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In this issue, we give you
18 building blocks you can use
to strengthen your business.

Turn to page 27 to get started.
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SEE WHAT YOU'RE MISSING.

H

Take a look at the all-new professional grade GMC TopKick. Engineered with a dramatically sloped hood and larger
windshield, it gives your drivers an impressive view of what lies ahead, like people and equipment. In fact, the GMC
TopKick provides a forward field of vision as near as 13 feet from the front bumper. That's twice as close as its nearest
competitor.* Smartly designed with larger fold-in mirrors providing 126 square inches of surface area (including
a 6" x 7" convex section), the new GMC TopKick offers a remarkable view all around. Add to that the tightest turning diameter
within class 4;° and your drivers can safely maneuver around things like loading docks and garbage dumpsters. Not to
mention the competition. For a closer look, visit gme.com or call 1-800-GMC-8782.

*Based on comparison of 2003 GMC TopKick C4500/C5500 to 2002 Ford F-450/F-550. Excludes other GM® vehicles.

{ 80O « GMC « 8782 (1x) WWW.GMC.COM |  WE ARE PROFESSIONAL GRADE:


http://WWW.GMC.COM
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OTHER PREEMERGENTS TALK A LOT ABOUT CRABGRASS.

WITH PENDULUM, IT NEVER COMES UP.

mrssmu Pendulum’ herbicide consistently controls With Pendulum, there’s just so much more to talk about than
’l crabgrass better than other preemergent herbicides.* crabgrass. To learn more about why everyone's falking about
What more can we say? How about Pendulum Pendulum, call 1-800-545-9525 or visit www.turffacts.com.

controls costs better, too, to offer you far greater value.  Always read and follow label directions.

It also controls a broader spectrum of weeds than any other
gent—more than 40 grassy and broadleaf weeds, such as

preemer
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.

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

BASF
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THE PEOFESSIONAL SERIES V/PRSHIP

7 THE GROUNG YU

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. @ annls
PROFESSIONAL SERIES™

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




CONTEINTS

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

Tommy Reeves
Vice President,
Oldham Chemicals Co.

or over 25 years, I've personally
known the Weisburger family and
consider them the most credible and
versatile insurance broker in the industry.
They understand the needs of the family-
owned business since they are likewise

family-owned entity.

— Tommy Reeves
Vice President, Oldham Chemicals Co.

WEI 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

USE READER SERVICE #12
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environmental science to
greater heights.
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The union of Bayer Garden & Professional Care and Aventis

Environmental Science—forming Bayer Environmental Science—

will bring about new products and opportunities for our industry.

As the leading manufacturer of environmental science
products, we are focused solely on creating innovative
products to respond to the challenges faced by you,
our customers. We are dedicated to partnering to

make this happen.

We will provide with the research community to develop
responsible, reduced-risk solutions. And to ensure its
future, we'll partner with the pest management industry
through academic scholarships, training tools, and

association alliances.

We'll partner with distribution, with government and
regulatory agencies—and we'll partner with you by
offering education and guidance in every aspect of
stewardship, to provide not only the finest products

but the finest service and support.

This is our vision, our mission, and our promise.

Bayer Environmental Science:

YOUR PARTNER FOR GROWTH

Bayer Environmental Science

A Business Group of
Bayer CropScience
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“What men want is not talent, it is

purpose; in other words, not the power

Travelmg With a Map to achieve, but the will to labor.”

— Edward Bulwer-Lytton

Have you ever piled into a car with friends or family for a trip? Everybody loves a road trip
— there’s just something natural about exploring someplace new that appeals to us.

Of course, the prep work is key to the trip. If your voyage lacks the right food, drink,
creature comforts or other necessities at the outset, then you're ultimately making your life
more difficult. One must-have is usually the map.

The map’s purpose is obvious - this jumble of colors and lines tells you how to reach your
destination. Withoutit, your trip may end up rivaling a Chevy Chase film, which, entertaining
though it is, probably isn’t what you envision when setting out on your own vacation.

Few people will dispute the value of maps — how can you debate the merits of something
that tells you how to reach your desired destination as safely and efficiently as possible? Yet,
how many of you have a map for your business? How many landscape professionals have
spent time creating a business plan or strategic vision for their company that lays out where
the firm is headed and how it will get there? I think we'll all agree this number is small.

A friend of mine once described maps as “the enemy of the spontaneous

experience,” and that's true to some degree. But business isn’t supposed to be
spontaneous. You're hopefully creating a company that will stand the test of
time, not simply enjoy a moment in time. That makes a map crucial.

No, business plans don’t offer the same guarantee that we get from Rand
McNally’s work. You can create a flawed plan, the numbers might be wrong, the
company’s direction might change after a year or two, or outside factors can force
you to reevaluate targets. But the plan still has merit. Even if you don’t rely on this
document over time, which you should since it needs to be viewed as a “living
document,” you'll still benefit from going through the planning process.

Creating a business plan forces you to answer tough questions. Where
will the business be in five years? How many employees will it need? Who will
run different parts? How many new customers will it have?

No, you won't have all of the answers to these questions right away. You

might have to wait two or three years to figure out some of these issues. But
at least now you've identified the roadblocks in your path.

I once visited a company where the owner had the division managers
create an organizational chart for what their part of the business would look
like five years from now. Many of you will consider this frivolous given that
you don’t even have such a chart for how your business looks today. But this
owner knew that having his managers go through this exercise made them

think about the future now and give them a vision. That piece of paper became

the brochure for the company’s destination, and that motivated everyone to create a map for
getting there.

Everyone enjoys vacations. We get excited about going somewhere new and exciting.

Don’t you think the same might be true for your employees and your business?
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We don’t want no
stinking weeds!

We hear you.

We've got a solution for all your problems.

GHASER
ULTRA

THREE - WAY MERBICIDE

W E RSB ICVOE

GHASER 2

AMINE HERBICIDE

KLEENUP PRO

EED KILLER

CHASER ULTRA is three way combination of MCPA, Clopyralid and 2,4-DR
which is aimed at providing effective control in both cool and warm
seasons. It is an excellent choice for broadleaf weed control and has
demonstrated exceptional control on white clover, dandelion and plantain.

CHASER is the original ester formulation of 2,4-D and triclopyr that controls
most broadleaf weeds, including hard-to-kill weeds that other comparable
chemistires do not control. It has shown excellent turf safety and mixes well
with most pesticides and fertilizers.

CHASER 2 has all the power of Chaser with the safety of a warm weather
amine formulation. It can be used on ornamental turf such as lawns, golf
courses (fairways, aprons, tees and roughs), parks, highways, cemeteries
and similar non-crop areas; and sod farms.

KLEENUP PRO is the easy-to-use and proven 41% glyphosate solution for
keeping landscaped areas clear of weeds and unwanted grasses and for
spot controlling weeds in hard to reach places. The long{asting systemic
control prevents regrowth and has virtually no residual activity.

For more information, contact your local UHS representative

www.uhsonline.com

USE READER SERVICE #13
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PART ONE

Organizational
Change Strategies

EDITOR'S
NOTE: This
is the first
of a two-part
series,

As organizations continue to confront challenging market
realities, many are faced with difficult decisions related to
workforce structure and size. For some, routine seasonal
fluctuations result in annual layoffs. For others, the “offi-
cial” recession or declining revenues after Sept. 11, 2001,
have forced staff reductions. Either way, restructuring the
workforce is never easy. Some of our clients have even
described the task as “heart-wrenching,” especially when
long-time, loyal employees with families are forced to pack
up and say goodbye.

Before resorting to a layoff, there are other less disrup-
tive ways to cut costs and preserve your investment in
recruiting and training staff. Let’s review a few of the more
popular options. Here are some alternative strategies:

Hiring or Wage Freeze. Both of these offer effective
alternatives to eliminating people. Even though employees
may initially balk at a wage freeze, they soon realize that it's
better than no paycheck at all.

Delayed Wage Increases. The concept is the same here;
no increase is better than no job.

Attrition. This is perhaps the least painful alternative.
Simply do not fill employee vacancies when they arise.
Although regular employees may feel the burden of extra
work, most are grateful and perceive the added responsibili-
ties as “job security.”

Schedule Reductions. This method usually leads to an
immediate decline in morale. Although you are “saving” staff,
most employees perceive (and begin to resent)
an expectation to accomplish the same amount
of work in fewer hours and for less pay.

Voluntary Unpaid Time Off. You might
be surprised to find that some of your employ-
ees welcome the opportunity for some extra
time off without pay.

The challenge this option creates is han-
dling vacancies of key people who choose to
take this leave.

Jean Seawright Is president of Seawright & Associates
Inc, an H.R. management consulting firm Jocated in
Winter Park, Fla. She can be reached vis e-mail &t
jplleggiéseawnght com or at 407/645-2433.

Required Unpaid Time Off. With this alternative, a
company requires employees to take unpaid time off, usu-
ally in accordance with a planned schedule and advance
notice. For example, you could ask salaried employees to
take one day off per week for the next quarter. As another
option, you could require employees to work six weeks and
then take two weeks off without pay. (Keep in mind wage
and hour requirements when reducing the workweek of
salaried, exempt employees.)

Temporary Pay Cuts or Benefit Suspensions. During a
particularly difficult time, one of our clients implemented a
three-month, 10-percent wage decrease for all positions in-
cluding the president. Another client suspended company-
matching contributions to the 401(k) for one full quarter
Although these cuts weren’t pleasant, employees were com-
forted by the fact that they were temporary.

Requiring Employees to Take Vacation Time Instead
of Carrying It Over. In this case, if you have a policy that
allows for carrying over vacation time, you are eliminating
future financial obligations by getting accrued paid time off
your books.

Voluntary Early Retirement Packages. Usually seen at
larger corporations, this alternative often results in the loss
of key people at a time when companies need these employ-
ees the most. It does, however, reduce costs.

ALTERNATIVE MEASURES. Regardless of which
method you choose to save staff, you must be able to
establish a nondiscriminatory rationale for which posi-
tions and departments are affected. If your company is
small and the changes apply across the board, then there
is no chance of discrimination since everyone is equally
impacted by the action.

While legal liability is one important consideration, mo-
rale is another. To avoid immediate and significant morale
problems, make certain to include your salaried (not just
hourly) employees in any cost-cutting measures.

In fact, to send a strong message that the “last shall be
first” and to foster loyalty during tough times, some compa-
nies implement changes like these at the top leadership level
first, before including front-line workers,

Although in the eyes of employers, staff-saving op-
tions are better alternatives to laying off employees, they
do not come without a cost. Aside from morale implica-
tions, after cost-cutting changes take effect in a business,
productivity often declines as employees struggle with
feelings of fear, lost trust, and uncertainty., When this
occurs, employers find themselves caught between the
throws of psychological and economic pain. Talk about a
challenge! To minimize this dilemma, manage change
properly and always consider the impact of your deci-
sions on the survivors.

14 JANUARY 2003
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Ray Evernham, Evernham Motorsports

“Race car technology.
Now in the palm of your hand.”

-

“In auto racing, technological advances are making 7 high RPMs for an extended period of time.
our engines lighter, faster and more powerful Plus, the STIHL 4-MIX™ is a low-emissions engine
every day. Thanks to STIHL, the same technology that runs on 2-cycle fuel and already meets 2005
that goes into racing engines is also found in the EPA emissions standards. So stop by your local
revolutionary STIHL 4-MIX™ engine. Both engines STIHL Dealer, the only place you'll find STIHL and
are powerful 4-strokes, designed to run at / racing technology in outdoor power equipment?

g 1 800 GO STIHL » www.stihlusa.com
° STIHL

Visit us at GCSAA booth #538 USE READER SERVICE #14
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IN THE NEWS

Turfgrass
Troubles Ahead

Turfgrass sod producers may have some

water struggles ahead, which could mean
a lack of sod for landscape contractors,
according to Stan Gardner, president of
Turfgrass Producers International. As
forecast in the TPI's annual state of the
industry report, the coming year could be
one of water shortages and storm water

runoff woes.

Gardner expects such water issues will
become increasing factors influencing the
economic health and sales of turfgrass,
especially for rapidly growing western
regions of the country. Reduced water
supplies may alsoinfluence new home lot
sizes and therefore overall landscaping
and maintenance opportunities.

Based on the continuing instability of
the worldwide economy and the uncer-
tainty over conditions in Iraq, Gardner
suspects 2003 will look similar to 2002.
“All signs point to another roller coaster
year from a financial perspective, pre-
venting customers from resuming their
normal buying habits,” he estimated.

But because of the complex nature of
the economy, Gardner foretells some ar-
eas will grow stronger and expand, while
others will droop.

(continued on page 18)
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According to
BizMove.com, there are

nine key steps to start-

Why did you enter the landscape industry?
RESPONSE

Love the work - plants,
being outdoors, ete.

ing a business, one of
whichis “Dosomething

you love.” The site

65%
Saw a good business opportunity 15%
Needed a job 10%
Got into a family business 7%

Wanted to help/beautify
the environment 3%

points out, “If you are
in a business that you
hate, then it is a good
bet you won't be suc-
cessful. Find where your
true talents and skills

areand get in a business

that exploits them.”

Sotiree: w

Most landscape contractors must have used this advice when starting their
businesses. Sixty-five percent said they entered the green industry because they
love the outdoor work, whether it's for the sunshine, the smell of freshly cut grass
or flower beds’ bursting color displays.

Other contractors - 15 percent —saw a business opportunity in the lawn care and
landscape industry and jumped in. Ten percent of contractors were looking for
work and that’s what brought them into the industry - one with an abundance of
open positions, particularly during summer months. Only 7 percent of contractors
inherited the business from their family members and, finally, approximately 3
percent of contractors felt drawn to the industry because they wanted to focus on
improving the environment.

REGIONAL REPORTS

Outlook Ohio

Green industry sales in Ohio totaled $2.78 billion,
according to a survey conducted by the Ohio Nursery
& Landscape Association.
The state’s nursery and landscape industry also
employed more than 96,000 workers with a total payroll
of $882.9 million and experienced a 423 percent :
increasein total sales of goods and servicesin the five-year period
between 1996 and 2001, the association reported.

Wholesale production and distribution accounted for the most -
$834 million - of the $2.78 billion total, while landscape construction
and installation came in second with $752 million; retail garden
center sales placed third at $534.8 million; landscape maintenance
accounted for $403.1 million; and other activities, such as snow
plowing, reported $263.2 million in sales.

Additionally, the green industry statewide paid $274.9 millionin
property, sales, employee and income taxes, according to the survey.

The report, based on 2001 sales, was conducted recently by Gary Gao,
John Smith and Jim Chatfield, all Ohio State University Extension
employees. The Ohio Nursery & Landscape Association financially

supported the survey.

www.lawnandlandscape.com LawnN & LaNDs
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SpeedZone™ contains the newest chemistry
for broadleaf weed control in turf,

University tests and field trials have
consistently shown fast control of tough
weeds such as clover, plantain, ground ivy and

y Start Fast... Flm at /

purge. -:sibler;zsuinjusr24hours -Sltesmc!udehomelawns golf -
. : " « Fast-acting, cool-weather courses, commercial property,
SpeedZone also gw&e you a.blg lead on easy: ok s ol
to-control weeds like dandelions. Get your * Clover control in as little as one  « CAUTION signal word
. week ~ & . S
weed control program on the fast track with o Ral-fast B S hokrs s g ey
SpeedZone Broadleaf Herbicide For Turf. * Low odor formulation grasses

G Pbi /cordon !

corporation
\n Employee-Owned Compann) spee
1-800-821-7925 BR
www.pbigordon.com SpenlZone s

Ahoays Read and Follow Label Directions. USE READER SERVICE #15
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_Market Trends

(continued from page 16)

In preparation for this year, Gardner rec-
ommended turf producers and others in the
green industry develop business plans to prep

JAN. 14-16 Virginia Turfgrass Conference and Show, Richmond, Va
Contact: 540/942-8873 or www.thevtc.org

JAN. 14 Southeast Turf Conference, Lake Worth, Fla. Contact: 800/882-
6721 or www.ftga.org.

JAN. 15-19 Sports Turf Managers Association's Conference & Show,
San Antonio, Texas. Contact: 800/323-3875 or www .sportsturfmanager.com
JAN. 15-17 Mid-America Horticultural Trade Show, Chicago, Ill.
Contact: 847/526-2010 or www.midam.org.

JAN. 15 Pesticide Applicators Recertification Conference, Perrysburg,
Ohio. Contact: 614/292-4070 or www.pested.osu.edu.

JAN. 16 Southwest Turf Conference, Ft. Myers, Fla. Contact: 800/882-
6721 or www.ftga.org.

JAN. 20-22 CENTS 2003 - Central Environmental Nursery Trade
Show, Columbus, Ohio. Contact: 800/825-5062 or www.onla.org

JAN. 20-23 41st Annual North Carolina Turfgrass Conference,
Charlotte, N.C. Contact: 888/695-1333 or www.ncturfgrass.org.

JAN. 20-23 73rd Annual Michigan Turfgrass Conference, Lansing,
Mich. Contact: 517/321-1660 or www.michiganturfgrass.org

JAN. 20-22 Mid-Atlantic Horticulture Short Course, Virginia Beach,
Va. Contact: 757/787-9451 or www.phcv.org.

for potential problems. Gardner’s personal

TO ENSURE

that your

contingency plans involve: a) maintaining
profit margins with a status quo situation, b)
adapting to a weaker economy and c) taking meeting date
advantage of an improving economy.
Gardner also discussed the changing role
consumers will play inin 2003, stating: “Con-
sumers have more knowledge about
turfgrass specifically and landscaping gen-
erally based on increased information that is

is published,
send an an-
nouncement at
least 12 weeks

easily accessible in multiple formats.” |[REEEIEER

Gardner warned that consumers still might
beinfluenced by erroneous information from
tainted sources found online or elsewhere.
“Today’s consumer is more demanding
than ever and has high expectations for the
products he or she buys,” Gardner explained.
In response, he urged turfgrass producers and

Lawn & Land-
scape Calendar,
4012 Bridge Ave.,
Cleveland,

Ohio 44113.

landscape professionals to focus on provid-
ing high-quality products and services and
responsive customer service. — Ali Anderson

JAN. 21-22 Maryland Turfgrass Conference & Trade Show, Baltimore,
Md. Contact: 301/345-4199 or www.mdturfcouncil.org.

The #1 Software for the Green Industry

LAWN & PEST ASSISTANT-III

Start Advertising and Saving Today!

LAWN POSTING SIGNS

« Integrated Marketing Database Mapping « Larger, Easy-to-Read Signs 812" x 11"
Assistant
~Printing in Any Size and Color
n-Site Training B ng y Ev!"ﬁneen

« Custom Cut Shapes Available —
* A Great Marketing Tool

+ Block Leading & Estimates
\

* Doorknob Bags Available

g

cus'rom CARE g2 x 1
HAPPYLAWN COM BieCun Generate

| New Business
(866) ¥ “AP \ QVe L\

with Our

LENES s ‘ Resistant

o J Stock.
5" x'6”

= CALL
) 800-422-7418

to design your custom
lawn posting sign!

Visit our website: www.realgreen.com

» Hand Held Data Collection
» QuickBooks Integration

Increase Customer Base,
Revenue, Efficiency and Profit.

Visit our website: www.realgreen.com
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B lawnandlandscape.com/events

JAN. 21 Winter Conference - Lawn Care Association of Pennsylvania, Allentown, Penn
Contact: 800/577-6801 or www.lawncareofpa.org

JAN. 21-23 MAGIC 2003 - The Convention, Kansas City, Mo, Contact: 816/661-5323

or www.magicouncil org

JAN. 21 Tampa Bay Turf Conference, Tampa, Fla. Contact: 800/882-6721 or www ftga.org
JAN. 22-24 idaho Horticulture Expo: The Best Little Show In The West, Boise; Idaho
Contact: 800/462-4769 or www.inagrow.org

JAN. 23 Mid-Florida Turf Conference, Orlando, Fla. Contact: 800/882-6721 or www.ftga.org
JAN. 26-28 Nebraska Nursery & Landscape Association’s 2002 Winter Conference,
Omaha, Neb, Contact: 816/233-1481 or www.nnla.org.

JAN. 29-31 lowa Nursery & Landscape Ass

siation Annual Convention & Trade Show

Des Moines, lowa. Contact: 816/223-1481 or www.iowanla.org

JAN. 29 North Florida Turf Conference, Jacksonville, Fla. Contact: 800/882-6721

or www.ftga.org

JAN. 29-30 New Jersey Trade Show, Somerset, N.J. Contact: 800/314-4836

) www.gardennj.net

JAN. 30 Gulf Coast Turf Conference, Milton, Fla. Contact: 800/882-6721 or

www ftga.org.

JAN. 30 Northeastern Pennsylvania Turf School & Show, Wilkes-Barre, Penn. Contact
114/863-1368

JAN. 30-FEB. 1 The Gulf States Horticultural Expo, Mobile, Ala. Contact: 334/602-7777
or http://www gshe.org,

BUSINESS BASICS

Study Abroad

Off-season means retiring equipment, shav-

ing hours off the schedule, trimming the
workforce and, for some, plowing through
snow. But when winter kicks in, so should
strategic planning - the winter months spark
reflection on progress and give business
owners time to consider their goals.

So, why notsay “bon voyage” for the sake
of business? After all, a new environment
sparks fresh ideas for many. Drake
Snodgrass, president, Drake’s 7 Dees Land-
scaping, Portland, Ore., took off to the Or-
egon coast during his planning session and
found a peaceful place to dream about his
company’s future.

“Forme, | work on things indirectly in the
back of my head until a light comes on, and
then when that light comes on I go, ‘OK, 1
think I can do this,'” he described, noting
that the time away from the office helped
him organize his thoughts. “You need to be
mentally prepared to [plan.] If you do it

Rawson Manufacturing Inc.
Screening and Materials Handling Equipment

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

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
10 high standards and maximizing your opportunity.

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

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

“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

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

USE READER SERVICE #18
LAWN & LANDSCAFE

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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C e team, add
thoughts from those outside of management like ¥ tomer
‘ paints a true picture of the company. th 1t employees
Mark Clark, president, Clark Landscape e whether staff members are

when things are crazy, you are probably not
going to succeed.”

Snodgrass doesn’t necessarily turn to so-
lace for strategic planning, however. In fact,
he said trade shows are a motivating atmo-
sphere to cull creative thinking. At the 2002
Green Industry Expo in Nashville, Tenn., he
arranged his own “breakfast of champions”
with the four other employees that attended
the show with him. Modeled after the morn-
ing roundtable discussions, Snodgrass
hoped the informal conversation would
allow the group to tap into what they
learned at the show

“I took a little sign and wrote “Table One’
on it, and put it in the middle of the table,”
Snodgrass said, laughing. “It was super. |
said, ‘Let’s not try to set the world on fire, regional manager, The Brickn
let’s just debrief.”” l

I

derick F

I'his type of brainstorming offers owners

valuable employee insight, and collecting

{ e | woe 2)
conimued on mge 22)

1an Grouy

8 the Importance o

yalty, the

why push? ey

Attach your push spreader to your ZTR or walk-behind

Receive most commercial model spreaders.
Stainless steel constructjon.

* 1/2 the time * 1/3 the labor
* 2 times the profit

Quik-Spreder™Attachment
800-608-6961 * www.quik-spreder.com

and make it into a riding broadcast spreader in minutes.

USE READER SERVICE #20

Are you offering health benefits to
all your employees... o

* Programs starting at $4.95/mo. per employee /
¢ Includes the employee and all legal dependants
* No citizenship requirements : /

* Rx, Dental, Vision, Physicians, and more

www.memberconcepts.com © (888) 7#0-2965

|(
NOT

...call us today because your competitors are'

USE READER SERVICE #19
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stomers

back to the reality of who re

busi he sald, “We are nat

f your customers

This video will solve your Training Problems!

Introducing the first of its kind training video
designed 1o instruct Spanish or English
Speaking employees on how to properly and
safely operate lawn care equipment.

Our 30 minute video will prepare new recruits
for their first day on the job.

$39.99 for Spanish or English
Version on VHS 559.99 for Both versions

To order visit: www.trainwithvideos.com
or coll 800-559-0119
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Penn “Icn With its patented
L

SeedYAccelerator

Moisture Cell Technology.” each PennMulch

pellet expands to four times its original size in

water. S0 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[(’//8 Jl’l/é’ ;7/21{_,[[ JZ"&/{ A /{)&42{2{{,’/‘ J él/’{ u((/ / ('{
v v v
PennMulch® ensures successful seed establishment
Which means fewer customer complaints and
call-backs. You can find out more about amazing
PennMulch by visiting the "Promotions” section
on our web site at www.Lebanonlurfcom. Enter
coupon code LLO20I |alternate: TUO20I],
and you'll also receive a complete 40-page
agronomy manual absolutely free! So look

for PennMulch at your nearby LebanonTurf

distributor. And make sure your seeds succeed

Lebanenlurf

1-800:233-0628 o wwwlebanonTurf com
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pointed out, adding that building relatios

Monroe, N.C., said travel offers new ships with owners in various regions pre
perspective. While holding planning sessions vides an impromptu sounding board when
out of the office offers obvious benefits, so :,‘}[:"Hll\'.; \]Uv\tum\ surface

¢ advice from others outside the com- Have some key people in other parts of
pany is helpful as well. “You look and you the country who vou trust - it is an indirect

you obtain information and knowl- board,” Clark suggested. “You share infor
dge on the way other companies are struc- mation with them, and they share inform

their marketing, their images, etc.” he tion with you. You need a support group of

When you need a ride in a busy city, it's-a welcome sight. But ‘when
you need satisfied customers, there’s nothing worse than seeing yellow.
Why not choose our preemergence herbicide.instead? Dimension* specialty
herbicide won't stain people, pets or equipment. -But it will deliver fong
lasting, prevention of crabgrass, Poa annua-and several broadieaf weeds,




On tize\_/

Roll Ruv :

B&B Tm! M1 v.vr?

N

Cnsunulr [.awn Semu*q -

= - -
b e sl
www.landscapegraphix.com
www.rollrite.com
www.masadaconsulting.com
bb.k-lawn.com

www.brystal.com
www.casumiklawnservices.com

To announce & new
Web site, e-mail
nwisnlewski¥lawnandlar

"Some thmgs
are- supposed

ye_llow

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

NEVER STAINS

% Dow AgroSciences

: Specialty Herbicide

Jdscapt
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Market Trends

other owners in other markets — that really
helps out.’
Instead of the boardroom, try:
1. Tradeshow
2. Local hotel
3. Bed & breakfast
4. A manager’s home ‘

5. Lunch or dinner at a restaurant

Kristen Hampshire ’

6. A park setting

A 4
AP A

sociation of America ('l

nounced its 2003 Board Members at

{
The Professional Lawn Care As-

na the Green Industn

Chuck Mcintire, Vice President

Campanella, Secretary/Treasure val(
Altstadt, and Imm diate Past Preside
Hoope recto re John Gibson, Todd
Graus, Louis K Normart
Goldenberg, Wi

| Halm nariie Ki ind a

|

\ 4

Johnson and Neil ¢

The Wcuhlng'on Association
of Lcnducpo Prohssioncls

Member of the Year award to Ke

and Tom Demmer

received the
the Year award. David Brown, Lloyd

Glasscack and Peter Dervin all received the

2002 Presidential Award for dedicated ser

I
'he Smow and Ice Manage-
ment Association announced its

Fifth Ar

vice Lo W/

2003 Board of Directors at its

Symposium in St. Louis, Mo. The newly

elected officers are: Jeff Tovar, president

Charles Glossop, vice president; Samuel

Granados, secretary; Craig Geller, trea

surer

and John Allin, past president
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PLANTS FOR TEXTURE

Silver Mist Helichry-
sum and Madness
petunia (below)
make striking
borders, while
Purple Lady Iresine
and Vista Red Salvia
offer rich red hues for
beds, Photo: Ball
Horticultural Co.

Foliage

Leafy Landsca

plant is heat and drought tolerant and perfect for mixed
containers for as a hanging basket item. Silver Falls
typically grows 3 to 4 feet long and as much as 6 feet with

a longer growing season. Planted in well-

Lush landscapes and combi-
nation containersboast loads
of color, yet these head-turn-
ers take on a new dimension
when they showcase at least
one vine, stalk or grass.

The breeders at Ball Horticultural Co. have developed
a well-rounded collection of seed-grown foliage varieties
that debut to landscape contractors in 2003,

Thesesix selections are high-impact, long-performance
component plants for mixed plantings in landscape beds
and containers, and many also look handsome planted
individually in landscapes.

Take a look at the 2003 lineup, from the tall and the

trailing to the vibrant or the subtle and even the
slightly eerie.

1. PURPLE MAJESTY F, ORNAMENTAL MILLET.
Pennisetum glaucum is a strong landscape performer and
also works well in large, mixed containers. In fact, All-
America Selections be-
stowed its rare gold
medal to thisselection for
this breeding break-
through, This first-of-its-
kind plant grows to a
stately 4to 5 feet tall with
dark purple foliage,
stemsand flower plumes
that make a lovely back-
drop for other colorful
varieties. Purple Majesty
performs well in full to
partial sun.

2. SILVER FALLS DI-
CHONDRA. Silver foli-
age and a true cascading
habit establishes D.
argentea apart from other
trailing plants. This tough

drained beds, this ground-hugging, 2- to 3-
foot-tall plant grows into a lush, long-last-
ing carpet. Silver Falls performs well in
shade to full sun.

3.PURPLE KNIGHT ALTERNANTHERA.
When a client has a passion for purple,
choose A. dentate. Striking, dark purple foli-
age and an upright, spreading habit make
Purple Knight ideal for mixed containers -
plants arch dramatically over the edges of
the pot or basket. In landscape beds, each
16- to 20-inch-tall plant spreads up to 3 feet,
with a shrub-like shape. Purple Knight performs well in
full sun to light shade, and foliage is darkest in full sun.

4. PEEK-A-BOO SPILANTHES. Unusual flowers
and an interesting bronze-green foliage color make
Spilanthes oleracea a real eye-opener. Long, pendulant
stems hold unique, olive-shaped, golden yellow flow-
ers with deep burgundy red centers. Ideal for mixed
containers, Peek-A-Boo also creates a nice mounded
plant in the landscape. Plant height is 12 to 15 inches
with a spread of 24 to 30 inches. It performs well in sun
to part shade.

5. SILVER MIST HELICHRYSUM. Well-branched
Plectostachys serphyllifolia makes mounded and spread-
ing, 6- to 8-inch plants blanketed with silver foliage on
silver stems. Growing fast and full, the fine texture and
small, rounded leaves make this an excellent choice for
mixed containers. Silver Mist performs well in partial to
full sun.

6. PURPLE LADY IRESINE. /. Herbstii displays dark
purple foliage on a low, spreading plant that fills in
nicely as a ground cover. Placed in the landscape, 6- to 8-
inch Purple Lady spreads up to 4 feet. In mixed and solo
containers, as Purple Lady’s branches get longer and
heavier, plants cascade over the edge. Purple Lady per-
forms well in partial shade.

