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The Toro Dingo Compact Utility Loader. 
Throw us at your toughest jobs, in your hardest conditions? 

We'll come out on top every time. With the Dingo's 
l ability to channel full power where it's needed, when 

it's needed, it's proven itself again and again, on every 
kind of job. In every kind of environment. 

So you think you've got a challenge? Bring it on. 
i B ^ ^ ^ ^ B ^ ^ ^ M For more information call 1-800-DIG-TORO or visit toro.com. 

^ ^ ^ ^ ^ ^ ^ USE READER SERVICE # 1 0 

TORO. Count on it. 
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The shortest distance between broadleaf and grassy weed control. 
Drive9 7 5 D F herbicide effectively raises the bar for postemergent weed control. A single, convenient 

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

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

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

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

after application. To learn more about how Drive ' 7 5 D F can help you in your drive for turf perfection, 

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

BASF 
PROFESSIONAL 

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

USE READER SERVICE #11 

http://www.turffacts.com
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Lawn & Landscape 
Sales & Marketing Bonanza 
Get the round up on the Lawn & Landscape Sales & Marketing 
Bonanza, featuring Marty Grander of Marty Grunder! Inc., 
and make plans to attend the industry's most comprehensive sales 
and marketing educational event. See page 114-115. 
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Headed in the 
Right Direction 
All signs read, 'Go/ for Heads Up 

Landscape, a $9-million company that 

has paved a path for continued 

growth 3 8 

The Great Grass Debate 
Sodding, seeding and hydroseeding. Which is the best 
approach to establishing a luscious lawn ? 116 

A Head for Business 
Josh Gamez has always loved business. And now he loves 
the landscape business 

Route & Roll 
Effectively scheduling and routing 
crews keeps customers happy and lets 
lawn and landscape companies M 

run at peak efficiency # ^ 

A Sticky Situation 
Adjuvants can boost pesticide performance by enhancing 
products' bonding and breaching powers. 

Super Soakers 
Irrigation rotors and spray heads each give 
turf a good soaking, but there are ^ 
some differences to remember 

Something More 
With a keen eye, contractors can offer 
landscape enhancements to 
benefit clients' yards and com-
panies' wallets 

Group Work 
Business-focused get-togethers offer owners valuable, ^ 
outside insight 121 

Material World 
With many uses in the landscape, textiles are more 
than just fashion fodder. 

Best of Show 
A spotless shady site and suc-
cessful sod installation high-
light this year's Picture 
Perfect-winning 
Landscapes l w l 

SPECIAL S E C T I O N 

Focus on: 
SKID 

Task Masters 
Skid steers offer contractors a thousand tools in one ¡Hi 

Building the Perfect Beast 
From augers to backhoes, an aresnal of attachments _ _ 
makes the skid steer the perfect beast of burden 0 1 

For Keeps? 
Need that skid steer for the long haul or just for now? ^ 
Experts consider the merits of several financial options... # U 
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WinningcolorS YOUALREADY 
TURF TTPI Til l F i s c a l BLEND 

recognize the advantages of planting a blend, 

instead of a single variety. So the only question 

is which blend do you choose? And since better 

varieties make better blends, the answer is obvious. 

Winning Colors combines three top-rated Tall 

Fescues: Rembrandt, the number one NTEP 

SERIALS 
MAY ? 0 ¿uud 

MICHIGAN STATE UNIVERSITY 
LIBRARIES 

rated variety for the last five years in a row. J g ^ , 

n: - - c , j ß ^ ^ ¿ J ^ S Ü & M C . Picasso with its fine texture and dark color; 

and Masterpiece, known for exceptional 

W i n n i n g C o l o r s b l e n d s t h r e e o f t h e b e s t T a l l F e s c u e v a r i e t i e s a v a i l a b l e 

disease resistance. Together, they make Winning 

Colors a winning combination of better seeds 

to yield better turf. And for high-traffic sports 

applications, try Winning Colors Plus, our 

90/10 mix of Tall Fescue blend and Bordeaux 

Kentucky Bluegrass. Call your LebanonTurf 

distributor, or call 1-800-233-0628, or visit 

www.LebanonTurf.com, and find out more about 

Winning Colors, the blend that's all top-rated 

seeds. If only the rest of your job were this easy. 

LebanonTurf 
Nothing Succeeds Like Our Seeds 

1-800-233-0628 • www.LebanonTurf.com 

USE READER SERVICE #39 

http://www.LebanonTurf.com
http://www.LebanonTurf.com
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LAWN & LANDSCAPE (ISSN 1046-154X) is published monthly. Copyright 2003 G.I.E. Media, Inc. 4012 Bridge Ave., Cleveland, 

Ohio 44113. All rights reserved. No part of this publication may be reproduced or transmitted by any means without written 
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A/W Independent Suspension 
Constant Tension Drive 

Select-A-Trac 

Introducing Ground Tamef 
Everything a utility vehicle was meant to be. 
This next-generation technology combines performance and comfort 
features that make it stand head and shoulders above the competition. 

A/W Independent Suspension - our coil-over-shock design, with its 
maximum spring and damping rates, gives you unparalleled vehicle 
handling and driver comfort over any terrain. 

Constant Tension Drive - provides smooth transfer of power in 
every gear and optimum acceleration and maneuverability. 

Select-A-Trac - go from 2WD to rugged 4WD without a second 
thought. tackles off-road travel as easily as level pavement. 

Add in ergonomic, high-backed bucket seats, extended legroom and 
outstanding cargo and towing capacity, and you can see what makes 
Ground Tamer the ultimate utility vehicle. 

To see the tor yourself, call 1-800-321-5325 for the LESCO 
Service Center® near you. Or visit us on the web at www.lesco.com. 

JJESÇO 
LESCO is a registered trademark. LESCO Service Center is a registered service mark and Ground Tamer and GT642 are trademarks of LESCO Technologies. LLC. 

^^^^^^^ USE READER SERVICE #7 

http://www.lesco.com


Find this month's features plus exclusive online stories, industry databases and more at www.lawnandlandscape.com. 
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Lawn & Landscape 
Message Board 
Need to know how most landscape contractors 
structure their budgets for the year or how they handle 
employee issues? We know just where you can go to 
get these answers from 
a variety of landscape 
contractors across the 
United States - the 
Lawn & Landscape 
Message Board. 
Create a My Lawn & 
Landscape account, 
log in and then ask a 
question on the board - it's that simple. And you'll be 
surprised at the amount of professional feedback you'll 
receive to help you better your business. Don't miss 
your chance to start your own networking circle on this 
free industry resource! 

DON'T 
Visit Lawn & Landscape 
Online for more info 
on this issue's articles: 
• Systems set up at Head's Up 

• Prep work for turf establishment 

• Tips for setting up mowing crews 

• Our skid-steer 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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TELL THE STORY 
" W h e n 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 

"Undoubted ly , t h e best grass " P l e a s e C o n t i n u e t o 
machine I have ever o w n e d , I have m a k e h m Q s t 

h a d many o t h e r brands and no . 
compar ison in 6 0 years. g r a t i f y i n g m o w e r s t o 

Harold A. Jensen, o w n a n d r u n i n t h e 
Fayetteville, Georgia i n d u s t r y ! ! ! " 

"Your m o w e r s "No other mower Groom 
k e e p m e look ing * > e s * «¡ke a Walker" ^ G r o o m 

aood aaainst Bobby Williams Groomed Gardens, 
the competition." ^ Mississipp' Jacksonville, Florida 

Ray West, «Has changed our l ives - more 
Professional Grounds t | m e t o e x t e n d areas of our - B e s t mower sold! 

business. Just love it!!" I love it and my 
Brett & Carolyn Soutar, customers love it." 

Short Back 'n' Sides, Robert Fietsam. 
Waihi Beach, New Zealand Exquisite Lawns, 

Maintenance, Inc.. 
Vermilion, Ohio 

"At a g e 7 6 , my w i f e 
a n d I bo th enjoy 
m o w i n g w i t h our 
W a l k e r s - bes t th ing 
s ince s l i ced bread ." 
Jack Ray. 
Wetumpka, Alabama 

Jacksonville, Florida 
"The best 

investment I have 
ever made!!" 

Bryan Coles. 
Coles Lawn Care 

Pittsburgh. Pennsylvania 

"I a m 6 7 and could not 
be in business wi thout 

my Walker • We love it!" 
Travis Keen, 

Travis Keen Lawn Service, 
"You build the best mower in America ." Columbus, Georgia 

John E. Sharts, Sphngboro, Ohio 
"I love looking back at my accounts, as I drive away <<yyj|| n e v e r o w n 

and thanking mysotf for owning thoso mowers..." . . 
Paul & Jennifer Sparks. anY m O W e r ° t h e r 

Sparks Lawn Care t h a n a W a l k e r . " 
Titusviiie Florida M/fce Pillsbury, 

"I can t ruly say Walker is hands d o w n the best Chariton, Iowa 
mower on the market today...I've seen a lot of 
d i f ferent mowers, but I o w n the best: Walker." 

Stephen D. McBride, We operate a two person 
Macs Lawn Service, | a w n care company. My wife 

Portland. Indiana a n d , WOU|d n o t b e a b l e t o d o 

this without our Walkers." 
Gary Vassallo & Loretta Tunstall, 

Lawn Cruisers Lawn Care, 
Kalispell, Montana 

"I am very pleased 
with the performance 
and durability of my 
Walker mowers. 
I advise other 
landscapers likewise." 
Amie Gundersen, 
Luxor Landscape. 
Maple Valley, Washington 

"Walker Mowers 
saved my business!!!" 

Marc Davis. MD. Landscape, 
Weymouth. Massachusetts 

"Best m o w e r 
I h a v e e v e r used ." 

Vickers L. Cunningham 
Dallas, Texas 

WALKER MANUFACTURING CO. 
5925 E. HARMONY ROAD • DEPT. L&L 

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

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

USE R E A D E R S E R V I C E # 1 4 
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' ** * TIRED OF 
LOOKING 

FOR 
GRUBS? 

• y . . 

Relax. No matter what species 
you find, when you get Merit? 
you get rid of grubs. It nips 
every major grub type from 
egg-lay through second instar. 
And application timing isn't 
critical because of its residual 
power. So get off your knees. 
Prevent chronic callbacks. 
Get guaranteed, season-long 
control with the most effective 
grub eradicator on the market. 
Merit. Fear no grub. Call us at 
1-800-331-2867 to learn more. 

Bayer Environmental Science 

r h i n m ' I C h , P c o a n d M e r , t a r e reg,s,ered trademarks of Bayer AG Always read and 
U R E r I I f o M o w tabel directions carefully. | 95 Chestnut Ridge Road | Montvale. NJ 07645 

www.BayerProCentral.com | O 2003 Bayer AG 

http://www.BayerProCentral.com


"Life is about not knowing, having 

to change, taking the moment and 

making the best of it, without 

knowing what's going to happen 

next." - Gilda Radner 

A coworker and I are avid golfers. Of course, neither of us play at the level we'd like, but how many 

golfers actually do? The unseasonably warm weather has given us some early-season opportunities 

to get to the range in preparation for another summer of self-flagellation. 
He was telling me how he went to range the other night and was hitting the ball uncharacter-

istically poor. As the bucket of balls got emptier, his frustration mounted. 
At some point, a father and son set up shop next to him on the range. (What is it about golf that 

makes us all feel the need to introduce others to the suffering?) My coworker continued struggling, 
and he soon noticed that the father who was hitting balls next to him was confronting similar 
misfortunes. Then my coworker noticed something else - this father only had one arm. 

"What an eye opener," my coworker told me the next day. "There I am getting all upset about 
how I'm hitting a golf ball, and this guy next to me only has one arm." 

Unfortunately, we all need these reality checks from time to time. And 
I don't know if it has ever been easier to be aware of how fortunate we really 
are than it is today. I'm not sure what stage the war in Iraq will be at by the 
time you read this, but I imagine we're still seeing daily images from the 
area that boggle our minds, regardless of whether or not bombs still fall. 

The pictures are what hit me the most. These photos drive home the 
point that these soldiers are real people, men and women who volunteered 
for this duty. These are husbands and wives, sons and daughters, and, 
oftentimes, fathers and mothers. And they're dealing with conditions that 
none of us can ever imagine, unless we've been there. 

At the same time, consider the Iraqi citizens. Think about their daily 
lives. Look out the nearest window and imagine the building or house 
across the street lying there as a pile of rubble, thanks to a laser-guided 
bomb. Think about not having electricity or running water today, relying 
on the invading troops to bring you food and not trusting a word you hear 
from your own government. Again, we can't understand what this sort of 
"life" is like. 

Now, think about the stress you've already felt today. Consider your 
problems in this light. Spring undoubtedly presents a range of pressures 
and demands. Seventy- and eighty-hour weeks are the norm for many. 
Sleep is scarce, and the to-do list continues growing. 

But are these really problems? Should you really be stressed about these challenges? 
Some stress is probably called for, but you'd be wise to also spend a minute or two thinking 

about your problems in the grand scheme of things. Hopefully, you've got your health, as do your 
friends and family. If that's not the case, then you know what real problems are. But the odds are 
that your life is going well. Sure, you've got a healthy to-do list and too little time to do it in. But, 
in the grand scheme of things, is that really a problem? ID 

A Matter of 
Perspective 

www.lawnandland! LAWN & LANDSCAPE 
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T h e f i r s t o n e t o l e a v e t r a c k s in t h e d e w . 

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

H a p p y h o u r w i t h t h e c r e w o n F r i d a y s . 

T r u e t o t h e c r a f t . 

O r t H e n e 
T V i r . T I K E *m O R N A M E N T A L 

S P R A Y 9 7 

S O R . II BE E I N S E C T I C I D E 

valent * True t o 
W-

Products That Work, From People Who Care™ 
800-89-VALENT | www.valentpro.com | Read and follow label instructions before use. 

USE READER SERVICE #1 5 

http://www.valentpro.com


Is That Your 
Final Answer? 

For landscape contractors, springtime usually signals a wel-

come demand for services and the need for more staff. 

Hopefully, you are now finding it easier to attract potential 

candidates. However, while the lines at the door may be 

longer than in recent years, the quality of the candidates is 

not necessarily any better. The need for loyal, hardworking 

and talented employees has never been greater. To meet 

today's customer demands, profit margins and productivity 

goals, you must surround yourself with the right people. 

This year, as you gear up for the season, why not take the 
time to better prepare for your interviewing and hiring? 
There's too much at risk to take chances. With every hire, you 
put your company, your customers, your reputation, your 
vehicles and, perhaps, your life savings on the line. Just one 
effective interview question, in-depth form or extra ounce of 
effort in the hiring process can make a difference. 

Before you begin interviewing this season, evaluate your 
hiring process and make sure it's up to speed with legal and 
effective forms. Remember, your job is to become an "investiga-
tor" during the interview and the tools you use should make this 
task easier. Nondiscriminatory and job-related questions that 
elicit more than just a "yes" or "no" response will help. 

To get you started, here's a list of our favorite and most 
popular interview questions for nonmanagement candi-
dates. Try a few - you might be surprised by the results. 

• What three adjectives best describe you? 
Tell me about each. 
• What types of people do you find it difficult 
to get along with? Why? 
• Which of your traits and characteristics do 
you find most frustrating? 
• Tell me about your best/ worst boss. 
• For the worst boss, what did you do to 
improve the situation? 

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

• How were you able to stay so long at your previous job? 
(Or, why such a short time?) 
• How long do you plan to work here? 
• What is most important to you in a work environment? 
• Did you have responsibilities at home as a child? Tell me 
about them. 
• When did you start working? Did you volunteer while in 
school or work summer jobs? 
• Tell me how your responsibilities have increased in your 
previous three positions. 
• What is your biggest professional accomplishment? 
• What is least appealing to you about this job? Why? 
• Why do you want to work here? 
• How many hours a week are you accustomed to working? 
• Are there any days or hours you cannot work? 
• Tell me about your grades in school. 
• Tell me about a time when you had a major conflict with 
another employee or manager. What was the cause? What 
did you do to resolve the problem? 
• Explain your understanding of this job's responsibilities. 
• What can you do for us that someone else can't do? 
• Give me an example of a time that you compromised one 
of your most basic principles and it backfired on you. 
• What beliefs do you hold deeply as a result of your early 
life experiences? 
• What plans do you have for self-improvement and per-
sonal development? 
• What kinds of things do you learn quickly? What kinds of 
things do you find it difficult to learn? 
• How do you feel about change? Tell me about large-scale 
changes that you have faced and how you handled each. 
• How do you plan your day? 
• Tell me about a complex problem you have had to solve. 
Who did you turn to and how did you solve it? 
• Tell me about your pay history. (Discuss starting pay, 
raises, commissions, bonuses, expectations, needs, etc.) 
• What have you done that you are proud of? 
• What are your short- and long-term professional goals? 
• What is your philosophy of customer service? Where did 
you learn it? 
• Tell me about your worst customer service dilemma and 
how you overcame it. 

With all these questions, it will be hard to violate the 80/20 
rule of interviewing. (Listen 80 percent of the time; talk 20 
percent of the time.) Keep in mind, however, that there is no 
substitute for questions that relate to the candidate's specific 
experiences, profile, skills and knowledge. 

To hire successfully, determine precisely who and what 
you are looking for (develop a profile); then study the 
candidate's background and prepare targeted questions. 
Add a comprehensive, legally sound process, plus ample 
time, and you have the formula to identify a winner. ID 
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SMALL DIESELS WITH 
HUGE ADVANTAGE 

The legendary power, reliability and 

durability of a Cummins diesel are 

now available in a compact size 

(31-85 hp). Our A and B Series 

engines are built to meet rigorous 

Cummins standards for quality 

and performance, to provide you 

with exceptional lifetime value. 

What's more, these small engines 

come with a huge advantage - the 

most extensive parts and service 

network in North America (over 

3,800 locations). For details, call 

1-800-DIESELS (1-800-343-7357) 

or visit www.cummins.com. 

http://www.cummins.com


TURF TECHNIQUES 
Making 
the Cut 
ATLANTA, Ga. - Now that 
spring has sprung, landscape 
contractors should consider 
their cutting techniques. Turf 
type dictates whether the 
lawn needs a close-shaven 
or shaggier cut. 

Here are some suggested 
mowing heights provided by 
the Professional Lawn Care 
Association of America. 
• Kentucky bluegrass-

3 inches 
• Fescues and ryegrasses -

3 inches 
• Bentgrass - 1 inch 
• Bermudagrass - 1 to 

1 Vi inches 
• Zoysiagrass - 1 to 

1 x/i inches 
• St. Augustinegrass -

3 inches 
• Bahiagrass - 3 inches 
• Centipedegrass -

1 Vi inches 

* Source: ivww.lawtiandlandscape.com 

Do you survey customers about your 
company's performance? 

No, we haven't 
considered It 

Yes, more than 
once a year 

Yes, once 
a year 

CUSTOMER CONNECTION 
Survey Says 
If you haven't considered uti-
lizing customer surveys in your 
business like the 42 percent of 
contractors who said the same in 
a recent Lawn & Landscape Online 
survey, you're missing out. 

The use of mail surveys has 
increased recently, according 
to the American Statistical As-
sociation (ASA), Alexandria, 
Va. In terms of time and 
money, mail surveys are eco-
nomical, particularly when 
compared to telephone and 
face-to-face surveys. For in-
stance, the cost of a medium-scale mail survey in a single metropolitan area might run from 
$5,000 to $10,000, while the costs of equal-sized telephone and face-to-face surveys are 
estimated at 50 to 150 percent more, respectively. 

But there is more to a successful mail survey than simply sending out questionnaires. In order 
to get higher response rates, ASA suggested implementing the following steps: 
• Send a preliminary mailing announcing the survey. 
• Mail the survey to all respondents at the same time with an accompanying cover letter. 
• Send a reminder with contact information to request a replacement questionnaire or answer 

general survey questions. 
• Send replacement questionnaire by First Class mail. 
• Send the last replacement questionnaire by two-day Priority mail. 
• Include a stamped, pre-addressed return envelope. 
• Include a token of thanks - $1 to $5 - with your initial or replacement mailing as an incentive. 
• Use printed, personalized stationery to thank respondents for their cooperation. 

[AflOR SOLUTIONS 
Legislative Update 

WASHINGTON, D.C.—The American Nurs-
& Landscape Association (ANLA), the New 

Nursery & Landscape Association, the 
Pennsylvania Landscape & Nursery Associa-
tion and the Ohio Nursery & Landscape Asso-
ciation recently held about 30 meetings with 
Congressional members and staff from a broad 
swath of House and Senate offices in those states. The meetings addressed many topics, 
but chief among the industry's concern was the need for labor legislation reform. 

lobbying teams described the unstable and worsening labor situation in agricul-
ie green industry, and outlined reforms that would stabilize the existing guest 

programs as well as secure the experienced workforce. 
ost of these meetings were targeted at Republican members of the House who may 

iware or only on a limited basis aware of problems that exist in the green industry and 
(continued on page 18) 
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How do we know we are 
hitting the mark? 

( 1 J / - o f all Exmark 

i , — ) r \ c u s t o m e r s 

/ J / J indicated 
" ' they were 

initially very satisfied with their Exmark mowers, 
k r T / f / s percentage grew to a f t e r the 

first full-season of operation.* 

SO M U C H FOR 
BUYER'S REMORSE. 

Without question the power 
and performance of Exmark 

products significantly impacts 
this increasing level of owner 
satisfaction. However, we're 

willing to wager the responsive 
service and support delivered by 

our Dealers and the personal, 
one-on-one approach we take 

with each of our Exmark owners 
makes quite an impact, too. 

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

BEST-SELL ING B R A N D O F M O W I N G E Q U I P M E N T FOR T H E L A N D S C A P E P R O F E S S I O N A L 
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Why 
Weisburger 
Insurance? 

S o n n y Kl imowicz 
Owner 

Plant Healthcare Services 

M 1 ven though we're located on two separate 

• J coasts, B. & DA. Weisburger has done an 

outstanding job meeting my insurance needs. All 

of my questions and concerns are promptly ad-

dressed. 

In today's business world it's gratifying to be 

able to communicate vxith a human instead of a 

recording, when you call Weisburger. 

-Sonny Klimowicz 
Owner, Plant Healthcare Services 

WEI RGERGreen 
tUUCKZUCC 

5 Wal ler A v e n u e 
W h i t e Plains, N Y 1 0 6 0 1 

Tel ( 9 1 4 ) 4 2 8 - 2 9 2 9 • F a x ( 9 1 4 ) 4 2 8 - 0 9 4 3 
Toll Free ( 8 0 0 ) 4 3 1 - 2 7 9 4 

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

www. wei sb u rger. com 

(continued from page 16) 
agricultural workforces with a high percentage of the workers who are 
believed to be lacking proper work authorization to be in the country," 
explained Craig Regelbrugge, ANLA's senior director of government 
relations. Regelbrugge noted that given the fact that more than half 
of the available agricultural and landscape workforce is feared to 
lack proper authorization to work in the United States, the industry 
also wants to enhance legislators' awareness of the flaws in current 
guest worker programs that "limit their current and future use." 

The legislative process moves slowly, but Regelbrugge said these 
meetings were time well spent. "Most of these meetings can't be 
measured in terms of win or lose, but it's safe to say that in most of 
them the staff was interested, attentive, asked good questions and 
appreciated the chance to learn more about their constituents' prob-
lems," he explained. And he's optimistic that every day brings new 
legislation aimed at helping businesses employ legal immigrants 
closer to passing. 

Unfortunately, such new laws will likely mean more for the 
agricultural / nursery industries than they will the landscape industry 
at first. "There has been a dialogue between employer and worker 
advocates in agriculture on and off over the last several years that has 
led to a blueprint for labor reform in the agricultural context," 
Regelbrugge affirmed. "We obviously care deeply about the land-
scape side as well, but the reality on the landscape side is that the 
dialogue is not as far along and our fate there is hitched to the fate in 
the general business community for similar types of reforms." 

In addition to paving the way for more legislation addressing the 
H2B program that has become so popular among landscape contrac-
tors in recent years, Regelbrugge hopes that new laws passed in the 

John Schoch assumed new responsibilities at Profile Products as 
the company's new chief executive officer. 

M a r k M o r g a n joined Arborwell as district manager. 
Peterson Pacific Corp. hired Lar ry Cumming to oversee day-

to-day operations as general manager. 
At Stellar Industries, G a r y Hanson will focus on the western 

United States and Canada as regional sales manager. 
Personnel moves at Valent include the hiring of Chris 

Threadg i l l as sales representative, and the promotions ol An i ta 
D a l e to senior director of marketing and product management; 
Robin Demouth to vice president, general counsel and 
secretary; and Donnie Tay lor to senior director of U.S. sales 

Susan V a n d e r V e e n was hired as design center manager 
for Great Impressions. 

At Land Architects, Joseph W i l s o n was promoted to the 
position of project designer. 

Skinner Nurseries hired two new sales representatives. M i k e 
V l cek and Roger C l a y b a u g h will both work in the Palm 
Beach, Fla., office. 

At Finn Corp. Ed G a r r i d o will be responsible for sales in 
Latin America, Spain and Portugal as international sales manager. 

J im G a b r i e l s o n was promoted to deputy general manager of 
sales and marketing at RedMax. 
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The O h i o Tur fgrass F o u n d a t i o n elected Its 2003 officers 
and trustees. New officers serving one-year terms are: John Mowat, 
president; George Furrer, vice president; and Chuch Darrah, trea-
surer. Trustees serving 3-year terms are: Mark Grunkemeyer, Mark 
Jordan and Dan Walter. 

The Mid-America Green Industry Council an 
nounced its new Board of Directors. This year's officers are: Bill 
Gordon, president; Duane Konrady, vice-president; and Wes Ory, 
secretary-treasurer. 

The California Landscape Contractors Associa-
t ion named its 2003 Board of Directors. The officers are: Jerry 
Allison, president; Jon Singley, president-elect; Jay Tripathi, imme-
diate past president; and Gordon Larson, secretary/treasurer. 

The New York State Turfgrass Association 
elected its officers and directors for 2003. Officers are: Steve Griffen, 
president; Jim Hornung, vice president; and James Diermeier, sec-
retary/treasurer. Norman Hummel and Owen Regan are new at-
large board members. 

The T ree C a r e Industry A s s o c i a t i o n (TCIA) promoted 
Rusty Girouard to chairman of the board. 
interim will offer some benefits to contractors. "Even the agricultural 
package that is a focused agenda item in the near term, if it's enacted 
by Congress, would provide some immediate seasonal labor relief to 
landscape employers and other non-agricultural industry employ-
ers," he noted. 

At this point, no potential new legislation has been introduced to 
Congress, but Regelbrugge said the bill's framework has been worked 
out. This shifts the focus to selling the industry's story to congress-
men and senators. "We're looking for the political support necessary 
to move something through," Regelbrugge related. 

"But clearly the problem needs urgent resolution," he asserted. 

SUPPLIER N E W S 

LESCO Opens 
Six New Locations 
CLEVELAND - In markets where it has service centers, LESCO is 
known by landscape professionals as the place they drive into and 
pick up just about any turf care product they need. The beginning of 
April also brings this service center 
concept to six new areas, with 
LESCO's first new service center 
openings in five years. The new fa-
cilities are located in: Haverhill, Mass.; Brunswick, Ga.; Douglasville, 
Ga.; Lawrenceville, Georgia; Arvada, Colo.; and North Aurora, 111. 

"In 2002, our store assets, that is our service centers and Stores-on-
Wheels, had a total return on invested capital (ROIC) over 30 per-
cent," stated Michael DiMino, LESCO's president and chief execu-
tive officer. "Our historical experience of significant sales growth 
and high returns from store locations is the catalyst for our new store 

LESCO 

I ^ ^ ^ V 

rf s -
• a M u .4MMCL 

A revolutionary design 
unlike any other 

Introducing 
Bunton Z-Controls 

All Bunton® Walk Behinds now come standard with 
the unique new Z-Controls™ normally found only on 
Zero Turn Riders. The Z-Controls minimize operator 
fatigue with patented light touch loop grip handles. 
That means less stress on hands, wrists and 
forearms resulting in greater productivity. 

Choose between Bunton Hydro Drive Walk Behinds 
with independent power control to each wheel or 
Bunton Gear Drive Walk Behinds with five forward 
speeds and positive steerable reverse. Either way, 
you'll be getting superior control and greater 
productivity with the new Z-Controls from Bunton 
and that's a comfort. 

Call 1 '888-922-TURF (8873) 
for the dealer nearest you ^^r 
or www.bunton.com ^^r 
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opening strategy. Our goal is to return 
LESCO's ROIC to a level greater than 10 
percent within the next three years. We will 
achieve that goal by investing in new stores 
while limiting investment in leverageable 
areas such as warehousing, general and ad-
ministrative expenses." 

LESCO previously announced its plan to 
open 20 to 25 new service centers during 
2003. These openings bring LESCO's total 
number of service centers nationwide to 233. 

RESEARCH REVIEW 

A Look 
at Lawn Care 
The U.S. Lawn & Garden Market, a division 
of MarketResearch.com, recently published 
a report on the lawn care industry. 

According to the research, sales of pro-
fessional lawn care services reached nearly 
$3.9 billion in 2002, a jump of 8 percent over 
2001. While this is impressive, services have 
actually exhibited a marked slowdown in 

. v 

TO ENSURE 
that your 

meeting date is 

published, send 

an announce-

ment at least 12 

weeks in 

advance to 

Lawn & Land-

scape Calendar, 

4012 Bridge Ave., 

Cleveland, 

OH 44113. 

JUNE 1 0 Ohio Sports Turf Managerss Association's 2003 Summer 
Workshop, Cincinnati, Ohio. Contact: 419/824-9805 or www.ostma.org. 
JUNE 1 2 - 1 4 Snow & Ice Symposium, Buffalo, N.Y. Contact: 814/835-
3577 or www.sima.org. 
JUNE 1 7 New York State Turf grass Association Cornell University Field 
Day, Ithaca, N.Y. Contact: 518/783-1229. 
JULY 1 2 - 1 6 Ohio Florists' Association Short Course 2003, Columbus, 
Ohio. Contact: 800/424-5249 or www.ofa.org. 
JULY 1 3 - 1 5 Texas Turf grass Association's Summer Institute, 
Arlington, Texas. Contact: 979/690-2201. 
JULY 1 5 - 2 0 American Nursery & Landscape Association Convention & 
Executive Learning Retreat, Boston, Mass. Contact: 202/789-2900 or www.anla.org. 
JULY 1 6 Michigan Turfgrass Field Day, Lansing, Mich. Contact: 517/ 
321-1660 or www.michiganturfgrass.org. 
JULY 2 2 - 2 5 Turfgrass Producers International's Summer Convention & 
Field Days, Dayton, Ohio. Contact: 800/405-8873 or www.TurfGrassSod.org. 
JULY 2 4 - 2 6 Lawn & Landscape Sales and Marketing Bonanza 
Conference, Cincinnati, Ohio. Contact: 800/456-0707 or 
www. la wnandlandscape. com/events. 
JULY 2 5 Lawn & Landscape Business Management Seminar, Baltimore, 
Md. Contact: 800/456-0707 or www.lawnandlandscape.com/events. 

l awnandlandscc ipe . com 

Z-Sprav 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-Plusr 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 
765-482-2040 • FAX 765-482-2050 

www.z-spray.com 

¿ixm&'i*' 

Frustrated? 
This Video Will Solve Your 

Training Problems! 

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

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

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

All on-line orders receive free gift of 
"40 Most Used Landscaping Terms in Spanish" 
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Dear Editor, 
I was concerned when I read the ONLINE 
EXTRA: "Patio Perks" on your Web site. 

I am a Graduate Landscape Architect from 
Ball State University, and I have been designing 
and constructing decks and patios for the last 13 
years. The prices given for patios were within 
our prices. However, the prices for decks were 
grossly exaggerated unless you are building 
with something far more expensive than treated 
pine. Even cedar is not that expensive. 

I strongly agree that there are many more 
aesthetic and functional advantages of deck 
designs. In contrast to the article, my 
experience with "return on investment" with 
decks vs. patios is that clients will usually view 
the repeated maintenance of decks as a costly 
burden similar to having a pool or hottub. 

The low maintenance appeal of a patio often 
outweighs design options and the higher costs 
of deck construction and maintenance not only 

in initial sales but also in resale. I have a 
hard time believing that a deck will provide 
a higher percentage of investment return 
than a paver patio will. I have also seen 
many cases where a deck could be 
constructed for less than a paver patio of 
equal size due to limited access needed for 
machinery required in patio construction. In 
my opinion, "return on investment" is not 
just related to wood or pavers. It is almost 
completely site specific. 

Dave Jefferson 
sales manager 

Salsbery Brothers Landscaping 
Carmel, Ind. 

If you would like to express your opinion in Letters to 
the Editor, please send your letter along with your name, 
title, company name and location to Letters to the Editor, 
Lawn & Landscape, 4012 Bridge Ave., Cleveland, Ohio 
44113, or e-mail nwisniewski@lawnandlandscape.com. 

growth rates compared with the late 1990s 
and 2000, when growth skyrocketed up to 
double-digit rates, the report revealed. But 
then the recessionary year of 2001 came along 
and put a brake on this upward surge with 
growth of just 7 percent, followed by a 
slightly better 2002. 

During the 1998-2000 period, the double-
digit growth rates exhibited by services re-
flected three "explosive" factors: the hous-
ing boom, the booming economy and the 
aging of the baby boomers. All three came 
together to generate an optimum environ-
ment for services growth. The record num-
ber of homeowners created a vast pool of 
properties that service firms could tap; the 
exuberant economy rendered services easily 
affordable for many; and the aging baby 
boomers - affluent but time-pressed - chose 
to employ services to maintain their lawns. 

During 2001 and 2002, however, the eco-
nomic prop was weakened as the economy 
moved into slow-growth mode. Neverthe-
less, the housing boom remained strong, and 
baby boomers continued to age. Though 

GIVE YOURSELF A CHRISTMAS BONUS THIS YEAR 

L ( *Wm 
fi- 1? 8 F _ _ I 

BY INSTALLING COMMERCIAL GRADE SEASONAL LIGHTING 
Be the first professional contractor in your area to pro-

vide holiday lighting. We'll teach 
you all you need to know and 
provide you with commercial 

grade products and supplies. 

This time proven opportunity gives all you need to 
expand your services to your existing landscape cus-
tomers, keep your quality employees working year 
round and expand your overall client base. Don't wait 
to find out more, call 8 0 0 - 6 4 0 - 9 6 2 7 today! 

HOLIDAY 
'NO FRANCHISE FEES OR ROYALTIES 

'NO MINIMUM PURCHASES REQUIRED 

PRESENCE 

F R E E P A C K I T 

•OVER 15 YEARS OF EXPERIENCE 

•TRAINING • PRODUCTS • SUPPORT 

N F 0 R M A T 
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Market Trends 
money was tighter, there was still a service 
demand, which the lower yet still impressive 
growth rates the past two years still reflect. 

MarketResearch.com foresees a slow-
growth economy and rising costs for lawn 
care services combining to soften growth 
rates for services over the next five years, 
with the days of double-digit gains gone for 
a while. Nevertheless, growth rates will con-
tinue to be positive, as demand will remain 
strong, the report said. Based on this assess-
ment, research suggests that services will 
reach more than $5 billion by 2007. 

SALARY SURVEY 

PGMS Reveals Rise 
in Lawn Salaries 
BALTIMORE - A recent Professional Grounds 
Management Society (PGMS) study shows a 
continued elevation in landscape profession-
als' salaries even during the unstable economy. 

For instance, the 2002 survey found that 
the average base salary of respondents in the 

(continued on page 24) 

Selling the Invisible: A Field Guide to 
Modern Marketing by Harry Beckwith 
Customers can't grab services off of 
shelves, stick them in shopping carts or 
wrap them up in tidy boxes. They're 
simply not that tangible or even that 
simply marketed. 

