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TORO Count on it, 

Visit us at Expo 2003, Booth #4300 

Introducing the Toro Z 5 0 0 Series. Finally, a mower you can fine-tune to conquer 

any condition. Its new TURBO FORCE1*1 deck is the industry's only deck with an 

adjustable baffle. Open it wide to conserve power and increase mowing speed. Close it 

down for micro-sized particles and maximum discharge velocity. Or choose the perfect 

in-between setting in just seconds. Rugged? All Z500 Series decks have 5.5" deep, high-

strength, 7-gauge steel construction top to bottom. Plus the industry's largest cast iron 

spindle assembly with tapered roller bearings. To learn more, contact your Toro landscape 

contractor equipment dealer or visit toroZ500.com. 



W E DON'T M A K E T H E T U R F . W E M A K E IT B E T T E R . 

pfmfessional Pendulum herbicide consistently 

controls crabgrass better than other 

preemergent herbicides.* What more can 

we say? How about Pendulum controls a 

broader spectrum of weeds, in both lawns and ornamental 

beds, than any other preemergent—more than 40 grassy 

and broadleaf weeds, such as oxalis and spurge. It also 

controls costs, to offer you greater value. But Pendulum 
puts no limits on application flexibility. It's available as 

Pendulum AquaCap ' — a n encapsulated, water-based 

formulation— as well as granular and liquid formulations. 

READER SERVICE #1 1 

BASF pendimethalin is also available on fertilizer. Visit 

www.turffocts.com for a list of approved fertilizer formulators. 

With Pendulum, there's just so much more to talk about 

than crabgrass. 

To learn more about why everyone's talking about 
Pendulum, call 1 -800-545-9525 or visit www.turffocts.com 
Always read and follow label directions. 

http://www.turffocts.com
http://www.turffocts.com
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SPECIAL REPORT: 
STATE OF THE INDUSTRY 

Year of 
Resurgence 
Even with rising costs, weather 
woes and delayed season starts 
in some regions, contractors 
report 2003 as a solid 
growth year 6 1 

FEATURES 

Passport to Success 
Chris Sturm is quickly becoming a successful 
entrepreneur - 6,300 miles from home 3 6 

A Conversation 
with Fred Whyte 
Stihl's president offers his 
perspectives on product inno-
vation, tightening legislation 
and how the company 
serves landscape 
contractors 1 0 2 

Table Talk: 
Add-On Advantages 
A roundtable discussion 
opens up ideas 
for profit-bearing add-on services... 110 

Beyond Nitrogen 
Adequate nutrition is one of the most vital components 
of a turf grass management program. But nitrogen -
though important - isn't the only nutrient 
turf needs : 5 4 

Up Against the Wall 
Retention, drainage and increased real estate value: There 
are plenty of reasons to put up a wall and even 
more ways to fail miserably 8 2 

Beating the Labor Burden Blues 
When calculating the labor burden for field payroll or 
G&A overhead, there are many factors to consider. 
In part one of this three-part series on establishing 
annual budgets, James Huston helps you simplify 
the process . 1 . 9 2 
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IRRIGATION 
mlym fjuide 

In this supplement, lean system 

troubleshooting tactics, backflaw 

| prevention solutions, sales metlxxis 

for success and cl?eck out our irrigation 

products buyeis guide..... 
i i 
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- Ray Evernham, Evernham Motorsports 

"The most important part of any machine 
is the team behind it." 

As one of the most successful crew exclusively th rough independent network, you' l l f ind a dealer nearby. 
chiefs in NASCAR" history, Ray 
Evernham knows the value of a 

So stop in somet ime. Af ter all, as 
Ray puts it, " I f you want the best 

serv ic ing dealers because they 
have the parts, products and 

first-rate support team. And so do expert ise our customers demand, per formance, you 've got to work 
we. At STIHL, we sell our products A n d thanks to our na t ionwide w i th the best people." 

1 800 GO STIHL • www.stihlusa.com 

STIHL 
Number One Worldwide 

20 USE READER SERVICE # 1 2 

http://www.stihlusa.com
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Snow Removal Contracts 
CLIP - The Leader in Service Software 

now helps you plow through your paperwork... 

For over 15 years 
CLIP has been 
specializing in 

time-saving 
software and 

solutions for the 
service industry, CLIP 
products give users 

the ability to do 
scheduling, routing, 

revenue tracking, 
billing and more -

all from the 
convenience of 
their desktop. 

CLIP has been enhanced to handle a variety of Snow Removal contracts. 
Due to the unique nature of Snow Removal and the way contracts are 
set-up, handling all the details can be very daunting. CLIP for Snow 
Removal makes it easy and profitable. 

There are five different contract types that have been integrated into 
the CLIP for Snow Removal Program. 

1. Per Inch Contract - Charge by the inch, quickly and easily. 

2. Limited Seasonal Contract - Set your Maximum number of visits or 
inches or bags, charge extra for extra work. 

3. Minimum Charge or Monthly retainer - CLIP automatically figures out 
if your customer has paid you at least the minimum amount in your 
contract. 

4. Multiple Installments - Charge monthly fees for different services. 
Separate your salt from snow removal, from de-icing. 

5. Multi-Year automatic price changes - enter the prices for a multi-year 
contract all at once and let CLIP keep track of it. 

... and many other Snow Removal Specific Enhancements. 

Stay Connected with Your Business 

CLIPConnect - Allows real-time 
transfer of data from your web-
enabled cellular phone to your 
CLIP program. No more waiting 
for crews to get back. Saves time 

CLIPConnect and money. CLIP trak 

CLIPtrak - GPS integrated with 
CLIP. Track, monitor and 
communicate with any mobile 
workforce. "Live" updates back to 
your CUP program. Complete and 
accurate job costing. 

Call 800-635-8485 for more information 
Visit us at Expo 2003, Booth #2000 

Service 

5ERVICE # 1 3 



Find this month's features, plus exclusive online stories, industry 

databases and more at www.lawnandlandscape.com. 

ONLINE MARKETPLACE 
Lawn & Landscape's O n l i n e M a r k e t p l a c e s of fer visitors the oppo r tun i t y to 

ga ther the latest p roduc t in fo rmat ion f rom near ly 1 0 0 l e a d i n g industry suppl i -

ers. Visit w w w . l a w n a n d l a n d s c a p e . c o m / m a r k e t p l a c e / m a r k e t p l a c e . a s p , w h e r e 

y o u c a n cl ick on a n y of the manufacturers l isted to v i e w p roduc t i n fo rmat ion , 

re la ted art ic les, W e b links a n d more. Check out this on l ine tool t o d a y ! 

SAFETY WITH 
CHAIN SAWS 
In recogn i t i on of C h a i n S a w Safety M o n t h , 

Lawn & Landscape O n l i n e w i l l o f fer 

de ta i led in fo rmat ion th roughout O c t o b e r to 

he lp industry professionals d e v e l o p the 

smarts necessary for safe cha in s a w 

o p e r a t i o n . W a t c h for w e e k l y safety t ips on 

l a w n a n d l a n d s c a p e . c o m , plus sound a d v i c e 

f rom industry experts. Spec i f ica l ly , learn 

h o w to choose the r ight saw, protect 

yoursel f a n d others w i th the p r o p e r a p p a r e l , safely ma in ta in e q u i p m e n t a n d 

carefu l ly ope ra te saws. 

Lawnciandscape 
jf Extras 

ONLINE EXTRAS 
Browse Lawn & Landscape O n l i n e for a 

co l lec t ion of exclusive W e b stories 

relat ive to this month 's issue: 

• This month, check Lawn & Landscape Online for tips to help you save time and 

money on retaining wal l installation by planning ahead. 

• Watch for detailed information about upcoming industry trade shows and 

conferences that may already be marked on your calendar. 

• Visit Lawn & Landscape Online for detailed descriptions and photos of new 

products designed and manufactured specifically for the green industry. 

• Look for a handful of new industry-specific business forms recently added to the 

collection of online business tools. 

Iawnandlandscape.com: Ali Anderson, aanderson@lawnandlandscape.com, [Internet editor]; Kevin Gilbride, 
kgilbride@lawnandlandscape.com, [sales representative] 

WEB TOOLS 
D A I L Y N E W S 

Green industry news updates every 
day. www.lawnandlandscape.com 

I N D U S T R Y E V E N T S 

A comprehensive list of confer-
ences, trade shows and seminars 
for the landscape professional. 
www.lawnandlandscape.com/ 
events 

B U S I N E S S F O R M S 

A diverse collection of forms to 
help you run your green business 
more effectively. 
www.lawnandiandscape.com/ 
tools 

r I T T T n 

The industry's most interactive 
message board. 
www.lawnandlandscape.com/ 
messageboard 

I N D U S T R Y L I N K S 

A user-friendly index of the green 
industry, containing categorized 
information about contractors, 
dealers and suppliers. 
www.lawnandiandscape.com/links 

M I M - t t U M T T 

An easy-to-navigate directory of 
local, state, national and interna-
tional industry associations. 
www.lawnandlandscape.com/ 
associations 

J HI'hIIMHH\M 
growing compilation of industry 

products, complete with photos 
and manufacturer contact 
information. 
www.lawnandlandscape.com/ 
product 

M A R K E T P L A C E S 

An interactive listing of industry 
manufacturers and suppliers. 
www.lawnandlandscape.com/ 
marketplace 

O N L I N E S T O R E 

A one-stop shop for industry-
related books, CD-Rom training 
programs and other educational 
materials. 
www.lawnandlandscape.com/ 
store 

w w w . l a w n a n d l a n d s c a p e . c o m LAWN & LANDSCAPE 

http://www.lawnandlandscape.com
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Compare a n y other 
mower to an Encore. 

Get more features, better dependability 
and a better value with an Encore! 

The little guy always gets bullied by the big boys. "They can't make 
a good commercial mower at that price!" the major lines jeer. 

They're wrong. We can, and we back it up with a two-year parts 
and labor commercial warranty. Encore's Prowler Mid Cut has the 
industry's only true floating deck, a PTO drive that maintains high 
blade speed, a heavy-duty frame and reinforced deck that controls 

vibration, maintenance free blade spindles, a full suspension 
seat and a whole lot more. 

Forget the kid stuff. Take a serious look at Encore's heavy duty Mid 
Cut and Front Cut Prowlers, Premier walk-behinds and compact 

Z-Series riders. These mowers have guts. They'll go toe-to-toe with 
any other make or model and come out on top. 

You'll get More Credit from Encore, too! 

encoreequipment.com 
^ 800-267-4255 
Payment 
Interest 
till March 

fV&sr 

POWER EQUIPMENT 
USE READER SERVICE # 1 7 

No down payment commercial sales of new equipment; S2500 minimum; 98% APR for 24 to 36 months; available through 12/31/03 with approved credit 



Searching for Value 
Fickle customers, increasing competition from other 

mainline companies and finding ways to deliver "A-

quality work on B-level budgets" were among the 

business issues expressed by owners of leading lawn and 

landscape firms at a GIE Media Industry Summit held 

August 13 to 15 in Cleveland. More than two-dozen 

leaders, representing leading landscape firms, pest 

control firms and industry suppliers, took part in the 

discussions regarding the current state of the industry. 
While all of these issues are perennial business 

concerns, especially low-ball competition, industry 
leaders think the degree of the problem is increasing. 
In an age where virtually every product or service is 
a commodity, it can be difficult to justify the price 

that allows a necessary profit 
margin. Faced with seemingly 
similar choices, people opt for 
the lower price - unless some 
value proposition makes pay-
ing more for more reasonable. 

Dr. Deepak Sireshukh, an 
assistant professor of market-
ing at North Carolina State 
University and the special 
guest speaker at the Industry 
Summit, has studied value cre-
ation. Dr. Sireshukh shared a 
number of PowerPoint slides 
of his research regarding value 
creation. Here are some nug-
gets from his presentation that 
might help in your marketing 
and sales thinking: 

• Building customer trust 
is central to building value. Trust is essential to the 
relationship that makes your company and services 
more valuable to your clients. Trust is also essential 
to drive referrals. 

• Value is the sum total of the customer's percep-
tions of the total benefits vs. the total costs of doing 
business with your company. Value is what they get 
at the end of the day, but also the way it is delivered. 

• Customer expectations of value can come from 
outside your industry. 

• No company delivers the best of everything, so do 
you know what trade-offs your clients are making? 

• Customer satisfaction is not enough to guaran-
tee retention. 

• Too many companies have a customer focus vs. 
a market focus. Having only a customer focus can be 
too narrow. 

The end goal of your marketing efforts should be 
to create an arrangement in which your customers 
feel they could not get any more from any other 
company, and in which you feel the same regarding 
your customers. This last point is a challenge, Sireshuk 
said, because it means working to get better custom-
ers, not just more customers. Profits improve with 
greater customer retention, but better retention be-
gins with better customers. 

To establish relationships with good customers 
requires four things, he added: (1) commitment to 
continuity, (2) mutual, voluntary motivation to share 
information, (3) confidence in the motives of the 
partner, and (4) respect for the partner. 

For those gifted in details about dates, the black-
out of 2003 became an unplanned part of the Indus-
try Summit. The lights went out in Cleveland at 
about 4 p.m. on August 14th and didn't come back on 
until about 8 a.m. the next day. Witnessing a major 
city silent at night was eerie, but it didn't stop the 
group from pressing ahead with discussions. Every-
one gained a new appreciation for a candlelight 
dinner, since that was the sum total of our lighting, 
and the fare was cold cut sandwiches, cold potato 
salad, cold rolls and, of course, wine. 

The event was an interesting way for me to recon-
nect with some industry friends, make some new 
ones and hear firsthand about the business climate. 
I'm excited to be joining the Lawn & Landscape team 
with the goal of make the leading industry magazine 
even better. GIE Media has a strong tradition of 
creating value and a big part of my mission is to 
provide the information you all need to succeed in 
an increasingly competitive market. 10 
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A M E R I C A N 
BUSINESS MEDIA 

T E L L T H E S T O R Y 
" W h e n o u r o w n e r s tell us the W a l k e r M o w e r is w o r k i n g 

and helping t h e m s u c c e e d , it keeps us energized and focused 
on bui lding the best possible piece o f e q u i p m e n t . " 

Bob Walker, President; Walker Manufacturing 

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

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

Harold A. Jensen, 
Fayetteville, Georgia 

"Your mowers " N ° other mower 
keep me looking *<>es it like a Walker" _ . o 

Bobby Williams. Groomed Gardens, 
Saltino. Mississipp, Jacksonville, Florida 

' P l e a s e c o n t i n u e t o 
m a k e t h e m o s t 

g r a t i f y i n g m o w e r s t o 
o w n a n d r u n i n t h e 

i n d u s t r y ! ! ! " 
Elmer B. Groom, 

good against 
the competition. 

Ray West. 
Professional Grounds 

Maintenance. Inc., 
Vermilion, Ohio 

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

Bryan Colas. 
Coles Lawn Care. 

Pittsburgh. Pennsylvania 

Has changed our lives - more 
time to extend 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. 

Jacksonville, Florida 
"The best 

investment I have "I am 67 and could not 
ever made!!" be in business without 

my Walker - We love It!" 
Travis Keen. 

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

John E. Shads, Springboro, Ohio 
wl love looking back at my accounts, as I drive away «will never own 

and thanking myself for owning those mowers..." .. 
Pau, a Jennifer SfZs. any mower other 

sparxs Lawn Care than a Walker." 
Titusville Fionda Mfti Pillsbury. 

"I can truly say Walker is hands down the best Chariton, Iowa 
mower on the market today...I've seen a lot of 
different mowers, but I own the best: Walker." 

Stephen D. McBnde. "We operate a two person 
Mac's Lawn Service, , a w n c a r e c o mpany. My wife 

Portland, Indiana an<J , w o u | d nof b<? ab|e tQ do 

this without our Walkers. 
Gary Vassallo & Loretta Tunstall, 

Lawn Cruisers Lawn Care, 
Kalispell, Montana 

"I am vary 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, M.D. Landscape. 
Weymouth. Massachusetts 

"Best mower 
I have ever used." 
Vickers L. Cunningham 

Dallas, Texas 

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

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

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

U S E R E A D E R S E R V I C E # 1 5 
Visit us at Expo 2003, Booth #3990 
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TIRED OF 
LOOKING 

FOR 
GRUBS? 
Kelax. 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 

1-8QO-331-2867 to learn more. 

