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T h e Toro E Z - F l o Plus. Put it in and forget about it. With its 
double-beaded diaphragm, the EZ-Flo Plus valve lasts longer by sealing 
against both inlet and outlet pressure. Its rubber seat seal takes longevity 
a step further, preventing contaminant impressions and leaks. And when 
you consider its UV and chemical-resistant construction, you know 
you've installed something that'll be in the ground for a long, long time. 
For more information contact your local distributor or visit toro.com. 

TORO I Count on it. 
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7/ie shortest distance between broadleaf and grassy weed control. 
Drive® 75 DF herbicide effectively raises the bar for postemergent weed control. A single, convenient 

application of Drive quickly eliminates a broad spectrum of both broadleaf and grassy weeds—from 

crabgrass and foxtail to clover and dandelion—in a wide variety of turf species. Then Drive keeps weeds 

under control for 30 to 45 days—in some cases for more than 3 months. Drive also offers exceptional 

seeding and overseeding flexibility—allowing you to seed many varieties of turf immediately before or 

after application. To learn more about how Drive 0 75 DF can help you in your drive for turf perfection, 

call 1-800-545-9525 or visit www.turffacts.com. Always read and follow label directions. 

We don't make the turf. 
We make it better. 

BASF 
USE READER SERVICE #1 1 

http://www.turffacts.com
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A Passion for Pride 
Lawn Pride owners discuss haw they perfected the lawn care 

technician role, manage Indiana's telemarketing legislation and 

why they stopped offering mowing services.. 42 

Serious Business 
Every day, David Renninger focuses even 

more on making his company every-

thing it can be 54 
Cutting Out 
When weather puts the brakes on mowing, 

crews with backup plans can fill schedules 

with productive projects saved 

for rainy days 62 

Pump 
it Up 
Choosing 

the right pump 

for an irrigation 

job keeps pressure and flow running 

smoothly 

Vivid 
Visions 
Don't just 

dabble in 

color - create 

brave, bold borders in hot hues. 

Borer Basics 
Wood-boring insects can cause havoc 

on trees and shrubs. Keep these pests at bay 

with proper identification and 

control methods 88 

74 

Easy as H-2B 
H-2B provider companies allow 

contractors to benefit from foreign labor 

without having to handle all 

of the details themselves 94 
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Brian Mapes 
GrasSnipper 

Lawn Maintenance 
Ambler, PA 

"Performance is one reason I've stayed with Gravely. But what makes an even bigger difference 
is my dealer. If I have a problem, he's always there to help. That kind of support means a lot, 

because downtime is everything in this business." 

We couldn't have said it better ourselves. For more information, visit your local Gravely dealer. 

8 0 0 . G R A V E L Y 
WE KEEP YOU CUTTING 

AN A R I E N S C O M P A N Y 
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www.grave ly .com 
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Headlines and Top News 
Stay up-to-date on the latest industry happenings with 

the Lawn & Landscape onl ine news sect ion located on 

the homepage. 

Here, you can click 

on specif ic stories 

to learn more or 

just browse 

headl ines to get a 

feel for the top 

stories people are 

talking about. It's a great way to stay one step ahead of 

national and local news that could affect your business. 

Visit www. lawnand landscape.com once a day to get 

your daily dose of landscape-related news! 

Visit Lawn & Landscape 
Online for more info 
on this issue's articles: 

Bold Plant Borders 

Irrigation Pumps 

H-2B Workers 

Don't miss original 

features, like our 

industry news and 

new products 

e-newsletters, found 

only on Lawn & 

Landscape Online! 
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Technical Support Provided Btssi 
TM ôrubStake Hb 

GrubStake , M Hb contains Beneficial 
Nematodes that kill many soil pests 
including grubs of the Japanese beetle, 
May/June beetle, Masked chaffer, 
Black vine weevil, and other soil pests. 

EASY TO APPLY 

GrubStake is applied using 
conventional spray equipment, hose-
end sprayers, watering cans, or 
disributed through pressurized 
irrigation systems. 

Integrated 
BioControl 
Systems, Inc. 

P.O. Box 96 
Aurora, IN 47001 
1-888-793-IBCS 

Shop on-line at 
www.goodbug-shop.com 

LAWN & LANDSCAPE 
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TIRED OF 
LOOKING 

FOR 
GRUBS? 
Relax. No matter what species 

you find, when you get Merit; 

you get rid of grubs. It nips 

every major grub type from 

egg-lay through second instar. 

And application timing isn't 

critical because of its residual 

power. So get off your knees. 

Prevent chronic callbacks. 

Get guaranteed, season-long 

control with the most effective 

grub eradicator on the market. 

Merit. Fear no grub. Call us at 

1-800-331-28(57 to learn more. 

Bayer Environmental Science 

n l i î i P f i I C h , p c o a n d M e n t a r e registered trademarks of Bayer AG Always read and 
U l " p W I J ) o W o w directions carefuHy. | 95 Chestnut Ridge Road | Montvaie. NJ 07645 

www BaywProCentral.com | © 2 0 0 3 Bayer AG 



Under Promise, 
Over Deliver 

"...service people are the most important ones in the 

organization. Without them there is no product, no sale 

and no profit. Indeed, they are the product." — J.W. 

Marriott, Jr., COB and President, Marriott Corp. 

1 

Not unexpectedly, every year I field the same ques-

tions about the service quality of landscape contract-

ing firms. And, typically, it's not good. 

Inevitably, the questions go something like this: 
"They never return phone calls." "I've called seven 
companies and no one calls me back. Don't they 
need the customers?" "I have a $40,000 landscape 
job...isn't it important to them?" 

It doesn't bode well for our industry. 
Granted, landscape contractors are notoriously 

up against inclement weather that sets them back 
hours, days and weeks. They're up against residen-
tial and commercial customers who want their ex-
pectations met here and now. They're up against the 

lack of qualified employees. 
They're up against price-cut-
ters who devalue the quality 
work they perform. They're 
up against a turnstile of prop-
erty managers who hire rela-
tives over professionals. 

It's not easy being a land-
scape contractor. But phone 
calls must be returned. Cus-
tomer expectations must be 
met. Don't tell them you'll 
install a job one week then not 
show up or, worse, not even 
call until a week or two later. 
Customers and customer ser-
vice are our livelihood. And, 
in the landscape industry, ser-
vice needs are intensified 
based on the expectations of 

the homeowner or the property manager. 
Don't fall into these service pitfalls: 
• 96 percent of unhappy customers never let a 

business know that they are unhappy. 
• For every complaint received by a company, 

there are actually 26 customers with problems, six of 
which are serious. 

• Customers who complain about a problem, 
even if it is not resolved, are more likely to do 
business with the company again than those who 

don't voice their complaints. 
You get the picture. And, while we've heard 

these figures more times than we can count, cus-
tomer service skills lag when schedules get hectic. 

Truth be told, the key to success is knowing what 
your customers expect, how to keep them happy 
and how to interact with them. 

Providing good customer service is not enough. 
To successfully meet the needs of your customers, 
they must perceive that they are receiving good 
service. Our customers come to us with a need. It's 
up to us to determine what that need is and meet it 
according to expectations. 

But you must also know your company's capabili-
ties. To adequately serve your customers, it's important 
to guard against tunnel vision. Someone in your orga-
nization must be focused on the big picture. In many 
companies, this person is also charged with running 
a crew and /or selling and designing a job. 

Without this person focused on the business 
plan, too many companies focus on the short-term 
and lose in the long-term. Sure, it's one thing to grab 
as much business as you can, but do so with a 
complete understanding of your production capa-
bilities and an eye on profitability. 

Unfortunately, you won't always be able to do 
what the customer wants. You can, however, make 
the experience less frustrating if you explain why it 
can't be done and by offering alternatives. Don't just 
say no; rather, try to find a solution to his problem. 

Keeping customers happy is imperative if you 
want them to come back. Display common courtesy, 
make the experience easy and meet the needs of your 
customers. Don't over promise and under deliver. 
Always, always over deliver. 

After seven and a half years with Lawn & Landscape 
magazine, Bob West has left our organization and is 
pursuing other opportunities. His talents, enthusi-
asm and infectious personality will be missed. We 
wish him well. ED 
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Our fertilizer comes with a built-in insurance policy. 
UHS Signature Brand Fertilizers with Prospect Plus 
not only provide quality nutrients, they also work to: PROSPECT PLUS 

Help turf establish or withstand 
environmental stresses 
Develop a more fibrous, extensive 
root system 
Enhance early plant growth and vigor 

• Build greater shoot mass 
• Increase uptake of soil nutrients 

and moisture 
• Increase photosynthesis 

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

Those studies have consistently shown a Effect of Fert i l izer w i t h Prospect Plus on 
positive effect on early plant growth and Creeping Bentgrass Density 
deve lopment and w i th mature plants under 0 h l '° T u r f9 r a s s foundation Research and Educational Center - 2000 ^ ^ 

stress. Sod farms results show that turf can be Treatment Rate Density 
harvested earlier due to increased root mass 
and quicker establishment from seed or sprigs. 
Mature turf has greater root mass with a noted 
"tighter" visual appearance and less 
susceptibility to stress. 

The same benefits can be found in 
Prospect' a liquid micronutrient for foliar 
application or for use in fertigation systems. 

Check 60.00 
Fertilizer (46-0-0) 0.014 lb. N/1000 sq. ft. 72.00 

Fertilizer (46-0-0) + Prospect Plus 0.014 lb. N/1000 sq. ft. + 48 oz./acre 77.00 

Seeded on August 4, 2000 with G-2 creeping bentgrass at a rate of 2 lbs. per 1000 sq. ft. 
Density measurements were based on % cover taken visually on 10/4 (8 weeks after treatment) 

Study Results: "... a significant increase in creeping bentgrass establishment two 
months after seeding with the application of fertilizer and Prospect Plus compared to 
the untreated control." A 22% improvement over check and more than a 12% 
increase over fertilizer alone! 

For more information, contact your local UHS representative ^ T ^ f" ' r \ ~ I" ^r1'JG^igt^ I 

w w w . u h s o n l i n e . c o m f ^ f 
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Do you advertise your company's 
services in the Yellow Pages? 

% OF 
RESPONSE CONTRACTORS 

SERVICE SOLUTIONS 

What's 
Behind Walls? 
Retaining wall installations challenge 

many contractors, thanks largely to the 

complexity of installing walls. But that 

hasn't stopped a lot of landscape firms 

from building their businesses around 

these structures. 
To learn more about what architects, 

engineers, contractors and consumers 
think about retaining walls, Anchor Wall 
Systems surveyed this group recently. 
Key findings of the research included: 

• Aesthetics are important. Across 
all audiences, the issue of functional vs. 
decorative retaining wall projects is gain-
ing more popularity for decorative pur-
poses, according to the company. Color 
of the block is a major consideration to 
both consumers and architects. In fact, 
nearly half of the consumers who have 
recently installed a wall consider it to be 
more decorative than functional. 

• Block selection hinges on color, 
cost and installation. Although differ-
ent audiences have different priorities 
regarding which blocks they use for a 
wall, some common themes emerged 
from the research. Cost, color and ease-
of-installation were important to all 
groups. Engineers value cost the most, 
followed by aesthetics, grading and soil 
retention. Durability matters most to 
architects, followed by cost and aesthet-
ics, while contractors look for quality of 
product and ease of installation. And 

(continued on page 21) 

IN THE NEWS 

ffiBBB we never will 

Source: Lawn & Landscape Online Survey 

Follow 
the Yellow 
Brick Road? 
Though the Yellow Brick Road did 

wonders for Dorothy in The Wiz-

ard of Oz, letting your clients' fin-

gers do the walking down another 

famous yellow means of commu-

nication - the Yellow Pages - may 

or may not be a good solution, depending on how you look at it. 
According to a recent Lawn & Landscape online survey, a majority 38 percent 

of contractors do advertise in the Yellow Pages, but admit that the book doesn't 
bring them much business, while 30 percent of contractors avoid the Yellow 
Pages because they realized after trying it that it doesn't reach their target clients. 
Another 13 percent of contractors report that they never have and never will 
spend money on Yellow Page ads and only 20 percent of contractors believe the 
Yellow Pages has been a beneficial marketing tool for their businesses. 

For those who feel jaded by the Yellow Pages, but are willing to give it another 
try, take some advice from Jack Robertson, president, Jack Robertson Lawn Care, 
Springfield, 111., who is a previous winner of the Professional Lawn Care 
Association's Best Yellow Pages Advertisement Award. 

Robertson spends 10 to 15 percent of his advertising budget on Yellow Page 
ads. In the two ads he places, he sets up a dedicated phone number, so he can 
track the number of leads generated from the ad. "This way we can monitor it 
and see what cost benefit the ads offer," he says. "Yellow Pages are a necessary 
evil, if you will. It's not anything that I really love to do, but I feel I have to be 
in there and it does have its place in our business." 

HOUSING TRENDS 

Landscaping Boosts 
Home Prices 
Framing clients' homes with picture-perfect yards might 
be worth more than just 1,000 words. 

A manicured lawn, stately trees and an impeccably kept 
flower garden could translate into a quicker sale and a 

better price when clients are ready to put their homes 
on the market. 

Studies have shown that attractive landscaping increases the 
value of a home, and that has been even more true in the past few years 
as the housing market continued to boom despite the soft economy. 

Bob Fitch, executive director, Minnesota Nursery and Landscape 
Association in St. Paul, said the association's members have seen an 
upturn in business in the past five years, not only at the retail level, but 
also with landscape designers and installers. 

Consumers are more careful about getting bids and holding down 
(continued on page 18) 
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How much does downtime cost? $250 an 

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. Long after 

lesser mowers are retired, Scag mowers are 

still making lawns beautiful and making 

money for you. 

If you are serious about commercial 

cutting, you need serious equipment like 

Scag. If you can't afford downtime...buy 

"Simply The Best". 

Downtime Isn't. ^ ^ 
SCAG Power Equipment^AII Rights Reserved. A Division of Metalcraft of Mayville, Inc. 1000 Metajcraft Drive P.O. Box 152 Mayville, Wt 53050 www.scag.com 
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(continued from page 12) 
costs on landscaping projects, Fitch said. But 
with more people staying home and spending 
less on travel because of war, terrorism threats 
and financial struggles, many consumers 
are spending their discretionary dollars to 
sculpt outdoor areas for entertaining. 

That desire for attractive outdoor features 
carries over to home buyers as well. Apprais-
ers do take landscaping into account when 
comparing a home to similar properties. Ac-
cording to the Council of Tree and Landscape 
Appraisers, a mature tree often can have an 
appraised value of $1,000 to $10,000. 

A distinctive landscape is an even stron-
ger selling point for townhouses and other 
high-density developments, according to 
Gary Zumberge, owner, CVS Home Ap-
praisals, Edina, Minn. It's less expected in 
those projects and shows the owner took 
some extra care, he said. 

Aesthetics isn't the only reason to land-
scape a lot. Trees can cut energy costs, 
fight air and noise pollution and help pre-

(continued on page 16) 

Kohler Engines announced two new staff appointments Chad 
Severson was named vice president of sales and Todd Niemuth 
joined as director of marketing. 

Dwight Schlicht was appointed landscape operations manager 
at Dora Landscaping Co. 

Martin Petersen joined Gowan Co. as managing director. 
Lastec founder Jeff Laskowski returned to his company as 

president and CEO after a five year sabbatical. 
At Bayer Environmental Science, Dave Ravel joined as lawn care 

specialist for the southeastern states. 
Peter Cook will add his experience to The Caledonian Group as 

vice president of business development. 
Personnel additions at Bayer Environmental Science include the hiring 

of Ben Cicora and Sam Snyder as sales representatives for 
southern and northern Ohio, respectively. 

Skinner Nurseries promoted Philip Goodwin to regional manager of Texas & 
Oklahoma and Joey Walters to regional manager of and Central and South Florida 

Jell Hess joined BOSS Snowplow as northeast sales manager. 
Susan VanAlstine was named marketing associate at Plant Health Care. 

Sam Snyder 
(top), Dave 
Ravel (below) 
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MIDDLE GA FREIGHTLINER - ISUZU 
800-899-8696 

We Cater To Landscape Contractors Needs! TRUCK 

H i " I 

2004 Isuzu NPR diesel, auto., ac, am/fm cassette, 
with 14 ft. Heavy Duty Stake Body. 

This Months Special! 

2004 ISUZU NPR: diesel, auto., ac, am/fm, 
16' LANDSCAPE BODY, Weed Eater Racks, Water 

Cooler Rack, Shovel Racks, Fold Down Side 

2003 NPR-EFI, 6.0 Ltr., gas engine, 
16' landscape body, 

weed eater racks, water cooler racks 
Shovel racks, fold down side 

0% Financing Available 

ATTENTION LANDSCAPERS 

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 
Fax: 478 -781 -0966 

e-mail: chrisfountain@gatrucks.com 

"The 

Land King 
most innovative piece of equipment designed for the 

landscape industry since the string trimmer!" 
3.9% APR for 72 months 
$622.42/mo. -0- down 

USE READER SERVICE #1 5 
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The f i r s t o n e t o l eave t r a c k s in t h e dew. 

I n s e c t m e r c e n a r y . 

H a p p y h o u r w i t h t h e c r e w on Fr idays . 

True t o t h e c ra f t . 

* VALENT ! T r u e t o 

Products That Work, From People Who Care™ 
8 0 0 - 8 9 - V A L E N T | w w w . v a l e n t p r o . c o m | Read and follow label instructions before use. 

USE READER SERVICE #17 

O r t h e n e 
T U M r . T R I E * O R N A M E N T A L 

S O L ( I • I F I N S E C T I C I D E 

http://www.valentpro.com


Market Trends 
{continued from page 14) 
vent erosion and storm-water damage. 

Landscaping isn't cheap, but a well-ex-
ecuted design can cut maintenance costs. 
Among landscape projects that can add 4 to 
5 percent to the selling price of an average 
home ($250,000 and less) are trees, rock walls 
and gardens, native plantings, such as grasses, 
and woodland flowers and perennials, ac-
cording to a 2001 survey for the National 
Association of Realtors. The percentage can 
grow to as much as 15 percent for high-end 
estates, where sprinkler and lighting sys-
tems and other such amenities are expected. 

In addition, a good design can bring a 
recovery value of 100 to 200 percent of the 
project's cost at selling time, according to 
Money magazine. The recovery rate for land-
scaping is higher than that of kitchen and 
bathroom remodeling, the magazine said. 

A yard clean-up and landscaping job can 
cost an average of $470, but might add about 
four times that sum to the eventual sales 
price, according to a recent HomeGain sur-
vey of 2,000 real estate agents. 

T O E N S U R E 
that your 

meeting date is 

published, send 

an announce-

ment at least 12 

weeks in 

advance to 

Lawn & Land-

scape Calendar, 

4012 Bridge Ave., 

Cleveland, 

OH 44113. 

JULY 12-16 Ohio Florists' Association Short Course 2003, Columbus, 
Ohio. Contact: 800/424-5249 or www.ofa.org. 
JULY 13-15 Texas Turfgrass Association's Summer Institute, Arlington, 
Texas. Contact: 979/690-2201. 
JULY 15-20 American Nursery & Landscape Association Convention & 
Executive Learning Retreat, Boston, Mass. Contact: 202/789-2900 or 
www.anla.org. 
JULY 16 Michigan Turfgrass Field Day, Lansing, Mich. Contact: 
517/321-1660 or www.michiganturfgrass.org. 
JULY 22'2S Turfgrass Producers International's Summer Convention & 
Field Days, Dayton, Ohio. Contact: 800/405-8873 or www.TurfGrassSod.org. 
JULY 24 Green Industry Professional Field Day, Washington, D.C. 
Contact: 703/250-1368. 
JULY 2 4 - 2 6 Lawn & Landscape Sales and Marketing Bonanza 
Conference, Cincinnati, Ohio. Contact: 800/456-0707 or 
www. la wnandlandscape. com/events. 
JULY 25 Lawn & Landscape Business Management Seminar, Baltimore, 
Md. Contact: 800/456-0707 or www.lawnandlandscape.com/events. 
JULY 29 2003 Midwest Regional Turf Field Day, West Lafayette, Ind. 
Contact: 765/494-8039 or www.mrtf.org. 

Iawnandlandscape.com 

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

^ ^ CLIP has partnered with 
QuckBooks QuickBooks to introduce qCLIP 

qCLIP Classic further enhances the capabilities 
of your favorite accounting program by adding 
routing, scheduling, and revenue tracking. All 
of your billing and business functions remain in 
QuickBooks. qCLIP Classic is an extension of 
CLIP Visual Classic. qCLIP Classic is an ideal 
companion to QuickBooks if your company is set 
up in QuickBooks and you would like to automate 
some of its operations. 

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

> > <x° V » 
CLIP Connect CLIPtrak 

Leading Today's Technology 
15 Years and Counting 

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

PROMOTIONAL 
PRODUCTS 

Posting Signs 
Custom Lawn Signs 

Variety of Sizes & Colors 
I or 2 Sides 

Choice of 2 Stakes 

Shop Our Website 
rndsign.com 

Phone for a catalog 

( Q ^ j } Signs 

800-328-4009 
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INDUSTRY NEWS 

It is apparent that the landscape installation, design/build, maintenance en-
hancements type work has decreased significantly in many areas. Our clients 
are reducing their spending and awaiting lower prices. 

To sell these services, you have to be the low cost provider. In order to do 
this, your overtime has to be kept to a minimum to reduce labor costs. The 
work in the field has to be preformed with efficiency, therefore we need excel-
lent supervision at all times. Consider giving your field workers an incentive if 
they beat budgeted hours. 

This also is a great time of year to take a look at the overhead you have in-
curred. Cut your expenses by 10 percent. Can you sell a truck or piece of 
equipment you are not using daily? You can rent it later. Are you finding that 
you are sometimes looking for things to do to keep an individual busy? Can 
you transfer him/her to another crew or division? Are you stockpiling plant 
material in hopes of selling it later? Get rid of it now. 

The bottom line: Tighten your belt, watch your spending, reduce, reduce, and reduce 
some more. Make the tough decisions now. Look at financial income statements 
monthly, personally sign all the checks and watch everything. This year will remain 
tough and you have to make a profit in order to be in this business again next year. 

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

UHS Acquires 
York Distributors 
DENVER - United Horticultural Supply 
(UHS), a national distributor of turf and 
ornamental products, recently acquired York 
Distributors, a distributor for the structural 
pest control industry. Terms of the sale were 
not disclosed. The acquisition is integral to 
UHS's strategic growth plan, explains UHS 
Marketing Director Brian Payseno. 

"For years, we've seen some crossover 
with the PCO business, with a lot of the same 
suppliers and, in some cases, the same cus-
tomers," Payseno relates. "We were aware 
of York being a strong company, so we 
thought this would be a good opportunity to 
find some efficiencies between the two com-
panies and achieve some growth." 

York Distributors, based in Forest Hill, 
Md., primarily services the East Coast and 
Southeast, while Denver-based UHS has a 
network of warehouses throughout the 
United States. 

LEARN TO CREATE HOLIDAY WORKS OF ART! 

HOLIDAY 

HOLIDAY LIGHTING IS AN ART FORM. WE WILL TRAIN YOU TO UNLEASH YOUR ARTISTIC GENIUS. 
y ^ e ' l l teach you all you need to know to turn your client's homes into works of 

art for the holiday season! Not only that, we will teach you how to make your busi-

ness a holiday gold mine. Our time proven opportunity gives you all you 

need to expand your services to your existing customers, keep your 

quality employees working year round and expand your overall client 

base. We provide you with commercial grade products and supplies to 

make your holiday season brighter. Don't wait to find out more, please 

call 801-222-9950 today to schedule your training or to get more infor-

mation! Or you can visit our web site at www.holidaypresence.com. 

C A L L 8 0 1 * 2 

PRESENCE 

T R A I N I N G L O C A T I O N S A N D D A T E S 

JULY 19 Grand Rapids, Mich. 15 Dallas, Texas 

14 Dayton, Ohip 20 Boston, Mass. 16 Ft. Worth, Texas 

15 Cinn., Ohio 21 Stamford, Conn. 17 Houston, Texas 

16 Columbus, Ohio SEPTEMBER 18 Chicago, Illinois 

AUGUST 8 Buffalo, New York 18 Austin, Texas 

6 Cleveland, Ohio 9 Albany, New York 23 San Diego, Calif. 

11 Indianapolis, Indiana 9 Bakersfield, Calif. 24 Orange County, Calif. 

12 Milwaukee, Wisconsin 10 Farmingdale, OCTOBER 

13 Madison, Wisconsin New Jersey 1 Atlanta, Georgia 

14 Pittsburgh, Penn. 11 Long Island, New York 16 Pittsburgh, Penn. EBBI 0 R M O R I I N F O R M A T I O N ! 
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"There are a lot of resources available 
to us that might not have been available to 
York and vice versa, so I think the acquisi-
tion will open markets for both sides/' 
Payseno notes. 

As part of the agreement, York Distribu-
tors will continue to operate under the same 
name and Cliff Mohrhaus will serve as gen-
eral manager of the PCO business. Payseno 
says all of the York offices will continue to 
operate as usual and that UHS is not plan-
ning any immediate changes to the York 
sales team. 

SIJPPIIFR INSIGHTS 
Deere Reports 
80-Percent Gain 
John Deere & Co. stunned Wall Street with 
its second-quarter earnings. 

The company reported worldwide net 
income of $256.9 million, or $1.07 per share, 
for the quarter ending April 30. That's an 
increase of more than 80 percent over last 

(continued on page 20) 

Lawn 8c Landscape Technician's 
Handbook by Richard Kramer 
Almost forty years ago, the author drug 
his first lawn spraying hose across a yard 
in Florida. Little did he know at that time 
this would lead to a lifelong career in pest 
management. The one thing that he felt 
was missing then and was lacking until 
now, is a handbook designed specifically 
for the turf and ornamental pest manage-
ment technicians. 

While there are many references on 
turf or ornamental pests, they are written for 
entomologists and are not suited for carrying 
in service vehicles. This book is designed 
as a ready reference to carry in the service 
vehicle and can be used by the service 
technician and shared with customers. 

The book provides information on major 
groups of turf pests and ornamental pests. This 
easy-to-use reference provides information on 
pest identification, habits, damage and inte-
grated pest management practices. There are 
color photographs throughout to assist readers 
and their customers in pest identification. 

Pest control procedures include inspection 
and monitoring techniques, cultural practices, 
mechanical control strategies and pesticide ap-
plication. For each pest, the book discusses ap-
plication timing, treatment preparation, and 
post-treatment steps. 

The book also contains chapters on Pest Man-
agement and Society, Integrated Pest Manage-
ment, Pest Identification and Control, Pest Man-
agement Materials and Safety, making it a study 
guide for technicians preparing to take certifica-
tion exams. This book is a must for every 
technician's service vehicle. - Nicole Wisniewski 

You have better things 
to do with your time. 

Why worry about your trees? n 
f h i n r r e 

, i^Zip it. Fill it. 
A - Relax. WWW.TREEGATOR.COM 

1 -866-TREEGATOR 

Call NOW & 
$AVE $$$ 

All Year , — 

BIRDS A L E 
MTI 

CLOCKS 
ESP-4si . . $ 6 5 * ° 

ESP-6si . .$74M 
ESP-8si $111^ 

HEADS Buy The Box 

Maxi Paw 
1804 4" Body $1 % 

100-DV Valves O f f BuByQ™ey 

BACKFLOW SALE 
r # 4 2 o « » ¿ É B f e t 1 " * 9 5 0 

P.V.B. m ¿ 0 1 ^ D b l . C h k . 
$42 oo Y » ^ ^ $ * 

w/min. order 

u m • • • 

Sm íSS 
Order By 1 p.m. SHIPS SAME DA Y 

800-600-TURE (8873 
CALL US AND SA VE! 7:30 am - 5 pmPDT 

w w w. SPRIN KLERS 4 LESS COM 
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"About the only thing that gets in our way is gators!' 

Chuck's crews tackle the toughest the south Florida 
landscape has to offer - all day, every day. Sawgrass, 
Bahia grass, even the occasional water moccasin. 
His trimmer of choice? The STIHL FS 250. With 
its compact design, increased torque and high 

/ 
A 

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

power-to-weight ratio, Chuck's crews can run 
longer and faster with the FS 250 than with anything 

else. As Chuck says, "When you're waist-deep in 
swamp, cutting sawgrass and snakes, your trimmer 

better be the best there is." 
1 800 GO STIHL www.stihlusa.com 

STIHL 
USE READER SERVICE #80 fl* 
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On&e\j\JA±l 
Wakefield Landscape - www.wakeffieldlandscape.com 
Western Landscape & Geotextile Supply- www.weedbarrier.com 
Leon F. Conner Landscape Contractor - www.ldc.com 
Illinois Landscape Contractors Association vfww.ilca.net 
Bandit Industries - www.banditchippers.com 
McNamara Isuzu Commercial Truck - www.isuzutruckcenter.com 
To announce a new Web site, e-mail nwisniewski@lawnandlandscape.com. 

(continued from page 28) 
year's second quarter net income of $141.8 
million, or $0.59 per share. For the first six 
months, net income was $324.9 million, or 
$1.35 per share, more than triple last year's 
six-month net income of $103.6 million, or 
$0.43 per share. 

"Increased profitability of our construc-
tion and forestry and our commercial and 
consumer equipment operations contributed 
to the strong second quarter, asserts Robert 
Lane, chairman and CEO. "Even though the 
domestic farm-equipment sector remained 
weak, our improvement initiatives, as well 
as increased sales outside of North America, 
helped drive higher agricultural equipment 
profits. These results are further evidence 
that John Deere employees worldwide are 
executing the strategies necessary to build a 
better business." 

Worldwide net sales and revenues grew 
10 percent to $4,400 billion for the second 
quarter as compared to a year ago and in-
creased 11 percent to $7,194 billion for the 
first six months. Net sales were $3,867 bil-

lion for the quarter and $6,141 billion for six 
months, compared with $3,409 billion and 
$5,347 billion last year. 

Net sales increased due primarily to 
higher physical volumes in all three major 
equipment divisions. Additionally, currency 
exchange rates and price realization had a 
favorable impact on this year's sales. Com-
pared with lastyear, overseas sales increased 
22 percent for the quarter and 21 percent for 
the first six months. Excluding the impact of 
changes in currency exchange rates, the in-

creases in overseas sales were 10 percent 
and 11 percent, respectively, due primarily 
to higher agricultural equipment sales. 

Deere's equipment operations reported 
operating profit of $339 million for the quarter 
and $382 million for the first six months of 
2003, compared with $217 million and $82 
million last year. The increases for both peri-
ods were primarily due to improved price 
realization as well as higher sales and produc-
tion volumes and manufacturing efficiencies. 

The absence of goodwill amortization 

HYDRAULIC 
EARTH AUGERS 

FOR A FULL RANGE OF EQUIPMENT 

THE SINGLE SOURCE 
FOR ALL YOUR EARTH AUGER NEEDS 
With an Industry Leading 4 Year Warranty 

PREMIER AUGERS! 
b866-458^000£ 

www.premierauger.com 

U S E YOUR 

M O S T VALUABLE TOOL 

FOR CUSTOMER 

SATISFACTION AND 

RETENTION — 

CLC LABS SOIL 
TESTING! 

Call 614/888-1663 
and Start Todayl 

CLC LABS 
325 Venture Drive 
Westerville, OH 43081 
614 888-1663 
FAX 614 888-1330 

Exclusive Laboratory Services for the 
Turf & Ornamental Professional. 
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this year had a favorable pretax impact of 
$14 million for the quarter and $28 million 
for the first six months. Additionally, results 
for both the quarter and the year-to-date 
benefited from the impact of translating the 
foreign earnings at higher exchange rates. 
Partially offsetting these factors was a pretax 
increase in postretirement benefit costs of 
$69 million for the quarter and $143 million 
for the first six months. 

These same factors mentioned above also 
led to Deere's equipment operations achiev-
ing net income of $181.6 million for the 
quarter and $176.4 million for the first six 
months, compared with net income of $94.9 
million and a net loss of $15.6 million for the 
respective periods last year. 10 

Corrections 
On pages 58 and 70 of the May issue, the photo-
graphs of the Caterpillar 262 and 246 skid-steer 
loaders were reproduced without the proper equip-
ment logos. Also, on page 82 of the May issue, the 
photograph should be attributed to Bayer Environ-
mental Science. Lawn & Landscape regrets the errors. 

What's Behind Walls? «m^ m page 12) 

consumers said price ranks No. 3 on their list, after the landscape contractor's 
recommendation and block color. 

According to Lawn & Landscape magazine's most recent readership survey, more than 
51 percent of landscape contractors install retaining walls or hardscapes, which means 
nearly half of the industry can look at this service as a possible new service offering. A 
lack of knowledge/experience is clearly one obstacle keeping many companies from 
offering this service. 

