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Where do you turn when the job demands all the strength you've got? Look to the most powerful line of pickups on the 
road today* The newly redesigned GMC Sierra, professionally engineered with the industry-first Tow/Haul mode* It gives 
automatic transmissions like the optional Allisonf a dual-mode shift program that holds gears longer, transferring 
torque where it's needed most. So you can tow from 10,600 lbs to 16,100 lbs? depending on the engine you choose — the Vortec™ 
6000 V8, the Vortec 8100 V8, or the DURAMAX™ 6600 Turbo Diesel V8. And with the innovative Dynamic Brake Proportioning 
system (standard on all models), you'll have great stopping power. The newly redesigned GMC Sierra. Pulls its weight. And then 
some. To learn more, visit gmc.com or call 1-800-GMC-8782. 

'Based on horsepower. tExcludes other GM* vehicles.§Maximum trailer weight ratings are calculated assuming a properly equipped base vehicle plus driver. See the 
GMC Trailering Guide for details. 

1 800 • GMC • 8782 @ l l l .GHC.COM WE ARE P R O F E S S I O N A L G R A D E : 
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Moving 
Target 
A company in motion, Heaviland 
Enterprises stays two steps ahead, 
from employee programs to 
business planning 4 0 

F E A T U R E S 

The Wayside Way 
Andrew White perfects his focus on hardscapes and 
landscape installation in North Carolina 48 

Picture-Perfect Planning 
Creating stunning landscape designs in so simple feat. The process 
requires a close look at the basic elements of color, texture, — — 
scale, balance, rhythm and focus 9 0 

Silver Liners 
Landscape edgers give lawns crisp borders for clients mgkM 
who want added definition 1V O 

Scratching a Niche 
Determining the right clients to have on the receiving end of 
a marketing campaign is the first step in putting across m m ^ 
a company's message 14© 

Get a Little Closer 
After setting up systems to build client relationships, m mM 
contractors have to create employee buy-in 1 5 0 

The Fine Print 
A contract is a necessary evil that confuses most contractors.— -
Here are some improvement tips 9 4 

Try a Turf Trip-Tik ' ^ ^ 
Seasoned contractors and university 
researchers share what they predict to be 
2003's testiest turf troubles. Pack these 
tips in your spring luggage or risk losing 
your way around clients' lawns.. 

Trickle 
Down 
Economics 
Well-priced irrigation maintenance_ — 
brings a shower of profits # O 

What Lies Beneath 
Though leaves steal the show, plant roots 
actually play a more significant 
supporting role in growth 84 
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Basamid Image® Drive Pendulum® Plateau® Sahara® 
PROFESSIONAL When choosing a professional partner, you should demand a commitment to success equal 
TVRF 

"Clk to your own—the kind of commitment you get from BASF. While other companies were 
bailing out on the turf industry to chase profits in pharmaceuticals, BASF was actually 

^ ^ ^ divesting its pharmaceutical holdings to free up resources to serve you better. That means 

billions in R&D to add innovative new products to our already top-performing portfolio. It means 

unsurpassed customer service and a long-term commitment to the future of the turf industry. Most of all, it 

means working side by side with you to make it better. To learn more, visit us at www.turffacts.com. 

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

BASF 
USE READER SERVICE # 1 0 

http://www.turffacts.com
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With methylene urea and sulfate of 

ammonia combined in each tiny 

granule, MESA works immediately 

to provide a rich green color. And 

by slowly releasing its nitrogen, 

MESA lasts considerably longer 

than sulfur-coated urea without 

causing unwanted flush growth. 

Extended-release MESA greens faster and lasts longer than SCU. 

So protect your turf with fast acting, 

USE READER SERVICE #1 1 

Team Pro is a registered trademark of DowAgrosciences 

long lasting MESA. To control 

crabgrass look for ProScape 16-4-8 

with 43% MESA and Team ProtR). 

Visit your LebanonTurf Dealer, 

or call 1-800-233-0628. For a free 

copy of our complete Agronomy 

Manual visit www.LebanonTurf.com, 

click promotions and enter coupon 

code LL2033. 

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

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


Find this month's features plus exclusive online stories, industry databases and more at www.lawnandlandscape.com. 
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Lawn & Landscape 
Daily News 
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Need to know what's going on in the landscape 
industry? 

Whether it's the 
latest aquisition 
news, horticultural 
education, planting 
tips or business 
basics, Lawn & 
Landscape has 
what you need in its 
Headline News and 
Top News This Week sections, which are updated daily 
on the homepage. 

Lawn & Landscape magazine editors search daily for 
news that's pertinent to your business and make sure 
to include it on your one and only daily Web resource 
so you are aware of news as it happens. 

Extra! DON'T 

3 

Visit Lawn & Landscape 
Online for more info 
on this issue's articles: 
• Picture-Perfect Planning 

• Cover Story: Tom Heaviland 

• First Look: Wayside Landscape 

• Pesticide/Fertilizer Buyers' Guide 

Don't miss original 

features, like our 

industry news and 

new products 

e-newsletters, found 

only on Lawn & 

Landscape Online! 
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Posting 
Signs 

Custom lawn signs 
Variety of sizes & colors 

1 or 2 sides 
Choice of 2 stakes 

•Name Retention Products 
•Vehicle Graphics 

•Hats & Outerwear 

Door Hanger Bags 

Signs 

800-328-4009 

§ 
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Find Dealers Online At: 
US Patented ^ ^ 

treegator.com 
call: 1 -866-TREEGATOR 
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A single application between November and March 
controls fire ants for up to a full year 
Effective, long-lasting control. Just one broadcast application of 
Chipco® TopChoice™ gives you up to 52 weeks of fire ant control in 4-6 weeks. 
And the application process is simple. In fact, it only takes one step. 

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

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

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

The lowest-dose, non-bait insecticide. Despite its remarkable 
efficacy, Chipco TopChoice is a responsible choice for use around 

animals and humans. In fact, at just 0.0143% active ingredient, it's the lowest-dose, non-bait 
insecticide available for fire ants. 

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

chipco 
INTRODUCING tOPchoice 

chipco 
Professional Products 

Bayer Environmental Science / Chipco Professional Products / 95 Chestnut Ridge Road / Montvale, NJ 07645 / 201-307-9700 / www.fipturf.com 
Chipco is a registered trademark and TopChoice and FireStar are trademarks of Bayer AG. TopChoice and FireStar registration is pending in California and Virginia. 
Always remember to read and follow label directions carefully. © 2003 Bayer AG 

http://www.fipturf.com
http://www.fipturf.com


"If you're not a part of the solution then 

you're part of the problem. " - Dr. 

Martin Luther King, Jr. 

There's no lack of events for you to attend in this industry. Conferences, trade shows and equipment 

demos can be found on every month in the calendar and in most states. But there's one event held 

every year that you all need to think hard about attending even though you probably won't see a 

single new product and you might not learn one thing that will help your business. 

The event is the Legislative Day on the Hill, produced by the Professional Lawn Care 
Association of America (PLCAA), and it will be held in Washington, D.C., on July 14-15. 
PLCAA has held this event for 14 years, and it's time for everyone concerned about the future 
of their business and this industry to get involved in Washington. 

Attendees at the Day on the Hill spend a day caring for the turf, trees and shrubs at 
Arlington National Cemetery, a noble cause given the fact that that's where 
so many of our military veterans lie today. But what takes place the next day 
has tremendous potential to shape our industry's future. Lawn care and 
landscape professionals just like you visit their senators' and congressmen's 
offices to explain our side of the story for key issues that affect us. 

These men and women take time away from their businesses and spend 
their money to defend this industry and make sure that elected officials get the 
full story when they think about issues like water use restrictions, telemarketing 
no-call lists, immigration reform and other matters that could place severe 
restrictions on your business, depending on what politicians do. Yet how 
many of you call your politicians, write them letters or visit their offices to 
make sure your point of view is heard? 

I know the answer. And that's one of the biggest reasons why we continu-
ally come out on the short side of new legislation. The truth is that elected 
officials don't really know this industry exists, let alone how substantial the 
industry is, how many jobs it represents or how much money it contributes to 
public coffers via taxes. How would they know if we don't tell them? So you 
can imagine how likely politicians are to consider how our industry perceives 
certain issues. 

Let's fix this situation. I don't expect to see everyone in Washington this 
summer, but we need to get more industry professionals involved. The same 
goes for industry suppliers as well since there's no doubt they benefit from a 

healthier industry. We at Lawn & Landscape stand to benefit as well, so we need to get more 
involved, too. I'll be in Washington this July, and you can plan on reading more about the 
Legislative Day on the Hill in our magazine and on our Web site. 

I hope some of you will join us in our nation's capital this summer. You have the 
opportunity to help your business, strengthen your industry and take part in the most amazing 
governing process in the world. 1U 

Mark Your 
Calendars Now 
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Start Fast „Finish Faster 
SpeedZone "contains the newest chemistry 
for broad leaf weed control in turf. 

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

SpeedZone also gives you a big lead on easy-
to-control weeds like dandelions. Get your 
weed control program on the fast track with 
SpeedZone Broadleaf Herbicide For Turf. 

• Visible results in just 24 hours 
• Fast-acting, cool-weather 

performance 
• Clover control in as little as one 

week 
• Rain-fast in 3 hours 
• Low odor formulation 

• Sites include home lawns, golf 
courses, commercial property, 
schools and many other turf sites. 

• CAUTION signal word 
» Available in St. Augustine 

formulation for most southern 
grasses 

pbi/GORcJon 

An Employee-Owned Company 
1-800-821-7925 

wwuipbigordoti.com 
Always Read and Follow Label Directions. 

BROADLEAF HERBICIDE FOR TURF 
SpeedZone is a trademark of PBl-Gonkm Corp. © 2003 PBUGordon Corp. 

USE READER SERVICE #14 
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Forming 
Your Culture 

Contrary to popular belief, a company's culture is not formed 

by publishing eloquently written mission statements in hand-

books, by decorating office walls with beautifully framed 

renditions, or by distributing cool, laminated pocket ver-

sions of the statement. Culture may be "defined" by these 

processes, but it is certainly not formed in this way. 
Forming a culture is surprisingly simple. So simple, in fact, 

that it can occur without much effort. In fact, many CEOs and 
leaders don't realize their culture is shaped and refined every 
day. Here's how it happens: A business starts off with a good 
product or service and grows. At some point, the founders 
develop a set of lofty principles to define their culture and 
mission. The business does well and managers (not leaders) are 
hired or promoted quickly to accommodate the growth. 
These same managers are instructed to preach about the 
mission and company principles, refer to them in employee 
meetings, share them with customers, and publish them in 
company memos. Being the humans that they are, these 
managers (and, oftentimes, the CEOs) set about "leading" in 
their own style and fashion. Without realizing it, from their 
everyday actions and attitudes, the managers who preach 
the gospel of the culture begin to routinely make decisions 
that are inconsistent with the company's core beliefs. 

It usually starts off small and, perhaps, insignificantly. 
But employees are watching and when they see a pattern of 
actions that don't match the words, trust is broken and the 
cancer begins to grow. If allowed to continue, the culture 

eventually becomes politically motivated, bu-
reaucratic, and arrogant. 

Many companies unknowingly make deci-
sions that are counter-cultural. Managers do 
not always understand that culture is the result 
of their everyday decisions and actions. Cul-
ture is shaped primarily by what a company 
chooses to measure and control; what it pays 

Jean Seawright is president ofSeawright & Associates 
Inc., a management consulting firm located in Winter 
Park, Fla. For the past 15 years, she has provided human 
resource management and compliance advice to 
employers across the country. She can be reached via 
e-mail at jpileggi@seawright.com or at 407/645-2433. 

attention to; how it handles organizational crises; how man-
agers coach and develop people; how employees are com-
pensated and rewarded; and the processes by which the 
company selects, promotes, retains and terminates people. 

On a secondary level, a company's culture is further defined 
by the physical work environment; rituals and events the 
company chooses to celebrate; organizational structure; and, to 
a degree, the written mission statement. Every company has a 
culture. Even a seeming lack of culture is a culture. While an 
organization's leaders may not be able to articulate a company's 
culture, the employees always can. We experience this time and 
again when we conduct employee opinion surveys. We also 
find that the companies with healthy cultures breed happy, 
productive employees who have intense loyalty that doesn't 
waiver, even during tough times. These same employers 
naturally attract, develop, and retain talent better than their 
counterparts, and their leaders aren't spending an inordi-
nate amount of time solving "people" problems. 

Is your culture living up to your expectations? If not, 
consider these four culture-enhancing strategies: 

1. Hire only those people whose actions, experiences and lives 
exemplify your core values. You cannot change inherent atti-
tudes in people, so hire people who believe in your values, 
philosophy, and mission. Establish a comprehensive, effec-
tive process for identifying and hiring talent. Take time to get 
to know the people before you bring them into the "family." 
Be vigilant and do not compromise your standards. 

2. Take the temperature of the workforce on a regular basis. If 
you want to know how your employees really think and feel 
about your company - the culture, pay, benefits, recent 
changes or management, have an third party conduct a 
confidential employee opinion survey. You may be sur-
prised by the results. (Note: If you conduct a survey, be ready to 
listen and willing to respond to employee concerns. To do otherwise 
diminishes your credibility.) 

3. Walk the talk. Once organizational values are well defined 
and articulated, ensure all leaders in the company make deri-
sions and treat people consistent with these values and the 
company culture and philosophy. Do not tolerate arrogance. 
Aggressively confront and eradicate cultural abuse. 

4. Periodically conduct an organizational assessment. Care-
fully review company systems, processes and policies to 
ensure they promote and encourage the values and culture 
you are trying to build. 

Perhaps the greatest words of wisdom to heed as you 
address cultural change and development were spoken by 
Arthur Ashe, the renowned sportsman, author and humani-
tarian: "To achieve greatness, start where you are, use what 
you have, do what you can." 

Does culture matter? You bet it does. If you don't believe 
me, ask employees at Southwest Airlines, General Electric or 
PepsiCo. Or, better yet, take a look at their bottom lines. ID 
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O CI Purple Majesty Ornamental 
Millet - large scale & dramatic! 

VIZDragon Wing 
Begonia - bigger & 
bolder than standard 
begonias! \ < 
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Landscaping 
With Color 

Poster 

O AngelMist Angelonia - heat-
loving, blooms all Summer! 

• Super Elfin® Impatiens - #1 
series, super showy all season! 

Low main tenance . . . 
fast f i l l - in.. . terrif ic curb 
appeal . Hundreds of 
var ie t ies m a k e lush, 
long-lasting landscapes. 
Call your grower to order 
or Ball for more info. 

6 3 0 2 3 1 - 3 6 0 0 
Fax: 6 3 0 2 3 1 - 3 6 0 5 
P a n A m S e e d . c o m 

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

© 2002 Ball Horticultural Company Printed in USA PAS03004 
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Ö d Panola^ Pansies - loaded 
with color Spring & Fall! 



TELEMARKETING 
TROUBLES 
The Phone 
The U.S. House of Representatives 

passed a new, national do-not-call 

list in near unanimous fashion, el-

evating this issue to a higher level 

and increasing the odds of this re-

striction on telemarketing efforts 

throughout the country. 

The proposal, which passed 418 

to seven, would allow the Federal 

Trade Commission to collect fees 

from telemarketers to fund the cre-

ation of a national registry that 

consumers could place themselves 

on so they don't receive any 

telemarketing calls. Initial esti-

mates say that the list will cost up 

to $16 million to create. Funding 

for this program will have to come 

through a House/Senate compro-

mise initiative that is still pending. 

STATE INCOMES, 
$ MILLIONS REGIONAL REPORT 

Green & 
Growing 
BOSTON - A recently concluded study by the New 

England Nursery Association shows the New 

England horticulture industry contributes 

$4 billion a year to the regional economy -

continuing its history of growth even 
$186 in a sagging economy. 

According to Jesse O'Brien, presi-
dent of the association, "Despite tough economic 
times, the industry is thriving. We are providing good 
jobs, paying good wages. Tax revenues from the green 
industry continue to rise, supporting state and local 
governments. As a whole, green industry income in New 
England has risen 10 percent over the past three years." 

New England green industry businesses employ more 
than 131,000 people in the region and estimate that there 
are at least another 36,000 more jobs - full time, part time and seasonal - that still need 
to be filled, O'Brien noted. 

Regionally, the horticulture industry pays an estimated $2.24 billion in wages, and 
generates approximately $4 billion in gross income, according to the survey. "That's a 
growth in income of 10 percent and a growth in wages of 33 percent since the most recent 
survey was done three years ago," O'Brien pointed out. 

"All in all," O'Brien said, "throughout New England, the environmental horticulture 
industry remains a strong contributor to the local economy, involving many long-time, 
family-owned businesses. Of the businesses surveyed, two-thirds of all firms saw their 

income increase since the previous survey, and those increases have averaged 
31 percent per firm." 

For specific findings in each state, visit www.nensyassn.org. 

BREAKING NEWS 

$949 

Home Depot Hits Big D 
L A N D S C A P E 

SUPPLY What started in Atlanta simply created more ques-

tions. Once the nation's second-largest retailer 

opened three Home Depot Landscape Supply stores targeting the 

professional landscape industry in northern Georgia, speculation ran 

rampant about the company's long-term plans. 

The company's recent announcement of its plans to open five stores 
in the Dallas/Fort Worth area this year confirmed the expectations. 
"The vitality and sophistication of the Dallas/Fort Worth market is 

what brought Home Depot to Texas in 1984," explained Todd Williams, 
president, Home Depot Landscape Supply (HDLS). "It would be hard to find a better 
place to showcase our new landscaping business." 

(continued on page 18) 
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Picture Perfect 
The perfect setting. You see it in 
your mind. You make it happen. 
Bobcat compact equipment — 
tough, dependable, agile — gives 
you the ability to change the face 
of the earth, one project at a time 

All-Wheel Steer Loaders Compact Track Loaders Mini Track Loader 

Call toll-free 1-866-823-7898 ext. 0179 
for a FREE Video Catalog and 2003 Buyer's Guide. 
Or visit our website www.bobcat.com/0179 

USE READER SERVICE #16 

One Tough Animal 

An ( I F Ï * Ingersoll-Rand business Bobcat Company • P.O. Box 6000 • West Fargo, ND 58078 
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(continued from page 16) 
In an exclusive interview with Lawn & 

Landscape magazine, Williams noted that the 
plans for Dallas were already underway last 
year before the Atlanta stores' performance 
could be evaluated, but he noted that those 
initial stores have reaffirmed the company's 
belief that it can grow by supplying profes-
sionals. "If you talk to the customers we're 
serving now, they feel that we're meeting 
their needs, whether that's providing prod-
uct delivery or making sure the product mix 
is there with paving materials, live goods, 
landscape supplies, etc./' Williams asserted. 

Williams is also excited about improving 
the model for this new business based on 
what they've learned in Atlanta. "Moving into 
Dallas gives us a chance to refine the concept," 
he noted. "As you present a new concept to 
customers you've never served, you hope you 
hit on all cylinders, but you know you're going 
to have to make some changes." 

Obviously, chief among these concerns 
is figuring out a business model that serves 

(continued on page 20) 

Turfgrass Producers I n t e r n a t i o n a l (TPI) announced the new officers 
for the organization. Elected officers serving one-year terms are: Stan Gardener, 
president; Ed Zuckerman, vice president; and Art Campbell, secretary-treasurer. 
Individuals named to three-year terms on the TPI board of trustees include George 
Brandt and Randy Graff. 

The Professional Grounds Management Society (PGMS) 
elected its new leaders: Milton Hallman, president; Todd Cochran, president-
elect; Chris Fay, vice president; Ellen Newell, treasurer. Newly elected to the 
PGMS Board of Directors was Donald Bottger. 

The G r e e n Indust ry Expo Board announced its slate of officers and di-
rectors for 2003. New officers are Ken Taylor, president; Tom Davis, vice presi-
dent; Gerald Grossi, secretary/treasurer. New directors are Roger Bras well, Jon 
Cundiff, Mike Dietrich, Steve Glover, Kevin O'Donnell and George Van Haasteren. 
The 2003 Green Industry Expo will be held in St. Louis, Mo. 

The Associated Landscape Contractors of America (ALCA) se 
lected John Allin, chief executive officer, Allin Cos., Erie, Pa., to serve as chair-
man of the ALCA Board of Governors through 2005. The Board oversees testing for 
Certified Landscape Professionals and Certified Landscape Technicians throughout 
the United States and Canada. 

Our fertilizer comes with a 
built-in insurance policy. 

UHS Signature Brand Fertilizers with UHS Signature Brand Fertilizers with 
Prospect" Plus not only provide quality 
nutrients, they also work to: 

• Help turf establish or withstand 
environmental stresses 

• Develop a more fibrous, extensive root system 

• Enhance early plant growth and vigor 

• Build greater shoot mass 

• Increase uptake of soil nutrients and moisture 

• Increase photosynthesis 

ft j y ^ t â v www.uhsonline.com 

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 
United States and several other countries. 

PROSPECT PLUS 
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Sort quicker, install faster, 
check easier. 

• 
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Sr. 

Install Confidence: Install Rain Bird® 1800™ Spray Heads 
now with Top Color-coded™ nozzles. 
Rain Bird U-Series and MPR Spray Head nozzles are now color-coded on the top to enhance 
your productivity. 

• Quickly identify radius and arc with Top Color-coded nozzles. 
• Top Color-coding makes it easy to verify proper nozzle installation, even when system 

is not operating. 

Now it's easier to sort, easier to organize, and easier to install with Top Color-coded nozzles, 
now distinctly Rain Bird. Install Confidence. Install Rain Bird. Color-coded VAN nozzles coming soon. 

Rain^BIRD 
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(continued from page 18) 
consumers and professionals equally well 
in these 5- to 7-acre facilities. "We've been 
able to make corrections to this concept," 
Williams explained, pointing particularly to 
improvements that help the stores serve con-
sumers and professional customers simulta-
neously. "A big concern we have for the 
trade is not alienating the landscape contrac-
tor by gearing too much toward the residen-
tial customers." 

But HDLS stores will continue to cater to 
both customer types. "These stores let us reach 
out to a consumer that was a challenge because 
of how our Home Depot stores were set up," 
Williams said. "Now we have reach and 
breadth. Serving both customers also lets the 
contractor see products displayed that they 
wouldn't normally see, and that lets them be as 
impulsive as consumers." 

Key to the company's sales efforts is its 
wide range of offerings, such as power equip-
ment along with nursery stock, fertilizers 
and irrigation supplies. "That gives us the 

(continued on page 22) 

Cashflow Quadrant 
by Robert T. Kiyosaki and 
Sharon L. Lechter 
If you went on vacation for a year, would 
your business still be running when you 
returned - or would it be running ragged? 

Robert Kiyosaki poses this question in 
Cashflow Quadrant, a book that differenti-
ates the "self-employed" and the "busi-
ness owner" and why entrepreneurs 
should strive for the latter to gain growth 
and independence in their organizations. 

The self-employed are company hat 
racks, wearing so many caps, playing so 
many roles, that the business depends on 
their daily intervention to exist. Business 
owners, on the other hand, implemented 
the systems and key personnel to allow 
them to step back and take that vacation. 

"Self-employed people have to keep work-
ing, because if they stop there is no business," 
defined Doug Hart, chief financial officer, Sig-
nature Landscape Services, Redmond, Wash. 
"The business owner starts developing a broad 
base of assets that will continue to pay income 
even though they are not actively involved in 
the day-to-day business." 

The 240-page book explains the impor-
tance of systems, delegation and planning in 
three parts - setting up systems, bringing 
out the best in a business and finding finan-
cial success. 

The book's principles are relevant, and its 
solutions lie in creating systems. 

"We have a goal that we want to grow and 
then be able to either step away from the busi-
ness or sell it in 10 years, and we can't do it as 
a self-employed, small business," Hart notes, 
adding that training and planning will redirect 
his company's path. - Kristen Hampshire 

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. 

For more information on becoming a Gravely dealer call 
1-800-472-8359 or visit www.gravely.com today. 

AN A R I E N S C O M P A N Y 
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Over 16 Stamped Curb Patterns and 
20 Residential and Commercial Molds 

Start your own business or 
add another profit center 
to your exisiting business 
with Tygor Curb Machinery. 

TYGAR 866-999-9506 
w h o o n c u r b i n g www.tygarmfg.com 
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Downtime Isn't. 

How much does downtime cost? $250 an 

hour or more of lost labor, sunk equipment 

costs and shop charges? Not to mention 

unhappy customers. "You get what you 

pay for", especially with commercial 

mowers. With Scag, you get the best 

commercial mower value for your money. 

Every Scag mower is designed and built to 

stay in the field, cutting grass and making 

money. Our materials and construction are 

the best available and routine service of 

Scag mowers is quick and easy. Long after 

lesser mowers are retired, Scag mowers are 

still making lawns beautiful and making 

money for you. 

If you are serious about commercial 

cutting, you need serious equipment like 

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

"Simply The Best". 

SCAG Power Equipment All Rights Reserved. A Division of Metalcraft of Mayville, Inc. 1000 Metalcraft Drive P.O.Box 152 Mayville. Wl 53050 www.scag.com 
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(continued from page 20) 
advantage of being the one-stop source so 
that when landscape contractors buy the 
product they need to deliver to their cus-
tomers they can also rent the tools they 
need/' Williams explained. "That adds a 
level of convenience that differentiates us in 
the market." 

On a tour of an HDLS facility in Duluth, 
Ga., last fall, a number of nursery 

Lynne Ktiauff 

Bobcat named M i k e 
Ryan the com-
pany's new president. 

James Reeve 
became chief execu-
tive officer at Chapel 
Valley Landscape Co. 
Also, Lawrence 
Conrad became re-
gional sales manager 
for the company's Virginia region. 

Steve Chicken will work out of 
Ipswitch, England, as the new manag-
ing director of European operations for 
Textron Golf, Turf & Specialty Products. 

At Ruppert Nurseries, Chris 
D a v i t t was promoted to president 
and chief operating officer. 

Tanaka hired Doug Hel lebuyck 
as regional sales manager. 

John Ossa was named Garden-
ers' Guild's new president. 

Lynne Knauff joined North 
American Green as marketing manager. 

At Eagle Point, Michael Lyons 
was named vice president of client rela-
tionships and will lead the company's 
effort to focus more on helping clients 
achieve success with technology. 

Steve Herbst was promoted to 
product manager for trimmers, power 
blowers and shredders at Echo. 

In several changes, Allmand promoted 
Sherr i Ellsworth to sales coordina-
tor, Doug Dahlgren to product 
manager, Tom M a r t i n to southwest 
district manager, Brad Allmand 
to northwest regional sales manager, 
Tom Castrop to northeast regional 
sales manager and S t e v e A l l m a n d 
to western regional sales manager. 

rewholesalers selling primarily to landscape 
contractors dismissed the new store as be-
ing too consumer oriented and too small to 
satisfy contractors' needs. Williams disputes 
those notions. "We're not all about holding 
product on behalf of the grower," he ex-
plained. "That's not a good way to get return 
on our investment. 

"Once a customer gets over the fact that 
we're not as big with physical space as some 

other places, we think they'll realize that 
doesn't mean we can't bring in the product 
they want and replenish it in our inventory 
the next day," he continued. "So, inventory 
turn is a big issue here. The more space you 
have, the greater the tendency is to fill it up. 
This business is about turning what you need 
when you need it and not having excess 
inventory when you don't need it." 

Clearly, Home Depot brings a proven in-

22 MARCH 2 0 0 3 



ventory management history to the business, 
and that's just one of the advantages Williams 
is counting on. "Our experience coupled with 
our buying power through 1,500 stores can 
really help us," he pointed out. "Add to that 
our ability to create an instant delivery infra-
structure that's in concert with our stores, and 
we have some other advantages." 

Williams wouldn't comment about fu-
ture growth plans for HDLS other than to 

MISSION STAT art im 
Lawn & Landscape magazine delivers superior total coverage of the continually evolving professional lawn and landscape 

contractor market, from in-depth business trends and technical research reports to market analysis and new product intro-

ductions. For more than 20 years. Lawn & Landscape has provided industry presidents, business owners and top-level 

managers the most up-to-date information needed to effectively run their businesses. 

say, "We have real high expectations on the 
performance, but we're refining the model 
before rolling out any more stores." 

He did say that Dallas was a logical expan-
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equipment. But it will deliver long-lasting prevention of crabgrass, Poa annua 
and several broadleaf weeds, including spurge and oxalis. All with an 
application window so wide, it even offers ^ 

, A , - # D i m AgroSciences 

early postemergent crabgrass control. m u 

N E V E R S T A I N S D l I T i e i l S I O n 
(Trademark of Dow AgroSciences LLC www.dowagro.com/tuif Specialty Herbicide 
1 800-255-3726 Alwavs read and follow label .directions. > tà'jJL'J ft •* 

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

Specialty Herbicide 

sion market for a number of reasons. "Dallas/ 
Fort Worth has been a great growth market 
over the past decade, and I don't think anyone 
thinks that is going to change," Williams 
explained. "Plus, there are similarities in the 
climate there with Atlanta, so we can lever-
age our vendors and our experience in this 
market without changing a whole lot." 

Despite its certain big plans, Williams 
pointed out that the company is focused on 
doing things properly instead of doing them 
rapidly. "The consumer business is about 
transactions," he noted. "With the trade, it's 
about relationships, so we have to prove 
ourselves to the landscape trade and start to 
create the relationship and cement it over 
time so they can rely on us. That takes a little 
bit of time, and we think we can buy that time 
with the flow of retail customers." 

In addition, while these stores already 
include some equipment sales and rentals in 
their mix, Williams pointed to that as an-
other area of business that takes time to 
master. "Anything is possible with equip-
ment, and that's an area we're going to assess 
as we go through this spring," he related. 
"Will our product mix in terms of the equip-
ment we sell change? Definitely. But I can't 
say how it will change." 

Servicing equipment is another possibil-
ity for HDLS stores, in good time. "Servicing 
equipment is something we'll consider get-
ting into when we know we can meet the 
customers' needs," Williams asserted. "The 
customer has an expectation that we have to 
meet, and we won't do anything unless we 
can meet that need." - Bob West 

CONSTRUCTION REPORT 
Housing Starts 
Continue Rising 
WASHINGTON - U.S. housing starts 
climbed again in January, rising 0.2 percent 
to their highest rate since mid-1986, the gov-
ernment said, as low mortgage rates helped 
fuel demand for new homes. 

Total permits to start housing construc-
tion, an indicator of builders' confidence 

(continuedon page 26) 
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FEEITH 
ATOTAL LINE OF SUPERIOR LANDSCAPER EQUIPMENT 

rf^ BAM MOWERS 
A S » Available with a 27 or 34 HP 
J ^ f c n L TURBO diesel engine, in 61" 

o r 72" cutting widths. 

GEAR & H Y D R O 
DRIVE WALKS 
Available with a 13 to 18 HP 
Kawasaki or Kohler engine, 
in 32" to 52" cutting widths 

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

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

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

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

® Husqvarna 

S P E E D . P O W E R H A N 
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HEDGE & POLE TRIMMERS 
Seven models available in blade 
lengths of 21.5", 24", 28.5", 30" 
and 39" with reaches up to 13' 
and articulating, adjustable 
cutting blades. 

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

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

A 
T R I M M E R S A N D EDGERS 
Seven pro models with powerful 1.2 
to 1.5 HP engines. Select models 

v | feature E-Tech® high-torque engines. 

m, A w l ^ 
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I N G . P E R F O R M A N C E 

Husqvarna leads the way as the 
Total Source Solution for outdoor 
power equipment. To see for yourself, 
locate the Husqvarna servicing retailer 
nearest you by calling l-800-HUSKY 62 
or visit www.husqvarna.com 
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(continued from page 23) 
in future business, fell 5.6 percent in Janu-
ary due to a drop in authorizations for 
multifamily homes, the Commerce Depart-
ment said. But single-family permits - the 
largest category of housing starts - rose to 
a new high. 

Housing starts edged up to a season-
ally adjusted annual rate of 1.850 million 
units January from a revised 1.847 million 
rate in December. Overall starts were at 

their highest since May 1986, while single-
family starts reached their highest rate 
since November 1978. 

Overall starts outpaced expectations of 
analysts polled by Reuters, who had fore-
cast a 1.771 million rate for the month. 

"The basic message is that builders con-
tinue on a roll. There's nothing like cheap 
money to stimulate housing," said Robert 
Dederick, economic consultant with North-
ern Trust Co., Chicago, 111. 

On the\j V J »- j 

www.willieslawncare.com 
www.treemasters.net 
www.vistatree.com 
www.bruceco.com 
www.mcstack.com 
www.llc-equipment.com 

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

I 

Willie's Lawn Care -
Tree Masters -
Vista Tree Service -
The Bruce Co. -
The McStack Co. -
Lehman Lawn Care -

Regionally in January, there was a 9.9 
percent rise in starts in the West and a 3.8 
percent rise in the South. The Midwest saw 
an 11.9 percent drop while the Northeast 
experienced a 16.7 percent decline. 

Overall permits fell to a seasonally ad-
justed annual rate of 1.781 million units, but 
in the single-family category they edged up 
to record 1.415 million rate. 

BUSINESS BASICS 
Links in Employee 
Development 
Bill Arman, vice president and regional man-
ager, ValleyCrest Cos., Calabasas, Calif., be-
lieves that when all employees know what 
their company stands for, they are better 
able to fulfill that vision. In his presentation 
at the 2003 Lawn & Landscape School of 
Management, Arman outlined five major con-
cepts that help create this collective mindset. 

1. Vision. When entrepreneurs first start 
businesses, they probably have a sense of 

(continued on page 28) 

MIDDLE GA FREIGHTLINER - ISUZU 

800-899-8696 
We Cater To Landscape Contractors Needs! 

ATTENTION LANDSCAPERS 
Take your company to the next level 

with our innovative super lawn truck system 

Financing and leasing packages available. 

Call today 
0% Financing Available 

2003 ISUZU NPR-HD DIESEL: Crew Cab, 
14' Dump Body, 48" Tool Box, Hitch, Tarp, 

auto., ac, am/fm cassette. 

2003 Isuzu npr diesel with 16 ft. 

enclosed van body, hand and power tool racks, 

fuel station, springloaded ramp. MUST GO! 

478-788-4601 
1-800-899-8696 

Middle GA. Freightliner-lsuzu 
Fax: 478-781-0966 

e-mail: chrisfountain@mindspring.com 

2003 ISUZU NPR: diesel, auto., ac, am/fm, 
16' LANDSCAPE BODY, Weed Eater Racks, Water 

Cooler Rack, Shovel Racks, Fold Down Side 

2002 NPR-EFI, V8, gas engine, 
16' landscape body, 

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

FREE 48 MO 
75000 mile extended warranty 

2 6 MI 13 
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You owe it to yourself. Experience real power and... 

Super LOW 
Promotion Prices 

At participating RedMax dealers 
E B 7 0 0 1 
• Exclusive operator air conditioning 
• Quiet running - 75 dB(A) 
• Most powerful backpack blower. Period. 

G 3 1 0 T S - 1 2 
• Low price, high quality 
• Powerful 30.1 cc engine 
• Choice of 12" or 14" bar 
• Light weight, high power 

B C Z 2 4 0 0 
• Second generation 

Strato-Charged™ Engine 
• Fewer moving parts 
• High reliability & durability 
• High power & torque 
• Low emissions without a 

catalytic converter 

G 6 2 1 A V S - 2 0 
• 62 cc engine, 

our most powerful 
• Rugged & durable 
• Long bars 

available 

B C 4 4 0 1 D W 
• Most powerful trimmer 

engine on the market 
• 6" tap & go head 
• Positive control grips 

E B Z 4 8 0 0 
• Strato-Charged™ clean air engine 
• Uses less fuel than competitive brands 
• Quiet running - 65dB(A) 

B C 3 4 0 1 D L 
• Powerful engine 
• 6" tap & go head 
• Comfortable 

handling 

N E W C V 2 2 5 
• Compact, lightweight 
• Rugged 2 cycle engine 
• Great for small 

spaces 

H B Z 2 5 0 0 
• Strato-Charged™ Engine 
• Powerful & quiet 
• Low emissions without a 

catalytic converter 

B C Z 2 5 0 0 S 
• Strato-Charged™ Engine 
• Uses less fuel than 

competitive brands 
• High power & torque 
• Low emissions without 

a catalytic converter 

K o m a t s u Z e n o a h A m e r i c a , I n c . 
4344 Shackleford Road, Suite 500 • Norcross, GA 30093 

800-291-8251, ext.213 • Fax: 770-381-5150 
w w w . r e d m a x . c o m 
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A CUT ABOVE 
For the finest brush cutters, 

point cut pruners, pole pruners and 
replacement poles, you can't beat 
P-F technology. 
Pruner blades are made of tough 

forged alloy tool steel, 
heat-treated for 

exceptionally long life. 
Both blades cut -
for easier operation 

and to avoid unneces-
sary damage to bark 

and cambium 
while promoting 
quick healing. 
Pruner poles 

have snug-fitting, 
locking sleeves 

that won't snag 
leaves or branches. 

P-F tools: a cut 
above the rest. 
Get our catalog. 
Call 508-835-3766. 

R g ) PORTER-FERGUSON 
PO Box 158, Worcester, MAUSA01613 

A division of Lowell Corporation 

NOTE: Every 
month, 
industry 
consultant 
Jack 
Mattingly 
will offer 
suggestions 
on key tasks 
for 
contractors 
to focus on. 
Here are his 
March 
thoughts. 

Contractors in the Midwest and North only have a short time before spring 
clean-ups commence. And those in the Sun Belt might actually be experienc-
ing an increase in workload as the snowbirds vacation in the winter. With time 
running out, contractors need to make sure they are well organized and pre-
pared for spring. Here are some areas to consider this month: 

Involve your employees when compiling this year's financial budget. Ask 
supervisors to give their best "guesstimate" as to how much labor and materi-
als they will require in upcoming months. Also, obtain their input relative to 
vehicles, equipment, tools, etc. By involving them in the budgeting process, 
you will achieve buy-in, which will make it easier when you hold them ac-
countable to the budgets. If this is your first attempt at budgeting, don't panic. 
Budgeting is an "art" and the more you do it, the better you become. 

Solicit qualified referrals from your existing clients. Supervisors and man-
agers should call each client or, preferably, stop by and see him or her. The 

call might go something like this: "We are planning for the spring and have a couple 
of openings for one of our crews. Would you know of anyone who would be inter-
ested in our services?" Your objective is to increase your business and sign new 
agreements before spring. Further, track your efforts via a chart on the wall listing all 
your clients, the company contact for each client, and results and comments along 
with the dates of these occurrences. This will hold managers accountable. 
l^T Aggressively seek improvements. Think efficiency and lower costs. Solicit ideas 
from your employees. Develop a simple form that enables them to give their opinion 
in two areas: 1. "List the things we did well last year," and 2. "Provide suggestions 
on how we can improve our efficiencies and lower our costs." You will be pleasantly 
surprised at the feedback you receive. Also, don't require a signature. It should re-
main anonymous for best results. Then, gather your key people and share all the in-
formation. As a group, determine the action you want to take. Assign a person to be 
responsible for each improvement implementation and determine a completion date. 
Again, hold the person accountable. 

Continue shop duties during this time of year. Are you going through all equip-
ment and ensuring it is ready to go? Filters, oil, bearings, spindles, grease fittings, 
blades, equipment numbers, cleaning, painting, etc.? You should be able to go into 
your shop today and see the pieces that have been refurbished and ready to go, lined 
up or hung neatly on the wall. Determine what is left to do and assign people to 
complete those tasks. Break it down in small bites such as "complete maintenance 
on all 61-inch walk-behind mowers by X date." 
l^T Plan ahead and be prepared. In this economy you need to become the low-cost pro-
ducer. Operation efficiency is critical. Remember, the competition will not go away. 

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

(continued from page 26) 
where they want to guide their companies 
through the years. Presenting this vision to 
employees during training and orientation 
helps ensure the goals outlined become re-
alities. "A company vision gives a clear 
sense of what the ultimate goal looks and 
feels like and serves as an inspirational ideal, 
giving employees something to aspire to," 
according to Arman. For example, a vision 

statement could read, "Our company will be 
a recognized leader in client satisfaction, 
committed to working as our clients' prob-
lem-solver and trusted partner." Thought a 
painstaking and time consuming process, 
creating a vision statement aligns all em-
ployees' goals. 

2. Mission. Unlike a vision, a company's 
mission statement should be revisited every-
day to give employees a clear understanding 
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of what day-to-day operations should ac-
complish. "Our company's mission is to 
handle every landscape we care for with 
accuracy and artistry, and approach all of 
our clients with a willingness to listen and 
help," Arman noted. A mission statement 
can strengthen crewmembers' pride in their 
company. Each time they greet the owner of 
the property or put the finishing touches on 
a mulch bed, they can directly relate their 
position with the purpose of the company. 

3. Values. Knowing the company's val-
ues is one more link in the chain of develop-
ing strong employees, and Arman suggested 
that having four or five guiding principles is 
a good foundation. From honesty and integ-
rity to creativity and the willingness to learn 
and perfect new skills, values form a com-
pany culture and can create common bonds 
between employees and employers, as well 
as illustrate to clients what is important 
within the organization. 

4. Behaviors. Creating a company culture 
that advocates positive, consistent reinforce-
ment teaches all employees to conduct them-
selves in a manner conducive to moving the 
company toward its vision. Arman illus-
trated that having a properly organized chain 
of command is important in making sure 
everyone understands the behaviors ex-
pected in the company. But negatively rein-
forcing employees who aren't performing 
as expected is less than effective. Giving 
positive feedback when earned and sug-
gesting areas of improvement when neces-
sary changes employee behavior faster and 
more effectively and keeps morale up. 

5. Results. For employee development, re-
sults come in many different forms. 

Beginning with a vision statement and 
mission statement, companies can measure 
success by determining how well their goals 
are being met and employees have an outline 
for what the company expects overall. Com-
municating values and behaviors to employ-
ees, along with detailed job descriptions en-
sure that everyone in the company knows 
their part in the total success of the organiza-
tion. Also, Arman suggested using traning 
session as opportunities to link employees' 
individual responsibilities with the 
organization's ultimate goals. 

