. “Later into the spring, you
start to lose roots as the weather gets warmer
and as moisture stress becomes more preva-
lent.” Applying justenough material to keep
grasses from reaching too deep into the soil
and pulling from their reserves keeps turf

healthy without promoting excess growth.
Warm-season turf reacts differently. Bob
Staib, a consultant for Nu-Gro Technologies,

Grand Rapids, Mich,, mentioned that grasses

“You've got to feed the baby.

Plants need nutrients — the health

of the turf just depends on

much you want fo put down and

the quality.” — Joe Duncan

like St. Augustine, centipede and bahiagrass
“do poorly with too much nitrogen [and]
should be fertilized in mid- to late spring
with % to 1 pound of soluble fertilizer per
1,000 square feet.”

Joe Williams, president, Lawn Master,
Pensacola, Fla., follows this recommenda-
tion in his fertilizer applications. “We nor-

mally try to go with between 3 and 4 pounds
of nitrogen for the year, and a lot of it de-
pends on the weather. If we get a lot of dry
weather, we'll back off the nitrogen and ad-
just with potash,” he said.

Williams uses granular
materials suspended in wa-
ter for a portion of his fertil-
izer applications and sug-
how gested that “you can do two
or three things at one time if
you apply a liquid.” The
slow-release blend, which
differs depending on the
type of grass, is tank-mixed
before the crews head to their sites and in-
cludes herbicides and insecticides to kill sev-
eral pests with one spray.

At Senske Care,
Kennewick, Wash., Vice President Dan

Lawn and Tree

Warehime's crews work in a similar fashion,
using liquid products in two of their six

contimied on page 52)
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Chuck Smith's Log Mauler is built here in Ohio using top gquality U.S
manufactured steel. The Log Mauler comes equipped with a quality manufac-
tured hydraulic cylinder. It has a 4-inch bore, 2 % inch rod and provides a 33-
inch stroke.

The Log Mauler can pick up, push, move, and split wood. Wood that was
previously too large to be handled can now be used with a one-man operation!
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directly into a chipper. Whatever the job calls for the Log Mauler will increase
productivity and cut the labor cost.

Chuck Smith’s Log Mauler Inc.
46368 Y & O Road
East Liverpool, Oh 43920
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yearly applications. This frequency is lower itrogen, phosphorus and postassium are the building blocks of fertilizer and

than previous years when several liquid ap- understading the function of each element is vital to the health of turfgrass
plications were used to combat weed-prone . P
plants. Ray Buckw

3 i : Iter, product manager, Lebanon Turf Products, Lebanon, Pa
turf in their area. “It's hot and dry in the

summer though,” Warehime noted, “which provided this information for & quick review
is why we’ve gone to granular applications. N - Nitrogen is a critical part of the photosynthesis process because it genel
It's safer to apply on cool-season turfgrass chlorophvll in the turfarass plant. Chlorophvil help:
when it's 95 to 100 degrees outside.” ' . - \ :
Duncan agreed, stating, “fertilizers are i i
very salt-oriented and you can cause some : Al 3 A5CA . I !
burning with liquid whereas granular is dif- P - Phosphorus is important in starter fertilizers because it promotes growth in the

ficulttoburn.” Also, granular fertilizers settle roots and, therefore, the rest of the turfgrass plant. Because it is highly insoluble

at the roots where many contractors prefer

ifficult for seedlings with microscopic roots to reach, so boosting rates

that the plant absorb nutrients, rather than

. 1 on VO S ]
through the leaves. But even more important I often necessary
than how the grass gets its feedings is what K - Potassium keeps turfgrass healthy by helping the plant develoy
it's being fed in the first place. In addition to building resistance against drought ) y
X ura il i fl
ANALYZE THIS. Adding nitrogen to a
| 1

lawn via fertilization is the most obvious

way to appease color-minded clients, but
this may not be advisable if the ultimate goal | l ]e mcs Of MK
is a healthy lawn.
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“We don’t do a lot of nitrogen in the
spring because we don’t want a lot of flush
growth,” commented Duncan. “The grass is
going to green up on its own.” This mindset
is encouraged by manufacturers who insist
thatspring fertilization should focus on help-
ing the plant recover from the winter rather
than waking it up right away. Think of the
situation as waking up to the smell of break-
fast cooking instead of a blaring alarm clock.

Forspring fertilization, “donotbeina hurry to
fertilize at the first sign of spring,” Staib cautioned.
“Spring is a good time to apply potassium, so
usea fertilizer withahigh third numbersuch as
12-4-8, 21-7-14 or even 20-0-20."

“One of the dangers of excessive spring
nitrogen is that it can cause a lot of disease
problems.,” added Buckwalter. “Things like
leaf spot are actually encouraged by exces-
sive nitrogen because the fungal organism
likes nitrogen.” He also warned that too
much nitrogen can cause flush growth which
actually inflates the plant’s established cells

like balloons. When this happens, the cell
walls become very thin and therefore more
vulnerable to fungal pathogens that wouldn’t
otherwise be able to invade the plam,
David Whetsel,
Corporation, Prosper, Texas, takes fertilizer

president, Lawn Tech
analysis into account during every applica-
tion in his program. In the spring, Whetsel
won't kick the nitrogen element up until
later in the application cycle, and uses a
higher potassium level during later applica-
“Usually we use a 20-0-20
fertilizer to get a high potassium level and
make the plant more winter hardy,”

tions as well.

he said.
“Ithelps with spring green-up the next year,”
he explained.

The number of different fertilizer analy-
ses a company will use over the course of a
year is another reason some contracters pre-
fer one form of material over another. “You
can adjust your program a little easier with
granular than you can with liquid.” Hague
reasoned, adding that while liquid products

come in numerous analyses, loading anextra

bag of granular fertilizer on a truck is often
easier than bringing another tank of liquid
fertilizer.

When determining the best analysis to
use, manufacturers advise testing the soil.
“There are a lot of things you can learn from
a soil test and the spring is actually a better
time to fine-tune your application,”
Buckwalter suggested.

Granted, for companies with several hun-
dred customers, testing each lawn would be
impractical, but random sampling in differ-
ent neighborhoods or on large properties
can show trends in pH and NPK levels and
help adjust the mix.

ALL IN THE TIMING. Along with a fine-
tuned analysis, properly-timed spring fer-
tilizer applications ensure that lawns thrive
without too much stress. The window for
applying the first round of fertilizer gener-
ally falls around the beginning of March for
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LANDSGAPER'’S

fREE SAMPLE PACK.

Providing you with the hardest-working forms to help your landscaping
business run better, NEBS Landscaper’s Sample Pack contains all these

great forms (shown left):

* Work Orders, Invoices and Service Orders make your billings easy and
ensure that important information is recorded.

* Proposals convey professionalism, command attention and win more jobs.

_¢ Doorknob Hangers help promote your business and lead to more business.

= You'll also receive a FREE NEBS Catalog packed with time-saving forms,
checks, promotional ideas and much more. Call today!

NEBS

NEBS, INC.
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1-800-367-6327, ext. 29351
www.nebs.com

100% Satisfaction Guaranteed
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both cool- and warm-season turf areas. But

with numerous lawns to treat and some
clients who only want spring applications,
timing gets tricky.

“It's a bit of a juggling act,” Hague de-
scribed. “You have to figure out how to get
all those done in roughly a six-week span.
You end up overlapping one application
with another and everything works out.”

Manufacturers advise using controlled-
release fertilizers to extend the spring fertili-
zation window. Microbially activated prod-
ucts work especially well because as the
temperature and moisture levels rise and
fall, these products tend to release and stop,
preventing excessive nitrogen or leaching.
First-round applications can begin earlier
with these products because microbes won’t
break down the molecules until the tem-
perature rises.

Planning schedules long in advance can
. “We do prepay,”
Whetsel said. “We usually send [forms] out

also ease timing issues

around the first of December to get custom-
ers to renew [their contracts], and we offer
them a discount if they do re-sign.” Using
this technique, Whetsel’s crews begin their
applications with prepaid clients who sign
up for service during the winter. Customers
who sign up late or only request a single
application are treated as quickly as pos-
sible, but may end up beginning the cycle
with round two.

This method helps guarantee steady busi-
ness, Duncan noted. “[With prepayment]
I'm locked in and I know where I am, and it
gives customers an excuse — when they get
calls from telemarketers they can say, ‘I've
already paid for my service for next year,””
he said, noting that as a result, a high per-
centage of his clients have been with him for
10 years or longer.

Contractors also build their client bases
by offering discounts by re-signing, and
Whetsel also signs on many new customers
as a result of his referral program. “We offer

clients $6 off for each referral that they give
us, once the referral signs up. If they resign
they get 10 percent off, plus if they add three
or four referrals, they get $6 off for each of
those too,” he raved.

Offering discounts like this can be highly ben-
eficial, and pricing services to make money is
essential in any business endeavor. For fertiliza-
tionapplications, many companiesbase their pric-
ing structure onsquare footage and charge aset
fee per application. This way, customers who
just want two applications only pay for two
applications rather than a pro-rated fee.

Maintaining competitive but effective
pricing strategies is just one more step in the
spring fertilization process. With the right
prices, the right products, and the right pro-
cess, lawn care operators can make the grass
greener on both sides of every fence.

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

CDS-
JOHN BLUE

" For the ultimate spray pump for your lawn, turf
and ornamental needs, contact CDS-John Blue

- \ Company. With pressures available up to 725 psi

and flow rates from 4.3 to 67 gpm, these are
some of the most versatile diaphragm pumps on
the market today. We are the only company that

offers a complete line of polypropylene and 316 stainless

steel pumps for highly corrosive materials.

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

www.cds-johnblue.com.

CDS-John Blue Company
Division of Advanced Systems Technology
PO Box 1607, Huntsville, AL, 35807,
Tel: (256) 721-9090, FAX: (256) 721-9091
1-800-253-2583
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If you aren’t using the mule
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www.mulchmule.com
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The Toro” Dingo” Compact Utility Loader.
I'hrow us at your toughest jobs, in your hardest conditions.
We'll come our on top every time. With the Dingo’s
ability to channel full power where it’s needed, when

its needed, it’s proven itself again and again, on every ’IORO. Counton it.

kind of job. In every kind of environment.

So you think you've gort a challenge? Bring it on.

For more information call 1-800-DIG-TORO or visit toro.com.
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.+ Pricing DTigaﬁon Installations

X by Enloe Wilsoi

.
“To thine own self be true.”
Cost
Shakespeare’s musing boasts universal value - even in the landscape industry.
awareness While many contractors understandably look to the market to set installation prices, a better
point of reference lies closer to home, successful managers suggest.
Should To begin, “contractors need to take the time to sit down and do research to find out how much

it costs them to install an irrigation system,” advised Drew Buss, owner, Precision Rain Lawn
. [rrigation, Lincoln, Neb.
be Step one Once those personal costs are determined, and some awareness of certain price-related factors
e is established, all else, he suggested, falls in line.
pricing | ‘.
< LOW PRICE: ALWAYS BEST? Buss, who launched Precision Rain in 1998, said many firms
irrigation commit financial suicide with regard to ill-conceived pricing strategies. While some simply set
markups too high to compete with other local landscape contractors, he said, others effectively
. . “price themselves into bankruptcy,” figuring that if competitors can sell 20 installation jobs at
imsta llations- $1,500 each, they’ll remain ahead of the curve by selling far more than a comparable 80 systems at
$375 a pop.

Though an extreme example, the logic behind this form of irrigation
pricing is unfortunately all-too-common among contractors, Buss suggested.
And the industry overall - not just those sorely mismanaged companies that
soon lose their shirts - pays for it.

“While most contractors might consider a decent sales ratio to be one out
of three bidded jobs, I get about one out of eight, because there are so many
‘low ballers’ in this area,” Buss illustrated. Pointing out that Nebraska requires
no licensure for contractors — “Anyone with a shovel can do an installation

(contimued on page 85)
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Controllers
for Contractors

Who Want Advanced
Features and
Faster Set Ups

By the time most contractors are
ready to program the controller,

the truck is loaded and the crew has
moved on to another site. That's why
Hunter offers a new way to make
irrigation programming routine and
easy. Our expanded line of control-
lers not only look alike, they install
and program alike too. For large
sites, the modular ICC has sophisti-
cated water management tools and
easily expands from 8 to 48 zones.
For res/com jobs, the Pro-C also
offers the benefits of modularity
with 3 to 15 station expandability,
plus a removable face plate for
“walk around” programming.

The compact SRC is your best bet
for standard residential sites and
features 6 or 9 stations, plus odd/
even watering and more.

Controller Comparison Kit
See how Hunter controllers can
make you and the crew more
productive. Call today for your
free copy of the Comparison Kit!

Intuitive Dial Programming II ame’
Plug-in Module Expandability l'l LI
Indoor / Outdoor Models The Irrigation Innovators

3 to 48 Stations g

800-733-2823 » www.Hunterindustries.coi
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(continu
here,” he joked - Buss explained that clients
often opt to do business with operations that
pay little respect to the pricing principles,
thinking they are saving money. Corrective
and maintenance-related expenses result-
ing from inferior services and installation
quality hit them later, he said, resulting in
lowered industry opinions

A 15-year irrigation veteran, Steven Flury
president, Atlantic Irrigation Co., Gambrills,
Md., sees the same problem, estimating that
about 10 percent of Atlantic’s maintenance
business stems from repair calls from dis-
gruntled clients who've worked with other
contractors based on low price.

“So many clients - especially commer-
cial - [think] ‘the lower, the better,” ” Flury
said, referrring to price

T'he philosophy often catches up to them
in the end, he held, because “it turns out that
those companies that constantly undersell
are usually the ones that don't, or can’t

come back to fix what they’ve done.”

Hock Bucket

Quick SWEEPING PASSES

SiFrs our Rocks AN DEBRIS

SneiLizng WHeers Give You:

e EAsy OPERATION
® GrEATER CONTRO
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.”,.,‘j SELL

NO REGRETS. Buss’ margin-based cost-
ing formula is simple, but comprehensive

and apology-free
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‘It turns out that those

companies that

constantly undersell

are usually the ones fhat

don’t, or can’t, come back
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to fix what they've done.” =

TR 2 T
Steve Ury:

‘It starts with a simple establishment of
time and material costs,” he said. “I multiply
time by fixed operating expenses per hour to
cover overhead. I then add in parts and 20

percent to cover my profit margin.”

LOOSENS—

EVEN YOUR

TOUGHEST SOIL

Easy enough. But Buss reminds that, while
fundamental, this costing approach should be
far-reaching. “When I consider labor, for ex-

ample, 1 think not just about wages
but taxes. When I consider overhead
I also calculate vehicle costs and my
own pay That's important and many
contractors overlook little things like
that,” he pointed out
And, importantly, he sees no need
to be sorry for profit. “A lot of compa-
nies don’t understand profit, over-
head costs, etc.,” Buss said. “They
think that getting a job for little or no
profit is better than not working at all
Jut there’s nothing wrong with [mak-
ing money]. It's why we are here
Brian Peace, president, Automatic
Sprinkler Controls, Van Nuys, Calif,, re-
minded that when accessing jobs, contractors
should recognize each site as unique

“Wedon’tjust go into all jobs thinking, ‘It

GRADES— ¥

NO SKILL
REQUIRED

RAKES—
BEAUTIFUL
FINISH
EVERYTIME
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(continued from page 88)

Regional Prices

LOCATION
EQUIPMENT SOUTHEAST MIDWEST EAST WEST
ELECTRONIC CONTROLLERS
6-zone $200 $300 $275 $250-300
12-zone $400 $400 $349 $400-500
24-zone $800 $500 $650 $600-1500
ELECTRIC VALVES
1-inch $30/valve $30/valve $75/valve $79/valve
2-inch $55/valve $40/valve $150/valve $150/valve
3-inch $100/valve $40/valve $250/valve $240/valve

HEADS (prices include piping to head)

4-inch spray heads $50head $40-65/head $35/head $25-90/head
6-inch spray heads $60/head $40-65/head $50/head $50-75/head
Rotors $100/head $60-85/head $60/head $45-80/head
MAINLINE
1 ¥2-inch $2.50/foot $2/foot $2/foot $2.50/foot
2-inch $3-3.50/foot $2.50/foot $3/foot $3.25/foot
3-inch $5-6/foot $3/foot $5/foot $4.25/foot
4-inch $6/foot $3.50/foot $6/foot $6/foot
RAIN SENSORS (required in some areas)

$125 $125-175 $120-170 $150

$500 (computer- $500 (computer-

controlled) controlled)

TOTAL JOB EXAMPLE

For a commercial job with: 20 rotors, 150 spray heads, one 15-zone controller, 15 1-inch electric valves, 1,200 feet of 1 Y-inch
Schedule 40 mainline, and 3,000 feet of 1-inch Class 200 lateral lines, the job would cost:
$10,000-13,000 $10,000-11,000

$13,392 $14,000

Lawn & Landscape interviewed contractors from around the United States to gauge regional irrigation pricing differences. These representative

estimates, which include material and labor for new installations only, are based on the most typical specifications encountered in each area and do
not reflect variable specifications and component selections that often cause significant price swings (i.e. depth of piping, backfill requirements, type
of valve/sprinkler/timer/sensor, manifold configurations, etc.). While varied climate conditions affect maintenance pricing, installation is influenced

more directly by labor costs, according to several sources, effecting somewhat higher comparative pricing along the coasts.

was $200 to install a valve for the last job, so

it'll be $200 this time,” ” he said, mentioning
thatbecause each property has its own pecu-
liarities — soil types, terrain, slopes - it is
more effective toleave pricing open to unique
variables that present themselves at a given
job instead of relying on parts and yard
dimension pricing.

In breaking down pricing, parts costs are
often the first and easiest to determine.
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“Each contractor negotiates a distribu-
tion price for parts with their supplier,” said
Buss. After designing a system for a given
property, a contractor can simply price to
recover those needed component costs plus
any markup they deem appropriate.

“Markup is not an arbitrary number,”
said Buss, explaining that contractors should
familiarize themselves with what level of
revenue can cover material (and other) costs

www.lawnandlandscape.com

and sustain a healthy profit margin.

“Most larger companies would do well
ata 6- to 10-percent margin per year,” he said.
“As a means to approach that level, I've cal-
culated that Precision Rain’s per-installation
margin should be at about 20 percent.”

Regarding projected time and labor, Peace
said a contractor can — and must - rely on
precedent set by past jobs. “You have to have
a history established [whereby] you can know

LAWN & LANDSCAPE
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over

Phone (407)656-1088
Fax (407)656-5148

the capacity of a crew,” he said. Their efficien-
cieswithodd specifications- work donearound
* Spreads and sprays over
4,000 sq. ft. per minute
One-hand steering
Stainless break away
installation and resulting in a reasonable spray boom
100 Ib. variable speed
stainless steel spreader

) ) 150 PSI, 9-gallon-per-
vatively,” Peace continued. “As a job minute pump

fences, wiring or plumbing lines, or in difficult
soilconditions, for example-should be noted,

approximating the ease or difficulty of an

estimate of time and price.

“As a rule, we tend to bid very conser-

progresses and we see that we have, for Hydrostatic drive, zero-

some reason, quoted a much too high esti- turn radius
36-gallon tank, 100 ft.
hose and reel

mate, we can lower those costs to a client,

and of course they’re happy. If we are able
to work under budget simply by maximiz-
ing our efficiencies, though, we obviously
work that to our advantage.”

MAKING THE SALE. Once costs are de-
termined, pitching the sale to installation
clients doesn’t have to be difficult or riddled
with painful concessions, managers shared.
Be firm, but creative, they advise.

Though he never arbitrarily lowers the

www.brandtekus.com

price of a system to appease a hard sell, Buss

said attaching value-added deals or services

USE READER SERVICE #73

has historically worked well for both sides

I do things like a half-price upgrade to
sprinklers that may otherwise retail at an IF Time Is M o n e
additional $100 each,” he said. Other times, y,
-~ =
he added, he might occasionally add on free s N I p p E R ® l s p rl c e I e s s '

services, like winterizations, which cost little

or n“”"“.\l to absorb. Snipper” deflowering ogent kills sweet gum flowers belore they develop - no lerfile
Peace added it's important not to “chase” a flowers in the Spring, no seed ball cleanp in the Falll Snipper*is sofe 1o use ond
does nol harm emerging loliage. Your fime is your money 3o why not save both?
’ o Insecticides - Acephate, Vivid"Il, ond MetaSystox*R
discount with sizable commercial jobs where Fungicides - Bayleton®, Aliette” and Alomo*
Fertilizers - Our proprietary Nutriject™ formulations
Bactericides - Oxytetrocycline antibiotic

bid. While he may occasionally offer some

there is more leverage to adjust price without

undercutting costs, he hardly makes it a com- e Herbicide - Dicombo

3 5 ; e ew floweri nt - Saipper”
mon practice. “Once you begin to do that, a Densweing S
3 ' : Deflowering g
client will expect you to undersell yourself Agent for
with every new service,” he warned. sSweet Cums!

But above all other strategies, Flury re-
minded that a track record of good work
remains the best tool in justifying a bid price
and ultimately securing a sale. “If we hap-
pen to have a higher caliber system compo-
nent than a competitor, we point it out to the
client in our pricing,” he said. “Nowadays,
though, parts are very similar, with often
little difference between quality and cost to 950 SE 215th Ave.
the end-user. What we really sell is reliable, } Morriston, FL 32668
professional and comfortable service.” 1-800-622-2831
e-mail: info@treetech.net
The author is Associate Editor of Lawn & Land- Troe Tock Environmentolly Sound Tree Heahh Core for the 215t contury ond beyoed.
scape magazine and can be reached at

Labels, MSDS Sheets and Other Information Available ot www.treetech.net

ewilson@lawnandlandscape.com.
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Just one Grasshopper. That's all it
takes to replace a truckload of
single-purpose equipment. You
can depend on the industry’s
most versatile True ZeroTurn™
FrontMount™ power unit to
perform a variety of profitable

services for your business.

At the heart of every
Grasshopper is the Ultimate
Operator Station, complete with
ComfortRide™. Grasshopper’s
deep DuraMax™ deck
consistently provides the highest
quality cut — whether in
mulching, collection or side
discharge mode. The power unit's
maneuverability, speed and
handling finesse will save you
time and money on other
grounds maintenance tasks,
allowing you to finish faster, with
better results than ever before.