EDITOR’S NOTE: Contact your preferred grower or wholesaler
to order any of these foliage varietics or contact Ball Horticultural
Co. at630/231-3600 to locate a supplier inyour area.— Al Cybulski

The author is Contributing Editor to Lawn & Landscape maga
zine and can be reached at acybulski@lawnandlandscape.com.
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Read our lips — no one does green like us.

ProSource One can help piant a big green one on your bottom line.
We put our money where our mouth is — quality products and
services. Because, 1o us, there's nothing sexier than your success

Welcome to a Greener World

PROSOURCE

www.prosourceoneg.com
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WHEN CHILDREN dump tubs of blocks onto a table, they
can create just about anything —a monument, a house, a construc-

tion project — outcomes are left open to the imagination.

One could say a company owner has the same opportunity when looking at a
business’ blank slate. The pieces — marketing, budget, clients, employees — are all out
on the table and an owner can stack them in any order he or she likes, leaving some
sections out until they're needed and providing supporting pieces in between.

Our special section this month — Building Blocks of Business - represents every
aspect of our mission statement: To deliver superior total coverage of the continually

evolving professional lawn and landscape

contractor market. And this issue
does so from the people who our
readers appreciate hearing from
most-otherlandscape contractors.
Each month, our How We Do It
department, which we started in

late 1999, identifies one specific pro-
gram, philosophy or practice that
works well for a particular contrac-
tor. We ask a contractor to write the
piece and he or she explains the topic
with enough detail so that readers
can learn from key points and, if
they want, replicate the program.
Readers continue to embrace
the department and How We
Do It has won many first-place
awards because it exemplifies
our mission statement.
To honor this department, we
bring you an issue full of “How
We Do Its” and we arranged them
in the natural order of running a
business — from building a new
shop and marketing for clients to
structuring crews and drafting con-

! S tracts to providing employee incen-
‘&= & tives and surveying clients.

In the following pages, we give
you 18 building blocks you can use to

strengthen your business. Start building.

LawN & LANDSCAPE www.lawnandlandscape.com JANUARY 2003 27
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Before you can beat crabgrass you have to think like crabgrass.



RESEARCH

The smartest way to outwit a weed? One application of easy-to-use Barricade® each spring. Its season-long control of crabgrass is
unparalleled. Plus it also. controls spurge, knotweed, purslane, and 28 more weeds. Making your job a little easier means we
get to know problem weeds like crabgrass inside and out. Perfecting a full ensemble of products to protect your turf, that's

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

Barricade

Herbicide
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Using professional help,
Southwest Landscape
Management built an ideal
shop by making careful
decisions on location and
amenities. Photos: Southwest
Landscape Management &
Land Creations

SOUTHWEST LANDSCAPE MANAGEMENT & LAND CREATIONS

30
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Making the decision to build a facility can be both exciting
and stressful. On one hand, the choice can be liberating,
alleviating the burden of working out of the garage and
giving one the chance to design, down to the last detail, a
state-of-the-art landscape facility. On the other hand, the
whole process takes a lot of time, research, planning, money
and organization.

Two years ago, we decided to build a new facility that
would house our two companies, Southwest Landscape
Management, a landscape maintenance firm, and Land Cre-
ations Landscaping, a design/build firm. Although the two
companies run independent of each other, we consider them
partner operations. We already had worked out of the same
building for eight years, our companies are the same size
and we are all family - it just made sense.

The first step in the process was deciding to build. Our
decision was based on necessity. We worked in an old barn
that we outgrew. There was no heat or running water and
there were zoning issues at our location. We wanted to
construct our own building and accrue some equity. We
needed more land and the freedom to create our own envi-
ronment. Consequently, the decision part for us was easy.

The next step was to decide on a budget and secure
financing. For us, a look at our profit margin and what
discretionary capital purchases we could forego helped. To
build a safety net, we planned to spend at least 10 percent
more than we budgeted. We met with several bankers to
discuss the project, examining issues like the different types
of loans available; the necessary amount of money down

www.lawnandlandscape.com

DING A New Shop

(this will vary depending on the type of loan, but generally
we figured 10 to 20 percent of the loan value); the amount of
money we could afford to borrow; the length of time neces-
sary to process the loan; and the paperwork required.

The third step - deciding on a location - is the most
crucial decision we made. There are many factors we consid-
ered, but the most important for us was figuring how far
from our customer target area we were willing to be. We
wanted to remain within 10 miles of our existing facility, and
we let that standard define our search for a location. Also,
since there are many commercial areas that prohibit outdoor
storage of materials, such as mulch and topsoil, we ad-
dressed this question upfront to make sure a site fit our
needs. The township we originally selected for construction
wouldn’tallow the type of facility we had planned, so we fell
back on our more accommodating second choice.

Our commercial real estate agent helped us with zoning
issues, building size restrictions and working with subcon-
tractors, engineers and architects. Our real estate agent, who
worked for the owner of the lot we sought, was the best
guide in helping us with initial project aspects.

The building process came next. We visited many other
landscape facilities to get an idea of different building types
and layouts. Also, local and national landscape associations
sponsor facility tours and we took full advantage of them,
By doing this, we had a good idea of what we wanted before
we ever met with our architect.

Choosing a builder can be a tedious process, but we had

(continued on page 32)
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Picture Perfect.

The perfect setting. You see it in
your mind. You make it happen.
Bobcat compact equipment —
tough, dependable, agile — gives
you the ability to change the face
of the earth, one project at a time.

-



http://www.bobcat.com/179

Building Blocks of Business

! /1)
(contmued from page 0)

to decide on the type of building we wanted
first. We decided on a pole building because
we learned through research that it needed
fewer materials for construction and was,
therefore, less expensive to build. But we
had to make sure the type of building we
were planning was allowed on our selected
property. The fallback property we were
looking at, for example, restricted pole build-

ings. After some negotiation with the seller
and the township trustees, though, we were
granted permission for the construction
We got quotes from four area builders
found through our local Yellow Pages. The
final decision on our part came down to
communication. Only one builder delivered
his bid professionally and in person. We felt
that because he took the time to present his

Diversify your services, save time, save labor,
expand to markets you could only have
imagined. An Express Blower" truck opens

the door to Erosion Control, Turf &
Terraseeding ", Building Construction,

Golf Courses, Playgrounds, and much more.
It's Opportunity. Don't let it pass you by.

Call us today.

New Markets
Full Year Applications
Commercial
Volume

o

800-285-7227

www.expressblower.com
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quote and early plans this way, we wouldn't
need to chase him down later with any con-
cerns. We also did some research and con-
tacted references to make sure we were con-
fident with our choice.

Next came chuu.\mg a general contractor
Though it saved money, contracting for our-
selves caused serious headaches and took up
alot of our valuable time. Organizing electri-
cians, plumbers and heating and cooling
personnel was a bigger job than expected. If
we had it to do over again, we would have
hired a general contractor instead

There are a few other basic tasks that
helped us stay on top of a project of this siz¢

* We assigned duties to key people in
our organization. For example, we let some-
one who excelled at finances and budgeting
deal with the bank.

* We made sure to obtain a completion
date from builders before signing any con-
tract and we didn’t pay them until the job
was complete.

¢ We did a final walk-through with the
builder and all subcontractors to make sure
all of the work was complete.

Finally, we set a move-in date. This re-
quired an occupancy permit, which in turn
required an overview by a building inspec-
tor. We could have received a temporary
occupancy permit that would have allowed
us to move in while some minor tasks, such
as trim work, floor covering or painting,
were being completed, but instead we were
flexible with our move-in date. Of course, we
were eager to move into the building as soon
as possible, but we thought moving in before
the work was complete would cause more
problems down the road.

We've come a long way since we started
looking at properties two years ago. Our
facility is up and running, but we still have a
lot of work ahead of us. If building a facility
is your goal, take heart in knowing it can be
accomplished with the right amountof plan

steveRakll [

ning and organization
The author is vice president, Southwest Land
scape Management, Eatont Township, Ohio, and

134

can be reached at 440/238-0434
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Not long ago, we experienced a large economic boom. But in times of abundance one can become
complacent with budgeting practices, and this sloppiness can come back to haunt a business owner
in times like the present, when the economy takes an inevitable dip.

This scenario was played out for Garden Gate Landscaping in the late 1980s. We were cruising
along, riding the crest of the last big economic wave and were blindsided by an economic slowdown
in our marketplace that grew into the worst recession we had ever experienced - one that continued
until the mid-1990s. We found that although we had good systems in place, we did not have the right
systems in place, and, therefore, we took some hits for several years.

I realized then that monthly financial statements were just historical information. What we
needed was a budget and tracking system that would tell us weekly where the company stood
against budgeted goals and would start with the realistic hours we could work (bill) each week.

Our starting point was to determine the number of crews the sales team could keep busy in each
division. By knowing the number of man-hours by profit center, we could then accurately project revenue
by multiplying the number of hours in each profit center by our historical gross revenue by man-hour.

Next, we needed weekly benchmarks by which we could effectively judge how we were doing
year-to-date and from which we could be confident in determining a bottom-line outcome at year-
end. Those benchmarks were determined by looking at past financial figures. Fortunately, we had
been tracking sales bookings and billings by profit centers for vears.

Then we were ready to monitor our numbers. In order to do this effectively, I developed a set of
linked spreadsheets.

GARDEN GATE IANDSCAPING

BETTER Budgeting

zmoﬂ.mm'

Improve Your
Lawn Care Service Efficiency!

Compact Design = Operator Friendly
The Clean Look

Proven as the ultimate “Profit Maker” system...
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* Diaphragm pump * Gas engine powers agitator & pump
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a hose reel.
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We use an integrated software program
that allows estimating, job costing and ev-
erything inbetween to input weekly finan-
cial figures. We then feed financial report
data into our spreadsheets.

By linking cells from one spreadsheet to
another, we can change assumptions and
actual data one time and the value ripples
throughall the sheets automatically. If I were
more programming-oriented, the system
could have been developed in a database,
but it was easier and faster to use technology
with which I was already familiar.

Interestingly, the numbers provide more
than just financial information. Once we
worked with our own numbers for a while,
we could spot opportunities or troubles be-
fore they surfaced.

In terms of a budgeting time line, growing
companies should plan at least six months
ahead for the next fiscal budget, revising a
couple of months before the year starts and
again when they get the prior year’s num-
bers. We have kept Garden Gate at a fixed
revenue size for the moment, so our only
growth variable is sporadic subcontracting,
which is driven by larger projects.

condmpen

The use of linked

spreadsheets

enables the

Pove immediate reflow of
data when financial
variables are

changed. Image:

Garden Gate

When we were growing, we planned
growth by when weadded sales and produc-
tion people. Since we have held back growth,
we don’t really need a long-term budget
anymore, Instead, we keep our budget short
and simple. We adopt a long-term growth
vision (not more than two vears) and figurr
out costs and real time to get there,

Lastly, to get employees to buy in to our
budgeting process, we changed how they
were rewarded, basing the system on mea-
surable, traceable goals.

Each profit center has margin goals that
need to be met for the company to meet its
profit goals. We reward employees based on
their contribution to gross profits (margins)
vs. previous criteria like gross sales and focus
on actual hours vs. estimated hours. Today,

everyone knows their target, that they musthit
that target for the company to profit and that if
the company is profitable, they will be re-
warded for their contribution.

This new budgeting and accountability
system is proactive rather than reactive. It
allows both tracking against realistic goals and
a constantly adjusted projection of year-end
profitability as each week comes and goes.
Additionally, there is little cost involved. I can
do the entire budget for our roughly $4-mil-
lion business in one day. We've got the process
down to a science, and it only took 25 years
to figure it out. — Charles Bowers

The author is chief executive officer, Garden Gate
Landscaping, Silver Spring, Md., and can be reached
at 301/924-8652 or charlic@gardengate.net.

Staffing Solutions with our
Mexican Workers

\ : ¥

- Specializing in ﬂecrultment & Pihcement ok IIZB Vjsa fore|gn workers;.
. @ We have RELIABLE EXPERIENCED PERSONNEL

Marcus Drake consultants handles the entire procedure

. We deliver selected personnel to your t‘:ompany. )

]
P
& AV

A )

und Familiar?

N =
»

Marqus Drake Consu|tants
‘ Park R\dge. New Jersey
~ Call.888.544:9122
Fax 201.930.0629 -

N

Email mar‘cusdrakethﬁyahoo.com\

LAawN & LANDSCAPE

G
L

Landscape ™
Crew

JANUARY 2003 35


mailto:charlie@gardengate.net

Lawn Dawg
President
Jim
Campanella
Photo: Larry
McHugh

Telemarketing can be an effective and economical way to
grow your lawn care business. I've been in the lawn care
industry since 1983, and telemarketing was a method of
advertising I relied on to grow my business. When The Lawn
Dawg opened for business in 1997, we began — and have
continued to use - telemarketing as our primary means of
customer acquisition. Since then, our company has grown to
five branches and more than 11,000 residential customers.
We've worked hard and, like any other marketing effort,
telemarketing only rewards us if it is properly planned out
and managed.

The first step to an effective telemarketing campaign is to
plan and prepare. To give ourselves plenty of time, we
planned three months before our campaign’s start date.
Through research, we found thata good plan should include
the number of sales we wanted, the number of leads needed
to achieve that goal, how many prospects are needed to
generate those leads, the number of employees available to
implement the plan and the number of weeks expected to
complete the program. Once the plan was created, we paced
out the accomplishment of
these goals over a period of
time to assure their comple-
tion. We made daily and
weekly goals, tracked them
closely and adjusted our
strategy along the way.

The next step we took
was determining who and
where our future custom-
ers were. We mapped out
the areas where we planned
to market. We broke these
areasdown by zip code first,
then by street within each
zip code. We included all of
the streets where our cur-
rentcustomerslived, as they
were likely to increase the
company’s visibility. Also,
we drove any streets we

www.lawnandlandscape.com

were unfamiliar with to determine whether they were good
prospects. This was the best way to ensure we were not
telemarketing underprivileged neighborhoods, condomini-
ums, apartment complexes or businesses.

Once we finished these tasks, we created a list of every
street within each zip code in which we wished to market
and put them in route order. After these street lists were
created, we protected and organized them in binders for
our telemarketing staff to use to generate leads in an
efficient manner.

Of course, there would be no telemarketing without
phone numbers, so once the street lists were created, we
acquired the lists of names and phone numbers. There are a
handful of national data companies that can provide this
information, but we used a company that suppressed people
on the “no-call” registries. We found that data companies
typically charge a fee per listing, and even though the price
was only three or four cents apiece, we specifically re-
quested only numbers for single-family homes to keep the
cost down. We then confirmed that the company could
provide the data in a format compatible with our software.

There are always good and bad times to make phone
calls, and we found through trial and error that telemarketing
to generate leads is best done during the evenings. We
wanted to talk to people when they were home. The most
productive calling hours for us are Monday through Friday
from 5 p.m. to 9 p.m. and Saturday from 9 a.m. to 1 p.m. Our
employees use a script when they call to generate leads, and
during the first call we are quick and get right to the point.
We immediately identify ourselves and the name of our
company and politely offer to provide a free estimate for our
services. Many home owners consider telemarketing an
intrusion of privacy, so we are brief and courteous to get the
best results. Telemarketing is a numbers game, The more
calls we make, the more leads we generate and the more
sales we secure.

Once a lead has been generated, we get in touch with the
home owner as soon as possible. We believe the faster we get
out to the property, the more likely we’ll get the sale. Our
salespeople will run the lead within the two days following

(continued on page 38)
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“In the past, we've tried everything
to control weeds during the fall and
early spring when temperatures are
cooler. Nothing gave us the control
we needed. But with Cool Power”,
all of that changed. Now ground
vy, 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.

Riverdale

The Formulation Innovators

(800) 345 3330
www.riverdalecc.com LT
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COOL POWER’
Cool Power is a regestered trademark of Riverdale Chemical Company. .

Always read and follow label directions
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Building Blocks of Business

(continued from page 36)

the telemarketing call and then follow up
during the evening hours with the home
owner to make sure everything went well.
Persistence is necessary to show potential
clients our sincere interest in caring for
their lawns.

Making sales through telemarketing is a
process during which we must establish a

level of trust with home owners before

they will buy. We don’t try to force the sale.
Instead, we earn their trust and confidence
by calling often, asking questions, listen-
ing carefully and offering solutions to their
lawn care needs.

As with any other part of our business,
our telemarketing campaign is only suc-
cessful if we manage it properly. We track
actual results vs. goals and make adjust-

‘Get rid of yo
wheelbharrows!

The BT 40 Pneumatic Delivery System, the
most powerful blower system on the market.
* Deliver landscape products faster, smoother, and with less

frustration.

to clean up.

system.

When you want the best,

' \

o LI

PO Box 40490 ¢ Eugene, OR 97404 US.A

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

¢ “One-Touch” remote control gives the

operator precise control of the entire

| there’s really only one choice...

® 800/269-6520

* www.petersonpacihc.com
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At The Lawn Dawg, we have our
telemarketers use this scrpt when calling
our customers. We made sure that the
statement was brief and to the point s0 as
not to irritate any of our potential clients
When a customer accepts our offer of free
pricing and program information, we
ensure that we have their correct name
address and phone number. Should they
decline, we politely thank them for their
time and move on to the next lead

“Hello,

My name is __and Iam
calling from The Lawn Dawg, a local lawn
care company. The reason for my bref call
is that our technicians will be in your
neighborhood this week. dropping off
some free price and program information
to some of your neighbors. I wondered if 1
could interest you in some free price and
program information as well. There's no
obligation, you don't have to be home and
we can leave it right at your door. Would
that be OK?

Thank you for your time." - The

Lawn Dawg

ments to the plan along the way to yield the
best results. We don’t rely on telemarketing
alone to grow our business. A balanced
attack of direct mail, newspaper, televi-
Yellow

telemarketing complement each other and

sion, referrals, Pages and

improve the potential of achieving our goals
~ Jim Campanella

The author is president, The Lawn Dawg, Nashua
N.H., and can be reached at 603/879-9833.
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An array of informative and visually
attractive direct mail pieces prove
effective in spreading the word about
Jacobsen Landscape’s services.
Image: Jacobsen Landscape Design &

Construction
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JACOBSEN LANDSCAPE
DESIGN & CONSTRUCTION

DEALING
Direct

Direct mail campaigns are an integral part of our overall
marketing plan. Some of the consistent strategies we use to
market to our design/build clients include:

1. A quarterly four-page newsletter. Employees con-
tribute editorially to our newsletter, which offers fea-

tures, tips, employee highlights and seasonal informa-
tion. We outsource layout and production of the pieces -
roughly 2,500 copies four times per year ~ and mail them
to current and prospective clients. Overall, the newslet-
ters cost us about $4,000 annually to produce and mail.

2. New home owners letters. Throughout the year, we
find new home owners through deed lists and real estate
reports and mail out packets we produce in-house to intro-
duce our company. We usually receive less than a 10-
percent response with this measure, but we consider the
method a strategy to keep us visible in the community.
Producing the letter costs us only time and postage.

3. “We're in Your Neighborhood” letters. We send
information to neighbors along the streets of clients we
currently service and invite them to the job site to see our
work and talk to our supervisors. We also include informa-
tion alerting folks to possible neighborhood disruptions,
which homeowners appreciate. The response to these letters
stands at 10-percent, but the cost includes only the time to
produce and drop off the letters, and neighbors who see our
work often offer referrals.

To complement our resi-
dential efforts, we made a
commitment four years ago
to grow commercial mainte-

JANUARY 2003

nance to diversify our client
base and ensure more recur-
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A prafessianally

designed and
maintainesd
wnanrred
landarapr provides
the right enviranment
for your buxiness

to do huxiness

ring business. Over time we have created a database of more
than 1,000 commercial properties. We draw this roster from
various association listings and our sales team continually
canvasses target areas and adds to the list.

Marketing techniques for commercial clients include
pieces that we tailor for specific topics (snow removal or
commercial design/build, for example) and mail to our
database several times a season; follow-up phone calls that
we make to commercial contacts to set up appointment
times; and careful tracking. Since our commercial marketing
season is short — September to March - we create charts and
graphs to monitor marketing efforts.

While the number of our commercial direct mail recipi-
ents is smaller than our residential ones, an ongoing stream
of mailings - including letters, newsletters, invitations, a list
of commercial references, commercial marketing flyers (pro-
duced in-house and sent out for glossy color copying at 45
cents each), and reply postcards (outsourced for 35 cents
each) — drive commercial mailing costs 20 percent above
those of residential. We are still tallying response rates, but
based on a preliminary gauge we’d prefer higher returns. As
a result, we are considering ways to refine these efforts.

Because we handle all of our mailings in-house, scheduling
them in among normal office duties is a challenge. We utilize
our part-time officers and college help, whose hourly costs
are lower, to handle the bulk of the mailings. This is more
effective thanemploying a mailing agency, which welearned
is more expensive and less in control of timely mailings.

Traditional “mass” mailings - where consumers are
randomly selected to receive material - do not work well for
us. Returns as low as .01 percent do not justify the expense
involved. Also, we forego fax and e-mail solicitation be-
cause we feel clients don’t like them.

With a well-thought-out execution, direct mail can be a
cost-effective and highly penetrating means of making an
operation more visible and obtaining valuable new busi-
ness. — Melissa Jacobsen

The author is chief financial officer, Jacobsen Landscape Design & Construc-
tion, Midland Park, N.J., and can be reached at 201/891-1199.
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Your life is calling.
Can it afford to hold?
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bed-time stories - How many more can
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Specializing in time-saving software
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and more - all from the
~ convenience of their desktop.
; . With CLIP, not only will you
A ~ have more time for those early
" g evening ball games, but you'll also
R -

crease efficiency and maximize profits.

on’t put your life on hold. Call CLIP at

f

v -635-8485 or visit your local Toro dealer
‘ ‘ for a free demonstration CD today.
an Saylor, ceo,
LRSS LLANDSCARID .
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Maurice
Dowell,
president,
Dowco
Enterprises.
Photo:
Susan

Pittman

DOWCO ENTERPRISES

H2B HOW-

Eight years ago, we came back from an industry conference
with the realization of a nationwide Hispanic hiring trend.
Many owners were reporting their labor problems had been
solved. We at Dowco Enterprises chimed in by passing out
business cards to Hispanic employees of other companies,
netting one fellow who brought several friends.

For the first time in years, we had a reliable labor force.
Absenteeism plummeted, Monday morning tardiness ex-
cuses disappeared, the temperature was never too hot and
there were never complaints of unpleasant work. At the
same time, work quality increased and we saw a reduction in
the number of callbacks - everything was great.

Then, unexpectedly, the Social Security Administration
presented us with a letter requesting verification of certain
Social Security numbers and, upon checking, we found out
we had several illegal immigrant employees. I had night-
mares of our office being surrounded by white vans filled
with immigration agents. We realized that we couldn't
operate like this any longer and committed ourselves to
employing our Hispanic workers legally.

We found a reputable immigration attorney via an online
search for immigration and H2B legal professionals, and he
implemented the seasonal work visa process with our exist-
ing Hispanic workers. Some of our employees had prior
problems and didn’t make the cut at the border, but we were
able to keep 95 percent of them. We negotiated a favorable
rate with our attorney, his ultimate cost per H2B employee
being about $400.

There are companies that can locate and transport em-
ployees to you, but here at Dowco we do it all in-house. New
Hispanic recruits are friends or relatives of current workers,
and we advance transportation, visa monies and the appropri-
ate paperwork for them to Mexico in late winter. We bypass the
Hispanic-provider-type companies by having a trusted em-
ployee manage the process while south of the border.

www.lawnandlandscape.com

Upon arrival in the states each late February,
we get Social Security numbers for new workers
and encourage employees returning to us from
winters in Mexico to obtain or renew their driver’s
licenses. Our local Department of Motor Vehicles
office provides the driver’s tests in Spanish. Rain
days are great for getting these things done.

For living arrangements, we've made provi-
sions with several landlords to provide homes for
our Hispanic workers. In one case, we agreed to
immediately fill a landlord’s residential property
if he would renovate his building, which was
located in a largely Hispanic section of St. Louis.
Dowco pays the first month’s deposits on work-
ers’ apartments — about a $1,200 cost - and the employees
handle their own rent for the rest of the season.

We offer four company minivans as a mode of transpor-
tation to Hispanic workers, with the workers paying a
nominal $30 per payday to ride. Responsible foremen drive
the vans for the 10 months they remain in the states and use
them to take care of shopping, laundry and other tasks.

Providing payroll for our H2B workers is an easily met
challenge. Deductions are made for rent, visas, minivans
and traveling expenses and repaid over the course of two or
three pay periods. Our H2B employees work right up to the
day they return home, and they receive their final pay before
they go. They enjoy the same holiday and vacation package
as other full-time employees — one week paid vacation after
one year of employment; two weeks after two years. Still,
most Hispanic employees do not take the time off and
request that we pay this with their last check. Leaving early
forfeits vacation and a job the next year.

As with all employees, communication is a priority, so
Thursday mornings we have a meeting where our H2B staff
can voice concerns and opinions. We post company an-
nouncements and news in English and Spanish with the
help of a translation program. In addition, we have weekly
sessions where bilingual employees teach several classes in
various planting techniques, translating when necessary.

Most importantly, we try to remember that seasonal H2B
workers, in many ways, become dependants. They are thou-
sands of miles away from home, often with minimal English
skills and no family to fall back on. The company becomes their
family. These workers must feel they can come to us when they
have problems, and we strive to be open on a casual level to
tackle issues such as legal matters, health care, family, taxes and
general social concerns.

The H2B program itself is costly and time-consuming,
but the benefits are worthwhile. With a commitment to
providing the support necessary to flourish, a company can
enjoy adequate and dependable work, and immigrant la-
borers will welcome the fact that they have “good papers.”

Soon, the real job becomes finding enough work to keep
employees busy for a full 10 months. - Donna Dowell

The author is corporate secretary, Dowco Enterprises, Chesterfield,
Mo., and can be reached at 636/532-2813,
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DESANTIS LANDSCAPES

HE EMPLOYEER
Orientation

Situation

The old adage, “An ounce of prevention is worth a pound of
cure,” is particularly appropriate when discussing employee
orientation. For many years, we were reactionary in sharing
company practices, rules and standards with employees.
That is, when a question would come up or a mistake was
made, we would “react” and tell the employee how the task
should have been done or what the policy was - not a real
recipe for success in terms of quality customer service or
employee morale.

We felt that if the company was going to succeed, we
needed our employees to succeed, and this meant we had to
define and write down what success meant at DeSantis
Landscapes - a big task indeed. We created our Employee
Handbook and Policy Manual many years ago and have
never regretted the time and money invested in its creation,

or the time we spend
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success. If we want or need tasks done a certain way, we
need to communicate that to employees. To meet any expec-
tation, we must first know what that expectation is, other-
wise it's simply a stroke of luck if it's met.

Our employee orientation has evolved over the years.
Currently, our orientation begins during the screening and
interview process. In the initial interviews, we share our
mission statement with prospective employees and ask
them their reactions. We provide real workplace scenarios
and ask them how they might respond in these situations. In
addition, we interview prospective employees at least twice
with different groups of people from management and the
field. Our philosophy is that finding people with similar
values is far more important than experience,

Once hired, we ask new employees to come in for
a half-day orientation prior to beginning their jobs. This
is probably the biggest change we've made in our em-
ployee orientation program. Taking the time to thor-
oughly orient new employees before we send them out to
begin meeting company and client expectationsis a worth-
while investment.

The next step of our orientation is the paperwork: filling
out the W-4 and 1-9 forms, checking driver’s licenses and
Social Security numbers and completing employee history
forms, which include each employee’s general and emer-
gency contact information.

Then, we go over the Employee Handbook and Policy
Manual, which was compiled by a policy manual committee
that we organized. Once the committee had completed a
draft, we hired a labor lawyer to review and suggest edits,
changes and additions. This proved valuable, particularly
in eliminating potentially libelous language and adding
certain legally required statements. Our initial reaction in
considering this legal review was quite negative - why
involve lawyers if we didn’t have to? In the end, though,
we felt that since we had invested so much time in the
manual’s creation, we needed to end up with a document
that was going to meet training needs and also protect the

(continued on page 46)
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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- — \_‘j
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Building Blocks of Business

(continued from page 44)

company’s interests. We hired a lawyer
from a local firm we had worked with in
the past, and after explaining our needs we
were able to acquire her services for less
than $1,000.

Though we don’t read line-by-line
through the handbook when a new employee
starts, we do go into detail on each item
covered in the handbook. As much as pos-
sible we try to make this review process a
dialogue rather than a lecture, recognizing
that reciting and memorizing information is
much less effective than being actively en-
gaged and discussing the material. At the
end of our handbook, we have an
“acknowledgement of receipt and under-
standing statement” that we ask employees
to sign and return to us at a later date,
encouraging them to take the handbook
home and read it fully before signing,.

QOur supervisors have also found this
handbook useful for managing employee

performance. Inthe past, anemployee would
assume that a supervisor had a specific is-
sue with him or her personally if the super-
visor needed to discuss problems or pro-
vide discipline. Now, resolving the issue is
simply a matter of enforcing the written
policy, not a personal judgment call on
anyone’s behavior or performance.

After the paperwork and handbook re-
view, we give new employees a tour of the
rest of the facility. We go through the locker
room and describe the uniform service and its
procedures. We introduce them to the me-
chanic and have him describe the mainte-
nance schedule for equipment and vehicles,
the tool check-out system, and the protocol
for dealing with equipment that needs to be
repaired. We go through the material yard
and nursery and briefly describe the inven-
tory system. New hires typically are not
responsible for this inventory accounting,
but we like to have all employees somewhat

familiar with the system. Following this, we
generally head back into the office to meet the
administrative assistants and go over time
cards, payroll and other office paperwork.
We provide employees with a lot of infor-
mation in a short time, and though this is our
orientation policy, we all know in this indus-
try there are times when plans change and
policies flex. We're not perfect about imple-
menting this system, but we recognize that
employees and the company benefit when
we do. We know not all of the information is
going to be retained and there will be questions
later, but our efforts are a critical start and
important investment in our new hires so they
begin to understand the culture, values and
procedures that make our employees and com-
pany successful. - Dean DeSantis

The author is systems manager, DeSantis
Landscapes, Salem, Ore., and can be reached at
503/364-8376.
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EARTHSCAPES SOFTWARE

VISUAL IMPACT IMAGING

The Fastest, Most Powerful,
Landscape Design Software for Windows
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This unique design
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180 Ibs hoppers
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» Exclusive operator air conditioning
* Quiet running - 75 dB(A)
o Most powerful backpack blower. Period
~
BCZ2400

” ¢ Second generation
’A Strato-Charged™ Engine
‘ ¢ Fewer moving parts
* High reliability & durability
¢ High power & torque
* | ow emissions without a
catalytic converter

G310T7S-12

¢ Low price, high quality

¢ Powerful 30.1 cc engine
® Choice of 12" or 14" bar
¢ Light weight, high power

$495%

Save $34

G621AVS-20
* 62 cc engine

our most powertul
* Rugged & durable
» Long bars
avallable

%4292

Save $30

BC4401DW

* Most powerful trimmer
engine on the market

* 6" tap & go head

* Positive control grips

BC3401DL
* Powertul engine
* 6" tap & go head b

* Comfortable
handling e’

EBZ4800
e Strato-Charged™ clean air engine

» Uses less fuel than competitive brands
* Quiet running - 65dB(A)

NEW Cv225

e Compact, lightweight

* Rugged 2 cycle engine
» Great for small
spaces

BCZ2500S

« s Strato-Charged™ Engine
* Uses less fuel than

competitive brands
* High power & torque
* Low emissions without
a catalytic converter

HBZ2500

* Strato-Charged™ Engine

¢ Powerful & quiet

¢ Low emissions without a
cataiylic converter
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Komatsu Zenoah America, Inc.