Nearly 30 percent of the landscape architects and engineers surveyed admitted they 
aren't very knowledgeable about retaining wall blocks and their use, while nearly 60 percent 
of the surveyed contractors said they'd like more information on installation techniques. 

Information gathered via Anchor Wall's survey also should help contractors sell 
more walls. For example, approximately 76 percent of the survey respondents said that 
installing a retaining wall increased the value of their property. And, despite the 
complexity of installing a retaining wall, the sales process doesn't have to be a lengthy 
one. More than 70 percent of survey respondents said they spent less than three months 
planning their project. 

"In an organization such as ours with multiple distribution layers, it's critical to 
understand the needs and nuances of each level," noted Lynn Barnhart, Anchor Wall's 
landscape market manager. "We invested in a substantial, multi-faceted research 
endeavor to ensure that we understand each of our critical audiences. Now, we're using 
the information to help our trade channels improve their businesses and our consumer 
audiences enhance their experience with our products." 

CALL FOR FREE VIDEO • 877.788.7253 OR, VISIT US ON THE WEB AT: www.absoluteinnovations.net 

on theloughest _ 
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STABILIZING WHEELS GIVE YOU: 
• EASY OPERATION 
• GREATER CONTROL Easy Financing Plus Our Unconaiuonh 

M A N U F A C T U R E D BY 

Patent No. 5,806,605 

nuiten! 
INNOVATIONS, INC. 

Patent 
Pending 

QUICK SWEEPING PASSES 

SIFTS OUT ROCKS AND DEBRIS 

G R A D E S -
NO SKILL 
REQUIRED 

RAKES-
BEAUTIFUL 
FINISH 
EVERYTIME 

LOOSENS— 
EVEN YOUR 
TOUGHEST SOIL 
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You can count the number of applications on one finger. 

USE READER SERVICE #80 fl* 



R E S E A R C H I 
ë 

I P E O P L E I S T E W A R D S H I P syngenta 

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

p re -emergent herbicide works as long or as effectively. Stop worry ing a b o u t repeat applications and breakthroughs. A n d 

start worry ing about h o w you'l l handle all the repeat customers. For more in format ion on Barricade, call 1 - 8 0 0 - 3 9 5 - 8 8 7 3 . 

r; 
Barricade 

Herbicide 

w w w . s y n g e n t a p r o f e s s i o n a l p r o d u c t s . c o m 
Important: Always read and follow label instructions before buying or using this product. ©2003 Syngenta. Syngenta Professional Products, Greensboro, NC 27419. Barricade" and the Syngenta logo are trademarks of a Syngenta Group Company. 

http://www.syngentaprofessionalproducts.com


ALL-AMERICA SELECTIONS 

Flower 
Power 

f •n \ 

I ' s - v , 
/ -1 U N } 

- 1 
. . . 

y , r % è 
y . / - » ^ : 

: ' w y • 

Celosia Plumosa 
'Fresh Look Red' 
(below)and 'Fresh 
Look Yellow' are 
heat tolerant. 
Gypsophila 'Gypsy 
Deep Rose' (upper 
right) provides 
dainty, rose-like 
blooms, and 
Hollyhock 'Queeny 
Purple' (lower right) 
offers frilly flowers. 
Photos: All-America 
Selections 

Looking for some new 

plants to jazz up your cli-

ents' summer landscape 

beds and borders? Look 

no further. All-America 

Selections has announced 

its award-winning selections that have proven to per-

form in most climates and look good. 

Try these selections in your latest designs. For more 
information, see www.all-americaselections.org and con-
tact your local grower or wholesaler for availability. 

CELOSIA PLUMOSA 'FRESH LOOK RED / I n the 
summer heat and humidity - in drought or in rainy 
conditions - 'Fresh Look Red' thrives in mass landscape 
plantings or patio containers with rosy red plumes. This 
low-maintenance plant covers up spent plumes by pro-
ducing new foliage and blooms so the plant looks fresh 
with no grooming. 

When grown in full sun, 'Fresh 
Look Red' plants mature at 12 to 18 
inches tall and spread 12 to 20 
inches. The central plume can 
sprout 8 to 10 inches tall and 5 
inches wide. 

CELOSIA PLUMOSA 'FRESH 
LOOK YELLOW/ This golden 
yellow beauty offers season-long 
color with minimal care. Golden 
plumes are produced in abun-
dance, at times covering the plant. 
The central plume grows 9 inches 
tall and 6 inches wide with numer-
ous side shoots that cover mature 
blooms, eliminating the need for 
deadheading. When grown in full 
sun, 'Fresh Look Yellow' reaches a 
height of 12 to 17 inches and 
spreads 12 to 15 inches. 

.. H a 1 L • * I I & V " , \ 

Plants tolerate heat, humidity and severe weather. 
'Fresh Look Yellow' is recommended for combination 
planters with other heat-tolerant annuals and for use in 
mass plantings for properties and public gardens. 

GYPSOPHILA 'GYPSY DEEP ROSE/ An annual 
with dainty, rose-like blooms, G. muralis showed several 
improvements over comparisons. The flower form is 
double and semi-double, is a dark rose color and grows 
up to 3/8 of an inch with blooms over a long flowering 

(continued on page 26) 
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Modules are removable during 
operation and are interchangeable 

in any position. 

Install Confidence: Install Rain Bird ESP Modular Controllers. 
Why waste time replacing a controller just to add more stations? With Rain Bird ESP Modular Controllers, 
you start with a 4-station base unit, then add 3-station modules during installation or in the future. 
Additional convenience features: 

• Easily upgrades from 4 to 13 stations with the addition of 3-station modules 
at installation or in the future. 

• Hot-swappable Modules can be installed while in operation and in any position. 
• Contractor Default" Program allows retrieval of program saved into memory. 

Introducing the one controller that's Rain Bird reliable. Simple to program. Feature and value-packed. 
The new ESP Modular Controller. Install Confidence. Install Rain Bird. 

USE READER SERVICE #27 

R a i n ^ B I R D 
www.rainbird.com 

http://www.rainbird.com


'Limbo Violet' petunias (above) stretch less in packs and pots for an improved appearance in ¿¡ufbor ¡s Contributing Editor of Lawn & 

landscape designs. With a mounding habit, finished plants are up to 7 inches tall, with a spread Landscape magazine and can be reached at 

of nearly 12 inches. Photo: All-America Selections acybulski@lawnandlandscape.com. 

(continued from page 24) 
season. 'Gypsy Deep Rose' forms an enchant-
ing mound plant with a height of 8 to 10 
inches and a spread of 12 to 14 inches. This 
diminutive plant prefers full sun and adapts 
to container culture. 

HOLLYHOCK 'QUEENY PURPLE/ 
This flower is the first hollyhock available 
as a single color, not part of a mixture. 
Frilly-edged blooms have a cushion center 
and measure 3 to 4 inches. 'Queeny Purple' 
produces abundant flowers on compact, 

branching plants and will reach a mature 
height of 20 to 30 inches, perfect for small-
space landscapes. 

PETUNIA F1 'LIMBO VIOLET.' This 
single grandiflora petunia features large 
flowers on a compact plant with a re-
stricted habit. This means less stretching 
in packs for improved bedding plant or 
pot appearance. 'Limbo Violet' plants 
become mounds, which at times, are com-
pletely covered with blossoms. The fin-
ished plant size is 6 to 7 inches tall, spread-
ing 10 to 12 inches. 'Limbo Violet' is de-
signed for small space landscapes, such as 
urban residences or formal plantings re-
quiring neat, tidy plants. At 3 inches or 
larger, the dark violet blooms recover 
quickly from severe weather. In addition, 
plants are maintenance free, with no pinch-
ing needed. - Alt Cybulski I D 

Buying equipment from one company, 
fertilizer and control products 

from another, seed from somebody else... 
Think about it. Why do business with one supplier for this and another for 

that when there is one company that has everything. Fertilizer, 
seed, herbicides, insecticides, fungicides, equipment, 

and pest control products for lawn care and 
pest control 

professionals in one place. Plus replacement 
parts, protective clothing, safety equipment, 

hand tools, irrigation supplies...and more. 

Think about it, product, selection 
and convenience. Only from.. . 

www. lesco .com 
800.321.5325 

LESCO is a registered trademark Ol LESCO Technotoges. LLC. 
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This Is The Year! 
SELL IT! 
W i n m o r e bids with photorealist ic presentat ions for your customers . 
Up-sel l with impressive night lighting v iews a n d hardscapes . 

BID IT! 
Automat ica l ly g e n e r a t e es t imates a n d 
reports directly f rom your plans. 

PLAN IT! 
El iminate hours at the d r a w -
ing board with the eas ies t 
a n d most c o m p r e h e n s i v e 
C A D tools in the industry! 

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

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

PRO 
Landscape 
The Standard Design Software For Landscape Professionals H 

(800) 231-8574 
www. lawnandlandscape.com/pro landscape 

*100 *To take advantage of your Lawn & Landscape discount, have the 
kffr/ promotional code ready when you call to order. Code: LL-2735 

NEW VERSION 9 

E A S Y T O L E A R N , E A S Y T O U S E 
• Video tutorials and free technical support 

C U S T O M I Z A B L E I M A G E L I B R A R Y 
• Add your own images to the 3 5 0 0 included 

C A D O U T P U T V E R S A T I L I T Y 
• Choose from hand-drawn, pastel, watercolor, or 

photo symbols 

L I N K S T O L E A D I N G S O F T W A R E 
• Horticopia', AutoCAD", QuickBooks1 , and Clip11 

60-day money-back guarantee! 

C 2003 Draft* Software Inc A i nghts rw«rv«d P R O Landscape « a trademark and Draft* 
is a regsterefl trademart of Drift* Software Inc ngstarw) r t w U S A and o*wr courtrws 

What Are You Waiting For? 
USE READER SERVICE # 2 9 
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extravagant, 

luxury designs 

for the 

properties on the 

Seattle Street of 

Dreams. Photo: 

Malone's 

Landscape & 

Nursery 
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An eye-catching 

waterfall and 

reflecting pool 

provide "award-

winning" appeal 

to the property's 

front yard. The 

Malone design 

team planned 

It's rare that clients allow designers free reign - an 

empty canvas rather than a paint-by-numbers page 

of plant requests and design expectations. For Bill 

Peregrine and a six-person design team at Malone's 

Landscape & Nursery, Kent, Wash., the Seattle Street 

of Dreams offered a clean slate and a generous 

budget to stretch their creativity. 
"In landscape design you are designing for the 

client and we don't get many chances to design to try 
to win awards," Peregrine says, adding that the 
home builder, Libby-Fredricks, wanted curb appeal 
and awards. "This gave us an opportunity to design 
eye candy - elements in the landscape that are very 
eye-catching so on the first impression, as you walk 
through the garden, you are impressed with the 
level of detail and execution of the landscape." 

In a word, an "awesome" landscape, Peregrine 
sums up. 

CHALLENGES. Of course, laying out plans for the 
"looker" required attention to the area's water re-

strictions. Set in the 
Covington water dis-
trict, regulations allow 
new homes only 
30,400 gallons of wa-
ter two years after in-
stallation, initially al-
lowing time for 

°«*p»Notes 
PROJECT: Hoover Residence, Seattle Street of Dreams 
LANDSCAPE COMPANY: Malone's Landscape & Nursery 
DESIGN LEAD: BUI Peregrine 
DESIGN GROUP: Malone's design team 
PROPERTY SIZE: 13,000 square feet 
MAN-HOURS: 685 
PLANTS INSTALLED: Goldflame honeysuckle, Autumn 
Glory Hebe, Oakleaf Hydrangea, Privet honeysuckle, Cat 
mint, ground cover rose, Miscanthus, Potentilla, Emerald 
Gaiety Euonymus, Iris moss, creeping thyme, annual 
sweetpea vine, verbena, etc. 
PROJECT COST: $70,000 
AWARDS: Washington Association of Landscape 
Professionals Grand Award; "Best Landscape" from area 
retailers and the public 

plants to establish. A typical site of this caliber 
might soak up 80,000 to 90,000 gallons of water, 
Peregrine relates. 

In addition, 3,400 square feet of the 13,000-square-
foot Hoover residence is nestled on untouchable 
septic and septic reserve fields and designers could 
not place water features within 10 feet of septic lines. 
These parameters also imposed irrigation system 
design implications, Peregrine notes. 

"You can't irrigate through any of the septic 
fields, you have to irrigate around the perimeters 
and spray over the top, and you can't have large 
root structures, so you can't put trees in those ar-
eas," he explains. Peregrine avoided thirsty plants 
in many areas, opting for wildflowers and native 

grasses that don't need spe-
cial irrigation attention. 

In addition, space issues 
caused design concerns, Per-
egrine notes. A circular 
driveway cut the front yard 
into sections, so water fea-
tures had to fit without look-
ing crammed. "The chal-
lenge was to design a struc-
ture that looked natural in a 
very crunched setting and 
that wouldn't touch the sep-
tic areas," he describes. 

The back yard presented 
similar design issues. Butt-
ing up against a golf course, 
Malone's design team car-
ried this atmosphere into the 
property, installing a series 

(continued on page 30) 
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(continued from page 28) 
of rock outcroppings and creating sandy 
areas to represent sand traps. Here, too, 
drought-tolerant grasses were necessary to 
accommodate water restrictions and septic 
concerns on the property. 

DESIGN APPEAL. Water and septic road-
blocks didn't prevent Peregrine and the crew 
from executing an attention-grabbing prop-
erty entrance. A waterfall serves as the cen-
terpiece - an extravagant element that pushes 
300 gallons of water per minute. A courtyard 
promenade welcomes visitors into the front 
doors, and on the opposite side of the drive-
way is a 12-by-20-foot reflecting pool con-
structed of poured concrete with black 
colorants and trowel finished to give the 
appearance of large, stone slabs. 

The waterfall's natural appeal originates 
from the basalt rock, which contains a lot of 
iron and lends a rusty, weathered. "We 
brought in an old, western red cedar stump 
from the mountains, which required its own 
semi-truck to get it to the property," Per-

egrine says, describing the massive, im-
ported stump. 

The formal pool against the natural wa-
terfall draws an appealing contrast, and 
paired with dense layers of plant material, 
the colors and textures add to the property's 
"eye candy" quality. Essentially, plant mate-
rial created additional structural interest, 
Peregrine says. 

"We used a lot of structural massing or 
hedging material to give us a backdrop, and 
some of the plant material is flowering, which 
is a benefit," he notes. "We used a lot of 
perennial color and grasses and plants with 
various colors and textures in the leaves. It's 
a very layered effect with a lot of depth to it." 

Planting beds in prime focal areas, like 
near the front door and entryway, provide 
annual color. Container plantings offer varia-
tion. "The pots are interesting and the plants 
spill out of the pots to add interest," Per-
egrine adds. 

Rather than filling in the property with 
turfgrass, Peregrine was cognizant of water 
restrictions and opted for sweeping areas of 

wild flowers with a grass mixture. "The 
homeowner who moves in can determine if 
they want to mow the wildflowers and use it 
as a pastoral setting or allow the wildflowers 
to grow up," he says. 

A similar approach guided the backyard 
design, where the team chose ornamental 
grasses that resembled the ornamental golf 
course grasses. "We picked up a lot of the 
design used in the golf course and utilized 
that as a design element," he explains. "It 
had to be very drought tolerant. On top of 
that, it had to be somewhat eye-catching -
and dramatic - to win an award." 

The Hoover residence and the other five 
homes on the Seattle Street of Dreams achieved 
just that. "I think we met our design objective, 
and that was to develop a landscape that devel-
oped an immediate sense of awe and had a lot 
of show - a lot of eye candy," Peregrine re-
marks. - Kristen Hampshire ID 

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

ABT Update 
Everyone knows where paths paved with good intentions 

lead... So was the case with the former industry-leading 

forage and turfgrass seed company AgriBioTech (ABT). 

With plans to ultimately benefit the entire seed 
industry, ABT's massive, rapid consolidation of seed 
companies made it the industry's largest company 
within three years. Still, by January 2000, ABT's goal 
of 45 percent marketshare (about $500 million) fell 
through, leaving its distributors, buyers and consoli-
dated companies stranded and concerned during a 
period of corporate bankruptcy and reorganization. 

"One of the goals of AgriBioTech was to use its 
accumulated resources to approach research and de-
velopment in a big way/' explains Risa Demasi, mar-
keting manager, Grassland Oregon, Keizer, Ore. 
Demasi cited large fertilizer and chemical manufac-
turers - companies who have R&D programs with 
significant dedicated resources - as inspirations for 

ABT, and notes that before the consolidation pro-
cess began, no single company in the seed 

industry had enough capital to advance 
to that next level. 

Jk 

But despite ABT's best efforts, the same is true today. 
"We're really back to where we were before [ABT], 

perhaps even a little more fragmented," comments 
Demasi, who currently works for a seed company that 
rose from ABT's ashes. "I don't think [the industry] is 
really going to see major research developments in 
the near future, but there are companies trying new 
things now. Will they be quick to market or will they 
be successful? It remains to be seen." 

But the fact that companies in the seed industry are 
trying new things is a good sign in and of itself. "The 
turf seed industry is turning a corner, but we're not 
out of the woods yet," cautions Gayle Jacklin, key 
accounts manager, Jacklin Seed/Simplot, Post Falls, 
Idaho. "There are still large surpluses on some spe-
cies; however, this industry is pretty cyclical, and that 
situation can turn around with one good sales season 
in the east or a crop reduction in the west." 

Steve Tubbs agrees. "The ABT bankruptcy in 2000 
sent an already reeling industry into a tailspin," re-
marks the president of Turf Merchants, Tangent, Ore. 
"Though the ABT corporate structure went away in 
January of 2000, they had 100,000 acres of grass in 
production in Oregon that growers had no choice but 
to harvest that year. In addition to non-ABT compa-
nies having to sell their own proprietary production, 
the industry had to absorb all that extra seed, which 
led to unbelievable low prices and low margins." 
Tubbs notes that by 2002, many growers had dramati-
cally reduced their acres, including plowing most of 
the remaining ABT acreage. For 2003, this equates to 
supply becoming more equal to demand, pulling prices 
and margins back up for growers and dealers. 

Additionally, former ABT employees have formed 
more than a dozen new turfseed companies since 2000, 

according to Tubbs. 
"It was a bad time to start a company, but it was 

also a good time to start a company," Demasi ex-
presses. "There were some large inventory pockets, 
mixed information regarding who owned what from 
the bankruptcy and declining markets. Starting new, 
we didn't have those inventories, although we needed 
to have something to sell to open our doors. It was 
very chaotic." 

Though there is still litigation regarding the ABT 
bankruptcy, the seed industry dust is settling. Demasi 
mentions that consumer confidence may be on the rise 
as distributors and end users can see more clearly 
which products are available and from whom. Also, 
consumers can get a better feel for which companies 
will be able to stay the course in a cyclical industry, 
which appears to be on an upswing. 

(continued on page 34) 



Weaving Our 
Information is the key for 
so many business successes. 
That's why owners and managers of successful landscape companies are always 

learning and working hard to educate their employees. That's also why Lawn & 

Landscape Online exists - to provide you with the information you need to run your 

business. 

Given that tens of thousands of landscape 

professionals from all over the country 

are visiting www.lawnandlandscape.com 
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related articles and more. 
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today and get ready to learn. O l / l t * • . 
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(continued from page 32) 
"The new home construction indus-

try remains one of the strongest sectors 
despite a struggling economy," Jacklin 
observes. "In 2003 to 2005, it is pre-
dicted we will see steady increases in 
housing started driven by population 
growth and af fordable m o r t g a g e s . " 
Jacklin also forecasts that, with the 
"Drought of 2002" waning, adequate wet 

ABT Timeline 

weather will do well to get the turf in-
dustry back on track. 

Overall, the outlook is better for those 
people and companies hardest hit by 
the ABT downfall. "I don't think anyone 
would want to go through it again, but 
the ABT consolidation was a good op-
portunity to meet so many people and 
really gain a respect for people who had 
been your competition," Demasi relates. 
"We all have to look forward. If you 
can't learn from and move beyond the 

past, you're in the industry for the wrong 
reasons." - Lauren Spiers DJ 

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

JANUARY 1 9 9 5 AgriBioTech (ABT) begins business with 
plans for rapid consolidation of seed industry companies. 
MAY 1 9 9 7 - ABT becomes largest seed-producing company 
in the world by acquiring Burlingham Seeds, Forest Grove, Ore. 
FEBRUARY 1 9 9 8 - ABT acquires 17th seed company and 
has pending acquisitions of five other companies. ABT reports 
annualized net sales of about $326 million. 
FEBRUARY 1 9 9 9 Founder Johnny Thomas resigns his 
position with ABT as stock prices fall and the organization 

declines. Thomas is replaced by Richard Budd, former CEO of Loft 
Seeds, an ABT acquisition. 
JANUARY 2000 - ABT and operating subsidiaries file 
voluntary petitions for reorganization under Chapter 11 of the U.S. 
Bankruptcy Code. 
JULY - AUGUST 2 0 0 0 - ABT and its subsidiaries sell 
most of their operating assets. 

SEPTEMBER 2 0 0 0 - ABT finalizes sale of the company to 
the turf and horticulture group of J.R. Simplot Co., Boise, Idaho. 
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The fact that Talstar 
controls over 75 different 

pests influenced my 
decision. 

John Buecrtner 

Director of Technical Services, Lawn Doctor, Inc. 

Holmdel, New Jersey 

The only things smarter man our 
products are the people who use them. 
Lawn Doctor is the largest franchise lawn-care company in the 
United States. John Buechner, Director of Technical Services, 
has been with them for 18 years. "With 415 franchises in 
thirty-eight states, I need an insecticide I can count on. The fact 
that Talstar controls over 75 different pests influenced my 
decision, but I selected Talstar because it won't harm sensitive 
turf and ornamentals." 

The Talstar family of insecticides has the longest proven residual 
in the industry. These insecticides are easy to handle, and are 
odor free at label rates. Use Talstar on lawns and landscape 
ornamentals, and even for perimeter treatments. Our new 
Talstar4 EZ Granular Insecticide is easy to spread and tough 
on pests. We are so certain that Talstar will provide long-lasting 
performance against a broad spectrum of insects that we back 
it up with a money-back guarantee.* 

John Buechner has recommended the new granular formulation 
for use at all Lawn Doctors. "Talstar EZ will be popular with the 

franchisees, because it enables us to offer services we can be 
proud of and helps us deliver on our promise of quality." Lawn 
Doctor's trained and licensed staff care for more than a billion 
square feet of America's turf. They are a proud supporter of 
the Professional Lawn Care Association of America (PLCAA), 
and we at F MC couldn't be prouder to support their great 
work with our great products. 

For more information, contact your FMC authorized distributor. 
Call 800-321-1 FMC, or visit us at www.fmc-apgspec.com. 

TALSTAR. Lasts longer. Guaranteed. 

•FMC O 2002 FMC Corporation The FMC* logo & Talstar are registered trademarks of FMC Corporation 
'See Guarantee Program Guidelines for details This guarantee does not apply to termitjcide products 
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Language Lessons 

A little more than two years ago, the applicants for avail-

able positions at Green Bay, Wisc.-based Landscape Asso-

ciates started changing. 

"The Hispanic population in our community was grow-
ing and we were getting more people who couldn't read 
English coming in to apply for jobs," explains company 
President Gerry Andrews. "These people were 
interested in working for us, but they would 
take the application and find someone who 
could translate it for them and then bring it 
back all filled out." 

To encourage more Hispanic applicants to 
walk into Landscape Associates' office and 
apply for jobs on-the-spot, Andrews created a 
Spanish version of the company's employ-
ment application. 

He hired a translator to convert the English 
into Spanish, which cost about $150, and then 
had his superintendent, who was fluent in 
Spanish, review the changes. 

Shortly after creating the Spanish applica-
tion, Andrews had a compliance check on his 
Human Resources materials and his attorney 
suggested that if the company was going to 
grow its Hispanic workforce, it should add a 
line to the application that read, "Only U.S. 
citizens or aliens that have a legal right to work 
in the United States are eligible for employ-
ment. Can you upon employment submit docu-
mentation of identity and your legal right to 
work in the United States?" 

This statement helps weed out illegal 
immigrants who cannot provide documen-
tation and protects the company, Andrews 
says. "Only people who can answer yes to 
that question turn the forms back into us," 
he points out. 

Though only three members of Land-
scape Associates' 28-person workforce are 
Hispanic, Andrews wants to make sure the 
company is not discriminatory and that His-

panic employees who join the organization feel that 
the work environment is open to their culture. Con-
verting the employment application to Spanish was 
the first step. - Nicole Wisttiewski ID 

The author is Managing Editor of Lawn & Landscape 
magazine and can be reached at nwisniewski@ 
lawnandlandscape.com. 
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Landscape Associates 

APLICACIÓN DE EMPLEO Qiwtionano d« Empleo 

Nombre (Su Apellido Primero) 

Su Dirección Ciudad 

r 
Código postal 

Dirección Permanente Ciudad Estado Codigo Postal 

Numero de Telefono ¿Como se entero de nosotros?¿Por el periodico, amistad ó otra forma 

Otro No. de telefono púa localizarlo ó Mensaje ¿Tiene al menos 1 s AAOS ? 

SI No 
LaPosición(es) de empleo en que desea aplicar. ¿Cuando quiere empezar? ¿Salario deseado? 

1.) Ha sido Ud acusado ó encontrado culpable en acto« criminales? Si No 

de la ó las ofensas y de cuando ocurieron. También si se rehabilito y la posicion de empleo 
que busca.Si contesto que si por favor describa las acusasiones 

2.) ¿ Tiene Usencia de Wisconsin? ¿Su Numero? 
3 ) ¿Sabe manejar vehículos de cambios? 
4.) ¿Sabe manejar camión de volteo? 
5.) ¿lia Ud manejado estirando remolque ó traiies ? Describa que upo 

Si 
Si 
Si 
Si 

No 
No 
No 
No 

Nombre yt dire M 6 
Secundaría 

Colegio 

¿Tiene Oficio ó 
Experiencia? 

I 

Describa cualquier tipo de entrenamiento y cono si miento ó especialidad que Ud. ha adquirido 
y que seria útil en este trabajo 

El equipo/maquinaria que Ud. ha usado anteriormente. 
_Monta Carga ¿Con que tipo de aparatos7 Rosiador ¿tipo? 

Tractor 4 Con que tipo de aparatos? cortadora de sacate de hilo 
Transito 
S arrucho de ladrillo 
S arrucho de concreto 

S arrucho de Leña(chain saw) 

Cortadora « ¿Tipo? 
podador de arbustos 

sopladora en espalda 
resccadora de orülastpara sacate en banquetas) 

Otro tipo de heramientas. 
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You have 

OPtions 
Finding effective replacements for Dursban and Diazinon can be challenging. But with 

help from Bayer Environmental Science, you have options for an insect-control program 

tailored to your specific needs. 

A program for replacing organophosphates Varied chemistries. We understand that successful insect control calls for a variety 

of products. That's why we offer OPtions™, a unique, integrated insect management pro-

gram that includes our diverse product line with multiple chemical classes. The result is a cost-effective, broad-spectrum insect control 

program that supports your quest for lush, green turf and healthy landscapes. 

Professional help. Our experts will guide you through the OPtions program, helping you develop a customized program for your 

target pests, application timing, control level, formulation preference and a resistance management plan for long-term efficacy. 

Still The Best! 
Merit" continues to provide excellent control 

of even the most difficult to control white grubs 
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Choose the OPtions chemical families and products for your insect control needs 
Chloronicotinyl 
• Merit® (active ingredient: imidacloprid) 

A broad-spectrum, systemic insecticide, Merit is highly 

effective at low use rates, delivering outstanding control of a 

variety of turf and ornamental insects. Through its unique 

mode of action, Merit provides top protection 

against the white grub complex, from egg lay 

through second instar. Key grubs controlled include Japanese 

beetle, Northern masked chafer, Southern masked chafer, 

European chafer and Oriental beetle. Merit also controls mole 

crickets (when applied before or during peak egg hatch), and 

its systemic activity makes it the most effective control 

product for ornamental pests. 

MERIT E 

Mer i t * 0.3 Ib. A l /A M a c h 2 * 2.0 Ib. A l /A 

(Number of Treatments) 

All treatments were applied before August 16th 

id Êi 0.3 fe Al/A and Mach2 appaad at 2.0 fc Al/A. 

This trusted product offers long-lasting residual activity and 

superior biological performance at rates up to 96 percent 

lower than other soil insecticides registered for use on turf. 

The number of available formulations and pack sizes 

(granular and liquid) also make Merit very easy to use. 

Pyrethroid 
• DeltaGard® (active ingredient: deltamethrin) 

As the world's most popular pyrethroid, DeltaGard is an 

economical, all-purpose insecticide, offering broad-spectrum 

efficacy at some of the industry's lowest 

application rates. DeltaGard is effective 

against more than 50 insect species, 

including ants, fleas, ticks, chinch bugs, mole crickets, bill-

bugs and bluegrass weevils. DeltaGard's powerful punch pro-

vides quick knockdown, high mortality and long residual 

activity, and its toxicity is extremely specific to insects. 

Several studies have shown DeltaGard is an effective 

organophosphate replacement product, performing as well 

or better than Dursban. Other DeltaGard benefits include 

reduced odor and flexible application options. As a tank-mix 

DeltaffSffil 

European Chafer Control With Merit® 

I Merit 0.3 lb Al/A I Mach2 2.0 lb Al/A 

May June July August 
Application Application Application Application 

Treatments were applied the 15th of each month (+/- 3 days) 

Black Cutworm Control 
With Tempo® And DeltaGard® 

Tempo* 20WP DeltaGard* SC Mach2* SC Conserve* SC Dursban* P 
Product/A 7.7 ft. oz. 17.5 fl. 02. 64 fl. oz. 52.3 »1. or 64 fl. oz. 

lb Al/A 0.096 0.06 1.0 0.41 1.0 

la conducted by Dr. Paul H v. Pano Stala UMvartty. 2002. 



TEMPO 

partner, DeltaGard is compatible with a wide variety of 

fertilizers, fungicides and herbicides. 

1 Tempo® and Tempo Ultra® (active ingredient: cyfluthrin 

and beta-cyfluthrin) 

Tempo is an advanced-generation pyrethroid insecticide 

proven effective against a broad range of surface-

feeding and foliar insects on turf and landscape 

ornamentals. Tempo controls more than 50 turf and orna-

mental pests, including armyworms, bag worms, cutworms, 

Japanese beetles (adult) and sod webworms. Key product 

benefits include fast insect knockdown and residual control 

for up to 30 days. 

Tempo works effectively at up to 80 percent less active 

ingredient than organophosphates, which means less 

chemical in the environment. And for greater application 

convenience, Tempo is a compatible tank-mix partner 

with most commonly used fungicides, miticides, liquid 

fertilizers and insecticides. 

Carbamate 
• Sevin® (active ingredient: carbaryl) 

Sevin insecticide's broad-spectrum, economical control of 

more than 130 insects on turf, trees and ornamentals has 

made it the world's most popular carbamate. This time-tested 

product controls most major pests, including 

aphids, beetles, chinch bugs, cutworms, 

mole crickets, white grubs and weevils. 

Sevin 
Sevin also has shown good efficacy against organophosphates, 

performing better than Dursban on pests such as billbugs, 

cutworms, June beetles and sod webworms. Working on 

contact and through ingestion, Sevin offers quick knockdown 

and residual control for seven to 14 days. Sevin is tank-

mix-compatible with a broad range of products, including 

herbicides, fungicides, adjuvants and other insecticides. 

Organophosphate 
• Dylox® (active ingredient: trichlorfon) 

Dylox provides fast-acting control of white grubs and other 

surface-feeding and soil insects through contact and 

ingestion. Contact activity provides quick knockdown and 

ingestive activity ensures complete pest control. 

Dead grubs have been observed as soon as 24 

hours after application when irrigation or rainfall moves 

Dylox into an infested zone. Dylox penetrates thatch up to 

1/2 inch thick with proper watering. 

Other major pests controlled include cutworms and sod 

webworms. After doing its job, Dylox degrades quickly 

under normal conditions. Dylox has no turf species or site 

restrictions when used in landscape and recreational areas. 

DYLOX 

Mole Cricket Control 

Talstaf F Scimitar* CS Talstar* G Choice-
Application Surface Surface Sub-Surface Sub-Surface 
Product/A 38.4fl.oz. 20 0.OZ. 1801b. 12.5 lb. 