A single Grasshopper power unit
allows you to escape from high
equipment overhead and

Tdny Monaco Landscaping scheduling nightmares, reaching

Middletown New York . levels of year-round profitability
you've only dreamed of.

Grasshopper is “First to Finish ... Built to Last.”
So call your Grasshopper dealer today for more information, and discover the Power of One,




AERA-vator™
Aeration

PowerVac™ Collection System,
Sunshade Canopy and Dethatcher

The “Power of One”

One Grasshopper ...
year-round profitability.

Dozer Blade
With Grasshopper,

a single FrontMount™ power unit can offer
multiple opportunities for income, with a complete
range of aeration, spraying, landscaping, leaf and debris
cleanup and snow removal implements. Switching decks # + ’.

and attachments is easy, thanks to our patented TR urbine %ll‘:f;z?
QuikConverter™ Implement System, so you can handle
multiple tasks with little downtime or effort. Putting a

Grasshopper to work for year-round profits has been

key to the success of many businesses for

nearly 35 years.

PowerVac™

Remote Vac™ Collection System
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To locate a dealer near you, visit our Web site at:
www.grasshoppermower.com/LL

The Grasshopper Company * P.O. Box 637 ® Moundridge, KS 67107 US.A. * Phone: (620) 345-8621 » FAX: {620) 345-2301
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_Decks & Patios _____

Contractors
find a new
boon as
passions
for custom
decks and
patios

grow.
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by Enloe Wilson

Saturday, an hour past dusk. Midwinter.
Few things are as sublime as friendly faces,
good conversation and a smooth lager while
soaking away the week’s stresses in the velvet
swirl of a backyard hot tub. Concentric redwood octagons stretch in all directions; soft amber
lights wash an overhead Clematis-crested pergola; and, absorbing the picturesque calm of the
snowy scape, a rogue flake tingling vour brow, you can’t help but grin at the notion - “It’s

freezing out there... but it’s soooo nice in here.”

In recent years the residential deck or patio has become more of a deity than a simple
construction add-on. This new favorite space joins the ranks of the kitchen and bathroom in
adding indispensable appeal and amenity to a property and rocketing its market value. Yet
decks and patios offer something interior rooms can't: They bring the outside in (or vice
versa), appealing to both the sense of shelter and the proverbial “call of the wild.”

BIG BUSINESS. According to Rentodeling magazine, about 30 million American homes have
decks, and about 3 million decks are built each year. With those numbers growing, decks and
patios spell big business for landscape contractors, who find clients increasingly requesting these
recreational spaces as part of their overall landscaping jobs.

Just ask James Faltz, owner, Faltz Landscaping, Anchorage, Ala. “With decks and patios,
we can never keep up with demand,” he shared. “That portion of the business has grown about
30 percent per year, and no matter how many people I hire for it, I never have enough.”

Faltz suggested he sells many deck and patio installations as wise real estate investments.
“The biggest motivator for demand, I find, is an additional ‘room,”” Faltz said. “The average
home in my area is about $300,000, and for constructions of that caliber, owners feel the
accompanying decks or patios just aren’t big enough.” Offering a 76-percent return on
investment upon resale, according to Remodeling, custom hardscapes offer additional living
square-footage, boosting a home’s appeal and property value, Faltz said

But increased resale value is just one of many things decks and patios offer. Dave Lindsay,
co-owner of Lindsay-Wright Co., Columbus, Ohio, said custom hardscapes serve an impor-

(contintied on page 96)

Custom

hardscapes
add beauty,
function and
value to
properties.
Photos: Faltz

Landscaping.




Our fertilizer
comes with
a built-in
insurance policy.

UHS Signature Brand Fertilizers with Prospect’ Plus D)
not only provide quality nutrients, they also work to: PROSPECT PLUS

-------------------------

* Help turf establish or withstand * Build greater shoot mass

environmental stresses » Increase uptake of soil nutrients
* Develop a more fibrous, extensive and moisture

root system * Increase photosynthesis
* Enhance early plant growth and vigor

UHS Signature Brand Fertilizers with Prospect * Plus have been impregnated with a proprietary nutrient solution that
has shown a remarkable ability to improve vigor, quality and stress tolerance in turf, trees and ornamentals. The patented
additive in Prospect” Plus has been tested extensively on many crops, including turf, in laboratory, greenhouse and field
studies in the U.S. and several other countries.

Those studies have consistently shown a Effect of Fertilizer with Prospect Plus on
positive effect on early plant growth and Creeping Bentgrass Density
development and with mature plants under Ohio Turfgrass Foundation Research and Educational Center - 2000
% Turf
stress. Sod farms results show that turf can be Treatment Rate Density
harvested earlier due to increased root mass Check 60.00
and quicker establishment from seed or sprigs. Fertilizer (46-0-0) 0.014 b. N/1000sg. ft. 72.00
Mature turf has greater root mass with a noted Fertilizer (46-0-0) + Prospect Plus  0.014 lb. N/1000 sq. ft. + 48 oz./acre  77.00
"tighter" visual appearance and less Seeded on August 4, 2000 with G-2 creeping bentgrass at a rate of 2 (bs. per 1000 sq. ft.
Sus Ceptlblhty to stress Density measurements were based on % cover taken visually on 10/4 (8 weeks after treatment)
: . Study Results: “.. a significant increase in creeping bentgrass establishment two
The Same_be'_‘eﬁt? can be found in ] months after seeding with the application of fertilizer and Prospect Plus compared to
Prospect} a liquid micronutrient for foliar the untreated control.” A 22% improvement over check and more than a 12%
application or for use in fertigation systems. incresse over fertitizer alone!

For more information, contact your local UHS representative

www.uhsonline.com
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SPRING GREEN-UP WITH

Jrco

Heavy-duty Attachments
for Commercial Mowers

Tine Rake Dethatcher
« 36, 46 and 60-inch widths
« Flexible tines allow zero turning

Electric Broadcast Spreader
« Stainless steel frame/electronic speed control
* 120 LB./ 2.2 cu. ft. capacity

800.966.8442
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Call for dealer

Www.jrcoinc.com

The

21 Years of Careful Listening

Service
A Comprehensive Software Solution for the Service Industry ]
Designed With our Customers For our Customers S OI U t I On

The Service Solution provides all the tools to effectively grow and manage your business.

> An Integrated Customer and Prospect Database

> Targeted Marketing to Customers and Prospects

> On-Screen Scheduling of Estimates, Production and Call Backs
> On-Screen Mapping and Dynamic Routing

> On-Screen Reporting of Sales, Billings, and Scheduled Work

> Job Costing and Line Item Billing

Contact us for an on-line demo to see how you can benefit from using The Service Solution

1-888-547-5601
e-mail: sales@theservicesolution.com

Practical Solutions, Inc.
www.The ServiceSolution.com
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can ride!

Attach your push spreader to your ZTR or walk-behind
and make it into a riding broadcast spreader in minutes.

why push? ey

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
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& AMERICA'S PREMIER PAVER®

* New High Tech Plant  Full Clay Paver Line
* Heavy Traffic Pavers e Trained Paving Specialists
* All pavers exceed ASTM C902 SX Type-1 PX

English Edge® Old Towne
8 8 SO

Pine Hall Brick
800-334-8689 ~
www.americaspremierpaver.com 55
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(continued from page 94)

tant role in his creative service mix, being
both functional and aesthetic units unto them-
selves and mechanisms through which the
rest of a landscape project can be enjoyed.

“We essentially ask customers, "How do
you want to use the outdoors?”” Lindsay
said. “If they just want to watch the birds
through their window, that's fine. But if they
want to actually get out there, sit, eat, truly
enjoy the workings of the landscape, then
adding a deck or patio is really the only
option to truly complete the job.”

As of November 2002, Lindsay's opera-
tion had installed about 110 residential brick
patios and 38 decks in the past construction
season alone. At 50,000 to 60,0000 square feet
of total brick paving and an average $4,000 to
$6,000 per project, remarked Lindsay,
“there’s no doubt about it - [2000 was] my
best year ever.”

Within their mix of services, Faltz and
Lindsay reported that in-house construction
is generally more cost-effective and creatively
sound than subcontracting.

“It’s just more economical to construct a
hardscape ourselves as part of an existing
project,” Lindsay said. “While we’re there,
withholes dug and equipment set up, it saves
time and money just to do it ourselves rather
than waiting for another crew to come out
and finish.”

What’s more, added Faltz, “the work
fits in better with the overall scheme if we
do it. We like to apply landscape and soft
components as part of a deck before we
even build, so it works for us. If you hire
separate companies to install a deck, a
landscape, a patio, somewhere those things
usually aren’t going to work together from
a single project standpoint.”

DESIGN & FEATURES. Designwise, some
contractors, like Derek Stuj, owner, Rainbow
of Magnolia Landscaping, Seattle, Wash.,
prefer letting clients lead. With a company
philosophy that a landscape is an idealized,
humanized outdoor space, he holds that an
individual client’s dream is most important
for a job. “Mostly they tell me what they
want — what they like, and I fit it with the
style of the house and their financial terms,”

he said.
Other contractors have found success with
alternative inspirational starting points for
(continued on page 98)
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* Improved bearings.

* Largest selection in
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specifications.

12-Month Warranty!

3 new spark plugs in 2003
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Spark Plugs

PREMIUM COMMERCIAL GRADE

* Trouble-free ignition.
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weather
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12-Month Warranty!
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12-Month Warranty!

33 new air filters:ie

GATORLINE

Professional Trimmer Line
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Grinders
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36 new belts in 2003
Oregon®
Belts

Featuring
Premium
Aramid Cord
Professional
Belts.

Gator Magnum™ is 1/4" thick.
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* Powder coat paint. WOR MULCHER. 810

“available on selected

The Revolution Continues!

Electric
PTO
Over 6000 Parts!

" Fuel Line

[

Features Pro Tech design

Maxxisc

* exceeds OEM
specifications
* No adjustment.
* No maintenance.
* No belt tighteners.

* Meets 1999 ANSI
OPEI B71
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Tires

* Tubeless.
* 4 Ply.

Contact Your Oregon® Outdoor Equipment Parts Distributor for More Information

Outdoor Equipment Parts

OREGON CUTTING SYSTEMS GROUP +« Kansas City, Missouri = A Blount Company

www.oregonoep.com
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deck and patio design. “Usually, it's me,
joked Lindsay-Wright's chief designer
Patrick Beam. An artist at heart, Beam crafts
adeck or patio design as amere element ofan
overall landscape statement - an approach
to which clients have been remarkably re-
ceptive, bolstering Lindsay-Wright's deck
and patio activity and its long-term land-
scaping installation business overall.

“What we find is that clients go for the
complete scope of things - decks, for ex-
ample, with combination brick pavings, el-
evation changes, retaining walls, etc. We're
geared to working with clients [comprehen-
sively], so we've had projects that have
stretched over three or four years,” he said.

As patios go, Stuj said good, old-fash-
ioned brick is the most favored material. “It

According to Remodeling magazine, about

30 million American homes have decks, and

about 3 million decks are built each year.

“I can go out and draw a picture of a
patio, or | can recreate an entire yard. Most
times, I don't even ask about a budget,”
Beam said. Upon seeing a plan of how their
dream yards would look one, two or even
three seasons down the road, clients often
are more than eager to accept a bid.

lasts the longest, especially in the moist
[Pacific Northwest] climate” - about 50
years, compared to the 30- to 40-year lifespan
of other popular materials like flagstone or
bluestone. And with the minimal need of a
periodic pressure washing, brick is easy
and affordable to maintain, Stuj said.

“The biggest thing this past year [in
hardscape design],” Lindsay added, “has
been tumbled wall products.” Mechanically
handled to impart an aged look to paving
and wall surfaces, tumbled products debuted
about five years ago, and demand is mush-
rooming among landscape customers who
opt for the classic antiqued look.

For dcckin_\;, lhough many property own-
ers recognize the benefits of newer synthet-
ics = no rotting, molded-in color and supe-
rior strength - cedar, redwood and pine re-
main the “Big 3” favorites, said Lindsay. He
held that slow development of accessories -
fasteners, decorative trimmings, etc. - hinder
demand for man-made materials, and pre-
dicted that as those product lines extend,
they will claim increasingly higher shares of
the decking market.

Recent innovations in that area have been
heartening, suggested Deck Industry Asso-
ciation Administrator Mike Owens. With
about 10 percent of the market now belong-

{continued on page 1(X
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because it actually works. Better yet, it works in either  perfect protection for keeping turf weed-free and
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DecKs & Patio

(continued from page 98)

ing to synthetic construction, according to
his rough estimate, “landscapers really need
to be educated about what's going on with
new materials,” he said. “Where just a few
years ago, the choices were pretty much
treated redwood and cedar, now there are
probably 60 to 70 manufacturers out there
offering alternative material choices.”

At the drawing board, both Stuj and

I

“more bang for the buck” (a radial stretch
of patio or deck, though beautiful, can be
significantly more expensive to engineer
than a comparable linear measure), plant
beds surrounding an angular construc-
tion can be deeper, affording more instal-

lation freedom, Beam said.
Stuj, Beam and Lindsay all find that as
property owners become more passionate

"People want function as well as enjoyment,
and [in many ways| a deck or patio is more useful

than even the [living room].” — Derek Stuj

Bean generally keep their patio and deck
contours clean and angular. Aesthetics
drive the decision for Stuj, who chooses to
echo the historic Craftsman Bungalow and
Seattle Box architectural styles of his re-
gion. For Bean, cost and function are the
prime motivators. Aside from getting

about their outdoor spaces, their design
demands become more sophisticated. Cus-
tom features like arbors, pergolas, and ga-
zebos are hot items now, especially in new
developments where trees are absent, de-
pleting privacy and shade.

Outdoor fireplaces and accent lighting

are popular features to top off a project,
adding illumination and mood, Beam said.

“And if any area is growing, he added,
“it's water features — fountain, ponds, any-
thing that might provide white noise. Hot
tubs are going in more and more, or at least
accommodations for them. They could be a
‘phase 3’ addition, but as long as we know
they're planned for the future, we can build
for them.”

BETTER BUILDING. Equal in importance
to design is the proper installation of deck-
ing or patio components. Where the former
is fun, engaging and limited only by the
inspiration of clients, attention to the latter is
absolutely necessary to bring their imagined
joys to reality.

“Sometimes contractors spend so much
time on design that they fall short on proper
installation,” Lindsay suggested. That mis-
take causes headaches and unnecessarily

(continued on page 102)

Rawson Manufacturing Inc.
Screening and Materials Handling Equipment

PROMOTIONAL TOOLS

Posting
Signs

Custom lawn signs
\Variety of sizes & colors
I or 2 sides
Choice of 2 stakes

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

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

860-928-4458

99 Canal Street * Putnam, CT 06260
www. rawsonscreens.com

Door Hanger Bags

Do
800-328-4009

Shop our Website

rndsigns.com

Phone for a catalog
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With all due respect to our bean-counting friends, Shindaiwa builds
trimmers with one purpose in mind: to cut the toughest grass and weeds
Cut corners? We leave that to everybody else.

Sure, we could skimp on materials and sell our trimmers for less. But
that's not how a Shindaiwa gets to be, well, a Shindaiwa

For example, our cylinders are plated with chrome, not soft nickel like

some of our competitors. We use a solid steel main shaft instead of a

flexible cable. And when we say our carburetor is all-position, we mean

all position. Better yet, all this engineering comes with the best power-to
— weight ratio in its class

BUY A SHINDAIWA It all adds up to power, dura

COMMERCIAL-GRADE

GRASS TRIMMER OR
BRUSH CUTTER BEFORE take to the bank. To find out more,

MARCH 31ST AND GETA | contact your nearest Shindaiwa
SP210 SPRAYER FREE!

bility and pertormance you can

dealer, visit www.shindaiwa.com or

A $40 value. See your participating dealer for details "
I - 7 /
e e TTCINEt 00 RN FIRST TO START. LAST T0 QUIT.
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spent money a few years down the road.

Lindsay, a 30-vear landscaping veteran
who conducts clinics showcasing proper
hardscape installation methods, reminds that
quality begins with a solid foundation. For
patio bedding, “we advise using 100-per-
centlimestone fora higher compaction rate,”
he pointed out. The material, recommended
by the Ohio Department of Transportation
for use on state roadways, is more expensive
than gravel stocks typically used by
contactors, he said, but offers a higher com-
pression rate, ensuring stability.

Crews lay the crushed substrate 2 to 3
inches deep, saturate it with water and com-
pact it at a rate of 3,600 pounds per square
inch. Afterwards, they tamp and screed a
concrete layer with care to ensure proper
leveling, Lindsay said.

Lindsay’s crews finish off projects by
laying precision-cut brick pavers within a
pre-measured border of below-grade edge
restraints and compacting the finished area
to achieve a flat, even surface.

The process is exacting, following
standards of both the International Con-
crete Pavement Institute and the Ameri-
can Society for Testing and Materials. But
the use of proper equipment, materials
and compacting measures is vital, Lind-
say stressed.

Where decks are concerned, their struc-
tural complexities require extensive hands-
on experience and utmost attention to de-
tail throughout the building process, Faltz
said, highlighting certain points of con-
struction that require special attention.

Again, foundation is key. “Here in An-
chorage, our ground freezes from 3 to 4 feet
deep, so our regional code calls for a mini-
mum footing of 5 feet,” Faltz explained. He
reminded that contractors should be cogni-
zant of their own regional freezing depths,
soil types and building codes before begin-
ning any construction.

Lindsay reminded that landscape con-
tractors must do their homework amid
all the technical complexity and develop-

lawnandlandscape.com
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ments around decks and patios.

He advised contractors who would enter
the decking and patio markets to consult
building associations and local zoning de-
partments to learn certification, standards
and licensure requirements. “We tell our
crews to adhere to even the strictest stan-
dards,” he said.

In following a single, most-valuable rule
of thumb in crafting a quality deck or patio,
contractors might find wealth in one of
Lindsay’s philosophies: “Make building de-
cisions as if [you're] building for [your]
mom’s house.” LL

The author is Associate Editor of Lawn & Land-
scape magazine and can be reached at
ewilson@lawnandlandscape.com.
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Why are Industry Professionals
Embracing the Weed Man Opportunity?

* Our Industry leaders act as consultants united in a common cause —
your growth and success.

* You become a part of an exciting strong alliance of dealers dedicated
to high standards and maximizing your opportunity.

* WEED MAN offers proven systems, backed by unmatched support that
enhances your productivity and profits.

“After researching several lawn care franchises, it
was obvious Weed Man was the best choice for
Hillenmeyers. We made our decision based on
their products that are superior to what we were
able to provide to our customers. Their
management systems are very easy to use in
addition to providing excellent information

| believe the biggest asset from Weed Man is the
dealer support we receive to help us make this opportunity a success.”

Stephen Hillenmeyer,
Hillenmeyer Nurseries
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Call Now to See if the Weed Man Opportunity is Right for You!

1-888-321-9333 * www.weed-man.com
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mmally very satisfied with their Exmark mowers.
"This.percentage grew to 979 after the
‘ first full-season of operation.*
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Without question the power
and performance of Exmark
products significantly impacts
this increasing level of owner
satisfaction. However, we're
willing to wager the responsive
service and support delivered by
our Dealers and the personal,
one-on-one approach we take
with each of our Exmark owners
makes quite an impact, too.
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_Sensory Gardens _____

Clients may not
ask for them by
name, but
sensory gardens
can turn any

landscape

project into a

suburban oasis.

by Lauren Spiers

Your clients can stop going to therapy now. Tell them to leave the self-help books on
the shelf and forget about uncomfortable yoga poses - unless they'd like to take up the

lotus position in the landscape you're designing.

It may not be a widely-recognized term or even something that clients realize
they’re asking for, but landscape architects weave the concept of sensory gardens into
nearly every design they plan and install. In these serene and often inspiring backyard
getaways, homeowners are able to get in touch with their senses without leaving the
comforts of home.

“Every landscape we design creates feelings and emotions that appeal to the
senses,” noted Brian Zimmerman, lanscape architect, Lied's, Sussex, Wis. And even
though most homeowners don’t specifically ask for plants or flowers that stimulate
the senses, every finished product does so on its own. Individual elements like a swath
oflavender or a blooming Viburnum obviously appeal to the senses of sight and smell,

The patients at
Legacy Health
System hospitals,
Portland, Ore.,
use all five
senses to take
advantage of the
healing proper-
ties of fresh air,
flowers and
gardening.
Photo: Legacy
Health System




but when they are part of a larger picture that incorporates
hardscaping, water features and herbs, a landscape affects each
of the five senses, subtly but significantly.

Rachel Johansen, owner, Rachel’s Gardens, Davis, Ill., em-
ploys the senses in all of the gardens she creates. “One of my
clients had me laughing,” she recalled, “because it took them two
years to realize there were seven different shades of green in his
garden and all different textures.”

Johansen makes sure to mix medium and fine textures to
create a softness and movement in the garden. “Fine’ would be
a lady fern or something that has a very delicate texture to it,
contrasted againsta ‘bold’ Hosta or something like a pulmoneria,
or the hard leaf of a bergenia,” she clarified. Even when using
plants of a single color, simply varying the sizes and shapes of
the leaves occupies the senses in an exercise of feeling both the
plant textures and garden movement as a whole.

OMMMM. Creating a landscape that effectively inspires the
senses involves more than just some attractive, fragrant flowers.

“The key to doing good landscape architecture [is] getting the

form and function to mix with the desire of the client and make

it work,” remarked Quillon Orta, 2 member of the design/build
team at Landmark Landscapes, Arden, N.C. In this sense, mak-
ing a design both an aesthetically pleasing and functional work
of art envelops the entire idea of designing for the senses. When
a client can enjoy some of their own ideas, they become a part of
the process — which can be a sensory adventure itself.

“I'm finding nowadays that I'm working more with
homeowners who want to get in and work hands-on with me,”
mentioned Johansen who always approaches projects open to
working side-by-side with her clients.

Zimmerman also acknowledged that clients whose design
ideas fall into the sensory category are often the same people
who enjoy working in their yards. “People who know what it's
like to smell a bed of hyacinth are more likely to appreciate the
process and the final project,” he said.