"The core of service marketing is the 
service itself," relates Selling the Invisible: 
A Field Guide to Modem Marketing by 
Harry Beckwith, a "must-read" according 
to Todd Reinhart, vice-president, Reinhart 
Grounds Maintenance, Normal, 111., who 
said the quick read inspired him to 
reevaluate how he brands his "product." 

"Everything needs to be in one 
package," Reinhart read from the book. 
"Your company needs to display one 

face, whether its your employees' uniforms 
or your marketing materials." 

Reinhart reinvented his company logo and 
carried it out consistently on uniforms, trucks 
and marketing materials after reading the 
book. "One image makes you easier to 
remember," he added. 

The author shares key service selling 
tactics based on his marketing and advertis-
ing firm background and experience with 
Fortune 500 companies, offering readers 
insightful branding nuggets. Reinhart recites 
one: "Broaden your appeal, narrow your 
position." Focusing on commercial clients 
and upselling services has altered how his 
company conducts business, he pointed out. 

"As an entrepreneur," Reinhart remarked, 
"the book makes you take a step back and 
take a look at your operation as a whole." 
- Kristen Hampshire 

1 -866-TREEGATOR 

E Q U I P 

[Çp 

T 
Many sprayers 

available 
400 gallon Pick-up Sprayer 

This unique design 
only takes up 50% 
of your bed space 

The Pump System and 
Hose Reels are 
Optional allowing you 
more Versitility for your 
Application 

_ Add another Hose Reel 
and have two Men 
Spraying out of the 
Same Truck 

3 Models available 
180 lbs hoppers 
15 to 50 gal lon tanks 
Mult ip le spray widths 

6 1 4 - 8 7 3 - 3 7 1 9 
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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 

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 HERBICIDE 

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. 
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(continued from page 22) 

manager category was $58,145, a 6.2 percent 
increase over 2001's $54,523. 

Breaking out the figures, superintendents/ 
managers said they made an average hourly 
wage of $27.87 with a $21.95 hire rate, supervi-
sors/chiefs said they made an average hourly 
wage of $19.79 with a $16.52 hire rate, foremen 
reported making an average of $15.28 per hour 
with a $12.35 hire rate, equipment operators 
said they made an average of $12.87 per hour 
with a $10.49 hire rate, mechanics reported an 
average hourly wage of $15.35 per hour with 
a $12.11 hire rate, permanent laborers said 
they made an average of $12.22 per hour with 
a $9.90 hire rate, temporary laborers said they 
made an average of $8.88 per hour with an 
$8.05 hire rate and part-time laborers said they 
earned an average hourly wage of $8.35 with a 
$7.90 hire rate. All survey respondents re-
ported an overall average hire rate of $12.41 
and an overall average hourly wage of $15.07. 

For a copy of the report for $15, contact 
PGMS at pgms@assnhqtrs.com. 

On the\j V. 
American-Lawns.com -
Affordable Landscaping & Nursery -
Valentine Lawn Care & Maintenance -
The Nu-Gro Corp. -
Snapper -
Briggs & Stratton Commercial Power -

J 
J 

www.american-lawns.com 
www.affland.com 
www.valentinelawncare.com 
www.nugro.com 
www.snapper.com 
www.commercialpower.com 

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

BUSINESS BASICS 
A Master Mix-Up 
Mike Foti, president, Leadership Builders, 
Cleveland, Ohio, suggested contractors con-
sider three vital components - people, mar-
ket and style - to improve their businesses. 

• People. Hire competent people with 
similar values, and those who are willing 
and encouraged to have opinions that may 
not match yours. 

• Market. Analyze your demographic mix 
compared to your customers. Then fill the 

ndscape.com. 

gaps with clients in your target demographic 
group. Also, spend more time with clients. 

• Style. Include new people on critical 
projects where they can earn new experi-
ences, challenges and money. Measure re-
sults and reward performance. 0 

Correction 
In the March Pesticide & Fertilizer Buyers' Guide, FMC's 
Talstar F should have been listed as a flowable liquid, 
and Talstar EZ was incorrectly labeled Talstar EX. 

Install custom landscape borders 
fast and easy. Residential and 

^ ^ ^ ^ commercial. 

Add landscape borders to^ 
your services or start a new 

business. 

Call for a free video 
and catalog!^-

The Concrete Edge Company 
(800) 314-9984 (407) 658-2788 www.lilbubba.com 
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ProSource One can help plant a big green one on your bottom line. 
We put our money where our mouth is — quality products and 
services. Because, to us, there's nothing sexier than your success. 

Welcome to a Greener World 

www. prosourceone. com 

PROSOURCE 
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PERENNIAL POWER 

'Becky' Blossoms 
Daisies have always exuded charm and friendliness, and 

Leucanthemum 'Becky' is the quintessential daisy. 

The saga of Leucanthemum 'Becky' started with Jimmy 
and Becky Stewart of Atlanta, Ga., who received a Shasta 
daisy from their neighbor, Mary Ann Gatlin, who originally 
obtained it from her mother, Ida Mae. In the 1960s, Ida Mae 
spotted this daisy blooming in an Atlanta garden and was so 
taken with it that she approached the owner and offered to 
buy a clump - the owner gladly accepted. Ida Mae had a 
successful nursery business and sold this daisy, 'Becky,' as 
a garden plant and as a cut flower. 

Unable to find a clear identity for this plant, a visitor to the 
Stewart garden, Bill Funkhouser, chose to call it Chrysanthe-
mum 'Becky' to honor Becky Stewart. This daisy with an 
intriguing history can add a notch to its belt. The Perennial 
Plant Association (PPA) has named Leucanthemum 'Becky' 
its 2003 Perennial Plant of the Year. 

PPA members selected the Becky Shasta daisy on the 
basis of its bright white flowers, sturdy stems that resist 
lodging and long bloom season. 'Becky' also has proven to 
be a lovely, dependable perennial for herbaceous borders. 

ABOUT BECKY. Con-
temporary nomenclature 
lists this Shasta daisy, for-
merly a member of the ge-
nus Chrysanthemum, as 
Leucanthemum 'Becky' 
Superbum Group. Shasta 
daisy is a member of the 
Asteraceae family and is 
a hybrid created by 
Luther Burbank in 1890. 

'Becky' has sturdy, 

Bright and cheery Becky 

is a low-maintenance 

selection for summer 

borders or container 

gardens. Plants grow well 

in full sun but do not 

tolerate excess moisture 

well. Photo: Perennial 

Plant Association 

l a w n a n d l a n d s c a p e . c o m 
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upright stems that do not require staking and grow 40 inches 
tall with a similar spread. Three-inch wide, single white 
flowers with contrasting yellow centers appear at the end of 
June or early July when other Shastas are finishing. Flower-
ing continues throughout August and often into September. 

Becky Shasta daisy grows well in hardiness zones 4 to 9, 
up to 2 to 3 feet tall. In addition, the daisy is praised for its 
ability to withstand heat and humidity, said Steven Still, 
PPA executive director. 

LANDSCAPE USE. Leucanthemum 'Becky' can grow as a 
specimen or en masse in perennial borders, in naturalistic 
landscapes, to attract butterflies and in large containers. 'Beckv' 
can even be one 
of the main stal-
warts of a sum-
mer border. 

Try plant-
ing Becky with 
Russian sage 
for a long bloom season, or place Scabiosa columbaria 'Butter-
fly Blue' (pincushion flower) in front and add Veronica 
'Royal Candles' for a lovely combination of white, blue and 
blue-lavender. For extra punch, add Crocosmia 'Lucifer' - a 
brilliant scarlet red, summer-flowering bulb. 

CULTIVATION. A top-performing cultivar of an old-fash-
ioned favorite, Becky Shasta daisy grows best in full sun and 
well-drained soil. Plants, however, do not tolerate excess 
moisture or wet soils in winter. 

Deadheading encourages rebloom and extends the flow-
ering season into autumn. In addition, stems can be cut back 
to the lower foliage after flowering to tidy the plant. 

Flower stems are strong enough to keep this daisy up-
right after a heavy rain, and the daisies - due to their robust 
habit - offer strong performance in both southern and 
northern climates. 

PPA PROGRAM. The selection of Leucanthemum 'Becky' 
marks the 14th year for the Perennial Plant of the Year 
program. The PPA membership votes to select a perennial 
that is suitable for a wide range of climate types, low 
maintenance, easily propagated and exhibits multi-seasonal 
interest. "The Perennial Plant of the Year program selects 
plants that perennial industry experts find to be outstanding 
and easily grown," Still said. 

For information about PPA, visit www.perennialplant.org 
or contact PPA at 614/771-8431 or ppa@perennialplant.org. 

Landscape contractors can obtain 'Becky' through their 
local growers or wholesalers. - Ali Cybulski D 

The author is Contributing Editor of Lawn & Landscape maga-
zine and can be reached at acybulski@laumandlandscape.com. 
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CASE STUDY 

Tree Care 
Price Points 

Pricing tree care services can be more 

challenging than it seems. Swingle 

Tree & Lawn Care, Denver, Colo., 

should know - they started tending 

to trees in 1947 and, today, the company generates 70 

percent of its overall revenue from tree-related services. 
One of the most difficult tree care pricing areas is tree 

spraying because it's so plant and pest specific, pointed 
out John Gibson, Swingle Tree's director of operations. 

To understand Swingle Tree & Lawn Care's tree spray-
ing pricing structure, one has to take a look at its service 
options. Some clients purchase a three- to four-applica-
tion annual program called "Treat and Inspect," which is 
similar to an annual lawn care program and is used to 

Deati Griess, Plant 
Health Care 
Department 
supervisor at 
Swingle Tree & 
Lawn Care, 
conducts fall tree 
fertilizations. 
Photo: Swingle Tree 
& Lawn Care 

treat local problem pests, particularly aphids, mites and 
caterpillars in Colorado. "We show up in 30- to 45-day 
intervals and treat the plants that have problems, includ-
ing preventive treatments for common insects and cura-
tive treatments for problems we spot while we're there," 
Gibson said. For other insect and disease problems, such 
as ash borers or ips beetles, the company uses a "Tar-
geted Insect" application, treating these less common 
pests on a per-problem basis. 

(continued on page 30) 

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

•JJ J^jji CLIP has partnered with V 
QutckBooks QuickBooks to introduce qCLIP 

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

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

N 
CUP Connect a/Ptrak 

Leading Today's Technology 
1S Years and Counting 

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

LOADHANDLER 

UNLOAD 3000 LBS IN 30 SECONDS! 
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www.loadhandler.com 
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Seeding with Soil. ^ 
Sensational Results. 
The revolutionary and patented seeding system on the Express 
Blower " is unlike anything you have ever experienced. Seed 
a lawn, a slope, a berm, a rooftop terrace, or even a riverbank-
all in one easy, calibrated process. Call us today and ask 
how an Express Blower " truck can increase the profitability 
of your business. 

Terraseeding" 
Erosion Control 
Athletic Fields 

Tupress Blau/er 
800-285-7227 
www. expressblower. com Express Blower™ and Terraseeding™ are trademarks, and the Express Blower design logo is a registered trademark of Express Blower. Inc. 
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(continued from page 28) 
Both of these services are priced simi-

larly. To start, Swingle Tree & Lawn Care 
crews visit clients' properties and analyze 
each site, counting the number of trees and 
shrubs and level of difficulty in spraying the 
various sized site plants. In the "Treat and 
Inspect" program, the company then deter-
mines a fixed rate that applies to each of the 
three annual site visits. "For instance, their 
program may be $70 for each visit based on 
the number of trees on their property, pro-
jections of what we call primary plant addi-
tions to the site and how much time it will 
take to inspect and treat plants," Gibson 
explained. For a "Targeted Insect"visit, per 
tree or per hour pricing is based on the same 
factors, including labor costs, which can be 
higher due to spraying entire interior 
branches to control a specific problem or 
having to accurately cover tops of large trees. 

Contracts are updated annually, and tree 
care crews revisit properties each year to 
recount trees to ensure accurate pricing. 

Typically, even if clients have the same 

plant material on a property each year, prices 
will increase 3 to 8 percent based on plant 
growth. This is where tree care pricing can 
get tricky, Gibson said. "If the tree grows 
faster than you're increasing the price for it, 
then you're losing money," he shared, add-
ing that labor and product costs range from 
23 to 40 percent, depending on the applica-
tion. "Also, you have to watch product costs. 
If product prices increase by 10 percent and 
you're only raising prices 2 percent, you're 
losing money." 

Having knowledge of plant material also 
is crucial in proper service and pricing. "You 
can train a crew to spray an ash tree, but if they 
get to the site and there are 15 ash trees, they 
have to figure out which one is infected and 
that makes it more difficult," Gibson ex-
plained, adding that the company tries to 
shorten the training curve by isolating the 
services technicians perform. "They can be-
come experts by experience if we focus them 
on one tree and disease or pest at first vs. 
teaching them about spraying for aphids on 
one property or ash borers on another." 

To aid in the pricing process, Swingle 
Tree & Lawn Care also developed a pricing 
book that has minimum service prices, in-
cluding labor and equipment costs. Since the 
company sells more than 100 different appli-
cations, this book is a vital resource. 

The book's minimum prices are listed 
per tree and per hour. Deciding whether to 
price per tree or hour is done on a site-by-
site basis. "If there is a problem on a sec-
ond tree next to one we're spraying, we'll 
add a per tree cost, but if the second prob-
lem tree is on the back of a 5-acre property 
where we have to drag a hose through a 
patio, that adds labor, so it would be based 
on the per-hour rate," Gibson explained. 
"When you do between 50,000 and 60,000 
tree care applications a year, you have to 
develop some systems to ensure you're 
making a profit and pricing fairly for the 
customer." - Nicole Wisniewski ID 

The author is Managing Editor of Lawn & Land-
scape magazine and can be reached at 
nwisnieivski@laumandlandscape.com. 
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Survey Solutions 
Customer surveys are nothing new for Mike and Karin 

Senneff, owners of Plant Interscapes, San Antonio, Texas. 

The two have been taking their customers' pulses since 

they started their business nearly 20 years ago. 
Recently, the couple took a different approach to survey-

ing clients by turning the process into an employee "game." 
The company's graphic artist designs the survey to 

resemble a game card in a 3-by-5 format using corporate 
colors. Thirty-five employees distribute the survey cards in 
four market locations to 1,100 customer contacts. Those 
technicians and their teams who receive better than a 70-
percent response rate and an 80-percent overall rating on 
the survey are eligible for a $200 check. 

The survey game begins right after the first of the year, 
explained Karin Senneff, company vice president. The idea 
is to give technicians time to refine their accounts before 
they hand out surveys to their customers March 1. Then 
they ask their customers to return the surveys within 30 
days or by the end of the month. 

Surveys ask customers to rate Plant Interscapes in nine 
areas related to people, products and performance. A "1" 

rating indicates the company doesn't meet expectations; a "3" 
rating means the company meets expectations; and a "5" 
rating shows the company exceeds expectations. 

The survey also has two optional open-ended ques-
tions, asking clients to elaborate on other areas of concern, 
Senneff said. Clients also have the option of including their 
contact information for the chance of winning a two-night 
vacation - additional incentive for completing the survey. 

Senneff said having technicians hand out the surveys to 
clients helps ensure a strong response rate. "It was approxi-
mately a 30-percent return rate - strong enough that the 
message was clear on what areas we were weak," she said. 

After tallying the surveys, the Senneffs sent thank-you 
letters to participants, sharing survey results and con-
gratulating the trip winner. 

Overall, clients and employees have embraced the new 
survey format so the Senneffs plan to do this annually. "It 
really got the service team and our customers talking and 
that in itself was great," Senneff said. - Ali Cybulski 10 

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

Plant Interscapes' primary goal is 
to take care of you, our valued 
customer. 

Our mission is to exceed our customers' 

expectations through our people of 

character, products of value and 

performance of excellence, if for any 

reason we have not exceeded your 

expectations please let us know so 

we can serve you better! 

Thank you — 
we appreciate your business. 

Please rate our service performance: omm mm 
Expectation« 

Our People 

Did Meet 
Expectation» 

Timely response to your requests 
Scrvicc is personalized to meet your needs 
Overall, how do we perform? 

What arc your expectations? 

I 2 
1 2 
I 2 

Exceeded 
Expectation» 

Professionalism of Service Technicians 1 2 3 4 
Ability of Scrvicc Technicians to care for your plants 1 2 3 4 5 
Service Technician's understanding of your expectations 1 2 3 4 5 

1 Our Products 
Cleanliness and health of your plants 1 2 3 4 5 
Variety of plants and containers offered 1 2 3 4 5 
Plants and containers achieve desired results 1 2 3 4 5 

| Our Performance 

Would you l»ke us to contact you regarding your comments? • Yes • No 

Name: Company: 

E mail: Phone: Date:. 
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Game over, grubs. MACH 2* specialty insecticide is the proven season-long force against grubs - not to 
mention cutworms, sod webworms and armyworms. And now, it's available with a standard 2-lb. per acre a.i. 
rate for all grub species. That's more power for the same cost. With its wide application window, you can 
control grubs clear through the second instar - without the need for immediate irrigation. The competition 
can't make that claim. Fact is, nobody's better at putting insects two inches below six feet under, baby. 



from the Director of "More Decimation, Same Dollar" 

No more prayers for rain, baby 
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Maximum power for 
season-long grub control. 

Dow AgroSciences 

MACH 2 
Specialty Insecticide 

www.dowagro.com/turf 1-800-255-3726 "Trademark of Dow AgroSciences LLC. Always read and follow label directions. 
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HEADS UP 
LANDSCAPE 
HEADQUARTERS: 
Albuquerque, N.M. 
FOUNDED: 1974 
2002 REVENUE: 
$8.9 million 
2003 PROJECTED 
REVENUE: $9.65 million 
SERVICE MIX: 
75 percent landscape/ 
irrigation installation, 
25 percent maintenance 
CLIENT MIX: 

90 percent commercial, 
10 percent residential 
EMPLOYEES: 1 15 full-time, 
year-round employees and 50 
to 85 seasonal employees. 
Eighty percent of the 
company's employees are 
Hispanic. 
EQUIPMENT LINEUP: 

41 trucks, 34 trailers, 7 riding 
mowers, 22 walk-behind 
mowers, 22 trimmers, 
22 blowers, 10 edgers, 
1 3 skid-steer loaders, 
two 50-hp tractors, five ride-
on trenchers, five walk-behind 
trenchers and one backhoe 
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Nufer 

3 8 MAY 2 0 0 3 LAWN & LANDSCAPE 



TEON 

Some people make decisions on impulse - trusting their guts to guide them in the right 

direction. Others use signs that appear along professional paths to help lead the way. 

Signals were definitely flashing on Gary Mallory's career course when he and a 
couple of his University of New Mexico friends, decided over a game of basketball 
one day in 1974 that they could make more money starting their own business vs. 
working for other companies. They launched Albuquerque's Heads Up Landscape, 
focusing solely on irrigation system installation and repair for residential clients 
because they had gained this experience from previous summer jobs. 

The new business owners arranged all of their college classes on Tuesdays and 
Thursdays so they could work the rest of the week. They used friends' garages to 

store equipment and operated the business 
out of Mallory's family's home. Mallory, 
who took more business courses than the 
rest of his friends, handled the estimating, 
budgeting and master plan in addition to 
working on crews. "We did a budget for 
equipment, materials and tools," explained 
Mallory, the company president. "The first 

year, we took the profits and used them to buy more of the equipment and tools that 
we needed but forgot to put in our original budget. So, realistically, we didn't take 
home any more money with our own business than we would have working for 
someone else hourly. Sure, we had a nice profit at the end of the year, but we didn't 
have any cash because we had to use it to buy equipment and pay taxes." 

The lack of cash could've been a signal to terminate the arrangement, but there 
were more right-of-way indicators than there were no-passing posts, including 
Mallory's obvious fondness for the business. "I hated being behind a desk all day, 
bored with repetitious stuff and I hated wearing a suit and tie," he said. "But in this 
job, I could dress casually and every day was different - 1 loved it." 

Despite the business road bumps and potholes that emerged along the way, 
Heads Up Landscape has grown from a small irrigation-only company to a thriving 
$9 million full-service venture, and now it's green lights all the way. 

FORKS IN THE ROAD. After a few years, Mallory realized that landscaping was 
a viable business. He started attending landscape conferences and networking with 
other contractors across the United States. 

From these interactions, Mallory learned his way around some early business 
mistakes. For example, he realized that he made one of the biggest business errors 
by taking on a job that was too big for the company - a $1-million job when Heads 
Up's revenue was only at $3 million. "I learned that you're not supposed to take on 
a job that's more than 25 percent of your total volume and I realized then 
why this job stressed the company in a lot of ways," he said. "We put the 
best people on this job and neglected our bread-and-butter customers." 

At the time, Heads Up was the main irrigation subcontractor for 
many local landscape installation businesses, one of which was owned 
by David Daniell. Since they had worked together several times, Mallory 
and Daniell forged a solid friendship. Searching for additional growth 
opportunities, Mallory knew design/build was the next service seg-
ment he wanted to add, and in 1983 he asked Daniell to "head up" a landscape 
installation division at Heads Up. As luck would have it, Daniell was looking for a 
new opportunity as well. 

But when Daniell joined the business, a majority of Heads Up's subcon-
tracted work vanished because local landscape contractors now viewed the 
company as competition. 

(continued on page 41) 

All signs 
read, 'Go/ 
for Heads Up 

Landscape, 
a $9-million 

company 

that has 
paved a path 
for continued 

growth. 

Heads Up 
Landscape 
P.O. Box 10597 
Albuquerque, N.M. 87184 
505/898-9615 
www.headsuplandscape.oom 
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Looks like an ordinary rotor. 
Feels like an ordinary rotor. 
Must be an ordinary rotor. 

Introducing the new Toro Super 800 Rotor. Looks can be deceiving. 

And in this case, its never been more true. That's because the Super 800 is 

the most versatile rotor we offer. With a 5" pop-up to clear tall grasses, 

full- and part-circle arcs and adjustable arc settings from 90° to 360°, it 

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

automatically resets if vandalized. Now that's more than meets the eye. 

For more information, contact your Toro distributor or visit us at toro.com. 
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(continued from page 39) 

For one month, the company relied upon 
a backlog of clients before Daniell started 
gaining installation customers. At this point, 
Heads Up did both residential and commer-
cial landscape jobs because the owners were 
scared of not having enough work. They 
gradually made the decision to concentrate 
on commercial clients. 

And, instead of just taking any work that 
came down the pipeline, the company became 
more selective. To target its niche clients, Heads 
Up separated its customers into A, B and C 
status. Then, it stopped taking on C-quality 
clients, who pay slow and don't offer repeat 
business opportunities - bad for long-term 
growth. Type A customers, on the other 
hand, are repeat customers who pay on time 
and hire the company for a variety of ser-
vices, while B clients - a mix of the two - are 
acceptable but secondary to A-class clients. 

TWO FOR THE ROAD. As the company 
grew and implemented these changes, it 
became evident that Mallory and Daniell 
had a different vision than the other two 
partners. They wanted to increase the busi-
ness' profitability and add services, while 
the other owners wanted to retain the 
company's size. "We spent a lot of time Heads Up Landscape, Albuquerque, 

N.M., implemented a bonus 
program this year for crew leaders and 
higher based on business profitability. 

The plan is to reach the company's 
contribution margin (what's leftover 
after paying direct and indirect costs), 
said company Vice President David 
Daniell. "For every $100,000 we hit 
beyond our goal, we set aside a pool of 
money and divide that up based on 
payroll," he said. "Employees receive 5 
percent of their yearly wage as a bonus 
if we make our goals. If we reach further 
above our goal, the percentage moves 
up to 6 percent and can go all the way 
to 12 or 13 percent." 

Crew leaders have additional 
scorecards that act as multipliers on 
their bonuses. For instance, if they only 
score a 60 out of 100 on their scorecard, 
they only receive 60 percent of their 
bonus. Scorecards track quality, 

trying to reconcile things," Mallory said. 
For years, the owners tried to merge their 

different visions into one with which they all 
could agree, and sales continued to climb 
despite their lack of focus. "For a period, we 
were stuck in the $2.5- to $3-million range," 
Daniell said. "Then the economy turned 
around and we got a bunch of extra work so 
we grew dramatically from $2.8 million to 
$4.2 million to $5.5 million to $5.8 million. It 
was good growth, but only two of us were 
really enjoying it and wanted to move for-
ward and the other two didn't want to do 
that at all. The tension increased and our 
focuses were so divided that we weren't able 
to clearly move as one team." 

Eventually, the other two owners wanted 
to leave the business and Daniell and Mallory 
agreed to buy them out in 1997 when the 
company was at $5.5 million. "The constant 
disagreements brought a considerable 
amount of stress and we felt we were only 
marginally profitable for several years be-
cause we didn't have focus," Mallory said. 
"After the buyout, everyone was on the same 
page and business became a blast again." 

Of course, once Mallory and Daniell 
agreed on a vision of continued growth and 
profitability, they wanted to start imple-

attendance, equipment damage, safety, 
etc. "If we don't make our goals, no one 
gets a bonus," Daniell explained. "If we 
do make our goals, we all win." 

The idea is to teach employees ways 
they can help the company become more 
profitable, pointed out company President 
Gary Mallory. 

Mallory said if employees understand 
where the company's money goes, they'll 
have a better idea of how they can help. 
"We try to explain to employees that every 
dollar of profit gets split four ways - and 
not four equal ways," he remarked. "The 
majority shareholder seems to be Uncle 
Sam, then there's equipment and 
education and improving benefits. They 
think it all goes into the owners' pockets -
sure, some does but not all of it." 

The bonus program is not for 
crewmembers, but Mallory said this 
provides incentive for advancement. 
- Nicole Wisniewski 

Bonus Basics 
LAWN & LANDSCAPE 

Committed 
to Excellence. 
At The Toro Company, 
were continually striving to 
better serve our customers. 
That's why we've built 
world-class manufacturing, 
testing and distribution 
facilities in Juarez, Mexico 
and El Paso, Texas. 

Our 240,000 square-foot 
Juarez facility is state-of-the-
art for the irrigation industry. 
While automated machinery 
minimizes errors, our 
continuous flow processes 
and strategic business unit 
philosophy enable every 
manufacturing team member 
to stop the production 
process at the first indication 
of irregularity. This allows 
all manufacturing team 
members to take pride in 
and be responsible for 
producing only the highest 
quality products. And it's 
part of our commitment to 
making sure our products 
are right the first time. 

But we didn't stop there. 
End-of-line product testing 
is also an integral part of 
our process. In fact, we take 
testing so seriously that 
100% of our plastic valves 
are air- and water-tested 
before they leave the plant. 
Leaving you with Toro 
products you can count on. 

It's just another way we're 
working to serve you better. 
For more information, 
contact your Toro distributor 
or visit us at toro.com. 

TORO Count on it. 

USE READER SERVICE # 3 3 

MAY 2 0 0 3 



meriting new ideas right away. "We wanted 
to try about eight million new ideas and we 
had to take a step back, narrow our ideas 
and prioritize," Mallory said. 

First and foremost, the duo had to address 
their employees, explaining to them the situa-
tion and giving them a feeling of a more secure 
future. "We spent a lot of time together talking 

about what we want out of this business," 
Daniell said. "We wanted to figure out what 
drove us so we could convey that to every-
one else and make that their drivers too. We 
put together a five-year laundry list of needs, 
and we continue to revamp our annual plans 
all the time to make sure they are fitting in 

(continued on page 50) 

Does Your S P R A Y E R Have A 
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Ask for the best - Ask for Comet ® 
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About six years ago, Heads Up 
Landscape, Albuquerque, N.M., 

added another benefit for its employees -
what it calls the Employee Assistance 
Program (EAP) - for a number of reasons. 

EAP provides employees who have 
personal problems, such as marital is-
sues, drug or alcohol abuse or money 
challenges, with a counseling type ser-
vice. "We recognize that people have 
problems outside of work that are not 
work related and can affect their jobs, 
so we wanted to provide them with 
someplace to go to help solve those 
problems," explained Vice President 
David Daniell. "Secondarily, it allows us 
to be able to give a valued employee a 
second chance when he or she violates 
company drug or alcohol policies." 

Each employee receives five free ses-
sions, and names and information are 
kept confidential, Daniell explained, add-
ing that the company can send employ-
ees who have problems that are affecting 
their work to the clinic for counseling. 
"Typically the policy is if an employee 
comes in and they are drunk, then they 
are fired. Sometimes, though, you have a 
very good employee who you really don't 
want to fire. This program allows you the 
opportunity to give that employee a sec-
ond chance." 

To offer the service, Heads Up con-
tracted with a local health provider. For 
a $9- to SlO-million company, the pro-
gram only costs about $5,000 annually. 
Heads Up is only charged per employee 
who attends a session, and this costs 
about $2.70 per employee each month. 
The company receives reports monthly 
from the clinic, listing only how many 
visits the clinic had and the nature of 
each visit. 

"Many things happen outside of our 
control in our employees' lives, like di-
vorce and gambling problems or even 
the fact that people are scared or 
stressed about what's going on in the 
world right now," Daniell said. "If we 
can provide some help for them, in the 
end we'll have more productive, happy 
people and that makes this program a 
very inexpensive, but worthwhile ben-
efit." - Nicole Wisniewski 

Assistance, 
Please 

Our exclusive 

DURAPHRAGM™ 

TECHNOLOGY 

gives you the 

reliability of a 

piston pump with 

the versatility of a 

diaphragm pump. 
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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 

State Zip-

Fax 
E-mail Address 

Do you wish to receive industry related information by E-mail? 
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why push? i S 
Attach your push spreader to your Z T R or walk-behind 
and make it into a riding broadcast spreader in minutes. 

Receive most commercial model spreaders. 
Stainless steel construction. 

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

Quik-Spreder™ Attachment 
800-608-6961 • www.quik-spreder.com 
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Same Day Shipping 
Call for a FREE 
Color Catolog 

MITE 
TYME 
ILLUMINATIONS 

513.242.8963 
www.nitetymeil luminations.com 
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Check Out Our NEW WebStore 
You Can't Beat The SAVINGS at MTI 

W W W . S P R I N K L E R S 4 L E S S . C O M 

¡¡¡g Hunter n b s * n i j h ^ i ^ 

S8 ̂  800"600" TUR R(8873) 
Order by 1 p.m. CALL US AND $A VE! 7:30 am - 5 pm 

SHIPS SAME DAY Contractor 's Choice for SPRINKLERS P T USE READER SERVICE #37 

0 n (tr iclopyr ester 13.6%) 

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

V i n e s brush 
control-
without 
spraying. 

Kills over 80 species of 
invasive vines & brush 
without time-consuming 
prep or clean up effort. 

Penetrating formula - no ^ ^ 
spraying or stem cutting 
needed. 

(continued from page 42) 

line with our mission - then we make sure to 
express that to the employees. 

"Interestingly, over about a year's time, 
most of the people philosophically inclined 
with the other two owners left and we re-
placed them with people who were more 
philosophically inclined with what we 
wanted to do," Daniell added, pointing out 
that during the few years after the buyout, he 
and Mallory have improved employee com-
munication. "We had old mission and vision 
statements that we crafted with the other 
two owners before they left and now we 
badly needed a revised mission. In May 2002, 
we brought in a consultant and our senior 
management team crafted a new mission 
statement with values. We finalized it, signed 
it and then framed it in the office. That was 
the beginning of our new vision." 

Part of this new vision included a re-
vamped tagline - "Growing Better" - that 
accompanies their logo on trucks, newslet-
ters, etc. "It's a play on words - as we want 
plants to grow better and landscapes to grow 
better, we also want to grow better everyday 
- operationally, personally, with our cus-
tomers, in sales - and if we are all thinking 
that all of the time, the results could be 
amazing," Daniell explained. "For instance, 
when you grow better in communication, 
you improve customer relations and that makes 
us more profitable - it all comes full circle." 

PROCEED WITH CAUTION. Heads Up 
originally incorporated maintenance in 1989 
because it heard about the benefits it brought 
in terms of recurring, consistent cash flow 
and higher profit margins when compared 
to installation. But the company didn't have 
the management capacity to run the division 
successfully, so it sold that then $350,000- to 
$400,000- business segment to a local con-
tractor in 1993 and signed a five-year 
noncompete agreement. "We weren't run-
ning it well," Mallory explained. "We didn't 
realize at first that maintenance and installa-
tion needed two different types of employ-
ees thriving in each business area. Plus, at 
the time, the other owners were still here and 
they disagreed with the idea that we should 
grow maintenance." 

Mallory and Daniell continued talking to 
other profitable maintenance contractors af-
ter abandoning the service and realized they 

(continued on page 52) 
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RedMax 
Strato-Charged" Engine 

Leads the charge against high fuel costs 
X" 

Unleaded 

21 9ft 
Unleaded Plus 

2 2 9 i i > 
Suner Unleaded 

23 99 

As GASOLINE PRICES continue to eat into your profits, consider the RedMax 
Strato-Charged engine. 
The RedMax Strato-Charged engine uses FRESH AIR for the scavenging 
process that cleans burned gases out of the combustion chamber. Ordinary 
two-cycle engines use fuel/air mix in the scavenging process. 
This WASTES GAS! 
According to test results from Applied Technical Services Inc., Marietta, GA, 
the RedMax EBZ4800 blower uses 35.5 fl oz/hr, vs 48.8 fl oz/hr for the Stihl 
BR420C Magnum. The 13.3 fl oz/hr difference adds up to an annual saving 
of 103.9 GALLONS (4 hrs/day, 5 days/wk, 50 wks/yr = 1,000 hrs). At $2/gal 
for gas, the annual saving is $207.80. Add two-cycle oil at 354/gal of gas 
and the total saving from one engine is $ 2 4 4 . 1 6 PER YEAR. 
How much can you save if all your machines have RedMax Strato-
Charged engines ??? 

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

(300 hour commercial durability period). 
EBZ4800 
• 47.9 cc Piston Valve Strato-Charged engine 
• Quiet: 65 dbA 
• Powerful: 458 CFM/161 MPH w/tube 
• Lightweight: 19.6 lbs. 
• Dependable: Two-stage air cleaner 
• Tube Throttle model available 
• Free Flow™ system 

BCZ2500S 
• 25.4cc Reed Valve 

Strato-Charged engine 
• Lightweight: 11.7 lbs. 
• Carbon shaft and bike 

handle models 
available 

V 
CHTZ2500 
• Blade length: 24" 

Lightweight: 11.9 lbs. 

BCZ2400S 
23.6 cc Piston Valve 
Strato-Charged engine 
Lightweight: 10.8 lbs. 
Heavy duty nylon head 
with metal insert tap knob 
Free Flow system 

• 25.4 cc Reed Valve Strato-Charged engine 
• Blade speed: 3.26 ft. per second 
• Automatic blade brake 
• Anti-vibration system 
• Front exhaust 

HBZ2600/2500 
• 25.4cc Reed Valve Strato-Charged engine 
• Quiet: 69 dbA 
• Powerful: 367 CFM/114 MPH w/tube 
• Lightweight: 8.4 lbs. 
• Heavy duty air cleaner 
• Standard assist handle 

O RedMax 

HTZ2500 
• Blade length: 30" 
• Lightweight: 12.1 lbs. 

Z E r i O R H 
k o m a i ' s u 

Komatsu Zenoah America, Inc. 
4344 Shackleford Road, Suite 500 • Norcross, GA 30093 
800-291-8251, ext.213 • Fax:678-380-6886 
w w w . r e d m a x . c o m 
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(continued from page 50) 

should probably pursue it again, but they 
couldn't until after the noncompete period 
expired. Daniell patiently waited and then 
took on the venture in April 1999, setting a 
goal to grow it to $2 million in three years. 

Adding the service was a huge chal-
lenge. First Daniell searched for an experi-
enced manager to run the field and gave 

him the title of maintenance division man-
ager, overseeing him as general manager. 
"For awhile, the two of us would sell," 
Daniell said. "Construction drove main-
tenance at first." 

Now that the work was coming in and 
the manager's time was spent performing 
the work, Daniell realized he needed a main 

The BT 4 0 Pneumatic Delivery System, the 
most powerful blower system on the market. 
• Deliver landscape products faster, smoother, and with less 

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

joints, less joints to drag across your customer's lawn, no leakage 
to clean up. 