IbAI/A 0.2 0.12 0.36 0.0125 

Imported Fire Ant Control 
With TopChoice™ And FireStar™ 

Trial conducted by Dr. Ettoan BUM. Univaratty of Fiondi 2002-2003. 

Fall Armyworm Control 
With Tempo® And DeltaGard® 

Hairy Chinch Bug Control 
With Merit® Tempo® And DeltaGard® 

Treatments applied August 27th 

Product/A 
IbAI/A 

Merit* 75WP 
8.6 oz. 

Tempo» 1 SC 
12fl.oz. 

0.094 

DeltaGard* SC 
39 fi. oz. 

0.13 

Talstar' F 
19.2 fl. oz. 

THata conducted by Dr. Stan Swtor. Urovarwty of Maw Hampaiwa, 2001. 



Control mole crickets and fire ants with fipronil 
Mole crickets and fire ants have long been the leading insect problems for turf managers in the South. Our 

fipronil family of insecticides offers you the ultimate solutions for these pests with proven low-dose formu-

lations: Chipco® Choicer Chipco TopChoice™ and Chipco FireStar.™ 

• Chipco® Choice™ 

Chipco Choice has revolutionized mole cricket control on golf courses with superior effectiveness and 

season-long residual control at very low rates. So low, in fact, that just one pound of fipronil delivers the 

1 chipco t- efficacy of 2 0 0 pounds of an organophosphate active ingredient. Launched in 1996 

> J as a slit-applied product, Chipco Choice provides control of mole crickets for six 

months or more with just one application. Since then, new sites, pests and the 

flexibility of broadcast application have been added to the label. When broadcast-applied for fire ants, 

a single application of Chipco Choice provides up to 52 weeks of control, plus control of mole crickets 

(4 months), fleas and ticks (one month), and nuisance ants (three months). 

• Chipco® TopChoice™ 

Chipco TopChoice provides one-step fire ant control for up to a full year. Formulated for broadcast 

application with a standard spreader, TopChoice requires just one easy application to achieve up to 95 

chipco ^ percent control in four to six weeks and eliminates the threat of fire ants for up to a 

Uf | cnoice year. No time-consuming mound treatments are necessary. Plus, an application of 

Chipco TopChoice for fire ants also controls mole crickets, fleas, ticks and nuisance ants. 

• Chipco® FireStar™ 

Chipco FireStar delivers fipronil in a unique, easy-to-use granular bait that's highly attractive to fire 

ants. The result is effective control with just 0 . 0 0 0 1 5 percent active ingredient, the lowest concentration 

in any fire ant treatment. FireStar makes an excellent partner with Chipco Choice 

o r TopChoice — use both to treat landscape beds, embankments and sand trap 

perimeters, the bases of trees, and other hard-to-reach places fire ants favor. 
f ¡Teisti 

Call us today! 
Call your Bayer Environmental Science representative for more information about your insecticide OPtions 

program or call 8 0 0 - 3 3 1 - 2 8 6 7 . Or visit us online at www.BayerProCentral.com. 

Chipco, DeltaGard, Dylox, Merit, Sevin and Tempo are registered trademarks and OPtions, Choice, TopChoice and FireStar arc trademarks 
of Bayer AG. Dursban is a registered trademark and Conserve and Mach 2 arc trademarks of Dow AgroSciences, LLC. Talstar is a registered 
trademark of FMC Corporation. Diazinon and Scimitar are registered trademarks of Syngenta Professional Products. 
Bayer Environmental Science, 95 Chestnut Ridge Road, Montvale, NJ 0 7 6 4 5 . Always read and follow label directions carefully. 
6 2 0 0 3 Bayer AG 

http://www.BayerProCentral.com


Looking fi 

PRODUCT INFOR 
When you want information on a new 
product, you want it now! That's why Lawn 

& Landscape uses this innovative reader 
service program that gets you the product 
information you need faster. 

It's simple: 

For immediate 

response go to 

www.lawnandlandscape.com 

and click here... 

• Go to www. lawnandlandscape.com and click on 
• Check the reader service number of the product(s) you're interested in. 
• Receive an e-mai l or phone call f rom a company representat ive in t ime 

to make an informed decision. 
• If you prefer your current method of product inquiry, just copy this page, 

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

Or . . . s i m p l y fill out t h e p r o d u c t inquiry f o r m b e l o w wi th t h e r e a d e r s e r v i c e n u m b e r s f o u n d o n e a c h a d v e r t i s e m e n t . 
M a i l t h e f o r m b a c k to us a t Lawn & Landscape, 4 0 1 2 B r i d g e A v e . , C l e v e l a n d , O H 4 4 1 1 3 or fax it to 2 1 6 / 9 6 1 - 0 5 9 4 . 

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

Signature, 
Date 
Name 
Title 
Company 
Address 
City 
Phone 
Fax 
E-mail Address 

State - Z i p -

Do you wish to receive industry related information by E-mail? 
• Yes d No 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 

21 22 23 24 25 26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 

41 42 43 44 45 46 47 48 49 50 51 52 53 54 55 56 57 58 59 60 

61 62 63 64 65 66 67 68 69 70 71 72 73 74 75 76 77 78 79 80 

81 82 83 84 85 86 87 88 89 90 91 92 93 94 95 96 97 98 99 100 

101 102 103 104 105 106 107 108 109 110 111 112 113 114 115 116 117 118 119 120 

121 122 123 124 125 126 127 128 129 130 131 132 133 134 135 136 137 138 139 140 

141 142 143 144 145 146 147 148 149 150 151 152 153 154 155 156 157 158 159 160 

161 162 163 164 165 166 167 168 169 170 171 172 173 174 175 176 177 178 179 180 

181 182 183 184 185 186 187 188 189 190 191 192 193 194 195 196 197 198 199 200 

201 202 203 204 205 206 207 208 209 210 211 212 213 214 215 216 217 218 219 220 

221 222 223 224 225 226 227 228 229 230 231 232 233 234 235 236 237 238 239 240 

241 242 243 244 245 246 247 248 249 250 251 252 253 254 255 256 257 258 259 260 

261 262 263 264 265 266 267 268 269 270 271 272 273 274 275 276 277 278 279 280 

281 282 283 284 285 286 287 288 289 290 291 292 293 294 295 296 297 298 299 300 

301 302 303 304 305 306 307 308 309 310 311 312 313 314 315 316 317 318 319 320 

321 322 323 324 325 326 327 328 329 330 331 332 333 334 335 336 337 338 339 340 

341 342 343 344 345 346 347 348 349 350 351 352 353 354 355 356 357 358 359 360 

361 362 363 364 365 366 367 368 369 370 371 372 373 374 375 376 377 378 379 380 

381 382 383 384 385 386 387 388 389 390 391 392 393 394 395 396 397 398 399 400 

401 402 403 404 405 406 407 408 409 410 411 412 413 414 415 416 417 418 419 420 

J ULY. 03 

lawnandlandscape.com 
/pages/subscriptions.asp 

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


LAWN by Nicole Wisniewski 

HEADQUARTERS: 

Indianapol is, Ind. 

FOUNDED: 1 9 8 7 

2002 REVENUE: 

$ 3 . 1 7 mil l ion 

2003 PROJECTED 

REVENUE: $4 .1 mill ion 

SERVICE MIX: 

5 5 percent lawn care, 4 5 

percent landscape installation 

CLIENT MIX: 

10 percent commercial , 

9 0 percent residential 

EMPLOYEES: 35 year-round, 

4 6 seasonal 

EQUIPMENT LINEUP: one 

sprayer /spreader , three ride-

on spreaders, two skid-steer 

loaders, one chipper, one 

hydroseeder, seven trailers, 

nine landscape vehicles and 

15 spray vehicles 

Nuts 

Andy and Gina Neher are full of pride - pride in their work, pride in their 

SERVICE SOLUTIONS. When Lawn Pride first 
offered mowing services, its client base was 
made up of very large commercial sites, some 

r * 

organization and pride in their people. 

And why shouldn't they be? They are satisfied 
progress and growth over the years and they feel 
as if they have fine-tuned and structured sys-
tems to the point where they really understand 
their business. 

It takes some time to build this kind of pride 
though. Like many landscape contractors, the 
Nehers started mowing commercial lawns in 
1987 as a way to earn money for and set their 
own schedules around their Ball State Univer-
sity political science and business courses. By 
their final year of school, they had 50 accounts 
and were generating $100,000 in revenue. They 
realized after graduation that they could make 
the business, which they called Lawn Pride, 
work full time. "We understood that being young 
is the time to take some risks," Andy says. 

By 1993, the duo started replacing a heavy 
commercial client base with residential work, 
and by 1997, they had traded in mowing for 
other more lucrative services, such as lawn care 
and design/build. Starting as a commercial 
mowing operation and transforming into a more 
residential specialty service organization, Lawn 
Pride's smart decision making has pushed the 
company to nearly $4 million this year. 

with their company's 

Bolls 
4 2 JULY 2 0 0 3 www.lawnandlandscape.com LAWN 
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The owners of Lawn Pride discuss how they perfected the lawn care 
technician role, manage Indiana's telemarketing legislation and why they 
stopped offering mowing services and are happier because of it. 

Lawn Pride 
7320 Company Drive 

Indianapolis, Ind. 46237-9274 

PH: 317/882-3200 

FX: 317/882-9711 

^ gneher@lawnpride.com 

The Lawn Pride management team, from left to right: Dennis Guyette, 
Keith Baughman, Michael Wiesemann, Snsan Mcintosh, 

Bryan Mcintosh, Gina Neher, Andy Neher, David Kelley, Miles 
Floetker, Matthew Flint and Beth LaRochelle. Photo: Shawn Spence 

that were more than 10 acres or 1 million 
square feet in size and required six-man 
crews, such as industrial sites and cemeter-
ies. "We were pretty good at offering that 
service - it was our niche," Andy says. 

But mowing became a drain on profits by 
1997. "And we had a difficult time getting 
guys to go out and spend 10 to 12 hours a day 
to mow. Labor was tight in the Indianapolis 
area," Andy says. "We thought we'd have 
greater opportunities focusing on services 
with higher profit margins. I realized I could 
go out with a design / build project and make 
more on one job than with mowing where I 
have to have multiple jobs to get there." 

Plus, pursuing more residential clients 
in other services gave the company more 
security. "With very large commercial jobs, 
if you build up staff around one or two key 
clients and one of them goes away, you lose 
a lot of cash flow instantly and feel as if you 
have to replace that account right away. By 
adding a larger concentration of residential 
lawns, we're protecting ourselves in case we 
ever lose a key commercial client." 

When exploring other services to add 
about 10 years ago, Andy and Gina joined 
forces with Miles Floetker, the company's 
landscape division manager, after landing 
their first design/build job - a renovation 
that involved some major tree planting on a 
site with two apartment complexes. "They 
hired me as a subcontractor to help with the 
job," Floetker says, adding that a little more 
than one year later, Andy asked him to come 
on board and head up Lawn Pride's design/ 
build division. 

The first year the company offered the 
service, it reached $285,000 in revenue, jump-
ing to $400,000, then $600,000, and growing 
about $200,000 each subsequent year. This 
year, the business' design/build division 
will be at $1.6 million. 

To kick design/build off in the beginning, 
Lawn Pride used direct mail pieces, targeting 
homeowners with incomes greater than 
$50,000. The company used AmeriList to ob-
tain the names and addresses, spending less 
than $3,000 annually for the information. 

Another service Lawn Pride added was 
snow removal in 1992 for commercial sites, 
such as movie theaters and office parks. All of 

LAWN & LANDSCAPE www.lawnandlandscape.com JULY 2 0 0 3 4 3 
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the company's trucks can easily be equipped 
with plows, so labor is the only cost. 

The service has enabled the company to 
keep 75 percent of its employees over winter 
months. "We went from keeping one hourly 
employee when we started to having eight 
guys work full 40-hour weeks this year/' 
Andy says. 

To handle liability issues that often come 
with providing snow services to commer-
cial sites that experience a lot of foot traffic, 
Lawn Pride prefers to have full run of when 
to salt sidewalks or push snow. "We won't 
assume liability if they don't give us total 
management of their site," Andy explains. 

(continued on page 46) 

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

frustration. 
• No-hassle hose system; no internal restriction at the hose 

joints, less joints to drag across your customers lawn, no leakage 
to clean up. 

• "One-Touch" remote control gives the 
operator precise control of the entire 
system. 

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

Peterson Pacific Corp. 

PO Box 40490 • Eugene, OR 97404 U.S.A. • 800/269-6520 • www.petersonpacific.com 

USE READER SERVICE #37 
4 4 JULY 2 0 0 3 

Lawn Pride, Indianapolis, Ind., has a 

system in place to handle past due 

clients that it feels works well, says Gina 

Neher, the company's controller. 

"We send out invoice statements on a 

biweekly basis," Neher says, adding that 

the business' office manager handles this 

process. "Then we have two people in 

the evening go back through and call our 

customers who are 30 days past due. We 

recently started to take credit cards. We 

don't advertise it, but this does help get 

past due revenue in more quickly than 

waiting for a check." 

Accepting credit cards can cost as 

much as 3 percent per transaction for the 

company, but Neher says it's worth it. 

"It's much easier over the phone to get 

someone to give you credit card num-

bers than to send a check - for that, 

we'll take the 3 percent," she says. 

"Then by 120 days, a past-due bill 

goes from receivables off of our books 

and goes straight to collection," Neher 

says, adding that collection costs are typi-

cally 33 to 50 percent of the amount due. 

The company budgets 1 percent of 

total revenue each year for the additional 

cost of using an outside collection 

agency, and this amount is usually suffi-

cient to handle the number of past due 

accounts that reach this level. "If we 

saw a trend of that number increasing 

beyond 1 percent, then we would in-

crease our budget number," Neher says, 

"but it usually stays right around 1 per-

cent." - Nicole Wisniewski 

Money Management 
LAWN & LANDSCAPE 

Peterson 
Pacific Corp, 

http://www.petersonpacific.com


TELL T H E S T O R Y 
" W h e n o u r owners tell us the W a l k e r M o w e r is working 

and helping t h e m succeed, it keeps us energized and focused 
on building the best possible piece o f e q u i p m e n t . " 

Bob Walker, President; Walker Manufacturing 

"Your mowers 
keep me looking 

good against 
the competition." 

Ray West, 
Professional Grounds 

Maintenance, Inc., 
Vermilion, Ohio 

"Undoubtedly, the best grass 
machine I have ever owned, I have 

had many other brands and no 
comparison in 60 years." 

Harold A. Jensen, 
Fayetteville, Georgia 

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

"Has changed our lives - more 
time to extend areas of our 

business. Just love it!!" 
Brett & Carolyn Soutar, 
Short Back 'n'Sides, 

Waihi Beach, New Zealand 

"The best investment I have ever made!!" 
Bryan Coles, Coles Lawn Care, 
Pittsburgh, Pennsylvania 

"We operate a two pe rson 
lawn care company. My wife 

and I would not be able to do 
this without our Walkers/' 

Gary Vassallo & Loretta Tunstall, 
Lawn Cruisers Lawn Care, 

Kalispell, Montana 
"Best mower sold! 

I love it and my 
customers love it." "No other mower 

Robert Fietsam, does it like a Walker" 
Exquisite Lawns, Bobby Williams, 

Jacksonville, Florida Saltillo, Mississippi 

"Walker is by far the best 
mower in this size available, 
and I am exceedingly pleased 
with my Walker." 
Walt Olsen, 
N.I.W.S Services, 
Gypsum, Colorado 

"Please continue to make 
the most gratifying 

mowers to own and run in 
the industry!!!" 

Elmer B. Groom, 

"Walker Mowers 
saved my business!!!" 

Marc Davis, 
M.D. Landscape, 

Weymouth, Massachusetts 

"I never knew what a pleasure 
grass cutting was 'til I 

got my first Walker." 
Merle Stremming, 
Forsyth, Missouri 

Groomed Gardens, "I am 67 and could not be in business 
Jacksonville, Florida without my Walker - We love it!" 

Travis Keen, 
"I love looking back at my accounts, as I drive away Travis Keen L a w n Service, 

and thanking myself for owning these mowers..." Columbus Georgia 
Paul & Jennifer Sparks, 

Sparks Lawn Care, <tl# . ..... . . . . 
Titusville, Florida Y o u b u i l d t h e b e s t m o w e r m America." 

John E. Sharts, Springboro, Ohio 

"I am very pleased with the 
performance and durability 

of my Walker mowers. I advise 
other landscapers likewise." 

Arnie Gundersen, 
Luxor Landscape, 

Maple Valley, Washington 

"I can truly say Walker is hands down the best 
mower on the market today...I've seen a lot 

of different mowers, but I own the best: Walker. 
Stephen D. McBride, 
Mac's Lawn Service, 

Portland, Indiana 

"I just love my Walker!" 
Michel Bernardin, 

St. Philippe, Quebec, Canada 

"Nicest lawnmower 
we ever owned" 

Guy and Claudette Laurencelle, 
Lac du Bonnet, 

Manitoba, Canada 

"Will never own 
any mower other 

than a Walker." 
Mike Pillsbury, 
Chariton, Iowa 

"Best mower 
I have ever used." 

Vickers L. Cunningham 
Dallas, Texas 

WALKER MANUFACTURING CO. 
5925 E. HARMONY ROAD • DEPT. CD 

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

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

USE READER SERVICE #38 

http://www.walkermowers.com


(continued from page 44) 

"We won't put ourselves in that position." 
Also, in case Mother Nature doesn't co-

operate and provide enough snow for the 
company, Lawn Pride budgets "based on 
the worse we'll do/' Andy says. "We don't 
do lofty budgets. We set numbers we know 
our team can make and exceed, while still 
budgeting for growth." 

Today, the company's service mix is com-
prised of 55 percent lawn care and fertiliza-
tion, tree and shrub care and aeration and 45 
percent landscape planting, mulching, grad-
ing, hydroseeding, pruning and 
hardscaping. The company services 25 per-
cent commercial and 75 percent residential 
clients on the design/build side and 3 per-

cent commercial and 97 percent residential 
on the lawn care side. 

Andy's main responsibilities for the com-
pany now are financial and strategic plan-
ning. He tries to plan three years ahead, but 
he wants to be able to look even further 
down the road. The company budgets for 
about 16 percent growth each year, and has 
exceeded that with 26 percent in 2000, 30 
percent in 2001, 29 percent in 2002 and 22 
percent so far this year. 

TECHNICIAN TALK. On the lawn care side 
of things is where Lawn Pride still retains a 
small commercial client base, and this is an 
area where Andy says he sees the most fu-
ture growth for the company. 

However, retaining lawn care technicians 
has challenged the company and it has made 
some changes recently to ensure success. 

To improve retention, Lawn Pride de-
cided to look at lawn care technicians' top 
complaints. Their biggest beef was having to 
come back to the office and refill trucks after 
servicing clients' turf all day. "We expect 
them to go out and spend a big day on lawns 
- doing maybe 200,000 square feet or $1,000 
in revenue daily," Andy says. "But if they 
have to come in and wait in line for the two 
fill stations we have, they might be here until 
7 p.m. We can't expect them to do both." 

So, the company brought on a fill techni-
cian who comes in at 3 p.m. daily to concen-
trate on filling and preparing the trucks for 
the next day's work. On that same note, the 
company now keeps technicians on the same 
route and in the same truck daily. "We were 
guilty of hurrying and then having to place 
guys in and out of different routes and 
trucks," Andy points out. "But the guys re-
ally take pride in their routes and how they 
like to manage their clients and they take 
pride in how they use their truck, so they 
don't want anyone else ruining a relation-
ship with their clients or messing up their 
truck. For this reason, we've made a commit-
ment to the guys that if they are assigned to 
a route or truck, it's theirs." 

Technicians' second most frequent chal-
lenge was making call-aheads. "The guys 
would come in after a day's work and 
make five to 10 call-aheads each," Andy 
explains. "But when coming in at 5 p.m. 
after a full day, it was tough for them to be 

(continued on page 48) 

fOtLANBEfl" 
SELF-PROPELLED TURF APPLICATOR 

FEATURES 
• 5 , 0 0 0 square feet/ minute 

productivity 
• 2 4 0 lbs dry, 3 6 gallons liquid 

capacity 
• Hydrostatic Transmission, ZTR 
• Balanced design wi th weight 

concentrated over drive wheel 
for exceptional traction and 
stability 

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

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

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

skips and overlaps. 

/ c q 5 o n SPRAYING 
^ l o r k EQUIPMENT 

PO Box 8, Le Roy, NY 1 4 4 8 2 
8 0 0 - 7 0 6 - 9 5 3 0 5 8 5 - 7 6 8 - 7 0 3 5 FAX 5 8 5 - 7 6 8 - 4 7 7 1 

4 6 
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excavators 

graders 

That's because we take the same approach in designing all our machines: we 

find out what our customers need, then we build it in. So, you get a skid steer 

loader with all-round visibility. An engine with more torque. Lift arms that give 

you more reach. A chassis with higher ground clearance. It's exactly the same 

design care and build quality you'll find in all of our construction equipment. 

Because no matter how small the detail, we always think big. 

M o r e care Built in V O L V O 

Put a Volvo to the test - find your dealer at www.volvoce.com 

USE READER SERVICE #1 1 
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Eco-friendly Plant Protection 
Protection of the trees, shrubs and other ornamental landscape 
plants under your care is a critical function. New Azatrol™ provides 
broad-spectrum control of insects on plants, trees, shrubs, flowers, 
fruit and nut trees and vegetable gardens. 

New Azatrol product features include: 
• 1.2% azadirachtin 
• Highly bio-active technical material 
• "Reduced Risk" bio-pesticide 
• CAUTION signal word 
• Certified organic formulation 

Azatrol's activity is multi-faceted, giving you the advantages of an IGR, 
an anti-feedant, a repellent and an anti-ovipository agent — all in one 
unique product. Azatrol is proven effective for the control of insects 
such as white flies, caterpillars, red spider mites, thrips and aphids — 
and it's eco-friendly\ 

Ant i -Feedan t A c t i v i t y 

Untreated 

Always read and follow label directions. 

Call today for a free brochure detailing the benefits of new Azatrol for your plant protection program. 

p b i / G O R d o n 

c o R p o R a t i o n 
An Employee-Owned Company 
www.pbigordon. com 

1-800-821-7925 

© 2003, PBI/GORDON CORPORATION AZATROL is a trademark of PBI/Gordon Corporation. 5 -2003 /11243 

U S E R E A D E R S E R V I C E # 1 5 
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(continued from page 46) 

their personal best on the phone. So, we 
brought on a dispatcher, who does the 
routing and calling ahead, taking this job 
off of the technicians' plates." 

Similar to call-aheads, technicians also 
used to run their own service calls, Andy 
says. In years past, the company would send 
a technician out to the same site two or three 
times for the same problems and they weren't 
getting fixed. To alleviate the situation, Lawn 
Pride put two operations managers in the 
field to handle client calls and complaints 
and instituted a 48-hour policy where one of 
the managers will respond to client calls in a 
timely manner. 

Another responsibility that used to fall 
on technicians was yearly renewals. "They'd 
make calls to their service base in December 
to retain clients for the next year's lawn 
care," Andy says. "But some of the problem 
was that many of the guys were scared of the 
phone - it wasn't what they were used to 
doing on a daily basis." 

So, today, the company uses its sales 
team to confirm its customer base for the 
season. "They are on the phone every day -
it's a part of their living, so why shouldn't 
they do it," Andy explains, adding that if 
confirmations are done correctly, this dra-
matically decreases the company's client can-
cellation rate. "Plus, this is a great time to 
upsell with aeration services and tree care, so 
we should have people comfortable doing 
this on the phone in charge of it." 

Also, since most lawn technicians are one-
man crews, which can make it a long and 
lonely job, the company started adding help-
ers to crews to make them more efficient and 
provide a training ground for someone else 
who wants to learn that service area. 

Now that lawn care technicians can focus 
on clients and their lawns, they are more 
confident in meeting daily production goals 
since they have less distractions and duties 
taking them away from their main job. "It's 
working so far - we're hoping it'll help us 
take the lawn care division to the next level 
of growth." 

MARKETING MAGIC. The Indiana no-
call lists have challenged Lawn Pride's 
telemarketing procedures for the past two 
years. As a result of these lists being put 
into place, the company has to purchase 

(continued on page 50) 
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RedMax 
Strato-Charged" Engine 

Leads the charge against high fuel costs 

MSOUNE 
Unleaded 

9_ 10 

As GASOLINE PRICES continue to eat into your profits, consider the 
RedMax Strato-Charged engine. 
The RedMax Strato-Charged engine uses FRESH AIR for the scavenging 
process that cleans burned gases out of the combustion chamber. Ordinary 
two-cycle engines use fuel/air mix in the scavenging process. 
This WASTES GAS! 
According to test results from Applied Technical Services Inc., Marietta, GA, 
the RedMax EBZ4800 blower uses 35.5 fl oz/hr, vs 48.8 fl oz/hr for the 
Stihl BR420C Magnum. The 13-3 fl oz/hr difference adds up to an annual 
saving of 103.9 GALLONS (4 hrs/day, 5 days/wk, 50 wks/yr=l,000 his). 
At $2/gal for gas, the annual saving is $207.80. Add two-cycle oil at 35<t/gal 
of gas and the total saving from one engine is $ 2 4 4 . 1 6 PER YEAR. 
How much can you save if all your machines have RedMax Strato-
Charged engines ??? 

RedMax Strato-Charged™ Products 
All Strato-Charged engines comply with CARB Tier 2/EPA Phase 2 without a catalytic converter 

(With the toughest 300 hour commercial durability period t e s t ) 
All Strato-Charged engine products carry our 1 year commercial/2years consumer/90 days rental warranty 

Commercial and consumer warranties can be extended one more year. 

219 
Unleaded Plus 

229 1 
Sune.r Unleaded 
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EBZ4800 
• 4 7 . 9 c c Piston Valve S t r a t o - C h a r g e d e n g i n e 
• L ightweight: 19 .6 lbs. 
• Quiet : 6 5 d b A 
• Powerful: 4 5 8 C F M / 1 6 1 M P H w / t u b e 
• D e p e n d a b l e : T w o - s t a g e air c l eaner 
• Tube Throttle m o d e l ava i l ab le 

1 F ree F l o w ™ s y s t e m 

BCZ2500S 
• 25 .4cc R e e d Valve 

S t r a t o - C h a r g e d e n g i n e 
• L ightweight: 11.7 lbs. 
• C a r b o n shaft a n d b ike 

h a n d l e m o d e l s ^ 
ava i lab le ^ ^ 

a a* 
BCZ2400S 
• 2 3 . 6 c c Piston Valve 

S t r a t o - C h a r g e d e n g i n e 
• L ightweight: 10 .8 lbs. 
• H e a v y duty nylon h e a d 

with meta l insert t a p k n o b 
• Free Flow sys tem 

CHTZ2500 
• B l a d e length: 24" 

Lightweight: 11 .9 lbs. 

V1 
i f -

H B Z2600/2500 
• 2 5 . 4 c c R e e d Valve 

S t r a t o - C h a r g e d e n g i n e 
• L ightweight: 8 . 4 lbs. 
• Quiet : 6 9 d b A 
• Powerful: 3 6 7 C F M / 1 1 4 M P H w / t u b e 
• H e a v y duty air c l eaner 
• S t a n d a r d assist h a n d l e 

© 

2 5 . 4 c c R e e d Valve S t r a t o - C h a r g e d e n g i n e 
B l a d e s p e e d : 3 . 2 6 ft. per s e c o n d 
A u t o m a t i c b l a d e b r a k e 
Anti -vibrat ion sys tem 
Front exhaust 

HTZ2500 
• B l a d e length: 30" 
• L ightweight: 12.1 lbs. 

RedMax 
ZEnonH 

K O M A I S U 
Komatsu Zenoah America, Inc. 
4 3 4 4 S h a c k l e f o r d R o a d , Suite 5 0 0 • Norcross , G A 3 0 0 9 3 
8 0 0 - 2 9 1 - 8 2 5 1 , e x t . 2 1 3 • F a x : 6 7 8 - 3 8 0 - 6 8 8 6 
www.redmax.com 
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Vine & brush 
control-
without 

spraying. 
r ^ ov C 

K ' " S OVER S P E C I E S 

&& (triciopyr ester 13.6%) invasive vines & brush 
without time-consuming 
prep or clean up effort. 

Penetrating formula - no 
spraying or stem cutting 
needed. 

UPM Corporation 
28 Garrett Ave. 
Rosemont, PA 19010 
Phone: (610) 525-6561 
Fax: (610) 525-6562 
www.vine-x.com 

USE READER SERVICE #46 

Heavy-duty Attachments 
for Commercial Mowers 

Blower Buggy Carr ier 

• Carrier for walk-behind blowers 
• Blow debris with ease 
• Low profile 
• Easy maneuverability 

Call for dealer 800.966.8442 www.jrcoinc.com 
USE READER SERVICE #43 

Commercial Grade Vacuum System from Protcro Inc. 
• ••NEW PRO VAC 2 3 0 / 2 3 2 " * 

The Pro Vac 230 wil l fit both walk-behind and 
zero-turn mowers. Wi l l provide affordable option to 
commercial vacuum systems. Features: 2-30 gallon plas-
tic containers or optional doth bags. 

Pro Vac M o d e l 15 and 12 features: 
• Belt-driven, heavy duty steel blower housing and fan. 
• 15 cubic feet (12 bushels) capacity for model 15 

aluminum catcher. 
• 12 cubic feet (10 bushels) capacity for model 12 aluminum 

catcher with option of (2) 30 gallon-removable plastic 
containers for easy dumping. 

• Both units dump from the seat. Dump and Go! 
• Quick attach/detach for blower and catcher (no tools!). 
• Fits most commercial zero-turn mowers with custom 

mounting brackets. 

Toll Free 1-866-476-8376 www.proteroinc.com 
USE READER SERVICE #44 

(continued from page 48) 

and operate with an updated no-call list 
four times a year, which costs the company 
$750 annually to obtain. The Indiana state 
no-call list today is up to more than one 
million names. 

"Each quarter, it takes one full day to 
make sure we accurately update the list 
and don't leave phone numbers on there 
that shouldn't be on there," Gina says, 
adding that this is vital to avoid fees that 
range all the way up to $10,000 for calling 
people who chose to be on the no-call list. 
The company conducts telemarketing dur-
ing March and April evenings until about 
9 p.m. to kick off the spring season. 

But with the no-call lists, there's a lot of 
gray area, Gina points out. "We've been 
working with the attorney general's office 
on this," she explains. "For instance, if a 
former customer is on the list, can we call 
them? There are many challenges, but we're 
following the rules very strictly and trying to 
supplement our telemarketing with other 
means of client communication." 

Lawn Pride budgets 3.7 to 4 percent of its 
revenue annually for marketing, which in-
cludes telemarketing, Yellow Page and other 
advertising, direct mail, job signs, brochures, 
Web site, etc. The additional labor used to 
pass out fliers and make calls brings this 
number closer to about 10 percent. 

Because telemarketing poses more chal-
lenges each year as more people are added to 
the no-call list, Lawn Pride has put more 
strength in other types of marketing. For 
instance, the company added color and 
boosted the size of its Yellow Page ad to re-
main competitive. 

Also, 10 percent off coupons on the Web 
site draw new clients in who find the com-
pany on the Internet. And for those who 
drive by the 15,000-square foot facility lo-
cated in a high-traffic area on the south side 
of Indianapolis, the company's new neon 
building sign in green, orange and yellow 
draws them in. 

Then, when clients call in, Lawn Pride 
meticulously tracks lead sources by using a 
tracking sheet and giving codes to each type 
of marketing. "Then we build our sales plan 
around what we know works," Andy says. 

PEOPLE PLEASERS. Lawn Pride em-
ploys 49 people and 11 of them are His-

(continued on page 52) 

^^Re^BFÍÍSwnsílfÍIS awn Clean-Up 
Save your time and your back by using the Arcoa E-Z Reacher". 

Pick up trash and I Clean up • Eliminate painful 
debris without getting unsanitary straining, stretching, 

off your mower items and reaching 
Get the original Arcoa E-Z Reacher", not a 

knock-off. Available at most major home, garden, 
and hardware retailers. To find one near you, 
call 8 7 7 - 8 4 2 - 7 2 6 2 or visit www.arcoa.com 

^ A x R e a c h e r 
The Heavy Duty Outdcx)r Pick-Up & Clean-Up Tool 
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O T H E R PREEMERGENTS TALK A LOT ABOUT CRABGRASS. 

W I T H PENDULUM, IT NEVER COMES UP 
H W 
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PROFESSIONAL Pendulum herbicide consistently controls 
TURF ^ ^ 

crabgrass better than other preemergent herbicides.* 

M 1 1 ' | What more can we say? How about P e n d u l u m 

^ ^ ^ controls costs better, too, to offer you far greater value. 