With everyone interested in moving in 
the right direction - and knowing what that 
direction is - personal and professional suc-
cess is guaranteed. - Lauren Spiers QJ 

MARCH 10 New York State Turfgrass Association Western Regional 
Conference, Buffalo, N.Y. Contact 518/783-1229. 
MARCH 10-11 Illinois Landscape Contractors Association's Foreman 
ship Training and Spring Seminars, Rockford, 111. Contact: 630/472-2851 
or www.ilca.net. 
MARCH 12-13 16th Turf & Irrigation Conference, Milwaukee, Wise 
Contact: 262/786-3301. 
MARCH 12-13 Landscape Industry Show 2003, Long Beach, Calif. 
Contact: 800/448-2522 or www.clca.org. 
MARCH 13-16 ALCA Student Career Days, Raymond, Miss. Contact: 
800/395-2522 or www.alca.org. 
MARCH 17-20 6th Annual New England Regional Turfgrass Confer-
ence & Show, Providence, R.I. Contact: 401/848-0004 or 
www. Turf Show. com. 
MARCH 19 Snow & Ice Solutions: One-day business seminar at 
Rutgers University, New Brunswick, N.J. Contact: 732/932-8451 or 
http: //ce1766. rutgers. edu/. 
MARCH 2 5 Practical Pruning: A Workshop for Arborists, Davis, Calif. 
Contact: 800/752-0881 or www.extension.ucdavis.edu/agriculture. 
APRIL 3 New York State Turfgrass Association's Adrinodack Regional 
Conference, Lake Placid, N.Y. Contact: 518/783-1229. 
JUNE 12-14 Snow & Ice Symposium, Buffalo, N.Y. Contact: 
814/835-3577 or www.sima.org. 
JUNE 17 New York State Turfgrass Association Cornell University Field 
Day, Ithaca, N.Y. Contact: 518/783-1229. 
JULY 15-20 American Nursery & Landscape Association Convention 
& Executive Learning Retreat, Boston, Mass. Contact: 202/789-2900 
or www.anla.org. 
JULY 1 6 - 1 8 Lawn & Landscape's Sales & Marketing Bonanza, 
Cincinnati, Ohio. Contact: 800/456-0707. 
JULY 2 9 2003 Midwest Regional Turf Field Day West Lafayette, Ind. 
Contact: 765/494-8039 or www.mrtf.org. 
JULY 31 -AUG. 2 SNA 2003 - The World's Showcase of Horticulture, 
Atlanta, Ga. Contact: 770/953-3311 or www.sna.org. 
A U G . 6 Illinois Landscape Contractors Association's Annual Outdoor 
Summer Field Day, Ball Seed, N.H. Contact: 630/472-2851 or www.ilca.net. 
AUG. 8 - 1 0 ALCA Productivity Symposium, Atlanta, Ga. Contact: 800/ 
395-2522 or www.alca.org. 
A U G . 13 Wisconsin Nursery Association Summer Field Day, Manitowoc, 
Wis. Contact: 414/529-4705. 
AUG. 15-17 Texas Nursery/Landscape Expo, Dallas, Texas. Contact: 
800/880-0343 or www.txnla.org. 
SEPT. 7-11 51st Annual Florida Turfgrass Conference and Show, 
Tampa, Fla. Contact: 800/882-6721 or www.ftga.org. 
OCT. 3 - 4 Middle Tennessee Nursery Association Trade Show, 
McMinnville, Tenn. Contact: 931/668-7322 or www.mtna.com. 
OCT. 8 - 9 Southern California Turfgrass Council Turfgrass, Landscape 
and Equipment Expo, Pomona, Calif. Contact: 800/500-7282 or 
www. turf council, org. 
OCT. 1 7 - 2 0 International Lawn, Garden & Power Equipment 
Exposition (OPEI), Louisville, Ky. Contact: 800/558-8767 or 
www. expo. mow. org. 
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The State 
of Affairs 

Tom Delaney 

Trade associations serve a number of purposes. They 

help members buy products at discounted rates. They 

provide various educational opportunities. They put 

industry professionals in touch with their peers. 

The best, and often the most valuable, associations 
also enable small businesses spread all over the country 
to speak with one loud voice where it often matters most 
- Washington, D.C., and anywhere else laws are made. 

The landscape industry has struggled in the past to 
find its voice, but the Professional Lawn Care Associa-
tion of America (PLCAA) hopes it can change this. On 
Jan. 1, PLCAA announced the hiring of Gary Clayton as 
its new executive director, a move that enabled Tom 
Delaney to return to his former role, vice president of 
government affairs. 

Delaney held the top spot at PLCAA for the last four 
years, but he's excited to focus on legislation at a time 
when he says legislative issues are becoming more 
local. "I don't see any new federal issues that concern 
us right now," he observed. "The key area to worry 
about is the states." 

And there are a number of key issues Delaney has 
his eyes on. 

Water quality - "We have to watch what's going to 
happen on water issues," he emphasized. "Fertilizer run-
off, non-point source pollution, quantity and quality of 

water is going to be something for us to 
watch." 

Fertilizer - "Several states are looking 
at fertilizer preemption since we don't have 
federal legislation for it like we do with 
other pesticide products," explained 
Delaney, noting that many states focused 
on fertilizers after the Minnesota ban on 
phosphorous went into place last year. 

Neighborhood notification - "We're go-
ing to have to watch for mimicking of [the 
prenotification law] passed in New York." 

Pesticide restrictions - "I'm also con-
cerned about what's going on in Canada 
because we've got some U.S. environmen-
talists working up there," Delaney noted. 

The author is Editor/Publisher for Lawn & Landscape 
magazine, and he can be reached via email at 
bwest@laumandlandscape.com. 

"So we'll probably have to deal with the same issues of 
having aesthetic and cosmetic thrown in our face, which 
means we'll have to do a better job of talking about the 
benefits of the services we provide ahead of time." 

Telemarketing - "We need to watch that to see how 
much further that issue will go since [legislators] are 
talking about a national do-not-call list." 

Overall, Delaney knows about the lawn care industry's 
chief battle. "My primary concern is that the majority of 
our customers and potential customers want to have 
their lawns taken care of by a professional," he main-
tained. "There could be some erosion in people's inter-
est in lawns and people could feel that they aren't pro-
environment if they hire a lawn care company. 

But good warriors learn to avoid fights they can't 
win. "There's no way to reverse how the industry feels 
about pesticides," Delaney suggested. "These products 
have their image, although we can buffer that some-
what. We need to concentrate on the value of a well-
maintained landscape. Trying to make people think 
pesticides are good is too much of an uphill battle." 

The industry can win more battles by enrolling more 
soldiers from the ranks of lawn care professionals. "So, 
one way lawn care companies can help is to train and 
be more self regulating so that their employees under-
stand the scenarios they may encounter and they're 
prepared to handle them," he continued. "Then, we 
need to have a good network of industry people who 
are willing to go the extra mile to testify, track these 
issues and talk to regulatory people." 

PLCAA has gotten more people involved in legisla-
tive issues through its annual Day on the Hill event in 
Washington, D.C., and that event has spawned similar 
events in Pennsylvania, Massachusetts and New Jer-
sey. Delaney would like to see more such state-oriented 
events developed. "Too many legislators don't know 
what the effect of this legislation might be on their 
constituents' businesses, and we have to tell them," he 
pointed out. "We need to make these elected officials 
aware of us and our businesses." - Bob West ID 
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Your next skid steer 
Might not be a skid steer 

Now there's a better alternative to 

ordinary skid steer loaders - ASV 

Posi-Track™ All Surface Loaders. 

The entire line of ASV machines 

is designed to work productively in 

a wider range of jobs and conditions 

than ordinary skid steer loaders, 

giving you an outstanding competi-

tive advantage. Each model features 

an advanced rubber track undercar-

riage with suspension that dramati-

cally improves traction, operator 

comfort and overall productivity. 

ASV's proprietary rubber tracks are 

the most durable and time-proven 

available - they're the only rubber 

tracks backed by the industry's best 

warranty. 

ASV machines also give you a 

longer track/wheel-base for more 

R-Series Posi-Track RC-30 RC-50 RC-100 
Power, Gross (hp): 31.5 50 99.5 

Operating Capacity* (lb): 800 1,500 3,800 
Ground Pressure (psi): 2.5 2.7 3.5 

Travel Speed, max. (mph): 6 8 10 

stability, higher ground clearance 

for better maneuverability and lower 

ground pressure for working on soft 

or sensitive surfaces. 

To learn more, see the full line of 

Posi-Track™ equipment at your 

local ASV Dealers. Find your 

nearest ASV dealer or get more info 

about the R-Series at w w w . a s v i . c o m . 

Work Hard. 
Tread Light. 

ASV Inc. 
840 Lily Lane 

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

*50% Tipping Load 
A5V is an affiliate of Caterpillar Inc. 
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AWARD WINNERS 

Florida Plants 
of the Year 

Florida is known for sunshine, citrus and foliage. In 

fact, the state's environmental horticulture industry 

brings in an estimated $9.9 billion in sales annually 

In an ongoing effort to encourage the use and production 
of Florida-grown plants, the Florida Nurserymen & Growers 
Association (FNGA) selects and promotes a group of top 
performers as its Plants of the Year. 

The 2003 class includes: Stokes' Aster, Sandpaper Vine, 
Evergreen Paspalum, Yesterday-today-and-tomorrow, 
Beautyberry, Little Gem Magnolia and Schefflera Luseane. 
Here is more on each selection. 

STOKES' ASTER. A butterfly magnet, Stokesia laevis fea-
tures 2- to 4-inch flowers in deep blue to lavender to white 
on stalks that reach 16 to 24 inches high. 

Stokes' Aster can be used in mixed borders or massed in 
perennial beds in full sun or light shade. The plant is hardy in 

Stokes' Aster 

(upper right\ 

attracts 

butterflies to its 

flowers in hues 

from blue to 

lavender. 

Sandpaper Vine 

(left) is a 

climber that 

may grow up to 

35 feet tall. 

Photo: Florida 

Nurserymen 

& Growers 

Association 

* A / 

U.S. Department of Agriculture 
Zones six to nine. 

SANDPAPER VINE. Petrea 
volubis is a flowering vine that 
is hardy in USDA Zones nine 
to 11. Its mature height is 35 
feet, but it may be maintained 
at 10 to 15 feet tall and wide. 

With large, coarse-textured 
leaves and amethyst flowers 
from late winter through sum-
mer, this climber likes full sun. 

EVERGREEN PASPALUM. This ornamental grass can he 
used in the landscape as an accent, a tall ground cover or in 
mass plantings. For best results in massing, plant 4 feet apart. 

Growing 3 to 4 feet tall and wide, this dark green bunch 
grass has broad blades when irrigated and roll up when dry. 
Paspalum quadrifarium is hardy in USDA Zones seven to 10. 

YESTERDAY-TODAY-AND-TOMORROW. Brunfelsia 
grandiflora bears masses of large, flat flowers that open 
purplish-blue and fade to light blue, then white. This dra-
matic shrub can be used as a specimen plant or color accent. 

Hardy in USDA Zones eight to 10 and growing 5 to 8 feet 
tall and wide, this evergreen shrub has slightly glossy leaves 
and it flowers continually through summer. 

BEAUTYBERRY. This native deciduous shrub, Callicarpa 
americana, grows 4 to 7 feet tall and wide and is hardy in USDA 
Zones seven to 10. The small pink flowers attract butterflies 
and are eventually replaced by clusters of magenta fruits. 

Ideal as an accent or in mass, this plant thrives in shade, 
but it flowers and fruits abundantly in more sun. 

LITTLE GEM MAGNOLIA. Magnolia grandiflora 'Little 
Gem' is an evergreen tree ideal for use as a compact specimen. 
Hardy in USDA Zones seven to nine, the tree's mature height 
is 30 to 40 feet and spread is 10 to 15 feet. 

Dark green leaves with bronze coloring on undersides are 
smaller than a standard Magnolia's. Fragrant white blooms 6 to 
8 inches across appear in spring and sporadically in summer. 

SCHEFFLERA 'LUSEANE.' Scheffleraarboricola'Luseane' is 
hardy in USDA Zones nine to 11. The shrub usually grows 2 
to 3 feet tall and wide and can be used in a container or as a 
ground cover. 

Tiny leaves, dense foliage and medium light tolerance 
makes this a valuable item for shaping and training. 
-AUCybulski (D 

The author is Contributing Editor of Lawn & Landscape maga-
zine and can be reached at acybulski@lawnandlandscape.com. 
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This Is The Year! 
Win more bids with photorealistic presentations for your customers 
Up-sell with impressive night lighting views and hardscapes. 
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PLAN IT! 
Eliminate hours at the draw-
ing board with the easiest 
and most comprehensive 
CAD tools in the industry! 

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

SELL IT! 

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

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

PRO 
Landscape 
The Standard Design Software For Landscape Professionals | 

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

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

NEW VERSION 9 
EASY TO LEARN, EASY TO USE 
• Video tutorials and free technical support 
CUSTOMIZABLE IMAGE LIBRARY 
• Add your own images to the 3500 included 
CAD OUTPUT VERSATILITY 
• Choose from hand-drawn, pastel, watercolor, or 

photo symbols 
LINKS TO LEADING SOFTWARE 
• Horticopia", AutoCAD', QuickBooks , and Clip' 
60-day m o n e y - b a c k g u a r a n t e e ! 

6 2003 Orafa Software. Ine AH nghts reserved PRO lindscape is a trademark and Draft* il a regrtered frademart of Orafa Software Ine regtfared m USA and oftw courtrm 

What Are You Waiting For? 
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A mountain and 

ocean view pro-

vides a cozy spot 

for the home-

owner to relax 

and enjoy the 

environment. 

Plants installed 

on the walkway 

to the top of the 

slope vary based 

on the altitude. 

Photo: Schnetz 

Landscape 

As with some residences in the San Diego area, the 

Buck residence features a steep slope in the back 

yard that the client wanted to utilize. The design 

objectives were to produce a landscape that had the 

feel of a high mountain area, and to create a transi-

tion from the tropical look of the pool area's existing 

plant material. In addition, the client wanted to 

enjoy the outdoor space, so we planned an area at the 

top of the garden for her to admire the view. 

ROCKY PLANNING. The initial plan was to cut 
into the slope and retain the resulting banking with 
dry-stack quarry rock. Timber steps would be set 
into the slope so the client could climb the corners 
and cross the slope. 

On the eastern side of the slope, the plan called 
for a water feature that consisted of a bog garden at 
the top and a 1,000-gallon pond at the bottom con-
nected by 4-inch cast-iron pipe. This pipe was to leak 
at strategic points to create a wet area for water-

loving plants. 
The challenge design-

ers confronted with this 
plan was the quantity of 
rock necessary to cut and 
fill the pathway. They 
had to determine 

btes 
PROJECT: Buck Residence 

LANDSCAPE COMPANY: Schnetz Landscape 
DESIGNERS: Bill Schnetz, Nick Armitage and Pat Roop 
PROPERTY SIZE: 20,000 square feet 
MAN-HOURS: 3,200 

PLANTS INSTALLED: Varieties listed in story 
AWARDS: CLCA President's Award 

whether hauling an estimated 120 to 160 tons of rock 
would be cost effective. 

As the project began with the removal of existing 
plant material, the designers researched and re-
viewed various means of moving the rock up he 
slope. After much soul searching, they modified the 
design idea. The new plan called for a wooden deck 
walkway, eliminating excess soil and excavation. 
This cut the amount of rock needed in half. 

CLIMBING THE GARDEN. Garden construction 
began with building the retaining walls for the plant-
ers. Sixty tons of rock had to be moved by hand to the 
rear slope from the frontyard drop-off point. 

The water feature on the east side was also fine-
tuned from its original concept. Cast-iron pipe was 
brought to different points of the raised bed, where 
small, individual water features were built. This al-
lowed us to contain the water and create micro-envi-
ronments for water plants. 

Ascending the walkway, plant material reflects the 
altitude gain. The palate changes from tropical plants 
to Rhaphiolepis indica, Ceratostigma plumbaginoides, 
Meidland roses, Ceanothus and Prunus. 

At the highest altitude, Cedrus Deodora and 
Pinus thunbergii dominate, with Vinca 
major as the ground cover. More roses add 
color and scent. Rumohra adiantiformis 
grow in the shady areas under the deck. 

The slope garden and pool gardens 
finally were tied together with a natural, 
stone patio and fire pit constructed match 
the dry-stack walls. The original stucco 
walls were veneered with the same flag-
stone, and a stone staircase connects the 
wall to the wooden walkway. 

The landscape caters to the property's 
spectacular views and the client regularly 
walks to the top to have her coffee in the 
morning. - Nick Armitage ID 

The author is the construction supervisor at 
Schnetz Landscape, Escondido, Calif., and can 
be reached at 760/591-3453. 
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Looks like an ordinary rotor. 
Feels like an ordinary rotor. 
Must be an ordinary rotor. 

I n t r o d u c i n g t h e n e w T o r o S u p e r 8 0 0 R o t o r . Looks can be deceiving. 

And in this case, its never been more true. That's because the Super 8 0 0 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 9 0 ° to 360°, it 

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

automatically resets if vandalized. Now thats more than meets the eye. 

For more information, contact your Toro distributor or visit us at toro.com. 

r 

TORO Count on it. 
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TREE PLANTING 

The 10 
Commandments 

Trees evoke all kinds of images - Arbor Day, Earth Day, the 

coming of spring. 

But before dreaming about the cool, summer spots blos-
soming shade trees provide, contractors must ensure healthy 
starts by following 10 planting fundamentals. 

1. Locate logically - Trees need room to develop root systems 
underground and branches above ground. Don't plant trees 
that will grow too large in small areas. Also, avoid planting 
under power or telephone lines or too close to buildings. 

Site suitability determines which trees to plant. The 
designated site may be in the lawn, near a patio, along a 
street or sidewalk, in a garden, in sun or in a shaded spot. 
Soils may be clay, sandy, saline, compacted, wet or dry. 
Whatever the situation, contractors need to determine if the 
spot is suitable for growing a healthy tree. 

Consider planting for energy 
conservation. Deciduous trees shade 
the west, south and east sides of the 
home in summer and evergreen trees 
provide winter windbreaks along 
the west and north edges of lots. 

2. Choose carefully - Clients may 
want trees for privacy, increased property values, wind-
breaks, shade, sound barriers, fall color, flowers, fruit or 
bird habitats. Combine this information with knowledge 
about the site to choose effective species. 

Also consider that fast-growing trees often are weak and 
subject to storm damage. Think about the mature size and 
shape of trees and learn whether their roots might invade 
sewer lines or lift and crack sidewalks. Avoid planting trees 
that are likely to harbor insects or diseases. 

3. Dig diligently but cautiously - Before digging, contact a 
utility company to mark the location of any underground 
lines. Contractors can be liable for damage done to such lines. 

To prepare the site, mark a circle or square at least three 
times the diameter of the tree's rootball. Excavate the area. In 
clay soil, dig to a depth of 2 to 4 inches shallower than the 
height of the rootball. In sandy soil, dig to a depth equal to the 
rootball. Leave the bottom of the hole firm and undisturbed. 

Add 25 percent by volume of a coarse organic amend-
ment, such as sphagnum peat, compost or aged manure to 
the excavated soil. Mix it well with the excavated soil - this 
becomes backfill. 

Don't plant trees that 

will grow t oo l a rge in 

small areas. 

4. Plant properly - Try to plant trees when the weather is 
cool, cloudy and humid, but not windy. If you can't plant 
right away, keep the tree in a cool, shady, protected spot and 
keep the roots moist. Soaking bare root trees and shrubs in 
a bucket of water overnight before planting helps. 

Remove plastic or metal containers from the rootball. 
Place the tree upright in the center of the planting hole. If the 
tree is in a fiber pot, tear off the sides. If the roots of a 
containerized tree are potbound, tease out some of the roots 
and shallowly slit the rootball's sides with a knife. 

For balled-and-burlapped trees, cut any rope tied around 
the trunk and pull the burlap away. Cut any reinforcement 
wire, removing as much as possible, but be sure the rootball 
stays intact. 

Backfill the hole; continue until roots are covered and 
most of the backfill is used. Don't tamp the soil afterward. 

5. Fertilize frugally - Don't put fertilizer into the planting 
hole; it may cause root injury. In spring, fertilize young 
trees lightly. 

6. Water well - Water the soil at relatively low pressure 
and let the water settle the soil. If the soil settles below grade, 
add more backfill. When finished, the planting area should 
be well soaked and moist backfill should barely cover the 
top of the rootball. Watering frequency depends on the soil, 
not the calendar. Dig with a trowel on the edge of the 
planting area. Soil that feels moist and holds together when 
squeezed doesn't need water. Overwatering drives air from 
the soil, causing root suffocation while frequent, light wa-
tering promotes shallow root development. In addition, 
mulching will reduce watering frequency. 

Send trees into winter with a good supply of moisture by 
watering them thoroughly in fall. Water during extended 
warm, dry winter periods to prevent drought damage to 
roots, particularly for trees planted the previous year. 

7. Prune prudently - A newly planted tree needs only 
minimal pruning. Prune out only dead, diseased or injured 
branches. (Do not use pruning compounds on cuts.) Re-
search shows that transplanted trees establish quicker when 
as much foliage as possible remains. 

8. Stake sensible - Trees can be staked too tightly or for too 
long. Don't stake small trees or those not in the wind's path. 
Rigid staking is actually counterproductive - research shows 
trees don't develop normally if they are not allowed any sway. 

9. Mulch meaningfully - A forest tree provides its own mulch 
with several inches of leaves on the ground. Imitate this by 
mulching the planting area with 3 to 4 inches of wood chips, 
chunk bark, straw, pine needles or shredded leaves. 

10. Wrap in winter - Use wraps on deciduous tree trucks 
around Thanksgiving time; remove the wraps around Eas-
ter. Do this for the first two to three seasons to protect youn 
trees from winter sunscald. - Robert Cox 

The author is extension agent, horticulture, Colorado State Uni-
versity Cooperative Extension, Denver, Colo. 
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Your job will never be easy. But the equipment you use can 
make all the difference in helping you get it done quickly... 
smoothly...comfortably. Yazoo/Kees offers the features and 
support you need at a price that can't be beat. With a range 
of heavy-duty deck and engine horsepower options, zero 
turning radius, built-in comfort, and much more, at least 
choosing a mower is easy. Yazoo/Kees. No problem! 

Contact your local YAZOO/KEES dealer 
or call 1-877-363-TURF 

www.yazookees.com 
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System Set-Up 
Though most landscape contractors are getting geared up 

for busy spring work, taking one last look at all systems 

might he a wise step, particularly when it comes to sched-

uling holiday lighting work. 
Most landscape contractors who peform this service 

tend to rush through the task, getting set-ups and take-
downs done just in the nick of time. But the key to complet-
ing jobs efficiently is scheduling them as far in advance as 
possible - yes, even in spring for fall scheduling. 

Drew Quinio, operations manager, Plantscape, Pitts-
burgh, Pa., shared some scheduling logistics. 

First, before scheduling begins, Quinio appoints one 
full-time leader to be in charge. This "Christmas coordina-
tor" is responsible for all paperwork, phone calls, schedul-
ing, vehicles and staff. Once a job is sold, the coordinator 
assigns it an order number and record on the scheduling 
form, which also holds key data, like the client's name, 
address, phone, primary client contact and salesperson. 

After grouping jobs together to minimize travel time, 
the coordinator can decide on the total number of crews 
and crew sizes needed each day. This information is printed 
on the form, leaving room for comments or special notes. 

Salespeople log their chosen installation date and pro-
jected man-hours for each job on a large, centrally located 
wall calendar. The coordinator can record these on the 
scheduling form and create a tentative schedule. Sales-
people should aim to sell jobs as "week of" instead of a 
specific date for scheduling flexibility and then clearly 
note the job entries on the form as "firm" or "week of." 

The coordinator can keep a subtotal of daily man-hours 
and immediately close the days that have reached their 
assigned limit. Then, he or she will make necessary adjust-
ments to formulate a final weekly schedule. 

Once a weekly "final" schedule is developed, post it in 
a central location, like the wall calendar. Distribute copies 
to all key people involved, such as sales, managers, design 
crews and warehouse staff. - Ali Cybulski [JJ 

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

On Paper highlights contractors' business forms. To view additional such 
documents, visit the Business Tools section at www.lawnandlandscape.com. 
If you have a form you think contractors would benefit from, contact Nicole 
Wisniewski at nwisniewski@lawn attdlandscape.com or 800/456-0707. 

SCHEDULING HOLIDAY CREWS 

CLIENT NAME:_ 

ADDRESS: 

PHONE: 

CLIENT CONTACT: 

DATE TO BE INSTALLED: 

PROJECTED MAN-HOURS: 

TOTAL ACTUAL MAN-HOURS:. 

CREW LEADER: 

SALESPERSON: 

ORDER NUMBER: 

CREW: 

1. 
2. 
3 . 

4 . 
5 . 

6 . 

7 . 

8 . 
9 . 

10. 

FOLLOW-UPS 

COMMENTS 

DATE: 

COMPLETE MAN-HOURS: 

SIGNED: 
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1, 

3 STRAIGHT YEARS, CAR AND DRIVER'S "BEST PICKUR" 
As the saying goes, it doesn't get any better than 
this. Chevy- Silverado* has won CAR AND DRIVER'S 
"Best Pickup" award for three straight years. In fact, 
Chevy is the only brand of pickup to ever win the 
title. Period. So what does it take to be the best? 

TOUGH TECHNOLOGY. 
Silverado technology is tough technology, 

designed to bring you a more dependable, longer-
lasting truck. That's why Silverado was the first 
full-size pickup ever built with a hydroformed steel 
front frame* - an innovation that makes our frame 
exceptionally tough, strong and durable. 

And now, specific Silverado models are 
available with QUADRASTEER four-wheel steering; 
making Silverado with QUADRASTEER the most 
maneuverable full-size pickup you can get.'* At 
highway speeds, the front and rear wheels turn in 
the same direction for added stability when passing 
or changing lanes while trailering. 

LEGENDARY POWER. 
The broad and powerful lineup of engines available 

in a Silverado is something CAR AND DRIVER always 
applauds, and who are we to argue? Silverado has six 
legendary Vortec* gas engines to choose from. The Vortec 
8100 Big Block V8" cranks out a full 340 horses while 
the mighty Duramax - Diesel generates 300 horses and 
520 Ib.-ft. of torque to handle the biggest jobs. 

BROAD RANGE OF MODELS. 
Silverado isn't just one truck. It's a whole lineup of 

trucks that are precision-engineered and built to our 
high quality standards. Whether your Silverado is 
light-duty, heavy-duty, long box, short box, regular cab, 
extended cab, crew cab, two-wheel drive or 4x4, it can 
help you get the job done, and get it done right. 

As CAR AND DRIVER'S Best Pickup for 2001, 2002 
and 2003, we didn't just set the benchmark. We built 
the bench. Silverado. The Truck. From Chevy. The most 
dependable, longest-lasting trucks on the road.*** 

SILVERADO LIKE A ROCK 
877-THE TRUCK or chevy.com/silverado 'Excludes other GM vehicles, tAvailable only on specially equipped 1500 Ext. Cab Short Box 

and 1500HD models. Call or go online for details. "Based on turning diameter. Excludes other GM vehicles, ttAvailable only on 2500HD and 
3500 models. "'Dependability based on longevity: 1981-July 2001 full-line light-duty truck company registrations. Excludes other GM 

divisions. QUADRASTEER is a trademark of Delphi Corporation, c 2003 GM Corp. Buckle up, America! 



HE AVI LAND 
ENTERPRISES 
HEADQUARTERS: Vista, Calif. 
BRANCHES: Poway, Calif. 
FOUNDED: 1985 
2002 REVENUE: $3.35 
million 
2003 PROJECTED 
REVENUE: $4.1 million 
SERVICE MIX: 75 percent 
commercial/industrial; 25 per-
cent government/municipal 
EMPLOYEES: 88 

GROWTH 
1993 - $1 
1994 - $1 
1995 - $ 1 
1996 - $1. 
1997 _ $i 
1998 - $1. 
1999-$2. 
2000-$2. 
2001 - $3. 
2002-$3. 
2003 - $4. 

DECADE 
8 million 
84 million 
62 million 
57 million 
93 million 
99 million 
28 million 
68 million 
23 million 
33 million 
1 million projected 

EQUIPMENT ARSENAL 
34 trimmers 
31 blowers 
1 2 edgers 
5 chainsaws 
40 hedge trimmers 
35 maintenance vehicles 
32 21-inch walk-behind mowers 
6 36-inch walk-behind mowers 
1 48-inch riding mower 

Nuts 

Bolts 

Heaviland Enterprises is nothing if not progres-

sive. If there is an industry pulse, it is right, smack 

on top of it. If there is a punch, the company 

already has it beat. In perpetual motion, Tom Heaviland pushes forward 

to find solutions before issues like labor, growth or legislation develop 

into sore spots. He anticipates them like a tornado warning and he plans 

for them like he would a cross-country trip, charting routes, pit stops and 

mile markers in a connect-the-dots course to his final destination. 

He is a keen navigator - an energetic captain. And he enjoys a 
challenge. 

"I love the industry," declared the president of the Vista, Calif.-based 
operation. "It is a challenge because there are so many moving parts to 
do the volume that we are doing, and with the equipment, the vehicles, 
the labor, the materials - all the moving parts it takes to produce the 
volume. It's a risky business. But that's the fun. That's the challenge -
and that's what I enjoy." 

Competitors notice this momentum, too, and see Heaviland Enter-
prises popping up on desirable bid lists in the greater San Diego, Calif., 
area, pointed out Glenn Wilhite, regional manager, The Brickman Group, 
San Diego, Calif. A long-time industry friend, Wilhite's father and 
Heaviland's late father, Ron, shared lunch regularly. The two sons met 
each other about eight years ago and have enjoyed a profes-
sional and personal relationship since. 

"For most companies, I would say the business came and 
then you learned how to be a businessman," Wilhite general-
ized, noting the "big, infectious smiles" that characterize both 
father and son. "Tom and Ron were businessmen first. They 
were always on the bell curve ahead of where they needed to 
be. They asked the right questions and had the right plans in 
place before the growth got there." 

Heaviland 
Enterprises 
2180 La Mirada Drive 
Vista, Calif. 92083 
PH: 760/598-7065 
FX: 760/598-1733 
www. heaviland. net 

THE TAKEOFF. Wilhite recalls a philosophical conversation he re-
cently shared with Heaviland over lunch. Times are changing, they 
agreed. People are changing. "We were deciding whether it was good or 
bad change, and then we started to laugh and said, 'Now we are 
sounding like the same people we used to laugh at years ago.' 

"But things sure are changing real fast," Wilhite remarked. 
And the Heaviland Enterprises company snapshot is quite different 

than when it started as a "small, struggling company" in the Palomar 
Airport Business Park. Tagged PABSCO, Heaviland and his father 
purchased the business and managed a few commercial properties in the 
corporate subdivision. This was in 1984, when Heaviland was playing 
professional hockey for the Hampton Aces and had never considered the 
green industry his next trade, though he admitted his hockey skills left 
him "big on heart and short on talent." 

"My dad and brother and I were getting ready to play golf at Torrey 
Pines where they have the Buick Open," he remembered. "My dad was 
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talking about this small landscape company 
that was tor sale. I said, 'I'd be interested in 
looking at it with you/" 

Seventeen years later, the company ros-
ter includes 88 employees and the business 
generated $3.25 million last year with projec-
tions for a 15-percent increase in 2003. Growth 
steadily inched up 15 percent the past five 

years, except for lastyear,s4 percent, Heaviland 
said, noting softening sales. 

The secret is focus, and Heaviland sticks 
to his forte: commercial maintenance. 

"It is what we do best," he said simply. 
"There is so much potential in commercial 
maintenance in Southern California, and I 
don't see the need to venture into other 

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

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

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

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

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

: : :::SgHENDRICKSON 
BROS. 
2931 Rimpau Ave. Corona, CA 92881 

making Euery Precious Drop Count. Since 1976. 
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Employees are a step ahead in 

safety at Heaviland Enterprises, 

thanks to a company program that 

subsidizes a portion of workers' shoes. 

Worn out boots are a safety hazard, and 

Tom Heaviland, owner of the Vista, Calif.-

based operation, noticed that many crew 

members were wearing boots that 

probably weren't protecting their feet. 

"We were finding that employees 

were wearing cheap boots that were not 

safe and (the shoes) weren't lasting," 

Heaviland remarked. 

Now, workers can spend the same 

amount on their footwear and purchase a 

better boot. Each year, Heaviland doles 

out gift certificates employees can use at 

several local shoe stores. The company 

picks up $40 of the tab, and the employee 

handles the rest. "So, if the shoes are $80, 

we pay $40 and they pay $40," Heaviland 

explained. "For the same price they were 

paying before, they can get a good pair of 

boots that are guaranteed." - Kristen 

Hampshire 

B e s t F o o t 
Forward 

areas. I'm in more of the mindset that I would 
like to develop strategic alliances with other 
companies like an interior landscape con-
tractor or a tree contractor vs. pulling our 
focus away from commercial maintenance, 
which is what we do well." 

Large account wins and long-time em-
ployees also foster the company's growth, 
Heaviland added. 

"The key contracts we secured gave us some 
volume," he said of the company's milestones. 
"One was a large industrial park. A couple city 
contracts also gave us some significant volume 
and boosted our sales. Also, we are starting 
to hire key people and our key laborers have 
eventually grown within the company. Two 
of my longest-term employees have been 
with me more than 15 years." 

Heaviland credits a company success story, 
Gerardo Ramirez, who started with field-
work, pulling weeds, and eventually worked 
toward certification and then moved into 
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irrigation. "He is fluent in English, he got 
married, he bought a house, he has a family 
- he is a real success story," he said proudly. 

Employees like Ramirez are hard to come 
by these days, Heaviland commented, de-
scribing a significant difference between the 
"old school" and new hires. He notices a 
younger incoming workforce - one charac-
terized by a "What are you going to do for 
me?" attitude and a fickle demeanor. 

"We have to find ways to motivate and 
offer incentives and give these guys oppor-
tunities, because they will get 50 cents some-
where else and then, boom, they are gone," 
he described. 

Education and communication help build a 
work culture that empowers employees and 
encourages their input - this environment 
breeds long-term employees, Heaviland fig-
ured. A dedicated safety and training manager 
spends time with crews daily, training them on 
equipment, administering tests, holding safety 
meetings and answering in-field questions. 

Regular employee surveys gather feed-
back - a valuable tool as Heaviland steers the 
company toward progress rather than let-
ting it stall and sputter. One survey focuses 
on morale, asking questions like: Are you 
happy? Do you like your supervisor? The 
next questionnaire hones in on personal pref-
erences, so the company can feed its employ-
ees' personalities into its practices. It solicits 
details like: What do you enjoy doing in your 
spare time? What type of sports do you en-
joy? How many kids do you have? 

"We really try to get a lot of input from 
(employees)/' Heaviland said, noting that 
younger generations are receptive to this 
approach. "It used to be, 'Here is what we are 
going to do and this is how we are going to 
do it/ Now, it is, 'You tell us what you are 
going to do and how you are going to do it. 
What kind of equipment do you want? Let's 
bring in some samples and let you pick out 
what you think will work best for your job.' 
There is a lot more communication now." 

Heaviland's employees would agree. 
The point is to put people first, and with 

a 100-percent Hispanic workforce, tapping 
into cultural innuendoes, such as a prefer-
ence for came asada over hot dogs and ham-
burgers at picnics, solidifies the company's 
connection with its employees. 

"You have to look for ways to keep them 
- good training and providing opportunities 

so they see there is room for growth," 
Heaviland reemphasized, adding that these 
are other mile markers closer his multi-branch 
growth destination. 

THE PASSENGERS. Labor issues aren't 
confined to incentive programs and satisfac-
tion surveys. Unreliable employees zap effi-

ciency, and Heaviland realizes the impor-
tance of clockwork systems now, especially, 
as skilled workers are lured to higher paying 
trades like construction. Today, employees 
simply cost more. 

"It's difficult, because the quality of 
worker coming through the doors isn't the 
same type of quality we had a few years 

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

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

SMARTER WAYS TO WORK 

1-800-543-7166 • www.finncorp.com 
9281 LeSaint Drive, Fairfield, OH 45014 
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Gerardo 
Ramirez, like 
many 
Heaviland 
employees, has 
found opportu-
nity and a 
career path in 
the organiza-
tion. Photo: Dee 
Abercrombie 

ago/' Heaviland remarked, "although we 
are starting to see it ease up a bit." 

What is not easing up is competition and 
pricing. Proximity to the Mexican border 
allotted the region inexpensive labor for some 
time, but in an employee's labor market, 
skilled workers aren't a bargain. In addition, 
an influx of companies from the Los Angeles 
and Orange County areas have set up shop 
in the San Diego market, affecting the pric-
ing structure, Heaviland noted. 

"The client is used to a low, competitive 
price and now the labor market has jumped up 
drastically in cost and we haven't been able to 
increase our contracts to reflect that, so our 
gross margins have shrunk due to that dispar-
ity," he said, noting a 45-percent gross margin 
target he hopes to boost this year. "Where we 
make it up is in the indirect and overhead costs. 
We are still showing a pretty decent net profit 
compared to industry standards." 

The indirect and overhead savings 
Heaviland refers to fall in areas like equip-

ment, which he turns over quickly, and the 
building, which he owns and leases back to 
the company. 

And client education will play a large 
role in aligning the pricing structure to meet 
increased labor costs, he noted. "We need to 
educate our clients that (our employees) are 
more than just workers." 

Heaviland compares his $24 man-hour 
rate to a Midwest company, which might 

charge $35. He knows his number is low, but 
by no means is he the bottom of the SoCal 
pricing spectrum - quite the contrary. The 
rate was figured by considering labor, equip-
ment and overhead, and then calculating 
how much the company needs to charge to 
make a profit. 

Of course, some jobs require more man-
power - and certified landscape technicians 

(continued on page 46) 

Four of 12 j ; 
Reliable Workers. _ 

Highly Maneuverable. 

Top-Quality Cuts from 
4' to 6' Wide. 

Three-Year Limited Warranty. 

Midsize Walk-Behind Mowers 
Three Hydrostatic or Gear-Drive 
Models with 32" to 61" Fixed or 
Full-Floating Decks 

ZT-226 Zero-Turn Riding Mower 
EFI V-2 Gives High Productivity and Economy 
• Electronic fuel-injection, 26 hp Kohler* engine. 
• ContourCut* anti-scalp, full-floating, 61" to 72" decks. 
• Hydraulic oil cooler uses conventional oil. 
• Dependable, manual deck lift with V<" height increments. 

• Optional mulching 
decks and blades. 

• Heavy-duty, 
reinforced steel. 

Call 1888-922-TURF or visit www.textronturf.com to request a complete catalog or locate a dealer. 
C2002 Textron Golf. Turf & Specialty Products 
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ZT-219 Zero-Turn 
Riding Mower 
For an Affordable and 
Uniform-Quality Cut 
• Tough, 19 hp Kawasaki* 

V-2 0HV engine. 
• ContourCut* anti-scalp, 

full-floating, 48" or 52" deck. 

L A W N & L A N D S C A P E 

http://www.textronturf.com


AWARNING 
Don't Bust Your Tail 
Gel a John Deere ZTS Excavator instead. Their zero-
ait-swing design lets these nimble compacts rotate 
U l l y w i , h o u t banging their tails into something. 
0 y o u c a n "ork with ease around obstacles. Add 

3 n y 0 1 , h e m a n y Worksite Pro " attachments (also 
compatible with John Deere skid steers), and the 
Possibilities are almost endless. For more into or 

e m o se® your John Deere dealer. 
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Visit the March 2003 issue 
online for ways to involve 
employees in policy making. . 1 

(continued from page 44) 

might cost a client more - so the rate is flexible. 
"For example, LegoLand is a high-profile ac-
count that demands a certified landscape tech-
nician or a high-paid foreman to oversee the 
crew," Heaviland explained. "That will bump 
up the man-hour rating vs. a small, indus-
trial property that doesn't demand a whole 
lot of attention to detail. Man-hour ratings 
can fluctuate depending on the specific type 
of job." 

But Heaviland's enterprising streak 
prompts him to consider alternatives to make 
the most of man-hours. Where does efficiency 
fall short? Where are the cracks and crevices 
that cost the company time - and money? 

Cloning might be the answer. An addi-
tional location in Poway, a northern San 
Diego city, represents 40 percent of the 
company's overall revenues, a good portion 
of these dollars stemming from a city con-
tract. Opened three years ago, 25 employees 
are based at the office, which functions as 
more of a satellite than a branch. "We are 
working toward a branch setup where they 

would have their own administrative staff 
and sales staff," Heaviland noted, explain-
ing that these functions are centered at the 
home office in Vista. 

But Poway is a success story, and 
Heaviland plans to repeat the structural for-
mula that created such a well-oiled machine. 
"It is kind of the yard stick," he described of 
the location. "It is the benchmark by which 
(the rest of the company) is judged." 

The "very efficient and highly produc-
tive" setup can be attributed to its internal 
structure, which will serve as a business 
model as Heaviland drives the company to 
its next stop on the growth map. Heaviland 
envisions an A, B and C location - A is 
Poway, B and C are Vista, with plans to break 
off C from the main branch. Each location will 
be staffed with an account manager, field man-
ager, irrigation technician, enhancement crew, 
mowing crew, and trim and detail crew. 

Heaviland expects to reinvent the for-
mula in the next five years to tighten organi-
zation at Vista and spread the company's 

reach beyond northern San Diego, where its 
accounts currently are focused. 

"As we hire account managers, we will 
break them off geographically and they 
handle an area," he said. "Those geographic 
regions will somewhat blend tighter together 
and form a North, Middle and South." 

THE DESTINATION. Market dynamics are 
an undeniable impetus for change at 
Heaviland Enterprises, but so are environ-
mental concerns-a California constant. Water 
conservation tops the list, and Heaviland 
won't sit while legislation passes. 

"Water is a scarce commodity here," he 
said matter-of-factly. "We're kind of the last 
group on the pipeline, San Diego. Our indus-
try is highly dependent on water and we 

(continued on page 166) 

PROTECT YOUR SPRINKLER SYSTEM FROM FREEZING 

The ORIGINAL 
y » Backflow Prevention Device 

Protector 

Backflow 
Buddy' 

•Athermal insulating cover 
that protects backflow 
prevention devices from 
harsh Spring and Fall 
weather. 

• Patented - field and lab tested 
•Weighted base conforms to 
ground 

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

Call Toll Free (877) 252-6539 
w w w . b a c k f l a w b u d d y . c a m 

DOES NOT REPLACE THE NEED FOR \MNTERIZATION. Fits PVBs from 3/4" to 2" and RPs from 
3/4" to 2" Larger sizes available. K&L Industries LLC, Zionsville, IN. 
Thinsulate is a trademark of 3M 
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The Americutter-14 
is the most reliable 

14" brick and 
masonry saw 
in America. 

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

FOR FREE 
BROCHURE 

American Brick Saw Company, Inc. 
825 Seegers Road • Des Plaines, Il 60016 

Phone: ( 8 0 0 ) 9 8 9 - 9 5 9 3 
Fax: ( 8 4 7 ) 3 9 0 - 0 0 6 0 

www.americanbricksaw.com 
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While some manufacturers give you dollars off, 

we give you minutes, hours and days off. 

j K O 

mSoo 
sr-r mca 

Gateway Walk-behind 
Starting at $58.99/month; 22 hp, 52-in. deck 
Flip-up wing saves space and time 

Scamper/Scamper HG Walk-behinds 
Starting at $34.99/month; 14-17 hp, 36-52-in. decks 
Unique hydro controls means there's no learning curve 

Super Surfer Stand-on 
Starting at $52.99/month; 15-23 hp, 36-61-in. decks 
Up to 30 percent faster than a walk-behind 

Chariot Riders 
Chariot starting at $65.99/month,' 17-26 hp, 48-61 in. decks 
Chariot LX starting at $79.99/month; 25-28 hp, 61-72 in. decks 
Deep decks make quick work of big jobs 

Get ready for some real savings. From machines that make the most of any moment. All 

from a company that never discounts the possibility of what great engineering can do. 

So stop by for a test drive. If you haven't experienced the performance of a Great Dane, 

it's about time. Call 866-275-5823 for the Great Dane Professional near you. 

www.GreatDaneMowers.com 
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Q D A N E 

It's about time. 

'Special financing good through July 7, 2003. Subject to approved credit for qualified buyers on John Deere Credit Revolving Plan for commercial use. Reduced payments for first 12 months based on 1% of amount financed. After first 
12 months, payments will be based on 3% of the amount financed. Taxes, freight and setup may increase monthly payments. Available at participating Great Dane dealers. See dealer for details. 

http://www.GreatDaneMowers.com


by Nicole Wisniewski 
Andrew White perfects his focus 

on hardscapes and landscape 

installation in North Carolina. 

Wayside 

BASIC BEGINNINGS. When White left Cincinnati, 
he had two options - to start his own business or buy 
an existing company. "I was leaning toward starting 
my own business until I found [Wayside] for sale," he 
said. "It had a good history and client base that went 
back many years. The company also did similar work 
to what I wanted to do - primarily construction and 
planting - so I felt I could 
build on this. The company 
was also being sold for a 49 Old Farm School Road 
reasonable price because the Asheville, N.C. 28805 
brothers who were running 828/298-4599 
it wanted to sell it fairly waysidelandscape@mindspring.com 
quickly. Essentially, I 

thought I would start out further ahead by buying this 
business and tweaking it rather than starting from 
scratch." 