4344 Shackleford Road, Suite 500 e Norcross, GA 30093
800-291-8251, ext.213 ® Fax: 770-381-5150
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SAFETY
Secrets

Creating a safety program for HadcoServices was as much
of a learning experience for me as it was for my employees.

In 1986, our company was given an opportunity to bid on
a commercial maintenance contract for a large local com-
pany. Asa condition of the contract, however, we were faced
with obligations totally foreign to us, such as drug testing,
safety exams, pesticide certifications, tailgate meetings and
regular safety discussions.

Thankfully, the human resources safety manager for this
company, who was as concerned for our employees as she
was for those who worked with her, took us under her wing.
She helped us by setting up periodic safety meetings, loan-
ing us safety films and even signing us up for CPR classes
puton by her company. We were able to get by with her help
for about two years before she introduced us to the Safety
Resources office at our local vocational technology center.

Atno charge, the center invited several of our employees
to take part in a semester-long class that met one morning
each week. During this time, we examined a workbook,
“Occupational Safety and Health Programs,” which en-
abled us to write our complete safety and health program
that included training and documentation on our equip-
ment, complete with guidebooks.

Upon training completion, each employee receives a
certificate, which we proudly frame and display in our
employee break room.

Feeling pretty good about ourselves, we were ready for
the ultimate test—an Occupational Safety & Health Admin-
istration (OSHA) audit of our facilities and crews, The
vocational technology center sent an officer to perform the
inspection, and we were amazed at the things he found and
deemed unsafe. We had six months to let him know we had

www.lawnandlandscape.com

taken care of these problems. The officer mentioned that
most companies try to avoid him like the plague, but I felt his
visit was a grade card for us and if we could meet and/or
exceed OSHA standards, we would be doing well.

Implementing our plan took a lot of time and training,
but we now have a safety program that works well for all
members of the company. Our safety policy and training
manual includes everything from basic workplace rules and
driving regulations to hazardous materials and medical
information. Upon being hired, all employees must sign a
statement saying they’ve read and understand the safety
materials, and will obey policies and warnings at all times.

We have disciplinary actions in place in case an em-
ployee violates our policies. The first action is a verbal
warning, followed, if necessary, by the second penalty,
which requires employees to stand up at our training
meetings to explain what they did wrong and why the
offense won’t be committed again. This is not meant to be
humiliating by any means. Its purpose - and one that
seems to work well —is to reinforce the importance of safety
for everyone at all times. These lessons mean even more
when crewmembers hear them from their peers. If the of-
fense is committed again, depending on the severity, the
employee is either terminated or suspended for three days
without pay.

Individuals in management positions, including fore-
men, are trained to lead by example, recognize hazards and
enforce rules at all times. This ensures that employees at all
levels in the company have the same concerns and under-
standing when it comes to safety. We also have kept in
contact with the vocational technology center as well as
agencies like the department of transportation and the high-
way patrol, which visit our office for occasional inspections.

We continue to strive to make our workplace as safe as
sitting in an easy chair at home. We have won 16 safety
awards over the past eight years and have created a culture
at our company that our employees take with them to the job
and home to their families.

As we continue to improve, we use as many resources
as we can. For instance, as our Hispanic workforce grew,
we began ordering all of our materials in bilingual form.
Last year, we ordered a video series and required each
employee to view the materials and then we tested them
on the knowledge they gained.

Finally, remember that money should not be an obstacle
to setting up a safety program. Anyone who has been
fined for a workplace safety violation can explain that
training materials and safety equipment is much less
expensive. Really, all thatis needed is a little time and the
desire to see that each crew member will go home at night
to the people who mean the most to them. Those people are
the whole reason your employees work for you, and the
reason that safety should be a top priority at every company.
— Wes Hadsell

The author is managing member, HadcoServices, Bartlesville,
Okla., and can be reached at 918/336-0364.
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G\\‘ES ME THE F'N,S”
W LO0KING FOR.

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

your nearest Ferris dealer. And we’ll show you how you can start driving

‘4‘:’ the only commercial mower made that's powered by CAT!

Ward Burton:
2002 Daytona 500 Winner A I
#22 CAT Winston Cup Race Car |FERRIS
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Ferris Industries « 5375 N. Main St. « Munnsville, NY 13409 * www.ferrisindustries.com * 1-800-933-6175 Commercial Mower Specialist
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rocus: Walk-Behind vs. Riding Mowers

THE

Manufacturers
and contractors
alike keep their
eyes on new
trends and
developments in
walk-behind and

riding mowers.

By Lauren Spiers

M4 JANUARY 2003

Though most landscape contractors have put their mowers
to bed for the winter, 'tis the season to consider what's on
the horizon for walk-behind and riding mowers. For the
most part, contractors and manufacturers have similar
understandings of recent trends in the different mower
markets. The consensus: there's always room for walk-
behinds, but the commercial riding mower is where it's at.

The Outdoor Power Equipment Institute’s statistics
through August 2002 illustrate the trend in slowing walk-
behind mower sales, which are down 3.8 percent since

1999 with an additional 6.2 percent decline forecast for the

end of the 2002 model year. On the other hand, riding

www.lawnandlandscape.com

mowers are forecast for yet another
increase in unit shipments,

“The walk-behind market's been
declining for the last several years,”
said Michael Fay, product manager,
MTD Commercial, Peninsula,
Ohio. “I don't see that trend chang-
ing any time soon.”

"Walk-behinds in the whole industry are sliding down as
far as quantity,” agreed Dick Tegtmeier, president, Encore
Power Equipment, Beatrice, Neb., "bur there will always be
some room for walk-behinds as far as entry-level, and there's

always some need for them on regular crews.”

TO WALK OR NOT TO WALK. Contracrors are quick
to point out that while their riding mowers may be more
comfortable or can cover more ground, walk-behinds are often
a necessity for tight corners, islands, bed lines and other
restrictive areas. Jeff Sousa, president, Sousa'’s Landscape Man
agement Co., Bermuda, stands by his walk-behinds. “I found
that the hydrostatic 48-inch mower is a hard mower to beat,
he said. Sousa emphasized that a talented crew member
operating a walk-behind with a sulky can maximize productiv-
ity, especially in tighter or more awkward areas.

Mike Graves from GroundMasters personally prefers walk-
behinds over riding mowers as well. As account manager at the
Cincinnati company’s Dayton branch, Graves insists that the
52-inch walk-behinds GroundMasters uses are ideal because
the deck is wider than the wheel base. “Having an off-ser deck
allows the operator 1o avoid putting their rires in the mulch
when they mow around mulch beds,” he explained. “They're
able to hang the deck over.” Cermainly, crews and contractors
don'twant to disturb any work that's already been performed,
so using walk-behinds in these instances ensures thata job done

right the first time, won't have to be repeated.
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In terms of productivity though, landscape
contractors prefer riding mowers. At Neave Land-
scaping in Wappingers Falls, N.Y., Product Man-
ager Duane Neave uses a computer program to
keep close track of mowers’ estimated productivity,
With 61-inch zero-turn riding mowers running at
an average speed of 3.5 miles per hour, Neave
Landscaping crew members can cover 2.66 acres
(115, 870 square feet) in one hour. That’s more
than 2% times the ground covered by the company's
48-inch walk-behinds.

Of course, when obstacles come into play,
productivity declines. But unless the terrain calls
for a walk-behind mower, contractors said riding
mowers move faster, cover more ground and are
more productive machines. As Fay explains, even
though products like mid-mounted zero-turn mow-
ers may have slightly higher price tags, theability to
mow faster really has an impact. “Landscapers
figured out if [they] buy a zero-turn machine and
can go 150 percent faster, that effects their labor,
their productivity and their profitability. That's
why we've seen a tremendous explosion in the mid-
mount zero turn market

“In the first case; you want the machine ro do
the job as fast as possible but still deliver an excel-

lent, manicured appearance,” pointed out Randy

LawN & LANDSCAPE

More than speed Hartis,

marketing manager, Toro Co.,
or power, new Bloomington, Minn.
consideration for

THE COMFORT FACTOR. Productivity is

always top-of-mind for both contractors and manu-

ergonomics is the
//)('H)‘ f//}‘

: facturers when considering new mowers, but with
manufacturers of

both walk-behind

and riding

all the advancements made in the riding and walk-
behind categories in the last decade, manufacturers
are still working on the next big change in mower
mowers. design. As a result, focus is shifting from speed and
Photos: Textron performance to comfort, giving ergonomics in
Golf, Turf &
Specialty Products
(left), Matt

Sullivan (below)

mower design more attention in the industry.

“We've always strived to achieve comfort for
the person who's going to be on a mower for eight
or 10 hours a day,” said Tegtmeier, who under-
stands something contractors have known for a
long time: A comfortable crewmember is a happy
crewmember. In many situations, the landscape
companies’ owners and presidents are the ones
doing the mowing, so safety and comfort are im-
portant criteria in purchasing new mowers.

“The factis, the predominant base of the indus-
try is smaller to medium-sized companies who are
owner/operator run,” acknowledged Bob Walker,
president, Walker Manufacruring, Fort Collins,

Colo. “That puts more focus on ergonomics be-
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rocus. Walk-Behind vs. Riding Mowers

cause the guy buying the equipment is the one
running it, and they're interested in being comfort-
able.” Really, contractors with crewmembers who
are comfortable will benefit by having employees
who enjoy coming to work.

As Mike Wilhelm, president, Wilhelm Broth-
ers; Sarasota, Fla., noted, “keeping [the crews]
happy is the lion’s share of my business. Your labor
force is very important.” Sousa agreed, comment-
ing that employees have better attitudes and atten-
dance rates when they are comfortable at work and
are involved in equipment selection.

To that end, contractors often send their
crewmembers to dealerships in order to try out new
mowers for themselves and then report back. Like-
wise, many companies, including Sousa's Land-
scape and GroundMasters, take full advantage of
trade shows where hands-on equipment trials can
make or break a sale. “It’s really abour trial and
error,” explained Graves. “Anybody can come up
with any mower they want, but it really has ro be
put through the rests.”

Graves noted several mower style advance-
ments including a new gripping system that he was
able to try our before making any purchases. One

BY REQUEST

significant change GroundMasters made in terms
of comfort was to replace its pistol-grip style walk-
behinds with mowers that have a more ergonomi-
cally correct above-deck gripping system. Because
a large percentage of the company’s employees are
Hispanic and have smaller hands, the pistol grip
machines were more difficult for them to control.
Graves himself suffers from carpal tunnel syn-
drome, and explains thar GroundMaster's new
fleet is much easier on everyone’s hands.

Similarly, Sousa described a time when he
purchased a new trim mower at a trade show. His
intentions were right, but the result was less than
agreeable. “I bought a nice machine with a good
strong body," he said, “but the men felt they were
too heavy. You want to obviously get value for your
money because you're purchasing the machinery,
but you also want something the men are going to
be comfortable using.”

In addition to the personal comfort of mower
operators, another factor influencing the value of
ergonomics is the progressing age of some owner/
operators. “Many of these people started out when
they were young and could put up with a lot,”
Walked observed, but overworked backs and knees

A clways, manvfacturers are doing their best fo sty on fop or ahead of the new develop-
ments. in the industry, bul controctors’ wish lists are forever lengthening: As far as ideal machines

go, only a few companies are experimenting with digital technology ond laborfree mowers that
move themselves. While waiting for such machines fo become widely available 1o the commer-

cial market, o few confractors offered opinions on what they'd like manufacturers look into on

cutrent machines.

* Make them lighter. *Look at a property with o lot of terraces where you require a man fo help

assist in lifling the mowet. You want a lighter mowe to do that.” - Jeff Sousa, president, Sousa's

landscape Management Co., Bermuda

* Narrow the wheel base. “That's my No. 1 flow with all of the mowers. The wheel base needs
1o be offfine with the deck so you're not tearing up your mulch beds.* ~ Mike Graves, account

manager, GroundMasters, Dayton, Ohio

* Reinforce fires and recoils. "[I'd like to see] solid wheels. Tires are a problem because they go

flat. Also, springs inside the recoils break a lot and stretch or the string ifself just rips.” ~ Duane

Neave, product manager, Neave landscaping, Wappingers Falls, N.Y.

* Eliminate the languoge barrier. “There should be stickers on the mowers in English and Span-
ish. Anything that's printed in English should be printed in Spanish. — Graves - lauren Spiers
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can make continuing with the same amount of
energy difficult and even painful. “You can pur
them on a nice riding machine and they can be just

as productive as they were when they were 20,”
Walker explained.

THE SHOWROOM FLOOR. Though many
manufacturers and contractors acknowledge that
the recent slide in the U.S. economy has affected
production or sales in one way or another, that
hasn't precluded manufacturers from putting new
designs on the market. “Competition remains in-
tensely fierce in the markerplace,” Fay remarked,
adding thar manufacturers are still improving qual-
ity on their machines despite the competition.

For some manufacturers, recent developments
have included more compact machines designed to
fit through 36-inch gares, better ergonomics and
hand controls and independent suspension. Also.
other manufacturers have entered markets they
were not previously in to offer brand-loyal contrac-
tors more variety.

“We created a walk-behind that will takeall the
same cutter decks as our ride-on units,” Walker
said, adding that the company realized there would
always be a marker for walk-behinds because they
offer a less-expensive alternative to purchasing a
back-up machine. “The mower deck irself will
interchange and fit on the walk-behind unit. So,
once you've got an investment made on the cutter
decks. You only have to buy the power unit.”

As Walker and Fay both acknowledged, a pro-
liferation of engine choices ranging from liquid-
cooled to fuel injection has also come about in the
last year or so. These additional options allow
contractors to purchase mowers with longer engine
lives, ultimately increasing the machine’s value to
the person who buys it.

Without a doubr, value is one of the most
important things that contractors are looking for as
they ger ready to make new purchases this season.
Extended warranties and services plans are essential
and make maintenance issues less of aworry. “Prob-
ably the most important thing | look for anymore
is warranty,” said Wilhelm. “And the second thing
is the service to back that up. A warranty is only as
good as the service department that's there.”

In addition to keeping warranties, dependabil-
ity and cost in mind this buying season, Sousa's
advice is to manufacturers and fellow contracrors is

simple: “Think ahead, plan ahead, be ahead.”

The author is Assistant Editor of Lawn & Landscape
magazine, and she can be

Ispiers@lawnandlandscape.com.

reached at
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“Heavy-duty deck. Powerful diesel engine...

This new ZDPro really makes the cut”

KUBOTA ZD PRO ' Introducing the new Kubota
21HP/ 28HP diesel engine
‘ 7-gauge steel fabricated deck !
60" and 72" cutting width ;
" 5.5" deck depth !
18,500 FPM blade tip speed |
Converts to dedicated mulcher

ZD Pro — a zero turn radius
mower designed specifically

for commercial landscape

contractors. With a 7-gauge
steel fabricated deck and

powerful diesel engine, this
new ZD Pro can handle the

toughest turf with ease — all

day, every day.

EVERYTHING YOU VALUE

CONTACT YOUR LOCAL DEALER FOR A DEMONSTRATION.
FOR MORE INFORMATION OR TO LOCATE YOUR NEAREST DEALER, CALL 1-888-4-KUBOTA, EXT. 404 OR WRITE TO
KUBOTA TRACTOR CORPORATION, 3401 DEL AMO BLVD., DEPT. LL, TORRANCE, CA 90503.
FINANCING AVAILABLE THROUGH KUBOTA CREDIT CORPORATION.

USE READER SERVICE #402
www.kubota.com
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Focus: Buyingvs. Leasing

Those in the know offer the ins and outs of mower financing options.

By Enloe Wilson

Let's face it: The ability to secure equipment — often prohibitively expensive, especially for smaller operations — is a
vital part of surviving in any business environment. Perhaps the first and most important part of the survival strategy

then is demystifying the financial options available to commercial equipment purchasers.

BUYING/LEASING DYNAMICS. Linly put, when a customer chooses a purchase loan to buy a mower

they pay monthly installments for the length of their loan (unless they choose to pay it off sooner), after which the
unit is theirs. Traditionally, a loan affords simplicity, flexible terms, few restrictions and a chance to build equity.

Leasing — long held to be buying’s more mysterious alternative — is based on the notion that the user pays merely
for the used portion of a vehicle or equipment unit. Monthly (or other interval) payments represent only the amount

the unit depreciates in market value over

the leasing term plus interest. With that,
leasing offers an option that is generally
less expensive upfront than raking out a
loan to buy a mower, with monthly pay-
ments averaging about 10 to 12 percent
lower than those of a loan, explained Bob
Cronk, vice president, Advance Accep-
tance, Plymouth, Minn.

A closed-end lease culminates with
the customer simply returning the unitin
marketable condition, with no further
obligation. An open-ended lease — more
common in commercial financing — ends
much the same way, excepr that the unit's
residual markervalue is left undetermined
The lessee assumes the risk for a residual
value lower than the sum of their lease
payments, and, in exchange, monthly
payments are generally lower.

Under either leasing arrangement -
with an option to buy, which should be
specifically requested, Cronk pointed out
—alessee has the choice to either purchase
the mower, negotiate a lease on a newer

unit or walk away emprty-handed.

LEASING BENEFITS. Ifacustomer's

needs and profile are right, leasing can be
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rocus: Buyingvs. Leasing

an arrractive strategy, Cronk said. “A [contracting
firm] of any size that would like to use a mower
during its useful life and doesn’t have its own
maintenance department could benefit from the
advantages of working capital and possibly a lease,”
he suggested.

And while the assumprion that commercial
leasing is necessarily cheaper in the long run than a
purchasing loan is wrong (monthly lease payments
plus fees plus any residual purchasing balance often
are comparable to a financed buying price), leasing
does typically carry little to no upfront expense and
offers several other perks, Cronk said.

Green industry consultant Thomas Oyler agreed.

“Actually, most companies can tell you - and
therefore plan ahead for ~ the projected time and

Mind the GAP!

BDoni eminate o lease early. It hutts. Here's why...

cost of maintenance jobs that will arise. But the key
driver here isn't truly the price tag of a mechanic,”
contended Oyler, co-principal of the Wilson-Oyler
Group, Maitland, Fla. More importantly, “[break-
downs] eliminate the ability to hold crews account-
able for their productivity,” the losses related to
which are far more challenging to gauge. Smart
leasing saves losses in both arcas, suggested Oyler.

Some financial experts estimate that outsourced
repair costs could be as much as three times higher
than in-house maintenance. Smaller or newer op-
erations that haven't had the time or resources o
build an efficient in-house repair facility could
benefit from leasing's short-term equipment turn-
over, which undercuts rising costs associated with
aging machinery, Oyler said.

A mowet's lease price is calculated fo cover ifs expected depreciation by the end of the con-
tract period. Mathematically, monthly payments represent the difference between the mower’s origi:
nal cap cost and its residual value by the end:of the term plus interest — paid in neat, evenly di-

vided Intervals,

Of course, a mower, a skid-steer o o truck doesn't depreciate evenly — a unit's value erodes

most rapidly ol the beginning of ifs service life. {Some trucks, for example, lose up fo 40 percent of

their initial value in their first year alone, according 1o some lenders.) With this, when a lease is ter:

minated sarly, o “gap” exists between o unit's actual depreciation and the porfion of depreciation
poid. lessees often are contractually liable for this... and that can be ugly,

Some leases demand that the sum of oll outstanding poyments be paid belore they will dis-
chorge o lessee. Other financial firms requite an early termination fee of $250 1o $450 in oddi-
fion o unpaid depreciotion. To avoid the pinch of these extra fees, be awore of the fine print.
~ Enloe Wilson
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During his tenure in contracting, Oyler devel-
oped a four-phase schedule of hardware deprecia-
tion, with equipment passing from the stage of
preventive mainfenance to repair to repair/replace-
ment (the most expensive and unpredictable phase)
to functional obsolescence. He said contractors
should monitor repair-related losses throughout
this cycle.

“Fora small to mid-sized company,” he con-
tended, “when your repair costs begin to go aver 2
to 2% percent of sales, you're in trouble.

“The key is to negotiate a lease for the shortest
term possible, while a mower will remain in the
preventive maintenance stage,” Oyler explained.
Therein, not only will later, greater repair costs be
thwarted, but there will also be less measurable decay
in productivity and employee morale, he said.

Preserving working capital, or “minimal cash
outlay,” is another benefit to leasing, said Cronk.

A down payment to purchase a mower could be
as high as 20 percent of the unit’s cost, depending
on acustomer's credit. For an $8,000 model, that's
$1,600 - money that could be used elsewhere,
especially for a fledgling company. Devoid of the
down payment, leasing affords the opportunity o
invest capital in the purchase of other equipment
and accessories, marketing, establishing a shop or
various other expenses throughout the leasing term,
Cronk explained.

Some lenders and manufacturers furnish 25-
month leases with 0 percent down and no finance
charge, Cronk said. With a 20-percent residual
mower value remaining at the end of the rerm -
hardy in today’s market — all parties make out well,
he remarked.

“For the dealer who understands this, it's a very
attractive program,” Cronk said. “The idea is that
for a minimal monthly expense, the customer is
always riding a new mower, and ar the end of the
term (if the lessee chooses not to purchase), the
dealer still has a nice, 2-year-old mower to resell.”
All the while, a contractor's preserved capital re-
mains available for investment elsewhere,

But aside from whata contractor could do with
that untapped money, open cash flow has other
merits as well, Cronk and Oyler reminded.

“In enterprise, the more important value is not
profitability, it’s liquidity,” Oyler said. Money tied
up in certain debrs can weigh down an otherwise
sound financial statement, he suggested.

With leased equipment units showing up in the
books as mere recurring operating expenses — not
permanent liabilities, as with owned goods — the
“quick net worth” (current assers minus current li-

abilities) of a company stands less encumbered, buoy-
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rocus: Buying vs. Leasing

ing a firm’s bondability and chances of securing larger
bids. Also, because a lease is not a loan, a company’s
credit line remains intact, and lessees often can avoid
pledging certain assets as collareral, as required with
secured commercial loans, Cronk said.

Further, in some cases commercial loan bor-
rowers must obtain the permission of an existing

Jender to do business with any other lender, and it's

not unheard of that borrowers be required to main-
tain a prescribed compensating balance at their
lending institution or provide periodic financial
information suggesting the maintenance of specific
financial ratios, Cronk said. Leasing, to some de-
gree, presents a way to get around these regulations.

Of course, with all the ralk of depreciation,

bondability and cash flow, it's important that com-

EXPERIENCE
THE DIFFERENCE

WHF5218
Floating Deck
Hydro Walk
Only 54,999.95
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23 hp Kawasaki engine
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call 1-800-HUSKY 062 or visit www.busqrarna.com

USE READER SERVICE #405

M12 sanuary 2003

panies make good pracrice of tracking where theis
money goes. To ll].l! rnd. some proponents ot
leasing say one of its greatest benefits is its casily
followed costs.

A lease payment is a rather painlessly monitored
expense, Cronk pointed out. A company can project
~ and always knows — exactly how much a lease
payment is, how often it occurs and to the benefit
of what job or company department. Costs associ-
.l(l'd with uwnul \‘qlllpm&‘n( are less dn‘f‘lnnl. on Ih\'
other hand, he said. Though abstract financial
formulas may exist, a firm cannot as precisely
quantify, for example, the intangible cost-effec-
tiveness of owning a mower or its perpetual depre-

ciation as it passes through its four-tier lifecycle.

A (firm) of any size that would
like to use a mower during its
useful life and doesn't have (its)
own maintenance depart
ment could benefit from the
advantages of working capital
and possibly a lease

Bob Cronk

NO CORNER ON THE MARKET. Dcpitc

leasing’s appeal, many contractors still prefer buying.

“The most prominent route of contractors (in
acquiring mowers and other commercial equip-
ment) is still straight retail,” said John Cloutier,
national marketing manager, Exmark, Beatrice,
Neb., whose estimare that less than 20 percent of
new commercial mower owners choose to lease was
supported by a recent Lawn & Landscape online
poll finding that 83 percent of responding contrac-
tors always purchase their mowers.

Despite a slew of benefits, Cloutier acknowl
edged caveats that might curb leasing’s appeal
From the buyer's vantage point, leasing doesn’t
save enough money, he said. First, "most financing
packages now come with no-money-down offers,”
evening the playing field once dominated by $0-
down leases, he said. Second, “there's gor o be a
bigger ‘gap’ between monthly commercial lease
and purchase payments to make leasing a more
attractive option to landscapers.” Amid a barrage of
common fees associated with leasing - and given

today’s favorable finance interest rates — buying

LAWN & LANDSCAPE
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rocus: Buyingvs. Leasing

and leasing payments in the commercial sector
have become decreasingly disparate.

The burgeoning number of manufacturer-
driven lease packages represent the latest efforts
toward sustaining leasing as a competitive financ-
ing option in the green industry. With shorter
terms, residuals competitive for both dealer and

customer and attractive money factors in calculat-

ing payment interest, these newer plans are poised
ta claim ground in a marker that some experts are
surprised has long scoffed at leasing’s benefits to the

financial ledger.

THE PERKS OF PURCHASING. Siill,

other considerations that steer some contractors to

buy instead of lease include the advantages of
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Leasing
DOs & DON’Ts

B committing to any leasa ogreement, o
contractor should know the dynamics of the con:
tract. To be sater, here are some preliminary
pointers, according fo Chart Software's
Autoleasingsoftware.com. The guidelines,
though crealed for aulomative buyers, are handy

1o commercial lessees as well

DOS

Your homework. leam as much as possible
about how a lease works, its variables and the
meaning of all related terminology

Know the unit price. Know the invoice and
Manufacturer's Suggested Retail Price of the
product you are considering

Read everything yourself. Scour the leas
ing ogreement — repeatedly, It necessary — with
a finetoothed comb before signing it Be sure
you know your obligations and susceptibility to
fees for early termination, excessive wear, elc

The math. Calculate monthly [or other intes
val| payments and other fees yourself. If the num-
bers don't jibe, ask questions until they do

Go the distance. Be prepared 1o honor the
full term of the lease. Early taminafion of the
confroct is likely going fo sting... badly, Be sure
your circumstances allow you to meet all terms

and timetables of your agreement

DON’TS

Overpay. Would you buy the product for the
copifolized cost? No? Then resiart negotiations

lease without gap insurance. Gap insur
ance, offen availeble of @ small monthly pre-
mium, offers prolection against painful penalties
in the event of an eorly lease termination

lease without full disclosure. Be aware of
all leasing terms including selling price, monthly

poyment, the length of the leasing fem, eic.
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Grasshopper is “First to Finish ... Built to Last."

hivity

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
scheduling nightmares, reaching
levels of year-round profitability
you've only dreamed of.

So call your Grasshopper dealer today for more information, and discover the Power of One.



AERA-vator™
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Sunshade Canopy and Dethatcher
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One Grasshopper ...
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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 ¥4 .

T - o Buffalo
and attachments is easy, thanks to our patented T Turbine Blower

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

9

\
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rocus: Buying vs. Leasing

ownership — some tangible, others psychological

Melissa Jacobsen, chief financial officer,
Jacobsen Landscape, Midland Park, N.J., said her
company has a “philosophy” that dictares it own its
entire mower flect

“We find it more cost-effective to own our
maintenance equipment, take care of it and repair
it in-house when necessary,” Jacobsen said, adding
thar ownership is less expensive for her firm in the
long term than the patern of leasing mowers for
three or four years, trading them in and continuing
in the cycle indefinitely

James Ormond, vice president, Barringer &
Barringer Landscaping, Charlotte, N.C., shares
”I.” Vicw

We've found it beneficial to finance the equip
ment for a period, then buy it and not be worried
about an ongoing monthly [leasing] expense,” ex
plained Ormond about his 15-mower fleet. Mower
upkeep has not burdened the company, he added,
thanks to routine preventive maintenance — far less
C\'k'll\l\(‘ r|1.m rc;‘.ur or rupl.lu'lnrnr costs for

downed units

Gravely '-Walks..':_ |
Work Harder~ -,

Redesigned from the ground up, the new
Gravely Pro Walks feature the following:

New Pro G with adjustable single-tube handiebar and ergonomic

ground-drive controis

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

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

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

find your nearest Gravely dealer, call 1

(A ELN l

WE KEEP YOU CUTTING™

800.GRAVELY SN E——"

www.gravely.com

I'he transter of responsibility for a piece of
equipment from the company to a crew may also be
another plus of ownership,” Ormond speculated,
citing one particular instance

\¢ € I\.l\{ 4 Crew \\'Ih(1 .I”n\\cll l]lL' Hll o L'H];‘!\
outof a mower. They used it the next day, and there
was a bill for a new engine. There is a sense of

ownership for equipment thar is transferred to a

For a small to mid-sized com

pany. when your repair costs

begin to go over 2 to 2% per
cent of sales voure in trouble
[om Ovler

crew, and a few days later they came to us with a
[\!.m to pay for the mower out of po\k:‘h he
recalled. “I'm not sure, but | wonder if that same

sense of responsibility would be the case if the unit

were leased.

Basic Business

Once A Month
Contact Grandy &
& Associates For

Call Today
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A Special Session of the Boot
Camp will take place three
days prior to the Lawn &
Landscape School of
Management Conference in
Fort Lauderdale, Florida.

Boot Camps Held

A Complete List Of Dates

Limited Seats |

Registration For Boot Camp
Is $2,500 Per Company

Many contractors and dealers cite unencum
bered equipment use as another deciding owne
ship dynamic. Free from the constraints of mileage
limitations and clauses that prevent the modifica
tion of a unit— painring it, adding a company logo
or afhixing attachments, for example ~ Jacobsen
Landscape maintains a comfortable level of pro
ducrivity, Jacobsen said.

While heavy mileage and use restrictions ap
ply more often to non-commercial leases, some

commercial packages enforce limitations as well

numbers of commercial les

[ }ll‘l]‘_’\}) mncreasing
sors are minimizing or completely doing away
with such restrictions, those thar remain can be
hard-hitting

According to some lenders, in cases where
lealers emnloy hourl s {rased'm
dcaicrs \]”P OV DOULLY USC mciers on icasced mow
ers, for example, lessees could be subject to pay $2
to $5 per hour for time exceeding the hourly u
)
allowance set within the contract.

It is incumbent upon a lessee to investigar
:]1(\\_ restricuons, as \\LH as U[hl‘h \‘-hh!l may |l

within the fine print of a leasing contract.” said
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FOCUS

Opyler. Charges for financing, early lease termina-
tion, disposition (when a lease closes without the
customer purchasing the mower), renewals and an
array of other circumstances often followalease and
are missed by a lessee until the situation arises,

surprisingly and often painfully.