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

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

^Hr1 C 
Peterson Pacific Corp. 
PO Box 40490 • Eugene, OR 97404 U.S.A. • 800/269-6520 • www.petersonpacific.com 

business driver to continue growing the ser-
vice, so he hired a salesperson in August 
1999. "He sold $600,000 of work his first year 
and a little more the next year, so by the 
second year we were at $1.3 million," he 
said, adding that rapid growth that first year 
did bring about some challenges. "We had 
some quality problems the first year - we 
may never want to go through a summer like 
that again," Daniell said. "Some customers 
weren't happy because we weren't able to 
keep up or fulfill some of the promises we 
made. We always think back to that summer 
as a springboard to get us planning ahead 
during the slow months so we can anticipate 
problems and be more ready for them." 

To avoid recreating that summer during 
the second year of maintenance, Daniell and 
Mallory spent a lot of time planning and 
projecting revenue for the division. "We had 
to say that when we got the work, what kind 
of personnel are we going to need and then 
how are we going to get them and what are 
they going to need in terms of equipment," 
Daniell said. "We tried to list what we could 
do to fix those problems and try to anticipate 
what would happen the following year and 
be ready. We're still doing that - we do a lot 
of planning in September each year to project 
revenue and plan personnel needs so we're 
not suffering when it comes to quality." 

Some structural changes also smoothed 
out client relations. The company used to 
have three account managers who did every-
thing from scheduling crews to functioning 
as project managers. "The problem is that all 
three of them had different styles, so differ-
ent crew leaders liked working with one 
better than another," Daniell explained. So, 
Heads Up put the most organized account 
manager in charge of scheduling and super-
vising crews and the other account manag-
ers focus on customer interaction and selling 
enhancements. "Now, account managers deal 
with client problems that come up and con-
centrate on getting client needs met quickly," 
Daniell said, adding that his goal is to have 
each account manager handle approximately 
$750,000 worth of work. 

(continued on page 146) 
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www.commercialpower.com 

your total power solution. 

Knowledge is power. We've done our homework. 

Now it's time to earn your business. We have the right 

people. The right resources. The right support. 

The right engines. Premium-grade Vanguard™ engines, 

manufactured through alliances with Mitsubishi Heavy 

Industries and Daihatsu, a member of the Toyota Group. 

We are Briggs & Stratton Commercial Power. The new 

total solution that will change the way you power 

TRUSTTHE POWER™ 

COMMERCIAL POWER 

Introducing 

Your Power Solution 

Commercial Driven Team• Customer Focused - World-Class Products - Application Expertise - Comprehensive Service & Support 
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by Bob West Josh Gamez has always 

loved business. And now loves 

the landscape business. 

Josh Gamez was introduced to the landscape industry at an early age, thanks to his 

grandfather's landscape firm. "I still remember working for him when I was 12 years old and 

I had to trim the shrubs at about 30 Burger Kings a day," he recalled with a laugh. 

Growing up, Gamez always knew he wanted to own his own business, and he started 
early. He and his brother Justin formed a window-washing business when Josh was still 13 
years old. 

By the time he was 18, the landscape industry beckoned, and he started his landscape 
company. This year marks his seventh year in business, and Gamez has set his sights 
on crossing the $1 million mark by year's end. 

Josh Gamez says being part of a franchise system offers 

the best of both worlds. Photo: U.S. Lawns 

PART OF A TEAM* The early days for Gamez weren't 
all that different from most contractors' beginnings. 
Gamez' first customers were residential maintenance 
jobs - six, to be exact. After a couple of years, Gamez 
knew commercial maintenance was where he wanted to be. "I 
knew where the stability was," he reported. 

Growth was slow and steady in the early years, but by 2000 
Gamez decided to take a different approach. He saw the benefits 
of being part of a bigger team, so he purchased a U.S. Lawns 
franchise, renamed his business that, moved to a different mar-
ket and even gave up half of his contracted business to do so. And 
he hasn't looked back since. 

Sales topped the $300,000 mark in 2001, winning him U.S. 
Lawns' Rookie of the Year award, and he surpassed $500,000 in 
2002. Gamez said being part of a franchise network gives him the 
best of both worlds - he still has the control associated with 
being the owner /operator, but he also enjoys the benefits that 
large firms enjoy. 

"Here's the key to our business - we have the power of a 
national company," he observed. "My purchasing power is the 
same that the national companies have. And while our systems 
may not be exactly the same, we do have them in place and we're 
coordinating everything through a regional and national level. 

"But the clients still want to see the owner, the person who 
makes the final decisions," Gamez continued. "No other com-

(continued on page 56) 

U.S. Lawns of 
Bridgewater 
389 Pittstown Road #1 
Pittstown, NJ 08867 
908/238-9191 
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WE'RE YOUR PARTNER 
Irrigation Design and Planning 

When you jo in the John Deere 
Landscapes Partners Program, you 
qualify for a wide range of professional 
benef i ts that w i l l add value to 
your business - and improve your 
profi tabi l i ty. For example, we can 
assist you with job site support and 

can prepare irrigation plans for your 
large residential and commercial 
projects. We also offer technical 
training on products that will save you 
time. Plus, you will receive qualified 
job leads and referrals. You will also 
be able to offer your customers 

landscape f inancing through John 
Deere Credi t . Stop by and get 
acquainted with your local branch 
today. Along with landscape, irrigation 
and nursery supplies, John Deere 
Landscapes offers new services to 
enhance your business. 

B S J O H N DEERE 
— LANDSCAPES 

More Than 250 Branches Nationwide 
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(continued from page 54) 

pany in the country can compete with that." 
Gamez is quite the owner/operator, put-

ting in 70- to 80-hour work weeks in the 
spring with his typical workload requiring 
50 hours of weekly work in season. Much of 
this time is spent interacting with custom-
ers, particularly during the spring. 

"I've been doing a lot of walkthroughs 
with clients this spring," he said. "I do this 
with all of my clients on our new jobs to make 
sure we're on the same page. My assistant 
comes with me, and we produce a quality 
control report and grade the account, and 
those documents give us something to fol-
low up on in terms of potential enhancement 
sales later on." 

Gamez prides himself on these critical 
client relationships, since he handles sales 
for the company. "The key [to customer 

Josh Gamez understands the value 
of selling enhancements to his cus-

tomers. More than 30 percent of his 
company's sales come from this type of 
work, and enhancements contribute 
more heavily to the bottom line thanks 
to the work of his dedicated four-person 
enhancement crew. But Gamez doesn't 
necessarily agree with the way he sees 
many contractors sell this work. 

"I think there's a bogus way of doing 
business out there around enhance-
ments," he shared. "Too many people 
bid maintenance contracts low and then 
just pound the customers on the en-
hancements because they're only get-
ting 5 percent margin on the mainte-
nance work but they're getting 30 per-
cent on the enhancements. 

"I give a competitive maintenance 
price based on a 10 percent margin and 
I look for a 15 percent margin on en-
hancement work," he continued. "The 
enhancement jobs are often bigger dol-
lar jobs for us, so they're still very profit-
able, but this way I'm being fair with 
my customers as well." Bob West 

Enhancing Sales 
5 6 MAY 2003 

retention] is being in your customer's face, 
being proactive and greasing the wheel be-
fore it squeaks," he related. "I know all 
facets of my customers' jobs. I measured 
them, I sold them, and I can back up what I 
promised. That's a big difference from hav-
ing a company where the salesperson sells 
the work, the branch manager administers it 

and the account manager is on it. That sales-
person is never seen again by the client." 

THE HAPPY TEAM. Gamez also gives 
credit for the company's success to his em-
ployees, who he expects will top out at 16 
this summer. Gamez appreciates that a staff 
this size still affords him the opportunity to 

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



E5SIUHS 
build personal relationships with everyone. 
"I don't know what I'll do in the future when 
we have 40 or 50 employees, but right now I 
do things like taking everyone out to dinner 
together once a month," he shared. "You'd 
be surprised how far a few large pizzas. 
Secondly, I never walk through a job with-
out stopping and talking to the crew on the 

job, even if it's just to say hello or crack a 
joke. My employees are also well paid, and 
the fact that we're growing fast enough that 
guys who started out at $8 an hour two years 
ago to run a string trimmer are foremen 
today really helps keep them around." 

But Gamez' relationships go deeper than 
breaking bread and sharing a laugh. For 

TO 
• • . 

Some things 
are supposed 
to be yellow. 

example, he sits down with each foreman at 
the start of every year to identify their goals 
for the coming season. "I discuss their busi-
ness and personal goals with them, because 
work and personal goals mesh together even 
if people don't want to think so," he ex-
plained, citing one foreman's goal from the 
beginning of last season as an example. "His 
goal was to get a car last year, so we came up 
with a gameplan and I helped him with 
budgeting and saving his paychecks, and 
today he has that car." 

Gamez has three foremen running mow-
ing crews, along with a four-person enhance-
ment crew (see "Enhancing Sales, p. 56), a 
two-person remedial crew and a two-per-
son detail crew. 

"Enhancement work is something that 
we only do for our maintenance customers," 
Gamez explained. "I don't want our employ-
ees working for ABC Property, who isn't a 
maintenance customer, and neglecting a 
maintenance customer at the same time. Our 
enhancement work is part of an entire ser-
vice package." 

In addition, Gamez differentiates en-
hancement work from remedial work, which 
he defines as overseeding, removing dead 
plants, etc., in order to maximize efficiencies. 
Enhancements are work such as new bed 
planting, retaining wall installation and pa-
tio construction. 

Meanwhile, the detail crew focuses on 
weeding, light remedial work, bed detailing, 
pruning and so forth for the three mowing 
crews' properties. "I call that a split crew 
because they're on the same properties as the 
maintenance crews, but all the mowing crews 
do is mow," Gamez noted. "I don't want 
them to stop mowing at 3:00 each day and 
then walk around for two hours with a back-
pack sprayer. 

"The efficiency we get out of this is phe-
nomenal, and that lets us be competitive 
price-wise in the market," he added. "You 
just have to know how to synchronize crews. 
If you can put that puzzle together you get 
some real efficiency, which means you can 
work with less people. That means you're 
using fewer manhours and you've got better 
prices. That's what clients like." • 

The author is Editor/Group Publisher of Lawn & 
Landscape magazine and can be reached at 
bwest@lawnandlandscape.com. 
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Special Focus: SKID STEERS 
By Enloe Wilson Skid steers offer 

contractors a 
thousand tools in one. 

Perhaps the ideal machine is one that would find clients, 
perform complex installations, mow weekly, bill, collect 
and pass the chips and salsa all by itself. 

Chances are, most power equipment manufacturers 
are a ways off from developing a toy to make life quite so 
carefree for landscape contractors. But in the meantime, a 
few other technological wunderkinds are bringing un-
matched expediency to the jobsite - skid steers being chief 
among them. 

Drilling holes, planting trees or transporting sod pal-
lets, skid steers afford versatility equal to that of an entire 
garage of one-trick hardware. And because they come in a 
variety of sizes, powers and ergonomic and control con-
figurations, they offer reasonable specificity to a number 
of scenarios. 

Of course, contractors still have to do their homework 
before buying one. 

A variety of applications, sizes and configurations make the skid steer perhaps a 

contractor's most versatile crewmember. PHOTO: Caterpillar 

CONSIDER THE JOB. Though a skid steer's greatest 
asset is its adaptability, no one model can accommodate 
every possible situation. For that reason, contractors should 
consider the circumstances for which the equipment is 
intended, said Brad Lemke, director, new product devel-
opment, ASV, Minneapolis, Minn. 

"Contractors first need to decide how they are going to 
use the machine," Lemke said, citing a number of ques-
tions to consider: "Are the areas small, confined spaces? 
Are they on an incline? What are the specific job require-
ments? How rigorous will the work be? What are the 
terrain types? Do they need to cross asphalt or delicate 
ground, for example, without creating damage?" 

These sorts of particulars can aid in narrowing down 
the right skid steer, the field of which continues to grow in 
forms and functions. "Just a few years ago, your average 
skid-steer maker offered [just a few] different models," 
Lemke pointed out. "Today you'll see a much greater range 
of sizes, specifications and prices." 

Regarding costs, skid steers range from about $15,000 to 
$30,000 - and $10,000 to $17,000 for their smaller counter-
parts, the compact utility loader - based on a variety of 
specifications, including size, power and amenities, said 
Lemke. Depending on what a contractor wants, the market 
is wide open, and for that reason, he suggested, after 
pausing to consider job requirements, equipment buyers 
should next be sure they're up to date on some of the most 
discussed points of the instruments themselves. 

PONDER POWER. In gauging productivity, users com-
monly equate a machine's raw power with the notion of 
optimized labor. But while the two are related, explained 
Lance Schulz, loader product specialist, Bobcat, Fargo, 
N.D., a properly used machine works smart, not necessar-
ily hard. 

"In terms of power efficiency, you have only one ques-
tion to answer: Can a machine spin its own wheels?" Schulz 
posed, explaining that just as a low-horsepower skid steer 
can hinder a demanding grinding or digging job, one with 

(continued on page 60) 
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S K I D STEERS 

too much power for a lighter task will waste 
energy - and your money, since engine 
power highly influences a unit's cost. 

But Schulz cautioned that skid-steer buy-
ers mustn't consider horsepower alone when 
considering a machine's muscle. "Power 
strictly in terms of horsepower is a fallacy. 
You have to look at an entire system," he 
argued - hydraulic pump capacity, for in-
stance. "Horsepower is a great spec, but 
what we try to do is have contractors focus 
on other specifications that may be more 
important to their applications." 

Of the models available, 17 gallons per 
minute is about the average hydraulic pump 
capacity, Schultz said. "For landscape con-
tractors, that's generally sufficient, and we 
don't see them needing additional flow, ex-
cept for those companies that frequently use 
more demanding attachments like stump 
grinders, chippers or tree spades." For those 
operations, high-flow pump fittings are 
available that afford increased hydraulic 
pressure to demanding jobs without con-
tractors having to altogether upgrade to a 
larger machine. 

Another important power gauge, accord-
ing to Dan Rafferty, product sales manager, 
Takeuchi, Buford, Ga., is a skid steer's oper-
ating capacity. "In most applications, really 
what you're doing is moving materials," he 
said, "so it's important to look at how much 
of a load a machine can handle." 

As manufacturers try to deliver units in-
creasingly suited to meet the demands of 
even the most rugged jobs, power markers 
have reached ever higher. "Where operating 
capacity goes, 10 years ago, the most popular 
skid steers were in the 1,300- to 1,500-pound 
range," Rafferty recalled. "New models are 
breaking into the 3,000-pound range." Like-
wise, horsepower continues to climb, with 
some of the latest models breaching the 100-
horsepower mark, he added. 

But Rafferty predicted the race toward 
higher power will slow in coming years, 
pointing out that engine output in excess of 
100 horsepower comes along with prohibi-
tive pollutant emissions. Also, though the 
idea of increased power is attractive to some 
contractors, Rafferty reminded the machines' 
primary appeal is versatility, a quality com-
promised at inordinate levels of power and 
its corresponding size. 

Down Under's SMALL WONDER 
When it comes to servicing a particularly persnickety site, never call on a big guy to do a 
little guy's job. That's what contractors are increasingly learning with the versatility, conve-
nience and maneuverability of mini skid steers or compact utility loaders. 

Since their North American debut about six years ago, these pint-size cousins of the 
skid steer have gradually earned a place of respect among the equipment caches of both 
commercial and residential contractors, said Galen Seidner, Southeast regional manager, 
Kanga Loaders, Broken Arrow, Okla. 

"They'd been on the market since about 1981 in Australia, but most contractors in the 
United States simply didn't know what they were," explained Seidner, who said manufacturers 
eventually began North American production of mini skids at the cue of enthusiastic and 
world-watching clients who'd seen or heard about what they could do. 

So, what can they do? 
Among other things, "[they] can normally eliminate the need of about two to three 

people from a job," said Seidner. "There's such versatility. Buckets, backhoes, augers -
there are about 4 0 to 50 attachments available for compact loaders, and they're easy to 
change. If an attachment is non-hydraulic, simply flip and lock the quick attach brackets; if 
hydraulic, pumps just have to be attached." Altogether, the switching process - affording 
contractors innumerable machines in one - takes no more than a couple minutes, Seidner 
estimated, and several manufacturers are researching standardized attachment mecha-
nisms for added convenience across makes and models, informed Trevor Jubenville, mar-
keting manager, Ramrod Equipment, Yorkton, Saskatchewan. 

Mini skids are powerful, too. With the most tenacious mini skids on the market offering 
engine powers up to 30 horsepower and hydraulic pump capacities reaching 20 gallons 
per minute at 3 ,000 psi of pressure, "[these machines] are compact hydraulic work plat-
forms capable of powering dozens of applications where manual labor would be called 
for, but may be too rigorous or inefficient for a human crew," explained Jubenville. 

Moreover, while mini skids wield impressive power and versatility rivaling larger units, 
their compactness avails extended utility. In fact, "the No. 1 reason contractors would 
want a mini skid steer remains size," Jubenville held. 

He pointed out that with significantly smaller platforms than skid steers - as low as 30-
inches-wide-by-51 -inches long - mini skids can not only access narrowly gated areas and 
tight spots, but also do considerably less damage to serviced areas. "At about 1,000 
pounds less than the average skid steer," he said, "the smaller machines apply only about 
2 to 3V2 psi to terrain." 

Improved safety is another bonus of a mini skid's small size, Jubenville added. "About 
60 percent of all skid steer injuries occur with a contractor getting in or out of the ma-
chine," he said. "With a mini skid's stand-behind design, that is no longer an issue, and a 
contractor has a full range of vision." 

But despite all the assets of a skid steer, manufacturers maintain its popularity doesn't 
threaten the marketability of its larger relative. "Skid steers and compact loaders are two 
very separate pieces of machinery," Jubenville said. "Where one offers power, strength 
and large-capacity work for bigger, open jobs, the other provides controlled power and 
accessibility for more defined applications. And often the two coexist to complement one 
another on a job site" - Enloe Wilson 

DAVID OR G O L I A T H ? Ultimately, all size 
ranges of skid steers and compact utility load-
ers have their place in the landscape - many 
contractors, in fact, utilize both, manufactur-
ers agreed. But job specifics can shed light on 
which instrument at which size is best in a 
given scenario. 

From a logistical standpoint, "if you're try-
ing to get into a 34-inch-opening barn, you just 
can't use a 73-inch-wide loader," quipped 
Rafferty. But what's more, "you're not going to 

use a 5-pound sledgehammer for a finishing 
nail." Not only would the idea be an inefficient 
use of power, he pointed out, but the poten-
tial to do more damage than good to the work 
area is greater. Mammoth units simply are less 
appropriate for the evolving face of grounds 
services, he contended. 

Brad Paine, associate marketing manager, 
Toro, Bloomington, Minn., agreed. "Landscap-
ing has changed over the years, with more and 

(continued on page 62) 
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more jobs characterizing a move toward high-end applications 
in smaller, more developed areas," he said. Those articulated 
jobs require the precision of smaller units, a fact that has 
heralded domestic popularity of smaller skid steers and 
Australia's brainchild, the compact utility loader. 

While the standard skid steer commands more lifting, 
moving and excavating tenacity, compact utility loaders offer 
work at a considerably lower impact to turf, pointed out Trevor 
Jubenville, marketing manager, Ramrod Equipment, Yorkton, 
Saskatchewan. Weighing about 1,000 pounds less than a mid-
sized skid steer, "you can get an average mini skid on and off 
a job without knowing it was even there," he said. This benefit 
is of importance in wetter climates and periods of high precipi-
tation, when turf may be particularly delicate. 

Other benefits of these units include unobstructed visibility, com-
paratively friendlier prices than those of full-size skid steers, the 
safety of being unfettered to a machine, easier transport and the 
preservation of trailer space, manufacturers cited. 

Attachments are the crowning glory of these machines, and 
manufacturers consistently churn out an array of work tools that 
broaden the scope of applications for both compact utility loaders 
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possible situation. For that 
reason, contractors should 
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for which the equipment is 
intended. 
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FEEUN' GOOD. Amid all other op-
tions, the best machine is one that brings 
maximum comfort to an environment 
where mud flies, trees rise and fall and 
the earth quakes. To this end, manufac-
turers are always thinking of ways to 
bolster the ergonomic qualities and us-
ability of their products. 

User-friendly controls, multilingual 
displays, improved suspension, cab 
sound insulation and climate control 

are among the most popular amenities adding comfort and ease to the 
mix of sellable skid steer features, said Rafferty, who mentioned, "the 
purpose of all these is keeping the operator from becoming [flustered]. If 
after six hours, he's thinking more about clocking out than the job at hand, 
he's 1) less productive, and 2) not as safe." 

Features like hydraulic pilot joysticks or servo-assisted arm controls 
not only add necessary strength to the handling of certain attachments, 
but they can greatly boost comfort for the operator. "They're basically 
the equivalent to power steering," Rafferty suggested. 

Hi-tech suspension systems are another measure making skid-steer 
operation more pleasant, he added, describing technologies that now 
allow a user to dial in his/her own weight to allow for electronic shock-
absorption adjustments. And air conditioning, once an option on only 
the most select models of skid steers, is now showing up as a standard 
feature on many units. 

While some extras remain mere frills to frugal contractors, Lemke 
said increasing numbers of buyers consider the value of embellishments 
to be worth the added investment. "On cheaper machines, where cost is 
already a consideration, contractors go with some options less fre-
quently," he shared. "But as they move to more expensive machines, 
they don't mind spending the little extra money to keep their guys 
happy, we find." 

THE FUTURE. Manufacturers are tight-lipped about specific 
innovations for their machines, but many suggest current re-
search and development is heavily focused on easier instrumen-
tation, ride stability, maneuverability, speed control and conve-
niences such as improved attachment standardization. 

But whatever's going on behind closed doors, contractors can 
be sure manufacturer investment to bring added functionality to 
these products won't be minimal, Schulz suggested. Producers 
recognize the aggressive demand for these versatile and 
laborsaving units - and in asserting their own place in that 
market, "every manufacturer is always trying to raise the bar with 
what their products have to offer," he pointed out, "so that 
ultimately they can sell more machines." H 

The author is Associate Editor of Lawn & Landscape magazine and can 
be reached at ewilsott@lawnandlandscape.com. 
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Special Focas: SKID STEERS 
By Enloe Wilson 

PÉRFECT 

Selecting the right 

attachment for the job 

turn skid steers into 

invaluable multi-task 

machines. Photo: 

Bobcat (topi and John 

Deere (bottom) 

From 
augers to 
backhoes, an 
arsenal of 
attachments 
makes the skid 
steer the 
perfect 
beast of 
burden. 

A skid steer without attachments is like a tiger without teeth, 
a bear without claws or a scorpion without a stinger. 

From vibratory plows to grading rakes to back-
hoes, these diversified add-ons give the creature its 
"bite/7 offering tremendous labor savings on the jobsite 
and slashing overhead costs in the financial ledgers. 

A WIDE ASSORTMENT. Estimates regarding the 
number of skid-steer attachments on the market range 
from 50 to more than 100, depending on whom you ask, 
and a steady stream of new arrivals - the work of both major 
manufacturers and third-party producers - always keeps 
the tally growing. When you consider not only the 
types of work tools available, but their various sizes, 
capacities and fabrications, the approximate numbers 
mushroom further, said Kent Pellegrini, skid-steer 
work tool marketing manager, Caterpillar, Peoria, 111. 

"There could easily be up to 500 different work tools 
out there, based on the variables you consider," Pellegrini 
held. "And ongoing developments are always contribut-
ing to those numbers." 

Contractors certainly are taking advantage of that 
breadth of choices. While market researchers have 
only recently begun to track skid-steer attachment 
sales, according to Craig Hammann, general man-
ager, CE Attachments, Cedarburg, Wis., preliminary 
figures suggest the global work tools industry will 
enjoy vigorous activity on the shoulders of an annual 
$1 billion global skid-steer market. 

Pricewise, work tools range based on fabrication, 
movable parts and hydraulic capacity, explained 
Gordy Stahl, national sales and applications special-
ist, Glenmac, Jamestown, N.D. Standard, non-mov-
ing, non-hydraulic attachments - mere slabs of metal, 
Stahl joked - generally fall below $2,000. Such attach-
ments might include pallet forks, tooth bars and 
buckets. More intricate, fabricated hydraulic work 
tools - snow throwers and 4-in-l buckets, for instance 
- range from $2,000 to $4,000. Attachments with 
numerous hydraulic parts and settings - grapples, 
augers and power rakes, to name a few - generally 
sell for more than $4,000, he continued. 

"Of course, you get what you pay for," pointed 
out Pellegrini, mentioning that it's not unheard of for 
particularly high-end attachments to cost tens of thou-
sands of dollars. What a contractor is willing to spend 
on a work tool should be largely related to the amount 
of work he'll need it for, Pellegrini said, reminding 
attachment buyers to consider their most frequent 
jobs as a gauge to how much they should be investing. 

WISE BUYING. Given their sometimes-
weighty costs, select attachments can rival the 
price of a skid-steer unit itself, Pellegrini 
pointed out. But he reminded contractors to 
understand the vital significance of add-on 
work tools to their labor capacity and, thereby, 
their bottom line. "When you talk about tools, 
you should talk about them in terms of an 
investment, not a deal," he held. 

To offer maximum return on that invest-
ment, dealers and manufacturers are finding 
success in offering value-added incentives to 
potential skid steer and attachment buyers. A 
number of producers furnish warranties and 

(continued on page 66) 
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extended service agreements, Pellegrini said, 
and some distributors offer a package of 
standard attachments at a premium cost to 
purchasers of new machines. 

Particularly with the latter option, buy-
ers should seize the opportunity to maxi-
mize their dollar power, Pellegrini said. Be-
cause the separate retail costs of, say, five 
work tools could be overwhelming, the sav-
ings of buying them in a package deal could 
be significant. "To get the most bang for the 
buck, contractors should again ask them-
selves what their daily applications are," he 
suggested. "If they're going to be construct-
ing on slopes, they may want to go with a set 
of augers. If they do lots of paver work, they 
might consider a vibratory compactor. Just 
like with a skid-steer purchase, companies 
have to know the nature of their work to 
make the best buying decisions." 

"As a rule of thumb, contractors shouldn't 
buy an attachment [they use] for less than 20 
percent of their job," Stahl offered. 

Hammann said concerns of attachment 
buyers regard products' lifespan and which 
makes and models are the most reliable. Yet 
comparisons aren't easy to make, he said. 

"The hardest thing about attachments is 
the difficulty in comparing apples to apples," 
he said. "Skids steers, for example, are simi-
lar, mature products with prescribed specs 
that are measured across the industry - pump 
capacity, breakout force, horsepower. Un-
fortunately, that's not the case with attach-
ments - they're all so different across brands 
and even more so across attachment types. 
There aren't too many rules of thumb from a 
comparative specification standpoint." 

Hammann said the most reliable mark-
ers in predicting a product's life will be how 
it's used, with what frequency and what 
care it's given. As with an automobile, he 
illustrated, frequent, rigorous use with mini-
mal upkeep will hasten a tool's demise, while 
more moderate use and preventive upkeep 
will see an attachment last longer with fewer 
repair concerns. "If you're abusing a stump 
grinder daily with no maintenance, the 
lifespan might be two years," he said. "But, 
if you use it properly - not for prying roots 
and other things, for example, and you keep 
it lubed and change the bushings as re-
quired, it will last much longer," he said. 

To make sure you're getting a quality 
product, Hammann advised contractors to 
rely on manufacturers and dealers they trust, 
and whose companies have a good track 
record of customer support and service. 

Stahl agreed. "Buyers should consult 
manufacturer videos to see the basic charac-
teristics of a tool, and dealer and manufac-
turer application experts should be available 
for demonstrations," he said. He further ad-
vised companies to involve their crews in 
purchasing decisions. "That way, when an 
attachment makes it to a fleet, everyone 
knows what was involved in picking it, how 
it's used and ways it can help." 

Stahl stressed that contractors should pay 
attention to an attachment's particular specs, 
along with price and job requirements, when 
shopping. Attachments come in a variety of 
configurations, he cautioned, so knowing 
your needs comes in handy. 

"While you can buy the biggest [power] 
rake on the market, for example, you might 
have to face issues of mounting compatibil-
ity, storage and even weight," he shared. 
"Don't forget that your trucks and machines 
have to burn fuel to support and transport 
these tools." 

As compatibility goes, Stahl reminded 
contractors to be sure an attachment is well 
suited for the machine upon which it will be 
mounted. "Fortunately, attachments basi-
cally all use universal couplers and quick-
attach mounting mechanisms," he said, but 
he cautioned that other specs have to be 
considered. A user should be aware that a 
loader with a 16-gallon-per-minute hydrau-
lic capacity can't yield maximum output 
from an attachment with a 20-gallon-per-
minute upward limit, for example. 

Additionally, some manufacturers are 
experimenting with proprietary electrical 
configurations in hopes to forge cross-prod-
uct brand loyalty. "Buyers should be aware 
of those types of things before making a 
purchase to save themselves the frustration 
of buying a work tool that just doesn't work," 
he explained. m 

The author is Associate Editor of Lawn & Land-
scape magazine and can be reached at 
ewilson@laumandlandscape.com. 
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S K I D STEERS 

WORK TOOLS 101 
Once jobsite, base machine and attachment variables are 
covered, contractors benefit greatly from some basic familiarity 
with the broad range of work tools available. Lawn & Landscape 
asked several skid steer attachment manufacturers to list their most 
popular fixtures for the landscape industry, and based on sales 
information from ASV, Bobcat, Toro, Kanga Loaders, Glenmac, 
Caterpillar, CE Attachments and Ramrod Equipment - a division 
of Leon's Manufacturing, the Top 10 favored tools, along with a 
brief description of each, include: 

1 • 

1 O. SOIL CULTIVATORS. This attach 
ment provides deep ground preparation for 
planting by breaking up, aerating and filter-
ing large, undesired debris from soil. Various 

cultivator designs enable contractors to move rocks into a recep-
tacle or bury them several inches below newly turned beds. 
Some models come with attachable boxes to allow cultivation 
and seeding in a single pass. 

9 . V I B R A T O R Y P L O W S . These offset 
ting plows are similar to trenchers in that they 
burrow lengthwise, and less often vertically, 
within terrain. Vibratory plows produce a nar-
rower excavation, however, than trenchers, 
with less disturbance to the surrounding soil 

because manufacturers craft them for the installation of thin, linear 
below-grade components like cables, wires, flexible conduits and 
piping. Some vibratory plows perform well even in muddy, soft 
and other adverse ground conditions, and can handle rocky or 
sandy terrain. Spool carriers to assist in running wires and cables 
are a popular option on some models. 

8 . S T U M P G R I N D E R S . Stump grinders 
are fast-spinning, metal-toothed wheels that, 
when applied to a tree stump, will shred it 
down to wood chips well below the 
ground's surface. Some models feature an 
adjustable-angle wheel to allow for below-
grade root chasing. 

7 . DOZER BLADES. Tilt and angle 
these blades, available in a variety of 
widths, right or left for easy pushing of dirt, 
rocks and snow. Other popular applica-
tions include backfilling and grading. Extra-
thick "U" blades are available for particu-
larly severe dozing applications and teeth 

and fork attachments can furnish extra load control. 

6 . T R E N C H E R S . These tools work by 
cutting a lateral slice through the ground like 
a chainsaw. Trencher models offer various 
torque, depth and horsepower settings, 
and contractors use them for the installation 

of below-grade components like fence foot-
ings, lighting, cables and wiring and irriga-
tion mechanisms. Trench compactors also are 
available to make quick work of firmly refill-
ing excavations. 

5 . B A C K H O E S . With reaches exceed-
ing 1 2 feet on some models, backhoes pro-
vide exceptionally deep digging and far-
reaching soil displacement. Related acces-

sories include ripper teeth to loosen hard, frozen or com-
pacted soil and stabilizers, which anchor a skid steer during 
rigorous excavation jobs. 

4 . POWER RAKES. Power rakes are 
used for tasks such as sod, vegetation and 
rock removal or seedbed and site cultiva-
tion. Adjustments on many models allow 
contractors to control the angle of the rak-
ing pattern, and some manufacturers offer 

designs with adjustable edge plates, allowing the tool to 
double as a box scraper. 

3 . FORKS (PALLET, UTILITY, 
T R E E ) . From tree and shrub transport to sod 
pallet, lumber and stackable load toting, 
forks serve a variety of purposes in landscap-
ing jobs. Tree forks feature adjustable tong 

angles to allow the gentle yet confident grip of root balls, and 
pallet forks often come with adjustable tong widths to carry car-
gos of varying lengths and sizes. 

3 . A U G E R S . Available in a range of di-
ameters and drive types, augers come in con-
figurations designed for drilling vertically 
through a number of materials - soil, rocks, 
frost, and tree and shrub stumps. Augers can 
quickly hollow out multiple holes with consid-
erably less effort than manual methods, mak-
ing them ideal for setting posts in the ground 
- for fences, decks and other footing. Reverse 
rotation settings allow easy withdrawal from 
the ground. 

1. BUCKETS (STANDARD, 4 - I N - l , 
LIGHT MATERIALS). An array of 
buckets facilitates removal and transport of 
soil, sand and other jobsite debris. Available 
in a number of configurations, the group 
ranges from narrow buckets that enable light 

material carrying in small spaces to larger 4-in-l units, which al-
low contractors to grapple, scrape, dig and doze heavy loads 
and dump materials through the bucket opening into high-wall 
containers. - Enloe Wilson 

Photos: Toro 
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Our Dirty 
Little Secret 

Is Out. 
V I" 
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Introducing the Ditch Witch SK500, a powerful track-mounted mini skid steer in a small, walk-behind package. 
With its 24 hp (18 kW) Honda engine, dual hydraulic gear pumps and 500 lb. (227 kg) lifting capacity, the SK500 
delivers all the reliable power you've come to expect from Ditch Witch equipment. Its simple, intuitive control 
design includes pilot-operated controls for each of the two independent hydrostatic ground drive pumps, so even 
a novice operator can be working proficiently in a minimal amount of time. Add in the SK500's wide assortment of 
optional attachments - which include lift buckets, adjustable pallet forks, a trencher attachment, an augering 
attachment, and many more - and you've got versatility to spare. The fact is, the SK500 has so many big features 
and options, you really need to see it for yourself. So stop by your local Ditch Witch dealer today, and tell them 
you're ready to take the SK500 for a spin. 

m Ditch Witch 
U N D E R G R O U N D A U T H O R I T Y 

WORLDWIDE.™ 
ditchwitch.com 
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Special Focus: SKID STEERS 
By Enloe Wilson 

Need that skid steer for the 
long haul or just for now? Experts 
say consider the merits of several 
financing options. 

While a stock of versatile and reliable equipment is the 
lifeblood of landscape service providers, capital purchases 
can drain both the sanity and coffers of many contractors. In 
deciding the best route to acquire these necessary tools, 
companies need to carefully consider several options, ex-
perts shared. 

Bill Armstead, fleet and sales manager, Rental Service 
Corp., Denver, Colo., pointed out the trend in acquiring skid 
steers has moved toward rental in recent years, explaining 
that this option offers the comfort of trying out equipment 
minus the intimidation of an expensive commitment. But 
two other alternatives - financing a purchase and leasing -
remain competitive based on varying needs, he said. 

FACTS OF FINANCING. Though rentals are growing in 
popularity, purchasing remains the favored mode of acquir-
ing units like skid steers, said Armstead, and the option has 
taken a new face with a number of competitive loan pro-
grams that suit the circumstances of would-be owners. A 
broad range of contract lengths, interest rates and payment 
arrangements, for example, offer cash outlay options. 

"Generally, the longer the financing term, the higher 
the interest rate," reminded Terry Baumgarten, marketing 
manager, Caterpillar, Peoria, 111. "Zero-percent interest 
for 24 months is a very attractive incentive to buy now and 
has become pretty much a recent standard." The two-year, 
no-interest arrangement is ideal for contractors who can 

afford to make the quickest, cleanest purchase while 
avoiding accrual of interest, he said, but extended terms 
- 60 months at 4.9-percent interest, for instance - might be 
a better option for those companies that would benefit 
from lower interval payments. 