As with any design, combining artistic and aesthetic elements
on the part of the architect with the needs and wants of the client is
the best way to achieve pleasing results. “The overall composition,
the form, the function, is more important than individual ele-
ments,” explained Kevin O'Brien, landscape designer, Lifestyle
Landscaping, North Ridgeville, Ohio. This frame of mind is
important not only when designing retreats for homeowners,
but also in situations where there are greater impacts on the
individuals using the gardens

“I see horticulture, gardening and nature-related activities
as excellent tools to help learners, patients, clients and the
general public,” commented Teresia Hazen, registered horticul-
ture therapist, Legacy Health System, Portland, Ore. Under
Hazen's direction, the therapy gardens at Emanuel Children’s
Hospital and Good Samaratain Hospital provide places where
patients can heal physically and psychologically.

The senses are infinitely important in this garden, where the
children can actively feel the texture of the dirt while they plant and
harvest in the warmer months; enjoy the taste of the salads they
produce with plants from the vegetable garden; and take in the
warmth of the sun and scent of the flowers that bloom all year long.
Hazen insisted that landscape contractors can use therapeutic ele-
ments in the residential market as well, and noted that children are
not the only people who benefit from such an experience

“The aging population particularly needs this assistance in
their 60s so that they may continue with adapted forms of
gardening in their 70s, 80s, 90s and 100s,” Hazen enthused.
Legacy Health System’s Healing Garden at Good Samaratain
Hospital is open to patients of all ages - even those confined to
beds — and promotes rehabilitation for stroke victims, orthope-
dic patients and anyone else who can benefit from working with
the plants or simply getting a breath of fresh air.

But functionality and therapy don’t always have to come in
the form of a hands-on garden. Clients who feel they would
benefit from a quiet meditation nook or open field can also be
introduced to the breadth and depth of sensory gardens. Orta
shared that the teams at Landmark Landscapes enjoy installing
water features to drown out the outside world.

A waterfall or water feature can really take you out of subur-
bia,” he explained. A meditation nook Orta previously worked on
incorporated tall Italian cypress, a weeping Japanese maple and
plants and foliage that appealed to the homeowners. Additionally,

(contimued on page
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Information is the key for so many business successes.

That's why owners and managers of successful
landscape companies are always learning and
working hard to educate their employees. That's

also why Lawn & Landscape Online exists —

to provide you with the informa-
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www.lawnandlandscape.com/
messageboard/ — The Message
Boards at Lawn & Landscape
Online are free and enable contrac-
tors fo get answers to their toughest
questions from other contractors.
Just create a My Lawn & landscape
account and start posting today.

In addition, a searchable database
includes more than 100,000 ques-
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Each listing is filled with product
images and information, links to
related articles and more
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ustomers may not request sensory elements in their

gardens, but Katie Bloome, public relations manager
at Monrovia, Asuza, Calif., explains that, “gardening is just
inherently {sensory| because of all the color and fragrance

Butterfly
Attractors

COMMON NAME
Butterfly Blue

Pincushion Flower
Butterfly Weed

Magnus Purple Coneflower
White Catawba

Rhododendron

Tropical Saint Paul Verbena

Plants
Ivory Tower Yucca
Sago Palm

Shrimp Plant

Everblooming Gardenia
Korean Spice Viburnum

Satinwood

Stephan Jasmine

Edible Creeping Wintergreen
Catawba Grape
Kent Beauty Oregano

Canby Red Raspberry

Gardens

BOTANICAL NAME

Scabiosa columbaria 3-8
‘Butterfly Blue'

Asclepias tuberosa 4-9
Echinacea purpurea ‘Magnus’ 4-9
Rhododendron catawbiense 4.8
"‘Album (H-1)'

Verbena peruviana 'Saint Paul’ 6-11
Yucca filamentosa ‘Ivory Tower' 49
Cycas revoluta 9-11
Justica brandegeana 8-11
Gardenia jasminoides "Veitchil’ 8-11
Viburnum carlesii 4-8
Murraya paniculata 9-11
Jasminum x stephanense 7-11
Gaulthena procumbens 3-8
Vitis labrusca ‘Catawba’ 4-8

Onganum rotundifolium ‘Kent Beauty' 7-10

Rubus 1daeus ‘Canby Red' 48

Sensi-ble Plants

the gurgling sounds from a waterfall-style
feature drifted in to bring calm into the
homeowners’ tense suburban lives.

Because a tight, quiet space does not epito-
mize escape for every client, Zimmerman cre-
ates wildflower plantings on properties where
the client’s idea of freedom from the daily
grind is a wide-open field. He warned though,
“prairies are not an instant-gratification type
of event. It can take three to five years for a
wildflower or meadow feature to mature, so
clients really have to be patient.” But good
things come to those who wait, and an estab-
lished meadow offers many sensory ele-
ments. Buzzing bees, flitting butterflies and
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knee-high flowers and grasses waving in
the breeze are just a few of the aspects
patient clients can enjoy.

BUT DOES IT SMELL NICE? Convincing
a client of the eventual beauty and comfort
a design will bring usually isn't difficult,
but in the realm of sensory gardens, ensur-
ing that clients thoroughly understand the
impact of the elements involved is trickier.

“Seeing something is usually better,” re-
marked Katie Bloome, public relations man-
ager, Monrovia, Asuza, Calif. “A lot of our
customers will come and tour the nurseries
with their sales representatives,” she said,

www.lawnandlandscape.com

ZONES

and texture.” If a client asks for sensory elements in their landscaping
project - or even if they don't. the following plants and hundreds of
others can be strategically placed to offer everything from eye-popping
color to palate-pleasing flavor. - Lauren Spiers

DESCRIPTION

Intricate Dutch blue flowers, blooms
June to October

Red buds with orange flowers attract
Monarch butterflies

Bold six-inch magenta-rose flowers
with horizontal petals

Large, dense evergreen shrub with

a multitude of white flowers
Ground-hugging mats covered with
dense clusters of hot-pink blooms
Swaord-like green leaves topped with
spikes of green-tinged Ivory blossoms
Slow-growing palm-like plant can

be 8 feet with a 3- to 6-foot spread
Coppery-bronze bracts enclose
white tubular flowers

Multitude of sweet-smelling, white
double-blooms

Bunches of light pink, spicy-scented
flowers fade to white

Evergreen shrub with white bell-
shaped flowers that give off an
orange-blossom scent

Clusters of fragrant pink flowers form
in summer

Creeping groundcover turns reddish
in cold weathet, edible fruit
Medium clusters of purplish-red berries
have a distinctive flavor
Ornamental oregano with pink
flowers doubles as an Italian seasoning
Small white flowers are followed by
red berries on two-year-old canes

“land] if they’re not sure about a plant, we'll
get a sample out to them.”

As far as in-person visits go, Orta com-
mented that one client he worked with had
difficulty envisioning how a water feature
would work in his landscape. To solve this
problem, the team had the client come up to
North Carolina from Atlanta and spent two
days visiting previous clients to view their
water features, “Then he said, ‘Well, I'm ex-
cited, let’s do it,” Orta remembered, noting
that the time spent was well worth it.

Designers are acutely aware of how im-
portantitis forcustomers to envisiona project

(continued on page 110)
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(continued from page 108)

before beginning any installation, and the
trick seems to be in the language. “The most
important thing is the way you describe
things,” O'Brien explained. “When you're
sitting down with a two-dimensional plan
trying to describe a three-dimensional space,
the words you choose and how you present
it conjure up an image for them.”

For sensory designs, those dimensions
may number more than three if scent, flavor,
or texture are considered. “Sometimes
samples are helpful,” he continued, “butit’s
really the words you choose. You can say
things like ‘the sweet vanilla scent of Vibur-
num.’ If you use common words, thc}"rc
more likely to relate to that.”

Zimmerman agreed. “What's really im-
portant is to listen to what [your clients] are
looking for and to be descriptive,” he ex-
plained. Rather than simply showing a pic-
ture of a Korean Spice Viburnum, for in-
stance, Zimmerman would tell his clients
that the plant has the scent of cloves, which

gives a better idea of what to expect when it
comes time for planting.

Really, creating a landscape that will
stimulate the senses year-round is an ulti-
mate goal of sensory design. Zimmerman
described that a simple tree such as a white
flowering crab can stimulate all of the senses
over the course of a year. “The flowers smell
great,” he said, “there’s fall color from the
leaves, and they are fruit-bearing trees so in
the fall you've got birds eating the fruit.”
Additionally, when the leaves fall come win-
tertime, the remaining skeleton of branches
creates a visually appealing texture against a
cold or snowy sky.

With an idea of how to employ the senses
in landscape designs, marketing the service is
the final hurdle. “Thave business cards that get
passed around,” Johansen said. “I did some
marketing last year in the local newspapers,
but I find that my best [marketing] is just
referrals.” Other contractors agree and insist
that because clients do not specifically request

sensory gardens, incorporating sensory ele-
ments one project at a time is easier.

“If someone has a specific goal in mind,
that usually comes from the client,” noted
Zimmerman, “but ‘sensory garden’ is not a
term a client will really pick up on.” He also
mentioned that if a contractor chose to spe-
cialize in designing for the senses, they may
end up backed into a corner if they don't
offer other gardening services.

“Because gardens in general are for the
senses, [ don’t think people necessarily seek
out a sensory garden,” Bloome explained.
Still, she observed, “everybody wants what
they can’t have,” so marketing the ability to
install water features or acquire tropical
plants or those that attract wildlife can cer-
tainly boost interest in a company while
soothing city-weary clients

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

800.247.5767
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“Whether we're working on

a residential, commercial or
industrial site, Millennium Ultra™
has given us exceptional control
over clover as well as other
weeds. Our number of callbacks
has decreased [)A\ 34% in the
three years we've been using the
product. I would recommend
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exceptional results.”

Steve Leisring Vice President of Operations

Greenlon, Inc., Cincinnati, Ohio
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From liquid to
granular, when it
comes to ice
management,
there is a lot
more to consider

than just the

weather report.
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by Lauren Spiers

Treating salt with liquid deicers can increase
efficiency and save money over time. Photos:

(Right) Four Seasons Landscaping, (Below) TrynEx.

“Just getrid of it” is the phrase many clients use when they
see ice on their lots. Thanks to a plethora of ice removal
products, the thought of ice doesn’t have to send a shiver
down snow contractors’ spines.

The whys behind incorporating ice management
into a snow removal business are obvious — the whats
get tricky. “What we're trying to do is keep vehicles on
their intended paths or keep people on their feet,”
explained Rick Kier, president, Pro Scapes, Jamesville,
N.Y. “Those are going to be totally different objectives
depending on what area we're in.” For instance, keep-
ing cars on the road is always important, but in a
parking lot keeping people safe is a higher priority.
Also, thoroughly clearing roadways may be more im-

www.lawnandlandscape.com

portant in low-snowfall cities like Cincinnati, than in
Syracuse, N.Y., which may get 20 snow events in a
winter. Kier emphasized the necessity of knowing the
norms and expectations in a particular market.

From rock salt to stronger chemical compounds,
deicing product offer a range of materials to meet these
expectations and eliminate ice.

LIQUID €COOL. Many liquid products - specifically
liquid magnesium chloride - are gaining popularity,
especially for anti-icing. Don Oster, product manager,
North American Salt, Overland Park, Kan., explained
that if the weather forecasts predict snow or ice, the
area of concern can be pre-wetted with liquid days in
advance. “When the snow or ice arrives, it will start
melting immediately, which also helps prevent the
bonding of snow or ice to the surface,” he said.

Oster added that if a storm dissipates or blows over,
liquid products will remain on the ground until the
next precipitation. And yet another benefit is that less
granular material on the ground in the winter means
less clean-up in the spring.

“Most [contractors] want to use liquids for anti-
icing to start out with, but they’re happy to find that
they canalso use themas deicers,” enthused Rob Greene,
regional manager, Glacial Technologies, Malvern, Ohio.

Contractors appreciate products with multiple uses
because that can save money. Storage is spared too,

st 9 1 114
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since liquid products take up less space than
granular materials. Greene explained that
depending on the application rate, fewer
than 40 gallons of liquid anti-icer can do the
work of hundreds of pounds of salt. Also,
considering the salt shortage of previous
winters, using liquid products provides an-
other option when deicing staples are in
short supply.

BobSt. Jacques, president, Four Seasons Land-
scaping, Windsor, Conn.,, explained that iquid
products cost less than some contractors believe.
“The equipment’s inexpensive,” he reasoned,
“and you can use the spray tanks during the rest
of the season on landscape projects for watering
and so forth.” St. Jacques uses a straight liquid
magnesium chloride product for anti-icing and
mixes the liquid with rock salt “to make the salt
super potent” for deicing.

Recent mild winters left behind an over-
abundance of rock salt, but liquid products
can also work well as pre-wetters for stock-
piles. “The nice thing about the treated salt

from an anti-icing standpoint,” commented
Chris James, president, Chris James Land-
scaping, Midland Park, N.J., “is that because
it’s treated with a liquid, it's somewhat like
aspreader-sticker, so youdon’thave asmuch
bounce and scatter.” Additionally, pre-wet-
ting granular products can lower the melt-
ing temperature by several degrees and in-
hibit chloride leaching, making the combi-
nation less damaging.

While liquid or liquid-treated products
usually cost more than granular deicers up-
front, manufacturers maintain that using
them can save money in the long run. As
technical service manager for the Dow
Chemical Co., Joe Althouse stated, “anti-
icing with liquid forms of deicers is a grow-
ing technique for large areas and roadways
because it lowers total costs by minimizing
plowing runs and deicer usage.” Also, granu-
lar products treated with non-corrosive lig-
uids reduce corrosion on truck beds, saving
money on equipment maintenance.

OLD FAITHFUL. Beforeliquid products were
discovered and developed, snow contractors
relied on straight rock salt for their deicing jobs
— but manufacturers have made strides with
this old standby.

Current granular products on the market
include rock salt; magnesium, calcium and
potassium chlorides; and combinations of
these. Depending on the area of the country,
some contractors still deal only with solid
deicing products. For instance, Kier’s terri-
tory borders Lake Ontario and is subject to
unpredictable lake effect snows. With some
properties getting several inches of snow
and others staying snow- and ice-free, Kier
and others in this situation may waste time
and material by attempting to pretreat in
such erratic weather conditions.

Considering this, Keir stands by his granu-
lar products. “We've used regular rock salt,
we've used sand mixed with calcium chloride,
sand mixed with salt, and we used magnesium

(continued on page 116)
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chloride on the sidewalks where we're con-
cerned about interior tracking,” he outlined.
“It's more convenient the way we're set up.”

Likewise, Dave Clemons, landscape op-
erations manager, Nature Works Landscape
Services, Walpole, Mass., has yet to use lig-
uids on the properties he manages. “The
liquid just hasn’t been asked for,” he ex-

plained, pointing out that while some lig-
uid products may be better for the environ-
ment, salt is safe if the right amount is put
down. Manufacturers agree and developed
several less damaging chloride products.
Oster described magnesium chloride
products as “growing by leaps and bounds
in the landscape market,” and said that in

cquipment dealers.
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Backed by Morbark's exclusive two-year warranty and supported by a world-class network of

Celebrating our 45'1"yur of uncompromising dedication to innovation and quality.
1-800-831-0042 » 989-866-2381 * www.morbark.com

USE READER SERVICE #97

116 FEBRUARY 2003

parking lot areas, rock salt is still a staple
from a cost standpoint. Althouse noted con-
tractors’ tendencies to use calcium chloride
in pellet form on pedestrian walkways, but
both maintained that the choice of which
product to use is based on several different
variables, and each product will work well
in different situations.

“You have to look at what your applica-
tion is and what your weather conditions
might be, and then decide what you're going
to use,” urged Ramona Bennett, marketing
manager, Cargill Salt, Minneapolis, Minn.

“I don't think o snow

management program

is complete unless you

have good ice control, be it

built into it.” = Chris James

Veteran contractors echoed this necessity
by outlining which important pieces of in-
formation to record before practicing any
anti-icing or deicing techniques. Some con-
tractors have even created detailed book-
keeping systems for these statistics.

“Ihave alog book I designed for us,” said
Clemons, who logs arrival and departure
times from the shop, loading site and the
property as well as the conditions of the
property and any materials applied. Simi-
larly, Kier uses several sources including
satellites and the Internet to get accurate
readings of weather conditions and records
the type of accumulated snow (wet or pow-
dery), and any substitute drivers or extra
equipment needed.

Additionally, James noted that ground
temperature is something quite important
and often overlooked. “We monitor ground
temperature because if the ground tempera-
ture isn't below freezing, you're not going to
have a freeze,” he said. “People should focus
more on the surface temperature when they
talk about ice and snow accumulation than
they do air temperature.” James' rule of
thumb is that a storm must have an 80-
percent chance or better of accumulating ice

(continued on page 118)
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(continued from page 116)

or snow with ground temperatures consis-
tently below freezing to justify performing
anti-icing services.

Recording all this information results in
an outline that helps determine the right
product to use for effective ice removal.

COVER THE SPREAD. Another impor-
tant step for contractors is creating a pricing
structure for their deicing services. “We've

"

got pricing all over,” said St. Jacques. “Some
people pay by the season, some people pay
by the storm. Some we charge to deice by the
gallon, by the application, by the ton, by the
yard. We're trying to standardize, but a lot
of times you're stuck with what the
customer’s used to or it's dictated by corpo-
rate policy.”

Clemons’ team is in a similar phase of
creating consistency. “We're trying to do a
study over the next couple of years to see
what the best pricing for us would be,” he
mentioned. Currently, Nature Works ap-

I o determine what
to charge for anti-

icing and deicing
services, contractors
must consider two
important factors: what
it costs to provide the

arrive at a seasonal rate. Kier
cautions that Pro Scape's
numbers won't work for every
snow removal company and
suggests that contractors study
their market to determine the
best rates. He acknowledges

service, and the kind of Rick Kier
results their clients

expect. Rick Kier, president, Pro
Scapes, Jamesville, N.Y., always
considers the former in his pricing and
has developed a unique system to
determine the latter.

“We're looking to achieve about
$175 per hour from our clients,” said
Kier, who uses this rate to calculate
per-occurrence snow and ice removal
jobs and multiplies the hourly rate by
the average number of snow events to

though, that “your first reaction

to the hourly rate is that it's
really high, but you have to remember that
90 percent of the cost of being in the snow
and ice removal business has nothing to do
with actually doing the work.” Everything
from equipment maintenance to insurance to
training crews costs money, and for Kier
balancing the cost of 15 trucks and more
than 20 crewmembers with the right hourly
rate is necessary.

On the administrative end of things, Kier

provides each client with a sand/salt
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agreement indicating six levels of service
from which the client can choose. With
the highest level of service, clients are
provided with “sanding and/or salting
almost every time snow plowing is
performed as a preventive measure
against accidents and injuries,” and
sanding/salting is only withheld if a full
thaw is forecast. On the other end of the
spectrum, clients requesting minimum
service receive sand/salt services only
if Pro Scapes is called by an authorized
representative of the property and
deicing products are only applied

where necessary.

By recognizing the importance of
overhead and out-of-pocket costs as well
as what their clients need and want
when it comes to ice management, Rick
Kier and his crewmembers at Pro Scapes
are able to meet clients’ needs effectively
and profitably. - Lauren Spiers

proximates prices by measuring each prop-
erty, comparing sizes and levels of diffi-
culty, figuring in the cost of labor and mate-
rials and referring to previous years’ prices.

Kier also recognizes that each client is
different from the next and has every home-
owner or property manager sign a sand / salt
agreement. The agreement outlines the
amount of service provided - based on six
incremental levels of service — and names
any other people on the property who are
qualified to request service when needed.

Also important is the actual cost of the
materials being spread. Rock salt is by far
the least expensive product available. De-
pending on the region, salt can cost about
$45 per ton delivered, and buying in bulk
can save money. On the other hand, Greene
noted that liquid products can cost less than
$1 per gallon, and while Oster acknowl-
edged that products like magnesium chlo-
ride can be expensive (as much as three
times the cost of rock salt), its strength and
efficiency make up for its cost.

Jelicing

When shopping for a product, Althouse
recommended that contractors look for docu-
mented results regarding a product’s perfor-
mance, rather than simply going by the label or
name brand. “A contractor’s business suc-
cess depends on his or her ability to handle
the maximum number of customers in the
shortest amount of time,” he added, sug-
gesting that rather than sacrifice quality for
speed, contractors should choose an ice melt-
ing product that will work effectively over a
wide range of temperatures.

Similarly, James cautioned against sell-
ing any type of anti-icing or deicing service
as a cure-all. “Sometimes you need to do
both, sometimes you need to do multiple
[passes],” he said. “I don’t think a snow
management program is complete unless
you have good ice control, be it anti-icing or
deicing, built into it.”

The author is Assistant Editor of Lawn & Land-
scape magazine and can be reached at
Ispiers@lawnandlandscape.com.
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The business planning process is a wake-up

by Kristen Hampshire call for owners who haven't designed a

Close your eyes. Picture your company five years
from now. What do you see? Do you dream in color?
Do you bill multi-million-dollar clients - park your
truck among a fleet of 50? Do you see monogrammed
logos, your name splashed on billboards, your fliers

wallpapering neighborhoods?

Do you wake up wondering “What next?”

Do you have a plan to make all this happen - to
turn these sleepy reveries into business realities?

The stakes are high in the business game, and
entrepreneurs without business strategies surrender
these dreams to a rough playing field, where profit,
potential and people take a beating.

“Alotof people don’t do strategic planning at all,”
admitted Ken Hochkeppel, president, Enterprise
Analysis, Centreville, Va. “But would you go onto the
football field without a game plan? Would you take a
road trip without looking at a map? Why would you
run a business without having a plan? It is your
livelihood and the livelihood of all your people.”

Of course, a business strategy entails more than a
messy sketch or a wadded up to-do list, though it
certainly may start there. A solid plan culminates
financial histories and soul-searching exer-
cises. Itincludes goals, initiatives, priori-
ties and action plans.

“If you want to be a big com-
pany tomorrow, you have to
startacting likeonetoday,”
Hochkeppel said, quot- :
ing Thomas Watson Jr.,

clear direction for their companies

former CEO of technology giant IBM. But before
contractors can “think big,” they must start small.

SEY THE SCENE. P'roductive strategic sessions need
the right time, place and people to cultivate a creative,
open forum for assessment and ideas. Don’t plan on
meeting with a few employees in the staff break room
or fitting in these draining meetings during high
season. Step back.