M M Bayer Environmental Science 

chipco IChipco and Merit are registered trademarks of Bayer AG A'ways read and 
follow label directions carefully. | 95 Chestnut Ridge Road | Montvale, NJ 07645 
www BayerProCentral.com | C 2003 Bayer AG 



Creating a 
Quality Scorecard 

Quality is absolutely necessary if you are to succeed in the 

landscape business. When you observe the competition and 

the larger companies in particular, they all have one thing in 

common: Their quality is above average. 

A quality result does not come easily. How often do you 
become frustrated with crews not producing a quality prod-
uct? Green industry companies need to develop a quality-
driven attitude among all employees, which becomes the 
cornerstone of the company culture. When everyone is 
focused on providing superior quality you will have a 
growing and profitable company, your morale will be higher 
and the phones will not ring with complaints. Moreover, no 
longer will you need to put out fires. Employees will enjoy 
coming to work each day and everyone's self-esteem will 
rise as you really start having fun. 

How does all this happen? First of all, it has to start at the 
top. The owner needs to set the example and identify his or 
her definition of "quality." Oftentimes, quality is very sub-
jective, so the standard for each company needs to be set by 
one individual, namely, the owner. As an owner, your 
challenge is to relay your quality standards to the field in a 
manner that they will understand and implement. My sug-
gestion is that you literally "judge" the quality after the 
work is performed. This may sound unfeasible but this 
system is surprisingly easy and I know it works. 

By developing a system that gives the crew a "score" for 
quality and identifying deficiencies, you are now communi-

LANDSCAPING: 
Plant Spacing (10) Clean-up (10) Patio (10) 
Plant Depth ..... J10) Watering (5) Walks (5) 
Tree Depth „ . (10) Sod/Seeding (5) Fencing (5) 
Tree Rings (5) Pruning (5) Mulching (10) 
Overall Appearance (10) 

Possible Score Total Score 
MAINTENANCE: 
Turf Color (10) Mowina (15) Flowers (10) Detail 
Tree Pruning (10) Shrub Pruning (10) Weeds (5) Irrigation 
Ground Cover (10) Pests (5) Litter (5) Overall ( 

Possible Score Total Score 

(5) 
(5) 

(10) 

Judged by. _Date. 

Jack Mattingly is a green 

industry consultant with 

Mattingly Consulting and can 

be reached at 

www.mattinglyconsulting.com 

or 770/517-9476. 

eating to the crew what needs to be corrected and what your 
definition of quality really is. Remember, this is somewhat 
subjective. This quality program must be adopted in its 
entirety and those in charge cannot drop the ball and stop 
visiting the sites and judging quality. I feel this is one of the 
top three job descriptions an owner must have in order to set 
up a company for growth and profits. Yes, there could be a 
time when an owner delegates this judging to a subordinate; 
however, I recommend that this responsibility be delegated 
to only one individual and not to all the managers or super-
visors. Quality must be consistent. 

To initiate a quality program, first establish the policies 
and procedures related to quality judging for landscaping 
installation, maintenance and any other company divisions. 
The policies might state that a minimum of three of each 
foreman's projects will be judged each month. Further, a 
policy may note that a score of less than "90" is unacceptable 
and list the reasons why. Company owners can tie quality 
judging to labor efficiencies on all of a crew's jobs in terms 
of budgeted vs. actual man-hours. Eventually, this can re-
sult in an incentive program rewarding the entire crew. 
With this approach, we can teach crews to walk the tightrope 
between quality and budgeted hours. 

Owners will need to create a form to fill out in the field 
while judging each job. To do this, identify the areas, func-

tions, categories, etc., that are important to your defi-
nition of quality and assign a value to each. The crew 
will score 100 percent in each category if all is perfect 
on a job. If a particular category is less than perfect, 
give a lower score and note the reason. Ideally, the 
available points in each category will add up to 100. 
The total points earned will give the crew its overall 
score on the project. (See a sample form, left.) 

When developing your form, be sure to leave to 
make notes and comments as to what caused the score 
you gave. It is also very important to take this oppor-
tunity to note the "good job" when appropriate. We 
need to give these compliments often. 

Become committed to providing quality at all times. 
Teach your subordinates the definition of quality and 
reward the achievers. ID 
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GET THIS FREE 

PIUS A CHANCE TO RENT ONE OF THESE FREE FOR A WEEK 
(5 days) 

Landscapers and contractors, get a FREE special-edition Ward Burton 
model race car, plus the chance to win one of 50 free week-long rentals 
of a Cat skid steer. It's simple. Just stop by your local Cat Rental Store 

to register. For a store near you, call 1 - 8 0 0 - R E N T - C A T . 

©2003 Caterpillar Inc. NO PURCHASE NECESSARY Sweepstakes is open only to professional landscapers and contractors who are legal U S residents of the 50 United States and District of 
Columbia, 21 years of age or older. This sweepstakes is not open to the General Public. Ends 10/31/03. See participating Cat Rental Store location for official rules. Void where prohibited. 

Visit us at Expo 2003, Booth #4020 
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So, You Want to 
Be a Manager? 

Recently a client asked me to address a group of first-time 

managers and to focus my training on the top 10 things 

every manager must know about human resources. Wow! 

What a request. The challenge was limiting the list to only 10 

items. Each day, managers face countless people challenges 

ranging from legal liabilities to personality conflicts. After 

reflecting on thousands of consulting engagements in hun-

dreds of industries for more than 16 jam-packed years, I 

narrowed the list to the top 10 things every manager must 

know about human resources. 
If you're considering management, you'll want to re-

view this list carefully. If you have an aversion to any of 
these points, think twice about management. Becoming a 
successful manager takes effort, patience, wisdom, commit-
ment and a desire to continually learn. One other point: 
management is about people. If you don't like working with 
people, management is not for you. 

T H E L I S T . Here are the 10 things every manager must know 
about human resources: 

1. The key to your success is to hire talent. And proper 
hiring takes time. If you're not willing to invest the time, you 
increase the risk associated with hiring. You can either hire 
hard and manage easy or you can hire easy and manage hard. 
If you choose to hire easy, your costs, risks and time invest-
ment down the road are all significantly higher. 

2. It's a danger for employees to learn without training. 
There are four ways to train: hit-or-miss, sink-or-swim, trial-
and-error or structured and systematic. You pick. Either 
way, developing people is your No. 1 responsibility. 

3. None of us was born a good leader. Managing today is 
just not what it used to be. Today, it takes knowledge, 
wisdom, experience and, oftentimes, a trusted advisor. Find 
a mentor, read books, attend seminars and ask for help when 
you need it. 

4. There are employment laws and regulations governing 
most of your decisions. Always run your management 
decisions (hiring, coaching, transfers, demotions, promo-
tions, pay decisions and terminations) by a "jury" to ensure 
they are compliant, fair, legally sound and defensible. 

Jean L. Seawright is 
president of Seawright & 
Associates, a management 
consulting firm located in 
Winter Park, Fla. For the 
past 16 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. 

5. You set the tone for the rest of the workers. As a 
manager, you are the company in the eyes of your employ-
ees. Your behavior and the choices you make can instill 
loyalty and dedication or anger and resentment in the hearts 
of your employees. 

6. Sexual harassment = professional suicide. Don't en-
gage in it, don't allow it, don't promote it (in jokes, e-mails, 
etc.) and don't ignore it if it's reported to you. The personal 
and professional liability is huge. 

7. Little minds talk about people. Average minds talk 
about events. Great minds talk about ideas. Focus your 
efforts on objectives and outcomes, not problems or com-
plaints about people. Influence thinking instead of trying to 
control results. 

8. Avoid misdirected compassion. Don't keep a poor 
performer around because he or she is a nice person. Your 
actions send a strong and less-than-positive message to 
others (customers and co-workers) that you tolerate substan-
dard performance. Your credibility is at stake! 

9. You cannot manage everyone the same way. Get to 
know your employees. Focus on their strengths and learn 
about their unique personalities. Tailor your communica-
tion to each employee to promote buy-in, positive feelings 
and understanding. 

10. Coach — don't discipline — your employees. You 
don't have to make people feel bad in order to get them to act 
good. Always gain agreement and a commitment to change 
when coaching. 

F I N A L T H O U G H T S . Although these "truths" may sound 
simple, they can make the difference between your success or 
failure as a manager and leader. If you're a business owner, 
perhaps you'll want to review this list with a potential 
management employee to help determine if the individual is 
willing and able to assume responsibility for the challenges 
that come along with managing people. 

If you're contemplating ownership, stay tuned . . . I will 
tackle the top 10 list for owners in the next issue. ID 
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S T E W A R D S H I P syngenta 

You can count the number of 

applications on one finger. 

It sounds like a big idea, but it's simple. Just one application 

of Barricade® prevents crabgrass for an entire season. No other 

pre-emergent herbicide works as long or as effectively. Stop 

worrying about repeat applications and breakthroughs. 

And start worrying about how you'll handle all the repeat 

customers. For more information on Barricade, call 1-800-395-8873. 

i f " 

> Barricade 
Herbicide 

www.syngentaprofessionalproducts.com 
Important: Always read and follow label instructions before buying or using the product. ©2003 Syngenta. Syngenta Professional Products, Greensboro, NC 27419. Barricade" and the Syngenta logo are trademarks of a Syngenta Group Company. 
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INSECT INSIGHTS 
Emerald 
Ash Borer 
Devastates 
Michigan 
In an attempt to combat an ash tree 

killing-insect, Michigan has added 

seven counties to the emerald ash borer 

quarantine list and put a one-year mora-

torium on the sale and movement of 

ash nursery stock to, from and within 

Michigan's Lower Peninsula. 

The U.S. Department of Agriculture 
estimates that the borers have killed 
about 6 million of the state's estimated 
700 million ash trees. 

The new counties announced are 
Genesee, Ingham, Jackson, Lapeer, 
Lenawee, Shiawassee and St. Clair, 
bringing the number of affected coun-
ties to 13. Livingston, Macomb, Mon-
roe, Oakland, Washtenaw and Wayne 
counties already have been under the 
state-ordered quarantine. 

Under the quarantine, it is illegal to 
move ash trees, branches, lumber and 
other materials from the designated 
counties unless the wood is chipped to 
one inch in diameter. Firewood from 
any species within the 13 counties is 
banned from movement, which means 
that firewood purchased within the 
quarantined counties has to stay there. 

(continued on page 28) 

Does your company require 
employees to wear uniforms? 

RESPONSE % OF CONTRACTORS 

Source: Lawn Se Landscape Online Survey 

BUSINESS BASICS 
Creating 
Uniformity 
"You never get a second chance to 
make a first impression." 

This popular quote rings true, 
especially when your clients have 
hired your company and are see-
ing your crews work on their prop-
erties for the first time. To make that 
first impression memorable, do what more contractors are doing everyday and 
have your workers wear uniforms with company logos when they are on the job. 

Establishing a uniformity code creates a clean-cut team and garners positive 
client feedback since they appreciate easy worker identification on their properties. 

"The key is that employees go to a person's home and they want to project 
an image that the company is professional and the employees are clean and 
neat," stresses Neil Lazaroth, co-owner, Clean Uniform Co., St. Louis, Mo. 

Uniformity means choosing a color, logo and overall image, Lazaroth adds, 
suggesting contractors set a company standard by ordering matching separates 
from a uniform service or catalog. 

"A good baseball team is going to be wearing the same uniforms - the same 
color, same logo," he compares. "Uniformity projects quality, efficiency, reli-
ability and a winning spirit - a winning team." 

But contractors shouldn't skimp on uniform essentials. "If you send out a 
baseball team with just shirts on, you don't do the whole job," Lazaroth says. 
"They have the same socks, shoes, pants - a whole look." 

Besides achieving a cohesive look, uniforms flaunt both economic and safety 
benefits. Studies suggest companies that provide employees with uniforms can 
charge more for their services, and their technicians are less prone to work-related 
injuries. "I think when people are in their own jeans," Lazaroth says, "then there's 
less concern about their personal appearance and their work tends to get sloppy." 

COST CONCERNS 
Gas Prices Rise 6.3 
Cents Since Mid-July 
ORLANDO, Fla. - The average price of self-serve regular gasoline has in-

creased 6.3 cents since mid-July to $1.566 cents per gallon, according to the 

American Automobile Association's (AAA) daily online fuel gauge report. 
This is the highest mid-August average recorded by AAA, 

topping the $1.496 average of mid-August 2000. 
The price increase comes after three months of relative price 

stability, when average prices hovered around $1.50 per gallon. 
Higher crude oil prices - currently around $32 per barrel - and 

U.S. wholesale gasoline prices that remain high due primarily to 
low gasoline inventories and increased fuel demand from sum-
mer vacationers are the main reasons for the price jump. 

One year ago, the nationwide average price of self-serve regular 
was $1.404 per gallon, 16.2 cents lower than the current average. 

Since mid-July, gas prices increased an average of 3.7 cents per 
(continued on page 20) 
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"Whether were working on 

a residential, commercial or 

industrial site9 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 

G reenlon, 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. 

it iverdale A 
The Formulation Innovators 

(800) 345 3330 
www.riverdalecc.com 

Millennium llltraT 
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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. 

www.lawnandlandscape.cam^^ 

Home Builder 
Optimism Surges 
Builders are optimistic as consumers look to 
buy homes before mortgage rates rise further. 

CONCRETE CURBING 

Over 16 Stamped Curb Patterns and 
20 Residential and Commercial Molds 

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

TYGAR 866-999-9506 
w i l d on cu rb ing www.iygarmfg.com 

Visit us at Expo 2003, Booth #2145 
USE READER SERVICE # 9 3 

T . 

HOUSING STARTS 

(continued from page 18) 
gallon in the West to $1,712 per gallon. Aver-
age gas prices rose 8.6 cents per gallon in the 
Midwest to $1,586 per gallon. Prices have 
climbed 7 cents in the Great Lakes region to 
$1,607 per gallon, and moved 4.5 cents higher 
in the Southeast to $1,486 per gallon. 

Gasoline prices are up 5.5 cents in the 
Southwest to $1,546 per gallon. In the Mid-
Atlantic region, gasoline averages $1.531 per 
gallon, an increase of 4.4 cents per gallon 
from one month ago. New England gasoline 
prices are up 4.6 cents per gallon since mid-
July to average $1,571 per gallon. 

Nationwide, the price of self-serve, mid-
grade averages $1.663,17.3 cents higher than 
last year. Self-serve premium averages $1.723 
per gallon, 17.9 cents higher than last year. 

O C T . 8 Lawn & Landscape Business Management Seminar, Dallas, 
Texas. Contact: 800/456-0707 or www.lawnandlandscape.com/events. 
O C T . 8 - 9 Southern California Turfgrass Council Turfgrass, Landscape 
and Equipment Expo, Pomona, Calif. Contact: 800/500-7282 or 
www. turf council. org. 
O C T . 1 1 - 1 3 American Nursery & Landscape Association Landscape 
Distribution Tour, N.Y. Contact: 202/789-2900. 
O C T . 1 7 - 2 0 International Lawn, Garden & Power Equipment Exposi-
tion (OPEI), Louisville, Ky. Contact: 800/558-8767 or www.expo.mow.org. 
O C T . 2 2 - 2 3 Garden Expo 2003, Toronto, Ontario, Canada. Contact 
800/265-5656 or www.gardenexpo.ca. 
O C T . 2 2 - 2 3 Western Lawn & Garden Expo 2003, Las Vegas, Nev. 
Contact: 800/517-0391 or www.westernexpo.com. 
O C T . 2 3 - 2 5 Northwest Green Industry Conference, Blaine, Wash 
Contact: 800/833-2186 or www.walp.org/Events.htm. 
O C T . 3 0 - N O V . 4 American Society of Landscape Architect's Annual 
Meeting & EXPO, New Orleans, La. Contact: 202/363-4666 or www.asla.org. 
N O V . 4 - 6 New York State Turfgrass Association Turf and Grounds 
Exposition, Rochester, N.Y. Contact: 518/783-1229 
N O V . 5 - 8 Green Industry Expo, St. Louis, Mo. Contact: 888/303-3685 or 
www. gieonline. com. 

Temporary Labor Visas 
New Referral Program: 

Contact us to inquire about 
our new discounts! 

