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F1TIRED OF
LOOKING

FOR
GRUBS?

Relax. No matier what species
you find. when yvou get Merit:
you gelt rid of grubs. It nips
every major grub type from
egg-lay through second instar.
And application timing isn'
critical because of its residual
power. So get off vour knees
Prevent chronic callbacks.
Gel guaranteed, season-long
control with the most effective
grub eradicator on the market.
Merit. Fear no grub. Call us at

1-800-331-2867 10 learn more
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The 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® 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.


http://www.turffacts.com
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Find this month’s features plus exclusive online stories, industry databases and more at www.lawnandlandscape.com.
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Powertul
Partners

Complaining about industry suppliers is awfully easy
and popular. I'm not a big fan of collecting nickels, but
they would be piled high if one or two accompanied

each manufacturer complaint that I hear.

“So and so doesn’t honor its warranty.”

“The deck on their mower is garbage.”

“That sales guy never calls me back.”

I"'m sure, in many instances, such annoyances are
entirely legitimate. No company is perfect, nor can
any truly boast 100 percent customer satisfaction.
But let me tell you one thing about the companies
producing the goods and equipment you use daily -
most of them truly care about their products’ qual-

] ity. They pride themselves on
what they produce.

Since joining this maga-
zine in 1995, I've toured
roughly two dozen plants that
produce mowers, trimmers,
irrigation supplies, hand-held
and backpack blowers, pesti-
cides, skid steers and more.
I've operated machines on
test tracks designed todestroy
equipment faster than even
your worst employee. I've
watched product engineers
tinker and tweak, looking for
ways to add horsepower, re-
duce weight and cut cost.

But, most importantly,
I've walked up and down
countless assembly lines, fol-
lowing machines from pieces
and parts to finished goods that pass rigorous test-
ing before being put in a box or a crate. The truth is
that an assembly line isn’t exciting, but itis impressive.
Dozens of people — men and women, young and old
- stand side by side, focusing intently on handling
their task in the allotted time before the belt and
their work moves on.

Time and time again, I'm struck by the pride exhib-
ited by the people working on these machines. These

“Loyalty cannot be blueprinted. It cannot be
produced on an assembly line. In fact, it
cannot be manufactured at all. It is a force
that leaps into being only when conditions are
exactly right for it — and it is a force very

sensitive to betrayal.” — Maurice Franks

men and women aren’t getting rich building land-
scape equipment or supplies, but that doesn’t mean
they don't care about doing the job the right way.

And the same goes for the manufacturers, includ-
ing the part about not getting rich. Sure, prices for
fertilizer, backhoes and herbicides continue going
up. But the people producing these products can
easily show you numbers that demonstrate how
little these prices have really increased in the grand
scheme of things, just as contractors talk about not
being able to charge what they deserve.

Despite thisever-present pricing pressure, manu-
facturers are looking for ways to get better. Blower
builders invest millions in 10-foot by 10-foot testing
rooms with more hoses and wires than you can
imagine just so they can measure the emissions
coming out of their machines down to the millionth
of a particle.

Meanwhile, mower companies create machines
to test every unit coming off their line, ensuring the
desired performance capabilities before the mower
gets trucked off to an awaiting dealer. Skid-steer
suppliers revel in mountains of dirt behind the
plant, while irrigation manufacturers predictably
spray thousands of gallons of water every day look-
ing for new ideas and retesting old ones.

So, I know that suppliers can frustrate, and I'm
sure some provide second-tier equipment or service,
But the nature of our economic system will ulti-
mately force them to improve or lead to their extinc-
tion. Those companies that stand the test of time do
soin large part because of their commitment to their
work, their products and their customers.

After reading this, I don’t expect you to call a
supplier and apologize for haggling over price or
switching to another brand. But T know how few of you
get tosee where your equipment starts out, and that's
too bad. Because I think that you'd only have to see
one or two of these facilities to realize you've got
more partners in this business than you think.

b it
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The first one to leave tracks in the dew.
Insect mercenary.
Happy hour with the crew on Fridays.

True to the craft.
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Managing

the
Trust Meltdown

For those of you who thought “trust” was an issue reserved

only for lovebirds, guess again. Trust is, and has been, a
viable workplace concern. While the concept of organiza-
tional trust is not new, it has been getting its fair share of

attention lately.

Why is there so much emphasis on trust in the work-
place? One of the reasons has less to do with corporate greed
and more to do with the generational makeup of the
workforce. After all, in many businesses today you can find
up to four generations under one roof — talk about chaos!

WHO ARE THESE PEOPLE? The oldest group, the
veterans (born between 1922 and 1945), is 52 million strong
in number. As employees, these individuals believe in con-
sistency, uniformity, structure and “law and order.” Many
veterans have already retired, and for the past 30 years, our
workforce has been dominated by the baby boomers. With
about 73 million Boomers, this group understands the mean-
ing of the word “competition.” Born between 1946 and 1964,
they invented the 60-hour workweek. They have a strong
work ethic, like challenges and value personal relationships.

In the late 1960s, our nation began to change as Genera-
tion X entered the scene. Xers saw every major institution
called into question - religion, marriage, business, the
presidency and even the military. The result? A genera-
tion of skeptics.

You see, the trust meltdown didn’t begin with layoffs, big
salaries for CEOs, Enron or even September
11. It began when the Xers entered the
workforce. These young workers question ev-
ery practice, policy, work rule, performance
review and procedure. Why? Because they
don’t trust them, and guess what else? Acting
on instinct, they may not trust you.

Many CEOsand leadershavebeenblindsided
by these realities, and, instead of trying to under-

Jean L. Seawnght Is president of Seawnght &
Associates, Inc., a management cansulting firm
located in Winter Park, Fla. For the past fifteen
years, she has provided human resource
management and compliance advice (0 employets
across the country. She can be contacted at 407/
645-2433 or jpileggiivseawnght.com

stand this generation and address problems, they tend toblame
them. But, this generation can be motivated and will work hard.
The key is to create the right environment, and it starts with
building trust.

FIVE TRUST BUSTERS. While these examples generally
apply across the board to all employees, you'll find they are
most important to and effective with Gen-Xers.

1. Deny that trust is an issue and disregard it altogether. One of
the most common reasons for low trust in the workplace is
that there was no effort to build it in the first place.

2. Make commitments and don’t keep them. When employees
experience a series of broken promises, trust erodes. This
applies to small commitments (“I'll call you in the morning”
or “I'll get back with you on that question”) and big ones
(We'll talk about your performance and raise next week”).
3. Beat around the bush with communication. Gen-Xers hate
“BS.” Giveitto them straight. Forget legalese, fancy speeches
and corporate secrets — they can handle the truth.

4. Ignore conflicts. One of the key traits of a successful man-
ager in the new millennium is “facilitation.” Constructively
address and resolve conflicts through effective negotiation.
5. Wear your emotions on your sleeve, Unpredictable and erratic
behavior, mood swings, inconsistent discipline and an in-
ability to control oneself are all effective trustbusters. When
employees don’t know from one day to the next what to
expect from the boss they either A) stop caring about the boss
and the work, B) start avoiding the boss and /or C) become
mercenaries and start looking for a new job.

FIVE TRUST BUILDERS. How can you effectively build
trust in a workplace filled with multiple generations and
fewer Boomers? Consider these “trust builders.”

1. Practice the exact opposite of the five points outlined previously.
2. Get some training. If you don’t know how to communicate
with, develop or motivate the younger generation of work-
ers, get advice. Buy a book or attend a conference.

3. Update your company policies and benefits. What do they
really communicate? Many employee handbooks are riddled
with threats, legalese and a dictator-style tone. Revamp your
policies. Change your communication style.

4. Arrange for an employee opinion survey. Then, accept the
answers and address and resolve problems. Show an interest
in employee concerns and perceptions.

5. Be honest. People are sick and tired of workplace spin.
Don’t pass the buck by telling your employees they have to
dosomething because “the district manager said so” or “they
dreamed it up at corporate.”

If you make a mistake, admititand apologize. Employees
can handle bad news; it's the uncertainty or misrepresenta-
tion of the facts that erodes trust. Walk your talk and back
up your words with actions. LL
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Eight straight months of hand-weeding
around the Clock can take its loll on
the average Worker.
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PICTURE PERFECT

Award-
Winning
Views

A lawn with a view.

Sounds like the title of a classic
novel, but the catchy phrase actually
refers to the Great Lawn in Central
Park — winner of this year’s Top 10
Lawns recognition, awarded by Briggs
& Stratton, Milwaukee, Wis.

Since 1998, Briggs & Stratton has
acknowledged impressive public US.
lawns. This year the company honors
green spaces located in or overlooking
impressive scenery. Ten lawns, each
boasting an impressive view, were se-
lected to receive the 2003 National Top
10 Lawns with a View recognition.

Claiming the top spot on the list of
10, the Great Lawn is a freshly restored
greenspace thatdraws native New York-
ersand Central Park visitors year round.
While the neatly manicured lawn is im-
pressive, theaccompanying view of New
York City’sskylineis the real eye-catcher.

“This year marks the 150th anni-
versary of Central Park, and the Great
Lawn recently underwent a two-year,
$18.2 million restoration,” said Regina

(contintied on page 14)
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REGIONAL REPORT

Two for
the Road |

Ever wonder what the most popu-

residentialgmowing crews?
% OF
One-man crews 5

lar residential landscape mainte-
nance crew size is?

So did we, so we asked Lawn &
Landscape Online users what they Seprers L S Landaone
thought? A resounding 55 percent
of respondents believe that a two-man crew is best.

“The smaller the crew, the more efficient,” agreed Mike Lueders, owner, Lueders
Cos., Needham, Mass., pointing out that two-man crews are efficient because of the
decreased overlap in job responsibilities.

Three-man crews were the second most popular size with 28 percent of respon-
dents checking this answer, but not all contractors agree with this theory. “We've
noticed through time studies that a three-man crew really isn’t any more productive
than a two-man crew,” explained Mike Mitchell, vice president of operations,
Signature Landscape, Olathe, Kan. “A well organized two-person crew doing the
different tasks in a specific order lets you divide the work easier.”

Jobs, like homeowner associations call for more manpower, and 12 percent of
respondents agreed, employing four-man crews or larger. Although, “the challenge
with a big crew is finding a crew leader who can keep people focused,” Mitchell said.

And the least number of contractors — 5 percent — believe that there’s nothing
more pmducti\‘c than a one-man crew. “Even h.\\‘mg two pcnplv on a job can create
downtime,” Leuders said. “By the time two men show up, chat about the workload
and get ready to go, they’ve burned some serious time.”

Whatever crew size a contractor embraces, Leuders suggested they use labor
hours and job size to determine the ideal crew and get the best results. “For instance,”
he said, “one worker could be trusted to do a job requiring only six to eight hours
of labor, but for jobs requiring 70 to 80 hours of labor, a two-man crew is the best fit.”

EQUIPMENT FOCUS

EPA Proposes to Reduce
Engine Emissions

WASHINGTON, D.C. - The U.S. Environmental Protection
Agency (EPA) hopes to create a comprehensive national
program to reduce emissions from non-road diesel engines. If
enacted, the comprehensive national program would apply
rigid controls to nonroad engines and significantly reduce
sulfur in diesel fuel, resulting in major improvements in air

quality throughout the country.
“This action represents a strong commitment from
the Bush Administration to take the next step to
achieve cleaner air and protect the health of all
Americans, especially the health of children and
elderly who are more susceptible to diesel pol-
(continued on page20)
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What do you think is the ideal size for

CONTRACTORS

Two-man crews 55%
Three-man crews 28%
Four-man crews or larger 12%
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Autumn ' '
Color for Ever
Landscape!

O I 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

™ denctes a trademark of and ® denotes a registered trademark
of Ball Horticultural Company in the US. t may also be registered
N ofhex countnes.

© 2000 Ball Horticultural Company  Printed in USA PASC3099
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(continued from page 12)
Peruggi, president, Central Park Conservancy.

This year’s lawns were evaluated based on
overall appearance, lawn and garden mainte-
nance, and scenery / view from thelawn. Briggs
& Stratton worked with state tourism officials,
lawn experts and lawn and garden media to
identify and rank worthy lawns. In addition to
the national list, Briggs & Stratton also recog-
nized Top 10 Lawns with a View in the East,
West, South and Midwest.

“From the East Coast to the West Coast,
this year's winners highlight the best lawns
and views this country offers,” observed
George R. Thompson, vice president, corpo-
rate communications, Briggs & Stratton.
This year’s winners are;

Central Park’s Great Lawn - New York,

N

Nelson-Atkins Museum of Art - Kansas
City, Miss.

Piedmont Park - Atlanta

Minneapolis Sculpture Garden — Minneapolis
5. International Peace Garden—Dunseith, N.D.
6. Bicentennial Mall State Park—Nashville, Tenn.
(continued on page 20)

The Five Temptations of a CEO:
A Leadership Fable

by Patrick Lencioni

Once upon a time there was a business
owner - an entrepreneur much like
yourself, perhaps - who wanted
desperately to please his co-workers and
maintain office harmony. He wanted to
ensure his own status in the company,
make only the night decisions and be
“the rock™ - a company strength
symbol. In effect, he fell into the five
business traps that entice many CEOs
fundamental issues leaders confront on
a daily basis. Screen writer and
business coach Patrick Lencioni
outlines these challenges in The Five

Temptations of a CEO: A Leadership Fable

In a well-constructed, entertaining fable,
a high-powered executive encounters a wise,
older man on a subway and they discuss
common managerial implications. Lencoini
later addresses the five temptations, offering
sound business solutions. The quick, 134
page read hit home with Dan Ariens, who
said the book's focus on leadership issues is
relevant to lead managers and especially
family business owners

“The five temptations are most difficult
when family members are involved in a
business,” reflected the president of Anens
Co., Brillion, Wis. "The key is to remember that
the family business is a business with family
involved. Trying to keep the two separate is
nearly impossible, however, it is vital for long

term success.” - Knsten Hampshire

$569/mo
48 mo. lease

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

$423/mo
48 Mo. Lease

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

This Months Special!

800-899-8696

We Cater To Landscape Contractors Needs!

Take your company to the next level

with our innovative super lawn truck system

Financing and leasing packages available.

Call today

0% Financing Available

478-788-4601
1-800-899-8696
Middle GA. Freightliner-Isuzu
Fax: 478-781-0966
e-mail: chrisfountain@mindspring.com

2004 ISUZU NPR: diesel, auto., ac, am/fm,
16" LANDSCAPE BODY, Weed Eater Racks, Water
Cooler Rack, Shovel Racks, Fold Down Side

2003 model
$26,500

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
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Bascom Hill - Madison, Wis.
Esplanade - Boston

Washington Park — Portland, Ore.

10. Pebble Beach Golf Links—Pebble Beach, Calif.
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RESEARCH REPORT

Construction
-

Spending Stumbles
WASHINGTON - US. spending on new
construction fell unexpectedly in spring on
a decline in public spending, the govern-
ment said, but residential construction rose.

Total construction outlays fell 1 percent to

an annual rate of $868.5 billion in March, the
Commerce Department said, well short of ana-
lysts” expectations for a 0.2 percent increase.
It was the biggest slide since August.

The pace of residential construction
climbed 0.1 percent to $454 billion. How-
ever, public spending slid 3.5 percent on
reduced government construction of hous-
ing, hospitals and prisons, the biggest fall
since March 2002. Private nonresidential
spending slipped 0.1 percent on a decline in
office construction spending.

State and local government budget
troubles are responsible for much of the fall

TIER

Tenra-Sanctus Organic Landscape Design -
Pioneer Cover-All

Mill Supply -

Unico Spray Products Corp

Ferta-Lawn -

Market Trends

in construction spending, one analyst said.
But weakness in spending on offices and
factories, where business spending cutbacks
have depressed activity, also weighed on
construction spending, said Paul Kasriel,
chief economist for Northern Trust.

“There's little going on in the non-resi-
dential private sector with continued high
vacancy rates both in terms of office and
industrial space. I'm not looking for a turn-
around there,” he said.

The U.S. housing market has surged on
decades-low mortgage interest rates. Recent
data show home building and buying at
relatively high levels.

While sales of existing U.S. homes slid
in March, new home sales surged, which
some analysts interpreted as a sign the

resilient market was rebounding from a

www.terrasancius.com
www.pioneercoverall.com

www.millsupply.com

www.unicospray.com
www.fertalawn.com

harsh winter.

At the same time, in a possible sign the
residential housing market has run out of
room to grow, the number of Americans

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

applying for a loan to buy a home and those
looking to refinance their home loans

mation! Or you can visit our web site af www

CALL 801°+°222+9950 10

LAwN & LANDSCAPE

We'll teach you all you need to know fo tum 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 o holiday gold mine. Our time proven opportunity gives you all you
need fo expand your serwvices fo your existing customers, keep your
quality employees working year round ond expand your overall client
base. We provide you with commerciol grade products and supplies to
make your holiday season brighter. Don’t wait to find out more, please

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

LEARN TO CREATE HOLIDAY WORKS OF ART!

HOLIDAY LIGHTING IS AN ART FORM. WE WILL TRAIN YOU TO UNLEASH YOUR ARTISTIC GENIUS.

TRAINING LOCATIONS AND DATES
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Jury 19 Grond Ropids, Mich. 15 Dallos, Texos

14 Dayton, Ohip 20 Boston, Mass. 16 F. Worth, Texos

15 Cinn., Ohio 21 Stombord, Conn. 17 Houston, Texus
Houpay Columbus, Ohio SEPTEMBER 18 Chicogo, linois

AUGUST 8 Buffolo, New Yok 18 Austin, Texas

6 Clevelond, Obio 9 Abony, New Yok 23 San Diego, Col.

1 Indangpols, Indiona 9 Bakersfek, Colf 24 Oronge County, Coli.

12 Miwoukee, Wisconsin 10 Formingdale, OCTOBER
PRESENCE 13 Madison, Wisconsin New Jersey 1 Atlonta, Georgia

14 Pittsburgh, Penn. 11 long Iskind, New York 16 Pittsbuigh, Pean.

SCHREDUVLE YOUR TRAINING OR FOR MORE INFORMATION!
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dropped recently. “I think housing is start-
ing to plateau. I don’t necessarily think it’s
going to fall off a cliff, but I think the fastest
growth is behind us,” Kasriel said.

SUPPLIER INSIGHT

Scotts’

Earnings Climb
TheScotts Co. reported better-than-expected
second-quarter results with 9 percent sales

growth and 11 percent earnings growth.
Scotts’ company-wide sales totaled $676 mil-
lion for the quarter, compared to $598 mil-
lion last year.

In particular, Scotts LawnService re-
ported a 55-percent increase in sales to
$11.5 million for the quarter, despite a
sluggish start due to unfavorable weather.
For the first two fiscal quarters, Scotts
LawnService’s sales totaled $26.8 million,
a 67 percent jump over last year.

Scotts’ stock has climbed to nearly $57
a share in recent weeks, which is a 10

The Associated Landscape Contractors of Massachusetts clected
its new officers. They are: Scott Stacey, president; Owen Regan, vice president; Kate
Watson, financial vice president; John Dinsmore, treasurer; Dick Churchill, secretary;,
David Schumacher, director; and Genie Holland, past president.

The Professional Lawn Care Association of America announced the
appointment of Anna Demoret at Green Industry Expo trade show coordinator for
2003. Demoret will oversee daily operational aspects of the show, which will be held
November 6-8, 2003 in St. Louis, Mo.

The Western Nursery & Landscape Association clected Nicholas
Hand as the organization's president.

The lowa Nursery & Landscape Association clecied Les Gehrels
president of the organization for 2003

IN THE NEWS
Spring Hurts
ServiceMaster

The late snowfall that hit areas of the country

quarter sales at TruGreen-ChemLawn. Over-
all, ServiceMaster reported revenue of $735
million for the first three months of the year,
which were consistent with last year.

i : ) “We reported disappointing financial re-
in March, along with continued cool weather

percent increase. throughout much of the Northeast, hurt first-

sults in the face of difficult conditions,” ex-
(contimued on page 18)

The Leader

In Service Software

CLIP Products can help you be
the Leader in your industry

Fae
g ? CLIP has partnered with

QuickBooks QuickBooks to introduce ¢CLIP

-~
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. gCLIP Classic is an extension of
CLIP Visual Classic. gCLIP 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 gCLIP Classic.
qCLIP Pro works directly with QuickBooks as well as
having the expandability of CLIP Visual Pro.

&)
- ¥ Leading Today’s Technology

15 Years and Counting

CLIPtrak

CLIP Connect

Servicn
S0
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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 FREE
BROCHURE
& VIDEO

American Brick Saw Company, Inc.
825 Seegers Road * Des Plaines, Il 60016
Phone: (800) 989-9593
Fax: (847) 390-0060

www.americanbricksaw.com
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You know the names: Rain Dial®, Rain Dial* Plus,
Total Control* and MC Plus Series controllers; 2400,
2600, 205 and Century Plus Series valves, and

Super Blue Flex™ wbing. Setting the standard of
performance for more than a decade, they continue
10 be the contractor’s choice for dependability in

residential and light commercial applications.

Combining time-tested features with ime-honored
value, these popular controllers and valves are the solid

e performers you can rely on to go the distance. They also

< 1" j
]

',

prove that true dassics never go out of style!

Irritrol Systems — products you know; products you trust.

Irritrol

3825 Jasmine Street * Riverside, CA 92504-1183 « 1-800-883-1234 = wwwirritrolsystems.com
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New Effective —
Eco-friendly Plant Protectlon

Protection of the trees, shrubs and other ornamental landscape
plants under your care is a eritical 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!

Anti-Feedant Activity

Untreated

Always read and follow label directions.

Call today for a free G pbi/cordon
brochure detailing the m
benefits of new Azatrol An Employee-Owned Company
for your plant protection www.pbigordon.com
program. 1-800-821-7925

© 2003, PBUGORDON CORPORATION AZATROL is a trademark of P8I/Gordon Corporation 5-2003/11243
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(continued from page 16)
plained Jon Ward, chairman and chief ex-
ecutive officer. “Although lawn care counts
increased at TruGreen, late season snowfall
delayed our production season.

“In light of these trends, we are moving
aggressively to control costs, while keeping

service levels high in every one of our
brands,” Ward continued. “At the same time,
we are using new consumer research to ad-

(continued on page 20)

Personnel appointments
at Stihl include Gun=
ther Stoll 0 the
new product manager
for chain saws and
Daniel Hartman ©
managet of manufactur-
David Schwartz
was appointed to prod-
uct manager of industrial
tools and accessories.

Pete Hanra-
han was named man-
ager of distributor de-
velopment at North
American Green. Gunther Stoll (top)

John Doyle 1ok James Wissmar
on the newly created
position of specialty line manager for
Simplot Partners.

Skinner Nurseries hired Robhb
Gerard 10 spearhead sales in the Vir-
ginia and Maryland markets as the com-
pany expands into the Mid-Atlantic region.

Bayer Environmental Science an-
nounced the promotion of Bryam
Gooch 1o program manager for Chipco®
Professional Products.

James Wissmar was promoted 1o
account executive at Americalist Lawn and
Landscape Marketing.

Marc Schmidt 2nd Christopher
Greene were promoted to area manager
and branch manager, respectively, at
Bozzuto Landscaping Co.

At Chapel Valley Landscape Co.,
Sterns Lo#t was named Virginia com-
mercial sales manager.

Ariens promoted Rom Marcellus 10
national accounts manager.

LAwWN & LANDSCAPE
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“About the only thing that gets in our way is gators.

¥

’

Chuck’s crews tackle the toughest the south Florida power-to-weight ratio, Chuck’s crews can run
landscape has to offer - all day, every day. Sawgrass, longer and faster with the FS 250 than with anything
Bahia grass, even the occasional water moccasin. else. As Chuck says, “When you're waist-deep in
His trimmer of choice? The STIHL FS 250. With 1 swamp, cutting sawgrass and snakes, your trimmer
its compact design, increased torque and high better be the best there is.”

1800 GO STIHL www.stihlusa.com

Do you have a STIHL story? Call 1 800 586 4717 51 IHL
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(continued from page 18)
just our go-to-market strategies and sharpen

our brand value propositions to create a
sustainable competitive advantage.”

The TruGreen business, in particular, had
first-quarter sales of $226 million, down 1 per-
cent from the same period in 2002. The com- |G-, T
pany reported that it increased its customer ~ [E—_—_G
count by more than 2 percent while boosting [
its customer retention to 63.5 percent, but
completed applications still declined signifi- [JREGH

MEEE LG

Watch your non-productive hours. These are the hours that we pay an individual
for travel, load and unload. Depending on how you arrive at your pricing per
hour, these hours could be coming directly off your “bottom line.”

When we are aware of these hours we generally make the right management de-
cision to correct any abnormalities. Here is a system for tracking the hours:

First, when the crew reports in the moming, start immediately charging the time
to the first job. (You should have estimated travel time while compiling your esti-
mate.) A crew should leave your yard within 10 to 15 minutes of start time. They, of
course, should have loaded and made the necessary arrangements for equipment,
had all questions answered relative to today's work, etc. the evening before.

Next, track the time to a job and the total time on the job on your daily
timesheet. Once the crew leaves the first job, start the time for the second job.
Again, estimate travel time when you compile your estimate. If you track only the
time on the jobs and measure a crew’s performance based on such, you have
miss a critical and costly part of the job expenses and are not holding the crew
accountable for all related hours to perform the service.

At the end of the day when the crew completes the last job, this is when you
incur legitimate non-productive hours. This is the time it takes to travel from the
last job back to your yard, unload and load for the next day, service equipment, fuel, etc.
I suggest you estimate the time you expect each crew to charge to non-productive hours
and hold the crews accountable to that number.

However you choose to track non-productive hours, just be sure you do so for each
crew. If you ever wonder why you are always meeting the hours but not making any
money, you might be paying for too many non-productive hours.

EDITOR'S

consultant

cantly. “This decline was wholly attribut- EREEEEEEEN

able to adverse weather in March in several will offer

key regions that delayed the normal comple- [EEEEiEEY
tion of service anticipated to occur during
the first quarter,” reported the company.
“Most, if not all of this service should be
made up in the second and third quarters.”

On the plus side, the TruGreen LandCare

business benefited from the weather, espe-

on key tasks
{4
contractors
to focus on.
Here are his

June

thoughts.

cially in markets that offer snow removal.
Overall, however, the combined TruGreen
business posted an operating loss of $8.8 mil-
lion for the quarter, compared with a $6.5
million gain last year.
ServiceMaster’s stock continues to trade
around the $10 a share mark.

BUSINESS BASICS

Eye Spy a
Safer Workplace

Every day an estimated 1,000 eye inju-

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

ries occur in American workplaces. The
financial cost of these injuries equals
more than $300 million per year in lost
production time, medical expenses and
workers’ compensation.

After working with the Bureau of Labor
Statistics (BLS) on a survey that revealed the

key causes of eye injuries, the Occupational
Safety and Health Administration (OSHA)
is encouraging contractors to reduce eye
injuries by improving their workplace eye
protection and safety regulations.

Not wearing eye protection or wearing
the wrong eye protection for the job contrib-
uted to eye injuries at work. The BLS survey

reported that nearly three out of every five
workers injured were not wearing eye pro-
tection at the time of the accident. About 40
percent of the injured workers were wearing
some form of eye protection when the acci-
dentoccurred, but their protective eyeglasses
did not have side shields.

(continued on page 25)

EPA Promses to Redllce Ellgine EllliSSiOnS (continued on page 16)

lution,” said EPA Administrator Christie Whitman.

The proposed emission standards would apply to diesel en-
gines used in most kinds of construction, agricultural and indus-
trial equipment.

The EPA estimates that affected non-road diesel engines
currently account for about 44 percent of total diesel particulate
matter (PM) emissions and about 12 percent of total nitrogen
oxides (NOx) emissions from mobile sources nationwide. These
proportions are even higher in some urban areas. The proposed
diesel emission standards will reduce emissions by more than
90 percent, and are similar to the requirements for engines

being implemented for on-road highway trucks and buses.

These reductions in NOx and PM emissions from non-road
diesel engines will provide enormous public health benefits. The
EPA estimates that by 2030, controlling these emissions will
annually prevent 9,600 premature deaths, more than 8,300 hospi-
talizations and almost a million workdays lost.

The EPA is accepting public comments regarding the pro-
posal until Aug. 20, with public hearings in New York on June 10,
Chicago on June 12 and Los Angeles on June 17. Submit feedback
electronically, by mail, by facsimile, by voicemail or through hand
delivery/ courier. Visit www.epa.gov for more information.

20 JUNE 2003

LAwWN & LANDSCAPE


http://www.mattinglyconsulting.corn
http://www.epa.gov

%
Csigr

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




They value its reputation
built on trust and

o T™M




Cut back callbacks with the
proven power of Roundup PRO"

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

of your weed problems

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

Only Roundup PRO has

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

Trust Roundup PRO. Talk to your dealer
today, call 1-800-ROUNDUP or visit
www.monsanto.com/ito.

- .
PR 2kmance

The Brand You Trust
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(continued from page 20)

The Bureau of Labor Statistics found
that 70 percent of accidents studied re-
sulted from flying or falling objects strik-
ing the eye. Injured workers estimated
that nearly three-fifths of the objects
were smaller than pinheads. Most of the
particles were said to be traveling faster
than a hand-thrown object when the ac-
cidents occurred.

Contact with chemicals caused one-fifth
of the injuries. Other accidents were caused
by objects swinging from a fixed or at-
tached position, like tree limbs, ropes,
chains or tools that were pulled into the
eye while the worker was using them.