Drake Snodgrass spent a week on the Oregon coast
sorting out his strategy. “You get off alone or to a
place that is comfortable and cozy, and you get the
mindset of, ‘I'm not coming back until I do this. This
is going to happen,”” said the president of Drake’s 7
Dees Landscaping, Portland, Ore.

For Snodgrass, the impetus of his planning was his
people. Employees’ questions and interest in where
the business was headed forced him to put pen to
paper. “My people were saying, ‘We need you to give

o

us a clear vision,” Snodgrass said. “I think an owner
has to take that as an extremely high-priority respon-
sibility to do that, especially if a group of employees
are saying that they need that. It's easy to say, ‘Just
follow me, we'll get there,’ but if an owner is hearing
that he ought to take a week off and figure it out...”
Owners identify their potential and consider
possibilities during the business planning
process. Thisbrainstorming lends them
foresight to make decisions when
opportunity knocks. “Put-
ting it down in writing
is valuablebecause you
can see it all - you can

(comtited on page 12)
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see that you've covered all the bases, really
analyzed the business, put it in writing,”
Hochkeppel stressed.

Hochkeppel offered the following guide-
lines as framework.

* Vision Statement - How do you visual-
ize your business?

* Present Position Statement — Summarize
your business evaluation. Include market,
industry, political and economical factors

o Company Mission - Why does the busi-
ness exist?

e Historical Perspective - What are your
company's key milestones and financial per-
formance records?

e SWOT Analysis — Identify your
company's Strengths, Weaknesses, Oppor-
tunities and Threats.

® 5-Year Plan - Outline your objectives,
focus on growth plans and predict organiza-
tional changes.

* Strategic Initiatives - Plot out these tasks
over the five-year period and assign each
goal to an individual in the organization.
Next, target a timeframe for completion.
Don’t forget to follow up on the progress
until the task is “checked off.”

And once owners fill in these blanks, they
can more easily make big-impact decisions.
For example, if you interviewed the perfect
employee, do you have a position for a new
hire? If a branch office opportunity opens
up, are you certain you want to explore the
multi-location route?

“Abusiness plan gives owners comfortin

making these decisions,” Hochkeppel

pointed out. “It prepares them by

going through the thinking pro- -
cess and how things could
unfold. So, when a situa-
tion faces them, it's
like, ‘Hey, | already
thought about this.””

To approach the busi-
ness planning “drawing
board” with a clean slate and a
clearmind, Linda Novy holdsher think
tank outside the office, noting that a retreat
with managers offers a new environment
and fresh perspective.

“Companies need to reinvent them-
selves at a minimum of every other year,”
figured Novy, CEO of Gardeners’ Guild,
San Rafael, Calif. “Look at market trends,
look at where the company is , what the
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market is, what is driving you, what your
passion is, and what is feeling good and not
feeling good. You have to stop and have a
very safe environment where people can
give their input.”

A get-away approach appeals to many
company leaders, who admit that office ten-
sion doesn’t foster the peripheral thinking
strategic planning requires. Hochkeppel calls
it the “30,000-foot elevation,” and said it's
especially important forsmall business own-
ers wearing many hats to step back from
their companies. “It's tough for a guy who is
running the ship to get at an elevation where
he can look down on (the organization) from
a new perspective,” he remarked.

Who an owner includes in discussion
also contributes to the atmosphere.

Novy conducts one-on-one conversations
withemployees before the planning process,
drawing feedback from a variety of sources
on “what is motivating people and what is
bothering people.” She plans a retreat with
her executive board and recommends com-
panies without this model involve their ac-
countants and bankers.

Next, she turns to key managers. “All of
those layers of outside review have made us
a better company,” she attested. “You need
internal input to make sure people can be
inspired and drive and share that vision and
own that vision, and then you want the out-
side input to make sure you are grounded in
a business and market reality.”

Snodgrass visualizes this involvement in
tiers. He gathers his own thoughts before
involving key managers and finan-
cial consultants in the process.
Next, he turns to super-
visors and foremen
and, finally, he puts
the plan in front of
the company at a
meeting, welcoming
feedback and ideas.

And, of course, asin anything,
timing is key. “You have to gather a
lot of information and blend it into a
vision that is elegant, inspiring, passion-
ate and that people can relate to and get
excited about,” Novy illustrated. “By the
time you hit winter, everyone is really
tired, we've just been through the grow-
ing season and then I think it is appropri-
ate (to plan).

“You want the new plan to incubate over
the winter season as you do training and
planning,” she continued. “Just like the
plants, when the spring comes, our garden is
designed and ready to move in a new direc-
tion.”

PICTURE THIS. Snodgrass imagines him-
self walking across a tightrope strung be-
tween two, 20-story buildings. He asks him-
self, “What is in my life that I would cross
this line to the other side to get?”

Relationships, family, business - core
values surface during this drill, he noted.
“You really have to have a handle on your
personal life, and then you can build your
business plan,” he figured. “It's a really per-
sonal thing.”

Tightropes aside, this assessment is often
referred to as a SWOT analysis - identifying
the company’s strengths, weaknesses, op-
portunities and threats. “You take a look at
your company, you pick yourself apart, you
see where you need to work and where you
are good,” Snodgrass summed up.

Hochkeppel recommends that owners
reflect on what milestones, systems and
strengths got them to their present point in
business, and what qualities and capital will
drive them to the next level. Conduct a bru-
tally honest appraisal.

“The idea is to get out there and really
think about how you are doing business
and try to bust the paradigm,” he empha-
sized, adding that he focuses on the weak-
nesses and opportunities. “The idea is to
overcome them and make changes that
make those weaknesses go away. Seize the
opportunities and protect against the
threats, The SWOT analysis is there for the
purpose of defining actions.”

Mark Clark seriously considers the
“threats” portion of the analysis so he can
conduct a market evaluation and determine
potential growth areas. Surviving in an area
with “The Big Three” requires outlining a
clear, concise customer target plan, he re-
marked. “What unique opportunities can
you offer to the marketplace that are not
generic?” asked Clark, president of Clark
Landscape Group, Monroe, N.C. “Whatniche
can you fill that may give you a distinct
advantage in profit, market and competi-
tion? You might have to refocus marketing

{contintied on page 126)
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on things that competitors aren’t targeting.”

Besides carving a competitive strategy, a
SWOT analysis takes owners back into
“dream mode” where they can visualize what
opportunities their strengths will afford them
as their businesses grow.

Novy asks her department managers to
“really think big.” She encourages everyone
to share their ideal department setup. “You
have tojust take the lid off and go there,” she
said of the process, adding that these brain-
storming sessions produce a wish-list foun-
dation for a more realistic plan. “You may
not be able to afford it all and then, in our
case, we said, ‘We want that, how can we do
that with half the budget? How do we get
there without spending all of those dollars?"”

This is where the second analytical player
surfaces: historic financial reports. Take a look
at your labor hours, If your total company
payroll costs lean toward 40 percent of your
sales rather than 60 percent - and most compa-
nies fall into this 20-point range - you are
running a “lean machine,” Hochkeppel noted.

Look at your growth over the last five
years. If you notice an 8- to 15-percent in-
crease, perhaps you could approach sales
more aggressively, Hochkeppel suggested.
Compileyour profit-and-loss statements and
convert them into charts that portray your
sales and company growth. Then call your
banker and accountant.

“One of the exercises I like to go through
is to take the best performance of each over-
head category and the best performance of
the gross margin and add them together
from a percentage standpoint,” Hochkeppel
said. “You can see the best, and that might
represent 12%-percent profitability, which
identifies your potential.”

Meshing the financial perspective with
the SWOT analysis during strategic plan-
ning captures acomprehensive company pic-
ture. Defining your goals without a financial
outlook can spell failure for your plan. In
other words, you can’t drive cross-country
without gas money.

Novy knows this now.

“Up until five years ago, | had a discon-
nected approach,” she described. “I would
sit down and write a business plan and the
budget didn’t necessarily reflect the plan.”
Three elements define her planning process:
vision, strategy and budgeting. “You want
your budget to reflect whatis I your business
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plan. There can’t be a disconnect there, or it
won't work.”

HERE AND NOW. After staring into the
looking glass — evaluating the company fi-
nancially and holistically — owners must
shift their attention to the crystal ball. Visu-
alize the operation five years from now,
from structure to sales, and what path the
team will travel.

Hochkeppel suggests reverting to the
playbook. Chart the infrastructure, note over-
lapping roles, and draft potential positions

plan. After all, they will drive the plan to
fruition, he figures.

And formulating attainable goals is key,
reminded Gerry McCarthy, president, Mac’s
Landscaping, Stoneham, Mass. After assess-
ing their businesses, owners know where
they stand in their markets and they should
establish growth targets and strategic objec-
tives that align with their capabilities.

“I don’t want to reach for a goal | can’t
achieve, and I know I can only reach certain
goals each year,” McCarthy admitted.

This is why Novy prioritizes her “dream

“If you want fo be a big company foemerroew, you have

to start acting like one today.” — Thomas Watson Jr.

to set up the company for a winning game.
“Draw an organizational chart with no
names in it and see what the positions are,”
Hochkeppel noted. “Then, see who fits into
what spot and put employees into positions
where they will have the greatest value.
“You have to be honest with yourself,”
he added. “If you have double reporting,
that's what you want to see.” Ironing out
wrinkles in operations might top the owners
strategic initiative list in this case.
Clark considers future leaders - who will
manage the new crew if the company grows?
“If I have two crews that are maxxed out
and we are going through the transition of
building a third crew, who will be the next
person to step up and lead it?” he asked,
noting that he always looks for managerial
understudies when creating his business

z ero in on these six focus
points during your strategic
planning, suggested Ken
Hochkeppel. president, Enterprise
Analysis, Centreville, Va.

1. Finances

2. Business processes

3. Operations

&, Market

8. Human resources

6. Company culture

Super 6
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list” into bite-sized portions that her man-
agement team can realistically commit to and
complete. She suggests picking three to five
concentrations ~ production or sales, for ex-
ample. Novy will target operational efficien-
cies and agility this year. “You can’t get over-
whelmed,” she said. “I've gotten into that
track where 1 have so many initiatives that
people get discouraged. It defeats people.”

These initiatives form the skeleton of a
five-year planthatowners work through with
theiremployees, constantly reviewing, tweak-
ing and updating, Snodgrass said. “The best
thing we ever did was build a five-year plan,
and that started with a vision and redoing the
vision and the mission statement, redoing
the objectives and the strategies to meet those
objectives, redoing the tactics to accomplish
the strategies — that was a watershed.”

Clearly, a significant portion of executing
a plan is revising it — changing it to meet a
constantly evolving company and economic
environment. Owners can’t afford to press
the snooze button on planning and long-
range thinking. The strategic business plan s
a recurring dream, and one that owners re-
visit daily. It is also a commitment.

“To put your plan on paper gives you a
benchmark toreach,” Clark reasoned. “Ifyou
do not have it on paper, it is easily forgotten.
If it is on paper it is black and white, and you
either hit your goals or you didn’t and if you
didn’t, then why not?”

The author is a Contributing Editor to Lawn &

Landscape magazine and can be reached at
khampshire@lawnandlandscape.com.
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by Matt Shooner

The landscape industry is a sales-driven, front-end loaded
market. Getting business in the front door has historically
been more important than building relationships with cur-

rent customers or tending the back door as clients leave.

Also, growing companies, by their nature, become less
personal. The constant push for sales and production and the
challenges of getting and keeping enough staff often over-
shadow the “bigger picture” of client care.

These are some of the most powerful reasons why con-
tractors should consider adopting a relationship-marketing
program to electrify performance in their current markets.

Relationship marketing utilizes human and technologi-
cal resources to make contacts more personal, active and
productive. Increased client contact, including quality con-
trol phone calls, personalized letters or frequent up-sell
opportunities, can enable contractors to retain clients longer,
sell more services and receive more referrals.

To ensure longevity and consistent growth over time,
contractors must construct a solid foundation for protecting
customer relationships. An effective model consists of five
key elements: goals and benchmarks, processes, buy-in,
measurement and payoff.

Boost growth and client retention with

relationship marketing.

GOALS & BENCHMARKS. Think of this part of the
process as looking at a map and pinpointing a destination
(goals), then deciding which mode of transportation to use
to get there (the benchmarks).

For starters, consider all of the critical touch points that
exist between contractors and clients. Setting goals to im-
prove these contacts can boost sales. Some key areas where
contractors build customer relationships include:

v/ Phone contact

v’ Pre-sale contact

v’ Production contact

v/ Post-production contact

v Service call contact

v’ Quality control contact

v Billing contact

v Up-selling and cross-selling contact

v Renewal contact

v’ Client appreciation contact

v/ Cancellation/ dissatisfaction contact

v/ Contact with former clients

To help contractors reach goals, they need benchmarks
figures that help contractors track whether or not they are

meeting goals. Here are some key benchmarks contractors
should watch:

PERSONAL




v Increase sales closing percentage
v Increase size of average sale
v’ Increase average annual revenue

per client
v Increase average referrals per client
v Increase number of contacts per client
v Increase total number of contacts

per client
v/ Decrease average time to deliver

estimates by (hours/days)

v’ Decrease average time to respond
to service calls by (hours/days)

v’ Decrease customer turnover/loss

v/ Decrease average service calls per job
or application

v/ Decrease average days to collect payments

Collectall the dataon each of these bench-
mark areas. In addition, gather these fig-
ures: client turnover rate, service call re-
sponse and total average client contacts made
within the past 12 months.

Also, sometimes reviewing benchmarks
helps determine more realistic goals. When
setting objectives, break them down into 6-,
12- and 24-month goals.

SETTING PROCESSES. As soon as con-
tractors measure current company status
and put goals in place, they need to
create processes to execute plans and
measure progress.

Following are specific processes through
which contractors can reach their goals.

Average Time to Deliver Estimates. As the
average time taken to deliver bids decreases,
prospects will consideracompany more alert
and “on the ball” than its competition. To
rease average estimate delivery time, try
e tactics:
/' Time-stamp (in and out) every in-
received, and measure in hours or
ays how long each salesperson takes to
‘deliver an estimate.

¥ Publish measurement results in the
sales office. Highlight the shortest turn-
around times and the salespeople who pro-
vided them. This emphasizes the impor-
“tance of quick estimate delivery and enables

aff members to track their progress and

1ain aware of their performance levels.
' Track the sales closing percentage.
v Beyond basic sales training, impress
pon the sales staff the need to follow up

personal follow up, and devise a system for
suring performance. For companies with
‘relatively few (but large) quotes, this can be

done on a board on the sales office wall. For

high-volume companies (like lawn care), it
might make more sense to computerize the
sales system and use barcodes to track each
estimate through the sales process.

v/ Make sure each estimate is personal-
ized and easy to understand. Train everyone
who gives estimates on how to explain each
service or product in the clearest light pos-
sible. Carefully reviewing estimates can help
a supervisor fine-tune each salesperson’s
approach while making all estimates more
consistent. For complex proposals, a per-
sonal presentation or at least a prompt fol-
low-up call can dispel any confusion.

v Develop a long-term view. Record
every detail of every estimate in a prospect
database for future use. By capturing and
using this information on an ongoing basis,
contractors can tap into a goldmine of new
business instead of having the data sit in an
“unsold” or “partially sold” file.

v/ Bear in mind that the accuracy, cre-
ativity and appeal of sales collateral pieces
delivered with estimates can largely shape a
prospect’s opinion of a company. If sales
materials are of high quality, the prospect
will assume that a company’s work will be
of that same caliber.

Size of Average Sale. Upselling is an easy
way to build on an existing client relation-
ship. Increasing awareness of services and
company confidence is key here.

Encourage the sales staff to upsell addi-
tional services whenever possible. For ex-
ample, one salesperson might call a client
and say, “Our technician noticed that some
of your ornamentals are showing signs of
insect damage. Did you know that we offer
insect control for trees and shrubs?” In this
scenario, the contractor strengthens the cli-
ent relationship because he or she knows
exactly what the customer’s needs are.

Focus tightly on the demographics that
best fit the “ideal” client. Determine which
zip codes fit these parameters and put mar-

www.lawnandlandscape.com

keting and advertising dollars into
them. A contractor should take ev-
ery opportunity to reinforce his or
her company as the “best choice”
for services offered, especially in
target market areas. The more con-
centrated the work, the more famil-
iar and accepted a contractor will be
as the primary service provider
within his or her key demographic.

Train the sales staff to sell value,
dependability and results rather
than price. Also, make sure they're “aiming
high” on every estimate. In other words, let
all prospects know what the ideals for their
properties are, even if that's not what they
think they want. Explain all of the services or
products that would benefit them. Sales
people can always “back off” or pare down
what clients actually order, but unless they
make the possibilities clear, clients won’t be
able to envision them, much less order them.

Track and review every sale, and track
every salesperson’s performance. Create en-
thusiasm among sales staff with friendly
competitions. Make sales training an endless
process, and be sure to conduct “post
mortems” on bids or jobs that don’t materi-
alize. This will let everybody know what
went wrong and how to avoid making the
same mistakes in the future.

verage Annual Revenue per Client. Aver-
age revenue is firmly grounded in client
relationships, and those relationships grow
out of careful and systematic communica-
tion. By using both general, seasonal ap-
peals and personalized offers (based on the
data collected for each client), contractors
can easily realize an increase in average
sales. Ideas include:

v/ Use a customer newsletter to convey
seasonal needs and invite customers (or pros-
pects) to learn and order more.

v Leavedoorhangersathomes surround-
ing current clients. Invite neighbors to call
for prices, estimates or more information.

v Jumbo postcard mailings promoting a
single seasonal service also are successful.
They may or may not include a special offer,
but getting the timing right is important.
Consider sending postcards at the begin-
ning of a scheduling period for a particular
service with a “priority scheduling” offer.

v/ Go back to client files and make per-
sonalized offers for services that were quoted
but not sold. Attach Bonus Bucks to 8'%-by
11-inch sales letters to encourage sales.
(continued on page 131)
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Eventually, someone may dig it up.

&
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The Toro” EZ-Flo™ Plus. Put it in and forget about it. With its
double-beaded diaphragm, the EZ-Flo Plus valve lasts longer by sealing
against both inlet and outler pressure. Its rubber seat seal takes longevity
a step further, preventing contaminant impressions and leaks. And when
you consider its UV and chemical-resistant construction, you know
you've installed something that'll be in the ground for a long, long time.

For more information contact your local distributor or visit toro.com.
USE READER SERVICE #102

, But it won’t be to fix it.

TORO.

Countonit.
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{continued from page 129)

v/ Make personal phone calls to clients
who received offers or who ordered a par-
ticular service at the same time last year. A
simple suggestion or reminder is often all it
takes to make the sale.

Average Referrals per Client. Existing cli-
ents can serve as one of the best and least
expensive ways to increase a client base.
Satisfied customers are generally happy to
share their good choices with neighbors, co-
workers and friends. Plus, referrals are al-
most always easier to sell because of the
endorsement the client has already given.
Add an organized system of incentives to
boost this avenue of growth, such as:

v/ Establish incentives for clients who
refer future customers. Promote this offer
through every client contact.

v Include a referral coupon in each com-
pany newsletter.

v/ When making quality control phone
calls to customers after completing work,
ask if they know of anybody else who needs
landscape services,

Number of Annual Contacts per Client.
Whether it's a newsletter, a holiday card, a
personalized letter, a phone call or a face-to-
face visit, customers appreciate the extra
effort. The goal is to increase the number
and quality of the contacts in order to im-
prove and deepen client relationships and
loyalty over time. Try these techniques:

v/ A new customer welcome program
helpskick off quality client contacts. A thank-
you card signed by the owner is a great first
step. Coupons or offers for additional ser-
vices are other ways to build relationships.

Llient Relationships

v’ Create a customer-centered quality
control program. Follow up every installa-
tion and service call with a personal phone
conversation to determine the customer’s
satisfaction level. If a client indicates dissat-
isfaction or a need for improvement in any
area, act on it immediately.

v Try to schedule inspections and/or
service calls when people are going to be
home. Simply scheduling stops later in the
day or on Saturday guarantees an increased
level of personal contact.

v Measure the number of contacts and
track the change over time. Quantity mat-
ters, as well as quality. Although harder to
measure, willingness to help and friendly
attitudes also will boost contact quality.

Average Time to Respond to Service Calls. A
service call indicates problems, even though
they may only exist in the minds of clients.
Quick turnaround goes a long way toward
reassuring clients. Implement a time-stamp-
ing rule and a maximum response time (that
can be tracked), and salespeople will place
fewer service calls on the back burner.

Average Service Calls per Job or Application.
Though always “getting it done right the
first time” would be great, repeat visits are a
fact of life. However, with a little measure-
ment and extra effort, contractors can gradu-
ally reduce service calls or turn them into
sales opportunities with these tips:

V' Train. A good training program
teaches service technicians to anticipate and
avoid those situations that call for unneces-
sary repeat visits. Until they are fully trained,

(continued on page 161)

1. Goals and Benchmarks. Establish measurable business areas that mesh with customer
contact points and track them to gauge success in improving client relationships

2. Processes. Develop daily routines that staff can follow to improve in each area,
and determine how to capture measurable data to verify success.

3. Buy-in. Convince and teach employees that building client relationships helps
them grow their careers and show them how to do it. Also, incorporate the process

into the marketing plan so that prospects and clients can see the company's vision

and learn how it will benefit them

4. Measurement. Starting with benchmark points, consistently measure and gauge

company progress

8. Payoff. Openly acknowledge and reward staff members who perform well,

and re-train those who don't, - Matt Shooner

o Keys to Better
Client Relationships

LAWN & LANDSCAPE

Committed
to Excellence.

At The Toro Company,
we're continually striving to
better serve our customers.
That’s why we've built
world-class manufacturing,
testing and distribution
facilities in Juarez, Mexico
and El Paso, Texas.

Our 240,000 square-foot
Juarez facility is state-of-the-
art for the irrigation industry.
While automated machinery
minimizes errors, our
continuous flow processes
and strategic business unit
philosophy enable every
manufacturing team member
to stop the production
process at the first indication
of irregularity. This allows

all manufacturing team
members to take pride in
and be responsible for
producing only the highest
quality products. And it’s
part of our commitment to
making sure our products
are right the first time.

But we didn't stop there.
End-of-line product testing
is also an integral part of
our process. In fact, we take
testing so seriously that
100% of our plastic valves
are air- and water-tested
before they leave the plant.
Leaving you with Toro

products you can count on.