THE TAX QUESTION. Another factor to
consider is the effect of a financing decision on
one’s tax situation. Where once upon a time leasing
was seen to carry no-brainer tax advantages, recent
changes in tax laws have leveled the playing ficld,
explained Anthony Polito, executive vice presi-
dent, Preferred Capital, Brecksville, Ohio.
Properly structured lease payments are 100-
percent tax-deductible business expenses paid
from pre-tax earnings instead of after-tax profits.

Yet, because commercial leases are depreciation-

Buying vs. Leasing

based, monthly payments are fairly comparable to
depreciation write-offs allowed for a purchased
equipment unit

Any real tax benefit o leasing nowadays is pretty
much felt to the extent thatwhilea customer can invest
bare minimum upfront money into leasing a new
mower, they still may take immediate advantage of up
to a full $25,000 in equipment write-offs as of Jan. 1,
under IRS Section 179, Polito said.

Under the section, he explained, if a customer
leases four $8,000 mowers foratotal of $32,000 a year,
they may take their entire tax deduction of $25,000
and spread the remaining $7,000 over the deprecia-
tion of the mowers, or they can defer the write-off 1o
aperiod of the equipment’s use when revenues may be
in a slump.

“This is ideal for the customer who (may not

have) a great income in the year they make a

ONE BUTTON ELECTRONIC AUTOMATIC GATE OPENING !!

M/: for DI C/ropper EX Mark Fern.c, Walker,
Great Dane, Ransomes, Toro, Burm‘lml Y

* Stainless Steel Construction

* Sealed Motor * Debris Shield
* One button/foot operation

* Quick detach on & off.

-800-847-8958 *

' COMBINED MFG. INC.
www.dmowerproducts.com
EXPO 2001 BOOTH # 4015
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Jrco

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

Call for dealer

Heavy-duty Attachments
for Commercial Mowers

800.966.8442

Electric Broadcast Spreader

Stainless steel frame/electronic speed control
120 LB. / 2.2 cu. Rt. capacity

www.jrcoinc.com
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purchase,” Polito said, “while for a new contractor
(which may have a not-yet-well-determined future
income), they can defer the deduction to a time
that is more favorable to them.

“It’s an issue of ‘pay me now, or pay me later,

he added.

ASSESS YOUR UNIQUE NEEDS. Sinply
put, leasing and opting for a purchase loan arc
different sides of the same coin. Aside from the
personal circumstances shaping cach company's
preference, most financiers attribute no great dif
ference berween the two where taxes or capiral
expenditure are involved.

The question of whether to buy or lease is

infamously met with a lukewarm “it depends”

I'he most prominent route

of contractors (in acquiring
mowers and other commercial
equipment) is still straight

retail~ said John Cloutier esti

mating that less than 20 per
cent of new commercial

mower owners choose to lease

answer; and as new tax regulations, falling interest
rates and capitalization features designed to make
finance packages more competitive continue to
surface, that sort of neutrality will remain,

Where financial issues area concern, a firm should
first consult its accountant, Elsewhere, the best bet in
making the informed decision to buy or lease is to
assess the company's distinctive needs, how it will use
a unit of equipment, and what benefits of that unit it

hopes to reap in the long term.

The author is Assoctate Editor for Lawn & Landscape
magazine, and he can be reached ai

ewilson@lawnandlandscape.com
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6 MONTHS SAME AS CAS

Time to buy the 61" Mid Cut Prowler! This mower w

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!

HURRY! Anniversary specials while supplies

2399

48" PRO

3799

48" HYDRO PRO

14 HP Kawasaki ® Maintenance Free Blade
Spindles ¢ Heavy Steel Deck w/ Extra
Reinforcement to Control Vibration  Front to

Back Stabilizing Z Bar * Removable Fuel Tank
* Optional Electric Start ® Gear Drive w/ Dual
V Drive Belts and 5-Speed Transmission

w/ 9-Spline Couplers ® Hydrostatics w/ Dual
Pump, Dual Wheel Motor Drive System

rticipating dealers, avallability may vary

USE READER SERVICE #4114

/ 61" Prowler Mid Cut
, | Wi 25 HP Kawasaki

LA\ \
zv N

A

r at www.encoreequipment.com

7

ENCORE

POWER EQUIPMENT

800-267-4255

www.encoreequipment.com



http://www.encoreequipment.com
http://www.encoreequipment.com

]
AN

-

B C LIS -

fourth annual

J , (’mnmeu ial

MowerBuyers'
Guide, Lawn &
Landscape
provides an
overview

of the walk
behind and
riding
products
many mower
manufacturers
offer
contractors,
as well as
attachments
for those
products.

In this
guide, we
also include
a listing of
participating
companies,
along with
their contact

information.

| Aspart of the Ai

ACCELERATOR
INDUSTRIES
800/984.9410

WWW, 1es.com
Aluminum grass catchers
for walk«bglin and
riding models

ALL SEASONS CLS
800/786-2301

Hilift attachment for
Walker riding mower,
Catcher Lift System raises
and dumps :gbu's from
catcher box into a truck,
trailer, dumpster, efc.

AMERICAN
HONDA POWER
EQUIPMENT
678/339-2600,
www.hondanews.com

B & H MFG.
507/847-2802
www.bhmfg.com

BAD BOY MOWERS
B66/622.3269,
www._badboymowers.com

BOB-CAT
704/504-6636,
www textronturf.com
www.bob-cat.com

BUNTON
704/504-6636,
www textronturf.com
www.bunton.com

BUSH HOG
334/874-2700
www.bushhog.com

COUNTRY
CLIPPER
800/344.8237,

www.countryclipper.com
Gross catcher, snow

blower, push biode,
vocuum/blower wand,
carry-all/dumb box,
ROPS, headlight kit

DISCLAIMER Llown & Landscape

made several attempts to confact all manufactur-
ers in this product category for this Buyers’ Guide.
The inclusion or omission of any companies
should not be taken as an endorsement or

criticism of their products.

DIXIE CHOPPER

765 /CHOPPER
www.dixiechopper.com
Flex deck - increases
productivity by 25 percent

DIXON
INDUSTRIES
800/264.6075

www.dixon-zir.com
EASTMAN
INDUSTRIES
207/878-5353,

www.hovermower.com
Hover Mowers™ Lift Kit
for 4-inch cut

ENCORE POWER
EQUIPMENTY
800/267-4255,
www.encoreequipment,.com
Sulky, ROPﬁ,“gmg:'
collection systems

EXMARK MFG. CO
402/223-6300

www.exmark.com

FERRIS
800/993-6175,
www ferrisindustries.com

GIANT-VAC
860/423-7741
www.giantvac.com

GRASSHOPPER
620/345-8621,
www, MOWer.Com

GRAVELY
800/472-8359
www.gravely.com

GRAZER
920/582-5000

www_ingersollinc.com

GREAY DANE
B66/275.5823
www.greatdonemowers.com

EQUIPMENT
620/983.2186
hn%://home.southwmd net
/~heckeinc

636/532-7000,

www.howardpriceturf.com

HUSQVARNA LANDSCAPERS
800/GET-SAWS, SUPPLY
www. husgvarna.com 800/895-4589,
Light Kits, ROPS, Mulch Kits,  www. com
Opfonal Blode, Hydhaulic
Jacks, sun canopy, grass LESCO
catcher, sulkys, grass 800/321-5325
collection system, le www._lesco.com
extentions, deluxe seafs,
oggressive lires CUB CADET

COMMERCIAL
HUSTLER TURF 877/835.7841
EQUIPMENT www, cubcommercial.com
800/395-4757
www b ipment.com NATIONAL

MOWER CO.
JOHN DEERE 888/907-3463
COMMERCIAL www.nationalmower.com
EQUIPMENT
DIVISION OREGON
800/837-8233 OUTDOOR
www.deers.com POWER
Materiol collection EQUIPMENT
sysfem, snow blowers, 816/231-5007
mulching attachments, WWW.Oregonoep.com
front blades, rotary Over 1,000 replacement
brooms, lights, weather blades, , air filters,

enclosures, cabs

JRCO

763/535-7200
www.jrcoine.com Front
mount mower attochment,
tinerake det v, hooker
oerafor, eiglcm'c bLoodcasl
spreader, blower

carrier, leaf blade :ggz
vbroom sweapet,nd 5
fransporfer tray and tub,
zero-furn spr:gder

JUNGLE JIM'S
ACCESSORY
PRODUCTS
B8B/844-5467
www.junglejimsap.com
Sulkies, litts, Turtle racks,
go&o-mrfn Foot Initioted
i vipement,
Iungrg wi e:l:
KUBOTA TRACTOR
B88/4KUBOTA
www._kubota.com

LAND PRIDE
785/823.7413
www.londpride.com
Rear and side baggin,
offochments, deck jack,
ROPS, muiching blades,
baffle kit

carburafor ports, drive

ris, fuel line, gross
%&. spindles, mufflers,
idlers and pullies,
electric start mo!o‘r[s, .
starter parts, spark plugs,
seats, wheel and deczg
accessories.

POWER TRAC
800/THE-YARD

www. pawerrac.com
48-ing mowing deck, 60-
inch mowing deck, 48-
inch brush cutter, 90-inch
rough cut mower, 10-foof
knuckle mower,
boom mower

PROEQUIP
800/608-6961
www.quik-spreader.com
Frontmount mower
MQ’. ments including

™ raceives

attochment, Jock-On™
jock stand and Talon
System™

Mowing Buyers' Guide

MENTS

920/387-0100
WWW.560g.com

Gross calchers - clom
shell, spindle drive grass
calchers, box

caichers, foldoble rolt
over lion, cup
holder, trailer hitch

SNAPPER
800/935-2967
WWW.Snapper.com

STEINER TURF
EQUIPMENT
330/828-0200

www, steiner-turf.com

TORO cO.
800/348-2424

www foro.com

TRU-CUT
323/258-4135
Sulky for 20-, 25-
and 27-inch front
throw reel mowers

PRODUCTS
866/8368772

www, venfrac.com
Blower, Snow Thrower,
Stump Grinder, looder,
Broom, Bucket, Blode,
Trencher, Generator,
Tiller, Auger,

WALKER MFG.
970/221.5614
www.walkermowers.com

WoobDs
EQUIPMENT €O
B66/869-6637
www.woodsonline.com
Fseries and Mseries grass

WRIGHT .
301/330-0086

www wrightmft.com
Gross bler, Turbo
10 Grass Gobbler,
Velke Sulky

YAZOO/KEES
877/368-TURF
www.yazookees.com

Commercial Mower

M22
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How do we know we are
hitting the mark?

WE ASK.

4,6%
/ K ) pefpjz

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

<

L
e A NICE STATISTIC,
. \ BUT NOT GOOD
‘ ENOUGH.

\\v‘\;‘: is . \ _ Know this, Exmark is at work
| right now evolving its products
and support services—and

will continue to do so until
that statistic reads 100%.

From our perspective,

anything less is unacceptable.

* Results based on overall surveys returned
by Exmark customers in the year 2001

feXmark 2

NOBODY DOES IT BETTER

USE READER SERVICE #415

BEST-SELLING BRAND OF MOWING EQUIPMENT FOR THE LANDSCAPE PROFESSIONAL
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BAD BOY MOWERS

52,60 ond 72 Gos Hydrostatic Yes
B& H MFG.

52,60 and 72 Gas Hydrostotic Yes
BOB-CAT - TEXTRON TURFCARE AND SPECIALTY PRODUCTS
42 and 48 Gos Hydrostatic Yes
48 and 52 Gos Hydrostatic Yes
52 Gos Hydrostatic Yes
52 and 61 Gas Hydrostafic Yes
52 and 61 Gas Hydrostatic Yes
52 and 61 Diesel Hydrostatic Yes
61 Gos Hydrostatic Yes
61 and 72 Gas Hydrostatic Yes
72 Gas Hydrostafic No
BUNTON - TEXTRON TURFCARE AND SPECIALYY PRODUCTS
42 ond 48 Gos Hydrostofic Yes
48 ond 52 Gas Hydrostafic Yes
52 Gas Hydrostatic Yes
52 and 61 Gos Hydrostatic Yes
52 and 61 Gas Hydrostatic Yes
52 and 61 Diesel Hydrostatic Yes
61 Gos Hydrostatic Yeas
61 and 72 Gas Hydrostatic Yas
72 Gos Hydrostafic No
BUSH HOG MFG.

48, 54 ond 60 Gas Hydrostatic Yes
48,54 ond 60 Gas Hydrostatic Yes
55,61 and 73 Gos Hydrostatic No
COUNTRY CLIPPER

42 ond 48 Gos Hydrostatic Yes
52 ond 60 Gos Hydrostatic Yes
72 Gas Hydrostatic No
DIXIE CHOPPER

425060and72  Both Hydrostatic Yes
DIXON INDUSTRIES

60 and 72 Gos Hydrostatic Yes
60 and 72 Diesel Hydrostatic Yes
ENCORE MFG. CO.

34 Gas Hydrostatic Yes
42 ond 48 Gas Hydrostatic Yes
52,61 and 72 Both Hydrostatic Yes
EXCEL INDUSTRIES

44 Gas Hydrostatic Yes
48 Gas Hydrostatic No
48, 54 ond 60 Gas Hydrostatic Yes
52 Gos Hydrostatic Yes
52,60 and 72 Gas Hydrostatic Yes
60 and 72 Gas Hydrostatic Yes
146 Gos Hydrostatic No
60 and 72 Diesel Hydrostatic Yes
72 Diesel Hydrostatic No
146 Diesel Hydrostatic No
EXMARK MFG. €O.

44 48 ond 52 Gos Hydrostatic Yes
52 and 60 Gos Hydrostatic Yes
52,60 ond 72 Gos Hydrostatic Yes
60 ond 72 Gas Hydrostatic Yes

liquid-cooled

Alrcooled

Aircooled
Air<ooled
Aircooled
Liquid<cooled
Aircooled

Liquid-cooled

Air<ooled
Aircooled

Liquidcooled

Aircooled
Air<cooled

Aircooled
Aircooled

Liquid<ooled
Liquid<ooled

Aircooled
Air<cooled

Liquidcooled

Aircooled
Liquidcooled
Air<ool

Air<ooled
Airc
Aircooled

Both

Aircooled
Liquid<ooled

liquidcooled
Liquid-cooled
Both

Aircooled
Aircooled
Air-cooled
Aircooled
Air<ooled
liquid-cooled
Liquid-cooled
Liquid-cooled
Liquid<ooled
Liquid<cooled

Aircooled
Aircooled
Aircooled

Air-cooled

M24  sanuary 2003 www.lawnandlandscape.com

Yes

Yes

Yes
Yes
Yes
Yes

Yes

Yes

Yes

Yes

Yes
Yes

Yes
Yes
Yes

Yes

Yes

Yes

Yes

Electric deck lift, 1/4-inch deck,
01015 mph

Joystick

25-hp, grass collection system

19-hp, Zﬂ:i::wl grass calcher

18-hp, ic ignition, padded seats
with armrests

23-hp, hydraulic oil cooler, optional grass
cotcher, optional grass collection system
23-hp, suspension seat, optional grass
catcher and gross collection system
20hp, suspension seat, hydraulic oil
cooler, optional grass catcher and gross
collection system

25-hp, suspension seat, optional gross
caicher and grass collection system
26-hp, suspension seal, hydroulic oil cooler,
optional gross cofcher and gross
collection system

31-hp Briggs & Stratton, suspension seat,
optional grass collection system

25-hp, grass collection system

19-hp, electric deck lift, optional grass
calcher

18-hp, side discharge, electric ignition,
23hp, electric deck lifi, optiona grass
catcher and grass collection system

23-hp, electric deck lift, hydraulic oil cooler,
optional grass catcher and gross collaction

system
{&hp, electric deck lift, hydraulic oil cooler,
optional grass catcher and grass collection

system

Js-hp, electric deck lift, opfional grass
cotcher and grass collection system
26-hp fuel injection engine, electric deck
litt, hydroulic oil cooler, optional gross
calcher and grass collection system
31-hp Briggs & Strotton, electric deck liff,
optional grass collection system

Front-mount
Front-mount
Mid-mount, pivoting front axle

Flipup deck, twinstick or joystick steating
Flipup deck, twin-stick or joystick steering
Flip-up deck, twin-stick or joystick steering

Unibody, low-maintenance spindles
Low-maintenance spindles
Low-maintenance spindles, arficulating
tloating deck

19- or 23-hp
23-hp
17:, 20-, 23-, 25-hp

23- 24, oc 25hp

25—‘1p

S54+hp

S54:hp

28 or 38-h

gg&r hilsitz mower proven o 40 degrees
hp

Standord Quickdift Deck Assist
Electric Start, electric deck lift, blode cluch

Stondard Quick-ift Deck Assist,

UltraCut Deck
UlraCut Deck, EFl engine

LawnN & LANDSCAPE
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You want to grow your business. That takes the best machines.
But how do you buy ‘em before you earn the cash?

Load up on new John Deere equipment now—
and make your first payment in May.

Nothing Runs Like A Deere.” And there’s never been

a better season to go green than this one. Save now

on our upgraded John Deere Mid-Z™ and stand-on

Quik-Trak™ mowers—both with the exclusive

John Deere combination of high-capacity 7-Iron”

floating decks, Kawasaki” engines, and our exclusive

Single-Source bumper-to-bumper warranty.” Then

\) make No Payments until May 1, 2003: Or, buy now and

pay only 1% of the principal each month for the first

b \ year’—the perfect way to get the machines you
‘ want with the money you have. Get to your
John Deere dealer now. Get the best of

everything...and get rolling.

1800537 8233 WWW.MOWPRO.COM NOTHING RUNS LIKE A DEERE"

USE READER SERVICE #416
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60 and 72 Gas Hydrostatic Yes
60 and 72 Both Hydrastotic Yes
FERRIS INDUSTRIES
48 and 52 Gos Hydrostatic No
48,52 ond 61 Gas Hydrostatic No
52,61 and 72 Gas Hydrostatic No
61 Gas Hydrostotic No
61 and 72 Gas Hydrostatic No
72 Both Hydri No
THE GRASSHOPPER CO.

Gos Hydrostatic Yes
52 Gos Hydrostatic Yes
52 and 61 Gas rostafic Yes
61 ond 72 Hydrostatic Yes
61 and 72 Gos Hydrostatic Yes
44 and 48 Gas Hydrostatic Yes
444852 and 61  Gos Hydrostatic Yes
485261 ond 72  Gos Hydrostatic Yes
485261 ond 72  Diesel Hydrostatic Yes
485261 and 72  Gos Hydrostatic Yes
52,6) ond 72 Diesel Hydrostatic Yes
52,61 and 72 Gas Hydrostatic Yes
GRAVELY ~ AN ARIENS CO.
44 Gas Hydrostatic Yes
48 Gos Hydrostatic Yes
52 and 60 Gas Hydrostatic Yes
52, 60 ond 72 Gas Hydrostatic Yes
60 Gas Hydrostatic Yes
60 and 72 Gas rostatic Yes
60 and 72 Diesel Hydrostotic Yes
50,60 ond 72 Gos Hydrostatic Yes
GRAZER
52,62 and 72 Gas Hydrostatic Yes
GREAT DANE POWER EQUIPMENT
36 Gas Hydrostatic Yes
48 Gas Hydrostatic Yes
52 Gos Hydrostatic Yes
61 Gos Hydrostatic Yes
HECKENDORN EQUIPMENT
36 Both Yes
62 ond 88 Both Both Yes
91 Diesel Hydrostatic Yes
HOWARD PRICE TURF EQUIPMENT
52 Gos Hydrostatic Yes
60 Gas Hydrostatic Yes
80 Gas Hydrostatic Yes
60 Diesel Hydrostatic Yes
72 and 91 Diesel Hydrostafic Yes
126 Diesel Hydrostatic Yes
198 Diesel Hydrostotic Yes
HUSQVARNA
42 Gas Hydrostatic Optional
42 Gas Hydrostafic Optionol
42 and 48 Gas Hydrostatic Optional
48 Gas Hydrostatic Optional
52 Gas Hydrostotic Optional
61 Gas Hydrostatic Optionol
61 ond 72 Gas Hydrostatic Optional
61 Gas Hydrostatic Optional
61 Diesel Hydrostotic Optional
61 ond 72 Diesel Hydrostatic Optional
uamu DEERE o Hod ;
4 s ydrostatic Optiona
48 ond 54 Gas Hydrostatic Optional
54 Gos Hydrostatic Optional
54 and 60 Gos Hydrostatic Optional
60 ond 72 Gas Hydrostotic Optional
60 ond 72 Gas Hydrostatic Ophono‘
42 Diesel Hydrostatic Optiona
60,70 and 72 Diesel Hydrostatic Optional
62 Diesel Hydrostatic Optional
62 and 72 Diesel Hydrostatic Optional
62 ond 72 Both Hydrostatic Optional
48,54 ond 60  Both Hydrostatic Opional

M26  sanuary 2003

liquidcooled
Liquid-cooled

Aircooled
Air<ooled
Aircooled
Aircooled
Liquid<ooled
Liquid-cooled

Air<ooled
Aircooled
Aircooled
Liquid-cooled
Liquid-cooled
Aircooled

Liquid<ooled
liquidcooled
Liquid<ooled
Liquid-<cooled

Air<ooled
Aircooled
Alir<ooled
Air<ooled
Aircooled
Liquid<cooled
Liquid<cooled
Aircooled

Aircooled

Aircooled
Air<ooled
Aircooled
Aircooled

Air<ooled
Both
liquid<ooled

Aircooled

Air-cooled
Air<cooled
Aircooled
Aircooled
Aircooled

Aircooled
Aircooled

Liquid-cooled
liquidcooled

Liquidcooled

Air<cooled
Liquid-cooled
Air<cooled
Aircooled
liquid<ooled
Liquid<ooled
liquid<
liquid-cooled
Liquid<ooled
liquid<ooled

Liquid-cooled
Aircooled

www.lawnandlandscape.com

Yes

Yes
Yes
Yes
Yes

Yes
Yes

Yes

Yes
Yes
Yes
Yes
Yes

Yes
Yes

Yes
Yes

&g

Yes
Yes

§§ §%%%&s

Quick-Lift deck assist, Donaldson conister
air<ooled filter
Quick-Lift deck assist, fuelefficient Daihatsu

Two-wheel front independent suspension

Electric deck lift

Four-wheel front independent suspension
Four-wheel front independent suspension
Four-wheel front independent suspension

.9-or 28-hp
24.5-, 27- or 32-hp
14- oc lblhp

18-h

p
20- or 25hp
20.9hp
24.5-or 25hp
28-hp

32-hp

19-hp Kawasaki

21-hp Kawasaki

23-hp Kawasoki

25-hp Kawasaki

27-hp Kohler or 28-hp Kohler EFI
27-hp Kawasaki

31-hp Briggs & Stratton

25-hp Kawasoki, or 27-hp Kohler

Stand-on rider
Stond-on rider
Stand-on rider
Stand-on rider

23- or 25-hp, pivoting oxle, floating deck
23-or 27-hp, pivofinaluxle, floating deck
29+p, floating 80-inch head

26-hp, outtront trimming floating deck
34:hp, outront trimming floating deck
61-hp, outfront trimming floating deck

1 lngp outfron! trimming floating deck

18-hp, electric start

18-hp, QuickLift deck, Electric start
18-hp Kawosoki, electric start

21-hp Kawasaki, electric stort

23-hp Kohler or 23- or 25-hp Kawosoki,

electric start
25:hp Kohler or 23- or 25-hp Kawasaki,

electric start

26-hp Kohler fuel injection or 27-hp
Kohler, electric start

23-hp Kohler, slectric stort

27-hp Daihatsu, electric stort,
manval deck lift

34-hp Daihatsu Turbo, electric start,
hydraulic deck lift

Standi tiorm for operator
Diﬁaro?l?kﬁh lock incrooosgs"troaion
7-ron, 7-gauge stomped steel deck

27- o1 29hp
Cruise control, side discharge
ide deck

Side

Side discharge

Center deck

Reoar diu:horg: aircooled intake sys-
tem reduces debris buildup ond lowers
sound levels

Side or reat discharge

Lawn & LANDSCAPE


http://www.lawnandlandscape.com

. .
®- & \
-
*”
» l‘1“ <
\
' \\
] ‘“\7
(&

ol

s—

USE READER SERVICE #417

w’\'

' 4

WAIT UNTIL YOU
SEE IT FROM THE
DRIVER'S SEAT.

No matter how you loak at it,

the brand-new Bunton® BZT 2000
Series riders are built to Jast, from
the tires up. Combined with the
proven performance that you
expect from Bunton, these

ZT riders are loaded with premium
extras. Like more gas and diesel
engine options, plus extra-tough,
7-gauge steel construction that
stands up to the most challenging
conditions you encountersBetier
still, features like an électric decklift
and a 12-gallon fuel capacity savé'té:
you time and money. Bunton 4
riders also feature our exclusivet ‘
3-2-1 warranty} so you can rest
assured that you‘ve invested in the
right mower. Together with our
new walk-behinds, they're proof
that there's never been a better time
to start building your business with
Bunton, For more details or a dealer
near you, call 1-888-922-TURF or

visit us at textronturf.com.

It's a Pride Thing.

i *Three years on the deck;
- 1w years on the walk-behind
hydaulic drive and and
one year on the-chassis and the
balance of the machine, Some... =~
wartanly restrictions app)r
Bunion W Tor detaily.

4
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DECK SIZE GAS OR HYDROSTATIC MULCHING LIQUID- OR AIR-  ZERO-TURN OTHER KEY

(IN INCHES):  DIESEL: OR GEAR DRIVE: CAPABILITIES: COOLED ENGINE:  CAPABILITIES:  FEATURES:

KUBOTA TRACTOR CORP.

60 Diesel Hydrostatic Yes Liquid<ooled Yes ROPS, hydraulic clutch, shoft drive

72 Diesel Hydrostatic N/A Liquid<cooled Yes ROPS, hydraulic clutch, shaft drive

LAND PRIDE

4452600nd72 Gos Hydrostatic Yes Aircooled Yes

LANDSCAPERS SUPPLY

52 ond 61 Gos Hydrostatic Yes Aircooled Yes 25hp

LESCO

48 in Gas Hydrostatic Optional Aircooled Yes 19-hp, floating deck

54 in Gas Hydrostatic Optionoal Air<ooled Yes 23-hp, floating deck

60 in Gas Hydrostatic Optional Air<ooled Yes 25-hp, floating deck

NATIONAL MOWERS

68 ond 70 Gos Gear No Aircooled No Reel mower

84 Gas Hydrostatic No Air<ooled No Reel mower

CUB CADEY COMMERCIAL

4852,600nd72  Gas Hydrostatic Yes Air<ooled Yes Three-year worranty

POWER TRAC

48 and 60 Both Hydrostatic No Aircooled/Oil infegroted  No

48 and 60 Diesel Hydrostatic No Aircooled/Oil integrated  No 45-degree slope mower

SCAG POWER EQUIPMENT

42,48 and 52 Gas Hydrostatic Yes Aircooled Yes Bagging mower

48,52 ond 61 Gos Hydrostatic Yes Aircooled Yes compaci zir

52,61 and 72 Gas Hydrostatic Yes Both Yes full size 2t

61 and 72 Gos Hydrostatic Yes Aircooled No Three-wheeler; colchers

61 and 72 Both Hydrostatic Yes Liquid-cooled Yes moximum zir

SNAPPER

48 Gas Hydrostafic No Aircooled Yes 19-hp, twin stick

52 Gas Hydrostatic No Aircooled Yes 21-hp, twin stick

52 and 61 Gas Hydrostafic No Air-cooled Yes 23- or 25-hp, joy stick

52 ond 61 Gas Hydrostatic No Air<ooled Yes 25-hp, twin stick

52,61 and 73 Gas Hydrostatic Yes Air<cooled Yes 25:-hp, joy stick

52,61 ond 73 Gos Hydrostatic Yes liquid-cooled Yes 23-hp, joy stick

52,61 and 73 Diese! Hydrostatic Yes liquid<cooled Yes 21-hp, joy stick

STEINER TURF EQUIPMENT

52 and 61 Gas Hydrastatic Yes Both Yes

48,60 and 72 Both Hydrostatic Yes Both No Flipup deck

60 Both Hydrostatic Yes Both No Front-mount; articulates

THE TORO CO.

44 Gos Hydrostatic Yes Aircooled Yes 17-hp Kawascki

48 Gas Hydrostafic Yes Aircooled Yes 25-hp Kohler

52 Gas Hydroslatic Yes Aircooled Yes 19- or 23-hp Kawasaki or 20- or
23-hp Kohler

52,62 and 72 Gos Hydrostatic Yes Air<ooled Yes 25-hp Kawosaki

62 Gos Hydrostatic Yes Aircooled Yes 23-hp Kohler

62 and 72 Gos Hydrostatic Yes Aircooled Yes 25-hp Kawasaki

62 and 72 Gos Hydrostatic Yes Air<ooled Yes 26-hp Kohler

62 and 72 Gas Hydrostatic Yes Liquidcooled Yes 27-hp Kawasaki

VENTURE PRODUCTS

44 and 52 Gas Hydrostatic Yes Aircooled No

60 and 72 Both Hydrostatic Yes Both No

WALKER MFG. €O.

36 ond 42 Gas Dol Hydrostatic Yes Air<ooled Yes 13-hp, Optional builtin grass handling
system

36,42,48 and Gas Dual Hydrostatic Yes Air-cooled Yes IYBh , Optional builtin grass

56 handling system

4248560nd 62  Gas Dual Hydrostotic Yes Air<cooled Yes ZOh 1 ?)p!ionol builkin grass

andling system
424856620nd74 Gas Dual Hydrostotic Yes Aircooled Yes 26-hp, fuel injection
4248566200d74 Gas Dual Hydrostatic Yes liquid<cooled Yes 35&' , Optional builtin grass
andling system

424856620nd74  Gas Dual Hydrostatic Yes Liquid-coaled Yes 29-hp, tuel injection

42 48,56,62 Diesel Dual Hydrostatic Yes liquid-cooled Yes 21-hp, Optional builtin grass

and 74 honJI)mg system

WOODS EQUIPMENT CO.

60 Gas Hydrostatic Yes AirCooled Yes Hydraulic deck height adjustment

54 ond 61 Both Hydrostatic Yes Both Yes Spring-assist TilkAccess Deck™
TruFloot™ deck

WRIGHT MFG.