Wearing effective eye protection can
prevent eye injuries. OSHA standards re-
quire thatemployers provide workers with
suitable eye protection. To be effective,
the eyewear must be of the appropriate
type for the hazard encountered and prop-
erly fitted. For example, the BLS survey
showed that 94 percent of the injuries to
workers wearing eye protection resulted
from objects or chemicals going around or
under the protector. Eye protective de-
vices should allow for air to circulate be-
tween the eye and the lens. Only 13 work-
ers injured while wearing eye protection
reported breakage.

Contractors should offer better train-
ing and education to help prevent eye
injuries. Workers injured while not wear-
ing protective eyewear most often said
they believed it was not required by the
situation. Even though the vast majority
of employers furnished eye protection at
no cost to employees, about 40 percent of
workers received no information on where
and what kind of eyewear they should use
on the job.

Also, eye protection devices must be
properly maintained. Scratched and dirty
devices reduce vision, cause glare and may
contributed to accidents,

The BLS reported that more than 50
percent of workers injured while wearing
eye protection thought the eyewear had
minimized their injuries. But nearly half
the workers also felt that another type of
orotection could have better prevented or
reduced the injuries they suffered. It is
estimated that 90 percent of eye injuries
can be prevented through the use of proper
protective eyewear.

TO
ENSURE
that your
meeting
date

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

in advance

to Lawn &

Landscape

Calendar,
4012 Bridge
Ave.,
Cleveland,

Ohio 44113,

JUNE 10 Onhio Sports Turf Managerss Association's 2003 Summer
Workshop, Cincinnati, Ohio. Contact: 419/824-9805 or www.ostma.org
JUNE 12-14 Snow & Ice Symposium, Buffalo, N.Y. Contact: 814/835
3577 or www.gima.org.

JUNE 17 New York State Turfgrass Association Cornell University Field
Day, Ithaca, N.Y. Contact: 518/783-1229

JULY 12-16 Ohio Florists' Association Short Course 2003, Columbus,
Ohio. Contact: 800/424-5249 or www.ofa.org

JULY 13-18 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.anlia.org

JULY 16 Michigan Turfarass Field Day, Lansing, Mich. Contact: 517/321
1660 or www.michiganturfgrass.org

JULY 16-20 ANLA Convention & Learning Retreat, Boston, Mass
Contact: 202/789-2900 or www anla.org

JULY 22-28 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 24-26 [awn & Landscape Sales and Marketing Bonanza

Conference, Cincinnati, Ohio. Contact: 800/456-0707 or

www.lawnandlandscape com/events

JULY 28 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: 765/4¢

8039 or www.mrtf.org

JULY 29-3 1 Pennsyivania Allied Nursery Trade Show, Fort Washing
ton, Pa. Contact: 717/238-1673 or www pina.com

JULY 31-AUG. 2 SNA 2003 - The World's Showcase of Horticulture
Atlanta, Ga. Contact: 770/953-3311 or www.sna.org

AVUG. 1 Lawn & Landscape Business Management Seminar, Philadelphia,
Penn. Contact. 800/456-0707 or www lawnandlandscape.com/events
AUG. 6 |linois Land
Summer Field Day, Ball Seed, N.H. Contact: 630/472-2851 or www.ilca.net
AUG. 8 Lswn & Landscape Business Management Seminar, Northern
New Jersey. Contact: 800/456-0707 or www.lawnandlandscape.com/events
AUG. 8-10 ALCA Interior Landscape Symposium, Atlanta, Ga. Contact
703/736-9666 or www .alca.org

AUG. 13 OSU/OTF Turgrass Research Field Day, Columbus, Ohio
Contact. 800/510-5296 or www.OhioLawnCare.org

AUG. 13 Wisconsin Nursery Association Summer Field Day, Manitowoc,
Wisc. Contact: 414/529-4705

AUG. 14 Ohio Lawn Care Association’s Diagnostic Seminar, Columbus,
Ohio. Contact: 800/510-5296 or www.OhioLawnCare org

AUG. 18 Lawn & Landscape Business Management Seminar, Orlando
Fla. Contact: 800/456-0707 or www.lawnandlandscape.com/events

AUG. 15-17 Texas Nursery/Landscape Expo, Dallas, Texas. Contact
800/880-0343 or www.txnla.org

AUG. 20-23 CalScape, Irvine, Calif. Contact: 707/462-2276 or

www.cipaweb.org

-ape Contractors Association's Annual Outdoor

www.lawnandlandscape.com -
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Up to 21,500 Ibs. of towing power (F-350 — F-550)

New available Power Stroke® diesel and S-speed automatic TorqShift™ transmission
Highest available torque and diesel horsepower in its class”

Availoble in Regular Cab, SuperCab or Crew Cab

E-SERIES

E-Series'is the full size van sales leader 24 years running

Only full-range van to offer diesel power

Widest range of bodystyles and GVWRs up to 19,000 Ibs.

Wheelbases up to 233.5 voww.commtruck ford.com
"On 6.0L Power Stroke * diesel engines with cutomufic fronsmission or 800-301-7430
USE READER SERVICE #22
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NEW VARIETIES

Sunand
Shade
Lovers

Risk can be a thrill, but not when

selecting plants for tricky sun and

shade locations. Proven performers
SUN SELECTIONS.

are amust for these and other high-profile landscape projects. i : WL
gV PEPIo) o Angelonia AngelMist Series. The AngelMist series is heat

Check out some of these new selections from Ball Horti-
cultural Co., a breeder, producer and wholesale ornamental
plant distributor, for new selections that thrive in both sun

tolerant and loves full sun. It adds drama to annual land-
scapes with 18- to 24-inch height and is available in seven
colors, including award-winning Lavender Improved, Lav-

and shade Jocstions. - ender Pink and Purple Improved.
Contact your preferred grower for availability on these
varieties or Ball Horticultural Co. at 630/231-3600 to locate

a supplier in your area.

e Dianthus Bouguet Purple. These well-branched, 18- to 24-
inch-tall plants are vigorous growers and heat tolerant.
Plants display lavender blooms during the growing season
and hold up from heat to frost.

» Gazania Daybreak Series. A good choice for Southern
landscapes, this series of gazanias is drought tolerant, with
large blooms on compact plants. Among the selections in
the series are Daybreak Bright Orange, Garden Sun and
Red Stripe.

* Ornamental Millet Purple Majesty. This plant is ideal as a
backdrop and in mass plantings and borders, as well as large
mixed containers. Young plants begin green and then the
foliage, stems and flower plumes turn deep purple. Plants
grow 4 to 5 feet tall with striking plumes that attract birds.
This plant received an All-America Selections Gold Medal
for 2003.

* Pentas Butterfly Series. An award-winner at trials across
the South, the Butterfly series flourishes in heat and

humidity. It grows 12 to 22 inches tall and is available in
five colors, including Blush, Cherry Red, Deep Pink,
Light Lavender and Red. These plants also attract butter-
flies and hummingbirds. |
* Hedge Petunia Tidal Wave Series. This is a taller Wave

Sorbet Orange Duet (left) provides early color in spring and
autummn, while frilly Double Wave Blue Vein (above left)
petunias spread up to 3 feet. New Guinea impatiens
Celebrette Orchid Star (above right) are vigorous growers and

ideal for containers. Photos: Ball Horticultural Co.
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petunia. Tidal Waves, when spaced 12
inches apart, will form a dense, mounded
hedge. When they are spaced 24 inches
apart, they will act as a groundcover
spreading up to 4 feet. And with support,
Tidal Wave petunias will actually climb
like a vine.

» Spreading Petunia Double Wave Series.
Frilly semi-double to double blooms are
available in a broad range of colors. Try
new Double Wave Blue Vein for a differ-
ent look in the landscape. Plants spread 2
to 3 feet.

e Spreading Petunia Wave Series. This long-
lasting petunia that requires no deadhead-
ing flowers all season in mass plantings and
containers. It spreads up to 4 feet and is
weather tolerant.

* Trailing Petunia Suncatcher Series. Vigor-
ous growers, Suncatcher petunias bloom
prolifically throughout the summer and
into autumn. They are available in seven
high-voltage colors that have been named
outstanding performers in several univer-
sity trials.

o Verbena Aztec Series. Aztec verbena is vig-
orous enough to fill out a landscape but
controlled enough to accent a hanging bas-
ket or mixed container. Each variety pro-
vides large clusters of vibrant color, and
plants like full sun and tolerate heat. Among
the color selections are Deep Lavender Im-
proved, Hot Pink and Plum.

¢ Viola Sorbet Series. These violas provide
early color in spring and autumn with de-
pendable overwintering. A range of colors
and unique flower patterns are available.
SorbetOrange Duet received the Fleuroselect
Gold Medal in 2003.

SHADE/PARTIAL SHADE SELECTIONS.
® Begonia Dragon Wing Series. A multiple
award-winner at university trials and other
independent sites, this plant with massive
size - 12 to 15 inches tall and a spread of 18
inches —and easy care provides good value.
Dragon Wing thrives in a wide range of
conditions, from hot and humid to cool and
wet. It fills in fast with all-season staying
power and tolerates partial sun.

* Double Impatiens Fiesta Series. Topped with
fully double large flowers, these plants
thrive in full shade. They are the perfect
complement to a mixed container or hang-
ing basket.

o Impatiens Super Elfin Series. The first com-
mercially available impatiens series pro-
vides vibrant color. These plants mound 8
to 10 inches in the landscape - slightly
more in containers.

o New Guinea Impatiens Celebrette and Cel-
ebration Series. These two series are vigor-
ous in the landscape and ideal for contain-

ers. Full, lush plants have large flowers and
come in a range of hues, including Rose
Star and Purple in the Celebration Series.
- Ali Cybulski

The author 1s Contributing Editor of Lawn &
Landscape magazine and can be reached at
acybulski@lawnandlandscape.com.

LAWN & LANDSCAPE

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

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

SMARTER WAYS TO

Learn before you buy. Call and talk
with a FINN HydroSeeder expert.

No one is more qualified to help you
grow your business. Because your
business success is built on results,
and that's what we deliver.

1-800-543-7166 » www.finncorp.com

9281 LeSaint Drive, Fairf

eld, OH 45014

USE READER SERVICE #23
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FUNGICIDE FOCUS

1Y E

Not to

In order to keep elients
happy, considering
disease prevention and

control in the overall land-

scape maintenance scheme

makes good sense.

Spray or
ray

Some diseases warrant
fungicide use, while others
don’t. Dothistroma needle
blight (top) and sycamore
anthracnose are two destruc-
tive diseases that can be

controlled with fungicides.

Trees form the backbone of most landscapes.
They provide canopy, framing, shade, color,
seasonal interest and texture. If a tree that is
critically important to the landscape in terms
of function or aesthetic appeal is lost to dis-
ease, the consequences can be severe. In order

to keep clients happy, considering disease

Photos: John Fech

* Dutch elmand oak wilt-These
two are not the same disease,
but they have many similarities
(both are vectored by a beetle,
both cause rapid death, both are
hard to control). The key is early

prevention and control in the overall land-

scape maintenance scheme makes gOOd sense.

DISEASE DILEMMAS. Let's face it. Most diseases are
confusing. They don’t squirm or fly like insects and can be
easily mistaken for drought stress or other non-pathogenic
maladies. Yet, getting to know the diseases is important in
proper treatment. How does a police investigator go about
reigning in counterfeiters? They get to know the real thing so
well that fakes are easy to spot. That strategy will help
landscape contractors spot treatable diseases. So, first take a
little time to learn the major diseases in your locale. It's the
first logical step in control.

COMMON TREE MALADIES.
There are many diseases that af-
fect trees. Some need fungicide
for control, while others don't.
How can a landscape contractor
tell the difference? Following are
some basic disease groups, ac-
companied by some brief man-
agement strategies.

Pathogenic diseases that can war-

rant fungicide applications include:
* Needle and tip blights of evergreens — These diseases can
cause quite a bit of damage. Using several treatments that
cover both existing and emerging foliage is important.
*» Anthracnose of sycamore, oak, ash, dogwood and maple
— These pathogens cause blotchy leaf patterns that follow
leaf veins. Severe defoliation can occur. Direct treatments at
emerging foliage and apply a follow-up cover spray.

detection. Injection offers the
greatest control and makes sense for high priority trees,
* Powdery mildew of oak, beech, dogwood, Japanese tree
lilac, birch and crabapple — Usually an early spring or late
season disease, powdery mildew can cause defoliation and
weaken important specimens. Take steps to increase air
circulation around the tree and spray trees with a history of
disease before infection occurs.
* Scab, leaf spots and rust of crabapple, oak, ash, elm,
cottonwood, and linde — Observe the extent of the defolia-
tion from these diseases. Prevent spotting by spraying
foliage before infections occur. Most of these diseases re-
quire repeated spray applications, depending on leaf wet-
ness, moderate temperatures and other weather conditions.
» Cankers - When trees become injured during hail or
windstorms, canker-causing pathogens are ubiquitous and
infect through the newly formed wound. Cankers produce
a symptom of an oval or irregular blotch and split in the
bark on the stems, and are usually raised or sunken. Ad-
vanced cankers cause a blockage in the transport of water
and nutrients. Unlike the other major groups, fungicide
treatments are ineffective for cankers. Removal of the in-
fected stems and overall sanitation are the only recom-
mended control methods.

Non-pathogenic diseases/maladies that do not warrant fungi-
cide applications include:
* Root rot - If you see standing water by failing trees, think
of root rot. Why? Once established, turf generally needs
twice as much water as most ornamentals do, so it’s easy to
over-do it. Measure irrigation amounts applied over roots,
adjust sprinklers and run times, and re-design landscapes
to achieve a separation between turf and ornamentals.
(continued on page 32)
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PLY EFFECTLVE!

DIGEASE

33 TREE DIGEASES MANAGEMENT
Dutch Elm Disease  Hawthorn Leat WLTH
ooy | FUNGECIDES

Verticillium Wilt o\
Diplodia Tip Blight w\c,\%
Nectria Canker

Phomopsis Canker
Leptographium Canker
Dothiorella
Vermicularia Dieback
Palm Bud Rot
Philalophora
Botryosphaeria Branch Canker

Verticicladiella
Pestalotia

Melanconium Dieback
Mimosa Wilt
Ceratocystis Dieback
Kabitina Branch Canker
Atropellis

Now TReaT
Digeases & T ngeCTs

Thielaviopsis Decline w‘-“"
Coryneum Canker 1 TREATMENT
Ceratocystis Canker

Coryneum Blight MAUGET’S two unique COMBINATION products
Cedar Branch Canker IMISOL & ABASOL combine MAUGET'S time proven
Fusarium Monilforme fungicide, FUNGISOL with either of those long

lasting insecticides, IMICIDE or ABACIDE in

the same Micro-Injection unit. Controlling 31

DEVELO?ED FOR TREES destructive tree diseases & many damaging

insects with just 1 Micro-Injection
treatment saving both TIME & EXPENSE.

800 TREES Rx (800 -873-3779) “"WYma ugetzom
877-TREE HLP (877-873-3457)
(Toll free technical support Line)

USE READER SERVICE #24




_Tree Care Tips

(continued from page 30)

* Gall - Look for swollen spots on roots, stems
and leaves caused by bacteria and insects.
When galls are found on roots and stems,
pruning and hand removal is the best con-
trol approach. But when gall is found on
leaves, raking and disposal is better. If gall is
spotted on roots during planting, return the
stock to the supplier —it's too hard to control.
* Leaf scorch — Nutritional deficiencies, hot
winds and high temperatures can cause
leaves to brown at the edges and curl up.
This is mainly a problem on low fertility,
rough sites and/or during periods of hot,
dry weather. Once plants are installed, not
much can be done. Get a feel for the suitabil-
ity of the site with a soil test because proper
siting of trees can help to prevent scorch.

e Winter burn - Caused by sudden and
rapid temperature changes and cold winter
winds, weather burn can be seen through
symptoms of browning and burning of stems
and leaves, especially on evergreens. Avoid
planting susceptible species where they will
be exposed to extreme winds in winter. South

and southwest windy sites are particularly
tough on evergreens. Keep the soil evenly
moist before entering winter. Apply anti-
desiccants at regular six-week intervals to
prevent foliar burn.

e Wilts - This is caused by a number of
pathogens that colonize and clog conduc-
tive tree vessels. Pine wilt, verticillium wilt
and fusarium wilt are representative of this
group. Promote healthy growth and stressed
plants usually succumb. Prune out wilted
plant parts immediately after symptoms de-
velop. Sterilize pruners between cuts.

* Mower Blight - Prevent tree truck damage
by installing mulch to eliminate the need for
close mowing and trimming next to tree
trunks. Brief the mowing crew about the
importance of preventing tree damage.

¢ Chlorosis — Leaves that turn yellow and
have green veins usually signals an iron or
manganese deficiency, which is often due to
pH imbalances. Conduct soil tests to deter-
mine pH and nutrient levels. Adjust soil
with compost, sulfur, lime, peat moss and
leaf mold as needed.

* Construction damage - Stunted growth
and burnt looking foliage are often seen in
areas near recent construction projects.
Compacted soils and ripped and torn roots
are the main causes. Keep construction
crews far away from the roots of valuable
trees and shrubs. Don’t allow soil - even a
couple of inches - to be distributed over
the roots.

THE BOTTOM LINE. For many land-
scape contractors, the bottom line is, “So,
should I spray? Is fungicide use war-
ranted?” The answer is to let integrated
pest management be your guide. Utilize
the techniques of regular scouting/inspec-
tion, disease identification and consider-
ation of threshold, and analyze the extent
of the injury and the history of the disease
symptoms. But, most importantly, know
your diseases. — John Fech

The author is a certified arborist and horticultur-
ist at the University of Nebraska, Lincoln, Neb.,
and can be reached at jfech@uninotes.unl.edu.

* 5 models

rolling on paved areas

+ Patented split discharge -

Little Wonder Blowers

Simply the Best

Years of un-equaled performance
have proven that Little Wonder®
blowers have all the power you'll ever need.

+ Computer-balanced, steel fan provides
unmatched durability and power

+ 3 large pneumatic tires for easy

cleans even the most stubborn debris \

* Industry leading 5 year limited warranty
(engine warranted by engine manufacturer)

To find a dealer near you, call us toll-free at
1-877-LWONDER [(596-6337)
or visit www.littlewonder.com

Professionals Demand Little Wonder. Shouldn’t You?®
© 2003 Little Wonder Division of Schiller-Pfeiffer, Inc.

THE LANDSCAPER
IT'S PERFECT FOR

Commercial & Residential Landscapers
Public Works Departments
Horse Riding Arenas

Colf Courses

- Available Widths: 48”7, 60”, 72”,
78”,84”,90”, and 96”

« Harrow, Ripper & Seeder are
Optional

- Tilting & Stationary Skid Steer
Mount Available

Call Toll Free 877-467-3478
| —ab  —h
INDUSTRIES

www.reist.on.ca

USE READER SERVICE #25
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Have you explored your

Optaons?

—
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ym plan for replacing DURSBAN® and DIAZINON




You have 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

L]
P tI O n S ™ tilored 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 resulr 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.

Choose the OPrions chemical families and products for your insect control needs

Chloronicotinyl

® Merit® (active ingredient: imidacloprid) X
Still The Best!

Merit* continues to provide excellent control

effective at low use rates, delivering outstanding control of a of even the most difficult to control white grubs

B Orwrital Baoatie (8 triat) B Essopean Chater & tais)

A broad-spectrum, systemic insecticide, Merit is highly

variety of turf and ornamental insects. Through its unique

"0
"
. act M 1T N -t L
MERIT m(x-k of .u.tnon.. Merit provides mf» protection s |
against the white grub complex, from egg lay )
L
through second instar. Key grubs controlled include Japanese E ¢
beetle, Northern masked chafer, Southern masked chafer, s L - b
; e < el ke Merit* 0.3 Ib. AVA Mach2" 2.0 Ib, AVA
European chafer and Oriental beetle. Merit also controls mole po s o
crickets (when applied before or during peak egg harch), and All troatments wero applied bofore August 16th

Data e W band Yy (P e Dy PIAANION ARy TRt W Astan Gty Gata O
It Bt ke “Vaact A Ht” Compracen of Mast appie o §.3 5 AU et Machd apehed o 1.9 8 Ak

its systemic activity makes it the most effective control

product for ornamental pests.

This trusted product offers long-lasting residual activity and European Chafer Control With Merit®

3 - - 2 £ “ . . C -
superior biological performance at rates up to 96 percent vy g TS

lower than other soil insecticides registered for use on rurf.

0o
The number of available formulations and pack sizes -
(granular and liquid) also make Merit very easy to use. § E
40,
Pyrethroid g »)
* DeltaGard® (active ingredient: deltamethrin) oL
As the world’s most popular pyrethroid, DeltaGard is an P Nod R W oo
economical, all-purpose insecticide, offering broad-spectrum Treatments were applied the 15th of each month (+/- 3 days)

Triam concucted by Or Stan Swier. University of Mew Hampetws. Resuts of Wree s durng 3001 ang 2002
efficacy at some of the industry’s lowest

DEIta Gard application rates. DeltaGard is effective

against more than 50 insect species,

Black Cutworm Control
including ants, fleas, ticks, chinch bugs, mole crickets, bill- With Tempo® And DeltaGard®

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. g =
¥
Several studies have shown DeltaGard is an effective ; e
organophosphate replacement product, performing as well =
or better than Dursban. Other DeltaGard benefits include ol 2 o T -

Terrpo® 20WP DeltaGars® SC Mach2® 5C  Conserve® SC  Dursben* Pro

reduced odor and flexible application options. As a tank-mix PodeyA  77fon  17SRor MRor  ®3%a Mw
b AVA 0.008 0.08 10 oM o

Tt cOnductng try Or Paud Matter. Pern Slate Usiversity, 2001




partner, DeltaGard is compatible with a wide variety of
fertilizers, fungicides and herbicides.

* 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-
TEMPO feeding and foliar insects on rurf and landscape

ormamentals. 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 fase insect knockdown and residual control
for up ro 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
m product controls most major pests, including
aphids, beetles, chinch bugs, cutworms,
mole crickers, white grubs and weevils.

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
M ingestive activity ensures complete pest control.
nvlox 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.

Orcher major pests controlled include cutworms and sod
webworms. After doing its job, Dylox degrades quickly
under normal condirions. Dylox has no turf species or site

restrictions when used in landscape and recreational areas.

Fall Armyworm Control

With Tempo® And DeltaGard®
° Tempo* 5C DetaGany® SC Conserve* 5C
Product/A L L 1758 a2 5230 oz
b AVA 007 0.08 o4

T conctated try Or et Muten Paren St Ursverety 001

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

Control

Percant
23888883883

Merit* 75WP Tempo* 18C DeitaGard* SC Talstar* F
ProducVA 860z 120 cx Moz 1920 o2
® AVA o4 0.004 013 0
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Mole Cricket Control
With Chipco® Choice™

W 200AT @ 230AT W 230AT 13 23 0AT

Porcant
o388888a838

Talstar® F Scimitar® CS Taistar* G Choice

Application Surtace Surface Sut-Surtace Sub-Surtace
Product/A 3BAfon 20M oz 180 I, 1261
b AVA 02 o2 03 0.0125
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Imported Fire Ant Control
With TopChoice™ And FireStar™

M2WAT BT MAT 2 MAT 3 3MAT 4 MAT (36 MAT @ 9 MAT

Control
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o3¥¥sEBaBES

Product/A
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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” Choice,” Chipco TopChoice™ and Chipco FireSrar™

* 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

chipco'm. . efficacy of 200 pounds of an organophosphate active ingredient. Launched in 1996

ChOlce as a slit-applied product, Chipco Choice provides control of mole crickers 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
. percent control in four to six weeks and eliminates the threat of fire ancs for up o a
mnﬁdl‘)lw. year. No time-consuming mound treatments are necessary. Plus, an application of
Chipco TopChoice for fire ants also controls mole crickets, fleas, ricks and nuisance ants.
¢ Chipco® FireStar™
Chipco FireStar delivers fipronil in a unique, easy-to-use granular bait that’s highly ateractive to fire
ants. The result is effective control with just 0.00015 percent active ingredient, the lowest concentration
chipor’ ] in any fire ant treatment. FireStar makes an excellent partner with Chipco Choice
fi rdtsta r

or 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.

Call us today!

Call your Bayer Environmental Science representative for more information about your insecticide OPrions
program or call 800-331-2867. Or visit us online at www.BayerProCentral.com.

M' | Chipco, DeltaGard, Dylox, Merit, Sevin and Tempo are registered trademarks and OPtions, Choice, TopChoice and FireSrar ate trademarks
of Bayer AG. Dursban is a registered trademark and Conserve and Mach 2 are trademarks of Dow AgroSciences, LLC. Talstar is a registered
trademark of FMC Corporation. Diaxinon and Scimitar are registered crademarks of Syngenta Professional Products
Bayer Environmental Science, 95 Chestour Ridge Road, Monrvale, NJ 07645. Always cead and follow label directions carefully
©2003 Bayer AG

MPO3452BES


http://www.BayerProCentral.com

Judging Jobs

After starting a program where he regularly monitors qual-
ity on maintenance work, Dan Foley realized he was leaving

certain service crews out - his enhancement employees.
“Once we started this great program where we judged
quality on our maintenance crews’ work, we felt that the
enhancement and installation crews felt neglected,” said
Foley, president, D. Foley Landscape, Walpole, Mass. So,

“The goal is that if you are going to make quality
important, you never want to make quality more impor-
tant in a certain part of the business than another,” Foley
stressed. “Quality is a culture - you need to make it
contagious in your business.” - Nicole Wisniewski Ll

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

the company came up with a way to judge
quality on small installation and enhancement
jobs right after completing them.

To create the outline of the form, first
Foley and the company’s Chief Estimator
John Dinsmore thought about all the key
points of an installation or enhancement job
that are important to a quality outcome,
such as aesthetics, shrubs, trees, perennials,
mulch, walls, patios/walkways, irrigation,
grading/lawninstallation and customer and
special instructions.

Then, underneath those main categories,
they listed questions addressing certain tasks,
such as “Has all debris and trash been re-
moved from the site?” under the aesthetic
category. Each question is worth 2 points. If
Foley or Dinsmore awards a crew zero points
ina category, this means the work is unaccept-
able, if they award a crew one point for a task
that means it meets expectations and if they
award two points for an area that means it
exceeds expectations,

“You take the total points earned divided
by the total points possible and that becomes
their score,” Foley explained. “And anything
not included on that job - like if the job didn’t
include perennials, for instance - then we don't
count that section and divide their total points
by the total without that section.”

Currently, the company doesn’t judge
every installation job. They judge two to
three jobs per crew a year, but Foley would
like to get to a point where he’s judging
every job.

LAWN & LLANDSCAPE

www.lawnandlandscape.com

“Customer Satisfaction 1S Customer Expectations

divided by Actual Results"

Crew Leader:

Judged By: Manager:

Job:

Date:

~Jim Paluch

AESTHETIC:

POINTS:

Has all debris and trash been removed?

Have all excess materials been removed?

“Have all tools been collected from site and d for?

Have all work areas been cleaned and blown?

‘Is there any loam, mulch, etc. on windowsills, steps, etc.?

SHRUBS (including transplants):

Are all the shrubs in straight”?

15 the best side of each shrub facing forward?

Are the shrubs planted at the right height”

Are the shrubs mulched properhy”

| Have The tags and ribbons been removed from shrubs?

{ Have the shrubs been praned as needed?

| At the shrub plantings balanced and spaced correctly?

TREES (including transplants):

Are all the troes in straight?

15 the best side of cach tree Tacing forward”?

Is each tree planted at the proper depth? s the root collar properly exposed”

["Are the trees mulched properly?

| Are the tags and ribbons removed from all (he trees?

| Have the trees been pruned where needed?

| Are the trees staked properly”?

| Are the tree cables and stakes tight, positioned properly & inside the mulch beds?

| 15 the tree placement correct?

PERENNIALS:

POINTS:

[ Have all perennial beds been properly prepared for planting”

|15 perennial spacing and placement correct?

[Arcall p 15 planted at the right depth?

| Tiave ll tags and ribbons been removed ?

Are perenmials mulched properly”

Do perenmial beds have properly defined edges?
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Order today toll free 8




For
faster
service

visit
our

IWIKSANIUISTAE]

at
www.lawnandlandscape.com

FOUR EASY
WAYS TO ORDER

PHONE  Order toll free 800-456-0707
FAX Fax this form to 216-961-0364
ONLINE  Visit www.lownandlandscape.com/store
MAIL Lawn & Landscape Media Group,

4012 Bridge Ave, Clevelond, OH 44113

annscape

0-456-0707

TECHNICAL BOOKS & SOFTWARE

The Complete Irrigation Workbook by Larry Keesen

Turfgrass Ecology & Management by Karl Danneberger

Destructive Turf Insects, 2nd ed. by Harry D. Niemezyk,

Ph.D. & Dr. David J. Shetlar, Ph.D.

Turf & Ornamental Insect Identification Series (D-ROM $39.95
Volume I: The Grubs (limited time offer)

Managing Snow & Ice: A Practical Guide to Operating $29.95
a Profitable Snow and Ice Removal Business by John A. Allin
(limited time offer)
Snow Removal Business Forms on (D-ROM $24.95
COMBO SPECIAL -- Managing Snow & Ice book plus 549.95
Snow Removal Business Forms on (D-ROM
(limited time offer)
Lawn & Londscape Technician's Handbook 514.95

SUB-TOTAL ALL ITEMS
(Ohio residents only odd 7%) SALES TAX

Add appropriate shipping charges:

U.S. — $5.00 first item; $1.00 each additional item S&H
International — $10.00 first item; $3.00 each additional item TOTAL _
Name

Company

Address Gty State

Lip Phone E-moil

I wunderszand my purchase will be thipped

upon receipt of puyment. I alio

METHOD OF PAYMENT wunderstand that I can return my
3 (Check Enclosed: product(s) within 15 days for a 100%
Make payable fo Lawn & Landscape Media Group refind if | am not torally satisfied.