Other options also are available to accommodate 
unique situations. 

Some lenders offer "skip" payments portioned to those 
months of the year that see the heaviest contracting work, 
Baumgarten said. Under this arrangement, borrowers needn't 
worry about making payments during times of the season 
with the slowest revenue stream. Other lenders tend toward 
a "variable payment" option - requiring lower payments 
during slower times - to address seasonal lulls, feeling more 
confident with provisions that keep borrowers accustomed 
to interval payments, he suggested. 

THE LEASING LOW DOWN. Leasing is an option for 
contractors who want to take advantage of extended skid-
steer use without the approximate $20,000-plus-interest com-
mitment to buy. 

"Depending on the circumstances of a company, leasing can 

7 0 MAY 2003 • Skid Steers www.lawnandlandscape.com LAWN & LANDSCAPE 

http://www.lawnandlandscape.com


Incentives designed to level the playing field between purchasing, renting and leasing are offering would-

be skid steer owners widening options where financing is regarded. PHOTO: Cat Rentals 

be less expensive than financing a loan, easier 
to get approved, less cumbersome to credit 
and it offers many more options at the end of 
the term," suggested Daniel Lynch, presi-
dent, Lynch Capital, Minneapolis, Minn. 

From a cash-flow standpoint, leasing re-
quires minimal upfront fees and no down 
payment, allowing contractors to immedi-
ately invest funds elsewhere at the onset of 
a contract. And because a lessee pays only 
for that part of the equipment they are using, 
Lynch explained, monthly payments are 
generally lower than loan repayments. 

Moreover, because leases are not loans, 
and the leased equipment isn't the property of 
a lessee, expenses related to use of the equip-
ment are 100-percent tax-deductible as an op-
erating expense, Lynch pointed out. "This helps 
many companies, because if you're a profit-
able operation, paying both state and fed-
eral taxes, your tax burden is about one-

third of your profits. If your profit in a given 
year was $90,000 and you already bought a 
$35,000 piece of machinery, after taxes your 
cash flow is significantly weakened." 

Mark Mullowney, national finance man-
ager, Toro, Bloomington, Minn., added that 
leases preserve the creditworthiness of a 
company. "If a company goes out and seeks 
a loan," he illustrated, "a bank is going to 
look at all its existing creditors to determine 
the viability of [being paid back.] Leases 
don't show up that way." 

A number of different leasing packages 
also offer attractive end-of-term choices to 
contractors who may or may not opt to 
purchase equipment at the end of a contract, 
Lynch said. Fair market value leases end 
with lessees returning a unit with the option 
to walk away, trade in the equipment for 
another piece, or purchase it at a market 
price commensurate with its state of wear 

Built Tough! 
To make the tough jobs easy. 

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

The Log Mauler can pick up, push, move, and split wood. Wood that was 
previously too large to be handled can now be used with a one-man operation! 

The Log Mauler is also a great land-clearing tool. The versatility and 
maneuver ability of the skid steer makes the Log Mauler one of fastest, most 
efficient means of clearing trees. The Log Mauler is capable of feeding trees 
directly into a chipper. Whatever the job calls for the Log Mauler will increase 
productivity and cut the labor cost. 

Chuck Smith's Log Mauler Inc. 
46368 Y & 0 Road East • Liverpool, Oh 43920 

Come see a demo video of the Log Mauler in action at our 
web site www.logmauler.com or call us 330-382-0199 

The Spade 

Increase productivity - Decrease Labor 
Let the SPADE do the work for you! 

A "patented" and versatile piece of equipment that attaches to any brand of 
skid loader designed to: 
• Aid in planting shrubs and large trees. 
• Constructing retaining walls and digging in horizontal banks. 
• Digging trenches for drain pipe installation and irrigation 
• Move soil, compost, or mulch with the Spade's I/2-yard bucket 

that is already attached 
• Move the plant from the truck to the planting site with the boom-

like design and chain attachment with greater ease 

Almost no maintenance - Replace digging teeth and go! 

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

Dealers Inquiries welcomed! 

For more information or to order call: 
TRIPLE D E N T E R P R I S E S I -800-478-7077 

O r contact us at WWW.TRIPLED-ENTERPRISES.COM 
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Special Focus: SKID STEERS 

and tear - its residual value. Payment upon 
termination leases set a predetermined re-
sidual value for equipment, and contractors 
are liable for any wear in great excess of that 
condition. In exchange for the risk, monthly 
payments are generally lower. 

RULES OF RENTING. Contractors who 
want to capitalize on the handiness of skids 
steers, but shy away from the financial obli-
gations of a long-term loan or lease contract, 
are increasingly looking to the rental market 
for a solution. 

"Most companies are still buying, but we 
are definitely experiencing more parties rent-
ing this sort of equipment than in years past," 
Armstead said. He cited a number of conve-
niences - alleviation of maintenance, storage 
and transportation issues; no payment obliga-
tions during slow or no use; no subjection to 
unit obsolescence and retail price increases -
as reasons renting has gained popularity of 
late, and said the option, sort of a try-out 
period, often precedes a decision to buy. 

Armstead said Rental Services runs utili-
zation models to determine the level of ap-
plication for a given piece of equipment. As 
a general guideline, products used more 
than roughly 50 percent of a contractor's 
work time are more cost-effective to pur-
chase, he offered, while units employed less 
frequently are often better suited for rental. 

Pricewise, skid steers rent for about $150 
per day, $600 to $700 per week and $1,300 to 
$1,400 per month based on model, with com-

pact utility loaders running 
about 10 to 15 percent less, 
Armstead said. Base unit 
rental agreements typically 
exclude attachments, which 
run anywhere from $50 to 
$100 additionally per day, 
he added. 

"We tend to see contrac-
tors rent base units and at-
tachments together to en-
sure compatibility," he shared, "but in many 
cases, they simply rent the loader after hav-
ing purchased those attachments they know 
they'll use most regularly to save money 
over time." 

Armstead noted that value-added op-
tions included in the rental price vary from 
outlet to outlet, and he advised contractors 
to shop around and negotiate, where pos-
sible, to get the most for their dollars. Like 
leasing, purchase options at the close of a 
rental period are another route lenders are 
venturing into, providing contractors the 
unique opportunity to ultimately own a unit 
with the means to terminate a contract 
unpenalized at any given time. 

Often, contractors will request that rental 
payments be applied to a purchase long 
after slating a deal. Since a dealer's rental 
pricing is risk-based, under the assumption 
their marketable inventory will be eventu-
ally restocked with the unit, they cannot 
retroactively adjust terms to apply payments 
to an unplanned purchase, Armstead ex-

"Most companies are 
still buying, but we 
are definitely experi-
encing more parties 
renting this sort of 
equipment than in 
years past" - Bill 
Armstead 

plained. "If both parties know 
there's a purchasing interest 
going into it, they can struc-
ture the deal to be mutually 
beneficial." For this reason, 
contractors should cover all 
contractual terms upfront, he 
stressed. 

GET INTO THE SWING of THINGS! 
Kasco's latest skid steer at tachment , 
THE DIG-n-SWING, turns your skid steer into 
an economical backhoe. Using a unique swing-
arm design, the boom moves, so your skid 
steer doesn't have to! 

IT TAKES THE SKID OUT OE YOUP SKID STEEP! 

Shelbyvi l le , IN 4 6 1 7 6 
800-458-9129 • w w w . k a s c o m f g . c o m 
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WHICH SUITS YOU? De-
ciding which financing situa-

tion is best for your company boils down to 
simple research, according to Doug Berlin, 
general manager, landscape and irrigation, 
New Garden Landscaping & Nursery, 
Greensboro, N.C. 

"Ideally, you want a machine that deliv-
ers the maximum work for your investment," 
Berlin said, stating that depending on job 
specifications and how frequently a com-
pany will use a machine, it might be frugal to 
juggle several financing choices. 

"We generally like leasing our machines 
and ultimately purchasing them at the end of 
our term because it puts the least amount of 
strain on our [fiscal outlay] - it allows us to 
work within our budget and move capital as 
we wish," he explained. 

Still, for demonstration purposes, or in 
instances where New Garden immediately 
needs a skid steer as a breakdown replace-
ment or to temporarily bolster its fleet, the 
company might go with a short-term rental, 
Berlin said. 

Mullowney said that sort of mixed ap-
proach is common. "Fortunately, contrac-
tors are becoming more educated about fi-
nancing and very often combine their choices. 
They'll first rent, then lease and ultimately 
buy," he noted, mentioning that it's all a part 
of using the many resources available. 

"Contractors shouldn't be afraid to exer-
cise their choices," he said. "They should 
contact an accountant, then sit down and 
figure out their situations. 

"Look at your bottom-line needs and 
how you're going to use the equipment," 
he offered. "From there, you can decide 
what's best." QJ 

The author is Associate Editor of Lawn & Land-
scape magazine and can be reached at 
ewilson@lawnandlatidscape.com. 
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RTanrrsrni 
by Lauren Spiers 

GPS technol-

ogy and 

mapping 

software allow 

contractors to 

label certain 

latitude and 

longitude 

coordinates 

with clients' 

names to 

identify service 

stops along a 

route. Photo: 

FleetBoss 

Many people use their lunch hours to run errands 

here and there, keeping their after-work commutes 

as short as possible. But what's the best way to get 

to the bank, the post office and the dry cleaner and 

still have 10 minutes to scarf down a sandwich? 

Proper routing. 
Rather than heading to the bank, backtracking 

to the post office and pulling a U-turn to pick up the 
dry cleaning, a better approach might be post of-
fice, dry cleaner, bank, and back to work with time 
to spare. To service all their customers in the time 
alloted, landscape contractors must schedule and 
route their crews in a similarly organized fashion. 

MAP IT OUT. James Berns, president, Berns 
Landscape Serivces, Warren, Mich., offered two 
simple answers to why crew routing and schedul-
ing is so important: "It ups your efficiency and 
helps you be competitive," he affirmed. Remem-
bering those two points can help landscape com-
panies keep more money in their pockets. 

"If we route crews in an inefficient manner, some-
one has to pay for that," Berns noted. "Berns Land-
scaping isn't going to pick up the bill for the time we 
spend on the road, so we need to apply that to the 
client." Although tacking on mileage and fuel costs 
is, generally, an advisable practice, it can increase the 
job cost t a price some clients may not pay - especailly 
when more local companies offer cheaper bids. 

"If we're doing our job properly and being as 
efficient as possible with routing and scheduling, 
we can keep prices as low as possible and stay 
competitive," Berns suggested. 

Additionally, extra labor and overtime are easy 
to regulate with effective routing and scheduling. 
"We use schedules to determine when [certain] 
services are going to be performed on the jobsites, 
and routes determine the workload of each indi-
vidual crew," defined Kent Basnight, president, 
Basnight Land & Lawn, Chesapeake, Va. "Every 
job has budgeted hours for each visit. By routing 
each crew's work, we are managing overtime and 
in control of it." 

(continued on page 76) 

Effectively scheduling and 
routing crews keeps customers 
happy and lets landscape 
companies run at peak efficiency. 
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Eight straight months of hand-weeding 
around the clock can take its toll on 

the average worker. 
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G r a n u l a r G R A S S A N D B R O A D L E A F P R E E M E R G E N T H e r b i c i d e 

It won't do your bottom line any good, either. Research shows that hand-weeding can knock your profits for a loop in no time. Maybe that's why 
so many nursery operators and landscapers are choosing the superior control of Snapshot* specialty herbicide. Snapshot can be used over-the-top of more 
than 413 field-grown and 235 container-grown ornamentals, for control of 111 broadleaf weeds and annual grasses - for up to eight months.That's more 
than any other preemergence product on the market. Plus, it's gentle on ornamentals. This year, knock out weeds and grasses - instead of your workers -
with the proven performance of Snapshot. ^ AgmSciences 

Day and Night. Month after Month. S i u a n c h n t 
•Trademark of Dow AgroSciences LLC J * ' " w 1 
Always read and follow label directions 
www dowagro com/turf 1-800-255-3726 Specialty Herbicide 
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Crabby Crabgrass 

The Troublesome Trio 
If you've seen this trio or other 
gangs of grassy weeds hanging out 
in your turf, act now 'cause they're 
up to no good! They've escaped 
your pre-emerge and are out to 
rob your good grass of valuable 
moisture and nutrients. 

It's time for the death sentence -
Trimec® Plus Post-Emergent Grass 
and Broadleaf Herbicide. For 
control of grassy weeds and yellow 
nutsedge, there's nothing else like 
it. It even packs a wallop and 
wipes out their broadleaf buddies 
like clover, oxalis and spurge. And 
the dandelions start curling as soon 
as the spray tank rolls into town! 

ALWAYS READ AND 
FOLLOW LABEL DIRECTIONS. 

Trimec 
Plus • 
protect your 
bluegrass, 
fescues, 
zoysiagrass, 
ryegrass and 
Bermudagrass 
turf from the 
bad guys. 

I 11 p b l / ^ u f j d u n 

I I r cjiiuzir-iiiaun 
An Employee-Owned Company 

1 - 8 0 0 - 8 2 1 - 7 9 2 5 

trimecplus.pbigordon.com 

TRIMEC Wmt 

Available in 
quarts, gallons 
and 21A gallons -
and for really 
BIG jobs, 
30 gallon drums. 

© 2003, PBI/Gordon Corporation. Trimec is a registered trademark of PBI/Gordon Corporation. 5-2003/11215 
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As expected, different companies ap-
proach routing and scheduling differently, 
but each method works to complete as much 
work done in a single day as possible. 

"We pre-sell all of our maintenance con-
tracts in the wintertime," noted Andrew 
Morse, director of operations, Belknap Land-
scape Co., Gilford, N.H. "By April 1, we 
know what we have for maintenance ac-
counts. From there we consider the loca-
tion." 

Throughout the mowing season, Morse 
routes crews so all the mowing in one de-
fined area is done on the same day. Other 
one- or two-time treatments by dedicated 
crews follow a kind of tag-team approach. 
Edging crews complete their work in early 
May, mulching crews between May and June, 
and pruning crews work from May to June 
and again from July to August. 

"We'll have two or three pruning crews 
who are all within the same location on one 
day," Morse detailed. "It's the same for mulch-
ing crews and they'll feed off each other if 
they need some extra material or extra help to 
get done that day - they're all right there." 

John Luznicky, general manager, 
Createscape Landscaping Services, 
Mukwonago, Wis., also must track several 
crews at once - eight to be exact. "The more 
teams you have, the more difficult it is to route 
and schedule," he admitted. "But if you break 
it into smaller pieces and try not to schedule 
everybody at once, it's much easier." 

Likewise, Berns' employs four mowing 
crews, four horticultural crews and two fer-
tilization crews. Agreeing with Luznicky's 
advice, Berns routes each set of crews in 
layers. For instance, he organizes all mowing 
crews, followed by the fertilization teams 
and finally horticulture. 

Taking the routing and scheduling pro-
cess one step at a time facilitates the organi-
zational aspect of things, and Berns also is 
able to see the big picture as far as which 
teams can work on which days. For instance, 
his fertilizer crews' applications are useless 
if the mowing crews come on the next day. 
"The fertilization team cannot be out two or 
three days prior to mowing," he explained. 
"If we're mowing on Wednesday, I want to 
make sure the fertilization is done the Friday 
of the prior week." In this case, efficiency 
and common sense go hand-in-hand. 

(continued on page 78) 
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You cut emissions. I'll cut the grass 
JUST DON'T CUT_MY_RO.WER 

We hear you. Loud and clear. 
Echo's new Power Boost 
Tornado™ 2-stroke engine 
technology will satisfy emissions 
standards through 2005, with 
superior power and reliability. 
And with our Variable Slope 
Timing (VST), you get smooth, quick 
acceleration and easy engine starts. 

So forget about the reduced 
power, increased weight and 

high maintenance requirements 
of other engine technologies. 

Our emissions solution actually 
makes your life easier. Echo 

Power Boost Tornado™ Available 
at professional lawn care equipment 

dealers nationwide. More power to ya! 

Call 1-800-432-ECHC) (3246) for more 
information or visit www.echo-usa.com. 

MBCHO 
Ask Any Pro!™ 

© 2003 Echo. Inc. USE READER SERVICE # 5 6 For Echo literature: 1-866-704-1406 

http://www.echo-usa.com


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. 

( 0 ) PORTER-FERGUSON 
POBox 158, Worcester, MA USA01613 

A division of Lowell Corporation 

(continued from page 76) 

POST IT UP. Once the routes and sched-
ules are mapped out and planned, keeping 
employees updated is the next step. 

"We use an Excel spreadsheet now and 
it's reduced unproductive hours by 25 per-
cent," Berns raved. "Contractors can't af-
ford to just keep track of their routes and 
schedules on paper. We've really benefited 
from putting this database together." By 
honing the system to compare billable hours 
to actual hours, the company can see how 
close it is to meeting hour budgets, and it 
can work to increase its efficiency if discrep-
ancies arise. 

Basnight agreed. '"Day cramming' is the 
most ineffective method of routing," he 
stressed. His company uses a combination 
of spread sheets, software programs and 
simple dry-erase boards to keep everyone in 
the company apprised of work situations. 
"If work days are not planned out meticu-
lously, there is zero control of overtime and 
no way to allow for rain days or equipment 
failures," he added, urging fellow contrac-
tors to remember this: "Prior planning pre-
vents poor performance." 

Morse's custom-made database also 
tracks job costing and timing information to 
ensure that crews complete jobs on time and 
on budget. For routing, the system can print 
job tickets for all the jobs scheduled in pre-
determined locations. "We can ask the sys-
tem to print out all the jobs going on in [a 
given work area] and we can look at those 
and put them in a logical sequence to get the 
work done," Morse explained. 

Scheduling software and custom sys-
tems like these (created with the help of 
consulting firms) can run from $1,000 to 
$4,000 depending on the available features 
and the ability to modify the system over 
time. Still, there are less expensive and 
equally effective ways to organize crews. 

For more visual people, breaking out area 
maps and dry-erase boards make the schedul-
ing and routing process easier. "I've never 
used any routing or scheduling software," 

lawnandlandscape.com 
m 

Check our May Online 

routing, scheduling and 
GPS technology. 
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(Above) GPS technology allows users to generate 

reports on the speed, location and idle time of 

each vehicle in their fleets. Photo: FleetBoss 

Luznicky noted. "I've always done everything 
with maps. They work better for me because I 
can see the whole flow of things at once." By 
plotting job locations on the maps, Luznicky 
can visualize the best routes for his crews to 
take in certain areas. From there, he d writes the 
scheudle on dry-erase boards with dates across 
the top and foremen's names down the side. 
Luznicky plans schedules three months in ad-
vance, updating the boards weekly to take care 
of any conflicts. 

Most contractors post schedules at least a 
week in advance, and though Luznicky's 
three months may seem like a long time, this 
prior notice ensures that crewmembers know 
when and where their jobs are, and encour-
ages communication between departments. 

"In our operations center, each of the 
crews has their jobs posted for the week so 
the fertilization and mowing crews stay in 
conversation to make sure something isn't 
overlooked," Berns commented. "If one of 
the mowing crewmembers realizes that 
they're scheduled for a job the day after the 
fertilization team was there, we have to move 
some things around." 

Occasionally, clients asking for priority 
service can throw a wrench into the works, 
but most contractors have policies set up for 
just such occasions. "We have a client who 
wants to be mown every five days in the 
spring," Luznicky said. "In situations like 

that, if we can work the client into the 
route without going out of our way, 
we'll accept the job as long as they're 

willing to pay for more mowings." 
In the case of other clients who request 

service on specific days or lie outside of 
normal service areas, most contractors either 

(continued on page SO) 
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61" Prowler Mid Cut 
w/ 25 HP Kawasaki 

6 MONTHS SAME AS CAS r. ^ y / ' " " P mmi Time to buy the 61" Mid Cut Prowler! This mower wjfl f 
J"*""""" " — — ^ give you more features than any comparable commercial 

. mid cut, like Encore's exclusive side-to-side articulating 
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charge for the extra distance traveled or just 
say /'No." "We have a four-day workweek, so 
if a customer wants service on Fridays we may 
just tell them we don't work on Fridays and let 
them find somebody else/' Berns explained. 
"If someone wants to have work done on 
Thursday afternoon every week, depending 
on if we have a team that can accommodate 
them, we'll do that. However, we would 
charge slightly more for going across town." 

For the most part though, contractors 
find that once a company has a regular set of 
customers, scheduling and routing becomes 
simpler. "Once you get into a groove, things 
just start to roll ahead on their own," Luznicky 
said. Companies that find that groove by 
efficiently routing and scheduling their crews 
can look forward to happy customers and 
heavy wallets. ID 

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

How could your mom always tell 
when you were up to no good? 

How on earth did she know you were 
stealing cookies from the "secret stash" 
or that you were about to fling a rubber 
band at your little brother's head? 

Did she really have eyes in the back of 
her head? Probably not. And she most 
likely wasn't using global positioning tech-
nology to track your every move either. 

However, service companies like 
those in the green industry are finding 
this approach a great way to keep track 
of vehicles while cutting costs. 

Originally developed in the mid-1970s 
by the U.S. government for military pur-
poses, the global positioning system 
(GPS) is a series of 24 satellites that de-
termine the origin of electronic signals by 
their latitudes and longitudes. In the 
1980s, the Department of Defense 
opened up use of the system to civilians. 
Currently, many service industries use 

GPS systems to keep an eye on their ve-
hicles while crews have them out on jobs 
during the day. 

Naturally, some crewmembers are skepti-
cal and untrusting of such systems, assuming 
their bosses are trying to spy on them or catch 
them doing something wrong. For the most 
part though, employees shouldn't worry. 

"You're really tracking the vehicle and 
not the person," commented Mark 
Campagna, director of communications, 
FleetBoss, Orlando, Fla. "[A truck] is a busi-
ness' capital asset. You have every right in 
the world to know where it is." 

By installing a small receiving device in 
a vehicle's cab (usually under the front seat 
or dashboard) and connecting it to an an-
tenna, GPS satellites can track the vehicle's 
location, start and stop times, speed and 
even idling time, and relay all of that data 
back to a computer at the contractor's main 
office. Company owners can use that infor-
mation to determine areas where they can 

Big Brother? 
symbiosis (sim • be • oh' • sis) n. sym*bi*o*ses (-sz) 
1 A close, prolonged association between two or 
more different organisms of different species that 
may benefit each member. 2 A relationship of 
mutual benefit. 3 A whole new way of doing 
business. See Symbiot Landscape Network. 
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save significant amounts of money and in-
crease their bottom lines. 

"Speeding puts a lot of wear and tear on 
the vehicles and puts the company at risk 
from an insurance standpoint," Campagna 
mentioned. Many software programs sup-
plied with GPS systems can generate reports 
showing, for example, every instance when 
a vehicle exceeded a certain speed. Encour-
aging drivers to slow down can increase 
maintenance, fuel and insurance savings. 

Downtime can cost money as well. 
"We've seen several instances where 
[crewmembers] might spend 30 minutes at 
the gas station buying drinks while they're 
filling up," added Eron Iler, president, GPS 
Fleet Solutions, Tampa, Fla. "At $10 per 
hour - that's $5 for 30 minutes times four 
[crew members] - you just paid $20 for 
people to get gas and sodas. That's a fairly 
routine example of what owners can pick up 
by looking at start-stop information." 

If a long refueling stop costs $20 for four 
crewmembers, how much will the average 
GPS system set a company back? Generally, 

costs can run from $300 to $1,000 per ve-
hicle for "passive" systems that download 
collected vehicle data at the end of the 
workday or workweek. But systems like 
these, don't offer the minute-by-minute 
vehicle updates most people envision 
when considering GPS. That feature is 
available on "active" systems, which costs 
slightly more per vehicle because monthly 
service fees are required. Active systems 
tap into the cellular network and Internet 
to immediately relay data from the vehicle 
to the office. 

Though the outright cost may seem 
steep, manufacturers assured that if a 
company uses the resulting data to cut 
costs, a return on investment can occur in 
as few as three to six months. "A vehicle 
represents two of your most expensive costs 
on a monthly basis: your people and your 
fleet costs," Iler offered. "If you have two ve-
hicles and one of them is inefficient, 50 per-
cent of your productivity falls off. All you re-
ally have to do is save a couple hours a 
week per crew and you're making money." 

Iter introduced GPS technology to the 
pest control company he previously 
worked for. By identifying each crew's 
strengths and weaknesses, that company 
was able to cut an entire crew, redistrib-
ute their workload and eliminate all asso-
ciated costs, saving thousands of dollars. 

White some crewmembers resent GPS 
systems that get them in trouble, others 
appreciate them. "A lot of people say, 'I 
want my boss to know I'm doing the right 
thing," Campagna expressed. "I want him 
to know I'm putting in overtime and if I do 
put in overtime, this is where I was and 
this is why I did it.'" 

Manufacturers encourage company 
owners to explain to their employees that 
a business' top priorities are to satisfy 
customers and make a profit. Cutting un-
necessary costs, accurately accounting for 
payroll time and recording every customer 
visit a truck and its crew makes are all 
easy to do with GPS technology. Now 
company owners really can have eyes in 
the backs of their heads. - Lauren Spiers 

•U. L i 

Eliminates operator fatigue 
• Triple your productivity 

• Spreads and sprays over 7500 
sq. ft. per minute 

• One hand steering - zero turn 
radius maneuverability 

• Stainless breakaway spray boom 
• 100-lb. variable speed spreader 
• Interchangeable high pressure 

hand gun to low pressure wand 
• Heavy duty variable speed 

hydrostatic drive 
• 74-gal.tank 100 ft. hose reel and 

aluminum utility tray 

TWO MODELS TO CHOOSE FROM 

Phone (407)656-1088 • www.brandtekus.com 

USE READER SERVICE #114 

FINANCING AVAILABLE 

Zero turn radius 

Zero turn radius 

Zero turn radius 

LAWN & LANDSCAPE MAY 2003 81 

http://www.brandtekus.com


You know how you feel when you apply wallpaper and it just won't 

stick. You read the directions, apply the proper adhesive and 

prepare the wall, but the precisely cut paper bonds for an 

instant and then rolls right off atop your head. 

Pesticide applications can sometimes make lawn care 
operators (LCOs) feel this way. They read the label instruc-
tions, prepare the spray mixture accordingly, watch the 

weather, yet one factor or another - whether it's timing, 
rainfall or applicator error - ruins the product's efficacy. 

That's where adjuvants come in. When added to a pesticide 
spray mixture, adjuvants can boost product power, enhancing solu-
tion stickiness or amplifying a product's penetration punch. 

TRANSLATING TERMS. The reason LCOs use adjuvants to en-
hance liquid spray mixtures is because "nothing covers more poorly 
than water - it runs off, doesn't spread, bounces, splashes, drifts, is 

^.invisible once sprayed, foams when mixed with foreign substances, 
etc.," pointed out Scott Gilliam, proprietary product manager, spe-
cialty division, Helena Chemical, Columbia, S.C. 

Currently, there are 4,000 adjuvants being marketed and sold in 
the U.S., Gilliam said. Why are there so many? "A recent review of 
chemical labels reveals recommendations for at least 18 different 
types," answered Gilliam. "Some chemicals have recommendations 
for more than one type of adjuvant and sometimes as many as eight, 
especially considering tank mixes. The labels may require different 
adjuvant types when used in different types of application equip-
ment, under different environmental conditions, in different geo-
graphic places or in different tank mixes. This is the reason you 
cannot buy and use just one adjuvant for all applications. There are 
so many different types of adjuvants because there are so many needs 
for different functions to maximize chemical effectiveness and spray 
application efficiency." 

Additionally, the reason many adjuvants exist is because "spray 
application is perhaps the weakest link in the chain of events a 
pesticide follows through its development process," said W.K. Hock, 
professor of plant pathology, Pennsylvania State University, Univer-
sity Park, Pa. "Some researchers claim that up to 70 percent of the 

(continued on page 84) 
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(continued from page 82) 

pesticide effectiveness depends on applica-
tion effectiveness. Adjuvants can minimize 
or eliminate many spray application prob-
lems associated with pesticide stability, solu-
bility, incompatibility, suspension, foaming, 
drift, evaporation, volatilization, degrada-
tion, adherence, penetration, surface ten-
sion and coverage. No single adjuvant can 
perform all of these functions, but different 
compatible adjuvants can be combined to 
perform multiple functions simultaneously." 

More LCOs are using adjuvants today 
because of the coverage loss due to the trend 
for low spray application volume; because 
pesticides have foaming, drift and compat-
ibility problems; or because labels recom-
mend them, Gilliam pointed out. 

"Plus, LCOs can get 30 to 40 percent 
better control with an adjuvant or back their 
rate off 30 to 40 percent," added Russ Mitchell, 
technical director and agronomist, United 
Horticultural Supply, Denver, Colo., sharing 
the cost savings that come with adjuvant use. 

But with words like adjuvants, nonionic 
surfactants, stickers and spreaders floating 
around, no wonder LCOs have a hard time 
figuring out which adjuvant to use. "Much 
of the confusion surrounding adjuvants can 
be attributed to the lack of understanding of 
adjuvant terminology," Hock maintained. 
"For example, many people use the terms 
adjuvant and surfactant interchangeably. 
These terms can refer to the same product 
because all surfactants are adjuvants; how-
ever, not all adjuvants are surfactants." 

The word adjuvant is synonymous with 
"additive," meaning it is anything added to 
a spray tank or solution to increase product 
performance, Mitchell pointed out. 

While surfactant-type adjuvants enhance 
products' sticking or penetrating qualities, 
other adjuvants - what Mitchell refers to as 
"problem solvers" - are those that reduce 
spray drift by making the product heavier 
and thicker, prevent foam formation or re-
sist pH changes. These "problem solvers" 

are adjuvants but are technically not surfac-
tants, yet they are often grouped into the 
same category, Mitchell said. 

"And in most situations, the lawn care 
applicator is applying an expensive tank mix 
in an extremely sensitive environment, such 
as residential or commercial areas," Gilliam 
added. "The applicator should be using ev-
ery means feasible to get better efficacy and 
uptake of the chemical and decrease drift. 
However, having said this, the applicator 
needs to know which product is the correct 
product to use with each mix because there is 
not a silver bullet for every application." 

T O O L B O X TACTICS. The adjuvant list 
can be overwhelming and LCOs may think 
they must have one of each type on their 
shelves, but realistically, they only need a 
few basics. "[Adjuvants] are pulled out of 
the tool box for specific reasons," pointed 
out Tim Doppel, president, Atwood 

(continued on page 86) 
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We've got a solution for all your problems. 
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LawnCare, Sterling Heights, Mich. "The two 
most common times of use are in early April 
when we use a penetrant to assist broadleaf 
weed control when low temperatures would 
otherwise compromise applications, or in 
using specific spreader/stickers as required 
or recommended by the herbicide label." 

Mitchell recommends that LCOs start 
with two basic adjuvants that can aid appli-
cations - a spreader and a sticker. But LCOs 
should remember that not all products called 
spreader-stickers can offer the best of both 
qualities, he said. "A sticker has a sticking 
agent in it and some other things to help it 

There are a number of different adju-
vants used in the lawn care market 

every day, pointed out Scott Gilliam, pro-
prietary products manager, specialty di-
vision, Helena Chemical, Columbia, S.C. 

"However, not every lawn care opera-
tor uses one in each category, and there 
is not one single product that acts as a 
magic bullet because different products 
need different adjuvants under different 
conditions," Gilliam said. 

Here, Gilliam defines some typical ad-
juvant types and describes their uses: 
A N T I - F O A M I N G A G E N T - mate 
rial used to prevent foam formation. 
A C I D I F I E R material added to spray 
mixtures to lower pH. A number of her-
bicides work better at lower pH ranges. 
B U F F E R I N G A G E N T - a compound 
that, when contained in solution, causes 
the solution to resist change in pH. Most 
insecticides and fungicides work better 
around neutral pHs. 
CANOPY PENETRATING 
A G E N T increases the penetration of 
the spray material into the plant canopy. 
Helps break through thatch layers with 
soil-applied materials and increase fungi-
cide and insecticide application activity 
in trees and shrubs. 
C O L O R A N T - used to alter the tank 
mix color to help with spray accuracy. 
Helps LCOs avoid overlapping and skips. 
COMPATIBILITY AGENT - Sur 
face-active material that allows simulta-
neous application of liquid fertilizer and 
chemicals or two or more chemical for-
mulations, as a uniform tank mix or im-
proves the mixture's homogeneity and 
the application's uniformity. 
D E P O S I T I O N A I D improves the 
ability of agrochemical sprays to deposit 
on targeted surfaces. Helps reduce 
bounce, splash and subsequent off-target 
splattering of spray droplets. 
D O R M A N T O I L - a horticultural 
mineral oil applied during the dormant 

Adjuvant 
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phase of the target plant. Used when ap-
plying miticides and other insecticides. 
DRIFT REDUCTION AGENT used 
in liquid spray mixtures to reduce spray 
drift. Designed for retarding mists and im-
proving spray solution deposition. 
E X T E N D E R increases the effective life 
of a chemical after application. Helps 
preemergent materials' efficacy. 
HUMECTANTS increases the equilib-
rium water content and increases drying 
time of an aqueous spray solution. De-
creases chance of rain wash-off due to 
quicker drying time. Best used with pesti-
cides that absorb into the leaf surface. 
MODIFIED VEGETABLE OIL 
CONCENTRATE - an emulsifiable, 
chemically modified vegetable oil product 
containing 5 to 20 percent surfactant and 
the remaining chemically modified veg-
etable oil. Safer than petroleum oil prod-
ucts due to the surfactant's ability to pro-
vide spreading and coverage with physical 
characteristics of a crop oil concentrate. 
SURFACE-ACTIVE A G E N T - when 
added to a liquid medium, it modifies the the 
medium's properties at a surface or interface. 
N O N I O N I C S U R F A C T A N T having 
no ionizable polar end groups comprised of 
hydrophilic and lipophilic segments. Has 
properties of a wetter spreader surfactant. 
PENETRANT - enhances a chemical's 
ability to penetrate a surface. This adjuvant 
is effective in improving insecticide and 
fungicide spray applications. 
S P R E A D E R increases the area that a 
droplet of a given volume of spray mixture 
will cover. Better spreading equals better 
absorption into plant leaves and stems. 
STICKER - assists the spray deposit to 
adhere or stick to the target and may be 
measured in terms of resistance to time, 
wind, water, mechanical action or chemi-
cal action. Helps chemicals, such as con-
tact fungicides, stay on the leaf surface. 
W E T T I N G A G E N T synonymous with 
spreading agents in function. 

Awareness 

spread, but spreaders do the spreading and 
penetrating and don't stick," he explained. 

There are two sticker types - synthetic 
latex, which is similar to paint because it's 
clear and dries leaving a rubbery, water-
proof film, and poly turbines, which come 
from pine sap and when light hits them, they 

harden to a sticky resin on plants and be-
come waterproof, Mitchell said. 

Nonionic surfactants or spreaders, on 
the other hand, are neutral charged prod-
ucts that don't burn turf or plant material. 
"Spreaders have surface tension, meaning 

(continued on page 90) 
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Information is the key for so many business successes. 
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That's why owners and managers of successful 

landscape companies are always learning and 

working hard to educate their employees. That's 

also why Lawn & Landscape Online exists -

to provide you with the informa-

tion you need to run 

your business. 