It also controls a broader spectrum of weeds than any other 

preemergent—more than 40 grassy and broad leaf weeds, such as 

oxalis and spurge, in all. Plus, P e n d u l u m comes in granular and 

liquid formulations, and BASF pendimethalin is available on fertilizer 

from Scotts and Helena, for maximum application flexibility. 

With P e n d u l u m , there's just so much more to talk about than 

crabgrass. To learn more about why everyone's talking about 

P e n d u l u m , call 1 -800-545-9525 or visit www.turffocts.com. 

Always read and follow label directions. 

m 

W E DON'T MAKE T H E TURF. W E MAKE IT BETTER. 

BASF 
USE READER SERVICE #1 1 
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The Americutter-14 
is the most reliable 

14" brick and 
masonry saw 
in America. 

Also Available 
20" Block Saw, Cart, Stand, Diamond Blades 
Electrical Motor Options Are Also Available 

FOR F R E E 
B R O C H U R E 

American Brick Saw Company, Inc. 

8 2 5 Seegers Road • Des Plaines, I I 6 0 0 1 6 

Phone: ( 8 0 0 ) 9 8 9 - 9 5 9 3 

Fax: ( 8 4 7 ) 3 9 0 - 0 0 6 0 

www.amer icanbr icksaw.com 

USE READER SERVICE #49 

Shredd ing TruckLoader : 

• The Most Efficient Loading 
Performance 

• Unique Talon ™ Shredding Features 

• Heavy Duty Construction 

• Lowest Noise 

OutdoorWorker.con 
doorWorker.com Outi 
llorker.com OutdaorlA 
0utdoorWorker.com 

Post Your 
J o b O p e n i n g s w i t h 

O u t d o o r W o r k e r . c o m 
Al l Year for o n l y $ 3 5 

In Essence, You are 
Purchasing a "Slot" 

Each Single "S lot" Costs $ 3 5 and 
R e m a i n s On-l ine for 12 M o n t h s ! 

You May Change Your Ad ("Slot") Content 
at Anytime to Reflect Your Current Needs. 

Post a Job for a Laborer Today and 
Change it to a Sales Job Next Week! 

To Get Started 
Simply Visit 

www.outdoorworker.com 
USE READER SERVICE #50 

S H O Blower: 

• Patented Adjustable Air 
Deflector 

• High Performance Design 

• Lighter Weight 

• Pneumatic Tires 
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panic. The company started hiring local 
Hispanic labor six years ago for the land-
scape side of the business because they 
experience less turnover with these em-
ployees and the population of Hispanic 
labor has increased in Indianapolis, pro-
viding the company with an additional 
labor pool to draw from. 

To merge this new culture into the 
business, Floetker took some Spanish 
classes for better communication and 
crew foremen take Hispanic labor out 
for lunch as a morale builder every once 
in awhile. Also, once a month, the com-
pany caters in breakfast to get everyone 
together. Several times during the year, 
the company also has afternoon cook-
outs to promote interaction. 

Additionally, the difficulty of adding 
design/build to the mix was the normal 
separation that formed between lawn care 
and design/build employees. To bring 
people together and boost communication, 
Lawn Pride incorporated more interaction 
into its monthly company meetings. 
Floetker comes up with the ideas each 
month, which range from teaming up 
people from different departments for a 
breakfast biscuit bounce to see who can 
bounce the most biscuits into a large pale 
to coming up with the top 10 reasons why 
clients prefer Lawn Pride services. 

The company has a mission statement 
that comes from its name. L-A-W-N stands 
for Leaving A Winning Name. At a recent 
company meeting after finishing a great 
month, the company decided to ask the 
employees its thoughts on what they think 
P-R-I-D-E should stand for. So, it posted 
the letters up in the office and people wrote 
their ideas underneath each letter. The new 
P-R-I-D-E stands for Personalities, Respect-
ability, Integrity, Determination and Ex-
cellence. "The employees really got into 
this and so we decided to use the most 
popular words employees came up with," 
Andy says. "To us, this new P-R-I-D-E 
means that the employees of Lawn Pride 
are responsibly determined to perform 
with a high level of excellence." [D 

The author is Managing Editor of Lawn & Land-
scape magazine and can be reached at 
nwisniewski@lawnandlandscape.com. 
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To f i n d a d e a l e r near y o u , call us t o l l - f r e e a t 
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Professionals Demand Little Wonder. Shouldn't You?* 
© 2003 Little Wonder Division of Schiller-Pfeiffer. Inc. 
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D e b r i s H a n d l i n g S y s t e m 
from Little Wonder 

W i t h the N E W Shredding Truckler and SHO Blower, 
L i t t le W o n d e r is once again re-def ining the landscape market . 

http://www.americanbricksaw.com
http://www.outdoorworker.com
mailto:nwisniewski@lawnandlandscape.com
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AWARNING 
Don't Bust Your Tail 
Get a John Deere ZTS Excavator instead. Their zero-
tail-swing design lets these nimble compacts rotate 
f"Hy without banging their tails into something. 

0 y o u c a n work with ease around obstacles. Add 
a n y 0 1 t h e m a "y Worksite Pro™ attachments (also 
compatible with John Deere skid steers), and the 
Possibilities are almost endless. For more into or 
a demo, see your John Deere dealer. 
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by Lauren Spiers Every day, David Reminder 

focuses even more on making his 

company everything it can be. 

Starting your own business is hard. 

Starting your own business while you're commut-

ing to college an hour-and-a-half each way, several 

days a week, is harder. 

But David Renninger, president, Village Lawns, 
Kingwood, Texas, did everything he could - including 
change his major - to make his interest in horticulture 
grow into a profitable business. And he's happy to see 
it's paying off. 

"The company started really as away for me to pay 
for college," Renninger remarks, "but once I realized 
my love of the landscape industry and running my own 
company, it really took off. I guess you could say it 
started out of necessity and grew out of a passion." 

Village Lawns 
401 B Northpark Drive 

Kingwood, Texas 77339 

281/354-0970 

GRADUATION DAY. Like many contractors, 
Renninger's introduction to landscaping began by 
mowing lawns as a high school student. As he got 
older, his search for spending money widened and 
ultimately became a real money-making opportunity 
rather than a weekend hobby. 

"As my client base grew and people began asking 
for different jobs to be done, I gradually stepped into 
other types of basic landscape services." Renninger 
comments. "I watched landscape 
companies at work to get an idea of 
how to do installations and learned 
through my own observations." 

At Texas A&M University, ob-
servations turned into hands-on ex-
perience after Renninger changed his major from 
construction management to horticulture. But even 
with knowledge of landscape maintenance and in-
stallation techniques, one question remained: Exactly 
how do you turn a hobby into a small business? 

"On the business side of things, I was kind of 
thrown to the wolves," Renninger admits. Under-
standing the importance of "the bottom line" over 
gross sales and recognizing business liabilities like 
taxes, permits and license fees were a couple of topics 
he hadn't considered. "I didn't really anticipate [these 
issues] in the beginning," he says, "but through trial 
and error and in networking with other companies 
and industry leaders, I've been able to make up for 
what business experience I lacked." 

With this help, Renninger is now the watching 
Village Lawns grow by leaps and bounds. "Last year 
we experienced a 40-percent increase in sales from 
$320,000 in 2001 to $450,000 in 2002," he raves. That 
jump in size left the company temporarily short-
handed and required hiring a few extra employees, 
but it didn't deter Renninger from reaching for even 

(continued on page 56) 

David Renninger grew his company as a student at Texas A&M University 
and prides himself on his horticulture knowledge. Photo: Village Lawns 
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Face your future with CONFIDENCE 

RIDE-ON 
U LT1RA 

SPREADER SPRAYER 

C O N F I D E N C E I N T H E M A C H I N E 

Proven over 8 years by thousands o f Lawn Care Professionals, just like you, and enhanced with new features 
that make it so U L T R A - s i m p l e , U L T R A - e a s y , and U L T R A - r e l i a b l e , it 's virtually perfect. 

C O N F I D E N C E IN T H E C O M P A N Y BEHIND IT 

Whether you buy direct from Perma-Green Supreme, your local L E S C O Service Center , or one o f our 
other fine dealers nationwide, you'll have access to Perma-Green Supreme's legendary customer support and 
over $500,000 Nex t -Day Air parts inventory. 

USE READER SERVICE #52 

Man/ we're getting good at this! 
Q S Call for a F R E E InfoPak , « « 

O O O . 3 4 D . 2 O O I or local demonstration f l O t l S p T C 2 L C I C T X O t i l 
^ site near you 
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bigger goals. "This year we're expecting to 
reach $600,000/' he remarks. That being the 
case, Renninger is well on his way to meeting 
his goal of having a $2-million company in the 
next eight years. 

ONWARD & UPWARD. Upon reaching 
his $2-million goal, Renninger plans to hold 

off business growth in order to increase 
efficiencies and turn Village Lawns into a 
"well-oiled machine." To get to that point 
though, he already recognizes some aspects 
of the business that he will have to adjust. 

"I feel it's important to shift my sales 
focus from residential to commercial," he 
notes. "One of our problems is dealing with 

so many residential clients and their requests, 
scheduling them and executing everything 
in a timely manner - it's challenging." 

Because residential landscaping is some-
thing Renninger and his employees enjoy 
most, their intent is to alter sales on the 
maintenance side of the business instead, 
focusing on commercial accounts to mini-
mize the number of client contacts they 
handle. "By having fewer people to answer 
to, I feel like we will be able to provide better 
service and manage these accounts better 
than residential," he says. 

Specializing employees is another prac-
tice Renninger has in place to help the com-
pany run at peak efficiency. "I've hired ad-
ditional people and making sure their re-
sponsibilities are specialized is a big part of 
the process," he explains. "I have a right-
hand man who focuses on certain requests 
in sales, for example. His position has him in 
charge of irrigation, drainage and lighting 
and I handle everything that revolves around 
maintenance and landscaping. We're trying 
to focus our energies on certain tasks. 

As the company grows, Renninger in-
tends to have employees focus on more spe-
cific tasks. For instance, one person would 
handle irrigation, one person would deal 
strictly with landscape, one person would 
deal with all maintenance matters, so the 
management level would grow along with 
sales. As certain service segments grow, 
Renninger will delegate responsibilities to 
employees with the most potential. For ex-
ample, if landscape lighting gains popular-
ity, he will likely entrust the management of 
that segment to an employee who has proven 
him or herself in that area in the past. 

As the company grows though, 
Renninger also recognizes the need to nail 
down certain operations details to keep cur-
rent and future employees on the same page. 
For instance, he explains, "we have a hand-

(continued on page 58) 
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Your Extended 
Renovation Family 

You need people who understand renovation equipment. That's why Turfco created Turfco Direct, 
so we can share more than 140 years of combined experience...directly with you. 

Order Direct. Buying direct from us gets you the latest 
equipment at prices you can afford. We'll work with you to 
help choose the right equipment for your needs. 1 
Service Direct. Downtime costs you money. Call us right 
away with service or technical problems-we'll get you up 
and running. Reach us in person or access our service center 
via our website. 

Shipping Direct. The last thing we want is for you to wait around for 
equipment or parts. Equipment orders are shipped within 48 hours. 
And parts ordered by 2 pm are shipped the same day direct to you. 
You can even order parts 24 hours a day online. 

Turfco Direct—the Direct answer to your renovation needs. 
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Village Lawns' team members specialize in 
different business areas, promoting efficiency 
throughout the company. Photo: Village Lawns 
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As a Buyer of Green & Hard Goods, What If You Could h 
fc. Save t ime sourc ing mater ia ls 

* Have access to over 1 7 5 , 0 0 0 
p lant l ine items 

i Search the "G reen Pages" - a 
complete phone book of industry 
buyers a n d sellers 

* Submit Request for Quotes 
"RFQ's" to hundreds of suppl iers 
w i thou t f ax ing o r ca l l ing 

i Send purchase orders to you r 
favor i te su ppl iers on l ine , any t ime 
d a y a r n ight 

* Purchase products o r request 
in fo rmat ion f rom manufacturers, 
distributors & resellers for all the 
other non-plant products you need 

* Qu i ck l y cost jobs a n d create 
estimates 

G f c f e z ? (um^ufim©^ q o o ^ ^ © ^ fee? GODODD 

Gft]© [poio© ©i? (3 ©SK§CQ csJa^TO 

As a reader of Lawn & Landscape, you are eligible for allied products, information, industry news and 
a preferred membership to PlantFind, which includes technology you require to run your business. The best 
all the tools PlantFind has to offer. Join thousands of part is that PlantFind NEVER charges commissions, 
businesses already online and find the plant goods, set-up fees or percentages. 

So easy to use, you won
f

t need a green thumb to grow your business« 
USE READER SERVICE #54 

partners with 

l l É l f l W 
Next Generation Business Solutions 1-877-473-3363 

www.plantfind.com 

http://www.plantfind.com


Why 
Weisburger 
Insurance? 

Owner 
Second Nature Lawn Care 

/

n business these days, it's hard to find com-

panies who carry through on the promises 

they make. WeisburgerGreen always delivers 

what they've promised - promptly and profes-

sionally. As a result of the quality service I've 

received, I've referred colleagues to Weisburger, 

and I've seen that no matter the size of the 

company, each and every customer is important 

to them. 
- Wade Walden 

Owner, Second Nature Lawn Care 

WEIS^RGERGreen 

5 Waller Avenue 
W h i t e Plains, NY 1 0 6 0 1 

Tel ( 9 1 4 ) 4 2 8 - 2 9 2 9 • Fax ( 9 1 4 ) 4 2 8 - 0 9 4 3 
Toll Free ( 8 0 0 ) 4 3 1 - 2 7 9 4 

F a x - o n - D e m a n d ( 8 0 0 ) ASK-WEIS 
E-mai l : i n f o @ w e i s h u r g e r . c o m 

www.weisburger.com 
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book, but it's not always enforced. I need to be a little stricter with 
employees and not so lenient and forgiving. We've learned from 
other companies to treat the handbook like a contract and have 
employees sign a page in the handbook to keep on file. From there, 
we have to have a three-strikes-and-you're-out system in place." 

Renninger has already reached some goals that let him know he's 
on the right track for running his business. "The accomplishments 
I'm proud of aren't always visible to anyone," he explains. "They're 
along the lines of establishing good credit, being approved for a loan 
if I need one, and just getting respect from within the industry. 

"Every day is new and I'm always making changes to the com-
pany and my plans," he expresses. "I talk about this $2-million mark 
or even the $l-million mark and if I reach that, right now the plan is 
to stay at that level and fine-tune everything. But when I get there, I 
may want to see the $10-million mark and keep reaching for bigger 
and better goals. That's just the kind of person I am." |Q 

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

Digital technology makes staying in touch easier by the 
day, but email and cell phones will never fully replace 

good ol' handwritten communication. David Renninger, president, 
Village Lawns, Kingwood, Texas, understands this and uses two 
creative business forms to help his clients get their thoughts and 
ideas down on paper. 

On initial visits to potential design/build clients, Renninger uses 
a design pad to sketch out landscaping ideas on the spot. The 8V2 -

by-11-inch carbon-copy form displays the company's logo as well as 
a disclaimer reminding clients that the hand-drawn designs are 
property of Village Lawns and can't be copied without permission. 

"I may spend 30 minutes to an hour working on a design, but by 
creating it on-the-spot, I can also provide my client with a bid right 
away," Renninger expresses. "It really eliminates the backlog of es-
timates that can occur if I went back to my office every time to put 
a design together. Also, most people are visual thinkers so these on-
the-spot designs give them an image to look over in tandem with 
considering the bid." 

Renninger also uses the tried and true customer survey approach 
to gain feedback from his clients. "We've been sending the surveys 
out twice per year, but I'd like to step that up to quarterly," he 
muses. "I like to allow people to tell me about their problems even 
so I find out about them before they build into something big." 

These satisfaction surveys allow clients to give their opinions on 
three primary areas of service - maintenance, landscaping and busi-
ness practices. 

To see what types of questions the surveys include or get a 
closer look at the Village Lawns design pad, visit the Business 
Forms section of www.lawnandlandscape.com. - Lauren Spiers 

Form-al Introductions 
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by Kristen Hampshire 

When weather 

puts the brakes 

on mowing 

crews with back-

up plans can fill 

schedules with 

productive 

projects saved 

for rainy days. 

In a perfcct world, grass grows during drought, cli-

ents never complain and crew members don't miss a 

day of work. "In a perfect world, it would rain during 

the night and on Sunday," adds Steve Rak, vice 

president, Southwest Landscape Management, Co-

lumbia Station, Ohio. 

But the world isn't perfect, and the weather is far 
from predictable. When conditions keep mowing 
crews from cruising their maintenance routes, land-
scape contractors must flip-flop field work, scramble 
schedules and revert to Plan B. "It's tough," Rak 
admits. "I lose sleep over [rainy days]. If I wake up in 
the middle of the night and I hear rain on the roof, I 
think, 'What are we going to do?'" 

Whether crews stay indoors and catch up on 
shop chores or suit up in rain gear and raise their 
mower decks to cut properties, contractors with 
back-up plans, rainy-day to-do lists and schedul-
ing smarts will cut through no-mow days without 
trimming productivity. 

MOW OR NO-GO? Rak is a self-described weather 
addict. He listens to reports and considers how condi-
tions will affect the next day's maintenance schedule. 
Light rain won't keep crews indoors, but thunderstorms 
and lightning are a different story, he comments. 

"First and foremost, if it's a safety issue, we won't 
go out," Rak says, adding that he sits down with his 
foremen every morning during a meeting, which is 
when the team decides how to handle inclimate 
weather and mowing conditions. "We will priori-
tize the areas, and we might do open fields or back 
areas [if it is drizzling]. We'll work until we can't work 
anymore. We have to go out and do what we can do." 

Judgment calls from foremen are crucial when 
determining whether to reschedule or roll out the 
mowers, points out Milton Ninde, director of opera-
tions, Clippers, Chantilly, Va. "We put a lot of empow-
erment in our foremen coaches," he remarks. "We 
leave the decision to mow up to them, and it really 
depends on the type of property that is scheduled." 

Crews push-mow some areas that are flat, so these 
expanses don't require special attention during poor 

(continued on page 64) 

6 2 JULY 2003 www.lawnandlandscape.com LAWN & LANDSCAPE 

http://www.lawnandlandscape.com


v- • 

c l / n c o n t i H > / / a f } / e l o e e t l s 

can A t Y / ^ / o f t / * i m a g e . 

Image" 70 DG herbicide provides And now, Image" 70 DG comes in a 
powerful postemergent control of more t Sh teedye n e w dispersible granule formulation 
than 30 previously uncontrollable for ultimate performance and 

7/ tilt OfUOfi 

weeds* It actually starves targeted convenience. For more information, 
winter and summer weeds to death. &neen f/{<y//i/u/(i can 1-800-545-9525, or visit 
Yet Image" 70 DG is tolerant to most idof/ttnoeetf wm/.turffacts.com. Always read and 
established warm-season grasses as follow label directions, 
well as many landscape ornamentals 
and ground covers. 

f / m t i c j e A i f l s 

u n c o n t i H M a f j / e loeecls, 

70 DG herbic ide 



(continued from page 62) 

conditions. And some small properties still 
can be serviced during soggy days, Ninde 
notes. He and his coaches stick to the "safety 
first" rule of thumb, also determining if 
mowing will make a mess - grass clumps 
and muddy wheel tracks, for example. "Mow-
ing can damage the lawn and leave some ruts 
if the property doesn't have good drainage," 

he says, pointing out times when foremen 
skip scheduled accounts. 

Since his coaches know properties best, 
Ninde trusts their instincts. 

"We put a lot of trust in our guys in the 
field, he reiterates. "They can say, 'I can get 
this property cut and keep us on a schedule 
and we won't lose time. It might take more 
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time, but I can do a nice job.' Or, they will 
say, 'I can't go out to this property. There are 
too many hills and it will be a mess.'" 

Besides safety and soggy turf, contractors 
also must weigh the week's work against the 
day's productivity potential. In other words, 
if conditions keep crews from mowing prop-
erties, is it better to send some workers to 
care for detail work like weeding and prun-
ing, or is it better to reduce man-hours and 
make up the maintenance on a different day? 
"Budgeted hours and accountability go into 
[the decision,]" Ninde says. "There is a bal-
ance between what we have on our sched-
ules vs. whether it is financially prudent to 
send out guys to do a job." 

Ninde might cut down labor staff, send a 
couple workers to a commercial account to 
manage detail maintenance and save mow-
ing for better conditions. If he can't realize 
maximum productivity on a job, he figures 
out how many crewmembers can finish tasks 
efficiently, then he adjusts the schedule. 

"The biggest thing is that [the decision to 
mow] really is a balance," Ninde sums up. 

TO-DO LIST. Missed mowing days don't 
always strand crewmembers at home base -
Stephen Chapman hasn't skipped a day in 
the field yet this season. After all, rain days 
aren't vacation days. "Maintaining your 
schedule and customers' expectations is key," 
notes the operations manager for KCS Land-
scape Management, Falls Church, Va. "Our 
policy is to show up and try to work. And 
many days, we break out raincoats to mow." 

Chapman's six-day workweek allows for 
five mowing days and one enhancement day, 
or what he calls "flexible work." When con-
ditions prohibit crews from revving up the 
mowers, he simply adjusts the schedule, he 
says, explaining that he raises mower decks 
from 2>Vi inches to 4 or 4Vi inches so damp 
grass will not clog mowers. As long as mow-
ers don't leave tracks on the turf, his crews 
don't miss a beat. 

This doesn't mean Chapman will run 
machines in swamp-like situations. "If we've 
had an inch of rain we wait it out, and if the 
guys are going to be unproductive, it's best 
for them to go home and we'll spend time 
catching up on another day," he reasons. 
"But seldom do we get rain where the guys 
will miss a solid day." 

(continued on page 66) 
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If Chapman predicts worsening condi-
tions in the afternoon, he plans accordingly 
by pushing out crews earlier. "We might say, 
'Don't worry about weed pulling, just get the 
bulk of the grass cut,'" he describes. "We can 
edge every other week, but we do what we 
can to keep up with the mowing. 

"With a seasonal workforce, our guys 
want to work regardless, and we'll always 
find something for them to do," he adds. 

Rak tends to the small stuff when weather 
conditions prohibit mowing. His crews trim 
shrubs, conduct spring cleanups and even 
mulch in the rain, but Rak identifies a cut-off 
point when even enhancement tasks turn 
into a mess. "If you leave the property messy, 
customers will get upset, and we try not to let 
that happen," he says. 

Ninde also sticks to his schedule for small 
installation projects like planting, he says, 
and since his crews are cross-trained, he can 
assign maintenance crewmembers to these 
jobs without extra training. This flexibility 

Crewmembers at Clippers don't 
twiddle their thumbs when 

weather conditions prohibit mowing. 
They simply check a to-do list of 
projects saved for rainy days. 

A "sidebar" next to the schedule 
board contains a list of tasks, and 
employees add items to this list during 
the week, explains Milton Ninde, 
operations manager at the Chantilly, 
Va.-based company. "If something needs 
to be done but it isn't pressing, we write 

it on the list," he explains, adding that this is 
especially helpful when workers want hours, 
but don't want to waste time on "busy work." 

Some items might include picking up parts 
for mechanics, cleaning trucks, organizing 
equipment, obtaining supplies for scheduled 
projects, scouting properties or tending to 
preventive maintenance, Ninde says. 

"Once the rain stops, we've lost a day 
of productivity, so we want the shop to be 
organized," Ninde reasons. 
- Kristen Hampshire 

Save it for a 
Rainy Day 

eases scheduling concerns later, when main-
tenance crews are playing catch-up with 
their mowing accounts. "This is the time 
when [cross-training] is a bonus, because I 
can shift some of the guys," he notes. 

And, again, workers still can clock hours 
on the job, adds Shawn Williamson, presi-

dent, Cutting Edge, Granbury, Texas. "If 
employees are cross-trained, then the mow-
ing guys can do hedges and get in their hours 
and still make us a profit and, ultimately, 
make customers happy," he reasons. "It also 
helps for future days when it is not raining. 

(continued on page 68) 
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Then, it frees up the guys to mow, pull the 
weeds and go." 

When stormy days spell danger for mow-
ing, Williamson's crews might tackle an-
other outdoor job that doesn't require ma-
chinery. "For every crew, I have a backup 
plan," he notes. "We handle every facet of the 
landscape, so if irrigation technicians can't do 
their jobs because of rain, we have tree jobs, 
brush pickup jobs, construction cleanup -
there are other things to do to keep on go-
ing," he adds. 

Even when conditions keep crews in-
doors, Williamson doesn't waste time - these 
off-days can be a blessing in disguise, he points 
out. He recalled a week of rain that kept crews 
indoors counting blades, nuts and bolts. 

"We did a total inventory check," he 
describes. "We got the shop organized. If 
we didn't have those rainy days, I'd have 
to have days when I didn't work in the 
field to do that so I would know where 
everything is." 

Besides cleaning shop, missed mowing 
days offer training opportunities, as well, 
Ninde notes. He might visit properties and 
review progress with foremen or sit down 
with crews and discuss in-field issues that 
crop up frequently. "I may say to a person 
running a job, 'Let's go out and grab some 
lunch. Give me your paperwork and let's 
review where you're at and your game 
plan/" he says. 

Busy in-season schedules often don't al-
low for one-on-one attention, and the indi-
vidual training Ninde can devote to fore-
men on days when mowing slows down 
ultimately improves productivity, he says. 

In addition, foremen can devise produc-
tive plans for making up missed jobs. "They 
can use the day to get organized for what 
will be a pressed week," Ninde remarks. 

BACK ON TRACK. One day without mow-
ing is a reprieve - several in a row, now 
that's the tough part, Rak relates. "That's 

"There is a balance 
between what we have 

on our schedules 

ws. whether it is financially 

prudent to send out guys 

to do a job. " - Milton Ninde 

when you really have to play catch-up and 
the biggest challenge is preparation," he says. 
"I am a schedule fanatic, so I will look at my 
accounts and crews, and try to make things fit." 

Furthermore, contractors who overbook 
mowing routes in the first place might find 
this "fit" is more of a tight squeeze. Too many 
accounts and too little time turns into unfin-
ished jobs and unhappy customers when crews 
can't mow. "Try not to over-schedule yourself 
- and that can be hard because we all want the 
work," Rak admits. 

Nevertheless, Chapman agrees that re-
scheduling maintenance work requires some 

(continued on page 72) 
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CAN USE... 

Iawnandlandscape.com 

T h e L a w n & L a n d s c a p e M e d i a G r o u p p r i d e s i tsel f o n 
p r o v i d i n g t h e m o s t c o m p r e h e n s i v e n e w s c o v e r a g e of 
t h e l a w n a n d l a n d s c a p e i n d u s t r y . In f a c t , w e ' r e t h e o n l y 

c o m m u n i c a t i o n s p r o v i d e r 
t h a t h a s a fu l ly d e d i c a t e d 
I n t e r n e t e d i t o r t h a t c o v e r s 

l a t e - b r e a k i n g i n d u s t r y n e w s as it happens. In a d d i t i o n , 
L a w n & L a n d s c a p e O n l i n e p r o v i d e s " b o n u s " c o v e r a g e of 
a w i d e r a n g e of b u s i n e s s a n d t e c h n i c a l t o p i c s of i n t e r e s t 
t o p r o f e s s i o n a l c o n t r a c t o r s . J u s t l o o k fo r t h e " F o r M o r e 
I n f o r m a t i o n " b o x e s o r t h e " W e b B u t t o n s " t h r o u g h o u t 
Lawn & Landscape m a g a z i n e f e a t u r i n g t h e s i t e a d -
d r e s s e s of m a n u f a c t u r e r s , d i s t r i b u t o r s a n d o t h e r s 
a f f i l i a t e d w i t h t h e i n d u s t r y . T h i s f u l l - m a r k e t n e w s 
c o v e r a g e is o n l y a v a i l a b l e f r o m 
w w w . l a w n a n d l a n d s c a p e . c o m . 

www.spyker.com 

n / u / r nunonrn 
UkÀÌl. UllUi I t #» 
The World's Fastest Lawn Mower 

www.dixiechopper.com 

www.gmc.com 

www.realgreen.com 

E Q U I P M E N T 

www.gosng.com 

Integrated 
B i o C o n t r o l 
Systems, Inc . 

www.goodbug-shop.com 

J O H N D E E R E 
www.johndeere.com 

m 
P e t e r s o n P a c i f i c C o r p . 

www.petersonpacific.com 

VALENT : 

L A N D S C A P E N E T W O R K 

www.symbiot.biz www.valentpro.com 

H L F3» /Ö>VP= ì_s 

www.trainingwithvideos.com www.gravely.com 

www.mulchmule.com 

EdgePro' 
Paver Restraint 

www.dimexcorp.com 

www.isuzucv.com 

% 
www.lilbubba.com 

A . k é J exited 
L j l A A f f i f l ^ T T \ T Horticultural Suppl 
^ ^ ' ' • ^ • w P R O F E S S O * 1AL TUOF PROOUCT 

www.glenmac.com 

Supply 
PROFESSIONAL TURF PROOUCTS 

www.uhsonline.com 
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www.lawnandlandscape.com 
PRO SOURCE E 

www.clip.com 

I 

www.prosourceone.com www.asvi.com 

WALKERi^MOWERS 

www.walkermowers.com www.ariens.com 

w É n f * s ^ I drafix.com 
c m c v c m t u d d o i c h q * * * ' 1 1 9 % > • > • < www.amleo.com 

NORTH 
AMERICAN 

GREEN" 

www.nagreen.com 

FOLEY ENTERPRISES 

www.ioleyenterprises.nel 

Lebanon 
www.dratix.com 

/waugeV nfe. 

www.mauget.com www.exmark.com 

TEXTRON 
Brouwer Division of Textron Inc. 

www.brouwerturt.com 

R a i n U B W D 

www.reist.on.ca 

: ride-onspreader.com 
Perma-Green Supreme, Inc. 

800.346.2001 

www.ride-onspreader.com 

www.rainbird.com 

(yjHusqvarna 
www.husqvarna.com 

www.ez-gate.com 

www.commtruck.tord.com 

syngenta 
www.syngentaprotessionalproducts.com 

Bayer 
www.bayerprocentral.com 

www.lebturt.com 

www.mge-dairon.com 

A^ocet 
www.alocet.com 

J r c o m t a m m 
www.jrcoinc.com www.earthandturt.com 

Kawasaki FiNN 
www.kawpowr.com 

M£iverdale 
M m , I Sufnrm (¿mpamy GOLF, TURF & SPECIALTY PRODUCTS 

TEXTRON 
www.riverdalecc.com 

Turf Gold Software 

www.turttree.com 

www.textron.com 

Z 
SPRAY 

www.z-spray.com 

CORPORATION 

www.tinncorp.com 

| Triple D 
' Enterprises 

www.tripled-enterprises.com 

new leadsUR 
www.newleadsusa.com 

KISÄIR 
c V ^ 

WEISftTJRGERGrccn 
/HAWMMCC 

www.weisburger.com 

www.ferrisindustries.com 

STIHiC 
www.stihl.com 

U N I C O 

www.unicospray.com 

lighting he. •» ' v 

www.cascadelighting.com 

I ) o w A g n x S c i e n c e s 

www.dowagro.comAurt 

HUSTLER 
Turf Equipment 

www.excelhustler.com 

n p b l / c r 
ennpf K « Ç ^ T 

An Employee-Owned Company 

www.weedalert.com 

Swiss 
Precision 
Enterprises a" shindaiwa 

www.swissprecision.net www.koisbrothers.com www.visualimpactimaging.com www.shindaiwa.com 

' j & S J a i & i r Y B Z O O , K E i 

w w w . w e e d - m a n . c o m w w w . e a r t h a n d t u r t . c o m w w w . y a z o o k e e s . c o m 

COMMERCIAL MOWERS 

www.scag.com www.turttacts.com 
£ Hp re s s ff/ower 

www.expressblower.com 

www.lawnandlandscape.com 

HQRTICOPIA* 
www.horticopia.com 

TECHNOLOGIES 

www.adkad.com 

R WILLS 1 L< ut<;oJ 

www.wellscargo.com 

chipco 
Professional Products 

www.bayerprocentral.com 
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(continued from page 68) 

juggling, and getting back on schedule is the 
greatest challenge, he notes. "The biggest 1 
problem with [days you can't mow] is the ^ 
uptime after the downtime," he remarks. i 

And more work means more overtime. < 
Chapman budgets for this labor expense but, 
still, too many extra hours of makeup work i 
can pinch the bottom line. < 

Some contractors reserve Saturdays to 
make up missed work, and others, like 
Williamson, assign mowing work to enhance-
ment crews once weather clears so mowing 
crews can proceed with scheduled properties. 