Charge my: MONEY-BACK .
1 Viso (3 Moster(ard GUARANTEE |
() Discover/Novus 3 American Express |
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There’s a new consolidation rolling up the green industry - a variety not character-
ized by buy-outs and layoffs or royalty fees in return for systems and support. It's a
connection, anetwork —a band of professionals who enjoy big-time, national benefits
without bartering their identity and sense of ownership. It's a philosophy based on

pure organics - symbiosis and the power of two, association with mutual advantage.

The Symbiot Business Group is just a bit different.

Matt Glover, vice president, relates nature’s multiplication method to Symbiot's
interdependent structure, which connects contractors to a national network so they can
pursue regional and national accounts they might not bid on otherwise. Members can
hold their own in negotiations where the “big guys” bring efficiency and convenience
to the table because, together, several independents form one, strong front.

Words like “consortium,” “network” and “partner” define Symbiot - but tagging
one term to the group is nearly impossible since it depends on the working parts of
several partners and multiple industry talents,

“An ‘economic ecosystem’ is sort of a catchphrase we use,” related Glover, the 26-
year-old visionary who developed the concept for an entrepreneurial class while he
attended Brigham Young University. “Two different organisms come together and

‘ work to develop a benefit that they couldn’t develop on their own.
“What we're trying to do is see that we build products and services that

deliver benefits to all parties involved,” he continued, and so far the group
includes nearly 300 members that produce nearly $1 billion in combined
sales - the [second] largest landscape “consolidation” entity in the United
States, Glover noted. Now, Symbiot must focus its marketing efforts,
increase its national account sales and fine-tune its internal clockwork so the
organization can continue to nurture its group, from the inside out.

THE CONCEPT. Not quite a consolidator and far from a franchise
organization, Symbiot’s differences lie in its setup — and its origin.
When Glover wired the business plan for his college class, he
considered the power of working as a whole rather than many
independent parts.
“The concept of mass customization appealed to me for prop-
erty service companies,” he said, reflecting on his experience
working in service jobs, starting in landscaping with his father,
Steve Glover, former owner of L&L Landscape Services in Sunny-
vale, Calif., and current Symbiot CEO. “A lot of times [service
businesses] are small and they don’t have a lot of money to spend on

infrastructure,” Matt pointed out.

So Symbiot started with the tools. Its first products to “customize”
and tighten efficiency were Web-based programs designed to help busi-
nesses build Web pages and manage phone calls and financials. Contractors could
purchase the tools and improve their internal operations. That was in April 2002,
when Steve, Drew St. John, president, Emily Thompson, national sales manager, and
other green industry “trailblazers” invested in the venture.

Tools turned into contract selling in August 2002, once Symbiot's products and
concept gained momentum and recognition from interested independent contrac-
tors - the “Who’s Who” of the landscape industry, or at least the “whos” who didn’t
sell their companies to large consolidators. “There is a reason they didn’t sell and I
can guarantee that 90 percent of them had the opportunity and they passed onit,” St.
John pointed out. “They made the decision to remain independent, and what that

SYMBIOT
BUSINESS
GROUP

HEADQUARTERS:
Nicholasville, Ky., and

Sandy, Utah

FOUNDED: April 2000
MISSION STATEMENT:
Symbiot is committed to
improving the efficiency and
profitability of our premier
service providers by creating
and disseminating innovative,
high-quality and cost-effective
business solutions and pro-
grams. Symbiot will serve as
a trustworthy and efficient
facilitator between our pre-
mier service providers and the
property service industry.
MANAGEMENT:

Steve Glover, Chairman
and CEO, manages the
Symbiot Landscape Network
Drew St. John, president
and chief operating officer,
manages the Symbiot Man-
agement Group

Matt Glover, senior vice
president, products &
technology
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the dandelions start curling as soon

protect your
bluegrass,
fescues,
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ryegrass and
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turf from the
bad guys.
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means today is totally different than what it
meant 10 years ago.”

Inshort, this means these contractors must
stand next to “Goliath,” or large, consoli-
dated entities, St. John described. “Someone
needs to represent David.”

And that's exactly what Symbiot does.
Represent. Interested independent contrac-
tors can apply to be partners or affiliates and
enjoy the benefits of connecting with contrac-
tors in markets across the United States.

The key selling point of this model is a
competitive edge for bidding contracts. Con-
tractor membership is divided into partners
and affiliates, and suppliers can join as P3
(Purchase Power Partner) members. With
membership, contractor partners and affili-
ates can offer landscape services to accounts
that want one service provider in several cities.
In addition, members can share ideas, inter-
act in online training sessions, access
benchmarkinginformationand enjoy national
marketing materials that brand them as part
of a group rather than a sole part.

“The mission is national coverage, local
commitment,” St. John defined. “You take
the best of both worlds. We find an elite
group of service providers, standardize the
specifications and processes, centralize bill-
ing functions and offer the benefits of a na-
tional contract. But, you still have the ben-
efits of a local company: owned and oper-
ated, in business for many years. Instead of
having a branch manager - a non-owner in-
volved - you have the owner there.”

Symbiot is the “R&D” arm, in a sense. It
provides technology and resources and con-
nects contractors to a network while serving as
a central port of call for national contracts that
want to deal with one person, one company.

“When it's said and done, the significant
reasons members participate are to grow their
businesses, participate in a group with the
best minds in the industry, reduce their costs
and expand their professionalism,” he
summed up.

Contractors’ involvement varies depend-
ing on their “partner” or “affiliate” status.

Partners. Consider larger, independent
contractors—HighGrove PartnersinSmyrna,
Ga., for example. These members are located
in major metropolitan areas. Benefits include
quarterly benchmarking exercises, in which
Symbiot collects partners’ financials and as-

(continued on page 44)
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the size of your lawn
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for the stars and look at a
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U.S. Lawns has become a
shining example of what a
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maintenance service should
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(continued from page 42)

semblesa “standard” so contractors can com-
pare their progress.

Monthly Web casts offer partners and af-
filiates training tools, and newsletters review
topics covered during the sessions.

Partners also have the first right to re-
fusal of national contracts in their markets.
Some of Symbiot’s first partners have earned
a piece of the company through their part-
nership, Matt added.

Affiliates. Affiliates enjoy the same re-
sources on a reduced scale. The members are
located in smaller markets, or they are smaller
companies located in the same markets as
other partners. Their membership includes
annual benchmarking rather than quarterly,
and three Web casts per year.

Both partners and affiliates reach into
tool box,” Matt described, refer-
ring to Symbiot’s benefits and resources. “In
essence, there are three main buckets of value,
or three components to the toolbox,” he out-
lined. “One is national contracts - national
marketing — the Symbiot brand. No. 2 is the
P3 supplier group, and No. 3 is knowledge

P

Symbiot’s

sharing in areas that can mean savings or
increased sales.”

P3 Partners. This group adds a third dimen-
sion to the network model - a purchasing
advantage partnersand affiliates can tap. Here,
again, Symbiot is a little bit different.

P3 members are not a buying group. “It’s
about partnerships,” St. John stressed. “Com-

I n a Web-wired world, contractors with

success stories have embraced
technology's convenience - and its ability

to connect them to other top-notch profes-

sionals. Symbiot Business Group members
can use its IntraLink to connect with other
partners and affiliates in an instant-mes-
senger style, noted Drew St, John, presi-

dent of the Lexington, Ky.-based company.

“We are in the days of AOL Instant
Messenger, and that's how IntraLink

functions,” he compared. “It's an instant
messaging tool where you can recognize

immediately that one of your affiliates is
online and you can ask them questions
and get responses immediately.”

ponents of our P3 programs include certain
payment terms, certain extensions on war-
ranties — everyone thinks P3 is about price.
It's about all these different components from
high-level equipment manufacturers and
product suppliers that make up programs.”

So far there are 29 P3 partners; the goal is
to reach 50 by the end of 2003 and ultimately
end up with 100, St. John said. These partners
might offer affiliates or partners the benefit
of purchasing parts on a 6-month-no-interest
plan, or the convenience of filing their own
warranty claims.

Ifcontractorsbuy large amounts of equip-
ment, certainly there are cost savings in-
volved. But most of all, the P3 portion of the
Symbiot model is designed to fill out the
network circle — add another element to bal-

’

ance the “symbiosis” of doing business in a
consolidated market where other national
landscape companies boast buying benefits.
The P3membership dollars feed Symbiot's
national marketing drive, providing the dol-
lars to enhance the organization’s brand
awareness—akey challengesince, clearly, Sym-
biot is a unique entity. “What we create is a
success cycle,” St. John related. “As contrac-
tor members pick up more work and have to
pick up more equipment, products and ser-
vices, we see them bringing brand loyalty
back to the company that helped facilitate

that success for them.”
(continued on page 46)

This Web tool is only one of the sys-
tems Symbiot offers network members
Its first product, DotComRunner, helps
business owners develop and maintain
their own Web sites. CashRunner man
ages accounting and billing and
TeleRunner improves phone system op-
eration. SiteManager is a handheld tech-
nology that creates crew schedules, gen
erates work orders and tracks materials
usage, travel time and site problems
among other functions.

All these tools are designed with effi-
ciency, productivity and, ultimately, busi-
ness growth, in mind, St. John pointed
out, = Kristen Hampshire

Tech Tools
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(continued from page 42)
GOING NATIONAL. Part of the success

cycle that allows Symbiot to feed work to its
members requires contractors to round up
national leads for Symbiot. The organiza-
tion began selling national contracts last
August, and so far has secured $1 million in
sales, though St. John expects the organiza-
tion to “definitely be a multi-million dollar
provider of national contracts and services.”

However, Symbiot's national sales
function - called the Symbiot Manage-
ment Group - still depends on its mem-
bers. Symbiot pursues national opportu-
nities provided by its partners and affili-
ates and then passes out this work to mem-
bers in various markets. The members pro-
vide an “in” to these accounts, since many
of them service one of these clients’ loca-
tions but maybe haven’t expanded the ser-
vice regionally or nationally.

National accounts are an income stream
for Symbiot, in addition to its Web-based
tools, which are available only to network
members. Symbiot requires partners and af-
filiates to pay between 3 and 5 percent on
national contracts that it adds to their client
lists. At the same time, if members provide
the national lead to Symbiot, they are not

docked with this fee for their contribution,
St. John said. “We only charge them for
work we bring to them that is a new oppor-
tunity,” he clarified. “We don’t charge them
for work they already had - we don’t want to
diminish the opportunity for an affiliate to
bring a lead (to the network).”

Once a national account signs on with
Symbiot, the contract is filtered through one
tunnel, which appeals to property manage-
ment groups that don’t want to place calls to
multiple service providers, Steve added.

“We represent the partners and affiliates
on a national basis, and that gives them an
offensive marketing opportunity, but also a
defensive one because if a national company
comes in and wants to set up a contract with
the account, the partner or affiliate can say
they are part of a national organization that
can offer national services.”

St. John illustrated this in a story about a
partner on the East Coast who lost eight sites to
a national landscape player. “He was only a
local provider - this was before we built the
network,” hesaid. Since then, theownerjoined
the network and expanded his service reach
with other Symbiot members. “Now, he can
say, ‘Let me tell you about who I am affiliated

vmbiot Landscape Network — A consortium of independent landscape contrac-
tors who, together, can pursue national and regional contracts they might not

otherwise bid on.

Partners

Independent contractors in metropolitan markets who strive to grow

their companies and compete for national contracts, but still want to retain their inde-

pendent company structure.

Affiliates - Independent contractors in smaller markets, or a smaller companies in
large, metropolitan markets, who also wish to grow and still remain independent.

Symbiot Interior Network — An interior version of the landscape network, this

group is a consortium of independent interior landscape professionals who work to-

gether to pursue national contracts. There are also partner and affiliate members, as

well as a P3 network, developed and managed by Dick Ott, a 30-year interiorscape in-

dustry veteran

Symbiot Management Group - As Symbiot's national sales and contract manage-

ment arm, this segment manages national accounts, providing one contact for bid-

ding, setvicing, communicating and invoicing.

P3 (Purchase Power Partner) - Equipment manufacturers and industry suppliers that

serve as partners to Symbiot networks, offering them special purchase programs.

Symbiot Defined
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with. We can provide regional or national
landscape services for you and you can keep
me locally.” He lost the work for a year, the
national provider didn’t service the client
properly, and then he got the account back.”

MARKETING THE MISSION. Of course,
growing the national Symbiot sales initia-
tive requires brand recognition. And this
calls for smart marketing that spells out
Symbiot's advantages.

“In marketing [to clients], we want to be
the ‘Intel inside’ model,” Matt compared,
emphasizing that Symbiot's advantages to
both landscape customers and network mem-
bers stems from efficiencies and programs
that the organization provides to its mem-
bers — programs that increase exponentially
as more contractors join the group. “A lot of
smaller computer companies wouldn’t have
sold computers to anyone during their hey-
day if they couldn’t say they had ‘Intel in-
side.” We want to build a brand that shows it
is advantageous for our partners and affili-
ates to use the ‘Intel inside."”

This could be a tricky undertaking for
Symbiot, Steve recognized.

“Any time you have something totally
new, it isa challenge to get people to under-
stand what you are offering, and we are
working with that,” he admitted. Educating
the industry about Symbiot's benefits and
encouraging members to utilize its tools is
top of mind as Symbiot works through its
first national contract selling season.

To spark the marketing initiative, the
group sent out its first marketing kit, com-
plete with a CD ROM so members can post
the Symbiot brand on their Web sites and
announce their inclusion. “They are the top 1
percentof the industry - that is the real key,”
St. John pointed out. “If we can deliver the
message of how they have been recognized
and included in that top 1 percent, then we
think that is a serious differentiator.”

Also in the kit is a cobranded sales sheet
that details the service conveniences cus-
tomers will gain if they work with a Symbiot
company, Forexample, the P3 program helps
contractormembers control and reduce costs

LAawN & LANDSCAPE
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so they can pass these savings on to their
clients, St. John said. In addition, members
can stick Symbiot decals on trucks, print the
logo on business cards and display the name
in company literature - all part of “getting
the name out.”

“It's all about identifying and explaining
the Symbiot brand in conjunction with the
" St. John
concluded. “Symbiot onits own has no value

local, premiere service provider

to the local property service clients, but with
our local partners and affiliates, it's a team
effort and we all offer business, productivity
and financial success tools that can help the
members be more successful companies, and
thereby offer their customers a more supe-
rior product than the competition.”

Besides spreading the Symbiot word to
national customers and property managers,
the organization also must market its brand
to potential industry members and define its
mission. Symbiot is not an association or a

regional landscape group. This misconcep-

tion follows Symbiot and is a message the
organization is careful to spell out to con-
tractors as it promotes its brand and recruits
more members.

Symbiot doesn’t step in and dictate a
company’s structure, St. John added, refer-
ring back to the “toolbox” the organization
provides its members. “We offer opportuni-
ties that people can engage in or choose not
to,” he said simply.

Herein lies the internal marketing conun-
drum: encouraging members to capitalize
off of the Symbiot alliance. While the organi-
zation can offer monthly Web castsand online
advisers, benchmarking tools and market-
ing materials, companies will not experience
the growth they expect through a national
affiliation if they do not utilize the services,
Matt stressed.

The membership commitment requires
aboutahalf-hourevery week and an Internet
connection, as most of Symbiot’s tools, net-
working and advising sessions are online.

______Cover Story |

“We need to focus on going downstream
to our partners and affiliates to make sure
they are using the benefits,” Matt said. “We
think we have the best involved now, but we
want to keep them involved and we want to
be that competitive advantage they are look-
ing for.”

PRESERVING PERFORMANCE. Besides
painting its blue logo across the green indus-
try, Symbiot realizes that before it can make
a mark, it must meet expectations. Quality
control in large organizations can present
inconsistency issues, and Symbiot tuned into
this reality while building its membership.
“Wehandpicked our partners-the people
we promote are people who are capable,”
Matt explained. “We are preventive in the
sense that we make sure we only have qual-
ity coming in. You hear the phrase, ‘garbage
in, garbage out.” We prevent that by only
letting quality in from day one.”
(contimued on page 119)
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As a sixth-

For the Zaisers, landscaping runs

generation in the family.
Zaiser’s Nursery & Florist,
Burlington, lowa, originally
Ownerl SCOtt opened in 1864, growing fruit
trees and flowers. In 1960, the
company started a landscaping
s side of the business, and Scott
taken hls Zaiser started working for this
division early on with his father.

family’s “INoved being outside and I liked

working for dad,” he said.

Zaiser has

b . t Zaiser got so interested in the business that he went to lowa State University to pursue degrees
usiness 1o in landscape design and horticulture, graduating in 1983. After college, he returned to his father's
business and started at the bottom working his way up.
the next “Through those years, 1 developed relationships with homeowners in the area and built a
strong client base,” Zaiser said. “My dad, who wanted to retire from the landscape end of the
level. business and focus on the nursery and flower shop, sold me the landscaping side in 1997."
The resulting decision-making freedom Zaiser had after acquiring the business was exhilarat-
ing. “I didn’thave to getapproval or review a master budget for three business areas before
figuring out if there was room for me to buy a new piece of equipment I needed,” he said.

The landscape business generated $300,000 in revenue in 1997. Almost immediately
after he started running it, Zaiser was experiencing 15 to 20 percent growth rates, which
were hard for him to manage at first. “I was swamped - working 60 hours a week and
feeling like I wasn't in control,” he explained.

By learning to let go and delegate, Zaiser was able to maintain his business direction,
and today, he’s doubled the business’ revenue to nearly $600,000.

DELEGATING DUTIES. Zaiser's Landscaping is made up of 70 percent residential
clients, 20 percent commercial clients and 10 percent government clients. The business is
mostly design/build focused - with an 80/20 ratio of design/build and maintenance work.

After taking over the business in 1997, Zaiser tried to spend 50 percent of his time in the
field and 50 percent of his time in the office. He admitted that he had his way of doing tasks

(continued on page 50)
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Zaiser’s Landscaping

The Zaiser’s
Landscaping
team from
left to right:
Irrigation
Manager Dan
Kies,
Hardscape
Manager
Jamie Dean,
Lawn Care
Manager Bill
Balbort,
Owner Scott
Zaiser and
Landscape
Manager
Tony Rich.
Photos:
Zaiser’s
Landscaping
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(continued from page 48)

and had a hard time trusting these jobs to
other employees. “After a while I couldn’t
do it all myself anymore and had to start
delegating,” he said. “I realized that things
always don’t have to get done my way. And
immediately my stress level went down.”
Now, Zaiser said he only spends 30 per-
cent of his time in the field and 70 percent in
the office. “I'm the head designer here so |

like to do designs and then get out there to
kick off projects,” he remarked.

Managing time and staying organized
were two tasks Zaiser tried to perfect over
the years ~ what he refers to as “staying in
control.” “ used to write notes to myselfall the
time, but then I realized that I would think of
things I forgot in the car on the way to a job
and so I started carrying a tape recorder

MARUYAMA.

POWER & Qlﬁ

Premium

tpplier of portable o

50 June 2003

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

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

Outdosr Power Equipmen: SV Maruyama. Extraordinary.

Maruyama U.S,, Inc. | 425885.0811 voice| 425.885.0123 fax

utdoor power

CIAL OUTDOOR

WWW.marayama-us,.com

equipment | ST

USE READER SERVICE #33

with me and recording messages and re-
minders to myself,” he explained. “I try to
arrange my schedule so that by 4 p.m. I'm
answering messages and organizing for the
nextday. Also, using a cell phone during travel
to jobs or while working helps me handle
some client calls and keep on top of things.”
Zaiser's Landscaping has built a reputa-
tion in Burlington for drafting creative de-
signs and Zaiser credits that to his college
days when professors would encourage him
to open his mind to a variety of designs. To
keep a stock of fresh, new ideas on hand,
Zaiser takes photos of landscapes, golf
courses, plant schemes and hardscape ele-
ments, like rock creations, whenever he trav-
els and keeps a file of them in the office. “We
try not to limit ourselves to the same materi-
als and we try and do something that stands
(continued on page 52)

nstead of giving potential design/

build clients addresses of previous
customers and asking them to drive
around the neighborhood to see his work,
Scott Zaiser, president, Zaiser's Land-
scaping, Burlington, lowa, shares job
sample CDs with clients so they can view
jobs in the privacy of their homes.

“I put about eight before-and-after job
photos on the CD and I give them out to
potential clients so they can look at some
projects we've done and not have to drive
around the neighborhood looking for
them if they don’t want to,” he said.
“Then | ask them to retumn the CDs when
they are finished."

Since Zaiser has a digital camera and
is constantly taking pictures of jobs
before, during and after installations, all
he had to do was have a friend help him
compile them on a CD and then he was
able to burn as many as he wanted. “But
1 only need about a half dozen here at the
office since potential clients only borrow
them and then return them - and 1 only
have about two or three out an any one
time,” Zaiser said. "Lots of people today
have computers so it's so easy for them
to plug it in and take a look."

- Nicole Wisniewski

Sample CDs
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HINK OF THIS as your
I mid-season break-
a time to recharge

your battery, relight that
old fire in your helly, and
reward your crew for a job well done! Our
Parade of Ponds offers something for every-
one! Both our Pond College Seminars and
Build-A-Pond Days will be offered in Advanced
and Basic Levels this year.

Our Pond College Seminars and panel dis-
cussions will be directed by well known,
highly respected, industry professionals and
they'll cover a variety of topics, including:
® Marketing
= Sales
® Financial Affairs
® Administrative Issues
# Pond Construction
= Pond Maintenance
® Nursery Pro Retailing & Merchandising

We're even planning to conduct personality
testing ... to make sure that everyone has one!

This year, our Build-A-Pond

Days will feature a basic pond

and a constructed wetland, as

well as a pondless waterfall
project, to get your creative
juices flowing.

There's always time to learn
while you're at the Parade of
Ponds. You'll find yourself soaking

up information the whele time,
whether you're networking with other con-
tractors during the Pond Tour, or checking
out Aguascape Designs' headquarters and
meeting the staff. One last thing here ... make
sure you don't miss the fun, as our evening
entertainment lassos you into the Aquascape
Corral with fun and games and a huge party
on Saturday night! This is your time to cele-
brate ponds, so join us for the biggest pond
event of the year... Parade of Ponds 2003!

For more information or to register on-line at

Wednesday, July 16th:
Top 40 meeting by invitation only, and
Build-A-Pond Day

Thursday, July 17th:
Pond College and evening at Dave and Busters

Friday, July 18th:
Pond College and evening cocktail reception
with fun, competitive contests, and games

Saturday, July 19th:
Parade of Ponds Tour, featuring bus tours
and a Saturday Night Tex-Mex Garth Brooks
Extravagamza, complete with a little

line dancing

Sunday, July 20th:
Parade of Ponds Tour, featuring bus tours

Monday, July 21st:
Build-A-Pond Day

Event Packages
Ranging From: §%-§700


http://www.aquascapedesigns.com

(contimued from page 50)

out on every job because that's what clients
are paying us for,” he commented

RETENTION HEAVEN. With the high
growth rates — particularly in 2000 and 2001
- Zaiser said to eliminate overtime and get
work done he would use a day crew and
then have a night crew come in and work
from 5 p.m. to 7 p.m. to get more work done

“That way we would get another two hours
in each day and the only person working
overtime was me,” he pointed out.

But when growth slowed in 2002 to a
more reasonable 10- to 15-percent rate,
Zaiser embraced a summer hour schedule
where employees work four nine-hour days
and are able to leave at noon on Fridays.

This, as well as higher-than-average wages

- U,

‘MORE
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SSHM-2 Stainless-Steel, Multi-Stage 2HP Pump.

Self-Priming Convenience And High-Pressure Performance.

The Berkeley SSHM-2 Self-Priming Pump delivers high-pressure
performance without priming problems and delays. Designed for
minimal electrical consumption and quiet operation, the SSHM-2
meets the high-flow and high-pressure challenges of your

demanding applications.

The SSHM-2 Self-Priming Pump is the latest in a broad line of

centrifugal and submersible pumps from
Berkeley, the trusted name in pumps since
1937. For more information, contact your

RELAX

IT'S A BERKELEY"

local Berkeley landscape or turf distributor or
call: 1-888-BERKELEY (USA), 1-800-363-PUMP (Canada).

WICOR Industries » 293 Wright Street ¢ Delavan, WI USA 53115
www.berkeleypumps.com © 2003 Berkeley Pumps, Delavan, Wi

Photo compliments of The Toro Company-lrrigation Division
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and summer outings, such as golf and baseball,
is what Zaiser credits for retaining employees.
And while competitors in his area pay $7
to $8 an hour, Zaiser said his minimum is $9
an hour and he pays up to $16 an hour,
Zaiser also offers his six full-time employ-
ees a year-end bonus, which is based on
business growth as well as employee atten-
dance, productivity, leadership and attitude.
“At the end of the year, I always make sure
equipment is fixed and then I take the very
year-end bottom line and from there figure
out a percent of profit to use as bonuses,” he
said. “I think about what type of job the
employee did that year and whether they
were smiling and positive when they came in
in the morning,. | keep track of all this infor-
mation throughout the year and that all con-
tributes to each person’s bonus.”
Additionally, Zaiser conducts what he
calls “pick-up truck reviews” with employ-
ees throughout the year. On the way to a job
site or to pick up supplies, he will take along an
employee and do the review on the way. “We
talk about the business and any personnel
issues — | turn those 15- to 30-minute drives
into productive downtime,” Zaiser said.

PLANNING AT A REASONABLE PACE.
Zaiser is very comfortable with his current
$600,000 revenue and he wants to maintain
it. If he’s going to alter any part of the busi-
ness mix it may be to increase the mainte-
nance percentage of the business. Currently,
maintenance makes up 20 percent of the
business and to Zaiser increasing it even to
25 or 30 percent would be a big step. “I'm
testing the waters now to see if it will work,”
he said. “We're not cheaper than the competi-
tion, but we do offer a more professional image
and service so this may help us get the work.”

Also, Zaiser feels that he can be a com-
petitive and creative designer at the $600,000
level, but he feels that increasing his business
to $750,000 would warrant the hiring of a
second landscape designer. “I may consider
doing this but not for four or five years - I'm
comfortable where I'm at.”

For Zaiser, staying in control and con-
tinuing to embrace delegation will continue
pushing his business forward.

The author is Managing Editor of Lawn & Land-

scape magazine and can be reached at

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

designed, rubber-track undercarriage and large footprint lets

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

PROFESSIONAL SERIES

The true choice — the only choice — the Professional Series by Polaris
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by Lauren Spiers

Grass-catching mowers
and attachments are
becoming just as popular
as mulching mowers. Here
are some catching tips.

What's the best part about the mowing season? The smell of a
newly cut lawn. The fresh, clean scent wafts through the breeze,
inviting neighbors tostop by and admire the plush carpet of grass

that is so obviously the aroma’s origin.

But whatare all those clumps on the lawn? And how did those
clippings get all over the flower beds?

Landscape professionals know that these small messes can dras-
tically reduce a lawn’s curb appeal and no amount of fresh lawn
fragrance will fix that. In response to clients’ pet peeves, contractors
can turn to a plethora of grass collection systems currently available.
Whether they're integrated systems with vacuum-like capabilities or
well-crafted bagging attachments, mower and attachment manufac-
turers make grass collection a viable option for contractors.

PLAYING CATCH-UP. “There is a wide range of clients who
contractors have to deal with when it comes to mowing,” noted Bob
Walker, president, Walker Mfg., Fort Collins, Colo. “On the low end
are people who want weed control - all they’re trying to do is knock
down the growth to cut the weeds down. At the other end of the
spectrum are people who lie down on their driveways and look
across the grass to see if it’s cut right. It's very important to those
people that their property is well manicured.”

Though, for the most part, contractors and manufacturers
both recognized that aesthetics is the No. 1 motivation for

www.lawnandlandscape.com

Grass-catching systems don’t just handle clippings
anymore. Many contractors use spring and fall clean-ups

as great collection opportunities. Photo: The Toro Co.

contractors to collect grass clippings or for clients to request

grass collection. But there also are more practical reasons.

“There’s really just one word and that word is ‘juice,”
Walker continued, “When cool-season grasses come out of
dormancy, there’s a lot of moisture in the plant and people tend
to confuse that with dew or rain. Dew and rainfall on grass is not
nearly the problem this juice is because it’s sticky.”

Though many contractors use mowers with mulching capa-
bilities, the sticky, wet turf they run into in the northern part of
the country can cake mower decks as the blades chop “juicy”
grass into tiny pieces. Not only does this increase the amount of
necessary maintenance on the machine, but the mowers leave
behind sloppy clumps of grass despite the goal of letting clip-
pings evenly rest on top of the lawn.

Larry Linehan, owner, Linehan Landscaping & Property
Maintenance, Salem, N.H., is all too familiar with this problem.
“The lawns in our area have a tremendous amount of moisture
in them at the beginning of the season, in the summer and then
again in the fall,” Linehan noted. “The lawns grow really fast
and very often there are 2 or 3 inches to cut. That's a tremendous
amount of debris and it's heavy and wet and has no mulching
value. If you mulch, the finished product looks terrible.”