364248520nd61  Gas Hydrostatic Yes Aircooled Yes Stand-on mower

48,52 and 61 Gas Hydrostatic Yes Aircooled Yes Flipup seat, sit or stand,
Ropid-Hite deck odjusime

YAZOO/KEES POWER EQUIPMENT

42 ond 48 Gas Hydrostatic Optional Air-coaled Yes maintenance free battery

52,61 ond 72 Gos Hydrostatic Opfiono! Aircooled Yes easydoreach height adjustment,
odvanced spindle assemblies,

61 Gas Hydrostatic Optional liquid-cooled Yes easydo-reach height adjustment,
advanced spindle ossemblies,

61 ond 72 Both Hydrostatic Optional liquidcooled Yes Daihatsu engine, handle extention kit
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DECK SIZE GAS OR
(IN INCHES):  DIESEL:

WALK-BEHIND MODELS

?]umuu llOllDGt’”'ll EQUIPMENT

21 Gas
21 Gos
21 Gos
21 Gos

BOB-CAT - TEXTRON TURFCARE AND SPECIALTY PRODUCTS
21 Gas Push N/A

3% 36, and Gos Gear Yes
ig and Gas Gear Yes
36,48,54 Gas Gear Yes
and 61

36 and 48 Gas Hydrostatic Yes
36,48,54 Gos Hydrostatic Yes
and 61

BUNTON - TEXTRON TURFCARE AND SPECIALTY PRODUCTS
21 Gas Push N/A
36 ond 48 Gos Geor Yes
36 and 48 Gas Gear Yes
36,48,54 Gas Gear Yes
ond 61

ig and Gas Hydrostatic Yes
36, 48, 54 Gas Hydrostotic Yes
ond 61

COUNTRY CLIPPER

36 ond 48 Gos Both No
EASTMAN INDUSTRIES HOVER MOWER

16, 19 and 20 Gos N/A Yes
ENCORE MGF. CO.

26 Gas Gear No
32 Gaos Gear Yes
36 and 48 Gos Both Yes
EXCEL INDUSTRIES

37 and 48 Gos Hydrostatic Yes
48 and 54 Gaos Hydrostatic Yes
EXMARK MFG. €O,

21 Gos Geor Yes
32 and 36 Gas Geor Yes
36 ond 48 Gos Gear Yes
36 and 48 Gas Gear Yes
32,36 ond 48 Gas Hydrostatic Yes
36 Gas Hydrostatic Yes
48 and 52 Gos Hydrostatic Yes
52 and 60 Gas Hydrostatic Yes
FERRIS INDUSTRIES

32 Gas Gear No
36, 48 and 52 Gos Gear No
4?, 52 ond Gas Gear No
é

32 Gas Hydrostatic No
36 and 48 Gas Hydrostatic No
GRAVELY - AN ARIENS €O,

21 Gos Gear Yes
32 and 36 Gos Gear Yes
36 Gaos Gear Yes
36,44 ond 48 Gos Gear Yes
48 Gaos Gear Yes
36,44 ond 48 Gaos Hydrostatic Yes
48 ond 52 Gos Hydrostatic Yes
GIANT-VAC MFG.

21 Gos Push No
32 and 36 Gas Gear No
35 and 48 Gas Geor No
GREAY DANE POWER EQUIPMENT

36 Gas Hydrostatic Yes

Hydrostatic

Aircooled
Air<cooled
Air<ooled

Aircooled
Aircooled
Aircooled
Aircooled
Air<ooled
Air<cooled

N/A

Air-cooled
Air<ooled
Aircooled
Aircooled

Air-cooled

Aircooled
Air<ooled
Liquidcooled

Liquid-cooled
liquid<cooled

Air-cooled
Air<ooled

Aircooled
Aircooled
Aircooled

Air<ooled
Air<ooled

Air<ooled

Electric/Air-cooled
Electric/Air<ooled

Air<cooled

Aircooled
Aircooled

Air<ooled
Air<ooled

Aircooled

Air<cooled
Air<ooled
Air<cooled

Air<ooled

§8%%%

N/A
Yes
Yes
Yes
Yes

Yes

Yes
Yes
Yes
Yes

Yes

%

Yes

Yes
Yes

Yes

No

No
Yes
Yes
Yes
Yes
Yes
Yes

No
No

Yes

Push mower

Two-speed

Twospeed with BBC

Higher horsepower, two-speed with BBC
Higher horsepower, B

Rear discharge, metal or mesh
screen grass calchers
13.5-, 15-, or 17-hp, easy-grip
controls
Fixed decks, 15- or 17-hp, easy-grip
controls
Flooting decks, 15- or 17-hp, easy-
rip controls
Pixed decks, 15, 17., or 21-hp,
eosy-gnp controls
Floating decks, 15-, 17-, or 21-hp,
easy-grip controls

Reor discharge, metal or mesh

screen grass calchers

15- or 17-hp, optional grass

coicher

Fixed decks, 15- or 17-hp,
optional grass caicher

Foutm ecks, 15- ot 17-hp,

ophon rass calcher

Fixed decks, 15-, 17-, or 21-hp,
optional grass catcher

Foohn ecks, 15- 17-, or 21-hp,

opfional grass ‘catcher

Patented stand-up decks

Hover

Removable fuel tank, remforced
deck, low-maintenance spin

Removable fuel tank, remfotced
deck, low-mainfenance spindles

15-hp Kawasaki
I7J\p Kawasoki or Kawasaki ES

Push and self propelled or BBC
Feather-lite Grip Tension

Feather-Lite Grip Tension,

Enhanced Control System (ECS)
Quick-height-adjust, full floafing deck
Insto- Trocg odjusiment system

and ECS

ECS, optimized comfort

ECS, opfimized comfor
Quickheight-adjust, ECS

Single Hydrostatic drive
Single Hydrostatic drive

Bag or side dischorge feature
o%\p Kawasaki e
gonormc comtols 13-hp Kawasaki
-hp Kawasaki
15- or 17-hp, Hoating deck
15-hp Kawasaki
17-hp Kawasaki

125 or 13-hp
15hp vtwin

M29
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DECK SIZE GAS OR
(IN INCHES):  DIESEL:
48 Gas Hydrostatic
52 Gas Hydrostatic
61 Gas Hydrostatic

HOWARD PRICE TURF EQUIPMENT
36 Gas Both

48 and 52 Gas Both
HUSQVARNA

32 ond 36 Gas Geor

36 Gas Gear

48 Gas Gear

42 Gos Hydrostatic
48 Gas Hydrostotic
48 and 52 Gas Hydrostatic
JOHN DEERE

36 ond 48 Gas Gear
36,48 and 54 Gas Gear

48 ond 54 Gaos Geor
36,48 ond 54 Gas Hydrostatic
LANDSCAPERS SUPPLY

36 Gos Gear

48 Gas Geor

48 ond 52 Gas Both
LESCO

32 Gas Gear
36,48 ond 52 Gaos Both

CUB CADET COMMERCIAL

32 ond 36 Gas Gear

48 Gos Gear

48 and 52 Gos Gear

36 ond 48 Gas Hydrosfatic
48 Gos Hydrostatic
NATIONAL MOWERS

22 Gos Geor

25 Gas Gear
SCAG POWII Iﬁlllpm

32,3648 ond Gear
36,48,52 ond 61 Gos Hydrostatic
36,4852 and 61 Gas Hydrostatic
SNAPPER

36,4852 ond 61 Gas Hydrostatic
36,48 and 52 Gas Geor

THE TORO €O.

32 Gas Gear

32 ond 36 Gas Gear
36,44 ond 52 Gas Gear

44 s Gear

44 ond 52 Gaos Gear

48 Gos Gear

36 ond 44 Gas Hydrostatic
44 Gas Hydrostatic
44 ond 52 Gas Hydrostatic
TRU-CUT

2025a0d 27 Gas Gear

21 Gas Gear
WALKER MFG. €O.

36, 42, 48 Gas Dual Hydrostatic
ond 56

WRIGHT MFG.

36,4852 and 61 Gas Hydrostatic
YAZOO/ KEES POWER EQUIPMENT
32,36 ond Gos Gea

36 and 48 Gas
48 and 52 Gas

r
Hydrostatic
Hydrostatic

AD INDEX

Combincd Mig wwn speaaddmoner com
Eaxoee WWW COCOreqUIpMmENt. cam

Famark www comath com

E !'u thet www cxcclhastler oom
duntries www frriunduttien com

www Hlulnsster com

wow addverstieak cum

www granhoppermower.con

wew pravely com
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Yes
Yes
Yes

Yes

Yes

Optional
Optfional
Optional
Optional
Optional
Optional

Ophonoi

Optional

Optionol
Optional

Yes
Yes
Yes

Optionl
Obiional

Yes
Yes
Yes
Yes
Yes

No
No

Yes
Yes
Yes

No
No

Yes
Yes
Yes

Yes
Yes
Yes
Yes
Yes

N/A
Yes

Yes

Yes

tional
8&:onol
Optional

M2 32
M2 L1
MI3 15
ME 6
M2 400
M3 Wl
Ml o
Mi617 i
MiA 40

Air-cooled
Air<cooled
Alrcooled

Air<ooled

Aircooled

Aircooled
Aircooled
Air-cooled
Aircooled
Aircooled
Air<ooled

N/A
N/A
N/A

N/A

Aircooled
Aircooled
Aircooled

Air<ooled
Air<ooled

Air<ooled
Air<ooled
Aircooled
Air<ooled
Air<cooled

Aircooled
Air<ooled

Aircooled
Air-cooled
Air<cooled

Aircooled
Air-cooled

Air-cooled
Air<ooled
Aircooled
Aircooled
Air<ooled
Air<ooled
Aircooled
Aircooled
Aircooled

Liquid-cooled
Liquid<cooled

Aircooled

Aircooled

Air<ooled
Air<cooled
Air<ooled

Husqrarna
Joba Deere
JRCO
Kabots
Landsapers Supply
S
Texuon Golf, Turf & Speculty Products
Walker
Wright Mg
awao-Keos

Yes
Yes
Yes

Yes

Yes

Yes
Yes

Yes

Yes
Yes

Yes
Yes
Yes
Yes
Yes

No
Yes
Yes

Yes
Yes

N/A
N/A

Yes

Yes

Yes
Yes
Yes

www haqramacam
www jobndecre com
W IO Com
wwe kubot com

www g
www textroaturt com

www walkermowen. com

www wiighimy com
www. rnkre com

Mowing Buyers Guide

14-hp Kawasaoki, posmve reverse
or 9anch pivot on deck

14- and 17-hp Kawasaki, positive
reverse or 9-inch pivot on deck

13-hp Kohler

13-hp Kawasaki

15-hp Kawasoki

15:hp Kawasaki, electric stort
17:hp Kawasaki

18-hp Kawasaki, electric start

5-speed Dana-Spicer geor transmission
Reverse ossist lever

Thumb latches 1o shift from

forward to reverse

14:hp
15h
17ho

14-hp, three-year warranty

15-hp, three-year warranty

17-hp, three-year warranty
15-hp, three-year warranty

17- or 19-hp, three-year warranty

Reel mower

Fixed deck
Fixed deck
Floating deck

14, 15-, 17, or 23-hp
12,5, 14, orlShp

10.5-hp Briggs & Stratton
13-h thlegrgov Kowasaki
155 p Kohler

15-hp Kowasaki

17-hp Kawasaki

14- or 15- hp Kawasaki
15-hp Kohler

15-hp Kawasaki

17-hp Kowasaki

Front throw
Caost aluminum deck

ISJ\? mverchangubfe decks
also fit riding models

New product this year

15-or 17-h
Flooting deck, foot activated
height adjustment

M2 wh

\(\‘ h‘

M7 e
M W
M an
MM 4147
Mit i
M3 "y
MY W
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How much does downtime cost? $250an
hour or more of lost labor, sunk equipment
costs and shop charges? Not to mention
unhappy customers. "You get what you
pay for", especially with commercial
mowers. With Scag, you get the best
commercial mower value for your money.

Every Scag mower is designed and built to

stay in the field, cutting grass and making

money. Our materials and construction are
the best available and routine service of

Scag mowers is quick and easy. L’oﬁg after -_ ‘

lesser mowers are retired, Scag mowersare -
still making lawns beautiful and making

~ money foryou.

If you are serious Mmmerdal
cutting, you need serious equipment like
Scag. If you can't afford downtime...bu;; ) ,

"Simply The Best", "

Downtime Isn't. - obA |

SCAG Power Equipment “All Rights Reserved. A Division of Metalcraft of Mayville, Inc. 1000 Meta({rah Drive PO.Box 152 Mayville, W1 53050 WwWwW.scag.com

USE READER SERVICE #41 l\\ : /
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WESTERN LAWNS

Incentive INSIGE

Hourly production employees often lose site
of company goals when they do not under-
stand their roles in achieving them. As a result,
incentive pay programs that base compensa-
tion on an employee’s production can add
value to both morale and a company’s produc-
tive output. But they must be well executed to
benefit all parties.

A couple of years ago, during an extended
hot and dry spell when Western Lawns” main-
tenance crews should have been completing work faster
than usual, we noticed crews were stretching every job to
earn extra hours. Working more hours was the only incen-
tive option they had to impact next Friday’s paycheck.

The following November at a conference, one of our
account managers sat at a roundtable discussion on incen-
tive pay. He brought back the concept of paying employees
for what they produced instead of for number of hours
worked. Although this model had not been common in the
green industry, it had been used for years in other markets,
such as auto body repair and roofing.

After several weeks of planning, pondering, experi-
menting and testing, we developed an incentive compensa-
tion plan - our “Pay for Production” system - and imple-
mented it the following season. The change, which required
the commitment of all of our company leaders, was difficult
to attempt, but the results were fantastic.

The incentive model we use is simple. Prior to beginning
a new job, production crews are given a number of weekly

Instiutne 1ncentives

—

Western Lauwns’ Lome Hall. Photo: Jorry Hymer

hours budgeted for the project based on
the level of work involved. Our typical
crew is comprised of three people, so if a
crew is assigned 120 production hours for
the week, each crew member is paid for 40
hours of work, regardless of the number
of hours spent to complete the job. With
this system, everyone is motivated to get
the work done efficiently and quickly.

As the crews increase production, the
company has more time tosell. And as we add more sales, we
cover our overhead expenses more rapidly. Increased sales
without increased overhead equals more profit.

The first season we used our Pay for Production system,
our best employees excelled and consistently made more per
hour than they had the previous season. Average employees
made similar wages and some of our poorest-performing
employees found themselves making less money. Over the
course of a few weeks, the weakest performers gradually left
forjobs at other companies. We were disappointed that some
longtime employees found making as much money as they
had in the past was difficult, but also pleasantly surprised
when other employees increased their productivity.

To maximize the new system, we established a few rules.
First, we set up a procedure for crews to ask for additional
time on ajob. Upon request, crew leaders from other sites are
used as third party members to assess the job and suggest to
an account manager whether the company should allocate
additional time to the project. Also, we gave account manag-
ers the authority to adjust hours on a discretionary basis
when something outside an employee’s control, like run-
ning into unexpectedly rocky soil, creates more on-site job
time. But for this to work employees must understand the
basis for budgeting production hours and

know they aren’t just arbitrary numbers
management assigns to jobs. Our land-
scape crews know, for instance, that if they
run into real problems, their account man-
agers can afford adjusted hours but, other-
wise, they receive the same production
hours every time they perform a certain
task, such as planting a 2-inch-caliper tree.

Through Pay for Production, crewsalso
are held accountable for job quality. The

Reward employee productivity, not hours worked.
Establish guidelines for budgeting hours consistently from job to job.

Give authority to trusted personnel to adjust job hours based on
uncontrollable variables.

Offer a reasonable minimuin production wage to protect employees
during slow workweeks.

In compensating crews, weigh quality of work as heavily as output.

LAawN & LANDSCAPE www.lawnandlandscape.com JANUARY 2003 81
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Building Blocks of Business

first season under our new system, we didn’t
weigh quality pay for crew leaders highly
enough. Even crew leaders who had given
the company consistent quality started to
slip as they tried to maximize their produc-
tion pay. Splitting a crew member’s pay
equally between Pay for Production and
quality pay ensures they meet our standards.

We adapted a 25-point assessment form
to gauge job site quality. We assess each
criterion — from mowing to edging - up to
four points for a total of 100. We award crew
members quality compensation at a per-
centage of their production pay equal to the
number of points received on the assess-

ments (i.e. crew members earn a quality pay

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 #41
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that is 65 percent of their production pay for
65 points assessed). So far, we maintain a
high level of quality with this system.

We cannot use Pay for Production to by-
pass overtime laws. We still track actual
When an
employee’s actual work hours exceed 40

hours worked each week.

hours in one week, we calculate their hourly
pay and offer time-and-a-half for overtime

Likewise, we cannot use Pay for Produc-
tion to pay an employee less than minimum
wage. Being an H2B contractor, we must pay
a minimum wage to each employee we hire
through the program. To alleviate the risk of
violating H2B program rules with our Pay
for Production system, we adopted an aver-
age hourly worker pay that is $1.50 more
than the minimum H2B wage for all produc-
tion workers. Therefore, even on a bad week,
employees still have a sustainable check.

The following success story explains the
Pay for Production system’s benefit. A few
weeks into the new Pay for Production sys-
tem, one crew leader asked an account man-
ager if he could go from a three-man crew to
a two-man crew. He realized he could make
more money if he divided his weekly pro-
duction hours by two instead of three. After
the employee assured the account manager
he would not let quality slip and that all
work would be completed each week, the
account manager agreed to try it. A couple of
weeks later, another crew leader wanted to
work on a two-man crew instead of a three-
man crew. We now produced the same rev-
enue with fewer people.

While his crews were getting smaller, the
account manager was negotiating a five-year,
$100,000 maintenance account. We sold the
job and the account manager started plan-
ning for a new crew when he realized he
already had downsized two crews from three
members each to two members and had two
additional crew members who could handle
the new job. Our Pay for Production system
enabled us to sell a new contract without
additional personnel.

More revenue without increased over-
head and additional profit - this has been
repeated several times under our Pay for
Production system. — Lorne Hall

The author is president, Western Lawns, Okla-

homa City, Okla., and can be reached at 405/943-
4242 ext. 3004 or lorne-wl@swbell.net.

LAawN & LANDSCAPE



mailto:lorne-wl@swbell.net
http://www.csturfcquip.com

l

“Confront is a remarkable granular

postemergent broadleaf herbicide remarkable

because it actually works. Better yet, it works in either
wet or dry conditions. Available on fertilizer or as a
granular weed control. We've even formulated it with

Team. So It’s like getting a tank mix in a bag. A one step

To receive a FREE cop
our Broadleaf Weed (
simply go to /
ut the online request form. Coupon Code: LLOB4E

USE READER SERVICE #42
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ANNOUNCING GRANULAR mmn* FOR SPOT TREATMENTS.
AND CONFRONT WITH TEAM*.

broadleaf and Crabgrass control. ProScape offers the only
granular Confront on the market, which makes it the
perfect protection for keeping turf weed-free and
beautiful. And we think that’s pretty big news. For more
information, contact your Lebanon distributor or call

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

<@ Lebanon

TURF PRODUCTS
Our reputation is growing yours.”

*Team and Confront are registered trademarks of DowAgroSciences L.L.C.


http://www.lebturf.com
http://www.lebturf.com/offers
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Before installation begins, meet with clients to determine their
maintenance needs.

JANUARY 2003

Pass on designs to maintenance crews so they can provide
project feedback before it begins.

Encourage teamwork and project understanding by having
maintenance crews work alongside installation crews during
the final part of the installation.

Ensure that everyone involved has full knowledge of plant care
and provide training when necessary.

Introduce clients to maintenance crews to create a smooth
transition from one team to the next.

NADLER [ANDSCAPE

MOV

Turning over an installation project to maintenance crews
requires thorough planning. In order to ensure a smooth
transition, Nadler Landscape’s maintenance crews perform
some tasks other companies would consider installation
crew responsibilities.

We start the process before we design the landscape.
During the design interview, we discuss maintenance goals
with the client. On commercial properties, for instance,
budget drives maintenance, so designing a plan that does
not require many maintenance man-hours appeals to cli-
ents. On the other end of the spectrum, high-end residential
clients are open to full-service maintenance programs. In
either case, having this kind of information ahead of time
determines the amount of training necessary for installation
and maintenance crews, the number of people needed for
the project and the amount of time necessary to devote to
installation and maintenance on the schedule.

Once we know the customer’s maintenance needs, we
make design decisions. Then we share designs with mainte-
nance crews so they can see the properties they will be
handling. A maintenance crew’s input at this stage can
positively affect the design. Then I review the final design
plan with the crew leader who will be in charge of maintain-
ing that property. This preview with the crew leader helps us
budget time, labor, money, special materials, tools and other
items needed for planning the adequate maintenance level.

As theinstallation reaches completion, maintenance crew
members perform closing cleanup services on the job site
while the installation crew finishes the construction. Intro-
ducing the maintenance crew to the job while the installa-
tion crew is still on-site aids the transition and the new
landscape’s overall chance of success.

www.lawnandlandscape.com

NG INTO Maintenance

The final part of an installation job challenges crews.
Having maintenance crews assist job completion ensures
we remember easily missed details, such as providing bed
lines with clean, crisp edges; rolling and tucking pine straw,
clearing beds of sod scraps and washing down hardscapes.
These tasks are important because clients typically judge
jobs and our company’s reputation by how well we com-
plete the last 10 percent of the work. Bringing in mainte-
nance crews near a project’s end also boosts morale and
energy, helps complete the job within the scheduled time
and increases crew members’ attention to detail.

The transition period between installation and mainte-
nance creates an educational opportunity for everyone in-
volved. Crew leaders confer about property appearance and
employees work together. While the installation team teaches
the maintenance crew how to plant and layout the material,
the maintenance team has a chance to teach installation crew
members proper plant maintenance techniques. These two
entities working together ensures that our landscape design
and installation flourishes.

After we finish the project, we introduce the customer to
the maintenance crew and crew leader. This comforts cus-
tomers and places names with faces in their minds so they
know with whom to speak when issues arise.

As in most companies, our maintenance and installation
crews are two different entities. But by having all members
of both crews work as a single team before we complete an
installation job, the result isn't only a friendlier work atmo-
sphere, but also another satisfied customer. — Todd Nadler

The author is owner, Nadler Landscape, Alpharetta, Ga., and can
be reached at 770/619-0660.
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ISSUH2-:1'.I'SRUCKS AND WHITE

HELP PRO

b CARE
ED OUT THE COMPETITION.

Kevin Allen, Co-owner of Pro Care Landscape Management, believes
that image 15 very important: o to add 10 (heir 1IMage, his employees
Swear white, button-down Oxford shirts and drive suzu rucks. Keviit
Says, wwe like 10 «tand apart, 10 look professit ypal, OQur Isuzu rrucks are
gerious vehicles, not like the cmall pick-ups that most guy> use.
He notes, “In additon 1O looking 80 d, Isuzu rucks have real
benefits in erms of utility. They &8 carry both liquid and dry product
in the same wruck, giving us a lot more flexibility 10 the field and less
aking extra rips And they ¢an pasily U-tard on NArrow
business 1O blossom? call

me wasted m
(-.-\u\r\‘,l\\\\ sureets. Would you like yous
\SO(\\?%S-SHS ext. 2360 OF visit us online at WW wisuzucv.com
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At R.AR. Landscaping Co., we currently field 24 commer-
cial maintenance crews. Our crews range in size from two to
five crew members, and managing that many people is no
easy task. To make scheduling and organizing our crews
easier, we developed a system that keeps everyone in line
and on task.

We have three types of crews in our maintenance division:

¢ Lawn maintenance crews visit a site approximately 24
times per year. They mow, trim, edge, spray cracks and
crevices and perform detail work.

* Landscape maintenance crews visit a site approxi-
mately seven times per year and perform shrub pruning,
tree pruning, weeding, flower rotations and bed work.

* Utility crews handle clients special requests, such as
mowing brush fields, aerating and seeding, or other tasks
that require specialized skills or equipment rather than
design or installation talent

Beginning with this crew organization, there are several
factors we consider in our crew design and implementation.

First, crew size is important. Although we feel smaller
crews are more efficient, we maintain some sites that are
more than 25 acres and simply don’t lend themselves to two-
or three-member crews. At the same time, the manpower of
a four- or five-person crew is wasted on small '4-acre prop-
erties. Therefore, we try to match crew size to property size,
and for large sites we will often combine crews to finish the
job efficiently.

In the past, we assigned multiple crews on various sections
of a commercial site with instructions to help each other after

R.A.R. Landscaping's Field
Supervisor Gill Plantagenett
(far right) meets with crew
members for an on-site
training meeting. Photo:

R.A.R. Landscaping Co.

finishing their section. But crews
resented helping each other and
became determined to be last to
finish the work. Our solution was
to assign each crew to a defined
area for the day and let them leave
the site when their work was complete. This greatly reduced
the hours spent on the job and avoided the problem of
having the crewmembers become one large, inefficient crew.

To account for each two- or three-member crew, we
developed a visible chain of command to maintain organi-
zation, First, a foreman is responsible for supervising each
crew. In terms of maintenance, a foreman'’s primary task is
to detail areas by weeding, redefining beds, hand pruning,
etc. Additionally, the foreman knows the crew’s assign-
ments for the day, completes required paperwork, enforces
safety, cares for vehicles and equipment in the field, and
communicates with the client. Because the foreman must
train and monitor crew members and enforce teamwork, we
found that having him work with the crew members rather
than above them had a positive impact on our organization

Having a chain of accountability also is important. The
crew members are accountable to the foremen and the fore-
men are accountable to the field supervisors. For example, if
a crew member continually shows up late, the foreman’s job
is tosolve that problem. If the crew is getting out late because
of this tardy employee, the foreman must then answer to the
field supervisor. We try to have clear lines of responsibility
provide employees with job descriptions and perform semi-
annual performance reviews to keep everyone on track.

Before sending crews out to a site, the forman must
become familiar with every aspect of a client’s property.
When we have a new landscape to maintain, the foreman
visits the site and meets with the property manager or
salesperson. To make scheduling easier and create a sense of
continuity for the client, the same crew maintains the prop-
erty throughout the season.

I'raining foremen and crew members also ensures that
scheduling runs smoothly. In addition to daily training
performed in the field, we have weekly 30-minute training
sessions where we cover topics like the employee handbook,

(contmued on page 88)
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New Version 8!
The Landscaping Industry’s $
BEST Library of High offl”
Quality Images. details below
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The Standard Design Software for Landscape Professionals!
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Now compatible with (8p software

PLAN IT!?

No CAD experience necessary!
Create detailed 2D plan views
e e T . = = % : that show precise placement of
DEd ue - G | 3} : 5 ! = plantings, sprinkler sytems and
f ) hardscapes. Eliminate confu-
sion for your installation
crew with PRO Landscape
Planner.

SELLIT!

Start with a simple photograph, then add new landscaping
by dropping in trees, shrubs, flowers, ground cover and
other materials,

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

Produce detailed estimates that match your plans exactly. Then

USE READER SERVICE #44 print, export to your word processor, or proposal document.

Try PRO Landscape for 60-days risk free!

Thek question? Hov; to becomg more efficient and -Easy to learn, get started fast -
make more money from every job. video tutorials and smart help system
The answer. Let PRO Landscape version 8 take *Photos of landscape materials-

add value by up-selling every customer
*Accurate 2D CAD Plan Views -
*To take advantage of your Lawn & Landscape licensed from the maker of AutoCAD’
discount, have the promotional code ready «Automate estimates —
when you call to order. Code: LL-1735 accurate quotes and cost control
: +Clip®/QuickBooks® compatible -

(800) 231-8574 Sl oo S

www.lawnandlandscape.com/prolandscape b= g e

your business to the next level!
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communications skills, safety, proper pa-
perwork skills and maintenance techniques
With everyone on the same page, the crews
are ready to head to their sites.
Scheduling and organizing crews is all
about saving time and money, which is
why another important aspect of our main-
tenance operation is the budgeted hours

we created for (‘.)(h annual maintenance

contract. Without budgeted hours, em-
jnlu\u\ can take any amount of time
they wish to complete a day’s work,
with hourly employees periodically
stretching time to reach overtime. To alle-
viate the situation, we created an hourly
guideline for foremen and crew members
to follow for each task. We generated these

budgeted hours by timing tasks in the

—
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TUFLEX MANUFACTURING CO.
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field and keeping historical records of
the information.

We also use budgeted job hours as way to
reward employees with incentives. Crews
that beat their budgets for the week share in
some of those saved hours with bonuses
Nothing motivates employees more than hay
ing the opportunity to use their skills to
make more money,

By making sure crews adhere to bud
geted hours and delegating responsibilities
we can ensure greater profitability. If we lose
control of scheduling and organizing crews
efficiently and miscalculate budgeted hours
we are gambling with the company’s profits

And isn’t profit what this business is all

> ATlisi T

about A\llan Davis m
The author is executive vice president, R.A.R
Landscaping Co., Baltimore, Md., and can b

reached at 410/486-9080
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Landscaping isn't always pretty. In fact, being downright destructive is half the fun. That's why you want
a beefy trimmer. not some wimpy toy built for suburban housewives. To that end. we equip every
Shindaiwa with a high performance engine packed with more punch than anything else in its class. And
that power doesn't come at the expense of weight. durability. or emission standards. Check out the new
Shindaiwas today. They're stocked with heavy-duty clutches, more-responsive throttles. and other features

to help you kick some serious tail. Go to shindaiwa.com or call (800) 521-7733. The power awaits

FIRST TO START. LAST TO QuIT.




The Nation's Most Dynamic

Landscape Management Company

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

easures
U.S. Lawns has become a

shining example of what a
professional landscape
maintenance service should
be. With the guidance of
U.S. Lawns professionals, pense” or “costly interruption” of our work. Equipment should be treated
we'll show you, step-by-step, as an asset that generates profit if cared for properly.

how to: When I was working as a one-man show, | knew landscape contractors
+ Grow Your Business
+ Maximize Efficiency

AtStill Waters, we believe the first step in establishing or continuing a sound
preventive maintenance program is to acknowledge that it is not an “ex-

who worked 50 to 60 hours weekly because they thought that was the only
way they could succeed. They would maintain equipment on Sundays or
rain days thinking they couldn’t waste sunny weekdays working on

- Cut Costs equipment. Watching these contractors, I learned early that proper equip-
+ Get the Job Done nght, ment maintenance must be as much a part of our operation as actually
the First Time performing the work.

Preventive maintenance time needs to be figured into weekly schedules

and the costs associated with it figured into overhead and pricing strate-
gies. The first thing I did when I got serious about equipment maintenance
was to establish a 10-year capital expenditure plan. This plan outlines all
existing equipment, forecasts equipment life-spans based on planned

(continued on page 92)

For more information i
on becoming a U.S. Lawns . Recognize that maintaining equipment is as important as
9 performing maintenance work and that using dirty or run-down

franchisee, call us at machines can hurt a company's image.

v . Establish a capital expenditure plan that outlines how often
1 800—U S LAWN S‘ machines will need maintenance or replacement and plan

your expenses accordingly.

Maintain an organized filing system and a stocked inventory
S0 you can quickly access spare parts and equipment information.

Over 100 franchised locations
operating in 24 states.

Create a weekly maintenance checklist and set aside a few hours a
week for crews to concentrate on maintaining their equipment.
Determine which crewmembers are better suited for which jobs.

Encourage crewmembers to take pride in their equipment and
the company.

Visit us at
GIE Booth # 2003

www.uslawns.com
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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

% in the

has decreased by 34
three years we've been using the
product. I would recommend

il to anyone who wants

exceptional results.”

Stewve Leisring Vice President of Operations

"y Greenlon. Inc., Cincinnati, Ohio

Millennium Ultra is an extremely
effective, broad spectrum broadleaf
herbicide. Its state-of-the-art formulation
results in fewer callbacks, happier
customers and a product that's easier on
the environment. For rapid response
and outstanding effectiveness,

get Millennium Ultra.