Ninde might bump his seven-day cutting 
rotation to a nine-day schedule. "It depends 
on the time of year," he says, adding that it is 

easier to rearrange schedules in the fall when 
grass grows more slowly. 

The key to rescheduling is communicat-
ing with customers, Ninde emphasizes. For 
example, Saturday mowing days might not 
appeal to apartment complexes, where ten-
ants expect quiet weekend mornings. 

In this case, crews might move an office 
complex to Saturday and take care of the apart-
ment complex during the week. "That way, no 
one gets disturbed and we can have some 
efficiency on that missed day," Ninde figures. 

Rak's crews visit accounts on the same day 
each week, so rain days might push back the 
schedule a couple days. He motivates employ-
ees to work extra hours in the evenings to make 
up the work. "I will coax the guys into work-
ing a 12-hour day just to get things done," he 
says. "I'll say, 'Let's get psyched up! You had 
two rain days where you got to leave early. 
Let's get back on schedule/" 

Rak knows which customers tend to be 
concerned with schedule changes, and he is 
careful to contact this group when crew mem-
bers can't mow. 

Williamson keeps a list of sensitive cli-
ents and also includes details in his contract 
so customers understand the company pro-
cedure. "We don't work on Sundays, and if 
the rain day falls on a Sunday we bypass that 
week," he explains. "I make that specific on 
the contract. I tell customers if it rains on a 
Friday or a Saturday, we can't enter their 
gated communities on Sundays, so I will let 
them know when they will be rescheduled." 

Since many of Ninde's commercial cli-
ents expect weekly visits, even if crews can't 
mow, someone from Clippers stops in just to > 
"make an appearance," he says. "We know 
there are things that need to be done and we 
will be hustling the next couple of days, so 
we take time when we can't mow to do some 
of fine-tuning work," he explains. 

And a little "hustle" isn't always a bad 
thing, Ninde remarks. Unpredictability is 
the nature of the business, and as long as 
contractors can fill no-mow days with pro-
ductive side work, rain isn't so gloomy for 
operations. "That's what makes the job fun -
otherwise it would be boring and anyone 
could do it," he says. CO 

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

LAWN & LANDSCAPE 

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

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

Experience 
the tough-flex 
difference. 

We certify that this is an actual photograph and that the tanks 
I were not altered in any way to produce this picture. 
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The 
Intelligent 

Use of Water 
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Water. Its what keeps the world 

alive. As the world s largest manu 

facturer of irrigation products, we 

believe it is our responsibility to 

develop technologies that use 

water efficiently. Over the past 

seven decades, our pioneering 

efforts have resulted in more than 

130 patents. From central control 

systems and automatic shut-off 

devices to pressure regulating 

components and low volume drip 

irrigation, Rain Bird designs 

products that use water wisely. 

And our commitment extends 

beyond products to education, 

training and services for our 

industry and our communities. 

The need to conserve water has 

never been greater. We want to 

do even more, and with your help, 

we can. Visit www.rainbird.com 

for more information about 

The Intelligent Use of Water." 
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R a i n ^ B I R D 
www.rainbird.com 

© 2003 Rain Bird Corporation 
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L A I U J J 
by Lauren Spiers 

Choosing the right pump for an 

irrigation job keeps pressure 

and flow running smoothly. 

When Kobe Bryant steps onto the court, Lakers fans go crazy. A powerful figure, Bryant exerts 

every ounce of his basketball prowess each time he competes in a game. The ball becomes an 

extension of his arm that almost can't miss the net as it so gracefully arches through the air. 

But, somehow, that magic moment would vanish if the ball came to a hard thud beneath the 
basket without so much as rolling away. Obviously, Kobe can't dribble a flat basketball but 
pumping up the ball and inflating it to just the right pressure keeps him in the zone. 

Irrigation contractors have their own "zones" to worry about and pressure is important in that 
respect as well. On properties where an irrigation design has several zones over a wide area, 
ensuring that each foot of pipe carries the right water pressure and flow is essential. Sometimes 
a boost of power from an irrigation pump is necessary to achieve the proper results. 

Irrigation pumps 

can range in size 

and horsepower 

with smaller mod-

els for residential 

projects and giant 

pump systems like 

these for munici-

palities and larger 

properties. Photos: 

Flowtronex 

PUMP PROPERTIES. When the pressure provided by an existing water source is too low to 
effectively run a sprinkler system, installing a pump can solve the problem. 

"A pump speeds up that water flow," comments Gail Mueller, general manager, Munro 
Pump, Grand Junction, Colo. 
"There's pressure built up and the 
water is going to look for the least 
amount of resistance. In irrigation 
systems, that's the sprinkler heads, 
so the heads pop up and provide a 
place for that water to go." 

"Pumps are engineered to deliver 
water at the desired pressure over 
the entire range of flows created by 
the irrigation system," adds Joe 
Sciole, national sales manager, 
Flowtronex, Dallas, Texas. "The flow 
for any particular zone or combina-
tion of zones in an irrigation system 
can be significantly different depend-
ing on the design criteria. The better 

Choosing the correct irrigation pump requires accounting for pressure loss due to pump control systems can react to 
friction and changes in elevation on hilly properties. (continued on page 76) 
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Looking For Benefits You 
Can Take To The Bank? 

Here's How Hunter Modular Controllers Pay Off 

Less Inventory You're ready for any job with Hunter 
modular controllers. Just carry a base unit, plus a supply 
of modules for all projects from 3 to 48 stations. 
No need for multiple models and sizes! 

Lower Costs Why install a controller that's too big 
for the job? Simply slide in the modules and expand 
the controller to the exact number of stations needed. 

Speed-Up Installations 
All Hunter modular 
controllers work the same 
way - and with easy dial 
programming, crew 
training is a breeze. 

Homeowner-Friendly Spend less time on callbacks. 
Non-volatile memory retains the program in all power 
outages. Self-diagnostics pinpoint zone problems. 
Just replace individual modules, not the controller. 

Remote Control Compatible Run system checks, 
winterize or flush lines without making trips to the 
controller. ICR remote with two-mile range is a major 
time-saver and works with all 
Hunter modular controllers. 

Add Up the Advantages 
Learn more about Hunter control-
lers at your local distributor - and Huntcr Pro"c now expands 

from 3 to 15 stations with new 
ensure a more successful season. Easy Lock™ module system. 

Hunter 
The Irrigation Innovators 

Call for a copy of the Controller 
Comparison Kit: 800-733-2823. 
www.Hunterlndustries.com 
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(continued from page 74) 

varying flow demand and deliver a constant 
pressure. This helps ensure that each sprin-
kler head delivers the proper or designed 
precipitation rate." 

Because of issues like site elevation and 
pressure loss due to friction, sizeable irrigation 
jobs can benefit from one of the three basic 
types of pumps available to contractors. 

When the main water source is a well 
or lake, vertical turbine pumps are usually 
the best bet, since their configuration al-
lows them to pull water up through a pipe 
to feed a ground-level application. For 
situations where flooding is a concern or 
where above-ground pumps are prohib-
ited, submersible pumps installed entirely 

Water is precious. So without truly efficient irrigation solutions, you are actually pouring 
money down the drain. 

Our easily-installed products will change all that. Just as they've been doing for 
savings-conscious customers around the world for more than a quarter-century. 

Whether for domestic or agricultural use, our irrigation innovations — Flow Controls, 
Pressure Regulators, Hose Vacuum Breakers, Drip Manifold System and Accessories 
— deliver so many ways to save you two limited resources: precious water and money. 

Visit our website to see all of our USA-made, state-of-the-art products. And discover 
answers to the most Frequently Asked Questions. All at www.hendricksonbros.com 

Or simply call us today at (909) 737-6822 for full information. 

: : : : : a t H E N D R i C K S O N 
B R O S . 
2931 Rimpau Ave. Corona, CA 92881 

making Euery Precious Drop Count. Since 1976. 
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underwater may be the top choice. 
The most popular type of pump used in 

landscape irrigation though, is the centrifu-
gal or horizontal end suction pump. Accord-
ing to Mike Higgins, golf/turf sales repre-
sentative, Grand Junction Pipe & Supply, 
Grand Junction, Colo., their efficiency, ease 
of use and reasonable cost, make centrifugal 
pumps a solid bet for contractors. This pump 
type has two subcategoriesto choose from: 
Self-priming and non-self priming. 

"Priming a pump is the act of creating 
a near vacuum in the pipe going from the 
water source to the pump - this is called 
the suction pipe," Higgins explains. "This 
is done by filling the suction pipe with 
water, which pushes the air out and re-
duces the atmospheric pressure inside the 
suction pipe to a point where the pressure 
outside the pump is higher and forces the 
water up inside the suction pipe." 

To clarify, both Higgins and Mueller 
equate the process to sucking water up a 
straw and then holding the end of the straw 
with your finger. "Once the straw is full, as 
long as you don't move your finger, you're 
fine," Mueller comments. "But once you 
move your finger, you lose your prime." 

Self-priming pumps have enough power 
to pull water in and hold their prime be-
tween uses, whereas non-self priming pumps 
depend on gravity to keep water in the cham-
bers. "You always want the water source 
higher than the pump so the water will keep 
running to the pump as it pushes the water 
through." Mueller adds. 

IRRIGATION SPECS. To choosing the 
right pump, manufacturers and suppliers 
agree that there are several details contrac-
tors must consider. 

"Selecting a pump is a matter of pulling 
together all the pumping requirements for 
the irrigations system," Higgins says. "First, 
you need to know how much water you 
want to pump in gallons per minute (gpm). 
The largest zone on the your system gives 
you this number, and then I like to add a 
'fudge factor' of 20 percent. To come up with 
the flow requirments, I multiply the gpm 
needed for the largest zone by 1.2." 

Higgins' reasoning for this practice comes 
from trying to avoid an irrigation event 
known as cavitation. In an automatic system, 

(continued on page 78) 

LAWN & LANDSCAPE 

http://www.hendricksonbros.com


Don't lose your 0 ABSOLUTE 
FAILURE OF 
SCHEDULE 40 PIPE 

If this happens 
to you.... 
PROTECT YOUR 
INVESTMENT BIEORE 
PIPE AND POMP 
DAMAGE OCCDRS 

^ r ® 
«òmart BOX The 

i The Intelligent Way to Protect Ybur Pump• 

The Smart BOX "T", by Munro, 
already known as 'The Intelligent Way 
to Protect Your Pump", just graduated 
to a higher degree- <VJjK® to be exact! 

Imagine installing a sprinkler system 
and walking away, knowing it is 
completely... 

PROTECTED FROM 
DEAD HEAD 

The Smart B O X monitors the temperature 
created in a pump during dead head and shuts it 
down ~ protecting the pump and the pipe work. 

PROTECTED FROM LOSS OF 
SOURCE WATER 

The Smart B O X T . monitors the discharge 
pressure of the pump and shuts it down if source 
water is obstructed or unavailable. 

PROTECTED 

PROTECTED 

FROM ACCIDENTAL 
ELECTRIC SHOCK 

The Sensing Units used in the Smart B O X T . by 
Munro carry a 24V current at the pump ~ not high 
enough to cause harm to people or pets. 

FROM NON-WATERED 
LANDSCAPING 

Should the Smart B O X T . shut down the system for any 
reason, a domestic valve can be activated to pull water from an 
alternate source, for example ~ city water. This option is regulated 
by backflow laws in some areas ~ please check local regulations. 

For information on the full line of Munro Pump Protection Systems, 
call for the Munro distributor nearest you! 

Û M f D f f © 800-942-4270 
a a a All IP-A 1 - r . m i i i r F A X : 970-263-2277 M A N U F A C T U R I N G E-MAIL: gail@munropump.com 

M U N R O C O M P A N Y 

USE READER SERVICE #80 fl* 
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(continued from page 76) (continued on page 80) 

c reated by pump manufacturers for each model they 
produce, pump curves identify the right size pump for a 

given irrigation job. To use this 
chart, contractors must first 
determine their irrigation system's 
required flow in gallons per minute 
(gpm) and required pressure in 
feet of head. 

On this chart, the red curves 
represent the impeller size and 
the green lines highlight the 
pump's horsepower. To use the 
curve, find your required 
pressure on the vertical axis and 
follow that line over until it 
meets the vertical line identify-
ing your necessary gpm. Mark 
this intersection and use the 

160 
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6.<X in. dii Ì. 
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HP 4 in .dia. 

• 3h 

i HP 4 in .dia. 

2HF • 3h 

i HP 

2HF • 3h ip 

0 20 40 60 80 
gallons 

impeller and horsepower marks just above that point to 
determine the best pump configuration. 

For example, if your requirements 
are 80 feet of head and 80 gpm, find 
the intersection on the chart and 
mark that point. The point is above 
the green 2-horsepower line so that 
size motor won't work - a 3-
horsepower motor is necessary. Also, 
looking at the red curves, these 
requirements determine that a 5-inch 
impeller is the minimum usable size. 

Source: www.irrigatjontutorials.com/ 
pump.htm by Jess Stryker. Please 
note that this is only an example of a 
pump curve. Pump curves are 
available from pump manufacturers. 

100 120 140 160 
per minute 

Curvy Calculations 

» > SPRING SPECIALS SPRING SPECIALS « < 
Green Industry Accessories 

> Safe and Easy Access Under Deck 
> Works on all ZTR's and Walk Behinds 
> Works on Stand on Walk Behind also 

> Heavy Duty Design 
> Powdercoated Finish 

> Quality 1-Year Warranty 

EZ GATE 
> 1-Kit Works on Gates up to 180 lbs. 
> Reduces Lifting by up to 85% 
> Stainless Housing and Aluminum Hardware 
> Saves on Workman Comp. Claims Due to Back Injury 
> Universal 1-Hour Installation 
»Quality 1-Year Warranty 
> Winner of the OMEmie Award 
Mote: Works on all utility trailers with side rails 

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

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

E M A I L O R C A L L U S F O R O U R N E W B R O C H U R E 
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New Fall Dates 
EXPO is the largest show in the 
lawn and landscape industry! 
The NEW dates allow your 
suppliers to show their entire 
new product lines. 

You and your colleagues 
wanted the opportunity to 
bring more people. 
Now you can! 

EXPO and Louisville in 
October - It's ALL New. 

EXP©#Jf 
INTERNATIONAL LAWN, GARDEN & POWER EQUIPMENT EXPOSITION 

Saturday - Monday 
October 18 - 20, 2003 
Kentucky Exposition Center 
800-558-8767 or 812-949-9200 

Register on-line at wwfy&p&nipw.grg 
for a chance to win tickets to the 2004 
Senior PGA tournament in Louisvjlle or ' 
the Broadway musicalI "The Lfonjiing." y 

irmi 
The LARGEST show 
of the Industry! 
See complete new 
product lines unveiled! 
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The Florida Boys — 
FREE gospel concert; 
Oct. 19, 5:15 pm 

Pre-register at www.expo.mow.org The only show with 3 days of demos. 
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20th Anniversary July Special 
Introducing the new Shurflo ProPak 
4 gal rechargeable electric 
backpack sprayer. Up to 120 hours 
spraying on a single charge. Battery 
and charger included. $189.00 

Stainless Steel Pump-Up 
1 gallon tank with wand 
and adjustable nozzle tip. 
$5.00 OFF 

Economy Spray Wand with 
adjustable nozzle tip $3.00 off 

New specials every month celebrat ing our 
20th Anniversary. This o f fe r good through 
July 31, 2003. Call 800-462-2005 x 111 
or visi t our web site 

www.gnc indust r ies .com 
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HERE'S YOUR TICKET 
Attach your LESCO push spreader to your 

ZTR walk behind mower and turn it into o 
riding electric broadcast spreader in minutes. 
Compatible with all commercial lawn mowers. 

• Turn yor ZTR or walk behind into a riding 
spreader in a breeze 

• Double your fertilization Profits with half 
the labor 

• Convert your LESCO push spreader to a 
12-Volt riding spreader in seconds 

• 1-year warranty 

• Protected JABSCO motor 

• Installs in a snap and receives LESCO com-
mercial spreaders 

TO RIDE! 

$ 4 2 9 oo 
Quik-Spreder™Atta(hment 

800-608-6961 or call 772-229-8704 
www.quik-spreder.com 

Quik-Sprayer1" includes: 

• 15 gallon tank and frame 
• Agitation 
• FloJet mod 2100 70 PSI motor and pump 
• Pressure gage 
• Adjustable pressure regulation 
• 16-foot boomless nozzle 
• 30-foot hose with adjustable wand 
• Servicoble strainer with sight glass 

Ideal for turf, shrubs, and 
trees up to 30 feet 

• the t ime 
• '/i Hi« labor 
• 2x Hie profit 

' T h e f l o w a n d pressure 

required are absolutely 

necessary to begin the 

selection process of 

p u m p s / ' - Joe Sciole 

(continued from page 78) 

the moment when one valve turns of an another turns on can result in a 
hard clanging sound as the water in the system changes from a liquid to 
a vapor and back to a liquid due to pressure changes. A higher flow 
rate increases the amount of water in the system, and, therefore, 
decreases the severity of 
the pressure change. 

"You also need to 
take into consideration 
how much elevation 
there is from the bottom 
of the system to the top, 
because you have to 
accoutn for that space 
when you figure the dis-
charge of the pump," 
Mueller says. 

"If you have a pump that's pumping 100 gpm straight into the air 
and you attach a pipe that runs 200 feet away, as that water runs 
through and against the pipe walls, there's friction loss there," she 
explains. "Instead of getting 100 gpm then, you might only get 90. 
From there, if you raise or lower that 200-foot pipe based on the 
terrain or the water source, for instance, the water then has to push 
against that elevation, creating even more friction loss." 

Determining friction loss doesn't necessarily change the flow rate 
for an irrigation system, Mueller notes, but it can have an impact on 
the system's pressure requirements. In his "Irrigation Pumping Sys-
tems" tutorial, Jess Stryker, president, Stryker & Associates, Ventura 
Calif., explains, "in the United States, the pressure output of pumps 
is measured as 'feet of head,' which is simply height of elevation." 

Stryker mentions that the weight of water is what creates pressure, 
noting, "the water pressure at the bottom of a column of water is 
simply the total weight of all the water in that column." In this example, 
Stryker is refers to static pressure, which is the pressure of water not 
in motion. But, in an irrigation system, the important figure to 
determine is the dynamic pressure. 

"With the water in a dynamic state - flowing in the pipe - the water 
loses pressure due to fiction on the sides of the pipe, resulting in a lower 
pressure," he comments. "In most cases, we measure water pressure in 
the static state when designing irrigation systems. Then we use calcula-
tions to determine the friction loss that will occur in the pipes and subtract 
it from the static pressure to arrive at the dynamic pressure." 

"The flow and pressure required are absolutely necessary to begin 
the selection process of pumps," Sciole agrees. "A common mistake 
contractors make is not calculating friction losses in devices and 
structures [such as the pipe, meter or backflow]. You must know the 
limitations of the supply and what will happen when water starts 
moving. There's no easy fix once a pump system is installed if the 
supply was not calculated properly." Additionally, Sciole notes that the 
power supply must match the motor without exception in order for a 
system to run correctly. Carefully calculating these needs can help 
contractors choose the best pump for the job the first time around. 

Some manufacturers offer in-house or online pump-selection services 
to keep contractors from scratching their heads. "By answering questions 
about an application, the [online] program can size, specify, provide 
drawings and provide a budget for pricing a pump," Sciole details. 
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Otherwise, using a pump curve like the one 
on page 78 lines up site specifications with 
pump sizes. Contractors should note that on 
a pump curves use pressure calculations in 
feet of head, which is simply the irrigation 
system's required pressure in PSI multiplied 
by 2.31. 

COST & CARE. Not only do pressure and 
flow affect a contractor's choice of pump, 
but it can also influence the price. 

"Flow and pressure will have everything 
to do with pricing," Sciole says. "A 1-horse-
power [centrifugal] might cost $200 and a 75-
horsepower vertical turbine might cost 
$12,000. Then you need controls, piping, la-
bor, etc." That wide price range does exist, 
but the pump size relates directly to project 
size. Municipalities, for instance, may have 
an interest in the higher-volume, higher-cost 
pumps, while residential projects may only 
require the small, $200 model. 

Of course, contractor's shouldn't simply 

install the least expensive pump to save 
money. Mueller assures that, in terms of 
pumps, you get what you pay for. "There are 
inexpensive plastic pumps available, but if 
you put a plastic pump in the hot sun, it's not 
going to last as long as a cast iron pump," she 
offers. "Also, pumps that use brass impel-
lers tend to be more forgiving than plastic 
impellers. When [a pump] begins to run it 
will hit 3600 rpm immediately. A brass im-
peller will take that change, whereas a plas-
tic impeller may start to get brittle over time 
and cause damage when the motor starts." 

When the correct pump is in place on an 
irrigation system and is not significantly over-
used, most manufacturers and suppliers 
agree that a pump can last a good, long time. 
"It's not unusual for pumps to last 20 years 
provided they've been sized properly and 
protected from the elements," Higgins re-
marks. "Pumps need a certain amount of 
ventilation when they are running to keep 
the motor cool, and it's best to keep water off 
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non-submersible models as much as pos-
sible to keep the cases from corroding." 

"There is little maintenance that can be 
done to the pump directly," Sciole says, "but 
maintaining the water supply and keeping 
the irrigation system controls tuned to mini-
mize stress on the pump system are good 
practices that will help prolong pump life." 
He also offers that occasionally verifying 
pump performance by measuring pressure 
and flow at different levels and recording 
these results as a good way of determining 
where a pump is in its life. [D 

The author is Assistant Editor o/Lawn & Land-
scape magazine and can be reached at 
lspiers@laumandlandscape.com. 

The Concrete Edge Company 
(800) 314-9984 (407) 658-2788 www.lilbubba.com 
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by Nicole Wisniewski 
Don't just dabble in color -

create brave, bold borders in hot hues. 

Forget pastels and blushing tints of baby blue, seafoam 

green and little girl pink. This year, landscapes aren't 

holding outdoor baby showers or having year-round 

Easter egg hunts - the party gets much wilder with 

vibrant punchbowls of lava reds, pumpkin oranges and 

lemon meringue yellows. 

"Bold is in," says Joe Pack, president, design and 
landscape development, Pro-
gressive Land Systems, Dal-
las, Texas. "The economy is 
tight and people are spending 
more wisely and they want the 
biggest show possible for their 
money. And with bolder col-
ors the show is more striking 
and can be seen easily from 
distances, contrasting with the 
green landscape." 

These floral borders aren't for bashful wallflowers. 
Encourage clients to emerge from their dark, dreary shells 
to landscapes that draw lots of attention and bring passers-
by to screeching halts. Create crowd-pleasing, stare-stimu-
lating, traffic-stopping color. 

VIBRANT VARIETIES. When planning a party, a host 
or hostess usually starts with decorations. Streamers, 
balloons, confetti, piñatas, games ... and none of these 
gala goodies come in demure shades. The adornments 
must be striking - they have to tell guests that there's more 
than just your standard shindig happening here. 

The same idea applies to bold borders. Summer is 
here, outdoor barbecue smells are in the air, children are 
playing outside - this jubilant juncture deserves a little 
tonal transformation. 

According to Jessie Atchison, marketing services, 
Ball Horticultural Co., West Chicago, 111., warm, bold 
colors and dark, rich-hued foliage is in. "Showy colors 

(continued on page 84) 

Daybreak Red Stripe gazania (above) strikes a bold chord in vibrant yellows and reds, while 
Fairytales Cinderella portulaca (left) jumps at the chance to show off its fuchsia and yellow 
blooms. Photos: Ball Horticultural Co. 
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O Corona™ Cherry Magic 
Dianthus - Big, tie-dyed blooms! 

O O Purple Rain Pansy - Super 
overwintering, cascading habit! 

O Ideal Dianthus - Frost 
resistant, exceptionally hardy! 

An awesome line-up of 
cool-season performers! 
Loaded with long-lasting 
color...great weather & 
frost tolerance...fast fill-in 
...low maintenance... 
terrific curb appeal. Call 
your grower to order or 
Ball for more information. 

630 231-3600 
Fax: 630 231-3605 
PanAmSeed.com 

™ denotes a trademark of and ® denotes a registered trademark 
of Ball Horticultural Company in the U.S. ft may also be registered 
in other countries. 

O 2003 Ball Horticultural Company Pnnted in USA PAS03099 
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(continued from page 82) 

like blue, orange, red, purple and bright 
yellow make really eye-catching landscape 
borders/' she describes, adding that patri-
otic colors of red, white and blue also are 
trendy this summer. 

In North Carolina, Leslie Herndon said 
clients prefer a more fiery look. "The tropi-
cal look with its bold foliage and brilliant 
colors is really what's hot right now," says 
the floriculturist and account manager at 
Greenscape, Holly Springs, N.C. "It can re-
ally uplift your spirits on a dreary day as it 
makes you think of a tropical oasis." 

Currently, carrot orange is the domi-
nant flame tinting North Carolina beds. 
To bring out this hue, Herndon uses Canna 
'Bengal Tiger,' variegated shell gingers 
and hibiscus. 

Similarly in Missouri, orange, as well 
as hot pink, purple, magenta and lime 
green are stealing garden scenes "because 
they make your eyes light up and bring a 
smile to your face," comments Trella 

Lemon Chiffon violas exhibit gold 
brights in landscape beds when mixed 

with Sorbet Blue Heaven violas, 
which showcase a rare but trendy 

garden color - blue. Photo: Ball 
Horticultural Co. 

Banks, seasonal color designer, 
Audrie Seeley & Co., Kansas City, 
Mo. For blossoms in these brights, 
Banks uses wave petunias, sun Co-
leus, Strobilanthes, sweet potato 
vine, impatiens, croton, cannas, purple 
fountain grass and Mandevilla because 
they have stature, bold color, non-stop 
bloom and good structure. 

While these highlighter shades bring light 
to Missouri gardens, red-hot is the hue warm-
ing Texas landscapes and caladiums are the 
plants that best showcase that color, Pack 
says. "They are extremely tolerant of the 
Texas heat," he explains. 

Another warm-shaded plant Pack uses is 
sun or shade Coleus, which he incorporates 
for its cherry, pink, yellow, white, green or 
burgundy foliage. "They are a tremendous 
source of rich, vibrant and varying color," 
he says. "They are also very heat loving." 

Once contractors introduce color into lo-
cal landscapes, clients want to extend the 
party through the four seasons, Atchison 
points out. "It begins in early spring when 

The # 1 Software for the Green Industry Start Advertising and Sawing Today! 
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bulbs begin to flower and continues through 
the rest of spring and summer with flower-
ing annuals and perennials/' she says, add-
ing that clients don't want color to stop 
there. "Fall is a great time for the bold, bright 
colors of Luminaire trailing snapdragons, 
Sorbet violas, Bingo pansies and Wink and 
Whisper diascia. Winter color can come from 
evergreens, including plants like holly that 
provide bright berries." 

The Gerber daisy is one of Pack's favor-
ite plants that he uses as a perennial dur-
ing milder Texas winters. "Their assort-
ment of very vibrant yellows, oranges, 
reds, salmons and pinks is unbeatable for 
instant color," he exclaims. 

"I use a lot of yellow violas and pansies in 
the winter for a real attention getter," 
Herndon adds. 

Changing color schemes from season to 
season also cues people into the fact that 
something different and fresh is happening 
in the landscape, Banks says. "In the fall, 

some beds need to go with shrubs that have 
fall color - theses shrubs can do double duty 
to make beds stand out even more," she 
explains. "You can find the same issue at 
work in the spring when there are flowering 
ornamental trees and shrubs and bright new 
green leaves for a background for pansies or 
tulips. For winter, rely on textures, berried 
shrubs, various colored evergreens and per-
haps hardy pansies." 

When it comes to commercial and resi-
dential clients' varying opinions on color, 
Herndon finds that most commercial cli-
ents just want bright color "that shows up 
from the road and draws people in," she 
says, while others are more selective. "I do 
have a few clients who like to know ahead 
of time the colors I'm using and for those 
clients I print out color selection sheets so 
they can see exactly what plants I have 
chosen and what they will look like to-
gether. This way I can fix any problems 
ahead of time." 

But experimenting with color on com-
mercial sites is easier than on residential 
properties, Herndon points out. "You just 
have to go with what you like, unless clients 
have specific tastes," she says. "The only 
colors I don't like together are orange and 
hot pink. But color is a personal issue. I think 
bold is the way to go with commercial cli-
ents because we only do two changeouts a 
year and we want them to really pop." 

Though vibrant varieties are in, Atchison 
reminds contractors that while some clients 
may like heart-stopping shades, others don't. 
"Bold color attracts attention, so a wild 
purple and red planting is not for the faint of 
heart - if clients want peaches and pinks, it's 
probably best to stick with the pastels." 

This is mostly an issue with residential 
clients, Herndon explains. They tend to in-
corporate new trends more slowly than their 
commercial counterparts. Currently, resi-
dential clients are asking for more of a "gar-
den" feel. "They tend to stick with pastels 

l&k^TVSjXK 
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Embracing the Weed Man Opportunity? 
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Stephen Hillenmeyer, 
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wmxrnm 
with bright accents," Herndon says. "Some 
like more outgoing designs but most stick 
with what they know they like." 

TONAL TRICKS. There are no rules for 
creating bold plant borders, Atchison says. 
But "there are several different ways to ap-
proach the creation of a stunning border and 
which one you choose will depend on the 
client's needs," she explains. 

Banks starts with background plants that 
have size, splash and structure to focus at-
tention on the bed. Next, she adds large 
areas of the same plant at a lower level for 
impact. "Generally, balance is the key to 
make sure color plantings go with the rest of 
existing plantings," Banks points out. "It is 
one job to draw the eye to important ele-
ments of the jobsite, i.e. entrances, flagpoles 
and signs for commercial sites, and sitting 

areas and garden rooms for residential sites, 
but overall seasonal color should make ev-
erything look better - more enhanced." 

Using colors on opposite ends of the 
color wheel provide punch, Banks advises. 
For example, contrasting colors like red and 
purple can make a big statement, Atchison 
says. "You can also plant different shades 
within the same color group," she com-
ments. "Long borders can be broken into 
smaller units by planting a different color 
between various color groups. Generally, 
plants seen from a distance, such as those 
along highway medians, should use bolder, 
brighter, contrasting colors. Plantings closer 
to sidewalks or other nearby viewing areas 
can be subtler. When planting a border 
against a dark background, such as ever-
greens, avoid darker tones like deep blue or 
mahogany, as these colors can disappear 

Leslie Herndon, floriculturist and account manager, Greenscape, Holly Springs, 
N.C., lists her favorite plants for show-stopping color. 

• ANGELONIA 'ANGEL M I S T / 'MANDIANA ' OR 'TIGER STRIPE' -
with our drought last year, these still thrived 
• LANTANA always dependable, try 'New Gold,' 'Silver Mound' and 'Pink Caprice' 
• DRAGON W I N G BEGONIA a definite conversation piece in pots by 
homeowners' doorways 

• SCAEVOLA - Herndon used 'New Wonder' last year and just like the angelonia, the 
plant just exploded with color by mid-summer. "Pay close attention to the height on these 
different cultivars though," Herndon warns. "I put begonias behind this one and by July you 
couldn't see them over the scaevola." 
• CANNA 'BENGAL TIGER' - provides a great carrot orange color 
• COLEUS - another great standby, but watch for mealy bugs, Herndon says. "But you 
can't beat the many colors that are available," she stresses. 
• RUDBECKIA - "Last summer, I used 'Indian Summer' and it was fantastic for the 
first half of the summer and then faded completely away by July," Herndon says. "But it 
did a great job of coming on strong early on when everything else was creeping. And the 
other plants quickly covered the hole that was left, so I'm using it again as well as 
several new ones." 

• SUN CALADIUMS great foliage, adds a lot of interest to a bed 
• HIBISCUS - tropical and perennial, has great flower size and colors and really works 
well with a tropical theme 
• BANANAS - great statuesque quality in beds, but can get huge and are a little 
difficult to remove at the end of summer, Herndon warns. 
• ANY PERENNIAL USED CREATIVELY these are really making a move into 
annual beds. 

Flush Favorites 

into the background. Instead, use brighter 
tones like hot lavender or magenta so the 
blooms will stand out from backdrop plants." 

Crafting a simple, yet effective theme and 
using it throughout the landscape is an easy 
way to maximize color. "Create a bold pat-
tern and repeat it rather than creating several 
different areas of color that may not blend 
well together," Pack suggests. "Sometimes 
boldness can be created by picking up colors 
from a plant such as a caladium with other 
plants like begonias or impatiens - for ex-
ample, white queen caladiums with pink 
and red begonias. My most successful bold 
borders have been to create a line of bold 
mixed colors, then clump groups of some-
thing different and larger within the border 
as a contrast, usually every 8 to 10 feet de-
pending on the length of the bed." 