Foley Enterprises 
Processors With Integriti/ 

Call Toll Free: 888-623-7285 
Still the Leader in Sendee, Quality and Reputation 

www.FoleyEnterprises.net 

Foley Enterprises • 11500 Manchaca Road • Austin, Texas 78748 
888/623-7285 (Toll Free) • 51^/282-3237 (Austin) • 51^/282-0958 (Fax) 
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The National Association of Home Build-
ers' (NAHB) measure of builder sentiment 
about sales and buyer traffic rose to 71 in 
August from an upwardly revised 65 in July. 

Strong demand has come even as the rate 
on the 30-year mortgage has risen to 6.24 
percent from 5.21 percent in mid-June, ac-
cording to Freddie Mac. 

Mark Vitner, senior economist, Wachovia 
Securities, Charlotte, N.C., says that rising 
rates will have little impact on home sales 
and economists say the signs of economic 
improvement that are pushing rates higher 
are also helping stoke demand for housing. 

Housing sales should stay strong for at 
least the next several months because applica-
tions for mortgages to buy homes still are close 
to record levels, according to data from the 
Mortgage Bankers Association of America. 

SUPPLIER STATISTICS 
John Deere 
Reports Strong 
Third Quarter 
John Deere & Co. reported worldwide net 
income of $247.5 million for the third quarter 

- a 68-percent increase over last year's figure 
of $147.6 million for the same period. 

A close look at the company's equipment 
division shows healthy figures. Compared 
with last year, division sales are up 18 per-
cent for the quarter - and they increased 19 
percent in the first nine months of the 
year. Operating profit increased to $104 mil-
lion for the quarter and $237 million for nine 
months, compared with $61 million and $97 
million, respectively, in 2002. 

The company attributes improvements to 
the impact of expanded distribution channels. 
"These results build on the success of prior 
quarters and reflect strong sales of new prod-
ucts and the company's ongoing efforts to 
hold down costs and operate more efficiently 
at lower asset levels," observes Robert Lane, 
chairman and CEO. 

Improved results were connected, 
mostly, to higher sales and growth in pro-
duction volumes. Partially offsetting these 
factors were higher promotional and sup-
port costs related to new products, as well as 

(continued on page 24) 

Wilson-Oyler Group - w w w . w i l s o n - o y l e r . c o m 

Kawasaki - w w w . k a w p o w r . c o m 

American Brick Saw Co. - w w w . a m e r i c a n b r i c k s a w . c o m 

Pacific Green Landscape Architecture - w w w . p a c i l i c g r e e n . c o m 

Heritage Green Landscape Contractors w w w . h e r i t a g e g r e e n . o n . c a 

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

www.gardengraphics.com 

LANDSCAPE DESIGN 
and 

B U S I N E S S M A N A G E M E N T 

SOFTWARE 

Order your 
Test Drive today 

LAWN & LANDSCAPE 
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N C E N T E R B S T * 
If paid by March 1,2004 

j i o n * 

® h B 
/ O J 

with 

N O P A Y M E N T S 
until April I, 2004 

Available 8/20/03 thru 12/31/03 

ATOTAL LINE OF SUPERIOR LANDSCAPER EQUIPMENT 
B A M M O W E R S 
Available with a 27 or 34 HP 

l TURBO diesel engine, in 61" 
or 72" cutting widths. 

Ì H • 
H I M 

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

JUn SMALL , INTERMEDIATE 
& LARGE Z T H M O W E R S 
Available with Kawasaki or 
Kohler engines from 18 to 27 
HP, in 42", 48", 52", 61" and 72" 
cutting widths. 

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

S O D C U T T E R 
Available with a 5.5 HP 
Honda engine, in an 18" 
cutting width, and a variable 
cutting depth up to 2.5". 

D E T H A T C H E R S 
Multi-function bagger, 
seeder and dethatchers, 
available with a 5.5 HP 
B&S or Honda engine. 

* Subject to credit approval. Financing available through Advantage Finance Inc. on minimum purchase of $2000.00 of Husqvarna equipment. 
If amount financed is paid in full by March 1,2004, no interest will be charged. If amount financed is NOT paid in full by March 1,2004, interest 
at 9.75% A.P.R. will be charged from the date of purchase, with first payment due April 1,2004. 

H A N D L I N G 



HEDGE & POLE TRIMMERS 
Seven models available in blade 
lengths of 21.5", 24", 28.5", 30" 
and 39" with reaches up to 13' 
and articulating, adjustable 
cutting blades. 

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

TRIMMERS A N D EDGERS 
Seven pro models with powerful 
1.2 to 1.5 HP engines. Select 

^ models feature E-Tech® 
high-torque engines. 

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

Husqvarna leads the way as the 
Total Source Solution for outdoor 
power equipment. To see for 
yourself, locate the Husqvarna 
servicing retailer nearest you by 
calling l-800-HUSKY 62 or visit 
www.husqvarna.com 

USE R E A D E R SERVICE # 2 2 

Visit us at Expo 2003, Booth #4460 

O 2003 Husqvarna 

http://www.husqvarna.com


(continued from page 21) 
higher post-retirement benefit costs of $7 
million for the quarter and $23 million for nine 
months. Growth potential for both periods last 
year was stifled by restructuring costs re-
lated to the closure of certain facilities. 

And this upward trend in sales is expected 
to continue in John Deere's future. Sales 
should be up more than 15 percent for the 
year. As projected, fourth-quarter produc-
tion levels are expected to be down by more 
than 25 percent, consistent with the division's 
build-to-demand strategy. 

IN THE NEWS 
Toro Reports Third 
Quarter Earnings 
BLOOMINGTON, Minn. - Toro Co.'s fiscal 
third-quarter net income rose 23 percent, 
benefiting from the company's profit im-
provement steps, which began in fiscal 2000. 
Implementing a project entitled "5 by Five," 
the company has worked toward a 5-per-

(continued on page 26) 

ITT Industries announced that D a n D r i s c o l l will become managing 
director of Flowtronex PSI. 

J a y B e n t i v e g n a joined Toro's National Support Network as field trainer. 
At ACRT, S e a n S t e v e n s was promoted to general manager 

of training. DougTwyford 
S t e v e n L o e f t l e r was named chief executive officer for Force America. 
Lindsay Manufacturing hired D o u g T w y t o r d as vice resident of the 

international division. 
Rentokil announced the promotion ol A m y S u p e r g a n to vice president of 

Primescape Products. 
Syngenta T&O announced the addition of sales team members: T o m H a l v o r s o n 

Midwest district sales manger; H o a r d J a e k l e Northeast district sales manager; and 
P a b l o P e r e x , sales specialist in South Florida. 

Eric A l b e r t S k y l e r B u r r e s o n P e t e r H e r b e r t and J a m e s R e e s e r 
came on as account representatives for The Astrup Co. 

L i s a N i c h o l a s was named the director of government relations for the Pennsylvania 
Nursery & Landscape Association. 

The Landscape & Nursery Expo board of directors appointed E r i c G r a d y chairman of 
the Expo for 2004. 
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Market Trends 
(continued from page 24) 
cent net profit margin by the end of fiscal 
year 2003. 

Based on the company's strong perfor-
mance through the first nine months of the 
fiscal year to date, Toro expects full-year 
earnings better than last year's figures. The 
company earned $27 million for the quarter, 
or $1.03 a share, up from $21.9 million, or 84 
cents a share, one year ago. Compared with 
the fiscal 2002 third quarter, fiscal 2003 third-
quarter professional segment sales increased 
3.7 percent to $244.1 million. 

The company expects fiscal 2003 earnings 
of $3.08 to $3.10 a share, which includes a legal 
settlement, restructuring and other expenses. 

IN THE N E W S 
Bush Picks Utah 
Gouemor to Head EPA 
WASHINGTON, D.C. - President Bush 
picked Utah Gov. Mike Leavitt, an 
advocate of shifting environmental regula-

(continued on page 28) 

Flight of the Buffalo 
By James A. Belasco and Ralph Stayer 
Belasco and Stayer guide business owners 
through the steps it took them to realize 
that they were to blame for their compa-
nies' problems just as much as their 
employees in Flight of the Buffalo: Soaring 
to Excellence, Learning to Let Employees 
Lead. The title comes from the idea that a 
company is like a herd of buffalo because 
buffalo follow only one leader and the 
paradigm never changes. 

Belasco and Stayer tell readers that it 
is important for a business leader to 
communicate with and shift leadership 
responsibilities to their employees when it 
is necessary so a company can function 
and fly like a flock of geese. 

"This book made me realize that I am 
not alone." says Scott Grimm, president, 

Agralawn, Lakeland, Fla. "Sometimes when 
you are in business and things aren't going 
right you feel like it is only happening to you. 
This book shows you that other people have 
shared these experiences." 

Grimm says he learned how to handle 
employee relations and how to show them that 
their work affects others and how their effort 
is appreciated. 

The basis of the book is that a person can't 
imagine a herd of buffalo flying just as a manager 
can't see his or her business succeeding, Grimm 
says. The authors want a business manager to 
see that there are things that are holding his or 
her business on the ground and, sometimes, it 
isn't always the problems created by other 
people. - Kevin McConville 

To purchase this book or other books from 
Lawn & Landscape, visit us online at 
www.lawnandlandscape.com/store or call 
Megan Erickson at 800/456-0707. 

D e b r i s H a n d l i n g S y s t e m 
from Little Wander 

With the N E W Shredding Truckler and S H O Blower. 
Little Wonder is once again re-defining the landscape market. 

Shredding TruckLoader: 
• The Most Efficient Loading 

Performance 

• Unique Talon " Shredding Features 

• Heavy Duty Construction 

• Lowest Noise 

SHO Blower: 
• Patented Adjustable Air 

Deflector 

• High Performance Design 

• Lighter Weight 

• Pneumatic Tires 

To f i n d a d e a l e r near y o u , cal l us t o l l - f r e e a t 

Ì - S 7 7 - Ì . W O I M O E R 1536-6337] 
o r v i s i t w w w . l i t t l e w o n d e r . c o m 

Professionals Demand Little Wonder. Shouldn't You?® 
© 2003 Little Wonder Division of Schiller-Pfeiffer, Inc. 
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THAT NEW CAR SMELL WILL BE SHORT LIVED. 
DODGE RAM HEAVY DUTY. Hard work stinks. But a Dodge Ram Heavy Duty 
with a Cummins High Output Turbo Diesel* gives you best-in-class towing1 

(up to 16,400 lb). Which is more than enough power to ensure that any job 
is no sweat. ON THE JOB incentives include *300 cash allowance or various 
upfit packages. Pull up dodge.com or call 877-ONTHEJOB. 
*Not available in CA. ME, MA, NY or VT. twhen properly equipped. 



(continued from page 26) 
tion to the states, to become head of the 
Environmental Protection Agency (EPA). 

Leavitt, a three-term Republican governor, 
would succeed Christie Whitman, a 
former New Jersey governor who held the 
post of EPA administrator for the 
first 2Vi years of the administration before 
resigning in May. The EPA post has been a 
lightning rod for critics of the administration's 
environmental policies. 

Leavitt has championed the idea of increas-
ing environmental cooperation among federal, 
state and local officials. Over the objections of 
environmentalists, he advocated a highway ex-
tension through wetlands near the Great Salt 
Lake. The 10th Circuit U.S. Court of Appeals 
halted the project, saying the U.S. Army Corps 
of Engineers did not pay attention to wildlife 
or look at alternative before approving it. 

ACQUISITION NEW! 
Scotts Buys 
Yates Ltd. 
M ARYSVILLE, Ohio - The Scotts Co. signed 
an agreement to acquire the lawn and gar-
den business of Yates Ltd., a leader in the 
Australian and New Zealand markets. 

The companies' combined business will 
generate nearly $100 million in annual rev-
enue, making it a big part of Scotts overall 
international business. The transaction, which 
requires approval from Australian regula-
tors and Yates' shareholders, calls for Scotts 
to pay Yates up to $26 million, subject to 
certain adjustments. Scotts will finance the 
acquisition through existing credit facilities. 

David Marginson, Yates' current man-
aging director, will lead the combined 
operation. [Q 

The O h i o State U n i v e r s i t y T u r f g r a s s E d u c a t i o n 
P r o g r a m has a new fellowship opportunity available in the 
turfgrass physiology and biochemistry field. Turfgrss scientist and 
OSU graduate James Beard and his wife Harriet initiated the funding 
for the Bead Fellowship with a $100,000 pledge to the school. 
However, an additional $300,000 was needed to create a named 
fellowship, so OSU faculty and staff came to the rescue. The faculty 
donated $10,000 in personal funds to the cause and initiated letter-
writing campaigns to urge potential donors to help their cause. 

By December 31, 2002, the campaign raised more than $270,000, 
and by April 7 of this year, the group exceeded their goal of $300,000 in pledges and cash 
donations. Additional contributions can still be made. Contact Lynda Heyl, OSU Agricul-
tural Development office at 614/292-0473 for more information. 

The C a l i f o r n i a L a n d s c a p e Contractors A s s o c i a t i o n - San Fernando 
Valley Chapter recently announced the winners of their 44th annual Beautification Awards. 

Visit www. lawnandlandscape. com/news/ 
news.asp?ID=1480 for a full story and 
photos of winning landscape designs. 

In response to petitions from the 
A m e r i c a n S o c i e t y of A s s o c i a -
t ion E x e c u t i v e s the Federal 
Communications Commission has delayed 
the enactment of a new regulation that 
would require trade associations and other 

organizations to receive members' permission before sending them faxes. Moved back from 
Aug. 25, 2003, the regulation will now go into effect Jan. 1, 2005. 

EmeraldAshBorer 
(continued from page 18) 

The state said the beetle also has been 

detected in small pockets in Eaton, Kent 

and Saginaw counties. These sites will be 

treated and managed as isolated infesta-

tions unless it's determined that the beetle 

is widespread, agriculture officials said. 

Beetle larvae live beneath the bark of ash 

trees, boring into its tissue until water and 

nutrients can no longer flow up into the 

branches and leaves. Michigan State Uni-

versity is currently conducting research to 

determine what can kill the pest. Deb 

McCullough, professor in the entomology 

and forestry departments at Michigan State, 

says the beetle problem is exacerbated be-

cause it's hard to tell when trees are first 

infected and there are a lot of unknowns. 

Amy Frankmann, executive director of 

the Michigan Nursery and Landscape Asso-

ciation, says the losses to nurseries and grow-

ers will be high. Frankmann says a survey 

last summer of growers in southeast Michi-

gan showed a loss of about $4 million there. 

"The quarantine and moratorium are just 

devastating to the industry," Frankmann 

says. "But we have too many natural stands 

of ash trees to jeopardize." 

The state also has established a "core" 

area including all of Wayne County and 

parts of five other counties on the original 

quarantine list, where officials believe the 

problem is most severe. Ash materials from 

the core area must stay within that area. 

Firewood from that area also must stay in 

the core. 
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FINANCIAL BENCHMARKS • CROSS MARKETING • PURCHASING POWER 

North America's largest lawn care franchise 

has proven systems that will increase profits 

and efficiency, provides franchisees with 

protected territories for marketing efficiency 

and offers in-depth training for rapid integration. 

Look inside for more information. 
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Creati rig Opportunities for Growth 

HOW MANY OF YOU have found 
yourself working until midnight per-
forming a menial assignment to ensure 
your crews would get out on time the 
next morning, armed with their invoices 
and inspection reports? 

Everyone has tedious tasks on their 
plates that keep them working late into 
the night. But many owners might not 
realize that poor people management pre-
vents them from letting go of small jobs 
and working on bigger picture aspects. 

For example, I know a business 
Roger Mongeon o w n e f w h o h i f e d a t e m p o r a r y employee 

to prepare invoices and inspection reports so they'd be ready for 
crews the next day. After two days, the owner told me he was going 
to have to hire a second person to get the job done. I asked him, 
"How many invoices can this person process in one day?" He 
didn't know. So I suggested he assign the task to one of his 
managers so he could measure how many invoices an experienced 
person can prepare. The manager got the job done without a 
problem, and the owner realized that he hadn't shown the tempo-
rary office worker how to properly and efficiendy do the job. 

After explaining to the office worker how to complete the task 
the right way, her performance improved 300 to 400 percent, and 
the owner didn't have to hire another employee. By taking the time 
to create standards, the owner solved his business problem. 