Given that tens of thousands 

of landscape professionals from 

all over the country are visiting 

www.lawnandlandscape.com 

every week, this Web site 

clearly has the answers for their 

questions. In fact, here are 

some Web site traffic numbers 
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www.lawnandlandscape.com/ 
messageboard/ - The Message 
Boards at Lawn & Landscape 
Online are free and enable contrac-
tors to get answers to their toughest 
questions from other contractors. 
Just create a My Lawn & Landscape 
account and start posting today. 
In addition, a searchable database 
includes more than 100,000 ques-
tions and answers from the past 
two years. 

www.lawnandlandscape.com/ 
product/ - Your business relies 
on equipment to run. That's 
why the product section of 
Lawn & Landscape Online is so 
popular. A host of new prod-
ucts are presented here every 
week, complete with pictures, 
product features and manufac-
turer contact information. In 
addition, we offer a free prod-
uct newsletter that delivers this 
information directly to your 
computer every Thursday. 

www.lawnandlandscape.com/ 
store/ - When you need to 
brush up on your reading or 
you're looking for new training 
materials for your employees, 
the Lawn & Landscape Online 
Store is the place to go. Books, 
videos and CDs from a wide 
range of industry professionals 
are just some of the educational 
tools you'll find here. 

, UVhc ss re— J 
A 

www.lawnandlandscape.com/ 
marketplace/marketplace.asp -
Lawn & Landscape's Online 
Marketplace section offers 
visitors the opportunity to learn 
about the latest offerings from 
nearly 100 industry suppliers. 
Each listing is filled with product 
images and information, links to 
related articles and more. 

These are just some of the features you'll find at www.lownondlondscope.com 
that will help your business grow more successful and profitable. 
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they spread out and break bonds between 
water molecules," Mitchell explained. 

Choosing the right adjuvant for use de-
pends on the pesticide an LCO uses and 
whether it's a systemic or contact product. 
"For instance, if you are trying to put down 
an herbicide that's systemic, that herbicide is 
meant to go into the plant to work," Mitchell 
explained. "So if you want that product to 
cover as much of the plant as possible and 
penetrate into it, you should use a spreader. 

"But if you are using a contact insecticide 
to eliminate cutworms and the product is 
meant to stay on the plant's surface, then you 
want to use a sticker because you want the 
product to stay on the plant as long as pos-
sible through rainfall and irrigation," Mitchell 
continued. "It's simple to pick the right ad-
juvant if you ask yourself what you're trying 
to do with the pesticide in the first place." 

IN THE MIX. With adjuvants, "the biggest 
advantage is the improved pesticide perfor-
mance," Doppel remarked. "But if there is a 
disadvantage it is if you use them incorrectly 
you can damage the turf and ornamentals." 

First and foremost, using adjuvants cor-
rectly means following label directions. Most 
of the time, LCOs add 1 to 2 quarts of adju-
vant per 100 gallons of water, unless a higher 
percent active ingredient dictates otherwise, 
pointed out Art Assad, president and chief 
executive officer, Agrisel USA, Atlanta, Ga. 

And the additional cost is almost insig-
nificant for many adjuvants, pointed out 
Keith Woodruff, marketing manager, 
ProSource One, Memphis, Tenn. "My feel-
ing is that adjuvants are under utilized either 
for the reason of a lack of education on their 
use or an unwillingness to add any cost," he 
said, pointing out that he thinks many LCOs 
don't know how small the cost actually is. 

An adjuvant's cost per 100 gallons depends 
on how far that 100 gallons goes for that LCO, 
but typically the product will add about 35 
cents per 100 gallons of water, Assad said. 

Many LCOs factor this additional cost 
into program prices, which is quite small in 
the overall annual cost picture, Doppel added. 

Though the cost is minimal and under-
standing how adjuvants can enhance pesti-
cide applications is easy once LCOs know 
their products, purchasing them can be chal-
lenging because adjuvants themselves have 

(continued on page 92) 
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no pesticidal properties and therefore are 
not required to be registered by the U.S. 
Environmental Protection Agency. Some 
states, however, do have modified registra-
tion requirements for these chemicals, but 
LCOs still have to read labels carefully and 
buy from reputable suppliers. "Compare the 
quantity of active ingredients in similar types 
of additives to help determine value," sug-
gested Brent Pringnitz, extension program 
specialist, department of agronomy, Iowa 
State University, Ames, Iowa. "Be wary of 
any product that makes exaggerated claims 
such as 'This additive will allow you to re-
duce herbicide rates by 25 to 50 percent.'" 

Hock agreed. "There are no miracle adju-
vants," he said. "It is generally wise to ig-
nore claims such as 'keeps spray equipment 
clean' or 'causes better root penetration." 

Also, if LCOs are located in states that do 
not require adjuvant registration, then Greg 
Richards, senior product manager for herbi-
cides and specialty products, LESCO, Rocky 
River, Ohio, advised that LCOs ask suppli-
ers for adjuvant product data. "Since no law 
says suppliers have to put the correct active 
ingredient on the label, you don't know 
whether a product is 10 percent active vs. 90 
percent active," he said. "But many suppli-
ers will have information on products that 
they can share with you." 

If not, Hock said LCOs should test ques-
tionable products on limited areas before 
proceeding with full-scale use. 

Also, many of today's pesticide products 
already contain an adjuvant, Hock inserted, 
pointing out that LCOs should check out 
product labels that tout advanced perfor-
mance because they probably have adjuvant 
ingredients. "If a pesticide is already formu-
lated property for your site, using a spreader, 
for example, may not give better spreading 
or coverage," he said, adding that knowing 
when not to use an adjuvant is as important as 
knowing when to use one. "Rather, it could 
increase runoff or even severely damage 
target plants. Correct use of adjuvants does 
require some knowledge. If you know your 
needs and the limitations of the products 
you intend to use, adjuvants can prove to be 
positive additions to the spray tank." [fl 

The author is Managing Editor o/Lawn & Land-
scape magazine and can be reached at 
nwisnieivski@laumandlandscape.com. 
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SPECIFY & APPLY . The two major differences between irrigation rotors and spray heads are the 
pattern of watering provided by the head and the distances those patterns can be thrown. 
Ultimately, these two factors determine the type of sprinkler head to use in a given situation. 

"Sprays are basically on a fixed pattern anywhere from one-eighth of a 
circle up to 360 degrees and cover a certain area depending on the pressure 
and the type of nozzle used," explained Bob Horsthemke, turf marketing 
and communications manager, L.R. Nelson, Peoria, 111. The resulting effect 
from a spray head is essentially an umbrella of water that extends over a turf 
area depending on the sprinkler's radius or distance of throw. 

"Rotors, however, rotate, but also have the capability of partial circles or 
full circle patterns in which they'll move," Horsthemke continued. Rather 

(continued on page 96) 

by Lauren Spiers 
Irrigation rotors and spray heads 

each give turf a good soaking; hut there 

are some differences to remember. 

The average backyard sprinkler offers two options for summer fun: 

No. 1: run through the soft, vertical spray of an oscillating model with a single, graceful leap or, 

No. 2: chase or be chased by the painful stream from an impact rotor and jump over the jet with 

timed precision. 

Both are equally entertaining pastimes for kids during the dog days of summer, but irrigation 
contractors have somewhat more important concerns regarding their sprinkler head options. 

Choosing to install spray-style heads or rotors is the first decision, followed by deliberations 
over sprinkler configuration, materials costs and efficiency. Sprinkler manufacturers offered 
information and advice to help contractors and their clients get the most from their installations. 

On sprays and rotors, 

nozzles that water "close 

in" (near the sprinkler 

itself), increase efficiency 

and decrease water 

waste. Photos: Hunter 

Industries (bottom), Rain 

Bird (inset) 
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(continued from page 94) 

than a static spray over a portion of a circle, 
rotors spray a jet of water back and forth 
within that pattern to irrigate the area. 

Combining this information with the dis-
tance of throw helps determine whether to 
use spray heads or rotors in certain areas. 
Depending on the manufacturer, spray heads 

are available with radii of about 5 to 20 feet, 
while rotors cover distances from 20 to 40 
feet. Because of this, contractors need to 
consider their application. 

"Sprays are generally used in smaller 
areas, while rotors are generally used in 
larger areas," noted Steve Hoveln, product 

Because of their shorter radii, spray heads are 

best used in smaller areas like home lawns. 

Photo: Hunter Industries 

manager, Hunter Industries, San Marcos, 
Calif. On an application-specific basis, spray 
heads are more applicable to areas such as 
residential lawns and gardens, while rotors 
cover wide-open areas like athletic fields 
and commercial campuses. 

A contractor's next step after choosing 
the right sprinkler head is to plot out the best 
configuration in which to arrange the sprin-
klers. "Most areas can be irrigated with 
sprays, but because they have a shorter ra-
dius, more sprinklers are needed than if ro-
tors are being used," Hoveln reasoned. (See 
Spaced Out on page 98.) Also, manufactur-
ers urged contractors to remember the im-
portance of head-to-head coverage when de-
veloping a sprinkler system layout. 

"Nozzles are designed to provide the best 
coverage when their patterns overlap," in-
sisted Mike Rivers, product marketing man-
ager, Rain Bird, Tucson, Ariz. "All nozzle 
performance data is generated in zero-wind 
conditions. It's the most repeatable environ-
ment for nozzle testing, but it's not real-
world conditions. When you get outside 
there's going to be environmental differences 
like wind, temperature and air density. To 
account for environmental differences, we 
recommend being conservative and spacing 
rotors head-to-head at a minimum." 

Additionally, manufacturers urged con-
tractors to take advantage of all the sprinkler 
head models manufacturers provide - espe-
cially when dealing with rotors. 

"Rotors are typically provided with a 
variety of nozzles that allow great flexibility 
for the contractors and irrigation specifiers," 
Hoveln noted. "There are nozzles available 
that are specifically designed to go short 
distances - say 25 feet, as well as nozzles 
designed to have a longer radius - say 40 
feet. It is not beneficial to use a nozzle de-
signed to go 40 feet and reduce its radius 
down to 25 feet." Hoveln warned that this 

(continued on page 98) 
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From a few yards out, there rarely appears to be any rhyme 
or reason to a sprinkler systems' layout. Heads seem ran-

domly placed throughout yards and campuses leaving people 
passing through wondering which direction an all-out water at-
tack will come from if they happen to be caught in the crossfire. 

But there is a method to the madness. Proper sprinkler head 
spacing is an important consideration on all properties, and 
rotors and spray heads have different guidelines for irrigation 
contractors to remember. 

For both rotors and sprays, a key part of installing an 
irrigation system is achieving head-to-head watering. This 
ensures the entire turf area will be properly watered and dry 
spots won't be a worry. When using sprays, this practice 
usually requires many more sprinkler heads than when using 
rotors. Steve Hoveln, product manager, Hunter Industries, San 
Marcos, Calif., explained, "Sprays generally have a 20-foot 
radius and less, while rotors generally have a radius of 20 feet 

Spaced Out 

and larger. If the front yard of a property was 30 feet square, it 
would require nine sprays." 

At left is the resulting configuration 
using spray heads with 15-foot radii. 
Here, the sprays are set 15 feet apart for 
head-to-head watering. 

However, covering the same area with 
rotors only requires four heads, since the 
radius of each rotor is able to span the 

entire length of the yard. The illustra-
tion to the right shows how head-to-
head watering is achieved using rotors 
with 30-foot radii. 

Hoveln noted that contractors can 
irrigate most areas using sprays, but 
the larger number of heads requires 
more labor. For efficiency, manufacturers suggest using spray 
heads in smaller areas like home lawns and plant beds, and 
installing rotors in open areas such as larger residential lawns, 
parks and athletic fields. - Lauren Spiers 
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kind of coverage works, but using a long-
range nozzle in a short-range situation is 
improper application and may compromise 
the irrigation system's overall performance. 

EFFICIENCY PROFICIENCY. For sprin-
kler head efficiency, one important concept 
manufacturers consider is precipitation rate. 
This rate is the amount of water applied to 
the turf over a given amount of time. Mea-
sured in inches per hour, rotors have lower 
precipitation rates than spray heads, limit-
ing the amount of water lost to runoff. 

"Typically, sprays have precipitation rates 
of 1.5 inches per hour, while rotors have pre-
cipitation rates of approximately .5 inches per 
hour," Hoveln detailed. "The lower applica-
tion rate allows water to absorb slowly into the 
soil, decreasing the likelihood of runoff." 

Since the application rate for spray heads 
can be as much as three times higher than 
that of rotors, ensuring that turf isn't over-
watered and that irrigation water isn't 

wasted is an issue many manufacturers con-
centrate on. Some manufacturers are turn-
ing to new technologies to optimize irriga-
tion systems' effectivness. 

"[Manufacturers] are considering water 
conservation and are trying to develop prod-
ucts that will use water more efficiently," 
expressed Greg Kang, sprays products man-
ager, Rain Bird, Azusa, Calif., noting some 
examples. "There are dual orifice nozzles 
that provide about 30 percent more uniform 
coverage and are 30 percent more efficient." 
he said. For nozzles with this structure, the 
main opening provides the expected spray 
of water, while the second focuses on "close 
in" watering next to the sprinkler base. 

"Nozzles like these make sure that all 
the turf that's supposed to be irrigated by 
that rotor [or spray head] is receiving the 
water it needs," Rivers remarked. "These 
products need to have overall uniformity to 
run at maximum efficiency and that's what 
correct close-in watering provides." 

Iawnandlandscape.com m 
CIHZ'JL: UUZ 'JILT MAY UIILINA 

j¿'jil' ju VJI infi/riiia-
sluu an aUVJ 
yjhh v j i ' j i j ami jjiray iibiaiij. 

Another efficiency consideration is the 
amount of time and materials required to 
install an irrigation system. "One thing that 
professionals will avoid is ever mixing spray 
heads and rotors in the same zone because 
the application rate is so different," noted 
Mike Baron, MP Rotator manager, Walla 
Walla Sprinkler Co., Walla Walla, Wash. 
"They'll install their rotors at 35-foot spacing 
and come down to an area that's 20 or 15 feet. 
For a water-saving system, they have to in-
stall another valve and run pipe to operate 
two or three spray heads in that area." 

Installing extra lines can cost a lot in parts 
and labor, but new combination-style prod-
ucts make solving the problem much easier. 
Using these products, a contractor can install 

(continued on page 102) 
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a spray head body in a rotor zone, but top it 
off with a new nozzle designed to work like 
a rotor. The spray fills in the smaller area 
without runing an extra line. 

These products do have higher price tags, 
but those costs are offset by not having to 
pay for labor and materials to install an 
additional line. "They can convert spray 
heads into more efficient sprinklers," Baron 
noted. "You can save 20 to 30 percent of the 
water used, so that's a big advantage." 

PRICE & ADVICE. Prices of different ro-
tors and spray heads vary widely, though 

"[Manufacturers] are considering 

water conservation and are 

trying to develop products 
that will use water more effi-

ciently." - Greg Kang 

the use of plastic fittings (as opposed to the 
original brass style) keeps the cost down 
significantly. An expected range of cost for 
spray heads is between $3 and $12 list price, 
depending on the size of the pop-up body. 
For rotors, list prices can fall anywhere from 
$15 to $20 for residential styles, $30 to $55 
for commercial models, and much higher 
prices for stainless-steel versions or those 
with very long-range watering features. 

"Another item that increases the costs of 
sprays, but also increases their efficiency, is 
a pressure regulator that is internally in-
stalled into the sprinkler," Hoveln noted. 

"Pressure regulation limits the pres-
sure out of the nozzle to 30 psi, which 
is the optimum operating pressure." 
He explained that if a line capable of 
running at 90 or 100 psi operated at 
full capacity, the resulting spray from 
the sprinkler head would be so atom-
ized that the majority of the water 
would drift off without doing its job. 

"Maximizing the droplet size is very im-
portant," Rivers agreed. "The larger the drop-
let size of the water, the better the chance that 
the water will get to where you want it to go. 
It will penetrate the soil better, it will be less 
effected by wind and have less of a tendency 
to drift off of course." Since smaller droplets 
might evaporate or blow away, Rivers added 
that products relying on atomized water to 
irrigate beside the sprinkler head might not 
get the results they expect. 

By choosing the right sprinkler head for the 
job, contractors can keep clients' lawns healthy 
and simultaneously lower the number of call-
backs the recieve. "It's about doing things as 
effectively as you can," Horsthemke affirmed. 
Using manufacturer's advice, contractors will 
be able to please their customers in a manner as 
efficient as the sprinklers themselves. I D 

The author is Assistant Editor of Lawn & Land-
scape magazine and can be reached at 
lspiers@laumandlandscape.com. 
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o u t o f e v e r y d r o p o f d a y l i g h t , 
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It s all about uptime. So you need 

equipment that's ready to go and 

go while the sun shines. Like the 

reliable John Deere 4000 TEN Series. 

TEST DRIVE them and see how they 

handle all kinds of jobs. With loaders 

and backhoes that install quickly 

and easily thanks to our exclusive 

Quik-Park™ design. And you can count 

on John Deere support to keep you 

up and running, with 24-hour parts 

guaranteed. Visit your John Deere 

dealer before the sun sets too many 

more times. 



With a keen eye, contractors can offer 
w r lL'h landscape enhancements to benefit clients' 

I P 
yards and companies' wallets. 

Selling Enhancements 

Jeffrey Johns doesn't want anything to do with the brand new $500,000 house going in 

on the corner. So what if it's begging for an all-out new construction job with all the 

trimmings? He walks right on by. 

The president of Costal Greenery, Brunswick, Ga., isn't worried about the workload. 
He has the expertise and the resources to handle new construction. Johns simply knows 
that, as lucrative as large, new projects can be, targeting existing maintenance clients can 
be even more profitable. How? Through enhancement sales. 

"The beauty of [selling enhancements] is that it's not new construction where you're 
competing with other bidding contractors," Johns expressed. "The [client] has already 
chosen the contractor - it's me." 

Unlike having to reduce the percent profit to keep an installation bid competitive, 
Johns and other landscape contractors who deal with enhancements can propose 
projects from $200 to upwards of $30,000 knowing they'll make a pretty penny. 

A DEFINING MOMENT. Encompassed in the realm of enhancements are also add-
on services, with which most landscape contractors are very familiar. Like enhance-
ments, add-ons allow contractors to supplement the number and type of services they 
provide to a given customer, without the pressure of competition to drive down the 
percent profit. In both cases, revenue goes up. 

However, the services covered under the title "enhancements" are significantly 
different from those in the "add-on" category. "To us [an enhancement] is anything that 
enhances the landscape outside the normal seasonal maintenance," explained Chris 
Randall, commercial grounds management department manager, Bland Landscaping 
Co., Apex, N.C. "It's something that changes the landscape - walkways, installing 
shrubs, trees, adding flower beds." 

Unlike add-ons, enhancement sales can often reduce clients' maintenance needs as 
well as solve problems maintenance crews may have on a regular basis, such as mowing 
in hard-to-reach areas. 

(continued on page 106) 
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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 broad leaf weeds. New Confront is 

available in fertilizer or as a granular weed 

control. In fact, we've even formulated 
TfiMÎbj, a gtowtUh kedlcld {lud MÙuHtj wvï/j. 

with Team to give you broadleaf and 

N e w 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 f o r b r o a d l e a f w e e d s . 
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 LL3053. 

LebanonTurf 
1-800-233-0628 • www.LebanonTurf.com 
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(continued from page 104) 

"We always look for ways to do an en-
hancement and potentially save on mainte-
nance costs - especially in this economy," 
Randall noted. "Right now [clients] are look-
ing to cut a lot of costs so we may end up 
having to cut maintenance, which reduces 
that revenue. By getting enhancement rev-
enue, we can balance things out." 

To help out mowing crews, Johns and his 
other managers suggest enhancements in 
strategic areas for easier maintenance. "My 
managers will notice that the mowing crews 
have to go back to the truck and pull a 
weedeater out because the mower doesn't fit 
in a certain place," Johns described. "They'll 
tell me, 'It might be better if we enlarged this 
bed or placed a giant fan palm in this spot.' 
Things like that can enhance the landscape 
and help out with our efficiency as well." 

Many contractors also find that, for clients 
who aren't necessarily looking to cut mainte-
nance costs, adding enhancements can actu-
ally boost the maintenance contract on that 

Strategically placed flower beds make life 
easier for mowing crews and any property 
can benefit from small beautification 
projects. Photos: Coastal Greenery 

property and bring in even more revenue. 
For instance, installing an ornamental tree 
in a yard can persuade a client to buy into 
mulching and pruning services as well. 

EYES WIDE OPEN. After defining which 
services belong in the enhancement cat-
egory, contractors must remember that sell-
ing enhancements also requires a different 
approach from selling add-ons. As opposed 
to being awarded a maintenance or installa-
tion job and subsequently mentioning other 
services a company offers, selling enhance-

ments requires a certain degree of comfort 
with the client and the property and a keen 
eye for finding problem areas. Knowing that 
any lawn can benefit from periodic aeration 
is one thing, but understanding that a strate-
gically placed plant bed can solve a mowing 
problem is a different skill. 

"The sales representatives and account 
managers always need to have their heads 
up and bring opportunities to my attention," 
stressed Ed Mason, landscape manager, As-
pen Corp., Daniels, W.V. "They can tell me, 

(continued on page 108) 

l, B E T T E R S T R O N G E R , QUI I 
Don't be fooled by the light weight and 
comfortable design. When you choose a 
Little Wonder i Electric Hedge Trimmer, 
you're plugged into a lifetime of rugged, 
dependable, on-the- job performance. 

Our doub le rec ip roca t i ng blades glide 
back and forth for flawless, fatigue-free 
trimming. Even tough-to-cut shrubs and 
hedges up to ,/2" thick are no problem for 
a Little Wonder Electric Hedge Trimmer. 

• Blades stop in less than 1/2 second if 
either switch is released 

• Double reciprocating blades 
Reinforced gears 

• Cord retention system 
• Removable maintenance covers 
• Available in 19", 24", and 

30" models 

LITTLE WONDER 
Professionals Demand Little Wonder. Shouldn't You?• 

Cal l Tol l Free: 1-877-596-6337 
1028 S t ree t Road • S o u t h a m p t o n , PA 18966 U S A 

w w w . l i t t l e w o n d e r . c o m 

The Americutter-14 
is the most reliable 

14" brick and 
masonry saw 
in America. 

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

FOR FREE 
BROCHURE 

& VIDEO 
CONTACT: 

American Brick Saw Company, Inc. 
825 Seegers Road • Des Plaines, I I 6 0 0 1 6 

Phone: (800) 989-9593 
Fax: (847) 390-0060 

www.americanbricksaw.com 
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The Message Boards at Lawn & Landscape Online are the perfect way to get an immediate 
answer to your question. They're free to use and they're filled with knowledgeable landscape 

professionals from all over the country. Just visit www.lawnandlandscape.com« create 
a My Lawn & Landscape account at no cost and you're ready to post your own questions 

or answer those that are already there. Here's a sample of what you can find there. 

L 

Fuel Surcharge? 
Posted By Mark & Terry Herrin 
My question is this: we are putting our terms and conditions together (I know I need to find 
and attorney & working on it). I read in a recent post about adding a fuel surcharge. We are 
in a suburb outside of Detroit & prices are averaging $1.70/gal. What would you suggest as a 
"just in case." I don't like thinking like that, but I know a couple of our customers are 
thinking "what if," too. - Terry 

Re: Fuel Surcharge? 
Posted By Andrew Hardscape 
Terry, 
I believe you can do this without paying an attorney. As far as the fuel surcharge, I would 
work it: 

In the event fuel/gasoline prices reach and/or exceed $1.75 at the pump a "fuel surcharge" of 
$2.00 will be applied to each mowing/visit/monthly billing statement, and you get the picture. 

Posted By Sammy 
How much more gasoline cost per customer will you be using? 

If you can mow four 10,000-sq.ft. yards with a gallon of gas at $2.00, that is an increase of 
only 7.5 cents per yard. Now, why would you expect a customer to pay 2 extra bucks? 

Posted By Andrew Hardscape 
Not sure how you operate there Sammy, but most mowing companies must transport the equipment 
to the property via truck. And they also must pick up mower parts and other reated objects via 
car and truck! Which in turn means that gasoline/fuel is used. 

It all ads up! 
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(continued from page 106) 

This customer could really benefit from this 
and we may be able to make an additional 
sale/ Someone has to be on the ball in order 
to recognize this." 

Communicating with crewmembers and 
field managers is essential when selling en-
hancements, since they have their eyes on 
the sites most often. "I have two field man-
agers and between the three of us we'll see 
certain problem areas in the landscape or an 
area that just needs something to make it a little 
more attractive," Johns noted. From there, a 
design and proposal are drawn up and the 
package is submitted to the client, who, more 
often than not, accepts the suggestion. 

Johns admitted though, that enhance-
ments can be quite time consuming to pro-
pose. "It would be easier for me to go in and 
sell that customer a maintenance job and 
start working on that right away," he men-
tioned, explaining that since some clients do 
waver on the idea of paying for several 

(continued on page 110) 

Selling enhancements and selling add-on services involve similar tactics and both 
increase revenue, but the range of services covered by each category is different 

for a couple of reasons. For one, enhancements are installations applied to existing 
landscapes to help beautify what is already there. Add-ons, however, are often 
maintenance services sold to supplement existing maintenance contracts. 

"With add-ons, you could be putting down S200 worth of mulch in a yard, and that still beautifies, 
but add-ons are necessary to keep that yard maintained and looking nice," commented Jeffrey 
Johns, president, Coastal Greenery, Brunswick, Ga. 

Another reason to separate enhancements and add-ons is that enhancement work 
may require a different crew than the maintenance-style needs associated with add-
ons. "For flower planting, we'll bring in crews that specialize in that, but the mainte-
nance of the flowers falls under regular maintenance," noted Chris Randall, commercial 
grounds management department manager, Bland Landscaping, Apex, N.C. 

Because of these differences, determining which jobs belong in which category is 
important. Here are a few examples of where most contractors felt certain extra 
services belonged: 

ENHANCEMENTS A P P - O N S 
Tree or shrub installation 
Walkway installation 
Strategic plant bed installation 
Reshaping of plant beds 
Replacement of dead or damaged material 

Pruning trees and shrubs 
Mulching beds 
Aerating and overseeding lawns 
Spring and fall clean-up 
Edging around walks or plant beds 

Which is Which? 

» > SPRING SPECIALS MALLARD 
N C O R R C 3 R A T E D 
Green Industry Accessories 

SPRING SPECIALS « < 

EZ GATE 

SUPER JACK 
• Safe and Easy Access Under Deck 

> Works on all ZTR's and Walk Behmds 

> 1 -Kit Works on Gates up to 180 lbs. 
> Reduces Lifting by up to 85% 
> Stainless Housing and Aluminum Hardware 
> Saves on Workman Comp. Claims Due to Back Injury 
> Universal 1-Hour Installation 
> Quality 1-Year Warranty 
> Winner of the OMEmie Award 
Mote: Works on all utility trailers with side rails 
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100,000 New Homeowners 
Every Week! 

We know who they are. 
We have their address and phone number. 

They are looking for lawn & landscaping services. 
Do you want their business? 

Finally, a subscription service to provide you with a list of New Homeowners in your area on a 
monthly basis! 

Homeowners have money to spend! Especially New Homeowners. Research proves most 
buying decisions are made 90 days after buying a home. They are ready to spend and develop 
new relationships and need to make purchasing decisions NOW! 

Selections Available: 
• Income 
•Age 
• Martial Status 
• Sale Price 
• Estimated Home Value 
• Loan Amount 
• Sale Date 

* Ask about 
our weekly 

updates! 

Don't let your competitors beat you! 
Cal today to find out how many hot new prospects we have for your area! 

1-800-628-0026 

Sign up for your subscription today and receive ONE MONTH FRJEE! 
NL-LAW 

Call Dick Haury at 1-800-628-0026 
Buy Online at newleadsUSA.com new 
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(continued from page 108) 

thousand dollars worth of additional work, 
closing sales can be tricky. Still, enhance-
ment sales pay off. "Enhancements are more 
rewarding because there are always possi-
bilities for a yard to look better and it's your 
job to find them." 

Account managers who work with 
Randall look for those opportunities regu-
larly. "When the account managers walk the 
sites with the clients, they see things that 
might need to be enhanced or changed. That's 
where it starts," Randall described. "We try 
to walk the properties at least once a quarter 
and some sites are every month." 

Account managers note client requests 
or possible enhancement jobs in a lead track-
ing system to ensure that the potential job is 
on record. From there, larger jobs, like walk-
way installations, are routed through the 
commercial grounds management depart-
ment where designs are drawn up, approved 
by the department head and proposed to the 
client by the account managers. 

For smaller jobs where high-level 
involvement is unnecessary - install-
ing a tree or shrub, for instance -
account managers work directly with 
their supervising branch managers 
to get the job done. 

"I find that customers really do 
appreciate [enhancement proposals], 
so the effort is good on both ends," 
Mason expressed. "The customer ap-
preciates you being on top of things. They 
feel that they're being cared for - that's what 
they want you to do." 

Mason admitted that he regrets not being 
able to be on all his properties all of the time 
- a problem that many contractors run into 
when selling enhancements. 

"Right now we have a three-month back-
log of enhancement work that we spent all 
winter selling, and we don't even push en-
hancement sales that hard," Johns men-
tioned. "Our goal this year was to focus on 
maintenance because as long as we're sell-

"The beauty of [selling en-

hancements] is that it's not new 

construction where you're com-

pet ing with other bidding 

contractors." - Jeffrey Johns 

ing maintenance, enhancements seem to fol-
low. In the springtime it does consume me as 
a salesperson - about 80 percent of my time 
is focused on enhancements because that's 
when most people want to have things 
planted and looking good." 

PROFITABLE POSSIBILITIES. After be-
ing in business for a few years, many con-
tractors find that moving away from being 
all-purpose and specializing in one or two 
areas of work can increase profitability. Johns 

(continued on page 112) 

EXPAND YOUR BUSINESS 
by offering the COMPLETE line of 

Fabrics & Erosion Control Products 

PERFECT FOR 
Professional Landscape 

Service Needs! 
The Retail 

Garden Center! 

FABRIC FOR 
YOUR EVERY NEED! 

Bulk Rolls 3-15 • Wide 
Available 

3' * 25' • 3' m SO' • 3' * 100' 
4 * 5 0 - 4 * »00 - 6 * 50' 

Landscape Fabrics 
Weed Control • Woven Ground Covers 

Filter Fabric • Paver/Patio Underliner • Soil Separators 
Erosion Control 

Burlap • Jute • FabriJute™ Erosion Control Netting • Silt Fence 
Construction 

Road / Driveway / Recreation Park Underliners & Fences 
Accessories 

Plastic & Steel Securing Pins • Knives • Fabriscape Drainage System 

^ ^ ^ ^ LANDSCAPE FABRICS A EROSION CONTROL PRODUCTS 

4800 S. CENTRAL AVE., CHICAGO, IL 60638 
(708) 728-7180 • 1-800-992-0550 • FAX: (708) 728-0482 

Hydro Seeding Systems 

Register on-line 
to receive 

FREE sample 
bottle of 

"Compare... 
Before You Buy" 

- Industry Leading 
Performance 

- Minimal Maintenance 
- Holds More Mulch 
- Easy to Operate 

Model Shown: 
L90 

Price as 
Shown: 

$23,495.00 

350 Gallon Units 
Starting at 

. $3995 . 

Model Shown: 
TM35-SR 

Price as Shown: 
$3,995.00 

VISIT easylawn.com 
FOR A LISTING O F OUR 

U P C O M I N G T R A D E S H O W S 

FOR MORE INFORMATION OR TO SEE A DEMONSTRATE 

CALL 800-638-1769 
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With The Lawn & Landscape Sweepstakes 

Visit www.lawnandlandscape.com to be eligible to win free products! 

This month, win a case of MERIT® 2.5 G Ornamental Insecticide, 
an exciting new product from Bayer Environmental Science, 

Chipco Professional Products. 
Now it's easier than ever to control many of the most common ornamental insect pests. Add new easy-to-use 
Merit 2.5 G to yourtree and shrub programs and you won't have to worry about spray tanks or injection systems 
- or scheduling extra visits for ornamental insecticide applications. 

Ba>«$ 
WS-

MERIT 2.5 G 
Ornamental Insecticide 

Merit 2.5 G Insecticides new granular formulation means: 
I. No mixing, no injecting, no spraying, no need to 

calibrate spreaders 
Simple application - just select the rate and 
spread around the base of the plant using the 
measuring cup provided 
Systemic control of many harmful insect pests; 
including: Adelgids, Lace bugs, Leafhoppers, 
Japanese beetles (adults), Psyllids, Whiteflies, 
Aphids, Leaf beetles (incl. Elm leaf and Viburnum 
leaf beetles) 

2. 

3. 

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 

Questions? Call 800/456-0707 

http://www.lawnandlandscape.com
http://www.lawnandlandscape.com
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(continued from page 110) lawnandlandscape.com 
went through that type of transition, and the 
move has had great benefits. 

"The last few years we really got away 
from new construction and focused on our 
maintenance and landscape enhancements," 
Johns said. "It's great because most contrac-
tors don't see the benefits. They see the new 
house being built on the corner and they target 
it. I'll go to the older house next door and target 
that one." By keeping out of bidding wars and 
encouraging clients with established land-
scapes to supplement their investments, 
Johns is able to take on more work. 

"There will be 10 contractors targeting 
that new construction and I'm the only one 
targeting the enhancement," he continued. 
"That's what I strive for. We go for the next-
door neighbors." 

For the most part, contractors offered 
that the average cost of the enhancement 
jobs they perform runs in the $2,000 to $8,000 
range. At first blush, these figures may not 
seem to offset the revenue an $80,000 new 

construction would bring in, but contrac-
tors can make up the difference in increased 
profit margin. 

"Enhancements are more profitable for 
a number of reasons," Mason noted. "I al-
ready know the customer and since you 
usually do not have to bid the work, you can 
get at least a 10 percent mark up on it." 

"Instead of getting the typical 10- to 15-
percent profit margin, you can aim up to 18,20 
or 22 percent." Johns detailed. "I don't usually 
go that high, but it's always more profitable." 

In terms of what department collects the 
revenue from enhancement sales, strategies 
differ. Johns and Mason keep enhancement 
income separate from maintenance. Randall, 
however, applies the revenue to different 
department, depending on the presence of 
certain variables. 

"Maintenance gets the revenue currently 
if the enhancement department does the 
work," Randall explained. "But if one of the 
other departments - such as residential in-

Ithb'jk uiLt Unllna j mu'Auu 
lux muiu iuA'Auu un jaiLLuu 
liiLiilijiiiijjy •jiiiKm^niaiisj, 

stallation - is lagging because of wet weather 
or another factor, if we've got a free day and 
there's something that needs to be done, 
they'll get the proposal." In a case like that, 
the enhancement department supervises the 
job, but the installation department receives 
revenue and expenses. 

Keeping eyes open for enhancement op-
portunities takes a lot of time and effort, but 
the work keeps crews busy and revenue 
pouring in. Next time you're working on a 
high-paying (but high-stress) new construc-
tion job, take a peek at the neighbor's yard to 
see if it could use some sprucing up. E 

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

C & S TURF CARE EQUIPMENT, INC. 

S S 8 0 3 0 TURF TRACKER 
• The original! Tried and proven since 1983. 
• Spreads and sprays over 4000 sq. ft. per minute. 
• Full hydrostatic drive. Zero turning radius. 
• Sprays 4\ 8' and 12' on-center or off-set. 
• Spreads from 4' to 24' wide. 

Increase Productivity! Increase Profits! 

(330) 966-4511 800-872-7050 
fax (330) 966-0956 
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growing your business seminars 
FEATURING JACK MATTINGLY, MATTINGLY ASSOCIATES 

L a w n & L a n d s c a p e Magaz ine P r e s e n t s . . . 

Improving Profits and 
Growing Your Business 

Fea tu r i ng J a c k Ma t t i ng l y - M a t t i n g l y A s s o c i a t e s 

WHY YOU NEED TO ATTEND? 
• Learn proven methods to grow your business and 

insure profits. 

• Discover how to improve operational efficiencies -
tracking your labor hours, identifying labor costing, 
and how to purchase and maintain equipment. 

• Sharpen your financial management practices 
with QuickBooks and learn how to structure your 
pricing. 

Identify strategies for setting your company up for long term, sustained 
growth. 

Seminar Registration 
Is Only $145 Per Attendee! 