It’s just another way we're
working to serve you better.
For more information,
contact your Toro distributor
or Visit us at toro.com.

1‘)“() Counton it.
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Free
PRODUCT |
INFORMATION ~ 4

You can now request pm.lm'l iu/nmmlinn

online and receive a response immediately! Just
visit wwweJawnandlandscape.com and click on
the “frec product in/nrnmli..m i l.}go on the
/mnl page. Tlh'h‘, you can su}'mi{ uour
pwJud inj'wnmﬁun roquests Jiiccl/y to
manufacturers, Or, simply circle the numbers
on page 127 of this month's issuc and fax the

Jorm to 210/001-0504.

CLIP Connect

* Offers real-time information exchange
between office and job sites

* Simplifies business management, allow-
ing for efficient task supervision away

from the
office

* Saves
time and
money by
using
Web ac-
cess plat-
form
technol-

ogy to
keep of-
fice and field personnel connected

¢ Using Web-enabled cell phones, field
personnel can update the CLIP Connect
Web portal with particular job information
¢ Once entered, information is immedi-
ately accessible to office personnel with
Internet access

* Designed for use with any of CLIP's
routing, billing and job-costing software
packages including CLIP Classic

and CLIP Pro

Circle 200 on reader service form

* Lightweight, balanced, low-pro-
file design makes it comfortable to
use all day

* Smooth streamlined contours
don’t get hung up on clothing

or brush

* Fuel-efficient engine allows
long running time

* High engine speed means faster
line head speed for smoother cuts

The Perfaerator

* First aerator attachment designed for the
Walker Mower by Walker

* Made to deliver 41.5-inch turf

aeration pattern

¢ Uses PLUGR camshaft design for driving
tines 2.5 inches deep into soil with no added
weight needed

* PTO-driven tines engage and disengage
easily to skip over sprinkler heads

and sidewalks without slowing down

¢ 12-tine set is easily raised with lever and
locked in secure transport position

Circle 203 on reader service form

* Patented 4-MIX engine lubrication tech-

nology meets emissions standards
¢ Uses 50:1 fuel mix
Circle 201 on reader service form

Kichler Garden
Sundial/
Pathlight

* Sundial by day, pathlight by night
* Fixture’s face is authentic sundial,
adding beauty to any garden retreat
* Made of cast brass in Verdigris

¢ Supplied with 24.4-watt long-life
lamp and 8-inch non-corrosive stake

Circle 202 on reader service form

» Compact design allows for minimal
trailer space and easy maneuverability
around trees, flowerbeds and other
objects

* Quick-attach design

* Spindle-driven blower system runs qui-
etly and dependably, creating high-veloc-
ity airflow and improved collection

* Provides large-diameter discharge tubes
for large volumes of debris intake with
less clogging

* Features abrasion-resistant steel blower
housing and tubular steel bumper for
maximum blower life

* Non-QDS systems feature durable cloth
mesh collection bags that maximize airflow
and debris compaction to collect more de-
bris per bag

Circle 204 on reader service form
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RedMax CV225
Cultivator

¢ Compact, lightweight cultivator can go
anywhere a person can go

* Powerful G24LS 2-cycle engine drives
rugged bolo tines through almost any type

of soil

* Weighs only 20 pounds

¢ One-year commercial warranty

* Does away with handwork associated
with maintaining small beds

Circle 205 on reader service form

Ferris 5000Z

* Two engine choices: 1.5-liter, 31.5-hp
CAT diesel or 34-hp Daihatsu gasoline
* Twin 6.5-gallon fuel tanks with single
fuel gauge

* Twin A-section hydro drive belts

* 300 ft/Ib electric clutch is 20 percent
larger than competitive models

* Newly designed, four-wheel indepen-
dent suspension

* Adjustable steering levers for conve-
nient, comfortable operation

Circle 206 on reader service form

Marking Stakes
from Dura-Pro

¢ Colored orange for safety

* Easily secured on soft surfaces or
with cordless drill on hard surfaces
* Made of plastic formulated to get
harder as it gets colder

* Fiberglass shank gives superior
strength

* Plastic head of 1 inch by 12 inches
for visibility

* Available in lengths of 26, 32, 36
and 42 inches

Circle 208 on reader service form

Encore
Prowler Grass

Collection System

* New grass collection system for Prowler

commercial riders

* Two wear-resistant, rein-
forced, four-
bushel bags

* Steel,
spindle-
driven

formance
blower with steel liner

¢ Fits all 52-inch and 61-inch Prowler mid-

cut and front-cut riders
¢ Quick-release blower mounting system
Circle 209 on reader service form

Rain Bird Irrigation Supplement

* New product resulting from distribution agreement between Rain Bird

and DriWater

* For use in establishing native plant material where permanent irrigation

is not required

¢ Useful for new plant material in existing landscape areas
* Increases survival rates of transplants by providing continuous moisture for

extended periods of time

* Available through Rain Bird’s network of distributors

Circle 207 on reader service form

P’YO!

high-per-

/% B ¥

Giant-Vac
Extreme Leaf
Blower

* High-performance engines and
Giant-Vac’s newest “Q” design

Series impeller

* Offers up to 25 percent more airflow and
25 percent lower sound levels than full-
size Classic Series blowers

¢ 8.5-hp Kohler, 9-hp Honda or 10-hp
Briggs & Stratton Intek engine

* 15-inch diameter, eight-blade cast-alu-
minum impeller delivers up to 2,031 cfm
¢ Designed for serious professionals who
demand ultimate performance

and durability

Circle 210 on reader service form

Boxer Mini-

Skid Steer

* First mini-skid steer with hydrauli-
cally adjustable track system

¢ Enables Boxer to maneuver
through tight spaces as well as
standard openings to offer
maximum flexibility

* Track system adjusts from 32.5
inches to 43.5 inches

* Adjustable track system leaves light
“footprint” on lawns and other sensi-
tive surfaces

Circle 211 on reader service form

Valvette Systems
Products

¢ New sprinkler-head bodies, pop-up
shafts and fittings designed to help with
irrigation maintenance and solve flow-
control problems

* Every part contains the “Little Valve,”
which provides individual on/off control
for each sprinkler head

* Eases the process of cleaning, flushing,
adjusting and changing sprinkler nozzles
and/or heads

Circle 212 on reader service form
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Pressure

Washers

¢ Addition of electric-

powered, cold-water

pressure washers to compliment existing gas-powered Eagle Series

* All-new washers designed for commercial, residential and industrial applica-
tions where superior quality, performance and a full range of features are essential
* Eagle Series features adjustable pressure unloader valve, gun/wand assembly,
pneumatic tires and three color-coded spray nozzles

Circle 213 on reader service form

Goossen Skid
Loader Power
Plate Adapter

* 540-rpm power take-off
* Adjustable stabilizer bar
* Multiple lower links accommodate wide

variety of at-
tachments
and adjust-
able top link
* Heavy-
duty welded
steel con-
struction
with check

valve to
safeguard against

damaged hydraulics or motor
Circle 214 on reader service form
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Z-Spr. I
Two stainless steel units available
20 & 40 gallon cap.
200 & 300 Ibs. fertilizer cap
3 section spray boom
ZTR Maneuverability
15 & 17 HP Kawasaki

Full floating tine head
35” & 45” widths
1500 Ibs hydraulic lift
8 mph ground speed
Zero turn transmission
17 HP engine

L.T. RICH PRODUCTS INC
765-482-2040 - FAX 765-482-2050

WWW.Z-spray.com

Are you ready
TO GROW
your business?

EDUCATE
your employees

Weeds * Fertilizing
Insects*Diseases
Aeration

Interactive learning with
verified test results.

Get
Acquainted 1 9pe$
Trial SOt

applicable against $59.95 unlimited annual use.
Special Offer! $120.00 value.

LawnLore

Inter-Active Software

800-328-4009

rndsigns.com

USE READER SERVICE #104
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Relizon
Custom-made
Business Forms

* Choose from laser, continuous (pinfeed)
and blank laser forms

¢ Imprinting and customization available

upon request

¢ Carbonless and multiple forms available
¢ Envelopes available for all forms

Circle 215 on reader service form

Etec Load Pro

* High-traction loading platform

* Stores out of way inside a low-profile
cargo deck, mounted in truck bed

* Design minimizes weight on tailgate
when loading

* Allows low-clearance cargo to

be loaded

Circle 216 on reader service form

Nen?:ticide

* 100-percent organic oil derived from
specific cultivars of wild plant seed

* High concentrations of linolenic, lioleoc,
palmitic and oleic acids

* Deters turf nematodes from feeding
on plants

* Long-term effects include reduction in
population and opportunity for plant re-
covery and growth

* Environmentally friendly nematicide
presents no hazards to plants, birds, fish

and animals

Circle 217 on reader service form

* Greatly enhances uptake of nutrients
and water from soil

Myconate

* Safely and effectively stimulates coloni- * Stimulates colonization of naturally ex-
zation of plant roots by beneficial mycor-

rhizal fungi

isting mycorrhizal populations
* Easy to apply
Circle 218 on reader service form

* Inexpensive

LAawN & LANDSCAPE

HY-LANDER'

SELF-PROPELLED TURF APPLICTOR

FEATURES

* 5,000 square feet/ minute

productivity

* 240 Ibs 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.

GESSRL,  SPRAYING

Clark, EQUIPMENT

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

USE READER SERVICE #67
FEBRUARY 2003
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HOW TO BUILD THE

LONGEST LASTING TRAILER
INTHE GREEN INDUSTRY

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

Heavy-Duty Anodized

3/8” Aluminum Roof Cove
Exterior Grade
Plywood
Sidewalls

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

Rear Ramp
Door with
Dual Spring
Assist
8" Radius Steel Chassis Built with
MarineTech™ PTP Corner Posts fer::;t;roami
Ramp Deck (Front & Rear) 3 gy
& Interior Floor mcludlng.Tubu.lar
(20 year warranty) LED Steel Main Rails
Stop/Tail/Turn /
Lights for 7
@ Improved Safety 3

RIS

E READER SERVICE #109

Westheffer Co., Inc.

For All Your Spraying Equipment Needs!

800-362-3110

P.O. Box 363 + Lawrence » Kansas 66044

Westheffer Premium Spray Hose
by /,/ ] 1/2” 1.D., 300’ or 400’ rolls 65¢/ft.

b reen i \ \ 3 / /'vl " 1
%%arde /AU 3/8"1..,300' or 400 rolls 50t
(/’/e Prices do not include freight or sales tax.

Exclusive 3 Year Limited Warranty

Ribbed Cover for easy coiling and abrasion resistance

Smoothly glides around corners and trees
Minimal stretching during hot weather
600 psi max. working pressure
Attractive Mint Green Color
GreenGarde Quality
Solid PVC tube

USE READER SERVICE #108
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FFC High-flow
Snowblower
Attachment

* Throws snow as far as 45 feet while trav-
eling at higher ground speeds

* Designed to work at flows of 18 to 42 gpm
¢ Can be used on any skid-steer loader
with the required flow

¢ Five new models available in 72-, 84- and
96-inch cutting widths

* Two-stage hydraulic blower

* Hydraulic, direct-drive chute rotation for
increased productivity while eliminating
cables and chains

Circle 219 on reader service form

Harley Screener/
Cleaner

* Can be used in conjunction with
Harley Power Box Rake

* Helpful for quick preparation of all
landscape sites

¢ Useful for trench restoration

* Removes objects from %-inch diam-
eter to 4 inches and up to 3 inches deep
Circle 220 on reader service form

LPR Series

Lights

* Great optical performance for walkways
and parking areas

* Light-distribution pattern is perfect for safe
pedestrian-crossing areas

* Mount on a pole, yoke, wall or ground

* 35- to 175-watt lamp
Circle 221 on reader service form

LAWN & LANDSCAPE
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Your life is calling.
Can it afford to hold?

School programs, birthday parties,
bed-time stories - How many more can
you afford to miss? CLIP can help.
- sp_ecializing in time-saving software
and solutions for the service
industry, CLIP products

give users the ability to
do scheduling, routing,
revenue tracking, billing
and more - all from the
: __chicnce of their desktop.
 With CLIP, not only will you
IR« nove time for those early
5 ~ evening ball games, but you'll also
increase efficiency and maximize profits.

D on’t put your life on hold. Call CLIP at

35-8485 or visit your local Toro dealer

N for a free demonstration CD today.
Evan Saylor, ceo,
HURSTLANDSCARIN :
| “The software gave me my life back ... | was
“ pulfed away from my company a year-and-
a-half ago for bypass surgery. The company
ran fine without me because everything

was set up in CLIR"

Service
Software

USE READER SERVICE #400 It's about time.

1-800-635-8485 » www.clip.com

Green Industry, Chemical Applicators, Snow Removal, Pavement Maintenance/Sweeping, Furniture Delivery, Property Management Systems, Pool Maintenance
Coll for additional market opplications


http://www.dip.com
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DESIGN MADE EASY -

Software adds simplicity and functionality to the landscape

BUERIINE DIOOOS: 0005 rassssonsinsaisansosssionisiossibisssoossihaiSas T4
GOOD WITH NUMBERS

Contractors find software applications are reliable friends in

SOIINE JOD DIUE IS, s ssssioniiaisscrvmsssssmsnasossoissinmmipsisiseent T8
WORTH 1,000 WORDS

Digital cameras gain ground as valuable tools to

(ANdSCAPE COMTACIOTS. ..csvroserrosreessssssssssssssssssssesimssrsssesssss T10

Photo: Eagle Poins

THE BUYERS’ GUIDE

A comprebensive listing of compuser software manufacturers,

their product specifications and contact information. .............. Ti12

HOW WE DO IT
CD Sales PrESEQITONS ......cnvvicnmremsemmesesessssesssssscssissiiies Ti4

AD INDEX
Featured advertisers in this Supplement ...........cvcevvccorvsscicin. T9

samamnacener - INfegrate Your Business.

sales management,
estimating,

production,

payroll,

accounting and
financial management
into a seamless software
solution.

Asset

One Company.
One Software Application
Working Together

Asset features Estimate Anywhere ™ technology

INCLUDE

800.475.0311

Integrated software systems consume less overhead and create more profit. include.com

USE READER SERVICE #401
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Software

facility and
functionality to
the landscape

planning

By Enloe
Wilson
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process.

If thought precedes substance, then a good plan precedes the
execution of a good job. Design software manufacturers know
that the well-charted approach saves design/build contractors
time —and, therefore, money —and the latest iterations of their
products are poised at making landscapers’ jobs flow smoother,
quicker and with maximum creative control,

Peter Lord, president of Kansas City, Mo.-based Drafix
Software, said manufacturers often begin the software design
process with a mind on consumers” two most-asked questions:

“How good is its imaging?” and “How easy is the product to use?”

EYE CANDY. Contractors want superior graphics, so
software manufacturers focus on improving the visual capacity
of their products, Lord said,

“There are lots of new graphic technologies out there now,”
he pointed out, mentioning the ability to enter a digital or
scanned photo of a jobsite and then integrate it with new
design components as perhaps the “latest, greatest” function

of the current generation of software. Application design

Multiple <of

components allow design
butld companies to roggle
Y between
CAD
blueprinting,
photorealistic
imagery and
immediaie job
costing

Phote: Drafix

companices
are capitalizing on that photorealistic

technology — which has quickly become standard — and are
putting stock in improving this function, which enables a
contractor to sell an increasingly real and tangible vision of a
finished job.

Chris Walter, president, Cole’s Creck Nursery, Liberty,
Mo., has been a design software aficionado since “the carly
days” of 1983. Since that time, he agreed, the greatest area of
software advancement has been imagery.

“It’s where we make our sales,” Walter suggested. “It’s so
real. 1 can walk onto a jobsite and see a client’s property
surrounded by dirt. I can caprure tharimage and, in an instant,
start to plug in the trees or shrubs of their choice.” Clients are
sold on the instantancous and photorealistic view of their
imagined landscapes, he said, adding that the capability o
incorporate custom materials is an option which software
pr()vidcl’s are wise to dg'\'clnp.

In that direction, some design software and plant database
packages boast an editable cache of nearly 10,000 plant
species, providing graphic representations and important ref-
erences to design/build data ranging from prime growth
conditions to indigenous climarte zones to seasonal features.

Orther packages include irrigation placement utilities and

1
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functions that visually approximate a locale’s
lighting at a determined geographical loca-
tion and time of day to aid in plant and
lighting component installation.

To complement that level of aesthetic plan-
ning, one of the latest graphic features of some
packages include variable rendering modesthat,
with a few clicks of a mouse, enable a user ro
toggle berween 2-dimensional phororealistic
pictures of a landscape and assorted “hand-
rendered” styles - line drawings or pastel and
watercolor renderings.

modes alleviate the added work while allow-
ing designers to prepare presentations that
will appeal to clients” sense of the artistic even
before the first hole is dug, he said.

BOLSTERING UTILITY. Eagle Point
Software President Lonnie Fawverand Tech-
nical Consultant Will Haugen pointed out
thar for all the good provided by the arristic
bells and whistles that adorn design software,
those same extras can easily overwhelm and
hinder users more than help them.
“[Contractors often arguel, 'l can draw a
plan faster than any computer can generate

one,”” said Haugen. “That’s probably true -

“People [still often want] a more
hand-drawn look,” Lord explained,
“and some designers have taken
the [computer-aided design]
drawings and added pastels and
watercolors.” Variable rendering

even {fora user who is| highly proficient with
anapplication.” But while the upfront swift-
ness and familiarity of old-fashioned design-
ing holds some merit, there's a certain degree
of professionalism and added value that goes
along with the software-based approach,
Fawver argued.

Haugen said thar aside from challenges
encountered in the inital planning stage,
perhaps the real pressure of a contractor’s job
comes amid trying to reconcile unseen last-

minute changes to that plan with allotted
time and budgetary constraints. The ripple
effects of even a minor alteration might take
days or weeks to chart with a hand-drawn

plan —a 4-inch irrigation mainline instead of

a 3-inch, for example. But the case and vir-
rual immediacy of changing variables in a
design application more than justifies the
time required to develop proficiency with the
software, he held.

To increase utility, some features facili-
tate notonly easier design, but costing. Quan-
tity takeoff functions — either en suite or via
links to a separate, compatible spreadsheet
software — allow a user the means to quickly
calculate the number of a given items or sub-
assembly needed to complete a job (all neces-
sary items for tree planting, for example).

Unir labels and quantities are flowed and
reflowed in the software estimator based on

changes made in the design stage, and soft-

Colarful new rendering
styles add life to 2-D
CAD blueprinss

(above). The integration
of actual property phosos
(fr left) with
computer-genevated
lundscape designs (near
left) offer clients and
contractors alike the gift
of foresight

Photos: Eagle Point
(above), Drafix (left)
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ware providers are always improving integra-
tion of those components, Haugen said.

Orther estimating features enable con-
tractors to effectively add variables such as
delivery, labor and taxables to determine
pricing, as well as additional percentages to
sustain a comfortable profit margin.

Still, newer extras that would add func-
tionality to design software involve innova-
tive new uses for existing technologies.

According to Lord, research is underway

“I know there are some jobs we
wouldn’t have gotten if we had just
gone in with hand-drawn blue-
prints.” — Jeremy Eck.

toward employing Global Positioning Sys-
tem (GPS) technology — currently used by
other industries to locate geographic points
for routing, safery and wireless communica-
tion — for jobsite mapping. “A crewmember
could stand in the corners of a plot and send
those sets of coordinates,” Lord illustrated.
Satellite uplinks would plot those points,
resulting in an instantancously drawn map
from which planning and design could go
forth, he said.

Lord projected GPS use by landscape
designers to be about two years away pending
technological improvements. Such cutting-
edge developments, though, suggest the high
level of technical prowess landscape contrac-
torsare quickly rushing toward, he suggested.
And providers of those technologies are scram-
bling to claim their place in the market.

EASE OF USE. Ycr amid all the embel-
lishments — current and future — Haugen
stressed another point of primary impor-
tance: user friendliness. “Your software can
do everything in the world, butifit’s not easy
to use, it can't do anything for you," he said.

To facilitate the use of design software,
manufacturers craft products for accessibility
to both the experienced landscape architect
and the new designer.

“Tobe honest, no one uses about 25 t0 30
percent of CAD functions,” Haugen said.
“We're pretty much putting the focus on easy
site planning with modular planting and
installation. All you need to know are the

www.lawnandlandscape.com
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basics of CAD, really.” The rest, he said, is
pretty much drag-and-drop.

Software companies also are supplying
instructional videos and technical support
via phone or e-mail as well as real-time train-
ing opportunities, Lord said.

INVESTMENT INSIGHTS. Though
prices do fluctuate from year to year with new
upgrades and extended features, the general
price range for a professional landscape de-
sign software package lies between $1,000
and $3,000 based on features, said Ryan
Sutton, Drafix director of sales and market-
ing. Contractors should be careful in select-
ing those packages that serve their specific
needs, he added.

Jeremy Eck, president, Spruce It Up,
Springfield, TIL., speculated that one of the
greatest deterrents to contractors making the
conversion from pen-and-ink drafting to elec-
tronic is cost, but he reminded that some
software manufacturers offer package deals

and discounts to some purchasers based on
their user profiles. A current landscape man-
agement student at Ozarks Technical Com-
munity College, Eck acquired his company’s
designware at a discounted price, he said.
To further curb costs, some applications
are available in standard form with “lite”
versions and periodic upgrades available at
fractional costs. Other software is available in
wholly customizable modular packages, with
users able to piece together only those appli-
cation components that they will need.
“Pick-and-choose” packages are handy
for design/build companies that rely on one
software feature but generally forego another,
Haugen said. Eck, for example, reported that
while he heavily uses his software’s 2-D
photorealistic image function to prepare pre-
sentations for clients, he generally still opts to
hand-draw actual working blueprints. A more
customizable selection of components may
be a cost-effective future option, he said.
Still, contractors who've moved to soft-

ware-based design seem content in their re-
turn on investment. “I initially thought that
the price of software just wasn’t worth it,”
said Eck, who made the switch just last year.
“But after using it, I can see that it’s greatly
grown my business.” Clients, he said, seem to
appreciate the professionalism of a contrac-
tor who is aware of technology and shows
some prowess with it. That edge is difficult to
put a price on.