Going from working in a large company in Cincin-
nati to running a small one in Asheville brought its 
own set of challenges. "At first, I started running 

things as if I were in a big market like 
Cincinnati," White said. "But I learned 
quickly that I had to get a handle on the 
market capabilities here, define my objec-
tives, establish a niche and separate myself 
from others in the area." 

Since then, White has focused the com-
pany on his main interest - landscape in-
stallation and construction. 

By being so focused, White has also 
perfected how he offers construction and 
installation services. In North Carolina, 
any site improvement project more than a 
certain dollar amount - $30,000 - requires 
a building permit to make sure the project 
is constructed and installed safely. Since 

(continued on page 50) 

Andrew and 

Marsha White, 

owners of 

Wayside 

Landscape 

Services, 

Ashville, N.C. 

Photo: 

Wayside 

Andrew White ran a Cincinnati, Ohio-based company 

with his brother for seven years. The company grew to 

a point where it had nine divisions and White wasn't 

focusing on his core interest, which was landscape 

construction and installation. 

So, in 1986, White left Ohio's plains for North 
Carolina's mountains and bought Asheville-based Way-
side Nursery, which was started in the 1920s and was 
made up of a retail nursery and landscape division. 

To focus the company's services, White closed the 
nursery portion of the business in early 1987 and 
changed the name of the company to Wayside Land-
scape Services to better reflect its new focus - an 85 
percent construction and installation and 15 percent 
maintenance service company. 

Today, White's ideal job is one that includes 
hardscaping, irrigation and planting for residential 
clients, and he wants to keep the company at its 
current manageable revenue of $500,000. 
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New Low 
Prices! 

Top Quality 
Spindles! 
• Improved bearings. 
• Largest selection in 

industry. 
• Meets or exceeds OEM 

specifications. 
12-Month Warranty! 

3 new spark plugs in 2003 

GATOR" 
Spark Plugs 

PREMIUM COMMERCIAL GRADE 

Trouble-free ignition. 
Easy start in hot & cold 
weather. 
Extended spark plug life. 

12-Month Warranty! 

Genuine Oregon® Replacement Parts 

Panel Air Filters 
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urethane seal. 
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36 new belts in 2003 
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36 new blades in 2003 
The Industry Leader! 

Over 1000 Blades 
• R50™ blade hardness. 
• Extended cutting length.* 
• Gator Magnum™ is 1/4" thick. 
• Computer robotic straightened. 
• Powder coat paint. Wüichc« b l b 0 ( s 

available on selected professional blades ^ 

The Revolution Continues! 

G A T O R U N € ~ 
Professional Trimmer Line 

Over 6000 Parts! 

(OREGOHJ 
Fuel Line 

New lower pr ice. 

Blade 
Grinders 

Choose 
from 5 
different 
models. 

Features Pro T e c h des ign 

Maxxis 
Tires 

• Tubeless. 
4 Ply. 

New in 2003. 

Heavy-duty 
design. 

Meets or 
exceeds OEM 
specifications. 
No adjustment. 

• No maintenance. 
• No belt tighteners. 
• Meets 1999 ANSI 

OPEI B71. 

Contact Your Oregon® Outdoor Equipment Parts Distributor for More Information 

OREGON 

NEW! 2003 Cata log - 266 New Prdoucts 

Outdoor Equipment Parts 
OREGON CUTTING SYSTEMS GROUP • Kansas City. Missouri • A Blount Company 

www.oregonoep.com 

Because every cut counts. 

GATOR MUICHCR BLADES 
THE TOUGH ORIGINAL FROM OREGON. 
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(continued from page 48) 

White also is a licensed general contractor, 
he can procure building permits without 
going through other contractors. Though 
there's no real way to speed up the building 
permit process, White has learned how to 
simplify it. "We've learned to be extremely 
thorough with the application," he said. "We 
don't try to make assumptions that the in-
spector or code administrator knows what 
we're trying to do on a property. The appli-
cation and plans need to be complete, thor-
ough and professional so people reviewing 
them have an easy time and can see that 
we've done our homework. I have to prove 
in the application that I know what I'm 
doing and have it all written down." 

After obtaining focus and refining his core 
competencies, White started developing sys-
tems for each area of the business - from the 
way the company answers the phone to the 
way a crew cleans up a job at the end of the 
day. "We are developing a customized, sys-

(continued on page 52) 

While Andrew White said one of Wayside Landscape Services's strengths 

is ensuring a high level of quality and demanding that employees work 

fast and productively, one of the company's weaknesses is the high stress levels 

that can result from focusing on this strength. 

One of the ways to find the right balance and manage stress is to "put the 

company to sleep" twice a year - around the end of July and early August and 

between mid-January and mid-February, White said. "I've kept data for every 

minute every person's worked here and I know when our most productive and 

least productive times of the year are - and these are those two times," he said. 

"The morale tends to go down at that time because of the heat or the weather 

and doing high quality work in a productive fashion is nearly impossible." 

White closes the company and employees are given time off during those 

periods. At first, White feared that he might lose employees during these breaks 

or lose money, but he was surprised when the opposite resulted. "Before we 

were almost losing money because we were trying to grind something to fit into 

those time periods - now we're maximizing those times of the year," he said. 

"And employees love it because they get some badly needed time off. A long 

weekend usually isn't enough to finish home improvement projects or truly 

relax." - Nicole Wisniewski 

Sleep Mode 

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

T h e r e ' s a range from narrow 
width units to broad swath, heavy 
duty machines - all having 
combinat ion seeder attachments. O f 
course, they adapt to most tractors 
too. And now there are skid-steer 
units able to do swaths o f 5 2 and 6 0 
inches. 

Call today for details. 

I f 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 
to go. You can make a perfect 
seed bed in one pass i f you wish. 
N o other machine on the market 
is like it. It can renovate the sod, 
bury rocks, turn grass under, get 
rid o f debris and refinish the soil 
in the process, creating a smooth, 
even surface excel lent for seed 
germination. T h e unique seed 
attachment al lows you to do it all in 
one pass. N o raking. N o labor. 

Dealer Inquiries Welcome 

RotaDairon Emrex, Inc. 950 Sat hers Drive, Pittston Township, PA 1K640, ISA 
Tel (570) 602-3050 Fax (570) 602-3053 E-mail rocadaironemrex@aol.com www.mge-dairon.com 

Quality Since 1958 
One machine... One Person... One Pas> 

> £ g n c _ 

SPRAYER SPECIAL 
200 gallon fiberglass tank, GNC P10 (8gpm @ 
600 psi) piston pump, Honda 5.5hp engine 
with manual start, Cox electric hose reel,with 
hose guides, 300' of W hose and Mag 2000 
Lawn Spray Gun, Crossmount configuration to 
fit behind cab of full size pickup truck. 2-year 
warranty on pump unit. (Mag 1 Gold spray 
gun optional) Your Price: $3,375.00 

800-462-2005 www.gncindustries.com 
sa les@g nc ind ustries. com 
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www.mge-dairon.com 

RotaDairon®: One Machine...One Person...One Pass !™ 

RotaDairon®: One Machine...One Person...One Pass !™ 

PRODUCE 
mature turf 
more 
rapidly 
than other 
methods 

SAVE up to 50% 
in time and labor 

TILL 
bury rock, 
level and 
seed in one 
pass 

for tractors 

http://www.mge-dairon.com
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ROTADAIRON EMREX, INC. 

950 Sathers Drive, 
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USA 

RotaDairon® Soil renovator™ 
Type - Mounting 

• Tractor • Mini Skid-Steer 
• Compact Tractor • Skid-Steer 
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other fine dealers nationwide, you'll have access to Perma-Green Supreme's legendary customer support and 
over $500,000 Next-Day Air parts inventory. 
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tematic approach to each task so that we can all 
be doing things the same way on properties 
and so that we can train employees on the 
way we like things to be done," White said. 

To do this, White tries to imagine what 
type of instructions a typical person would 
need to do a particular task and then writes 
down each and every step involved as he's 

doing it, including a tools and materials list. 
All these systems are going into a proce-
dural handbook that White is compiling. 

To ensure Wayside's five full-time and 
eight seasonal employees are trained in these 
procedures, the company conducts 15- to 
30-minute paid weekly training meetings. 
Employees come in earlier one day of the 

The BT 4 0 Pneumat ic D e l i v e r y System, the 
most power fu l b l o w e r system on the m a r k e t . 
• Deliver landscape products f a s t e r , s m o o t h e r , and with less 

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

joints, less jo ints to drag across your customer's lawn, n o l e a k a g e 
to clean up. 

• " O n e - T o u c h " remote control gives the 
operator precise control of the entire 
system. 

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

Peterson Pacific Corp. 

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

lawnandlandscape.com m ^ 

week and White provides breakfast and goes 
over a pertinent topic. Once an employee 
learns a task, he or she conducts one of the 
weekly training meetings related to that topic 
and also is responsible for bringing in juice 
or donuts. 

SAFETY SAVVY. In addition to being 
trained properly, employees also have to be 
informed of safety measures while operat-
ing equipment and driving vehicles. To con-
vey safety messages to employees, Wayside 
displays safety procedures posters where all 
employees can see them and provides pro-
tective equipment, including plastic latex 
disposable gloves and eye and ear protec-
tion, in the office and in all company trucks. 

Then, to continually reinforce safety mes-
sages, Wayside puts weekly reminders in 
everyone's paychecks, such as tips like, "One 
of the best ways to avoid accidents is to 
expect them." Other notes include advice 
about driving in particularly bad weather or 
comments on something White observed and 
didn't like during a previous week, such as 
putting a tool against the back tire of a truck. 

White also ensures that all his employees 
who drive vehicles know the safety features. 
Before employees start using company ve-
hicles, he obtains Department of Motor Ve-
hicle checks on them. "Our insurance agent 
does these checks for us free of charge," 
White enthused. "If an employee has a bad 
driving record, we do not let him drive the 
company vehicles." 

Once employees are able to utilize com-
pany vehicles, White makes sure to include 
constant reminders about vehicle safety and 
operations. "We have an employee orienta-
tion handbook that lets new hires know about 
our vehicles," he said. "We have radios in the 
trucks and we offer advice on their use and 
what to do if a battery fails, etc. Each vehicle 
contains a first-aid kit, eye and ear protec-
tion, latex gloves and the handbook." D) 

The author is Managing Editor of Lawn & Land-
scape magazine, and she can be reached at 
nwisniewski@kumandlandscape.com. 
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TELL T H E S 
u 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 

R Y 

"Your mowers 
keep me looking 

good against 
the competit ion." 

Ray West, 
Professional Grounds 

Maintenance, Inc., 
Vermilion, Ohio 

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

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

Harold A. Jensen, 
Fayetteville, Georgia 

'At age 76, my wi fe and I both 
injoy mowing w i t h our Walkers -
lest thing s ince s l iced bread." 
lack Ray, 
Wetumpka, Alabama 

"Has changed our l ives - more 
t i m e to e x t e n d areas of our 

business. Just love it!!" 
Brett & Carolyn Soutar, 

Short Back 'n'Sides, 
Waihi Beach, New Zealand 

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

"We operate a two person 
lawn care company. My wi fe 

and I would not be able to do 
this wi thout our Walkers." 

Gary Vassallo & Loretta Tunstall, 
Lawn Cruisers Lawn Care, 

Kalispell, Montana 
"Best mower sold! 

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

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

Jacksonville, Florida Saltillo, Mississippi 

"Please continue to make 
the most gratifying 

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

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

Elmer B. Groom, 

"Walker Mowers 
>aved my business!!!" 

Marc Davis, 
M.D. Landscape, 

Weymouth, Massachusetts 

"I never k n e w w h a t a p leasure 
grass cut t ing w a s 'til I 

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

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

Travis Keen, 
"I love looking back a t my accounts , as I drive a w a y Travi§ Keen Lawn Service, 

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

Sparks Lawn Care, {tl# . ... . 4 . . „ 
Titusville, Florida You bu,ld t h e best mower ,n Amenca-

John E. Sharts, Springboro, Ohio 

"I a m very p leased w i t h t h e 
per formance and durabi l i ty 

>f my Walker m o w e r s . I advise 
other landscapers l ikewise ." 

Arnie Gundersen, 
Luxor Landscape, 

Maple Valley, Washington 

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

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

Portland, Indiana 

"I just love my Walker!" 
Michel Bernardin, 

St. Philippe, Quebec, Canada 

"Nicest l a w n m o w e r 
w e ever owned" 

Guy and Claudette Laurencelle, 
Lac du Bonnet, 

Manitoba, Canada 

"Will never o w n 
any m o w e r other 

than a Walker." 
Mike Pillsbury, 
Chariton, Iowa 

"Best mower 
I have ever used." 

Vickers L. Cunningham 
Dallas, Texas 

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

F O R T COLLINS, C O 8 0 5 2 8 
(800) 2 7 9 - 8 5 3 7 • www.walkermowers.com 

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

A contract is a 

necessary evil 

Here are some 

improvement tips. 

Joe Vitale knew he was in for a fight when he bumped into one 

elusive client. 

"I met a lady whose lawn I'd agreed to cut at a very good rate 

as a favor," he explained. "I cut her grass weekly for a month, two months, three months. 

I'd send bills. I'd call her house, but I'd never receive payment. 

"One day I was cutting the grass of a client across the street from her house, and I caught 
her coming out of her door," he said. "I asked her when she might be able to make a payment, 
and she said, 'Oh... I didn't want you to cut my grass. I only wanted it cut one or two times.'" 

For that reason, ensuring the terms of a service agreement are in writing is a golden idea. 
"Whether you're in maintenance or design/build, a contract is necessary to protect 

yourself," said Vitale, president, Vitale Landscape, Roselle Park, N.J. 
Still, the thought of creating a contract seems to immediately instill fear in most 

landscape contractors. "I think their concerns are more psy-
chological," observed Jack Mattingly, an industry consultant 

with Mattingly Associates, Alpharetta, Ga. "They 
hear the word contract and they start thinking 
about attorneys and all of that." 

And while Mattingly recognizes that few 
contractors have actual contracts and their value 
can be overstated in many cases, they can benefit 
a company if they're done correctly. 

DON'T OUTDO YOURSELF. Plenty of 
different things can go into contracts: what 
work you're going to do; how much you're 
going to charge; what equipment will be used; 
who will do the work; when the work will be 
done. The list can go on forever. But the reality 
is that the only things you should put into a 

contract are those things that need to be there. 
"The best contracts are only one page long," shared 

Mattingly. "They say what I'll do, when I'll do it, how much 
I'll charge you and when you'll pay me." 

John Biehler uses contracts all the time in his business, 
and he sticks to the basics as well. "The most basic things a 
contract should include are service length, description, fre-
quency and price," suggested the president of Suburban 
Landscape Management, Wichita, Kan. 

But within those basics, Biehler reminded, contractors 
should be keen to detail. "We take for granted that we know 
what we mean, but clients might not," he pointed out, 
adding that defining the meaning of providing weed con-
trol can help avoid problems down the road. "The clearer 
things are to the customer, the better." 

Mattingly explained that the type of customer and your 
geographic market often dictate what goes in a contract. 

"I think you'll scare a lot of residential customers if you 
put too many details in there," he related. "But then there 

(continued on page 56) 
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Jet Spray® pourable fiber mulch flakes 

load faster than baled fiber mulch -

reducing load time by up to 9 0 

percent. Designed specifically for the 

smaller tank openings of jet-agitated 

hydraulic machines, Jet Spray delivers 

5 0 percent more synthetic fiber 

than before and a flocculating tackifier 11 

to increase yield and give the mulch matrix 

greater loft and a stronger bond. New Jet Spray 

JET-SPRAY 
FIBER MULCH 

NET W E K ; H T * L ' * 

has greater water-holding capacity 

for faster germination and covers 

more completely for more effective 

erosion control. It's among the most 

sophisticated wood/cellulose hydraulic 

mulches on the market today. And 

you don't need a big machine to use 

it. To see just how good Jet Spray can 

be for you, contact Profile Products or your 

distributor right now. 

on** 

Profile 

'ASSOCIATION 

Profile Products, LLC • 750 Lake Cook Road • Suite 440 • Buffalo Grove, IL 60089 
1 -800-508-8681 www.profileproducts.com 
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(continued from page 54) 

are some markets, like Atlanta, where the 
high-end commercial clients want pages and 
pages of stuff." 

Still, simplicity makes sense when pos-
sible, especially considering the fact that 
most contracts aren't really contracts at all. 

"I'd call these more of agreements in-
stead of contracts," maintained Mattingly. 
"They've all got a 30-day cancellation clause 
in them, so they essentially say that, 'I'll keep 
working for you as long as you keep paying 
me.' That's not really a contract." 

These 30-day clauses are too widely used 
in the industry to get away from them today, 
but Mattingly noted that one way to put 
more teeth into these documents and make 
them more meaningful is to write the 30-day 
cancellation clause with "cancellation with 
cause" language. 

"That means the cancellation has to have 
cause or a reason," he pointed out. "Let's say 
the cause is weed pulling, so then I've got to 
get written warning as the contractor that 

we're going to get cancelled because of our 
poor weed pulling. Then I have 10 days to 
correct the problem. If I don't do this, I can 

"The most important reason for 

having • contract is a late 

payment clause. That 

should say, 'If you do cancel 

m e in the middle of the con-

tract, whe owes who how 

much?" - Jack Mattingly 

Even if you don't get that specific, at least 
make sure the terms of the work are spelled 
out and agreed upon. "Often, customers 

assume certain things are included," 
commented Vitale. "They may think 
landscape maintenance means com-
plete property care. Does it?" 

then get 30 days notice." 
Still, this isn't a perfect option. "Writing 

a contract based on opinion can be hard," 
added Mattingly. "What constitutes poor 
weed pulling?" 

PROTECTING PAYMENT. Regard-
less of how specific your contracts 
are, there is one thing they should all 
do: ensure you get paid. 

"Our biggest problem without a 
contract was not getting paid," re-
lated Vitale. "Sometimes we'd have 
two, three or four months go by with-
out receiving a check. Now our con-
tracts say that we will terminate the 

service on the 15th of the month if we haven't 
been paid for the previous month." 

"The most important reason for having a 
contract is having a late payment clause," 

(continued on page 58) 

CALL FOR FREE VIDEO • 877.788.7253 OR, VISIT US ON THE WEB AT: www.absoluteinnovations.net 
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BEAUTIFUL 
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DODGE RAM HEAVY DUTY, MOTOR TREND 

2003 TRUCK OF THE YEAR 
Such beautiful music-and a great performance by Ram Heavy 

Duty. The 5.7L HEMI® Magnum® has best-in-class horsepower,* 

while the Cummins High-Output Turbo Diesel** has best-in-class 

towing.1 And get great service from BUSINESS INK plus big 

discounts from the ON THE JOB program. Sound good? For more 

information, please visit us at dodge.com or call 877-ONTHEJOB. 

GRAB LIFE BY THE HORNS 

DODGI 

THE HILLS ARE ALIVE 
WITH THE SOUND OF 

MULCHING, MOWING, 
DIGGING, EDGING, 

TRIMMING AND CHAINSAWING 

'Depending on model. " N o t available in Calif., Maine, and Mass. fWhen properly equipped. Remember to properly secure all cargo. 
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f i 
• ontracts are tricky and, oftentimes, intimidating. 

Contractors aren't attorneys, after all, and the truth 

is that they don't usually like dealing with attorneys. So 

how does a landscape contractor make sure that his 

company has a good contract? 

Jack Mattingly is a consultant who has seen may 

landscape companies' contracts - good and bad - through 

his work at the Alpharetta, Ga.-based Mattingly Associates. 

He shared some key contract tips with attendees at the 

2003 Lawn & Landscape School of Management. 

• Spend a little money. "Have the contracts printed on a 

good printer and on good paper," he suggested. "You want 

your contract to stand out when it's on the desk with all of 

the other contracts." 

• Don't make everything part of the contract. "This is 

particularly important for jobs like mulching," Mattingly 

Crossing the Ts 

(continued on page 60) 

said. "This should be a separate charge instead of being rolled 

into the base monthly fee so that you don't end up playing the 

bank and providing a 0 percent loan to your customer on the 

cost of the mulch throughout the summer. Charge for this when 

you do the job." 

• Put the price at the top. "You know the client is going to 

look for the price first," Mattingly observed. "Make it easy to 

find by putting it at the top and take the discussion from there." 

• Be vague when possible. "For example, most properties 

don't need to be edged weekly, so don't say you'll edge weekly 

unless the client asks for it," Mattingly offered. "Say that you'll 

edge as needed. This can be a good way to control your costs 

without sacrificing quality." 

• Include late-payment penalties. "This is the best reason to 

have a contract," Mattingly emphasized, adding that most 

companies charge 1 to 1.5 percent for late payments. "You need 

to spell out the payment terms and what happens if they aren't 

met." - Bob West 

HOW TO BUILD THE 
LONGEST LASTING TRAILER 

IN THE GREEN INDUSTRY 
(Wells Cargo's comprehensive 6-year warranty is proof positive!) 

move more 
mulch! 

m a k e more 
money! 
• No Hoses • No Dust 
• No Clogging • Just Production 

I f you a r e n ' t using the mule 
your not mulching! 
for more information 

3 3 0 8 7 5 - 0 7 6 9 or 
www.mulchmule.com 
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3/4" 
MarineTech™ PTP 

Ramp Deck 
& Interior Floor 

(20 year warranty) 

<§> 
(800) 348-7553 

Assist 

i 

3/8" 
Exterior Grade 

Plywood 
Sidewalls 

Rear Ramp 
Door with 

Dual Spring 

Heavy-Duty Anodized 
Aluminum Roof Cove 

Side Entry Door with Aluminum 
"Anti-Rack" Cam Lock 

Radius Steel 
Corner Posts 
(Front & Rear) 

LED 
Stop/Tail/Turn 

Lights for 
Improved Safety 

Chassis Built with 
SmartFrame 

Technology™ 
includingTubular 
Steel Main Rails 

© 
www.wellscargo.com 
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61" Prowler Mid Cut 
w125 HP Kawasaki 

6 MONTHS SAME AS CAS 
— y / P P « Time to buy the 61 " Mid Cut Prowler! This mower wj/l / 
B ^ ^ " — g i v e you more features than any comparable commercial 

* l mid cut, like Encore's exclusive side-to-side articulating 
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(continued from page 58) lawnandlandscape.com 
agreed Mattingly. "That should say, Tf you 
do cancel me in the middle of the contract, 
who owes who how much?' 

"You have to have the clause that says, 
Ti l be compensated for the amount of work 
I've done to this point,'" he continued. "That 
takes care of that 12-equal payment type of 
contract where the mulch went down in the 
spring and you haven't been paid in full for 
it yet because the cost is being spread out 
over the course of the year. You shouldn't 
end up losing money just because you got 
your contract cancelled." 

IT'S IN THE DETAILS. You don't have to 
spend much time thinking about contracts 
before you realize that writing these docu-
ments presents almost as much opportunity 
for creating problems as it does for solving 
them. That's why clarity matters so much 
when writing a contract. 

"The No. 1 key is clarity," asserted Vitale, 
who consulted with a consumer affairs at-

torney when creating his firm's contract. 
"You have to be specific in terms of exactly 
what you will vs. won't do." 

Biehler agreed that being specific makes 
a lot of sense. "Sometimes you also need to 
state in the contract what you won't do," he 
recommended. "For example, our contracts 
point out that typical irrigation system main-
tenance is not included in the base fee." 

The whole issue of providing a base fee 
option to the client creates other questions 
as well, such as exactly what work that in-
cludes and how often that work will be 
performed. "Decide if you want a contract to 
be performance based or not," explained 
Mattingly. "Are you going to cut the grass 
'as often as necessary' or are you going to 
commit to cutting the grass a set number of 
times for a certain price. There are pros and 
cons to each approach." 

Of course, what matters in these situa-
tions is what the client expects. "What gen-
erally happens with frequency contracts is 

3E03 ujiHuy bmhianj 
TuuJJ Juuiluii iui Juuib Lia'dj 
iioiii/jiiuniibi! uunLmuiJ iiliii 
yuii Jim ujy lu yum jjujlnuja. 

that neither the client nor the contractor 
keeps track of the different mowings any-
way, and if you do it creates a nightmare in 
the office," Mattingly pointed out. "If you 
do keep track and you go over the number of 
mowings in the contract, the client doesn't 
want to pay for an extra cut. At the same 
time, if you commit to 28 times but you only 
cut 27 times, are you going to write the client 
a check for the extra cut?" 

These situations illustrate why Mattingly 
recommends using less specific language 
for this part of the contract. "I prefer to say 
that, 'We'll cut as needed. And we've esti-
mated this will take 32 cuts for the season, 
but the ultimate key is performance based — 
no extra charges or refunds." 

(continued on page 62) 
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And once all of the words are right, pay 
a little attention to your contract's appear-
ance. A good contract helps build a 
company's image. 

"Some contracts get real overdone graphi-
cally," Mattingly observed. "The fonts aren't 
good, there are misspellings and the overall 
presentation is awful. Contractors should 
consider how the contract looks when you're 
not reading it." 

A professional-looking contract can even 
be a sales tool. "If you're the low bid and 
your contract looks cheap compared to the 
others, the client might not think you can do 
the work," Mattingly pointed out. "But if 
you're the low price and your contract looks-
professional, that tells the client you know 
what you're doing." ID 

The author is Editor/Publisher of Lawn & Land-
scape magazine, and he can be reached at 
bwest@laivnandlandscape.com. Enloe Wilson also 
contributed to this story. 

The issue of getting paid is one that concerns many contractors for obvious 

reasons, but it's most problematic when dealing with residential custom-

ers. That's why Jack Mattingly, an industry consultant with Mattingly Associates 

in Alpharetta, Ga., believes contractors should encourage homeowners to pay by 

credit cards. 

"I recommend that contractors bill residential customers by credit cards," he 

explained. "If the customer doesn't have one, then you don't want them as a client. 

And this way you make sure you don't get into chasing down bills and dealing 

with receivables." 

A common complaint about credit cards is the charge assessed to users, but 

Mattingly said a careful review of your numbers shows how little that cost matters. 

"The credit card charge is just pennies compared to not having your receivables as 

part of your cash flow." - Bob West 
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Seasoned contractors 
and university 
researchers share what 
they predict to be 2003's 
testiest turf troubles. 
Pack these tips in your 

spring luggage or risk losing your way 
around clients' lawns. 

Ask any lawn care operator (LCO) to describe his or 

her last vacation and the depiction will probably 

include words like "fun" and "frolic." 
However, talk to travelers who didn't thoroughly 

plan their voyages and you're likely to hear words 
comparable to "disastrous" and "disappointing." 

Unfortunately, most people don't associate plan-
ning with pleasure. They're so busy daydreaming of 
tropical beaches and adventurous amusement parks 
that they forget they need to prepare for those activi-
ties - how they are going to get there, what the 
weather will be like, what they are going to wear, 
how much money they'll need, etc. 

Then when the impending trip nears, they awake 
from trances and panic about unpacked suitcases 
and last minute chores. Ultimately, they forget sup-
plies for the trip, end up buying high-priced neces-
sities on the road, and pay increased costs for airfare, 
car rentals and hotels - all because they didn't plan. 

Similarly, ignoring how winter weather condi-
tions will affect this year's insect, disease and weed 
problems can leave LCOs paying more for continuous 
curative control and losing healthy turf, not to men-
tion their way around a perfectly good landscape. 

Don't let unexpected turf troubles spoil a well-
scheduled and green-filled spring season. Tuck these 
tips from seasoned contractors and university research-
ers into your turf Trip-Tik, and gain some guidance. 

CLUB MIDWEST. Four distinct seasons, golden 
plains as far as the eye can see, a collection of great 
lakes - these are just a few reasons vacationers travel 
to the heart of the country. In fact, 
some frequent Midwest visitors, 
like billbugs and chinch bugs, find 
this U.S. region a trendy locale and 
show no signs of packing up and leaving despite 
increased pressure from local LCOs. 

(continued on page 66) 
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(continued from page 64) 

Summer droughts are the reason these 
pests are kicking back in their lawn chairs 
and staying awhile, pointed out David 
Shetlar, entomologist, The Ohio State Uni-
versity, Columbus, Ohio. 

"Unfortunately, since billbug and chinch 
bug damage was rare in the 1990s, many 
lawn care specialists are not well trained to 
detect it," Shetlar explained. "Most turf man-
agers confuse billbug dam-
age with drought, disease, 
greenbugs or white grubs. 
But billbug-damaged turf 
turns a whitish-straw color 
rather than the yellow 
caused by greenbugs and 
soil under damaged turf is 
solid, not spongy as in white 
grub attacks." 

To confirm billbug raids, Shetlar advised 
LCOs to grasp the affected turf and pull 
upward. If the stalks break easily at ground 
level and the stems are hollowed out or full 
of packed sawdust-like material, billbugs 
are to blame. 

Billbugs' favorite meal is Kentucky blue-
grass and they like to eat from late-June 
through August, when summer drought 
stress is common. Light infestations in lawns 
often produce small dead spots that look 
like dollar spot, Shetlar described, and heavy 
infestations can result in complete turf de-
struction, usually by August. 

But if the Midwest faces a wet spring and 
dry summer - as it did the last two years -
LCOs can expect significant billbug dam-
age in June and July. 

Because of their armor-like bodies 
and ability to hide from insecticides 
by boring into grass stems, Shetlar sug-
gested LCOs begin treating billbug-
prone neighborhoods two to three weeks 
before they expect the first migration and 
not more than three weeks after they con-
firm billbug migration. First migrations nor-
mally occur in late April or early May. 

Billbug's evil brother, the chinch bug, 
has been causing damage later than normal 
- August and September instead of June 
and July - during the last two Midwest sea-
sons. Shetlar blames wetter than normal 
April and May days, which encouraged white 
fungus disease to decimate the developing 
chinch bugs. "This insect needs dry and 
warm conditions to develop well," he said. 

LCOs can easily control chinch bugs if 
they detect them early. Telltale signs are 
irregular patches in perennial ryegrasses and 
fine fescues that turn yellow and then straw-
colored and increase in size despite water-
ing. "Chinch bug feeding blocks the water 
and food conducting vessels of grass stems," 
Shetlar explained. Proper turfgrass mainte-
nance and April or early May preventive 

insecticide treatments can 
control chinch bug popula-
tions in problem areas. 

The good news for the 
Midwest is that white grub 
populations have been gen-
erally down, especially in 
non-irrigated lawns. "Lawn 
care operators can likely 

breathe through another year of relief since it 
usually takes two to three seasons for grub 
populations to recover to damaging levels," 
Shetlar said, adding that if June and July 
receive normal rainfall, the white grub popu-
lations will begin to increase, but likely will 
not be at destructive levels over vast areas. 
"However, if they are maintaining lawns in 
irrigated areas, grub prevention procedures 
are likely warranted." 

MOLDY NORTHEAST ADVENTURES. 

Vacationers come for the fall foliage -
leaves in shades of crimson, terra cotta and 
gold - but locals baulk at the snow mold 
damage that results from heavy North-
eastern winters. 

"We've already received a lot of snow 
cover, so I would expect that unless the snow 

melts fast, we will see 
I some snow mold 

damage in the North-
east," pointed out John Thrower, owner, 

J&J Greenscape, Williamsville, Vt. 
According to the University of Illinois 

Extension, Rockford, 111., during early 
spring's wet, cold weather, snow mold 
sticks out as matted, crusty turf areas. As 
conditions dry out, snow mold will gradu-
ally fade but infected areas remain as weak 
or dead turf. The potential for snow mold 
increases on lawns with excessive thatch, 
shade, poor drainage, and excessive debris 
(such as leaves or straw). 

The problem with snow mold is that there 
isn't much LCOs can do in the spring. "You 

(continued on page 71) 
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have to pretreat in the fall and if you 
haven't and get snow mold prob-
lems, you have to renovate the large 
patches of turf that were damaged," 
Thrower said. 

Snow mold usually results in lawns 
that don't melt snow rapidly and dry 
out - shaded areas, for instance, 
Thrower explained. "It happens to ev-
ery property with north facing lawns 
and a lot of evergreen cover since the 
sun will get through deciduous trees 
unless they are thick," he said. 

Not only does excessive snow 
cover cause snow mold, it also results in 
increased sod webworm and chinch bug 
populations. Thrower uses curative pesti-
cide applications to control these pests. 

In 2002, Thrower also battled red thread 
diseases in his residential clients' bluegrass, 
fescue and ryegrass lawns because of a cold, 
wet spring and open winter. But this year, "I 
would expect that we're not going to have as 
much rain, which means less red thread," he 
said. "But be prepared for it if we get a cool, 
damp spring. The best way to get rid of it is to 
grow it out with good cultural practices, par-
ticularly a second fertilizer application." 

THE TORRID TRANSITIONAL ZONE. 
Though temperatures warm up when driving 
South, the increase of fire ants in transitional 
zone areas like North Caro-lina are heating 

LCOs' tempers to 
a feverish level. 

{Tjr — r — I n 2002, fire 
ants made a big jump north and 

\vest in a lot of transitional zone areas due to 
the mild winters in 2001 and 2002, said Rick 
Brandenburg, entomologist, North Caro-
lina State University, Raleigh, N.C. "This 
insect is surprising us with its ability to 
move so far north - they are moving much 
further into cooler temperatures than they 
ever have before," he said, adding that a 
Georgia study revealed that there was re-
cent hybridization of typical Southern fire 
ants with more cold tolerant fire ants from 
the northern Georgia mountains. 

Unfortunately, there's no magic spell or 
silver bullet to banish this pest. "The key for 
fire ants is learning as much as you can 
about their biology and management," 
Brandenburg advised. "They are different 
than white grubs and armyworms because 

T « J I S 

they live in colonies of a half-million ants 
and to control them you have to lull the 
colony into thinking nothing's wrong or 
they will move fast to avoid destruction. 
They are smart insects - you have to develop 
long-term strategies." 

Another 2002 showstopper in the transi-
tional zone was the fall armyworm, 
Brandenburg said, adding that the mild win-
ter caused these insects to move northward. 
"The contractors who took a real beating 
were those who laid new sod or established 
new lawns because fall armyworms prefer 
new seedlings and sprigs," he said. "These 
insects have a knack for finding the lushest, 
nicest, most tender growth to feed on." 

This year, the same problems will persist 
if mild winters continue, and tall fescue lawns 
will be more susceptible to these insects be-
cause "green turf makes a better meal," 
Brandenburg said. 

On the disease front, large patch and 
spring dead spot hosted 
the main event in 2002, 
according to Lane 
Tredway, plant pa-
thologist, North Caro-
lina State University, 
Raleigh, N.C. And the 
cold, wet fall might 
make diseases even 
more severe this year, 
particularly on 
bermudagrass and zoysiagrass lawns. 

LCOs can best manage large patch - light 
brown, sunken turf areas - in April and May, 
preventively, Tredway suggested. "A single 
fungicide application in the fall before the 
grass goes dormant is most effective," he 
said, adding that large patch worsens when 
turf is wet for long periods of time. "If you 

don't do that, the disease can be controlled or 
suppressed in the spring, but applications 
are far less effective, and they need to be 
made before symptoms occur." 

Spring dead spot, which dots 
bermudagrass with circular dead specks in 
the spring, is similar to large patch in terms 
of control strategies, but Tredway said even 
fall applications are more sporadic than fully 
effective. "Your best bet is to wait and see 
how bad it gets and try to encourage grass to 
recover in the spring and summer through 
good cultural practices, including aeration, 
thatch control and avoiding excessive nitro-
gen in late summer," he suggested. 

WEEDY SOUTHEAST SIGHTS. Warm 
weather, clear skies, sandy beaches - the 
Southeast constantly boasts all three, along 
with consistent insect and weed popula-
tions among its attributes. 

"Weeds live all year round here - we have 
winter and summer annual weeds," stated Jeff 
Michel matter-of-factly, but two particular 
weeds posing major Southeast problems this 
year are crab-
grass and 
alexandergrass 
in St. Augus-
tine lawns. 

Excess water through irrigation or heavy 
rainfall promotes these weeds, said Michel, 
training and technical director, GreenUp Divi-
sion, Massey Services, Maitland, Fla. In 2002, 
this meant heavy afternoon rains three to four 
times a week in June, July, August and Septem-

"If the Midwest faces a wet spring 

and dry summer - as it did 

the last two years - LCOs can expect 

significant billbug damage 

in June and July." - David Shetlar 

ber. "And there isn't a good postemergent 
control product that takes care of them so, 
usually, we have to go in after the damage is 
done with a nonselective herbicide that kills 
the lawn and the weeds, then resod," he 
lamented. "It's a very expensive venture." 

In an attempt to plan ahead and prevent 
these weeds in the spring, Michel is investi-
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gating adding a second, more expensive 
preemergent application in February and 
March. He applies the first application in fall 
to control winter weeds. 

"It's also important in spring that we 
clean up last year's weed problems and get 
fertilizer applications property timed so the 

lawns are healthy and growing before sum-
mer and don't have weakened root systems 
susceptible to weed infestation," added Barry 
Troutman, technical services director, 
ValleyCrest Cos., Calabasas, Calif. 

Michel said 2002 was also a bad disease 
year, root rot being the main menace in the 

- r v . 
Southeast due to the 
massive amounts of 
rainfall the region re-
ceived. "Th is even 
helped increase the 
weed population because the severity of 
the disease has an effect on how much bare 
area there is for crabgrass to get into home 
lawns," he said. 

Overall, the intense rainfall followed by 
drought-weakened root systems makes 
plants much more susceptible to a host of 
horrors - particularly diseases, Troutman 
said. "This year, it will be more important 
than ever to manage irrigation on properties 
to ensure too much water doesn't collect and 
cause disease," he said. 

In terms of pests, Michel expects the same 
predators - fire ants, which Troutman called 
"insured revenue forever in Florida because 
they've always been and always will be a 
problem," chinch bugs, sod webworms and 
mole crickets. "Florida is a breeding ground 
for new things and a challenging location to 
do lawn care - yet exciting as well," he said. 

NORTHWEST CRANE FLY ISLAND. 

Few states receive as much rainfall or cloud 
cover as Oregon and Washington, but that 
doesn't keep visitors, particularly the Euro-
pean crane fly, from exploring the 
Northwest's lush green grasses. 

Crane fly damage shows up as brown or 
dead turf p ^ ^ 
patches in 
March and 
April when 
the spring 
growth spurt begins. "At this stage, 
insects are in the larvae form and stay un-
derground during the day feeding on turf 
roots and crowns, but come to the surface on 
damp, warm nights to feed on aboveground 
plant parts," explained Arthur Antonelli, 
extension entomologist, Washington State 
University, Puyallup, Wash. "Feeding stops 
in mid-May, and larvae go into a non-feed-
ing stage just below the soil surface during 
July and August. From late August through 
September, pupae wriggle to the surface 
and the adult crane flies emerge." 

However, crane fly larvae undergo a 
weak hibernation when unseasonably warm 
winter temperatures wake them up. "These 

(continued on page 74) 
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(continued from page 72) 

warm periods result in early feeding and 
lead to more serious lawn damage in early 
spring," Antonelli pointed out, adding that 
if warm winters occur, LCOs should watch 
the lawn carefully for damage development, 
particularly if the area has a history of crane 
fly problems. 

Based on Oregon State University Me-
teorologist George Taylor's predictions, the 
western part of the state will experience a 
wetter, cooler winter and spring so crane 
fly infestations will probably be about the 
same as they were in 2002, commented 
Dwight Wolfe, owner, Albany Weed Man, 
Albany, Ore. 

The standard crane fly control recom-
mendation is to assess population numbers 
in mid- to late March and treat if needed. 
According to Antonelli, preventive fall ap-
plications during October also have been 
successful. "This is the time when most of the 
eggs have hatched and the larvae are small 
and vulnerable," he said. "If a fall applica-

tion is made, another application should 
not be needed the following spring." 

A few years ago, a second turf damaging 
crane fly - called the common crane fly -
made its appearance in the Northwest, bear-
ing a resemblance to the European crane 
fly. "This complicates current manage-
ment recommendations because there are 
two generations per year with this new crane 
fly where the European crane fly has only 
one," Antonelli said, explaining that com-
mon crane fly has an early adult emer-
gence in April and May as well as a second 
emergence in August and September. "We 
are currently assessing timing recommen-
dations to deal with both species. But with 
the introduction of this new crane fly, fall 
applications may become more common, 
since such applications will surely elimi-
nate both species." 

In addition to crane fly troubles, Wolfe 
said he expects to see more diseases, par-
ticularly red thread, leaf spot and fusarium, 

prevail in the Northwest as a result of wetter, 
cooler winter and spring temperatures. 

Most homeowners complain about red 
thread, a fungal disease that shows up on 
lawns as 2- to 24-inch diameter circular pink-
ish-red patches, described Tom Cook, 
turfgrass specialist, Oregon State University, 
Corvallis, Ore. A close examination reveals 
red webs resembling antlers that bind the 
grass blades together. Eventually, these 
patches will turn bleached-out white. 

Red thread thrives in poorly fertilized, 
cool temperature environments and typically 
worsens on perennial ryegrass, red fescue, 
chewings fescue and old bentgrass lawns, 
Cook said. "[Red thread] also shows up at 
times in summer on lawns that are under 
mild drought stress or low nitrogen fertil-
ity," he pointed out. 

Treatment includes a fungicide applica-
tion and then turf reinvigoration to prevent 
future problems. Maintenance steps include 

(continued on page 182) 
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Well-

priced 

irrigation 

maintenance 

can bring a 
shower of 
profits. 

Irrigation systems are in constant movement 

throughout hot, summer months, particularly 

in drier climates. 
As a result, systems require maintenance at 

some point to ensure that all the regularly mov-
ing parts are still in tip-top shape, offering 
adequate coverage to intended areas. 

This service in itself is no easy task - requir-
ing consistent parts stocking based on expecta-
tions as well as organized scheduling. Addi-
tionally, contractors have to work the numbers 
and properly price this service before the prof-
its can come pouring down. 

PRICING POINTERS. A typical irrigation 
maintenance pricing structure goes something 
like this, according to Bert Wood, regional man-
ager, Omni Landscape Group, Atlanta, Ga.: 
First, contractors determine an average hourly 
payroll rate. Then they determine the price they 
pay for materials and the indirect costs per 
man-hour. Finally, they add these three factors 

together and apply the desired markup. "With-
out trying to make it sound too basic, that is the 
bare bones of determining a profitable pricing 
structure," he said. 

Dwight Elliott, president, Elliott Irrigation 
Co., Birmingham, Ala., agreed, suggesting that 
contractors "first sit down and figure out what 
it costs for your service truck to pull up to a 
particular job," he said. "You have the truck 
itself, its insurance, upkeep and gas. You have 
your inventory on the truck along with your 
investment in electronic equipment. You have 
your service technician's salary, bonus and com-
mission, health insurance and training. Basi-
cally, you will have about 30 percent of your 
company overhead for the service end." 

Most irrigation contractors charge a stan-
dard hourly labor rate plus material costs for 
maintenance services. For instance, Rain Link's 
hourly labor rate is $60 per hour, which is an 
average rate, according to Shonda Chapa, co-
owner, Rain Link, Wichita, Kan. 

(continued on page 78) 
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(continued from page 76) 

But most contractors agree that the final 
price will fluctuate based on job difficultly. 
For instance, if certain aspects, such as ac-
cess to the problem, make the repair more 
labor intensive, the rate will increase, Wood 
said, or if new, less experienced technicians 
are doing the work, they don't warrant as 
high of a rate, Chapa pointed out. 