Contractors and manufacturers agreed that there is a link
between the final appearance of a property and grass collection,
so even in the summer when lawns in Linehan’s area are dry

(continued on page 56)
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(continued from page 54)

enough to mulch, he continues to bag clip-
pings to satisfy his high-end clientele. As a
result of this aesthetics factor, some manu-
facturers noted that grass collection is be-
coming increasingly popular in the south-
ern part of the country, despite the fact that
warm-season turfgrasses in that area are
typically easy to mulch.

At the same time, most manufacturers
reported that sales of bagging attachments
and grass-catching mowers are not signifi-
cantly on the rise, but all aspects of grass
collection are reaching equilibrium with
preferences for mulching machines.

“It seems that mulching and catching
have achieved a rough balance in the last

ANYBODY

FIBERGLASS PRODUCTS

CAN
PUT
TANKS
ONA
TRUCK!

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

Toll-Free: 1-800-327-9005

954-785-6402
FAX: 954-785-6404

Experience
the tough-flex
difference.

We certify that this is an actual photograph and that the tanks
were not altered in any way to produce this picture
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couple of years,” commented Peter
Andonian, president, Accelerator Indus-
tries, Bellevue, Wash. “The mulching trend
moved ahead rapidly in the late 1990s and
has now kind of leveled off, letting collec-
tion catch up.”

Randy Harris, marketing manager, Toro,
Bloomington, Minn., attributes that catch-
ing-up phase to another advent in the mower
industry. “I think sales growth of collection
systems can be attributed to the growing use
of [mid-mount zero-turn] mowers and the
increased performance of outdoor equipment
manufacturer designed and supported col-
lection systems vs. third-pnrt_\', one-size-fits-
all designs,” he explained. “At the end of the
day, there’s no faster way to collect grass
and/or leaves.” Because zero-turn mowers
increase production speed, adding a catch-
ing system to those types of machines makes

debris collection a snap.

COLLECTION CLUES. Andonian and other
manufacturers understand that because of dif-
ferences in turf type and moisture content,
some contractors may want to mulch during
certain parts of the season and bag clippings at
other times. In cases like these, grass-catching
attachments may be the way to go.

“The advantage of a collection system is
that it allows the operator to provide the
customer with a beautiful, pristine lawn ev-
ery time,” commented Ruthanne Stucky,
marketing director, The Grasshopper Co.,
Moundridge, Kan. “[But] even operators who
don’t routinely collect grass clippings ap-
preciate the seasonal capability to pick up
leaves and debris when needed.”

Additionally, Andonian mentioned that
some contractors may only want to collect
clippings on certain parts of a client’s yard
such as around planting beds or just on the
front lawn. Grass-catching attachments al-
low mower operators to switch from side
discharge to bagging quickly and easily,
rather than having to deal with an entirely
different deck or mower.

The prices for bagging attachments are rela-
tively low. “Cloth catchers can run anywhere
from $150 to $350, and some manufacturers
will throw in a cloth catcher at a very low cost
when you buy the mower, ” Andonian said.
“The lowest cost catchers are made of steel and
can go from $150 to $250 depending on

(continued on page 58)
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(continued from page 56)

‘ ‘A grass catcher attachment isn't a complex device,” re-

marked Peter Andonian, president, Accelerator In-
dustries, Bellevue, Wash., but that doesn't mean they're easy to
manufacture. “I run into a lot of issues with fit,” he continued.
Because he and other attachment manufacturers produce “third
party” catchers to fit almost any mower of any size, there are
several details to take into account

“The challenge for a collector manufacturer is getting the
collector system to fit with all the different types of machines
out there and keep those available in the right proportions for
the market,” Andonian explained, offering some tips for contractors
to remember when purchasing grass catcher attachments.

» Mounting strength. “One of the big problems with mount-
ing systems is that there's a lot of stress right at the mounting
point,” Andonian noted. “If you have a collector on the side and
you go over a bump, it can put a tremendous amount of force on
the mounting.” He recommended that contractors make sure the
attachment they buy has the heaviest amount of metal around the
mounting to ensure it will stand up to mowing stress.

(continued on page 60)

« Catcher height. The catcher's elevation also is important.
“There's a ‘sweet spot’ where the catcher needs to mount, where
it's high enough off the ground to avoid being destroyed, but it's
low enough to still fill properly,” Andonian explained. “The user
first needs to check whether the lower edge of the catcher intake
is at least as low as the mower blade. Ideally, it should be about
Ya-inch lower than the blade at the front of the intake. At the out-
side edge, it should be about 3 to 4 inches off the ground and 5
to 7 inches is a good elevation at the back of the catcher.”

« Handle placement. Andonian mentioned that location of
handles on the catcher can be the attachment's downfall or
saving grace. “There are questions of ergonomics in terms of
how you lift the object and how easy it is to handle,” he said.
“Grass clippings can weigh 7 to 12 pounds per cubic foot, so a 6
cubic-foot catcher can weight around 75 to 90 pounds when full.”
Aluminum catchers tend to be lighter, making them easier to
handle, and catchers with a handle across the body rather than
one on each side also have a more user-friendly ergonomic de-
sign. — Lauren Spiers

What's the Catch?

HOW TO BUILD THE
LONGEST LASTING TRAILER
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Side Entry Door with Aluminum
“Anti-Rack” Cam Lock

Chassis Built with
SmartFrame
Technology™
including Tubular
Steel Main Rails

www.wellscargo.com

Frustrated?

This Video Will Solve Your
Training Problems!

Introducing the first of its kind training Video
for Spanish or English speaking employees
on how to correctly and safely operate com-
mercial lawn care equipment.

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

To order visit: www.TrainWithVideos.com
or call 1-800-559-0119

®

All on-line orders receive free gift of
“40 Most Used Landscaping Terms in Spanish”
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Our fertilizer
comes with
a built-in
insurance policy.

UHS Signature Brand Fertilizers with Prospect Plus _ D

not only provide quality nutrients, they also work to: PROSPECT PLUS
* Help turf establish or withstand * Build greater shoot mass
environmental stresses * Increase uptake of soil nutrients
* Develop a more fibrous, extensive and moisture
root system * Increase photosynthesis

* Enhance early plant growth and vigor

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

Those studies have consistently shown a Effect of Fertilizer with Prospect Plus on
positive effect on early plant growth and Creeping Bentgrass Density
development and with mature plants under Ohio Turfgrass Foundation Research and Educational Center -~ 2000
% Turf
stress. Sod farms results show that turf can be Treatment Rate Density
harvested earlier due to increased root mass Check 7 60.00

and quicker establishment from seed or sprigs. Fertilizer (46-0-0) 0.014 b. N/1000 5q. ft. 72.00
Mature turf has greater root mass with a noted Fertilizer (46-0-0) + Prospect Plus  0.014 b. N/1000 sq. ft. + 48 oz./acre  77.00

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

susceptibility to stress. "
: Study Results: “.. a significant increase in creeping bentgrass establishment two
The same'befleﬁtf can be found in 5 months after seeding with the application of fertilizer and Prospect Plus compared to
Prospect; a liquid micronutrient for foliar the untreated control.” A 22% improvement over check and more than a 12%

increase over fertilizer alone!

application or for use in fertigation systems.

@
For more information, contact your local UHS representative

www.uhsonline.com
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Stainless steel frame

» Electronic speed control
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knock-off. Available at most major home, garden,
and hardware retailers. To find one near you,
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60 2NE 2003 USE READER SERVICE #46

(continued from page 58)

size, brand and what part of the country
you're in. Aluminum would be the highest
step up — between $300 and $500 depend-
ing on size and what mower it is going on.”
He added that while aluminum products
do have higher price tags, the facts that
they are lightweight and rustproof defi-
nitely increase their value.

In terms of mowers with integrated grass-
catching systems, better technology yields a
significantly higher cost than catcher attach-
ments. With powerful blowers and hoses on
many models, as well as features like large
hoppers, from-the-deck debris releases, and
updated vacuum technology, according to
Harris, grass-catching mowers can range in
cost from $7,200 to $14,000 depending on the
brand, deck size and engine.

Finally, some manufacturers offer inter-
changeable decks to make it easier for con-
tractors to switch from mulching to collec-
tion mode. “If you look at catching as the
primary function, you can take one of these
machines equipped to do catching and con-
vertitinto aside-discharge mower simply by
purchasing another deck assembly,” Walker
explained. The extra deck can cost about
$1,300 and this option is ideal for contractors
with applicable mowers who intend to bag
clippings at certain times or on certain prop-
erties, and mulch on other occasions.

But when considering grass collection
systems, the mower or attachment itself isn't
always the only expense.

“These machines are quite a bit bigger be-
cause of their storage for clippings,” Linehan
noted. “Onamultiple-person crew, where each
crewmember is picking up clippings, it might
require the company to purchase alarger trailer
initially. The machines themselves are more
expensive and with a new trailer, there is a
larger initial investment to consider.”

But there is certainly an element of time-
and money-savings with grass-catching
mowers and their accessories. “Some con-
tractors found that they tried too hard not to
catch and ended up doing a lot of extra clean-
up work after they cut,” Walker noted.
“Things like double-cutting and going back
to clean up what could have been collected
takes a lot of extra time.”

NICE CATCH. In addition to picking up
gooey grass clippings, manufacturers and
(continued on page 62)

LAwN & LANDSCAPE



http://www.jrcoinc.com
http://www.vine-x.com
http://www.nitetymeilluminations.com
http://www.arcoa.com

Looks like an ordinary rotor.
Feels like an ordinary rotor.
Must be an ordinary rotor-.

Introducing the new Toro® Super 800 Rotor. Looks can be deceiving.
And in this case, it's never been more true. That's because the Super 800 is
the most versatile rotor we offer. With a 5” pop-up to clear tall grasses,
full- and part-circle arcs and adjustable arc settings from 90° to 3605 it TORO. countonit.

has everything you need. It even includes a Smart Arc™ memory that

automatically resets if vandalized. Now that's more than meets the eye.
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(continued from page 60)

contractors raved about the fact that bag-
ging mowers also are excellent machines for
picking up other small debris.

“Collectors are used a lot for fall leaf
clean-up,” Andonian mentioned. “Occasion-
ally, people will use a combination of side-
discharge and collection for this. If they have

over and chop everything up with a mulch-
ing mower and then they’ll throw a grass
catcher on and pick up the debris.”
Linehan mentioned that his crews dis-
covered this benefit, but for them, one pass
is all it takes. “The machines with strong
blower/vacuum systems do a beautiful job
of cleaning the lawn,” he insisted. “Any

a bunch of leaves on the lawn, they’ll run
M T Check Out Our NEW WebStore
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symbiosis (sim-be « oh'+ sis) n. pl. sym-bico-ses (-sz) 1 A close, prolonged association
between two or more different organisms of different species that may benefit each
member 2 A relationship of mutual benefit. 3 A whole new way of doing business.
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small sticks, leaves or debris that come down
in the spring are vacuumed, which leaves a
really nice cut when you're done.”

Stucky also mentioned that some con-
tractors use collection systems in combina-
tion with dethatching attachments, for in-
stance, and can clean up that debris as well.

“Collection systems are replacing manual
labor traditionally used in spring and fall
clean-ups,” Harris added. “Faced with con-
tinued labor shortages and the need to be
more productive, [mid-mount zero-turn| col-
lection systems are much more efficient than
putting crews on job sites with rakes and
backpack blowers.”

But what to do with all the material that's
been cleared from the lawn?

“One disadvantage [of grass collection] is
the issue of what to do with the clippingsand
debris,” Stucky admitted. “Many contractors
have solved this problem with composting
operations of their own or with other creative
solutions like mulching.”

Some third-party manufacturers of de-
bris removal equipment provide lift systems
ormechanical buckets tomove clippings from
mowers to trucks or dumpsters. Resourceful
contractors rig up ramp systems that allow
them to back up into a truck where they can
release their debris, either emptying catchers
by hand or using from-the-seat releases that
open hoppers automatically.

As Stucky suggested, still other contrac-
tors, like Linehan, are able to use out-of-the-
way areas of clients’ properties (usually on
large, wooded sites) to dump debris in a
compost pile.If that’snotanoption, Linehan’s
crews transport clippings via dump truck to
dumping sites at a charge of about $100 per
ton of clippings.

Mower manufacturers are also doing
what they can to make debris handling easier.

“Our catchers have gotten bigger over
time and hold more clippings - they're
heavier to handle now,” Walker acknowl-
edged. He and other manufactuers are con-
stantly looking for new ways to make loads
lighter for contractors, including methods of
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after they cut” — Bob Walker

dividing up the clippings into smaller bags
or compartments.

Once debris is moved to a waste site, the
only thing left to do is clean up the mower.
Collection systems can keep mowers from
becoming caked with sticky grass as can be the
case with mulching mowers, but there is still
some maintenance involved.

“There’s more work in terms of cleaning
and maintaining the actual components of
the grass-catching system,” Linehan said,
noting that hoses on some mowers may re-
quire a little extra cleaning to prevent clog-
ging. “You've got to keep these systems
cleanand working properly because the most
important things with these [accounts] are
the final cut and appearance,” he added. “If
[the mowers] are not functioning correctly,
and the crew doesn’t take the time to clean
off wet grass, clean out the vacuum prop-
erly, maintain the air pressure and keep the
decks clean, it's not going to give you the
result you want.”

For Linehan, maintenance goeson through-
out the day during wetter parts of the season -
justa few minutes of clean up on each machine
between properties. He recommends that all
parts of the mower deck and catching system
be thoroughly cleaned about once per week.

Really, contractors as well as their clients
are driving the sales of grass-catching mowers
and catcher attachments, Harris pointed out.
Though homeowners and property managers
are less concerned with how their turf is cut—as
long as it's done properly - contractors know
that collection systems help achieve high qual-
ity. Armed with these grass collection options,
contractors clients can focus once again on the
sweet smell of a freshly cut lawn, instead of
clumps of clippings.

The author is Assistant Editor of Lawn & Land-

scape magazine and can be reached at
Ispiers@lawnandlandscape.com.
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The green industry’s ongoing battle against harmful insects is never without some newly unfold-
ing drama. From the latest product developments to the most recent dictates of the U.S. Environ-
mental Protection Agency (EPA), there’s always something to keep battle-ready lawn care

operators (LCOs) on their toes.

To maintain dominance over our multi-legged rivals, it's important that LCOs stay on top
of the ever-changing specialty pest control market, and a cross section of experts offer
information to help in the fight.

BUGGY BACKGROUND. Because humans arrived on the scene about 250 million years after
the arrival of insects, we bipeds have battled bugs in our environment since time immemorial.
About 10,000 of the 1 million identified insect species feed on plants, and modern commercial
insecticides target about 700 of those critters that cause the most plant damage, suggested George
Ware, emeritus professor of entomology, University of Arizona, Tucson, Ariz.

According to Ware, ancient Greek and Roman historians recorded some of man’s earliest known
uses of natural insecticides — sulfur extracts as an all-purpose fumigant, green lizard gall as a fruit
protectant from worms and larvae. “Later,” he shared, “a variety of materials were used: pepper and
tobacco extracts, soapy water, whitewash, vinegar, turpentine, fish oil, brine and lye, for example.”

By the mid-1940s, science had turned up a burgeoning assortment of natural and synthetic
insecticides - arsenicals, nicotine, petroleum oils, pyrethrum, sulfur, rotenone, hydrogen cyanide
gas and cryolite. But World War II's chemical weapons developments truly heralded the age of
innovation, so that more than half a century later, the commercial insecticide field is largely the

(continued on page 68)

66 JUNE 2003 www.lawnandlandscape.com LAWN & LANDSCAPE



e AL i,*
. P & 5 R ’

T e N TG
g-\- B e

Water. It's what keeps the world

alive. As the world’s largest manu-

Ihe &
Intelligent
Use Of Waterm 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.

USE READER SERVICE #51

Ran I BIRD

www.rainbird.com


http://www.rainbird.com
http://www.rainbird.com
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domain of synthetic organic formulas. The
first of these was DDT, still widely viewed as
the most useful insecticide so far, but also
perhaps the most notorious chemical of the
20" century, said Ware.

“More than4 billion pounds of DDT were
used throughout the world beginning in 1940
and ending essentially in 1973, when the
EPA cancelled all uses,” Ware said. Research
and popular outcry mounted against DDT,
which biologists found to be detrimental
due to its high residual and toxicity to eco-
logical food chains. Though DDT had ini-
tially been considered “a scientific lifesaver”
(Swiss entomologist Paul Miller received a
1948 Nobel Prize for discovering the chemi-
cal as a means to curb malaria), Ware sug-

"We have to get renewed

faith in the products that we

have.” — Ray Schad

gested, its highly politicized fall was ulti-
mately as spectacular as its rise. The com-
mercial insecticide industry has been look-
ing for a similar product ever since.

INSECTICIDES & THE LANDSCAPE.
Since even before DDT, the impetus to
find the perfect insecticide for the non-
agricultural market has long been one of
simpleliving comfort, explained Jacquelyn
Costa, spokesperson for Dow
AgroSciences, Indianapolis, Ind. “It's just
better to have a nice, green, lush and en-
joyable landscape that adds visual appeal
that doesn’t attract bugs and bees,” she
pointed out. Aside from being pests, in-
sects can also present health concerns not
only to plants, but to humans as
well. Mosquitoes, ticks and biting
flies, all of which thrive amid lush
greenery, are chief among harmful
insects as they can transmit sev-
eral diseases.

-
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But homeowners have more on their
minds. “Property owners want insecticides
for an extended reason - not only to repel
insects that could be pests or harmful to
humans, but so [they’re] also not attracting
animals that eat bugs,” Costa pointed out.
Like insects, those secondary animals could
also be harmful to humans and the land-
scape itself, destroying terrain or plant ma-
terials while searching for a good six-, eight-
or 100-legged snack, she suggested.

THINGS TO CONSIDER. Because insects
are a staple in ecological food chains, Costa
said LCOs need to be aware of several chemi-
cal composition factors that may effect the
environment. The volume of available infor-
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mation on pesticides can be daunting, but
Marc McNulty, insecticide business man-
ager, Bayer Environmental Science,
Montvale, N.J., suggested LCOs may want
to start with a look at four primary issues
where compounds are regarded: knockdown,
preventive capacity, toxicity and residual.

» Knockdown refers to a chemical’s cura-
tive power, or its ability to affect an imme-
diate deterrence or control an existing in-
sect population. “In most cases, LCOs will
get a call from a client saying, ‘You know,
we’ve got a problem out here with ants,
and our lawn looks awful. Can you do
something aboutit-now?"” McNulty said.
“So the ability to immediately rid a land-
scape of pests can be really valuable to a
company’s services.”

* Preventive capacity regards a
formulation’s ability to curb the accumu-
lation of insects over the long term. Here,
contractors should be aware that while
many insecticides remain on the surface of

plants where sprayers or spreaders can
reach, increasing numbers of products are
arriving in the marketplace that offer sys-
temic protection — that is, they inundate a
plant’s entire structure, making the plant,
itself, poisonous to feeding insects. “Within
the last 10 years or so, the development of
insecticides that have not only a good
knockdown effect but a high preventive
capacity has revolutionized the [insecti-
cide] industry,” McNulty said. “Some
products can offer preventive protection
for up to a year, effectively replacing sev-
eral three- or four-application chemicals.”

He added that newer, high-prevention
formulas free LCOs from being locked into a
“short window of opportunity” for control-
ling insect populations. “With white grubs,
for example, [professionals] would need to
apply a chemical in early to mid-August just
before the third instar to ensure the best
curative effectiveness,” he said. “Lawn tech-
nicians now can apply [preventive applica-

- .- ‘.,._’_,.__.

tions] anywhere between late April and Au-
gust, and still have season-long control of
grubs. Think of these chemicals as you might
a preemergent herbicide.”

* Toxicity suggests the magnitude of an
active ingredient’s danger or lethality to in-
sects and other species. Here, experts point
out that there are different assessments of
toxicity: “Acute toxicity involves harmful
effects in an organism through a single or
short-term exposure. Chronic toxicity is the
ability of a substance or mixture of sub-
stances to cause harmful effects over an ex-
tended period, usually upon repeated or
continuous exposure sometimes lasting for the
entire life of the exposed organism. Subchronic
toxicity is the ability of the substance to cause
effects for more than one year but less than
the lifetime of the exposed organism,” ac-
cording to an EPA glossary.

* Residual connotes a pesticide’s en-
during presence and stability in the land-
scape. Residual is closely tied to preven-

More Effective

LesS Expensive...

From Tree Tech® Microinjection Systems comes a full line of nationally labeled

insecticides, fungicides, bactericides and fertilizers in leakproof microinjection units.

Insecticides - Acephate, Vivid®ll, and MetaSystox®R
Fungicides - Bayleton®, Aliette® and Alomo®
Fertilizers - Our proprietary Nutriject™ formulations
Bactericides - Oxytetracycline anfibiofic
Herbicide - Dicamba
Deflowering Agent- Snipper®

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

4 e-mail: info@treetech.net
e Tch® Evicamentaly Sound Tre Hoalth ore fr the 215t century and beyond.

Tree Tech®
microinjection m:

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

LawN & LANDSCAPE

USE READER SERVICE #54

JUNE 2003 69


mailto:nfo@treetech.net
http://www.treetech.net

tive capacity and environmental toxicity,
but it is different than both.

McNulty pointed out that some chemicals
linger in the landscape to control latter-stage
insects, but they have little effect on eggs.
Thus, these products have little preventive
capacity despite a high residual presence.

That's why LCOs need to pay more at-
tention than ever to targeting their pest ap-
plications. “It is very possible that a chemi-
cal can have a high residual and low toxicity
to the general environment, butstill be highly
effective against insects,” McNulty pointed
out. “Manufacturers conduct so much re-
search into the biology of insects that chemi-
cals are now developed to act as ‘guided
missiles,” if you will - being deadly to tar-
geted [species], but presenting little danger
to other animals and humans.”

MAKING SENSE OF IT ALL. Fortunately,
amid all the science and field jargon, LCOs
aren’t lost in a sea of information about insec-

ticides and their effects on the environment.

As far as what LCOs need to know on a
day-to-day basis, “the label is the law,” sug-
gested Frank Davido, pesticide incident re-
sponse officer for the EPA’s Office of Pesti-
cide Programs. “All users essentially have to
do, whether they’re certified professionals
or homeowners, is make sure they’re using a
product in strict adherence to its directions
for use. It's no different for any user.”

Davido said the EPA’s Consumer Label-
ing Initiative (CLI), a network of regulators,
manufacturers, regional government officials
and environmental activists, has been in-
strumental in setting standards for insecti-
cide labeling and frequently communicates
with end users to ensure labels are under-
standable and easy to follow.

The CLI launched its multi-phase efforts in
1996 by polling pesticide users on ways to
improve insecticide labeling. Since then, they
have effected voluntary industry standardiza-
tion that dictates that insecticide labels should

include: manufacturer and emergency care
provider telephone numbers, common chemi-
cal names as opposed to scientific compound
names, ingredient characteristics and toxicity
levels, simple first aid procedures and proper
storage and disposal information.

Despite all of these changes and chal-
lenges, LCOs and suppliers agree that the
products exist to get the job done today, and
they're usually better than ever. “I got out of
pest control seven years ago because I was
frustrated by the products and lack of con-
trol,” recalled Ray Schad, lawn care man-
ager, MaCall Services, Orlando, Fla. “I came
back [in 2001] with renewed faith, Back then,
they told me there were great new products
coming out, and they finally have.”

Schad continued, “We have to get renewed
faith in the products that we have.”

The author is Associate Editor of Lawn & Land-
scape magazine and can be reached via
nwisniewski@lawnandlandscape.com.
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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),
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For more information, contact your FMC authorized distributor.
Call 800-321-1FMC, or visit us at www.fmc-apgspec.com.

TALSTAR. Lasts longer. Guaranteed.

USE READER SERVICE #56


http://www.fmc-apgspec.com

A handful of
factors
influence the
irrigation
needs of a
lawn. Heed
these words
of watering
wisdom to
avoid
turfgrass
fatalities.

by Ali Anderson

After careful installation of a lavish lawn and surround-
ing plant life, a contractor’s work is far from complete. In
fact, the lawn care process has only just begun. Specifi-
cally, water is a critical ingredient of successful lawn
maintenance. Without vigilant watering, new turfgrass
and accompanying foliage will surrender its root system

to a shallow grave, burn up and die in the summer heat.

For most property owners, gone are the days of lug-
ging a garden hose throughout each area of a yard.
Instead, high-tech irrigation systems with heavy-duty
sprinkler heads and control devices are available to keep
turf and other vegetation in their prime.

But those systems must be programmed to fit the
unique needs of each property. And that requires some
watering wisdom on the part of the contractor.

WATER WATCH. A multiplicity of factors impact water-
ing needs. Depending on geographic location, climate can
have an immense effect on a property's needs. Given the
variable conditions that come with diverse climates, there
is no sure-fire formula for wise watering.

“It's a process of trial and errors,” explained Brian
Klimek, president, Greenworld-Irrigation, Monroe, N.Y.
“Each property has its own ‘formula of success.” We set

After installing an irrigation system, a tailor-made
watering schedule is a must. Contractors should consider
various factors when planning irrigation for a property.

Photos: Hunter Industries (below), Rain Bird (above)

the irrigation timer for what we think should be a good
watering schedule. Then we return to the property to fine
tune the schedule.”

Since each property presents a unique set of chal-
lenges, contractors must customize their irrigation ap-
proach with every job. And that individualized approach
to irrigation often begins with a dialogue between the
contractor and the property owner.

“We start with having a conversation with the client
regarding their desire for end results,” emphasized Jason
Cupp, president, The Kincaide Company, Kansas City,
Kansas. “Some clients have budgetary constraints but
want to be protected from plant and turf loss, so the de-
mands on a property are less in that scenario than an estate
where the clienthas no budgetary constraints and desires for
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(continued from page 72)

everything to be lush and green all the time.”

Contractors should alsoinclude an analy-
sis of the property’s intended use in that
dialogue with the customer, bringing up
watering times and lengths, Cupp added.

And while printed materials can be help-
ful when determining a watering schedule, a
sturdy sense of irrigation run times gener-
ally comes from daily encounters with cus-
tomers, Klimek noted. Experience with vari-
ous properties helps contractors get a grasp
of what works and what does not.

“There is no substitute for experience,”
Klimek observed. “Knowing water require-
ments for different plant materials and soil
intake rates is just the tip of the iceberg. You
also have to calculate your watering sched-
ule for sun and shade areas, have all water-
ing completed by sunrise and, most of all,

”

avoid water waste.

IRRIGATION FACTORS. While watering

needs vary depending on climate and loca-

tion, there are some basics that contractors
should be aware of in terms of soil type,
drought conditions, sunlight, slopes and
windy weather.

Soil types. The watering needs of a prop-
erty depend on the type of soil present at the
site. Specifically, clay-like soils require short
watering cycles and sandy soils need longer
watering periods, Klimek noted.

“Water passes easily through sandy soils,
so water must be applied with greater fre-
quency,” explained Barbara Love, Love Irri-
gation, Ridgeland, Miss. “In the case of clay
soil, water stays around longer, resulting in
a greater usable holding capacity.”

When in drought. Drought conditions im-
pact irrigation plans as well, Klimek shared.

“Droughtrestrictions prevail inourarea,”
he described. “This usually means that we
have a short window of time to water all
plant and turf material. This is where design
comes into play.”

A flawlessly designed system will use

water very efficiently with little waste
Klimek maintained. “A system with flawsin
the design will require more time to water.
In a drought, this is a no-no.”

Such flaws could be missing sprinkler
heads or the lack of head-to-head cov erage

[rrigating slopes. Watering sloped turfgrass
areas can be tricky because of runoff possi-
bilities. To start with, slopes must be zoned
correctly, Klimek observed. “Incorrectly
zoned sloped areas will result in poor water-
ing,” hesaid. “You need to zone all the heads
together on top of a slope and all heads
together on the bottom of a slope.”

The sprinkler heads atop a slope will
have a longer runtime than will those on the
bottom, since water runs down the slope,
Klimek explained.

Sunlight vs. shade. Contractors often con-
sider the sunlight exposure of an area when
designing an irrigation schedule, com-
mented Scott Grimm, president, Agralawn,
o

continued on page
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CHEMICALS COMPANY, INC.
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200 GALLON LAWN RIG
* 200 GALLON OLDHAM TANK WITH BAFFLE.
* HYPRO D30 TWIN DIAPHRAGM PUMP.
* 5.5 HP HONDA ENGINE.
* HANNAY ELECTRIC REEL WITH 300' 1/2" HOSE.

INSECTICIDES * FUNGICIDES « HERBICIDES

SAFETY EQUIPMENT » SPRAY RIGS AND ACCESSORIES

1-800 888-5502

PO BOX 18358
3701 NEW GETWELL ROAD
MEMPHIS, TN 38118
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Lakeland, Fla.

“Actually, the watering needs are deter-
mined by the plant material chosen for the
area, 50 a shady area could require the same
water as a sunny area based on the needs of
the plant material,” Grimm noted. “Youdon’t
gauge watering needs based on whether the
site is sunny vs. shady. You base it on the
needs of the plants.”

But beyond each plant’s irrigation needs,
there are some basic water scheduling tips
when it comes to sunlight and shade.

“Shady areas do not need much water,”
Klimek outlined. “Too much water in these
areas will result in the water not being ab-
sorbed by the ground. Therefore, the water
will ‘sit’ on the surface. This is how most
fungus is born in our area.”