And contractors should remain faithful 
to specific themes or designs after they choose 
them. Despite the trend for eye-popping 
shades, there is still such a thing as too much 
color when it's not designed well, Pack main-
tains. "Using too many different colors just 
doesn't work with annuals," he says. "Pick a 
theme with three or four colors that work 
together and stick with it. Most combina-
tions work OK as long as too many different 
colors aren't introduced into the border." 

Combine bright with bright, not pastel 
with bright, Banks adds, pointing out that 
using too few plants exhibits a "skimpy" 
look rather than a lush one. 

Consider size as well. "The biggest mis-
take I made originally was not having enough 
large material in the beds," Herndon relates. 
"Three cannas look really out of place whereas 
five or 10 would look a lot better and really 
make the statement that I intended." 

Also, avoid darker colors that can create 
landscape gaps instead of appeal. "I keep my 
bright colors to a maximum and my darks to 
a minimum, especially on roadside beds," 
Herndon shares. "I find dark colors recede 
into the background causing "holes" at 35 or 
45 mph, especially in winter." 

PLANTING POINTERS. The first step in 
preparing for a vibrant color yard party is 
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knowing what plants can tolerate specific 
site conditions, such as shade, sun or 
drought, and then planting accordingly. If 
contractors don't follow these rules, they 
can mute colors and lose the overall bold 
border boost. For example, "plants that de-
sire shade but are in the sun will fade and 
lose valuable color," Pack explains. 

Banks uses a crew of two to three work-
ers for spring planting when the company 
needs to install all the commercial color at 
once. Then she uses a crew of one to install 
small residential plantings and containers. 
"I use dedicated crews that handle the plants 
more carefully and have an eye for detail," 
she says. "It is good to have someone that is 
customer friendly as well since they will 
work more closely with clients in planting 
and maintenance." 

During planting season, Herndon uses a 
similar approach, employing two workers 
to plant flowers according to her designs for 
residential clients and three to five workers 
for commercial sites. 

Commercially planted seasonal color will 
generally not do well unless contractors per-
form regular maintenance, including water, 
deadheading and fertilization, Banks re-
minds. Regular deadheading particularly 
helps boost color, especially with certain 
varieties, such as pansies and caladiums, 
Pack comments. 

To aid with customary care, contractors 
can plant low-maintenance varieties, 
Atchison says, pointing out that these plant 
types will still require a little attention with 
regular fertilization and watering. "Keep an 
eye on plants particularly when they've just 
been installed," she says. "They'll need regu-
lar watering to get established. Following 
the general care requirements for each se-
lected plant variety will help keep it healthy 
all season." 

While using the same reliable varieties 
annually is tempting, contractors should use 
different species in beds every couple of 
years to avoid the build up of organisms that 
might be harmful to one specific plant type, 
Atchison stresses. "Aside from that fact," 
she says, "planting new annual varieties 
each year keeps things interesting." [fl 

The author is Managing Editor o/Lawn & Land-
scape magazine and can be reached at 
nwisniewski@laivnandlandscape.com. 
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trimecplus.pbigordon.com 

Available in 
quarts, gallons 
and 2Vz gallons -
and for really 
BIG jobs, 
30 gallon drums. 

NCI CONTENTS. ONt U S GAUX 

© 2003, PBI/Gordon Corporation. Trimec is a registered trademark of PBI/Gordon Corporation. 
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identification ar, 

control methods 
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Locust borer adults are 
dark brown or black with 
distinctive yellow mark-
ings. Photo: Robert Ander 
son, USDA Forest Seri'ice 

with proper 

Many insects feed on and make their homes in the bark, 

trunks and branches of shade trees and shrubs. 

Weakened, damaged, dying or dead plants attract 
most insect borers. These insects are referred to as 
"secondary invaders" because they attack only after a 
plant has been weakened by another stress. 

The other type of wood-boring insects that attack 
healthy trees are called "primary invaders." Primary 
invader infestations often go unnoticed until plants or 
plant parts begin to die or show external damage. 
These insects often produce a sawdust-like excrement 
called frass. Their holes are round, oval or semicircular 
and are found in a random pattern on the plant. 

Both types of borers damage plants by tunneling 
through the inner bark layer (cambium) into the sap-
wood (xylem) that transports nutrients and water to 
the leaves. These insects are called phloem feeders. 
Partial girdling reduces plant growth and vigor above 
the site of attack, and when the cambium layer is 
completely girdled, the plant eventually dies above or 
beyond the damage site. 
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IDENTIFYING WOOD-BORING BUGS. There are 
three main categories of wood-borers-long-horned beetles, 
flat-headed borers and bark beetles. Following are some 
typical insects that fall under each type. 

Long-horned beetles or round-headed borers. Adults 
are called long-horned beetles because their antennae 
are longer than their bodies. Larvae tunnel underneath 
bark and into the heartwood. Larvae of some species are 
legless, but most have three pairs of small legs on the 
first three segments behind the head capsule. Many 
species of beetles belong to this group, and most are 
secondary invaders. Some examples of long-horned 
beetles include: 

• Locust borer. Adults are medium-sized (34-inch 
long) are frequently found feeding on goldenrod or 
other flowers in the fall. They are dark brown to black 
with distinctive gold-yellow markings. Larvae hatch 
from eggs laid in bark crevices. Visible symptoms of 
infestation are wet spots and frass on the bark of black 
locusts. Later, larvae tunnel into the inner bark and 
construct cells in which they spend the winter months. 

(continued on page 90) 
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THAN YOU COULD DD IN A DAY 
A network of Express Blower owners are ready to work for you on your next mulching pro ject / 
Save time, save labor costs, and pocket more profit! 'minimum 100 cubic yards or more per project 

CONTACT US FDR 
Mulch Blowing Service 

www.mulchblowing.com 
We will refer you to the 

Express Blower owner nearest you 
USE READER SERVICE #1 1 

http://www.mulchblowing.com


wmmmjm 
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In one year, the larvae are fully grown and 
about 1 inch in length. 

• Cottonwood borer. Adult beetles are large 
(lU-inches long) with an attractive black 
and whitish-yellow pattern, are active from 
May through August and are frequently 
found on cottonwood, poplar or willow trees. 
The larvae (PA to 2 inches long) tunnel at the 
base of the trunk or below ground level and 
require about two years to develop. 

• Red-headed ash borer. This is one of the 
most common wood-boring beetles. It has a 
narrow body with a reddish thorax and light 
brown wing covers marked with four yel-
low lines on each that are slanted downward 
toward the middle, giving the appearance of 
a "V" across the back. The antennae are 
rather short and the long legs are thin and 
fragile. Red-headed ash borers feed on many 
species of wood including ash, oak and elm. 

• Red oak borer. This pest attacks oak and 
maple trees. The reddish-brown adults (5/s 
to V/s inches long) lay eggs individually in 
bark crevices during July and August. Lar-
vae tunnel under the bark and into the heart-
wood. Larvae often tunnel completely 
around the trunk or branches they infest, 
producing noticeable scars or girdling. Red 
oak borers feed for more than a year before 
pupating in chambers tunnelled into the 
heartwood. Damage kills limbs and increases 
secondary invader and disease risk. 

• Twig girdler. Damage from this insect, 
which attacks pecan, mimosa, chinaberry 
and huisache, occurs primarily from egg 
laying. The grayish-brown adults (17u> inch 
long) girdle limbs during the fall (late Au-
gust through mid-November) by chewing a 
V-shaped groove entirely around twigs, 
branches or terminals. Eggs are inserted into 
the bark on the girdled part of the branch 
away from the tree. Girdled limbs eventu-
ally break and fall to the ground, particu-
larly during high winds and storms. Dam-
age can disfigure a young tree and leads to 
secondary branching, particularly if the ter-
minal is attacked. Larvae reach up to7Is inch 
long and are unable to develop in healthy 
sapwood. Removing the girdled twigs and 
branches from the ground during winter 
and spring and destroying them can reduce 
the population of these insects. 

Metallic beetles or flat-headed borers. 
Adult beetles are flattened, hard-bodied and 
boat-shaped with short antennae and distinc-

The red-headed 
ash borer adult 
(right) and the 
round-headed 
borer (below Jt 

Photos: Gerald 
Lenhard, Loui-

siana State 
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tive metallic colors (green, blue, bronze, cop-
per), while larvae are cream-colored and leg-
less with wide, flat body segments. Conse-
quently, when these larvae tunnel beneath 
bark or into the sapwood, they produce oval or 
flattened tunnels in cross sections. Galleries 
are often winding and packed with frass. Tun-
neling girdles trunks and branches. The bronze 
birch borer and the flat-headed apple tree 
borer are flat-headed borers. 

Bark beetles. Bark beetles tunnel below 
the tree barks and into wood. Adult beetles 
are small and reddish-brown. Larvae are 
cream-colored grubs without legs. One mem-
ber of this group, the European elm bark 
beetle is the carrier of Dutch elm disease. 
Other members of this group include: 

• Southern pine beetle. A primary pest of 
southern pine forests, adult beetles are ac-
tive during warmer months when tempera-
tures are above 58 F, and disperse widely to 
injured, weakened or stressed trees in the 
spring. Seven or more generations may be 
completed within a year. When abundant, 
they can attack healthy trees. Larvae tunnel 
beneath the bark producing galleries in pat-
terns resembling the letter "S." This tunnel-
ing quickly disrupts the cambium layer, gir-
dling the tree. Needles of newly attacked 
trees turn reddish-brown one to two months 
after infestation during the summer and up 
to three months in the winter. Removal and 
destruction of infested trees may prevent 
surrounding healthy trees from attack. 

• Ips engravers. These insects usually at-
tack weakened trees and their gallery pat-
terns tend to be more parallel to each other. 
Recently felled wood should be covered with 
plastic to prevent Ips beetle infestations. 

• Asian ambrosia beetle. This is a newly 
introduced species that attacks healthy, 
stressed or freshly cut elm, pecan, peach, 
oak, sweetgum and other trees. Tiny (2 to 3 
millimeters long), dark reddish-brown adult 
female beetles tunnel into twigs, branches or 
small tree trunks, excavating a system of 
tunnels in the wood in which they lay eggs. 
They also introduce a fungus on which the 
larvae feed. Visible damage includes wilted 
leaves on infested branches and protrusions 
of compressed wood dust from numerous 
small holes. Dead and dying bark areas (can-
kers) can form at the damage site, eventually 
girdling the tree and killing it. There are 
several generations per year. 

MANAGING WOOD-BORING BUGS. 
Since most wood-boring insects are consid-
ered secondary invaders, the first line of 
defense against infestation is to keep plants 
healthy. Follow these horticultural prac-
tices to promote tree health: 

• Select well adapted species of trees that 
are not commonly attacked by wood borers 
in your area. Arizona ash, birch, cotton-
wood, locust, soft maple, flowering stone 
fruits, slash pines, willow and poplar are 
especially prone to borer attack. 

• Choose a good planting site to avoid 
stress, freeze and sun damage and wind burn. 

• Minimize stress and stimulating growth 
with proper watering and fertilization. 

• Avoid trunk injury from lawn mowers, 
weed trimmers or construction. 

• Promptly care for wounded or broken 
plant parts using pruning or wound paint 
during all but the coldest months of the year. 

(continued on page 92) 
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EMERALD ASH BORER 
»»-v s . 

* 

FLATHEAD BORERS 
A N D 

PINE BARK BEETLES, EUC. LONGHORNED BORER, 
LESSER PEACH TREE BORER, DOGWOOD TWIG BORER, 

BRONZE BIRCH BORER, COTTONWOOD BORER, 
SYCAMORE BORER, AMERICAN PLUM BORER 

Borers and Government Quarantines. 
Over the past 4 years (2000.2001.2002.2003). 

IMICIDE 
Has been the product chosen by the USDA and the State of Washington for 

the ASIAN LONGHORNED and the CITRUS LONGHORNED BEETLE 
Prevention & Eradication Programs.. Approx. 250,000 trees have been 

successfully protected in New York, Chicago & Washington State. 

ïlMàJ' 

INJECT-A-CIDE, INJECT-A-CIDE B and IMICIDE, 
CHECK EACH PRODUCT LABEL FOR INSECTS CONTROLLED 

IMICIDE is now recommended and used to control the EMERALD ASH BORER 

... " GENERATION I I " ... 
PREVENTIVE TREATMENT 

MORE ACTIVE INGREDIENT 
FULL SEASON CONTROL 

BROAD SPECTRUM 
WEATHER PROOF 
COST EFFECTIVE 

FAST ACTING 
SIMPLE 

SflLL TMf 

{1M?IF{T t, MOfT rFFfCTXVF 

MXCRO-XNTCCTXON W T F M 

T H F I N N O V A T O R 

/ W a u a e t s 
&00-TREES Rx i f (ÖOO-Ö73-3779) 
Ö77-TREE H LP ^ ^ ^ ( Ô 7 7 - Ô 7 3 - 3 4 5 7 ) 

www 

(Toll free technical support L ine ) 

THE NEW ADVANCED 
IMICIDE MICRO-INJECTION 

DEUVERY SYSTEM 
LEAK PROOF 

HERMETICALLY SEALED 
COMPLETELY CLOSED SYSTEM 

HIGHER VOLUMES (up to 20 mL) 
FASTER AND EASIER TO USE 

NO HIGH PRESSURE DAMAGE 
NO COMPUCATED SET UP 

m a u g e t * o m N 0 BARK SEPARATION 
LESS TOOLS REQUIRED 

NO COSTLY SPECIAL EQUIPMENT 
SAFEST CAPSULE AVAILABLE TODAY 
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• Thin and prune during cold months. 
• Remove and destroy infested, dying or 

dead plants or parts, including fallen limbs. 
• Use plastic trunk protectors to help 

prevent injury from mowers and trimmers. 
Once trees and shrubs are infested, non 

chemical options for borer control are lim-
ited. One option is to remove and destroy 
heavily infested or injured plants. Damaged 
trees also can be inspected closely to deter-
mine if the larvae stages can be extracted. 

Stressed, unhealthy trees can be attacked 
repeatedly and will need repeated applica-
tions of insecticide. When using chemical 
treatments, efforts always should be made 
to improve overall tree health. 

Insecticide products registered for borer 
control are mostly applied as sprays to the 
trunks and branches, and are non-systemic, 
residual insecticides. While these products 
do not kill larvae that have already pen-
etrated the sap-wood or heartwood, they 
will kill adult and larval stages tunneling 
through the treated bark layer. These are 

primarily a preventive treatment. Some 
products act as fumigants to repel egg-lay-
ing adults or kill accessible larvae. 

Trunk injection products, which deliver 
insecticides into the cambium and phloem 
tissues where borers feed, are registered for 
treatment of some borers. These injections are 
most effective against sap feeding insects and 
rarely affect wood borer larvae. Consider the 
following factors when using insecticides. 

• Time your treatments to match adult 
activity. Knowing when adults lay their eggs 
is critical, as insecticides are most effective if 
applied when adults are emerging and eggs 
are hatching. For most beetles, the adult egg-
laying period is either long or unknown. 
Surface treatments are effective for only a 
three- to 10-week period. Therefore, regular 
re-treatment of susceptible plant parts is 
needed for effective control. 

• Be sure coverage is complete and mini-
mize drift. Effective treatment for borers 
requires that all surfaces of trunks and 
branches be covered. Only in a few instances 

is treatment of only the base of the tree trunk 
sufficient to protect the tree. To minimize 
drift, spray large trees only on days when 
wind is less than 6 to 7 mph. 

• When making applications, always 
wear proper protective clothing (long-
sleeved shirt, hat and eye protection as de-
scribed on the product label) to avoid con-
tact with the pesticide. 

• Treat susceptible plants. Treatment of 
highly-valued landscape trees is justified. 
Newly transplanted trees and shrubs are 
naturally stressed and may need treatment, 
especially when borers are known to attack 
newly planted trees in the area. ID 

The author is professor and extension entomolo-
gist at Texas A&M University, College Station, 
Texas, and can be reached at b-drees@tamu.edu. 

OLDHAM 
C H E M I C A L S COMPANY, INC. 

OVER 3 7 Y E A R S O F RELIABILITY 

2 0 0 G A L L O N L A W N R I G 
• 200 GALLON OLDHAM TANK WITH BAFFLE. 
• HYPRO D30 TWIN DIAPHRAGM PUMP. 
• 5.5 HP HONDA ENGINE. 
• HANNAY ELECTRIC REEL WITH 300' 1/2" HOSE. 

INSECTICIDES • FUNGICIDES • HERBICIDES 
SAFETY EQUIPMENT • SPRAY RIGS AND ACCESSORIES 

H 1-800 888-5502 r 
P O B O X 1 8 3 5 8 ^ 

3 7 0 1 N E W G E T W E L L R O A D 
4 M E M P H I S , T N 3 8 1 1 8 

Check out Turbo Turf's full line of hydro seeding equipment. Simple 
one man operation. Faster germination. Eliminate messy straw. Our 
300 gallon systems start at $ 3695.00 

Small skid type units priced from 5 1295.00 Small pull type units priced from S 1495.00 
For a FREE hydro seeding video & info pack call: 

TURBO TECHNOLOGIES, INC. 
1500 First AveBeaver FallS, PA 15010 
1-800-822-3437 www.T u r b o T u r f . c o m 
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growing your business seminars 
FEATURING JACK MATTINGLY, MATTINGLY ASSOCIATES 

LOCATIONS 
Friday, July 25, 2003 

Balt imore 

Friday, Augus t 1, 2003 
Philadelphia 

Lawn & Landscape Magazine Presents . . . 

Improving Profits and 
Growing Your Business 

Featuring Jack Mattingly - Mattingly Associates 

WHY YOU NEED TO ATTEND? 
• Learn proven methods to grow your business and 

insure profits. 

• Discover how to improve operational efficiencies -
tracking your labor hours, identifying labor costing, 
and how to purchase and maintain equipment. 

• Sharpen your financial management practices 
with QuickBooks and learn how to structure your 
pricing. 

Identify strategies for setting your company up for long term, sustained 
growth. 

Seminar Registration 
Is Only $145 Per Attendee! 

A Great Value For A Session 
With So Much To Offer Your Business 

S p o n s o r e d By 

J O H N DEERE 

Friday, August 8, 2003 
Northern New Jersey 

Friday, August 15, 2003 
Orlando 

Friday, Augus t 22, 2003 
Ft. Lauderdale 

Friday, S e p t e m b e r 5, 2003 
Greensboro 

Tuesday, S e p t e m b e r 9, 2003 
Toronto 

Friday, S e p t e m b e r 12, 2003 
Atlanta 

Friday, S e p t e m b e r 19, 2003 
St. Louis 

Friday, S e p t e m b e r 26, 2003 
Chicago 

Friday, Oc tober 3, 2003 
Dallas 

Seminar T ime: 
8 :00 a.m. - 3:00 p.m. 

Registrat ion 
Opens at 7:30 a.m. 

By Phone: Cal l 800/456-0707 
On The Web: www.lawnbizseminars.com 

http://www.lawnbizseminars.com


H-2B 

provider 

companies 

allow 

contractors 

to benefit 

from foreign 

labor 

without 

having to 

handle all the 

details 

themselves. 

Classified ads like the one above may not always be so 

brutally honest, but all landscape companies place them 

and many of those companies often come up short in 

terms of finding good, qualified workers. 

However, landscape companies across the country 
are discovering a south-of-the-border solution to their 
staffing problems. Through the H-2B program, contrac-
tors can hire foreign workers and bring them into the 
United States with completely legal working papers. 

Of course, contractors are busy people and dealing 
with government agencies, applications and recruiting 
efforts is time consuming. For this reason and others, H-
2B provider companies can handle the details while con-
tractors focus on managing their businesses. 

H-2B BASICS. Most contractors understand that H-2B 
I allows them to hire foreign workers and bring them to the 

United States to work for their companies. This opportu-
nity is available to companies that can illustrate (through 
revenue statements, for instance) a seasonal, peak load, 
intermittent or one-time need, making the lawn and 
landscape industry a perfect candidate. But even green 
industry companies who have a constant revenue stream 
cannot hire H-2B workers, and workers' visas are only 
valid for a maximum of 10 months. Keeping workers in 
the country after their visas expire is against the law. 

There are certainly penalties for violating the terms of 
an H-2B permit, but law-abiding contractors can improve 
their man power and productivity by using the program. 
But coordinating recruitment and hiring efforts of for-
eign workers is time consuming with all the government 
agencies involved. And frequent trips across the border 
certainly don't simplify matters. 

This is where H-2B providers make a huge difference. 
"If s good to use a provider because if s all we do," explains 

Terry Foley, chief operating officer, Foley Enterprises, 
Austin, Texas. Just as a homeowner is better off hiring a 
landscape company rather than handle all aspects of the 
job himself, contractors often find great benefits in letting 
H-2B providers handle their employment legwork. 

(continued on page 96) 

LANDSCAPERS WANTED 

by Lauren Spiers 
Popular landscape maintenance firm in need of 
crewmembers for busy season. High school edu-
cation preferred, but no experience necessary. We 
will train. 
Must be: 
• Hardworking, enthusiastic 
• Honest and trustworthy 
• Drug-free 
• Able to lift 50 lbs. 
• Licensed driver with good record 
• Ready, willing and able to work on weekends in 
case weather keeps us from finishing our routes 
on time during the week 
• Legally able to work in the U.S. and willing to 
stay with the company for the long term even 
though the seasonal nature of our business often 
results in very busy times andequally slow months. 
Your patience is appreciated! 

Interested parties call 216-555-LAWN and tell 
your friends! We can use all the help we can get. 

H-2B laborers fill out this 
landscaping crew. Photo: RAR 
Landscaping Co. 
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Lawn & Landscape 
Technician's Handbook 

Technician's 
Handbook 

This field guide to turf & ornamental insect identif ication & 

management provides lawn and landscape technicians wi th 

unequaled information on the biology, behavior and physical 

character is t ics of more than 60 commonly encountered 

insect pests in both trees and ornamentals. You'll f ind pest 

identif ication tips and detailed individual pest profiles with 

accompanying illustrations, as well as a full-color photo iden-

ti f ication section featuring more than 50 insects. 

CHAPTERS INCLUDE: 
Pest Management and Society 

Integrated Pest Management 

Pest Identif ication and Control 

Pest Management Materials 

Safety 

Turf Insect Pests 

Ornamental Insect Pests 

Equipment 

Safety 

Glossary of Pest Control Terms 

Perfect for lawn care operators, training professionals9 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. 
3. Mail this form to Lawn & Landscape Media Group, 

Attn: Megan Erickson, 4012 Bridge Avenue, 
Cleveland, OH 44113. 

4. Fax this form to Megan Erickson at 216-961 -0364. 

Name 

Title 

Company 

Address 

City 

Phone 

Fax 

State . Z i p . 

Email 

I'd like to order copies of Lawn & Landscape Technician's Handbook 
@ $14.95 per copy. 

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 / _ 
PLEASE NOTE: This purchased item will be delivered upon publication. 

Quantity Discounts Available 
THLHSAD 

http://www.lawnandlandscape.com/store


capable 
labor a problem? 

reliable 
labor a concern? 

legal \ 
labor an issue? 
Heard good things about 
MARA and the H2 guestworker 
program? Well...the best just 
got better. MARA is now más, 
Mid-Atlantic Solutions, Inc. 

ml id-Atlantic Solutions is 
— — building on MARA's 
specialized H2 regulatory expertise 
and proven effectiveness for 300 
employers and 5,000 workers in 
30 states. Highest commitment to 
on-time service, quality workers and 
professional ethics. The same best 
management, best staff, best 24-7 
service and best pricing with no 
hidden costs. 

m á s , all the best and even more 

Mid-Atlantic Solutions is pioneering 
new systems which interface with 
quality recruiters in Mexico and other 
countries, designed for security and 
efficiency in the post 9/11 world. And 
we are improving on what we already 
do best, personalized hands-on service 
responsive to your specific needs. 

If you are short on workers this season 
and want to find out how the federal 
H2 programs solve your labor needs, 
call Libby Whitley at 434-263-4300. 
Fax us at 434-263-4700. Email us at 
solutions@maslabor.com or visit us 
on the web at www.maslabor.com. 

A f í n a s 
^ MID-ATLANTIC SOLUTIONS, INC. 

best practices for seasonal employers 

I ' j i K l l t ' l y k l 

NEEDS GOOD 

US AMERICANS 
With 23 Years of 

Immigration Experience 
Reliable, Top-notch 
Seasonal Workers! 

Running a business that depends on 
seasonal workers has never been easy 
but it has become a nightmare since 
9/11. The government - rightfully so -
is now carefully monitoring those who 
cross borders and where they go. Re-
cent fines against employers found in 
violation of INS and law regulations 
have reached six figures! What is an 
employer to do? 

US AMERICANS Can Help You 
• Screen and select honest people with a 

solid work ethic 
• Assist with filing out the I-9 form 

(Employment Verification) - the fines for 
not properly complying with this 
regulation can be disasterous. 

• Update you with all the new INS and 
Department of Labor regulations 

• Have access to us 7 days a week in 
case of questions 

Y o u O n l y D o t h e F o l l o w i n g 
• Supply the number of workers 

needed 
• Supply the time frame the workers 

are needed 
• Pay them the same prevailing wage 

you would pay any entry level US. 
worker 

We Do the Rest! 
usamericans@aol.com 
Tel: 516.997.1065 or 

516.330.7168 
USE READER SERVICE #88 USE READER SERVICE #87 
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Bob Wingfield, owner, Amigos, Dallas, 
Texas, sums it up: "If I were a contractor, I 
would rather be selling work and letting 
somebody else do my H-2B paperwork. 
Then, I could build up business to where I 
need some H-2B workers, rather than sitting 
here, mired down in all the paperwork." 

Jennifer Ricciardi, president, Career Com-
pany of America, Lititz, Pa., agrees. "The 
process involves so much time because there 
are so many rules, regulations and require-
ments, that a lot of companies get frustrated. 
We try to alleviate the employer's frustra-
tion and allow them to use their time doing 
what makes them money." 

Indeed, applying for an H-2B permit is 
tedious and working with the government 
doesn't always produce efficient results. 
With three government agencies involved, 
the time spent on the phone - or on hold -
can triple. "The program takes about 120 
days/' Foley mentions. "It starts at the state 
level, which is typically the employment 
agency. Then it goes to the department of 
labor for that region and finally to the INS 
(Immigration and Naturalization Service)." 
The INS, now known as the Bureau of Citi-
zenship and Immigration Services or BCIS, 
ultimately grants contractors' H-2B permits. 

These steps may seem simple enough, 
but the trick is to complete them all in the 
correct time frame. For instance, contractors 
are not even permitted to submit their appli-
cation to the Department of Labor (DOL) 
more than 120 days or fewer than 60 days 
prior to the first day they need their foreign 
workers. Ricciardi explains that if her client 
wants his laborers to begin work on April 1, 
she would not be able to submit applications 
to the DOL any earlier than December 1. "Of 
course, there's a lot of preparation in ad-
vance of that," she comments. 

In addition to performing a labor market 
test at the state level, which involves placing 
a help-wanted ad in a local newspaper for 
three days, contractors must also determine 
how many workers they will need and begin 
recruiting in the foreign country. 

With so many factors to consider and 
coordinate in the H-2B process, exactly what 
services do provider companies provide? 

PROVIDER PRINCIPLES. A competent 
H-2B agency should perform two main ser-
vices for clients," insists Libby Whitley, presi-

LAWN & LANDSCAPE 
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Just like interviewing a prospective em-
ployee, scouting H-2B providers re-

quires asking some questions and getting 
solid answers to help make the right de-
cision. Libby Whitley, president, Mid-At-
lantic Resource Association, Lovingston, 
Va., offers the following tips to help con-
tractors choose the best H-2B provider for 
their needs: 
• Make sure the agency knows its busi-
ness. An employer can be prosecuted for 
legal violations perpetuated by its H-2B 
agent, even if done out of ignorance. 
• Ask other landscapes if they are satis-
fied with the quality and timliness of their 
H-2B service provider 
• Look closely at H-2B agencies' fees and 
make sure there are no hidden charges. 
For instance, find out if the H-2B agency 
charges employers and workers [for the 
same services.] Gouging workers in addi-
tion to charging employers is an unsavory 
practice and in many areas the U.S. State 

Department will reject an employer's visa 
petition if an agent charges workers ex-
cessive recruiting fees. 
• Be very leery of H-2B agents who offer 
to pay you to take workers. [These com-
panies may be) smuggling illegal aliens 
or are extorting vulnerable foreigners 
desperate to get away to the United 
States. 
• Remember Ann Lander's Law: "If it 
seems too good to be true, it probably 
is." If an H-2B agent promises to deliver 
skilled, English-speaking workers in 
fewer than 120 days with drivers' li-
censes who will work for $6 per hour and 
be happy with no more than 40 hours per 
week and pay $200 per month in housing 
costs, keep looking. 
• Be reasonable. The H-2B program is 
not the cheapest labor program but it's 
the most reliable. Like anything else, you 
will get out of the H-2B program what 
you put into it. 

Pick Your Provider 

dent, Mid-Atlantic Resources Association 
(MARA), Lovingston, Va. "First, it has to 
honestly represent its clients' labor needs to 
in obtaining H-2B labor certification and 
visas. Second, a good agency should sup-
port clients through the entire employment 
season with labor / law compliance and solv-
ing worker-related problems." 

Whitley explains that employers can be 
held criminally liable if their provider com-
pany misrepresents labor needs on a federal 
application. Also, "abandoning employers 
and workers, particularly in their first year 
participating in the program, is unfair to 
everyone," she continues. 

In terms of fulfilling these services, "we're 
all a little bit different," Foley notes. "For the 
most part, we all process the appropriate 
applications and some companies also offer 
recruitment services." 

Contractors may alternatively work with 
an H-2B attorney like Robert Kershaw, Robert 
Kershaw & Associates, Austin, Texas. He and 
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other immigration attorneys can provide legal 
counsel on H-2B matters, should the need arise. 

"We guide the employer through the H-2B 
process and the paperwork, up to and beyond 
when employees arrive," Kershaw explains. 
"If the employer has further questions regard-
ing an employee taking off without telling 
anyone, for instance, they'll call us and we can 
give them legal advice as far as what their 
responsibilities are under the H-2B program." 

Another facet of the H-2B provider is the 
H-2B recruiter like Jeff West, general man-
ager, LLS International, Goodrich, Mich. 
West and other recruiters work with con-
tractors through their H-2B providers to find 
laborers and also act as a contact for the 
workers once they're in the United States. 

"If a worker has a complaint about some-
thing [with their employer], we want to know 
about it," West asserts. "Oftentimes, it's 
something minor, but if we get two or three 
workers complaining about the same thing, 
that raises a red flag and we then notify the 

A M I G O S 
3141 Hood St. 
Suite 440 
Dallas, Texas 75219 
Ph: 877/3-AMIGOS 
www.amigos-inc.com 

CAREER COMPANY 
OF AMERICA 
P.O. Box 155 
Lititz, Penn. 17543 
Ph: 717/625-0922 
Fx: 717/625-4926 
www. careercompany 
ofamerica.com 

FOLEY 
ENTERPRISES 
11500 Manchaca Road 
Austin, Texas 78748 
Ph: 888/623-7285 
Fx: 512/282-0958 
www. foleyenterprises. net 

GTO 
INTERNATIONAL 
P.O. Box 426 
Pinckney, Mich. 48169 
Ph: 734/878-6714 
Fx: 734/878-6790 
www.gtointernational.com 

ROBERT KERSHAW, 
ATTORNEY AT L A W 
1825 Fortview Road 
Suite 101 
Austin, Texas, 78704 
Ph: 512/383-0007 
Fx: 512/447-9080 
www. workvisasusa. com 

LABOR 
CONSULTANTS 
INTERNATIONAL 
PO Box 775 
Post Falls, Idaho 83877 
Ph: 208/777-2654 
Fx: 208/777-2683 
http: //www. laborci. com 

LLS INTERNA-
TIONAL 
9864 East Grand River 
Suite 110-253 
Brighton, Mich. 48116 
Ph: 810/797-4422 
Fx: 810/797-4429 

MARCUS DRAKE 
CONSULTING 
2 Dena Court 
Park Ridge, N.J. 07656 
Ph: 201/505-9122 
Fx: 201/930-0629 

MID-ATLANTIC 
RESOURCES ASSO-
CIATION (MARA) 
P.O. Box 160 
400 Front St. 
Lovingston, Va. 22949 
Ph: 434/263-8790 
Fx: 434/263-8799 
www.marainc.net 
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5004-PC 
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Complete Turf Rotor 
Top-Adjusts with 

Just A ScrewDriver 
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For A 
Turf Rotor a ea. 