Other contractors prefer set pricing. For 
instance, Elliott charges $85 to drive up to the 
property, then adds specific charges for each 
type of repair. "Let's say we locate and repair 
a bad valve," said Elliott, adding that irriga-
tion service consists of 32 percent of his busi-
ness, but he'd like to increase that to 50 percent. 
"We charge $85 plus $145 for replacing the 
valve, and the $85 includes a system check." 

Omni Landscape Group has two ways of 
pricing irrigation repairs, according to 
Wood. The first way is the company's 
"Planned Service Program," which is a pre-
ventive maintenance program that accounts 
for one-third of the company's total irriga-

tion revenue. "We arrive at the price to 
perform this service by calculating all of our 
known system components, namely clocks/ 
controllers, main points-of-connection and 
zone valves," Wood said. "For example, a 
12-zone system typically will have one clock, 
one main and 12 zones, equaling 14 compo-
nents. We multiply the total number of com-
ponents by a per-component price to arrive 
at our evaluation cost. This is a fixed cost 
each time we perform the service. In addi-
tion to the evaluation cost, we request a pre-
authorized limit for repairs to go along with 
each visit. So, at the completion of each visit, 
the customer will be invoiced the evalua-
tion cost plus a time-and-materials charge 
for repairs below our pre-authorized limit. 
The last visit of the year will be the winter-
ization of the system, which is priced based 
only on the number of main points-of-con-
nection. The price is higher if the system 
requires the use of compressed air to per-
form the winterization." 

Wood prices other repairs on a per-oc-
currence basis. Examples of these types of 
repairs, which are priced on time-and-mate-
rials, include main or lateral line breaks, 
weeping or stuck open control valves, con-
troller repairs or replacements and wiring or 
solenoid troubleshooting. "When we price 
these types of repairs, we typically request a 
'not-to-exceed' price from clients," Wood 
said. "Our pricing is usually based on a 
worst-case scenario, so we generally ask for 
a fair not-to-exceed price and make every 
attempt to come in well under that." 

Job materials also can affect pricing. "We 
request different not-to-exceed amounts 
based on the size of the mainline," Wood 
explained. "A 1-inch mainline will require 
less time to access, repair and backfill than a 6-
inch mainline. Materials also are taken into 
consideration. Using the same example, we 
can use a PVC fitting for a 1-inch line repair 
while we use a mechanical joint fitting for 

(continued on page 80) 
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Wichita, Kan.-based Rain Link offers a materials discount for custom-
ers who prepay for their annual service. "If clients prepay us for their 
fall shutdowns and spring startups, we offer a discount on materials if 
they cut their line, for instance," said Shonda Chapa, co-owner, adding 
that the discount is usually 10 percent off of the list prices of materials. 
"It benefits us for them to sign up and pay for the maintenance 
program ahead of time to help with our scheduling and cash flow, but 
it's also a benefit for them because they receive a discount." 

(continued from page 78) 

anything larger than 3 inches. The price dif-
ference between a 1-inch PVC fitting vs. a 6-
inch mechanical fitting is significant." 

Regardless, a contractor's pricing struc-
ture, they cannot leave out key factors when 
determining fees. When pricing irrigation 
maintenance, contractors should consider 
system size, mainline size, system history or 
age, wear-and-tear vs. construction damage 
and repair access. These aspects can affect 
overall costs, Wood advised. "Construction 
damage typically is a lot more detrimental to 
the system than meets the eye," he said. 

Another pricing mistake is underestimat-
ing the time needed to perform repairs, Wood 
said, advising contractors to know the job 
and do the adequate research on the specific 
system before estimating it. 

Contractors should also remember that 
proper pricing doesn't always guarantee 
profits. "Anyone managing an irrigation 
service team must drive revenue in order to 
make a profit," Wood said. "We achieve this 

through thorough tracking of our irrigation 
teams. Our goal is to capture at least 90 
percent of our labor and materials, which 
means capturing the amount we should be 
charging for labor and materials, not sim-
ply covering our labor and material costs." 

Wood explained that his goal is to bill 
85 to 90 percent of each crew's hours and 
minimize the cost of unused but purchased 
materials bought in bulk. "You should try 
to bill in excess of 85 to 90 percent of your 
labor costs and 90 to 95 percent of your 

material costs," he advised. "If each em-
ployee works 10 hours a day, at least 8.5 to 9 
hours of that day should be billed at the 
hourly rate you would charge to the cus-
tomer. Provided you have determined the 
correct labor and material charge and you 
have steady flow of service work coming in, 
you will make a profit every time." 

CLIENT CONCERNS. Selling flexibility, 
convenience and aesthetics is easy when chat-

(continued on page 82) 
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(continued from page 80) 

ting with clients about irrigation systems, 
but talking price can be awkward. Using 
familiar comparisons helps. 

"When trying to sell these services, we 
use a lot of real world examples that the 
customer can relate to," Wood pointed out. 
"Our favorite is the example of servicing a 
car. Everyone knows the importance of 

changing the oil in their cars, rotating the 
tires, checking fluids, etc. We do these things 
because cars are significant investments and 
they get us to where we want to go. The 
same thing applies to irrigation systems. 
Irrigation systems have moving parts, they 
are a significant investment and they get 
our landscapes where they need to go." 
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Elliott also uses examples to explain irri-
gation pricing to clients. "One client was 
giving me a hard time about the lack of 
materials I used on his repair and so I told 
him the story of my daughter, Beth," he said. 
"She went to the dentist and had four wis-
dom teeth removed. We had to drive her 
there - the dentist didn't bring his office to 
our house. Then, he took 45 minutes for the 
procedure and charged me $1,145. He didn't 
even use any parts. I appreciate the dentist's 
good work and didn't have the nerve to ask 
him to list out the cost of the gauze he used. 
The customer understood this example." 

Also, when dealing with customers, one 
of the biggest mistakes contractors can make 
is not communicating results or progress. 
"Always get the customer's approval before 
proceeding with a repair and do not nickel-
and-dime a customer to death over small 
items," Wood suggested. "If you do find you 
have underestimated a repair, let the cus-
tomer know as soon as possible, preferably 
before the repair is completed, especially if it 
is a lot more involved than you originally 
thought. The customer will be willing to 
work with you the majority of the time. If a 
customer calls up and says 'nothing works' 
or T have got a leak every 30 feet,' ask a few 
questions before quoting them a price or 
better yet, offer to come to their property free 
of charge to get a better assessment on the 
situation. Follow up with the customer, let 
them know wheat you discovered." 

Also, contractors shouldn't be afraid to 
"toot their own horns" with clients, Wood 
said. "Talk about your response time, repair 
quality, cleanup quality," he commented. 
"This helps build trust and loyalty with the 
customer - in other words, repeat business." 

Ultimately, discussing company merits, 
as well as excelling at offering this special-
ized service helps contractors get over pric-
ing humps and achieve profitability. Woods 
advised, "When explaining the pricing struc-
ture of your services, focus on the value of 
the services you are providing, be profes-
sional, sell the job, do the job right the first 
time, be an effective manager and the wins, 
i.e. profits, will all fall into place." [D 

The authors are Assistant Editor - Internet, As-
sistant Editor & Managing Editor of Lawn & 
Landscape, respectively, and can be reached 
through nwisnieivski@lawnandlandscape.com. 
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llil& t̂ìmjJiifE 
by Anna Martin 

Though leaves steal the show, plant 
roots actually play a more significant 
supporting role in growth. 

What 

As a component of a universal three-part plant system, including roots, 

stems and leaves, roots often take the behind-the-scenes supportive 

roles essential to total production, but far from the limelight of recog-

nition and celebrity. Leaves - the photosynthesizing plant organs - are 

typically the show stars, receiving not only all of the hype and acclaim 

for their performance, but also the "oohs" and "aahs" over their 

aesthetic appearance. Therefore, the root system of a vascular plant 

may be one of the most oversimplified and underappreciated organs in 

living history. 

ROOT DOWN. A root system's primary functions are anchorage and 
the absorption of water and minerals. The secondary functions include 
storing water and minerals and producing shoot growth hormones. A 
plant is comprised of an above ground shoot system, which includes 
the stem or trunk and leaves, and a below ground root system. The stem 
or trunk supports the photosynthesizing plant organs - the leaves. 
These organs function with the help of a highly developed vascular 
system, which consists of two conductive tissues - xylem and phloem 
that exist together and circulate through the entire plant. Xylem trans-
ports water up from the roots to the leaves and phloem distributes food 
throughout the plant. 

(continued on page 86) 

Roots and soil work together. Plant roots grow in the 

spaces between soil particles. A balance of air pockets and 

soil particles produces a healthy root system, which in 

turn produces a healthy plant. Without a healthy root 

system, plants will not thrive. Photo: Dow AgroSciences 
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Growth within the root system is two-
part. Primary growth originates from the 
apical meristem - an area of perpetually 
embryonic cell tissue. Apical meristems are 
located at the tips of roots and shoots and 
manufacture the plant's extension growth. 
Secondary growth, which thickens the roots, 
originates from the vascular cambium and 
the cork cambium, two lateral meristems. 

Roots, which form at the base of the root 
collar, typically are made up of primary 
roots from which secondary roots - com-
monly known as "feeder roots" - arise. 
Primary roots are woody and perennial and 
are responsible for the anchorage and stor-
age functions. The secondary roots are com-
paratively short lived and usually function 
for approximately two years before dying 
or becoming part of the primary root sys-
tem. These secondary roots are responsible 
for the absorption of water and minerals. 

A plant's root system can span four to 
seven times the diameter of its drip line. The 
majority of the root mass is found in the top 
meter of the soil - generally in the top 12 
inches - where water and minerals are most 
plentiful. Roots tend to grow continually 
toward sources of water and minerals, choos-
ing the path of least resistance. Both primary 
and secondary roots together have more 
than 100 times more surface area than the 
above ground shoot system. 

Soil structure plays an important role in 
how well roots grow, and likewise, roots 
play an important role in soil ecology. Plant 
roots do not actually grow in soil; they grow 
in spaces between soil particles. A balance of 
air pockets and soil particles is essential in 
producing a healthy root system, which in 
turn produces a healthy and vigorous plant. 
Air pockets allow for good movement 
through the soil and facilitate the removal of 

expired carbon dioxide from the soil. Water 
movement through these pockets is also es-
sential to optimal root growth. The release 
of carbon dioxide along with hydrogen can 
create a lightly acidic environment, which 
actually helps make micronutrients avail-
able to the plants. Roots also have the ability 
to produce chemicals called exudates that 
can inhibit competition from other plants. 

Generally, there are two types of root 

Mycorrizae grow on and around a plant's 
root system, surrounding and often pen-
etrating the cortical cells of the plant root. 

The mutually beneficial relationship be-
tween plant root systems and mycorrizae is 
such that many plants suffer in their ab-
sence. Mycorrizae fungi play a major role in 
the plant's ability to uptake phosphorous 
and other essential minerals from the soil, 
increasing the root system's uptake ability 

The pr imary functions of a plant's root system are 

anchorage and the absorption of water and minerals. 

The secondary functions include storage of 

water and minerals and the production of 

shoot growth hormones. 

systems, taproot systems and fibrous root 
systems. In tap root systems, one or several 
dominant roots grow directly down and 
give rise to several secondary branches. Some 
trees with a taproot system include: Quercus 
alba, Juglans cinerea, Carya and Carpinus. 
Conversely, fibrous root systems do not have 
any roots more prominent than the next. 
Some trees with fibrous root systems in-
clude: Acer rubrum, Acer saccharum, Betula, 
Populus deltoides and Abies. To manage 
landscapes effectively, contractors must 
know the growth characteristics of the trees 
and shrubs that they work with. For ex-
ample, fibrous root systems are particularly 
well suited for soil conservation, as they 
tend to cling persistently to soil particles. 

A FUNGUS AMONG US. Discussing 
root systems would be impossible without 
giving recognition to mycorrizae fungi. 

Come installation time, contractors should take note of their plant materials' 
root masses to ensure that roots are not showing girdling tendencies. 

To do this, contractors should simply look for roots that may be circling back 
toward the plant stem or trunk when they remove a tree or shrub from its container 
or burlap. If these roots look like they may pose a threat, simply use a sharp knife to 
cut through the circling roots. If the entire root mass appears problematic, make 
four vertical cuts through the root mass, one on each side, and then spread the root 
mass out when planting. This will encourage normal growth. - Anna Martin 

by nearly 500 percent. In exchange for this 
service, the plant supplies the mycorrizae 
with life-sustaining nutrients. The presence 
of mycorrizae in the soil surrounding plants 
also helps guard against disease and drought, 
and most certainly helps a plant recover and 
thrive when a contractor transplants it. 

When trees must be dug and transplanted 
at inopportune times - such as mid-summer 
- adding an anti-transpirant substance con-
taining mycorrizae and several valuable nu-
trients to the root balls helps plants thrive in 
their new environments. 

PROPER PLANTING. Practically every-
thing associated with healthy plant growth 
begins with proper planting practices. 

Planting depth is particularly important. 
Make sure the root crown is well above the 
original soil level (4 to 8 inches above, de-
pending on the size of the plant). Don't 
forget, the tree will settle. Positioning the 
root crown too high is better than risking 
smothering the plant by positioning the root 
crown below the soil line. 

Contractors should know the specific 
characteristics of the root systems of the 
plant material with which they frequently 
work. There are thousands of existing vari-
eties, and catering to plants' individual needs 
from the start will pay off in the long run. 
Always make sure the soil is suitable and 
amend it if necessary. Common materials 

(continued on page 93) 
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MEDIUM DUTY TRUCK. HEAVY DUTY ATTITUDE 



INTRODUCING THE ALL-NEW GMC®TOPKICK." j 
ENGINEERED BEYOND EXPECTATIONS. 

Every day, you're challenged to do more — better, faster. Now there's a truck that can more than j 

keep up. The all-new GMC TopKick. Engineered to perform beyond the call of medium duty. If you're 

in need of a truck that is heavy on attitude and backed by superior engineering, the GMC TopKick will 
I 

surely exceed your expectations. 
• 

The all-new GMC TopKick offers the kind of best-in-class features and engineering innovations only 

a company with more than 100 years of truck experience could deliver. Like a choice of diesel and 

gas powertrains, as well as an impressive range of GVWRs — from 16,000 to 61,000 lbs* Equally 

important, the GMC TopKick surrounds your drivers in a quiet, highly functional environment so they 

can focus on what the road has in store. And they'll be well equipped to handle any situation with 
i 

increased visibility and maneuverability. Clearly, this incredibly powerful truck has what it takes to 
i 

get the job done. On time. On budget. 

i 
The all-new GMC TopKick. It's what happens when professional engineering is driven by heavy 

duty attitude. 

GMC. I topkici^ 
* When properly equipped; includes weight of vehicle, passengers, cargo, and body equipment. 



STRONG, SILENT TYPE. 
Sometimes actions speak louder than words. That's why the all-new GMC TopKick offers a choice of powerful diesel engines, 
including the Cat® 3126E, the DURAMAX™ 6600, and the DURAMAX 7800. You can also choose the Vortec™ 8100MD V8 
gasoline, the only gas engine available on class 6 and 7 medium duty trucks.* Together they deliver an impressive range of 
GVWRs from 16,000 to 61,000 lbs.1" And they match up with a full complement of Allison,® ZF,™ TTC,® or Eaton® Fuller® 
transmissions. Amazingly, with its improved cab mountings and body sealing, the GMC TopKick remains incredibly 
quiet — whether you're idling or hauling. Once you experience the all-new GMC TopKick, you won't be able to keep quiet about it. 

* Excludes other GM vehicles. 
+ When properly equipped; includes weight of vehicle, passengers, cargo, and body equipment. 



I 

INFORMATION, VISIT US AT GMC.COM OR CALL 1 -800-G 



\ 

I WIDE LOAD, MEET TIGHT TURN. 
You never know what the road has in store for you. That's why the professionals at GMC engineered the all-new GMC TopKick 
with the tightest turning diameter within class 4 . * With a setback axle and a wheel cut of up to 54 degrees, it helps give your 
drivers an edge on things like unexpected road work and poorly parked cars. Our engineers also designed the GMC TopKick with 
significantly reduced engine noise, vibration, and road harshness. That, along with a choice of powerful engines, makes the new 
GMC TopKick 100% professional grade. The road will always have its obstacles. But with the all-new GMC TopKick, your drivers 
will be equipped to meet them head on. 

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

C-8782 . 



THE ALL -NEW GMC TOPKICK. 
THE RIGHT TRUCK FOR YOU. 
Professional grade engineering is the 

foundation on which every GMC truck is 

built. And the all-new GMC TopKick 

continues that tradition by delivering 

what you want and need in a medium 

duty truck: strength, reliability, durability, 

and versatility. With frames ranging 

from 50,000-110,000 psi, there is a 

GMC TopKick for every use. And with its 

straight frame from front to rear with 

no protrusions, the GMC TopKick makes 

upfitting easy. So no matter what the job 

calls for, you can call on the GMC TopKick. 

Discover how the GMC TopKick can fit your 

business needs now and in the future. 

Fast, easy, and safe 
deliveries are a real 
advantage in the real 
world, where tight alleys 
and cramped loading 
docks are often the norm. 
Added maneuverability 
minimizes hazards and 
increases efficiency. 

-GMC TOPKICK C4500 
Regular C a b — 3 6 . 8 ' 

-Nearest Competitor*—52' 

54° Wheelcut 
A couple of degrees 
might not seem like 
much, but every driver 
knows—especially 
when backing u p — 
that those degrees can 
be the difference between 
hitting or missing that 
badly placed dumpster. 

A driver can't avoid what can't be seen. The 
TopKick's dramatically sloped hood helps increase 
forward visibility—and margins of safety. 

For the inevitable tight squeezes, 
both driver and passenger sides 
feature cowl-mounted mirrors (for 
less vibration) that fold inward 90 
degrees in either direction to be 
flush with the body of the truck. 

* Based on comparison of 2003 GMC TopKick C4500/C5500 60" CA 
to 2003 Ford F-450/F-550 60" CA. Excludes other GM" vehicles. F-450/F-550: 26' GMC TopKick C4500/C5500:13' 

WE ARE PROFESSIONAL GRADE. 

GMC • 8 7 8 2 ® WWW.GHC.COM 
Vehicles throughout this brochure shown with optional equipment. See dealer for details. 

) 2002 GM Corp. All rights reserved. Buckle Up, America! GM. GMC. and the GMC logo are registered trademarks of General Motors Corporation. 

http://WWW.GHC.COM


Contractors disturb the root 

systems of container-grown 

plants (below) less during 

transplanting than bare root 

plants. Contractors must keep 

bare root material (right) 

moist and install it soon after 

removing it from the soil. 

Photos: Moon Nurseries 

(continued from page 86) 

used for amending soil include: compost, 
bonemeal, manure and peat moss. 

Additionally, check the drainage capa-
bilities of both the rootball (or container) 
and the planting soil. Be sure to provide a 
proper draining environment for new plants. 

Moreover, know what plants are com-
patible and which pose the greatest compe-
tition for resources. For example, use 
drought-resistant varieties together to aid in 
proper watering. 

Lastly, don't forget that many plants will 
compete aggressively for space with 
hardscapes as well. Contractors should de-
termine which landscape element is more 
important to clients. 

Of course, we should mention that start-
ing with healthy, robust nursery stock is the 
key first step in proper tree care. Contractors 
should buy only from reputable nurseries 
and green goods suppliers who offer trees 
and shrubs that have been properly pre-
pared for transplant. These plants have been 
pruned not only for appearance but for root / 
shoot balance as well. Most balled-and-
burlapped trees lose more than 75 percent of 
their root mass when dug. Professional grow-
ers have pruned the root systems of their 
trees and shrubs and used drip irrigation to 
ensure that the best possible concentration 
of roots is contained in the root ball at the 
time of harvesting. 

And make sure the nursery stock you 
buy has been fertilized properly and given 
proper care for pest and disease prevention. 

ROOT RIOTS* Common culprits of root 
problems include: conflict with hardscapes, 
limited soil volume, insects, disease and de-

cay, animals, competition from other plants, 
soil compaction, girdling and mechanical 
damage. Some universally visible symptoms 
of root trouble include: fungal growth, dis-
colored leaves, epicormic shoots (shoot 
growth originating from the bark), insect 
activity, changes in the bark and heavier 
than normal fruit and nut crops. Unfortu-
nately, once the signs of damage and disease 
become visible, it is usually too late. Being 
familiar with the problems trees and shrubs 
may encounter and what causes them is the 
best solution. Here are three major root prob-
lems, their symptoms and solutions. 

Root Disease and Decay. Injury to a plant's 
stem or root can leave it susceptible to bac-
terial and fungal infection. This often leads 
to debilitating disease and decay. 

Decay is the process by which microor-
ganisms destroy and consume the walls of 
healthy cells. Older trees are less able to 
defend against the progression of decay-
causing bacteria and fungi and contractors 
should monitor them closely. 

Root decay or "root rot," can go virtually 
unnoticed for years. Typically, infection 
strikes either the feeder roots - impeding the 
plant's ability to uptake water and nutrients 
- or the woody perennial roots, affecting the 
plant's ability to properly store supplies. 
Additionally, decay-weakened woody roots, 
as the tree's source of support, are apt to fail 
and topple the tree. Commons signs that 
there may be root decay include: mushrooms 
or fungi growth on and around the root 
crown; the presence of sawdust from ter-
mites, carpenter ants or other boring insects; 
changes in bark texture; asymmetrical root 
collar; lack of root flare; smaller than normal 
leaves; discolored leaves; epicormic shoots 
or a leaning trunk or stem. If these symp-

Contractors have three options when purchasing nursery stock: balled and 

burlapped (B&B), container or bare root. 

B&B stock is field grown, dug and wrapped in burlap. By doing this, a tree retains 

an optimal root mass and soil volume for short-term sustenance before it is trans-

planted. When planting, contractors need only remove the burlap from around the 

stem or trunk, as burlap is biodegradable. 

Container-grown plant material, if grown in a proper sized container, is most likely 

to survive transplants, as the root system is fairly undisturbed in the process. How-

ever, a container plant may take longer to become established, as the roots may resist 

venturing out of their original fertile soil mass. 

Bare root stock, as indicated by its name, is moved and transplanted without the 

benefit of accompanying soil. Bare root stock must be kept moist and planted as soon 

as possible. This type of stock is most commonly used for reforestation and revegeta-

tion projects. - Anna Martin 

The Tree Trio 
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toms arise, try to inspect the root system. If 
the inside of the root is brown or grey, the 
tissue is probably dead. Healthy roots are 
normally pink or tan in color. Contractors 
can use an increment borer to take a look at 
inner tissues of a tree at the root collar. 

Girdling Roots. A typical root grows away 
from the center point of a tree's root collar, 

constantly in search of new water and min-
eral sources. A girdling root is one that 
abnormally turns back towards this center 
point, crossing back over itself or its sur-
rounding roots. As the root continues to 
grow longer and wider, it has the potential 
to strangle any other roots that it encircles. 
Not only does this damage the plant by 

restricting the flow of water and nutrients to 
the plant, but it can render the plant structur-
ally unstable as well. In trees that are buried 
too deeply in the soil, a girdling root can 
actually encircle the trunk at or above the ; 
root collar. 

The classic cause of root girdling is ob-
struction, such as hardscapes, areas of highly 
compacted soil or the container housing the ' 
plant. Indications of girdling roots include 
branch dieback, smaller than normal leaves, 1 
misshapen root collars and lack of root flare. 

The best way to treat a plant with girdling 
roots is to cut them away. 

Soil Compaction. One of the most wide-
spread deterrents of healthy plant growth is 
soil compaction. Air pockets in the soil are 
necessary for both root movement and respi-
ration. In other words, soil compaction suf-
focates the plant. The availability of oxygen 
to a plant's root system is vital to the plant's i 
overall health and life function. 

Common indicators of roots affected by 
soil compaction include branch dieback, 
smaller than normal and / or discolored leaves 
and poor flower or fruit production. One 
way to avoid soil compaction problems is to 
select plant varieties that are more adept to 
thriving in compact soils. A few examples of 
such trees include Acer campestre, Ginko 
biloba, Gleditsia and Tilia Cordata. 

To aid the recovery of plants suffering 
from soil compaction, remove the top few 
inches of soil without damaging surface roots. 

ROOT TLC. The ability to conceptualize the 
growth characteristics of root systems is a 
challenging aspect of providing tree and 
shrub care. Just like the inner workings of the 
plant, monitoring growth and examining the 
physical appearance of the root system is 
difficult to do without the possibility of dam-
aging the plant. 

However, root systems play a vital role 
in the health of plants. Proper care of plant 
root systems involves building knowledge 
of the basics and using common sense. 
Though preventive root care may seem 
costly and time consuming, the extra effort 
will pay off in a healthy and robust plant -
from the roots up. D 

The author is marketing director, Moon Nurser-
ies, Chesapeake City, Md., and can be reached at 
amartin@moonnurseries.com or 800/803-TREE. 

Does Your S P R A Y E R Have A 
Healthy HEART? 

E x c e p t i o n a l p e r f o r m a n c e y o u r e q u i p m e n t d e m a n d s . 

For more in format ion on Duraphragm Technology 
please visit Un icospray .com or contac t Unico Spray Products 

241 West Edger ton Avenue • M i l w a u k e e , Wisconsin 53207 
emai l sa les@unicospray .com • te lephone 800 .331 .7727 

Ask for the best - Ask for Comet® 

WWW.UNICOSPRAY.COM 

PIÒ MARCH 2 0 0 3 

USE READER SERVICE # 7 6 1 
LAWN & LANDSCAPE 

mailto:amartin@moonnurseries.com
mailto:sales@unicospray.com
http://WWW.UNICOSPRAY.COM




by Ali Anderson 
Creating shinning landscape designs 
is no simple feat The process requires 
a close look at the basic elements of color, 
texture, scale, balance, rhythm and focus. 

Picture this: a striking landscape design - garnished with vibrant flower blossoms planted 

methodically, assorted trees placed with precision, a custom-made rock wall adorned with a 

stunning waterfall and an inviting cobblestone pathway illuminated by evening spotlights. 

Now picture this: piles of sketches, hours of client-designer meetings, long lists of plant 

possibilities and frequent trips to a handful of nurseries. 

Yes, some serious planning - not just planting - goes into creating a picturesque landscape portrait. 
But what makes a good landscape design? And how can contractors add more pretty pictures 

to their landscape portfolios? 
After all, landscaping allows for an endless array of possibilities - with so many plants in 

countless variations of size, color, texture and form. Add stone and water features, and the 
possibilities multiply exponentially. 

While exciting, all these options can make landscape design a bit overwhelming. But industry 
veterans and landscape designers insist there are some design fundamentals that can help 
contractors find and create just the right look. 



BACK TO BASICS. Some professionals, like John DeBell, 
president, Clippers, Chantilly, Va., like to approach design 
projects in terms of the basics - at least to begin with. 

"Form and function are the basics of good design," ex-
plained DeBell, whose company offers design, installation 
and lawn maintenance services. 

Form, as DeBell defined, is the structural shape of the 
overall landscape - whether curvilinear, rectilinear, asym-
metrical or otherwise. Function refers to the actual purpose 
for the site. DeBell noted that, at times, form takes too much 
precedence over function. Bad news, considering function means 
usability for clients. Every customer wants a scenic - and useful 
- final product. That functionality can mean planning for walk-
ways in high-traffic areas and allowing easy access to parking. 

"A good designer determines the client's needs for the 
space," asserted Beth Doyle, landscape designer, Chip-N-
Dales Custom Landscaping, Las Vegas, Nev. 

When trying to define the function of a particular space, Doyle 
recommended designers ask find-out questions: Is the customer 
likely to entertain guests in the outdoor space? If so, will that be 
during the day or the evening? Will the customer entertain large 
groups or host smaller family gatherings? Does the customer 
have children, pets or special needs to consider? 

Asking these and other questions, contractors can gain a 
clearer picture of exactly what function their design forms 
ought to take. 

"In commercial projects, function also represents the fu-
ture maintenance issues after the design is installed, photo-
graphed and admired," DeBell expounded. 

Indeed, upkeep issues can interfere with functionality. 
Specifically, turf maintenance problems may originate from 
placing grass strips between curbs and sidewalks adjacent to 
parking areas. 

Another issue to consider in terms of function is pedestrian 
traffic, which always takes the shortest route through land-
scapes - regardless of how attractive the installation may be. 

Dazzling flower blossoms, earthy cobblestones and 

contrasting shades of greenery can add a colorful flair to any 

landscape design. Add the elements of texture, scale, balance, 

rhythm and focus, and a picture-perfect property comes into 

focus. Photo: Riepenhoff Landscape 

Poorly designed walking patterns that try to force pedestrians 
into longer, more inconvenient paths ruin many landscapes. 

By considering these and other possible functionality 
problems, contractors can create more user-friendly land-
scapes and increase customer satisfaction as well. 

ELEMENTARY BEAUTY. Once contractors address the 
basics of form and function, they're ready to add the finer 
details of composition. But where to start? 

Piles of industry-related books and how-to guides outline 
effective design elements. Whittle those down to a manageable 
few, and here's what's left: color, texture, scale, balance, rhythm 
and focus. These specific elements - though somewhat elemen-
tary - are some of the details that can add a cohesive flair to any 
contractor's designs. 

Color. When making color selections, contractors must fac-
tor in the color of flowers, leaves, soil, branches and bark - and 
how they fit with color schemes already living on the site. 

"Color has to be used in a way that complements the 
design and doesn't hinder what's trying to be expressed," 
said Matt Schultz, designer, Riepenhoff Landscape, Hilliard, 
Ohio, noting the importance of using colors that don't "clash" 
with already-existing architecture and plant life. 

Although most plants are green, contractors can choose 
from scads of shades to add variety and depth to their 
designs. Thus, an assortment of greens can bring life to a 
somewhat dull green spot. And in terms of flower hues, the 
colorful options are seemingly endless. 

Remember, bright colors draw attention and dark colors 
create depth, Doyle advised. 

"With such an assorted palette of colors available in nursery 
products, color choices can be manipulated to elicit certain 
feelings," she stated. "Arrangements of blues and purples in 
the perennials or variations of cool greens can create a 
cooled-off feeling in an otherwise heated desert southwest 
landscape. Carpets of colorful ground cover can simulate a 
flowing stream. Gold and yellow are often used to bring 
attention to a shady spot." 

Texture. Texture refers to the visual smoothness or coarse-
ness of a feature. And, according to Doyle, it is a commonly 
overlooked element. 

"Imagine that the densely wooded forest you visited as a 
child only contained one type of tree," Doyle mused. "No 
variety in texture of bark, leaves or branches. Picture the 
unexciting visual that would be." 

Similarly, the allure of a yard is largely tied to its textures. Just 
picture the lack of animation associated with a texture-free 
landscape design. Not a pretty picture. 

"Textures evoke a desire for people to touch," Doyle added. 
"They may graze their fingertips along the edge of a blooming 
lily or stroke the plume of fountain grass or rest their hands on 
a textured wall or boulder." 
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Textures please the eye as well. Thus, 
when designing, contractors should attempt 
to mimic nature by grouping plants and 
placing opposing textures nearby. 

Otherwise, if contractors clump too many 
fine-textured plants or other elements, the 
landscape lacks variety, depth and interest, 
Schultz shared. "We try to combine textures 

not only for appeal, but we can also use 
texture to create distance." 

Specifically, remember that soft elements 
usually seem farther away than those with 
coarse texture. Keeping texture in check is 
essential when seeking depth in a design. 

Scale. This element refers to sizes - and 
the relationships created by variable sizes. 

"When paying attention to scale, you're 
trying to be sure you don't put something 
large in an area that is too small," Schultz 
mentioned. "You don't want elements to be 
overlooked - but you want them to be no-
ticed. Finding that comfortable medium, in 
terms of scale, is essential to a good design." 

Balance. Balance is the overall equilib-
rium of a landscape design. Achieving bal-
ance doesn't require precisely mirrored 
plantings and hardscape features on each 
side of the picture. However, it does require 
a sense of equality throughout the design. 

"Lots of times the architecture of a house 
may be asymmetrical, but it can still have 
balance," Schultz noted. "If you have too 
much of one thing on a house or in a design, 
it's going to feel heavy on that side. You 
want to create a sense of symmetry - not 
just in plant types or shapes, but in amounts 
and quantities." 

Shultz insisted such balancing techniques 
are based on mathematics - of a sort. 

"You want to do designs not always in 
equal distribution," he continued. "One side 
may have five plants of one size, while the 
other has one plant whose size equals the 
combined sizes of the smaller plants." 

Simple addition, really. 
Rhythm. This means repetition of ele-

ments - not just putting 20 different plant 
types on a site, but actually using some rep-
etition in plant types for a reason. That rea-
son is this: repetition in landscaping creates 
patterns. These patterns are comfortable and 
familiar to those using the property. Con-
tractors can use patterns of repetition in plant 
shapes, flower colors, hardscapes and tex-
tures. These repetitious themes tie an en-
tire landscape together. 

"Rhythm helps create a feeling of coher-
ence," Schultz emphasized. "When used cor-
rectly, rhythm makes the end result look like 
an entire, well-designed project - not just a 
series of smaller projects added together." 

Focus. Does the design revolve around a 
certain element - an artistic entry, a large 
fountain or prominent statue? If not, the 
designer had better change plans because 
having a focus - or a point of concentration 
- is key to creating a scenic design. 

"You have to create a focus - or a series of 
focuses - so people will know where to look," 
Schultz stressed. "You don't want them to 

(continued on page 100) 
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feel overwhelmed by the many things going 
on in the landscape." 

Referring to a Japanese method of land-
scaping, Schultz recommended using group-
ings of threes to create focus. Three focal 
points within a rectilinear courtyard - per-
haps a tree, a group of boulders and a statue 
- can draw the desired attention. 

Contractors who consider all of the out-
lined design elements can create portfolio-
worthy pictures out of properties. Although 
some sites may call for more of one element, 
all are necessary for an eye-catching design. 

GETTING STARTED. Next comes the ac-
tual design phase - the process of taking a 

shapeless site and transforming it into a per-
fect picture. The design process begins. 

But how? 
While each company is likely to take a 

uniquely tailored approach to the process, there 
may be some overlap in what goes on with 
landscape designs. Each contractor has to come 
up with a system to best serve clients. 

First, a good design generally begins with 
an understanding of the site. Thus, one of the 
initial steps is to assess the designated prop-
erty to increase awareness of the area's po-
tential and possible functions. 

"Although every site is unique, a basic 
site analysis is key to arriving at a workable, 
appealing design," Doyle affirmed. "The 
analysis also gives you momentum to begin 
making plans." 

Schultz likes to spend a few hours famil-
iarizing himself with a new design site, mak-
ing preliminary sketches and taking mea-
surements. He records down-to-the-inch di-
mensions for existing buildings, plants, prop-
erty borders and elevation changes. He in-
cludes anything that could possibly impact 
his design plans in the on-site evaluation. 

Regardless of what measuring or draw-
ing has been done by previous designers, 
Schultz recommended contractors start from 
scratch. Do it all again if necessary, just for 
the sake of accuracy. 

"I learned in the past never to trust any-
one else's drawings or designs," Schultz re-
called. "Often the old drawings I'm given are 
outdated because of changes in building con-
struction or alterations in the property. It's 
best to start fresh." 

After sufficient time on the site, Schultz 
heads back to the office for work on a base 
sheet, some brainstorming and a crack at 
initial design concepts. "While the property 
is still fresh in my head, I like to come up with 
concepts," he shared. "I start to draw, and 
sometimes I find one concept fits perfectly. 
Other times I'll come up with many ideas." 

This concept stage is packed with all sorts 
of plans - for grading, irrigation, demolition, 
lighting, etc. Sometimes during this process, 

(continued on page 102) 
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looking through books on garden style and 
historic landscape or thumbing through pre-
vious drawings - just for some added inspi-
ration - may be helpful. 

"However, I want to create something 
unique for each client. I don't want to give 
them a cookie-cutter design that is identical 
to the one I did last week," Schultz admitted. 

Then comes the test: taking plans to cli-
ents for approval. 

"It is pretty normal to have to make a few 
attempts," Schultz said, recalling a few clients 
who made substantial changes to his initial 
designs. "It's kind of like stabbing in the dark. 
But the more experience you get with a variety 
of clients, the better you get at it." 

Taking the time to understand what cli-
ents want is a must and can aid this process, 
said Milton Ninde, landscape designer, Clip-
pers, Chantilly, Va. 

"Listening to what the client is trying to 
achieve is paramount," Ninde noted. "Some-
times it is hard for clients to explain what they 

want. They have an idea or mental picture but 
don't know how to convey that perception." 

Asking questions is one of the designer's 
primary responsibilities, including: Can I 
execute and maintain the integrity of the 
design? Is the design satisfying the needs of 
my client? Can I accomplish the intended 
design within the designated budget? 

Similarly, Doyle advocates customer-de-
signer interactions. The first stage of her 
design process involves meeting with cli-
ents to discuss needs and establish a budget. 

Designing around a 

striking feature, 

such as a neatly 

sculpted tree, 

creates a focus for 

viewers. 

Photo: Riepenhoff 

Landscape 

She provides photographs to give customers 
a visual of her work and help them pinpoint 
their own preferences. 

But the communication doesn't stop there. 
Keeping the lines open throughout all stages 
of the design process - even down to the 
installation phase - is necessary for happy 
customers and usable designs. |fl 

The author is Assistant Editor - Internet for 
Lawn & Landscape magazine and can be reached 
at aanderson@lawnandlandscape.com. 
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Landscape Edge 
by Enloe Wilson & Nicole Wisniewski 

Landscape edgers give lawns crisp borders 
for clients who want added definition. 

Uniform mowing stripes. Check. 

Well-seated annuals. Check. 

Crisply pruned dogwood. Check. 

Everything looks great, but what's up with the scruffy perimeters? 
Poor edging is the landscape equivalent to coloring outside the lines. But unlike a 4-year-

old artist, nothing is cute about a yard roughly serviced - especially to the paying client. 
Luckily, today's landscape contractors don't have to rely on string trimmers or the 

manual edgers of yesteryear to manicure lawn borders. But newer edging equipment does 
come with its own set of considerations. 

CHOICES GALORE. With power landscape edgers having gained popularity only in 
the last 15 or so years, contractors don't have to think too far back to remember the days 
before them. Since those days, the edger has evolved in two basic forms - stick and walk-
behind. Both offer crisp edging along pavings and curbs, but each comes with its own 
pros and cons. 

First came walk-behinds. 
"The walk-behinds came out in the mid-1980s," said Jay Larson, product marketing 

and communication manager, Shindaiwa, Tualatin, Ore. They remained the status quo 
until the early 1990s, when stick, or shaft, edgers surfaced to become the widely favored 
mode of edging, he said. Nowadays, walk-behind edgers are more generally given to 
initial bed- and edge-defining applications than routine maintenance. 

"Walk-behinds have traditionally offered more power and are probably still better for 
cutting the first edges of the season," Larson commented. 

But with the evolution of the stick edger, most manufacturers agree that this design 
offers users greater flexibility. 

Contractor preference dictates the reason there is an abundance of stick edgers on the 
market, Larson said. "We considered producing walk-behinds, but focus groups pre-
ferred stick edgers," he shared, mentioning that while stick edgers may lag behind in 

(continued on page 108) 

An edge makes the difference on an otherwise messy lawn border. Photo: Stihl 
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Landscape Edgers 
(continued from page 106) 

power, crews favor their lightweight portability, relative speed and 
maneuverability and uniform cutting ability. 

"Many contractors go with sticks as opposed to walk-behinds 
because of portability and weight," Larson remarked. 

While stick vs. walk-behind has long been the primary choice 
among contractors, technology stands as the dominant variable to 
decide on today. As with other hand-held power equipment, chief 
among the technological de-
bate is 2-cycle vs. 4-cycle. 

While many manufactur-
ers have cashed in on the 
move to 4-cycle technology, 
David Vick, general manager 
- sales and marketing, 
Redmax, Norcross, Ga., said 
some manufacturers are fo-
cusing on ways to improve 
2-cycle operations and meet 
California Air Resources 
Board Tier II and U.S. Envi-
ronmental Protection 
Agency emission standards 
without switching to 4-cycle 
engineering and without us-
ing catalytic converters. 

"The 4-stroke machine 
was designed to be the emission efficient solution, but no one 
stopped to take the time to develop and optimize the 2-stroke," 
explained Paul Golevicz, marketing services manager, Echo, Lake 
Zurich, 111. "The 2-stroke is more powerful than 4-cycle because it has 
only three moving parts - piston, crankshaft and connecting rod." 

Manufacturers' ultimate goal with equipment is maximizing 
efficiency and power, all while maintaining a lightweight machine. 
"On a standard 2-cycle, 30 percent of the fuel escapes as gas," Vick 
said. "With new technology - a two-barrel carburetor instead of one 
- as gases escape, pure air is injected instead of raw gas and fuel to 
diminish the output of a fuel/gas mix." 

In Vick's opinion, 2-cycle edgers are also quieter and have fewer 
moving parts, meaning less maintenance. 

But 4-cycle machines also have their place in the market. Manufac-
turers continue focusing efforts on 4-cycle technology because they feel 
eventually all machines will need catalytic converters or be equipped 
with 4-cycle engines due to EPA demands for increased noise reduc-
tion and decreased emissions. "A 2-cycle fires on every stroke of the 
piston, while 4-cycle machines fire on every other stroke meaning a 
cleaner, quieter, more fuel-efficient machine," Larson said. 

The other basic decision contractors need to make when purchas-
ing an edger is choosing between a straight or curved shaft. 

Some manufacturers claim that vital, careful cuts should be made 
with a straight shaft for precision, while others explain how the 
curved shaft is more economically sound and increases user flexibil-
ity and visibility. On average, straight shafted machines are slightly 
more expensive than curved-shafted edgers, Vick said, giving an 
example between two where the curved machine costs $319 and the 

(continued on page 146) 

According to manufacturers, stick edgers 

offer contractors greater flexibility than 

walk-behind edgers. Photo: Stihl 
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Focus OhESsOHEIS & FERTILIZERS 
by Lauren Spiers 

As weeds start to grow up, lawn care operators 

consider their options for knocking them backdown. 

Many homeowners take pride in mowing their own 
lawns and keeping them tempting for barefoot toes. But 
when the inevitable, unsightly weeds like dandelions 
and crabgrass stain their closely-tended lawns, it's time 
for the professionals to take care of business with strong 
herbicide applications. 

To bring damaged lawns back to their green glory, 
the question for lawn care operators (LCOs) becomes, 
what combination of preemergence and postemergence 
herbicides provides the best course of action? 

RESEARCH & REVISE. Determining the advantages and 
disadvantages of different herbicides takes a good deal of 
time and research. "I've got a pretty set program now that 
I've been using for about four years," remarked Doug 
Harris, owner/operator, Harris Lawn Care, Mitchell ville, 
Iowa. "But, things change and different products come 
and go. You've got to keep up with them." 

Harris conducted a lot of research before nailing 
down his weed control plan. He now uses frequent 
postemergence applications due to excessive broadleaf 
weeds in his area. By talking to other LCOs and con-
ducting his own product trials, Harris developed a 
program that worked best for his Midwest clients. 

Craig Martin, manager/supervisor, Greener Lawn 
Care, Cumberland, Md., takes a different approach to 
herbicide use. "We use the preemergents as our mainstay 
and postemergents as kind of a quick fix," Martin noted. 
Since the preemergence products he applies control 
weeds well, this maintains customer satisfaction. Ad-
ditionally, less frequent and more targeted 
postemergence applications keep material costs down. 

Martin did research similar to Craig's when choos-
ing his herbicides and both men know that LCOs have 
many factors to consider in the decision. 