Creating business systems, even for simple tasks, can do 
wonders for small businesses. That's what Weed Man does for its 
franchisees - provides them with proven systems they can use in 
all business areas to improve efficiency and increase profits. 

Many business experts will tell you, "If you can't measure it, 
don't do it." And they are absolutely right. If you can't measure 
how quickly a task is being finished, you don't know if you're 
doing it well and you don't know if your training is working -
you're just spinning your wheels. 

Implementing easy-to-measure systems are the key to future 
growth and Weed Man wants to help propel you to that next level. 
We're confident you'll enjoy these articles on Weed Man franchi-
sees and how they've used our proven systems to advance their 
businesses. Maybe they will inspire you to continue creating 
systems in your business so that you can experience the same 
productivity and profitability boosts! 

Keep on measuring! 

í l o < ¿ e A , Mo+tyeo+i 
Roger Mongeon, CEO 
Weed Man 

When landscape 
operations purchase 
a Weed Man 
franchise, the)' get 
the business 
knowledge and 
prom s)'stenis that 
come with it. 

TO GIVE CLIENTS the luscious green 
lawns they desire without promoting 
weed growth, lawn care operators must 
time and calibrate fertilizer and pest 
control applications correcdy. The same 
attention to detail must be paid to lawn 
care businesses that want to reach their 
peak growth potentials without need-
lessly losing revenue along the way. 

That is why many landscape contrac-
tors choose to purchase a Weed Man 
franchise when they add lawn care to 
their service mix - to assist the growth of 

their businesses without losing money and service quality to years 
of growing pains. Weed Man offers its franchise members the 
opportunity to use its business management systems to boost 
growth and help them reach new customer service heights. 

"Before we purchased a Weed Man franchise, every time 
we'd grow, we'd lose our quality, but if we didn't grow we were 
losing revenue," explains Paul Diekevers, manager, DeVries 
Landscape Management, Grand Rapids, Mich. "We joined the 
Weed Man franchise three years ago to get all of the systems 
that come with it in hopes of learning how to get the best 
growth and maximize service quality at the same time." 

BUSINESS BASICS. DeVries Landscape Management 
was particularly attracted to the budgeting systems Weed Man 
offers, Diekevers says. After joining the franchise, DeVries 
Landscape managers underwent two-weeks of training, includ-
ing an intense budgeting session. "Everything needs to be 
recorded and everything needs to be separated, monitored and 
gauged," Diekevers says. "It makes planning for the future year 
a much more detailed and accurate process." 

During those training days, Diekevers says he and other 
managers also learned not to bunch expenses. "They taught us 
to separate all of our expenses and incomes and to make sure 
we keep track of all of the money moving in and out," he says. 

The company also uses the same budgeting philosophy in its 
other divisions by separating every loss and gain. The system was 
set in place for the company after DeVries purchased the franchise 
because division managers weren't able to develop a similar way to 
budget by themselves that was as effective, he says. 

SYSTEM SUPPORT. Stephen Hillenmeyer, president, 
Hillenmeyer Landscape Services, Lexington, Ky., says he pur-
chased a Weed Man franchise to gain the support he needed to 
launch a lawn care business. With the franchise, he gained 

r m . 
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access to a computer program that allows him to manage 
materials through the tracking and selling processes and to 
create cost projections. 

Managers can look up customers' information and service 
history because that information is reported to a region sub-
franchisor, franchise advisor and regional representative when 
its first entered in the system, Diekevers adds. The Weed Man 
computer system features a gross sales report, which a fran-
chise operator files weekly, to help each company analyze how 
much was ordered, cancelled, prepaid and what is outstanding. 

Every October, Hillenmeyer meets with his regional repre-
sentative, the sub-franchisor, to develop a detailed business 
plan for the upcoming year. It is a three-day process during 
which the sub-franchisor develops a budget with company 
managers that covers ever)- detail of what a company plans to 
spend over the next year. 

Then, each June, Hillenmeyer says he meets with his repre-
sentative again to undergo a "June hard-look," which is an 
examination of the completed six months of business. "You look 
at the budget you made for 12 months and examine how the 

previous six months fit into it," he 
explains. "Based on the judgments made 
during that meeting the company then 
re-adjusts the budget for the next six 
months according to predicted sales." 

Many things can knock a company off 
of its projected sales path, including the 
weather or the economy. This June meet-
ing allows a manager to readjust his busi-
ness plan to maximize profits. 

Stephen Hillenmeyer NETWORKING KNOWLEDGE 

Weed Man franchise owners can even 
measure their performance against other franchisees via the 
computer system, Hillenmeyer says. 

The comparison allows a manager to decipher labor and 
revenue percentages and determine whether or not his business 
is in the black or lagging in the red. "Your labor percent could 
be 30 percent and you wouldn't know if that was good or bad," 
Hillenmeyer explains. "So there is a real benefit to benchmarking 
costs and having everyone on the same system." 

But simply purchasing a Weed Man franchise doesn't guarantee 
that a company can turn its profits around, Hillenmeyer warns. "It 
is like any other aspect of business in that it takes a lot of time and 
hard work," he says. "But with Weed Man's systems, the process is 
much easier than if you went out and tried to incorporate lawn care 
services into your business yourself." 

UJ • J T t t . 1 I 
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sell additional serrices 

FRANCHISEES have been able to uti- [/¡WH CatV beCOMS the 

lize Weed Man's marketing methods to . . . . 
network all of their services to new and ^ J J 
existing clients as well as to other com- miTSerieS that Want ¡0 

panies in the franchise. This has worked 
particularly well for nursery operations 
that want to expand into lawn care. ¡0 CUStOinefS. 

Robin Moeller, president, Moeller's 
Landscaping and Garden Center, Cincinnati, Ohio, says he bought 
a Weed Man franchise because he thought it would be a good 
addition to the existing services his company offered, which 
include retail garden center sales. "Through the years, I have 
always had people ask me about lawn care," Moeller says. "So I 
investigated the Weed Man franchise and I liked how they took the 
same approach we took with our existing businesses. I thought 
that I could use my existing database of customers and start up this 
new aspect of our company." 

SELLING SYSTEMS. Joining the Weed Man franchise 
organization allows nursery managers to see the processes that 
an experienced lawn care company has developed and to use 
that information in other aspects of his or her business. Cross-
selling services works both ways, says Michael Shannon, op-
erations manager, Hillenmeyer Nursery & Landscape Services, 
Lexington, Ky. "The more of one kind 
of service sales people can sell, the 
more those clients can find out about 
any others they may want," he says. 
"We have quadrupled our customer base 
in 18 months with the Weed Man fran-
chise and the cross-selling approach 
they taught us. We went from 500 cus-
tomers to 2,000 customers and there is 
no sign of the growth stopping." 

IT'S ALL IN THE NAME. Tele 

marketing and networking aren't the only 
ways in which a Weed Man franchise can 
market its services; Shannon says name 
recognition is also one of the franchise's 
strongest marketing tools. "Now, instead 
of Hillenmeyer, it's Weed Man, and ev-
eryone remembers it," he says. "It has a 
real trademark to it. People think the 
name is cool and it sells." 

Now, when his employees drive down 
the road in company cars, other motor- Robin Moeller 
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Creating Opportunities for Growth 

ists and their passengers will roll their windows down to snap 
pictures of the trucks, which have the Weed Man logo on them. 

Stephen Hillenmeyer, president, Hillenmever Nursery & Land-
scape Services, Lexington, Ky., says he even took a Volkswagen 
Beetle and painted it in the Weed Man colors of green and yellow 

with the franchise logo on its 
" W e have qua-

d rup led our customer 

base in 18 months 

w i t h the W e e d M a n 

f ranchise a n d the 

cross-sell ing ap-

proach they taugh t 

us. W e w e n t f r o m 

5 0 0 customers to 

2 , 0 0 0 customers a n d 

there is no sign of the 

g r o w t h s topp ing . " — 

Michael Shannon 

doors for his sales manager to 
drive-around in. "Talk about 
getting a lot of attention," he 
says. "It has been a great mar-
keting piece for us." 

The franchise also has a 25-
foot parade balloon of the 
Weed Man cartoon character, 
Hillenmeyer says. Hillenmeyer 
plans to sponsor a hole at a 
local golf tournament for the 
Lexington Chamber of Com-
merce and have the Weed Man 
balloon there. "A lot of current 
and potential clients are going 
to be there and we expect to get 
a lot of responses from this 
type of marketing," he says. 

Despite advertising gains, many smaller companies may be 
concerned about buying into a Weed Man franchise because of the 
price, but buying a lawn care franchise isn't as expensive as most 
people think, Shannon says. A company will pay as much in 
overtime to start a lawn care service alone and it will not get the 
same results and gain the extensive advertising revenue that is 
available through the Weed Man franchise organization. 

"You might as well spend the money, buy the franchise and 
take what they give you and build on it," Shannon says. "I 
already recouped the money I spent to buy the franchise during 
my first year." 

A Weed Man lawn 
care franchise adds 
punch to pest 
control companies 
that want to 
expand their service 
offerings. 

Chuck Russell, vice president, 
Eradico Services, Southfield, Mich., 
says his pest control business ben-
efited when he decided to buy a Weed 
Man lawn care franchise. 

"They gave us the technical, mar-
keting and business systems to sup-
port lawn care and help us better 
understand it," Russell says. 

Weed Man's centralized purchas-
ing plan also has benefited Eradico 

Services. The simple volume discounts Russell used to get 
could never compete with the discounts the company now 
receives as a part of a larger organization. 

"Before, our material costs were 
higher," Russell says. "Now, as a fran-
chisee, there is a pulling of those re-
sources that allows you to keep more 
on the bottom line." 

Weed Man franchisees order sup-
plies in bulk at a central purchasing 
Web site. Franchise owners, like Kevin 
Pass, Action Lawn Services, Evans-
ville, 111., can use their ID name and 
password to access the site and buy 
supplies. Products are shipped in a matter of days. 

Basically, for pest control operators, joining a Weed Man 
franchise takes some of the challenge out of supplying custom-
ers with quality services, Pass says, adding, "The franchise 
makes it idiot-proof and they prevent you from failing." 

HHHH 

Kevin Pass 

Cross-Country 
United States Subfranchisors 
To contact a Subfronchisor in your area, call 
888/321-9333 or visit www.weed-man.com. 

Ken Heltemes 
North Carolina 
Georgia 

Phil Fogarty & 
Bob Ottley 
Ohio, Western 
Pennsylvania, 
New York 

Terry Kurth 
Northern Illinois, 
Wisconsin, Minnesota, 
North Dakota, South Dakota 

Tom Mauer 
New Hampshire, Maine, 
Massachusetts, Rhode 
Island, Connecticut, Vermont 

Steve & Chuck Russell 
Michigan, Indiana, Kentucky 
Tennessee, Southern Illinois 

Jeff Kollenkark 
Nevada, California 

John Sanders 
New Jersey, 
Eastern Pennsylvania 

Jon Cundiff & Joe Munie 
Texas, Arkansas, Oklahoma 

Jon & Vicky Cundiff 
Nebraska, Iowa, Kansas, 
Missouri 

Bruce Sheppard 
Maryland, Delaware, 
District of Columbia, South 
Carolina, Virginia, 
West Virginia 

David Pitchford 
Alabama, Mississippi, 
Louisiana, Northern Florida 

Jerry Merrill 
Washington, Oregon, 
Idaho, Utah, Montana, 
Wyoming 

Turf Holdings Ine 
New Mexico, Arizona, 
Colorado, Southern Florida 

Opportunities in remaining states available through Turf Holdings, Inc. 
Call 888/321-9333 for more information. 

W4 This editorial supplement was written and producedfor Weed Man by Lawn & Landscape magazine. 

http://www.weed-man.com


SEASONAL SOLUTIONS 

Fall Plant 
Protection 
You don't need to tune into the nightly weather forecast 

to know that there is a chill in the air. You can feel the cool 

air and plants feel it, too. Like people, they need to 

bundle up for the winter. 
Mulching is one of the best lines of defense for peren-

nial plants against chilling temperatures. Mulching also 
can prevent the repeated freezing and thawing of soil 
that causes plants to heave out of the ground. 

The trick is not to mulch too soon. Mulching has to be 
done after the ground starts to freeze but before the first 
significant snowfall of the year. If you mulch sooner, 
mice and other rodents may nest in the mulch, and plants 
may not be completely dormant. 

You can use pine needles, straw, leaves or shredded 
bark as mulch. Straw, however, is the best mulch because 
it is hollow and provides good insulation. If you use 
leaves, be sure they are finely chopped to prevent them 
from matting. 

Apply a mulch layer at least 3 to 4 inches thick around 
each plant. After you've laid it down, gently pull it away 
from trunks and stems to give plants room to breathe. 
This helps prevent disease problems. 

To protect evergreens from cold, biting winter 
winds, build a windbreak. Place posts in the ground 
on the side most prone to seasonal winds - usually 
north and west - and wrap with old feed sacks or 
burlap. Avoid plastic because it will heat up, causing 
plants to burn on sunny days. 

Though winter temperatures may be chilling, bright 
winter sun can scald newly planted trees. Protect them by 
wrapping the trunks with special tree wrapping tape. 
Add 4 to 6 inches of shredded bark, wood chips or leaves 
around the tree base and after application, gently pull 
mulch away from the base. Wrapping also provides some 
protection against hungry mice. 

Roses require special care at this time of year, as well. 
After a freeze has occurred, mound 10 to 12 inches of soil 
around the base of tender bush varieties. This prevents 
thawing and heaving during the winter and helps mod-
erate temperatures around grafted crowns. 

Protect tender climbing roses by removing the canes 
from the fence or trellis and fastening them to the ground. 

Although in some areas of the country, snow cover will be 
sufficient to protect these roses, you also can add a thick 
layer of mulch for protection. But avoid layers of 12 to 16 
inches, which are too deep and will attract mice. In addi-
tion, hardy shrubs should not require mulch protection. 

Besides mulching, other activities must take place in 
fall, including cleanup and soil testing, so you'll be 
ready once spring hits. Do not, however, add fertilizer 
to your landscape in late fall. Nutrients will be lost 
through leaching or erosion before plants can use them 
next spring. 

Remember to rake up leaves from around fruit trees to 
help control insect populations and remove disease-caus-
ing organisms that overwinter on leaf debris. Reduce 
rodent populations by removing all fruit remaining on 
trees or on the ground. Applying mulch near fruit trees, 
though, is not recommended because it increases the 
likelihood of rodent damage during winter. - Leonard 
Perry and Vern Grubinger ID 

Perry and Grubinger are extension professors, University of 
Vermont Extension, Department of Plant and Soil Science, 
Burlington, Vt. They can be reached at 802/656-2630 or 
Leonard.Perry@uvm.edu and Vemon.Grubinger@uvm.edu, 
respectively. See also www.uvm.edu for more information. 

Roses require 

special care before 

the onset of chilly 

winter weather. 

Mound tO to 12 

inches of soil 

around the base of 

bush varieties, and 

protect climbers by 

removing canes and 

fastening to the 

ground. Photo: All-

America Selections 
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A Winning Appraisal 
One key to keeping employees happy and satisfied with 

their work is to spread the company's wealth to them 

through profit sharing. But determining the amount of 

each employee's bonus can be difficult. 

Andrew Aksar, owner, Outdoor Finishes, Walkersville, 
Md., uses a bonus allocation idea he got from a industry 
consultant and combines it with an employee appraisal sheet 
he derived from a similar form used by the local Sheriff's 
office. Aksar says his appraisal sheet serves two purposes - to 

O U T D O O R FINISHES 
E M P L O Y E E P E R F O R M A N C E A P P R A I S A L S H E E T 

Employee Nai 

Title 

Inunctions: Read over the general facton» and rate each employee's performance on a scale of 0 to 10.0 being the 
most unsatisfactory and 10 being the most satisfactory. 