Walter agrees. “When personal comput-
ers first came out, [ was doing about $250,000
in annual work,” he said. “That increased to
$500,000 when T started using software to
help in design. With advances in technology,
I'm now easily at $1 million. If I can double,
then quadruple my sales like that, I'd be
happy to invest a good $50,000 in software a
year, let alone $1,300.”

The author is Associate Editor of Lawn &
Landscape magazine and can be reached at
ewilson@lawnandlandscape.com.
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Contractors find software applications
are reliable friends in setting job price tags.

by Enloe Wilson

Ask any contractor: Pricing a job 1s not exactly the most gratifying
part of the business. Chances are few people equate the thrill of
setting in place a living, thriving greenscape with the drudgery of
calculating sub-assemblies, raxables and overhead. Still, the esti-
mating step is necessary, truly being the stage at which one makes
or breaks the profitability of a contract

Luckily, where contractors once spent hours upon hours
manually placing a value on each element of a job, software now
exists to aid in the process, .md L.lk!\ new genceranon ol lhnw

applications brings heightened case to the estimaror’s rask

HOW WELL DOES IT KNOW YOU? |or years,

estimators made due with a generic software applications ro aid
in the estimating process. Spreadsheets, run-of-the-mill word
processors and any number of accounting packages managed
everything from invoices to financial formulas. Yer albeit
sufficient, few users considered the options ideal, offering lictle
in the way of industry-specific support or integration from one
set of information to the next. Green industry-specific soft-
ware presented a solution

F'odd Coleman, controller, Bonick Landscaping, Dallas,

['exas, said his company has utilized industry-specific estimat-

ing software ftor about 10 years, opting against the generic
method.” because of a need for added funcrionalicy

He cited the popular sub-assembly funcrion, which enables
the calculation of grouped costs at a keystroke, as one of the key
features that sold him on his current software package. “We've
predetermined what labor, parts, time, unit quantities and
margins are necessary for many given jobs, and sub-assemblies
help 1o rid the repetition of entering those fields over and
over,” Coleman said

William Akehurst. vice president. Akehurst Landscape
Service, Joppa, Md., mentioned anorther favorite. "A major
plus is the ability to utilize downloadable vendor informarion
and integrate it into [our sofrware darabase] for immediare
prang Ilp;hhi\' ,HH! mycntory intormanon

Akehurst recalled the dark days of logging supplier unit

prices by hand. The whole affair greadly slowed the bidding
process, he said - a crippling handicap in the cur-throar race ro
secure a job. Now, with software that can accommodate an
clectronic download of the latest vendor pricing and parts
availability — updared yearly, monthly, even weekly in some
cases — bidding rime has decreased to minutes, and in real
time, on-the-spot inventory logging allows estimares to be
made on-site without a trip to the office

With such functions, industry-specific estimating software
offers a familiarity with the contracting business that users find
invaluable, said Nannertte Fohs, vice president, Include Software,
Glen Burnie, Md. She mentioned other fearures — like compatibil
ity with design programs for instant costing, and relevant job
calculation varables, like yard square footage and ground slope

that bring added value to some applications

One of the more cunous new software teatures, “hidden
item functions, enable users o calculare and re-distribute the
cost of some job components that a potential client mighe
question. Dave Tucker, president, Clip Sofoware, ljamsville,
Md., pointed our, “If you have certamn travel expenses, or a
particularly difficult customer, for instance, the hidden func

tion allows you to take those added costs and redistribute them
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evenly among other factors like man-hours
without the client knowing.”

Always on the minds of competitive soft-
ware designers, these pricing features vie for
contractors’ attention by delivering state-of-
the-art pricing control.

While cutting-edge new functions are
pointed ar delivering maximum estimating con-
trol, other operations are geared toward aiding
theentire job cycle, Tuckersaid, explaining that
all the phases go hand-in-hand.

“Too often, initial estimaring is done and

no efficienciesare setand monitored,” Tucker

suggested. “But the most important part of

pricing a job is checking afterwards to see if
you've done what you thought you were
going to do.” To that end, a good estimating
application should actually follow a contrac-
tor throughout the circular job process, from
initial pricing, through the proposal stage,
job ordering, invoicing, post-job cost recap-
ping and back to initial estimating for the

next job, he held.

HOW WELL DO YOU KNOW IT?
Paul Jackson, president, Alocet, Toronto, sug-
gested that equally important to the familiarity
software has with the nuances of a user’s busi-
ness is the familiarity a user has with the soft-
ware. Under that notion, he mentioned pro-
spective buyers might consider not torally
abandoning their trusty, old genericaccount
ing applications, but simply adding compo-
nents to them to personalize their use.
Some manufacturers offer add-on modules
with features relevant o landscape contractors
Because they work in conjunction with existing
software, Jackson said the corrollary modules
enable users to benefir from industry-specific
features while maintaining familiarity — and
therefore efficiencies — with older applications
“The problem is the old accounting sys
tems are often incompatible wich the newer,
industry-specific software,” Jackson said. This
glitch means added time and headaches up-
dating data in both programs to match one

another. Modular add-ons to existing ac-

counting software can enable users to imme-
diately flow existing information from one
operation to the next, he said.

As with any purchase, Jackson stressed
the need for product research, mentioning
that a company should ultimately use the
solution that feels most comfortable,

With a litany of tutorials, classes and
technical supports, manufacturers are ensur-
ing that users don't have to be technological
geniuses 1o benefit from their products, “bur
[contractors| do have to understand business
principles and what software can offer to
fulfill them,” Fohs said. “In the end, [they]
have to bend software to their company’s

structure, not the other way around.”

The author is Associate Editor of Lawn &
Landscape magazine and can be reached at

ewilson@lawnandlandscape.com.
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Digital
cameras
gain ground
as valuable
tools to
landscape

contractors.

By Enloe
Wilson

So maybe the average contractor is no Ansel Adams, but
increasing numbers of design/build landscape contractors are
finding that digital cameras are indispensable tools in trumpet-
ing and improving their services to new and existing clients.

Since the first commercial digital camera surfaced in
1991 to the tune of $20,000, according to the Consumer
Electronics Association, the latest breed of digital camera
arrives at a significantly friendlier cost and with lots more
bells and whistles. And while some contractors are a little
shy to jump on the digital bandwagon, others couldn’t be
more thrilled to point and shoot.

DIVERSE USES. \Wc¢ went o digital cameras about

two years ago, and it's been great,” said Terry Wallace, chief

executive officer and marketing director, Wallace Land-

scape Associates, Kennett Square, Pa. “The convenience of

filmless imagery has helped so much with time and money
saved not having to constantly drive to drop off film for
developing, for example.”

Wallace's company, which operates with two cameras,
divides their use between initial jobsite phoros and later
snapshots of ongoing work.

The former serves to ease the estimating and planning
of a project, Wallace explained. “When surveyors go out
and measure and inspect a grounds for the first time, they'll
snap photos that designers will later refer to for things like
landscape specifications.”

The latter offers a graphical detail of the landscaping
process for later maintenance reference and a source for
portfolio picces for sclling new jobs.

The mix works well, shared Wallace, with crisp, color-
ful photos availing personnel a new tool to sell the company's
professionalism. And given their broad uses, conveniences
and minimal instruction requirements, digital cameras are

well worth the investment, she said.
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“They are simple to use,” agreed Stephen Corrigan,

president, Mountain View Landscapes, Chicopee, Mass.,
adding thar the new software available to treat photos for
a number of purposes helps improve a digital camera’s
cost-effectiveness. Corrigan, who also employs digital cam-
eras both to estimate and chronicle ongoing work for
reference and marketing purposes, uses his company's
photos to prepare electronic slideshows for prospective
clients. In addition to being a cost-effective and aestheti-
cally appealing way to display work and complement
printed materials, the use of the new technology bolsters
the company's image, he suggested, setting them some-
whar apart from competition in the minds of prospective
clients,

Digital cameras are also handy in retaining happy
clients after the sale. Commercial enhancement specialist
Perco, New Haven, Conn., has counted digital cameras
among the most used rools in its maintenance arsenal for
about 18 months, said President Paul Perotri. The tech-
nology, remarkably helpful in client rerention, offers a
number of superior benefits to past measures, he said.

With administration and work crews housed in separate
locations, “we started using digital cameras initially as a means
to communicate better about existing jobs,” he reported.
“Often, there needs to be constant communication between
aforeman and account manager, and sometimes it would take
quite a while o have messages relayed between the owo.”

In the past, Perco employed hand-drawn or repro-
duced blueprint laminates of job sites thar were exchanged
via mail, Perotti said. That traditional strategy, while it
worked fairly well, had its drawbacks — mailing, and then
awaiting a respanse in hopes of not having to mail further
correspondence, for example.

“Now, if there isa problem ata property such as a nutrient

deficiency,” he communicated, “the foreman can take a

www.lawnandlandscape.com
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picture and e-mail it to their account manager,
and the problem can often be solved before the
client even notices

I'he speedy exchange of real images also

bolsters the efficiency of communication in
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other ways, Perotri said. Personnel no longer
have to contend with poorly rendered or ill

interpreted drawings, he explained, so quick
understanding and input is easier to come by

What's more, a photo enables crews to bypass
communication glitches between English

and Spanish-speaking workers.

Perorti added that although the latest dip
in the economy sees Perco utilizing its digital
imagery technology most prominently to push
retention of current clients through mainte
nance and enhancement, his company does
make some use of the cameras for other
purposes ~including some fun ways to simul
taneously boost corporate image and morale

“We like to use photos on our Web site and
for our scrapbook,” Perotti said. “We started a
quarterly photo contest to see who can come up
with the best picture —we give out a $100 prize

and some of the results have been great.”

By using employee-snapped images on its
Web site, Perco produces friendly competi
tion while reserving the services of their more
expensive professional photographer for larger
bids and presentational projects.

Perotti said another use for digital cam
eras is displaying electronic photos of good
and bad work during training sessions — and
new uses are always surfacing. “This year,” he
mentioned, “we'll implement feedback re
ports to clients with ‘before-and-after’ shots
uf.‘lllh sites to show the Progress we ve madc
I'he graphic reports, which will be e-mailed
to clients, will allowa more contrasting glance
at the resules of work than real-time, and will
be accompanied with written or drawn fu

ture enhancement suggest 1ons.

ON TECHNOLOGY. As developments

progress, new iterations of digital cameras are
appearing more affordable, adorned with more
attractive featuresand increasingly user-friendly.
A veteran user of the digital camera, having
stocked them among his cache since 1996,
Corrigan predicted such new developmentswill
win over more landscape contractors. He ad-
vised new buyers to be aware of the functions
and features they'll most need from a camera.

One major point: “Make sure your cam-
era has a large-enough memory,” he advised.

Our first camera could hold only 12 to 20
photos at a time. To clear space, you'd have
to download them or completely delete them
and start over.” A newer camera owned by
Mountain View Landscapes holds up to 80
pictures or 15 seconds of video - also useful
for presentation purposes, he said.

Orther frills new buyers might look for to
maximize their camera’s use include high
image resolution, digital zoom, a recharge
able power source and broad software com
patibility, added Perotti

Just over a decade after its release in the
commercial market, the digital camera has trans-
formed from the one-trick toy of the discrimi
nating — not to mention well-heeled ~ photo
elite to a broad-based and versatile rool of the
increasingly techno-savvy public. And, as with
the Palm Pilot, members of the green industry
ire among those welcoming its use — gradually,

yet certainly, and with satisfying results.  [{

The author is Associate Editor of Lawn &
Landscape magazine and can be reached at

ewilson@launandlandsc ape.com
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Windows

Windows

Windows 95, 98, 2000, NT, XP, Terminal Server

Windows

Windows

Windows

Windows, Moc

Windows

Unix, Windows 95, 98, NT, exc
Unix, Windows 95, 96, NT, ekc.
Unix, Windows 95, 98, T, efc
Unix, Windows 95, 98, NT, efc.
Unix, Windows 95, 98, NT, ek
Windows

Windows

Windows 98, 2000, NT
Windows

Windaws 95, 98, 2000, ME, NT, XP

Windows

Windows

Windows 3.1 or higher
Windows 3.1 or highes
Windows 3.1 o higher
Windows 3.1 or higher
Windows 3.1 or higher
Windows 98, 2000, XP
Windows

Windows

Windows

Windows

Windows 98, 2000, ME, NT, XP
Windows

Windows

Tracks ond manages plont and hardscape maintenance

Utilizes satellte technology to monitor movements of your mobile fleet
Scheduling, payroll, tres tech support, free updates

Mapging, barcoding, link to QuickBooks and MS MapPaint, networkable
Links to QuickBooks

(omplete office manogement from initiol phane contoct to history onalysis
Complete office management, Spanish tromslotor, links 1o QuickBooks
Utifizes military satellte technology 1o manitor fleet movement

Uses customer info from QuickBooks

Links 1o QuickBooks

Links to QuickBooks, Peochiree, Great Plains
Stand-alone softwore — do ot need (LIP to use it
Interiorscape module

(hemicol trodking, invoice e-mailing, links fo QuickBooks
Inchudes o lighting opplication

(ustomer, sie, finenciol and operationol manogement

Bectronic resources for these who prepare ond specly irigation systems
Automatically colculates irrigation system design copacity, working pressare
Fully integrated, contact manogement

Plaat datobose of more thon 9,000 plents

Vehicle trocking system, links 1o MS MapPoint, ArcYiew GIS, ESRI

Parsonal saftware

Pocket P( for wireless imaging ond communication
Integroted customer database, scheduling, links 1o MS Office

Fully integrated Windows pockage

Includes imaging with Photascapes, woter monogement with lrricol
2dimensional (AD

2-dimensional (AD, water management

Water manogement
Offers 100-percent synchronizable datobase

Overheod budgeting software

Shows user how o landscape will look with Vista low-voltage lighting
Includes plont ond hardscape ibrary, plont core and selector, ond troining (D
Wireless cellolor time trocking

Wireless equipment trocking

438NN 3NOHd

800/622-2562
800/279-0035
800/586-4683
877/529-6659
B77/529-6459
203/226-4335
800/492-7267
800/779-1905
800/635-8485
800/635-8485
800/635-8485
800/635-8485
800/635-8485
800/350-3534
847/382-2326
631/654-1600
888/606-5150
800/231-8574
800/678-6565
800/321-1362
800/710-1900
800/710-1900
800/733-2823
800/733-2823
800/475-0311
B47/913-1414
405/841-2020
800/762-0301
410/290.5114
B18/889-1361
317/585-6100
37/585-6100
317/585-6100
317/585-6100
317/585-6100
847/208-0788
614/436-9066
800/452-2342
800/382-4009
B00/422-7478
B00/543-7249
450/670-7070
281/463-8804
81/463-8804
281/463-8604
281/463-8804
281/463-8804
800/933-1955
800/626-7247
888/590-1696
303/697-6467
800/766-8478
330/665-9080
519/570-3225
519/570-3225

www.ourting com

www odvontrock com
www.adkod com

wiw aloce! com

www gloce! com
ww.arborcomputer com
www atborsoftworx com
www mobiletimedock (om
www dip.com
www.tlip.com

www clip.com

www dlip.com

www.dip com
WWW.COMPUSLpEs (om
www dotescopelk com
www designimoginggroup com
www.gopher 2003 com
www prolandscope com
www 2oglepoint (om

www fm-pgspec om
www gordengrophics.com
www gordengraphics. tom
www hunterindustries.com
www hunterindustries com
www include com

www landprosystems. com
www.locarfe.com

www rootepoint com

www nemetschek net
www gopsl.com

www phoenyx biz

www phoenyx biz

www phoenyx biz
ww_phoenyx biz

www phoenyx biz

www phototrekwirelessimoging com

www theservicesolution.com
wnw questsalutions com
Www.Ingsigns. com

www reolgreen.com

www shicaplus.com
wwwsoft34.com

www raincod.com

warw 1inod com
www_rainced (om

www raincod com

www roinced com

www turfiree.com

www udsgis.com
www.comelotsoftwore com
ww.vanderkooi.com
www.vistopro.com

www visvalimpactimaging. com
www wiredtime.com

www wiredtime com
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http://www.acrtinc.com
http://www.advantrack.com
http://www.adkad.com
http://www.alocet.com
http://www.alocet.com
http://www.arborcomputer.com
http://www.orborsoftworx
http://www.mobiletimeclock.com
http://www.dip.com
http://www.dip.com
http://www.dip.com
http://www.dip.com
http://www.dip.com
http://www.compuscapes
http://www.dotoscopellc
http://www.designimogmggroup.com
http://www.gopher2003
http://www.prolandscope
http://www.eaglepoint
http://www.fmc-opgspec
http://www.gardengraphics.com
http://www.gardengraphics.com
http://www.hunterindustries.com
http://www.hunterindustries.com
http://www.indude.com
http://www.landprosystems.com
http://www.locarta.com
http://www.routepoint.com
http://www.nemetschek.net
http://www.gopst.com
http://www.phoenyx.biz
http://www.phoenyx.biz
http://www.phoenyx.biz
http://www.phoenyx.biz
http://www.phoenyx.biz
http://www.phototrekwirelessimaging.com
http://www.theservicesolution.com
http://www.questsolutions.com
http://www.rndsigns.com
http://www.reolgreen.com
http://www.sliceplus.com
http://www.soft3d.com
http://www.raincod.com
http://www.rainad.com
http://www.raincad.com
http://www.raincad.com
http://www.raincad.com
http://www.turftree.com
http://www.udsgis.com
http://www.camelotsoftware.com
http://www.vanderkooi.com
http://www.vistapro.com
http://www.visualimpoctimoging.com
http://www.wiredtime.com
http://www.wiredtime.com

HOW WE DO IT
CIDO-ROM

PRESEN

Three years ago we wanted to differentiate ourselves from our

competitors. A major part of our new approach entailed develop-
ing a cost-cffective, cutting-edge presentation collateral. We came
up with the idea of a CD-ROM slideshow presentation.

Having considered a traditional Web site, we decided that
while more than 99 percent of our target market has computer
access, their overall numbers were too small to render the measure
cost-cffective. We recognized the CD-ROM approach offered the
same benefits of a boundless electronic reach while being less
expensive to produce and maintain, and better suited to highly
targeted — and therefore more efficient ~ distribution. Other
advantages were varied:

* We could hand the CD-ROM out to potential clients at
meetings and other networking opportunities.

* Leaving the CD-ROM with prospective clients would enable
them to revisit information at their leisure and permit decision-
makers to review our marerial.

* Existing clients’ projects could circulate widely via the CD-
ROM, bolstering both the customer's pride and interest from
other potential clients.

Once we decided to go with the idea, we tackled logistics,
gathering a self-extracting slide show application (alleviating
clients’ needs to have similar applications present on their own
computers), a writable CD, a CD burner, a CD labeling ki,
quality packaging envelopes, a digital camera (we could also use a
high-quality scanner) and an extensive job photo portfolio.

We strung together seven specialized successions of photos —
for pavers, patios, steps, retaining walls, raised patios, driveways

CD:ROM
gAI.ES PRESENTATION TIPS

1. Use the CD-ROM as a joint business card/portfolio. Its technical merit
will impress potential clients and set you apart from competitors.

2. Show off clients’ jobs in the CD-ROM presentation and furnish each with

a copy. They often will recirculate it, increasing your visibility and theirs.

3. Include your logo and contact information on each slide.
4. Create several specialized slideshows to highlight specific services.

5. Take full advantage of music, catchy graphics and new technologies to
maximize impact.
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and “before-and-after” shots. And ro drive home the necessary
“wow" factor of our presentation, we added background music.

Finally, we included our company logo and phone number on
each slide and set them for viewing increments of approximarely
four seconds, which we learned was the necessary time to feed a
viewer's recall memory.

Costs for the project are minimal, with the greatest expenses
being a digital camera and CD burner. Fortunartely, we already
owned both, but grades of each now start at less than $100. A
camera is recommended over a scanner because many variables
involved in scanning photographs can negatively effect the
quality of an image. For a self-extracting slideshow, we use
software available online for less than $20, A 10-pack of
writable CDs costs a nominal $10, and a labeling kit retails for
about $20.

The project lends numerous opportunities to really “jazz up”
acompany’s profile. Aside from the slideshow itself, CDs are now
available in many different shapes, and a CD labeling kit allows
us to print whatever attractive graphics we want on our label.

A quality CD envelope, available in all types of materials and
sizes, completes the package. We use protective Tyvek ones with
windows, allowing clients to view the label.

We consider the CD-ROM an ever-evolving work in progress,
painlessly updating it once a year during winter months. Cur-
rently on version 3.0, our third year, I look back at the original
version and sce how far we already have progressed.

Clients whose projects make the disc for the first time
receive one in the mail, and we steer the presentations in the

direction we want the company to grow. Ifwe want to do
more raised patios, for example, we really feature and
highlight those jobs in our presentation. We have found
we really do sell what we show.

In all, after the initial material purchases, we can copy,
envelope and pass on our own digital presentation at any
given time for under $1 per unit — and the time to copy a
CD-ROM is all of about 2%2 minutes. The rool has been
instrumental in helping us conquer our initial goal - setting
ourselves apart from the competition. — Rex Mann

The author is special projects manager, Pasco Stoneworks

& Design, Flagstaff, Ariz., and can be contacted at
928/774-6949.

www.lawnandlandscape.com
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A Picture Is Worth...

How much do idle crews cost you?

Get idle crews back to work
in minutes-even when you're
miles away.

PHOTOTREK "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

“Boss, we have “Roger, that. written instructions without
a problem...” Group them here...” budging one inch.
lell yvour crew to Mark right on the screen
' Review-Write=Send Back Advanced PHOTOTREK " wireless

technology puts picture-perfect job
site views in the palm of your hand!