Wind and water. Contractors should also
consider frequent windy conditions when
designing an irrigation schedule.

“Wind dries up the surface,” Grimm ex-
plained. “So, for sod that is especially thin,

automatic can be a

the frequency of waterings Meaning

may need to be increased
for new sodding based on
only two inches of planting
depth. But, for larger
plantings it may not affect
them at all.”

This relationship be-
tween wind and watering is
simple, Klimek commented. “If there is no
wind, then the system will water what it
was designed to water,” he noted. “If it is
windy, the system will not water properly.
All sprinkler systems that distribute water
by ‘spraying’ it through the air are directly
affected by the wind.”

Contractors should check the irrigated
properties to determine if wind is an influ-
ential factor, Klimek observed. If so, con-
tractors can install “wind sensors.” Such
devices save water by preventing irrigation
systems from operating when heavy winds
are present.

“Dependence on the system to be full

sroblem also.

, a system needs to be evaluated
several times during the operating
season, as watering demands,
adjustments, timing, efc., can change as

the seasons do.” - Jason Cupp

WHEN TO WATER. Knowing when to wa-
ter is central to a successful irrigation sched-
ule, Grimm shared. Contractors must factor
time of day and time of year into the equation.

“Watering is crucial during all of the
year,” Grimm observed. “In the summer, the
need is to keep italive. In the winter, the need
is to create good root systems.”

However, springtime watering is espe-
cially crucial, Klimek shared.

“This is the time when you are applying
chemicals and seeding and fertilizing the
turf,” he added. “You are also repairing any

(continued on page 78)

If you've got turf in poor condi-
tion, or even healthy turf that you
need to turn under, RotaDairon is
the easiest and most reliable way
10 go. You can make a perfect
seed bed in one pass if you wish.
No other machine on the market
is like it. It can renovate the sod,
bury rocks, tumn grass under, get
nd of debris and refinish the soil
in the process, creating a smooth,
even surface excellent for seed
germination. The unique seed
attachment allows you to do it all in
one pass. No raking. No labor.

inches.

Dealer Inquiries Welcome

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

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

Call today for details.

Quality Since 1954
One machine... One Person... One Pass

RotaDairon Emrex, Inc. 950 Sathers Drive, Pittston Township, PA 18640, USA

Tel (570) 602-3050 Fax (570) 602-3053 E-mail rotadaironemrex @ aol.com www.mge-datron.com ! v

d33a

SHIWOLSND ¥NOA

USE READER SERVICE #61

76 JuNE 2003
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RETENTION —

CLC LABS SOIL
TESTING!

Call 614/888-1663
and Start Today!

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 IS NOT A GOOD TIME TO BE A STUMP.

In fact, things couldn’t be much worse for stumps. Especially when there’s a Chevy” Silverado’ nearby.
It's got all the proven power you've come to expect from a full-size Chevy Truck. Get the available Big Block
8100 Vortec” V8" and wrap its 340 horses and 455 |b.-fi. of torque around the nearest stump!

Then put it in gear and let the chips fall where they may. With six proven Vortec engines
available to choose from, Silverado has the power to get the big jobs done.

Silverado. The Truck. From Chevy. The most dependable, longest-lasting trucks on the road’*

SILVERADO =i LIKE A ROCK

877-THE TRUCK or chevy.com/sllverado
*Available only on Silverado 2500HD and 3500 models. tCarefully prepare a tree stump prior to removal. **Dependability based on longevity: 1981—July 2001
fulHine fight-duty truck company registrations. Excludes other GM divisions. € 2003 GM Corp. Buckle up, America!
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lawn damage from the winter. Also, spring
flowers are in bloom. Irrigation is very im-
portant for all of these things.”

In contrast, watering needs decrease drasti-
cally when falland winter hit because tempera-
tures drop.

“Except for in cases of fall seedings and
some plantings, fall is when we decrease the
days that we irrigate,” Klimek described. “The
temperature is cooling, and the days are get-
ting shorter. There is no reason to water for
long periods of time. All the plant material and
turf are preparing for the winter.”

Contractors should set irrigation sched-
ules to run in the early hours of the morning,
Cupp urged. Doing so allows the water to

“burn” off rather than sit on the turf or
landscape beds.

“Watering at night is a major problem in
our market,” he described. “It increases

substantially the possibility of a fungus.”

IRRIGATION CHECK-UPS. Onceanirri-
gation schedule is in place, a contractor’s
workisstill not complete. Follow-up visits to
the property are a must to keep the lawn
alive and well.

“Dependence on the system to be fully
automatic can be a problem also,” Cupp re-
minded. “Meaning, asystem needs tobeevalu-
ated several times during the operating sea-
son, as watering demands, adjustments, tim-

ing, etc., can change as the seasons do.”

For areas that are constantly changing,
contractors should check watering needs on
a regular basis. “If there is an abundance of
plant material this in an area with a unique
climate, then you would need to schedule
weekly visits to the account,” Klimek stated.
This is the only way to ensure proper water-
ing practices.”

Cupp recommended monthly visits to
those properties that may have changing
irrigation needs.

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

When correctly designed, installed and maintained, an
irrigation system can help minimize the amount of
water used, while still keeping a lawn looking healthy. These
water conservation tips can keep contractors and property
owners from wasting water and losing money.

DON’T DROWN - Avoid overwatering lawns and gardens.
Much of the water is never absorbed anyway. Some water is
lost to runoff when applied too rapidly, and some water evapo-
rates from exposed, unmulched soil. But the greatest waste of
water comes from applying too much, too often. Instead of wa-
tering for 20 minutes straight, water four times for 5 minutes
each time, with a 15-minute break between each session. This
will allow water to soak in, minimizing runoff.

WATCH THE CLOCK - Watering in the evening isn't a
good idea because leaf surfaces can remain wet overnight,
which means an open invitation for fungal diseases. Midday
watering is better for plants, but bad for water bills because of
water loss through evaporation. Try to water between 5 a.m.
and 10 a.m., when the sun is low, winds are calm and tempera-
tures are cool. Under these conditions, leaf surfaces have a
chance to dry out during the day, reducing the chance of fungal
diseases and conserving water because of reduced evaporation.
Use low-angle nozzles in areas where wind is a factor,

PLAY THE ZONE - The goal of any irrigation system 1is to
give plants a sufficient amount of water without waste, Divide
the property into irrigation zones so grass can be watered sepa-
rately and more frequently than groundcovers, shrubs and trees.
Both sprinkler and drip irrigation can be incorporated to achieve
efficient use of water.

RAISE THE BLADE - 111 grass at a higher mower setting
to shade roots from sunlight and encourage deeper roots.
WATER ONLY THINGS THAT GROW - Ii the prop-
erty has an underground sprinkler system, make sure the sprin-

Smart Watering Tips

www.lawnandlandscape.com
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kler heads are adjusted properly to avoid watering sidewalks
and driveways. Also, a properly adjusted sprinkler head should
spray large droplets of water instead of a fog of fine mist, which
is more susceptible to evaporation and wind drift.
CONSIDER DRIPPING - When it comes to watering indi-
vidual trees, flowerbeds, potted containers or other non-grassy
areas, consider direct application of water to roots using low
volume “drip” emitters. By applying water slowly to soil. drip
irrigation is an efficient way to water. The water flows under
low pressure through emitters, bubblers or spray heads placed
at each plant. Water applied by drip irrigation has little chance
of waste through evaporation or runoff and will prevent un-
wanted weeds from growing.

GET YOUR HEADS CHECKED - Since lawns should be
watered in the early moming hours, a problem may not be dis-
covered until it is too late. Once a month, turn on the irrigation
system and make sure everything is working properly. A
clogged head or a tomn line can wreak havoc on a landscape
and its accompanying water bill.

YOU CAN NEVER HAVE TOO MUCH MULCH -
Mulch, a layer of non-living material covering the soil surface
around plants, conserves water by significantly reducing mois-
ture evaporation from the sofl. Mulch also reduces weed popu-
lations, prevents soil compaction and keeps soil temperatures
more moderate. Mulches can be organic materials such as pine
bark, compost and woodchips; or inorganic materials, such as
lava rock, limestone or permeable plastic, but not sheet plastic
because soil needs to breathe.

BE RAIN SMART - Adjust the irrigation system as the sea-
sons and weather change. Or better yet, install a shut-off de-
vice that automatically detects rain. They are inexpensive and
enable property owners to take advantage of rain water without
paying for it. = Rain Bird

LawN & LANDSCAPE
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“When our owners tell us the Walker Mower is working
and helping them succeed, it keeps us energized and focused

on building the best possible piece of equipment.”

! Bob Walker, President; Walker Manufacturing

Do o

“Your mowers
keep me looking
good against
the competition.”
Ray West,
Professional Grounds
Maintenance, Inc.,
Vermilion, Ohio

“Undoubtedly, the best grass
machine | have ever owned, | have
had many other brands and no
comparison in 60 years.”
Harold A. Jensen,

Fayetteville, Georgia

“We operate a two person
lawn care company. My wife
and | would not be able to do
this without our Walkers.”
Gary Vassallo & Loretta Tunstall,

“Has changed our lives - more Lawn Cruisers Lawn Care,

“At age 76, my wife and | both
enjoy mowing with our Walkers -

best thing since sliced
Jack Ray,
- Wetumpka, Alabama

“The best investment | have ever made!!”

Bryan Coles, Coles Lawn Care,
" Pittsburgh, Pennsylvania

“Walker is by far the best

mower in this size

and | am exceedingly pleased

. with my Walker.”
i Walt Olsen,

; N.ILW.S Services,

. Gypsum, Colorado

“Walker Mowers

lsa\md my business!!?

Marc Davis,
M.D. Landscape,

; of my Walker mowers.

. other landscapers likewise.”

§ Arnie Gundersen,
Luxor Landscape,

Maple Valley, Washington

“l am very pleased with the
performance and durability

time to extend areas of our
business. Just love it!!”

bread.” Brett & Carolyn Soutar,

Kalispell, Montana

“Best mower sold!

1 love it and my

ey customers love it.” “No other mower
Short Back 'n’ Sides, Robert Fietsam,  does it like a Walker”
Vaini.Beuch Iiow.2baisad Exquisite Lawns, Bobby Williams,
Jacksonville, Florida Saltillo, Mississippi

“Please continue to make
the most gratifying
mowers to own and run in
the industry!!!”

Elmer B. Groom,
Groomed Gardens, “l am

Jacksonville, Florida

available,

“l love looking back at my accounts, as |

and thanking myself for owning these mowers...”

Paul & Jennifer Sparks;
Sparks Lawn Care,

“
Titusville, Florida You

»

“I never knew what a pleasure
grass cutting was ‘til |

got my first Walker.”

Merle Stremming,

Forsyth, Missouri

67 and could not be in business
without my Walker - We love it!”
Travis Keen,

drive away  Trayis Keen Lawn Service,
Columbus, Georgia

build the best mower in America.”
John E. Sharts, Springboro, Ohio

“I can truly say Walker is hands down the best

mower on the market today...I've seen a lot

Stephen D. McBride,
Mac's Lawn Service,

- Portland, Indiana
I advise

“1 just love my Walker!”
Michel Bernardin,
St. Philippe, Quebec, Canada

“Nicest lawnmower
we ever owned”
Guy and Claudette Laurencelle,

Manitoba, Canada

“Will never own
any mower other
than a Walker.”
Mike Pillsbury,
Chariton, lowa

“Best mower
I have ever used.”
Vickers L. Cunningham

Lac du Bonnet,

Dallas, Texas

WALKER MANUFACTURING CO.

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

(800) 279-8537 ® www.walkermowers.com

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

USE READER SERVICE #63


http://www.walkermowers.com

When pricing
design/build

services,

contractors have
to factor in

client needs.
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[ hate to be the one to tell you this, but your clients
obsessivelywatch Home & Garden Television (HGTV).

They keep the tube keyed in, hoping to absorb even
the slightest bit of garden wisdom. On From Martha's
Garden, the infamous Martha Stewart plops a few
plants in a container and voila - an instant hanging
garden with vibrant, thriving plants that look like
they’ve been there for years. Or Gardening by the Yard's
Paul James divides his 2-acre property into smaller,
manageable garden plots, each with its own theme
and by the end of the 30-minute adventure, the project
glows, as if a magic wand couldn’t have renovated
that yard any faster. Oh, and let’s not forget Rebecca
Kolls" Rebecca’s Garden, where she transforms a basic
terra cotta potand saucer into a classy garden birdbath
or converts random everyday objects into an outdoor

wind chime.

www.lawnandlandscape.com

Designtbuild services, Sueh as patia

installations, can bo'challenging to price for=.

the ensurance of prafit. Photo; Gillmais

Rose Landscape Arcliitects and Contractors

Your clients watch these shows — Weekend Warriors,

Landscape Smart, Landscapers’ Challenge, Curb Appeal -
over and over again and then believe that they can do
itthemselves. After all, if it's on TV and the hosts make
it look so simple, it should be easy, right?

Wrong. It takes a professional to makeover a land-
scape into one that fits clients’ needs. And profession-
als aren't free.

Design/build landscape contractors provide cli-
ents with new visions for their landscapes - fresh slates
where through communication, clients’ ideas are ex-
pressed in their gardens. But translating words to
paper takes years of experience, horticultural knowl-
edge and hours of project planning.

“People think they are instant experts once they
watch HGTV,” explained George Kotalic, president,
Kotalic Landscaping, Huntington, W. Va. “Clients are

82)
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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 “;‘L-T-.u_, ==
. Age ({.\\i \, ‘!._.{ 1;':{\1 . :
» Martial Status . [Néw Homeowners.: * Ask about
» Sale Price \ méans motivated ! our weekly
» Estimated Home Value R f ¥ *t# - o
* Loan Amount et
» Sale Date N
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 4
Sign up for your subscription today and receive ONE MONTH FREE!
Call Joe Addink at 1-800-628-0026 new leadsUSA

Buy Online at newleadsUSA.com A service of infoUSA
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so used to going out and starting a project
without a plan. They have one idea and do
one part of their yard and a couple of years
go by and then they get another idea and
implement that somewhere else in the yard
and then another trendy idea pops up and they
do that in yet another place. All clients’ ideas
don’t always come together. But if the de-
sign has cohesiveness - whether they are
doing just a front yard or a master plan, it’s
our job to blend all of their ideas into one.
That's where our value comes into play.”
Pricing design/build work takes expe-
rience and a knowledge of the whole
project from concept to completion - it's
tough enough, but getting clients to ap-
preciate
development’s worth makes the job even

landscape design and
more challenging. “Value comes from be-
ing able to educate people,” Kotalic ex-
plained. “People wouldn’t think about
building their homes without plans - why

would they do their landscape that way?”

Today, more landscape contractors
charge design fees for their creative
drawings and ideas. Photo:
Gillman-Rose Landscape

Architects and Contractors

FIRST THING’S FIRST. A
design concept isn’t just a fancy
drawing, Kotalic pointed out. It's
a facilitation of clients” wants and needs into
one functional plan. “It's not just about gen-
erating paperwork - it's about making
people’s thoughts come alive and showing
them how they can utilize their landscapes.”

“Design is all about the basic, time-tested
principles of space organization, line, form
and balance, and respecting and understand-
ing nature,” added Jeff Korhan, president,
Treemendous, Plainfield, I11.

But, unfortunately, the current market
isn't supporting what landscape design ser-
vices are worth, Korhan pointed out. Most

design/build contractors don’t make the
money they are putting into designs cur-
rently through design fees. “We charge as
much as we can with setting aminimum,” he
said. “It gets better every year. We've gone
from no fees to a few hundred dollars in fees.
Last year, we had a $750 minimum. Part of the
reason for the fee is to keep clients focused and
get compensated for our work, experience
and the expertise we're putting into it. It still
doesn't pay for all of what we're doing.”
Like other landscape contractors, Korhan

(continued on page 54)
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» We Stock The COMPLETE Line »
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said he used to credit the design fee to installa-
tion costs, but the company stopped doing that
because “we feel that devalues the most valu-
able part of the design process,” he explained.
People value what they pay for, main-
tained David Himel, Gillman-Rose Land-
scape Architects and Contractors, Houston,
Texas. Gillman-Rose charges a $75 hourly
design rate for landscape design services,
Himel said. The company’s projects range
from as low as $5,000 to as high as $750,000,
which includes costs for all hardscape and
planting elements. “As far as design hours
go, for average projects, which run about
$200,000 total, I would estimate we invest
about 80 to 100 hours from the concept draw-
ing stage until we complete the construction
drawings,” Himel explained. “Project man-
agement hours are additional.”
Gilman-Rose's conceptual design charges
are based on the hourly rate multiplied by
the number of hours the com pany estimates

(contmued on page 86)

W{ ,!W ost design/build contractors expect clients to pay for projects in pieces vs. in
ﬂ‘u'
easier to pay in increments,” explained George Kotalic, president, Kotalic Landscaping
Huntington, W. Va. Plus, receiving some form of down payment shows a client’s intent
to continue a project
The pay phases start with the design itself. When shown or discussing preliminary
drawings, clients are expected to pay half the total design costs and the remainder when
the final design is finished at Kotalic Landscaping and Treemendous, Plainfield, 11l
After that, Kotalic breaks projects out into easy phases and Treemendous President
ff Korhan sets payment targets for various project points
“We set milestones,” Korhan explained. "After the design is finished, we accept a

B

W one big chunk. “It's a lot harder to pay for a project all at once; it's much

small percentage down for the project, which is the third meeting with the client. Then
by the fourth meeting, they put up to 50 percent down. Then | might say we want
another 25 percent when the hardscaping Is finished. Near the end of the pa"'m'x:(
we're waiting on only 10 or 20 percent of the payment instead of 50 percent.’

The key is not waiting for a large payment chunk after a project is finished because
clients are upset over a very small matter, such as waiting on the addition of a last minute
shrub, Korhan pointed out. “The idea is to have the client finance his own project,” he said

In the beginning of a project, you at least want all of your costs covered.”

Also, proper wording helps clients understand various pa'/mo nt options and
pm’xmu 5, Korhan advised, Instead of using the word “contract,” he uses “agreement,
and "milestones” replace “due dates.” “Clients are buying what's unique about us,” he
said. "These unique words make us different and aren’t the familiar words clients have
grown to hate over the years.” — Nicole Wisniewski
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For a FREE hydro seeding video & info
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its staff will utilize preparing the design. The
fee is presented as an hourly cost and capped
not to exceed a certain dollar amount, de-
pending on the project’s size and depth. “A
large portion of our clients are first time users
of a landscape architect and this tends to make
them more comfortable financially knowing
that they are not signing an open-ended con-
tract for design services,” Himel said.
“Once we have client approval on the
concept designs, we present an additional
design proposal for any construction docu-
ments that are needed for the project,” Himel
continued. “These drawings can vary from
project to project, based on each project’s
design features and complexities, and they
are prepared to enable us to properly con-
struct the project, effectively bid the work, to
obtain any subcontractors and for submittal
to local authorities who oversee the project
permitting. Our fees for this stage of the
work are estimated to cost between 3 to 5
percent of the overall construction budget,

and are charged out at our hourly rate. In
our design proposal, we do inform the cli-
ents of the hours that are estimated for the
project’s individual requirements,”

Not only does Kotalic charge an average
of $1,000 to $2,000 for design fees (and a
designer will spend an average of six to eight
hours on a typical job), based on project size,
complexity, elevation, etc,, but he also charges
aninitial consultation fee 0f $35 to go to clients’
homes, meet with them and offer design sug-
gestions. Kotalic started charging the fee a few
years ago when he started to getburnt out with
having appointments every hour on the hour
each Saturday and the late afternoon client
was the only one that really fit in as one of
Kotalic’s niche customers.

“By the time I got to that client, [ wasn't
as enthusiastic because I'd spent the whole
day meeting with people who weren’t po-
tential clients,” Kotalic said. “So the $35
qualifies clients. We don’t make money on
the meetings — most of the time we're giving

people $500 worth of advice for $35, but this
fee eliminates the curiosity seekers and when
people know they have to pay an initial
consultation fee and still want to go through
with the meeting, I know they are serious
about wanting design/build services.”
And the more design/build contractors
educate clients on initial and design fees, the
less clients grumble. “We've decided that
the responsibility is ours to create value
behind the design and the fee,” Korhan ex-
plained. “Our challenge is to communicate
it right away and if they don’t understand it,
then that's our fault. If they took the time to
come down here to my office and they don’t
understand why they have to pay a design
fee, then I have failed at communication.”

CONSTRUCTION CHARGES. After fig-
uring out how much designs are worth,
contractors have toestimate installation costs
and put proposals together for clients. Each

(continued on page 88)
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or the last several years, we've had a

difficult time securing pollution liability
insurance which is a necessity in our industry.
No other insurance agent knew how to customize
or even knew it existed until I contacted
WeisburgerGreen. They were helpful in
negotiating with my agent to get us the
coverage we needed. Their knowledge of our
industry was instrumental. In an hour they
resolved what had been two years of frustration
for me and secured what I needed. From a
business owner’s perspective, this peace of mind
is well worth the premium.

- Jim Campanella
Lawn Dawg
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landscape contractor has a different yet profitable approach to pric-
ing these services.

Torecover overhead expenses and generate a profit, Gilman-Rose
calculates an average man-hour cost from historical data. “We have
developed an estimation program that estimates the man-hours that
a new project requires,” Himel said. “We consistently maintain this
software by tweaking it with new cost data and actual man-hour

(continued on page 119)

oncerning landscape design/build projects, there are a
c lot of client meetings. How does one keep them
straight? Organization.

Jeff Korhan, president, Treemendous, Plainfield, Ill., has
four meetings with clients before design agreements are
signed and projects are scheduled. He calls them the commu-
nication meeting, the collaboration meeting, the creative meet-
ing and the commitment meeting.

“We try to have them each one week apart when we can
control the pace,” he said. "We also set commitments at every
meeting - or what we call deliverables. At the first meeting,
it's signing the design agreement after talking about many dif-
ferent ideas they have. At the second meeting, it's signing off
on a budget - which then happens again at every meeting fol-
lowing this one. They sign a letter of intent at the third meet-
ing and a contract at the fourth meeting."

In addition to having benchmarks, proper communication 18
vital during client meetings. During initial complimentary
meetings. David Himel, Gillman-Rose Landscape Architects
and Contractors, Houston, Texas, tries to explain design ser-
vices and associated fees to potential clients right away. “We
then follow up the meeting with a written explanation of the
services we are proposing and also include conceptual con-
struction costs that are based on the work scope understood at
the initial meeting, By Including these, we find that we increase
the likelthood of retaining clients who are serious abut proceeding
with construction and helps to guide us in refining a budget as
we design.”

And when it comes to house calls, most contractors travel
first and then expect clients to travel for the next meeting. For
the first meeting, Korhan visits a client's home to take a look
at their landscape and get a general picture of their needs and
wants. By the second meeting, clients are expected to come to
the Treemendous office with some collected materials or pho-
tos of ideas they like.

George Kotalic, president, Kotalic Landscaping, Hunting-
ton, W. Va., does this in a similar manner. “First, we meet at
their site and then we go back and take pictures of the project
and some measurements, recording any site challenges,” be
said. “Then they meet at our studio where we have all the pic-
tures of their project taken at different angles and some two-
dimensional and three-dimensional images with some prelimi-
nary sketches to share our thoughts,"There's a lot of time in-
volved in these meetings, so maximizing it helps. “Time is
money,” Kotalic explained. "I provide six or eight references of
people they can contact to help smooth the process. We also
screen people well so we're not wasting our time by charging
a consultation fee " — Nicole Wisniewski

Meeting Management

LAawN & LANDSCAPE
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Take yourself out of contractor mode for a moment
and imagine you're just another customer looking

for a nice home or office in an upscale part of town.

On your periodic journeys through different ar-
eas you discover two neighborhoods where you
would like to move your family or business. In both
areas, the buildings to choose from are almost iden-
tical. Both neighborhoods have great schools and
are conveniently located near shopping and restau-
rants. Each area also has a large, well-kept retention
pond with park benches allowing you to enjoy the
aquatic serenity and draw in passers-by.

But one of those ponds has a fountain.

As a consumer, a fountain - or lack, thereof - can
be a deal-breaker. Something about the fountain’s
ability to induce waves in the pond, its refreshing
mist, and the water sounds that screen out noise
from passing cars make them and their surrounding

.
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areas more inviting.

Now remind yourself you
arealandscape orirrigation con-
tractor and consider the ben-
efits to both yourself and your
clients if that fountain installa-
tion came from your company.
Many contractorsalready know

www.lawnandlandscape.com

that landscape fountains are popular, attractive and
often functional installations from which both they
and their customers can reap the rewards.

FORMAL FUNCTION. For the most part, land-
scape fountains are designed for use in commercial
areas such as retention basins on corporate cam-
puses or ponds in city parks. Many contractors also
work with developers to install fountains in similar
areas of residential developments, although they are
far less frequently installed in individual residences.
The industry’s golf course segment also is a promi-
nent end-user of landscape fountains.

Depending on the situation, there are several
considerations contractors must make when choos-
ing what type of fountain to install.

“There are three reasons to pick a fountain,”
commented Steve Springer, president, Oase Pumps,
Camarillo, Calif.
that's really the first thing anybody looks for, and

“One is aesthetics vs. aeration and

people have a tendency to use aerating fountains.
The second reason to pick a fountain is the cost factor
which ties into the third consideration of whether to
use a fixed or floating fountain.”

Beginning with aesthetics vs. aeration, many cli-
ents don’t realize that the fountain they plan on

(contmued on page 92)

By installing fountains in residential developments or commercial office parks, contractors
can both beautify clients’ properties and generate extra revenue.
Photos: AquaMaster (above), Air-O-Lator (left)
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using for display purposes also can be a
highly functional piece of equipment. In
retention basins or ponds that collect water
run-off and contaminates, clients and con-
tractors have the option of installing aerat-
ing fountains, which use their jets of water to
induce pond oxygenation.

“A reason to use this type of equipment
is if you have a problem with the pond -
primarily with algae — that needs to be con-
trolled,” noted Doug Cramer, president, Air-
O-Lator, Kansas City, Mo. Excess carbon
dioxide that builds up in the water can trig-
ger growth of algae that like all other plants
takes in carbon dioxide and gives off oxy-
gen. Adding oxygen into the pond keeps
excess algae from moving in.

Jerry Goldberg explained the necessity
of aeration. “Algae is an anaerobic matter
and proliferates in non-oxygen environ-
ments,” noted the vice president of sales and
marketing, AquaMaster, Kiel, Wis. “To fix
this, we put in a floating fountain aerator
which has two ultimate goals. First and fore-
most, it raises the dissolved oxygen level
and gets that body of water healthy again.
Then, of course, you have the added aes-
thetic value.”

Essentially, aerating fountains force wa-
ter droplets into the air where they pull in
oxygen molcules and bring that oxygen back
down to the pond. This functionality is use-
ful, but not necessary across the board. Most
manufacturers also produce display foun-
tains for areas that just need a little sprucing
up. Of course, since display fountains put
water into the air just like aerating foun-
tains, both types should ultimately perform
the same service, right? Wrong.

“Thebig difference between display foun-
tains and aerating fountains is the volume,”
Cramer shared. “The more gallons of water
you put into the atmosphere, the more oxy-
gen will be transferred.” The type of pump
the fountain uses plays a large part in this
distinction. For instance, Cramer mentioned
that centrifugal pump systems, which use
impellers rather than propellers to push
water through the nozzle, make pretty foun-
tains but are inefficient aerators.

“A 1-horsepower aerating fountain [can
move] about 1,000 gallons per minute
(gpm),” Cramer noted. “Conversely, the
same horsepower with a centrifugal pump
may only be 90 gpm depending on the nozzle
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that’s being used. That’s really a dramatic
drop, even though it's using the same amout
of horsepower.”

DIMENSIONS & DOLLARS. After de-
termining whether an aerating or display
fountain is the proper type for a given instal-
lation, Springer’s suggested that contractors
consider the fountain’s cost as well as
whether the equipment is fixed or floating.
For the most part, this is directly propor-
tional to the size fountain the client requests.

Floating fountains are the most popular
style for use in the landscaping industry
simply because they are significantly less
expensive than fixed fountains. Fixed foun-
tains, which rest on platforms and are hard-
plumbed into their locations, have much
more sophisticated control panels and nozzle
systems and are most often seen in amuse-
ment parks and the like. For systems like
these, the control panel alone can cost as
much as $15,000, Springer shared.

Floating fountains, on the other hand,
can run as little as $130 list price to upwards
of $25,000 depending on the manufacturer.
The corresponding scale for fountain size is
between % horsepower with a spray as small
as 6 feet high by 4 feet wide, and 25 horse-
power, which canshoot a jet of water 100 feet
in the air or higher.

Contractors mentioned that their clients
usually request fountains in the $2,500 to
$5,000 range — generally around 2 horse-
power. Adding in the costs of labor and
routine maintenance, a contractor can make
a pretty penny on a fountain installation.

“Prices can range anywhere from $8,000
up to $35,000 or more per fountain,” com-
mented Bob Pankonin, irrigation manager,
A Touch of Green, Lockport, Ill. “This is why
larger organizations use them as opposed to
residential jobs. It's a good investment for
those groups though. A lot of subdivisions
use them for selling purposes — they catch
people’s eyes and invite them in.”

Because fountain size and cost do tend to
g0 hand-in-hand, contractors should calculate
the area and depth of the pond or lake before
installation for a couple of reasons. The first
reason is to ensure that they’re using the
proper size fountain in the first place.