General Factors: 

Quality - accuracy, thoroughness and acceptability of work performed Point» Attitude toward* 
qualm u OUTSTANDING! Grading skills and know ledge has improved 

Productivity - quality and efficiency of work produced in a specified period of time Point» 
Excellent Effort A Attitude' 

Job Knowledge - job know ledge/technical skills and information used on the job. Points 
Good. Still learning, takes about 24 months to learn what you need to know 

Paperwork - proper timeliness, accuracy and legibility. Includes time etiquette. Points. 
Good Job, although wrinng sometimes isn't legible Spellmg needs slight improvement' 

Reliability - the extent to which a task employee can be relied upon regarding completion and follow up. 
Points Exceeds expectations above and beyond what is expected 

Independence - the extent of work performed with little or no supervision. Points 
e things employee says and or does concerns me 

Availability - the extent to which an employee is punctual, plus his/her overall attendance record. 
Includes overtime and/or weekend work Points THANK YOUT 

Equipment - care, proper use. upkeep, service, safety, and appearance of equipment this employee uses. 
Points Need to inspect tires on trader before transport more frequently. Also need to monitor fuel status better 
Takes excellent care of equipment, which is very much appreciated 

Safety - the extent to which the employee adheres to company safety policies and is safety-conscious 
(i.e., wearing safety equipment, following designated procedures) Points 

Adherence to policy - the extent to which an employee adheres to company policy, conducts him or 
herself, follows rules, and observes good housekeeping practices. Points We can do w/out negative 
cursing and temper tantrums in front of other employees, cuntrut lors vendors, clients, etc This sets a bad example far other 
employees and creates a negative atmosphere to work in. Good fab in getting subordinates to arrive far work on lime! 

Accepts Constructive Criticism - willingness to be told / learn how to improve job tasks and employee 
attitude. Points Employee has difficulty being corrected Often responds with excuses thai art irrelevant to the 
matter being discussed Part of learning is accepting constructive criticism. 

Customer / Employee Service - willingness and demonstrated ability to cooperate, work, and 
communicate with coworkers, supervisors, subordinates, outside contacts, and customers. Includes the 
stability, courtesy, personal appearance and judgment demonstrated on the job Points Please 
try to moke eye contact with immigrant workers far every command given to them You also need to confirm that they 
COMPLETELY understand what you are instructing them to do 

Total point score (1-120) _ Discussed with individual on _ 

update employees on their work performance and to 
determine bonuses. 

The performance appraisal sheet features a simple 
layout with 12 sections on subjects ranging from the 
employee's job knowledge to how well he or she meets 
customer demands. Aksar grades employees in each sec-
tion on a scale of 0 to 10,10 being the best possible score, 
and tallies the total score at the bottom of the sheet. 

The employee appraisal form is filled out four times 
a year for each employee by whomever is at the next 
level in the company, Aksar says. "For general laborers 
it is usually filled out by the crew leaders and I usually 
fill out the forms for crew leaders," Aksar explains. 

After adding the scores, the supervisor talks with the 
employee about the performance indicated on the sheet 
and how the employee could improve. Aksar then files the 
form away to create a history of any long-standing 
strengths and weaknesses the employee may have, which 
is useful when determining how to handle current 
problems or considerations for advancement. 

"[The appraisal sheet] is filled out sporadically be-
cause bonuses are tied in with this appraisal sheet," 
Aksar adds. "So if we do this four times a year at certain 
times they will be expecting their bonus." 

Aksar says the point of sporadic employee appraisals 
is to prevent employees from planning their expenses 
around the possibility of a bonus. 

But how do Aksar's employees rate according to his 
sheet? "That depends on whether they are new employ-
ees or veterans," Aksar answers. "New employees score 
the best on availability, reliability and productivity." 

Many of Aksar's new employees are hired into the 
company lacking an in-depth knowledge of the indus-
try, which can make it hard to rate them in categories 
such as "quality" because they are still learning how to 
perform their duties. 

For veteran employees, Aksar says the weakest perfor-
mance area on the appraisal sheet is the "paperwork" 
section. Outdoor Finishes uses job timesheets to record 
every task involved in a job but some of Aksar's employees 
do not like to take the time to fill out the sheets. ID 

The author is a Contributing Editor to Lawn & Landscape 
and can be reached via nivisniewski@laivnandlandscape.com. 
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Introducing TalstarOne. Highly Effective. Where You Need It. 

When you're treating turf and ornamentals, TalstarOne" 

multi-insecticide is the only flowable you'll ever need. 

That's because it has all the features and benefits you've 
come to rely on from the Talstar® brand of products. It 
has the proven performance and protection of its active 
ingredient, bifenthrin. It's also a miticide and provides fast 
knockdown and long-lasting control of over 75 different 
turf, ornamental and common household pests. Pests that 
include mites, chinch bugs, mole crickets, leaf-feeding 
caterpillars, termites and all species of ants, including fire 
ants, white-footed ants and odorous house ants. 

And since TalstarOne multi-insecticide is water based and 
contains no alpha-cyano group, it's tough on pests, but 
easy on plants. It has no odorous or plant-damaging 

solvents. It's non-irritating and non-staining. And once it 
dries, it is virtually impossible to tell where it has been 
sprayed. So no unsightly residues and no phytotoxicity. 
Plus, it's compatible with herbicides, fungicides, insecticides 
and liquid fertilizers. 

TalstarOne multi-insecticide. It's the only flowable product 
you'll ever need. For more information, contact our 
Customer Satisfaction Center at 1 -800-321 -1FMC, or 
visit: www.talstar-one.com. 

TalstarOne multi-insecticide will replace Talstar* F insecticide. All existing inventory of 
Talstar F insecticide is still actively registered. To make sure TalstarOne multi-insecticide is 
registered in your state, check with state authorities or call 1-800-321-1 FMC. 

•FMC © 2003 FMC Corporation. 
FMC. the FMC logo, Talstar, TalstarOne and the TalstarOne logo are 
trademarks of FMC Corporation. Always read and follow label directions. V:jH TalstarOne 

M U L T I - I N S E C T I C I D E 
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by Lauren Spiers 

Chris Sturm is quickly becoming a successful 
entrepreneur - 6,300 miles from home. 

How far would you go for your company? Would 

you drive out to a job site to bring a crew replace-

ment equipment? How about opening a branch 

office 50 miles away? Would you fly a few states 

over to attend an industry educational event? Or 

would you span the globe to find the best business 

opportunity? 
Chris Sturm, owner, Tropical Creations, Van 

Nuys, Calif., didn't create a start-up company in 
his hometown like many green industry profes-
sionals do. Far from it. Instead, his business en-
deavors blossomed after two huge jumps around 

the world. 
Sturm comes from 

Koblenz, Germany, about 50 
miles outside of Frankfurt. 
In 1991, after finishing school 
and completing an appren-
ticeship nursery retail out-
let, he was given the oppor-

tunity to move to New York and work in a Long 
Island nursery That first 3,800-mile leap was fol-
lowed by another continent crossing when Sturm 
moved from New York to California in 1992. 

Though he's remained in California since 1992, 
Sturm's business and floriculture education hasn't 
stopped - and neither has his business growth. 
Sturm opened Tropical Creations in 1996 as an 
interior plant care business. Since then, the com-

Tropical Creations 
7625 Hayvenhurst Ave. 

Suite 17 

Van Nuys, Calif. 91406 

888/905-0725 

pany has branched into several exterior service 
segments and has grown from zero customers and 
no revenue to more than 100 high-end clients and 
$900,000 projections for 2003. 

C U R R E N C Y E X C H A N G E . Sturm's move from 
Europe to America resulted in at least one major 
advantage in the business world: The ability to 
adapt. This, along with his connection with two 
very different countries is mimicked in Tropical 
Creations' service mix. 

"The company is structured in three different 
divisions," Sturm explains. "The original division 
is taking care of office and interior plants, the 
second is landscape maintenance and the third is 
landscape construction." Though interior and ex-
terior businesses are quite different, Sturm's pre-
vious experiences in both markets makes it easy 
for him to blend the concepts into a single profit-
able business. 

(continued on page 38) 

Chris Sturm 

initially 

opened an 

interior plant 

care company, 

but has built 

up sucessful 

maintenance 

and construc-

tion depart-

ments as well. 
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This Is The Year! 

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

SELL IT! 
Win more bids with photorealistic presentations for your customers. 
Up-sell with impressive night lighting views and hardscapes. 

PLAN IT! 
Eliminate hours at the draw-
ing board with the easiest 
and most comprehensive 
CAD tools in the industry! 

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

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

Visit us at Expo 2003 
Booth #2001 PRO 

Landscape 
The Standard Design Software For Landscape Professionals • 

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

mo. *To take advantage of your Lawn & Landscape discount, have the 
rof" j? promotional code ready when you call to order. Code: LL-2735 

NEW VERSION 9 

EASY TO LEARN, EASY TO USE 
• Video tutorials and free technical support 

CUSTOMIZABLE IMAGE LIBRARY 
• Add your own images to the 3500 included 

CAD OUTPUT VERSATILITY 
• Choose from hand-drawn, pastel, watercolor, or 

photo symbols 

LINKS TO LEADING SOFTWARE 
• Horticopia', AutoCAD', QuickBooks , and Clip* 

6 0 - d a y m o n e y - b a c k g u a r a n t e e ! 

€ 2003 Orato Software Ine Al ngftt reserved PRO landacape « a tradamart and Orafa 
il a regaiereo trademark o» Orato Software me repslered ai me USA and o*er courtnes 

What Are You Waiting For? 

http://www.lawnandlandscape.com/prolandscape
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(continued from page 36) 

"We're able to do a lot of cross-selling of 
services," Sturm says. "Many times, we're 
moving in with interior plant care services 
and we're trying to cross-sell with exterior 
landscape services. The clients we're after 
are very high-end residential or commercial 
properties and both of those groups can use 
all of our services." Additionally, Sturm 

Sturm's team is cross-trained for 

efficiency. Photo: Tropical Creations 

mentions that selling the initial ser-
vice - be it interior or exterior - is 
always the hardest part of a land-
scape contractor's job; selling add-
ons is easier. "Once the customer knows 

P R O T E C H s n o PUSHER " 

Sno Pushers 
that make 
dollars... 
and sense! 
Save 29% on our 
Pre-Season 
SALE! 
•While pre-season supplies last or 10/31/03; Price does not 
include shipping; sale price on all Sno Pusher models (excluding 
compact model and fold-out models) 

• Wedge-Tech® impact 
resistant sides 

• Strengthened moldboard 
with improved center 
of gravity 

• Reinforced binder plates 
• New post receptacle design 

Call Today! 
888 PUSH SNO 
711 West Avenue 
Rochester, NY 14611 
(888) 787-4766 
(585) 436-8172 Fax 
www.snopusher.com 

^ ^ Skid-Steer Model 

Model MSRP Sale Price1 

Loader 10' $4,000 $3,000 
Loader 12' $4,200 $3,150 
Loader 14' $4,500 $3,375 
Loader 16* $4,800 $3,600 
Loader 18' $5,400 $4,050 
Loader 20' $5,700 $4,275 
Loader 24' $6,600 $4,950 
Loader 30' $8,300 $6,225 

Backhoe 10' $3,500 $2,625 
Backhoe 12' $3,700 $2,775 
Backhoe 14' $4,000 $3,000 

Skid-Steer 6' $2,000 $1,500 
Skid-Steer 8' $2,200 $1,650 
Skid-Steer 10' $2,500 $1,875 
Skid-Steer 12' $2,800 $2,100 

PROTECH 
SNO PUSHER 
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you, they're happy with your service and 
they'll be interested in more of what you 
offer," he adds. 

By leveraging his interior and exterior 
services against one another, Sturm has been 
able to increase sales dramatically. From 1996 
to 2001, growth for the interiorscaping busi-
ness was only about 20 to 30 percent a year. 
In a huge jump, Tropical Creations doubled 
its revenue after adding a landscape mainte-
nance division in 2001. Moreover, due to an 
impressive response to the landscape instal-
lation division, which was added in 2002, the 
company expects to double revenues again 
this year. 

"Of our overall revenue mix, we do 20 
percent interior plant care, 15 percent land-
scape maintenance and 65 percent in land-
scape construction," Sturm says. "When you 
think about it, construction has only been 
around for less than two years and it's over-
taking everything else." Beginning next year, 
Tropical Creations will reach over $1 mil-
lion in sales, at which point Sturm plans to 
slow growth to 30 or 40 percent per year. 

"Since we started growing so quickly, 
we've tripled the number of employees and 
added an office assistant," Sturm notes. Hir-
ing employees with industry experience has 
helped Sturm handle the company's growth, 
as has having the right equipment on hand. 
"We purchased a lot of equipment and had 
many other capital expenditures, so it actu-
ally cost us a lot of money to grow, so our 
profits weren't that high even though we 
gained so much business. By next year, we'll 
have all the equipment we need and won't 
have as many expenditures, so we'll try to 
become much more profitable." 

Tropical Creations' revenue grew from 
$180,000 in 2000 to $220,000 in 2001. From 
there, the company more than doubled its size 
to $470,000 in 2002 and is expecting to double 
again this year to about $900,000. 

In addition to dealing with several high-
dollar purchases to get his company started, 
Sturm also faced the challenge of learning how 

(continued on page 40) 
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J4oh) can svh^etlupvf tlud Usis 

SO totA^.. > SO jrtst? causing unwanted flush growth. 

Extended-re lease MESA greens faster and lasts longer than SCU. 

So protect your turf with fast acting, 

long lasting MESA. Look for 

Lebanon Pro 25-2-5 with 51% MESA. 

For more information, visit your 

LebanonTurf Dealer, or call 

With methylene urea and sulfate of 

ammonia combined in each tiny 

granule, MESA works immediately 

to provide a rich green color. And 

by slowly releasing its nitrogen, 

MESA lasts considerably longer 

than sulfur-coated urea without 

1-800-233-0628. For a free copy of 

our complete Agronomy Manual 

visit www.LebanonTurf.com, and click 

on promotions, enter coupon code 

LL2093. 

LebanonTurf 
1-800-233-0628 • www.LebanonTurf.com 
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(continued from page 38) 

to bid projects profitably in order to reach 
these growth goals. 

"We did a lot of research and compared 
our bids to our competition's to make sure 
we were doing everything properly/' Sturm 
says. "That's something we still always try 
to do if we lose a bid. We'll ask the indi-
vidual in charge of the account if we can see 

the winning bid [to help us create] better and 
more profitable bids." 

CUSTOMER CULTURE-SHOCK. Part of 
Tropical Creations' growth over the last seven 
years is attributable to a 95 percent customer 
retention rate. With so many customers buy-
ing into the original interior plant care, Sturm 

had a solid customer base to build up mainte-
nance and construction clientele as well. 

"When we started, our customer reten-
tion rate was great," Sturm says. "As a small 
company you could really pamper everyone." 
However, Sturm insists on having his crews 
work on a given project every day until it's 
finished. He says that this approach has got-
ten a great response from clients. Because all 
of Tropical Creations' maintenance and con-
struction employees are cross-trained between 
the two divisions, Sturm is able to see several 
installation projects through to completion si-
multaneously, even if it means rotating main-
tenance crewmembers onto a job. 

"We stay flexible," Sturm says. The com-
pany always keeps a couple crewmembers 
dedicated to maintenance, but will move 
employees around to build up efficiencies if 
either construction or maintenance is slow. 
"That also helps overall with people's mo-
rale," Sturm adds. "That way, one 
crewmember doesn't have to spend all week 
digging the same trench - they get to move 
around a bit." 

By completing a given project in one 
stretch, Sturm is able to keep his clients happy, 
but it is his choice of projects that helps 
increase employee retention. 

"We're doing a lot of public works projects 
for the cities and municipalities now, be-
cause they're much bigger-ticket projects and 
are great for our bottom line," Sturm ex-
plains. "All of those are prevailing wage 
projects, so the hourly wages we pay for 
those projects [is almost double] the stan-
dard pay depending on the employee's stan-
dard wage." 

In all, Sturm has on his hands a highly 
adaptive landscape company, which has 
proven to be a huge asset. "At the beginning 
I think I was just too afraid or too nervous 
about putting $10,000 on that credit card for 
that truck or that piece of equipment, but 
now I realize that you just have to try those 
things and work hard to make it all work 
out," he says. " It's always easy to do what 
you've done before and keep doing the same 
things over and over again, but these days 
you have to stay flexible and try out new 
things to see what you're capable of." ID 

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

ANYBODY 
CAN 

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

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

Experience 
the tough-flex 
difference. 

We certify that this is an actual photograph and that the tanks 
| were not altered in any way to produce this picture. 
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Install Confidence: Install Rain Bird ESP Modular Controllers. 