Buy The Box 

Call Us For 5004PLUS 
Order By 1 p.m. 

SHIPS SAME DAY 
w/m in. order 

800-600- TUR F. (8873) 
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Work Visas 
"Are you having a difficult time finding 
minimum or low wage legal workers? 
Let us help you get the low wage labor 
force that you need, just as we have for 
hundreds of other companies for years." 

•Robert Kershaw 
Attorney at Law 

legal and low wage foreign workers 
with H2B or H2A visas may be the 

answer to your labor needs! 
1-99 H2B Visas 

$ 3 , 0 0 0 / 
(Flat rate per application) 

* Does not include bus fare, INS fees, TWC required newspaper ads, 
foreign processing and consulate fees, nor foreign recruiting fees. 
Give us the opportunity to beat any competitor's published price. 

Number of potential c l ients is limited! 
Ca l l toll free for more information 

1-800-764-5570 
The Law Office Of Robert Kershaw, P.C. 

1825 Fortview Rd., Suite 101, Austin, Texas 78704 (512) 383-0007 Fax: (512) 383-0009 
Licensed by the Texas Supreme Court Not certified by the Texas Board Of Legal Specialization 
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l i A W J y M u f c l 

provider who contacts the employer to see 
what's going on." West describes recruiters 
as "advocates of the workers/' but notes, 
"we encourage the workers to go to their 
supervisor first with a problem, but to let us 
know if we can help resolve any issues." 

Ricciardi's clients work with recruiters 
in Mexico and South Africa (an up-and-
coming H-2B source) to find and interview 
prospective employees. Kershaw also sub-
contracts with recruiters in Mexico, but Foley 
Enterprises does not recruit, allowing con-
tractors to choose workers themselves. Still, 
the company does have a colleague in Mexico 
to facilitate employer-worker interactions 
and represent workers at the U.S. Consulate 
where they receive their visas. 

The majority of H-2B providers stay in 
constant contact with their clients even after 
the workers arrive. "We give employers all the 
information they need for when the workers 
get up here - getting social security numbers 
and numbers for their dependents, forexample" 

Foley adds. "We want the recruits to be suc-
cessful, so we do stay in constant communication 
and continue to advise and assist employers." 

Recruiters can also aid in the transition to 
American culture. "We provide workers with 
debit cards - although they don't always 
want to take them," West remarks. "They 
can use one card to get direct deposit from 
their employer and leave the other card with 
their spouse so they can take money out." 
For a fee, West's firm also helps acquire 
individual taxpayer identification numbers 
to account for all of a worker's dependents, 
and files income tax returns as well. 

MONEY & MUST-KNOWS. Hiring an H-
2B provider isn't free, but most companies are 
reasonably priced, considering the value for-
eign workers can bring to a business. 

"For a long time there was a per-visa 
price," Foley remembers. "We went to a flat 
rate last year and I think the trend is really 
moving that way." 

lawnandlondscape.com 
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Per-visa prices can range from $150 to $750 
each, depending on the number of visas needed. 
Ccompanies like Foley Enterprises, however, 
use tier systems by applying a flat fee up to a 
certain number of visas. Contractors who need 
one to 20 visas can expect a charge of $2,000 
to $3,500, and for 21 to 100 visas the cost goes 
up to about $5,000. Foley notes that 10 is the 
average number of visas requested. 

For one to 100 visas, Kershaw also uses a 
flat rate. "The fee is not per visa - it's per 
application," he notes. "Your application can 
be for several workers, but the INS does 
scrutinize applications with more than 100 
workers more closely than if you're asking 

(continued on page 112) 

Staffing Solutions with our 
Mexican Workers 

• Specializing in-ftecruitment & Placement of H2B Visa foreign workers 

, We have RELIABLE, EXPERIENCED PERSONNEL 

- • Marcus Drake consultants handles the entire procedure 

• We deliver selected personnel to your company . 

Sound Familiar? 4 
Marqus Drake Consultants 

Park Ridge, New Jersey 
Call 888.544,9122 
Fax 201:930.0629 

Email rri$^cusdrakeh2b@yahod.co 
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A Smaller Footprint 

Robert Maffei's landscaping business has grown 

quickly over the past 13 years. What started as a 

four-person company, Maffei Landscaping Con-

tractors, Marstons Mills, Mass., now ranges from 

45 to 60 employees, depending on the season. 

Maffei attributes a good portion of his business' success and 

growth to efficient use of crew and machinery time. 

In 1996, Maffei's equipment fleet included everything 
from basic tools, such as weed wackers and lawn mowers, to 
more advanced equipment, including bark blowers and 
skid-steer loaders. Though using hand labor on big projects 
was taking a toll on his crew's efficiency, Maffei couldn't 
justify the costs involved with larger pieces of equipment. "I 
started thinking about the type of equipment that would 
help make my crews operate more efficiently," Maffei says. 
"They need equipment that's versatile and tough, but also 
small enough not to damage a customer's property." 

Maffei was not alone in his quest for the ideal landscaper's 
tool. Fortunately, equipment manufacturers recognized this 
demand in the early 1990s. 

At an efficiency seminar Maffei attended in hopes of 
growing his business, a speaker discussed a new, labor 
expense-trimming type of equipment called a "power wheel-
barrow." The product offered some of what Maffei was 
looking for in a new piece of equipment, but not everything. 
Then, he stumbled across something more promising - the 
compact utility loader. 

While growing in popularity, compact utility loaders are 
still relatively new to the market. They are multi-purpose 

machines that utilize 
various attachments to 
tackle landscaping 
projects. Initially, com-
pact utility models fea-
tured wheels, which 
operate well on turf 
and standard, even 
surfaces, but the first 
tracked models en-
tered the market in 
2000, allowing users to 
travel on varying sur-
face conditions, such 
as mud or sand. 

Maffei conducted a 
two-week demo of a 
Toro Dingo compact 

Instead of moving large 
boulders with shovels, 
Maffei Landscaping 
Contractors' crews use 
the Dingo compact utility 
loader to simplify the job. 
Photos: Maffei Landscap-
ing Contractors 

utility loader and he realized that this was the piece of 
equipment for which he was looking. 

In Maffei's experience, the compact machines offer as 
little as 3.4 psi of ground pressure, and, unlike some heavier 
skid-steers and track loaders, they do not destroy landscape 
surfaces like sod, soil and brick. A compact utility loader's 
light footprint, combined with its small size, permits Maffei 
to travel across and work on turf without damaging the 
clients' properties. 

Compact size also allows the machines to pass through 
small spaces where otherwise only people could work. 
Some compact utility loaders measure 33.7 inches wide, 
providing the ability to fit through standard doors, gates 
and other areas. "Basically, I have the ability to carry a 3- to 
4-inch caliper tree across a beautiful front lawn, over a 
newly installed patio and through a small gate to install that 
tree in a backyard," Maffei says. 

The lightweight, compact frame size also makes for easy 
transport. Maffei's business uses trucks with single axle 
trailers to carry the equipment, including compact utility 
loaders that have a rated operating capacity of 500 pounds 
with a lift capacity of up to 1,500 pounds. "Instead of the 
crew trying to move quarter- or half-yard boulders with 
shovels, we're able to take the Dingo off the trailer and move 
them in a matter of minutes," Maffai says. "Using a skid 
steer to move 3- to 4-inch caliper trees or a yard of loam just 
doesn't make sense. We've used the Dingo for many projects, 
from hauling boulders to grading soil for turf installation to 
hauling trees. The machine has been a part of nearly every 
job we've worked on for the past seven years." 

Maffei's fleet now stands at six Dingos. "They perform 
nearly any task and improve working conditions by elimi-
nating the hard, manual labor," he says. "They don't call in 
sick and they don't take a paycheck until we use them." In 
addition to improving his bottom line and increasing pro-
ductivity, Maffei's employees have experienced fewer back 
injuries since the compact utility loaders joined their crews. 

"I can count on [my Dingos] to get jobs done and the 
employees love them," he says. "These machines have liter-
ally revolutionized my business." - Kate Sedlacek [¡J 

The author is public relations specialist, The Promersberger Co., 
representing Toro Dingo, Bloomington, Minn. 
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100,000 New Homeowners 
Every Week! 

We know who they are. 
We have their address and phone number. 

They are looking for lawn & landscaping services. 
Do you want their business? 

Finally, a subscription service to provide you with a list of New Homeowners in your area on a 
monthly basis! 

Homeowners have money to spend! Especially New Homeowners. Research proves most 
buying decisions are made 90 days after buying a home. They are ready to spend and develop 
new relationships and need to make purchasing decisions NOW! 

Selections Available: 
• Income 
•Age 
• Martial Status 
• Sale Price 
• Estimated Home Value 
• Loan Amount 
• Sale Date 

*Ask about 
our weekly 
updates! 

Don't let your competitors beat you! 
Call today to find out how many hot new prospects we have for your area! 

1-800-628-0026 
Sign up for your subscription today and receive ONE MONTH FREE! 

NL-LAW 

Call Diane Richardson at 1-800-628-0026 
Buy Online at newieadsLISA.com 

new 
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Laiòiandscape \ Free 
P R O D U C I 

FORMATION J 
You can now request product information 

online anJ receive a response immediately ! Just 

visit www.lawnanJlandscape.com anJ click on 

the "free proJuct information"logo on the 

front page. There, you can submit your 

proJuct information requests Jirectly to 

manufacturers. Or, simply circle the numbers 

on page 41 of this month's issue an J fax the 

form to 21Ô/QÔ1-05Q4. 

ArborSystems 
Pointer Insecticide 

• Provides season-long control of numer-
ous tree pests, including adelgids, borers, 
beetles, aphids and lacebugs 
• Places chemicals directly into the tree's 
active layer so pest control can begin in 
just five days 
• Almost any tree can be treated in five 
minutes or less 
• For use with the Wedgle Direct-Inject 
Tree Treatment System 
Circle 200 on reader service form 

TrynEx 
SweepEx Debris 
Leaf Pusher 
• Ideal for cleaning up lighter debris such 
as leaves, cans and bottles 
• Extends the broom's height capacity, in-

creasing its ability to handle materials 
• Consists of two steel uprights and a 
heavy-duty poly-fencing material 
• Adds a strong net to the broom attach-
ment, which allows the machine to carry 
more materials for longer distances 
• Bolts to the front of any SweepEx Pro Se-
ries broom 
• Available in 48-, 60-, 72- and 90-inch 
broom lengths 
Circle 201 on reader service form 

Morbark 
Dry Colorant 
Processing 
System 
• Impregnates color deeply into wood 
fiber for long-lasting mulch 
• Produces colored mulch at a fraction 
of the cost of conventional methods 
• Uses significantly less water than 
other methods 
• Not subject to the moisture content 
of wood-like liquid products 
• Automatically meters and applies 
dry colorant in the discharge area of 
the grinder during a primary grind 
• Messy, hard-to-handle liquid dyes 
are replaced by dry powder 
Circle 202 on reader service form 

Solstice Pro 3.0 
• Newest version of Timbre Software's field 
portable solution for users of QuickBooks 
2003 Pro and Premier Editions and QuickBooks 
Enterprise Solutions financial software 
• Allows contractors to manage crew and 
employee time cards, purchase orders, in-
voices, job notes, change orders and mate-
rials on a Pocket PC 
• Can be used on the desktop for job cost-
ing and review of all field transactions 
• Enhanced features include: time clock, 
check and credit card registers and contact 
management 
• Features improved graphical interface 
and cleaner synchronization 
Circle 203 on reader service form 

Vanguard 
31-hp Engine 
• Largest 2-cylinder engine ever produced 
by Briggs & Stratton 
• Features all-new block design, which al-
lows 895cc displacement 
• Centrifugal air-cleaner increases engine 
life and reduces maintenance 
• Decreased noise levels increase operator 
comfort and reduce component wear 
Circle 204 on reader service form 
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LAWN & LANDSCAPE MEDIA GROUP PRESENTS.... 

TWO GREAT EDUCATIONAL 
OPPORTUNITIES 

SNOW MANAGEMENT 
SEMINARS 

Featuring John Allin, Author of Managing Snow & Ice 

SEMINAR HIGHLIGHTS 
/ L e a r n h o w to i m p r o v e o p e r a t i o n a l 

e f f i c i e n c i e s - r o u t i n g , d i s p a t c h i n g 
a n d w o r k i n g wi th s u b c o n t r a c t o r s . 

/ S h a r p e n y o u r f inanc ia l m a n a g e m e n t 
p r a c t i c e s a n d a d d m o r e t o y o u r 
b o t t o m l ine. 

/ Ident i fy s t r a t e g i e s for i m p r o v i n g y o u r 
m a r k e t i n g ef for ts to s e c u r e add i t iona l 
c o n t r a c t s o r h o w t o a d d s n o w 
m a n a g e m e n t to y o u r ex is t ing s e r v i c e o f fe r ings . 

/ N e t w o r k wi th fe l low s n o w m a n a g e m e n t p r o f e s s i o n a l s a n d 
build i m p o r t a n t re la t ionsh ips . 

SEMINAR DATES & LOCATIONS 
Thursday 
September 18, 2003 
M i l w a u k e e 

Saturday 
September 20, 2003 
C l e v e l a n d 

Thursday 
September 25, 2003 
D e n v e r 

Saturday 
September 27, 2003 
M i n n e a p o l i s 

Thursday 
Oc tober 2, 2003 
B a l t i m o r e 

Saturday 
Oc tober 4, 2003 
R o c h e s t e r 

Seminar Registration: $145 per person, $105 per 
person for three or more from same company 

HOW TO REGISTER? 
By Phone: 800/456-0707 

On The Web: www.snowmanagementseminars.com 

SPONSORED BY 

PROTECH 
SNO PUSHER _ _ 

I 

KISSNER 
J . T H O I M A S 

SEMINAR HIGHLIGHTS 
/ L e a r n p r o v e n m e t h o d s to g r o w y o u r 

b u s i n e s s a n d e n s u r e profits. 
/ D i s c o v e r h o w to i m p r o v e o p e r a t i o n a l 

e f f i c i e n c i e s - t r a c k i n g y o u r l a b o r 
hours , ident i fy ing l abor cos t ing , a n d 
h o w t o p u r c h a s e a n d m a i n t a i n 
e q u i p m e n t . 

/ S h a r p e n y o u r f inanc ia l m a n a g e m e n t 
p r a c t i c e s wi th Q u i c k B o o k s a n d l e a r n 
h o w to s t r u c t u r e y o u r pr ic ing. 

/ I den t i fy s t r a t e g i e s for se t t ing y o u r c o m p a n y u p for l o n g 
t e r m , s u s t a i n e d g r o w t h . 

SEMINAR DATES & LOCATIONS 
Friday, Sep tember 12, 2003 

A t l a n t a 

Friday, Ju ly 25, 2003 

B a l t i m o r e 

Friday, A u g u s t 1, 2003 

P h i l a d e l p h i a 

Friday, A u g u s t 8, 2003 

N o r t h e r n N e w J e r s e y 

Friday, A u g u s t 15, 2003 

O r l a n d o 

Friday, A u g u s t 22, 2003 

Ft . L a u d e r d a l e 

Friday, Sep tember 19, 2003 

St . L o u i s 

Friday, Sep tember 26, 2003 

C h i c a g o 

Friday, Oc tober 3, 2003 

D a l l a s 

Wednesday, November 12, 2003 

T o r o n t o , C a n a d a 

Friday, Sep tember 5, 2003 

G r e e n s b o r o 

Seminar Registration: $145 per person, $105 per 
person for three or more from same company 

HOW TO REGISTER? 
By Phone: 800/456-0707 

On The Web: www.lawnbizseminars.com 

SPONSORED BY 

J O H N D E E R E 

growing your business seminars 
FEATURING JACK MATTINGLY. MATTINGLY ASSOCIATES 

REGISTER EARLY - LIMITED SPACE AVAILABLE! 

http://www.snowmanagementseminars.com
http://www.lawnbizseminars.com


SuperFlex 
Flatproofed Tires 
on Caterpillar 
Telehandlers 

• Polyure-
thane 
flatproofed 
tires are 

Bob-Cat LEO 
• First zero-turn mower with optional 
Powerlink that generates up to 1000 watts 
of AC electric power 
• Available with a 17.5-, 18- or 25-hp Briggs 
& Stratton electric-start engine and a 48- or 
52-inch side discharge deck 
• Includes 23-inch drive tires, hydrostatic 
transmission and 5-gallon fuel tank 
• Exclusive Powerlink technology allows 
the mower to pivot through 180 degrees 
without leaving a circle of uncut grass 
Circle 206 on reader service form 

Automatic 
Fertilizing 
System 
• Proven, patented flow design en-
sures precise, constant distribution of 
fertilizers to an entire landscape 
through irrigation 
• Can be attached to any new or exist-
ing mainline sprinkler or drip system 
• Available in four sizes: 1.5-, 3-, 5-
and 10-gallon units with four differ-
ent feed rates 
• Has no moving parts, electrical con-
nections or complicated programming 
• Entire installation requires less than 
30 minutes 
Circle 207 on reader service form 

CareTree 
Model 754-5 
• Tough, compact, 4-spaded digger pro-
duces a wide range of root balls 
• Adapts to large skid steer loaders, articu-
lated loaders and crawler loaders 
• Transplants 5- and 6-inch caliper shade 
trees, plus evergreens and conifers up to 
20 feet 
• Equipped with semi-truncated spades 
for producing the perfect root ball 
• Two gates provide a wide opening for 
conifers and ornamental trees 
Circle 208 on reader service form 

Echo PE-260 
Power Edger 
• Provides a powerful, lightweight, opera-
tor-friendly design to achieve and maintain 
well-groomed properties 
• Features Echo commercial-grade 25.4cc 
Power Boost Tornado engine 
• Power Boost Tornado technology delivers 
fuel-efficiency, speed, power and torque 
• Boosts productivity with an open-face 
metal shield that reduces potential clogging 
• Economically designed for comfort and 
control with heavy-duty vibration reduc-
tion engine mount and padded handles 
Circle 209 on reader service form 

Shindaiwa 
Poweifiroom 
Nylon Bristle Brush 
• Aggressive 
nylon bristle 
brush de-
signed for 
models PB270 
and PB2500 
• Ideal for in-
stalling syn-
thetic turf 
• Also very effective in sand filling and 
breaking apart synthetic turf fibers 
• Adds volume to synthetic turf, further 
producing a real grass feel and appearance 
• 100-hour life expectancy 
Circle 210 on reader service form 

Symbiot SiteManager 
• An easy-to-use, handheld system 
• Automates timesheet entries all day, every day -
no more end-of-the-day entries and faxing from 
branch locations 
• Increases staff efficiency as recurring tasks 
are scheduled and double entry of payroll 
is eliminated 
• Generates reports of all types quickly, including 

employee hours, material usage, estimated vs. 
actual hours, accidents and checklists 
• Provides precise job costing - with just a 
click, the system schedules, records and tracks 
crew production 
• Improves communication while strengthen-
ing relationships between crew members, man-
agement and clients 
Circle 211 on reader service form 

now op-
tional on 
Caterpillar's 
new Series B 
telehandler 
models 

• SuperFlex-filled tires function similar to 
air-filled tires 
• Soften ride to protect the operator and 
machine from vibration and jolting 
• Increase tire life and performance 
Circle 205 on reader service form 
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www.lawnaitdlandscape.com offers 
• C h a n c e s t o w i n n e w p r o d u c t s 
• Da i ly n e w s 
• A r c h i v e d m a g a z i n e art icles 
• Message boards 
• T h e abil i ty t o sign up fo r a persona l i zed M y L a w n & Landscape a c c o u n t 

questions? Call 800/456-0707 

Visit www.lawnandlandscape.com to be eligible to win free products! 

This month, win the XTRA Edger from Little Wonder. 
Patented cross-blade system that cuts through the thickest 
overgrown grass quickly and easily. 
Fully enclosed blade guard and debris deflector that protects 
both the operator and bystanders. 
Six-position height adjustment for precise cutting depth. 
Large six-inch wheel that carries the weight of the unit, ensuring 
easy guiding and unmatched maneuverability. 
Padded handle grips and shock mounts ensure user comfort. 
Powerful, easy-starting 34 cc two-cycle gas engine - largest of 
any hand-held edger! 
Steel drive shaft for years of worry- f ree performance. 
3.5-to-1 gear reduction and a fully enclosed transmission. 

LITTLE 
WONDER 

These features and more make the Little W o n d e r Xt ra Edger a quality 
product, knowing it's manufactured by Little Wonder , makes it a 
quality purchase. 

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


Woods RCC42 
Single Spindle Rotary Cutter 
• Can handle weeds and light brush up to 1-inch in diameter found in pastures, 
trails and gardens 
• Features deep, sturdy side frames and a smooth, sloped deck capable of shedding 
water and debris 
• Includes four compact yet powerful attachments for smaller tractors with up to 
25 horsepower 
• Features 60-inch rear grading blade, 60-inch landscape rake and 48-inch box 
scraper and new 42-inch rotary cutter 
Circle 212 on reader service form 

Pro-C Modular 
Controller 
from Hunter 
Industries 
• Versatile irrigation controller with 15-
station capability 
• Can be customized from 3 to 6,9,12 or 
15 stations with the addition of multiple 
expansion modules 
• New flexibility is designed to reduce in-
stallation time on residential and commer-
cial jobs 
• Features an advanced Easy-Lock module 
system with a unique "slide lock" mecha-
nism to simplify the installation and re-
moval of modules 
• Can significantly decrease inventory and 
overhead expenses 
Circle 213 on reader service form 

Ditch Witch SK500 
• Compact, walk-behind model designed 
for a variety of applications 
• 500-pound lifting capacity 

King Innovation 
Catalog 
• Four-color catalog details King 
Innovations^ products including DryConn 
Waterproof Connectors, Proline, Safetyguard 
and Easyguard connectors, irrigation prod-
ucts, hand tools and electrical accessories 
• Includes product information on King 
Innovation's Proline, Safetyguard and 
Easyguard connectors, which are also color-
coded and available in various sizes 
• Features King Innovation's irrigation 
products including the DryConn connectors 
with UV protection, King Drains, SnapTap 
saddles and King Grips 
• New technical section serves as an excel-
lent reference for product specification 
sheets, a glossary of common industry 
terms, conversion factors and useful code 
information 
Circle 215 on reader service form 

• 24-hp Honda engine 
• Travels on rubber tracks powered by 
dual independent hydrostatic ground 
drives 
• Can be configured as a material loader, 
trencher, augering machine and forklift 
Circle 216 on reader service form 

Anchor 
Highland Stone 
• Versatile, new Jumper unit can be used to 
create multiple design options with the 
look of natural stone retaining walls 
• Suitable for a variety of residential and 
commercial products 
• Gravity walls can be built up to 4 feet high 
• Reinforced walls can be constructed to 
any height 
• Features the popular, patented Anchor 
rear-lip for accurate, fast installation and 
structurally sound design 
Circle 217 on reader service form 

RedMax PT104 Phis 
String Trimmer Head 
• New, heavy-duty tap-and-go head for RedMax string trimmers 
• Metal insert in the nylon tap knob extends the head's life by reducing wear and 
abrasion to the nylon 
• Tap knob features "stay-on" spring 
• Two split spools make refilling easy and reduce the chance of twining or welding 
• Replaceable line eyelet is made of aluminum for longer life 
Circle 214 on reader service form ID 
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Advertise Today! 
All classified advertising is $1.00 per word 
with a $30.00 minimum. For box numbers, 
add $1.50 plus six words. All classified ads 
must be received seven weeks before the 
date of p u b l i c a t i o n . We a c c e p t Visa , 
MasterCard, American Express and Dis-
cover. Payment must be received by the 
classified closing date. 

Business Opportunities 
SELLING YOUR BUSINESS? 

FREE 
APPRAISAL 

NO BROKER 
FEES 

Professional Business Consultants 
V*usineSiÇi 

FI S 
ùm 

Merger A Acquisition Specialists 

Professional Business Consultants can obtain 
purchase offers from qualified buyers without 

disclosing their identities. Consultants' fees 
are paid by the buyer. 

CALL: 

708/744-6715 
FAX: 630/910-8100 

TURBO TECHNOLOGIES INC 

T J R B O I U R F 
HYDRO SEEDING SYSTEMS 

FOR FREE H YD ROSE E DI MG 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-nutrients 

BUY DIRECT FROM MANUFACTURER 
FREE Catalog - 800/832-9635 
Email: kmfranke@hutchel.net 
www.frankemarketing.com 

PUTTING GREENS 

V •H w-a 

BIDDING FOR PROFIT 
PROFITS UNLIMITED 
Seminars & Consulting 

"Your Key to Success" 

BIDDING & CONTRACTS ($47.95) 
CONTRACTS & GOALS ($39.95) 

MARKETING & ADVERTISING ($39.95) 
LETTERS FOR SUCCESS ($29.95) 

DE-ICING & SNOW REMOVAL ($39.95) 
ESTIMATING GUIDE ($34.95) 

SELLING & REFERRALS ($44.95) 
TELEPHONE TECHNIQUES ($24.95) 

BUY FOUR OR MORE AND SAVE 

You can see a full explanation of these manuals on 
our Web site. The techniques shared in these manu-
als are being used by hundreds of your peers 
throughout the United States and Canada. 
Wayne's Lawn Service was recently rated one of 
the top 10 lawn companies in the United States. 

Profits Unlimited 
8 0 0 / 8 4 5 - 0 4 9 9 

www.profitsareus.com 
Visa, MasterCard, 

Discover, American Express 

BUSINESS OPPORTUNITY 
Attention: Lawn & Landscape Professionals 

Two established product lines now available 
with exclusive territories. Offer FREEDOM 
FENCE™ & DRIVEWAY ALERT™ to all your 
customers and watch your bottom line soar!! 
Call us today at 603/352-3333. Made in the USA. 

Ir pay5 Jo adysjfih?* in ita 
Lav/n & Landscape clu^inVJ:; 
yj\\ HDL _ 

io advariha today! 

I Back-Yard Putt ing Greens 
VnlbrtK ptiii« f i t * in tie f*IN »mit! 

* v?ato! of Ik ft) H Í M i )ar *oif ;»étsm 
RtttM) lo till IK 
-H«ri*fenr 

FREE VIDEO 
•IrriVOIs^ 

todifinlil MMkr mi 
M lb; f uta* reputi 
' 3* YaitarerMrKX 
'Um him 

800-334-9005 
mallprogimcom BUSINESS OPPORTUNITY 

r — L ^yj poking 

for a job? 

Great. Wel l start 

you at CEO. 

Tired of struggling in the 
landscape industry? We'll give 

you a promotion. Call us 
today and learn how ro start 

your very own franchise. 

AUTOMATED ICING SYSTEMS 
'"ATTENTION"! 

Irrigation Contractors 
Expand your business with Automated Anti-Ic-
ing Systems for residential & commercial ap-
plications such as: sidewalks, driveways, parking 
lots, etc. For more information call Meltdown Tech-
nology, Inc. (subsidiary of Water Works, Inc.) 
Phone: 815/385-5599 • Fox: 815/385-5699 
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HUGE PROFITS! 
Make great money hanging 

Christmas Lights. 
For FREE INFO on this booming 
Industry call 866/426-4544 Today, 

www. WeHangChristmasLights com 

BUSINESS O P P O R T U N I T Y 
Lawn Care Business In America 

25 years ago I started my own lawn care business. 
Within five years I built a multi-million dollar op-
eration. My manual will show you how to: 

• Make millions. 
• Secret formula when bidding. 
• Low cost market & advertising. 
• Keys to success. 

For your personal copy of our manual, 
send $29.95 to: 

TEAM LANDSCAPE PROPERTY MGMT. INC. 
P.O. Box 936276 

Margate, Fla. 33093 

Businesses for Sale 
C O M M E R C I A L LANDSCAPE 
M A I N T E N A N C E 

Commercial landscape maintenance business 
includes tree trimming and installation. Orange 
County California. Established 23 years, $2.5 
million annual sales, 1.7M or equity partner. 
Great opportunity for out of state company to 
expand into Southern California. 714/588-3168. 

L A N D S C A P E 
CONSTRUCTION C O M P A N Y 

Well Established 20-year Landscape Company 
Boston, Massachusetts Area. 

Annual volume $3.5 million PLUS! 
Company breakdown: 

• 70% Construction 
• 20% Maintenance 
• 10% Snow Operations 

Well managed and organized operation with a 
meticulous fleet. Will sell with or without the 
real estate, which has all the necessary provi-
sions for repairs and parking. 
The 2003 backlog to date is over $1.5 Million! 

Contact Global Business Exchange 
Mr. John Doyle 781/380-1420 

Fax: 781/380-1420 

FOR SALE 
Comprehensive tree service business, equip-
ment and contracts. Northeastern Pennsylva-
nia - $550,000.00 

Call Gresser Realty, Inc. 800/688-1239. 

F INANCIAL 
MONEY 

Would you like to have your money sooner? 

After initial setup we can have your money 24-
48 hrs after you have sent your billing out. We 
work with companies that invoice federal, state, 
city and business-to-business clients which they 
have either serviced or sent products out to. Cut 
the wait down for your money, keep your cash 
flow moving. For more information. 

Call today: 
866/753-2583 

E-mail: cashavailable@msn.com 
Website: 

www.betterlivingfinancialservice.com 

For Sale 
FOR SALE 

LANDSCAPE D E S I G N KIT 3 
it LANDSCAPE DESIGN KIT 3 

48 rubber stamp symbols o4 tree«, 
shrubs, plants & mora. 1/8" scato. 

Stamp sizes from 1/4" to 1 3M". 
> $93 + $6.75 s/h. VISA, MasterCard, A 
| MO's shipped next day. Check delays 
•shipment 3 weeks. CA add 7.75%tax. 

M J AMERICAN STAMP CO. 
BROCHURE 1 2 2 ^ 0 R i s i n g R d . L L 2 3 , W i l t o n . C A 9 5 6 9 3 

¿ w Loai 9i 6-687-71 og TOLL FREE 877-687-7102 

H Y D R O M U L C H I N G 
M A C H I N E R Y 

Tit rfA/la Are»rcs> 
Sod-Quality Results 

i ? 

A High-Performance Real 

Hydromulching Machine 

four minute loading 
instant mixing 
thick m u l c h 
long hoses 
no c logs ^ 

T u r / M a k e r Corp. 

www. t u r f m a k e r , com 8 0 0 - 5 5 1 - 2 3 0 4 

H Y D R O M U L C H E R S 

Usedhydromulchers.com 

H Y D R O S E E D I N G / 
H Y D R O M U L C H I N G 
EQUIPMENT A N D SUPPLIES 

H Y D R O S E E D I N G H E L P E R 

Slicky Sticky.com 
8 0 0 / 5 2 7 - 2 3 0 4 

O N E TRACK INC. 

Attention Landscape Professionals 

e Verify Landscaping Jobs Completed 
• Increase Employee Productivity 
• Reduce Operating Costs 
• Increase Employee Responsibility 
e Reduce Fuel Cost 
e And More' 

Packages available to fit any size fleet.. 
Buy manufacturer direct and save! 

Manufacturer 0*ad No MonMy Faaa 

Call Now! 800-665-7203 (Q 
w w w . o n e t r a c k i n c . c o m 

2375 E Cameiback Suite 500 Phoenix. AZ 85016 

G P S VEHICLE T R A C K I N G 
No Monthly Fees 
Call 800/779-1905 

www.mobiletimeclock.com 

E Q U I P M E N Y FOR SALE 

PINCHERS 
• Load and Unload 
• Fastest 2" and up 

Tree Planter Ever! 

SPRAYER PARTS DEPOT 

Discount S Parts 
REPLACEMENT PARTS & PUMPS FOR 

• FMC (John Bean) • Hypro • 
• F.E. Myers • Udor • 

• Comet and General Pumps • 
Also Spraying Systems Tee-Jet 

and Albuz spray nozzles. 
We have a complete line of 
sprayer accessories such as 

spray guns, hose & hose reels. 

Cal l T O L L FREE 888/SPRAYER 
for a free catalog. 

E-mail: sprayerpts@bellsouth.net 
Web site: SprayerPartsDepot.com 

FOR SALE 
For sale, large white pines 18-20 feet, 43 inch balls 
located in northern Maryland. Please call 410/ 
357-5836. 
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COVER IT 

i - - " a 
» À ? • 

INSTANT GARAGES 
ALL WEATHER SHELTERS COVEfffò 

SAND/SALT BINS • WORKSHOPS 
EQUIPMENT STORAGE 

Authorized Dealer 
SHELTERS OF NEW ENGLAND INC. 