“The best ratio that we've figured is to
use a pump with anywhere from 800 to 1,000

(continued on page 94)
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C ontractors and landscape
fountain manufacturers know
that the bigger a fountain display -
especially if it includes lighting - the
higher its cost. Because of this, Steve
Springer, president, Oase Pumps,
Camarillo, Calif., warned contractors not
to put their clients into “sticker shock”
when proposing fountain designs.

“Know your customer and try to
anticipate their expectations before you
present them with a number,” Springer
advised. He explained that, because
places like amusement parks will expect
to have their fountains large and lighted,
they also would expect a high price tag.
However, commercial property managers
and developers may not know how
extravagant their options can be and,
therefore, won't be expecting a Las
Vegas-style display or expense.

“If you say to the client, ‘I can give
you a $20,000 fountain that’s 200 feet
tall,’ he'll turn off immediately - that's
sticker shock,"” Springer described. By
approaching the customer with an
inexpensive proposal and leaving
lighting out of the equation initially, the
results are much better.

“For a business in particular, they're
not going to worry about lights, so if you
throw a number at them like $10,000
where half of it is lighting, you'll leave
without a sale,” he emphasized,
“Instead, if you say to a business or
developer, ‘This is what it would cost for
a 6-foot by 4-foot fountain and that's
only going to be for the daytime,’ then
they'll ask about nighttime options and
what bigger sizes are available. It's more
of a soft sell.” - Lauren Spiers

Sticker
Shock

LAwN & LANDSCAPE
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(continued fmm paq: 97
gpm per surface acre of water,” Cramer
reasoned. “That’s usually about 1 horse-
power persurfaceacre and forsmaller ponds,
and % horsepower can handle anything from
one-tenth of an acre up to % acre. That's
somewhere between 350 and 500 gpm.”

Goldberg made an additional observa-
tion. “When you're confirming the particu-
lars of a body of water, depth is important,”
he explained. “Every manufacturer has dif-
ferent minimum depths, but the deeper the
pond, the better. You may want to consider
a deep-water intake system to pull water
from greater depths so you're not pulling
debris from the surface.” For the most part,
fountain assemblies have a minimum depth
requirement of 18 inches. If the pond is
shallower than that, the fountain may end
up moving the same water over and over,
warming the water and risking an increase
in algae formation. Deep water Kits require
amore significant depth of 10 or more feet to
work properly.

Manufacturers also reminded that, in
some situations - such as long, skinny lakes
or ponds, or those that curve — contractors
many need to install more than one fountain
to achieve sufficient aeration.

TIPS & TRICKS. With the right fountain
ready to go, contractors can move on to
installation. The process is not terribly diffi-
cult but for contractors working with devel-
opers, there can be certain steps to follow.
“Installation is really a process,” Pankonin
noted. “You have to have a separate drop box
for the electric off of the main power source
and that's done by a licensed electrician. It's
almost like a set of stages. They come in and
do their partand then we're able to goinand
install everything from the timer out to the
water.” Even if a fountain isn’t going into

the subdivision immediately, Pankonin and
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f the best option for a pond or lake is to enhance it with an aerating fountain,
there are several details to consider. Jerry Goldberg, vice president of marketing

and sales, AquaMaster, Kiel, Wis., offered the following list of requirements to address

before beginning installation.

+ Pond description. Factors such as surface area, shape and depth are vital when
determining the number of [fountains| and horsepower required to aerate the space.

+ Water analysis. This covers poor water quality symptoms that may be present
such as stratification, odor and excessive algae. Considering the water source also may

be important

+ Technical information. Know your patential electrical source, including any buried
cable sizes present if substantial distance is involved.

« Ultimate goal. Are floating fountain aesthetics or water quality the main objec-
tive? Does your greens committee object to seeing anything in view in the pond? What

is the proposed budget?

Aeration

Cramer both recommended that contrac-
tors suggest the future use of fountains to
make work easier down the road. This way,
builders can run any necessary lines during
development as opposed to installing extra
electrical sources or plumbing after the fact.

Most contractors agree that the average
installation job requires two crewmembers,
though a third set of hands is sometimes
necessary forinstallationsin very large lakes
or when steep slopes are involved.

Speaking of slopes, Goldberg provided
an easy tip for contractors to use when mea-
suring the necessary amount of cable to run
for an installation. “Typically, when you're
determining the length of those cables, you
should allow a 15- to 20-percent factor for
slope [from the floor of the pond). If a pond
is 200 feet across, you'd need about 100 feet
of cable to get it centered, plus 15 to 20 extra
feet to bring it up out of the water and to the
electrical box.”

After installation, contractors and
manufacturers agreed that the equipment
is relatively hands-off, save for the occa-
sional clogged nozzle or intake screen, or
the odd burned-out light bulb. Goldberg
recommended that contractors
thoroughly read their owners’
manuals since fountain prob-

Aerating fountains provide the
best of both worlds for clients by
creating attractive sprays of
water while simultaneously
oxygenating ponds to relieve
water quality problems like
algae and stratification.

Photo: AquaMaster
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- Lauren Spiers

Education

lems like these are easy to identify and fix.
Otherwise, a quick troubleshooting call to
the distributor or manufacturer can clear
up lingering questions and routine main-
tenance is equally effective.

“For maintenance, usually in the winter-
time, they’re pulled out and cleaned,”
Pankonin commented. “Each unitis serviced
and if it needs anything a work order is put
through tomake sureit’sapproved and taken
care of. We make sure that none of the break-
ers are tripping, that all the lights are work-
ing and every year the motor casings are
taken off and cleaned, re-oiled, and new
seals are installed.”

Pankonin added that, more often than
not, clients buy into maintenance packages
thatinclude a one-time fee for removal of the
fountain in the winter, cleaning and check-
ing over, and reinstallation in the spring.
Qutside of maintenance packages, most con-
tractors charge clients a flat rate for a service
call, plus an hourly rate and the cost of parts
if necessary.

“Water features as a whole is growing
faster than any other market segment right
now in our industry,” Springer affirmed.
“It's primarily because of the baby boomer
generation coming along and wanting to
spend as much time in their own backyard as
they do going out.” Certianly, business is
booming for contractors who know what
options are available for landscape foun-
tains, and with the right information athand,
the opportunities are endless.

The author is Assistant Editor of Lawn & Land-

scape magazine and can be reached at
Ispiers@lawnandlandscape.cont.
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by Bob West The new head of BASF's

alty products division
CONVERSATION

g offers some strong opinions
with

on the industry's future.

, :fm_e:ppecialty pesticide business is ever changing. New
government regulations, global mergers and the strug-
zﬁfﬁg@grimltural market are just a couple of the outside

i-fér_g_gs,gh‘aping pesticide suppliers” future.

At the same time, what used to be small, niche markets
continue growing. Lawn care, structural pest control and
vegetative management are three examples of pesticide
users that never could get on these big chemical companies’
radar screens. But that's not the case today.

Whereas the agricultural market has sagged in recent
years, lawn care has grown. And thanks to mergers on top of
mergers, turf and ornamental product sales now representbig
enough numbers to garner attention in strategic meetings.

But what does this all mean for the average lawn care
company? In many cases, these changes won't have any
impact at all. But lawn care professionals can also expect to
see new products available to them, thanks to these mergers.
And they can likely expect to see pesticide suppliers
offering new programs, marketing initiatives and partner-
ship opportunities in an attempt to win business.

Stephen Briggs is the new director of the specialty
products department for BASF. In an exclusive interview
with Lawn & Landscape, Briggs talked about the challenges
facing his company and his competitors, as well as sharing
some thoughts on trends to look out for in the future.

LAWN & LANDSCAPE (L&L): What are BASF's
strengths today?

(comtmued on page 98)
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other green industry professionals; Come Lo, PANTS this summer, where business takes root,
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(continued from page 96)

STEPHEN BRIGGS (SB): Our specialty
products department is composed of three
segments ~ turf and ornamental, pest con-
trol and vegetative management/forestry.
So we have three distinct business groups
here. From my standpoint and from the
whole specialty standpoint, this gives us a
broad basis of stable products in the market.
From a product and people perspective, that
means we have the ability to mix and match
talents and crosstrain people, which gives
us the opportunity to really have strong
departments in these three distinct areas. |
make the analogy that this is like diversify-
ing your investment portfolio so that the
whole department is not at jeopardy if one
segment is down.

If you zero in on turf and ornamental, |
truly believe our two core strengths today
and tomorrow will be our product offerings
and our people. One of my focal points is to
make customer relationships a really strong
part of who we are.

{L&L): What makes BASF different from
other pesticide suppliers today?

{SB): I'm hoping our customers will see
from us a solutions-based approach where
we can handle different situations, provid-
ing good information, product recommen-
dations and business solutions.

We consider our primary customers dis-
tributors because they have the ability to
take our message to the end users.

(L&L) What are the biggest challenges fac-
ing specialty pesticide suppliers today?
(S$B): Profitability would be one, especially
given our tough overall agricultural envi-
ronment. A lot of these companies are influ-
enced by the agricultural environment, so
their suffering can end up in the specialty
products department as well.

As [ look at the lawn care industry, I see
our end users trying to offer different ser-
vices, but that's tough to do if you can’t get
rewarded profitably, so there’s a squeeze
there. A lot of them are trying to tie in a total
pest control or pest management service for
consumers. | see lawn care operators inter-
ested in pest control and vice versa - as they
develop the relationships with customers
they’re adding the products and expertise so
they can deliver better customer service.
That just makes sense,

{L&L): How much more consolidation will
we see in the market?
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(SB): I think you'll continue
to see some of that, although
the number of playersis fewer.
But if it makes sense corpo-
rately to get together, then it
will continue to happen.
Ithink what we willseemore
of in the future is marketing alliances among
suppliers where we can match core strengths
fora win-win situation. Each of our companies
have core strengths and areas we'd like to get
into, but in today’s environment you can't
spend the money it takes to build strength, so
it's better to match up and move forward to-
gether. I'll make the analogy that when [ was
growing up, you were either a Ford family, a
Chevrolet family, or a Dodge/ Chrysler family
and so forth. Now you’ve got each of these
companies making parts foreachother toshare
resources, and I think chemical companies are
heading that way.
(L&L): What are your short-term projec-
tions for the lawn care industry?
(SB): We put the industry’s past and future
growth in the 2-percent range, so we see
continued growth that is steady. It all comes
back to the economy - will it explode into a
massive recovery or continue to struggle?
(L&L): What are the keys to BASF's future?
($B): My charge to our team is to get closer
to the customer. We want to be more cus-
tomer-focused and viewed as a company
they can easily do business with. Another
thing from the professional side is that we
have a couple of fungicides that will be
registered in 2003, and then we will truly be
a company with a portfolio of stable fungi-
cides, herbicides and insecticides to take
care of a lot of product needs in the market.
We've been more of an herbicide-focused
company in the past with pendimethalin,
Image and Basagran, but we want to be a
total solutions provider to our customers.
{L&L): BASF has built much of its success in
the turf market on one product -
pendimethalin. What are the pros and cons
of such a situation?
(SB): We're viewed by many people as a
pendimethalin company, dating back to
American Cyanamid, but Amdro is the No.
1 fire ant bait, Image is the No. 1 nutsedge
product, Drive and Basagran are both lead-
ing products in their sectors — we have a
number of segment-leading products in turf,
but pendimethalin has dominated the

www.lawnandlandscape.com

¥S Yesisting post-patent products]
will either get on the train oy get riun over.
By 2006, 80 percent of lawn care products
will'be post-patent.” - Stephen Briggs

preemergence market for so long that people
identify BASF with pendimethalin. It's a
good problem to have.

No one shoots at us for our performance.
When people are marketing against the color
of your molecule, then that tells you just how
well the Pendulum product really works.

This high performance standard allows
us to to stay in the industry, work on rela-
tionships and gives us anew base to pull new
chemistries into the portfolio and introduce
new products to the market more quickly
than we could otherwise.

(L&L): What is your timeline for bring-
ing new products to the turf and orna-
mental market?

(SB): The big hunt is on to get a new
insecticide in turf, particularly a grub in-
secticide. That would be a big winner, and
we've recently reinvested a lot of dollars
in our insect discovery unit - they wake
up every day thinking about grub materi-
als for us. We have a lot of things in devel-
opment. That's probably the big unmet
need from our perspective.

From an herbicide standpoint, with the
incorporation of TopPro, we're very happy
with that portfolio.

(L&L): A lot of attention is being paid to the
increasing prevalence of generic products,
and BASF has recently folded the TopPro
division back into BASF more closely. Why
did you take this step with TopPro? What do
you see as the future of generic products in
the specialty market?
{SB): Two reasons for moving it in - doing
so made sense from an efficiency stand-
point. But the main reason is that the custom-
ers asked for it, and we’re listening to them.
It's a great move for us, particularly in turf
because TopPro had some great post-patent
chemistries that fill holes for us and our
customers, and points us in the direction of
being a more solutions-based company.
TopPro’s post-patent chemistries are now part
of our broader portfolio, and they are receiv-
ing greater support as part of our family.
(continued on page 125)
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KRB700B BACKPACK BLOWER www.kawpowr.com

Power Products

©72003 Kawasoki Motors Corp., USA
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Free
PRODUCT
INFORMATION

You can now request rn\]m’! mformation
(’Hll‘!h‘ dlh/ 7“('.‘i('t' a ’1'5‘\'"5\‘ il""l(;l"ﬂfl‘/@l’ ,“Sf
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the ‘:fn'.' ;m\{ucl inj;vrmuliun i /o,w on the
fmu! page. There, you can submit your
pmJu.'I m}'umm!iun requests Jiruc!/gl fo
manufacturers, O, smtply circle the numbers
on page 13 n/.llxis month's issue uu.//;u the

Jorm to 210/001-0504.

Eastman 20-inch
Commercial
Mower

* Features 6-hp Kawasaki 4-cycle engine
with full-pressure lubrication and spin-on
oil filter

o Offers %-inch-thick cast-aluminum, side-
discharge deck

* Wheels are steel with semi-pneumatic
rubber tires and sealed ball bearings

bail arm and multiple height adjustments
* Weighs 70 pounds

* Accessories include grass chute, crank-
shaft protector, toe guard and drag
Circle 200 on reader service form

Ditch Witch 3700CD Trencher

* Features a Caterpillar 3024C water-cooled diesel engine
* Provides 50 hp at 2800-governed rpm and features indirect injection

with a cassette-type fuel injection system

¢ Designed to install a variety of buried utilities, residential and com-
mercial sprinkler systems and agricultural irrigation systems
* Emits just 87 dbA sound pressure on the operator and 104 dbA

sound pressure on the exterior

* Features standard high-efficiency fuel filters as a proactive ap-

* Includes 16-gauge steel handles with safety

Hannay Reels

* GHAT1200 reel specifically engineered
for portable use in grounds maintenance
* Pickup and storage of the hose are
quick and neat

* Provides continuous hose flow with ac-
companying swivel joint inlet, fluid hub
and outlet riser

* Includes a permanent direct crank re-
wind feature

* Operates at pressures to 1,000 psi and a
wide range of temperatures

e Standard inlet is a 90-degree ball bear-
ing swivel joint with one-inch female NPT
threads, with a male GHT standard outlet
Circle 201 on reader service form

-
UN-certified
Unitote
¢ [ntermediate,
all-plastic bulk
container
* Design permits

the safe transport
of large volumes

of herbicides, pes-
ticides and other lawn treatments

¢ Ideal for on-site storage and dispensing
* Includes a two-inch discharge assembly
with anti-trap shutoff that operates intu-
itively

* Withstands prolonged exposure to sun-
light, rain, snow and other adverse
weather conditions

¢ Available in 275- and 330-gallon
capacities

Circle 202 on reader service form

proach to dusty
working conditions
¢ Also includes to-
tally hydrostatic op-
eration, standard
foot-controlled
ground drive pedal,

Toro’s Dingo

* Fea-
tures
Toro’s 4-
Paw in-
depen-
dent
four-
wheel
drive
system,
ensuring optimum power and traction
* Powered by a 23-hp air-cooled Kohler
engine

* Durable resin hood protects engine
components from dirt and debris dam-
age

¢ Unique flow divider permits opera-
tors to direct the appropriate power to
the loader arms, wheels and attachment
hydraulic circuit

¢ Adjustable thigh support enhances
operator comfort and control

¢ Includes more than 35 quick-change
attachment options, including trencher,
leveler, rotary broom, two-stage snow
thrower and cultivator

Circle 203 on reader service form

Ballard Kwik Jack

* Allows quick and safe access under

mower decks
* Features safety locks in both positions

* Product mounts on all walk-behinds
Circle 204 on reader service form

easy entry/exit operator’s station with conveniently located con-

trols and a backfill blade with a “float” feature

Circle 205 on reader service form
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Digital Sales Presentation

The Topics

Kick-Off Presentation—-Lessons
for the Bravehearted
Businessperson, John Mini, John
Mini Indoor Landscapes, Ltd. John
describes the lessons he learned prior
to 9/11 that helped his company survive
and what he learned from his post-
September experiences that has made
his company a better business.

Lighting Your Designs for High
Impact & Enhancing Lighting for
Plant Health, David Osborn,
Nightscaping. Topics ranging from the
use of lighting for creative enhance-
ment, to practical aspects such as plant
health and human safety issues.

Floral Programs, Matthew Gardner,
The Wright Gardner. Considering adding
a floral program to your company's
menu of services? Find out how it's
done from the business nuts and bolts
to purchasing and designing.

Being Your Customer’s Best
Resource, Cynthia Peterson and
McRae Anderson, McCaren Designs. A
visual presentation of profit centers that
are compatible with your core business.

CaiScape Expo 2003
August 20-22

The Plant Is Dead-I Think:
Troubleshooting & Problem
Solving for Techs and Trainers,
Vicky Cate, Evergreen Interiors. Cut
your replacements and service calls
from unhappy clients & empower your
staff to meet day-to-day challenges.

Patio Scaping, Ruben Flores,
Visionscapes. Includes patio container
technical topics as well as a slide show
highlighting fresh ideas for patioscaping
and award winning designs. Spanish
option.

Friday Forum: Professional
Perspectives-The Client
Industries Speak Out, A forum of
building managers, interior designers,
landscape architects and contractors
gives you the chance to hear from the
clients you interface with before and
during project development.

Digital Imaging for Sales
Presentations, Tom Creeden and
Joe Cialone, Tropical Computers.
Hands-on computer workshop on basic
to mid-range advanced digital imaging.
Learn the skills to compete in today's
technically driven world. (Separate fee-
based laboratory class.)

USE READER SERVICE #81
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come to CalScabe Expo!

Conference & Trade Show
Ph: 707/462-2276 Fax: 707/463-6699
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CALIFORNIA INTERIOR
PLANTSCAPE ASSOCIATION

And join us for the Interiorscape
Hall of Fame induction ceremony
& CIPA's Interiorscape Awards
presentation!

Entries due by May 31

The Trade Show

80 Booths filled with products
you use and new products to
discover! Fabulous nursery
display & more!

The Fun!

Strawberry Farms Golf Outing
Interiorscape Installations Tour

Welcome Party in the Exhibitor’s
Showcase

Color Bowl Design Contest—One of
Our Hottest Events!

Interiorscape Hall of Fame & CIPA
Awards Banquet.

Silent Auction & Color Bowl! Gallery

Luncheon in the Exhibitors
Showcase

Conference Wrap-up & Pre-Auction
Social

Best-Kept Secret Live Auction
Getty Center Tour

Temecula Wine Region Tour
Orange County Destinations



PYOC

The 9 Super
Simple Steps to
Entrepreneurial
Success

 [dentifies basics for business success

Dixie Chopper Silver
Eagle LT2000-50 Mower

* Features a 20-hp Kohler vertical-shaft engine
¢ Equipped with independent drive wheel steering controls
* Riding mower can attain forward speeds up to 7 mph and cut several acres in less

* Marty Grunder, president, Grunder
Landscaping Co. and Marty Grunder Inc.,
tells the story of his own company, which
grew from a one-man operation to a multi-
million dollar venture

* Offers practical business solutions for
growing companies

* Leads readers through steps, including
goal setting, finding your service niche,
networking and others

* Reality check sections offer simple sug-
gestions and advice

than an hour

* Six-gallon fuel tank and 50-inch cut-
ting deck

¢ New skid-proof, flip-up floor pan for
easy cleaning and maintenance

* The two hand-operated steering con-
trol levers and foot-operated spring-
assist mower deck height adjustment
pedal are easy to operate

* Available in 275- and 330-gallon ca-
pacities

Circle 207 on reader service form

Circle 206 on reader service form

BIRCHMEIER

.(/DROFESSIONAL

PERFORMANCE

Fx

OFESSIONAL
APPEARANCE

« External Piston Pump for Long Life

+ Durable Brass Valve & Brass Wand

+ Polyethylene Tanks with UV Protectant

+ Stainless Steel Base

+ Quick Adjust Straps

+ Most Parts Interchangeable Among Various Sizes.

w! _TWO YEAR
NeW L ARRANTY AGAINST
MANUFACTURER DEFECTS.

Contact local distributor for complete details

PARTS AVAILABILITY GUARANTEED

for further information, contact:

ITB CO., INC 1-800-866-1357

USE READER SERVICE #82
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SPREADER-MATE™

Self-contained “Drop-In” sprayer
for commercial broadcast spreaders.

P IDEAL FOR...

* Commercial Lawn Care
» Special Applications

* Ornamental Spraying

Up to 30,000 sq. ft. per fill up
Deep cycle gel battery

Diaphragm pump with pressure
regulator and gauge

Totally self-contained, easily
removed and stored

Installs in under a minute

80" quick attach boom with spring

Specially molded break away
polyethelyne tank (9 gallon).
Fits in most commercial

broadcast spreaders.

regson_ SPRAYING
CInrk EQUIPMENT

7594 Selden Road » PO Box 8 * Le Roy, NY 14482
800-706-9530 * (585) 768-7035 » Fax (585) 768-4771
email: rhett@gregsonclark.com « www.gregsonclark.com

* One year warranty

USE READER SERVICE #83
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YOU SAVE THOUSANDS!
BUY FOR $31 200 °"LY$47° MO
CONTACT GMC SPECIALIST: GF

CALL TODAY!

arl Black (80 8473221 EXT 2056
(478) 256-0127 PiRECT

G Commercial Trucks www.carlblack.com
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frames, pivot plates and long-lasting &a CD-ROM
Glemmc I.]aﬂey roller bearings g
Mmlllar Power * Features adjustable Rhino-Hide barrier Catal
* Includes dual independently adjustable w
mx Ral{e gauge wheels * Interactive catalog includes recent video
footage, showing products in action, in-

* Reversible endplates are easily remov-

* Modular design allows operator to able for windrowing or reverse box raking cluding new models

choose or upgrade from straight mount or * Pure carbide proprietary teeth ensure ef- * Features a convenient electronic catalog
manual angle mount to fully hydraulic ficient moisture retention and germination that shows product features, specifications
angle capability in seedbed sub-base and accessories for each model

* All models offer heavy-duty main Circle 208 on reader service form Circle 209 on reader service form

e Available in five widths, rang-
ing from 40 to 72 inches

* Use it to spread sand, salt or
calcium during the winter or to
top dress with loam or sand in
the summer

Circdle 210 on reader service form

Gal-V Drop Spreader

* Multi-purpose, four-season drop spreader

* Allows for one-person operation to reduce labor and material
costs

* Adjustable flow control

* Built-in agitator with filter grate

SS8030 Turr TRACKER

+ The original! Tried and proven since 1983.

« Spreads and sprays over 4000 sq. ft. per minute.
« Full hydrostatic drive. Zero turning radius.

« Sprays 4', 8" and 12’ on-center or off-set.

« Spreads from 4’ to 24" wide.

Increase Productivity! Increase Profits!

Presenting The New Line of Gravely
Intermediate Zero-Turn Mowers

Zero in on your lawn with the NEW line of Gravely intermediate
zero turn mowers. Every feature is engineered with the user in
mind—from the short frame designed to fit easily on a trailer, to
the deluxe adjustable-suspension seat, maintenance-free
Gravely® XL spindles”™, exclusive hydraulic deck height adjust-
ment and affordable rollover protection system.

Try out the agility, performance and comfort in a new compact
design. Gravely® Zero-Turn mowers are built to keep you cutting.

To find the Gravely dealer nearest you, call
1-800-472-8359 or visit www.gravely.com today.

(330) 966-4511  800-872-7050
fax (330) 966-0956

www.csturfequip.com

WE KEEP YOU CUTTING™
AN ARIENS COMPANY

USE READER SERVICE #86 USE READER SERVICE #85
104 JUNE 2003 LAWN & LANDSCAPE
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Echo SHR-210
Backpack Sprayer

* Gas-powered sprayer covers more
ground with commercial-duty power
and lasting performance in an easy-

ECHE

to-carry sprayer unit

* Equipped with a powerful com-
mercial-grade, dual-ring piston, two-
stroke 21.2-cc engine

* Large-capacity fuel tank allows extends
run times and allows for less fuel refills

* Heavy-duty, 5-gallon capacity tank is equipped with a recirculating
pump, ensuring contents in the tank remain mixed without building ex-
cess pressure

¢ Covers ground quickly at a rate of 1.9 gallons per minute in a con-
trolled, precise stream

Circle 211 on reader service form

Hunter ICR
Long-range
Remote Control

* Allows operational access to irrigation
systems within a two-mile radius

* Designed to interface with all Hunter
controllers with a SmartPort connection

* Allows contractors to quickly access irri-
gation systems of large commercial and
residential sites

* Accepts up to 128 different program-
mable security codes so that any number of
ICR receivers can be installed within the
same area

¢ Eliminates need to travel back and forth
to a controller in order to activate a system
* Features large LCD display and easy
push-button operation

Circle 212 on reader service form
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November 12-13, 2003
Wednesday - Thursday

Pennsylvania Farm Show Complex
Harrisburg, Pa.

® NEW from PLNA - The only
show of its kind in the
Northeast!

=2003

LANDSCAPE, NURSERY & TURF
POWER EQUIPMENT EXPO

® Live indoor and outdoor

For additional information 3 :
equipment demonstrations

about the Power Expo 2003..,
Landscape, Nursery & Turf
Power Equipment Expo,
visit us at www.plna.com,
telephone 610.544.5775,
fax 610.544.9808 or
e-mail soshea@plna.com

® Educational seminars
® Hands-on training
® Networking opportunities

® Power Equipment Rodeo

Produced by the Pennsylvania Landscape and Nursery Association,
the folks that bring you PANTS, the Penn Allied Nursery Trade Show

Supported by the Pennsylvania Department of Agriculture

USE READER SERVICE #88
JUNE 2003

want more

NEW

PRODUCTS
each week?

Subscribe to our
Product E-Newsletter
and we’ll deliver the
latest green industry
products to your e-mail

inbox every Thursday.

Contact

aanderson@lawnandlandscape.com
or call 800/456-0707.

LAwN & LANDSCAPE
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Technician’s
Hantdhook

-
A Field Guide to Turf & Ormameénftal
Insect Identification & Managerhent

BY DR. RICHARD KRAMER .= &

”ﬁr”’\‘@g. uScapeias
Al : » LUJ

Lawn & Landscape
Technician’s Handbook

This field guide to turf & ornamental insect identification &
management provides lawn and landscape technicians with
unequaled information on the biology, behavior and physical
characteristics of more than 60 commonly encountered
insect pests in both trees and ornamentals. You'll find pest
identification tips and detailed individual pest profiles with
accompanying illustrations, as well as a full-color photo iden-
tification section featuring more than 50 insects.

CHAPTERS INCLUDE:

» Pest Management and Society
* Integrated Pest Management
*+ Pest ldentification and Control
» Pest Management Materials
» Safety

+ Turf Insect Pests s 1 495'
* Ornamental Insect Pests -
» Equipment [‘iirsﬁ:‘gé)

« Safety

* Glossary of Pest Control Terms

Perfect for lawn care operators, training professionals, training
directors, entomologists, regulatory officials, and technicians!

To Order Your Copy of the Lawn &
Landscape Technician's Handbook:
1. Visit www.lawnandlandscape.com/store.
2. Call Megan Erickson at 800-456-0707.

Attn: Megan Erickson, 4012 Bridge Avenue,
, Cleveland, OH 44113.

Name

3. Mail this form to Lawn & Landscape Media Group,

4. Fax this form to Megan Erickson at 216-961-0364.

Title

Company

Address

City State Zip

Phone

Fax

Email

Quantity Discounts Available

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.

THLHSAD
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THE POWER OF PERSONALIZATION

Using the power of database technology, My Lawn & Landscape allows lawn and
landscape professionals to personalize their Lawn & Landscape Online experience.
Customize stocks, local weather, news, your daily schedule, business cards and
more. Even bookmark your favorite articles that have appeared in Lawn & Landscape

magazine.

Signing up for a My Lawn & Landscape account is easy and free of charge. Simply go
to www.lawnandlandscape.com. In the top right-hand corner, you'll see the My Lawn
& Landscape login area. Simply click on the icon, register for an account and you're

ready to customize your page. It's that easy.

LAWN & LANDSCAPE ONLINE:

NEWS YOU
CAN USE...