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

• Hot-swappable Modules can be installed while in operation and in any position. 
• Contractor Default" Program allows retrieval of a program saved into memory. 
• Enhanced Diagnostic Feedback" with scrolling text and a warning light to alert you of 

station shorts, missing start times, missing run times and seasonal adjust set to 0%. 

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

RAIN^BIRD 
www.rainbird.com 
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IRRIGATION Guide 
by William Martin 

IRRIGATION REPAIRS 

Ttoubleshootmg 
Tactics An irrigation system repair expert shares his tips on 

diagnosing common symptoms and their solutions 

An irrigation system is only as good as its original design 
and installation. Indeed, irrigation contractors can greatly 
minimize the incidence of future repairs by using proper 
installation techniques from the outset. 

But even the best designs may still require repairs. 
The goal of every irrigation system repair should be to 

restore the system to its original, or better, level of opera-
tion. Additionally, the contractor or repair technician 
should replace any item that has an above average prob-
ability of failing or malfunctioning within a relatively 
short period of time. Any repairs that are deemed appro-
priate and /or advisable but not immediately vital to the 
system, should be thoroughly discussed with customers 
before improvements are made. 

GENERAL DIAGNOSIS. Frequently, the customer, he 
it a homeowner or a commercial facility manager, does 
not understand how an irrigation system works, let alone 
what problem caused the irrigation system to function 
improperly. Therefore, one of the first challenges of re-
pairing an irrigation system is diagnosing the problem. 
Ultimately, this involves the repair technician carefully 
inspecting the system and its components. Oftentimes, 
the technician can narrow down possible causes by first 
talking with the customer. A successful repair technician 
needs to learn to "read between the lines" of what a 
customer says and ask specific questions aimed at secur-
ing vital information. 

For example, if the customer says, "Station Nos.l and 
4 don't work," the problem is probably the field wires, 
solenoid or controller. More common scenarios include: 
Customer: The last four stations do not work. 
Likely Problem: Bad or cut common wire 
Customer: My pump unit burned out and now the system 
doesn't work at all. 
Likely Problem: "Dead head;" bad section or master valve 
Custotrier: My system was installed several years ago, and 
now I have a few dry spots in the yard. 

D E A L I N G W I T H 
VALVES. There are two 
common problems with 
valves - they won't close 
or they won't open. When 
a valve will not close, the 
problem is usually due to 
a physical obstruction 
(sand, debris, etc.) that 
prevents the diaphragm 
from seating. A valve 
might also not close due 
to insufficient force above 
the diaphragm. This can 

Every irrigation repair 
should restore the system 

to its best operation level. 

Photo: Treasure Coast 
Irrigation & Landscape 

Likely Problem: Possible clogged heads / nozzles or irrigation 
lines; drop in city main pressure 
Customer: The spray heads barely pop up now. 
Likely Problem: Wrong heads; dirt / debris in the head, nozzle 
or water line; broken fitting or riser; cross-threaded riser 
Customer: We recently put in a fence and now the back 
yard is not being watered. 
Likely Problem: Suspect a cut field wire. 
Customer: We had a new roof put on last month. Now 
when the irrigation system turns on, there is a soggy spot 
in the front yard. 
Likely Problem: Truck probably drove over a valve box, 
which pushed down and broke the valve outlet side and / 
or outlet pipe. 
Customer: Water spurts out of several heads. 
Likely Problem: Bad seals 
or nozzles 

Cover Photo: Olson Irrigation www.lawnandlandscape.com OCTOBER 2 0 0 3 13 
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REPLACE be caused by a missing plunger or one 

stuck in the up position, a plugged dia-
phragm filter, a flow control that is turned 
up too high, constant voltage from the 
controller, a leak between the bonnet and 
the valve body or an open manual bleed. 

Valve closure problems also can be due 

to a hole in the diaphragm (cracks or slits) 
caused by a build up of mineral deposits, 
resulting in a stiff rubber diaphragm. 

If the valve turns off after the common 
wire is disconnected, the problem is con-
troller-related. Test the controller, then re-
pair or replace it as needed. If the valve 

If the cost of on irrigation repair will ex-

ceed 50 percent of the new cost of the 

component, then replacement is always 

recommended. Also, if the new item costs 

$ 10 and the repair costs $ 1.50, but the 

labor to repair the item costs $ 1 2.50, 

then it is obvious that repairing the item is 

an exercise in futility. 

Replaceable items that are typically 

not worth the repair include: 

• Head nozzles 

• Shrub/fixed riser bubblers 

• Pop-up spray heads 

• Controllers more than 15 years old 

• Rain or freeze sensors 

• Pumps too old to read the name plate 

and specifications 

• Burned out pump motors 

• Any irrigation component sold by mass 

retail merchandisers - William Martin 

seems to turn off, but water is still present 
at the low head, it is likely a seeping valve. 
This can be attributed to a leaking dia-
phragm, a partially clogged internal port, 
worn or damaged solenoid plunger, valve 
seat or mechanical defect. This may re-
quire replacement of the valve if the prob-
lem is not resolved after flushing and re-
placing the diaphragm. 

When a valve will not open, the flow 
control might be turned all the way down, the 
solenoid might be burned out, valve ports 
might be plugged, or voltage from the con-
troller might not be getting to the solenoids. 

E L E C T R I C A L W O E S . There are a variety 
of tests that can be performed on the electri-
cal components of an irrigation system, 
including checking the condition of field 
wiring, ensuring the system is properly 
grounded, checking the transformer and 
troubleshooting controllers. 

One of the most common checks is evalu-
ating the condition of the field wiring and 
solenoid from the controller. To do so: 
1. Disconnect the common wire from the 
controller. 
2. Set the Volt-Ohm meter to "Ohms." 

LAWN & LANDSCAPE 

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

The SSHM-2 Self-Priming Pump is the latest in a broad line of 
centrifugal and submersible pumps from D E I A V 
Berkeley, the trusted name in pumps since 
1937. For more information, contact your j j ' S A BERKELEY™ 
local Berkeley landscape or turf distributor or 
call: 1-888-BERKELEY (USA), 1-800-363-PUMP (Canada). 

WICOR Industries • 293 Wright Street • Delavan, Wl USA 53115 
WWW.berkeleypumps.com © 2 0 0 3 Berkeley Pumps, Delavan. Wl. 
Photo compliments of The Toro Company-Irrigation Division. B 2 0 9 5 B K 
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3. Connect one of the meter leads to the 
common wire. 
4. Touch the second meter lead to each of 
the station terminals and record the resis-
tance readings. (Compare readings to the 
20 to 60 ohm base values of most solenoids). 
5. If the ohm measurement is within the 20 
to 60 ohm range, then the electrical circuit 
for that station is good. 
6. If the ohm measurement is below 20 
ohms (indicating a short), then check the 
valve solenoid for proper resistance and 
operation. Be sure to disconnect both field 
wires from the solenoid before performing 
this test. 
7. Based on step 6, measure the ohms of the 
solenoid lead wires. If the resistance is less 
than 20 ohms, solenoid needs to be re-
placed. If the solenoid resistance is within 
the acceptable range, the short is in the 
field wiring. Note: If two solenoids are 
connected to a single station, the resistance 
will be less than the resistance for the "least 
resistive" solenoid. Use wire tracing equip-
ment to locate the shorted field wiring. 

PUMP PROBLEMS. The main factors to 
look for with a pumping system that is not 
working or producing enough water pres-
sure include suction, electrical, control or 
relay problems or sectional valve problems. 

The first thing to look at in diagnosing 
pump problems is the pump power and 
whether or not the power is appropriate for 
the type of pump being used. 

Next, determine whether or not the 
pump system is running at all. If it is run-
ning, determine if the amount of water (vol-
ume) and pressure on the discharge side of 
the pump are adequate to run the system. 

If there is a filter system in place, deter-
mine if the device is clogged with sand or 
other dirt, which can impede water flow. 

other common uniformity problems include: 
• Incorrect or inconsistent heads and nozzles 
• Plant growth interference 
• High pressure, requiring flow control 
devices and /or pressure regulators 
• Low head drainage, requiring new heads 
with check valves 

• Soil compaction, requiring aeration or 
dethatching of an area I D 

The author is owner, Lone Star Irrigation Train-
ing, Poolville, Texas. This article is excerpted from 
his book, Repairing Irrigation Systems. To or-
der, visit www.lonetexantraining.com. 

UNIFORMITY CONCERNS. Perhaps the 
most obvious problems to spot are related 
to uniformity. For example, diagnosing a 
broken spray head with water dribbling, 
leaving turf or plant life in the area brown 
and parched, is easy. Replacing heads or 
nozzles usually solves such problems. 

Other uniformity problems can be more 
challenging, such as an inadequate design or 
improper scheduling that requires a system 
audit and a plant and soil evaluation. Some 
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by Kevin McConville 
Backfloiv preventers connect systems 

to their water sources at a cross-

connection to keep contaminated water 

from flowing hack into the potable 

water supply. Photo: Febco 

BACKFLOW PREVENTION 

Caught ill 
the Baekflow 
Backflow 
prevention 
systems 
protect an 
area's water 
from possible 
irrigation 
system 
contaminates. 

Water pipes under city and residential streets often 
resemble a confusing mess of spaghetti - twists and 
turns with no rhyme or reason. That is why monitor-
ing what is going into and out of those pipes, particu-
larly pollutants, can be difficult. 

"Until someone sees discolored water, they don't 
worry about it," says John Krupka, sales manager, 
West Mart Enterprises, Santa Fe Springs, Calif., says. 
"So water pollution could go on residentially for a 
couple of years until someone becomes ill." 

When an irrigation system is connected to the po-
table supply it can create a condition known as back-
siphonage, which occurs when water from the system 
is pulled into the drinking water. Irrigation water, 
which can contain containments like fertilizers and 
other debris, is siphoned out of the system and back 
into the water supply when the water pressure out-
side drops below that of the system, says Larry 
Barthuly, co-owner, K & L Industries, Zionsville, Ind. 

That is why few things are as necessary as the instal-
lation of a backflow prevention device for irrigation 
contractors. A backflow preventer connects the irriga-
tion system to its water source at the cross-connection 
and keeps contaminated water from flowing back into 
the potable water supply, Krupka says. 

When trying to visualize how a backflow preventer 
works, think of a surgeon washing his hands in a sink, 
Barthuly explains. "The facet is 8 to 10 inches above the 
sink to prevent the dirty water from being sucked 
back through it if the sink becomes too full," he says. 

Unfortunately, with a price tag around the $200 
mark, many customers will wonder why they have to 
pay to have the device installed, especially after they 
have already paid to have an irrigation system in-
stalled. "You have a choice - either put the backflow 
preventer in or you don't get any water," Krupka says. 
"Most cities and water districts mandate the use of a 
backflow prevention device." 

U N D E R P R E S S U R E . Krupka says there are two 
degrees of what is considered hazardous to the po-
table water supply. A non-health hazard is something 
that would discolor or alter the taste of the water and 
affects the waters aesthetic qualities, but is not harm-
ful to public health. A high health hazard is any 
pollutant in the water that would be hazardous to a 
person's health. 

"In California, every irrigation system needs a 
backflow prevention device," Krupka says. "Our wa-
ter purveyors determined that irrigation is a high 
health hazard because there is always the potential for 
something to be siphoned back through the system." 

Krupka says he remembers documented cases from 
cities concerning backflow problems. In each situa-
tion, an irrigation system contaminated the water 
supply, forcing the cities to block-off several square 
miles of pipeline to isolate the pollutant and flush it 
from the pipes. 

Powell Love, owner, Love Irrigation, Ridgeland, 
Miss., says the use of backflow prevention devices in 
his state is regulated by the Southern Building Code, 
which explains that any time a lawn irrigation system 
with sprinkler heads is attached to the domestic water 
system it represents a low health hazard. Because of 
the system's classification as a low health hazard, the 
state legislator decided not to require backflow pre-
vention devices. However, that ruling violated the 
Safe Drinking Water Act and the state lost some fed-
eral funding. "That issue comes back up in the legisla-
tor next year and, because we are in a budget crunch, 
I think the state will rule that irrigation systems need 
backflow preventers once again," Love says. 

As a result, Love offers customers the option of 
having backflow preventers installed with their irri-
gation systems. But if a customer decides not to have 
one installed, Love has him or her sign a waiver to 
relieve the company of any later responsibility. "Most 
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of our clients choose not to have the device put into their 
systems, so that waiver is something we can file and bring 
back later if the state begins to require backflow preven-
tion devices for irrigation systems," Love says. 

Bruce Parrott, Watts Regulator, North Andover, 
Mass., says before an irrigation contractor even begins 
to install a system on a client's property he or she 
should first check with their local water authority for 
the region's regulations governing backflow preventer 
installation. "Depending on what part of the country, 
city and county you're in, you need to know what type 
of assembly to put in," he says. 

D I F F E R E N T D E V I C E S . There are four different backflow 
preventer designs available for use in residential and 
commercial sites, but not every device is suited for use 
with irrigation systems. 

Each design has its strengths and weaknesses, but 
each performs the same, primary function: prevents pol-
lutants from entering the drinking water supply. 
• Atmospheric vacuum breaker: Prevents back-siphon-
age only, but filters all types of hazardous materials. 
• Pressure vacuum breaker: A step up over the atmo-
spheric vacuum breaker because of the degree of protec-
tion the potable water supply receives. This device is 
designed for back-siphonage protection only. 
• Reduced-pressure principle assembly: Affords the most 
protection of any of the assemblies available. It is good 
for back-siphonage protection and for backpressure -
when the water pressure of the outside source exceeds 
that of the irrigation system. 
• Double-check assembly: Protects against back-siphon-
age and backpressure, but is typically viewed as a low or 
non-health hazard assembly. 

"There are some considerations you have to look at 
with every system," Parrott says. "For example, I have 
some reservations about the use of the double-check 
assembly with irrigation systems." 

The water in a system connected to a double-check 
assembly would be discolored or taste funny, but it 
wouldn't be deadly if consumed, Parrott explains. An 
irrigation system requires a greater degree of protection 
for the potable water source because of contaminates 
that might be used. 

Because of its limitations, Barthuly adds that the 
double-check device is better suited to commercial sites, 
such as restaurants and hospitals. 

Also, the reduced pressure vacuum breaker and the 
pressure vacuum breaker both have placement restric-
tions, Parrott says. The reduced pressure assembly must 
be installed at least 12 inches above the ground and the 
pressure vacuum breaker must be installed 12 inches 
above the highest sprinkler head in the system, he says. 

In California, Krupka says only the reduced pressure 
principle assembly and the pressure vacuum breaker are 
approved for use in irrigation systems because they both 
offer the highest level of protection available. The atmo-
spheric vacuum breaker and the double-check assembly 
simply don't block enough hazardous containments from 
the drinking water. 

OUR WATER purveyors determined 
that irrigation is a high health hazard 
because there is always the potential 
for something to be siphoned back 
through the system." — John Krupka 

INSTALLATION MISTAKES. Of course none of the 
backflow prevention devices will do anything to protect the 
drinkable water supply if they are installed incorrectly. 

The main concern when installing a backflow 
preventer is the loss of water pressure the irrigation 
system will suffer, Barthuly says. "If you are starting with 
a low-pressure situation like 40 PSI, you will lose 10 to 15 PSI 
through a backflow prevention device," he says. "This can 
drop the pressure to where it is too low to run the system." 

But a contractor can use a booster pump to increase an 
irrigation system's water pressure, Krupka says. A booster 
pump is a centrifugal pump that spins the water through an 
impeller to speed it up and build the system's pressure. 

The device, which is positioned above ground, must 
also be protected from vandalism and freezing, Parrott 
says. "You have to protect the system against cold climates 
because if they are unprotected obviously the water freezes, 
expands and damages the system," he says. 

Parrott says a device installed in a cold climate needs 
to be drained of water during the fall to keep the pipes 
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from bursting. The process involves hook-
ing an air compressor to the system and 
blowing the water out of it. In some cases, 
a contractor can also remove the device 
from the client's property and store it in a 
maintenance room for the winter, he says. 

For these reasons, many manufacturers 

offer enclosures for above-ground devices. 
Parrott says some enclosures resemble a rock, 
which is made of plastic foam, to hide the 
device from vandals, but the main function 
of an enclosure is to provide the device with 
a heat source for cold climates. "There is a 
certain amount of heat resistance in there to 

hold the warmth in and, in some cases, there 
is even a little heater built in," he says. 