"There are a lot of factors that are driving what 
LCOs choose to use," acknowledged Quenton Jackson, 
regional marketing manager, Monsanto, St. Louis, Mo. 
"Primary among them are price, convenience and safety, 
but decisions are also driven by things that are outside 
the chemistry." Jackson mentioned that legislative is-
sues and environmental concerns must also be taken 
into account when the topic is herbicides. 

Researchers are knowledgeable contacts for LCOs, 
and results of trials performed by universities are avail-
able on many university Web sites. For LCOs perform-
ing their own tests, Brian Unruh, extension turfgrass 
specialist, University of Florida, Gainesville, Fla., had 

Healthy lawns depend on several factors - proper mowing regular 
watering and an appropriate combination of preemergence and 
postemergence herbicides. 
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some suggestions. "Don't just try one 
product in one location and base your 
results off that," he urged. "Choose three 
or four landscapes or lawns and see how 
that product works." The amount of cov-
erage and duration of treatment a prod-
uct provide compared with its cost, are 
also important considerations for LCOs. 

A HEALTHY COMBINATION. Re-
membering that preemergence and 
postemergence herbicides are two differ-
ent animals is important when LCOs are 
choosing products. Though they both re-
sult in weed elimination, "comparing 
postemergents to preemergents is like 
comparing apples and oranges," Harris 
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Green Monsters 
^Jreen, strong and menacing. Remind 
you of something? Yes, we're talking 
about the Incredible Hulk - and turgfrass 
weeds. Choosing the right herbicide for 
offending weeds is like a great anger 
management session for the Hulk, leaving 
a calm Bruce Banner relaxing on a lush 
lawn. But, like the Hulk, weeds are 
aggressive and definitely unwanted, and 
without the proper control they'll tear 
through everything in their path. Remem-
bering that postemergence herbicides are 
chiefly used to control broadleaf weeds 
and preemergence products work best on 
grassy weeds is vital to taming the beast. 
Here's a quick list to refresh your memory: 

GRASSY 
WEEDS 
Annual Bluegrass 
Barnyardgrass 
Broomsedge 
Crabgrass 
Crowfootgrass 
Dallisgrass 
Fall panicum 
Goosegrass 
Green Foxtail 
Nimblewill 
Orchardgrass 
Quackgrass 
Timothy 
Sandbur 
Yellow Foxtail 
Wild barley 
Windmillgrass 
Witchgrass 

BROADLEAF 
WEEDS 

Bittercress 
Black medic 
Buttercup 
Chicory 
Catsear 
Common chickweed 
Curly dock 
Dandelion 
Ground ivy 
Henbit 
Knotweed 
Lawn burweed 
Mouseear chickweed 
Purslane 
Speedwell 
Spurge 
White clover 
Yellow woodsorrel 

- Lauren Spiers 
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stressed, explaining their difference. "The 
idea behind a preemergent is that it puts 
a barrier down so that as the weeds begin 
to grow, they come up through the barrier 
and it kills them. For a postemergent, the 
weeds have to be up and actually growing 
for [the treatment] to work." Understand-
ing this difference, most LCOs use both 
preemergence and postemergence herbi-
cides in their lawn care routines. 

"I've got two categories of customers: 
Some that just want me to come around 
and kill their dandelions [and] other cus-
tomers that want full service," Harris said. 
With a range of customer expectations, he 
reasoned that having both types of herbi-
cides available is the best solution. 

Likewise, Scott Eicher, senior product 
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manager, Dow AgroSciences, Indianapolis, 
Ind.,expects preemergentsand postemergents 
to be used in combination for quite a while. 
"In some cases, split [or] multiple treat-
ments with a preemergence product may 
give a business the type of control and a cost 
they believe is a good investment," he noted. 
"Others may choose to manage their busi-
ness with a combination of pre- and 
postemergent control. The key is delivering 
a service to their customer that meets or 
exceeds their expectation levels." 

Moreover, products in each category 
are designed to deal with either grassy or 
broadleaf weeds, but rarely both. Gener-
ally, postemergence herbicides control 
broadleaf weeds and preemergence prod-
ucts control grassy weeds and crabgrass. 

Knowing all this, the next consider-
ation is whether to use a liquid or granu-
lar form of material. 

"Ours is strictly a liquid program," 
Martin offered. "In our area, the biggest 
benefit is ease of application. We've got 
rather rough terrain and some of our lawns 
are steep, so pushing a spreader isn't fea-
sible. A hose drag is better." Along with 
other LCOs, Martin stressed that broad-
leaf weed control with a liquid 
postemergent is superior to results gained 
with a granular material. 

Harris explained that granular prod-
ucts require moisture to stick to the 
turfgrass plant. However, trying to sched-
ule applications for first thing in the morn-
ing or after it rains is impractical and 
often impossible. He also noted that liq-
uid postemergents work better than 
granulars because as weeds pull in nutri-
ents when they go dormant in the fall, 
they also pull in pesticides put down dur-
ing mid- to late-season applications. 

At YardApes, New Milford, Conn., 
President Shayne Newman also prefers 
liquid products. "We tank-mix a liquid 
postemergent broadleaf weed control and 
a crabgrass preemergent," he described. 
Tank-mixing allows him cut down on la-
bor by letting him make only one blanket 
application instead of two. 

As a caveat to this practice, Unruh 
reminded LCOs that lawns can be over-
loaded if too many chemicals are applied 
"A lot of times we think that when we 
spray herbicides on the turf and it doesn't 

LAWN & L A N D S C A P E 

kill it, that it doesn't hurt it," he said. 
"That's not always the case. It can slow 
the turf down metabolically, for instance." 

GREENS FEES. Homeowners and prop-
erty managers want to know up front 
what weed control will cost. Determining 
the appropriate amount to charge is often 

tricky, though most LCOs base their prices 
on square footage. 

"Charges vary per application," com-
mented Mike Leahy, president, Blades of 
Green, Churchton, Md., whose properties 
range from townhomes to 12-acre lots. 
"Most people base it on square footage, 
but I'll even base it on things like what the 
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[client] expects of me," he continued. "If 
they want me to bend over backwards, 
they might pay 20 percent more than other 
people, but they get what they pay for." 

Newman's pricing plan, based on a 
materials cost of about $2 per 1,000 square 
feet of preemergent and postemergent 
mixed together, is a simple $5 per 1,000 
square feet. Oftentimes he doesn't addi-
tionally charge for things like spot spray-
ing callbacks because his clients are al-
ready investing their money in mowing 
services, pruning, etc. 

Even in situations where costs for spot 
treatments are absorbed into other prices, 
when customers don't have to pay "extra" 
for certain applications, this often trans-
lates into more renewed business. "A call-
back in the lawn care industry is one of the 
most expensive portions of running the 
business," Eicher remarked. "If you can 
reduce callback complaints, customer re-
tention will be higher." 

Pre & Post Pros & Cons 
Because no herbicide is a cure-all, lawn care operators usually use a combination of 
preemergents and postemergents to deal with the host of weeds that can infiltrate otherwise 
healthy lawns. Of course, each category has its own pros and cons, so Scott Eicher, senior 
product manager, Dow AgroSciences, Indianapolis, Ind., and Jennifer Ralston, industrial turf 
and ornamentals product manager, Monsanto, St. Louis, Mo., offered some information for 
herbicide shoppers to remember. - Lauren Spiers 
Preemergents Postemergents 
PROS 
• Annual weed problems are reduced or 
eliminated before customers even see them. 
• Can control weeds in turf settings as op-

PROS 

• Highly effective broadleaf weed control. 

• Broad-spectrum products can kill the vast posed to just along sidewalks or plant beds. majority of weeds once they have emerged. 

CONS 
• With blanket applications, herbicides 
may be applied in areas they are not needed. 
• Generally more expensive than post-
emergents. 

CONS 
• Products containing 2,4-D can be volatile 
and spray drift can injure nearby plants. 

Of course, working out the pricing 
details in the first place, and pricing ser-
vices to compete can offset costs when 
callbacks are necessary. Harris' approach 

to pricing is involved, but effective. 
"First, I figure out what my overhead 

is and what the cost of materials are, and 
then I compute it down to what my cost is 
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on someone's yard," Harris outlined. "You 
need to know what your cost is for labor, 
equipment and material, and then figure 
out what your profit is," he continued, 
adding that while finding out what com-
petitors are charging is sometimes diffi-
cult, knowing the fair market rate in a 
given area is also important when pricing 
applications. 

Martin's strategy is similarly detailed. 
"Our [overall] pricing gets cheaper per 
thousand square feet, the more square 
feet you have," he explained. "I put to-
gether our pricing structure [by deter-
mining] overhead and the time it takes to 
get to the property. The pricing per 1,000 
square feet stays the same, but it's the 
number of square feet on the lawn that 
gives you the variable," he said. 

For example, Martin's average lawn is 
10,000 square feet, for which he charges 
about $50. A lawn half that size though, 
costs slightly more than $35. For those two 
lawns, the price of labor and materials per 
1,000 square feet is the same, but the acreage 
changes. For a smaller lawn, the overall 
price per 1,000 square feet goes up. 

Nailing down an effective herbicide 
program is no easy task. With the number 
of products, combinations and techniques 
to consider in addition to pricing services, 
there are a multitude of questions to an-
swer, but several places to find those an-
swers as well. 

"Most states generate a pest control 
guide for turfgrass managers," Unruh of-
fered and also suggested using the Internet 
as a source of information on products. "I 
really think you should be your own re-
searcher," he advised. "Get these prod-
ucts and stack them up next to each other." 

But, don't forget the most important 
rule: always read the label. 

The author is Assistant Editor of Lawn & 
Landscape magazine and can be reached at 
lspiers@laumandlandscape.com. 
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by Lauren Spiers 

Lawn care operators should lit 

panic as natural gas prices rise and 

urea follows suit, but they should 

prepare to raise their fees 

"There are possible spot shortages coming up this 
spring because inventories are lower," said Randy 
Vogel, president, Spring Valley, Jackson, 111. Vogel 
explained that the Mississippi River has a hand in the 
situation, but determining the locations of potential 
shortages is difficult. "Most of the material is shipped 
up the Mississippi River to various ports. How fast it 
warms up this spring and how long it takes for ice to 
[melt] could certainly affect where shortages occur. If 
the barges can't move, they can't get the product out." 

Moreover, Tim Ankrum, special products manager, 
United Suppliers, Eldora, Iowa, noted, "historically, the 
bottom of the Mississippi gets fed [with shipments] first, 
and as they run out, the top end markets usually get hit the 
worst." Even so, LCOs shouldn't panic. "We've gone 
through this many times before," Ankrum continued. 
"It's part of the daily business that you position yourself 
to make sure the end user customers are going to get their 

When it comes to fertilizer, "urea is the component 
that does most of the growing," explained Bob 
Andrews, president, The Greenskeeper, Carmel, 
Ind. "It makes your grass grow up - or down; it 
gives it color. It's an important part of the mix." 
But just as the grass can grow up or down, the 
price of urea can fluctuate, leaving lawn care 
operators (LCOs) with questions and concerns in 
currently tense economic conditions. 

Urea production depends on natural gas, and 
economic struggles worldwide and impending war 
in the Middle East are causing urea prices to rise. 
"With recent events a lot of people are concerned as 
to what the fuel oil supply is going to be," Andrews 
commented. Though there was not a great deal of insta-
bility with gas prices toward the end of 2002, some 
contractors are sure that prices will rise. 

"I think you can expect prices to go up straight across 
the board," asserted Michael Hornung, president, Valley 
Green, St. Cloud, Minn, who predicted a price increase 
of $40 to $60 per ton. "Because it's a petroleum-based 
product, what suppliers seem to be doing now is hedg-
ing their bets," he observed, reasoning that as gas prices 
rise, producers will raise their prices sooner rather than 
later to make sure they meet their margins. 

BUY, BUY, BUY. Natural gas and urea prices are 
already on the rise, with a 20-percent increase in some 
places and at least another 10-percent jump forecasted 
for the spring. Additionally, suppliers predicted spot 
shortages of urea throughout 2003. 
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product." He insisted that because the 
urea market is so large, suppliers might 
be able to alleviate spot shortages in one 
area by pulling on resources from another 
part of the country. 

Knowing this, the better-safe-than-
sorry mindset dominates among contrac-
tors, most of whom purchased at least 
their first round of 2003 fertilizer in 2002. 

Andrews bought his first round of fer-
tilizer in advance and was happy to note 

that the company paid less this year than 
it did for its first round in 2002. At the 
same time, Andrews cautioned against buy-
ing too much fertilizer too far in advance. 
"Round one [fertilizer] contains preemer-
gent crabgrass control," he noted, "so if we 
don't use that product in round one, we 
don't use it for the rest of the year." He added 
that getting rid of excess product may be 
wasteful, but because fertilizer doesn't 
have a very long shelf life, storing unused 

portions rarely makes sense. That's why 
contractors need to compare usage from 
the previous year with projected square 
footage for the coming year, and try to 
only purchase what they'll need. 

"We pre-bought ours [in December 2002] 
as well," said Hornung. "Usually I'll buy 
enough inventory to carry me through round 
one or round two, because demand should 
ease by that point," he noted. Also, making 
a purchase in late fall lets LCOs get price 
breaks from suppliers eager to decrease 
their stockpiles. 

Some contractors take advantage of 
being able to lock in fertilizer prices with 
their suppliers. "In December we start 
contacting our suppliers for the following 
season, so we know what it's going to cost 
us," explained Kevin Johnson, president, 
All-American Turf Beauty, Van Meter, 
Iowa. "So far, prices have only gone up 
about 2 or 3 percent." 

Dennis Salwei, sales representative, 
United Horticultural Supply, Minneapo-
lis, Minn., mentioned that some LCOs 
called in for quotes as early as November 
2002. "They want to know what's going 
on so they can adjust their pricing," he 
commented, adding that price fluctua-
tions on materials like urea can intensify 
competition that already exists in the lawn 
care industry. 

"Most people don't have the space to 
store [fertilizer] for the winter," Salwei 
said. "Some can pay for it in advance and 
we won't deliver it until the spring." For 
the most part, only bigger companies are 
able to use this strategy, but Salwei and 
Ankrum agree that if contractors have the 
space and the resources, purchasing fer-
tilizer supplies in advance is a good idea. 

Having a basic knowledge of why 
prices are so precarious is important for 
LCOs both so they can compare inventory 
and prices accordingly and so they can 
brief customers when their bills are slightly 
higher. First, ammonia production occurs 
during a chemical reaction involving natu-
ral gas, a catalyst and air. Manufacturers 
then use ammonia to create urea, which is 
a main component of fertilizer. Therefore, 
when gas prices rise, so do fertilizer costs. 

Additionally, Kirk Guillebeau, a fi-
nancial analyst for the oil and gas explora-
tion and production company Borero En-

Who's Henry Hub? 
Actually, Henry Hub is a what - not a who - but it may still have more power in the lawn 
care industry than the head honchos at most well-known companies. Located in Erath, La., 
the Henry Hub is owned by the Sabine Pipe Line, which transports natural gas between 
Port Arthur, Texas, and Vermillion Parish, La. Nine interstate and four intrastate pipelines 
interconnect at this hub, and according to the company's Web site, because of its signifi-
cant interconnect ability, in 1989 the Henry Hub was chosen as "the official delivery mecha-
nism for the New York Mercantile Exchange (NYMEX) natural gas futures contract." 

Sound confusing? It is. Simply, this honor means that because of its high volume and 
centralized location, natural gas prices determined as the product reaches the Henry Hub 
are used as the price points for trading natural gas on the NYMEX. Just like on the floor of 
the New York Stock Exchange, expert commodities traders, analysts, manufacturers and 
suppliers of natural gas, closely follow these prices, which determine how much the com-
modity will cost the end user. The Henry Hub "spot prices," which pertain to next-day natu-
ral gas transactions, are reported in dollars per million British thermal units (MMBtu). 

"What we do as a producer is watch the natural gas market," said Tim Ankrum, special 
products manager, United Suppliers, Eldora, Iowa. "As long as it's trading high, [fertilizer] 
costs will be up." Ankrum noted that suppliers are most comfortable when natural gas prices 
are between $2 and $3 per MMBtu, but that current prices are hovering around the $5 mark 
and may stay that way for a while. Go to http://quotes.ino.com/exchanges/?r=NYMEX_NG 
to see what the Henry Hub is at right now. 
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terprises, Tyler, Texas, explained that 
crude oil prices initially affect natural gas 
prices. "When crude oil prices get too 
high, some people switch to natural gas 
for their energy needs," he said. "For ex-
ample, many homes in the Northeast and 
Midwest will switch from heating oil - a 
crude oil product - to natural gas, which 
increases the demand and inflates the 
price." Worldwide economic issues are 
currently affecting crude oil prices, be-
ginning a chain of price increases. 

"Prices will average well above $3 per 
MMBtu (million British thermal units) for 
the next several years," Guillebeau observed, 
and said that, "extremely hot or cold weather 
will cause price spikes to the $6 to $7 per 
MMBtu range," and may even be as high as 
$10 per MMBtu. These increases will cer-
tainly affect urea prices, but price increases 
per ton and per bag of fertilizer will not be 
that great. For instance, if some projected 
increases are correct, regional fertilizer prices 

Gas Guzzlers 
lA/Vien natural gas prices rise, fertilizer prices follow and lawn care operators wonder 
about this connection. Simply, the primary fertilizer ingredient, urea, is created during an 
ammonia reaction; ammonia is the product of a chemical reaction involving natural gas. 

Kirk Guillebeau, a financial analyst for the oil and gas exploration and production com-
pany Borero Enterprises, Tyler, Texas, emphasized that just as the price of fertilizer is influ-
enced by natural gas prices, natural gas prices are influenced by the price of crude oil. 

Currently, several factors - both domestic and international - are causing fluctuations in 
the supply and demand of crude oil and consequently causing an increase in the price of 
natural gas. 
• Possible war in the Middle East has natural gas prices up because a large portion of U.S. 
oil is imported from this area. With such tension, oil exports to the United States are down 
and barges transporting the product are heading home less than completely full. 
• Venezuela exports oil, urea and sulfur to the United States, but oil production at refineries 
is down significantly due to a labor strike. Venezuela must correct its own economic down-
turn, so production cannot remain low for too long, but returning to the country's average 
output of 3 million barrels of oil per day may take time. 
• In Argentina, economic conditions forced a devaluation of the peso, resulting in an inability 
of the country to produce material for export. The U.S. imports a fair amount of urea from 
Argentina and low production there results in less material here. 
• At home in the United States, domestic producers like Mississippi Chemical, Donaldson, 
La., are taking a hit from the price increases. The company announced that its nitrogen 
complex will shut down for the first quarter of the 2003 calendar year, affecting the amount 
of urea available for buyers. - Lauren Spiers 
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could rise to about $300 per ton. With 1 ton 
yielding 40 50-pound bags, the cost per bag 
would increase to only $7.50 per bag. 

SELL, SELL, SELL. As with any busi-
ness, the priority is to make a profit by 
providing quality products and services. 
In that case, as natural gas prices rise 
and urea follows suit, business owners 
m u s t ra i se t h e i r fees a c c o r d i n g l y . 
Andrews routinely raises prices for lawn 
s e r v i c e s . " M o s t [ c o n t r a c t o r s ] h a v e 
settled into the idea that we have to 
raise our prices annually. If we don't 
then we're forced into a big jump later 
on, and that's when you get into cus-
tomer resistance." 

Hornung agreed. "This year we're go-
ing to raise prices - not a lot, but a 2- or 3-
percent price increase is going to absorb a 
lot of what we'll need," he noted. Hornung 
went on to say that customers don't usually 
balk at the smaller percentage increases, but 

complaining begins when fees rise 5 to 10 
percent at once. 

"The bottom line is that if your cost of 
providing the service goes up signifi-
cantly, you have to raise your prices," 
Johnson stressed. "If you keep your prices 
the same and provide the same service, 
you're not going to make money." How-
ever, because Johnson's company is al-
ready at the higher end of the pricing 
scale, he has opted to keep prices where 
they are this year. This decision is safe 
because previous annual increases built 
up a cushion of profit that will offset any 
extra costs. Also, Johnson's competitors 
have kept prices flat for several years, so 
raising his fees could cause too great a 
disparity and hurt his business. 

Still, routinely raising fees is recom-
mended by most veteran contractors, and 
can be especially necessary when product 
prices rise. "Really look at your true cost 
of operation for 2003," Hornung urged, 

"because we'd hate to see anyone be-
come a statistic." In order to appease any 
customers who may be caught off guard 
by a price increase, Hornung suggested 
that switching clients from a five- to a 
four-application program might be one 
solution. "That way you get the price you 
need for that application and they save 
money on the whole package," he noted. 
"I 'm certainly not one to cut corners and 
lighten up the product we're putting down 
or put on less, so this is a better solution." 

Andrews agreed that applying thin-
ner applications is not a good idea and 
can hurt the lawn and a company's repu-
tation. "I try to emphasize to [customers] 
that to maintain the quality of service and 
the quality of product," he remarked, "we 
have to increase our prices." [fl 

The author is Assistant Editor of Lawn & 
Landscape magazine, and she can be reached 
at lspiers@laumandlandscape.com. 
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gives you the freedom of seven replacements—all proven 
in countless trials and in years of use—to deliver consistent 
results that alleviate the risk of callbacks. Let our experts 
customize an Options program for you. Because in the 
quest for lush, green turf, less is not more. 

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

MERIT 

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

DYLOX 

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

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

TEMPO 

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

tOPchoice 
Up to 52 weeks of fire ant control and prevention with just a 
single, low-dose broadcast application. With its outstanding 
granular formula, nothing streamlines traditional two-step 
programs like TopChoice. 

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

Pusten is a registered trademark of Dow AqroSdences. 
Daanon 6 a regstered trademark of S^igenta 

C 2 0 0 3 Bayer AG 
95 Chestnut Rdge Road. Montvfe NJ 07645 
201-307-9700 
wtm BayerProCertraf com 

DeltaGard. Dytox, Merit. Sevin. Tempo Chipco TopOoce and Chipco RreStar are frademarks or R M Q G Q * 
regstered trademarks of Bayer AG Clipeo TopChoee regsfrabon 6 pendrg in CaMorria and W g h a T T T V - L T 
Always read and tolow label drectens careMy 



Focus OnBBSfflaEIS 
by Lauren Spiers 

Questions and concerns arise as pesticide 

molecules lose patent protection but gain more 

market presence. 

Take a minute to reminisce about the year 
1986. Ronald Reagan was president and 
the Dow Jones Industrial Average had yet 
to reach 2000 points. The Cosby Show was 
America's favorite program and Top Gun 
grossed nearly $177 million. Americans 
gasped at both Halley's comet and the 
Challenger explosion. The New York Gi-
ants won Super Bowl XXI, Tiger Woods 
was only 11 years old, and many land-
scape contractors reading this magazine 
had yet to graduate high school. 

But by 1986, basic manufacturers of 
pesticides had been in business for de-
cades and patented product after product 
in the lawn care market. This year - 17 
years later - patents expire on products 
uncovered in 1986, giving formulators the 
chance to use previously-patented active 
ingredients in their own products. Though 
this is far from a new phenomenon, the 
growing number of generic products -
sometimes called "off-patent" or "post-
patent" - means changes for everyone. 

TO SERVE AND PROTECT. Without the 
grueling but vital patent process, the devel-
opment of generic products would probably 
not be so significant. After all, the expiration 
of the original patent is what opens the door 
for generics in the first place. 

P22 MARCH 2003 

In short, basic manufacturers spend 
several years and millions of dollars ini-
tially testing possible molecules for use in 
herbicides, insecticides and fungicides. 
Once researchers identify a viable active 
ingredient (called "discovery"), the manu-
facturer applies to patent the molecule as 
quickly as possible. 

"The reason anybody patents anything 
is so they have the ability to capture some 
of the investment they're making in a prod-
uct," emphasized Chuck Buffington, lawn 
and ornamental market manager, 
Syngenta Professional Products, Greens-
boro, N.C. The 17-year patent protection 
begins immediately after the patent is 
granted and prohibits outside companies 
from using the basic manufacturer's re-
search or molecule in their own trials. 
"Nobody can afford to spend $120 million 
to develop a product and have somebody 
else not spend $120 million to develop the 
same product and compete in the market-
place," Buffington continued. 

While the patent's clock is ticking, 
manufacturers continue their research, 
often taking as long as 10 years to com-
plete the next phase of development -
registration. According to Croplife 
America's booklet "From Lab to Label: 
The Research, Testing and Registration of 

wvfw.lawnandlandscape.com 

Agricultural Chemicals," there are 142 
tests pesticides must pass in order to re-
ceive product label registration from the 
Environmental Protection Agency (EPA). 
Dave Ross, turf and ornamental technical 
manager, Syngenta Professional Products, 
noted that the number of studies can ex-
ceed 200 to register a new active ingredi-
ent. When the EPA reviews the test results 
and approves the product, it awards a 
patent that permits one manufacturer 
aloné to distribute and sell the pesticide 
for the remainder of the patent life. 

Formulators however, eagerly await 
patent expiration, fully aware that the op-
portunity to re-formulate name-brand 
products and sell them as generics can 
widen their presence in the market and 
increase their sales. 

"[If] you have a compound that con-
trols everything but one disease, and 
there's [a product] recently off-patent and 
you'd like to fill that hole in your portfo-
lio, you could go fairly easily and get that 
molecule," suggested Stephen Briggs, di-
rector, specialty products department, 
BASF, Raleigh, N.C. Briggs acknowledged 
though that formulators cannot start re-
tooling post-patent products as soon as 
they get their hands on them. "You have 
to go through a process to register your 
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products of optimum performance and 
quality is part of the company's mission 
statement. Other formulators expressed 
equal commitment to their products. 

Though formulators seem to have the 
better end of the generic products issue, 
they experience some down sides. 

"One of the disadvantages of getting into 
that marketplace is that generally these prod-
ucts have very low margins," Briggs rea-
soned. "Especially if you get two or three 
generics of the same molecule, it tends to 
drive the value out of the molecule." 

In terms of losing market share though, 
manufacturers aren't entirely worried. 
"After people use the post-patent prod-
ucts, a lot of times they come back to the 
branded product either because of han-
dling or performance issues," Buffington 
explained. "Even though they have the 
same active ingredient, it's not the same 
product they've come to count on." 

With all of this debate, there is a mis-
leading perception that manufacturers 
and formulators produce branded prod-
ucts and generics respectively, but not 
both. "Over the last 15 years, those things 
have merged and blurred because [al-
most] everyone sells products that are on 
patent as well as products that are off-
patent," explained Owen Towne, busi-
ness director, specialty products, Griffin 
LLC, Valdosta, Ga. "It's hard to say there 
are generics and non-generics." 

DECISIONS, DECISIONS. Basic manu-
facturers and formulators struggle with 
the generic products issue, but ultimately, 
the fate of products from both categories 
lies in lawn care operators' hands. 

"The advent of generics is going to be a 
big deal, particularly in the areas of fungi-
cides and insecticides," remarked Bob 
Andrews, president, The Greenskeeper, 
Carmel, Ind. Andrews reasoned that the 
availability of generics could easily increase 
usage of certain products. He explained that 
in terms of materials, when a regular lawn 
care application costs $50, but a proper fun-
gicide application costs upwards of $150, 
convincing a client to buy in to the higher-
priced treatments can be difficult. 

"If we buy [a product], we have to 
mark it up and sell it, then we have to add 

own off-patent product [with the EPA]," 
he explained. "That takes government ap-
proval, and they may ask you to redo a 
couple of studies or ask for your own 
studies." 

Just as Buffington noted that patents 
guard manufacturers' investments, the 
EPA protects end-users by requiring fur-
ther approval and registration of post-
patent products. This ensures that the ac-
tive ingredient in the generic formulation 
mirrors that in the original brand name 
product. Formulators however, have the 
advantage of spending far less time and 
money on the registration process than 
basic manufacturers do. 

Curtis Clark, business development 
and marketing manager, Riverdale 
Chemical Co., Burr Ridge, 111., explained 
that by paying substantial "data compen-

* sation" fees to the basic manufacturer, 
formulators can purchase the original re-
search on the active ingredient. 

ELEPHANT IN THE ROOM. Basic 
manufacturers spend tens of millions of 
dollars and years of research to develop 
the safest, most effective pesticides they 
can, while formulators also spend mil-
lions on data compensation fees, but are 
spared the decades of research when pro-

Years of research that 
costs millions of 
dollars still must be 
completed after a 
pesticide supplier is 
awarded a patent but 
before the product can 
be sold, making 
development decisions 
critical for basic 
suppliers. Photo: Dow 
AgroSciences 

ducing a generic product. The subject is 
prominent but delicate, and members of 
both groups admit there is a certain level 
of tension in the air when branded prod-
ucts lose their patents. 

"There is [tension] because everybody 
wants to protect the base molecule because 
they spent all the money getting it there in 
the first place," Clark explained. "Generics 
have anywhere from 10 to 15 percent lower 
price points than the branded products, and 
they take some level of market share away 
from the brands." 

On the manufacturer's side, Ross of-
fered, "the big concern is that the [post-
patent product] manufacturers won't have 
the commitment to the active ingredient in 
order to steward the product effectively in 
the marketplace." He and Buffington af-
firmed that, by the time a patent expires, 
basic manufacturers have a significant com-
mitment to the active ingredient and under-
stand the chemistry better than a generic 
formulator does. The worry then becomes 
that generic manufacturers will not be able 
to offer the same level of service and sup-
port on the part of the active ingredient. 

Formulators disagree and stress that 
they stand behind their post-patent prod-
ucts. Jim Taliak, category director, LESCO, 
Strongsville, Ohio, noted that providing 
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the labor factor to it, then we have to 
collect the money," he explained. "When 
we look at a product that's so far out of our 
price range that it doesn't make sense to 
buy it and sell it, we're not buying it at 
all." To this end, lower-priced generic 
products give lawn care operators the 
ability to market applications they and 
their clients couldn't afford in the past. 

Still, some brand-loyal contractors 
question the efficacy of generic products 
compared to their brand-name counter-
parts. Basic manufacturers find this is a 
valid concern, "[post-patent product 
manufacturers] are usually absent from 
the stewardship of products in the indus-
try as far as supporting the actual end-use 
customers in the field with either prob-
lems or industry issues," Buffington noted, 
cautioning contractors to remember that 
the generic version of a product may in-
clude the same active ingredient, but in a 
different formulation than the original. 

Taliak admitted that formulations [of 
post-patent products] can certainly dif-
fer, but outlined, "we perform inside test-

ing and university testing on our private 
label products. We have a responsibility 
to continually test our products and make 
sure we bring them to the market when 
it's appropriate for the end user." 

Towne agreed that testing post-patent 
products alongside the originals is a pri-
ority. "No one's going to switch to a poor-
quality product," he added. "The second 
entrant has to have a material that's at 
least as good as the original registrant's." 

Some contractors see little difference 
between the results they gain from brand-
name and those from reformulated prod-
ucts. "I've gone in and out of using [brand-
names] as opposed to [generics] just based 
on what I can get in terms of a promotion 
or a buy," remarked Phil Fogarty, vice 
president of growing opportunities, Weed 
Man Franchising, Euclid, Ohio. "I've used 
both of them, they both work under the 
circumstances I've put them under, and I 
usually end up buying one or the other 
based on price." 

It's true that competition in the mar-
ketplace results in price cutting on nearly 

lawnandlandscape.com 

all products involved, but the benefits 
don't end there. Towne affirmed that 
choice is always good and suggested that 
contractors can use competition between 
products to their advantage by ensuring 
that their clients receive the best values 
and the best quality possible. 

"I don't think I've ever felt like I wished 
there weren't this many products avail-
able," Fogarty laughed. "We have a broad-
spectrum mentality where we expect one 
product to do a lot of things and we want 
one application to have a lot of different 
values for us. But I think having a lot of 
products lends itself to being more tar-
geted and gives us more choices on how 
to run our businesses." [Q 

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

Synthesis Schedule 
Though the timing can vary from product to product, manufacturers of basic ingredients have to follow specific steps when developing and 
registering new active ingredients for herbicides, insecticides and fungicides. In their booklet "From Lab to Label: The Research, Testing and 
Registration of Agricultural Chemicals," the Croplife America organization provides information regarding this timeline. The booklet states, 
"On average, only one in 20,000 chemicals makes it from the chemist's laboratory to the farmer's," and the main steps of the grueling regis-
tration process are outlined here. - Lauren Spiers 

RESEARCH PHASE 
Biological and toxicology tests are 
performed on new molecules to 
determine their effectiveness, 
safety and marketability. This 
research can take several years to 
compile and evaluate. 

PATENT APPLICATION 
When manufacturers feel they 
have a viable active ingredient, it 
is patented as quickly as possible 
to preserve the company's 
investment of time and money. 
Patents prohibit other 
manufacturers from producing 
and selling the active ingredient, 
and are valid for 17 years, which 
begins at the time of approval. 

EXPANDED TESTING 
Manufacturers spend additional 
millions of dollars and as many as 
10 years on hundreds of large-
scale tests. They record products' 
environmental and ecological 
effects during this time. 

REGISTER & MANUFACTURE 
The manufacturer submits the results of 
all required tests the to the 
Environmental Protection Agency (EPA), 
for review. With approval of the results 
comes product registration, which 
allows only the basic manufacturer to 
distribute and sell the product until the 
patent expires. 

PATENT 
EXPIRATION 
When the patent on 
the active ingredient 
expires, other 
formulators may 
begin using it in 
their own products. 
First, they must also 
register the product 
with the EPA by 
performing their own 
set of tests or 
purchasing original 
research from the 
basic manufacturer. 

RESEARCH & 17-YEAR MANUFACTURE 
TESTING PATENT PROTECTION & SALE 
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No more mixing. No more spraying. Simply 

spread right from the bag - whether conditions 

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

variety of broadleaf weeds. New Confront is 

available in fertilizer or as a granular weed 

control. In fact, we've even formulated it ^ifidly, a, k&yhlciÀ& {luit ¿lùtmiltj rovtJti. 
with Team to give you broadleaf and 

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

your LebanonTurf Dealer or call 

1-800-233-0628 to find out more 

about the granular herbicide that works 

without spraying. And for a free copy of 

our Broadleaf Weed Control Booklet, 

visit www.LebanonTurf.com, click on pro-

motions and enter coupon code LL3033. 

LebanonTurf 
I -800-2ÌJ-0628 • www.LebanonTurf.com 

USE READER SERVICE # 4 1 3 
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by Lauren Spiers 

From start to 

FERTILIZERS 

Keeping sprayers properly calibrated and nozzles clean 
helps ensure smooth, even applications every time. 

finish sprayer 

manufacturers give 

the dos, dohts and 

how-tos of proper 

sprayer use. 

A quality sprayer is one of the most im-
portant machines in a lawn care operator's 
(LCOs) fleet, so proper use and care to 
ensure consistently even chemical appli-
cations is vital. To cover the basics, sprayer 
manufacturers offered a few steps to 
sprayer use and upkeep. 

1. Pump it Up. According to Skip Strong, 
general manager, Sprayer Parts Depot, 
Miami, Fla., "a lawn care operator needs 
to have a pump that is at least three times 

the gallons per minute (gpm) that 
[they] want the output to be." For 
example, if an operator intends to 
apply material at 3 gpm, a pump 
with a capability of 9 gpm should 
be the minimum requirement. 
Strong explained that the higher 
pump capacity allows for some 
loss of pressure through the 
spray hose and some volume 
put toward hydraulic-jet agita-
tion, with enough pressure left 
to achieve the necessary 3 gpm. 

2. Calibration Nation. Tom 
Rich, president, Rich Mfg., Leba-
non, Ind., acknowledged that 
improper calibration causes 
many LCOs to have problems 
getting lawns evenly green and 
pest-free. 

Manufacturers agree that 
sprayer calibration is easy. "To 
check calibration on any given 
spray tip nozzle, you want to set 
the machine to spray into a 
bucket and measure the amount 

of liquid you have over a certain time," 
Rich explained. The resulting measure-
ment is stated in gallons per minute and 
every nozzle tip is rated for a certain level. 
For instance, a 1 gpm nozzle should yield 
1 gallon of water over 1 minute. If the 
resulting amount of water is more or less 
than 1 gallon, adjust the sprayer pressure 
accordingly. Strong recommended using 
a 5-gallon bucket calibrated in Vi-gallon 
increments for the job, and Bori reminded 
LCOs to multiply the gpm for sprayers 
with multiple nozzles. A machine with 
six nozzles, all rated for 1 gpm should put 
material down at a total of 6 gpm. Check 
calibration on a weekly basis to ensure con-
sistent application rates. 

3. Mix and Mesh. "One of the most 
common mistakes I see is not having the 
correct suction filter screen mesh on the 
sprayer when diaphragm pumps are 
used," commented Strong. When using a 
diaphragm pump, Strong recommended 
using coarser screens of 16 or 20 mesh. 
"Anything finer than a 20-mesh screen 
clogs faster and causes the diaphragms to 
be sucked in and cut by the pump valves 
prematurely," he said. "Diaphragm 
pumps are made to pump coarse granular 
materials, so a fine filter screen of more 
than 20 mesh is not necessary." To deter-
mine the type of mesh to use, imply draw 
a 1-inch line down the screen and count 
the number of holes in that length; 20 
holes equals 20 mesh. 

4. Know the Terrain. Riding sprayers are 
becoming increasingly popular, but some 
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iverdate 
The Formulation Innovators 

(800) 345 3330 
www.riverdalecc.com 

Cod Power is a registered trademark of Rivendale Chemical Company. 
Always read and follow label directions. 

"In the past, we've tried everything 

to control weeds during the fall and 

early spring when temperatures are 

cooler. Nothing gave us the control 

we needed. But with Cool Power 

all of that changed. Now ground 

ivy, wild violets and chickweed don't 

stand a chance. Cool Power gives 

us the control we need to eliminate 

cool weather weeds and satisfy 

our customers.9' 

Owner & President 

Showcase Turf & Tree 

Cincinnati, Ohio 

As the temperature cools off, you need 

a herbicide to help you successfully 

battle postemergent broadleaf weeds. 

Cool Power's special ester formulation 

of MCPA, triclopyr and dicamba combine 

to give you superior weed control 

in cool weather. With Cool Power 

on your side, weeds don't stand 

a chance. 

COOL POWER' 
USE READER SERVICE #135 

http://www.riverdalecc.com
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work better on certain terrain than others. 
"Most spray machines don't do well on 
steep slopes/' explained Albert Bori, presi-
dent, BrandTek, Winter Garden, Fla. He 
added that when choosing a machine, 
contractors need to consider if they're 
going to be frequently working on in-
clines, and purchase a sprayer for such 
situations. "There are machines that are 
designed for slopes," he said, "and it usu-
ally means a lower profile, a stand-up 
model rather than a riding model and a 
wider wheelbase." 

5. Slow & Steady. Maintaining a steady, 
appropriate ground speed is essential in 
sprayer applications. Tad Grubbs, national 
sales director, C & S Turf Equipment, 
North Canton, Ohio, offered that the av-
erage LCO works at about 1,000 square 
feet per minute and hand-held sprayers 
must be calibrated with a walking speed 
of about 3 mph in mind. Grubbs also 
noted that the optimal speed for a riding 

machine is about 4 mph, explaining that 
going faster than that makes anticipating 
obstacles more difficult and can affect 
lawn quality. He mentioned that some 
mechanized machines on the market are 
set at a fixed ground speed, making cali-
bration and operation somewhat easier. 

By keeping up a proper ground speed 
and calibrating sprayers accordingly, 
LCOs can avoid the risks of uneven growth 
and color. 

6. Main tenance Magic. "Sprayers get bad 
reputations really easily and it's all be-
cause of maintenance issues," Bori identi-
fied. His routine includes putting the 
sprayers "to bed with a blanket" by spend-
ing at least 15 to 20 minutes going over 
maintenance tips. Among his maintenance 
pointers are washing sprayers daily and 
cleaning with rust-retardant or rust-pro-
hibiting chemicals, lubricating all the 
moving parts, greasing all fittings and 
cleaning debris from the engine compart-

lawnandlandscape.com 

ment. "Any time you have a machine that 
works in such adverse chemical environ-
ments, you need to perform more than the 
normal amount of maintenance you would 
perform on a lawn mower," Bori insisted, 
adding that LCOs shouldn't leave chemi-
cals in sprayers for long. 

Following these proper usage and pre-
ventive maintenance tips can keep repair 
or replacement costs to a minimum and 
help ensure that sprayers will do their job 
well for several years. m 

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

Z-Sorav Sprav Systems 
Two stainless steel units available 

20 & 40 gallon cap. 
200 & 300 lbs. fertilizer cap 

3 section spray boom 
ZTR Maneuverability 
15 & 17 HP Kawasaki 

Z-Plugr Turf Renovator 
Full floating tine head 

35" & 45" widths 
1500 lbs hydraulic lift 
8 mph ground speed 

Zero turn transmission 
17 HP engine 

L.T. RICH PRODUCTS INC 
7 6 5 - 4 8 2 - 2 0 4 0 • F A X 7 6 5 - 4 8 2 - 2 0 5 0 

www.z-spray.com 

• Fiberglass 300 gal. liquid tank up front • Fiberglass 50 gal. 
auxiliary tank behind • Mechanical or pressure agitation 
• Diaphragm pump • Gas engine powers agitator & pump 
• Mechanicals mounted on auxiliary tank to save space 

Fiberglass side boxes 
provide dry storage for 
25+ fertilizer bags, and 
a hose reel. 

We build complete systems, 
or, we can supply the components | 
and you can build your own. 

Its time to upgrade for spring. 
New and pre-owned turcks are 
availabel now. 

Lehman Mfg. Company, Inc. 
800.348.5196 

www.l lc-equipment .com 
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The smell of success is right under your nose when you go with 
ProSource One. Every product and service you need to grow your 
corner of the world to its greenest potential is available from us. We 
see things differently — so that you see better business. 

Welcome to a Greener World PROSOURCE I 

www.prosourceone. com 
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MANU-
FACTURER 

PRODUCT 
NAME 

ACTIVE 
INGREDIENTS 

AVAILABLE 
FORMULATIONS 

FOR USE 
I N / O N : 

KEY PESTS 
CONTROLLED 

CONTACT 
INFO. 