Riverdale

il da
Millennium Ullra-

(800) 345 3330 u
www.riverdalecc.com USE READER SERVICE #48
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{continued from page 90)
usage, and identifies when each piece Equ‘l’men' ShOU|d be
needs to be replaced.
The second step in our capital ex- treated as an asset that
»enditure plan is to look at our growth T
f»biocli\'cs F.‘md determine wh: effect generates PYOfI" If Cﬂl‘éd for
they will have on additional equip- . g
ment purchases. Once this is d(mt]', we RIOPETly:= David ngfleld
total up equipment expenditures for
each forecasted year to prepare for future more mechanical, handle minor repairs, blade
growth, Ifone yearshowsanunusuallyhigh  changes, lubrication, etc. Other crewmembers
need and the nexta low need, we then deter- handle the pressure washing and fueling of
mine if we can stretch another year out of  equipment and vehicles, as well as the gen-
certain pieces of equipment to balance our eral cleaning of the shop and yard area. Many
expenses from year to year. This process also people think having production people do
helps us determine how many resources to this type of work is a waste of money, but we
allocate to preventive maintenance vs. equip- feel the continuity and sense of ownership
ment replacement. employees feel because of this process is in-
Determining exactly when a piece of  valuable. This philosophy goes back to when
equipment’s life ends is important to figure I began the company and did all the mainte-
out. There are certainly times when a piece nance tasks myself. | maintained my equip-
A c"T AB“"E of used equipment may not be pretty but ment well because | was the one using it. We
gets the job done. While using that low-cost try to instill that same sense of ownership in
For the finest brush cufters machine may seem practical, it may hurt a Our crews.
ut pruners, pole pruners m.mpany's |mag,e.. A dllrl.\' or beat-up truck Sy's?cm.uatmn continues to be an mlppr-
, ; : ; will get us to the job site as well as a clean tant objective at our company, and checklists
"'1’?_‘“"'3‘?,”"9“" S RS AR one, but how much better does the clean  have become crucial to simplifying our sys-
P-Ftechnology one make clients, prospective customers tems. Along with the weekly checklist, we
Pruner blades are made of tough and employees feel about professional-  also utilize monthly, semiannual and annual
forged alloy tool steel ism? At Still Waters, vehicles and large preventive maintenance checklists. The
heat-treated for equipment are replaced every 10 years monthly checklist includes points less criti-
exceptionally long life with vehicles expending approximately cal like dump truck hydraulic fluid checks.
Both blades cut - 70,000 to 100,000 miles. We replace mow- The semiannual checklist covers items like
for easier operation ers and smaller equipment after approxi- vehicle waxing, and the annual checklist is
afid to avoid lixme’:@s- mately 1,500 hours, a comprehensive list that starts with win-
sary damage to bark Once a piece of equipment becomes part terizing all equipment and includes touch-
"m(_i C’ir‘nbmm of our inventory, it becomes part of an ex- ing up paint on all mowers, loaders, trail-
Sae tensive preventive maintenance program ers, truck beds, etc.
while promoting : , o ; St :
WY R that starts with opening a new file for each Oil changes and other periodic mainte-
Uik Tice {‘n(‘»}' piece of equipment. These files contain per- nance, which are dictated more by mileage
Pruner poles tinent information, including model num- or hours used, are posted on the corre-
have snug-fitting bers and serial numbers, for easy reference  sponding maintenance crew’s dry erase
locking sleeves later. Weimmediately establish a spare parts board. The board serves as a reminder to
that won't snag inventory of belts, tires and air and oil filters allow extra time during a particular day to
leaves or branches so we are prepared for unpredictable but handle additional items. Other necessary re-
P-F tools: a cut inevitable service items. We store each piece pairs that may not be critical to operations
above the rest ofequipment’sspare partsindedicated shop also are placed on the reminder boards and
Get our catalog areas so we can quickly locate them when performed as time permits or on rainy days.
Call 508-835-3766. we need them. Whenever we use a spare Each spring our objective is to roll out the
part, we promptly replace itin the inventory doors with a “new” fleet, and a comprehen-
so we have it the next time we need it. sive preventive maintenance program en-
PORTER-FERGUSON The majority of our equipment mainte- ables us to do just that, - David Wigfield
T R AN - oA nance revolves around our weekly mainte-
A5 g g el e nance checklist. All crews spend three to four  The author is president and founder, Still Waters
Y1 11 10 hours weekly maintaining their own equip- Grounds Maintenance, Emmaus, Pa., and can be
ment. The crew leaders, who are typically reached at 610/965-7162.
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Rotors with Stream Contl Tchnology

Unlike the competition that uses a flow-stopping “poppet” device that creates excess friction loss and
water turbulence in the rotor, the Rain Bird 5000 Plus rotor with Stream Control Technology features an
unobstructed flow path. The competitive advantages this technology provides include:

B Superior stream efficiency combined with flow shut-off capability
B Enhanced Rain Curtain™ nozzle performance with greater radius range and lower flow
B The ability to turn on or turn off the water flow at the rotor without sacrificing nozzle performance

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

Rav I BIRD

USE READER SERVICE #50

For more detailed Stream Control Technology information, visit www.rainbird.com/rbturf/products/rotors5000plus.htm
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John Allin, president, Allin Cos.,
presents multiple-year contracts as
the only option when negotiating

with new clients. Photo: Allin Cos.

ALLIN COS.

LONG-TERM
Contract Lingo

JANUARY 2003

The entrepreneurial spirit demands that business owners
grow their operations to fulfill the goals they set when they
started out. These goals, of course, require planning. When
making the jump from managing a small operation to run-
ning a full-blown enterprise, projecting cash flow becomes
one issue that requires attention. One way to address this is
to have recurring business each year.

Among a number of benefits, multiple-year contracts
give landscape contractors the chance to accurately project
revenues for longer periods of time. This allows a more
accurate budgeting process, thus affording the owner the
luxury of being able to plan for necessary purchases and
other needed expenditures.

First, when negotiating contracts with clients, we present
a multiple-year deal as the only option. While we occasion-
ally offers seasonal contracts to new clients to spur a period of
“courtship,” we generally sign all subsequent deals with the
promise of an extended commitment. Most customers wel-
come the idea of keeping expenditures firm for two, three or
even five seasons. Their budgets are locked-in for extended
periods, negating the need to accommodate increased costs
for at least a portion of their exterior maintenance budget.

With multiple-year contracts, customers benefit further
because employees become familiar with their properties’
idiosyncrasies. Workers also form relationships with clients
and know what customers expect. Therefore, job efficiency
perpetually increases with each passing season.

We offer our customers pricing incentives and added
value when deciding on deal terms, and we allow some
leverage in negotiations because it can be mutually benefi-
cial. For instance, we recently had a client offer us a bid to
service multiple properties if we could furnish a discount.
We were happy to oblige, offering them a multiple-property
reduction of 3 percent for a one-year contract, 5 percent for

a two-year contract or 7 percent for a three-year contract.
The property owner chose the three-year agreement and he
enjoys that we consistently maintain all of his sites at a
discount with a crew that intimately knows the grounds. We
seize revenue over an extended term with the minimal
concession of a few dollars per season. This sort of “give and
take” is a balance we learned we had to offer to secure more
long-term contracts.

When setting up contract periods, we stagger the start
and end dates among our client base. We can put more effort
into soliciting new business if our contract periods are such
that we only had to renew a third of our clients at a given
time. This not only saves us the trouble of renegotiating with
all of our customers at once, but also steadies cash flow,
which is important for everything from profit projections to
credibility rating.

Effective pricing is a crucial factor to consider when
establishing long-term contracts. We calculate our expenses
and prices with an eye toward the future. This benefits both
our operation and our clients. With a properly set guaran-
teed price, we virtually erase the need for a seasonal escala-
tor or an increased contract renewal pricc (an attraction for
customers), because we know we will sustain our margins
and offset any rising costs by increasing job efficiencies.

The most important factor in sustaining our customer
base with multiple-year contracts is providing outstanding
service over the entire term.

Customers shouldn’t be afraid of a long-term relation-
ship because its value increases over time. When clients
understand that value, everybody wins in a multiple-year
scenario. - John Allin

The author is president, Allin Cos., Erie, Pa., and can be reached at
john@allinco.com.
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SETTING THE GOLD STANDARD IN ZERO TURNING RADIUS MOWER PERFORMANCE

XTREME MOWCHINE
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True 15 m.p.h. Cutting Performance
While Maintaining Quality Of Cut!

Utilizing powerful 30 HP Generac or 28 is just as important as any quality feature, and
HP Kohler engines, allows The Xtreme a comfortable operator is a more productive
Mowchine the ability to cut grass fast in most  operator. Standard drink cooler eliminates
turf conditions! constant breaks to the truck for vital fluids.

Available with 60" or 72" cutting decks, a The Remote Mounted, Replaceable 1-
Lifetime Warranty on frame, front caster Micron Amsoil Qil Filter allows the machine
bearings and front forks, this powerhouse isa  to operate on the same comfort level as the
must for the serious operator.

CONtractor. n v,r n"nnnrn Are you ready to

Here at Dixie =2 =S 2= =5 experience the new

Chopper, we know U'A 'L U'IU’ ’ L’. way of cutting grass’
that operator comfort The W()f dS Fas[es[ LaW” /VIOW@/ Go Xtreme!

FOR A FREE DEMONSTRATION, CALL FOR YOUR LOCAL ARFA DIXIE CHOPPER DEALER

7 65 = CHOPPER USE READER SERVICE #51

www.dixiechopper.com
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AKEHURST IANDSCAPE SERVICE

ADDING UP WITH
Add-Ons

Like many other companies, the effects of Sept. 11, 2001 were
cause for change here at Akehurst Landscape Service, Joppa,
Md. With a weak economy and the worst drought in the
history of our state, we began to take a hard look at how we
could expand sales within our current accounts. While
responsibilities were changing throughout the mid- and
upper-level management of the company, we activated
systems to send our company to the next level.

Through research, | was amazed to find many companies
averaging a 50 to 70 percent sales ratio on grounds mainte-
nance accounts, Knowing this, I came up with a way to
motivate our supervisors to realize the sales opportunities
we had been missing. I created a scoreboard that listed
supervisor names and a space to enter sales totals for each
month. Displayed in our meeting room as “2002 Enhance-
ment Achievements,” the board created a game that would
promote friendly competition. During our following super-
visor meeting, I sold the concept to the team, explaining how
it would work and some tips on what areas to look for on our
job sites that trigger add-on sales opportunities. Whoever
had the top sales each month won a lunch with the boss.

After just three months, the team members had already
surpassed their annual goals. For their achievement, we
hired a company to detail their company trucks or personal
vehicles — it was their choice.

Add-on sales continued to increase with each month.
Sales of additional services included seasonal flower
rotations, extra mulching, tree and shrub care, plant
replacements, tree removals and stump grinding, park-
ing block replacements, designed landscape enhance-

www.lawnandlandscape.com

ments, patio and sidewalk repairs, improvement on prob-
lem areas, holiday décor, 24-hour emergency service and
anything else the company had the knowledge and capa-
bility to handle.

In August, normally a slow month for add-on sales, our
supervisors amazed me again with a record sales month. On
their own, the group created a program where they sold
tree-watering bags to our clients. The program required a
charge to fill the bags and incorporated off-season storage
fees for the bags into the initial sale. Watching the supervi-
sors take the initiative to further sales even more showed me
that not only could our team make more money for the
company, but they had more energy and more confidence in
their sales abilities than in the past.

The results of the new game were astounding. Our
supervisors became more motivated to perform better cus-
tomer service. Even now, one year since the program began,
the relationships between our clients and supervisors are at
their best. We have noticed an increase in contracted im-
provements requested by clients who wouldn’t have wanted
extra services in the past. We also started selling add-ons to
new clients from day one, while existing clients have started
to include more money in their annual budgets to afford
these extra services.

At Akehurst, we learned that add-on services are not
difficult to sell. Sending recommendations and quotes for
additional work on a weekly basis makes the client aware
that you care about their properties. Also, team members
who enjoy their work make a good impression on clients.

Though spending money on brochures, creating sea-
sonal fliers or developing a seasonal promotional calendar
may be helpful, they are not necessary. We promote sea-
sonal add-on services one month prior to when crews will
perform the work by having crews make clients aware of
these services while they are on-site. For example, we pro-
mote watering services one month before it gets dry, lawn
renovation in August, and have our design and sales team
work on enhancement recommendations for winter jobs
when they have slower sales months. We have the design
staff visit the maintenance properties to get and give ideas -
a fresh set of eyes can always bring new inspiration to a
project. We also use add-on sales to make our company
more efficient. For example, we propose creating planting
beds in hard-to-mow areas.

We train all employees on selling add-on services to
clients. Crew members are the eyes and ears that bring
potential problems and solutions to the supervisor’s atten-
tion. Not to mention that since crews already assigned to a
property will most likely perform the added work, they
have a personal investment in the selling process.

Over some slow winter months, our supervisors brought
us new business and a more enthusiastic work environment,
by increasing sales of add-on services - and it was all
because of a simple game. — Brian Akehurst

The author is vice president, Akehurst Landscape Service, Joppa,
Md., and can be reached at 410/538-4018.
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NOW AVAILABLE!

LIMITED TIME
WINTER
CLEARANCE PRICE -
SAVE 33%!"!
e ol e = L

Turf & Ornamental Insect
Identification Series

A State-of-the-Art Interactive CD-ROM Training Program Featuring 3-D Technology

THE LAWN & LANDSCAPE MEDIA GROUP, a leader in lawn and landscape industry communications, introduces the first in an
innovative new series of interactive insect identification training aids. Volume I: The Grubs features cutting-edge CD-ROM technol-
ogy. high-resolution photography and 3-D imaging to educate lawn and landscape professionals on the finer points of grub identification
and management — a critical control area for professional contractors.

Lawn & Landscape's Turf & Ornamental Insect Identification Series, Volume |: The Grubs, sponsored by Bayer Corpo-
ration Garden & Professional Care, is a state-of-the-art training tool featuring technical content by industry researcher Dr. David Shetlar,
The Ohio State University, and original, full-color images of 8 commonly encountered grub
species. Advanced 3-D technology enables users to rotate and zoom in on images,
ensuring faster and more accurate insect identification. Other program features
include a fully searchable glossary of technical terms, ——
printable homeowner fact sheets, an .
interactive taxonomic key, and a grub VOIume l'
identification testing component.

GRUBS FEATURED INCLUDE:
* Asiatic Garden Beetle

* Black Turfgrass Ataenius

* European Chafer Y : !
*  Green June Beetle "

* Masked Chafer J : Bayer @
*  May/June Beetle .

* Oriental Beetle

* Japanese Beetle

Sponsored by Bayer Corporation
Garden & Professional Care

I'd like to order copies of Turt & Ornamental Insect
Identification Series CD-ROM, Volume I: The Grubs @ the special
) winter clearance price of just $39.95 each - a savings of 33%!
To Order: (Expires 2-28-03; regular price, $59.95.)
1. Call Megan Erickson at 800-456-0707.
2. Mail this form to Lawn & Landscape Media Group, MERCHANDISE TOTAL B
Attn: Megan Erickson, 4012 Bridge Avenue,
Cleveland, OH 44113. Ohio residents add 7% sales tax $
3. Fax this form to Megan Erickson at 216-961-0364.
4. Visit www.lawnandlandscape.com/store. SHIPPING & HANDLING
Inside the United States - first item $5.00; additional items $1.00 each
Name International - first item $10.00; additional items $3.00 each $
e TOTAL AMOUNT DUE %
Company
Address — Check enclosed (Make payable to: Lawn & Landscape Media Group)
Clty State Zip Charge my ___ American Express ___ Visa ___ Mastercard ___ Discover/Novus
Phone Fax Card Number Exp. Date /
Email GCDHSAD

Visit www.lawnandlandscape.com/store for this and other great products!
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Being nice goes a long way. If
they like us as people, then they

are more responsive when we

Some may think that managing receiv-
ables is as simple as a phone call. Not so
' e ER SR have to make the call to collect
For the Bozzuto Landscaping Co., the pro-

cess involves much more, which could be
money. - Ruth Koster

why we've been so successful at this end

of account supervision. During the past

B three years, we've managed to keep our receivables current while doubling our business

size over the past three years, proving that our strategies work.

’ For us, managing receivables begins with the initial contract sale. We make payment

U

terms clear and require our clients to sign a contract to prevent payment problems

Next, we make sure all invoices include correct addresses, phone numbers and
contact names. We bill only for elements included on an invoice and are careful not
to perform unapproved work. This leaves less room for questions and makes collecting
payments easier

&
(1]
m BOZZUTO LANDSCAPING CO.

1® MANAGING Receivables

LAWN AND LANDSCAPE

OLDHAM CoMPANIES HAVE

CHEMICALS COMPANY, INC. GENERATED OVER

IN SALES FROM
CLC LABS SOIL
TESTING!

200 GALLON LAWN RIG Ler Us SHoOw You How!

* 200 GALLON OLDHAM TANK WITH BAFFLE. S 1 614/RR8-1662 T, s
- HYPRO D30 TWIN DIAPHIAGM PUMP Call 614/888-1663 Today for your

* 5.5 HP HONDA ENGINE. Soil Testing & Marketing Information
« HANNAY ELECTRIC REEL WITH 300' 1/2" HOSE. ; ‘

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

H 1-800 888'5502 325 Venture Drive
Westerville, OH 43081
— PO BOX 18358 614 888-1663
3701 NEW GETWELL ROAD Ao FAX 614 888-1330
MEMPHIS, TN 38118

Exclusive laboratory services for the

Turf & Ornamental Professional.
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Communication with clients and inter-
nally withemployeesisimportant whenman-
aging receivables. We build relationships,
for example, with property managers and
accounting staff members at each company
with which we do business and talk to our
customers early in the service process. We
pay attention, listen carefully and take notes.
We work together to ensure clients have
what they need to pay promptly and always
thank those helping us. Being nice goes a
long way. If they like us as people, then they
are more responsive when we have to make
the call to collect money.

When collection time arrives, we send in-
voice reports and copies of any older invoices
to clients who have multiple properties on the
fifth and 20™ of each month. We always follow
up with a phone call and find this approach to
be a great tool, with clients usually cutting
checks the 10" and the 25" of each month.

Internally, we've set up monthly goals.
We have anaccounts receivable scoreboard
posted in the hall that shows our totals and
account ages and we update it weekly.

We provide branch managers with
weekly accounts receivable reports that

Start with a clear, thorough written contract.

Make sure all invoice/contact information is current

and accurate.

Provide quality work and services.

Keep communication with clients and employees open

and timely.

Ensure all departments work as a team throughout the

service process.

show invoice status. Additional notes de-
tail the nature of any problems and when
a check was or will be sent, for example.
By notifying our managers if a customer is
unhappy with our service, they are able to
make corrections so the client is satisfied
and willing to pay. Area managers also are
asked to help with hard-to-collect or prob-
lem accounts on occasion, while
uncollectable accounts are sent to an ex-
ternal collection agency.

External collections generally cost us

about 45 percent of the amount collected
per account. Luckily, we’ve only had to
send two accounts to an external collection
agency in the past 3% years.

Overall, to manage receivables effi-
ciently we plan a course of action, stick to
that plan, remain positive and expect good
results. — Ruth Koster

The author is accounts receivable clerk, Bozzuto
Landscaping Co., Laurel, Md., and can be
reached at 301/497-3900.

Call for a free video
and catalog!

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

Install custom landscape borders
fast and easy. Residential and
commercial.

Add landscape borders to
your services or start a new
business.
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Have you ever been in the situation where you were losing
touch with your clients, your day-to-day procedures weren't
running smoothly and your business lacked structure be-
cause you were constantly putting out fires instead of per-
forming the work? Or, worse yet, did you lose clients be-
cause of a lack of clear communication regarding their
services and schedules?

Many of us have been in one or all of these positions. At
Tecza Environmental Group, our maintenance division
struggled each time our sales neared $1 million. We lost four
to five key clients — twice - as we reached that pivotal level.
Getting the sales and the contracts wasn’t the problem.
Instead, we found that clients thought we weren’t taking
care of them due to a lack
of regular communication.

Since we instituted our
account manager ap-
proach four years ago, we
feel we've resolved the
problem, jumping over the
$1-million wall and in-
creasing our maintenance
division revenue to nearly
$1.9 million.

Prior to using account
managers, we worked with
customerservice represen-
tatives who were often
more involved with the
sales side of the business
and less involved in the
daily interaction with
crews. From the customer

Ed Reier, vice president

of maintenance operations,

Photo: Dan DalSanto

Tecza Environmental Group.

www.lawnandlandscape.com

Ml TECZA ENVIRONMENTAL GROUP

ACCOUNT MANAG!
= Makeover

]

service representative to the maintenance su pvr\'i.snr lhmugh
the foreman to the crew, there were too many levels of
management for effective client-to-supervisor communica-
tions. Like in a child’s game of “telephone,” we lost a lot of
information, jumbled messages and made decisions that
may not have been in clients’ best interests.

By eliminating a layer of the structure and redirecting
certain individuals to different positions within the com-
pany, we were able to improve communication. Now, the
account manager position encompasses the customer ser-
vice and maintenance supervisor layers, providing more
daily interaction with crews. We also shifted sales responsi-
bilities to allow account managers to focus solely on their
existing portfolio.

Dedicated account managers drive the success of all
landscape projects. Their mission is to communicate with
clients, supervise the day-to-day landscape maintenance
work and be the company’s eyes and ears by reporting
clients’ concerns to management.

By aiding in scheduling and training and communicating
with foremen on a regular basis, account managers are able
to maintain a working knowledge of which clients request
certain services and when crews should be performing these
services. More importantly, account managers have full
customer service responsibility, meaning they focus on build-
ing client relationships, selling add-on services, solving
problems and handling contract renewals.

Of course, budgeting for the additional expenses to put
toward hiring new account managers is necessary. Though
we did not eliminate any positions when we compressed the
previous structure, our restructuring actually left us with
some additional funds to put toward account manager posi-
tions. In other situations, a budget that allows for at least one
new employee’s salary may be necessary. Our account man-
agers’ salaries are commensurate with the size and promi-
nence of their portfolio. A less-experienced account man-
ager may not be paid as much as an individual with 10 years
of experience, but this gives both incentive and room for that
person to grow within the company and our budget. Ac-
count managers' salaries typically fall in the pay scale above
crewmen and working foremen. Also, so account managers

Lawn & LANDSCAPE
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could work efficiently, we purchased addi-
tional office supplies and provided them
with insurance and a vehicle,

Since our accountmanagers are the front-
line of communication with our clients, we
look for individuals with experience and
knowledge in the green industry as well as
people skills when filling this position. Our
account managers' job descriptions say they
will be the primary contact between the
client and the company, so being able to
work with our maintenance crews is impor-
tant in building a positive team. Addition-
ally, individuals with sales or customer ser-
vice backgrounds work well. We also have
groomed interns and junior account manag-
ers into competent employees.

In terms of recruiting account managers,
we try to look within the organization first
before advertising for the position. Beyond
placing ads, we use what we call “sphere of
influence” marketing. For this approach, we
contact our property managers or other
people who may know individuals looking
to change positions or join Tecza. In this
effort, we create a larger network of contacts
and build our reputation as a company ac-

tively interested in finding the best people
for the job.

Ensuring that account managers are on
top of all of the work being performed for
each client is essential. Our maintenance
clientele is divided into three regions with
careful consideration given to geographics,
job size and account manager relationships.
Each of our three account managers is re-
sponsible for the existing portfolio of clients
as well as any new maintenance, construc-
tion or horticultural service work in their
region. Furthermore, a schedule board is
maintained for each division. Not only do
we want each account manager to know
what work is being done for their clients, but
to look at the schedule everyday and com-
municate with the other two account man-
agerson their work as well. This way, we can
be as effective and efficient as possible.

Together, our account managers are the
clients” total resources for information on
the status of current projects and on the
determination of future needs. As per their
job description, an account manager is es-
sentially responsibile for visiting proper-
ties, preferably when crews are there, a mini-

mum of two times per month. Additionally,
they must meet with each of their clients
either in person or over the phone at least
once every month.

A productive account manager can
handle $800,000 to $1 million worth of work
and still have the time to hold clients” hands,
address service needs and sell add-on ser-
vices. The more effective our account man-
agers are, the more business and revenue
our company will be able to bring in.

Essentially, a good account manager can
drive the growth of any landscape contract-
ing business with the desire to expand be-
cause they have an opportunity to learn
clients” likes, dislikes and personal prefer-
ences. Clients are far more likely to buy
services from someone they know and trust,
rather than from an unfamiliar voice on the
otherend of the phone line. Withouta doubt,
account managers have made a difference in
our bottom line and helped our company
build manageable growth. ~Ed Reier

The author is vice president of maintenance op-
erations, Tecza Environmental Group, Elgin, Ill.,
and can be reached at 847/742-3320.

SNOWPLOW OWNERS
FREE PARTS CATALOG!

Discounted parts for all major brands
of Snowplows and Salt Spreaders

New Plows Starting @ $2100.00
V-Box Spreaders $2895.00
"Mini" Salt Spreaders $795.00
Low Profile Headlight Kit $98.50
Pro-Wing Kits $169.50

CALL NOW 1o Reserve your FREE
copy of our 02/03 Parts Catalog

Central Parts Warehouse

1-800-761-1700

USE READER SERVICE #58
LAWN & LANDSCAPE

An All-New IBT!

GIE Media built the leading
publication in the landscape
industry - Lawn & Landscape
- during the last 20 years, and
now we're ready to do the
same with IBT in the irrigation

industry.
For advertising information

or to subscribe, call
800/456-0707.

1|B[T

| imigation Business And Technology |

The Officaal Putiication of the kngation ASSociifion
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= February 8 — 11, 2003
Ft. Lauderdale Marriott North
Fi. Lauderdale, Florida

IMPROVING YOUR PERFORMANCE —
ACHIEVING GREATER RESULTS

2003 School of Management Features...
» Expanded Educational Format —
Introducing The “How We Do It Seminars”
» Qutstanding Speaker Faculty
* Abundant Networking Opportunities
» Attendee Prize Drawings - Win While You Learn
» Dynamic General Sessions, Informative Breakout Sessions
» Facility Tour — Pick Up New Ideas
* New for 2003! Equipment Demo Area

For Registration and Sponsorship Information
Call 800/456-0707

For a complete list of sessions go to
www.lawnschool.com

NEED INSTANT INFORMATION?

Receive Your 2003 School of Management Information Via The Internet
Send Your Request To information@lawnschool.com
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FEATURED SPEAKERS

Drewst.John

Symbiot
Business Group

Bill Arman
ValleyCrest
Companies

FACILITY TOUR

SATURDAY, FEBRUARY 8

Take a tour of Stiles Landscape, a Lawn & Landscape
Top 100 company, and pick up great ideas on how to
improve your company!

LAWN CARE PROFESSIONAL
TRAINING SEMINAR

SATURDAY, FEBRUARY 8

A one-day seminar specifically designed for lawn care
professionals to learn how to effectively sell and service
turf, tree and ornamental insect management services.

“HOW WE DO IT SEMINARS”

SUNDAY, FEBRUARY 9
Sessions designed to help you grow your revenues and
improve the performance of your core business operations!
How To Use An H2B Program
How to Expand Into Holiday Lighting
How To Generate New Revenue With Hardscapes/
Retaining Walls
How To Design An Efficient Equipment Trailer
How To Add Revenue With Landscape Lighting
How To Make More Money With Ponds/Water Features

Mattingly &
Associates

Jim Huston
Smith-Huston

Judy Guido
KehoeGuido

Amold Grundvig
Vander Kooi &
Associates

EQUIPMENT DEMO

SUNDAY, FEBRUARY 9
Kick the tires and test the latest power equipment offer-
ings from leading manufacturers before you buy.

DYNAMIC GENERAL SESSIONS

MONDAY, FEBRUARY 10
The 90 Minute MBA
Employee Development: From Laborer To Leader
Operating A Business In A Cautious Economy
Plan To Win: Strategic Planning In Your Business

INFORMATIVE SEMINARS

TUESDAY, FEBRUARY 11
Learn from some of the best in the business and put
your company on the path to success!
A Case Study On Success: Quality Seasons
Building For Success
Structuring Maintenance Contracts
Measuring Crew Efficiency
Sales Strategies: Closing With Success
Marketing Outside In

2003 SCHOOL OF MANAGEMENT SPONSOR PARTNERS

vazooixees G EINNNN
The Pro Performance Toam

Plart Purchasing Simplified
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www.weisburger.com
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REGISTRATION FORM

Lawn & Landscape School of Management ¢ February 8-11, 2003
Ft. Lauderdale Marriott North * Ft. Lauderdale, Florida

(Please print or type. Form may be photocopied for additional registrants; one form per person)

BY PHONE: Call 800/456-0707 and ask to register for the 2003 School of Management

BY MAIL: Complete form and mail, with payment, to 2003 School of Management, 4012 Bridge Ave., Cleveland, OH 44113
BY FAX: Complete form and fax, with credit card information, to 216/961-0364

ON THE WEB: Go to www.lawnschool.com

First Name ______LastName
Name as It Will Appear On Badge
Title

Zip Code
E-mail Address

NUMBER TOTAL
Full Conference Registration @ $245
Group Registration (3 or more same company) @ $195
Optional Events
Lawn Care Seminar ($25 with full conference registration, $75 seminar only) @ $25/75
Facility Tour with Stiles Landscaping (Sat. February 8) @ $20 =
Golf Outing at Palm Aire Country Club (Sat. February 8) _@%120 =

TOTAL

$__
$___
$__

S___

PAYMENT INFORMATION

7 Check Enclosed (payable to GIE Media)

O Billmy: OVISA 0O MasterCard T American Express [ Discover

Card Number Expiration Date
Billing Address

Name on Card Signature

Please Note: Registrations will not be processed until payment information is received. All faxed and phone registrations MUST include credit card informa-
tion. Check must be drawn in U.S. dollars and drawn from a U.S. Bank. There will be a $25 fee for returned checks. The Lawn & Landscape School of
Management is a business-to-business event open to trade professionals only. Persons under 18 (including infants) are not allowed in the educational
seminars.

CANCELLATION/SUBSTITUTION/REFUND POLICY/CONFIRMATIONS

All cancellations must be made in writing and faxed or mailed ~ voice mails and e-malls will not be accepted. A full refund will be issued if the cancellation
notice is received before January 24, 2003. No refunds will be issued after January 24, 2003 or for no shows. All registrations postmarked by January 24, 2003
will be acknowledged by mail. Attendees can notify Lawn & Landscape at any time that another individual will attend the conference in their place. On site
registrations are accepted on a space available basis. Lawn & Landscape reserves the right to cancel a program due to insufficient registration. A full refund
of registration fees only will be issued if this occurs.