A Great Value For A Session 
With So Much To Offer Your Business 

Sponsored By 

JOHN DEERE 

HOW TO REGISTER? 

L O C A T I O N S 

Friday, July 25, 2003 
Balt imore 

Friday, August 1, 2003 
Philadelphia 

Friday, August 8, 2003 
Northern New Jersey 

Friday, August 15, 2003 
Orlando 

Friday, August 22, 2003 
Ft. Lauderdale 

Friday, September 5, 2003 
Greensboro 

Tuesday, September 9, 2003 
Toronto 

Friday, September 12, 2003 
Atlanta 

Friday, September 19, 2003 
St. Louis 

Friday, September 26, 2003 
Chicago 

Friday, October 3, 2003 
Dallas 

Seminar T ime: 
8:00 a.m. - 3:00 p.m. 

Registrat ion 
Opens at 7:30 a.m. 

By Phone: Call 800/456-0707 
On The Web: www.lawnbizseminars .com 

http://www.lawnbizseminars.com


Get 
On Your 
Horse 
Partner! 
Howdy partner, this is your green industry marketing 
guru, Marty Grander writing to tell you to get up on 
your horse and ride on down to Cincinnati, Ohio for 
the Lawn & Landscape Sales & Marketing Bonanza 
featuring me, Marty Grander. 

Why should you come? You should come to our Sales 
& Marketing Bonanza because I'm going to direct 
the largest, the best, and the most entertaining con-
ference solely focused on sales and marketing ever 
presented in the Green Industry. I have been per-
sonally putting on seminars for the last seven years 
and I know how to teach in a way that is effective 
and fun. Chances are your competitors has been to 
one of my events and you've heard how beneficial 
they are. 

If you like to catch up on your sleep at out-of-town 
events, this conference is not for you. At my semi-
nars we work from sun-up till sun down. I believe in 
giving folks their money's worth and with the power 
of Lawn & Landscape magazine and its website, I'm 
sure we'll sell this bad boy out. 

Anyway, let me make a few more points in case you 
aren't sold yet. The other presenters I have coming 
to this event are A-1, top grade. They include sales 
and marketing experts and one of my very best stu-
dents who will share what he has learned from my 
seminars on how to grow his business. Last year he 
grew from $1.3 million to $2.1 million! 

You will learn what to do when the other guy's price 
is lower, how to hire the right sales person for your 
company and 57 fun, cheap and different marketing 
ideas for under $5,000. You will also learn how to 
write a sales letter that gets a response and how to 
make sure your marketing efforts can be easily man-
aged, and mulch, mulch, more. DON'T MISS THIS 
EVENT! 

Get on your horse and come see us in July! 

Cordially, 

Marty Grander 

PS - If you don't come, I only hope that your chief 
competition does not! 

PPS - We should have our heads examined for only 
charging $495 for this event! 

July 
Hyatt Regency Cincinnati • Cii 

CONFERENCE PROGRA 

Thursday, July 24, 2003 
9 : 0 0 - 1 2 : 0 0 p.m. 

1 : 0 0 - 5 : 0 0 p.m. 
2 : 0 0 - 2 : 3 0 p.m. 
2 : 3 0 - 4 : 0 0 p.m. 

4:00 - 5:00 p.m. 

5 : 0 0 - 6 : 0 0 p.m. 

Facility Tour 
Groundmasters, Inc. 
Registration 
Welcome Cowboys: Introductions, Ice Break 
Target Pract ice: A i m Your Message at the 
Watch Your Resu l ts Exp lode 
Speaker: Marty Gründer, Marty Grunder! In 
Put t ing The Gi t ty Up Into Sales 
Speaker: Ed Eppley, Dale Carnegie 
Welcome Reception 

Friday, July 25, 2003 
7 : 0 0 - 8 : 0 0 a.m. 
8:00 - 9:00 a.m. 
9 : 0 0 - 1 0 : 3 0 a.m. 

1 0 : 3 0 - 1 0 : 4 5 a.m. 
1 0 : 4 5 - 1 2 : 0 0 p.m. 

1 2 : 0 0 - 1 : 3 0 p.m. 
1 : 3 0 - 3 : 0 0 p.m. 

3:30 - 3:45 p.m. 
3:45 - 4:30 p.m. 

Breakfast 
Team Presentations & Assignments 
11-Step Se l l ing Process, Part I 
Speaker: Marty Grunder, Marty Grunder! In 
Break 
11-Step Sel l ing Process, Part II 
Speaker: Marty Grunder; Marty Grunder! In 
Group Networking Lunch/Team Photo 
How To Hire The Right Sales Person 
Speaker: Marty Grunder, Marty Grunder! In 
Break 
Here's What I 've Done w i th Marty 's Markr 
Speaker: Matt Caruso, Decra-Scape 

Saturday, July 26, 2003 

7 : 0 0 - 8 : 0 0 a.m. 
8 : 0 0 - 9 : 0 0 a.m. 
9 : 0 0 - 1 1 : 0 0 a.m. 

1 1 : 0 0 - 1 2 : 0 0 p.m. 

1 2 : 0 0 - 1 2 : 3 0 p.m. 

HOW TO REGISTER? 

Breakfast 
Team Presentations 
What To Do When The Other Guy 's Price I 
Speaker: James Bleech, Leadership Develc 
57 Fun, Cheap, & Di f ferent Market ing Ide 
Speaker: Marty Grunder, Marty Grunder! In 
Closing Ceremonies 

B y P h o n e : Cal l 8 0 0 / 4 5 6 - 0 7 0 7 
O n T h e W e b : w w w . l a w n s a l e s b o n a n z a . c o m 
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REGISTRATION F O R M iprehensive 
I Marketing 
ional Event 

rontractors 

14-26, 2003 
¡innati, Ohio 

and Team Selection 
ght Target and 

g Stuff at My Business 

igher 
snt Center 

2003 LAWN & LANDSCAPE 
SALES & MARKETING BONANZA 

Featuring Marty Gründer 
Marty Gründer! Inc. 

BY PHONE: Call 800/456-0707 and ask to register for the Sales & Marketing Bonanza 
(weekdays 9 a.m. - 5:00 p.m. EST) 

BY MAIL: Sales & Marketing Bonanza, 4012 Bridge Ave., Cleveland, OH 44113 
BY FAX: Complete form and fax, with credit card information, to 216/961-0364 (24 hours) 
ON THE WEB: Register on-line at www.lawnsalesbonanza.com 

(Please pr int or type. Form may be photocop ied for addi t ional registrants; one fo rm per person) 

First Name Last Name 

Name as It Will Appear On Badge. 

Title. . Company. 

Address. 

C i ty . . Sta te . . Zip Code . 

Phone. .Fax . 

E-mail Address. 

P A Y M E N T I N F O R M A T I O N 

• Checks: Make payable to GIE Media (drawn on a U.S. Bank, in U.S. dollars) 

• I authorize GIE Media to charge my: • VISA • MasterCard • American Express • Discover 

Card Number. . Expiration Date. 

Billing Address. 

Name on Card. . Signature. 

Please Note: Registrations will not be processed until payment information is received. All faxed and phone 
registrations MUST include credit card information. There will be a $25 fee for returned checks. 

NUMBER TOTAL 

Full Conference Registration 

Group Registration (two or more same company) 

Facility Tour (Thursday, July 24) 

@ $495 = 

@ $395 = 

@ $20 = 

TOTAL 

C A N C E L L A T I O N / R E F U N D P O L I C Y / C O N F I R M A T I O N S 
All cancellations must be made in writing and faxed and mailed - voice mails and e-mails will not be accepted. A full refund will 
be issued if the cancellation notice is received by July 10,2003 business days prior to the seminar. No refunds will be issued 
after that day or for no shows. Advance payment is required for registration. Attendees can notify Lawn & Landscape at any 
time that another individual will attend the conference in their place. All registrations postmarked by July 10, 2003 days prior 
to event will be acknowledged by mail. Lawn & Landscape reserves the right to cancel a program due to insufficient registra-
tion or instructor emergency. A full refund of registration fees will be issued if this occurs. 

HOTEL INFORMATION 

Hyatt Regency Cincinnati Phone: 513/579-1234 
Group Rate: $105 (plus applicable taxes) Reservation Cut Off Date: Tuesday, July 1, 2003 

http://www.lawnsalesbonanza.com


ByAliAnderson 

Sodding, seeding and hydroseeding. 
Contractors share their views about 
which is the best approach when 
establishing a luscious lawn. 

The 

No yard is complete without a thriving carpet of green grass. 

But, while turfgrass may be the most basic element of a landscaped property, deciding on a 

method of grass installation can complicate matters. Contractors have three competing options 

when faced with the task of turf installation: sodding, seeding and hydroseeding. 
• Sodding is the process of applying strips of turfgrass to prepared soil, creating an instantly 

mature lawn. 
• Seeding refers to the application of selected turfgrass seeds to prepared soil, allowing it to 

grow to maturity. 
• Hydroseeding is the term used to describe the application of slurry - a mixture of water, 

grass seed, fertilizer and fiber mulch - to a site where clients desire turf. 
While these approaches may produce similar results, industry professionals insist there 

are obvious distinctions associated with each. Hence, the great grass debate - with "oppo-
nents" presenting arguments about price, quality and installation differences among the 
three application options. 

PRICE POINTS. Attaching precise figures to each grass-application method is not feasible, since 
prices vary according to location. 

"Price is really tough in terms of specifics," explained Doug Fender, executive director, Turfgrass 
Producers International, Chicago, 111. "There are regional and local variations." 

(continued on page 118) 

Sod installation 

boasts a collection of 

proponents in the 

grassy debate over 

lawn-establishment 

methods. Similarly, 

hydroseeding and 

seeding have garnered 

support from industry 

professionals who 

favor other installa-

tion methods. 

Photo: Turfgrass 

Producers Interna-
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Contact Buyers for your nearest distributor, or visit buyersproducts.com for more information 
440-974-8888 • Toll Free FAX: 800-841-8003 • www.buyersproducts.com 
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Quality since 1946 

Professional Landscape 
Trailer Accessories 

LT15 
Multi-Rack 

Available Today 
at a Buyers Price! 

Lockable 
Trimmer Rack 

LT35 
Hand Tool 

Rack 

LTB66 
Toolbox 

LT30 
Gas Can Rack 

LT25 
Water 

Cooler Rack 

LT20 
Backpack Blower Rack 

http://www.buyersproducts.com


(continued from page 116) 

However, Fender noted that sodding gen-
erally is the most expensive of the three instal-
lation methods, with hydroseeding placing 
second and basic seeding boasting the least 
expensive prices. 

"Sodding is the most costly approach," 
agreed Sean Gassman, owner, Fairway 
Greens Landscape Services, Garland, Texas, 

and president, Hydro Turf Planters Asso-
ciation. "A consumer who is buying sod is 
literally paying someone else to raise the 
grass for them." 

Costing an average of 30 cents per square 
foot, the price of nurtured sod for an entire 
property can climb easily into the thou-
sands of dollars. Yet, the required follow-up 

Heavy-duty Attachments 
for Commercial Mowers 

Hooker Aerator 

Call for dealer 800.966.8442 

Electric Broadcast 
Spreader 

www.ircoinc.com 
USE READER SERVICE # 9 7 

HOW TO BUILD THE 
LONGEST LASTING TRAILER 

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

USE READER SERVICE #109 

maintenance and potential risks are minimal. 
But if a property owner wants to save 

money, seeding is an option, Fender noted. 
Although prices vary depending on loca-
tion, seeding applications come out least 
expensive. 

However, a customer who opts for seed 
will end up paying with personal time spent 
tending to the grass, Fender observed. Plus, 
there's the looming risk of washout, poor 
seed germination and weed infestation. 

In the pricing discussion, hydroseeding 
boasts low application prices as well. Con- | 
sidering all materials and labor, hydroseeding 
costs about 2.65 cents per square foot, calcu- j 
lated Rob Yoakum, global sales coordinator, | 
Finn Corp., Fairfield, Ohio. 

QUALITY Q&A. Regardless of the costs 
associated with turf installation, quality is a 
top priority for contractors and property 
owners alike. Contractors can achieve the 
desired result - a vivacious, hearty lawn -
through any of the three application meth-

Careful soil preparation prior to any 
turf application is a wise invest-

ment. Follow these eight steps before lay-
ing sod, applying hydroseed materials or 
spreading seed on a property to ensure 
high-quality results. 
I • Clear the site of all building materials, 
as well as any buried stumps, rocks, 
stones or other debris larger than 2 to 3 
inches in diameter. 
2 * Roughly grade the entire area to elimi-
nate any drainage problems on the prop-
erty. This would include sloping the grade 
away from building foundations, eliminat-
ing or reducing severe slopes and filling 
low-lying areas. A tractor-mounted blade I 
and/or box are most often used for rough 
grading, but if the area is smaller, it can 
be done with hand tools. 
3 . Complete initial filling, to a depth of at 
least 2 inches prior to adding any topsoil or 
soil amendments. This will control most an-
nual weeds, alleviate subsoil compaction, 
and permit a bonding of the topsoil to the 
subsoil, improving root penetration and wa- \ 
ter movement. 

Ready and R; 

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

3/4" 
MarineTech™ PTP 

Ramp Deck 
& Interior Floor 

(20 year warranty) 

<§> 
(800) 348-7553 

Chassis Built with 
SmartFrame 

Technology™ 
includingTubular 
Steel Main Rails 

www.wellscargo.com 

Assist 

/ 

Heavy-Duty Anodized 
Aluminum Roof Cove 

Radius Steel 
Corner Posts 
(Front & Rear) 

LED 
Stop/Tail/Turn 

Lights for 
Improved Safety 

3/8" 
Exterior Grade 

Plywood 
Sidewalls 
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ods. However, professionals maintain that 
quality varies among the methods. 

"Quality refers to how healthy the plant 
is," described Marc Bowers, vice president 
of marketing, Finn Corp. "The root system 
should be well-developed, and the grass 
should be thick - not spotty. Color is also 
key. It should be a lush green, not brown." 

Given these elements of high-quality 
grass, Bowers noted that any of the three 
methods could establish a successful lawn. 

However, there generally are more com-
plications with the basic seeding approach, 
Gassman asserted. "Seeding is the least effi-
cient way to get high-quality grass," he said. 
"A high amount of seed is required because 
the majority of it will die." 

Seed applications often struggle with ero-
sion, rainfall washout and spotty growth, Bow-
ers added. 

By comparison, hydroseeding helps with 
erosion control by covering seeds with mulch 
materials that can protect it from the ele-
ments. The mulch layer locks essential ele-

4 . Add topsoil to achieve a total depth of 
4 to 6 inches after firming. The topsoil 
should be a loamy sand, sandy loam, clay 
loam, loam, silt loam, sandy clay loam or 
other soil suitable for the area. 
5 . Test the soil pH with a chemical soil 
test to determine if the soil requires any pH 
correction materials. Improve acidic soils 
(pH of 6 and below) with the addition of 
lime. And improve alkaline soils (pH of 
7.5 and higher) with the addition of sul-
fur or gypsum. 
6 . Apply "starter fertilizer" that is high in 
phosphate at a rate recommended for the 
particular product. To prevent root injury to 
newly installed turfgrass sod, work this fer-
tilizer into the top 3 to 4 inches. 
7. Finish grade the entire site, maintain-
ing the rough grading contours and slopes, 
with a tractor-mounted box blade on large 
areas or heavy-duty rake on smaller sites. 
8 •Roll the area with a lawn roller one-
third full of water to firm and settle the sur-
face and reveal any low spots that need 
filling to match the surrounding grade sur-
face. - Turfgrass Producers International 

in' to Grow 
LAWN & LANDSCAPE 

ments in and keeps harmful substances out, 
Bowers explained. As a result, hydroseeded 
lawns rarely welcome weeds. 

"The mulch holds everything in place 
and retains moisture," Gassman agreed. "It 
keeps the seed adequately moist for germi-
nation and establishment." 

Within a few months, there may not even 

be a visible difference between a hydroseeded 
lawn and a sodded lawn, Gassman main-
tained. "Often the hydroseeded lawn is 
healthier than the sod because it has never 
grown any place else. The hydroseeding 
material doesn't have to adapt." 

Sod quality generally can be determined 
by a close look at the uniformity of color, 

TRUTH ISf 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 FINN 
1-800-543-7166 • www.finncorp.com 

9281 LeSaint Drive, Fairfield, OH 45014 

USE READER SERVICE #114 

MAY 2 0 0 3 1 1 9 

http://www.finncorp.com


LANDSCAPE NURSERY & TURF 
POWER EQUIPMENT EXPO 

November 12-13, 2003 
Wednesday - Thursday 

Pennsylvania Farm Show Complex 
Harrisburg, Pa. 

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

• Live indoor and outdoor 
equipment demonstrations 

• Educational seminars 

• Hands-on training 

• Networking opportunities 

• Power Equipment Rodeo 

For additional information 
about the Power Expo 2003s«, 

Landscape, Nursery & Turf 
Power Equipment Expo, 

visit us at www.plna.com, 
telephone 610.544.5775, 

fax 610.544.9808, or 
E-mail soshea@plna.com 

Produced by the 
Pennsylvania Landscape and Nursery Association, 

the folks that bring you PANTS, 
the Penn Allied Nursery Trade Show 

Supported by the 
Pennsylvania Department of Agriculture 
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texture and plant structure. 'There is varia-
tion from species to species/' Fender recalled. 
"However, if you walk a field and look at 
three pieces of sod, those within in the same 
species should look the same." 

Strong roots also indicate high-quality sod, 
Fender noted. "You should be able to take hold 
of one end and not have the sod fall apart." 

Contractors and property owners can 
visit sod farms before purchasing 
materials,to get a clear idea of the invest-
ment they intend to make. And seeing the 
sod up close can be a real selling point, 
Fender noted. "The reason people purchase 
sod is that they're buying a known, visible 
product," he reminded. "In my opinion, 
that's why people spend money for sod vs. a 
bag of seed." 

INSTALLATION INSIGHTS. Actual in 
stallation for the three methods varies quite 
drastically. But regardless of the method, 
soil preparation is always necessary. 

"We recommend soil prep to be the same 
for all three of the processes," Gassman ex-
pounded. "When you're installing a lawn, you 
have a unique opportunity that you may never 
have again to rid the soil of weeds and debris." 

After priming the soil, the application 
process begins. When sodding, contractors 
and crews methodically install large rolls -
ranging from 12 to 48 inches wide - of freshly 
cut turfgrass. 

"The sod rolls are laid out and placed in a 
brick-like pattern," Fender expressed. "That 
way, you don't have one continuous line of 
seams, and you don't have gaps." 

This repetitive process is time consum-
ing since workers must constantly carry the 

Regardless of which method a contractor 
chooses when installing a lawn, soil preparation 
is a must. The site should be cleared, graded, 
inspected and treated with a lawn roller. 
Photo: Turfgrass Producers International 

sod rolls, which can weigh up to 1,000 
pounds. Depending on the size of the prop-
erty, application could take a few hours or a 
few days, Fender shared. 

In contrast, seeding and hydroseeding 
generally require less time and less people. 

The basic seeding application, often re-
ferred to as broadcast seeding, entails one 
person walking throughout the site, distribut-
ing seed with a spreader. The seed is spread 
evenly across the ground and covered with 
straw for protection and stability. This pro-
cess, when applied to a residential property, 
generally takes one person a few hours. 

Hydroseed applications require similar 
manpower and time. When applying 
hydroseed materials, a one-man opera-
tion can use a tank and hose to cover 
several acres in a day. [Q 

The author is Assistant Editor - Internet for 
Lawn & Landscape magazine and can be reached 
at aanderson@laivnandlandscape.com. 
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Save your time and your back by using the Arcoa E-Z Reacher\ 
Pick up trash and R Clean up I Eliminate painful 
debris without getting 

off your mower 
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items 
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Get the original Arcoa E-Z Reacher*, not a 
knock-off. Available at most major home, garden, 

and hardware retailers. To find one near you, 
call 877-842-7262 or visit www.arcoa.com 

«&/£Reacher 
The Heavy Duty Outdoor Pick-Up & Clean-Up Tool 
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Business-focused get-togethers 

offer owners valuable, outside insight by Kristen Hampshire 

Outsiders know more about your company's insides than you might think. 

Make small talk with an industry peer. Treat a retired executive to lunch. Introduce yourself to 

a new business owner in town. Call all three and form a team. The key is connections, and these 

outside professionals can provide valuable business growth advice without personal bias or 

financial stake in settings from formal meetings to casual phone conversations or e-mails. 
"The best ideas business owners get often come from people outside the company who aren't 

caught up in day-to-day affairs or politics," confirmed Barry Cain, managing director of strategic 
services, Blackman Kallick Bartelstein, an accounting and consulting firm in Chicago, 111. "People 
on the outside are not necessarily smarter, but they have a vision because they have separation." 

Management skills, human resources and business planning aren't contained to the green 
industry, and seasoned professionals from other industries can offer helpful, alternative 
business suggestions. 

CASUAL CONTACT. Brad Miller turns to a long-time mentor, Larry, for advice - especially when 
he is "up against some kind of a conundrum." Miller's 20-plus years of industry experience still don't 
supply answers to every question, so he looks for feedback from the outside. 

"Larry is similar in that we run service routes and we're in a business-to-business business," 
explained Miller, president of Interior Plantscapes, Ft. Myers, Fla. He shares breakfast and shop 
talk with Larry regularly. "He is an older, wiser guy, and I can call him up and say, 'I'm having 

(continued on page 124) 



www.lawnandlandscape.com www.lawnandlandscape. 

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 
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 magazine 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. 
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(continued from page 121) 

a problem with this/ and he always gives me 
great advice/" 

Advisory boards - business teams, boards 
of directors or mentoring groups - often 
sprout from this type of informal communi-
cation. And alliances like this are not diffi-
cult to form, pointed out Steve Woods, co-
owner, Five Seasons Landscape Manage-

ment, Columbus, Ohio. Woods finds "spur 
of the moment" conversations lead to learn-
ing opportunities. 

"When you talk to someone, find out a 
little bit about what they do," he suggested. 
"If you see an opportunity where they might 
do something similar to what you do in 
regards to sales, safety, employees or opera-

tions - whatever it may be - talk about it." 
"Similar" doesn't narrow the field to land-

scape contractors. Woods gathers safety tips 
from his insurance agent, sales techniques 
from a friend in a different industry and 
business planning advice from a retired ex-
ecutive who worked at retail giant The Lim-
ited. The conversations aren't staged or sched-
uled - casual talk taps helpful advice. 

Tom Heaviland considers a conversation 
with a friend who supplies him a service quite 
different from his own - Porta-Johns. "I got a 
letter from him because he is now charging a 
surcharge on fuel and adding it to every in-
voice," he explained, noting that he considered 
a similar practice to recover this burden. "I 
called him to see how it was working and to ask 
if he was getting any backlash from this." 

Besides consulting other companies in his 
rolodex, Heaviland meets contacts at local 
association meetings like the Building Own-
ers and Managers Association, which attract 
various contractors and potential customers. 
These strategic alliances help build his busi-
ness repertoire when he can supply clients 
with services other contractor friends offer, 
he added. (See sidebar below for a list of helpful 
advising associations.) 
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want more 
NEW 
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Product E-Newsletter 
and we'll deliver the 
latest green industry 
products to your e-mail 
inbox every Thursday. 
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aanderson@lawnandbndscape.com 
or call 800/456-0707. 

Check these resources and link to other 
business owners. 
Building Owners and Managers 
Association 
www.boma.org 
U.S. Small Business Administration 
www.sba.gov 
The Executive Committee 
www.fteconline.com 
Young Entrepreneurs Organization 
www.yeo.org 
International Facility Management 
Association 
www.ifma.org 
Associated Landscape Contractors 
of America 
www.alca .org 
Professional Lawn Care Association 
www.plcaa.org 
Professional Grounds Management 
Society 
www.pgms.org 
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Matthew Morgan tightens strategic ties 
at a standing Friday lunch date with an eclec-
tic group of service professionals. Seated at 
the table is a construction worker, a plumber, 
an electrician, an equipment salesman, a con-
crete contractor, a roofer, a fence builder, a 
tree technician and a couple of farmers - and 
Morgan, owner of Emerald Landscape Man-
agement, Danville, 111. 

"It's a nice network of people and we help 
each other out/' he remarked. "We talk about 
what is going on in town, inside information 
on projects and our businesses, and there is 
usually at least one business deal that tran-
spires each week. When one of us has a job 
and we need someone from another field, we 
use that person or company to do the sub-
contracting, or just refer the work to them." 

The lunch gang probably wouldn't find 
these contacts in their own databases, and dis-
cussing how each contractor bids, schedules or 
handles operational problems usually sparks 
ideas that Morgan digests later at the office. 

Business owners without such scheduled 
meal reservations should practice the art of 
observation. Marty Grunder sticks to a simple 
mantra when scouting "winners" who might 
have something to teach him. "Success leaves 
clues," he recites. "Every time there is some-
one who is successful, there are some clues 
there. There are distinct reasons why that 
person was successful and if you ask ques-
tions, you might find answers that will help 
you grow your company." 

STRICTLY SPEAKING. Simple connec-
tions can evolve into more formal "adviser" 
relationships. Rather than casual comments, 
these sessions usually start with an agenda, 
follow with goal setting and assessment, and 
end with deadlines. 

Most of all, formal advisory boards, boards 
of directors or individual mentors, demand 
accountability. Realistically, most employees 
don't ask their bosses when, why or how, pin 
them to deadlines or measure their results. 
"[Outside professionals] can challenge the 
owner of the firm in certain ways people on 
the inside can't," Cain said simply. 

Formal meetings challenge entrepreneurs 
to justify their processes, evaluate their 
progress and define their paths. 

This is why Allan Davis and the two 
other high-level managers at R.A.R. Land-
scaping, Baltimore, Md., rely on executive 
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coaches. "When you get high up in an orga-
nization, there are very few people to hold 
you accountable," noted Davis, vice presi-
dent. "The executive coach functions in that 
way. He has assisted me in having a review 
process with the people who I report to or 
who report to me to get blind feedback on 
how I'm doing as a manager." 

R.A.R. Landscaping connected to these 
resources through its lawyer. The profes-
sionals aren't free - they can cost owners up 
to $150 per hour - but the two coaches' 
business acumen and seasoned resumes hold 
corporate credentials. Davis meets with his 
coach each month for about an hour, and he 
keeps a binder with notes on their discus-
sions. He can reference these materials in 
between their sessions and review what goals 
he set to accomplish before the next meeting. 

"I started off mowing lawns, and when 
your company gets to a certain point that you 
need to have other skills, you need to look for 
those skills, and executive coaching is one 

way to do this," Davis explained, adding 
that his mentor's mistakes and experience 
with different sized companies offers insight 
and are always worth noting. "Landscape 
companies usually start off in an entrepre-
neurial mode, and if you are going to grow, 
you need to move to a corporate mode. Most 
of us don't have the tools to do that." 

Part of bridging these two phases at R.A.R. 
Landscaping includes fine-tuning internal 
communication. Since landscape owners 
generally work very closely with their em-
ployees, personal ties often prevent neces-
sary intervention. 

"There are very few people who have the 
skill to have that very honest, open commu-
nication because there are so many things 
that can get in the way," he pointed out. 
Someone from the outside can come in and 
they are blunt and direct and honest, and 
they can cut through the garbage and get to 
the heart of the matter, and they force you 
to put issues out on the table." 

OukTIP 
When Brad Miller swaps information 
with other business owners, he always 
asks for their business forms like cus-
tomer surveys, service order forms, 
work orders and other inter-office 
forms. These useful tools keep him 
from "reinventing the wheel," and al-
low him to see how other businesses 
manage their paper trails. Find a selec-
tion of business forms by logging onto 
www.lawnandlandscape.com/tools/ 
businessforms. 

Of course, this honesty can blow the ego 
at first, admitted Grunder, and not all own-
ers are ready to run their companies through 
the wringer. "I wasn't ready for strangers to 
rip me apart and know how to handle it," he 
said of his first, formal board of advisers. The 
dynamic is quite different now - a new board 
formed several years ago with carefully se-
lected members follows a detailed, quarterly 
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agenda, and Grunder is ready to accept criti-
cism - and put it to use in his business. He 
pays each of the three outside board mem-
bers $500 for each meeting and he provides 
them with industry magazines, his market-
ing materials and regular e-mail updates on 
business progress. 

In return, they "shake it up." 
"One is a finance guru, the other is an 

expert in entrepreneurship and the other is 
in the area of strategic planning," Grunder 
described of the members, highlighting their 
varying personalities. "I've become pretty 
good friends with one of them and another 
has been a fatherly figure to me. The other 
one is abrasive, he shakes me up, and I love 
him because I need that." 

PERSONALITY TRAITS. There are other 
qualities business owners need in an advi-
sory group or individual coach - honesty, 
confidentiality, patience and strength to ques-
tion current systems are some of them. 

"You have to have someone who you can't 
buffalo," Miller translated. "If they aren't at 
your same level of business or higher, you can 
tell them something you are doing and they 
might say, 'Yeah, that sounds good.' If you 
get someone a couple levels above you in 
business - more successful or older or more 
experienced - they might say, 'No, I don't 
agree with you.' 

"You want someone who is not impressed 
by your successes," Miller added. "You want 
someone to challenge you and your ideas." 

Regarding business size, Heaviland finds 
working with an industry peer who runs a 
business several times his size presents a sort 
of crystal ball. Specifically, when he wanted 
to learn more about adding tree services, his 
mentor, Wayne Richards, vice president, 
Cagwin & Dorward, Novato, Calif., sup-
plied him from-the-trenches advice, even 
extending an invitation to tour his facility. 

Richards and Heaviland talk each month 
- same time, 9 a.m. on Tuesdays, same place, 

in their respective offices over the phone. 
Discussion on fuel prices, competition and 
the economy usually fills some air space 
each month, and the two find that despite 
company size - Richards' is more than $25 
million while Heaviland's is closer to $4 
million - they are never short on conversation. 

Mark Lay experiences this variety with 
an eight-person group he meets for dinner 
after monthly Carolina Grounds Manage-
ment Association meetings, and the differ-
ences draw new ideas and perspectives to 
the table, said the owner of AA Tex Lawn 
Co., Charlotte, N.C. 

"We have some companies that run 20 
trucks and others that run two trucks and we 
have a county extension agent on the board," 
he described of the group, which started 
meeting a few years ago for dinner after their 
post-association meeting chatter turned into 
prolonged industry discussions. Since then, 
the landscape contractors have shared 
thoughts on issues ranging from Hispanic 
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labor to crew structure. 
"Any time you have a varied crowd, it 

adds to the outcome of the meeting because 
you get different perspectives depending on 
who is asking the questions," he remarked. 

Lay extends his industry idea-swapping 
to competition, as well, figuring the "se-
crets" he spills during his conversations can 
better the industry if another contractor im-
proves professionalism. Although, he ad-
mits that not every contractor feels so diplo-
matic. "I hear other people say they wouldn't 
talk to their competitors and I'm thinking, 
'You're missing out,'" he said. "There is no 
better insight than someone who has been 
through what you are going through." 

Local contacts can provide vital informa-
tion on market labor rates, percentage of 
labor to revenues, overhead costs and even 
policies like rain days and vacation time, 
Heaviland pointed out. Contractors who 
work states away can't provide this targeted, 
regional insight, he said. This is why his 

circle of "outsider" friends includes entre-
preneurs from both schools. 

Local owners lend specifics, national con-
tractors allow him to talk to some of the 
"industry bests," he figured. 

"You can get a lot of information from 
seminars, but through this type of forum is 
how you really learn - by talking to other 
contractors and spending time with them," 
Heaviland emphasized, adding that owners 
should lose their competitive streaks in cases 
where sharing information can benefit both 
parties, like sharing incentive ideas. 

While adding regional and national 
voices to an outside board provides periph-
eral perspective, there are some individuals 
owners can leave out: accountants, lawyers 
and bankers. Cain explained that since these 
professionals work for owners on a regular 
basis, contractors should explore other pro-
fessional opinions. "(Accountants, lawyers 
and bankers) are available to you anyway, 
so you have access to them," he said, noting 

that owners might construct an entirely dif-
ferent outside board and include these pro-
fessionals. "What works best is to consult 
with people other people who are not our 
normal advisers and who do not nee dot 
retain your business - and who can tell it like 
they see it." 

All these parameters might overwhelm a 
business owner looking for a sounding board 
or just an outside opinion. But the help is 
readily available - if you only ask, Grunder 
encouraged. 

"The hardest thing for an entrepreneur to 
say is, 'I need help,"' he related. "If you can 
make yourself vulnerable and ask for help, 
you will get help and you fill find that there 
is a multitude of people out there willing to 
give you advice. You just have to learn how 
to ask." ID 

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

Chances are, few people consider the rough-and-tumble green industry a venue wherein partici-

pants anticipate and discuss the latest in fabric trends. What's going on in the world of textiles seems 

more the stuff of Madison Avenue conversation. 

But in fact, fabrics do hold a significant place in landscape contracting, being an important 
instrument in erosion control, drainage and soil stabilization. Moreover, fitted around plant 
materials and then covered with a layer of mulch or rocks, landscape fabrics can save contractors 
hours of manual weeding for seasons to come. 

In an array of sizes, compositions and constructions, there's a wide material world out there, 
and knowing a bit about landscape fabrics and what they can offer to the jobsite can help 
contractors considerably. 

HISTORICAL FABRIC. Landscape fabrics or "geotextiles," as manufacturers know them, began 
their growth in popularity about 30 years ago. Preceded by the widespread use of herbicides as a 
means to control weeds and black plastic sheeted material as a way to manage erosion and separate 
decorative surface aggregates from substrate, these fabrics - made of a variety of synthetics - seized 
their niche primarily as a result of the rising environmental consciousness of the early 1970s, 
suggested Jason Eaton, marketing coordinator, Sikeston, Mo.-based Dewitt Co. 

An increasing body of science at the time suggested chemical additives likely were delivering 
harmful side effects to terrain and helpful organisms that lived within, Eaton said. Also, "while 
plastic effectively served some barrier purposes - suppressing weed growth, for example - it also 
wasn't permeable, prohibiting infiltration of air, water and other nutrients to soil," he shared. "This 
can cause damage to the terrain and hindrance of plant growth or even death." 

Attempts to develop more environmentally friendly applications led to experiments with a 
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variety of materials, and eventually polypro-
pylene became the favored compound. "Be-
cause polypropylene is naturally black (and 
up to 97-percent UV-stabilized), it inhibits 
light to weeds," Eaton said. "Yet it breathes 
in woven form, allowing the transference of 
necessary elements." 

Use of fabricated polypropylene, now 
largely imported, caught on like wildfire 
among U.S. contractors, Eaton said, and by 
2000, Dewitt estimated that geotextiles com-
prised a domestic market commanding more 
than $100 million annually. 

MODERN TAILORINGS. Today, geotextiles 
enjoy both healthy ongoing commercial activ-
ity and rising popularity. Based on those 
varied applications, new landscape fabric 
formulations come with a variety of charac-
teristics to suit particular needs. 

Geotextiles come in two primary stocks -
woven and nonwoven. Kevin Pfeifer, tech-
nical sales manager, CSI Geosynthetics, 
Vancouver, Wash., outlined the differences. 

"Woven materials consist of two fibers, or 
slit tapes, woven together like clothing fabric," 
he explained. This traditional micromesh pat-
tern offers moderate permeability and bears 
minimal stretching and high strength. Because 
of its durability and structural permanence, a 
woven fabric is excellent for heavy-duty sepa-
rations (rock from underlying soil, for ex-
ample), slope stabilization or ground rein-
forcement under pavings, construction foot-
ings and possible high-traffic areas, he said. 

Nonwoven textiles are formed from fibers 
bonded together by punching thousands of 
small, threaded barbs through a loose filament 
web, Pfeifer contrasted. The barbs are with-
drawn, leaving the fibers randomly entangled. 
"The overall effect is a felt-like sheet with 
better flow than a woven fabric," he said. This, 
coupled with superior elasticity, best lends 
nonwovens to areas where high water trans-
port is important, but ruggedness isn't 
- flower beds, for example. 