The Lawn & Landscape Media Group prides itself on
providing the most comprehensive news coverage of
the lawn and landscape industry. In fact, we're the only

. communications provider
lawnandlandscape.com * _ that has a fully dedicated
Internet editor that covers

late-breaking industry news as it happens. In addition,
Lawn & Landscape Online provides “bonus” coverage of
a wide range of business and technical topics of interest
to professional contractors. Just look for the “For More
Information” boxes or the “Web Buttons” throughout
Lawn & Landscape magazine featuring the site ad-
dresses of manufacturers, distributors and others
affiliated with the industry. This full-market news
coverage is only available from
www.lawnandlandscape.com.

www.lawnandla
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www.ariens.com

new IeadsL‘S/hL

www.newleadsusa.com

WWW.gravely.com

www.trainingwithvideos.com

_TURFCO |

www.turfco.com

MTI

www.sprinklersforless.com

GVC

WIWW.MC.Com

Www.realgreen.com

JOHN DEERE
www.johndeere.com

Peterson Pacdific Corp.
www.petersonpacific.com
et o,
" vaLewr *
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www.valentpro.com

Oyl

www.0lyola.com

it

www.mulchmule.com

EdgePro

Paver Restraint

www.dimexcorp.com

WWW.ISUzZucv.com

‘suest

www.lilbubba.com

www.glenmac.com

www.uhsonline.com
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TURF PROOLUCTS
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WWW.LIniCospray.com
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HUSTLER

Turf Equipment
www.excelhustler.com

www.shindaiwa.com

vELL

TRAILERS

www.wellscargo.com

chipco

Professional Products

www.bayerprocentral.com
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Scag Clam-Shell
Grass Catcher

* Allows users to conveniently dump the
high-capacity hopper without leaving
their seats

* Com-
pact, ver-
tical
mount
blower
takes up
less
space

than the discharge chute

* Auto-sweep arm engages every time the
dump lever is pulled, clearing the hopper
of debris

* Dump lever can be set on the left or
right side
Cirdle 213 on reader service form

PBI/Gordon
Blade Herhicide

* Used primarily in the South to con-
trol bahiagrass, ryegrass, foxtail and
many other grass and broadleaf
weeds in warm season turf

* Effective at low rates, ranging
from 0.125 to 1 dry ounce of product
per acre, but has low toxicity to all
animals

* Can be used in the lawn care mar-
ket for broadleaf weed control in St.
Augustinegrass turf, which has a
high degree of tolerance to
metasulfuron

* Packaged in 2-ounce bottles with a
measuring device

Circle 214 on reader service form

RedMax

Trimmer

* Equipped with 25.4-cc Komatsu Zenoah’s
Strato-Charged engine

* Engine meets CARB II and EPA Phase 2
standards without a catalytic converter

* Owners realize a 34 percent fuel savings,
73 percent fewer exhaust emissions and 5
percent less weight over traditional
RedMax engines

* Single-sided, 30-inch dual reciprocating
blades are at an ergonomic 1.62-inch pitch
* Features blade speed of approximately
3.85 feet per second

* Grips are positioned for operator comfort

and productivity
Circle 215 on reader service form

HERE’S YOUR TICKET
TO RIDE!

Attach your LESCO push spreader fo your ZTR
walk behind mower and turn it info a riding
electric broadcost spreader in minutes. (om-
patible with all commercial lawn mowers.
 Turn yor ZTR or walk behind info o
riding spreader in a breeze
 Double your fertilization Profits with
half the labor
 (onvert your LESCO push spreader to o
12-Volt riding spreader in seconds
 |-yeor warranty
© Protecied JABS(O motor
© Installs in a snap and receives LESCO
ial spreaders

Two Year
Warranty

Add Concrete Landscape Curbing ~Many Forms Included
fo your services!

MowerEdge  BorderEdge  Skaping border

Lane Divider  MiProfile Border  Car Park

Quik-Sprayer™ includes:

© 15 gallon tank and frame

bt

© FloJet mod 2100 70 PSI motor and pump

© Pressure gage

© Adjustable pressure regulation

© 16-foot boomless nozzle

© 30-foot hose with adjustable wand

© Servicable strainer with sight glass
Ideal for turf, shrubs, and
trees up to 30 feet

e V2 the time
e V2 the labor

¢ 2x the profit

MOUNTING BAR SOLD SEPERATELY

$4290°0

Quik-Spreder™Attachment
800-608-6961 or call 772-229-8704
www.quik-spreder.com

USE READER SERVICE #90
110 JUNE 2003

Generate
Huge Profits
in this booming
new industry

Own Your Own Money Machme'

Curbworld specialized in providing you with a wide range of choices in
curbing machinery. Design your own curbing system from the ground up

with the help of our qualified and experienced curbing professionals.
866-287-2953 * www.curbworld.com

USE READER SERVICE #91
LAwN & LANDSCAPE
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SEMINAR

3 DATES &
LOCATIONS
| Friday, July 25, 2003
: A Comprehensive Baltimore
{ | One-Day Educational
Event For Landscape
. ;s _  Contractors Friday, August 1, 2003
, growing your business seminars Philadelphia
FEATURING JACK MATTINGLY, MATTINGLY ASSOCIATES
Friday, August 8, 2003
Lawn & Landscape Magazine Presents . .. Northern New J.s'm,
Improving Profits and WINPT T |
Growing Your Business Oriando
Featuring Jack Mattingly — Mattingly Associates ’ 22,2003

Ft. Lauderdale
WHY YOU NEED TO ATTEND?

* Learn proven methods to grow your business and

_ . Friday, September 5, 2003
insure profits. . Y
' Greensboro
* Discover how to improve operational efficiencies —
tracking your labor hours, identifying labor costing, Tuesday, September 9, 2003
and how to purchase and maintain equipment. Toronto
« Sharpen your financial management practices
with QuickBooks and learn how to structure your Friday, September 12, 2003
pricing. Atlanta
= |dentify strategies for setting your company up for long term, sustained :
growth. Friday, September 19, 2003
St. Louis
Seminar Registration . 5
Is Only $145 Per Attendee! e Chicago
A Great Value For A Session
With So Much To Offer Your Business Friday, October 3, 2003
Dalilas
Sponsored By
Seminar Time:
8:00 a.m. - 3:00 p.m.
JOHN DEERE Registration

Opens at 7:30 a.m.

By Phone: Call 800/456-0707

On The Web: www.lawnbizseminars.com
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¢ Long-life, factory-installed lithium battery, de-
signed to operate for up to 10 years

* Resistant to the hazards associated with lightning
and power surges

» Waterproof design is submersible in up to six feet of water
* Six watering programs available per day

* Adapters available for use on a wide variety of valves

¢ Includes days-of-the-week, odd/even and interval scheduling options
Circle 217 on reader service form

%
* The newest innovation in seed varieties
from Lebanon Turf

* Features improved disease resistance,
fine leaf texture and a high endophyte

level mnte mlovel * Weighs less than a similar-sized conven-

* Dark green genetic color tional shovel

* Exhibits excellent drought and extreme * Blade is filled with strategically-placed * Despite the holes in the blade, little mate-
heat tolerance holes to allow material to easily release rial seeps through
Circle 216 on reader service form from the shovel Circle 218 on reader service form

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

Add landscape borders to
your services or start a new
business.

Call for a free video
and catalog!

4

¥ 2 e B

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

USE READER SERVICE #93
112 JUNE 2003 LAwN & LANDSCAPE
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Looking for

- PRODUCT INFORMATINN

When you want information on a new

. / )
product, you want it now! That’s why Lawn Eor fsaadiate

& Landscape uses this innovative reader response go to

service program that gets you the product www.lawnandlandscape.com

information you need faster. and click here...

It's simple:

* Go to www.lawnandlandscape.com and click on
* Check the reader service number of the product(s) you're interested in.

* Receive an e-mail or phone call from a company representative in time ' s o
to make an informed decision. R {ﬂ)f /\/{[;ig R
* If you prefer your current method of product inquiry, just copy this page, - 7

i -~ 2 SERVICE
circle the number of the product(s) you're interested in and fax

it today to 216/961-0594, attention Reader Service Department.

Or... simply fill out the product inquiry form below with the reader service numbers found on each advertisement.
Mail the form back to us at Lawn & Landscape, 4012 Bridge Ave., Cleveland, OH 44113 or fax it to 216/961-0594.
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. 4 O 0 4 & & § 4 8 9 %5 2 % % % % 9 8 8 @
I would like to receive (continue to receive) L&L free of charge
2 f R B M 6 6 F & ® P M R A MW B KT AN N
(Free to qualified contractors. U.S. only)
# R B MO OBV BB X N R B WS g % ¥ W
3 Yes O No
100 W WS Wk 05 106 07 108 108 ME MY M2 M3 OIH 1S 1 1T 18 1 10
M 12 13 W B %W 1 m 12 N IS 1B I 18 % W
Signature R T _ .
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lawnandlandscape.com

/pages/subscriptions.asp
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Get
On Your

Howdy partner, this is your green industry marketing
guru, Marty Grunder writing to tell you to get up on
your horse and ride on down to Cincinnati, Ohio for
the Lawn & Landscape Sales & Marketing Bonanza
featuring me, Marty Grunder.

Why should you come? You should come to our Sales
& Marketing Bonanza because I'm going to direct
the largest, the best, and the most entertaining con-
ference solely focused on sales and marketing ever
presented in the Green Industry. | have been per-
sonally putting on seminars for the last seven years
and | know how to teach in a way that is effective
and fun. Chances are your competitors has been to
one of my events and you've heard how beneficial
they are.

If you like to catch up on your sleep at out-of-town
events, this conference is not for you. At my semi-
nars we work from sun-up till sun down. | believe in
giving folks their money’s worth and with the power
of Lawn & Landscape magazine and its website, I'm
sure we'll sell this bad boy out.

Anyway, let me make a few more points in case you
aren't sold yet. The other presenters | have coming
to this event are A-1, top grade. They include sales
and marketing experts and one of my very best stu-
dents who will share what he has learned from my
seminars on how to grow his business. Last year he
grew from $1.3 million to $2.1 million!

You will learn what to do when the other guy’s price
is lower, how to hire the right sales person for your
company and 57 fun, cheap and different marketing
ideas for under $5,000. You will also learn how to
write a sales letter that gets a response and how to
make sure your marketing efforts can be easily man-
aged, and muich, mulch, more. DON'T MISS THIS
EVENT!

Get on your horse and come see us in July!
Cordially,
Marty Grunder

PS - If don't come, | only hope that your chief
compehﬁ%’does not!

PPS - We should have our heads examined for only
charging $495 for this event!

Sales a
Educ
7 F
4 SAL;S & MARKETING BUNA!{ZA %\
W IEL TS Sl

Hyatt Regency Cincinnati « C

CoNFERENCE PROGR

Thursday, July 24, 2003

9:00 — 12:00 p.m. Facility Tour
Groundmasters, Inc.
1:00 — 5:00 p.m. Registration
2:00 - 2:30 p.m. Welcome Cowboys: Introductions, Ice Bre:
2:30 — 4:00 p.m. Target Practice: Aim Your Message at tk
Watch Your Results Explode
Speaker: Marty Grunder, Marty Grunder! |
4:00 - 5:00 p.m. Putting The Gitty Up Into Sales
Speaker: Ed Eppley, Dale Carnegie
5:00 - 6:00 p.m. Welcome Reception

Friday, July 25, 2003

7:00 - 8:00 a.m.
8:00 — 9:00 a.m.
9:00 - 10:30 a.m.

Breakfast

Team Presentations & Assignments
11-Step Selling Process, Part |
Speaker: Marty Grunder, Marty Grunder! |
Break

11-Step Selling Process, Part I
Speaker: Marty Grunder, Marty Grunder! |

10:30 — 10:45 a.m.
10:45 - 12:00 p.m.

12:00 — 1:30 p.m. Group Networking Lunch/Team Photo

1:30 — 3:00 p.m. How To Hire The Right Sales Person
Speaker: Marty Grunder, Marty Grunder! |

3:30 — 3:45 p.m. Break

3:45 - 4:30 p.m. Here’s What I've Done with Marty’s Mar}

Speaker: Matt Caruso, Decra-Scape

Saturday, July 26, 2003

7:00 - 8:00 a.m.
8:00 — 9:00 a.m.
9:00 - 11:00 a.m.

Breakfast

Team Presentations

What To Do When The Other Guy’s Price
Speaker: James Bleech, Leadership Deve
57 Fun, Cheap, & Different Marketing Id
Speaker: Marty Grunder, Marty Grunder! |
Closing Ceremonies

11:00 — 12:00 p.m.
12:00 — 12:30 p.m.

HOW TO REGISTER?

By Phone: Call 800/456-0707
On The Web: www.lawnsalesbonanza.com
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REeEGISTRATION FORM

2003 LAWN & LANDSCAPE
SALES & MARKETING BONANZA

Featuring Marty Grunder
Marty Grunder! Inc.

BY PHONE: Call 800/456-0707 and ask to register for the Sales & Marketing Bonanza
(weekdays 9 a.m. - 5:00 p.m. EST)

BY MAIL: Sales & Marketing Bonanza, 4012 Bridge Ave., Cleveland, OH 44113

BY FAX: Complete form and fax, with credit card information, to 216/961-0364 (24 hours)

ON THE WEB: Register on-line at www.lawnsalesbonanza.com

(Please print or type. Form may be photocopied for additional registrants; one form per person)

First Name Last Name

Name as It Will Appear On Badge

Title Company

Address

City State Zip Code
Phone Fax

E-mail Address

PAYMENT INFORMATION
7 Checks: Make payable to GIE Media (drawn on a U.S. Bank, in U.S. dollars)

7 | authorize GIE Media to charge my: [ VISA ) MasterCard ) American Express 1 Discover

Card Number Expiration Date

Billing Address

Name on Card Signature

Please Note: Registrations will not be processed until payment information is received. All faxed and phone
registrations MUST include credit card information. There will be a $25 fee for returned checks.

NUMBER TOTAL
Full Conference Registration @ $495 =
Group Registration (two or more same company) @ $395 =
Facility Tour (Thursday, July 24) @ $20 =

TOTAL

CANCELLATION/REFUND POLICY/CONFIRMATIONS

All cancellations must be made in writing and faxed and mailed - voice mails and e-mails will not be accepted. A full refund will
be issued if the cancellation notice is received by July 10, 2003 business days prior to the seminar. No refunds will be issued
after that day or for no shows. Advance payment is required for registration. Attendees can notify Lawn & Landscape at any
time that another individual will attend the conference in their place. All registrations postmarked by July 10, 2003 days prior
to event will be acknowledged by mail. Lawn & Landscape reserves the right to cancel a program due to insufficient registra-
tion or instructor emergency. A full refund of registration fees will be issued if this occurs.

HOTEL INFORMATION

Hyatt Regency Cincinnati Phone: 513/579-1234
Group Rate: $105 (plus applicable taxes) Reservation Cut Off Date: Tuesday, July 1, 2003


http://www.lawnsalesbonanza.com

CAT 304CR Mini Hydraulic Excavator

 Compact radius mini hydraulic excavator designed for

contractors who work in restrictive places

* Delivers 32 hp and accommodates two stick sizes
* Long stick has a maximum digging depth of 12 feet 4

inches

* Handles a wide range of tasks when equipped with a va-

Caterpillar
Mini-Hydraulic
Excavator

* Weighs 3,687 pounds

* Designed for digging in tight spaces
along foundations or between buildings
on landscape job sites

crushers

* Machine's tracks tread lightly over tree
roots, lawns, drives and curbs, eliminating
potentially costly damage

* Powered by Cat 3003 aspirated diesel
engine with flywheel power of 17.4 hp

* Incorporates a triple pump hydraulic
system designed to balance digging power
with machine speed

* Two-speed power train provides speeds

riety of buckets and work tools

* Work tools include digging buck-
ets, ditch-cleaning buckets, hydrau-
lic hammers, augers, shears and

Girde 219 on reader service form

up to 2.7 mph for efficient travel between
work areas

* Offers a maximum traction force of 1,440
pounds and climbs grades of 30 degrees

* Can be equipped with a variety of work
tools, including digging buckets, ditch-
cleaning buckets, augers, hydraulic ham-
mers, shears and crushers

Girde 220 on reader service form

877.388.8895 - www.thebacksaver.com

116

Tailgate Assist System

Thanks to this revolutionary and patented design, your
heavy tailgate can be raised and lowered with virtually no
effort, keeping your back and your bank account healthy."

The BackSaver Tailgate Assist . . .
* Helps reduce injuries, worker's * Will not allow most tailgates fo
comp. claims & property domoges.  foll down. (2-sided ossist)
* Takes 100% of the weight off most Is easy fo install & will work on
foilgates. (2-sided assist) most utility trailers and toilgotes.
Dealer Inquiries are Welcome!

Lawn & Landscape Magazine < Interior Business Magazine
Call Annemarie Dunchack @ 800-456-0707

USE READER SERVICE #94

JUNE 2003

LAwN & LANDSCAPE
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IN FREE
PRoDUCTS'

. With The Lawn & Landscape Sweepstakes

Visit www.lawnandlandscape.com to be eligible to win free products!

+ 180-degree blade rotation
+ Adjustable length shafts
A 22.5 cc engine
+ Blade speed of 4800 cuts per minute
+ Quick Connect and Release feature enables
you to convert from a 36-inch shaft to a
60-inch shaft — without tools
» Two modet h from;
The short shaft model weighs a mere
12.8-pounds and features a 25-inch
double-edge blade and 3B-inch shaft

i | length
| To find out more about Little Wonder products or to find
| il SEbGHE Likd P The long shaft model weighs 14.2-pounds

: | the nearest Little Wonder dealer; contact David Navroth, with & 20-inch double-sdge blade and
' Director of Sales, toll-free at 1-877-LWONDER 60-inch shaft length

‘ (1-877-586-6337) or visit our website at . Both models feature a support brace and
| ‘ www. littlewonder.com shoulder strap to aid in support during use

www.lawnandlandscape.com offers

W Chances to win new products

B Daily news

B Archived magazine articles

W Message boards

B The ability to sign up for a personalized My Lawn & Landscape account

Questions? Call 800/456-0707
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TO INQUIRE ABOUT OUR ADVERTISERS’ PRODUCTS,
PLEASE TURN TO PAGE 113.

COMPANY NAME WEB ADDRESS PG# RS#
American Brick Saw ...........ccu. www.americanbricksaw.com 16 18 MATRYRINR st iscimiane WWW.maruyama-us.com 50 3
BOINCADE ..l www.aquascapedesigns.com 51 34 Middle Georgia
Arcoa Industries ..................... WWW.arcoa.com 60 46 Freightliner ..................... www.middlegafreightliner.com ............. 14 . e 15
B. & D.A. Weisburger Insurancewww.weisburger.com 88 72 MEEBANTO oo oo ors www.monsanto.com 21-24 95
L e www.thebacksaver.com 116 94 MTT covsensmmcsssstsomomsemsmsssmsssens WWW.SPrinklersdless,com s 62.68,82 Ssisi s 48,53,65
Ball Seed oo Sl www.ballseed.com 13 14 NEBS v i gl www.nebs.com 86 70
BASK e i Gl www.turffacts.com 5,105* 10,87 NewLeadsUSA .. . www.newleadsusa.com 81 64
Bayer Environmental Science ...... www.bayerprocentral.com .... 2-3,33-36,64-65* Nite Tyme Illuminations ........... www.nitetymeilluminations.com ........... 005, st 4
1 R www.briteidea.com 74 58 Oldham Chemical ........ccuurene www.oldhamchem.com 74 59
Buyers Products ... www.buyersproducts.com 43 28 Otterbine Barebo ... www.otterbine.com 70 55
D TULTORIR s e nimmitscmns www.csturfequip.com 104 85 FAINTD ccccmstomssimsepssmmseasasrmss W WADIHLOON e 77
Carl Black GMC 103 84 EB Cordon e o s 2 www.weedalert.com 18,42,63 20,27,50
T R e www.cat.com 101* 80 Perma-Green Supreme ............. www.ride-onspreader.com 91 74
Chevrolet Silverado .............. www.chevy.com/silverado ... 7 Pioneer Cover-All .. www.pioneercoverall.com 7 12
1, Deilat b e R T IR ot www.cipaweb.org 101* 81 DO 3o amiias www.polarisindustries.com 53 36
CLC Labs 76 62 POWEE BXDO: i www.plna.com 106 88
Concrete Bdge .ousmssmns www.concreteedge.com 112 93 Pro Equipment ............comusines www.quik-spreder.com 110 90
L R S www.curbworld.com 110 91 Rain Bird .......cowmumussssissenne WWW.Tainbird.com 67 51
Dixie ChOpper .....cuuuusn www.dixiechopper.com 83 66 TS IRRRSR e S L R www.reist.on.ca R 26
Dow AgroSciences .. .. www.dowagro.com/turf .............. 11,38-39* Riverdale .... .. www.riverdalecc.com 49 2
L R A www.drafix.com 85 69 RotaDairon .. S280 S50 e www.mgedairon.com 76 61
BEREIOTY oo msnins www.easylawn.com 68 52 Sensible Software ............c.... WWW.clip.com 16 17
BRI s msastressad www.echo-usa.com 127 96 Shifndaiwa ... SRR www.shindaiwa.com 55 7
T R R www.fabriscape.com 84 68 Sta-Rite Berkely Pumps ............ www.berkeleypumps.com 52 35
Ferris Industries ... www.ferrisindustries.com 95 76 SHR) ER <. i www.stihlusa.com 19 21
R RS A RS AT www.finncorp.com 29 23 o SN www.symbiot.biz 62 47
.. www.fmc-apgspec.com 71 56 Texas Nursery 75 60
Ford Motor C0. «.oucuemsmmsmnse www.ford.com 26-27 2 Toro Irrigation ... WWW.EOF0.COM 61 98
LT PR www.gmegoodwrench.com 93 75 Tree Tech Microinjection........... www.treetech.com 69 54
GMC/Small Business................ W GIDCLONN v i it G s 45 TIORGRION (oo omntibiptrttin www.treegator.com 47 30
Gravely/Ariens ... www.gravely.com 104 86 Tuflexcsalagiil alied www.tuflexmfg.com 56 38
Gregson Clark ... www.gregsonclark.com 102 83 i g www.turboturf.com 84 67
Holiday Presence ... www.holidaypresence.com 15 16 TR MR s www.tygarmfg.com 47 31
L PR www.hunterindustries.com 73 57 US. Lawns. .. www.uslawns.com 4 29
JETitrol Systems ..........oumninen www.irritrol.com 17,87 19,71 United Horticultural
ITB Co. 102 82 1 ) AR A S S CAW www.uhsonline.com 59 4
| SRR ot el L www.trainwithvideos.com 58 41 By L e Www.vine-x.com 60 44
Jichinsionr. .., Rt www.mauget.com 31 A4 IR e o www.valentpro.com 9 13
John Deere Commercial ............. WWW.MOWpro.com 57 39 Vitamin Institute .........ooccccemsess www.superthrive.com 128 97
John Deere Construction www.skidsteer.com 89 73 Walker .... .. www.walkermowers.com 79 63
1106 5 Pt O e Rk WWW.jrcoinc.com 60 43 et an o iR www.weed-man.com 7 11
LT et S R e www.kawpower.com 9 78 Wells Gargni ot oSS s www.wellscargo.com 58 40
Kelley Commercial
Truck Center ... www.isuzutruckcenter.com 97 79 *Denotes regional advertising. This listing is provided as a courtesy to Lawn & Landscape

Littie WONder .. eemss www.littlewonder.com R 25 advertisers.
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(continued from page 47)

Symbiot reviews potential members on a
case by case basis — prequalification prevents
performance issues later, St. John pointed out,
noting that interested contractors must have
insurance, licensing, and marketplace recogni-
tion. Symbiot calls customer references to vali-
dateapplications. And so far, this method keeps
thattop 1 percent in, and those who might mar
the organization’s reputation out.

“We are normally dealing with the mar-
ket leaders — high-end, high-service, high-
quality, well-respected companies that em-
ploy well-trained and knowledgeable indi-
viduals who deliver service,” St. John said.
“So, 90 percent of the [quality] battle is taken
care of for us.”

Though, there is always that 10 percent,
which Symbiothopes to manage with a qual-
ity audit program that allows clients to score
service providers. An electronic invoicing
system allows contractors to attach digital
photographs to bills, so customers can see
enhancement work and projects and make
sure properties meet their expectations.

Beyond this “system” St. John said Sym-

biot will address issues, from sales to rout-
ing and scheduling, that can improve mem-
bers’ efficiencies in a national account poli-
cies and procedures manual. “We take it
from start to finish in the national sales
equation, from the lead generation to the
sale to the contract to service implementa-
tion and quality control,” he listed.

Meanwhile, St. John reflects on the
organization’s accomplishments so far —and
where its organic model will take it.

“Wehave definitely validated a couple of
key points,” he outlined. “No. 1, we can
build and operate property service networks.
Second, we can market and sell national
contracts back to these networks. The third
validation that is about to take place is that
Symbiot can go outside the green industry
and build a network.”

Pest control is in the works, under the
direction of Larry Spruill —-a who's who with
28 years experience with Orkin. “That is the
key to building these networks,” St. John
identified. “You go find the industry experts
— the industry-recognized veterans. We had

L___Cover Story_

those people pulled together for our land-
scape and interior networks.”

Tree care could be next - there are many
other vertical service opportunities, Matt rec-
ognized. And once the Symbiot model is
evenstronger, it can be stamped. “Because of
the size of our business in terms of footprints
in who we represent, you'll see some inter-
esting alliances between us and property
managers, which will open up the doors for
new sales,” Matt predicted, not revealing
specifics on who or when. For now, Symbiot
will internalize most of its energy, spending
it on those who nurture the network.

“You've got the sea anenome and the
clown fish, the way the bumble bee spreads
pollen to flowers — symbiosis from small
cellular organisms to large animals,” he re-
lated, digressing into the core of Symbiot’s
business model - and why it’s so different.
“It's a virtuous cycle.”

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

(continued from page 88)

usage from previous projects related to
specific tasks in the software. Not all crew
man-hours are billable to clients, and by
tracking these non-billable hours, we are
better able to determine how much of our
labor costs are ‘overhead.””

The company’s man-hour rates range
from $30 to $35 per hour. “To arrive at this
rate, we utilize data from our accounting
software to break out all of our overhead
expenses and man-hours that were not di-
rectly billable to a project from the previous
six months,” Himel explained. “This could
include man-hours that are incurred on a
rainy day when crews will perform tasks
around the shop or maintenance to their
vehicles as well as the time allocated to train-
ing seminars or safety meetings. Each project
is given a target man-hour projection that is
based on the project cost estimate. Hours
that are over those projections fall into the
overhead or non-billable account. The total
non-billable hours from the previous time
period are then divided into the total of the
overhead expenses to give us an hourly rate
that will recover our overhead expenses. To

LawN & LANDSCAPE

that hourly rate, we add our profit percent-
age during each job’s costing process. And
we try to recalculate our man-hour rate ev-
ery six months using actual overhead ex-
penses from the previous quarters to make
sure it's accurate.”

Himel said the company’s design and
construction services are priced out sepa-
rately as two revenue sources. Gilman-Rose
generates project management fees viaa fixed
percentage markup that is based on the total
of the project’s subcontracted costs. “We do
not add any additional markup on services
that are provided by our in-house crews, but
only to the costs of outside contractors,” he
said. “The markup percentage is based on
our overhead/profit calculations that are
done twice yearly.”

Kotalic, on the other hand, breaks every
project out into phases. Clients have the op-
tion to purchase the entire installation, but
when presented with phases, Kotalic said
customers don’t feel as much pressure. When
faced with budgetary constraints, clients can
pick and choose project phases for the initial
construction and then do more later.

www.lawnandlandscape.com

PYICING Instauation

Also, projects are easier to price insmaller,
more manageable phases, Kotalicsaid. “Any
time I break a large job down into smaller
parts, I feel like I can price it more accu-
rately,” he commented. “What I do is walk
through the jobinmy mind -1go through the
beginning when we're loading trucks and
getting equipment ready to clearing the area
and possibly renting equipment. I add a
labor burden for worker’s compensationand
unemployment. If gas goes up, I implement
a gas increase into our trucking fee. It's a
lengthy, detailed process that I do by hand.
You can’t just add a fudge factor or double
the price and pray that you're OK.”

In the beginning, mistakes are inevitable,
but with years of experience, estimation im-
proves. Kotalic assured, “You do what you
can to eliminate mistakes in the beginning,
like measure site areas, take notice of site
difficulties and contact utility companies, so
you know what you're dealing with.”

The author is Managing Editor of Lawn & Land-

scape magazine and can be reached at
nwisniewski@lawnandlandscape.com
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Clat
Rates

All classified advertising is $1 per word. For box
numbers, add $1.50 plus six words, Classified
display ads $115.00 per column inch. Standard 2-
color available on classified display ads at $175.00
additional. All classified ads must be received by
the publisher before the first of the month preced-
ing publication and be accompanied by check or
money order covering full payment. Submitads to:
Lawn & Landscape, 4012 Bridge Ave., Cleveland,
Ohio 44113, Fax: 216/961-0364.

Business Opportunities

FREE NOBROKER
APPRAISAL FEES
Professional Business Consultants
JBusinesg c

;?]Jif‘%%
A.? L A 4

Merger & Acquisition Specialists

Professional Business Consultants can obtain
purchase offers from qualified buyers without
disclosing their identities, Consultants’ fees
are paid by the buyer.

CALL:

708/744-6715

FAX: 630/910-8100

TURBO TECHNOLOGIES INC

r
-9

TURBO TURF

HYDRO SEEDING SYSTEMS

= = /A
=P =

E — i
FREE NYDROSEEDING INFO & VIDEO, CALL

TURBO TECHNOLOGIES, INC

Beaver Falls, PA 15010

1500 Fisst Ave

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

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

800/845-0499

www.profitsareus.com

Visa, MasterCard,
Discover, American Express

BUSINESS OPPORTUNITY

Attention: Lawn & Landscape Professionals
Two established product lines now available
with exclusive territories. Offer FREEDOM
FENCE™ & DRIVEWAY ALERT™ to all your
customers and watch your bottom line soar!!
Call us today at 603/352-3333. Made in the USA.