.’ ! And with P< Digital Scribble you
can draw or write on the photo. Or use
< a blank page for drawing, planning,
sketching!
£ PHOTOTREK “the only wireless digital
/4 imaging software that allows you to
: ~ + efficiently shoot, review and send photos
- R with wireless ease, speed and P< Digital
A ; Scrivble .
- S TR
o View our website or call now for details.
1. P t at what y stio 1. Review remote site colc - . . .
g slasdigl gl o i = www.phototrekwirelessimaging.com
2. Click to take a photo 2. Write instructions on photo N 773.714.7919
3, Send via wireless module 3. Send back to creu ’
Yo
AP ST s e ey, S b s T Y e T0 i et Ao | v
5 TR L - e R o PITS J  L
G T LT s 0, PHOTOTREK
e . « e WIRI ! : MAGING
AL L 3 Badie SR SO
D pe s ‘ TRL e ¢ L 2T AT e I o L Poser Systems, Inc
s, - 5 N = ;44 ~ g iyl ', S o "'. v J v Presidents Plaza O'Hare
S ~ e SO0 e A < I - v |8 8700 West Bryn Mawr, Suite 800-S
“SY =MS: . '«".“; . Chicago,IL 60631

R, Email-info@posersystems.com
R -

FMDLE g o T SR -

o RS USERRADER SERVICE #40%.  /73711.7919-FAX773.714.4910
o L L -
- e, X

<y we !
_ . -
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BEFORE ¢
QXPRESS

Your crews do an additional job for
a customer, They write a note about
Iton the back of their work sheet.
You don't ook there. Looks like
this one is FREE.

There was another post-it note here,

It fell off the board, stuck to

Jimmy's shoe and Is now outside

in the mud...No aeration for Mr. Jones.

Mrs. Smith has complained 3 times
about her grass being cut too short
Tomorrow she will complain again
Did anyboady read the ‘Complaints’
section?

Your crews leave for the day without
checking the "Rescheduled’ folder.
Oops, Maybe tomorrow.

ORGANIZE.

» AFTER
QXPRESS

DON'T AGONIZE.

b/ 4

QXpress is management software specifically designed to
work with QuickBooks®. QXpress gives QuickBooks users a
complete management system by adding scheduling, job
costing and batch invoicing capabilities to their existing
accounting software.

QXpress and QuickBooks share the same database. This
means that the first time you open QXpress, your customers,
employees, items and classes are already entered for you -
there is no data entry required. Therefore, QXpress can be
completely set-up to manage your company in a matter of
hours.

wias8B)

S04 AW Cgurame s\ conme et

I3 MANAGEMENT SOFTWARE DESIGNED FOR QUICKBQOKS.

QXpress' integration with QuickBooks also eliminates
double-entry of information. When you enter new
customers, invoices or job cost information into QXpress, the
same information is automatically updated in QuickBooks.

QXpress will provide your company with the added
automation and organization that you need to be more
efficient and, therefore, more profitable. By creating your
daily work lists, providing you with better profitability analysis
tools and reducing invoicing time by up to 80%, QXpressis a
must-have for companies interested in improving their
bottom-line.

Organize. Don't agonize. Get QXpress today!

For more information visit www.qgxpress.com or call 1.877.529.6659.

USE READER SERVICE #408
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SnowEx
Receiver Mount

* New receiver mount for SnowEx’s 1075
Pivot Pro tailgate spreader

* Provides a quick, easy-to-use
attachment option

¢ Designed to mount on a class III

receiver hitch

* Bolts onto bumper, requiring no holes to
be drilled into truck bed or tailgate

* Reduces wear and tear on the

receiving vehicle

* Two pins positioned on each side of the
receiver mount for spreader stability

* Tailgate spreader can hold up to 10.75 cu-
bic feet of material

Circle 222 on reader service form

WeatherMiser Rain
Sensor Device

* Detects an increase in relative humidity,
which typically precedes a rainfall

¢ Attachs to the irrigation controller to keep
it from turning on the sprinklers until the
humidity drops back below the trigger level
* Employs a temperature sensor, which
works with the humidity sensor to disen-
gage the sprinklers when the dew point or
near-freezing temperatures are reached
Circle 223 on reader service form

PowerTrac
Power Dumper
Attachment

* Connects to tractor for easy trans-
portation of materials to job sites

¢ Contains mounting brackets to store
buckets while moving trailer

¢ Features release bar and manual re-
lease lever for easy unloading

Circle 225 on reader service form

Sno-Way Skid-
Steer Plow

* Predator straight-blade plow designed
for skid-steer loaders

* Available for a variety of small (with 50
hp or less) and large (with 110 hp) skid-
steer loaders

¢ Plow widths from 6 to 10 feet

* Blade height up to 32 inches

¢ High-strength steel components

¢ Lexan or steel moldboards are replace-
able and interchangeable

¢ Equipped with robust, control-released
springs for safe blade-tripping action

¢ Flex-force frame design

Circle 226 on reader service form

Wright

Sulky Mower

* New Velke Mower can be op-
erated as a walk-behind for
tight spaces or paired with
Velke Pro-1 or X-2 sulkies

¢ Engineered to use company’s Grass Gobbler, Grass Gobbler Turbo 10 and

Leaf Gobbler catchers

* Easy-to-operate control handles
¢ 36-inch and 48-inch decks
Circle 224 on reader service form

Copper Tiki
Pathlight

* Low-voltage landscape lighting

¢ Unique design is hand spun from heavy

gauge copper

¢ Individually crafted with clean lines

¢ Underside is coated white for

superior reflection

¢ For use with: Bi-Pin, 10-, 20- or

35-watt bulbs

¢ Solid copper stem with super stake and
connector included

* Lifetime warranty

Circle 227 on reader service form

ArborGold
Software 11.0

* Manages customers from initial phone
call to creating a proposal, scheduling, in-
voicing and receiving payments

* Features phone-messaging center and ap-

pointment scheduler

* Includes built-in landscape

CAD designer

* New e-mail features allow communica-
tion instantly with all customers

* Optional QuickBooks posting

¢ 100-percent synchronizable database ver-

sion for laptops and handheld PCs

¢ Includes basics of auto-scheduling, rout-

ing and mapping with MapPoint

¢ Includes features for job costing and
chemical usage reports

Circle 228 on reader service form

LAwN & LANDSCAPE

www.lawnandlandscape.com

FEBRUARY 2003

153


http://www.lawnandlaitdi

TO INQUIRE ABOUT OUR ADVERTISERS’ PRODUCTS,

PLEASE TURN TO PAGE 127.

COMPANY NAME WEB ADDRESS PG# RS#
Absolute Innovations 88 70
AGCO 27 24
AM Leoniia it s s www.amleo.com 74 57
B. & D.A. Weisburger
INSULANCE ... cimonmrts www.weisburger.com 50 29
Backsaver Tailgate Asst. R 27
Ballard Equipment ... WWWw.ez-gate.com 98 81
Bandit Industries ... www.banditchippers.com 65 48
BASF. .. www.turffacts.com 3 11
Bayer Environmental Science .... www.bayerchipco.com ... 10-11*
Bobcat ... .. www.bobcat.com 77 60
C&S Turf Care .. www.csturfequip.com 2 29
Caterpillar ..... .. www.caterpillar.com 115* 9%
CDS-John Blue ... .. www.cds-johnblue.com 84 106
CE Attachments . e WWW.cEattach.com 9 15
Chuck Smith’s Log Mauler ........ www.logmauler.com 78 61
Classen...... .. www.classen-mfg.com 64 47
CLC Labs 3 28
Combined Manufacturing ....... www.spreaddmower.com 74 58
Concrete Edge ........ .. Www.concreteedge.com 119 100
Daimler Chrysler .. www.dodge.com ...
Dixie Chopper ... .. www.dixiechopper.com 113 93
Dow AgroSciences . .. www.dowagro.com/ turf oo L0O0F
5 A W .. www.drafix.com 33-40 113
Easy Lawn. .. www.easylawn.com 9 14
www.echo-usa.com 69 51
Encore Www.encoreequipment.com 75 5
Excel/Hustler ... www.excelhustler.com 15 17
Exmark www.exmark.com 103 88
Fabriscape . www.fabriscape.com 78 62
Finn Corp. ...... www.finncorp.com 4 30
Flail-Master ... www.flailmaster.com 26 2
2GMC/Sierra WWWSTEEONTILA L S i 80-81
Grasshopper www.grasshoppermower.com 92-93 74
Great Dane www.greatdanemowers.com 121 101
Gregson-Clark.... www.gregsonclark.com 135 67
Hunter www.hunterindustries.com 87 69
Husqvarna www.husqvarna.com 30-31 26
www.trainwithvideos.com 26 23
John Deere Commercial . www.johndeere.com 45 31
John Deere Construction ........... www.skidsteer.com 67 49
208 0 B et e it Www.jrcoinc.com 9% 7
Kawasaki ......... 2 S0 00000LS www.kawpower.com 163 110
Kelley Trucks 115 9%
K&L Industries 64 46
Landscapers Supply ... www.landscapersupply.com 62 43
Lawn Power &
T e www.brandtekus.com 91 73
Lebanon Turf Products ... www.lebturf.com 56399 12,45,82
www.lesco.com 56 39
LR Nelson ... b2 228 www.Imnelson.com 114 94
LT Rich Products 134 104
Marcus Drake Consultants 20 21
Mamsan Tutt -t o dwerivnmsprioss www.marsanturf.com 62 4
Middle Georgia Freightliner ... www.middlegafreightliner.com ............. e 37
7T A S SR www.monsanto.com 21-4 114
Morbark www.morbark.com 116 97
Mulch Mule www.mulchmule.com 84 107
NEBS ... BEARL S2TNT0R www.nebs.com 83 66

COMPANY NAME WEB ADDRESS PG# RS#
Oldham Chemical ... www.oldhamchem.com 8 65
Oregon Outdoor

Power Equipment Parts ...... www.oregonoep.com 97
Pace American 110 91
Pave Feeh s s e www.pavetech.com 61 1)
PBI Gordon www.weedalert.com 25,60 64,41
Perma Green Supreme ... www.ride-onspreader.com 79 63
Pinehall Brick .... www.pinehallbrick.com 9% 76
Plantfind.com.... www.plantfind.com 117 98
Polaris www.polarisindustries.com 19 2
Practical Solutions www.theservicesolution.com 9% 78
PRO-Equipment ........cvvsvsens www.proequipment.com 9% 77
Profile 7 13
Ramrod Equipment ... www.ramrodequip.com 68 50
Rawson Screens WWW.rawsonscreens.com 100 83
RND Signs ... www.rndsigns.com 100,134 84,105
Riverdale www.riverdalecc.com 53,111 36,92
RotaDairon ... www.mge-dairon.com n 54

www.rootsinc.com 73 56

Scag WWW.Scag.com 59 40
Shindaiwa www.shindaiwa.com 101 85
SNG Equipment .... WWWw.gosng.com 102 86
Stihl . .. www.stihlusa.com 17 18
Syngenta Professional

Productions www.syngentaprofessionalproducts.com ....... 47 ..vevemsssssie 2
Textron Golf, Turf

& Specialty Products ........... www.textronturf.com 71 53
Toro Irrigation ...uuuusmmsiunss www.toro.com 130-131 102,103
Toro Landscape Contractor

Equipment www.toro.com 2 10
Toro Sitework Systems ............ WWW.toro.com 85 68
Tréegator .L1.2 b .. Www.treegator.com 70
Tree Tech Microinjection .......... www.treetech.net 91 n
Triple D ..o .. www.tripled-enterprises.com n 5
Tuflex ... .. www.tuflexmfg.com 118 9
Turfco... www.turfco.com 109 9%
UnicoSpray Products ............. WWW.unicospray.com 52 35
United Horticultural Supply ... www.uhsonline.com 95 75
US. Lawns www.uslawns.com 55 38
Vitamin Institute www.superthrive.com 164 111
Walker ... www.walkermowers.com 51 34
Weed Man www.weed-man.com 102 87
Wells Cargo .. www.wellscargo.com 136 109
Westheffer www.westheffer.com 136 108
Wright Mfg. . .. WWW.wrightmfg.com 18 19
Yazoo-Kees ... .. WWW.yazookees.com 89 71
TECHNOLOGY BUYERS’ GUIDE
Adkad Technologies . .. www.adkad.com Til 405
Alocet .. www.alocet.com T16 408
Include..... .. www.include.com T3 401
Nemetschek .. www.nemetschek.net T5 402
Poser Systems WWW.posersystems.com T15 407
Real Green Systems ... WWW.realgreen.com 17 403
Sensible Software .. ... WWW.clip.com T2 400
Tree Management . www.turftree.com Ti1 406
Visul Impact o s www.visualimpactimaging.com ............. et i 404

*Denotes regional advertising. This listing is provided as a courtesy to Lawn & Landscape

advertisers.
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Rates

All classified advertising is $1 per word. For box
numbers, add $1.50 plus six words. Classified display
ads $115.00 per column inch, Standard 2-color avail-
able on classified display ads at $175.00 additional. All
classified ads must be received by the publisher before
the first of the month preceding publication and be
accompanied by check or money order covering full
payment. Submit ads to: Lawm & Landscape, 4012 Bridge
Ave., Cleveland, Ohio 44113, Fax: 216/961-0364.

SELLING YOUR BUSINESS?

FREE NO BROKER
APPRAISAL FEES

Professional Business Consultants

Businesg
& &

g
DU

Merger & Acquisition Specialists

O
g
£

a

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

M

TURBO TURF

HYDRO SEEDING SYSTEMS

TURBO TECHNOLOGIES, INC

1500 First Ave Beaver Falls, PA 15010

1-800-822-3437
WWW.TURBOTURF.COM

CONKLIN PROD

OPPORTUNITY!
Use /market, new technology liquid slow-release
fertilizer and micro-nutrients
BUY DIRECT FROM MAN

FACTURER

FREE Catalog - 800/832-9635
Email: kmfranke@hutchel.net
www.frankemarketing.com

Fermoomms - SRS
Back-Yard Putting Greens
Synthetic putting greens are the fastest growing

segment of the $20 Billion a vear goll industry

" Reasons to call us:

Huge Profit Center

waines FREE VIDEO

Carry NO Toventon

Excellent Add-On Service

Residential & Commercial
* | tilize Existing Equipment

Buy Manufacturer Direst
Many Extras

800-334-9003
www.allprogreens.com

BUSINESS OPPORTUNITY

Looking

for a job?
Great. We'll start
you at CEO.

BIDDING FOR PROFIT

PROFITS UNLIMITED
Seminars & Consulting
“Your Key to Success”

BIDDING & CONTRACTS ($47.95)
CONTRACTS & GOALS ($39.95)
MARKETING & ADVERTISING ($39.95)
LETTERS FOR SUCCESS ($29.95)
DE-ICING & SNOW REMOVAL ($39.95)
ESTIMATING GUIDE ($34.95)
SELLING & REFERRALS ($44.95)
TELEPHONE TECHNIQUES ($24.95)

BUY FOUR OR MORE AND SAVE

You can see a full explanation of these manuals on

our Web site. The techniques shared in these

manuals are being used by hundreds of your peers

throughout the United States and Canada.

Waynes Lawn Service was recently rated one of

the top 10 lawn companies in the United States.
Profits Unlimited

800/845-0499 T

\\'\\'w.pmtitsnruus.rum %

Visa, MasterCard,
Discover, American Express

[ired of struggling in the
landscape industry? We'll give
you a promotion. Call us
today and learn how to start

your very own franchise.

=
U.S. LAWNS
BUSINESS OPPORTUNITY

“ www.GreenindustryYellowPages.com.
g | Find it. Be found.. 3 Hut s 510

INDEPENDENT SALES REPS - 24l 11, 211

Looking for a new line?

Go to
www.giyp.com/newline

LET THE GOVERNMENT FINANCE your
small business. Grants/loans to $2,200,000.
(www.usgovenmentinformation.com)
Free recorded message: 707 / 448-0270. (NKS8)
Sell to your
existing customers!

LawN & LANDSCAPE
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BUSINESS OPPORTUNITY

Attention: Lawn & Landscape Professionals

Two established product lines now available
with exclusive territories. Offer FREEDOM
FENCE™ & DRIVEWAY ALERT™ to all your
customers and watch your bottom line soar!!
Call us today at 800-828-9089. Made in the USA

BILINGUAL PRODUCTS

Bi-Lingual Lawn & Landscape
raining Products

Translation Training Audio Tapes

(Spanish to English)

These audio tapes will teach, translate and

pronounce
commonly used words and short sentences.
They will greatly improve your employees

knowledge, work and
communication skills.

Professional Training Guides
(English & Spanish)
Easy to read step
by step training literature that will
improve the knowledge and work
skills of all you employees

FOR MORE INFO & TO ORDER
VISIT US TODAY @

www.InfoExchangeonline.com

COMMERCIAL

LANDSCAPE MAINTENANCE
Commercial landscape maintenance business
includes tree trimming and installation. Orange
County California. Established 20 years, $5.5
million annual sales, 2.7M or equity partner.

Great opportunity for out of state company to
expand into Southern California. 714 /401-9128.

BUSINESS FOR SALE
LONG ESTABLISHED NURSERY IN
AFFLUENT COMMUNITY

Features Include:
Approximately six acres with
* Building & Facilities
* Nursery Equipment
¢ Shade Houses
* Wholesale Annuals/Flowers Nursery
* Contract Growers
Asking $695,000
Please reply to e-mail:
jschwiering@norrisandcompany.net

LANDSCAPE
CONSTRUCTION COMPANY

Well Established 20-year Landscape Company
Boston, Massachusetts Area.
Annual valume $3.0 million PLUS!
Company breakdown:
e 70% Construction
. 2()"., Maintenance
* 10% Snow Operations
Well managed and organized operation with a
meticulous fleet. Will sell with or without the
real estate, which has all the necessary provisions
for repairs and parking,.
The 2002 backlog to date is over $1 Million!
Contact Winokur Associated
Mr. Bob Murray 508/747-6292 ext. 225
Cell: 508/241-1364

BUSINESS OPPORTUNITY

KEEPING LAWNS HEALTHY FOR LIFE,

The cure for
the common job.

PHYSICIAN

L AN BOCTOR

= Tremendous growth potential
- Proven support systems

- Affordable opportunity

- Spend time outdoors

- No experience necessary

FOR FREE FRANCHISE INFORMATION CALL
1.800.631.5660

BUSINESS FOR SALE

Top Landscape Development Business for sale
in New England, Excellent reputation with a
Well Established Customer Base. This is a per-
fect opportunity for any out-of-state firm look-
ing to make this market theirs. Proven systems
and staff in place. Please call: 617/623-6819.

BUSINESS FOR SALE

Lawn Maintenance. Well-established, small lawn
maintenance company located in Western Penn-
sylvania, south of Pittsburgh. Established 22
years. Grosses $50,000 a year. Asking $20,000
with equipment and accounts. Owner willing to
train or help part-time. Send reply to Lawn and
Landscape, 4012 Bridge Ave., Box 411, Cleve-
land, Ohio 44113,

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

BEAUTIFUL TREE FARM IN
NORTH FLORIDA

Includes:

* 10 acres prime location

» 11 varieties of Southern Magnolias

* $250,000 inventory

* $45,000 equipment

Turn key operation. Asking $215,000.
Contact for detail sheet.
Email: j22251@a0l.com
Phone: 352/528-3058

For Sale

LANDSCAPEDESIGNKITS
"W MM more. wl'nelh

Wwhd
£ }\'v‘,xnh
-

=y W

GL = (¥ Stamp sizes from 1/4° 1o 1 34",
T e 1 3 + 3875 4. VISA, MasieCard, &
'47:!:',-—-.»

e - NS B wook amnsm
\ »—

O | .’Fz- ) AMERICAN STAMP CO.
v 2290 Rising Rd. LL23, Wilton, CA 95683

FREE BROGHURE |
Local 916-687-7v02 TOLL FREE 877-687-7102

HYDROMULCHERS

Usedhydromulchers.com

HYDROSEEDING/
HYDROMULCHING
EQUIPMENT AND SUPPLIES

Hypro SeepinGg HELPER

Slicky Sticky.com
800/527-2304

HYDRO-MULCHING
MACHINERY

Hydro-Mulching Machinery
For Sod Quality Results
TurfMaker.com
800/551-2304
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GPS VEHICLE TRACKING

No Monthly Fees
Call 800/779-1905
www.mobiletimeclock.com

EQUIPMENT FOR SALE

v d 3

PINCHERS
* Lload and Unload
* Fastest 2" and up
Tree Planter Ever!
SKI LANDSCAPE

EQUIPME

I o

The Best
Watering

M

L= Machines g

tdnk -a-lot

DO 9UB-2657

www.tanks-a-lot.net

DISCOUNT SPRAYER P S

Discount Sprayer Parts
REPLACEMENT PARTS & PUMPS FOR:

+ FMC (John Bean) « Hypro «
« FE Myers « Udor -

« Comet and General Pumps «
Also Spraying Systems Tee-jer
and Albuz spray nozzles.
We have a complete line of
sprayer accessories such as
spray guns, hose & hose reels.

Call TOLL FREE 888/SPRAYER
for a free catalog.
E-mail: sprayerpts@bellsouth.net
Web site: SprayerPartsDepot.com

For sale, large whte pines 18-20 feet, 43-inch balls
located in northern Maryland. Please call 410-
357-5836.

Turf Tracker Fertilization Spray System
Original Owner
20-hp Kohler Engine
Mint Condition
Increase Your Daily Production $5,500
603/424-7817

Bark Blower, Finn Model 302, 215 hours, 140" 4”
hose, Kubota diesel power, excellent condition,
new October 1999, stored inside, located near
Cincinnati, $25,900, 513/ 317-8526, email pictures
available.

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.

25 used Professional Lawn Care Trucks, totally
equipped, in excellent condition!

Also Tuflex tanks, beds, hose reels,
Aerators, more
www.getgreenthumb.com / trucks.html
MUST SELL!

Or call Russell 214/458-7780, Dallas, TX

Help Wanted

0 o

\,;é}
L SO

Funny Car
Serious Franchise
800 458 3664
520977 5817
Truly@Truly Com

ﬁ-ﬁ—ir,—
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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, Fla. 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

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-
minded 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

EXCITING CAREER
OPPORTUNITIES FOR SERVICE

INDUSTRY MANAGERS

Come Join One of the
Largest Vegetation Management
Companies in North America

DeAngelo Brothers, Inc. is experiencing tremen-
dous growth throughout the United States and
Canada creating the following openings:
Division Managers
Branch Managers
We have immediate openings in the U.S.:
MO, GA, FL, LA, NC, SC, TX
We have immediate openings in various
Providences in Canada:

BRITISH COLUMBIA, ALBERTA &
SASKATCHEWAN

Responsible for managing day to day opera-
tions, including the supervision of field person-
nel. Business/ Horticultural degree desired with
a minimum of 2 years experience working in the
greens industry. Qualified applicants must have
proven leadership abilities, strong customer re-
lations and interpersonal skills. We offer excel-
lent salary, bonus and benefits packages, includ-
ing 401k and company paid medical coverage.