251 West Hollis St. • Nashua, N.H. 03060 

1-800-663-2701 • (603) 886-2701 
www.sheltersofnewengland.com 

FOR SALE 

vi 
Diversified 

/Plarluting 
Your source for green 
industry attachments! 

DUTCHMAN 
T R E E S P A D E S 

anousin 
TRACKS 

McMILLEN 
ULLER Augers 

FAX: 402-364-2194 
E-Mail: nurseryjaws@alltel.net 
w w w . N u r s e r y J a w s . c o m 

FOR SALE 
Stop guessing square footage! Measure area 
quickly and accurately. Just wheel the DG-1 
around any perimeter and instantly know the 
area inside. $399 + $7 ship. CA add tax. 
www.measurearea.com 760/ 743-2006. 

FOR SALE 
18 used Professional Spray Trucks, 

totally equipped, excellent condition! Also 
Tuflex tanks, beds, hose reels, aerators, more. 

REDUCED MUST SELL! 
www.getgreenthumb.com / trucks.html 

Or call Russell 214/773-8700, Dallas, TX 

FOR SALE 
FINN BARK BLOWER 1 9 9 8 CHEVROLET C 7 5 0 0 

• 30,583 miles 
•3126 B Caterpillar Diesel 
• 6 spd. Allison Manual Transmission 
• Air Ride Seat 
• Air Brakes 
• Tilt Steering 
• Air Conditioning 
• Split Bench Seat 
• Side Tool Box 
• Finn Bark Blower Model 808 
• 4.5 John Deere Diesel w/1,712 hours 
• Water Feed System (Dust Suppression) 
• Electric Load Tarp 
• 150' Discharge Hose 
• Asking price %65,000 

Call 301/414-0007 

FOR SALE 
Lawn Spray equipment for sale - numerous 
tanks, pumps, hose reels, spray equipment, com-
plete spray trucks and Steiner tractor. Call for 
details 412/445-8066. 

FOR SALE 
CONTAIN-O-SHELL 

S.S. doors 
Poly shell 

170/70 gal. Tank 
35 bag storage 

electric pumps with electric hose reel 
includes hose and deep root equipment 

turn-key-just slide onto 8' pick-up and go. 
$2,950 

Phone 717/860-7777 ask for Mark 

FOR SALE 

(AerWay 
Simplify Your Turf Management 

with AerWay Turf Harrrows 
• Break up and Scatter 

Aerifier Cores 
• Loosen Thatch Build up 
• Work in Seed and Fertilizer 
• Stimulate Early Turf Green Up 
• Smooth and Dry Base Paths 
• Prepare Fine Seed Beds 
• Starting at $286 c/w drawbar 

Tin« Action 

for more information contact us at: 
1-800-457-8310 

Advanced Aeration Systems 

www.aerway.com 
a e r w a y @ a e r w a y . c o m 

Help Wanted 
SALES ASSOCIATE 

Sebert Landscaping Co. is a heavy volume full 
service Commercial Landscaper seeking an ex-
perienced professional to develop and grow our 
client base. Minimum of 1-2 yrs landscape ex-
perience a must. Excellent benefit package. 

Fax resume to Deidre 630/497-1002. 

KEY EMPLOYEE SEARCHES 
Florapersonnel, Inc. in our third decade of per-
forming confidential key employee searches for 
the landscape industry and allied trades world-
wide. Retained basis only. Candidate contact 
w e l c o m e , conf ident ia l and a l w a y s free. 
Florapersonnel Inc., 1740 Lake Markham Road, 
Sanford, Fla. 32771. Phone 407/320-8177, Fax 
407/320-8083 . Email : Hor tsearch@aol . com 
Website: http/ / www.florapersonnel.com 

LANDSCAPE MANAGEMENT 
THE BRICKMAN GROUP, LTD. 

Careers in landscape management available in: 
California, Colorado, Connecticut, Delaware, 
Florida, Georgia, Illinois, Indiana, Maryland, 
Massachusetts, Minnesota, Missouri, New Jer-
sey, New York, North Carolina, Ohio, Pennsyl-
vania, South Carolina, Tennessee, Texas, Vir-
ginia, Wisconsin. Fax: 301/987-1565. 

E-mail: jobs@brickmangroup.com 
Web site: www.brickmangroup.com 

HiHtiHfmil 
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 hor t i cu l tura l t rades 
throughout North America. Companies and ca-
reer-mined candidates are invited to check us 
out on the Web at http://www.greensearch.com 
or call toll free 888/375-7787 or via E-mail 
info@greensearch.com. 

HELP WANTED 
Landscape Maintenance Operations Manager 

Established 20-year-old landscape installation 
company looking to expand into commercial-
industrial-high end residential maintenance. 
Exciting opportunity for an experienced Opera-
tions Manager. Must have solid proven knowl-
edge of landscape & Maintenance, business 
management, & sales skills. Minimum 5 years 
in the green industry; state spray license a plus. 
Competitive salary and benefit package. All in-
quiries are kept strictly confidential. Fax resume 
with salary history to Conejo Pacific Technolo-
gies 805/498-1781 Attn: Recruiting Manager. 
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HELP WANTED 

Join 

T H E W O R K F O R C E 

o f N A T U R E ! 

ValleyCrest Companies has 
managerial and field opportunities 

in branch operations, account 
management, project management, 
sales, field supervision, horticulture 

and more, across all levels. 
Founded in 1949, 

ValleyCrest Companies is a 
leading nationwide provider of 

landscape development and 
maintenance services. 

Come work with the best. 
Bilingual a plus. 

Please send your resume to 
the attention of Ms. Lopez at 

opportunities@valleycrest.com 
or fax to 818-225-2334 

Ô 
ValleyCrest 
C O M P A N I E S 

www.valleycrest.com 

HELP WANTED 
Great Career Opportunity in the Southeast Region! 

Wholesale Irrigation & Nursery Distributor 
seeking managers for multi-state expansion. 
Minimum 3 years experience in Landscape/Ir-
rigation management or an Associate's Degree 
required. We offer a competitive salary and ben-
efits package. Fax your resume and salary his-
tory to Stovall & Co., Inc. at 77Ü/921-6167 Attn: 
Director of Irrigation. 

HELP WANTED 
LANDSCAPE MANAGEMENT 

Wheat's Lawn & Custom Landscape, a premiere 
residential landscape firm in Northern Virginia 
since 1978, has positions available for manage-
ment and sales. Interested candidates should 
want to surpass own personal expectations and 
have a desire to work with a motivated and suc-
cessful team. Wheat's offers: 

• Health insurance 
• Advancement opportunities 
• 401 (k) and profit sharing 
• Excellent salaries 
• Great work environment 

For confidential consideration, please mail, fax 
or email your resume. 

WHEAT'S LAWN & CUSTOM LANDSCAPE, INC. 
8620 Park St. 

Vienna, Va. 22180 
Fax: 703/-641-4792 

Email: wheats@wheats.com 
Web Site: www.wheats.com 

HELP WANTED 
Join the Company That Changed the Industry! 

Are you tired of big company rhetoric and hol-
low promises of future opportunities? 

Then take the test: 
(True or False?) 
1. You're ability to train and motivate others is 
one of your strongest points. 
2. You have 3-5 years real life experience in how 
to market and grow a business. 
3. You understand that a service company is all 
about helping solve a problem - not finding a 
fault. 
4. You have 3-5 years of experience in the Green 
Industry. 

3 or More True Answers? 
We want to speak with you. 

Our continued growth has created a need for 
people with marketing, operational and techni-
cal backgrounds to help manage operation cen-
ters and regional franchise support areas. 

If you are a professional with proven skills, you 
owe it to yourself to check out this opportunity. 

NaturaLawn of America is a privately held 15-
year-old company with 60 franchises in 24 states. 
We expect to have 150 locations in 35 states 
within the next 4-5 years. 

We offer a complete benefit package including: 
• Major Medical Benefits 
• 401-K Plan 
• Paid Vacations 
• Paid Sick Leave 
• Ownership Options 

Salary is commensurate with experience, which 
may include a company vehicle. Relocation to 
the Maryland area is required. 

Fax your resume in strict confidence to 
NaturaLawn of America at 301 / 846-0320 or e-mail 
us at resume@nl-amer.com. 

Visit us at www.nl-amer.com 

MANAGEMENT OPPORTUNITY 
James Martin Associates, Inc., serving Chicago-
land's northern suburbs, seeks experienced land-
scape management professional to join manage-
ment group. Requires 10 years industry experi-
ence, business and computer literacy, and strong 
communication skills. Outstanding compensa-
tion package based on qualifications; benefits 
include ESOP. For confidential consideration, 
contact: 

James P. Martin, CLP, ASLA 
JAMES MARTIN ASSOCIATES, INC. 

59 East U.S. Highway 45 
Vernon Hills, 111. 60061 

Phone 847/634-1660 Fax 847/634-8298 
E-mail: j.martin@jamesmartinassociates.com 

HELP WANTED 
Vista Professional Outdoor Lighting 

District Sales Manager 
Vista Professional Outdoor Lighting, the nation's 
fastest-growing landscape lighting manufacturer, 
located in Simi Valley, CA, is seeking highly-moti-
vated individuals to develop new sales territo-
ries and call on existing accounts in key mar-
kets. Qualified individuals will implement sales 
and marketing programs, and will handle tech-
nical and field support for Vista's expanding line 
of low voltage and line voltage products. They 
will also be asked to liaison with landscape ar-
chitects, designers, landscape contractors and 
distributor personnel. Qualified individuals will 
have 5 to 7 years of experience in industry sales. 
Various territories available. Competitive com-
pensation and benefits package. 

Send resume and salary history to: Cruz Perez, 
Vice President of Marketing, Vista Professional 
Outdoor Lighting, 1625 Surveyor Ave, Simi Val-
ley, Calif. 93063 or Fax: 805/527-6830. 

Vista Professional Outdoor Lighting 
Factory Trainer 

Vista Professional Outdoor Lighting, the leader in 
landscape lighting and factory support (located in 
Simi Valley, CA) is looking for candidates with strong 
communication skills to conduct factory tours, train-
ing and seminars at the Simi Valley manufacturing 
facility. Qualified candidates must have 3 to 5 years 
of experience with installation, voltage drop, cable 
sizing, design layout, photometries, and proper 
transformer and lamp selection. 

Send resume and salary history to: Cruz Perez, 
Vice President of Marketing, Vista Professional 
Outdoor Lighting, 1625 Surveyor Ave, Simi Val-
ley, CA 93063 or Fax: 805/527-6830. 

Vista Professional Outdoor Lighting 
Field Trainer 

Vista Professional Outdoor Lighting, the nation's 
fastest-growing landscape lighting manufac-
turer, located in Simi Valley, CA, is seeking mo-
tivated individuals who will work in the field 
to train contractors and distributor personnel on 
proper design, installation and troubleshooting 
techniques. Qualified individuals will work 
closely with local factory representatives and 
must have hands-on experience with voltage 
drop, cable sizing, design layout, photometries, 
and proper transformer and lamp selection. 
Various territories available. Competitive com-
pensation and benefits package. 

Send resume and salary history to: Cruz Perez, 
Vice President of Marketing, Vista Professional 
Outdoor Lighting, 1625 Surveyor Ave, Simi Val-
ley, Calif. 93063 or Fax: 805/527-6830. 

Vista Professional Outdoor Lighting 
Independent Electrical Representatives 

Vista Professional Outdoor Lighting, the leader in 
landscape lighting for the specifier, contractor and 
distributor, is looking for independent electrical 
representatives in several markets. If you would 
like your company to be considered, please mail 
or fax a resume and line sheet to: Cruz Perez, Vice 
President of Marketing, Vista Professional Outdoor 
Lighting, 1625 Surveyor Ave., Simi Valley, Calif. 
93063 or Fax: 805/527-6830. 
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CAREER OPPORTUNITIES: 
OPERATIONS 

SALES 
LICENSED PESTICIDE OPERATOR 

Must be self-motivated, knowledgeable about 
green industry, good communication skills, and 
understand what team member means. 

SALARY AND BENEFITS 
Will depend on experience, work ethic and 

attitude. 
ENDLESS OPPORTUNITIES!!!! 

LANDSCAPE MANAGEMENT 
SPECIALISTS 

11008 U.S. 41 NORTH 
PALMETTO, FLORIDA 34221 

941/729-3355 
FAX: 941/723-3598 

HELP WANTED 

fi&ifai 

LANDSCAPE CONTRACTORS 

COME GROW BETTER WITH US! 
Take advantage of this opportunity to join one 
of the most dynamic landscape companies in 
the beautiful southwest. Our exciting and vi-
brant company has career opportunities in the 
following positions: 

DESIGN 
MID-MANAGEMENT FIELD 

CREW LEADERS - INSTALL & MAINTENANCE 
We offer outstanding compensation and ben-
efits package, relocation allowance, and an 
excellent family-working environment. If you are 
interested in a career opportunity please send, 
fax, or email resume to: 

Heads Up Landscape, PO Box 10597 
Albuquerque NM 87184. 

Email ¡delarosa@hulc.com Phone 505-898-
5510 Fax 505-898-2105 

To find out more information about Heads Up 
Landscape please visit our website at 

www.headsuplandscape.com 

HELP WANTED 
Greenscape Inc provides landscape design/ 
build, tree, irrigation, hardscape, site work, snow 
removal throughout the PA, NJ, DE region. 
Avail Positions: 
• Commercial maintenance sales person with 
strong affluent ties to commercial clientele in the 
tri state area. 
• Landscape designers, arborist, hardscape, ir-
rigation techs, equip operators, lawn & land-
scape foremen, CDL drivers. 
Full time, excellent salary, benefits avail - Call 
856/667-5296 or Fax Resume to 856/321-0105. 

Our award winning Interiorscape company, a 
leader in the horticultural and holiday display 
field, is seeking creative, talented, design oriented 
sales professionals for our expanding sales staff in 
the Manhattan, No. Jersey, Westchester & Coastal 
Ct. areas. Market both Interiorscape Design, In-
stallation and Maintenance & spectacular Holi-
day Décor to fabulous Fortune 500 companies. 
Put your creativity to the test and rise to the chal-
lenge of this exciting design/sales position. To 
be considered for this career sales opportunity, 
forward your resume, including salary history 
to: humanresources@parkerplants.com; fax to 
908-322-4818 or mail to 1325 Terrill Rd., Scotch 
Plains, N.J. 07076, address to Design/Sales Po-
sition; call 877/623-8873 - Ruth EOE/MF. 

HELP WANTED 
Award-winning Add-It and Green Machine Pro 
proportioning fertilizer dispensers for drip/con-
ventional sprinkler irrigation systems. Strong En-
terprises seeking independent sales representatives 
and dealers, www.ferti l izerdispensers.com, 
additl23@aol.com 916/797-1056 phone/fax. 

ELP WANTED 
ASCAPE LANDSCAPE & CONSTRUCTION CORP. 

20 years of quality landscape service 

CAREER OPPORTUNITY 
Designer / Estimator/ 

Supervising Field Foreman 
Great opportunity for ambitious person with 
design concepts, estimating skills with knowl-
edge of plant materials. 

Looking for an individual to lead landscape 
crews for layout & installation of plantings and 
construction items. Hands on ability to oversee 
projects. 

Salary & Benefits 
Call 845/362-0303 or 

Fax resume to 845/362-8224 

JOBS IN HORTICULTURE 
JOBS In Horticulture, Inc. 

www.hortjobs.com 
800/428-2474 

Fax: 800/884-5198 

HELP WANTED 
Snow Management Group 

Field Managers & 
Field Production Supervisors 

Currently serving 29 states, SMG is growing 
steadily. Managerial/sales/supervisory posi-
tions available in the following markets: New 
York, Connecticut, Massachusetts, DC-Baltimore 
Area, Pennsylvania, Vermont and the Midwest. 
These are year-round career opportunities, with 
significant growth potential. Salary, incentive, 
company vehicle, benefits. 

Fax Resume to: 814/456-5665 
Email: Jobs@snowmanagementgroup.com 

www.snowmanagementgroup.com 

Visit helpful and informative 
Web sites specifically designed for 

Lawn and Landscape business owners. 
LawnCareSuccess.com 

Free advice, Links, Newsletter 
EverythingGreen.com 

Search Engine 
www.lawnsite.com 

green industry forum 

412/734-4528 

Insurance 
COMMERCIAL INSURANCE 
FOR THE GREEN INDUSTRY 
Competitive rates, comprehensive coverage 

and payment plans designed for your 
specific business needs. 

If you provide any of the following services we 
can design a program for your company: 
Installation Snow Removal 
Renovation Right of Way 
Fertilization Holiday Lighting 
Herb./Pest. App. Irrig. Install./Serv. 
Tree & Shrub Serv. Mowing & Maint. 

Spill Clean Up 
Contact one of our Green Industry 

Specialists for a quote at 
800/886-2398 or by fax at 

614/221-2203 
M.F.P. INSURANCE AGENCY, INC. 

rick@mfpinsure.com 

Landscape Equipment 
TREE STAKES 

Doweled Lodgepole Pine 
CCA Pressure Treated 

2" Diameter, Various Lengths 
Economical, Strong and Attractive 

Phone: 800/238-6540 
Fax: 509/238-4695 

JASPER ENTERPRISES, INC. 
We ship nationwide. 

Website: www.jasper-inc.com 

IT PAYS TO ADVERTISE 

IN THE 

LAWN & LANDSCAPE 
CLASSIFIEDS. 

CALL JENNIFER HALAS AT 

8 0 0 / 4 5 6 - 0 7 0 7 
TO 

ADVERTISE 
TODAY. 
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Lighting 
LIGHTING 

Largest & Fastest Growing 
Pioneer in the Industry 

Holiday Lighting 
Keep Employees Year Round 

j f j f f r m ' \ 

"w w1 

Landscape Lighting 
Offer High Margin Services 

Training • Marketing • Supplies 
Over 400 Locations in 47 States & Canada 

L ^ B F F I F F J ( N I T E T I M E 
A A / w S f l A ^ n P r o p 

800-687-9551 
www.TheDecorGroup.com 

Services 
NEED A COACH? 

Get the answers you're looking for... 
Jeffrey W. Zindel, Business Consultant 

20 years experience in the green industry 
Exterior/Interior. 888/425-0421 

jzbusinessconsultants.com 

SOFTWARE 

Wanted 
WANTED 

Existing landscape installation company is look-
ing to purchase a small to medium size commer-
cial-industrial-high end residential landscape 
maintenance company in the Southern Califor-
nia area. 

• Good long term client base. 
• Well established. 
• Well managed & organized operation. 
• Excellent reputation. 
• Respectable profit margins. 
• Capable of minimum 6 month turnover 
period commitment. 

Please fax a company profile & price to Conejo 
Pacific Technologies 805/498-1781. All inquires 
are kept strictly confidential. Company name is 
not required. 

WANTED 
Facilities maintenance company looking to pur-
chase a profitable landscape service business in 
Loudoun County, Virginia or Frederick, Wash-
ington, or Montgomery County, Maryland with 
annual sales volume in $500,000-3,000,000 range. 
Contact 301/360-1134. 

Warehousing 
WAREHOUSING 

Third party warehousing company located in 
Atlanta, GA specializing in the Green Industry. 
Let K.D.I, help lower your warehousing and 
shipping cost while offering your east coast cus-
tomers same day service. 404/344-4187 or 
KDIIncorporated@aol.com. 

The #1 best-selling 
all-in-one software for 

specialty trades 
* Unlimited Customers & Locations 
•Automatic Scheduling, Routing 
* Automatic Invoicing, Job Costing 
* Service History & Profit Tracking 
* Labor and Productivity Tracking 
» Material & Chemicals Tracking 
• Letter Writer w/auto Mail-Merge: 

Send Sales and Service Notices 

* Print Proposals, Invoices, Work 
Orders, Statements, Purchase 
Orders, Reports, Labels. Even t 
design vour own forms in Word' 

• Full Accounting G/L, A/R, A/P, 
Payroll, Checking, Inventory. 
Financial Reports and Graphs 
Built-in links to QuickBooks ® 
Peachtree ®, MS Office ® Street 
Mapping, Emailing, and more! 

(continued from page 81) 

for 20." Kershaw also says that providers 
should never charge the worker for the cost 
of their visa because that constitutes visa 
selling, which is illegal. 

These fees are money well spent, but 
contractors shouldn't expect the charges to 
end there. Employers must pay for the labor 
market test help-wanted ad, and, as expected, 
the U.S. government must be compensated 
as well. A $130 processing fee is required, 
but recent policy changes compel employers 
to pay an additional $1,000 "expedite fee" to 
ensure quick approval. 

"The standard processing fee is very 
small, but there's no guarantee that the work-
ers will arrive on time," Ricciardi laments. 
"The BCIS gives a time frame of four to six 
months to look at your application, so a lot of 
companies do pay the expedite fee and the 
BCIS agrees to look at it within 15 days." 

Wingfield encourages his clients to pay 
the $1,000 since not paying the fee can signifi-
cantly lengthen the application process. How-
ever, he notes that premium processing is 
charged per application rather than per visa. 
In other words, if a clients requests 
Wingfield's four-worker minimum, the em-
ployer must only pay for premium process-
ing once, since all four workers' information 
goes on one application. 

Providers comment that the H-2B pro-
cess can move quite smoothly, but this de-
pends largely on contractors' cooperation. 

"[Employers] have to be aware of how 
long the process can take and that it's very 
important to always be available to the pro-
cess and respond immediately to any re-
quests," Foley emphasizes. 

Most providers begin working with their 
clients between June and August with the 
aim of having all foreign workers ready to go 
by the beginning of February. 

"Prospective H-2B program users need 
to decide on whether to use the H-2B pro-
gram and who to hire as an agent in late 
summer or early fall of the year preceeding the 

intended H-2B employment," Whitley remarks. 
"For instance if [contractors] intend to use the 
H-2B program for workers starting in spring 
(February or March) 2004, [they should] start 
looking around now." ID 

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

Download a free demo of 
the software everyone is 

talking about! 

www.wintac.net 
Or call 24 hours for a free demo CD: 

1-800-724-7899 ext.2 
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TO INQUIRE ABOUT OUR ADVERTISERS' PRODUCTS, 
PLEASE TURN TO PAGE 41. 

COMPANY NAME WEB ADDRESS PG# RSf 

Absolute Innovations www.absoluteinnovations.net 21 25 
American Brick Saw www.americanbricksaw.com 52 49 
Amigos www.amigos-inc.com 97 90 
Arbor Systems www.arborsystems.com 66 64 

Arcoa Industries www.arcoa.com 50 45 
B. k D.A. Weisburger www.weisburger.com 58 55 

Ballard Equipment www.ez-gaet.com 78 74 
Ball Seed www.ballseed.com 83 80 

BASF www.turffacts.com 3,51,63* 98,47,58 
Bayer Environmental 

Science www.bayerprocentral.com.... 8-9,37-40,93* 
Brite Ideas www.briteidea.com 30 31 
C & S Turf Care www.csturfequip.com 34 35 
Carl Black 65 62 
Caterpillar www.cat.com 63* 57 
CLCLabs 20 24 
Concrete Edge www.concreteedge.com 81 79 
Cummins www.cummins.com 29 30 
Curb World www.curbworld.com 68 67 
Dixie Chopper www.dixiechopper.com 116 33 
Drafix www.drafix.com 27 29 
Easy Lawn www.easylawn.com 30 32 
Echo www.echo-usa.com 115 96 
Express Blower www.expressblower.com 89 85 
Fabriscape www.fabriscape.com 34 34 

FMC www.fmcapgspec.com 35 36 
Foley Enterprises www.foleyenterprises.net 97 89 
CMC/Sierra www.gmc.com 60-61 
GMC/Small Business www.gmc.com 31 

GNC Industries www.gncindustries.com 80 78 
Gravely/Ariens www.gravely.com 5 11 
Gregson Clark www.gregsonclark.com 46 39 
Hendrickson Brothers www.hendricksonbros.com 76 72 
Holiday Presence www.holidaypresence.com 17 20 
Hunter www.hunterindustries.com 75 71 
Integrated BioControl 

Systems www.goodbug-shop.com 7 12 
J.J. Mauget www.mauget.com 91 86 
John Deere Construction www.skidsteer.com 53 51 
John Deere Landscapes www.johndeerelandscapes.com 69 68 

JRCO www.jrcoinc.com 50 43 
Kelly Commercial Truck www.isuzutruckcenter.com 79* 75 
Lebanon Turf www.lebanonturf.com 67 65 
LESCO www.lesco.com 26 28 
Little Wonder www.littlewondercom 52 48 

Marcus Drake 99 93 
Mid-Atlantic Resources Association www.marainc.net 96 88 
Middle Georgia Freightliner www.middlegafreightliner.com 14 15 

COMPANY NAME 

Midwest Arborist. 

MTI 

WEB ADDRESS PG# 

... 8 4 * . 

RS# 

.... 81 

www.sprinklers41ess.com 18,64,98 21,61,92 

Munro Pump www.munropump.com 77 73 
New LeadsUSA www.newleadsusa.com 101 100 
Oldham Chemical www.oldhamchem.com 92 94 

OPEI www.opei.org 79* 76 
Outdoorworker.com www.outdoorworker.com 52 50 
PBI Gordon www.weedalert.com 48,101 41,84 
Perma-Green Supreme www.ride-onspreader.com 55 52 
Peterson Pacific www.petersonpacific.com 44 37 
Plantfind.com www.plantfind.com 57 54 
Power Expo www.plna.com 64 60 
Premier Augers www.premierauger.com 20 23 

Pro Equipment www.quik-spreder.com 80 77 

Protero www.proteroinc.com 50 44 
Rain Bird www.rainbird.com 25,73 27,70 
Real Green Systems www.realgreen.com 84* 16 

RedMax www.redmax.com 49 42 
RND Signs www.rndsigns.com 16 19 
Robert Kershaw, 

Attorney at Law www.workvisasusa.com 98 91 
Rotadairon www.mge-dairon.com 68 66 
Scag www.scag.com 13 14 
Sensible Software www.clip.com 16 18 
Stihl www.stihlusa.com 19 22 

Syngenta Professional 
Products www.svngentaprofessionalproducts.com 22-23 26 

Texas Nursery k Landscape 
Association www.tnla.org 59 56 

Toro Irrigation www.toro.com 2 10 
Treegator www.treegator.com 18 101 
Tuflex www.tuflexmfg.com 72 69 
Turbo Turf www.turboturf.com 92 95 
Turfco www.turfco.com 56 53 
Tygar Mfg www.tygarmfg.com 85 83 
United Horticultural 

Supply www.uhsonline.com 11 13 
UPM www.vine-x.com 50 46 

U.S. Americans 96 87 
Valent www.valentpro.com 15 17 
Volvo Construction www.volvoce.com 47 40 
Walker www.walkermowers.com 45 38 
Weed Man www.weed-man.com 85 82 
Wells Cargo www.wellscargo.com 66 63 

*Denotes regional advertising. This listing is provided as a courtesy to Lawn k Landscape 
advertisers. 
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Accounting for Travel lime 
at Outdoors Service Groups 

For the first five years in business, we sold landscaping, 

grounds maintenance, lawn care and anything else we 

thought would create an invoice. Our focus was on putting 

dollars in our pockets. 
Then in 1986,1 decided to track our efforts to see how 

well we were doing. We began by using simple forms 
where crews logged their times in and out at each job, 
and we still use this approach today. As the year pro-
gressed, we transferred the data to a spreadsheet so all 
the information was right in front of us. 

I learned from this project that you can put a lot of 
dollars in your pocket working 80 to 100 hours a week. 
However, our tracking showed that while our income 
levels were good, our per-hour income rate was disastrous. 

That was when I realized that I was not selling 
landscaping or mowing or even chemical care. I was 
selling time - my employee's time and my time. 

I also realized that if time was my product, then I had 
to recover my product in a business-like manner, which 
meant requiring the company to recover a profit for 
every hour worked inside or outside the office. Now, 
each hour paid to an employee has to be recovered with 
a profit attached to it. Even the travel time to and from 
my customers' properties should be profitable. 

The initial foray into recovery involved setting up an 
easily managed tracking system. We use a simplistic 
daily run sheet and incorporate those times into our 
accounting software. Our crews get daily worksheets 
with their schedules on them and blank areas to fill in 

--.TO, 
Tuxmmctw for '(mud Tim? 

Recognize that not accounting for travel time can 
cause huge losses for your company. 
Determine the cost per man-hour that it takes to run 
your business. 
Develop an easy-to-understand form for crewmembers 
to log their time in and time out on each job and 
compare these times to budgeted hours and job bids on 
a daily basis. 
Look at travel time as a "job" unto itself. Like a 
landscaping job, this time costs money that needs to be 
recovered. 
Add the cost fortraveltiriie Into each bid to ensure that 
cost is recovered. 

when each job starts and stops - from morning punch-in 
to afternoon punch-out. The natural time between jobs 
is "travel time." 

At Outdoors Service Groups all "travel time" per 
crew is considered to be one job. Possibly, just one of 
many that day. Individuals in our accounting depart-
ment check all jobs, including travel time, every day to 
ensure that production times stay in line with our bids. 
This process doesn't take long since bid times are in the 
our accounting program for immediate comparison to 
production times. Though some accounting software 
can be expensive, we've learned that cost is always 
negligible when compared to potential losses that can 
occur without proper documentation of what is really 
happening in the company. 

By making travel time a daily "job" we force our-
selves to contend with tracking the exact expense - loss 
of productive income - on a daily basis. By dealing with 
its daily cumulative effect, it is easier to rationalize that 
travel time should also be a profitable "job" within our 
company and that it needs to be accounted for within 
each day's income. We do not charge our clients sepa-
rately for travel time, but maintain that each crew's 
average daily hourly income match or exceed our 
company's hourly set price, which is derived from our 
overall budget. This requires incorporating that travel 
time into each bid. 

Looking at the travel time "job" on a daily basis 
instead of a per-client basis gives us more leniencies in 
recovering its income. If a prospective client is out of 
sync because travel time to their site is so high, this 
practice will magnify the time cost to our company and 
force us to place added labor into their bid. Increasing 
bid prices due to excessive travel time naturally elimi-
nates any bids that may negatively impact our bottom 
line. However, if we do win the bid, then we guarantee 
a positive impact no matter how far out of route order 
the job may be. 

By looking at travel time as a daily factor we lowered 
our risk of income loss if clients choose to cancel their 
accounts. If a day's work is one client then we bid travel 
time within that single job. If we lose the job, we incur no 
extra loss due to travel time. At the same time, if a day's 
work is 10 clients, our exposure to losing that route is 10 
times less, and our cumulative income decreases pro-
portionately with each lost client. But our travel time job 
value will stay static, forcing us to make pricing adjust-
ments as client structure shifts. - Stan Schlueter ID 

The author is systems administrator for Outdoors Service 
Groups, Washington, III., and can be reached at 309/694-7252. 
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You cut emissions. I'll cut the grass. 
JUSTDON-T-CUTMYPOWEB 

W e hear you. Loud and clear. 
Echo 's new Power Boost 
Tornado™ 2-st roke eng ine 
techno logy wil l sat isfy emiss ions 
s tandards through 2005, wi th 
super io r power and reliability. 
A n d wi th our Variable S lope 
T im ing (VST), you get smooth , quick 
accelerat ion and easy eng ine starts. 

So forget about the reduced 
power, inc reased weight and 

high main tenance requi rements 
of o ther eng ine techno log ies . 

Our emiss ions solut ion actual ly 
makes your life easier. Echo 

Power Boost Tornado™ Available 
at professional lawn care equipment 

dealers nat ionwide. More power to ya! 

Call 1-800-432-ECHC) (3246) for more 
information or visit www.echo-usa.com. 

(tuecHa 
Ask Any Pro! 

© 2003 Echo, Inc. USE READER SERVICE #96 For Echo literature; 1-866-704-1406 

http://www.echo-usa.com


Some Are Red, Orange or Green 
THE EXTREME MOWCHINE 

IS A BLUR! 
TRUE 15 M.P.H.* CUTTING 

PERFORMANCE WHILE 
MAINTAINING 

QUALITY OF CUT! 

'In yard quality conditions 

* Engine Choices 
•30 HP Generac 
-28 HP Kohler EFI 

»Remote Mounted Replaceable 
1-Micron Amsoil Oil Filter 

• Lifetime Warranty on Frame, 
Front Caster Bearings and 
Front Forks 

•Hydraulic Cooler is Standard 
•Standard Drink Cooler 

CALL YOUR LOCAL DIXIE CHOPPER DEALER 

( 2 4 6 - 7 7 3 7 ) 
f i i t / i r nunüBSD 

US A Sim 1 / f l l / l f L l l 
The World's Fastest Lawn Mower 

or visit us at: www.dixiechopper.com 
USE READER SERVICE #80 fl* 

http://www.dixiechopper.com