HOTEL INFORMATION

Ft. Lauderdale Marriott North

Reservation Phone Number: 954/771-0440 or 800/228-9290

Reservation Deadline: Thursday, January 17, 2003

Conference Rate: $105 per night single/double. Ask for the Lawn & Landscape School of Management

Conference rate.
To Register Call 800/456-0707
Register Online At www.lawnschool.com
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BARRINGER & BARRINGER

Policy manuals, operating standards and customer service
were essentially nonexistent in the landscaping profession
when Ijoined the industry 18 years ago. Employee develop-
ment amounted to on-the-job training on the use of tractors,
tillers and trucks.

That was then; this is now. Our industry is changing
rapidly to reflect the proliferation of business models and
technologies available to us. Just as equipment requires
preventive maintenance, human resources requires upkeep
and development.

The first step in employee development centers on the
fact that people are unique and valuable. But while all
people are important, they are not necessarily valuable to a
company. When someone goes through the hiring process,
the employer must assess the person’s competencies, values
and attitudes. “Hire attitude. Teach skills,” - this old adage
is relevant here.

If people are valuable to the company, then the develop-
ment process will exhibit this. We show employees the path
of natural progression and encourage them to scale it. The
development program at Barringer & Barringer includes an
appraisal process, inwhich employees discuss their strengths,
weaknesses and goals. We also encourage involvement in

industry associations and stress education through in-house
training programs. Finally, we offer development through
casual mentoring, whether in the field or in the office.

{0

", OPING Employees

The appraisal process, is one of our best development
tools because, during this time, employees have our undi-
vided attention and can simply talk about themselves.
Employees fill out a three- or four-page questionnaire
that helps the company understand their perceptions
about their learning curves, productivity and areas they
need to improve. This goal-setting assessment invigo-
rates employees and springboards them to greater
acheivement. This exercise also serves as part of the re-
view process and helps management determine annual,
performance-based pay raises.

Another initiative we challenge our employees with is
professional designation in the various trade organizations.
We make a big deal out of people trying and attaining
professional status, which encourages them to continue
their involvement. Besides the high-fives at work and promi-
nently displaying the certificates, we also send out a picture
and write-up to the newspaper. We are also considering
offering pay raises based on these achievements.

In-house training programs also play a big part in
employee development. Regular weekly meetings, span-
ning about 10 minutes and covering an array of topics -
safety, materials and equipment use, for example - de-
velop an employees’ skills and how to maximize them on
job sites. Whenever possible, we use bilingual employees
and literature already included in the price of several
green industry association memberships to reach our
Spanish-speaking workers. As a result, Hispanic em-
ployees are better trained, more highly skilled, have a
broader perspective of their jobs and feel
better about themselves.

Acknowledge the value of each employee and select people with

5 Casual mentoring also contributes to em-
similar values and attitudes.

ployees’ personal development. We spend time
with new employees, get to know them as
people, find out their thoughts and share our
own development experiences. This insight
exposes employees to growth opportunities
within the company.

All of these tools help employees realize
and reach their potentials. - John Barringer

Use appraisals to challenge employees toward further
development,

Encourage employees to pursue professional status in trade
organizations. Schedule participation and give public
acknowledgement.

Give employees additional responsibilities as they show
proficiency and reward them monetarily.

Train employees through purchased programs or with in-house
training to teach methodology, equipment use, financial
understanding, etc.

The author is president, Barringer & Barringer,
Charlotte, N.C., and can be reached at 704/335-
3775 or at jbarringer@barringerlandscape.cont.
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COCAL

LANDSCAPE SERVICES
a

developed branch offices to $1.5- to $2-million before adding
a dedicated branch manager.

Capable branch managers are difficult to find. We always
look for an existing middle manager who has the ability to
sell our services and manage branch operations. A well-
rounded employee with some field knowledge and a cus-
tomer-service background is ideal. We review the track
record of these managers and approach them, often finding
they welcome the change and challenge of a new market size

Expanding an operation into a new geo-
graphic market is both exciting and risky.
The excitement comes from growing a com-
pany outside of an existing locale, which
often translates into increased sales, profits
and new opportunities for employees. The

and location. Other times, we ask those
managers to suggest viable candidates
among their personnel.

Once the chief officer is identified and
on-board, we undertake the following steps
in getting our new operation off the ground:

Securing a facility: We executed short-
term leases (up to three years)on “C” grade
facilities with an emphasis on security. Our
customers rarely come to us, so image has
not been a priority. Obviously we consider
telephone, fax and e-mail capabilities, in-

formationsystems management needs, etc.,

risks include possibly spreading acompany ~ Tom Fochtman, president, CoCal  \hen setting up a satellite/branch office.

too thin, taking on additional overhead, hir-  Landscape Services, Denver,
ing or transferring people, investing capital  Colo. Photo: Robb Williamson

in equipment and seiting up the new office.

CoCal Landscape Services, Denver,

Colo., has offices in three other cities. Our third and most
recent location came with the October 2001 acquisition of
Pratt Landscape, Longmont, Colo.

The process of setting up a branch is challenging, but we
followed certain guidelines to ease the undertaking.

Before beginning, visually evaluating new markets to
determine if there is enough work is relatively easy, but to
fully understand the new market and the challenges pre-
sented by the number and vitality of rivals we would encoun-
ter selling there, we performed a competitor analysis. Learn-
ing what competitors were in the area was as easy as refer-
ring to the regional phone book. Other methods include
contacting state associations, asking prospective clients what
companies they’ve worked with in the past or simply net-
working at seminars and conferences to know which com-
petitors enjoy a healthy presence in a given market.

While we started from the ground up with our two
previous branches, the fortunate timing of Pratt’s divesti-
ture and our ability to readily absorb their overhead, facility
and equipment made acquisition a practical choice. We also
saw advantages in tapping Pratt’s already established cus-
tomer base and capital assets. When we built our own
branches, we were able control ourown costs based on needs
and preference. Despite the various ways we started branches,
we always first made sure we had sufficient financial re-
sources to expand, which we determined by looking at the
estimated costs for a startup vs. our sustained profitability,
cash reserves and borrowing capabilities.

After starting a branch from scratch or purchasing an-
other company to expand, we evaluate employee needs. We

www.lawnandlandscape.com

Setting up vendor accounts: Several of
our Denver suppliers have branch offices in
our other markets, so some of the vendor
accounts have been easy to establish. We
produce cover letters stating our expansion intentions and
attach bonding, insurance and banking information and
three business references. Our manager carries them in his
briefcase for quick drop-off purposes, and we also have
them available to mail at a cost of mere postage and a few
sheets of already-stocked stationery.

Purchasing: Getting our new vendor partners paid
promptly and accounting for all purchasing activity is vital.
To facilitate the process, we employ a purchase order system
and a chart of accounts tracking payment time lines that we
adhere to without exception. Regional offices are in touch
with our central payables department several times weekly
to give mutual updates on purchases, shipments, payment
due dates and cut checks.

Addressing personnel needs: One of the benefits of
expanding is offering new career opportunities to our em-
ployees. Besides the sales and operations manager position,
we also usually appoint one or two key foremen who can run
crews and provide irrigation support. The manager usually
wears the hat of “renovations” or “enhancements” foreman
for at least the first year. We are always supportive and will
dispatch additional personnel from Denver on an as-needed
basis if the branch falls behind or sells a large project it
cannot handle alone. Once revenue levels are adequate at a
new site — about $15,000 to $20,000 annually for enhance-
ment work, for example - we add a dedicated enhancement
supervisor, area supervisor, etc.

Maintaining equipment: Our branch offices are gener-
ally within a 90-minute drive from our main office, so we are
able to provide some preventive maintenance support in the

LAwN & LANDSCAPE
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form of regularly scheduled weekly visits.
We also seek out the right local small engine
shop thatagrees to give us preferential treat-
ment on breakdowns. This method has gen-
erally worked well and has freed us from
having to carry backup equipment. Also, we
limited hiring in-house mechanics to branches
that have higher maintenance needs.
Executing marketing and sales: The
branch sales and operations manager closes
the work, but the main office provides all the
collateral materials and direct mail efforts,
assists in preparing proposals and partici-
pates in the sales process when needed. The
branch manager calls for help when he or
she needs owner involvement in an inter-
view or support in putting together a large
proposal package. At the branch level, we
join building and facility associations, net-
work with local landscape architects and
general contractors and build relationships
with key commercial property managers.
Maintaining accountability: General ac-
countability throughout the entire company is
crucial - and especially critical when expand-
ing into branch offices. Employees can feel
isolated at a new branch so the main office

Start by assesélng if the piospective market can musier enough

work to sustain a location.

Research area competitors and market climate,

Look inside the company for a qualified middle manager to lead

the new office.

When looking for a facility, remember security and technological
capacity outweigh image. For most maintenance contractors,
customer site visits are infrequent at best.

To prevent feelings of isolation, be sure to provide branches
with strong personnel and administrative support, fluid
correspondence and frequent site visits.

supports the branch through development by
scheduling regular visits, Likewise, our branch
sales and operations managers attend op-

side to developing successful branch opera-
tions if you are diligent in the undertaking,.
Our branch revenue accounted for 22 per-

eration meetings at the main office and up- cent of our overall 2002 revenue, and ob-
serving our branch employees’ growth has

date everyone on their activities. Designated
branch officers also attend monthly safety been rewarding. — Tom Fochtman
committee meetings, issue parts and labor
statements monthly, etc. The author is president, CoCal Landscape Ser-
Setting up and maintaining a thriving vices, Denver, Colo., and can be reached at 303/

branch operation is not easy. There is an up- 399-7877 or at cocal@rmi.net
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Fabrics & Erosion Control Products
PERFECT FOR

Professional Landscape
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The Retail

*Name Retention Products
s\/ehicle Graphics
*Hats & Outerwear

Shop our Website

rndsigns.com

Phone for o cotalog

Cust
Variety

Choice of 2 stakes

Door Hanger Bags

800-328-4009

Service Needs! Garden Center!

om lawn signs
of sizes & colors '

| or 2 sides

FABRIC FOR
YOUR EVERY NEED!

Bulk Rolis 315" Wide

Landscape Fabrics
Weed Control * Woven Ground Covers
Filter Fabric * Paver/Patio Underliner * Soll Separators

Erosion Control

Burlap = Jute » FabriJute™ Erosion Control Netting » Silt Fence

Road / Driveway / Recreation Park Underliners & Fences

- '
—FABRISCAPE .-
e

LANDSCAPE FABRICS A EROSION CONTROL PRODUCTS

4800 S. CENTRAL AVE., CHICAGO, IL 60638
(708) 728-7180 * 1-800-992-0550 « FAX: (708) 728-0482
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i KINNUCAN CO.

i

Customer
Survevys

Generating client feedback reassures a business that it is
performing services at the quality level its clients expect.

Ten yearsago at Kinnucan, clients expressed the desire to
have one contractor perform all of their services. We were in
the process of changing our range of services, moving from
being a tree care contractor to becoming a full-service tree
and landscape company and we needed to get the message
to our clients that we had expanded our menu of services.

We hired a marketing specialist, whose focus was rela-
tionship marketing, and this cost between $4,000 and $6,000,
but was well worth the expense. Together, we determined
that we needed to know two primary things before we moved
forward with our expansion plans - how customers found
us and why they selected our company. The secondary
things we needed to know, though equally important, were
how clients rated us, if they were aware of the menu of services
we offered, and what we could do to serve them better.

To answer these questions, we put together a survey with
the following response options:

* In asking how clients found us, we mentioned referral,
direct mail, Yellow Pages, our trucks/equipment, charity
participation or staff contact.

* To determine why clients chose us, we offered reputa-
tion, expertise, quality, price / value, responsiveness or “other.”

* In rating the company, we used excellent, good, fair
and poor, and clients were asked to grade our responsive-
ness, staff members’ courtesy, service value and quality,
how we left their property and their overall satisfaction.

The latter part of this survey addressed the important
issue of how clients perceive our company.

This survey helped us determine clients’ needs and mar-
ket our new services at the same time.

Bob Kinnucan,
president,
Kinnucan Co.
Photo:

Kinnucan Co.

We realized this information was invaluable at helping
us plan. As a result, we continue to use this survey periodi-
cally throughout the year and include it with invoices, so
sending it costs us nothing except for the postal reply
prepaid stamp we attach that costs us less than $1 apiece and
facilitates the survey return. As the surveys are returned, the
original is kept in the front office and a copy is sent to the
respective account manager so we receive real-time client
feedback. Then, each month we draw a returned survey and
give the winner $100 worth of our services to thank them for
their help and encourage them to answer future surveys.

We have also used client surveys as a way to expand our
presence in certain markets. We wanted to know if they used
professional services, what types and if they would prefer to
switch to a single-source contractor if that was an option. To
entice people to respond we had a drawing offering a free
weekend at a downtown Chicago hotel. The hotel agreed to
partner with us on this survey giveaway in exchange for
promotion on the actual survey. By adding a simple hotel
advertisement on the 6,000 surveys, we saved ourselves
$800 — the price of the weekend getaway.

The client surveys we use also help us sell add-on ser-
vices. We utilize a simple postcard survey that is piggybacked
with our invoices and statements. On the top of the postcard
we use a simple, catchy phrase - “I need help.” From the
service listing, clients check off work they need done and
return the card. Upon return, we file the postcard in the office
and send a copy to the proper sales manager for follow-up.,

We also have used telemarketing to collect client feed-
back. Staff members phone clients the day after services are
performed, asking how well services were performed, if
properties were left neat and clean, if crews were polite and
considerate, etc. We use our own employees rather than
hiring telemarketers, which keeps the cost to a minimum

An effective client survey serves as a scorecard, a market-

ing tool and a planning device for any company that has
client satisfaction and profit on its mind. — Bob Kinnucan

The author is president, Kinnucan Co., Lake Bluff, lIl., and can be
reached at 847/234-5327.
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‘Winter

Save up to 33%
on select products!

LOWEST
PRICES
EVER!

Limited Inventory.
Offer expires February 28, 2003

ORDER TODAY!

Call toll free
800-456-0707
or visit
www.lawnandlandscape.com/store

Stock up now on the industry’s
most valuable training resources!
And be sure to visit The Store online
at www.lawnandlandscape.com

for more great products.

EXCLUSIVELY FROM

Clearance

I
I
|
l
I
|
|

1
QUANTITY PRIE  AMOUNT |
TECHNICAL BOOKS & SOFTWARE :
Lawn & Landscape Technician's Handbook _oll_o SI295. s |
{Spediol introductary Price $12.951) [
The Complete Irrigation Workbaok by Larry Keesen 1200 |
(Regulor price $14.95 - Save 20%!) |
Turfgrass Ecology & Management by Karl Danneberger S1200 I
(Regular price $17.95 - Save 33%!) |
Turf & Ornomental Insect Identification Series (D-ROM $3995 :
Volume I: The Grubs (Regular price $59.95 - Save 33%!) |
Managing Snow & Ice by John A. Allin |
(Regular price $49.95 - Save 20%!) et oo SNl
Snow Removal Business Forms on (D-ROM e, su9s |
C(OMBO SPECIAL -- Managing Snow & Ice book plus S50 85 s L . |
Snow Removal Business Forms on (D-ROM I
{Regulor price $69.95) :
|
SUB-TOTAL ALL ITEMS |
(0hio residents only 0dd 7%) SALES TAX :
Add appropriate shipping charges: [
U.S. - $5.00 first item; $1.00 each additional item s&an |
International - $10.00 first item; $3.00 each additionol item TOTAL, |
|
Name |
(ompany :
Address ity State |
Zip Phone E-mail :
FOUR EASY WAYS TO ORDER l
PHONE  Order toll free 800-456-0707 '
FAX Fax this form to 216-961-0364 F SRR iy plechece N e Bppoe
ONLINE  Visit www.lownondlandscape.com/store upon receips of payment. 1 alia
MAIL Lown & Landscape Media Group, understand that I can retwrn my
4012 Bridge Ave, Cleveland, OH 44113 product(s) within 15 days for « 100%
refind if I am not totally satisfied,

METHOD OF PAYMENT
(2 Check Enclosed:
Make payable to Lawn & Landscape Media Group
Charge my:
- Viso
O3 Discover/Novus

2 MaosterCard
(3 Americon Express

Name as printed on cord:

(redit Cord number:

Expiration date:

Signature:

GUARANTEE |
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Indiana Bed-Making
Made Easy

For the landscape contractors who make the lawns and

rardens of the Hoosier State beautiful, gravity is as much
<] ¢ \

lenging, to say the least

Industry’s self-propelled edgers in April 2001.

arival as rocky soil, wild overgrowth or a property owner’s

hard-to-tame tastes. The region’s southern hills are chal-

Yet, while it can’t do much in the way of managing
personal whims, Ephrata, Pa.-based Pro Industries’
BedShaper does take the bite out of battling less-than-
friendly ground conditions for Jim Grubb, president,
Grubbworm Landscaping, Bedford, Ind., whose 2-year-
old landscape contracting firm acquired one of Pro

i maoe 112
contmued on page 112)

The BedShaper's self-propelled design increased the speed of
Jim Grubb's work. Photo: BedShaper

V-200 V-300

Call For Our Color Catalog

G'&S“’_“. SPRAYING
lark

C EQUIPMENT

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

Financing Available
www.gregsonclark.com

USE READER SERVICE #61
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¥
NEW JERSEY
LANDSCAPE 2003

26TH ANNUAL TRADE SHOW
AND CONFERENCE

“Meeting the Needs of the Green Industry Professional”
WEDNESDAY, FEBRUARY 26, 2003

8:30 AM - 4:30 PM
Meadowlands Exposition Center n.,;,'f,f"’
Secaucus, New Jersey Beginipg ™

_ Jon, 3"
$20 pre-registration * $30 day of show KL

-DI’

Trade Show
A world of new ideas, methods, and moterials awaits the Green Indusiry
professionol ot New Jersey Londscape 2003. Time ond money savings for landscope
contractors, lown care operators, chemical applicators, grounds maintenance supervisors,
irrigation installers, arborists, cemetery managers, property managers, school
buildings/grounds supervisors, parks and recreation supervisors, municipalifies and related
occupations. See over 150 companies exhibiting everything you need to be successful in
todoy’s economy.

Conference
Seminars presented by Ruigers University Cooperative Extension Service. DEP recertification
credits offered.

Sponsored by New Jersey Landscape Contractors Association

Rl ©

630 Valley Court, Township of Washington, NJ 07676
201-664-6310 » Fax: 201-664-7014 » www.njica.org

USE READER SERVICE #62
LAWN & LANDSCAPE
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_With The Lawn & Landscape Sweepstakes

Visit www.lawnandlandscape.com to be eligible to win free products!

This month, win qCLIP from CLIP Software

CLIP Software is the world's leading software
package for the Service Industry. The newest
version, qCLIP, combines the power of CLIP
software’s industry-leading scheduling, routing
and revenue tracking with the world's most popular accounting software
QuickBooks®. qCLIP integrates with bar coding, Palm, GPS, and so much more.

¢ FEasy to set up—Automatically transfer customer information from QuickBooks into qCLIP

* Easy to learn—Add the jobs you pndo: m, set the price and schedule CLIP does the rest
automatically 2 d Ork

* Easy to bill—Whenever y f > billing information to QuickBooks and print
your bills

www.lawnandlandscape.com offers

B Chances to win new products

B Daily news

B Archived magazine articles

B Message boards

B The ability to sign up for a personailzed My Lawn & Landscape account

Questions? Call 800/456-0707
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_ Product Profile

(continued from page 110)

“Especially in hilly southern Indiana,
[the machine] is really just quicker and
easier to use,” Grubb said.

Grubbworm maintains mostly residen-
tial landscapes, with some commercial and
recreational clients on its roster. One of
only a handful of Bedford-area landscapers,
“I know I've gotten a (few) jobs because I
have the new edger,” Grubb said. Most com-
petitors, he mentioned, still employ manual
edgers — some even shovels - for cutting
beds. “I think the unit gives us some ad-
vantage [over competitors],” he enthused.

Available in a 900 Series walk-behind
version and 950 Series tractor-mounted
attachment configuration, the BedShaper
has a notched, spring-steel blade allowing
adjustable cutting depths between % and
4% inches.

What the unit may miss in aggressive
cutting (“I sometimes wish it could cut a
little deeper,” Grubb pointed out), it makes
up for in “user-friendliness,” Grubb said.
While he hasn’t quantified it, Grubb agreed

‘The self-propulsion
makes this edger really
easy to handle aofter
getting the hang of it,
and it gets the job done

fast and well. | think the

unit gives us some advan-
tage over competitors.’
- Jim Grubb

his 900 Series has increased his productiv-
ity, returning to its self-propulsion as the
feature that most satisfies him.

“The self-propulsion makes this edger

really easy to handle after getting the hang

of it, and it gets the job done fast and
well,” Grubb explained.

Versatility has been the other ma-
jor frill of the product, Grubb said,
pointing out he has not only reshaped
and cut many new beds with it, but
has taken advantage of its trenching
ability in installing everything from
lights to drip irrigation units.

“I had one large job [at Bedford's
Stone Crest Golf Community], where
a client was putting in his own con-
crete bed liners,” Grubb recounted.
Where the digging phase for the laby-
rinth of concrete would have taken
many more hours, “I cut the width of
the areas — each about 2-inches-deep-

by-1-foot-wide - for him, saving time
and effort.” — Enloe Wilson

The author is Associate Editor of Lawn &
Landscape magazine and can be reached at

ewilson@lawnandlandscape.com.

Circle 211 on reader service form

"Compare. ..
Before You Buy"

- Industry Leading
Performance

- Minimal Maintenance

- Holds More Muich

- Easy to Operate

Hydro Seeding Systems

Register on-line
to receive
FREE sample
bottle of

BLUE 60O

-~

Model Shown:

L90 +"350 Gallon Units -,

Price as .
Shown:
$23,495.00

Starting at

. B
g

visIT easylawn.com

FOR A LISTING OF OUR
UPCOMING TRADE SHOWS

FOR MORE INFORMATION OR TO SEE A DEMONSTRATION

CALL 800-638-1769

USE READER SERVICE #63
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Model Shown:

Price as Shown:

-, $3095

gun $91.88

TM35-SR

$3,995.00 gun $195.00

~ ok )
}l‘ )
\b\’
sprayer trucks.
800-462-2005

Mag2000 lawn gun with
choice of nozzle $32.55

Mag2000 lawn gun with

choice of nozzle and spot-
sprayer attachment $69.27

Mighty Mag tall tree spray

N=GNCa.

Industries, Inc.

Mag 1 Gold tree & shrub

)

—

P——

We offer a complete line of sprayer
equipment, accessories and custom

www.gncindustries.com

USE READER SERVICE #64
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Lawn & Landscape
Technician’s Handbook

Technician’s
Handbook

P
A Field Guide to Turf & Ornaméhtal
Insect Identification & Managerfient

BY DR. RICHARD KRAMER 2<%

v

This field guide to turf & ornamental insect identification &
management provides lawn and landscape technicians with
unequaled information on the biology, behavior and physical
characteristics of more than 100 commonly encountered
insect pests in both trees and ornamentals. You'll find pest
identification tips and detailed individual pest profiles with
accompanying illustrations, as well as a full-color photo iden-
tification section featuring more than 50 insects.

CHAPTERS INCLUDE:

» Pest Management and Society
* Integrated Pest Management
* Pest Identification and Control
* Pest Management Materials
« Safety

* Turf Insect Pests

* Ornamental Insect Pests
* Equipment

« Safety

» Glossary of Pest Control Terms

Limited Time
introductory
Price $12.95!

(Expires 3/31/03;
Regular Price $14.95)

Perfect for lawn care operators, training professionals, training
directors, entomologists, regulatory officials, and technicians!

To Order Your Copy of the Lawn &
Landscape Technician's Handbook:
1. Visit www.lawnandlandscape.com/store.

2. Call Megan Erickson at 800-456-0707.

Attn: Megan Erickson, 4012 Bridge Avenue,
Cleveland, OH 44113.

Name

3. Mail this form to Lawn & Landscape Media Group,

4. Fax this form to Megan Erickson at 216-961-0364.

Title

Company

Address

City State Zip

Phone

Fax

Email

I'd like to order ___ copies of Lawn & Landscape Technician's Handbook
@ the limited time infroductory price of just $12.95 each.

(Expires 3-31-03; regular price, $14.95.)

MERCHANDISE TOTAL $
Ohio residents add 7% sales tax $
SHIPPING & HANDLING

Inside the United States - first item $5.00; additional items $1.00 each
International - first item $10.00; additional items $3.00 each $
TOTAL AMOUNT DUE $

___ Check enclosed (Make payable to: Lawn & Landscape Media Group)

Charge my __ American Express Visa ___ Mastercard ___ Discover/Novus

Card Number ____ _Exp. Date /

THLHSAD
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THE POWER OF PERSONALIZATION

Using the power of database technology, My Lawn & Landscape allows lawn and
landscape professionals to personalize their Lawn & Landscape Online experience.

Customize stocks, local weather, news, your daily schedule, business cards and (

more. Even bookmark your favorite articles that have appeared in Lawn & Landscape ==
2 Peterson hﬂk Cup

magazine. www.petersonpacific.c

Signing up for a My Lawn & Landscape account is easy and free of charge. Simply go

to www.lawnandlandscape.com. In the top right-hand corner, you'll see the My Lawn G M ﬁ

& Landscape login area. Simply click on the icon, register for an account and you're

ready to customize your page. It's that easy. Www.gme.com

www.realgreen.com

JOHN DEERE
www._johndeere.com

com

[. Masada (’(mu/wg\']

LAWN & LANDSCAPE ONLINE:

www.masadaconsulting.com
NEWS YOU CAN USE...
The Lawn & Landscape Media Group prides itself on providing the most com- TopPro Specialties

prehensive news coverage of the lawn and landscape industry. In fact, we're the e
www.lopprospecialties.com

only communications provider that has a fully ( /j/‘ ¢ /4
lawnandlandscape.com __ dedicated Internet editor that covers late-breaking V‘/’%\ =

industry news as it happens. In addition, Lawn &

www.olyola.com

Landscape Online provides “bonus” coverage of a wide range of business and
technical topics of interest to professional contractors. Just look for the “For More E

Information” boxes or the “Web Buttons” throughout Lawn & Landscape =
WWW.ISUZUCY.COM

magazine featuring the site addresses of manufacturers, w
distributors and others affiliated with the industry. P4 1”3 BIRD M_‘e
Y MACHIUES
This full-market news coverage is only available from o
www.rainbird.com www.lilbubba.com

STEINER
% Dow AgroSciences ET_AL’T‘LI-

Steiner Division of Textron rx

www.lawnandlandscape.com.

WWW.0owargo.com www.steinerturf.com
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www.clip.com

WWW.asvi.com

drafix.com

www.drafix.com

www.prosourceone.com

I

FOLEY ENTERPRISES

www.amleo.com

www.foleyenterprises.net

Maugets

NORTH
AMERICAN
GREEN"
WWW.niagreen.com www.mauget.com www.exmark.com
[TEXTRON | s O
The AMBLING Gutr Lilting Sastam!
Brouwer Division of Textron inc.
www.brouwerturf.com www.camelotsoftware.com Www.e2-gate.com
HHusqvarna ]I”C O
www.grunderswinnerscircle.com WWw.husqvarna.com WWW.jrcoinc.com
' £
rognen  Kawasaki INN
) 800.346. 20 CORPORATION
WIVW nde-onspreadervcom WWW.Kawpowr.com www.finncorp.com
) I L TEXTRON Eumerprises
t Nufarm Company

GOLF, TURF & SPECIALTY PRODUCTS

www.tripled-enterprises.com

wn:@ncmum

www.weisburger.com

www.riverdalecc.com www.extron.com

s
TurfGold Software

\_—.

www.turftree.com www.carswelldist.com

l c | pbil / sordor
| t:nrq::o:sk)on

An Employee Ocwened Co

Swiss
Precision
Enterprises

?CE KILLER
SPRAYERS),

www.weedalert.com WWW.Swissprecision.net www koisbrothers.com

Weed Man "LULCNE

www.weed-man.com www.earthandturf com WWW.yazookees.com
BASF
y ==
COMMERCIAL MOWERS ‘ Enpress Blower

WWW.SCag.com www.turffacts.com www.expressblowsr.com

Jawnandlandscape.com

www.syngentaprofessionaiproducts.com

vazooixees HORTICOPIA®

WALKERTEMOWERS ﬁ

www.walkermowers.com WWW.power-trac.com

TUSF PRODUCTS

www.Jebturf.com

www.mge-dairon.com

Bayer Alocet

www.bayerprocentral.com

. Sirviyste, Well-buwilt Products

www.earthandturl.com

www.commtruck ford.com

syngenta

www.alocet.com

Reading

www.readingbody.com

lighting ll(‘

www.eziree.com www.cascadelighting.com
FERRIS|
r Service
Communication
Software
\
WWw !emsmduslnes.com WWW,DICksCs.com
STIHL YR
Turf Equipment
www.stihl.com www.excelhustler.com

s SHIGAING

www.visualimpactimaging.com www.shindaiwa.com

www_horticopia.com www.wellscargo.com

DKAD. chipco

TECH Professional Products
www.adkad.com www.aventischipco.com
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d Caterpillar
FIGETIVTN  Al-Surtace Landscaps

Tinel
* Revolutionary piece of compact equip-
JUIF
I) I{ ( ) l ) l , (" l 2 ment targeted at the skid-steer loader mar- * Work tools for skid-

Th P 1 ket, with dimensions similar to most popu- steer loaders and multi-
I\I ()RAI/\I IO\ lar skid-  pum ; terrain loaders designed

for breaking up and pul-

steers
verizing soil, and mixing compost into
with Cater-
pillar 50-hp

existing soils

You can now n'.]u.'s[ pru.lu.‘l m'furm.xlmn

. ; - z * Engineered to operate in many soil
online and receive a response mun.';lnx!.'/g/ Just i K

3024C types, including hard, compacted soil
vrsit u‘u'u’./.m"nmJ/du scape.com l",\l \'/‘L‘L‘ on . .
engine * Ideal for stabilizing and leveling
the ‘free product information” logo on the * Operates i existing terrain in landscape
front page. There, ot can submit your with case-style controls and Perkins 404C- finishing projects
product information requests directly to 22 model engine « Caterpillar XT-3 ES hose, couplings
mamifacturers. Or, snnpl_u circlo the numbers o W (-i}_‘h\ JPPF“\““J“ ly 4,700 lmundg but and O«ring face seals dusigncd to pro-
on page 117 of this month's issue .w././;u the has L'nmnd pressure of onl\ 2.7 p()und\ per vide leak-free pt'rl'orm.mcc and reliabil-
Jorm to 210/001-0504 square inch ity in toughest conditions
Circle 200 on reader service form Circle 201 on reader service form

800-899-8696

sty ATTENTION LANDSCAPERS 2003 mode

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

Call today

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

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

478-788-4601
1-800-899-8696

Middle GA. Freightliner-lsuzu 2002 ISUZU NPR: EFI, V8, gasoline,
Fax: 478-781-0966 16' landscape body

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

e-mail: chrisfountain@mindspring.com BLOWOUT SPECIAL!

USE READER SERVICE #65
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Looking for

PRODUCT INFORMATINN

When you want information on a new
product, you want it now! That's why Lawn
& Landscape uses this innovative reader

service program that gets you the product

information you need faster.

y = I =
It’'s simple:
* Go to www.lawnandlandscape.com and click on
* Check the reader service number of the product(s)

to make an informed decision.