P E S T I C I D E S 

B I G 
BASF 

» L O < 
Amdro® Pro 

S I C A 
Hydramethynlon 

L L S 
Granular Turf, ornamentals Fire ants, other ants www.turffacts.com 

Plant Health Care Teknar Bti Bacillus thuringiensis Granular, WSP Ornamentals, ponds Mosquito, black fly larvae 800/421-9051 

Bioinsecticide var. israelensis (Bti) 
PHC Mosquito Dunks Bacillus thuringiensis 
Bti Bioinsecticide var. israelensis (Bti) 
SoilGuard 12G Beneficial fungus 
Biofungicide 

Water-soluble dunk 

12% granule 

Ponds, lakes, reservoirs 

Landscapes, flower beds, soil/ 
potting mixtures 

Mosquitoes 

Pythium, rhizodonia, 
fusarium and Sclerotinia 

Valent DiPel Pro DF B.t.k. Dry flowable 

FUNGICIDES 
BASF Propiconazole PRO Propiconazole Liquid (microemulsion) 

Bayer 
Environmental 
Science 

BioWorks 

Iprodione PRO 2SE Iprodione 

Curalan® EG Vinclozolin 

2 6 G P Iprodione 

Aliette 

ProStar 

Aluminum tris 

Flutolanil 

Suspo emulsion 

Extruded granule 

23.3% - 2 pounds per gallon 

WDG 

WP 

Root Shield Granules Trichoderma harzianum Strain T22 

PlantShield HC Trichoderma harzianum Strain T22 

MilStop Foliar Bicarbonate chemistry Foliar spray 

Turf, ornamentals 

Turf, ornamentals 

Turf, ornamentals 

Non-residential turf 

Industrial turf 

Ornamentals 

Turf, ornamentals 

Turf, ornamentals, herbs, 
vegetables, 
Turf, ornamentals, herbs, 
vegetables, 
Turf, ornametnals, herbs, 
vegetables 

Worms 800/89-VALENT 

DS, RT, PM, pink patch, www.turffacts.com 
blights 
BP, DS, GSM, PSM, large 
patch 
DS, LS, BP, RT, PSM 

BP, DS, GSM, LS, large 800/843-1702 
patch, fusarium blight, 
necrotic ring spot, 
fusarium patch 
Pythium, phytophthora, 
downy mildew, fire blight 
BP, fairy ring, other com-
mon turf diseases 

Pythium, rhizoctnia, fusar- 315/781-1703 x304 
ium, sclerotnia, thiclaviopsis 
Pythium, rhizoctnia, fusar-
ium, sclerotnia, botrytis 
PM, botrytis, downy mildew, 
anthracnose, black spot 

Cleary Chemical 3336 

Spectro 90 WDG 

Spotrete 

Thiphonate-methyl 

Chlorothalonil, 
Thiophanate-methyl 
Thiram 

F, WP/Water-soluble bag, G Turf, ornamentals 

Water-dispersable granule Turf, ornamentals 

F, water-dispersable granule Turf, ornamentals, animal repellant 

LS, SM, anthracnose, turf 
patches, brown rot 
LS, SM, anthracnose, turf 
patches, brown rot 
DS, BP, LS, RU, RT 

800/524-1662 

I lawnandlandscape.com 

See the Buyers' Guide onlint® 
for a complete listing of 
pesticide manufacturers' 
products and a complete 
Fertilizer Buyers' Guide 

Putting together an effective lawn care program means selecting the right products, so Lawn & Landscape 

presents its Pesticide & Fertilizer Buyers' Guide, a comprehensive listing of key pesticide and fertilizer suppliers 

and the herbicides, fungicides, insecticides, biologicals and fertilizers they produce. 
For a complete listing of abbreviations used in this buyers guide, see the guide on page 34. 
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MANU- PRODUCT ACTIVE AVAILABLE FOR USE KEY PESTS CONTACT 
FACTURER NAME INGREDIENTS FORMULATIONS IN/ON: CONTROLLED INFO. 

Crompton/Uniroyal Terraclor 
Chemical 

Terrazole 

Terraguard 

Dow AgroSciences Eagle WSP 

Fore Rainshield 

Griffin 

Knox 

Lebanon 

LESCO 

PBI Gordon 

Junction 

Concorde SST 

Pentathlon DF 

JJ. Mauget Fungisol 

Tebuject 

Shaw's Bayleton 
100 Granules 

PCNB 

Etridiazole 

Triflmizole 

Myclobutanil 

Mancozeb 

Copper hydroxide 
and mancozeb 
Chlorothalonil 

Mancozeb 

Debacarb 

Tebuconazole 

Bayleton 

75% wettable powder Turf, ornamental soil 

35% wettable powder Turf, ornamentals 

50W Ornamental 

WP in water-soluble packets Landscape, lawn care, golf, 
backyard fruit trees 

WP in water-soluble packets Lawn care, golf 

Dry flowable 

Liquid 

Dry flowable 

Liquid 

Liquid 

1% Granular 

LESCO MANhandle Mancozeb, myclobutanil WP 

LESCO Bayleton 
LESCO PCNB 

Triadimefon 
PCNB 

Bordeaux Mixture Copper 

Granular, WDG 
Granular, Liquid 

Soluble powder 

Greenhouse, nursery and turf 

Turf, nursery and ornamentals 

Turf, landscape 

Ornamentals 

Ornamentals 

Turf 

ProScape 8 - 4 - 2 4 Eagle (myclobutanil) Fertilizer combination and Turf 
Eagle SGN 145 straight G 

Turf, ornamentals 

Turf, ornamentals 
Turf 

Flower beds, ornamentals 

BP, DS, GSM, LS, PSM, 203/573-2000 
melting out 
Pythium ssp., Phytophthora 203/573-2000 
ssp., pythium blight, cottonly 
blight, grease spot, spot 
blight, root rot, crown rot, 
damping off 
LS, PM, RU, aerial blight, 
botrytis blight, Petiole rot, 
mildew, scab, black root 
rot, rylindrocladium, root 
rot, wilt and crown canker, 
fusarium wilt, root rot 

BP, DS, RT, summer patch, 800/255-3726 
spring dead spot 
BP, GLS, RU, SM, pythium 
blight 

A, BP, DS, LS, anthcacnose 800/737-3995 
foliar diseases 
A, BP, DS, LS, RT, RU, 
melting out 
LS, RU, botrytis, anthracnose, 
cercospera 

Dutch elm, verticilium wilt, 800/873-3779 
anthracnose, fusarium wilts, 
cytospora canker 
Oak wilt, Dutch elm, crab-
apple scab, Hawthorne 
leaf spot 

BP, DS, RT, RU, fusarium 
blight 

DS, LS, RT, anthracnose, 
fusarium patch 

BP, DS, RT, anthracnose, 
pythium 
BP, DS 
BP, GSM, PSM 

219/772-6275 

800/321-5325 

Fungal/bacterial diseases 800/821-7925 

Plant Health Care Trilogy Neem 

Rainbow Tree Alamo 
Arbotect 

Riverdale Magellan 

Sipcam Agro USA Echo 
Mefenoxam 2 

Syngenta Alamo 

Neem oil 
(oil biopesticide) 

Propinconitol 
Thiabendizole 

Sprayable horticultural oil Landscape plants and shrubs 

Liquid 
Liquid 

Mono- and dibasic 
sodium, potassium, 
ammonium phosphates 

Chlorothalonil 
Mefenoxam 

Liquid 

Propiconazole 

90DF, 6 lb. F 
2 lb. EC 

Liquid 

Trees 
Trees 

Turf, ornamentals 

Turf, ornamentals 
Turf, ornamentals 

Turf, ornamentals 

RU, WF, PM, black spot, 800/421-9051 
aphid, scale, mite 

Oak wilt 
Dutch elm, Sycamore 
anthracnose 

BP, DS, GLS, LS, SM 
Pythium, phytophthora, 
yellow tuft 

877/272-6747 

Pythium, yellow tuft 800/345-3330 

678/296-2054 

Sycamore anthracnose, 800/395-8873 
Dutch elm, crabapple scab, 
oak wilt 
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MANU- PRODUCT ACTIVE AVAILABLE FOR USE KEY PESTS CONTACT 
FACTURER NAME INGREDIENTS FORMULATIONS IN/ON: CONTROLLED INFO. 
Syngenta Banner MAXX Propiconazole LinkPak/MAXX, Turf, ornamentals DS, BP, GLS, SM, LS, RU, 800/395-8873 Syngenta Propiconazole 

2x1 gal./MAXX RT, PM, anthracnose, summer 
patch, take-all patch, scab 

Heritage Azoxystrobin Liquid Turf, ornamentals BP, GLS, SM, RT, RU, PM, Heritage 
summer patch, takeall patch, 
anthracnose, pythium, Rhiz-
octnia, southern blight, fairy 
ring, downey mildew, arm-
aria, myrothesium 

Tree Tech Alamo Propiconazole Liquid injection Trees Dutch elm, oak wilt, cedar 354/520-5335 Propiconazole 
apple rust, applescab, 
anthracnose 

Systrex/Nutrient Triademifon Liquid injection Ornamental trees RU, PM, LS, leaf blight, tip Systrex/Nutrient 
blight 

HERBICIDES 
Agrisel USA Clear Out 41 Puis Glyphosate 41b. Turf, ornamentals, specialty All actively growing green 

plants 
877/480-0880 

BASF Drive® 75DF Quinclorac Dry flowable Turf CR, CL, DN, torpedograss, www.turffacts.com Dry flowable 
kikuyugrass 

Pendulum® Pendimethalin AquaCap capsule suspension, Turf, ornamentals CR, OX, SP, PA, foxtail 
2G, 3.3EC, water-dispersible 
granule 

Vantage' Sethoxydim Emulsifiable concentrate Turf, ornamental, non-food, norvcrop CR, foxtails, bermudagrass 

Bayer Acclaim® Fenoxapropethyl Liquid Sod farms, turf, ornamentals CR, GG, annual and per- 800/843-1702 
Environmental ennial grasses 
Science Ronstar* G Oxadiazinon 2% Turf, ornamentals Annual grasses, broadleaf 

weeds 
Finale® Glufosinate ammonium Liquid Emerged weeds in norvcrop areas DN, dollarweed, white Liquid 

clover, thistle, annual and 
perennial grasses 

Cheminova Glyfos® PRO Glyphosate Soluble container Turf, ornamentals, industrial sites Annual weeds, peren- 800/548-6113 Glyfos® PRO Glyphosate 
nial weeds, unwanted 
vegetation 

Cleary Chemical Methar 30 DSMA Solution Turf CR, dallisgrass 800/524-1662 

Crompton/Uniroyal Casoron Dichlobenil 4G, Granular Turf, nurseries, under asphalt, under Annual and perennial 203/573-2000 
Chemical vinyl pool liners grassy and broadleaf 

weeds 
• 

Dow AgroSciences Confront Triclopyr and Liquid, on fertilizer Golf DN, CL, broadleaf weeds 800/255-3726 Dow AgroSciences 
clopyralid 

Dimension Dithiopyr Liquid, water-soluble packets, Lawn care, golf CR, grassy weeds, Dithiopyr 
on fertilizer broadleaf weeds 

Snapshot 2.5 TG Trufluralin, isoxaben Granular Landscape CW, SP, OX, grassy weeds, Snapshot 2.5 TG 
broadleaf weeds, groundsel 

FMC QuickSilver™ Carfentrazone-ethyl Flowable liquid Turf, ornamentals CL, SP, DN, thistle, penny- 800/321-1 FMC 
cress, etc. 

Griffin TranXit GTA Rimsulfuron Dry flowable Turf PA trivialis, perennial 800/737-3995 
ryegrass 

Howard Johnson's Weed Control Millennium 0.87% Ornamentals, turf CL, Gl, OX, henbit, thistle 800 /2984656 
Crabgrass Control Barricade .20%, .29%, .37%, .58% Turf, landscape ornamentals CR, SP, foxtails, henbit Crabgrass Control 

pigweed 
Crabgrass Control Dimension .086%, .107%, .13%, .172% Lawns, ornamental turf CR, CW, henbit, pineapple Crabgrass Control 

weed 

Knox Shaw's Turf Food Barricade .20%, .28%, .38%, .50% Turf BYG, CR, PA, selected 2)9/772-6275 
Barricade® annual weeds 
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MANU-
FACTURER 

PRODUCT 
NAME 

ACTIVE 
INGREDIENTS 

AVAILABLE 
FORMULATIONS 

FOR USE 
IN/ON: 

KEY PESTS 
CONTROLLED 

CONTACT 
INFO. 

Knox Shaw's Turf Food 
Dimension* 
Shaw's Turf Food 
Ronstar® 

Dimension 

Ronstar 

.08%, .10%, .13%, .17%, 

.25% 
1%, 1.5% 

Turf 

Turf 

BYG, CR, PA, foxtail, 
selected annual weeds 
GG, CG, PA, other annual 
weeds 

219/772-6275 

Lebanon ProScape 1 9 - 2 - 9 Confront 
Confront 
ProScape 2 0 - 4 - 1 0 Dimension 
Dimension 0.19% 
Woodace 13-18-18Ronstar 
ExPo 1.73% Ronstar 

Fertilizer combination and 
straight G 
Fertilizer combination and 
straight G 
Fertilizer combination 

Established turf 

Established turf 

Turf, ornamental beds 

CL, Gl, DN, violets, 
plantain 
CR, CW, GG, foxtail 
black medic 
GG, PA, OX, stinging 
nettle, carpetgrass 

800/233-0628 

LESCO LESCO Pre-M 

LESCO Dimension 

LESCO Prosecutor 

Pendimethalin 

Dithiopyr 

Glyphosate 

DG, WP, EC, Granular 

WSP, EC, Granular 

Liquid 

Turf, ornamentals 

Turf, ornamentals 

Turf, ornamentals 

CR, CW, GG, PA, SP, 
knotweed 
CR, CW, GG, PA, SW, 
knotweed 
Herbaceous weeds 

800/321-5325 

Monsanto Roundup Pro 
Manage 
AquaMaster 

Glyphosate 
Halosulfuron 
Glyphosate 

Liquid 
Dry 
Liquid 

Turf, ornamentals 
Turf 
Aquatic weed control 

Non-selective herbicide 

Non-selective herbicide 

800/332-3111 

PBI Gordon Trimec® Classic 

Trimec® Turf Ester 

Super Trimec" 

2 ,40 , MCPP, dicamba 

2 ,40 , 2,40P, dicamba 

2 ,40 , 2,40P, dicamba 

Liquid and dry 

Liquid-emulsifiable 
concentrate 
Liquid-emulsifiable 
concentrate 

Turf 

Cool-season turf 

Cool-season turf 

Postemergence 
broadleaf weeds 
Postemergence 
boradleaf weeds 
Postemergence 
broadleaf weeds 

800/821-7925 

ProSource One Strike 3 Ultra 2 , 4 0 clopyralid, 
dichlorprop-r 

Various Turf, sod farms CL, DN, OX, SP, plantains 901/758-1341 

Riverdale Chemical Manor 

Razor 
Horsepower 

Metsulfuron methyl 

Glyphosate 

MCPA, tridopyr, dicam-
ba, 2 , 4 0 free amine 

WDG 

41% WSL 

Turf 

Turf 
Turf 

Bahiagrass, grassy and 800/345-3330 
broadleaf weeds 
Grassy, broadleaf weeds 
CL, CW, DN, Gl, OX, daisy, 
black medic, buckhorn, 
goose foot, henbit, knot-
weed, plantain, poison ivy, 
purslane, red sorrel, thistle, 
wild violet 

Simplot BEST with Dimension 
BEST with Barricade 

BEST with Team Pro 

Dithiopyr 
Prodiamine 

Benefin, triflaurlin 

Various 
Various 

Various 

Turf, ornamentals 
Turf 

Turf 

CR, GG, OX, PA, SP 
CR, CW, GG, PA, 
woodsorrel 
CR, GG, OX, PA 

800/227-9633 

Sipcam Agro USA Atrazine Turf & 
Conifer 
Sim-Trol 

Atrazine 

Simazine 

4 lb. L 

4 lb. L; 90DF 

Warm-season turf 

Warm-season turf, nurseries 

Winter annual weeds 

Winter annula weeds 

678/296-9054 

Spring Valley 20 - 4 - 4 + Team Pro Team Pro 
19 • 0 - 6 + Dimension Dimension 
1 8 - 2 - 1 2 +Gallery Gallery 

Granular 
Granular 
Granular 

Turf, athletic fields 
Turf, athletic fields 
Turf, athletic fields 

CR, OX, SP, GG 
CR, GG, CW, OX, SP 
CW, SP, DN, CL, knotweed 

800/635-2123 

Syngenta 

UPMCorp. 

Barricade® 
Fusilade® II 
REWARD® 

Vine-X 

Prodiamine 
Fluazifop-P-butyl 
Diquat dibromide 

Triclopyr 

4FL, 65WG 

QIT 

Liquid 

Turf, ornamentals 
Landscape, ornamental 
Turf, ornamentals, vegetation 
management 

Landscapes 

CR, CW, SP, OX, GG 800/395-8873 
Grassy weeds 
Egeria densa, Eurasia wa-
termilfoil, Salvinia molesta, 
water hyacinth, hydrilla, 
waterlettuce, sumbersed, 
floating and marginal weeds 
Invasive vines and brush www.vine-x.com 
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MANU- PRODUCT ACTIVE AVAILABLE FOR USE KEY PESTS CONTACT 
FACTURER NAME INGREDIENTS FORMULATIONS IN/ON: CONTROLLED INFO. 
Valent Envoy clethodim Liquid Ornamentals Grassy weeds 800/89-VALENT 

INSECTICIDES 
Arbor Systems Pointer Imidacloprid 5% Ornamentals Aaphids, borers, adelgids, 800/698-4641 

Japanese beetles, Lerp 
Psyllids 

Greyhound Abamectin 1.9% Ornamentals Elm leaf beetle, lace bugs 
Shepherd Propaconazole 14% Ornamentals Dutch elm, oak wilt, apple 

scab, Sycamore anthracnose 

Bayer Chipco® TopChoice Fipronil 0.01% Turf, landscape beds WF, fire ants, mole crickets, 
Environmental aphids, scale, lacebugs 
Science Sevin* Corba ryl 80WSP, SL Turf, ornamentals AW, SW, cutworms, chinch 

bugs, other turf pests 
Merit® Imidacloprid 75 WSP, 75 WP, .5G, 2F, Turf, ornamentals WF, lacebugs, white grubs, 

2.5G mole crickets, aphids, scale 

Crompton/Uniroyal Adept Diflubenzuron Water-soluble bags Greenhouses AW, LM, WF, fungus gnats, 203/573-2000 
Chemical shoreflies 

Dimilin Diflubenzuron 4L, 25W, soluble concentrate Trees, shrubs, landscapes, AW, IM, GM, Lepidopters, 
rights-of-way diptero, bagworms, 

budworms, tent caterpillars, 
tussock moths, webworms, 
weevils, etc. 

Floramite Bifenazate Soluble concentrate Ornamental CL, two spotted spider mite, 
Pacific mite, strawberry 
mite, European red mite, 
citrus red mite, Southern 
red, spruce spider, bamboo 
spider mite 

Dow AgroSciences Conserve SC Spinosad Liquid Golf, lawn care, nursery, arborist, AW, IM, SW, TH, leps, 800/255-3726 
greenhouse cutworms, spider mites 

Dursban Pro Chlorpyrifos Liquid, granular, Golf, road medians, industrial plant Lepidoptera, chinch bugs, 
on fertilizer sites, rights-of-way fire ants, aphids, etc. 

MACH II Halofenozide Granular, liquid Lawn care, golf White grubs, lepidopteran 
larvae 

FMC Talstar® F Bifenthrin Blowable liquid Ornamentals, lawns Fire ants, ants, chinch bugs, 800/321-1 FMC 
spider mides, sifverfish 

Talstar® EX Bifenthrin Granular Turf, landscape AW, fire ants, ants, chinch Turf, landscape 
bugs, ticks 

Astro® Permethrin Flowable liquid Turf, ornamentals Bark beetle, aphid, leaf 
hopper, pine saw fly,wasp 

Gowan Mesurol Pro Methiocarb Extruded granules Ornamentals Slugs, snails, sowbugs, 800/737-3995 
millipedes 

Rubigan AS Fenarinol Aquous solution Ornamentals PM, RU, scab 
Hexygon DF Hexythiazox Dry flowable Ornamentals Two-spotted spider mite 

European red mite, honey 
locust spider mite, Pacific 
spider mite, Southern red 
mite, spruce spider mite, 
strawberry spider mite, 
Willamette mite 

Griffin Vendex Fenbutatin-oxide Wettable powder Ornamental plants European red mite, 800/737-3995 
Pacific spidermite, Southern 

i . i 

mite, strawberry spider 
mite, two-spotted spider 
mite and Willamette mite 
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MANU- PRODUCT ACTIVE AVAILABLE FOR USE KEY PESTS CONTACT 
FACTURER NAME INGREDIENTS FORMULATIONS IN/ON: CONTROLLED INFO. 

Hot Pepper Wax Hot Pepper Wax - Capsaicin 
Insect 

JJ. Mauget Imicide Imidacloprid 

Abacide Abamectin 

Inject-A-Cide B Dicrotophos 

Howard Johnson's Insect Control 

Insect Control 

Insect Granular 

Knox 

Lebanon 

LESCO 

Poulenger USA 

Spring Valley 

Syngenta 

Tree Tech 

Valent 

Shaw's Turf Food 
DeltaGard' 
Shaw's Turf Food 
Diazinon 333 
Shaw's Turf Food 
Merit 

Mach II 

Merit 

Permethrin 

DeltaGard 

Diazinon 

Merit 

ProScape 1 6 - 4 - 8 Barricade 
43%, MESA MACH II 
1.33%, 2% 
ProScape 2 0 - 2 - 6 Talstar 
Talstar 0.069% 

LESCO Talstar Bifenthirin 

LESCO Merit Imidacloprid 

LESCO Mach 2 Halofenozide 

Dragonfire Organic 

2 2 - 3 - 5 + MACHII MACHII 

Stoller Chemicals Carrier 
of Florida 

Avid® 
Citation® 
Varsity® 

Vivid II 

Dendrex 

Harpoon 

93% Soybean Oil 
with Surfactants 

Abamectin 
Cyromazine 
Abamectin 

Abamectin 

Acephate 

Metasystox R 

Distance Insect pyriproxyfen 
Growth Regulator 
Distance Fire Ant Bait pyriproxyfen 

RTU, concentrate 

Liquid 

Liquid 

Liquid 

0.86% 

0.20% 

0.25% 

.10% 

3.33% 

.15%, .20, .25% 

Fertilizer combination 

Liquid, granular 

Granular, WP 

Granular, liquid 

Powder 

Granular 

Liquid 

Granular 

Liquid injection 

Liquid injection 

Liquid injection 

Liquid 

Granular bait 

Vegetables, flowers, ornamentals, 
fruit 
Ornamentals 

Ornamentals 

Ornamentals 

Turf 

Turf, ornamentals 

Grass, spot treatment 

Turf 

Turf 

Turf 

Established turf 

Combination fertilizer and Turf 
straight G 

Turf, ornamentals 

Turf, ornnamentals 

Turf 

Turf, ornamentals, gardens 

Turf, athletic fields 

Ornamentals, foliage plants 

Landscape, ornamentals 
Turf, ornamentals 
Turf 

Ornamental trees 

Ornamental trees, shrubs 

Trees 

Ornamentals 

Turf, ornamentals 

AW, WF, aphids, spider 888/667-3785 
mites, lace bugs 
TH, Long-haired borers, 800/873-3779 
flat-headed borers, 
psyllios, adelgids 
IM, mites, Elmleaf beetle, 
fall webworms, Sycamore 
lacebug 
GM, scales, borers, leaf 
hoppers, bronze birch borer 

AW, cutworms, webworms, 800/298-4656 
beetles, chafer, 
Grubs, chafers, billbugs, 
weevils, crickets 
Grubs, fire ants, ticks, 
mites, fleas 

SW, AW, chinch bugs, mole 219/772-6275 
crickets, ticks 
SW, AW, chinch bugs, 
white grubs, ticks 
Japaneze beetles, Northern 
& Southern masked chafer, 
billbug, May-June grubs 

BYG, CR, GG, OX, 800/233-0628 
foxtail 

AW, SW, chinch bugs, ants, 
ticks 

GM, SW, chinch bug, mole 800/321-5325 
cricket, annual bluegrass 
weevil 
Grubs, piercing and sucking 
insects 
AW, SW, grubs, cutworms 

Nematodes 866/709-8102 

Japanese beetle larvae, 800/635-2123 
Nothern & Southern masked 
chafers, Lepidopteran larvae 

WF, scale insects, aphids 352/357-3173 

LM, TH, WF, mites, aphids 
IM, shore flies, fungus gnats 
Fire ants 

Adelgids, elm leaf beetle, 
scale, mites, oakworm, 
TH, caterpillars, aphids, 
bronze birch borer, leaf 
rollers 
Bark beetles, borers, mites 
aphids, adelids 

WF, scale, aphids, fungus 
gnats, mealybugs 
Red imported fire ant 

354/528-5335 

800/89-VALENT 
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MANU- PRODUCT ACTIVE AVAILABLE FOR USE KEY PESTS CONTACT 
FACTURER NAME INGREDIENTS FORMULATIONS IN/ON: CONTROLLED INFO. 

Valent Orthene Turf, Tree & Acephate 
Ornamental 97 

Pellet Commercial turf, ornamentals Broad-spectrum insecticide 800/89-VALENT 

Wellmark 
International 

Extinguish 
Enstar II 
Altosid 

Methoprene 
S-Kinoprene 
Methoprene 

Granular 
Liquid 
Liquid, granular 

ANTIBIOTICS 
JJ. Mauget Microject Oxytetracyline Liquid 

Turf 
Turf, ornamentals 
Landscapes 

Ornamentals 

Fire ants 
WF, TH, aphids, mites 
Mosquitoes 

Ash yellows, bacterial 
leaf scorch, palm 
lethal yellows, fire blight, 
leaf scald 

800/248-7763 

800/973-3779 

Tree Tech OTC 

Arkion Life Science Flight Control 

Oxytetracycline 

AQ 

Hot Pepper Wax Hot Pepper Wax - Capscacin 
Animal 

Liquid injection 

Spray applied 

RTU, concentrate 

Ornamentals, fruit trees 

Turf 

Fire blight, lethal uelows, 
wetwood, bacterial leaf 
scorch 

Goose repellant 

354/528-5335 

800/468-6324 

Vegetables, flowers, ornamentals, Rabbits, squirrels, small 888/667-3785 
fruits animals 

Ad Index 
COMPANY NAME WEB ADDRESS PG# RS# 
BASF www.turffacts.com PI 1 408 
Bayer Environmental Science www.bayerprocentral.com P18-P19 
C&S Turfcare* www.csturfequip.com P4 401 
Cox Reels P8 420 
Dow AgroSciences www.dowagro.com/turf P15 
FMC Corp www.fmc-apgspec.com P36 419 
Hannay Reels www.hannay.com P5 402 
J.J. Mauget www.mauget.com P35 418 
Lawn Power & Equipment www.brandtekus.com P14 410 
Lebanon Turf Products www.lebturf.com P23 413 
Lehman Mfg www.llc-equipment.com P26 416 
LT Rich Products P26 415 
Perma-Green Supreme www.ride-onspreader.com P2 400 
PRO-Equipment www.proequipment.com P34 404 
ProSource One www.prosource.com P27 417 
Real Green Systems www.realgreen.com P16 411 
Riverdale www.riverdalecc.com P17,P25 412,414 
Syngenta Professional Products .... www.syngentaprofessionalproducts.com P6-P7 403 
SNG Equipment www.gosng.com P8 405 
Tuflex www.tuflexmfg.com P9 406 
UHS www.uhsonline.com PI 3 409 
UPM www.vine-x.com P9 407 

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

when you 
can ride! 

Receive most commercial model spreaders. 
Stainless steel construction. 

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

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

Disclaimer 
EDITOR'S NOTE: This information is provided for general 

awareness purposes only. A supplier's inclusion or exclusion 

from this listing should not be perceived as an endorsement or 

criticism of its products. This information should not be 

considered a substitute for the information on a product's 

label and all pesticide applicators are encouraged to read the 

label before using any product. Product listing submissions 

were edited due to the influx of information. 

Abbreviation 
Guide 

A -
A W -
B G -
B P -
B Y G -
CL-
CR-
C W -
D N -
D S -
G G -
GLS-
G M -
GSM -
L M -
L S -
OX-
P A -
P M -
PSM -
R T -
R U -
S M -
SP-
SW-
T H -
W F -

Algae 
Army worms 
Bluegrass 
Brown patch 
Barnyardgrass 
Clover 
Crabgrass 
Chickweed 
Dandelion 
Dollar spot 
Goosegrass 
Gray leaf spot 
Gypsy moths 
Gray snow mold 
Leafminers 
Leaf spot 
Oxalis 
Poaannua 
Powdery mildew 
Pink snow mold 
Red thread 
Rust 
Snow mold 
Spurge 
Sod webworms 
Thrips 
Whiteflies 
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THE ADVANCED, NEWLY DESIGNED 

" GENERATION II " 
MAUGET MICRO-INJECTION DELIVERY SYSTEM OFFERÌ THE SOLUTION 

* new FRA I N 
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THE INNOVATOR 
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GENERATION II" 
I M I C I P E S Y S T E M 

LEAK PROOF 
HIGHER VOLUMES 

FASTER AND EASIER TO USE 
LESS TOOLS REQUIRED 

SAFEST CAPSULE AVAILABLE TODAY 
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Introducing Quicksilver.™ Fast control of broadleaf weeds. 

Introducing the most advanced chemistry in herbicides— 
QuickSilver, for extremely fast control of post-emergent 
broadleaf weeds, including tough-to-control weeds such as 
clover and thistle. But even though QuickSilver is tough on 
broadleafs, it is soft on sensitive turf varieties, such as 
Bermuda and St. Augustine Grasses. Which makes 
QuickSilver the smart alternative to clopyralid. 

Just add a few drops to your tank mixture and you'll see plant 
response within 24-48 hours. That's because QuickSilver 
blocks chlorophyll synthesis causing the release of peroxides 
that result in rapid plant cell degradation. And because of its 
excellent range of effectiveness across wide temperature 
ranges, it's suitable for many regions across the U.S. 

•FMC 
O 2003 FMC Corporation. The FMC logo is a registered trademark of FMC Corporation. 
QuickSilver is a trademark of FMC Corporation. Always read and follow label directions. 

What's more, QuickSilver is applied in extremely low 
quantities—just 0.55 to 2.1 oz/acre. That's lower than 
other herbicides on the market. 

That means less herbicide released into the environment. 
Less herbicide to store. And less visits to customer sites. 

For more information, contact our Customer Satisfaction 
Center at 1-800-321-1 FMC, or visit: www.fmc-apgspec.com 

The only things smarter than our products 
are the people that use them. 

^QuickSilver 
TAO H E R B I C I D E 

++k*SHm 
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Looking for 

When you want information on a new 

product, you want it now! That's why Lawn 
& Landscape uses this innovative reader 

service program that gets you the product 

information you need faster. 

It's simple: 

For immediate 

response go to 

www.lawnandlandscape.com 

and click here... 

• Go to www.lawnandlandscape.com and click on 
• Check the reader service number of the product(s) you're interested in. 
• Receive an e-mail or phone call from a company representative in time 

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

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

Or... simply fill out the product inquiry form below with the reader service numbers found on each advertisement. 
Mail the form back to us at Lawn & Landscape, 4012 Bridge Ave., Cleveland, OH 44113 or fax it to 216/961-0594. 

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

Signature, 
Date 
Name 
Title 
Company, 
Address^ 
City 
Phone 
Fax 

State Zip-

E-mail Address 

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

TOI 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 
21 22 23 24 25 26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 
41 42 43 44 45 46 47 48 49 50 51 52 53 54 55 56 57 56 59 60 
61 62 63 64 65 66 67 68 69 70 71 72 73 74 75 76 77 78 79 80 
81 82 83 84 85 86 87 88 89 90 91 92 93 94 95 96 97 98 99 100 
101 102 103 104 105 106 107 108 109 110 111 112 113 114 115 116 117 118 119 120 
121 122 123 124 125 126 127 128 129 130 131 132 133 134 135 136 137 138 139 140 
141 142 143 144 145 146 147 148 149 150 151 152 153 154 155 156 157 158 159 160 
161 162 163 164 165 166 167 168 169 170 171 172 173 174 175 176 177 178 179 180 
181 182 183 184 185 186 187 188 189 190 191 192 193 194 195 196 197 198 199 200 
201 202 203 204 205 206 207 208 209 210 211 212 213 214 215 216 217 218 219 220 
221 222 223 224 225 226 227 228 229 230 231 232 233 234 235 236 237 238 239 240 
241 242 243 244 245 246 247 248 249 250 251 252 253 254 255 256 257 258 259 260 
261 262 263 264 265 266 267 268 269 270 271 272 273 274 275 276 277 278 279 280 
281 282 283 284 285 286 287 288 289 290 291 292 293 294 295 296 297 298 299 300 
301 302 303 304 305 306 307 308 309 310 311 312 313 314 315 316 317 318 319 320 
321 322 323 324 325 326 327 328 329 330 331 332 333 334 335 336 337 338 339 340 
341 342 343 344 345 346 347 348 349 350 351 352 353 354 355 356 357 358 359 360 
361 362 363 364 365 366 367 368 369 370 371 372 373 374 375 376 377 378 379 380 
381 382 383 384 385 386 387 388 389 390 391 392 393 394 395 396 397 398 399 400 
401 402 403 404 405 406 407 408 409 410 411 412 413 414 415 416 417 418 419 420 
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(continued from page 108) 

straight machine costs $419 - the big differ-
ence being the gear box configuration. 

Ultimately, a contractor's decision will 
be based on preference. 

FUTURE THOUGHTS. Manufacturers are 
always thinking ahead when it comes to 
new machine designs and features. 

Currently, some manufacturers are ex-
ploring edgers that can accommodate vari-
ous blade sizes, Vick pointed out. Addition-
ally, product designers are looking into in-
corporating adjustment wheels so contrac-
tors can vary their depth of cut on jobs, 
Larson added. 

Manufacturers also are investigating new 
shield and gear cases, Golevicz said. 

Furthermore, old reciprocating edgers, 
which are equipped with three oscillating 
blades, may come back on the landscape 
scene within the year, Vick said. "Manufac-
turers did away with this type of edger 
because it .was more expensive - close to 

M any contractors wonder, "Can I sharpen my edger blades like I do my 
mower blades?" 

The answer, according to Echo, is, "No." 
To maximize edger efficiency and cut on the job, contractors should replace edger 

blades when they are worn to approximately 6 inches in length. 
Other common questions that contractors typically ask include: 

Q : How long will a unit run on one tank of fuel? 
A : On average, a unit will run between 30 and 45 minutes on one tank of fuel. 
Q : Are there any special break-in procedures for new engines? 
A : A new engine will be broken in after approximately three to five tanks of fuel have 
been run through the unit. During the break-in period, the engine performance will 
increase and exhaust emissions will stabilize. 
Q : What is the expected engine life rating? 
A : If contractors perform proper preventive maintenance and use proper lubrication, 
typical edger engines are designed to last 1,200 to 1,500 hours or more. - Echo 

Quick 
$700," he said. "But recreations of this model 
are coming back by demand and will be 
more affordable - about $600." 

In terms of engines, they will either 
remain the same size in the future or de-
crease in size because, as Larson explained, 
"If the engine gets any bigger, the ma-

chine is going to get heavier and too cum-
bersome for the operator." I D 

The authors are Associate Editor and Managing 
Editor of Lawn & Landscape, respectively, and 
can be reached ateuulson@lawnandlandscape.com 
or nwisniewski@laumandlandscape.com. 
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PRE-PUBLICATION OFFER! 

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 100 commonly encountered 
insect pests in both trees and ornamentals. You'll find pest 
identification tips and detailed individual pest profiles with 
accompanying illustrations, as well as a full-color photo iden-
tification section featuring more than 50 insects. 

CHAPTERS INCLUDE: 
Pest Management and Society 
Integrated Pest Management 
Pest Identification and Control 
Pest Management Materials 
Safety 
Turf Insect Pests 
Ornamental Insect Pests 
Equipment 
Safety 
Glossary of Pest Control Terms 

Limited Time 
Pre-Publ icat ion 

Pr ice $12.95! 
(Expires 5 /31 /03 ; 

Regular Price $14.95) 

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

To Order Your Copy of the Lawn £ 
Landscape Technician's Handbook: 
1. Visit www.lawnandlandscape.com/store. 
2. Call Megan Erickson at 800-456-0707. 
3. Mail this form to Lawn & Landscape Media Group, 

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

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

Name 

Title 

Company 

Address 

City State Zip 

Phone 

Fax 

Email 

I'd like to order copies of Lawn & Landscaoe Technician's Handbook 
@ the limited time pre-publication price of just $12.95 each. 
(Expires 5-31-03; regular price, $14.95.) 

MERCHANDISE TOTAL $ 

Ohio residents add 7% sales tax $ 

SHIPPING & HANDLING 
Inside the United States - first item $5.00; additional items $1.00 each 
International - first item $10.00; additional items $3.00 each $ 

TOTAL AMOUNT DUE $ 

Check enclosed (Make payable to: Lawn & Landscape Media Group) 

Charge my American Express Visa Mastercard Discover/Novus 

Card Number Exp. Date / 

PLEASE NOTE: This pre-purchased item will be delivered upon publication. THLHSAD 

Technician's 
Handbook 

• • m 

A Field Guide to Turf & Orna 
Insect Identification & Managertfent 

BY DR. RICHARD KRAMER ... . 

http://www.lawnandlandscape.com/store


imBSMWi 
by Lauren Spiers 

Determining the right clients to have 
on the receiving end of a marketing 
campaign is the first step in creating 
a company's message. 

Professionally-printed —I \ 
marketing materials come out clean and 1 
sharp, and cost less than many contract- | 
ors expect. Photos: Mainscape (left, right), 
Phillips Environmental Services (center) 

Inn the wurld of marketing, appeerance is 

everything and nothing stix like a good first 

impression, even the first few lynes of a 

brochure or telemarketing script can deter-

mine the entire relationship between a po-

tential client and a company, so choosing 

the right presentation of the first few wordz 

is vital to creating a successful marketing 

campayn. 

Did I get your attention? Have I piqued 
your interest? While the adage "you only 
have one chance to make a first impression," 
is true, there is no reason second, third and 

fourth impressions can't be equally impres-
sive. An intriguing introduction to this ar-
ticle grabs attention just like landscape con-
tractors' brightly colored fliers. To solidify 
their brands and create an effective market-
ing campaign, contractors must focus equal 
attention on developing catchy marketing 
pieces and directing those efforts toward the 

right people. 

DO I KNOW YOU? There are thousands 
of ways lawn and landscape professionals 
can market their services to current and 
potential clients, but more importantly, there 
are thousands of clients who those market-
ing efforts must reach. As Don Nichols, presi-
dent, Yes, Marketing, Columbus, Ohio, ex-
pressed: "If you know who your customers 
are - especially your best customers - and 
you know what their similarities are, you 
can identify who your best prospects are 
going to be." 

Nichols and his team surveyed thousands 
of U.S. landscape clients and used their find-

(amtmued on page 150) 

1 4 8 MARCH 2003 w w w . l a w n a n d l a n d s c a p e . c o m L A W N & LANDSCAPE 

http://www.lawnandlandscape.com


SETTING THE GOLD STANDARD IN ZERO T U R N I N G R A D I U S M O W E R P E R F O R M A N C E 

X t r e m e M o w c h i n e 

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

Utilizing powerful 30 HP Generac or 28 
HP Kohler engines, allows The Xtreme 
Mowchine the ability to cut grass fast in most 
turf conditions! 

Available with 60" or 72" cutting decks, a 
Lifetime Warranty on frame, front caster 
bearings and front forks, this powerhouse is a 
must for the serious 
contractor. 

Here at Dixie 
Chopper, we know 

is just as important as any quality feature, and 
a comfortable operator is a more productive 
operator. Standard drink cooler eliminates 
constant breaks to the truck for vital fluids. 

The Remote Mounted, Replaceable 1 -
Micron Amsoil Oil Filter allows the machine 
to operate on the same comfort level as the 

operator. 
' Are you ready to 

_ _ _ m H experience the new LMMf\ m^ \Jmm%Jm m rnm mm way of cutting grass? 
that operator comfort J f o \/\/0f\^S F a S t ß S t L a W f l M O W e i ° ° X t r e m e ! 

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

765-CHOPPER USE READER SERVICE # 8 9 

www.dixiechopper.com 

http://www.dixiechopper.com


whw&my 
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ings to develop an "aggregate wealth rat-
ing," which weights numerous variables, 
including income and home value, and as-
signs each customer to a certain percentage 
group numbered zero through 19. Individu-
als who fall in group 19 - the highest 5 
percent - are the most likely to buy land-
scaping and lawn care services, while those 
at the other end of the spectrum are least 
likely to do so. "This [knowledge] helps 
ensure that every marketing piece reaches 
the ideal prospects," Nichols affirmed. 

Creating a clientele overview can be time 
consuming, but by profiling their best cus-
tomers a company can identify its "A" cli-
ents and develop marketing strategies to 
swell this customer segment. At Wallace 
Landscape Associates, Kennett Square, Pa., 
President and CEO Terry Wallace makes 
this research a priority. "We take our "A" 
clients and look at their age, house value and 
whether they have children or not," she 
explained. "We just look at their whole 
lifestyle ancl try to figure out how we can 
reach out to more of the same type of client." 

tors. The vast majority of Wallace's 
clients come from referrals. "We 
keep the same clients year after 
year, and we find that we're working for 
their friends who are also the kinds of people 
we want to work for," she said. Nichols' 
survey found that clients choosing a lawn 
care company looked at characteristics such 
as consistency in staff, quality of work, pro-
fessional appearance, responsiveness and 
personal contact. Keeping up with these 
necessities can maintain customers' high 
opinions of the company they choose, and 
increase word-of-mouth marketing. 

To this end, Jack Robertson, president, 

"If you know who your customers are - especially 

your best customers - and you know what their 

similarities are, you can u who your best 

prospects are going to be." - Don Nichols 

For Wallace, that type of client turned 
out to be in the high-end residential market, 
which is typical for the landscape industry. 
She determined that the best way to find 
similar clients in her area was to advertise 
regionally in magazines such as Architectural 
Digest and model print ads after those for 
luxury brands like Mercedes. 

Jeff Lefton, marketing director, 
Mainscape, Indianapolis, Ind., also gleans 
creative ideas from magazines. "I tear pages 
out of good magazines like Time and Forbes 
and keep them all in a file folder," Lefton 
explained. "When I get ready to do some-
thing, I pull the folder, spread out the pages, 
and let it happen. You can get a lot of great 
ideas from people paying a lot of money to 
do this." 

Of course, even more important than 
what contractors know about their preferred 
clients is what clients know about contrac-

Jack Robertson Lawn Care, Springfield, 111., 
emphasized the need to keep in touch with 
current clients. "It's the four c's: constant 
contact creates customers," he recited. "We 
want to be in contact with our customers as 
much as possible." After more than 25 years 
in business, Robertson takes advantage of 
several marketing techniques that ensure 
his current clients are satisfied and reten-
tion rates stay high. 

For instance, Robertson does something 
special annually for a group of his most 
faithful clients, like send them certificates 
for a free pie at the local pie shop. When 
these clients pick up their desserts, he in-
vites these clients to stop into the office, 
which happens to be around the corner. "My 
opinion is that if you can get a customer to 
come into the office and visit with them there, 
they're a lot less likely to go anywhere else," 
he explained. "Another reason for [giving 

them pies] is that now our company is 
going to be mentioned at the kitchen 

table and that puts us in a positive 
light." 

Customer retention is 
also where Linda 

Donovan, vice president, 
Earthworks Landscaping 

Co., directs her marketing 
efforts. "Once you take care 

of the people who already 
trust you, not only are you in-

creasing your services for 
them, but their neighbors also 

are saying, They've had the same landscaper 
for 15 years. We go through them like water, 
let's give them a shot,'" she emphasized. 

In addition to staying in contact with 
current customers, both Donovan and 
Robertson acknowledge the importance of 
rewarding longtime clients. While putting 
together percent-off or first-time-free offers 
can entice potential clients and bring in more 
money right off the bat, thanking loyal cus-
tomers keeps revenue coming in year after 
year. Robertson insisted that having offers 
for first-timers may even offend longtime 
clients. "I'm very fortunate to have custom-
ers who have been with us for 27 years," he 
explained. "I'm so concerned about doing 
anything negative to my customer base that 
I don't give offers." Instead, he relies on 
staying in contact with customers and en-
sures that his company maintains a profes-
sional appearance, such as clean trucks and 
uniforms and well-groomed technicians -
tips that any company can implement easily. 

Maintaining customer awareness also is 
highly important and Lefton encourages con-
tractors to be visible in the community. He 
explained that contractors who focus on prop-
erty management for instance, should join 
organizations like the Building Owners and 
Managers Association. "Typically, they have 
lists [of contact numbers] and sometimes 
they even have their own magazines or news-
papers to advertise in," he explained. "They 
have opportunities like golf outings in the 
summer and a company can be a hole spon-
sor. Rather than spreading all your dollars 
out, target where you would like to work." 