Spunbonded textiles, a sort of heat-
fabricated subset of nonwovens, are 

Experts remind contractors to cut 

fabric openings wide enough for 

desired plants to grow, yet not so big 

as to permit a surfacing point for 

weeds. Photo: Dewitt. 

perhaps the most general-purpose land-
scape fabrics, Pfeifer continued. While thin, 
these fabrics offer a compromise between 
the strength and elasticity of wovens and 
nonwovens, respectively, but have a per-
meability superior to both, making them 
well-suited for mulch separation and gen-
eral drainage and plant bed applications. 

Commercial grades of these geotextiles 
range in price based on quality and thickness. 
According to Brad Yount, Dewitt's senior sales 
coordinator, prices span from roughly 3 cents 
for a 1.5-ounce square foot of spunbonded 
fabric to about 9 cents for a comparable mea-
sure of 6-ounce woven fabric. Pfeifer chimed 
in with a cautionary reminder, however, that 
"with gas prices currently going up, contrac-
tors can expect increases in [petroleum-based] 
polypropylene anywhere between 6 and 10 
percent in coming months." 

Other niche barrier materials are seeing 
the light of day, Pfeifer shared. Some include 
trifluralin-filled fabrics for root deterrence near 
hardscape edgings and low-permeability poly-
mer liners for pond installations. 

Other more rapidly biodegradable fabrics 
serve the purpose of erosion control during 
selective times of year, said Patrick Blackburn, 
national sales manager, Fabriscape, Chicago, 
111. "Many people won't go with polyethylene 
fabrics for certain uses because they want 
something temporary. For many of those 
cases, [manufacturers] offer materials like 
jute, straw or polyjute." 

Pfeifer added that for the less-specialized 
landscape applications usually given to 
polypropylene fabrics, "some producers have 
introduced polyester-based [alternatives], 
which generally work well and are a bit stron-
ger." He cautioned, however, that ester-based 
textiles are generally woven, providing lim-
ited flow and elasticity where contractors need 
those properties in the field; and they're gen-
erally more expensive to end-users, because 
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the cost to produce ester fabrics is notably 
higher than polypropylene. 

Pfeifer, Blackburn and Yount said their re-
spective companies wouldn't rule out the re-
search and development of useful, alternative 
fabrics, but they agreed polypropylene will 
likely maintain its dominance. With accessible 
costs and an average field lifespan of about 10 
years, "[this favored material] remains the most 
cost-effective, longest-lasting product for the 
widest variety of uses," Pfeifer suggested. 

LOOMING DEVELOPMENTS. Geotextile 
demand continues to grow as more and more 
contractors seek barrier solutions that are 
successful, cost-effective and environmen-
tally sound - and manufacturers are reacting 
to those needs in a variety of ways. 

"We're working on introducing addi-
tional common roll sizes," Pfeifer said. The 
move will bring better cost-effectiveness to 
both small maintenance jobs that might re-
quire incidental measures of fabric and large-
scale installations that demand many sheets 
of the materials, he explained. 

For some manufacturers, marketing and 
quality are among the upcoming focuses. 

"Luckily, fewer people are using plastic 
these days as they're realizing just how bad 
it is for soil and plants," Yount said. "But 
chemicals still present us with some compe-
tition where weed control is concerned." To 
gain an ever-increasing share of the solution 
mix, "we're trying to establish some recogni-
tion of what landscape fabrics can do and 
how they are more environmentally protec-
tive," Eaton added. 

"At the same time, we'll be focusing on 
durability," he continued. "Even at a 10-
year-plus lifespan, we want to justify the cost 
of our product all the more. Some people 
think spending $15 on a roll of fabric is 
expensive, but we want to drive home that if 
it saves the time of having to weed each 
season for years to come, it's definitely a 
solid investment." • 

The author is Associate Editor of Lawn & Land-
scape magazine and can be reached at 
ewilson@lawnandlandscape.com. 
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A spotless shady site and successful sod 
installation highlight this year's Picture 
Perfect-winning Landscapes. 

P V J 5 
by Nicole Wisniewski 

VJ1HÌij 

SUCCESS IN THE SHADE 
CHALET LANDSCAPE 

Lake Forest, 111. 
PICTURE PERFECT 

LAWN AWARD 

Cool-Season 

Turf - Residential 

"Making a mostly shady lawn look this green and lush is hard, especially in mid- to late 
summer," said Bill Leuenberger, explaining why he chose this particular client's property to 
enter into the Picture Perfect Lawn Awards, sponsored by Lawn & Landscape magazine and the 
Professional Lawn Care Association of America. "To actually install and continue to grow such 
great-looking turf in shade like this - you can tell just by looking at the photo that the turf has 
been there awhile and is thriving." 

Leuenberger, Chalet Landscape Co/s lawn care manager, and his team have maintained 
this residence for three years. Throughout the year, the fine fescue and Kentucky bluegrass mix 
lawn receives five organic fertilizer applications and some pest control, though the shady 

backyard area needs minimal amounts compared to the sunnier, more weed-
and disease-susceptible front yard. "We do five applications annually and go 
out another two times to check for problems," Leuenberger said. "Also, our 
maintenance team is on the site weekly doing the mowing, edging and 
trimming, so we can keep a close eye on the property." 

Maintaining the site's many annuals takes additional work, including 
watering, fertilizing and deadheading. But monitoring the moisture levels the 
fine fescue turf receives to protect it against rotting or drying out is the most 
challenging part, Leuenberger said. "Either the turf doesn't get enough 
moisture because the tree roots take it all up or if it stays too wet, it becomes 
moldy," he explained. "What we've found in shaded lawns is that you get 
more rotting type diseases - for instance, Kentucky bluegrass gets powdery 
mildew. The turf gets so wet that we can't do anything about it. I tell clients that 
you can always add water, but you can't always take it away. Water replaces 

air so we have to educate clients that if rain is coming, hold off on irrigation on shady sites." 
One of the ways to increase airflow and light to the turf to help reduce dampness is by 

properly pruning the surrounding trees so there's not so much turf cover, Leuenberger 
advised. Also, Chalet uses organic fertilizer on this site and Leuenberger feels that the lower 
nitrogen count helps discourage disease like necrotic ring spot, which feeds on nitrogen. On the 
other hand, for sunnier locations, fertilizers with higher nitrogen levels help guard against 
dollar spot, which thrives on a lack of the nutrient. "You just have to know what diseases you're 
fighting and what situations encourage them to thrive," Leuenberger suggested. 

But Leuenberger doesn't want to take all of the credit for making this site shine. "With this 
lawn the customer is very interested in his property," he explained. "He calls and asks us 
questions about his turf if he thinks he sees a problem so we can take care of it early on. That's 
how we create the best lawns - when we're partners with clients in caring for their turf." 
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COMMERCIAL ALL-STAR 
Springfield, Ill.-based Weed Man has cared for the Naismith Memorial Basket-
ball Hall of Fame's trees and lawn since 1985. 

Two years ago, a downtown Springfield revitalization brought about 
construction of a new, 4-acre Hall of Fame. "Our related landscape company 
did the project installation," pointed out Tom Mauer, Weed Man - Springfield 
president, referring to Mountain View Landscapes, which added brick pavers 
with basketball-shaped insets near plaza entrances as design focal points. 

Mountain View installed the Kentucky bluegrass sod on the site, and 
Weed Man uses four applications of granular slow-release fertilizer as 
well as grub and crabgrass control to keep it healthy, Mauer said. 

If enough heat and humidity are present, crabgrass germination threat-
ens Kentucky bluegrass. Weed Man keeps the turf dense and prevent 
crabgrass breakthroughs by continually monitoring the irrigation to 
ensure the turf receives proper water and applying a preemergent herbi-
cide once annually. When a crabgrass problem does result, Weed Man 
eliminates it with a postemergent herbicide application. ID 

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

WEED MAN 
Springfield, 111. 
PICTURE PERFECT LAWN AWARD 
Cool-Season Turf - Commercial 

Waterworks That Last 
LEIT 

Light Energized 
Irrigation 

Technology 
DIG LEIT features the 
only ambient light 
powered irrigation 

controllers capable of operating in low light 
environment without direct sunlight. LEIT 
delivers the latest in controller technology 
without the hassle of electric power, providing 
a better performance in a user-friendly 
irrigation controller. 
• Available in four to twenty-eight stations 
• Built to the highest quality control 

standards (ISO 9002) 
• Controller function and operation are 

100% tested 
• 4 programs / 3 start times 
• Compatible with most valves using our 

LEMA actuator 

TOP 
12-Outlet 

Drip Emitter 
DIG TOP is designed for retrofitting existing 
risers into an efficient 12-outlet drip irrigation 
system. The TOP utilizes unique self cleaning, 
pressure compensating drip emitters enabling 
long runs with even water distribution from all 
outlets. 
• Interchangeable emitters combine flow rates 

in a single head 
• Rugged materials to withstand the most 

adverse conditions 
• Install above grade or place below grade in a 

6" emitter box 
• Flow rates 0.6, 1. 2.2 and 3.3 gph 
• Inlet plugs provide closure options of up to 

eight emitters 
• Recommended operating pressure: 

15-50 psi 

500-
Series 

Battery Operated 
Controllers 

DIG 500-Series battery 
operated controllers are 
available inone, four and 

six station models with features such as 
budget. AM/PM clock, duration from 
I minute to 12 hours, four start times and 
more, offering the widest range in flexible 
programs and in multi-station compatibility. 
• Independent program for each valve for four 

and six stations 
• Optional manual operation of one valve or 

sequentially of all valves 
• Low battery indicator 
• Waterproof 

D ü e 
IRRIGATION PRODUCTS 

Vista, CA 92083, USA 
Phone 760-727-0914 

Fax 760-727-0282 

For more details on our full line of irrigation products, 
call 1-800-322-9146 or e-mail dig@digcorp.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-
tif ication 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-Publication 
Price $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 & Landscape 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 

A Field Guide to Turf & Ornamental 
Insect Identification & Managertfent 

BY DR. RICHARD KRAMER : .. . 

http://www.lawnandlandscape.com/store


t landscape Free 
P R O D U C T 

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 4Q of this montb's issue and fax tbe 

form to 21Ô/QÔ1-05Q4. 

Cat T9 Trencher 
• Developed for cutting narrow, straight 

trenches in a variety of soil types for in-
stalling irrigation lines 
• Features a direct-drive system with a 

variable-speed, bi-directional, gerotor-
style hydraulic motor 
• Motor mounts directly to the trencher 

frame and couples to a hub shaft, which 
drives the sprocket and auger 
• Hydraulic or manual side-shift options 

are available 
• Operates to a maximum depth of 48 

inches (1219mm) and maximum width of 
10 inches (254mm) 
Circle 200 on reader service card 

Metal Forms' Poly 
Meta Forms 
• Polyethylene forms for pouring concrete 
• Allow contractors to put down more 
sidewalks, landscape curbing, driveways 
and other concrete features in a short time 
• Lightweight and easy to use 
Circle 201 on reader service card 

Kichler 
Adjustable 
Path Light 
• Combination of copper 
shade and stem intended 
to develop natural patina 
• Attractive, adjustable 
top shade allows for flexibility of the light 
beam spread 
• Complete with 24.4-watt long-life lamp 
• Includes 8-inch, non-corrosive stake 
Circle 202 on reader service card 

Prowler Mower 
from Encore 
• No-slip disc brakes 
• 52-, 61- or 72-inch cutting decks available 
• Flip-up foot plate enables easy access to 
the deck's top 
• Precision mowing at 10 mph 
• PTO-driven blade system 
• Zero-turning radius 
• Full, floating deck suspension 
Circle 203 on reader service card 

Little Beaver's 
Towable Unit 
• Towable hydraulic earth drill 
• 11-hp Honda engine and 6-gpm hy-
draulic system 
• Holes up to 16 inches in diameter 
• Removable tow bar takes only sec-
onds to install or remove 
• Forward and reverse controls allow 
one-person operation 
• Turf tires allow maneuverability 
without damaging turf 
Circle 204 on reader service card 

Water Watcher 
DPS-100 System 
• For use with residential and light com-
mercial irrigation systems 
• Designed to take the guesswork out of 
managing an irrigation system 
• Simple installation requires only min-
utes from start to finish 
• Features moisture threshold adjust dial 
and red/green indicator lights 
• Auto/bypass switch 
• Calibration button 
Circle 205 on reader service card 

Bradley 48-inch 
Commercial 
Mower 
• Industry-standard components 
• Greaseable spindles 
• Built for commercial use 

• 7-gauge fabricated steel deck 
• Dual belt drive 
• 5-speed Peerless transmission 
• Nine spline couplers 
• On/off switch 
• Mulch kit (optional) 
• Grass catcher (optional) 
• One-year commercial warranty 
Circle 206 on reader service card 
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RedMax Curved Shaft Edger 
• Curved shaft allows the operator to edge 
hard-to-reach places 
• 2.5cc two-cycle engine 
• Aluminum die-cast shield with patented 
anti-clog system 
• Dual-purpose, extra-large steel protector 
designed to protect the shield and gear box 
• Patented, synchronized flap keeps the 
heavy-duty operating wheel at the correct 
height and position 
• Nylon throttle is soft and flexible to prevent breakage 
Circle 207 on reader service card 

0 

Shindaiwa's 
Cydone Edger Blade 
• New, durable 7.75-inch blade 
• Features a sharp, beveled edge 

• Designed for Shindaiwa's line of com-
mercial hand-held lawn edgers 
• Facilitates easier cutting, greater durability 
and less resistance 
• Bolts on to edger in just seconds 
Circle 208 on reader service card 

Sellick's 
Telescopic Forklift 
• Industrial pneumatic-tire forklift truck 
• Saves contractors time and space re-
quired for one-side loading and unloading 
• Provides forward reach 
• Allows for quick switching from one at-
tachment to another 
• Capable 
of reach-
ing over 
and lifting 
a 3,500-
pound 
load from 
the other 
side of a 
truck or trailer 
• Available in a full-time, four-wheel 
drive model 
Circle 209 on reader service card 

Industries, Inc. 

t 2 0 t h A n n i v e r s a r y S p e c i a l 
W e d o t h e ce leb ra t i ng . . . Y o u g e t t h e s a v i n g s 

M a g 2 0 0 0 L a w n S p r a y G u n $ 3 . 0 0 o f f 
M a g 2 0 0 0 N o z z l e s $ 2 . 0 0 of f 
M a g 1 G o l d S p r a y G u n $ 5 o f f 
M i g h t y M a g T r e e S p r a y G u n $ 1 5 . 0 0 of f 
R o o t F e e d e r w i t h S ta in l ess S tee l T ip $ 1 0 of f 

O f fe r e x p i r e s M a y 31, 2 0 0 3 
W a t c h ou r w e b s i te fo r a n e w s p e c i a l 
e v e r y m o n t h . 

Ca l l t o o r d e r 8 0 0 - 4 6 2 - 2 0 0 5 ex t 111 

w w w . g n c i n d u s t r i e s . c o m s a l e s @ g n c i . o r g 

Michael Fiore 

imKivi, 
r W v i w 

Ph: 847-681-8442 Fax:847-432-7817 

P o r t a b l e S p r a y e r s 

Turn your walk-behind mower into a 
self-propel led sprayer in minutes! 

• Mounts easily in minutes - all you 
need are two nylon straps 
(not included) 

• 48" boom that will spray 
approximately 3/4 of an acre 

• 17 gallon V-tank keeps the spray solution 
in the bottom of the tank so you can spray to the last drop 

•Can handle all liquid chemicals including wettable 
powders 

• Designed by a 
professional in the 
Landscape Industry! 

Only $1,100.00 
Call and order today 

847-681-8442 

USE READER SERVICE # 1 1 0 

LAWN & LANDSCAPE 

USE READER SERVICE # 1 1 1 

MAY 2003 1 3 5 

mailto:ww.gncindustries.comsales@gnci.org


Auto-Rotorake 
from SISIS 
• Self-propelled, heavy-duty dethatcher 
• Designed for continuous operation on 
all fine turf areas 
• Fitted with a thatch-removal reel that can 
be changed in seconds 
• Various reels available 
• Depth can be set while moving forward 
and without leaving the operating position 
• Careful weight distribution, pneumatic 
tires and a full differential provide ease of 
turning and maneuverability and mini-
mize wheel marking 
Circle 210 on reader service card 

Pressure 
Washers from 
Pressure Pro 
• New series of pressure washers 
designed for light commercial use 
• Units are configured to produce 
pressures ranging from 2,400 psi to 
4,000 psi 
• Features an aircraft-grade alumi-
num frame with lifetime warranty 

• Powered by Honda GX or Robin-
Subaru engines with a choice of 
AR or General pumps 
• Features adjustable pressure and 
two padded, shock-absorbing feet 
• Contains four color-coded 
sprayer nozzles 
• Allows for gun/wand assembly 
with quick connect 
Circle 211 on reader service card 

ASV RC-100 Surface Loader 
• The most powerful and productive of ASV's R-
Series all-surface loaders 
• A rubber-tracked loader that combines high 
flow, high speed, high lift, high torque and high 
horsepower in one machine 
• Suspended rubber track undercarriage provides 
traction, flotation and very low ground pressure 
• Lift height of 125 inches 
• Features the most advanced hydraulic system 
available in its class and a high-efficiency load-
sensing system 
• Equipped with hydraulically actuated quick-attach for easy connection 
tion of attachments 
Circle 212 on reader service card 

to a selec-

Pendaliner Skid 
Resistor from 
Penda Products 
• Delivers twice the skid resistance of the 
next-best performing drop-in bedliner 
• Non-abrasive, skid-resistant texture 
won't wear away 
• Availability in over- and under-rail mod-
els for a full range of popular domestic and 
import applications 
Circle 213 on reader service card 

STIHL's 
KombiSystem 
• A complete family of multi-task land-
scaping tools 
• Features split-shaft design and numer-
ous attachments 
• Combines the functionality of an edger, 
trimmer, sweeper, mini cultivator and 
pruner into one system 
• Three user levels available 
• Equipped with Professional Series or 4-
MIX engine 
• Attachments include power scythe, pole 
saw, adjustable hedge trimmer and fixed-
angle hedge trimmer 
Circle 214 on reader service card 

Aqua-Link Island 
Planters 
• Floating, self-wa-
tering planters 
• Constructed of 
waterproof and 
UV-resistant foam 
to assure long life 
and durability 
• Allow the introduction of non-aquatic 
plants into an aquatic environment 
• Provide shade and cover for fish 
• Protect plants from damage 
• Can be used indoors or on patios 
Circle 215 on reader service card 

ArboiGard+ 
from Deep Root 
Partners 
• Tree trunk protectors 
• Provides protection from string trim-
mers, mowers and small rodents 
• Expands with tree growth 
• Will not lose shape, even in the hottest 
temperatures 
• Holes allow bark to breathe and condi-
tions tree to prevent sun scalding 
Circle 216 on reader service card 
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Echo Shred Tf Vac 
• Hand-held unit specifically designed for 
commercial-duty property maintenance 
• Offers three essential functions: mulch-
ing, vacuuming and blowing 
• 22.8cc Power Boost Tornado engine 
• Includes a patented, four-blade shred-
ding mechanism, enabling it to reduce the 
volume of debris by a ratio of 12:1 
• Uses a 35-inch intake tube for easy 
cleanup 
• Features anti-vibration controls, such as 
padded rear and top handles 
• Comes with a two-

o 

two- ^ ^ ^ 

blisl 
pacitybagi 

bushel ca-
for de-

bris storage 
Circle 217 on reader 
service card 

Borderline 
Stamp's PR 
Sting Curbing 
Machine 
• Extra large compaction chamber 
• Slide rail adjustment 
• Convenient lift handle and safety 
cover plate 
• Pneumatic tires with steel hubs 
• Radius and circular steering 
guide 
• Removable hopper chute 
• Radius and circular steering guide 
• Chalk line guide 
• 8-bearing, twin crank drive 
Circle 218 on reader service card 

Cargo Safety Net 
from Safety Web 
Products, Ina 

What Are The 9 Steps To 
Business Success? 

i L . s u p e r 
Br ( r s t e p s 

^ entrepreneurial 

m ^ success 

"This is a book for anyone 
wanting to start a business. 
One of those gems worth 
Finding." 

The Washington Times 

They are a lot easier to 
understand than you think. 

Entrepreneurial wizard and 
fellow landscapen Marty 
Grunder details nine clear, 
practical strategies necessary 
for achieving entrepreneurial 
success. After reading this book 
you will learn: 

• How to turn your passion 
into a money making 
machine. 

• How to put a dream in 
motion. 

• How to find tons of free 
advice for your endeavor. 

• How to succeed in 
business by being 
different, not cheaper. 

Order Your Copy a t 9 3 7 / 8 4 7 - 9 9 4 4 
Or Online at www.martygrunder .com 

Order By June 1, S003 
For Only $1 5.00! 

SPREADER-MATE™ 
Self-contained "Drop-In"sprayer 

for commercial broadcast spreaders. 
IDEAL FOR... 

Specially molded 
polyethelyne tank (9 gallon). 
Fits in most commercial 
broadcast spreaders. 

• Commercial Lawn Care 

• Special Applications 

• Ornamental Spraying 

Up to 30,000 sq.ft. per fill up 

Deep cycle gel battery 

Diaphragm pump with pressure 

regulator and gauge 

Totally self-contained, easily 

removed and stored 

Installs in under a minute 

80" quick attach boom with spring 

break away 

One year warranty 

• r c f l f o n S P R A Y I N G 
p ^ l o r K E Q U I P M E N T 

7594 Selden Road • PO Box 8 • Le Roy, NY 14482 
800-706-9530 • (585) 768-7035 • Fax (585) 768-4771 
email: gcspray@hfent.com • www.gregsonclark.com 
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• Tie-down and sling, combination heavy-
duty mesh tarp and cargo net 
• Multiple 
tying 
points per 
web: small 
(60), me-
dium (84), 
large (146) 
and extra-
large (178) 
• Rip, water, wind and UV resistant 
• Secures loads in five minutes or less 
•Ideal for hauling landscape equipment 
Circle 219 on reader service card 
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Envirometrics Bug Tree 
Band 
• Dense, flexible fiber barrier wraps around trees to fill bark 
crevices and cut off insects' escape routes 
• Does not harm trees 
• Harmless to the human touch 
• Physically traps target insects, eliminating the need for 
pesticide applications 

• Can be installed in two minutes 
or less 
• Packaged in 10- and 30- foot kits 
and 250-foot bulk packages 
• No mess or stickiness 
• No maintenance required 
• Unaffected by falling tree debris 
such as leaves, bark and branches 
Circle 220 on reader service card 

Dixie Chopper 
XT3000 Riding 
Mower 
• Cuts an average of 8 acres of grass 

per hour 

cutting deck 
• Includes a large beverage cooler 
• Seat height provides a low center of gravity 
• Reaches a ground speed of 15 mph 
Circle 221 on reader service card 

Grass Gobbler 
Turbo 10 from 
Wright 
Manufacturing 
• High-capacity grass-catching system 
• Designed to fit all Wright Stander, 
Sentar Velke models 
• Three intake Venturis and perforated 
steel panels function as a simple venturi 
system, lifting grass away from the walls 
• Increased velocity results in tighter 
grass packing and eliminates the need for 
expensive PTO fans and ductwork 
• Curved front directs grass to the back 
of the catcher, keeping it from clogging 
the mower 
Circle 223 on reader service card 

Super Jack from 
Ballard 
• Safe and easy access under mowing deck 
• Allows operator to easily service zero-turn 
radius mowers, walk-behind mowers and 
stand-on mowers 

• Stronger than previous Ballard models 
• Powder-coated finish 
• One-year warranty 
Circle 224 on reader service card 

Pro-Box by Havener Enterprises 
• Portable storage container 
• Fills contractors' needs for extra 
storage space 
• Waterproof and rust resistant 
• Stacks three high 
• Composed of six 26-gauge galva-
nized steel panels 
• Holds 2,000 pounds 
• Assembly and tear down take less 
than 30 minutes 
• Features a double locking system 
• 300 cubic feet of storage space 
• 3/16 diamond floor plate 

Circle 222 on reader service card 

Bunton 
ZT-1250 Mower 
• Redesigned zero-turn radius mower 
• New blower design improves material 
flow by 10 percent 
• Improvements include a cyclonic air 
cleaner with rotary pre-cleaner and mulch-
ing kits for 42- and 48-inch mowing decks 
• Other improvements include casters 
with maintenance-free ball bearings, a 
stronger steel frame and new wheel motors 
from Hydro-Gear that produce more 
torque at low flow 
• New grass collection box is both light-
weight and durable 
Circle 225 on reader service card [D 

1 3 8 MAY 2003 www.lawnandlandscape.com LAWN & LANDSCAPE 

http://www.lownandlandscape.com
http://www.lownandlandscape.com


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 available on classified display ads at $175.00 
additional. All classified ads must be received by 
the publisher before the first of the month preced-
ing publication and be accompanied by check or 
money order covering full payment. Submit ads to: 
Laum & Landscape, 4012 Bridge Ave., Cleveland, 
Ohio 44113. Fax: 216/961-0364. 

Advertising Services 
WEB DESIGNERS 
Web design, brochures, logos, lettering and 

printing services for landscapers. Your single 
source for marketing your landscape business. 

Samples online: 
www.landscapermarketing.com or 

call 888/28-DSIGN. 

Business Opportunities 
SELLING YOUR BUSINESS? 

FREE 
APPRAISAL 

NO BROKER 
FEES 

Professional Business Consultants 

# 
A*usi neSs 

TOT 
Merger S, Acquisition Specialists 

Professional Business Consultants can obtain 
purchase offers from qualified buyers without 

disclosing their identities. Consultants' fees 
are paid by the buyer. 

CALL: 

708/744-6715 
FAX: 630/910-8100 

TURBO TECHNOLOGIES INC. 

T I R B O I U R F 
HYDRO SEEDING SYSTEMS 

FOR FREE H YD ROSEE DI MG INFO A VIDEO, CALL 

TURBO TECHNOLOGIES, INC 
1500 First Ave., Beaver Falls, PA 15010 

1-800-822-3437 
WWW.TURBOTURF.COM 

CONKLIN PRODUCTS 
OPPORTUNITY! 

Use /market, new technology liquid slow-release 
fertilizer and micro-nutrients 

BUY DIRECT FROM MANUFACTURER 
FREE Catalog - 800/832-9635 
Email: kmfranke@hutchel.net 
www.frankemarketing.com 

BIDDING FOR PROFIT 
PROFITS UNLIMITED 
Seminars & Consulting 

"Your Key to Success " 

BIDDING & CONTRACTS ($47.95) 
CONTRACTS & GOALS ($39.95) 

MARKETING & ADVERTISING ($39.95) 
LETTERS FOR SUCCESS ($29.95) 

DE-ICING & SNOW REMOVAL ($39.95) 
ESTIMATING GUIDE ($34.95) 

SELLING & REFERRALS ($44.95) 
TELEPHONE TECHNIQUES ($24.95) 

BUY FOUR OR MORE AND SAVE 

You can see a full explanation of these manuals on 
our Web site. The techniques shared in these manu-
als are being used by hundreds of your peers 
throughout the United States and Canada. 
Wayne's Lawn Service was recently rated one of 
the top 10 lawn companies in the United States. 

Profits Unlimited 
800/845-0499 

www.profitsareus.com 
Visa, MasterCard, 

Discover, American Express 

BUSINESS OPPORTUNITY 
Attention: Lawn & Landscape Professionals 

Two established product lines now available 
with exclusive territories. Offer FREEDOM 
FENCE™ & DRIVEWAY ALERT™ to all your 
customers and watch your bottom line soar!! 
Call us today at 603/352-3333. Made in the USA 

Back-Yard Putting Greens 
Synthetic putting greens are the fastest growing 

segment of the S20 Billion a year golf industry 

Reasons to call us: 
Huge Profit Center 
Easy Install Process FREE VIDEO 
C a r n NO In\entor> 
Excellent Add-On Service 

* Residential & Commercial 
U tilize Existing Equipment 
* Bus Manufacturer Direct 
* Manx Extras mmm www.alloro2reens.com 

BUSINESS OPPORTUNITY 

isit www.uslawns.com 

AUTOMATED ICING SYSTEMS 
///ATTENTIONIII 

Irrigation Contractors 
Expand your business with Automated Anti-Ic-
ing Systems for residential & commercial ap-
plications such as: sidewalks, driveways, parking 
lots, etc. For more information call Meltdown Tech-
nology, Inc. (subsidiary of Water Works, Inc.) 
Phone: 8 1 5 / 3 8 5 - 5 5 9 9 • Fax: 8 1 5 / 3 8 5 - 5 6 9 9 
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BUSINESS OPPORTUNITY EQUIPMENT FOR SALE 

LAWN* 
DOCTOR 

The cure for 
the common job« 

KEEPING LAWNS HEALTHY FOR LIFE. 
ADDRESS 

LAVNDOCTOR.COM 

- Tremendous growth potential - Proven support systems 
- Affordable opportunity - Spend time outdoors - No experience necessary 
FOR FREE FRANCHISE INFORMATION CALL 

1 . 8 D 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 provisions 
for repairs and parking. 
The 2003 backlog to date is over $1.5 Million! 

Contact Global Business Exchange 
Mr. John Doyle 781/380-1420 

Fax: 781/380-1420 

BUSINESS FOR SALE 
Northeast company that provides landscape and 
lawn maintenance services to commercial and 
institutional properties. 2002 revenue exceeds $3 
million and profits exceed $600K. Contact: Gre-
gory J. Martin 714/327-8879. 

BUSINESS FOR SALE 
Commercial and residential landscape business 
in Oklahoma City area. Selling property, busi-
ness and inventory or will split. Established 13 
years, $628,000 gross annual sales. 2.5 acres with 
2,181 office space. Call Robin/agent, 405/840-
0600. 

For Sale 
LANDSCAPE COMPANY 
DESIGN/CONSTRUCTION 

Get a head start! Established, 46-yr. design/ 
construction landscaping company Chicago W 
suburbs. Gross sales exceed $700,000 (9-month 
operation). Well-managed, organized company 
built on excellent reputation. Good on-going cli-
ent base. Property with office sale or lease. Inquir-
ies: 

JOHN STOB 
Tel: 630/941-3679 

E-mail: john@stobconsulting.com 

LANDSCAPE DESIGN KIT 3 
^LANDSCAPE DESIGN KIT 3 

48 rubber »tamp symbols of trees, 
shrubs, plants & more. 1/8" scale. 

Stamp sizes from 1/4" to 1 3M". 
> $93 • $6.75 s/h. VISA MasterCard. A 
| MO s shipped next day. Check delays 
•shipment 3 weeks. CA add 7.75%tax. 

_ ( A M E R I C A N S T A M P C O . 
^FREE BROCHURE 12290 Rising Rd. LL23, Wilton. CA 9 5 6 9 3 

S t e w Looi 6-667-7102 TOU. FREE 877-687-7102 

nnmmm 
U s e d h y d r o m u l c h e r s . c o m 

GPS VEHICLE TRACKING 
No Monthly Fees 
Call 800/779-1905 

www.mobiletimeclock.com 

HYDROSEEDING/ 
HYDROMULCHING 
EQUIPMENT AND SUPPLIES 

H Y D R O S E E D I N G H E L P E R 

Slicky Sticky, com 
800/527-2304 

P I N C H E R S 
Load and Unload 
Fastest 2" and up 
Tree Planter Ever! 

HYDRO MULCHING 

Tu r f J \ A a ke rcs> 
Sod-Quality Results 

A High-Performance Real 

Hydromulching Machine 

• four m i n u t e l o a d i n g 
• instant m i x i n g 
• t h i c k m u l c h 
• long h o s e s 
• no c l o g s 

Tur/Maker Corp. 
www. turf maker, com 800-551-2304 

FOR SALE 

www. tanks a-lot. net 

DISCOUNT SPRAYER PARTS 

Discount S 
REPLACEMENT PA 

prayer 
RTS & PUN 

Parts 
PUMPS FOR: 

• FMC (John Bean) • Hypro • 
• F.E. Myers • Udor • 

• Comet and General Pumps • 
Also Spraying Systems Tee-Jet 

and Albuz spray nozzles. 
We have a complete line of 
sprayer accessories such as 

spray guns, hose & hose reels. 

Call TOLL FREE 888/SPRAYER 
for a free catalog. 

E-mail: sprayerpts@bellsouth.net 
Web site: SprayerPartsDepot.com 
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FOR SALE 

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 
$$ Increase productivity 
$$ Reduce 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: 

1-800-643-5973 

ENTERPRISES, INC. 

or 1-870-535-4973 
email: sales(a<atrol.com • Website: www.atrol.com 

901 West Fourth Ave. • P.O. Box 9026 • Pine Bluff, Arkansas 71711 

FOR SALE 
For sale, large white pines 18 to 20 feet, 43-inch 
balls located in northern Maryland. Please call 
410/357-5836. 

COVER IT 
vi* 

1 * V » 8 

FOR SALE 
Core aerators in excellent running condition. 
Perfect for lawn and landscape contractors/ 
operators. You absolutely won't beat the prices 
we are letting these go for. For details call 817/ 
249-1710 or 877/799-5296 and ask for Chad. 

FOR SALE 

COVERÎÎà INSTANT GARAGES 
ALL WEATHER SHELTERS 

SAND/SALT BINS • W O R K S H O P S 
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 

FOR SALE 
17 used Graham Lawn Equipment built spray 

trucks for sale - refurbished yearly. 
Great condition! 

Also, seeders, aerators, Perma-Green Ride-On 
Spreaders and more! 

Must sell! 
Call Gary Donovan 860/978-3025 or leave 

message at 860/844-8539. 

FOR SALE 
Stop guessing square footage! Measure area 
quickly and accurately. Just wheel the DG-1 
around any perimeter and instantly know the 
area inside. $399 + $7 ship. Calif, add tax. 
www.measurearea.com. 760/ 743-2006. 

(AerWay®) 
Simplify Your Turf Management 

with AerWayw Turf Harrrows 
• Break up and Scatter 

Aerifier Cores 
• Loosen Thatch Build up 
• Work in Seed and Fertilizer 
• Stimulate Early Turf Green Up 
• Smooth and Dry Base Paths 
• Prepare Fine Seed Beds 
• Starting at $286 c/w drawbar 

Tin« Action 

for more infontuition contact us at: 
1-800-457-8310 

Advanced Aeration Systems 

www.aerway.com 
a e r w a y @ a e r w a y . c o m 

FOR SALE 
18 used professional spray trucks, 

totally equipped, excellent condition! Also 
Tuflex tanks, beds, hose reels, aerators, more. 

MUST SELL! 
www.getgreenthumb.com / trucks.html 

Or call Russell 214/458-7780, Dallas, Texas 

Help Wanted 
HELP WANTED 

Funny Car 
Serious Franchise 
800 458 3664 

520 977 5817 
Truly@Truly.Com 

TRULV^ 
n o L E n 

KEY EMPLOYEE SEARCHES 
Florapersonnel, Inc. in our third decade of per-
forming confidential key employee searches for 
the landscape industry and allied trades world-
wide. Retained basis only. Candidate contact 
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 G R O U P , LTD. 

Careers in landscape management available in: 
California, Colorado, Connecticut, Delaware, 
Florida, Georgia, Illinois, Indiana, Maryland, 
Massachusetts, Minnesota, Missouri, New Jer-
sey, New York, North Carolina, Ohio, Pennsyl-
vania, South Carolina, Tennessee, Texas, Vir-
ginia, Wisconsin. Fax: 301/987-1565. 

E-mail: jobs@brickmangroup.com 
Web site: www.brickmangroup.com 

GREENSEARCH 
GreenSearch is recognized as the premier provider 
of professional executive search, human resource 
consulting and specialized employment solutions 
exclusively for interior and exterior landscape 
companies and allied horticultural trades 
throughout North America. Companies and ca-
reer-mined candidates are invited to check us 
out on the Web at http: / / www.greensearch.com 
or call toll free 888/375-7787 or via E-mail 
info@greensearch.com. 
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• t o - j t í i í í y ! 
G R E E N M A T C H M A K E R . C O M 

The fastest, easiest way to find great jobs 
in the Green Industry nationwide. 