MAINTAINING THE FLOW. Backflow 
prevention devices are mostly maintenance-
free, despite cold weather treatments, Barthuly 
says. But many states require that backflow 
prevention units be tested once a year be-
cause they are necessary for public safety. 

After the installation, the city is notified 
by the owner or the contractor that the 
device is in service. The local water author-
ity then sends the property owner an an-
nual examination notification, Parrott says. 

The city also notifies a certified tester to 
travel to the customer's property to examine 
the backflow preventer, Parrott says. A certi-
fied tester is someone who has gone to a 
backflow certification school where he or she 
has learned how to properly test and repair 
backflow protecters. The certification pro-
cess takes a minimum of 40 hours of training 
and, once certified, the person is typically 
placed on a list of certified testers, he adds. 

"The testing fee is about $50 to $80," 
Love says. "But if there is damage to the 
device it will cost $100 to fix it if it is done 
by code, and another $85 to re-certify it." 

All of the devices, except the atmo-
spheric vacuum breaker, are considered 
easily testable, Parrott says. Each backflow 
preventer is supplied with test ports on the 
valves that a certified tester has to open to 
examine the device. 

Unless the device has been installed in 
a cold atmosphere, it should normally last 
a property owner anywhere from 30 to 40 
years, Parrott adds. 

But Krupka disagrees, saying a device 
should last a property owner anywhere 
from seven to 10 years - depending on 
whether it is flowing at the right velocity, 
whether there is too much pressure to regu-
late or whether a filtration device was put 
in the system to protect it against debris. 

"These are mechanical assembles, with 
springs and rubber seals, and anything 
mechanical will eventually break," Parrott 
says. "We view these as safety products 
and we want to be sure that they are func-
tioning properly." ID 

The author is a Contributing Editor to Lawn & 
Landscape magazine and can be reached via 
nwisniewski@\awnandlandscape.com. 
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prevention devices from 
harsh Spring and Fall 
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by John Graham 

SELLING IRRIGATION SYSTEMS 

10 Sales Methods 
thatWoik 
How do irrigation professionals make sales? 
That's easy. Watch what the competition is 
doing, make cold calls, set up meetings and 
load prospects up with information on their 
products and services. 

That's all fine if it really works - but 
does it? Below are 10 selling tips that go 
beyond what everyone else is doing into 
the realm of what actually works. 

1. Embrace Differentiation. No company 
is so well known that it doesn't need differ-
entiation or branding. If there's no differ-
entiation, then there's no reason to do busi-
ness with one company in preference to 
another. If an irrigation contractor has noth-
ing to offer but price, his future is bleak. 

2. Get Serious About Prospecting. Cold 
calling is not prospecting. In fact, there's 
nothing worse than trying to eke out sales 
making cold calls. 

Prospecting is getting together with cli-
ents who want more information on your 
company. It's not making calls to get ap-
pointments. It's the process of identifying 
prospective customers and then initiating 
an action plan to cultivate them so they 
want to do business. 

3. Ask More Questions. Asking questions 
is the most effective way to reveal the ex-
tent of your knowledge of and interest in 
the customer's business. 

Asking thoughtful 
questions demonstrates 
that a salesperson knows 
his or her business too. 
And you can count on far 
fewer objections when you 
spend your time posing 

questions to the customer because objec-
tions are a sign of customer discomfort -
encouraging the customer to express him-
self makes him comfortable. 

4. Get the Business, Not the Meeting. Get-
ting a meeting means nothing if an irriga-
tion salesperson doesn't have a clue with 
who he or she is meeting or what is going 
on inside the client's head. 

Rather than hitting the prospect head-
on, the right strategy is to create in the 
prospect an awareness of who you are 
and what you know that can be valuable 
to the prospect - a need that you can fill, 
for instance. 

5. Find the Customer's Key. When prepar-
ing and making presentations, salespeople 
tend to be so intent on what they want to 
accomplish they fail to focus on what mo-
tivates the customer's buying decision. 

Customers know when a proposal re-
flects their needs and when one is little 
more than an attempt to go for the jugular. 
Make an intense effort to uncover what 
grabs the customer. 

6. Customers Want Value. Customers 
want value on their dollar. If they cannot 
differentiate one product or service from 
another, it only makes sense that they will 
choose the one with the lowest price. 

Today, strong support to a service after 
the sale is of more impor-
tance to the customer than 
what he pays. 

7. Slow Down. Sales 
professionals know that 
selling is about patience 
and persistence. Rushing 

Photo: Toro Irrigation 

Everything you know about 
earning new irrigation 
business is wrong. Follow 
10 tips that scrap the 
conventional rules of selling 
in exchange for methods 
that actually work. 

prospects to buy simply doesn't work. 
8. Visualize the Benefits. Customers want 

to be sold. The ability to picture the possi-
bilities - and then reduce them to writing -
is important to getting the job. Ask your-
self: Does my presentation have an emo-
tional impact? Does the customer feel good 
about buying? 

9. Personalize Proposals. Instant propos-
als let you tee off faster, but they also tick 
off customers who expect (and deserve) 
personalized service. Spend time creating 
individualized proposals, and get some-
one you trust to review them and cut out 
the hype before sending them off to a pro-
spective customer. 

10. Enthusiasm Propels. People want to 
do business with those who are upbeat, 
positive and demonstrate in their manner 
that they like what they're doing. If you 
come across as positive, your customers 
are likely to feel positive about you. [Q 

The author is president of Graham Communica-
tions, Quincy, Mass., and wrote the book Break 
the Rules of Selling, from which this article 
was adapted. He can be reached at 617/328-
0069 or j_graham@grahamcomm.com. To pur-
chase this book or other books from Lawn & 
Landscape, visit us online at 
www.lawnandlandscape.com/store or call 
Megan Erickson at 800/456-0707. 
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AMES COMPANY 
530/666-2493 
www.ames-co.com 

AMIAD FILTRATION 
SYSTEMS 
805/988-3323 
www.amiad.com 

ANTELCO CORP. 
407/331-0699 
www.antelco.com 

ARMOR ACCESS BOXES 
800/348-7558 
www.armoraccessboxes.com 

AUTOMATA 
530/478-5882 

BASELINE MANAGEMENT 
SOLUTIONS 
866/294-5847 
www.baselinesystems.com 

BERKELEY PUMPS 
262/728-5551 

www.berkeleypumps.com 

BERMAD 
CONTROL VALVES 
714/666-1100 
www.bermad.com 
BIO-GREEN 
702/734-2131 
www.bio-green.com 

BOWSMITH 
800/269-7648 
www.bowsmith.com 

BACKFLOW PREVENTION 
DEVICE INCLOSURES 
800/266-5411 
www.bpdi.com 

BLUE WHITE INDUSTRIES 
714/893-8529 
www.bluwhite.com 

BUCKNER BY STORM 
800/328-4470 
www.bucknerirrigation.com 

CALSENSE 
800/572-8608 
www.calsense.com 

CAMPBELL SCIENTIFIC 
435/753-2342 
www.campbellsci.com 

CARSON INDUSTRIES 
909/592-6272 
www.carsonind.com 

CDS JOHN BLUE 
256/721-9090 
www.CDS-johnblue.com 

CHAMPION IRRIGATION 
888/597-6428 
www.championirrigation.com 

CONBRACO INDUSTRIES 
704/841-6000 
www.conbraco.com 

CYCLE STOP VALVES 
806/885-4445 
www.cyclestopvalves.com 

DATA INDUSTRIAL 
508/758-6390 
www.dataindustrial.com 

DAWN INDUSTRIES 
303/296-4041 
www.dawnindustries.com 

DAYNI CONTROLS 
818/349-8367 
www.daynicontrols.com 

DECAGON DEVICES 
509/332-2756 
www.decagon.com 

DEKORRA PRODUCTS 
608/635-8585 
www.mockrocks.com 

DIG CORP. 
760/727-0914 
www.digcorp.com 

DOSATRON 
800/523-8499 
www.dosatronusa.com 

DRIP IN IRRIGATION 
800/472-3747 
www.dripin.com 

E-Z FLO INJECTION 
724/940-4071 
www.ezfloinjection.com 

ECOLOGIC 
877/277-9977 
www.rainbrain.com 

EWING IRRIGATION 
800/343-9464 
www.ewingl .com 
FASTDITtH 
505/822-1836 
www.fastditch.com 

FERTIGATOR 
303/363-1700 
www.fertigator.com 

IRRIGATION PRODUCT 

FLOWTRONEX 
800/786-7480 
www.flotronex.net 

GOULDS PUMPS 
315/568-7659 
www.goulds.com 

HARCO FITTINGS 
804/845-7094 
www.waterworksind.com 

HENDRICKSON BROTHERS 
909/737-6822 
www.hendricksonbros.com 

HORIZON 
800/782-8873 
www.horizononline.com 

HUNTER INDUSTRIES 
800/733-2823 
www.hunterindustries.com 

IRRITROL 
800/883-5432 
www.irritrol.com 

IRROMETER CO. 
909/689-1701 
www.irrometer.com 

JOHN DEERE LANDSCAPES 
www.johndeerelandscapes.com 

K&L INDUSTRIES 
317/873-3700 
www.backflowbuddy.com 

KING INNOVATION 
800/633-0232 
www.kinginnovation.com 

K-RAIN 
MANUFACTURING CO. 
561/844-1002 
www.k-rain.com 

LASCO FITTINGS 
www.lascofittings.com 

LEATZOW & ASSOCIATES 
LIABILITY PROGRAM 
630/858-9500 
www.leatzow.com 

L R NELSON CORP. 
800/635-7668 
www.lrnelson.com 

LASCO FITTINGS 
Underhill International Corp. 
949/305-7050 
www.uicorp.net 

MARSAN TURF & 
IRRIGATION 
909/592-2041 
www.sprinklers41ess.com 

MAXIJET 
863/439-6608 
www.maxijet.com 

MCCROMETER 
909/652-6811 
www.mccrometer.com 

MORRILL INDUSTRIES 
209/838-2550 

www.morrill-industries.com 

NDS 
800/726-1994 
www.nds.com 
WALLA WALLA 
SPRINKLER CO. 
509/525-7660 
www.mprotator.com 

NETAFIM IRRIGATION 
559/453-6800 
www.netafim.com 

OETIKER 
989/635-3621 
www.oetiker.com 

OLSON 
619/562-3100 
www.olsonirrigation.com 

ORBIT 
IRRIGATION PRODUCTS 
800/488-6156 
www.orbitonline.com 

PROTEK SPECIALTY CO. 
713/667-6691 
www.protekspecialty.com 

RAIN BIRD 
520/741-6100 
www.rainbird.com 

RAIN MASTER 
805/527-4498 
www.rainmaster.com 

R&D ENGINEERING 
888/301-3818 
www.rainsensor.com 

REMOTE CONTROL 
TECHNOLOGY 
800/275-8558 
www.remotecontroltech.com 

SALCO PRODUCTS 
909/466-0100 
www.salcodrip.com 

SENNINGER IRRIGATION 
407/293-5555 
www.senninger.com 

SERVICE MAGIC 
908/241-8198 
www.greenparkco.com 

SPECTRUM TECHNOLOGIES 
815/436-4440 
www.specmeters.com 
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http://www.protekspecialty.com
http://www.rainbird.com
http://www.rainmaster.com
http://www.rainsensor.com
http://www.remotecontroltech.com
http://www.salcodrip.com
http://www.senninger.com
http://www.greenparkco.com
http://www.specmeters.com
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SPX CORPORATION 
559/252-0791 
www.spx.com 

SUPERIOR CONTROLS CO. 
661/257-3533 
www.superiorcontrolsco.com 

SURE FLO FITTINGS 
734/761-5110 
www.sure-flo.com 

TEMPO, A TEXTRON CO. 
800/528-8224 
www.tempo.textron.com 

TEXAS ELECTRONICS 
214/631-2490 
www.texaselectronics.com 

THE TORO CO. 
800/348-2424 
www.toro.com 

TOM KING 
HARMONY PRODUCTS 
314/651-4200 
www.tkhp.com 

TRADEWINDS 
POWER CORP. 
305/592-9745 
www.tradewindspower.com 

TRANSITIONAL SYSTEMS 
530/751-2610 
www.transitionalsystems.com 

TREEGATOR/ 
SPECTRUM PRODUCTS 
866/873-3428 
www.treegator.com 

TRIAD PRODUCTS 
308/384-1780 
www.triadproducts.com 

TRANSITIONAL 
SYSTEMS 
530/751-2610 
www.transitionalsystems.com 

UNITED GREEN MARK 
800/426-4680 
www.greenmark.com 

UNIVERSAL 
MOTION COMPONENTS 
714/437-9600 
www.umcirr.com 

VALVETTE SYSTEMS 
818/887-1866 
www.littlevalve.com 

V.l.T. PRODUCTS 
800/729-1314 
www.vitproducts.com 

WADE RAIN 
559/485-7171 
www.waderain.com 

WATERMAN 
INDUSTRIES 
559/562-4000 
www.watermanusa.com 

WATTS 
INDUSTRIES 
978/688-1811 
www.wattsind.com 

IRRIGATION SUPPLEMENT AD INDEX 

Berkeley Pump www.berkeleypumps.com 4.. 
Carson Industries www.carsonind.com 5.. 
DIG Irrigation www.digcorp.com 11.. 

WEATHER-MATIC 
972/278-6131 
www.weathermatic.com 

WEATHER-TEC 
559/291-5555 
www.weathertec.com 

WILKINS - A 
DIVISION OF 
ZURN INDUSTRIES 
805/238-7100 
www.zurn.com 

.32 

.33 

.36 
Hunter www.hunterindustries.com 12 37 
K & L Industries www.backflowbuddy.com 8 34 
MTI www.sprinklers41ess.com 8 35 
Rain Bird www.rainbird.com 2 31 

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 

For more details on our full line of irrigation products, 
call 1-800-322-9146 or e-mail dig@digcorp.com 

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 J^^J^sWa 

DIG 
IRRIGATION PRODUCTS 
Vista, CA 92083. USA 
Phone 760-727-0914 

Fax 760-727-0282 

LAWN & LANDSCAPE 
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Looking For Benefits You 
Can Take To The Bank? 

Here's How Hunter Modular Controllers Pay Off 

Less Inventory You're ready for any job with Hunter 

modular controllers. Just carry a base unit, plus a supply 

of modules for all projects from 3 to 48 stations. 

No need for multiple models and sizes! 

Lower Costs Why install a controller that's too big 

for the job? Simply slide in the modules and expand 

the controller to the exact number of stations needed. 

Speed-Up Installations 
All Hunter modular 

controllers work the same 

way - and with easy dial 

programming, crew 

training is a breeze. 

Homeowner-Friendly Spend less time on callbacks. 

Non-volatile memory retains the program in all power 

outages. Self-diagnostics pinpoint zone problems. 

Just replace individual modules, not the controller. 

Remote Control Compatible Run system checks, 

winterize or flush lines without making trips to the 

controller. ICR remote with two-mile range is a major 

time-saver and works with all 

Hunter modular controllers. 

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

from 3 to 15 stations with new 
ensure a m o r e successful season. Easy Lock™ module system. 

% 

Hunter 
The Irrigation Innovators 

Call for a copy of the Controller 

Comparison Kit: 800-733-2823. 

www.Hunterlndustries.com 

USE READER SERVICE # 3 7 
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Snow Estimating System Software 
Software to ease the snow and ice 
management estimating process 

Adapted from the system used by successful 
snow removal contractor JOHN ALLIN, this 
software system will ease the estimating 
process. A user-friendly platform walks 
contractors through the estimating process, 
computes the information entered (such as lot 
size and difficulty, equipment and materials to be used, gross 

margin desired, etc.) and delivers a time, 
material and cost estimate per job. 
Delivers prices in per-push, per-event and 
per-season formats. 

Features Include: 
• Can be customized based on your company's 

production rates, snowfall, costs, equipment, etc. 