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

® <

you're interested in.
* Receive an e-mail or phone call from a company representative in time

For immediate
response go to
www.lawnandlandscape.com

and click here...

Oniline

24 SVAN B 5] 24
SERVICE

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

I would like to receive (continue to receive) L&L free of charge
(Free to qualified contractors. U.S. only)

3 Yes I No

Signature
Date_
Name_
Title
Company
Address g
City _State _2Zip
Phone

Fax

E-mail Address

Do you wish to receive industry related information by E-mail?

[ Yes O No

A

JANUARY.03

/pages/subscriptions.asp


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

PYOC

Cushman Commander 4300

* Lightweight turf vehicle packs big performance into compact, high-stepping package
* Equipped with 16-hp, V-twin engine and strong, tubular-steel frame

* Carries payloads of up to 800 pounds

* Large, high-flotation tires work to reduce turf compaction

¢ Exclusive, high-torque, continuously variable transmission enhances ease of operation and driveability

Circle 202 on reader service form

¢ 11-hp, commercial-grade Honda four-

Honda Full-
size Snow-
blower
HS1132

* HS1132 walk-behind machine
with maximum capability
* 32-inch clearing width

stroke engine

¢ Track-driven blower can move

I 71.7 tons per hour at a discharge

distance of up to 56 feet

» Like HS928, available
in both easy-starting
manual or electric
starter-equipped

models

Circle 203 on reader service form

Toro
Irri-Smart

* Designed to conserve water by sus-
pending irrigation during rainfall

* Rain sensor can be connected eas-
ily to new or existing sprinkler con-
trol systems

e Attaches directly to roof eaves

and can be ex-
tended using s
*/+-inch PVC pipe
* Operates by in-
terrupting common
wire on controllers » =
without sensor wire o=
N

terminals

¢ Adjustable
shutoff point from '/s- to 1-inch of accu-
mulated rainfall

Circle 204 on reader service form

I can't start the job tomorrow,
I still haven't found the plants...

Why spend time and energy hunting down growers for plant material when one call to Skinner
Nurseries can satisfy your green good needs. Try out one of our distribution centers and you could
be working with your customers, going after new jobs or enjoying the rewards of your business.
We have taken the difficulty out of locating and delivering plant material for your landscape

projects. Call 800-741-2020 and let us simplify your plant purchasing.

Get off the phone, get withv
Skinner and get back to business.

" NURSERIES

www.skinnernurseries.com

PLANT PURCHASING SIMPLIFIED

USE READER SERVICE #66
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ECH20 Soil
Moisture
Monitoring
System

* Low-cost alternative for soil mois-
ture industrial markets

* Research-grade dielectric water
content sensor

® Accurate and reliable

* Data collection both directly
and remotely via telemetry

* Used in a variety of soil
moisture monitoring
applications

* Available worldwide

Circle 205 on reader service form

Pro Deck

¢ All-new fabricated
deck designed
especially for the
commercial cutter
and landscape
maintenance
contractor

* Seven-gauge steel deck cuts

in all grass varieties and conditions

¢ Shaft-driven, low-noise deck available
in 60- or 72-inch cutting width

* 5.5 inches deep, allowing more
airflow circulation through blades

and enabling a higher-quality cut

at faster rate

* Cutting height can be adjusted from 1
to 5 inches in half-inch increments

Circle 206 on reader service form

Fiskars Hardshell
Kangaroo
Container

* Sturdy 33-gallon container

* Capable of holding leaves, lawn clip-
pings and weeds

* Durable polyvinyl and polyester con-
struction increases resistance to UV rays
and mildew

* Unique pop-up design holds itself open

to free both hands for work
* Hardshell bottom
prevents tearing
under pressure

¢ Cushioned handles
for comfort during
transport

Circle 207 on reader
service form

Are you ready
TO GROW
your business?

EDUCATE
your employees

Weeds * Fertilizing
Insects*Diseases
Aeration

Interactive learning with
Ueriﬁed test results

Acquamted 1 m
Trial @ ourse

applicable against $59.95 unlimited annual use.
Special Offer! $120.00 value.

LawnLore

Inter-Active Software

800-328-4009

rndsigns.com

USE READER SERVICE #68
LAwN & LANDSCAPE

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
34" Radius Steel C";ﬁs’;:’:"n‘;’““
MarineTech™ PTP Corner Posts sk lasd
Ramp Deck (Front & Rear) . 9y
4 including Tubular
& Interior Floor 4 .
Steel Main Rails
(20 year warranty)

LED -

Stop/Tail/Turn
Lights for
Improved Safety

(800) 348-7553

@

www.wellscargo.com

USE READER SERVICE #67
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Call Us First For All Your Spraying Equipment & Parts Needs!

Our NEW 50,000 sq. ft. facilities - desugned to better serve you.
‘ b, )

Largest When you need
North American hose, spray guns,
Distributor -2 fittings, tanks,
of Many yesiaelier pumps, or
Nationally repair kits,
Recognized look no farther

Name Brands! than Westheffer.

different

parts
stocked
year round!

WWW. Westheffer.com A E-Mail: westheffeﬂ@aol com

USE READER SERVICE #70

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

USE READER SERVICE #69
JANUARY 2003

g
Hydro Rider

¢ Three-wheel rider uses patented pivot-

mount frame for superior stability on hills
¢ Qut-front deck makes trimming under
trees and bushes easy

* Heavy-duty, hydro ‘*’r

drive system provides _

N

smooth, even control

* 3-quart nylon hydrau-
lic reservoir, heavy-
duty cooling radiator
and 10-micron filter
keep system temperatures low
and oil clean

* Advantage deck ensures even toughest
grasses are cut cleanly and consistently
Circle 208 on reader service form

Bed Shaper
Shape-Trak

* Available on both the walk-behind and
tractor mount models

* Engineered so cutting blade and drive
wheels are in line with each other

* Allows drive wheels and cutting blade to
follow same radius

* Results in near perfect bed shape control
Circle 209 on reader service form

VeraScapes
Instant Border

* Creates established

plant borders in

less time

¢ Unique “tear off

slide out” action for

easy plant removal

¢ Slits on bottom for moisture drainage
and air pruning of roots

* Vertically tapered strips are 19.5 inches
by 2.3 inches

* Each flat yields 6% feet of fully-grown
plant material

* Ideal for most plant types, including
ground cover, bulbs and perennials
Circle 210 on reader service form m
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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: Laum & Landscape, 4012 Bridge
Ave., Cleveland, Ohio 44113, Fax: 216/961-0364

Advertising

‘Graphics
‘Promotions = . pream Street
‘Logo Design..  Graphics..

aa§340‘l'ﬁ

mmolxpamlﬂues

TURBO TECHNOLOGIES

M

TURBO TURF

HYDRO SEEDING SYSTEMS

FREE HYDROSEEDING INFO & VIDEO, CALL

TURBO TECHNOLOGIES, INC

1500 First Ave., Beaver Falls, PA 15010

1-800-822-3437
WWW.TURBOTURF.COM

CONKLIN PRODUCTS

OPPORTUNITY!
Use/market, new technology liquid slow-release
fertilizer and micro-nutients
BUY DIRECT FROM MANUFACTURER
FREE Catalog - 800/832-9635
Email: kmfranke@hutchel.net
www.frankemarketing.com

BIDDING FOR PROFIT

PROFITS UNLIMITED
Seminars & Consulting
“Your Key to Sticcess”

BIDDING & CONTRACTS ($47.95)
CONTRACTS & GOALS ($39.95)
MARKETING & ADVERTISING ($39.95)
LETTERS FOR SUCCESS ($29.95)
DE-ICING & SNOW REMOVAL ($39.95)
ESTIMATING GUIDE ($34.95)
SELLING & REFERRALS ($44.95)
TELEPHONE TECHNIQUES ($24.95)

BUY FOUR OR MORE AND SAVE

You can see a full explanation of these manuals on
our Web site. The techniques shared in these
manuals are being used by hundreds of your peers
throughout the United States and Canada.
Waynes Lawn Service was recently rated one of
the top 10 lawn companies in the United States.

Profits Unlimited

800/845-0499

www.profitsareus.com

Visa, MasterCard,
Discover, American Express

NESS 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.

LET THE GOVERNMENT FINANCE your
small business. Grants/loans to $2,200,000
(www.usgovenmentinformation.com)
Free recorded message: 707 / 448-0270. (NKS8)

Back-Yard Putting Greens
Synthetic putting greens are the fastest growing
segment of the $20 Billion a year golf industry

2
Reasons to call us:

Hu'\ Profit Center

s FREE VIDE()

(Carry NO Inventory
Excellent Add-On Service
* Residential & Commerdial
titize Existing Equipment
Buy Manufacturer Direct

Many Exiras

800-334-9003
www.allprogreens.com

BUSINESS OPPORTUNITY

ooking
for a job?
Great, We'll start
you at CEO.

Tired of struggling in the
S5

landscape industry? We'll give

you a promotion. ( all us
today and learn how to start

your very own franchise.

LawN & LANDSCAPE
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BUSINESS OPPORTUNITY

FREE NO BROKER
APPRAISAL FEES
Professional Business Consultants
sin
pBusiness o

o 0,
-Q\Q T g— I)‘,
5 / %
¥ “ %
S Ao 2

w

Merger & Acquisition Specialists

Professional Business Consultants can obtain
purchase offers from qualified buyers without
disclosing their identities. Consultants’ fees
are paid by the buyer.

CALL:

708/744-6715

FAX: 630/910-8100

BUSINESS OPPORTUNITY
www.G: Ind
22 | Find it. Be found..
INDEPENDENT SALES REPS

Looking for a new line?

Go to
www.giyp.com/newline

tryYellowPages.com.

Sell to your
existing customers!

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

Businesses for Sale

COMMERCIAL

LANDSCAPE MAINTENANCE
Commercial landscape maintenance business
includes tree trimming and installation. Orange
County California. Established 20 years, $5.5
million annual sales, 2.7M or equity partner.

Great opportunity for out of state company to
expand into Southern California. 714/401-9128,

LONG ESTABLISHED NURSERY
IN AFFLUENT COMMUNITY
Features Include:
Approximately six acres with
* Building & Facilities

* Nursery Equipment
* Shade Houses

* Wholesale Annuals/Flowers Nursery
* Contract Growers
Asking $695,000
Please reply to e-mail:
jschwiering@norrisandcompany.net

LANDSCAPE
CONSTRUCTION COMPANY

Well Established 20-year Landscape Company
Boston, Massachusetts Area,
Annual volume $3.1 million PLUS!
Company breakdown:

* 70% Construction

* 20% Maintenance

* 10% Snow L)pl-mlmnk
Well managed and organized operation with a
meticulous fleet. Will sell with or without the
real estate, which has all the necessary provisions
for repairs and parking.
The 2002 backlog to date is over $2 Million!
Contact Winokur Associated
Mr. Bob Murray 508/747-6292

The Geneva Companies Inc. specializes in the
sale of private, middle-market companies. A
sampling of our current opportunities include:

Landscaping Services &
Wholesale/Retail Nursery - SE
Revenue greater than $3.5 million
EBITDA greater than $450,000
Client 166384

Commercial Landscape Services
Company - Florida
Revenue greater than $1.5 million
EBITDA greater than $125,000
Client 1880462

Interested parties contact Thomas Staszak
at 727-573-5333. Materials will be sent to
qualified buyers.

G

THE GENEVA COMPANIES
’ r

Amemberof ot J

Member of NASD and SIPC

83 + $6.75 w/h. VISA, MasterCard, &

™ 'hhg-d next day. Check delays
p weoks., add 7.75%ax.

W AMERICAN STAMP CO.
12290 Fising Rd. LL23, Wilton, CA 95693

HYDROMULCHERS

Usedhydromulchers.com

HYDROSEEDING /

HYDROMULCHING
EQUIPMENT AND SUPPLIES

Hypro Seeping HELPER

Slicky Sticky.com
800/527-2304

HYDRO MULCHING
MACHINERY

TurfMaker®

Sod-Quality Results

A High-Performance Real
Hydromulching Machine

four minute loading

instant mixing

thick mulch

long hoses 4
!,_ﬂ

no clogs M& :

800-551-2304

TurfMaker Corp.
www. turfmaker.com

GPS VEHICLE TRACKING

No Monthly Fees
Call 800/779-1905
www.mobiletimeclock.com

EQUIPMENT FOR SALE

B PINCHERS

* lood and Unload
* Fastest 2° and up
Tree Planter Everl

SKI LANDSCAPE

122 JANUARY 2003
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The Best

EXCITING CAREER
OPPORTUNITIES FOR SERVICE
INDUSTRY MANAGERS

Watering

1-808998-2657 &
www.tanks-a-lot.net EZE]

DISCOUNT SPRAYER PA

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.

Core Aerator’s in excellent running condition,
perfect for lawn and landscape contractor’s,
operator's you absolutely won't beat the prices
we are letting these go for. For details call 817/
249-1710 or 877 /799-5296 ask for Chad.

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

500 Gal. SDI Turf Sprayer. 400/ 100 split, BRAND
new Electric start Honda Engine, 300° Hose,
Electric Reel, Fiberglass tank, 2™ Engine - Kohler
included free, Mechanical Agitation, Jet Agita-
tion, Hypre D-30, Great Shape, Must Sell, $4500.
770/527-7121

(6) Turfco Pro26 Aerators for Sale. Honda En-
gines, 8 months old, great shape, 26" wide walk
behinds, new tines, belts, chains and cables.
Ready to use. $2400 new, sacrifice $1500 each.
770/ 527-7121

1999 BB816 Finn Bark Blower 16 yd. Mounted
on 1990 International 4900 truck. E-mail:
sales@nationalmulch.com. Phone: 614 /799-8505

Funny Car
Serious Franchise
800 458 3664
520977 5817
Truly@Truly Com

o w Ve

(14

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, lllinois, Indiana, Maryland,
Massachusetts, Minnesota, Missouri, New Jer-
sey, New York, North Carolina, Ohio, Pennsyl-
vania, South Carolina, Tennessee, Texas, Vir-
ginia, Wisconsin. Fax: 301/987-1565.

E-mail: jobs@brickmangroup.com

Web site: www.brickmangroup.com

GreenSearch is recognized as the premier provider
of professional executive search, human resource
consulting and specialized employment solutions
exclusively for interior and exterior landscape
companies and allied horticultural trades through-
out North America. Companies and career-mined
candidates are invited to check us out on the Web
at http:/ / www.greensearch.com or call toll free
B88/375-7787 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

Come Join One of the
Largest Vegetation Management
Companies in North Amterica

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/AAP, M/F/D/DV

BOZZUTO LANDSCAPING COMPANY
Serving Maryland & Virginia

BLC is a stable, profitable, award winning
firm, seeking career minded individuals.

Positions Available in:
Field
Sales
Management
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
1-800-428-2474
Fax: 1-800-884-5198

We are searching for stars! We represent dy-
namic companies who appreciate quality work
and contributions. If you motivate people and
exceed expectations then we've got a job for you!
www.careercompanyofamerica.com 717/625-
0922.

LAawN & LANDSCAPE
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GREAT CAREER
OPPORTUNITIES

R.A.R. LANDSCAPING COMPANY
BALTIMORE, MARYLAND

Rapidly growing firm seeks motivated individu-
als to join our team. Only those with strong in-
terpersonal and communication skills will help
us reach our potential. Excellent opportunity for
growth exists in the following areas.

* Sales

* Management

* Supervisory

* Tree Climbers

Competitive salary and full benefit package
offered.
For more information, contact:
Brent Rees
410/ 486-9080, ext. 111
brentr@rarlandscaping.com

ACCOUNT MANAGER

Tecza Environmental Group is seeking individu-
als to help provide customer service to our land-
scape maintenance clientele. Professional indi-
viduals will be required to supervise a team of
maintenance crews, follow up on sales of add-
on services and provide primary contact with
our customers. Full-time salary position with
benefits, including bonus incentive, retirement
plan, health insurance, company vehicle and
Call, fax or mail response to: Ed Reier
ereier@teczagroup.com
12N 442 Switzer Road
Elgin, Ill. 60123
847/742-3320 Fax 847 /742-3171

Large landscape contractor in Denver,
Colorado seeks highly skilled manager for
maintenance division.

The candidate will be able to speak Spanish,
manage multiple priorities, projects and staff
members with the ultimate goal of client
satisfaction. Please forward resume/salary
history to: Autumn Landscaping, Inc.
303/779-4521

One of North America’s largest independently
owned lawn care companies is seeking an indi-
vidual with management experience to operate
our lawn care operation in the Western Chicago
suburbs. Strong communication skills, business
experience and a good work ethic are essential.
This is an excellent opportunity for the right in-
dividual. We have a proven track record of suc-
cess. Please respond to Lawn & Landscape, Box
412, 4012 Bridge Ave., Cleveland, Ohio 44113,

Large compost company looking for salesman
to sell topsoil, compost and mulch in bulk. Mar-
ket area will be Philadelphia, Delaware, Tren-
ton and surrounding suburbs. Nature’s Choice
Corporation is the largest compost / topsoil com-
pany on the east coast that is continually expand-
ing to new areas. Potential for $100k+ salary and
commission, health and other benefits, Please
fax resume to 908/687-3122 attention Steve.

FLOWER /SALES COORDINATOR

Landscape company in the North Suburbs of
Chicago, IL is looking for a Flower/Sales Coor-
dinator. This position will be responsible for sell-
ing seasonal installation of flower containers and
beds, up selling of existing accounts to enhance
pardens, selling seasonal maintenance of con-
tainers and gardens, and client relations. Will
manage a staff of supervisors and foremen. We
require a horticulture and design degree or
equivalent field experience, excellent written/
verbal communications skills and management
experience. Excellent salary and benefit package.

Heidi
Phone: 847/891-0421 Hrtrybus@attbi.com

Western States Reclamation, Inc. is a 20 yr old
multi-faceted environmental contracting com-
pany involved in landscape/irrigation construc-
tion, landscape maintenance, and revegetation
and erosion control projects. WSRI has been in-
volved in a variety of high profile projects
throughout the years. We are located in our new
facility at Frederick, Colorado that is a short
drive from the Denver metro area and close to
Boulder, Colorado. We are a progressive com-
pany with growth opportunities for hard work-
ing and dedicated employees.

SENIOR ESTIMATOR

WSRI seeks a well-versed individual to super-
vise an estimating department of 3-5 people.
Must have 5 yrs of previous supervisory experi-
ence and exceptional computer skills, including
estimating software. Must have experience in
large-scale commercial landscape and preferably
revegetation projects. Also, prefer individuals
with minor earthwork and civil eng estimating
exp. Must have previous experience with both,
negotiated and hard dollar bid projects. Prefer an
individual with a degree in related field, includ-
ing landscape architecture, landscape construction,
or construction management, civil engineering, or
earth sciences, Exceptional salary, benefits, com-
pany vehicle, 401K profit sharing and a unique
year-end incentive /bonus program.

PROJECT MANAGERS

WSRI seeks Project Managers for either the
Landscape Division or the Reclamation Division.
Must have at least 5 years commercial experi-
ence to oversee construction of both hard dollar
bid projects as well as negotiated projects in the
range of 1K to $4 million in size. Will supervise
up to 6 crew that range in size from 2-25 person-
nel. Prefer individual with a degree in landscape
architecture; landscape construction, construc-
tion management, range management, or soil
science. Exceptional salary, benefits, company
vehicle, 401K profit sharing and a unique year
end incentive/bonus program.

Visit our Web site at www.wsreclamation.com.
Fax resume w/salary history to 303/ 833-4447
attn: Liz or e-mail wsrieac@aol.com

INDUSTRY WEBSITE

Visit helpful and informative
Web sites specifically designed for
Lawn and Landscape business owners.
LawnCareSuccess.com
Free advice, Links, Newletter
EverythingGreen.com
Search Engine
GreenlndustryLeaders.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 fux at
614/221-2203
M.F.P. INSURANCE AGENCY, INC.
rick@mfpinsure.com

Leasing/Financing

RESIDENTIAL

FINANCE PROGRAM
Give your residential customers greater purchas-
ing power with this exclusive financing program
from the Associated Landscape Contractors of
America (ALCA). Offer the Residential Land-
scapes * credit card through Wells Fargo Retail
Services. For complete membership benefits,

contact ALCA at www.alca.org or 800/395-2522.

Services
LABORERS AVAILABLE

English speaking H2B Seasonal Labor is here!
Why struggle to communicate?
Hard working, self-motivated,
Work only for you!
We process paperwork and recruit workers.
Call day or evening 717/625-0922

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

124 JANUARY 2003

Lawn & LANDSCAPE



mailto:brentr@rarlandscaping.com
http://www.teczagroup.com
mailto:ereier@teczagroup.com
mailto:Hrtrybus@attbi.com
http://www.wsreclamation.com
mailto:wsrieac@aol.com
mailto:rick@mfpinsure.com
http://www.alca.org
http://www.lawnandlandscape.com

- B Classifieds

Lighting 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

Winter Conferences

—“

g0 B
O 2 ‘\))
To Make A Fortune! [JEeEeS ennsy'va“& /

(

Holiday Lighting
/\z'«'/» [u[/'/m‘: es Year Round

* Factory Direct Product and Turfg .
Pricing. Training, Marketing. ‘

* Low-Voltage Landscape Lighting. (:()ll'itl

* Hottest New Business with wlnter conferences

Huge Margins.
- JANUARY 7-9, 2003 ‘
Eastern Pennsylvania Turf Conference
& Trade Show—King of Prussia

me

-

JANUARY 30, 2003
Northeastern Pennsylvania Turf

Landscape lmm
s & School & Trade Show—Wilkes-Barre

Offer High Margin Services

Training * Marketing * Supplies
Over 350 Locations in 47 States & Canada

A Qistire
DECOR

Call Today

Garden Light, Inc.

“Worlds Finest Landscape Lighting Compan 1
3

FEBRUARY 25-27, 2003
Western Pennsylvania Turf
Conference & Trade Show—Pittsburgh

6018 Benjamin Road <« Tampa, FL 336 Three professional tracks More Info:
800-687-9551 Pesticide update credits 814-355-8010
www.ChristmasDecor.net 800'5 l | '2099 Daily reg. available E-mail-ptcinfo@paturf.org
IT J«!_» ,L),
Wanted 23 L1 st

Feeling overwhelmed and burdened with

paperwork! Want to project a more Size-Condition-Price CALL
Professional image? If you have 40 or more G&K Inc Srdepriied -
customers you need Professional P.O. Box 504 .JjJ.L]-U.P—J.;.- JJ-r.l—r.—J
Billing and Scheduling Service., Printed North Olmsted, Ohio 44070 k_r
monthly billing statements, scheduled A s & J
Work lists, customer payment tracking and JJJ/ J“J Jj
more. Sign up today and receive J’.)_J,‘.Jf,

250 free business cards. 800/269-5921

Software

* Landscape software: Soft 3D Plan
* Print in your office, color labels and signs

The #1 best-sellinﬁ

; ™
T RC all-in-one software for

with Soft 3D Signs Pro software
* Free CD Demo

specialty trades

« Unlimited Customers & Locations e Print Proposals, Invoices, Work

» Automatic Scheduling, Routing gggg gf;zr::nzsa‘szsmgigﬁ,

L e N LN A * Automatic Invoicing, Job Costing  design your own forms in Word
Call us today 450/443-5929 the software everyone is » Service History & Profit Tracking « Full Accounting: G/L, AR, AP,
Fax your request to 800/ 782-0956 talking about! . Payroll, Checking, Inventory,
VISI |x ( :l ll\l [\\ I ]1;1\1 TE: www.soft3d.com WWW wgintac net * Labor and Productivity Tracking  inancial Reports and Graphs
' ' * Material & Chemicals Tracking , gt links to QuickBooks"
ST EEEEUCAR . [ etter Wiiter w/ auto Mail-Merge:  Peachtree™ MS Office® Street
1-800-724-7899 ext 2 Send Sales and Service Notices ~ Mapping, Emailing, and more!

* Labels, stocks and printers

* We can print color signs and labels on
demand
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http://www.soft3d.com
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Nt s
© INQUIRE ABOUT OUR ADVE

PLEASE TURN TO PAGE 117.

COMPANY NAME WEB ADDRESS PG# RS#
American ISUZU ........c.ccvvmsesrrens WwWw.isuzucv.com 85 43
B. & D.A. Weisburger

Insurance .. www.weisburger.com 9 12
Ball Horticultural Co.. .. www.ballhort.com 39 3
BASE .....ccooomremmsmmmssssssssssssnnnnnnenes WWW.tUffacts.com 5 10
Bayer Environmental

SCIENCE w.ovvrersrrssssssssssrns WWW.DaYerprocentral.com ....eeeveees 10-11
Bobcat www.bobcat.com 31 27
C&S Turf Care........ocvvncrvnen. WWW.CSturfequip.com 82 41
T S www.caterpillar.com ™ 52
CDS-John BIUE ....c..cocererrrirene WWW.Cds-johnblue.com 120 69
Central Parts Warehouse .......... www.centralparts.com 101 58
CLC Labs 98 55
Concrete Edge ..........curururun. WWW.CONCreteedge.com 9 56
DEGECHOPPER ... o omriionir www.dixiechopper.com 9% 51
Dodge .. www.4adodge.com
Dow AgroScience .. www.dowagro.com/ turf 223
DERBX e crsmosimissommmmmerssameions WINW.AEALIX.COM 87 4
Easy Lawn ......ommmsnsssssinn. WWW.£aSylawn.com 112 63
Bohi St .. www.echo-usa.com 127 71
Express Blower www.expressblower.com R 28
Fabriscape ....... .. www_fabriscape.com 107 60
M s AR s W I CONY s is st
GNC Industries .............w..... WWW.gncindustries.com 112 64
Gregson-Clark .. www.gregsonclark.com 110 61
| A o A .. www.trainwithvideos.com 20 21
Kelly Commercial Truck ........... www.isuzutruckcenter.com /o 53
Lawn & Landscape Turf &

Ornamental Insect

Identification Series:

Volume 1: The Grubs .......... www.lawnandlandscape.com/store ...... 97*

Lawn & Landscape Free

Product Information ........... www.lawnandlandscape.com................ 117
Lawn & Landscape Online

Marketplaces .......uuuesues www.lawnandlandscape.com.......... 114-115
Lawn & Landscape

ONlIng SHre s tiimnse www.lawnandlandscape.com/store ...... 109
Lawn & Landscape

Online Sweepstakes . .. www.lawnandlandscape.com................. 111
Lawn & Landscape School

of Management ..........cue www.lawnschool.com .............ce. 102-104
Lawn & Landscape T&O

Technician's Handbook ...... www.lawnandlandscape.com/store ..... 113
Lawn Power &

Equipment ...........ccrsvrn.. WWW.brandtekus.com M4 30
Lebanon Turf Products .............. www.lebturf.com 21,83,128 242,72
Lehman Mfg. .......cccovvurinee. WWW.Ilc-equipment.com 34 31
Marcus Drake Consultants 35 32
Member Concepts .................... Www.memberconcepts.com 20 19
Middle Georgia Freightliner .... www.middlegafreightliner.com............ 116 it
New Jersey Landscape Contractors

Association Show . .. www.njlca.org 110 62
Oldham Chemical .. www.oldhamchem.com 98 54
PBE-Gondon sl www.weedalert.com 17 15

SERS’ PRODUCTS,

COMPANY NAME WEB ADDRESS PG# RS#
Perma Green Supreme www.ride-onspreader.com 43 37
Peterson Pacific .. Www.petersonpacific.com 38 34
Plantfind.com .........ccorrmmssrsnenn www.plantfind.com 26 25
T TIPSR N L) www.polarisindustries.com 7 11
Porter Ferguson .. .. www.lowellcorp.com 92 49
ProEquipment .. www.quik-spreder.com 20 2
ProSOurce ONe o cimermmssnss WWW.prosource.com 25 24
TR e S T www.rainbird.com 93 50
Rawson Screens .. .. WWW.Tawsonscreens.com 19 18
Real Green . www.realgreen.com 18 16
RedMax .. www.redmax.com 47 40
L B T R e S www.rndsigns.com 107,119 59,68
L e www.riverdalecc.com 3791 3348
ROOIS 20 e .. WWW.rootsinc.com 33 29
Sensible Software .. www.clip.com 41 36
Shintatwe ..o s www.shindaiwa.com 89 46
Skinner NUrSEries ... www.skinnernurseries.com 118* 66
S-n-G Equipment .. WWW.g0sng.com 46 39
Stihl ... .. www.stihlusa.com 15 14
Syngenta Professional

Prodtichionss e www.syngentaprofessionalproducts.com .. 28-29 ... 26
Taflex oo s e T .. www.tuflexmfg.com 88 45
United Horticultural Supply .... www.uhsonline.com 13 13
US. LaWNS ..c..oovcevercnnrrssissssnnnnees WWW.USIaWNS.COM 90 47
Visual Impact Imaging ............ www.visualimpactimaging.com ............. BB sl 38
L {o T e R www.weed-man.com 19 17
Wells Cargo .... .. www.wellscargo.com 119 67
Westheffer .. .. www.westheffer.com 120 70
COMMERCIAL MOWER BUYERS’ GUIDE
Combined M. .......oococrrivre. WWW.Spread4mower.com M20 412
Encore .. WWWw.encoreequipment.com M21 414
Exmark ... ... WWW.exmark.com M23 415
Excel/Hustler ..............cconen.... WWW.€xcelhustler.com M13 406
Ferris Industries .................cc...... WWW.ferrisindustries.com M2 400
Flail-Master .. www.flailmaster.com M3 401
Frederick ... www.silverstreak.com M15 408
Grasshopper .. WWw.grasshoppermower.com ....... M16-17 ......cccccee 409
Gravely/ ATiens ... WWW.gravely.com Mi8 410
HUSQVATIA .ottt s www.husqvarna.com M12 405
John Deere . .. www.johndeere.com M25 416
JREOD ek .. WWW.jrcoinc.com M20 413
T e www.kubota.com M7 402
Landscapers Supply Mi4 407
o S e N WWW.Scag.com M31 418
Textron Golf, Turf &

Specialty Products ............... www.textronturf.com M19,M27 411,417
| e Y R T www.walkermowers.com M1l 404
il RN — www.wrightmfg.com M32 419
L L www.yazookees.com M9 403

*Denotes regional advertising. This listing is provided as a courtesy to Lawn & Landscape

advertisers.
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POWER = BOOST

TORNADOD

A 2-STROKE
OF GENIUS.

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

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

life! To harness the Tornado and enhance your bottom line, visit your Echo (/7
dealer or call 1-800-432-ECHO (3246). On the Web, www.echo-usa.com. //# 4

USE READER SERVICE #71
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S'S

A PIECE OF

|

No matter how you break it down, MESA

is su;;"crinr 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

Coupon Code: L

USE READER SERVICE #72

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,
1-800-233-0628.

see your Lebanon Distributor or call

Or visit our website at www.lebturf.com.

<@ Lebanon

TURF PRODUCTS
Our reputation is growing yours.”

*Ment is @ registened trademark of Baye


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