Where job seekers and industry leaders meet! 
www.greenmatchmaker.eom 

H E L P W A N T E D 

Join 

t h e W O R K F O R C E 

o f N A T U R E ! 

ValleyCrest Companies has 
managerial and field opportunities 

in branch operations, account 
management, project management, 
sales, field supervision, horticulture 

and more, across all levels. 
Founded in 1949, 

ValleyCrest Companies is a 
leading nationwide provider of 

landscape development and 
maintenance services. 

Come work with the best. 
Bilingual a plus. 

Please send your resume to 
the attention of Ms. Lopez at 
opportunities@valleycrest.com 

or fax to 818-225-2334 e 
ValleyCrest 
C O M P A N I E S 

www.valleycrest.com 

HELP W A N T E D 

I LOVE NEW TORK! 
Come join one of the finest and largest family-
operated, full-service landscape companies in 
prestigious Westchester County 
Michael Bellantotii Inc., is a 39-year-old company 
experiencing strong growth, creating the need for: 

• Division Managers 
• Project Managers 
• Operations Managers 
• Forepersons 

Responsible for day-to-day operations, estimating, 
supervision of field personnel. Qualified appli-
cants must have proven leadership abilities and 
two-year horticultural experience. Incentive pay, 
holiday/vacation pay, health/simple IRA 

Fax or send resume: 
Michael Bellantoni Inc. 

121 Lafayette Ave. 
White Plaines, N.Y. 10603 

Fax: 914/948-6473 

H E L P W A N T E D 
LANDSCAPE ARCHITECTURE & SALES 
• DUTIES: Responsible for managing client 
needs with respect to landscape design and sales. 
Reporting to the president, this position will re-
quire the selected professional to deal directly 
with clients while balancing all other aspects of 
the construction process such as material pro-
curement, project layout, quality control and cli-
ent follow-up. 
• QUALIFICATIONS: The qualified candidate 
will possess a Bachelor's Degree in Landscape 
Architecture, 3 years of related experience, ex-
ceptional communication & organizational skills 
and a strong history of fostering exceptional cli-
ent satisfaction. 

IRRIGATION INSTALLATION & 
SERVICE FOREMAN 
• DUTIES: Responsible for leading an irriga-
tion installation/service crew. Reporting to the 
Vice President of Operations, the selected pro-
fessional will deal directly with clients while 
overseeing the installation and service of under-
ground irrigation systems. 
• QUALIFICATIONS: The qualified candidate 
will exhibit sound, advanced irrigation skills. 
Furthermore, individuals with a Commercial 
Driver's License and/or advanced irrigation 
skills and certification will be considered for di-
vision management positions. 

GENERAL EMPLOYMENT BENEFITS 
• We offer some of the region's highest wages 
to experienced candidates. 
• Health insurance, dental insurance, retire-
ment plan, uniforms, tuition reimbursement and 
many other benefits are available. 
• Benefits vary by position. 
• Modern equipment. 
• Advancement opportunities. 

For more information please Contact Mr. 
Bryan Mours or Mr. Bret Achtenhagen at: 

BRET ACHTENHAGEN'S SEASONAL 
SERVICES LTD. 

Located in Southeastern Wisconsin 
262/392-3444 

http://www.seasonalservices.com 
Would You Like To Email Us? 

mail to:employment@seasonalservices.com 

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

Established, 20-year-old landscape installation 
company looking to expand into commercial/ 
industrial/high-end residential maintenance. 
Exciting opportunity for an experienced opera-
tions manager. Must have solid, proven knowl-
edge of landscape & maintenance, business man-
agement, & sales skills. Minimum 5 years in the 
green industry; state spray license a plus. Com-
petitive salary and benefit package. All inquir-
ies are kept strictly confidential. Fax resume with 
salary history to Conejo Pacific Technologies 
805/498-1781 Attn: Recruiting Manager. 

D E N T C O â E M P L O T M E N T 
O P O R T U N I T I E S 

DENTCOâ, A Dent Enterprises, Inc. company, 
specializes in the management of all exterior 
grounds services for commercial properties na-
tionwide. To learn more about our company, 
visit our website at www.theoutsideguys.com. 

As DENTCOâ continues to grow, we are always 
in search of talented horticulture / landscape pro-
fessionals to manage regional day-to-day qual-
ity assurance operations across the United States. 

DENTCOâ team members must have a mini-
mum of two years of professional experience in 
the green industry including commercial land-
scape, irrigation, fertilization, and snow man-
agement experience. If this describes you, and 
you are self-motivated, possess excellent inter-
personal skills, have the ability for daily vehicu-
lar travel, can work from a home office, and are 
proficient with Microsoft Office, we want to hear 
from you! 

To explore current or future DENTCOâ 
employment opportunities, please email your 

resume and salary requirements to 
dentcohr@theoutsideguys.com. Resumes may 

also be faxed to 517/668-3801. DENTCOâ " 
offers a complete salary and benefits program. 

HELP W A N T E D 
LMI LANDSCAPES is in search of skilled per-
sonnel to fill a variety of positions. We are an 
organization built on trust, customer loyalty and 
quality. Our organization requires managers 
motivated by results, while maintaining a team-
work attitude. We are dedicated to develop a 
team of winners in all facets of our organization. 
Competitive compensation/401k/health ben-
efits. Branch locations: Denver, Colo.; Jackson-
ville, Fla.; Dallas, Texas; Austin, Texas. 

Fax 972/446-0028 or e-mail 
cduttarer@lmitexas.com. 

• Branch Manager 
• Landscape Project Manager 
• Irrigation Project Manager 
• Landscape Maintenance Account Manager 
• Business Development/Estimator 
• Landscape/Maintenance Foreman 
• Commercial Applicators 

HELP W A N T E D 
Branch Manager 

An exciting opportunity for an ambitious indi-
vidual. Existing lawn care operator in the South-
east is looking for a dynamic self-starter. Must 
have a proven track record in managing a mid-
to large-size operation, including all facets of 
sales and operations. We are a rapidly growing 
company with existing branches in several cit-
ies. Only career minded individuals with long-
term goals need apply. Reply to Lawn & Land-
scape, P.O. Box 413,4012 Bridge Ave., Cleveland, 
Ohio 44113. 
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HELP WANTED HELP WANTED 

Scous 
LawnService 

For generations, The Scotts Company has been in the business of building beautiful lawns. Our 
reputation for quality is second to none...helping homeowners enjoy a thick, green lawn they can truly 
be proud of. 

COME WORK WITH THE BEST & CROW WITH US! 
Due to our phenomenal growth we currently have career opportunities in our 

Scotts LawnService Division throughout the LIS for: 

MARKET OPERATIONS MANAGER 
These positions are responsible for managing a Scotts LawnService market with focus on multiple 
branch operations and results. 

Requirements include: Proven track record in the service industry with at least 3 years of experience 
managing or supervising a multi-site or multi-unit operation, preferably delivering consumer services. 
Responsibilities include all phases of market operations and results, including staffing, training, 
customer service, budgeted production, sales and service goals, quality and compliance. Lawn Care 
Industry or Residential Consumer Service Industry experience is a plus, but not required. Relocation 
may be required. College degree in a related Field preferred. Rapid development and advancement 
opportunity exists with our high growth business. 

The Scotts Company offers a competitive compensation and benefits package. 
For immediate consideration, please send your resume today. Apply online at www.scotts.com or 

e-mail resume and salarv requirements to human.resources@scotts.com or fax to 
937-644-7244, Attn: SLS Recruiter. 

Scotts is an EOE, dedicated to a culturally diverse, drug free workplace. Drug screen required. 

HELP WANTED 
SNOW MANAGEMENT GROUP 

FIELD MANAGERS & 
FIELD PRODUCTION SUPERVISORS 

Currently serving 29 states, SMG is growing 
steadily. Managerial/sales/supervisory posi-
tions available in the following markets: New 
York, Connecticut, Massachusetts, DC-Baltimore 
area, Pennsylvania, Vermont and the Midwest. 
These are year-round career opportunities, with 
significant growth potential. Salary, incentive, 
company vehicle, benefits. 

Fax to 814/456-5665 
Email: Jobs@snowmanagementgroup.com 

w ww.sno wmanagementgroup. com 

Latóatócape 
TECHNICAL 1 

RESOURCE CENTER 

HELP WANTED 
Great Career Opportunity 
in the Southeast Region! 

Wholesale irrigation & nursery distributor seek-
ing managers for multi-state expansion. Mini-
mum 3 years experience in landscape / irrigation 
management or an Associate's Degree required. 
We offer a competitive salary and benefits pack-
age. Fax your resume and salary history to 
Stovall & Co., Inc. at 770/921-6167 Attn: Direc-
tor of Irrigation. 

Picture Perfect: Mowing 
Techniques for Lawns, 

Landscapes and Sports 
by David Mellor 

The Mathematics 
of Turfgrass 
Maintenance, Third Ed. 
by Nick Christians and 
Michael L. Agnew 

For these 
and more resources 
visit our online 
store at 

www.lawnandlandscape.com 

Join the Company That Changed the Industry! 

Are you tired of big company rhetoric and 
hollow promises of future opportunities? 

Then take the test: 
TRUE OR FALSE? 

1. You're ability to train and motivate others is 
one of your strongest points. 
2. You have 3 to 5 years real life experience in 
how to market and grow a business. 
3. You understand that a service company is all 
about helping solve a problem - not finding a 
fault. 
4. You have 3 to 5 years of experience in the 
Green Industry. 

3 or More True Answers? 

We want to speak with you. 

Our continued growth has created a need for 
people with marketing, operational and techni-
cal backgrounds to help manage operation cen-
ters and regional franchise support areas. 

If you are a professional with proven skills, you 
owe it to yourself to check out this opportunity. 

NaturaLawn of America is a privately held, 15-
year-old company with 55 operations in 24 
states. We expect to have 150 locations in 35 
states within the next 4 to 5 years. 

We offer a complete benefit package including: 
• Major Medical Benefits 
• 401-K Plan 
• Paid Vacations 
• Paid Sick Leave 
• Ownership Options 

Salary is commensurate with experience, which 
may include a company vehicle. Relocation to 
the Maryland area is required. 

Fax your resume in strict confidence to 
NaturaLawn of America at 301/846-0320 or e-

mail us at resume@nl-amer.com. 

Visit us at www.nl-amer.com 

HELP WANTED 
LANDSCAPE MANAGEMENT 

Wheat's Lawn & Custom Landscape, a premiere 
residential landscape firm in Northern Virginia 
since 1978, has positions available for manage-
ment and sales. Interested candidates should 
want to surpass own personal expectations and 
have a desire to work with a motivated and suc-
cessful team. Wheat's offers: 

• Health insurance 
• Advancement opportunities 
• 401 (k) and profit sharing 
• Excellent salaries 
• Great work environment 

For confidential consideration, please mail, fax or 
email your resume. 

WHEAT'S LAWN & CUSTOM LANDSCAPE, INC. 
8620 Park St. 

Vienna, Va. 22180 
Fax: 703/-641-4792 

Email: wheatslcl@aol.com 
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HELP WANTED 

Landscape Architect/Designer 
We are seeking a creative and highly self moti-
vated landscape architect/designer to join our 
busy landscape and irrigation company located 
in southern Delaware. 

Ideal candidate will have 3 to 5 years profes-
sional experience. You must have strong and de-
monstrable skills in design, graphics, contract 
administration, technical knowledge and com-
munication. Organizational skills and team con-
cepts are a must. 

You should have experience and a strong interest 
in quality design, community liaison and possess 
an enthusiasm for your chosen profession. 

We offer a full benefits package and year-round 
employment. This will be an exciting, excellent 
career opportunity for the right individual. 

For immediate consideration please fax your 
current resume to 302/645-5109 or e-mai l 
sposato@ce.net. 

url address: www.sposatolandscape.com 

MANAGEMENT OPORTUNITY 
James Martin Associates, Inc., serving Chicago-
land's northern suburbs, seeks experienced land-
scape management professional to join manage-
ment group. Requires 10 years industry experience, 
business and computer literacy, and strong com-
munication skills. Outstanding compensation 
package based on qualifications; benefits include 
ESOP. For confidential consideration, contact: 

James P. Martin, CLP, ASLA 
JAMES MARTIN ASSOCIATES, INC. 

59 East U.S. Highway 45 
Vernon Hills, 111. 60061 

Phone 847/634-1660 Fax 847/634-8298 
E-mail: j.martin@jamesmartinassociates.com 

J O B S IN HORTICULTURE 
JOBS In Horticulture, Inc. 

www.hortjobs.com 
800/428-2474 

Fax: 800/884-5198 

DIRECTOR OF 
LANDSCAPE OPERATIONS 

Marders of Bridgehampton seeks a director of 
operations to oversee production division. Must 
have solid experience in the operations of a land-
scape department. Previous management, train-
ing/customer service/sales experience required. 
Mentor project managers and crews of approxi-
mately 70, oversee scheduling and installation of 
upscale landscapes. Outstanding benefits: medi-
cal, dental, bonus, 401K. Salary commensurate w/ 
exp. Fax resume and salary requirements in con-
fidence to Marders, Attn: Ms. Fallon @ 631/537-
7023 or e-mail to efallon@marders.com. Visit our 
Web site at www.marders.com. 

HELP WANTED 
Marders is a 27-year-old, established, up-scale 
retai l s tore and l a n d s c a p e c o m p a n y in 
Bridgehampton, N.Y. (east end of Long Island), 
committed to using only organic products. We 
have the following career opportunities avail-
able for the right person: 

Tree/Shrub Buyer - Must have prior experience 
in purchasing a wide variety of trees/shrubs. 
Frequent travel required. 

Organic Educator/Soil Doctor - Needed to ini-
tiate detailed training program for staff on or-
ganic techniques, applications, soil amendments 
and testing. Previous experience in soil science, 
horticulture and lawn / turf care, as well as train-
ing and educating in organic products. 

Arborist - Act as tree and shrub expert on staff. 
Ability to diagnose insects and diseases on trees/ 
shrubs. Previous PHC and supervisory experi-
ence necessary. 

We are looking for talented individuals excited 
by and dedicated to horticulture with a focus 
on doing the right thing for the customer. We 
are interested in professionals who are highly 
motivated, consider themselves a self-starter and 
who seek opportunity within a dynamic com-
pany. We offer a sign-on bonus, relocation ex-
penses, an excellent benefit package and com-
petitive salaries. Fax resume with salary require-
ments to: Marders, Attn: Ms. Fallon, 631/537-
7023 or e-mail: efallon@marders.com. Visit our 
Web site @ www.marders.com. 

LANDSCAPE 
ARCHITECT/DESIGNER 

One of the Baltimore/Washington DC area's 
premier landscape companies is accepting ap-
plications for a landscape architect/landscape 
designer. Handsome salary and benefits pack-
age to the right candidate. Fax resumes to 301 / 
805-1876 attn: Peter. 

LANDSCAPE SALES 
Bowie, MD-based, award-winning commercial 
company seeking seasoned sales rep for full-
time, year-round employment. Proven track 
record and knowledge of the Bait./Wash con-
struction industry a must. Excellent salary, ben-
efits, co. vehicle. Please fax resumes to our HR 
Dept. @ 301/390-5600 or e-mail them to us at 
szwolinski@completelandscapingscrvicc.com. 

IT PAYS TO 

ADVERTISE 
IN THE 

LAWN & LANDSCAPE 
CLASSIFIEDS-

Industry Web Sites 
INDUSTRY W E B SITES 

Visit helpful and informative 
Web sites specifically designed for 

Lawn and Landscape business owners. 
LawnCareSuccess.com 

Free advice, Links, Newsletter 
EverythingGreen.com 

Search Engine 
www.lawnsite.com 

green industry forum 

412/734-4528 

Insurance 
COMMERCIAL INSURANCE 
FOR THE GREEN INDUSTRY 
Competitive rates, comprehensive coverage 

and payment plans designed for your 
specific business needs. 

If you provide any of the following services we 
can design a program for your company: 
Installation Snow Removal 
Renovation Right of Way 
Fertilization Holiday Lighting 
Herb. / Pest. App. Irrig. Install. / Serv. 
Tree & Shrub Serv. Mowing & Maint. 

Spill Clean Up 
Contact one of our Green Industry 

Specialists for a quote at 
800/886-2398 or by fax at 

614/221-2203 
M.F.P. INSURANCE AGENCY, INC. 

rick@mfpinsure.com 

Leasing/Financing 
RESIDENTIAL 
FINANCE P R O G R A M 

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 

L a n d s c a p e l ight ing 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 

Services 
NEED A COACH? 

Get the answers you're looking for... 
Jeffrey W. Zindel, Business Consultant 

20 years experience in the green industry 
Exterior/Interior. 888/425-0421 

jzbusinessconsultants.com 

Trailers 
TRAILERS 

Bathroom 

t v Unite cf 
T FR A I U E FR S 

Call for a dealer near you: 866-848-1815 

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, dia-
gramming and links to Quickbooks round out 
this easy-to-use, 32-bit dynamo. Free Demo at 
www.gopst.com or call 800/624-8244. 

Warehousing 
WAREHOUSING 

Third-party warehousing company located in 
Atlanta, GA, specializing in the green industry. 
Let K.D.I, help lower your warehousing and 
shipping cost while offering your East Coast cus-
tomers same-day service. 404/344-4187 or 
KDIIncorporated@aol.com. 

Wanted 
WANTED 

Existing landscape installation company is look-
ing to purchase a small to medium-size commer-
cial/industrial/high-end residential landscape 
maintenance company in the Southern Califor-
nia area. 

• Good long-term client base. 
• Well established. 
• Well-managed & organized operation. 
• Excellent reputation. 
• Respectable profit margins. 
• Capable of minimum 6-month turnover 

period commitment. 
Please fax a company profile & price to Conejo 
Pacific Technologies 805/498-1781. All inquires 
are kept strictly confidential. Company name is 
not required. 

SOFTWARE 

The #7 best-selling 
all-in-one software for 

specialty trades 
• Unlimited Customers & Locations 

• Automatic Scheduling, Routing 

• Automatic Invoicing, Job Costing 

• Sendee History & Profit Tracking 

• Labor and Productivity Tracking 

• Material & Chemicals Tracking 

» Letter Writer w/auto Mail-Merge: 
Send Sales and Sendee Notices 

• Print Proposals, Invoices, Work 
Orders, Statements, Purchase 
Orders. Reports, Labels. Even t 
design your own forms in Word 

• Full Accounting G/L, A/R, A/P, 
Payroll, Checking, Inventory, 
Financial Reports and Graphs 

* Built-in links to QuickBooks • 
Peach tree \ MS Office • Street 
Mapping. Emailing, and more! 

Web Designers 
WEB DESIGNERS 
Web Design, Brochures, Logos, Lettering and 
Printing Services for Landscapers. Your single 
source for marketing your landscape business. 

Samples online: 
www.landscapermarketing.com or 

call 888/28-DSIGN. 

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.SafariOnlineMarketing.com. 

Download a free demo of 
the software everyone is 

talking about! 

www.wintac.net 
Or call 24 hours for a free demo CD: 

1-800-724-7899 exL2 
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Help Wanted 
HELP WANTED 
VISTA PROFESSIONAL OUTDOOR LIGHTING 

District Sales Manager 
Vista Professional Outdoor Lighting, the nation's 
fastest-growing landscape lighting manufac-
turer (located in Simi Valley, CA), is seeking 
highly-motivated individuals to develop new 
sales territories and call on existing accounts in 
key markets. Qualified individuals will imple-
ment sales and marketing programs, and will 
handle technical and field support for Vista's 
expanding line of low voltage and line voltage 
products. They will also be asked to liaison with 
landscape architects, designers, landscape con-
tractors and distributor personnel. Qualified in-
dividuals will have 5 to 7 years of experience in 
industry sales. Various territories available. 
Competitive compensation and benefits pack-
age. 

Send resume and salary history to: Cruz Perez, 
Vice President of Marketing, Vista Professional 
Outdoor Lighting, 1625 Surveyor Ave, Simi Val-
ley, Calif. 93063 or Fax: 805/527-6830. 

HELP WANTED 
VISTA PROFESSIONAL OUTDOOR LIGHTING 

Factory Trainer 
Vista Professional Outdoor Lighting, the leader 
in landscape lighting and factory support (lo-
cated in Simi Valley, CA), is looking for candi-
dates with strong communication skills to con-
duct factory tours, training and seminars at the 
Simi Valley manufacturing facility. Qualified 
candidates must have 3 to 5 years of experience 
with installation, voltage drop, cable sizing, de-
sign layout, photometries, and proper trans-
former and lamp selection. 

Send resume and salary history to: Cruz Perez, 
Vice President of Marketing, Vista Professional 
Outdoor Lighting, 1625 Surveyor Ave, Simi Val-
ley, Calif. 93063 or Fax: 805/527-6830. 

IT PAYS TO 
ADVERTISE 

IN THE 
LAWN & LANDSCAPE 

CLASSIFIEDS 
call 

800/456-0707 TODAY 

HELP WANTED 
VISTA PROFESSIONAL OUTDOOR LIGHTING 

Field Trainer 
Vista Professional Outdoor Lighting, the nation's 
fastest-growing landscape lighting manufac-
turer (located in Simi Valley, CA), is seeking mo-
tivated individuals who will work in the field 
to train contractors and distributor personnel on 
proper design, installation and troubleshooting 
techniques. Qualified individuals will work 
closely with local factory representatives and 
must have hands-on experience with voltage 
drop, cable sizing, design layout, photometries, 
and proper transformer and lamp selection. 
Various territories available. Competitive com-
pensation and benefits package. 

Send resume and salary history to: Cruz Perez, 
Vice President of Marketing, Vista Professional 
Outdoor Lighting, 1625 Surveyor Ave, Simi Val-
ley, Calif. 93063 or Fax: 805/527-6830. 

HELP WANTED 
VISTA PROFESSIONAL OUTDOOR LIGHTING 

Independent Electrical Representatives 
Vista Professional Outdoor Lighting, the leader 
in landscape lighting for the specifier, contrac-
tor and distributor, is looking for independent 
electrical representatives in several markets. If 
you would like your company to be considered, 
please mail or fax a resume and line sheet to: Cruz 
Perez, Vice President of Marketing, Vista Profes-
sional Outdoor Lighting, 1625 Surveyor Ave., Simi 
Valley, Calif. 93063 or Fax: 805/527-6830. 

rniSI 
(continued from page 52) 

And with the new structure in place, the 
company also has learned the best ways of 
communicating with property managers. 
One way to please these commercial clients 
is by sending them weekly faxes with a check-
list of what was done on their properties that 
week and notes on any particular problems 
that need their attention and if there are 
additional costs to fix those problem. "That 
way, they know we've been there even if 
they didn't see us and it becomes a record for 
us and them," Daniell said. 

In 2002, the company reached $1.7 mil-
lion in maintenance revenue - short of its 
three-year goal of $2 million but close enough 
to consider successful, and it expects to reach 
$2.1 million this year, Daniell enthused. 

The plan is to keep construction revenue 
relatively flat and grow maintenance - push-
ing that service's revenue to $4 or $4.5 million 
in the next five years, Daniell said, adding that 
the company is 75 percent construction, 25 
percent maintenance now, but the goal is to 
move that closer to 60/40 or 50/50 over time. 

W A L K , DON'T RUN. A future focus area 
for Heads Up Landscape takes the company 
back to its road first traveled - irrigation. 
With a four-year New Mexico drought, wa-
ter management has become top priority, so 
the company is investigating alternative 
water management solutions. 

Heads Up is currently experimenting with 
central irrigation control systems for clients 
as well as installing cisterns that collect run-
off water and help a business use less water. 
"We're experimenting with ways to reuse 
water," Mallory said, adding that the com-
pany is also researching soil amendments 
that can increase plants' drought tolerance 
and has changed its plant pallet to incorpo-
rate more drought-tolerant plants. 

For instance, there's a big push to remove 
a lot of old bluegrass lawns that require 
considerable amounts of water to survive 
and replace them with low-water-use turf. 
Incorporating gravel mulches and low-wa-
ter-use perennials and native plants also 
helps. "A good chunk of our customers are 
going away from turf," Daniell said. "They 
can't have more than 15 percent of the land-
scape area as high-water-use turf anyway, so 

they are thinking ahead about long-term 
maintenance and we're helping them." 

The company is also researching new 
ideas - namely artificial sod. "We're trying 
to find leading edge ideas and see if there is 
a need for them," Mallory said. 

And as long as Mallory and Daniell keep 
replacing their names with others on the orga-
nization chart, they have a chance to explore 
new ideas and maybe even take the company 
down a different road. "If I'm running on a 
treadmill to catch up, I can't take time to 
investigate new opportunities," Mallory ex-
plained, highlighting the emotional reasons 
that keep him driving on this business street. 
"I installed a few park trees around this one 
place I pass going to work everyday. It's 
amazing to see how much those trees have 
grown and now people are teaching their 
kids to ride bikes underneath them and pic-
nicking underneath them. It's a great feeling 
to be able to create places like this and then 
find ways to keep them blooming." ID 

The author is Managing Editor o/Lawn & Land-
scape magazine and can be reached at 
nwisniewski@lawnandlandscape.com. 
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TO INQUIRE ABOUT OUR ADVERTISERS' PRODUCTS, 
PLEASE TURN TO PAGE 8 9 . 

COMPANY NAME WEB ADDRESS PG# 
Adkad www.adkad.com 124 ., 
American Brick Saw www.americanbricksaw.com 106 ., 
American Isuzu www.isuzucv.com 27., 
Arcoa Industries www.arcoa.com 120.. 
B k D.A. Weisburger Insurance www.weisburger.com 18 .. 
Ballard Equipment www.ez-gate.com 108 .. 
BASF www.turffacts.com 3 .. 
Bayer Environmental Science.... www.bayerprocentral.com 10-11,88-89* 
Bobcat www.bobcat.com 63 .. 
Briggs k Stratton www.briggsandstratton.com 53 .. 
Brouwer Turf Equipment www.brouwerturf.com 128 .. 
Buyers Products www.buyersproducts.com 117 .. 
C&S Turf Care www.csturfequip.com .. 112 .. 
Carl Black 99*.. 
Caterpillar www.cat.com 61,99*.. 
Chuck Smith's Log Mauler www.logmauler.com 71. . 
Concrete Edge www.concreteedge.com 24 .. 
Cummins www.cummins.com 15.. 
Curbworld www.curbworld.com 100 .. 
DIG Irrigation Products www.digcorp.com 132 .. 
Dimex Corp www.dimexcorp.com 98 .. 
Ditch Witch www.ditchwitch.com 69 .. 
Dixie Chopper www.dixiechopper.com 91. . 
Dow AgroSciences www.dowagro.com/turf 36-37*,56-57,75 
Drafix www.drafix.com 93 .. 
Easy Lawn www.easylawn.com 110.. 
Echo www.echo-usa.com 77. . 
Encore Power Equipment www.encoreequipment.com 79 .. 
Exmark www.exmark.com 17. . 
Express Blower www.expressblower.com 29 .. 
Fabriscape www.fabriscape.com 110 .. 
Finn www.finncorp.com 119 .. 
FMC www.fmc-apgspec.com 23 . . 
Glenmac www.glenmac.com 66 .. 
GMC www.gmc.com 43-48 
GNC Industries www.gnrindustries.com 135 .. 
Gregson-Clark www.gregsonclark.com 137 .. 
Hannay Reels www.hannay.com 96 .. 
Holiday Presence www.hoIidaypresence.com 21. . 
Hunter www.hunterindustries.com 150.. 
Info USA www.infousa.com 109 .. 
rrv 
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... 93 

... 98 
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... 47 

.110 

.114 

...73 

. . .22 

.113 

... 91 
www.trainwithvideos.com 20 21 

John Deere Compact www.mowpro.com 103 84 
John Deere Construction www.skidsteer.com 67 48 
John Deere Landscapes www.johndeerelandscapes.com 55 42 
JRCO www.jrcoinc.com 118 97 
Kasco Mfg www.kascomfg.co 72 53 
Kelly Commercial 

Truck Center www.isuzutruckcenter.com 107* 89 
Kichler Lighting www.kichler.com 98 75 
Kubota www.kubota.com 65 46 
Lawn Power k Equipment www.brandtekus.com 81 61 
LebanonTurf www.lebanonturf.com 5,105 39,85 
Leseo www.lesco.com 7 13 

COMPANY NAME WEB ADDRESS PG# 
Little Wonder www.littlewonder.com 106 
Load Handler Products www.loadhandler.com 28 
LR Nelson www.lrnelson.com 86 

RS# 
.... 86 
.... 29 
.... 66 

LT Rich Products 20 20 
Maruyama www.maruyama-us.com 87 67 
Middle Georgia Freightliner www.middlegafreightliner.com 127 107 
Mike Fiore 135 111 
Monsanto www.monsanto.com 31-34 
MTI www.sprinklers41ess.com 50,80,112 37,60,95 
Nite Tyme Illuminations www.nitetymeilluminations.com 50 36 
Oldham Chemicals Co www.oldhamchem.com 126 106 
OutdoorWorker.com www.outdoorworker.com 102 83 
PANTS www.plna.com 107* 88 
PBI Gordon www.weedalert.com 76,92,125 55,70,104 
Perma-Green Supreme www.ride-onspreader.com 83 62 
Peterson Pacific www.petersonparific.com 52 40 
PlantFind.com www.plantfind.com 101 81 
Polaris www.polarisindustries.com 59 43 
Porter Ferguson www.lowellcorp.com 78 57 
Power Expo www.plna.com 120 99 
Pro Equipment www.quik-spreder.com 50 35 
ProSource One www.prosourceone.com 25 26 
Protero www.proteroinc.com 124 101 
RedMax Power Equipment www.redmax.com 51 12 
Riverdale www.riverdalecc.com 97,149 112 
RND Signs www.rndsigns.com 84 64 
Roots www.rootsinc.com 90 68 
RotaDairon www.mge-dairon.com 62 49 
Sensible Software www.dip.com 28 28 
SIMA www.sima.org 73 
SNG Equipment www.gosng.com 22 23 
Symbiot www.symbiot.biz 80 59 
Syngenta Professional 

Products www5yngentaprofessionalproducts.com....... 95 72 
Textron Golf, Turf k 

Specialty Products www.textronturf.com 19 19 
Tilton Equipment www.tiltonequipment.com 84 63 
Toro Sitework Systems www.toro.com 2 10 
Toro Irrigation www.toro.com 40-41 32,33 
Transitional Systems www.transitionalsystems.com 126 105 
Tree Tech Microinjection www.treetech.com 102 82 
Treegator www.treegator.com 22 22 
Triple D www.tripled-enterprises.com 71 52 
Tuflex www.tuflxmfg.com 30 31 
Tygar Mfg www.tygarmfg.com 100 80 
United Horticultural Supply www.uhsonline.com 85 65 
Unico Spray Products www.unicospray.com 42 34 
UPM www.vine-x.com 50 38 
Valent www.valentpro.com 13 15 
Walker www.walkermowers.com 9 14 
Wells Cargo www.wellscargo.com 118 96 

*Denotes regional advertising. This listing is provided as a courtesy to Lawn k Landscape 
advertisers. 
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Establishing a Drug Policy 
at American Civil Constructors 

In 1988, the U.S. Department of Labor passed the Drug-Free 

Workplace Act requiring companies holding federal contracts 

to maintain a drug-free envronment and holding firms legally 

liable for many drug-related incidents that occur in the context 

of the job. With national statistics suggesting a high concentra-

tion of professional drug users work in service industries like 

contracting, the move struck a chord with American Civil 

Constructors (ACC). From that point, we felt we had to verify 

that our employees were clean, and a solid drug policy was the 

clear solution to mitigate our risks. 

After our attorney guided us through relevant legisla-
tion, we needed to decide our testing parameters. We 
settled on testing new applicants to sift out those individu-
als who may later prove to be liabilities, and we chose to 
adopt at-cause drug tests based on two important factors -
they could deter use because employees would know we'll 
test in the event of a mishap, and a positive result could 
substantially reduce or eliminate an employee's worker's 
compensation benefit should an accident occur. 

We opted to test for the major drug types outlined by the 
Substance Abuse and Mental Health Services Administra-
tion (SAMSHA): marijuana, amphetamines, PCP, opiates 
and cocaine. 

Next, we scouted area laboratories to conduct our tests. 
SAMSHA's Web site offers a list of facilities in each state 

wBmmm Wh 
i ? 

1. Follow U.S. Department of Labor, state and other 
Federal guidelines to implement a clear, written 
drug policy that all employees must sign. 

2. Choose testing circumstances that both curb risk to 
your company and appeal to your corporate culture's 
sense of individual privacy. 

3. Choose your testing facility carefully. Pay close 
attention to confidence policies and specimen-
handling protocols. 

4. Educate employees about drug use and consider 
implementing rehabilitation policies. 

5. Advertise that you are a drug-free operation. 

Iawnandlandscape.com 

with sample-handling protocols that meet federal testing 
and privacy standards. Lab fees vary based on local costs -
ours charge just over $30 per test. For testing in-house, kits 
of varying levels of detection are available. Ours, of fairly 
standard quality, cost about $13 per sample and test effec-
tively for the drug types outlined by SAMHSA. 

Law requires positive results to be reassessed by a 
SAMHSA-certified medical review officer (MRO). These 
professional réévaluations are important in the case of a 
legal challenge, and while their fees range, our MRO ex-
penses - including sealed and certified specimen shipment 
- are about $20 per incident. 

If an employee tests positive, our rehabilitation policy 
directs that worker, at his or her own expense, to submit to an 
in-depth evaluation that determines their level of use and the 
course of treatment they need. The employee cannot return to 
work until the evaluation has taken place, and following their 
return, they must 
adhere to sched-
uled treatments 
and submit to ran-
dom drug tests for 
up to one year. In 
return for their ef-
forts, ACC allows 
the employee to remain active with the company and promises 
not to consider their mistake during employee reviews. If they 
deviate from treatment, or if tests show increasing vs. decreas-
ing levels of drugs in their system, we terminate them. 

Once we outlined a policy, ACC developed a clear, 
written communication of it that we require employees to 
sign. Importantly, we also seized the opportunity to edu-
cate workers by gathering an array of drug-related infor-
mation from local organizations and online resources. We 
occasionally discuss the issue at company meetings and 
added 10 hours of drug-related instruction to our annual 
supervisor training sessions. 

Today, testing is the rule rather than the exception for 
contractors, as it heightens standards and reduces costs. Since 
instituting our policy, not only have we earned a 5-peroent 
discount on worker's compensation insurance, but because we 
advertise as a drug-free firm, we also have established a 
positive reputation, attracting non-using applicants and yield-
ing respect as a responsible service provider. - John Rcwedo ID 

The author is senior safety manager, American Civil Constructors, 
Lakewood, Colo., and can be reached at 303/730-4527. 
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¡lárdale millennium Ültrâ  
The Formulation Innovators 

(800) 345 3330 
www.riverdalecc.com 

"Whether were working on 

a residential, commercial or 

industrial site, Millennium Ultra1 

has given us exceptional control 

over clover as well as other 

weeds. Our number of callbacks 

has decreased by 34% in the 

three years we've been using the 

product. I would recommend 

it to anyone who wants 

exceptional results 

Vice President of Operations 

Greenlon, Inc., Cincinnati, Ohio 

Millennium Ultra is an extremely 

effective, broad spectrum broadleaf 

herbicide. Its state-of-the-art formulation 

results in fewer callbacks, happier 

customers and a product that's easier on 

the environment. For rapid response 

and outstanding effectiveness, 

get Millennium Ultra. 

USE READER SERVICE # 1 1 2 

http://www.riverdalecc.com


Controllers 
for Contractors 
Who Want Advanced 
Features and 
Faster Set Ups 

Intuitive Dial Programming 
Plug-in Module Expandability 
Indoor / Outdoor Models 
3 to 48 Stations 

USE READER SERVICE # 1 1 3 