Similarly, with homeowners' associa-
tions, Lefton and a sales representative from 
the management firm hold periodical cook-
outs on Saturday afternoons for residents to 
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attend, eat lunch and ask questions about 
their landscapes. This helps keep the clients 
happy and the landscaping company well-
remembered. 

DID YOU SEE THAT? Once a company 
determines that its niche clients are upper-
middle-class families with three soccer-play-
ing kids or retired couples who enjoy walking 
around their neighborhood, for example, the 
next step is to get the company name in front 
of those people. After all, clients have to see 
logos and hear slogans in order to learn 
about a company in the first place. 

As expected, opinions on the best way to 
do this differ widely, and not every type of 
marketing works for every company. For 
instance, more stringent laws might make 
telemarketing much more difficult in one 
state than in another. Likewise, extremely 
high-end clients may be more accessible 
through direct mail than through television 

advertising. Furthermore, the cost of entry 
and return on that investment can easily 
determine whether or not a certain form of 
marketing is appropriate or worthwhile. 

Landscape and lawn care professionals 
insist that the little things really help get a 
marketing message across. "All of the market-
ing I do has to meet at least two of the follow-
ing three criteria: it must be fun, it must be 
cheap or it must be different," explained 
Marty Grunder, president, Grunder Landscap-
ing, Miamisburg, Ohio. 

Grunder stressed that paying for adver-
tising isn't always necessary if it's done the 
right way. "We spend about 1.6 percent of our 
gross sales on marketing, but there's a tremen-
dous amount of advertising that we do that 
doesn't cost very much," he said. Through 
press releases to newspapers and television 
and radio stations, Grunder has received pub-
licity for little - if any - cost. For example, he 
was able to gain airtime on the local news by 

alerting viewers to a possible mail scam. 
Similarly, when Grunder Landscaping gave 
away an excess of Christmas trees one holi-
day, the company's name was spread 
throughout the area without mentioning a 
word about landscaping services. 

At Avalawn Landscaping, Cincinnati, 
Ohio, president Erich Heinrich, whose client 
niche consists of largely commercial proper-
ties, delivers poinsettias to his customers dur-
ing the holiday season to thank them for their 
business. The potted flowers range from $2.50 
to $5 each and take only one or two days to 
deliver. "On the card, we just write, 'This is a 
gift from Avalawn,' and leave instructions on 
how to care for the poinsettia," Heinrich 
noted. "We do get phone calls off of it, but 
gifts should not be given as advertising." 

Certainly, traditional techniques like us-
ing a telemarketing approach can be profit-
able if done properly, and direct mail cam-
paigns offer some of the highest returns and 

»> SPRING SPECIALS SPRING SPECIALS « 

EZ GATE 

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

1.877.965.0951 
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closed sales for the investment. Still, postage 
and subcontractor costs, as well as long con-
tact lists, can elevate expenses associated 
with this marketing effort. 

Advertising in the Yellow Pages is another 
common marketing choice, but Nichols ad-
vised that because such ads are often ineffec-
tive and expensive ($600 - $1,000 for a U-page 
ad, depending on the region), they should 
be used simply as easy access to a company's 
address and phone number. Robertson 
agreed, naming the Yellow Pages approach a 
"necessary evil" that offers the contractor 
little control over the placement and func-
tion of the ad itself. This being the case, non-
traditional methods of advertising are gain-
ing popularity and generally cost little more 
than time and creativity. 

Donovan stopped advertising six years 
ago and now uses non-traditional techniques 
in her marketing efforts, which are targeted 
at existing customers and involve mainly 

household items. "I looked around my house 
and thought of all the different things in the 
kitchen alone that promote somebody else's 
business and said, 'How can I get my name 
on that sponge?'" Donovan explained. The 
result of her efforts has "Earthworks Land-
scaping Co." written on jar openers, baby 
bibs, toddler t-shirts, calendars and for her 
best customers, fleece blankets. These items 
are inexpensive, ranging from 60 cents each 
for jar openers to just $1 per calendar and a 
mere $7 plus embroidery for blankets. They 
all find their ways into clients' homes where 
guests will see the logo. "Now my name is 
being spoken by someone who didn't say it 
yesterday," Donovan enthused. 

In a similar effort to put a new spin on a 
more traditional method of advertising, 
Robertson works closely with his sign print-
ing company to develop a bus bench cam-
paign that runs five months of the year. 
"When the bench is put up by the sign 

company, we have them put about half of 
them upside down," he explained. The trick 
prompts passersby to call the office and ini-
tiates a relationship. "If people ask why we 
did it, we say, 'Well, you noticed it,'" he said. 
"What is advertising all about? Being seen 
and reacting to it." 

PUT IT IN WRITING. In addition to giving 
gifts and keeping customers actively interested, 
many contractors find that putting their offers 
and appreciation on paper is one of the most 
effective ways to market their services. 

Heinrich successfully used fliers to in-
crease residential and commercial sales. "I 

(continued on page 154) 
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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 
and catalog! 
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The Concrete Edge Company 
(800) 314-9984 (407) 658-2788 www.lilbubba.com 
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GM Goodwrench Engines 
fee/ the confidence 

The Quality You Expect 
The Assurance Customers Want. 

Only GM Goodwrench offers a complete line of new and remanufactured 

engines that are specifically designed, engineered, and tested for General Motors vehicles. 

They are backed by a 36-month/50,000-mile transferable limited warranty, assuring the reliability you expect. 

All are competitively priced and ready to arrive at your repair facility within 48 hours. If you care about the quality 

of parts that you extend to your customers, recommend the only products that can restore 

new-car performance...GM Goodwrench Engines...the blueprint for success. 

THE FEELING 

For more information on GM Go< 
call 1-800-GM USE US, visit GMGoodv 

or contact your GM dealer. 
C2001 GM Corp. All rights reserved. 

Engines, 
ch.com, 



Increase Productivity Trco 
W Heavy-duty Attachments 

for Commercial Mowers 

Hooker Aerator 
• Aerate 66,000 sq. ft. / hr. at 5 mph 

Loose plugs of soil - No messy cores 

Up to 3" depth 

• Zero-turn maneuverability 

• Electric lift 

Call for dealer 800.966.8442 www.jrcoinc.com 
USE READER SERVICE #95 

ONE BUTTON ELECTRONIC AUTOMATIC GATE OPENING !! \ 
Stainless Steel Construction 
Sealed Motor • Debris Shield 
One button/foot operation 
Quick detach on & off. 
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made up three different colored fliers/' he 
described, "and at the bottom of the blue one 
I put 'lawn price $25-30.'" The other fliers 
included progressively higher price ranges 
and as Heinrich and his crewmembers 
scouted neighborhoods and sized up lawns, 
they left the appropriate flier at the client's 
door. "You're only putting the fliers at the 
houses you want to service," Heinrich com-
mented, comparing this to direct mail. "If 
you put a flier somewhere and the person 
calls, you know they already know the price, 
and you know you want to do the property 
because you put the flier there." 

Heinrich and Donovan both use profes-
sional printing companies for their market-
ing materials, and Lefton agrees that this is 
the best option. He visits his commercial 
printer with his own photographs in hand 
and concepts for pieces in mind. "In my case, I 
pay $50 per hour for [the] work," he enthused, 
"and in three or four hours you can generate a 
great creative piece." Lefton explained that com-
mercial printers are well-versed in desktop 
publishing programs and should know where 
to find free artwork on the Web, which makes 
production easy and affordable. 

On the other hand, advertising agencies 
also can work their magic on print ad con-
cepts for magazines. Anna Cooke, co-cre-
ative director for Creative Resource Group, 
Clearwater, Fla., puts together evocative print 
ads for Phillips Environmental Group, 
Clearwater, Fla. "We wanted to develop a 
lifestyle campaign vs. just selling the land-
scape," Cooke explained. 

Chris Phillips, president, Phillips Envi-
ronmental, agreed saying, "Our concept has 
always been about the highest quality land-
scape design/build one could find, and our 
advertising had to reflect that." By working 
with an agency, Phillips had a wealth of 
creative people at his disposal and the result-
ing ad campaign targets clients through 
lifestyle magazines, direct mail, the Internet 
and solid public relations. 

Phillips added that the agency he works 
with develops new ideas and concepts all 
year long, and appeal to clients' emotional 
interests. "The brand is the relationship your 
customer has with your product. Landscap-
ing is an emotional buy and our advertising 
is directed to that emotion," he suggested. 

Another way many companies commu-
nicate their messages to clients is via peri-
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Site signs 
connect a 
company's 
name with its 
work. 
Photo: 
Wallace 
Landscape 
Associates 

odic newsletters. Be they monthly or sea-
sonal, newsletters are an excellent way to 
remind customers when the next round of 
treatments will begin, explain the intricacies 
of proper mowing and watering techniques, 
or keep readers abreast of local and environ-
mental news related to landscaping and 
maintenance. "[A newsletter] is a fantastic 
way of consistently communicating your 
message in a classy, unobtrusive way," re-
marked Grunder, who publishes a quarterly 
newsletter for his clients. 

Robertson's newsletter goes out "like 
clockwork" once every month, Lefton said, 

IMW^mi^W.IMI 

"I try to write things I think people are going 
to want to know about. I use a lot of visuals 
and I try to get to the point quickly." For the 
most part, Grunder Landscaping's newslet-
ters aren't based around hard selling, but 
they are designed to keep clients interested 
and answer their questions. 

Other popular and simple marketing 
techniques include putting job site signs at 
each project in-progress, and simply send-
ing traditional, handwritten thank you notes 
to customers on a regular basis. When tar-
geting a specific client niche, that kind of 
personal touch at holidays, company anni-
versaries or periodically throughout the year, 
reinforces the positive contact clients appre-
ciate from their lawn care or landscape com-
panies and keeps you on their mind. E 

The author is a Assistant Editor to Lawn & 
Landscape magazine and she can be reached at 
lspiers@laumandlandscape.com. 

Many landscape contractors use their own skills or those of their employees to 
market their company and its services. But Chris Phillips, president, Phillips 

Environmental Services, Clearwater, Fla., put his company's marketing efforts in the 
hands of professionals. "We decided [to use an agency) right from the start," Phillips 
remarked, adding that choosing the right advertising agency results from a detailed 
search rather than hiring the first company in the phone book. Here are a few of 
Phillips' agency insights: 
• Review your prospects. In the same way clients look over landscaping bids for just 

the right company, a review process is necessary when choosing an advertising 
agency. "We were looking for top-notch creative talent, people with a sense of what 
we wanted to accomplish and good chemistry," Phillips outlined, and enthused that in 
addition to those properties, the firm he selected also offered a great public relations 
department. 
• Take your time. "The review process can be quite time consuming - several months 

- because it's an important commitment for both parties," Phillips observed. "All agen-
cies differ in their creative abilities, so you must be prepared to judge which more ef-
fectively matches your expectations creatively and financially." 
• Know your budget. After choosing an agency, meeting to discuss the advertising 

campaign and marketing budget is the next step. "You need to know exactly what you 
want to spend over the next 12 months and share that with the agency up front," 
Phillips advised. As with other marketing efforts, the cost of marketing through an 
agency ranges from 2 to 5 percent of gross sales, or more for a larger company. Phillips 
mentioned that cost should not be a contractor's determining factor when considering 
an agency since the alternative - hiring in-house marketing employees - increases 
overhead and capital costs. 
• Mark your calendar. "You never want a potential client to forget about you, so some 

sustained marketing is necessary," Phillips said. The firm he uses works all year to de-
velop new ideas for feature stories and advertising campaigns. - Lauren Spiers 

Secret Agent Man 

Windrow & fom>ardireverse rake 
• large 4-position removable endplates 
• windrow clearance to pass 24" debris 

Adjustable & versatile -
independently adjustable gauge wheels 
• skim pass for over-seeding 
• adjust to cut drainage grades 
• ideal for trench restoration 
• de-thatch or remove old turf 
• condition the soil 

Perfect seedbed prep - solid carbide 
blunt teeth ensure the best seedbed. 
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_c e l a t i o n s h i n s 

by Matt Shooner 

After 
setting up 
systems to 
build client 
relationships, 

contractors 
have to 

create 
employee 
buy-in. 

Even though measuring the quality of relationships may seem like a subjective goal, there are 

specific and measurable areas in any contractor's business that can and do affect, if not 

determine, the quality of those relationships. So, by measuring these specifics over time, and 

working to improve the results, contractors will begin to reap the benefits of improved 

relationships. The stronger the relationships, the better the bottom line. 

To review the key points covered in the first part of this series (see "Get Personal," 
February 2003, Lawn & Landscape), 11 areas that strongly affect client relationships are: 

• Average time to deliver estimates 
• Sales closing percentage 
• Size of average sale 
• Average annual revenue per client 
• Average referrals per client 
• Number of personal contacts per client 
• Total number of contacts per client 
• Average time to respond to service calls 
• Customer turnover /loss 
• Average service calls per job or application 
• Average days to collect payments 
Because you can objectively measure these items, you should accept them as the bench-

marks of client care and measure them to establish current baselines in each area. Contractors 
who adopt this model create a list of specific areas to measure, know where the company is 
now, and establish processes and goals for what the company will accomplish in each area. 

(continued on page 158) 
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Every company should be armed with a 
future vision. To convince employees that 
their goals are good for them as well as the 
company, contractors must use clear and 
ongoing training and consistent measure-
ment and reporting. 

Swaying employees toward a new vision 
and way of thinking takes showmanship 
and enthusiasm. The process is called "buy-
in." When employees truly buy-in to ideas, 
they perform out of desire and get pleasure 
from their accomplishments, creating an ef-
fective extension of an owner's vision and 
yielding exciting and measurable results. 

DOING "TALK-ABOUTS." The process 
should start with key staff. Speak with pro-

duction and sales managers, office and fi-
nance managers, customer service manag-
ers and anyone else who has responsibility 
for a portion of the business. These conver-
sations should take place one-on-one or in 
small, intimate groups where everyone feels 

free to give their opinions. Lay out visions 
and objectives and listen carefully to re-
sponses. Some of the best methods for imple-
menting change and achieving total staff 
buy-in will come from these people, and 
they will appreciate seeing their ideas and 
suggestions become part of the final state-
ment of goals and methods. 

You do not wan to rush this process. The 
decisions being made are critical and will 
significantly affect the company's operation, 

so approach them thoughtfully. This may be 
a three- to six-month process, giving the 
staff sufficient time to discuss the issues. 
Also, keep the environment comfortable by 
scheduling meetings as off-site breakfasts or 
staff retreats. 

Other approaches to use to get 
employees to buy-in to improving cli-
ent relationships include: 

• Create the "big picture." Explain 
what the company will look like after 
accomplishing goals and the opportu-
nities success will bring employees. 

For instance, when describing a goal to 
increase referrals, say something like, "Re-
ferrals are the least expensive and usually 
the most profitable of the sales we make. 
Referrals show us that our customers are 
happy with the work we are doing, and the 
new sales we receive from them are more 
profitable to the company. This means we 
can grow faster and promote more people. 
Increasing referrals significantly will affect 

(continued on page 160) 

How do contractors convince their employees that their 

goals are good for them as well as the company? 

Through clear and ongoing training. 
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Rawson Manufacturing Inc. 
Screening and Materials Handling Equipment 

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

A number of other products are also available: 
Double Deck Vibrating screening plants 

Trommel screening plants 
Radial stacking conveyors 

Screening units 
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more torque and lower noise; 
padded, comfort grip handles; a 
lightweight, steel drive shaft and 
LowVib, which reduces vibration 
from reaching the handle and throttle 
control. 

www.lawnandlandscape.com offers 
• Chances to win new products 
• Daily news 
• Archived magazine articles 
• Message boards 
• The ability to sign up for a personalized My Lawn & Landscape account 
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the company and all of our futures in a 
positive way." 

• Finalize specific short- and long-term 
improvement goals for all of the benchmarks. 

For example, explain to employees how 
the company currently receives an average 
of one referral for every 15 clients. Then, 
they can emphasize that their short-term 
goal is to increase that to three referrals per 
every 15 clients in the next six months, and 
their long-term goal is to increase that to no 
less than five referrals per every 15 jobs in 
the next year. This would mean that at least 
one-third of the company's client base is 
providing possible leads. 

• Detail the procedures to help employ-
ees achieve each of these goals. 

For instance, to increase referrals: 
1) First, set up a referral program. Give a 

$25 credit to any customer who refers a 
friend or neighbor who signs up for a full 
lawn or tree care program or give a $100 
credit to any client who sends a referral who 
buys mor^ than $1,000 worth of services. 

2) Run a referral coupon in every issue of 
the company newsletter. 

3) Insert a referral coupon with every 
billing statement. 

4) Clover-leaf every current job with an 
invitation to receive a quote. 

5) Call each completed job for quality 
control and ask for referrals in the process. 

6) Ask for and record lead sources. 
• Lay out a training and supervision 

system for teaching and reinforcing proce-
dures. For instance: 

1) Give everyone taking leads a checklist 
that includes asking for sources. 

2) Record the lead (and the source) in the 
computer database. 

3) Note referring people on proposals. 
4) Have every salesperson reference the 

job done for the referring customer. 
5) Prepare a "closing checklist" for sales-

people on which one of the items is asking 
for a referral. Tally the checklists. 

6) Create scripts for each type of em-
ployee to use as they ask for referrals. 

7) "Overhear" and oversee that the pro-
cess is actually working. 

• Design results-driven individual and 
group compensation and recognition plans 
to reward those who advance the company's 
goals. For example: 

1) Pay $20 to each employee who gener-
ates a referral who becomes a client. 

2) Award the top referral-generator each 
quarter with a check for $100 and a weekend 
getaway worth $300. 

3) Present these awards at a monthly or 
quarterly performance awards meeting. 

• Define the mechanics of actually mea-
suring results. Some steps include: 

1) Enter all leads into a computer database. 
2) Make "Source" a field that must be 

filled in on the computer. 
3) Create a report listing the source and 

employee for all leads. 
4) Automatically credit the referring 

client's account when entering a sale. 
• Assign responsibility for tracking re-

(continued on page 162) 
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Whether you're a groundskeeper, 
landscaper or contractor, Brouwer turf 
rollers are the smart buy. 

For working around narrow paths and 
tight spaces, choose the Brouwer T R 2 2 4 
riding roller. Its 24-inch wide rollers are 
especially gentle on turf, with unique, 
rounded edges that prevent turf damage. 

Powered by an 
economical 

and reliable 5.5hp Honda engine, its lever-
assist steering, clutchless transmission 
and proven single-lever shifting make the 
T R 2 2 4 exceptionally easy to maneuver. 

For larger turf areas, choose the 30-inch 
heavy gauge steel roller of the Brouwer 
T R 1 3 0 walk-behind roller. Also powered 
by a 5.5hp Honda engine, the T R 1 3 0 has 
a hydrostatic transmission for smooth, 
easy control, and a large rear support roller 
for stability. 

Both models are reliable and built to 
last. For quality that will keep you rolling, 
choose Brouwer. 
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It's the Green Industry Expo, where everybody comes to 
see what's new in the green industry. This year, GIE moves 
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suits. For instance, make the lead and order 
entry person accountable for this task. 

• Create methods for reporting weekly or 
monthly results to the company, comparing 
the number received to the same period last 
year and providing budget, actual, month-
to-date and year-to-date figures. 

• Brainstorm ways to capitalize on these 
company changes in marketing and sales 
efforts. For example, after one year, publi-
cize the percentage of business that comes in 
through satisfied clients. This builds cred-
ibility and should increase leads and sales. 

Meet with the key staff group as often as 
necessary to lay out the most efficient, effec-
tive and fairest ways to handle each of the 
above areas for each benchmark. Incorpo-
rate as many of their ideas as possible and 
explain the reasoning if something they sug-
gest must be left out. 

SELLING THE SIZZLE. Once you com-
plete this process for each benchmark, you 
are ready to "take it to the troops." The next 

step is a matter of crafting all that's been 
decided into a comprehensive and compel-
ling sales pitch - not a memo or a manual. 

Arrange a kickoff meeting with the entire 
staff. This should be paid time and should be 
fun. Consider having a catered lunch or 
dinner, but let everyone know that this is an 
important meeting - not just a party. 

At the meeting, paint the big picture. 
Stress the value of each client and describe 
the over-reaching goals - to dramatically 
improve what customers think of the com-
pany and to reward and recognize employ-
ees who help make that happen. 

Next, each department head should lay 
out the specifics of the changes for those 
areas under their supervision. The more 
detailed the descriptions of the processes 
and procedures, and the clearer the explana-
tion of the measurement and reward sys-
tems, the more likely the staff will buy-in. 

Use large charts for tracking benchmark 
goals. Post charts in a place where all staff 
can see company and individual progress. 

After kicking off the program, keep it 
alive. Announce major accomplishments and 
minor triumphs. Schedule a monthly or quar-
terly performance awards meeting and give 
due recognition even for the smallest im-
provements. Reinforce the goals constantly, 
and reward staff members individually when 
they take the steps needed to help move the 
company forward. 

Remember, this is all about "getting per-
sonal" and improving client relationships. 
The results will follow the action, and the 
profits and growth will follow the results of 
a well-planned and executed program. [JJ 

The author is president, Focal Point Communica-
tions, Cincinnati, Ohio, and can be reached at 
800/525-6999 or mshooner@growpro.com. 

EDITOR'S NOTE: This is the second of a two-
part scries on improving client relationships. In 
part one, which ran in February, the author 
highlighted how contractors can set benchmarks 
to improve client relationships. 
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COST CONTROL 

7 Ways to Reduce 
Rental Costs 
In today's economy, contractors and business managers 

rent more equipment to help manage cash flow and 

increased workloads. However, before visiting the rental 

store with their lists of equipment needs, contractors 

should take time to ensure they have the right tools and 

machines for the job - and the jobsite. 

These seven tips can help contractors collect the right 
tools and reduce rental costs. 

2. Examine the jobsite. Take a look at travel distances, 
steepness of grades and underfoot conditions. Know the 
height and reach requirements for the aerial equipment 
that you may need. Specifying the right machine can help 
prevent work delays. If you walk into a rental yard and 
you're not sure of what you need, ask the people working 
there to visit your jobsite and advise you on the best 
equipment for the job. 

2. Select the right machine. In general, select the 
smallest machine that will get the job done. But con-
tractors shouldn't cut short on size and power. If the 
machine isn't large enough or is underpowered for job 
requirements, completing a task may take longer. 

3. Consider work conditions. Know whether rental equip-
ment will work inside, outside or both. Measure the size 
of building entries. If emissions are a concern, contractors 
may need electric-powered equipment. Also consider 
needed lighting, such as portable light towers. 

4. Know the terrain. A piece of machinery operating 
on 4 inches of loose gravel may have different require-
ments than one working on smooth concrete. Flotation 
tires may be necessary in some situations, while others 
require tracks. Contractors may even need solid tires if 
underfoot conditions are especially abusive. 

5. Calculate rental duration. Carefully figure how 
long completing the work will take. However, be 
careful not to underestimate the length of rental. If a 
contractor needs a piece of equipment for three weeks, 
renting it for the entire month may be more cost 
effective. As a result, be sure to ask about costs. 

6. Determine equipment delivery. Many contractors 
require that the rental store deliver equipment to the 

jobsite. If a contractor's particular rental store does not 
do this, he or she should be sure to calculate whether the 
company's truck and trailer can haul the equipment. 
Contractors who have trucks capable of towing equip-
ment but no trailers should ask whether rental stores will 
rent them trailers. 

7. Rely on the experts. Working with professional and 
well-trained rental store staff can save time and money -
and help increase your productivity. 

"The customer wants to work with a salesperson who 
understands his business and his needs," Beeler said. "A 
landscape contractor, for example, appreciates it when 
we recommend he rent a skid-steer loader with work tool 
attachments. This helps him complete multiple tasks 
with one machine, eliminating the need to rent one or 
dedicated-task rental machines. The bottom line is we 
save him time and money." - Rod Beeler ID 

The author is manager, Rental and Used Equipment Services, 
Caterpillar, Peoria, III. 

Contractors should 

rent the right 

machines for the 

right tasks. For 

instance, at this 

new home, a wheel 

loader carries 

heavy loads of 

landscaping stones, 

while a mini 

hydraulic 

excavator digs 

holes for new 

shrubs with an 

auger tool 

attachment. Photo: 

Caterpillar 
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V ~ Horticultural Suppl 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. 

.com 

lawnandlandscape.com 

LAWN & LANDSCAPE ONLINE: 
NEWS YOU CAN USE... 
The Lawn & Landscape Media Group prides itself on providing the most com-

prehensive news coverage of the lawn and landscape industry. In fact, we're the 

only communications provider 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 maga-

zine featuring the site addresses of manufacturers, 

distributors and others affiliated with the industry. This 

full-market news coverage is only available from 

www.lawnandlandscape.com. 

I Supply 
PROFESSI» iAL TURF PROOUCTS 

www.uhsonline.com 

i t f1 

Pet er »on Pocific Corp. 

www.petersonpaciiic.com 

www.gmc.com 

www.realgreen.com 

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

f f f f Masada Consulting 

www.masadaconsulting.com 

» VALENT : 

www.valentpro.com 

www.olyola.com 

RA/N^B/RD 
www.rainbird.com 

www.isuzucv.com 

V Ï ^ iiáruitt 

| Dow AgroSciences 

www.dowagro.com/turf 

www.lawnandlandscape.comwww.lawnandlandscape.coi 

www.lilbubba.com 

STEINER 
TEXTRON 

Steiner Division of Textron Ine 

www.steinerturf.com 
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PROSOURCEK 

www.clip.com www.prosourceone.com www.asvi.com 

WALKER<t?MOWERS 

www.walkermowers.com 

« a g g i * 1 s ^ M drafix.com 
Cm CV PKITPOPPIQPQ ¥ M " 1 W I I I 

www.amleo.com 

n o r t h 
AMERICAN 

GRŒN-

www.nagreen.com 

TEXTRON 
Brouwer Division of Textron Ina 

www.brouwerturf.com 

The 

QRCLEO 

www.grunderswinnerscircle.com 

1 ride-onspreader.com 
Perma-Green Supreme, Inc. 
' 800.346.2001 

www.ride-onspreader.com 

— - r i d < 

9% 

It iverdale 
I \ufttrm i'.ttmpuny 

E cowprrjr-JBtoîLiri 
An Employe*-Owned Company 

www.weedalert.com 

FOLEY ENTERPRISES 

www.foleyenterprises.net www.drafix.com 

waugcV l ^ g G f e 

www.mauget.com www.exmark.com 

www.commtruck.tord.com 

syngenta 
www.syngentaprotessionalproducts.com 

www.power-trac.com 

Lebanon 
T U R F P R O D U C T S 

www.lebturf.com 

www.mge-dairon.com 

MiTll Till IMMflllllfTlnlTTlW 
Bayer® Aéocet 

www.camelotsoftware.com 

(AjHusqvarna 
www.husqvama.com 

www.ez-gate.com 

Jrco 
www.jrcoinc.com 

www.bayerprocentral.com 

www.earthandturf.com 

Kawasaki FINN 
www.kawpowr.com 

C O R P O R A T I O N 

www.finncorp.com 

TEXTRON 1 » 
www.riverdalecc.com 

TurfGold Software 

www.turftree.com 

GOLF, TURF & SPECIALTY PRODUCTS 

www.textron.com 

Z 
SPRAY 

www.z-spray.com 

Swiss 
Precis ion 
Enterprises 

www.swissprecision.net 

Triple D Enterprises 
www.tripled-enterprises.com 

EISíífH 

¿AÜU 
W E I S W J R G E R G r e e n 

/KMMKCC 

www.weisburger.com 

www.ferrisindustries.com 

ST/HL 
www.stihl.com 

CE KILLER 17~t Visual Impact Imaging 

SPRAYERS^ 
www.koisbrothers.comwww.visualimpactimaging.com 

www.weed-man.com www.earthandturf.com 

YAZOOIKEES 
www.yazookees.com 

H0RTIG0PIA* 
www.horticopia.com 

BASF 
mOFCSSUMAL 
TURF^ 

COMMERCIAL MOWERS 

www.scag.com www.turffacts.com 
Bepress Bla lu er 

www.expressblower.com 

TECHNOLOGIES 

www.adkad.com 

www.lawnandlandscape.com 

www.alocet.com 

S U N I C O 
www.unicospray.com 

Cß&atfo 
lighting Inc., 

www.cascadelighting.com 

c Service 
Communication 

Software 

www.pickscs.com 

HUSTLER 
Turf Equipment 

www.excelhustler.com 

shindaiwa 
www.shindaiwa.com 

www.wellscargo.com 

chipco 
Professional Products 

www.bayerchipco.com 
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(continued from page 46) 

need to be good stewards as a company and 
an industry." 

Customers must understand the impor-
tance of this resource, too. "You have to take 
a proactive approach," added Heaviland, 
who, consequently, had a water board meet-
ing planned later that day. "I would rather be 
a leader and know what is happening and 
how it will affect us so we can prepare. 

"We are looking at trying to better define 
our irrigation team in how we can service our 
clients in providing water audits and up-
grading to systems that are more water effi-
cient," he continued. 

In this case, Heaviland hopes to beat leg-
islation to the punch. 

He wants to build an organizat ion 
founded on sound moral principles, designed 
to outlast economic stress, labor shortages 
and industry qualms. 

Heaviland examines his own role and 
fleshes out where he fits into the picture -
where will he be stationed as the A, B and C 

branches progress and as employees gain 
more responsibility? 

"My role, as the president, is to develop 
leaders within this organization," Heaviland 
defined. "I look at my role as developing the 
corporate culture from the top down, and 
developing key relationships with potential 
clients that can benefit our sales." 

In the meantime, Heaviland continues to 
stay two steps ahead, always anticipating, 
planning and refocusing when necessary. 

He remembers when this flexibility to 
change was first important - when his role 
shifted from co-owner in charge of opera-
tions to sole president after his father's death 
in December 1997. "That was a real turning 
point in our company," he said, hesitating at 
the notion, which after five years still seems 
a shock. "I will still start to pick up the phone 
and call him." 

The 13-year partnership shared by father 
and son still serves as a compass while 
Heaviland determines the company's course. 

As Heaviland charts "what's next," he 
reflects on the business foundation he and his 
father cultivated during their joint owner-
ship - the Torch Award the company earned 
in 2002 from the San Diego Better Business 
Bureau acknowledges the company's sound 
principles. "It 's nice to be recognized for 
being a company with high ethical standards, 
and we are very proud of that," he said. "It is 
the kind of legacy that Dad left. He was a man 
of high integrity and character and his im-
print still exists." 

P e r h a p s this is why Wi lh i te cal ls 
Heaviland "one of the special ones." 

"I couldn't think of a better thing to be 
honored for - business integrity," he contin-
ued, pausing for the right words. "Tom is 
very deserving of that. In our industry and in 
our area, he is one of those good guys." ID 

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

Now is the time 
Only 

(48" deck) 

Z-TWO ZERO-TURN UNIT 
2nd generation Z-Two—faster, stronger and 
more manuverable than ever 
• independent pump and wheel 

motors for true zero turning 
• powered by 

Kawasaki 

Oo"$2699 y k . 
TANK SPRAYER PACKAG 

Top performance for 
professionals! 
• rugged 200-gal poly tank 

triple-jet agitation 
includes quality Hannay* 
hose reel 

LESCO « a registered trademark and CommercialPtus ts a trademark of LESCO Technologies LLC. 
Hannay is a registered trademark of Harm ay Reels Kawasaki m a registered trademark of 
Kawasaki Motors Co.. USA 

HYDRO WALK-BEHIND 
Ask about our 
SPECIAL 
FINANCING 
TERMS!* 
'with approved credit and applicable taxes. 

MOWER 
Sets the standard for the industry 
• dependable Kawasaki * engine 
• efficient 48" cutting width 
• better lift and discharge of 

cuttings 
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You can now request product information 
online and receive a response immediately! Just 
visit www.lawnandlandscape.com and click on 
the "free product information " logo on the 
front page. There, you can submit your 
product information requests directly to 
manufacturers. Or, simply circle the numbers 
on page 145 of tbis month 's issue an dfax the 
form to 216/QÔ1-05Q4. 

BIueBird S22 Seeder 

PRO Landscape 
Version 9.0 
• Landscape design software includes 
hundreds of new, cut-out images 
• Interface is easier to use 
• New CAD symbols and variations 

• Features the ability to automatically 
lay out plant materials from an image 
file in the CAD module 
• Completely revamped Proposal module 
• Includes direct link to Horticopia 
Professional CD 
Circle 201 on reader service form 

THE LANDSCAPE!! 
irS PERFECT FOR 

Commercial & Residential Landscapers 
Public Works Departments 

Horse Riding Arenas 
Golf Courses 

• Available Widths: 48", 60", 72", 
78", 84", 90", and 96" 

• Harrow, Ripper & Seeder are 
Optional 

• Tilting & Stationary Skid Steer 
Mount Available 

Call Toll Free 877-467-3478 

www.reist.on.ca 

USE READER SERVICE # 1 0 5 

MTI Check Out Our NEW WebStore 
You Can't Beat The SAVINGS at M T I 

WWW.SPRINKLERS4LESS.COM 
R A / N H B / r d G S 3 K 

Milliter NEIS6N Injtrol RAIN 

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

PROGRESSIVE j 
ELECTRONICS INC 

w/min. order 

Order by 1 p.m. 
SHIPS SAME DAY Contractor's Choice for SPRINKLERS P S T 

• Ground-driven agitator distributes seed over 22 
inches of turf - a 20 percent increase over previous 
model 
• Seven preset height adjustments in V4-inch increments 
• Economically designed padded handle adjusts to 
three positions, plus one folded position for transport-
ing 
• 30-pound seed hopper fits snuggly on rear of deck 
• Delta blades made of highly durable 12-gauge austempered steel 
Circle 200 on reader service form 

HIT PRODUCT IV I TY PAYDIRT WITH KASCO 'S MULT IPURPOSE 

Four tasks, one machine. That's the story with Kasco's Grade-n-Seed. Now 
one money-saving tool lets you get four jobs done: 

• Clear debris • Backfill • Finish grade • Seed 

Forget buying all those attachments and save on 
equipment costs with one efficient tool. Since 
there's no need to switch implements, you make 
effective use of your time in the machine. And 
using just one tool means you save on labor, too. 
No other tool does as much. Hit productivity 
paydirt with the Grade-n-Seed by Kasco. 

YOU'RE GOING TO DIG IT! 
170 West 600 North • Shelbyville, Indiana 46176 

TEL: 1.800.458.9129 - WEBSITE: www.kascomfg.com 
• M S C O 
• I'fVMMi'lWft* 
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Yazoo/Kees 
Mega-Max Mowers 
• Three engine options from Daihatsu - 27-hp die-
sel, 34-hp turbo gas or 34-hp turbo diesel 
• Either 61-inch or 72-inch cutter deck 
• Quick-lift deck adjustment and hydraulic-pow-
ered deck lift 
• Cutting heights of \Vi inches to 6 inches in V4-inch increments 
• Hydrostatic drive system composed of oversized-21cc pumps 
• Frame of channel steel and 7-gauge laser-cut steel 
Circle 202 on reader service form 

Honda 4-Stroke 
Stick Edger 
• Powerful Honda 31cc 4-stroke engine 

• Fuel-efficient operation 

• Virtually smoke free 
• Two-motion throttle and quick-adjust 
gauge wheel 
• Heavy-duty debris shield 
• Heavy-duty commercial design 
Circle 203 on reader service form 

Caterpillar 303CR 
Mini Hydraulic 
Excavators 
• "Zero tail-swing" model for work 
in tight spaces 
• Tail-swing radius of 2.58 inches lies 
within undercarriage width 
• Triple-pump hydraulic system to balance 
digging power with machine speed 
• Two-speed power for speeds up to 
2.9 mph 
• 12-inch tracks 
tread lightly, 
eliminating pos-
sible damage 
• Maximum 
traction force of 
1,440 pounds 
Circle 204 on reader service form 

OutdoorWorker.com 

h Save Yourself From 
The Ups & Downs Of Lawn Clean-Up 

Equipment Er Job 
Classifieds 

for outdoor workers only. 

$35.00 per ad / No expiration 
Your ad remains online for 

as long as you need it to. 

Check us out at 

www.outdoorwoiker.com 
Ask about our "Unlimited Ads" Program 
E-mail Tina@outdoorworker.com 

or call (937) 438-3002 

USE READER SERVICE # 1 0 9 

want more 

NEW 
PRODUCTS 
each week? 

Save your time and your back by using the Arcoa E-Z Reached. 
Pick up trash and • Clean up i Eliminate painful 
debris without getting unsanitary straining, stretching, 

off your mower items and reaching 

Get the original Arcoa E-Z Readier*, not a 
knock-off. Available at most major home, garden, 

and hardware retailers. To find one near you, 
call 877-842-7262 or visit www.arcoa.com 

/Reacher 
The Heavy Duty Outdoor Pick-Up & Clean-Up Tool 

Subscribe to our 
Product E-Newsletter 
and we'll deliver the 
latest green industry 
products to your e-mail 
inbox every Thursday. 

C o n t a c t 
aanderson@lawnandbnds 
or call 8 0 0 / 4 5 6 - 0 7 0 7 . 

USE READER SERVICE # 1 0 8 
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First to Finish ... Built to Last. 
Real control with ComfortRide™ is standard - with no gimmicks that sacrifice quality of 
cut - providing a ride so smooth that putting in a day's work is not much work at all. 
Real liquid-cooled engines - the kind that include three cylinders and solid cast-iron 
construction - provide maximum power to mowing decks and implements. DuraMax™ 
decks let you mulch, bag or side discharge using the same deck. Grasshopper gives you a 
quality cut every time. 

Get the real facts on why Grasshopper is 

"First to Finish ... Built to Last." Send for 

literature, ask your Grasshopper dealer 

or visit our Web site for details. 

www.grasshoppermower.com/LL 
The Grasshopper Company • P.O. Box 637 • Moundridge, KS 67107 U.S.A. • Phone: (620) 345-8621 • FAX: (620) 345-2301 

USE READER SERVICE # 1 1 0 
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Aurora Gold 
• Roundup-tolerant fescue ideal for creat-
ing weed-free areas and soil stabilization 
• Tolerates up to 16 ounces of Roundup 

per acre, with less than 8 percent damage, 
even with repeated applications 
• Reduces dust and mud, creates stable 
footing for workers and keeps fields neat, 
clean and attractive 

• Achieves higher rates of productivity and 
survival 
• Serves as effective cover crop to 
prevent soil erosion and water runoff 
Circle 205 on reader service form 

• Fully self-contained unit can be 
mounted on a single or tandem axle 
truck or a flatbed trailer 
• Convenient lift tailgate system 
for easy off-loading and clean out, 
dust suppression system and exclu-
sive heavy-duty Express Blower 
hose lengths 
• Efficiently blows mulch, soil 
and compost 
• Can be built using 10-yard box or 
30-yard box 
Circle 206 on reader service form 

Express 
Blower 
Truck 
• Blows aggregate 
all day, every day, 
with distances up 
to 200 feet and/or 
at least three 
stories high 
• Designed around 
a 20-yard box 

The 
"ORIGINAL" 

Tailgate Assist System IJS Pa,pn'6126 223 

Thanks to this revolutionary and patented design, your 
heavy tailgate can be raised and lowered with virtually no 
e f f o r t , keeping your back and your bank account h e a l t h y ^ 

• Will not allow most tailgates to 
fall down. (2-sided assist) 

The BaclcSaver Tailgate Assist.. . 
• Helps reduce injuries, worker's 

comp. claims & property damages. 

• Takes 100% of the weight off most • Is easy to install & will work on 
tailgates. (2-sided assist) most utility trailers and tailgates. 

Dealer Inquiries are Welcomel 

¡77.3tUt95 - www.thebacksaver.com 

Let us help 
you get the 

WORD 

LaièlaÉa 
ARTICLE 

REPRINT SERVICE 

Call 800/456-0707 
to learn more. 

OUT. 
Lawn & Landscape 

Article Reprint Service 

provides a cost-effective, high 

impact way to promote your 

company's products and ser-

vices. Our professionally de-

signed article reprints can be 

used as direct mail pieces, 

sales literature, training aids 

or trade show handouts. For 

even more targeted market-

ing, add your customized ad-

vertising message, logo, mis-

sion statement or other valu-

able company information. 

USE READER SERVICE #118 
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Rubberific Mulch 
• Made from 100 percent recycled rubber 
truck tires 
• Lasts at least 10 years longer than conven-
tional shredded wood mulches 
• Resists color fade, odor, rot and compaction 
• Realistic color available in rich colors, 

such as red-
wood, cedar, 
cypress, 
earthtone 
and others 
by request 
• Tested to 
be one of saf-
est play-

ground coverings, exceeding standards set by 
U.S. Consumer Product Safety Commission 
• More cost-effective than other 
mulch alternatives 
Circle 207 on reader service form 

Country Clipper 
Commercial 
Mower 
• Large riding machine priced like 
a medium-sized mower 
• Equipped with a 72-inch 
cutting deck 
• 27-hp Kohler Command engine, 
11-gallon fuel tank and your choice 
of joystick or twin-stick steering 
• Articulating front axle and 
Country Clipper's revolutionary 
stand-up deck 
• Full floating deck with large 
anti-scalp rollers, featuring a full 
baffling system 
Circle 208 on reader service form 

Anchor Diamond 
Retaining Wall 
• Concrete re-
taining wall 
system fea-
tures face tex-
ture that repli-
cates natural 
stone 

• Integral rear 
lip for quick, 
easy installation 
• Low-maintenance blocks available in va-
riety of designs, sizes and colors 
• Available in three-way beveled and 
straight-face styles with optional cap or 
step units 
• Accurate installation and structurally 
sound design 
Circle 209 on reader service form 

NO POWER, NO PROBLEM 
Pavement blocking your electrical supply to a median? No power source at the new site? Broken electrical wires as a result of 
landscape renovations? Whatever the reason, Nelson's So loRain™ 8014 DuraLife™ Valve actuator is the answer when there's 

no electrical power to run your irrigation system. The 8014 is equipped with a long-life lithium battery, is totally waterproof, 
resists lightning and power surges, and requires no conventional electrical wiring. No power to run your irrigation system? 

With SoloRain™, you have No problems!! 

NEIS#N TURF 
Quality. Service. Guaranteed! 

LRNclson.com • 888-NELSON-8 

USE READER SERVICE # 1 1 1 
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Bunton Z-Control 
Mower Handles 
• Padded, economica l ly designed 
handles 

• Operator presence controls 
• Available on Bunton hydro and gear-
drive walk-behind mower models 

• Easier to grip and control 
• Reduce operator fatigue 
Circle 210 on reader service form 

Echo's CS-440 Chain Saw 
• 44cc rear-handle saw provides the ultimate in power 
and reliability for landscape professionals and arborists 
• High-performance, two-stroke engine is equipped 
with a Pro-Fire Electronic Ignition and an all-position 
diaphragm carburetor 
• Slope Advance Ignition System automatically senses 
engine speed and advances ignition timing for 
optimal performance 
• Adjustable, automatic chain oiling system regulates the 
amount of oil according to engine speed, ensuring the 
unit's bar and chain remain are lubricated 

• Comes standard with 18-inch bar and chain, 
but 16- or 20-inch bars and chains are optional 
Circle 211 on reader service form 

Swisher 
ATV Plow 
• Universal fit 
• Corrugated '/»-inch steel plow with 

roll design and 
powerful breaking 
action for excellent 
snow removal 

• No tools neces-
sary for installation 
• 18-inch lift height 
for clearance 
• Plow angle is eas-
ily adjustable 
• Equipped with 
blade-saving skids 
and replaceable cut-
ting edge 
Circle 212 on reader 
service form 

Lawnaire' 28 Aerator 
• Maneuverable, 28" width. 
• Covers 24,000 sq. ft./hour. 