For career opportunity and confidential consid-
eration, send or fax resume, including geo-
graphic preferences and willingness to relocate
to: DeAngelo Brothers, Inc., Attention: Paul D.
DeAngelo, 100 North Conahan Drive, Hazleton,
Pa. 18201. Phone: 800/360-9333, Fax: 570/459-
2690. EOE/AAF, M/F/D/DV

BOZZIUTO LANDSCAPING COMPANY
Serving Maryland & Virginia

BLC is a stable, profitable, award winning
firm, seeking career minded individuals.

Positions Available in:
Field
Sales
Management
E-mail: tdavis@land.bozzuto.com
Web Site: www.bozzuto.com
Phone: 301/497-3900

JOBS IN HORTICULTURE

JOBS In Horticulture, Inc,
www.hortjobs.com
800 /428-2474
Fax: 800/884-5198

LAwWN & LANDSCAPE
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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. 111
brentr@rarlandscaping.com

EXCITING CAREER
OPPORTUNITIES FOR SERVICE

INDUSTRY MANAGERS

Come join one of the
largest Vegetation Management Companies
in the North America

DeAngelo Brothers Inc., is experiencing tremen-
dous growth throughout the United States and
Canada creating the following openings:

ROW Supervisors

We have immediate openings in:
Eastern US, Western Canada, MO, KS, CA,
Colorado and GA
Responsible for managing day to day opera-
tions, including the supervision of field person-
nel. Experience in Right of Way or land clear-
ing preferred. Must have the ability to make
sound operational decisions in a challenging en-
vironment. Qualified applicants must have
proven leadership abilities, strong customer re-
lations and interpersonal skills. We offer excel-
lent salary, incentive programs, bonus and ben-
efits packages, including 401K and company
paid medical coverage.

For career opportunities and confidential con-
sideration, send or fax resume, including geo-
graphic preferences and willingness to relocate
to: DeAngelo Brothers Inc., Attention: Paul D.
DeAngelo, 100 North Conahan Dr., Hazleton, PA
18201. Phone: 800-360-9333. Fax: 570-459-2690.

EOE/AAP M-F-D-DV

Piscataqua Landscaping has been landscaping
the Seacoast area of Southern Maine and NH
since 1979. We are looking for an experienced
horticulturist to manage an installation crew
doing all phases of landscape construction.
Must be able to read blueprints, run skid steer
loaders, communicate clearly with crew and cli-
ents. Hardscape experience a plus. Thisis a year
round position with benefits for the right per-
son. Fax resume to 207/439-6661 or email to

1er

—

GREAT CAREER TECHNICAL SERVICES IMMEDIATE MANAGEMENT
OPPORTUNITIES REPRESENTATIVE OPPORTUNITIES

JOIN A LEADER. Hunter Industries is a grow-
ing manufacturer of high quality irrigation prod-
ucts, located in North San Diego County, We
are seeking a Technical Services Representative,
This individual responds to all incoming irriga-
tion questions on technical support line, and
coordinates special testing of warranty products.
Maintains the competitive product library, and
assists in market research. An associate’s degree
in landscape and irrigation design or equivalent
is preferred. Minimum of four years progres-
sive experience in landscape irrigation, agricul-
tural industry, or wholesale distribution, Knowl-
edge of irrigation and pumping system design.
Problem solving skills, interpersonal skills, and
computer literate. Strong mechanical and tech-
nical skills required.

We offer a competitive salary and benefits pack-
age, which includes a corporate fitness center.
Submit your resume and salary history to:
Hunter Industries Attn: Human Resources -
7037, 1940 Diamond Street, San Marcos, Calif.
92069. EOE

BRANCH MANAGEMENT
TRAINEES

“WE REALLY DO CARE ABOUT OUR
EMPLOYEES”

Tired of broken promises?
Working hard and getting nowhere?
Try something new and growing!
Lawn care is an exciting billion $ industry,
and Kapp's Lawn Specialists is one of the
fastest growing companies in the industry!

WE OFFER:
* Up to 36K.
* Training in Ft. Wayne.
* Live in Ft Wayne, Indianapolis,
* Pennsylvania, Ohio or Missouri.
¢ Personal investment funding
¢ Yearly bonuses.
¢ A dynamic fast growing industry.
* Very strong mgmt. future.
* 35 yrs without mgmt. lay-off.
* Indoor & outdoor work.
* Company vehicle,
* Strong people skills & past success record.
* Learn all aspects of Lawn Care and
Management.

* Really nice people work in

QOur branches — join us — You'll like the “feeling”.

Send a personal letter stating why you would
be interested in a Lawn Care Career
with your
resume to;

Mike Markovich
KAPP’S LAWN SPECIALISTS
4124 Clubview Dr.

Fort Wayne, Ind. 46804

WE DON'T BREAK OUR

Quality Care, the Nature Care Company is a 24-
year-old lawn and landscape maintenance com-
pany in the lowa City/Cedar Rapids, IA area
with 120 employees. We are seeking candidates
for management positions in our Horticultural
Services Division. Responsibilities include su-
pervision of 10 to 40 people, sales, customer ser-
vice, and administrative work. Quality Care
provides lawn, tree and shrub care, and snow
removal for commercial and large-scale residen-
tial properties. We enjoy a very low rate of turn-
over due to our supportive, fun and successful
work environment.

Qualified applicants must have superior lead-
ership and interpersonal communication skills.
Customer service background is a must; green
industry experience preferred. Generous com-
pensation with opportunities for growth in this
rapidly expanding location. For confidential
consideration send or fax resume to:

Geoff Wilming
PO Box 5613
Coralville, lowa 52241
FAX: 319/358-5845
Email: info@quality-care.com

CAREER OPPORTUNITY
NURSERY SALES LANDSCAPING

Spillane’s Nursery & Landscape Co., Inc.
Established 1980, A grower, designer,
maintenance, landscape firm
Located south of Boston, North of Cape Cod
Offering the following openings:

* NURSERY SALES MANAGER - for retail
and wholesale stores

* LANDSCAPE SALES DESIGNER

* LANDSCAPE MANAGERS - supervisors
& technicians

* IRRIGATION MANAGERS - supervisor
& technicians

* LAWN MAINTENANCE TECHNICIAN

Seeking self-starter with leadership qualities,
team oriented professionals
401K, Health Insurance, Excellent Salary &
Bonuses.

Join an awarding winning industry leader!
Please send resumes in confidence to:
SPILLANE’S NURSERY &
LANDSCAPE CO., INC.

230 BEDFORD ST.
MIDDLEBORO, Mass. 02346
FAX 508/946-4907
PHONE 508/947-7773

A PROMISES AND OUR FUTURE
P e IS VERY EXCITING - BE
A PART OF IT!
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s’RnVG-GREEN . OUTSTANDING CAREER OPPORTUNITIES WITH A LEADER:

America’s Nelghhorhood Lavn Care Toam .

Spring-Green Lawn and Tree Care has been building a national network of company-owned branches and

Assistant Branch Operations Managers in our company-owned operations to coordinate the activities of field
personnel in the Chicago area. On the franchising side of our organization, we are recruiting for the position of
Franchise Support Representative. Our Chicago-based franchise support team provides exceptional training and
support to our franchises throughout the U.S. Both are high-energy positions; candidates must have proven
leadership skills and a commitment to ongoing personal and professional development. Spring-Green
offers qualified candidates an attractive compensation package including base salary, bonuses, profit
sharing, 401k, and major medical. For confidential consideration, send us your resume including
salary requirements and indicate for which position you are applying. FAX to 815-436-9056 or
EMAIL to recruiting@spring-green.com. Learn more about Spring-Green at www.spring-green.com.
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HELP WANTED

Join
the WORKFORCE
of NATURE!

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 1949,
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 818-225-2334

&

Visit helpful and informative
Web sites specifically designed for
Lawn and Landscape business owners.
LawnCareSuccess.com
Free advice, Links, Newletter
EverythingGreen.com
Search Engine
GreenIndustryLeaders.com
Discounts and Give Away

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

RESIDENTIAL
FINANCE PROGRAM

Give your residential customers greater purchas-

America (ALCA). Offer the Residential Land-
scapes * credit card through Wells Fargo Retail
Services. For complete membership benefits,
contact ALCA at www.alca.org or 800/395-2522.

Holiday Lighting
Keep Employees Year Round

S0 T

[

lgndsulpc Lighting
Offer High Margin Services

ValleyCrest ; o S
COMPANITES ing power with this exclusive financing program Training . Marketing . Supplies
www.valleycrest.com from the Associated Landscape Contractors of Over 350 Locations in 47 States & Canada

NiteTime
DECOR

 Cigtzze |

800-687-9551

www.ChristmasDecor.net
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To Male A BF‘?ortu .

To Make A ne!

* Factory Direct Product and
Pricing. Training. Marketing.

* Low-Voltage Landscape Lighting.

* Hottest New Business with
Huge Margins.

—

Call Today

Garden Light, Inc.

“Worlds Finest Landscape Lighting Company”
6018 Benjamin Road * Tampa, FL 33634

800.511.2099

Services
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

PROFESSIONAL BILLING
AND SCHEDULING SERVICE

Feeling overwhelmed and burdened with
paperwork! Want to project a more
Professional image? Your valuable time is
important, let Professional Billing and
Scheduling Service save you time. Printed
monthly billing statements, scheduled
Work lists, customer payment tracking and
more. Sign up today and receive
250 free business cards. 800/269-5921

Software

* 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

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

« Unlimited Customers & Locations « Print P
« Automatic Schedufing, Routing ~~ Ode"S
« Automatic Invoicing, Job Costing
« Service History & Profit Tracking
« Labor and Productivity Tracking
« Material & Chemicals Tracking

o Letter Writer w/ auto Mail-Merge:
Send Sales and Service Notices

The #1 best-sellin
all-in-one software for
specialty trades

als, Invoices, Work
atements, Purchase
Orders, Reports, Labels. Even
design your own forms in Word

« Full Accounting: G/L, AR, AP,
Payroll, Checking, Inventory,
Financial Reports and Graphs

« Built-in links to QuickBooks *,
Peachtree®, MS Office®, Street
Mapping, Emailing, and more!

Ul [ | ed Call for a dealer near you: 866-848-1815
TRAILERS

ARBORSOFTWORX

Save Time and increase your bottom line by using
the ArborSoftWorx suite of fully integrated busi-
ness management sottware

* 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? ArborSoftWorx’
language translation tool easily translates work
orders into Spanish!

* Print professional proposals on-site, beat the com-
petition, and, eliminate office data entry with
ArborSoftWorx" field device Synchronization
Easily attach digital photos, and professional
landscape drawings to customer’s proposals and
work orders, too.

o Chemical Application tracking is a snap! Includes
pest/disease, plant and chemical libraries with
chemical application tracking and state report-
mng

* 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-
800/49-ARBOR, or visit us at
www.ArborSoftWorx.com

mation call
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Wanted

Bark Blower Fenn
Size-Condition-Price
G&K Inc
PO Box 504
North Olmsted, Ohio 44070

Web Designers

Where the best landscapers go for the best web
design and advertising services. Graphic D-
Signs. Visit our gallery of work for other land-
scapers at www.graphicd-signs.com/lawn or
call us at 888/28-DSIGN,

TECHNICAL

of Turfgrass
Maintenance, Third
Ed. by Nick Christians
ond Michael L. Agnew

2 =i

For these and more
resources
visit our online store at

Jnwmandlandscape.com

LAawN & LANDSCAPE

(continued from page 56)

In addition, Thursday morning man-
datory safety meetings provide quick tid-
bits on topics, such as proper lifting tech-
niques, appropriate clothing for hot days,
trailer safety, etc. The company’s safety
manager, who is also the operations man-
ager of the landscape installation divi-
sion, runs the sessions. Employees who
don’t attend are given warnings. “Most
employees make sure to attend - they don’t
want to get hurt either and know safety is
a priority for us,” Brown explained.

While encouraging employees to attend
safety meetings may take a few tries, only
one warning is given in the field. After that,
employees who don’t respect safety rules
don’t last very long with the company. All
employees, whether they are foremen or crew
members, have the power to stop ajob in the
field if it's not being performed safely. “This
type of work isn’t worth getting hurt over,”
Brown said.

Once Lawns of Dallas recruits and trains
employees, keeping them around becomes
important. In addition to honoring two em-
ployees monthly withEmployee of the Month
awards, where they receive a certificate and
cash gift of $50, the company holds amonthly
birthday celebration at the end of each train-
ing meeting to honor thoseemployees who've
had birthdays with a group cake.

When reflecting on employee relations,
Brown said one of the company'sstrengthsis
that it employs many diverse personalities.
However, he learned quickly that pushing
everyone to have the same goals and strengths
isn’t always the best motivational solution.
“My old management philosophy was to
figure out how to strengthen people and rid
them of their weaknesses,” he said. “What
I've found is it’s easier to manage people
toward their strengths and figure out ways
to get around their weaknesses.”

“In the future one of my goals is to have
opportunities for the employees to have a per-
centage of ownership in the company or one
day to even buy me out,” Smellage added.
“The highest compliment tome would be if the
people who helped build this company would
one day still have the passion to continue it
without me.”

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

a supervisor or foreman should check each
staff member’s work daily.

v Develop profiles of clients’ likes and
dislikes. Field staff can then use these pro-
files to ensure that jobs are more likely to
meet or exceed clients’ expectations.

Customer Turnover/Loss. Do everything
possible to hold onto clients. Don’t wait until
it’s too late to respond and the damage is
done. Reducing customer “churn” is worth
every cent. Try these solutions:

v/ Implement a quality control program
to strengthen the client/ company bond and
help to reduce dissatisfaction.

v/ Personal contacts are a must when
customers indicate the desire to cancel. Con-
tact these clients immediately to ascertain
what went wrong and what, if anything, can
be done to reverse their decision.

v Ifbest efforts to save the customer fail,
send them an apology and a follow-up ap-
peal by mail, signed by the owner. Try to
include a personalized, “we want you back”
message. Keep their contact informationina
database and try to resell them later in the
season and again next year.

Average Days to Collect Payments. Late pay-
ments often indicate either a lack of commu-
nication about payment terms or a dissatis-
fied customer. Contractors should look at
how and when they explain their terms. Then,
they should review how all of their other
relationship-building systems are working.
As a rule, satisfied customers who under-
stand the terms will pay on time.

Though some of these benchmarks and
processes may seem obvious, they can have
a profoundly positive affect on client rela-
tionships when all of them are implemented.
The more contractors keep in touch, the stron-
ger their client relationships will be. And the
stronger the relationships, the better the bot-
tom line.

The author is president, Focal Point Communica-
tions, Cincinnati, Ohio, and can be reached at
800/525-6999 or mshooner@growpro.con.

EDITOR’S NOTE: This is the first of a two-part
series on improving client relationships. In part
two, the author will highlight how to encourage
employees to buy-in to the benchmarks owners set
and how landscape contractors can incorporate
their new relationship-building goals into their
marketing plans.
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Career Fairs at

Wood River Evergreens

Attracting talented, diverse and dedicated employees to
Wood River Evergreens (WRE) is key to supporting our
company’s vision for growth. One successful recruiting

tool we use is the “WRE Job Fair.”

Creating an on-site job fair takes a bit of energy and
coordination, but the advantages are many. In brief,
here’s how we do it:

Set Objectives and Develop a Plan. The objective of
the WRE Job Fair is to open the doors of our company to
the local community. The other managers and I develop
a plan for the event, which involves coordinating em-
ployee schedules to de-
termine the best day and
time for the fair (usually
on a Saturday from 9 am. to 5

lawnandlandscape.com | %
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p-m.)and organizing work crews
to spruce up our 4-acre, three-
building property.

The fair is a great motivator to clean offices, equip-
ment, vehicles and grounds, and because we hold the
event in February, we all get to enjoy a freshly organized
workplace at the beginning of a new season.

Promote the Fair. We promote the WRE Job Fair in
classifieds and display advertisements in local newspa-
pers. The ads position the job fair as an opportunity for
visitors to tour our site, meet the WRE team and obtain
information about our company. We prominently dis-
play the date, time and location of the event along with
our phone number in bold type. Promoting the fact that
we have refreshments also implies a casual, “no pres-
sure” atmosphere.

We advertise the same message with fliers in retail
stores and the agricultural department of the University

1 z0s

1. Plan around employee schedules to maximize fair help
and attendance.

2. If held on site, make sure the property is clean
and organized.

3. Take advantage of local media to announce the event.

Be sure to assess which media outlets are most efficient.
4. Compose a team to organize fair information
and activities.
5. Schedule interviews quickly after the fair, and keep a file
of possible future hires.

of Rhode Island. We also post the event on the state
Department of Labor and Training Web site, a free
service, and encourage each employee to bring one other
person to our event.

Organize the Content. To support the Job Fair’s objec-
tive of “opening our doors,” we assign our division man-
agers and some of their staff to oversee workstations that
become part of a company tour. Workstations include
our landscape design, construction, maintenance, car-
pentry, nursery and administrative divisions.

The primary benefit of the tour is the opportunity for
visitors and employees to interact in a casual, friendly
environment. Visitors can ask questions about jobs they
are interested in, and our staff asks the visitors questions
to assess personalities and work experience. Visitors
also learn about all our products and services as well as
our brand message via folders containing company
brochures and other information.

Assess the Results. After the job fair, we assess
resumes and work histories, selecting the best candi-
dates for open positions. We carefully match each
prospect’s qualifications to the detailed job descriptions
we developed.

By asking attendees where they read about the Job
Fair, we determine which advertisement generated the
highest number of turnouts, and we also determine
which activities worked logistically and which didn’t.
Issues we look at here include the range of available
information, questions asked that we couldn’t answer
and the flow of visitor traffic.

Schedule Interviews. The managers schedule inter-
views with key candidates days after the job fair. During
this meeting, managers outline pay scales and benefits
relative to specific job positions. We keep resumes and
work histories of candidates that we don‘t hire on file for
future use,

Our total investment each year runs just over $1,200,
including media ($600 for a 2-column-by-4-inch display
ad for four daysin three local newspapers), labor (roughly
$400-$500 paid for Saturday time-and-a-half work, al-
though most staffers volunteer their time), information
folders (about $75 for 30), fliers and refreshments.

Wetypically average 25 to 30 attendees and add eight
to 10 qualified resumes to our files. - Linda Martel

The author is marketing director for Wood River Evergreens,
Hope Valley, R.L., and can be reached at 800/967-8733.
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Kawasaki builds an entire family of top-quality landscaping products. Each features incredible
power with light weight, low noise, low vibration, and smooth operation. And each is engineered

with true durability. That means they don't just bite through brush, blast leaves, and whip grass =
and hedges info shape — they do it longer. So season after season, you can count on Kawasaki. Kawasakl
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 satisfied,
return it to your Kawasaki dealer for a complete refund. That’s our pledge to you.

@©2003 Kowasoki Motors Corp., U.SA.
USE READER SERVICE #110



DO LEADERS CALL IT ““GREATEST or BEST STUFF o PRODUCT in the WORLD?” ™ "A-OF

FREE SEE FAR-HIGHEST-SCIENCE LIFT YOUR
NURSERY AND CUSTOMER PLANTS TO NEW LIFE

® /S REMOTELY “LIKE” SUPERthrive ™.
N TH'N Else ® MAKES SUCH A DIFFERENCE.
® HAS SUCH CREDENTIALS.

® “‘The ultimate application of plant physiology.” — Top US.D.A. scientist
® “Much more growth above and below ground than when fertilizers used alone.’
— Another leading U.S.D.A. scientist (&ach of them heading targe agencies)

using and volume-buying

B’LLIDNS'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 grea
proportion of winners of the national flowering plant societies’ competitions.

FREE TRIAL TO SEE FOR YOURSELF .., ..

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.

T e —— - —
™ CHOOSE ONE FREE TRIAL. MAIL THIS >~ = G

TOP PLANT SUPPLY

| (One ounce makes 500 cups or gallons. 1/4 teaspoonful per gallon, 3ounces |
per 100 gallons, (or, constantly, a drop a gallon, 1 ounce per 500 gallons.) Mhven, A ,'zup_]
i | FREE $6.20 2-ounce bottle, with 16-ounce $29.40 size purchase. (RETURN pint for | SUPERthrivex SN
VITAMINS-HORMONES
full REFUND if not delighted with 2-ounce bottle effects.) b VAES el
B (] FREE $9.98 4-ounce bottle, with 32-ounce $51.60 purchase. (RETURN quart for full : S
I REFUND if not happy with free 4-ounce bottle new life.)
L] FREE $1.69 1/10-ounce sample DropacTM-Send 55¢ stamped, addressed envelope. R—
I [ 128-ounce $148.75 size, (refundable, therefore FREE only to established business or | surthriens B
| public agency, if, after using 4200 to 64,000 gallons from gallon, you wish you had not =~
bought |t) .
i [] DEALER resale trial, FREE bottle with each dozen: DEDUCT 40% IN CHECK FOR DOZEN(S) I ORGIATIONS N LFECHEWICAL COMPLERES, REPT 7hi ANEM
dozen ¥%-ounce $3.30 sgllers; dozen 1-ounce $4.65 sellers; VITAMIN
dozen 2- dfseld dozen 2- 8 sellers; INSTITUTE Id '
| — -ounce $6.2! o . ozen 2-ounce $9.98 sellers; | e wor
Firm Name : { Phone Lfts th
| Cetivery Adaress tor UPs g\ ENCLOSED CHECK § et 1 —
l City i J or ARD State Zip l gg&,‘i%é O
Your Name (Print, please) EV\LL{‘EQHON Position DISCOVERIES DISTILLED by V
l If your distributors already have SUPERthrive™ for you, buy trial gallon and dozen(s), etc. | Vit o
Geni
from them. Same offers. Send copy of invoice or date and number for “baker’s CAN LIFT
| dozen” and other free bottles, direct. OTHERWISE, i YOUR WORLD
I M A".m VITAMIN INSTITUTE « 12610 Saticoy St. South, North Hollywood, CA 91605, U.S.A M &5 USA. by VITAMIN INSTIT
Phone (800) 441-VITA FAX (818) 766-VITA (8482) www.superthrive.com 12610 Saticoy St. South
North Hollywood, Cailfornia 91605
l USE READER SERVICE #1111 I Phone: (323) 8775186
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