Back-Yard Putting Greens
Synthetic putting greens are the fastest growing
segment of the $20 Billion a year golf industry

* Reasons to call us:

Hh[\‘ Profit Center

it FREE VIDEO

Carry NO Inveatory

Excelient Add-On Service
Residential & Commercal
tlize Existing Equipment

Buy Manufacturer Direct
Many Extras

800-334-9008
www.allprogreens.com

Looking

for a job?
Great, We'll start
you at CEO.

Tired of struggling in the
landscape industry? We'll give
you a promotion. Call us
today and learn how to start

your very own franchise.

—
o
— =
= e
U.S. LAWNS
2 50U ‘ 50
=311 S J
AUTOMATED ICING SYSTEMS
IIATTENTION!!!

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 » Fax: 815/385-5699
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Businesses for Sale

COMMERCIAL LANDSCAPE
MAINTENANCE
Commercial landscape maintenance business in-
cludes tree trimming and installation. Orange
County California. Established 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,

LANDSCAPE
CONSTRUCTION COMPANY
Well Established 20-year Landscape Company
Boston, Massachusetts Area.
Annual volume $3.5 million PLUS!
Company breakdown:
* 70% Construction
* 20% Maintenance
* 10% Snow Operations
Well managed and organized operation with a
meticulous fleet. Will sell with or without the
real estate, which has all the necessary provisions
for repairs and parking.
The 2003 backlog to date is over $1.5 Million!
Contact Global Business Exchange
Mr. John Doyle 781/380-1420
Fax: 781/380-1420

Financial
S e |

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
Web site:
www.betterlivingfinancialservice.com

For Sale

Machines j

W

tanks-a-lot*

1- 80”48 2657

www.tanks-a-lot.net EZE

LANDSCAPE DESIGN KIT 3
LANDSCAPE DESIGN KIT 3

48 rubber stamp symbols of trees,
shrubs, plants & more, 1/8° scale.

Stamp sizes from 174 to 1 34",
$93 + $6.75 w/h. VISA, MasterCavd, &

4
: -wr:.::a.s:-:*m“r

HYDROMULCHERS

Usedhydromulchers.com

HYDROMULCHING
MACHINERY

For Sod Quality Results
TurfMaker.com
800/551-2304

HYDROSEEDING/
HYDROMULCHING
EQUIPMENT AND SUPPLIES

Hypro Seeping HELPER

Slicky Sticky.com
800/527-2304

GPS VEHICLE TRACKING

No Monthly Fees
Call 800/779-1905
www.mobiletimeclock.com

EQUIPMENT FOR SALE

PINCHERS

* load and Unload
* Fastest 2“ and up
Tree Planter Ever!

\‘
—g q SKI LANDSCAPE
EQUIPMENT

317/897-5885

DISCOUNT SPRAYER PARTS

Discount SErayer Parts
REPLACEMENT PARTS & PUMPS FOR:

« FMC (John Bean) « Hypro «
» FE 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.

Call TOLL FREE 888/SPRAYER
for a free catalog.
E-mail: sprayerpts@bellsouth.net
Web site: SprayerPartsDepot.com

IT PAYS TO ADVERTISE
INTHE LAWN & LANDSCAPE CLASSIFIEDS.
CALL JENNIFER HALAS AT 800/456-0707
TO ADVERTISE TODAY.

COVERITR 1570855558 rens

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, large white pines 18-20 feet, 43-inch
balls located in northern Maryland. Please call
410/357-5836.

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.

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, Texas

FINN BARK BLOWER 1998 CHEVROLET (7500
¢ 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

Steiner 430 MAX 4x4, 25hp Kohler, 225hrs., 60"
deck, 48" tiller, stump cutter, slip scoop, weight
kit, 3-point, 48" gill/pulverizer, 48" blade.
$15,500. 319/646-2295.

DEALER LIQUIDATION

Save $588%. New C&S Turf Tracker Jr's = Only
$3,995. Spread & Spray 4,000 S.F./Minute. Hy-
drostatic Zero-turn, stainless steel frame & tank.
Free Video. 800/530-0238.

LawN & LANDSCAPE
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KEY EMPLOYEE SEARCHES

orapersonnel, 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
welcome, confidential and always free.
Florapersonnel Inc., 1740 Lake Markham Road,
Sanford, Fla. 32771. Phone 407/320-8177, Fax
407 /320-8083. Email: Hortsearch@aol.com
Website: http/ / www.florapersonnel.com

LANDSCAPE MANAGEMENT

THE BRICKMAN GROUP, LTD.
Careers in landscape management available in:
California, Colorado, Connecticut, Delaware,
Florida, Georgia, [llinois, Indiana, Maryland,
Massachusetts, Minnesota, Missouri, New Jer-
sey, New York, North Carolina, Ohio, Pennsyl-
vania, South Carolina, Tennessee, Texas, Vir-
ginia, Wisconsin. Fax: 301/987-1565.

E-mail: jobs@brickmangroup.com

Web site: www.brickmangroup.com

GreenSearch is recognized as the premier provider
of professional executive search, human resource
consulting and specialized employment solutions
exclusively for interior and exterior landscape
companies and allied horticultural trades
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.

GREENMATCHMAKER.COM

The fastest, easiest way to find great jobs
in the Green Industry nationwide.
Where job seekers and industry leaders meet!
www.greenmatchmaker.com

LANDSCAPE MAINTENANCE OPERATIONS MANAGER
Established 20-year-old landscape installation
company looking to expand into commercial-in-
dustrial-high end residential maintenance. Excit-
ing opportunity for an experienced Operations
Manager. Must have solid proven knowledge of
landscape & Maintenance, business management,
& sales skills. Minimum 5 years in the green in-
dustry; state spray license a plus. Competitive sal-
ary and benefit package. All inquiries are kept
strictly confidential. Fax resume with salary his-
tory to Conejo Pacific Technologies 805/498-1781
Attn: Recruiting Manager.

Branch Manager — An exciting opportunity for
an ambitious individual. Existing Lawn Care
Operator in the Southeast is looking for a dy-
namic self-starter. Must have a proven track
record in managing a mid to large size opera-
tion, including all facets of sales and operations,
We are a rapidly growing company with exist-
ing branches in several cities. Only career-
minded individuals with long-term goals need
apply. Reply to Lawn & Landscape, P.O. Box 413,
4012 Bridge Ave,, Cleveland, Ohio 44113.

Join
the W ORKFORCE
of NATURE!

ValleyCrest Companies has
managerial and field opportunities
in branch operations, account
management, project management,
sales, field supervision, horticulture
and more, across all levels.
Founded in 1949,
ValleyCrest Companies is a
leading nationwide provider of
landscape development and
maintenance Services.

Come work with the best.
Bilingual a plus.

Please send your resume to
the attention of Ms. Lopez at
opportunities@valleycrest.com
or fax to 818-225-2334

<@

ValleyCrest

COMFANITS

www.valleycrest.com

LANDSCAPE ARCHITECT/DESIGNER
We are seeking a creative and highly self moti-
vated Landscape Architect/ Designer tojoin our
busy Landscape and Irrigation Company lo-
cated in southern Delaware.

Ideal candidate will have 3-5 years’ professional
experience. You must have strong and demon-
strable skills in design, graphics, contract admin-
istration, technical knowledge and communica-
tion. Organizational skills and team concepts are
a must.

You should have experience and a strong interest
in quality design, community liaison and possess
an enthusiasm for your chosen profession.

We offer full benefits package and year round
employment. This will be an exciting, excellent
career opportunity for the right individual.

For immediate consideration please fax your
current resume to 302/645/5109 or e-mail
sposato@ce.net.

url address: www.sposatolandscape.com

!!rcal Career gpurtumf_v m llw

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 770/921-6167 Attn:
Director of Irrigation.

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, vou
owe it to yourself to check out this opportunity.

NaturaLawn of America is a privately held 15-
year-old company with 55 operations 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
NaturalLawn of America at 301 /846-0320 or e-mail
us at resume@nl-amer.com.

Visit us at www.nl-amer.com

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: wheatslcl@aol.com
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MANAGEMENT OPORTUNITY

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 compensation
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, I11. 60061
Phone 847/634-1660 Fax 847/634-8298
E-mail: . martin@amesmartinassociates.com

VISTA PROFESSIONAL OUTDOOR LIGHTING
District Sales Manager

Vista Professional Outdoor Lighting, the nation’s
fastest-growing landscape lighting manufac-
turer, located in Simi Valley, CA, is seeking
highly-motivated individuals to develop new
sales territories and call on existing accounts in
key markets. Qualified individuals will imple-
ment sales and marketing programs, and will
handle technical and field support for Vista’s
expanding line of low voltage and line voltage
products. They will also be asked to liaison with
landscape architects, designers, landscape con-
tractors and distributor personnel. Qualified indi-
viduals will have 5 to 7 years of experience in in-
dustry sales. Various territories available. Com-
petitive compensation 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.

LANDSCAPE SALES

Washington D.C. area, award winning commer-
cial company seeks experienced sales rep. Proven
track record and knowledge of the Washington D.C./
No. Va./Baltimore market preferred. Excellent salary,
profit sharing, benefits, co. vehicle. Please fax re-
sumes to our HR Dept. @ 301 /390-5600 or e-mail
at szwolinski@completelandscapingservice.com.

VISTA PROFESSIONAL OUTDOOR LIGHTING
Factory Trainer

Vista Professional Outdoor Lighting, the leader
in landscape lighting and factory support (lo-
cated in Simi Valley, Calif.) is looking for candi-
dates with strong communication skills to con-
duct factory tours, training and seminars at the
Simi Valley manufacturing facility,. Qualified
candidates must have 3 to 5 years of experience
with installation, voltage drop, cable sizing, de-
sign layout, photometrics, and proper trans-
former 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, Calif. 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, photometrics,
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, contrac-
tor and distributor, is looking for independent
electrical representatives in several markets,
If you would like your company to be consid-
ered, please mail or fax a resume and line sheet
to: Cruz Perez, Vice President of Marketing,
Vista Professional Outdoor Lighting, 1625 Sur-
veyor Ave., Simi Valley, Calif. 93063 or Fax: 805/
527-6830.

LIVE IN FLORIDA NOW!

WANTED
Top Gun Mechanic - Small Engine/w cycle
Great package: pay + benefits
Florida Lawn & Garden
West Palm Beach
Send resume and salary req. to:
service@floridalawnandgarden.com
or fax: 561/793-7025

Gardener/landscaper needed for private estate
in Oklahoma City, Oklahoma. Experience in or-
namental horticulture required. Four-year col-
lege degree and relocation required. Responsi-
bilities include maintaining outdoor landscapes
which include trees, shrubs, and beds; prepar-
ing budgets and tracking expenditures; solicit-
ing bids and proposals; hiring and supervising
part-time help and vendors. Hands-on position.
Competitive salary + benefits including single
living accommodations on property and two
meals per day. Send resume and letter stating
your interest in the position to:

Joy Reed Belt Search Consultants, Inc.
PO Box 54410
Oklahoma City, Okla. 73154
Fax: 405/842-6357
E-mail: ExecutiveRecruiter@joyreedbelt.com

y %
—_—

—_— B

ANDSCAPE OPERATIONS

Marders of Bridgehampton seeks a Director of
Operations to oversee Production Division.
Must have solid experience in the operations of
a landscape dept. Previous management, train-
ing /customer service/sales exp. Required.
Mentor Project Managers and crews of approxi-
mately 70, oversee scheduling and installation
of upscale landscapes. Outstanding benefits:
medical, dental, bonus, 401K, Salary commensu-
rate w/exp. Fax resume and salary requirements
in confidence to Marders, Attn: Ms. Fallon @631/
537-7023 or e-mail to efallon@marders.com. Visit
our website at www.marders.com.

Marders is a 27-year-old established, up-scale retail
storeand landscape company in Bridgehampton, NY
(east end of Long Island), committed to using only
organic products. We have the following career
opportunities available for the right person:

Tree/Shrub Buyer — Must have prior experience
in purchasing a wide variety of trees/shrubs.
Frequent travel required.

Organic Educator/Soil Doctor - Needed to ini-
tiate detailed training program for staff on or-
ganic techniques, applications, soil amendments
and testing. Previous experience in soil science,
horticulture and lawn / turf care, as well as train-
ing and educating in organic products.

Arborist - Act as Tree and Shrub expert on staff.
Ability to diagnose insects and diseases on trees /
shrubs. Previous PHC and supervisory experi-
ence necessary.

We are looking for talented individuals excited
by and dedicated to horticulture with a focus
on doing the right thing for the customer. We
are interested in professionals who are highly
motivated, consider themselves self-starter and
who seek opportunity within a dynamic com-
pany. We offer a Sigh-On Bonus, relocation ex-
penses, an excellent benefit package and com-
petitive salaries. Fax resume with salary require-
ments to: Marders, Attn: Ms. Fallon, 631/537-
7023 or e-mail: efallon@marders.com. Visit our
website @ www.marders.com.

Landscape Architect/Designer
Washington D.C. area’s premier landscape com-
pany is seeking applications for a Landscape
Architect/ Landscape Designer. Top salary and
benefits package to the right candidate. Fax re-
sumes to 301 /805-1876 attn: Peter.

CALL
HALAS

800/456:0707

TO ADVERTISE TODAY.

LawN & LANDSCAPE

www.lawnandlandscape.com
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LANDSCAPE

MANAGEMENT SPEC

Award winning company is now hiring enthusi- COMMERCIAL INSURANCE
astic people to continue current growth pattern FOR THE GREEN INDUSTRY

and maintain excellent customer satisfaction.

Competitive rates, comprehensive coverage

CAREER OPPORTUNITIES: and payment plans designed for your
OPERATIONS specific business needs,
SALES
LICENSED PESTICIDE OPERATOR If you provide any of the following services we
Must be self-motivated, knowledgeable about can dc’“sn a:program for -“)ur Snupamy:
green industry, good communication skills, and I“’m“‘m_"" bl.wl:v Ru‘r:\'u\ 0!
understand what team member means. 3““#’?"‘"“" Rig - tof \{‘1-\' :
Fertilization Holiday Lighting
SALARY AND BENEFITS Herb./Pest. App. Irrig. Install. /Serv.
Will depend on experience, work ethic and Tree & Shrub ':'n-r\'.' : N?owing & Maint. I l()‘l Id.l.\’ l.lgh ting
attitude SPI” Clean Up Ke ep /U:/V/H‘,A es Year Round
ENDLESS OPPORTUNITIES!!! Contact one of our Green lmlu.s[r_l/ -""' ww mm a

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 MANAGEMENT SPECIALISTS
11008 U.S. 41 NORTH
PALMETTO, FLA. 34221
941-729-3355
FAX: 941-723-3598

[T [andscape Equipment
ek stakgs

Doweled Lodgepole Pine

.
Landscape Lighting

CCA Pressure Treated Offer High Margin Services
2” Diameter, Various Lengths Training » Marketing . Supp”es
Economical, Strong and Attractive Over 350 Locations in 47 States & Canada
Phone: 800/238-6540 « «
COME GROW BETTER WITH US! Fax: 509/238-4695 m @lteTlme
Toke advantage of this opportunity to join one of JASPER ENTERPRISES, INC. DECOR

the most dynamic londscape companies in the
beautiful southwest. Our exciting and vibrant
company is looking for an energetic and tal-
ented individual fo join our growing mainte-
nance division. We seek an experienced can- .

didote to manage a book of business profitably, serv‘ces " .
ensure customer satisfaction, and maintain high IT PAYS TO ADVERTISE

quality of standards NEED A COACH? {INNHE

Get the answers you're looking for...

Weiollee Duteioncig competiotin and; ben Jeffrey W. Zindel, Business Consultant l-AWN & LANDSCAPE

efits package, relocation ollowance, and an 5 ; : : i
excellent fomily-working environment. If you 20 years experience in the green industry CLASSIFIEDS.
are interested in a career opportunity please send, Exterior/Interior. 888/425-0421 o g

fax, or email resume to: Heads Up Landscape, jzbusinessconsultants.com CALJENNIFER HALAS AT
P.O. Box 10597 Albuquerque, N.M. 87184. " 3

Email jdelarosa@hulc.com. Phone 505/898- 800/456“0707'
5510 or Fax 505/898-2105 TO ADVERTISE TODAY.

Industry Web Sites

We ship nationwide. 800 -687-9551

Website: www.jasper-inc.com R
www.ChristmasDecor.net

g ™ The #1 best-sellin
2_“ -H ‘ Tﬁc all-in-one soﬁwarefor

Visit helpful and informative
Web sites specifically designed for
Lawn and Landscape business owners.
LawnCareSuccess.com
Free advice, Links, Newsletter

specialty trades

« Unlimited Customers & Locations « Prii , Invoices, Work
b * Automatic Scheduing, Routing  oyiers’ Reports, Labels Even

sveryvthingGreen.com . s g 2 : s
s tache I X TA = Automatic Invoicing, Job Costing  design your own forms in Word

www.lawnsite.com UERUEICEELULIC « Service History & Profit Tracking Full Accounting: GIL, ARR, AP,
green industry forum '3”"”9 S0 « Labor and Productivity Tracking ?nwmd%?dlmmm
www.wintac.net « Material & Chemicals Tracking « Built-in links 10 Quick °
AL  « Letfer Writer w/ auto Mail-Merge:  Peachtree™, MS Office®, Street
Send Sales and Service Notices ~ Mapping, Emailing, and more!

412/734-4528 0

24 ho

1-800-724-7899 ex
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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.

TECHNICAL
RESOURCE CENTER

The Mathematics of Turfgrass
Maintenance, Third Ed.

by Nick Christians and Michael L.
Agnew

For these and more resources
visit our online store at

www.lawnandlandscape.com |

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.

Web Designers

WEB DESIGNERS

Design, Brochures, Logos, Lettering and Print-
ing Services for Landscapers. Your single source
for marketing your landscape business. Samples
online: www.landscapermarketing.com or call
888/28-DSIGN.

Techniques for Lawns,

Landscapes and Sports
by David Mellor

LAawN & LANDSCAPE

www.lawnandlandscape.com

DIVEI SALIOL

(contimed from page 98)

We'd all love to have five new products
a year, but the reality is we won’t. We need
to rely on portfolio products that have been
workhorses and continue to provide perfor-
mance. Just because products are post-patent
doesn’t mean they don’t have a great tech-
nological fit in the market. The end user
knows that. What a great opportunity for us
to have this wide-ranging portfolio of prod-
ucts. Some of our major competitors say that
these dollars don’t go to research and devel-
opment, but I guarantee you that a certain
percent of every dollar in BASF sales goes
back for continued research, whether it
comes from post-patent products or patent-
protected products.
(L&L): Many pesticide suppliers seem to
be resisting the idea of these post-patent
or generic products.
(SB): Well, they'll either get on the train
or they’ll get on the train tracks and get
run over. I'll predict that by 2005 or 2006,
80 percent of the lawn care products will
be post patent. If they still deliver eco-
nomical solutions for end users, they’ll be
purchased in the market, so why not have
the opportunity to offer these products to
customers?
(L&L): What do you wish lawn care op-
erators understood better about the pesti-
cide development process?
(SB): A lot of lawn professionals think they
understand the compound development
process, but the reality is producing new
chemistries can be challenging. It costs mil-
lions of dollars and several years to get a
product through the pipeline and into the
market. And, the success rate is miniscule
when it comes to getting product from the
lab or our greenhouses to the lawn care
industry. All of those things can consume a
lot of time and dollars, but we’re committed
to that research. Our research and develop-
ment team is working feverishly and con-
centrating on the specialty products,
whereas companies traditionally trickle
their agriculture products into the spe-
cialty product areas. Over the last six to
eight years, BASF selected dedicated
people to find directive-based products,
which specifically fill unmet needs within
our specialty markets.

These products are all regulated the same
way - they've all been tested, proven, re-
tested and reproven.
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Let’s face it — we're all slobs. From the mountains of
mulch to piles of salt, wrecked trailers to tons of yard

waste, landscape contractors are lousy tenants.

If you are tired of paying rent to storage or warehouse
space and want to seize current low interest rate opportu-
nities, you might be ready to build your own facility,
which is the route we took at Signature Landscape.

The first step was to put a five-year business plan
together. This helped us avoid the mistake of building
something we would outgrow in a short period of time.
We studied our growth over the past several years and
projected our employee and truck requirements out for
five years. This gave us a rough idea of our facility needs
for office space, shop area and parking for not only our
fleet, but also our employees” vehicles.

The next critical step is to do a detailed travel time
study because business location is vital. We got out a
map and put pins in all our customers’ locations. Then
we found a location central to our client base to build on.
The cost of land is important, but we found that travel
time is much more critical. We also made sure we calcu-
lated our drive time at the hourly rates we charge clients
vs. making the mistake of using a base hourly wage rate.

After determining a location based on travel time, we
did research on local zoning laws. We checked with our
city hall to learn zoning lingo and what fit our business.

Then we found a trustworthy realtor who helped with
zoning laws and worked with us to begin locating land.
Our realtor showed me a great piece of property during
our first visit. [ eventually purchased that property after
spending a year looking at land all over the county.

Designing our dream facility was the most fun part of

Compose a five-year growth plan.
Research your job travel time to dictate location.

Learn local zoning laws.

Let both your needs and imagination fuel the
blueprinting process.

Work with reputable realtors and builders.

Building a Facility
at Signature Landscape

the process. We worked out our blueprint with an archi-
tect experienced with the design and construction of
metal buildings. My first step in the design process was
to look at other landscape facilities. I also visited several
contractors in our area and asked them what they liked
and disliked about their facilities. In terms of building
design, we incorporated the following features:

¢ A separate parking and entrance for administrative
staff to keep mud and noise to a minimum in the office

* A dedicated classroom with lots of space for train-
ing and company meetings

* A break room with plenty of bulletin board space
and vending machines separate from the shop area

* Account manager offices with tile floors adjacent to
the break room to make communication with crew lead-
ers efficient and convenient

¢ 20-foot-wide overhead doors for easy shop access

* High shop ceilings - 28 feet - for future expansion

An integral part of the facility design is the layout of the
outdoor storage area. Our main focus was on how to have
multiple crews move in and out of our lot efficiently. We
made cutouts of trucks, trailers and equipment to scale
and moved them around the plan. In regards to the lot
design, we incorporated the following ideas:

* A separate entrance and exit for one-way traffic flow

* Fuel tanks and dumpster located just inside the
gate, so crews fuel equipment and clean out trucks when
returning for the day

* A plant holding area adjacent to a small, deep pond

* Marked and numbered parking for trucks and trailers

* A large salt storage area

Once we had our design ready, we found a builder
with a good reputation and started the project.

Building your own facility is not for everyone. It's
a time-consuming process with lots of challenges.
Our process took two years from start to finish. Also,
a custom-built facility is unique and not as market-
able as your typical office warehouse. The resale
value of our facility, for example, is lower than the
construction and land purchase costs. However, the
true value of any facility is in its ability to support
your efforts to manage your business efficiently. With
that in mind, a custom-built shop may be a great
investment for you. - Bill Gordon

The author is president of Signature Landscape, Olathe, Kan.,
and can be reached at 913/829-8181 or at bill@signaturekc.com.
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So forget about the reduced
power, increased weight and
high maintenance requirements
of other engine technologies.

We hear you. Loud and clear.
Echo’s new Power Boost
Tornado™ 2-stroke engine
technology will satisfy emissions
standards through 2005, with Our emissions solution actually
superior power and reliability. . - makes your life easier. Echo
And with our Variable Slope Power Boost Tornado™ Available

Timing (VST), you get smooth, quick at professional lawn care equipment
acceleration and easy engine starts. dealers nationwide. More power to ya!

Call 1-800-432-ECHO (3246) for more
information or visit www.echo-usa.com.
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Ask Any Pro!"

©2 cho, Inc For Echo iite 1 -T04-14
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® WHY Do LEADERS CALL IT “GREATEST or BEST STUFF or PRODUCT in the WORLD?” FREE

Absolutely Otherwise

IMPOSSIBLES

BILLIONS-PROVEN EXTRA-LIFE-MAKER

Cold tedal @ HORMS <4 E

. SUPERthrive

2 of typical worldwide
«sw Massive ‘impossibilities”
1800 SALVAGED OLD TREES: “NONE SICK OR DEAD”

SUPERthrive™ unique extra life-—FRANSPLANTING, MAINTENANCE, SALVAGING. "“IMPOSSIBLES" MADE
EASY. 1,800 60 to 75 year-old trees dug from grounds of 20th Century Fox Studios, stock-piled in weather for
2 years, replanted along streets of Century City. Landscape architect and contractor reported ‘‘not one sick or
dead tree at any time!” Only SUPERthrive™ could have done this—or even approached it.

DISNEYLAND™™ < 400 HUGE SPECIMEN TREES LONDOR!DGE B R
- DUG IN HOT, DRY SOUTHERN ! v -
CALIFORNIA S WHOLE DESERT CITY, ZERO
e LOSS, SPRING AND SUMMER,

LOSS. Disneyland.®"Enabled open- AFTER FAILURE IN WINTER.

ing a year earlier”. *Disneyland and Disney

e g o Wogd are reygistered trade marks of The Wait Disney Co. " Havasu Clty Arizona.
® ZERO LOSS, 3,000-ACRES TRANSPLANTS FOR U.S.D.A., VERSUS 3% SURVIVAL, NEXT BEST. - A GREAT CALIFORNIA STATE RUN UNIVERSITY, SAN LUIS OBISPO.

® PLANTED 10,000 TREES, Seatlie World's Fair, WITH ZERO LOSS.

@ SAVED ALL OF HUGE SHIPMENT OF PALMS FROM FLORIDA TO 48 Taiwan GOLF COURSES. LOSE OVER HALF WITHOUT. USE READER SERVICE #97

©® PUSHES BACK DESERTS, LANDSCAPES SHEIKS' PALACES, Saudi Arabia.

@ SAVED ALL GREAT SPECIMEN TREES TRANSPLANTED by U.S. Corps Of Engineers, FOR CAMOUFLAGE, WORLD WAR 1.

® TWO WEEKS DIFFERENCE IN HYDROMULCHED GRASS STAND, ALONG FREEWAY BANK FOR EROSION CONTROL. - Maryland.

©® CELERY ALL TRANSPLANTED PERFECTLY IN 17 LARGE HOUSES, before and after one without, IN WHICH ALL LOST. - California

® 1200 TREES WITH 4" CALIPER TRUNKS BARE-ROOTED IN DESERT JUNE. NO LOSS. ~ Tucson, Arizona, City Parks Department.

® BIGGEST TRANSPORTATION OF LANDSCAPE MATERIALS, CALIFORNIA TO FLORIDA, TO PLANT Disney World.® NO LOSS.

® 1 GAL. PER 25 ACRES GRAPES, DRIP, 20% MORE YIELD, SWEETER, LARGER, WHILE NEIGHBORS LOST HALF CROP TO SHATTERING STORMS - California.
® ALL PALM SPRINGS DESERT GOLF BENT GREENS PERFECT WHILE EACH OTHER COURSE LOST 6 TO 14 BENT GREENS - California.

® BIGGEST TREE EVER MOVED, 100 YEARS OLD. GUINESS BOOK OF RECORDS. MANY OTHER “BIGGESTS"

@ WELL OVER MILLION EACH BARE-ROOT ROSES, ZERO LOSS AND STRONGER - California grower; New Mexico retailer, each.

® 15 GAL. DRUM SAVED $100,000 - ALL CONDEMNED TREES, U.S. CORPS OF ENGINEERS PENN. JOB — ALCA vice-president, Ohio.
@ LARGE BLOCK ROOTED CUTTINGS TRANSPLANTED WITH SUPERthrive, 100% HEALTHY, WHILE LOSING ALL WITHOUT IT TO FUNGUS IN HEAVY RAINY SPRING.
® ON EVERY CONTINENT, WITHOUT SALESMEN, UNCHALLENGED GUARANTEES SINCE 1940. Just results. REFUSE BEING BURNED BY FALSE “AS GOODS".
W From your supplier or inquire VITAMIN INSTITUTE, 12610 Saticoy St. South, North Hollywood, CA 91605. www.superthrive.com
B HIGHLY COST-EFFECTIVE EARLIER, INCREASED YIELD ~ ABOVE THE “BEST" —~ FROM SEED, TRANSPLANTING, DRIP, SPRAYING, ETC

-
l
|
!
<4 38 EXTRA INCHES ] “Q RECORD TREE-SAVING <4 SAVED GIANT CACTUS ‘

GROWTH ABOVE TREES authorized moved”

FERTILIZERS-ALONE. = RS Califomia State Capitol, Cal . to desert botanic garden,

v - - - ; Reported planted ALL
%fcvsfo,: l&?lhzlgﬂy USES. : Tech, University of Cal., Caltrans, i | famous and “world's big-

City Parks. gest” Nevada hotels. i
|

Pushes back Africa desert.

® Point with pride to ALL your /obs ® Build demand for you.
LA NDS APERS ® Protect and save essentially 100% of all plant material.
® Predict healthy, active, uniform and beautiful “super-normal” plants.

VITAMIN INSTITUTE 12610 Saticoy Street South, NORTH HOLLYWOOD, CA 91605
Phone (800) 441-VITA (8482) FAX (818 766-VITA (8482) www.superthrive.com



http://www.superthrive.com