Lawnaire" IV Plus and 
V Plus Aerators 
• Self-propelled. 
• 19" and 26" widths. 
• Aerate 21,000 to 

29,000 sq. ft./hour. 

Mataway9 One-Pass 
35" Slicer/Dethatcher/Overseeder 
• Easy selection of blades/spacing. 
• Transparent seed-flow tubes. 

Call 1 8 8 8 - 9 2 2 - T U R F or visit www.textronturf.com to request a complete cata log or locate a dealer. 
02002 Textron Golf. Turf & Specialty Products 

Ren-O-Thinr* Power 
Rake/Dethatcher 

PIÒ MARCH 2003 
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Merit 2.5 G 

granular formulation provides more 
convenient alternative for tree and orna-
mental treatments 
• Applied by volume, not weight 
• Controls adelgids, lace bugs, leafhop-
pers, Japanese beetles (adults), leaf 
beetles and Black vine weevil (larvae 
in soil) 
Circle 213 on reader service form 

Woods M2760 
• M-series model designed to handle 
the toughest mowing jobs 
• 27-hp Kohler engine provides maxi-
mum power and offers easy, depend-
able start and quiet operation 
• Best-in-class adjustable-suspen-
sion seat cushioned for comfort 
and support 

• Two-year 
warranty 
• Hydraulic 
deck height 
adjustment 
• Sleek hood 
design pro-
tects muffler and keeps excess debris 
away from operator 
Circle 214 on reader service form 

Shindaiwa M2500 
Multi-Purpose 
Tool 
• Unique cross between 2- and 4-cycle en-
gines, multi-purpose tool combines best of 
both worlds 

• Low noise, improved fuel economy and 
dramatically reduced exhaust gas emis-
sions of the 4-cycle engine 
• Powerful 24.5cc, 1.1-hp engine, im-
proved fuel economy, and reduced exhaust 
gas emissions 
• Split boom and positive coupler design 
of the M2500 allows for quick and easy 
changing of six different attachments 
• Attachments include: trimmer, pole 
pruner, articulated hedge trimmer, 
PowerBroom, lawn edger and cultivator 
Circle 215 on reader service form 

OLDHAM 
CHEMICALS COMPANY, INC. 

OVER 37 YEARS OF RELIABILITY 

200 GALLON LAWN RIG 
• 200 GALLON OLDHAM TANK WITH BAFFLE. 
• HYPRO D30 TWIN DIAPHRAGM PUMP. 
• 5.5 HP HONDA ENGINE. 
• HANNAY ELECTRIC REEL WITH 300' 1/2" HOSE. 

INSECTICIDES • FUNGICIDES • HERBICIDES 
SAFETY EQUIPMENT • SPRAY RIGS AND ACCESSORIES 

I 1-800 888-5502 r 
PO BOX 18358 

3701 NEW GETWELL ROAD 
MEMPHIS, TN 38118 

USE READER SERVICE #106 

LAWN & LANDSCAPE 

V-200 V-300 

Call For Our Color Catalog 

region 
lork 

SPRAYING 
EQUIPMENT 

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

Financing Available 
www.gregsondark.com 

USE READER SERVICE #104 
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Maruyama CE 
Engine 
• Low-emission 30.2 engine 
• No catalyst 

• Does 
not 
need 
extra 
weight 
• Does 
not 
need 
added 
heat 
• Engine 
allows 

unburned fuel to escape for superior fuel 
efficiency and extraordinary machine 
power and strength 
Circle 216 on reader service form 

Earth & Turf MultiSpread 200 
• Spreads topdressing, chips, salt, sand and other materials 
• Holds 15 cubic feet of material 
• Spreads up to 60 inches wide 
• Available in ground drive or hydraulic drive 
• Optional loading chute facilities loading with buckets 
up to 66 inches wide 
• Available wing kit for rear shield permits easy con-
trol of spread pattern width and direction 
Circle 217 on reader service form 

Orival Water Filter 
• Automatic, self-cleaning, maintenance-
free, line pressure-powered filter 
• Requires no external power 
• Installs easily in new or existing systems 
• Efficiently removes sand, algae, pollen, 

silt, leaves, snails, shellfish and other dirt 
to micron size 
• Single units, with 2- to 16-inch flanges, 
handle flow to 4,800 gallons per minute 
• Protects drippers, sprinklers, mini-jets, 
spray nozzles and valves 
Circle 218 on reader service form 

•m 
800.247.5767 

p a c e a m è r i c a n . c o m . 

Summit™ by Pace American should be at the top of your 
list when choosing the right trailer for your professional 
needs. Find out today how Pace will work for you! 

S„mm„ 
©2003 Pace American. Inc. 

USE READER SERVICE #93 
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OTHER THAN A SAFE DEPOSIT BOX, 
WHERE ELSE WOULD YOU CONSIDER 
KEEPING YOUR VALUABLES? 



Turfco TurnAer 26 
Diff-drive aerator 
• Diff-drive with dual braking action enables operator to aerate 
entire lawn without stopping 
• Fingertip brake control allows aeration around trees and 
other objects 
• Powered by single heavy-duty Kevlar drive belt for less 
adjustment and less wear 
• Weighted transport drum and folding, multi-height handle 
• 2.75-inch coring depth 
• Transport speed of 359 feet per minute 
Circle 220 on reader service form 

John Deere 797 Max-Fram 
Z-Trak Mower 

• 29-hp DFI, liquid-
cooled Kawasaki engine 
increases fuel efficiency 
by up to 20 percent 

• Frame constructed 
with 7-gauge steel 
wall thickness 

• Wide frame increases 
traction in touch 
conditions such as hill-
side mowing 

• Wide-drive tires and wide caster wheels decrease 
ground compaction 
• Accommodates either 60- or 72-inch 7-Iron 
side-discharge deck 

• Foot-assisted lift with "dial-in" height of cut 
Circle 221 on reader service form 

Landscape Tiles 
• Ideal for residential 
landscaping projects 
• Reveals recycled 
"components" from au-
tomobiles and other 
post consumer waste 

• Suitable for retaining 
walls, terracing, planters 
and edging 
• Finished sides are component free 
• Brown color closely resembles weathered wood 
Circle 219 on reader service form 

¿f yfob okSys rem 5 j 

www.ArborSystems.com 
800-698-4641 Offer No. LL303. 

LAWN & LANDSCAPE 

USE READER SERVICE #175 
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Rates PUTTING GREENS 
All classified advertising is $1 per word. For box 
numbers, add $1.50 plus six words. Classified display 
ads $115.00 per column inch. Standard 2-color avail-
able on classified display ads at $175.00 additional. All 
classified ads must be received by the publisher before 
the first of the month preceding publication and be 
accompanied by check or money order covering full 
payment. Submit ads to: Laum & Landscape, 4012 Bridge 
Ave., Cleveland, Ohio 44113. Fax: 216/961-0364. 

Business Opportunities 
SELLING YOUR BUSINESS? 

FREE 
APPRAISAL 

NO BROKER 
FEES 

Professional Business Consultants 

P 
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 

U R B O T U R F 
HYDRO SEEDING SYSTEMS 

h OR FREE H YD ROSE E DING INFO < VIDEO, CALL 

TURBO TECHNOLOGIES, INC 
1500 First Ave., Beaver Fails, PA 15010 

1-800-822-3437 
WWW.TURBOTURF.COM 

CONKLIN PRODUCTS 
O P P O R T U N I T Y ! 

Use/market, new technology liquid slow-release 
fertilizer and micro-nutrients 

BUY DIRECT FROM MANUFACTURER 
FREE Catalog - 800/832-9635 
Email: kmfranke@hutchel.net 
www.frankemarketing.com 

BIDDING FOR PROFIT 
PROFITS UNLIMITED 
Seminars & Consulting 

"Your Key to Success" 

BIDDING & CONTRACTS ($47.95) 
CONTRACTS & GOALS ($39.95) 

MARKETING & ADVERTISING ($39.95) 
LETTERS FOR SUCCESS ($29.95) 

DE-ICING & SNOW REMOVAL ($39.95) 
ESTIMATING GUIDE ($34.95) 

SELLING & REFERRALS ($44.95) 
TELEPHONE TECHNIQUES ($24.95) 

BUY FOUR OR MORE AND SAVE 

You can see a full explanation of these manuals on 
our Web site. The techniques shared in these manu-
als are being used by hundreds of your peers 
throughout the United States and Canada. 
Wayne's Lawn Service was recently rated one of 
the top 10 lawn companies in the United States. 

Profits U n l i m i t e d 
8 0 0 / 8 4 5 - 0 4 9 9 

www.profitsareus.com 
Visa, MasterCard, 

Discover, American Express 

BUSINESS OPPORTUNITY 
Attention: Lawn & Landscape Professionals 

Two established product lines now available 
with exclusive territories. Offer FREEDOM 
FENCE™ & DRIVEWAY ALERT™ to all your 
customers and watch your bottom line soar!! 
Call us today at 603/352-3333. Made in the USA 

Synthetic putting greens are the fastest growing 
segment of the $20 Billion a year golf industry 

Reasons to call us: 
'Huge Profit Center FREE VIDEO 
k Carry NO Inventory 
k Excellent Add-On Service 
k Residential & Commercial 
Utilize F.visling Equipment 
'Buy Manufacturer Direct 
* Manv Extras 

www.allnrogreens.com 
BUSINESS OPPORTUNITY 

^ , ^ / o o k i n g 

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. 

BILINGUAL LAWN 
& LANDSCAPE 

TRAINING PRODUCTS! 
For more information & to order 

Visit us today @ 
www.InfoExchangeonline.com 
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BUSINESS OPPORTUNITY 

LAWN» 
DOCTOR 

The cure for 
the common job« 

KEEPING LAWNS HEALTHY FOR LIFE. 
ADDRESS 

LAVKDOCTOR.COK 
PHYSICIAN lAuU ùocrot 

- Tremendous growth potential 
- Proven support systems 
- Affordable opportunity 
- Spend time outdoors 
- No experience necessary 
FOR FREE FRANCHISE INFORMATION CALL 

1 . B O D . 6 3 1 . 5 6 6 0 

Businesses for Sale 
COMMERCIAL 
LANDSCAPE MAINTENANCE 

Commercial landscape maintenance business 
includes tree trimming and installation. Orange 
County California. Established 20 years, $5.5 
million annual sales, $2.7M or equity partner. 
Great opportunity for out-of-state company to 
expand into Southern California. 714/401-9128. 

LANDSCAPE 
CONSTRUCTION COMPANY 

Well-established, 20-year landscape company 
Boston, Massachusetts, area. 

Annual volume $3.5 million PLUS! 
Company breakdown: 

• 70% Construction 
• 20% Maintenance 
• 10% Snow Operations 

Well-managed and organized operation with a 
meticulous fleet. Will sell with or without the 
real estate, which has all the necessary provi-
sions for repairs and parking. 
The 2003 backlog to date is over $1.5 Million! 

Contact Global Business Exchange 
Mr. John Doyle 781/380-1420 

Fax: 781/380-1420 

YELLOWSTONE 
Profitable tree trimming business for sale. Lo-
cated outside Yellowstone National Park in 
Northwestern Wyoming. Go to H t t p : / / 
www.greenturf.org and follow the links to Wyo-
ming Tree Experts site for details. Big game hunt-
ing, trout fishing, scenic hiking and white water 
rafting are just a part of this "Once in a lifetime 
opportunity!" 307/347-8633. 

LANDSCAPE COMPANY 
DESIGN/CONSTRUCTION 

Get a head start! Established, 46 yr. design/con-
struction landscaping company Chicago W sub-
urbs. Gross sales exceed $700,000 (9-mo. opera-
tion). Well-managed, organized company built on 
excellent reputation. Good ongoing client base. 
Property with office sale or lease. Inquiries: 

JOHN STOB 
Tel: 630/941-3679 

E-mail: john@stobconsulting.com 

LANDSCAPE MAINTENANCE 
AND GARDENING BUSINESS 

"If you love the sand dunes and salty air..." Act 
now! First and last chance. Small, long-estab-
lished landscape maintenance/gardening busi-
ness on Cape Cod known for creative quality 
work and personalized service. Handful of se-
lect clients in seaside village. Requires knowl-
edgeable, hard-working, hands-on, owner/op-
erator. Very easy and profitable business to op-
erate. Work nine months, take three months off. 
A real gem! One year transition / training period 
offered. Respond: Landscaping, Box 2001, 
Cotuit, Cape Cod, Massachusetts 02635... 
"You're sure to fall in love with old Cape Cod." 

LANDSCAPE DESIGN KIT 3 
LANDSCAPE DESIGN KIT 3 

43 rubber »tamp symbol» of trees, 
•hruto», plant» A more. 1/3" scale. 

Stamp sizee from 1/4" to 1 VA'. 
$93 • $6.75 »At. VISA. MasterCard. & 
MO s shipped next day. Check delays 
[shipment 3 weeks. CA add 7.75%tax. 

_ AMERICAN STAMP CO. 
FREE B R O C H U R E ' « d . LL23, Wilton, CA 95693 
¿ w urn 916-667-7102 TOIL FREE 877487-7102 

Tu r / M a rcg> 
Sod-Quality Results 

A High-Performance Real 

Hydromulching Machine 

• four minute loading 
• instant mixing 
• thick mulch 
• long hoses 
• no clogs 

Tur/Maker Corp. 

wnrtv. turf maker, com 800-551-2304 

HYDROSEEDING/ 
HYDRGMULCHING 
EQUIPMENT AND SUPPLIES 

HYDRO SEEDING HELPER 
Slicky Sticky.com 

800/527-2304 

GPS VEHICLE TRACKING 
No Monthly Fees 
Call 800-779-1905 

www.mobiletimeclock.com 

EQUIPMENT FGR SALE 

PINCHERS 
Load and Unload 
Fastest 2" and up 
Tree Planter Ever! 

FOR SALE 

www.tanks-alot.net 

HYDROMULCHERS 
Usedhydromulchers.com 
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DISCOUNT 
SPRAYER PARTS 

FOR SALE 

Discount S 
REPLACEMENT PAI 

prayer 
kTS & PUN 

Parts 
PUMPS FOR: 

• FMC (John Bean) • Hypro • 
• F.E, Myers • Udor • 

• Comet and General Pumps • 
Also Spraying Systems Tee-Jer 

and Albuz spray nozzles. 
We have a complete line of 
sprayer accessories such as 

spray guns, hose & hose reels. 

Call TOLL FREE 888/SPRAYER 
for a free catalog. 

E-mail: sprayerpts@bellsouth.net 
Web site: SprayerPartsDepot.com 

BARK BLOWERS FOR SALE 
1999 FINN 816 (16-yard unit) bark blower, ap-
proximately 1,167 hours on the bark blower unit, 
Finn serial number 108764. Unit mounted on a 
1999 Sterling 8501 chassis, chassis serial num-
ber 2FZHRJBA982986, 21,000 rear and 12,000 
front, 80-gallon driver's side fuel tank, 261" 
wheel base chassis, 23,289 miles. Cat 3126 230-
hp, 7 speed trans, pintle hook on chassis, 11R 
22.5 radial tires, electric windows, door locks 
and heated mirrors. 

• Stock number 15 
Price with blower and truck $62,500 
Price for blower unit only $42,500 

2001 Finn 916 (16-yard unit) bark blower, ap-
proximately 457 hours on the bark blower unit, 
Finn serial number SSA-299. Unit is mounted on 
a 1994 Ford CF8000 cab over chassis with 187,461 
miles. 21,000 rear and 12,000 front, Cummins 
8.6L210-hp, 5-speed transmission, driver's side 
fuel tank, 295-75R 22.5 tires. 

Stock number 25 
Price for blower and truck $75,000 
Price for blower unit only $62,000 

2001 Finn 916 (16-yard unit) bark blower, ap-
proximately 644 hours on the bark blower unit, 
Finn serial number SSA-298. Unit is mounted on 
a 1995 CF8000 cab over chassis with 90,826 miles. 
21,000 rear and 12,000 front, Cummins 8.3 L 210-
hp, 5-speed transmission. Driver's side fuel tank, 
295/75R 22.5 tires. 

Stock number 26 
Price for blower and truck $77,000.00 
Price for blower unit only $62,000.00 

TRI STATE MULCH AND SOIL 201 / 666-5500 

FOR SALE 
For sale, large white pines 18 to 20 feet, 43-inch 
balls located in northern Maryland. Please call 
410/357-5836. 

FOR SALE 
25 used professional lawn care trucks, totally 
equipped, in excellent condition! Also Tuflex 

tanks, beds, hose reels, Aerators, more 
www.getgreenthumb.com / trucks.html 

MUST SELL! 
Or call Russell 214/458-7780, Dallas, TX 

Meet Your New Crew Foreman . . . 
The Atrol II is the simple, low cost way o f monitoring your drivers and equipment 
24 hours a day. With the Atrol II you will have a permanent minute to minute record 
o f all starts and stops o f your daily schedule. 

With the Atrol II you will be able to: 
$$ Pinpoint unnecessary stops and side trips 
$$ Verify job start time 
$$ Increase productivity 
$$ Rcduce fuel bills. 

Why not do what hundreds o f other companies have done and 
equip your fleet with the Atrol II Activity Recorder today? Ask for 
our 30 day no-risk offer. For FREE details: 

1 - 8 0 0 - 6 4 3 - 5 9 7 3 
or 1-870-535-4973 

y T y i ^ ' i j ^ email: sales@atrol.com • Website: www.atrol.com 

ENTERPRISES. INC. 901 West Fourth Ave. • P.O. Box 9026 • Pine Bluff, Arkansas 71711 

FOR SALE 
Turf Tracker Fertilization Spray System 

Original Owner 
20-hp Kohler Engine 

Mint Condition 
Increase Your Daily Production 

$5,500 603/424-7817 

FOR SALE 
Lawn spray equipment for sale - TruGreen-
ChemLawn spray tanks: fully enclosed fiber-
glass bodies, numerous tanks, pumps, hose reels, 
& spray equipment. Call for details 412/445-8066. 

COVER IT 

HELP WANTED 

Funny Car 
Serious Franchise 
800 458 3664 

520 977 5817 
Tru I y @ Tru I y .Com 

TRULV 
noLEn 

COVERÎÎk INSTANT GARAGES 
ALL WEATHER SHELTERS 

SAND/SALT BINS • WORKSHOPS 
EQUIPMENT STORAGE 

Authorized Dealer 
SHELTERS OF NEW ENGLAND INC. 

251 West Hollis St. • Nashua, NH 03060 

1-800-663-2701 • (603) 886-2701 
www.sheltersofnewengland.com 

Help Wanted 
JOBS IN HORTICULTURE 

JOBS In Horticulture, Inc. 
www.hortjobs.com 

800/428-2474 
Fax: 800/884-5198 

KEY EMPLOYEE SEARCHES 
Florapersonnel, Inc. in our second decade of 
performing confidential key employee searches 
for the landscape industry and allied trades 
worldwide. Retained basis only. Candidate con-
tact welcome, confidential and always free. 
Florapersonnel Inc., 1740 Lake Markham Road, 
Sanford, Fla. 32771. Phone 407/320-8177, Fax 
407/320-8083 . Email: Hortsearch@aol.com 
Website: http / / www.florapersonnel.com 

LANDSCAPE MANAGEMENT 
THE BRICKMAN GROUP, LTD. 

Careers in landscape management available in: 
California, Colorado, Connecticut, Delaware, 
Florida, Georgia, Illinois, Indiana, Maryland, 
Massachusetts, Minnesota, Missouri, New Jer-
sey, New York, North Carolina, Ohio, Pennsyl-
vania, South Carolina, Tennessee, Texas, Vir-
ginia, Wisconsin. Fax: 301/987-1565. 

E-mail: jobs@brickmangroup.com 
Web site: www.brickmangroup.com 
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GreenSearch is recognized as the premier provider 
of professional executive search, human resource 
consulting and specialized employment solutions 
exclusively for interior and exterior landscape 
companies and allied horticultural trades through-
out North America. Companies and career-mined 
candidates are invited to check us out on the Web 
at http://www.greensearch.com or call toll free 
888/375-7787 or via E-mail info@greensearch.com. GREENMATCHMAKER.COM 

The fastest, easiest way to find great jobs 
in the Green Industry nationwide. 

Where job seekers and industry leaders meet! 
www.greenmatchmaker.com 

GREAT CAREER 
OPPORTUNITIES 

R.A.R. LANDSCAPING COMPANY 
BALTIMORE, MARYLAND 

Rapidly growing firm seeks motivated individu-
als to join our team. Only those with strong in-
terpersonal and communication skills will help 
us reach our potential. Excellent opportunity for 
growth exists in the following areas. 

• Sales 
• Management 
• Supervisory 
• Tree Climbers 

Competitive salary and full benefit package offered. 

For more information, contact: 
BRENT REES 

410/486-9080, ext. Ill 
brentr@rarlandscaping.com 

HELP WANTED 
I LOVE NEW YORK! 

Come join one of the finest and largest family 
operated full service landscape companies in 
prestigious Westchester County 
Michael Bellantoni Inc, is a 40-year-old company ex-
periencing strong growth, creating the need for 

• Division Managers 
• Project Managers 
• Operations Managers 
• Forepersons 

Responsible for day-to-day operations, estimat-
ing, supervision of field personnel. Qualified 
applicants must have proven leadership abili-
ties and two-year horticultural experience. In-
centive pay, holiday/vacation pay, health/ 
simple IRA 

Fax or send resume: 
Michael Bellantoni Inc. 

121 Lafayette Ave 
White Plaines, NY 10603 

Fax: 914/948-6473 

"WE REALLY DO CARE 
ABOUT OUR EMPLOYEES" 
Tired of broken promises? 

Working hard and getting nowhere? 
Try something new and growing! 

Lawn care is an exciting billion $ industry, 
and Kapp's Lawn Specialists is one of the 

fastest growing companies in the industry! 

WE OFFER: 
• Up to $36K. 
• Training in Ft. Wayne. 
• Live in Ft Wayne, Indianapolis, 

Pennsylvania, Ohio or Missouri. 
• Personal investment funding. 
• Yearly bonuses. 
• A dynamic, fast-growing industry. 
• Very strong management future. 
• 35 years without management lay-off. 
• Indoor & outdoor work. 
• Company vehicle. 
• Strong people skills & past success record. 
• Learn all aspects of Lawn Care and 

Management. 
• Really nice people work in 

Our branches - join us -
You'll like the "feeling." 

Send a personal letter stating why you would 
be interested in a Lawn Care Career with your 
resume to: 

Mike Markovich 
Kapp's Lawn Specialists 

4124 Clubview Dr. 
Fort Wayne, Ind. 46804 

WE DON'T BREAK OUR PROMISES 
AND OUR FUTURE IS VERY EXCITING - BE 

A PART OF IT! 

CAREER OPPORTUNITY 
NURSERY SALES LANDSCAPING 

Spillane's Nursery & Landscape Co., Inc. 
Established 1980, a grower, designer, 

maintenance, landscape firm 
Located south of Boston, North of Cape Cod 

Offering the following openings: 

• NURSERY SALES MANAGER - for retail 
and wholesale stores 

• LANDSCAPE SALES DESIGNER 
• LANDSCAPE MANAGERS-supervisors 

& technicians 
• IRRIGATION MANAGERS - supervisor 

& technicians 
• LAWN MAINTENANCE TECHNICIAN 

Seeking self-starter with leadership qualities, 
team-oriented professionals 

401K, Health Insurance, Excellent Salary & 
Bonuses. 

Join an awarding-winning industry leader! 
Please send resumes in confidence to: 

SPILLANE'S NURSERY & 
LANDSCAPE CO., INC. 

230 BEDFORD ST. 
MIDDLEBORO, Mass. 02346 

FAX 508/946-4907 
PHONE 508/947-7773 

We are searching for stars! We represent dynamic 
companies who appreciate quality work and 
contributions. If you motivate people and exceed 
expectations then we've got a job for you! 

www.careercompanyofamerica.com 
717/625-0922 

HELP WANTED 

Join 

T H E W O R K F O R C E 

o f N A T U R E ! 

ValleyCrest Companies has 
managerial and field opportunities 

in branch operations, account 
management, project management, 
sales, field supervision, horticulture 

and more, across all levels. 

Founded in 1949 , 
ValleyCrest Companies is a 

leading nationwide provider of 
landscape development and 

maintenance services. 
Come work with the best. 

Bilingual a plus. 
Please send your resume to 

the attention of Ms. Lopez at 
opportunities@valleycrest.com 

or fax to 8 1 8 - 2 2 5 - 2 3 3 4 

ValleyCrest 
C O M P A N I E S 

www.valleycrest.com 

LANDSCAPE ARCHITECT 
Teng & Associates Inc. seeks a Landscape Ar-
chitect in our Chicago, IL, location. Planning & 
design for variety landscape projects. Confer 
with clients, analyze site data, prep Env. Impact 
Reports, and prep master plan, drawings specs, 
and estimates. Use tools including standard 
word processing, Quark Express, Page Maker, 
PhotoShop, 3D Studio, AutoCAD, Microstation 
and ArcView GIS. A qualified applicant must 
hold at least a BA Deg in Landscape Arch & 1 
yr. of relevant exp. Applicants send resume + 
salary requirements to Teng & Assoc., H.R. 
(LA / A), 205 N. Michigan Ave. Suite 3500, Chi-
cago, IL 60601. EOE ( M / F / H / V ) . 

CALL JENNIFER HALAS 
800/456-0707 

A D V E R T I S E 
TODAY. 
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CAREER OPPORTUNITY 

SPRING-GREEN OUTSTANDING CAREER OPPORTUNITIES WITH A LEADER: 
America's f \ i e i qhborhood Lawn Care T e a m . 

S p r i n g - G r e e n L a w n and T r e e C a r e h a s been bui ld ing a nat ional n e t w o r k of c o m p a n y - o w n e d b r a n c h e s and 
i n d e p e n d e n t f ranchise opera t ions s ince 1977. O u r g r o w t h h a s created o p e n i n g s in t w o posi t ions . W e are hir ing 
Ass is tant Branch O p e r a t i o n s M a n a g e r s in our c o m p a n y - o w n e d o p e r a t i o n s to coord ina te the act ivit ies of field 
personne l in the C h i c a g o area. O n the f ranchis ing s ide of o u r organizat ion , w e are recrui t ing for the posi t ion of 
Franchise S u p p o r t Representa t ive . O u r C h i c a g o - b a s e d f ranchise s u p p o r t team p r o v i d e s except ional training and 
s u p p o r t to our f ranchises t h r o u g h o u t the U.S . Both are h i g h - e n e r g y posi t ions ; c a n d i d a t e s m u s t h a v e proven 
leadersh ip skil ls and a c o m m i t m e n t to o n g o i n g personal and profess ional d e v e l o p m e n t . S p r i n g - G r e e n 
offers qual i f ied candidates an at tract ive c o m p e n s a t i o n p a c k a g e inc luding b a s e salary, b o n u s e s , profi t Shfote1 G r e F 
sharing, 401k, and m a j o r medica l . For conf ident ia l cons iderat ion , send us y o u r r e s u m e inc luding 
salary r e q u i r e m e n t s and indicate for w h i c h posi t ion y o u are apply ing . F A X to 8 1 5 / 4 3 6 - 9 0 5 6 or ^ B B ^ 

E M A I L to rec ru i t ing@spr ing-green . com. Learn m o r e about S p r i n g - G r e e n at w w w . s p r i n g - g r e e n . c o m . 

HELP WANTED 
Greenscape Landscape Contractors, Inc. pro-
vides landscape design/build, tree service, irri-
gation, site work, hardscaping, snow removal 
throughout the PA, NJ and DE areas. 

We are currently seeking qualified, highly moti-
vated individuals who are interested in secur-
ing a long-term position with the firm and have 
experience in the following areas of service: 

• Commercial maintenance salesperson and 
account managers with strong, affluent ties 
to commercial clientele within the Tristate 
area. 

• Landscape designer 
• Arborist and tree climbers 
• Irrigation technicians 
• Hardscaping technicians 
• Aquatic and pond construction 
• IPM technicians 
• Lawn maintenance Foreman 
• Landscape installation Foreman 
• Heavy equipment operators 
• CDL drivers 
• Truck equipment mechanics 

Multiple, year-round positions are currently 
available. Extensive experience in the industry 
is preferred, complete benefit package includ-
ing 401k available. 

For more information please contact our NJ of-
fice at 856/667-5296 and fax all resumes to 856/ 
321-0105. 

ACCOUNT MANAGER 
Experienced account manager wanted. 

Responsible for quality control, direction of 
work crews and Up-Sales. Full time/ Year round 
with benefits. Salary commensurate with expe-
rience. Fax resume to Wingren Landscape, 
Romeoville, IL 630/759-8155. Attention: JB. 

HELP WANTED 
YARDMASTER, INC. 

• DESIGNER 
Expanding Design/Build Company seeking tal-
ented professional with extensive landscape 
knowledge and excellent presentation graphics. 

• ESTIMATOR 
• DESIGN SALESPERSON 
• SALES MANAGER 

Join our growing team of professionals and be-
come a cornerstone in the leading landscape ar-
chitectural and contracting firm in Northeast 
Ohio. 

Fax resume to Kathy ©440/357-1624 or e-mail 
Kathy@yardmaster.tv 

CONSTRUCTION 
DIVISION MANAGER 

Responsible for sales, marketing and operations. 
Experienced in strategic planning, financial 
analysis, budgets, P&L management and lead-
ing a $15-million dollar division. 

Fax resume to Kathy @ 440/357-1624 or e-mail 
Kathy@yardmaster.tv 

IT PAYS TO 
i l » V i =1 i E--1 

IN THE 
LAWN & LANDSCAPE 

CLASSIFIEDS. 

CALL 
JENNIFER HALAS 

AT 
800/456-0707 

TO 
A D V E R T I S E 

TODAY. 

Insurance 
COMMERCIAL INSURANCE 
FOR THE GREEN INDUSTRY 
Competitive rates, comprehensive coverage 

and payment plans designed for your 
specific business needs. 

If you provide any of the following services we 
can design a program for your company: 
Installation Snow Removal 
Renovation Right of Way 
Fertilization Holiday Lighting 
Herb. / Pest. App. Irng. Install. / Serv. 
Tree & Shrub Serv. Mowing & Maint. 

Spill Clean Up 
Contact one of our Green Industry 

Specialists for a quote at 
800/886-2398 or by fax at 

614/221-2203 
M.F.P. INSURANCE AGENCY, INC. 

rick@mfpinsure.com 

Leasing/Financing 
• 1 M M I ' m M — — — 
FINANCE PROGRAM 

Give your residential customers greater purchas-
ing power with this exclusive financing program 
from the Associated Landscape Contractors of 
America (ALCA). Offer the Residential Land-
scapes R credit card through Wells Fargo Retail 
Services. For complete membership benefits, 
contact ALCA at www.alca.org or 800 / 395-2522. 

Lighting 
LIGHTING 

Landscape lighting at the best prices 
www.nitelighting.com. Volume discounts call 
Vince © N.E.I. 866/410-9356. Also, pond lights 
and transformers. We also teach you the light-
ing business for FREE. 
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LIGHTING 

Landscape Lighting 
Offer High Margin Services 

Training • Marketing • Supplies 
Over 350 Locations in 47 States & Canada 

NîteTîme 
^ DECOR 
Elegont Landscape Lighting 

800-687-9551 
www.ChristmasDecor.net 

Services 
PROFESSIONAL BILLING AND 
SCHEDULING SERVICE 

Feeling overwhelmed and burdened with 
paperwork! Want to project a more 

Professional image? If you have 40 or more 
customers you need Professional 

Billing and Scheduling Service. Printed 
monthly billing statements, scheduled 

Work lists, customer payment tracking and 
more. Sign up today and receive 

250 free business cards. 800/269-5921 

HUMAN RESOURCES 
FOR THE LANDSCAPER 

H2B workers, management recruitment, 
employee manual /personnel policies, Spanish 

translating, HR crash course and more. 
Career Company of America 

Working for you! 
www.careercompanyofamerica.com 

717/625-0922 

DO YOU NEED A WEB SITE? 
Do You Need A Web Site? 

Increase your exposure, get more clients, 
showcase your services. 

Affordable Web sites. Call 866/700-9191 
or visit www.Safari Online 

W A -S ;<*• . • • ZR- " 

T « g 1 , f 
You Don't Have To Buy A Franchise 

To Make A Fortune! 
• Factory Direct Product and 

Pricing.Training. Marketing. 
• Low-Voltage Landscape Lighting. 
• Hottes t N ew Business with 

Huge Margins. m 

C a l l Today 

Garden Light, Inc. 
"Worlds Finest Landscape Lighting Company" 

6018 Benjamin Road • Tampa, FL 33634 

8 0 0 . 5 1 1 . 2 0 9 9 

Software 
ROUTE RITE SOFTWARE 

"Route Rite" Legend desktop routing and ac-
counting software for Lawn and Irrigation ser-
vices companies. Customer History, Routing & 
Scheduling, Accounts Receivable, Inventory, 
Diagramming and links to Quickbooks round 
out this easy to use 32-bit dynamo. Free Demo 
at www.gopst.com or call 800/624-8244. 

SOFTWARE 

SOFT3D.COM 
• Landscape software: Soft 3D Plan 
• Print in your office, color labels and signs 

with Soft 3D Signs Pro software 
• Free CD Demo 
• Labels, stocks and printers 
• We can print color signs and labels on 
demand 

Call us today 450/443-5929 
Fax your request to 800/782-0956 

VISIT OUR WEB SITE: www.soft3d.com 

Wanted 
FINN BARK BLOWER 

Size-Condition-Price 
G&K Ine 

PO Box 504 
North Olmsted, Ohio 44070 

Warehousing 
WAREHOUSING 

Third-party warehousing company located in 
Atlanta, GA, specializing in the Green Industry. 
Let K.D.I, help lower your warehousing and 
shipping cost while offering your East Coast cus-
tomers same-day service. 4 0 4 / 3 4 4 - 4 1 8 7 or 
KDIIncorporated@aol.com. 

Web Designers 
WEB DESIGNERS 

Where the best landscapers go for the best web 
design and advertising services. Graphic D-
Signs. Visit our gallery of work for other land-
scapers at www.graphicd-signs.com/lawn or 
call us at 888/28-DSIGN. 

The #1 best-selling 
all-in-one software for 

specialty trades 

Download a free demo of 
the software everyone is 

talking about! 

www.wintac.net 
Or call 24 hours for a free demo CD: 

1-800-724-7899 ext.2 

• Unlimited Customers & Locations 

• Automatic Scheduling, Routing 

• Automatic Invoicing, Job Costing 

» Service History & Profit Tracking 

• Labor and Productivity Tracking 

• Material & Chemicals Tracking 

• Letter Writer w/auto Mail-Merge: 
Send Sales and Service Notices 

• Phnt Proposals, Invoices, Work 
Orders. Statements. Purchase 
Orders, Reports, Labels. Even r 
design vour own forms in Word 

• Full Accounting G/L, A/R, AJP, 
Payroll. Checking. Inventory. 
Financial Reports and Graphs 

• Built-in links to Quick Books®, 
Peachtree \ MS Office \ Street 
Mapping, Emailing, and more! 
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Trailers 
TRAILERS Lawn&Landscape 

TECHNICAL 1 

RESOURCE CENTER 

Picture Perfect: Mowing 
Techniques for Lawns, Landscapes 

and Sports by Dovid Mellor 

The Mathematics of Turf grass 
Maintenance, Third fd. by Nick 
Christians and Michael L. Agnew 

For these and more resources 
visit our online store at 
wwwJawnandlandscape.com 

(continued from page 74) 

fertilizing regularly with a nitrogen-based 
fertilizer in spring and fall when red thread 
is most active and dethatching lawns in 
spring, Cook advised. 

THE WILD, WILD SOUTHWEST. Many 
travelers identify Texas as the spot where the 
West begins - drawing on its laid-back, 
pokey, country nature. 

Unfortunately, there's 
nothing sluggish about 
the Southwest 's three 
main pests: chinch bugs, -
brown patch and dollar 
weed, which were the same cul-
prits that attacked lawns last year, pointed 
out Greg Wilson, president and chief execu-
tive officer, AmeriLawns, Houston, Texas. 

Although the southern chinch bug is a 
serious St. Augustinegrass pest, it occasion-
ally may feed on zoysiagrass, centipedegrass, 
bahiagrass and bermudagrass. Expanding, 
irregular dead turf patches surrounded by 
yellow, dying grass halos often provide the 
first clues to the presence of chinch bugs, 
according to the Texas A&M University Ex-
tension. These islands of dying turf tend to 
increase in size and merge as insect numbers 

grow. Damage develops rapidly, especially 
in sunny locations during hot, dry months. 

Chinch bug damage is typically confused 
with certain lawn diseases, mainly the other 
Southwest pest - brown patch. Brown patch 
symptoms usually occur in a circular or semi-
circular pattern, as opposed to the irregular-
shaped areas of dead and dying grass that 
result from chinch bug feeding. Detection of 
significant numbers of the insects themselves 
is the best proof that chinch bugs are causing 
the damage. 

Brown patch, appearing in circles of 
light brown, thinned turf, can be active in 

fall, winter and spring, but is pri-
marily a problem in 

i the fall, pointed out 
James McAfee, exten-

sion turfgrass special-
ist, Texas A&M Univer-

s i ty , C o l l e g e S t a t i o n , 
Texas. The disease attacks turf leaf blades 
and appears when nighttime temperatures 
drop be low 70 degrees Fahrenhei t and 
rainfall increases. The disease subsides 
when air temperatures rise above 90 de-
grees Fahrenheit. 

"Water only as needed and early in the 
day to remove dew and allow the grass to 
dry quickly," McAfee suggested. "Avoid over 
fertilization in spring and fall. And improve 
the turfgrass root system with good drain-

age and aeration to reduce damage caused 
by brown patch. Fungicides are most effec-
tive when used on a preventive basis." 

To be proactive, Wilson advises his cli-
ents of potential turf villains via e-mail, 
fax, newsletters, bill inserts and mailers. 
" W e give them practical, precautionary 
steps to help avoid potential infestations 
and outbreaks in their lawns," he said. 
"Since we find many homeowners who opt 
for regularly scheduled lawn care services 
tend to 'set and forget' about their lawns, 
we try to actively encourage our clients to 
pay attention to what is happening in their 
lawns as well as the surrounding lawns in 
their neighborhoods." 

Though most LCOs only have one area 
of the country to focus on, traveling the 
United States and paying attention to 
other regions' turf troubles can inspire them 
to keep their planning minds active. Addi-
tionally, Wilson said, "Study. Study your 
cl ient , the turfgrasses you deal with, the 
insects, fungi and weeds you fight, the 
pesticides you use to combat them and the 
general soil and c l imate condi t ions in 
your area, and encourage your employees 
to do l ikewise." ID 

The au thor is Managing Editor of Lawn & Land-
scape magazine, and she can be reached at 
nwisniewski@lawnandlandscape.com. 

Bathroom 

m United Call for a dealer near you: 866-848-1815 
R J F T R A I L E R S 
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Training Employees 
at The Pattie Group 

At The Pattie Group, we believe individual growth and 

goal achievement are important to our company's bot-

tom line. As a result, we've adopted a two-pronged 

training program. 

The Pattie Group expects all of its employees, from 
entry-level technicians to management staff, to obtain a 
minimum of 45 hours of continuing education per year. 

The hours can be gained in three different ways. 
• Weekly training sessions. These one-hour sessions take 

place twice monthly, offering employees 24 hours per year 
toward their education requirement. Topics include blue-
print reading, equipment maintenance, installation tech-
niques, etc. Department heads or foremen earn double 
educational hours for conducting a session. 

• Extended quarterly seminars. These two-hour work-
shops satisfy about eight educational hours per year. 
The five members of our educational committee, repre-
senting various company departments, identify chal-
lenges facing The Pattie Group and plan seminars to 
address them. Pattie Group staff or outside instructors 
lead the sessions, which range from leadership skills to 
project management. Fees for an outside professional 
are usually $300 to $400 - a minimal dollar amount per 
person when training 30 to 50 people. 

• Outside study. This option is more personal, focus-
ing on an individual's unique career/academic pur-
suits. Employees work with their supervisors to identify 
areas of interest and form strategies to address them. 
Supervisors help employees select area schools and 
other institutions where they may attend classes. 

5 KEYS TO 
^mUl'JM iraxr. mmmm 

1. Set a continuing education hour requirement 
for each employee. 

rnor 

2. Support educational pursuits both within and beyond 
the green industry. 

3. Establish an apprenticeship program to encourage 
employee growth within a skill set or career path. 

4. Compensate based on expertise and output, 
not job title. 

5. Offer bonuses based on training goals attained. 

We award full educational credit hours for green 
industry-related studies and half credit for non-indus-
try topics. We budget $250 to $3,000 yearly for each 
employee, based on tenure and position to be used 
toward education and offer three paid days off from 
work annually to attend outside educational programs. 

The yearly training budget, including speakers, work-
books, materials, travel and/or overnight stays to out-
side programs, etc., has averaged about $55,000 for 50-
plus employees. 

Historically, employees have advanced their careers 
by growing horizontally across job duties and not verti-
cally within their chosen competencies. For example, 
technicians typically become foremen and later pursue 
operations management positions. 

Unfortunately, this sort of path often takes individu-
als away from areas where they have natural abilities. 

We countered this trend by initiating an apprentice-
ship program to encourage employees to grow within 
their personal skill set. Technicians starting at entry-level 
positions can advance their careers through nine techni-
cian levels, ultimately becoming master technicians. 

Each level requires mandatory reading and the pass-
ing of written exams. For instance, for entry-level tech-
nicians to advance to our next-highest rank - Techni-
cian, Class 3 - they would need to pass a written driver's 
test, a supervisor-conducted field test and an assess-
ment of skills on certain machinery in addition to dem-
onstrating competence in areas like plant identification 
and client communications. Master technicians must 
first become Certified Landscape Technicians and higher-
level enhancement technicians must study for the Ohio 
Certified Nursery Technician exam. 

We are careful to match compensation with the level 
of expertise for a given job. Where an entry-level man-
agement position may be compensated higher than an 
experienced landscape technician in some companies, 
our more experienced technicians have the potential to 
be paid with more parity based on skills developed. 

Already, we have seen positive results, with a 10-
to 15-percent higher employee retention than compa-
rable companies. We also feel the output and work 
quality of our employees has improved under this 
system. - Steve Pattie ID 

The author is chief executive officer, The Pattie Group, Nov-
elty, Ohio, and can be reached at 440/338-1288. 
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Rigid, Flexible and Industrial 
Strong PVC Compound 
Sand Retension and Frost Heave Lip 
Permanent and Invisible 
Beautiful Grass Growth 
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PAVE TECH, INC. 
PO Box 576 Prior Lake, 
Minnesota 55372 USA 
Ph. 952-226-6400 
Fax 952-226-6406 
800-728-3832 sales@paveedge.com 
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Controllers 
for Contractors 
Who Want Advanced 
Features and 
Faster Set Ups 

i 
Intuitive Dial Programming 
Plug-in Module Expandability 
Indoor / Outdoor Models 
3 to 48 Stations 

By the time most contractors are 
ready to program the controller, 
the truck is loaded and the crew has 
moved on to another site. That's why 
Hunter offers a new way to make 
irrigation programming routine and 
easy. Our expanded line of control-
lers not only look alike, they install 
and program alike too. For large 
sites, the modular ICC has sophisti-
cated water management tools and 
easily expands from 8 to 48 zones. 
For res/com jobs, the Pro-C also 
offers the benefits of modularity 
with 3 to 15 station expandability, 
plus a removable face plate for 
"walk around" programming. 
The compact SRC is your best bet 
for standard residential sites and 
features 6 or 9 stations, plus odd/ 
even watering and more. 

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

BEARD 
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Hunter 
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