• Includes default production rates based on rates 
used by Snow Management Group 

• Accounts for partial pushes and salt/deicing 
applicatipns 

• Estimates can be printed on pre-formatted forms 

• Delivers estimates as seasonal, per push and per 
event, as well as per application for deicing material 

lamiaÉm 
Easy Ways To Order 

1. CALL Megan Erickson at 800 /456-0707 . 
2. MAIL this form to: 

Lawn & Landscape Media Group 
Attn: Megan Erickson 
4012 Bridge Ave 
Cleveland, OH 44113 

3. FAX to Megan Erickson at 216 /961-0364 . 

S N O W ESTIMATING S O F T W A R E $199.95 each* 
* Special price until Fall 2003. Normal price is $295.95 

Qty Subtotal 
$ 

M E R C H A N D I S E TOTAL $ 

Ohio residents add 8% sales tax $ 

SHIPPING & HANDLING 
Inside the U.S. - first item $5.00; additional items $1.00 each 
International - first item $10.00; additional items $3.00 each 
* Shipping and Handling prices subject to change 

$ 

TOTAL AMOUNT DUE 
* CD-ROM Merchandise is non-returnable 

$ 

Name_ 
Title 
Company 
Address _ 
City 
Phone 
E-Mail 

State -Zip. 
Fax 

Check enclosed (Make payable to: Snow Business) 
Charge my American Express Visa 

Mastercard Discover/Novus 

Card Number_ 
Exp. Date 

S O F T W A R E A V A I L A B L E THIS F A L L ! 
R E S E R V E T O D A Y A T W W W . L A W N A N D L A N D S C A P E . C O M OR 

C A L L 8 0 0 / 4 5 6 - 0 7 0 7 

HSAD.LL 

http://www.lawnandlandscape.com
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by Larry Sagers 

The beautiful green lawns that surround 

many American homes are nature's won-

ders. Growth factors, including light, water, 

pest control, soils and fertilizers, play an important 

part in keeping the turfgrass lush and customers happy. 
The goal of any turfgrass management program is to 

produce turf that is attractive, healthy and able to withstand 
the rigors of use. While all of these factors are important, 
a professional turfgrass manager soon learns they 
are all interrelated and must be balanced. 

This concept, called the "rule of limiting 
factors" is best illustrated by comparing the 
inputs in a lawn care program to the staves of 
a wooden barrel (see The Principle of Limiting 
Factors on page 81). If the barrel staves repre-
sent each growth factor, the barrel will never 
be filled unless each stave is full length. In 
other words, whatever growth factor repre-
sented by the barrel stave is most limiting deter-
mines what is needed for the grass to grow. 

Fertilization is one growth factor represented as a stave on 
the barrel. Adequate nutrition is one of the most basic and 
important components of any turfgrass management program. 
Correct fertilization determines the turf color, density, unifor-
mity and growth rate. Fertilization helps turf compete with 
invading weeds and helps it withstand environmental and 
biotic stresses, including fungi, insects and other pests. 

ESSENTIAL PLANT NUTRIENTS. Turfgrass requires 16 
chemical elements for growth and development. All are 
essential, but there is a great difference in the amounts 
needed for healthy turf growth. 

Applying the "rule of limiting factors" to plant nutrition 
and assigning a stave of the barrel to each essential element 
illustrates how all elements are interrelated. If any element is 
limited, the grass will not grow as well as it should. Each 

Adequate nutrition is one of the most vital 
components of a turfgrass management 
program. But nitrogen - though important 
- isn't the only nutrient turf needs. 

GEN 
element is just as important as 

the others are, but what dif-
fers is the amounts 
needed for turfgrass 
growth and health. 

Living grass plants 
are mostly water, with 

a small amount of solid 
or dry matter composed 

of the 16 essential nutri-
ents. Plant physiologists di-

vide these plant nutrients into 
two main groups based on where the 

turfgrass gets them. These are air or 
water supplied nutrients, and soil 
or fertilizer supplied nutrients. 

The first group, carbon (C), hy-
drogen (H) and oxygen (O), come 

from atmospheric carbon dioxide and 
water and comprise 90 to 98 percent of 

the grass plant. Quantity-wise these three 
nutrients account for many times the per-

centage of the other nutrients. Although these comprise the 
vast majority of the grass plant, professional turf managers 
do not need to worry about supplying these. Mother Nature 
supplies them if the turf is otherwise cared for properly. 

The second group is made up of minerals derived from 
soil or fertilizer nutrients. This group is subdivided into 
three groups based on the quantities of the elements used by 
the turfgrass. 

Nitrogen (N), phosphorus (P) and potassium (K) are 
macronutrients because the turf uses them in relatively large 
quantities. However, in terms of the total weight of the plant, 
their amount is still very small. 

Secondary nutrients include sulfur (S), calcium (Ca) and 
magnesium (Mg). These are used in smaller amounts by 
turfgrass plants. The need to apply these fertilizers varies 

(continued on page 56) 
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So many mowers. 

Only one 
HydroCut 

w-

¡ r>M mmtBtm 

h 1 w 

Precision thumb 
controls adjust 
range of speed 
and direction 
(ICC™) 

Powerful 
13-hp Kawasaki 
V-Twin engine 

Easy to use height-of-cut 
adjustment lever 

Reliable hydrostatic 
transmission 

Large 16" 
turf-friendly drive tires 

Introducing the HydroCut - An Affordable Alternative to Belt-Drive 
There is no single-drive mower on the market that can match the performance, productivity and price of the new 
Ferris HydroCut . Available in your choice of 32-inch or 36-inch cutting widths. We dare you to compare its awesome features. 

From the inventors of 
IS independent Suspension 

V Visit us at GIE, booth #1632. 
Learn more at www.Ferrislndustries.com or 1 . 8 0 0 . 9 3 3 . 6 1 7 5 

FERRIS 

C2003 Ferris Industries a Simplicity Co. ^Il rights reserved USE READER SERVICE # 4 0 
Commercial Mower Specialist 

Visit us at Expo 2003, Booth #4050 

http://www.Ferrislndustries.com


capable 
labor a problem? 

reliable 
labor a concern? 

legal 
labor an issue? 

Heard good things about 
MARA and the H2 guestworker 
program? Well...the best just 
got better. MARA is now más, 
Mid-Atlantic Solutions, Inc. 

mid-Atlantic Solutions is 
building on MARA's 

specialized H2 regulatory expertise 
and proven effectiveness for 300 
employers and 5,000 workers in 
30 states. Highest commitment to 
on-time service, quality workers and 
professional ethics. The same best 
management, best staff, best 24-7 
service and best pricing with no 
hidden costs. 

más, all the best and even more 

Mid-Atlantic Solutions is pioneering 
new systems which interface with 
quality recruiters in Mexico and other 
countries, designed for security and 
efficiency in the post 9/11 world. And 
we are improving on what we already 
do best, personalized hands-on service 
responsive to your specific needs. 

If you are short on workers this season 
and want to find out how the federal 
H2 programs solve your labor needs, 
call Libby Whitley at 434-263-4300. 
Fax us at 434-263-4700. Email us at 
solutions@maslabor.com or visit us 
on the web at www.maslabor.com. 

^¡ f rnás 
1 MID-ATLANTIC SOLUTIONS, INC. 

best practices for seasonal employers 
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greatly depending on soil type and growing 
area. Arid western U.S. areas often have exces-
sively high amounts of caldum in the soil while 
areas with more rainfall may need regular 
application of one or more of these nutrients. 

Micronutrients, as the name implies, are 
used in much smaller amounts by the turf, 
and they name does not mean "unimpor-
tant." These nutrients, which are often referred 
to as trace minerals, are iron (Fe), manganese 
(Mn), zinc (Zn), copper (Cu), molybdenum 
(Mo), boron (B) and chlorine (CI). 

The Turfgrass Mineral Composition chart 
(below) shows relative amounts of nutrients 
that the turf uses. It gives the element ranges 
that normally occur in turfgrass as deter-
mined by tissue analysis. Maintaining nutri-
ent levels in these ranges keeps turf healthy, 
and dense. 

Of these mineral elements, nitrogen, po-
tassium, phosphorus, sulfur and iron are 
most commonly applied to turf. Most soils 
supply adequate quantities of other second-
ary nutrients and micronutrients. Applying 
nitrogen, potassium, phosphorus, sulfur, 
and iron triggers specific growth responses 
in turfgrass. 

Except for nitrogen and potassium, none 
of the soil-supplied nutrients ever comprises 
more than one percent of the plant. Most are 
present in much lower amounts. 

Some recommendations erroneously in-
clude regular applications of micronutri-
ents. Never apply micronutrients without 

Turfgrass 
Mineral Composition 

MINERAL 
DRY WEIGHT 
PERCENTAGE 

Nitrogen (N) 3 to 6 

Phosphorus (P) 0.4 to 0.8 

Potassium (K) 2 to 4 

Sulfur (S) 0.3 to 0.7 

Calcium (Ca) 0.3 to 0.6 

Magnesium (Mg) 0.1 to 0.2 

Iron (Fe) 0.1 to 0.3 

Manganese (Mn), zinc (Zn), copper 

(Cu), molybdenum (Mo), boron (B), 

and chlorine (CI) exist in trace 

amounts that are difficult 

to measure with most lab tests. 

reason. Visual deficiency symptoms on the 
turf or reliable soil tests must show the need 
to apply these nutrients. Even small amounts 
of micronutrients applied unnecessarily can 
cause serious toxicity problems. Overusing 
micronutrients ties up and adversely affects 
the uptake of other nutrients. In addition, 
there are no easy ways to remove toxic nutri-
ents from the soil nor are there antidotes for 
the problems. 

In addition to the amount of nutrients in 
the soil, nutrient availability is an important 
issue. Considering aeration, 
temperature, moisture, pH 
and other factors when 
outlining a turf fertiliza-
tion program is vital. 

Never apply a fertilizer 
without considering its ef-
fect on the current nutrient levels, nutrient 
availability or surrounding environmental 
factors. Indiscriminate application of un-
needed nutrients increases turf nutrition 
problems and, in some cases, makes correct-
ing difficulties impossible. 

N I T R O G E N B A S I C S . Most turf managers 
know and understand the importance of ni-
trogen. It goes through its cycle changing 
from one form to another quickly; so fre-
quently that large amounts are applied to 
turf to keep it green. Plant responses to 
nitrogen are easy to observe. Nitrogen in-
duces a dark green color; shoot growth and 
density; root growth; carbohydrate reserves; 
recuperative potential; heat, cold and 
drought hardiness; wear tolerance; and dis-
ease susceptibility. 

Looking at the other nutrients and decid-
ing how and when to use them is less easily 
understood. The other nutrients are just as 
essential, but have a far less dramatic effect. 
It is often difficult to recognize deficiency 
symptoms or relate needs based on soil test 
results. When developing turfgrass fertiliza-
tion programs, determine what nutrients are 
needed, how they interact with other nutri-
ents, and how and when to apply them. 

Remember that nitrogen acts like the driv-
ing engine in promoting growth. Frequent 
application of high analysis nitrogen fertiliz-
ers makes grass grow quickly. That increases 
the nutrient absorption of other elements. 
More growth means more need for the other 

(continued on page 60) 
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300HP Duramax Diesel Allison Automatic | 
Transmission 14 Ft Dump Body with 

Hitch, Tarp &r Snowplow 

SGMCW-4500 DIESEL 
I 3>AC 

ody,1 
)oler 

Crewcab, Auto, AC AM/FM Cassette, 19 Ft 
Landscaper Body, Weedeater Rkk, Shovel 

i Rack, Watercooler Rack & Folddown Side , 

SGMC'C:5500'DUMP' 
300 HP Duramax Diesel Allison Automatic 

Transmission AC AM/FM Cassette 
14 Ft Dump Body 
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SHO 
productivity 

With the "Power of One/1 

a quality eut is only the beginning ... Just one Grasshopper. That's all it 

takes to replace a truckload of 

single-purpose equipment. You 

can depend on the industry's 

most versatile True ZeroTurn™ 

FrontMount™ power unit to 

perform a variety of profitable 

services for your business. 

At the heart of every 

Grasshopper is the Ultimate 

Operator Station, complete with 

ComfortRide™. Grasshopper's 

deep DuraMax™ deck 

consistently provides the highest 

quality cut - whether in 

mulching, collection or side 

discharge mode. The power unit's 

maneuverability, speed and 

handling finesse will save you 

time and money on other 

grounds maintenance tasks, 

allowing you to finish faster, with 

better results than ever before. 

A single Grasshopper power unit 

allows you to escape from high 

equipment overhead and 

scheduling nightmares, reaching 

levels of year-round profitability 

you've only dreamed of. 



PowerVac™ Collection System, 
Sunshade Canopy and Dethatcher 

Rotary Broom 

BedShaper 

The "Power of One" 
One Grasshopper... 

year-round profitability. 

With Grasshopper, 

a single FrontMount™ power unit can offer 

multiple opportunities for income, with a complete 

range of aeration, spraying, landscaping, leaf and debris 

cleanup and snow removal implements. Switching decks 

and attachments is easy, thanks to our patented 

QuikConverter™ Implement System, so you can handle 

multiple tasks with little downtime or effort. Putting a 

Grasshopper to work for year-round profits has been 

key to the success of many businesses for 

nearly 35 years. 

A ™ 

Remote Vac 

ROPS 

PowerVac™ 
Collection System 

' ' Y O U R NEXT MOWER ...and more 

To locate a dealer near you, visit our Web site at: 
www.grasshoppermower.com/LL 

The Grasshopper Company • P.O. Box 637 • Moundridge, KS 67107 U.S.A. • Phone: (620) 345-8621 • FAX: (620) 345-2301 

USE READER SERVICE # 1 0 2 

http://www.grasshoppermower.com/LL


0 (triclopyr ester 13.6%) 

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

877-650-8463 

Vine & 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. 

USE READER SERVICE # 4 6 

USE READER SERVICE # 4 4 

Visit us at Expo 2003, Booth #3300 
USE READER SERVICE # 4 3 

The #1 resource for technical 
and training information. 

• Books 
• Training Videos 

• Software 
• Educational Aids 

It's Easy to 
Order - Online 
Shop Today! 

(continued from page 56) 

fertilizer elements. Adjust nitrogen levels to 
fit the quality or management level of the 
turf you are trying to grow. 

Examine each turf area separately. Evalu-
ate the need for fertilizer applications based 
on the intended use and the quality of turf 
desired. Never make applications without 
justification. 

Although nitrogen is highly touted and 
frequently applied, several other elements 
play an important part in successful turf 
management. Understanding how to use 
these elements and their relationships is vi-
tal for high quality turf. 

OTHER MACRONUTRIENTS. Phospho-
rus (P), also known as phosphate, is the 
second number on a fertilizer bag. Adequate 
phosphorous affects establishment rate and 
root growth. Phosphorous is also important 
for improving wear tolerance and reducing 
the disease susceptibility of the turf. 

Phosphorous compounds are usually in-
soluble in the soil, meaning the element does 
not leach away and need re-
placement. It is bad if the 
phosphorous ever gets too 
high in the soil because there 
is no easy way to remove the 
excess, short of growing it out, 
and turfgrass uses little phosphorous. 

Phosphorous deficiency symptoms are 
usually most evident during turfgrass es-
tablishment. Symptoms include small leaves, 
reduced growth and a dark reddish color on 
the foliage. Soil concentrations of 30 pounds-
per-acre of available phosphorous are the 
minimum levels for good turf growth. 

Potassium (K), also known as potash, is 
the soil-supplied nutrient that is used in the 
second highest amounts right after nitrogen. 
Potassium promotes good root growth and 
promotes heat, cold and drought hardiness. 

Potassium is very soluble and leaches 
easily from the soil. Unless the soil has sig-
nificant phosphorous reserves, potassium 
needs to be replaced on a timely basis. Potas-
sium is not likely to show toxicity symptoms 
in turfgrass but at high levels it contributes 
to salt levels and consequently may affect 
growth or burn the turf. 

Plants frequently consume far more po-
tassium than they need. This concept of 
"luxury consumption" means that plants 

(continued on page 81) 
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Leaf Blade Plow 
Call for dealer 800.966.8442 

Hooker Aerator 
www.jrcoinc.com 

Fall Clean-up with 

To Learn More 
About The Green 
Industry Visit Our 
Store On Line At 

www.lawnandlandscape.com/store 
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STATE OF THE INDUSTRY 

Yftnr of RESURGENCE I 
The year 2003 is shaping up as a time of rebounding growth compared to the past 
two years, according to recent Lawn & Landscape surveys. By Nicole Wisniewski 

t hasn't been a steady year, but 2003 is 
looking like the year when solid industry 
growth resumes. 

Rising health insurance costs and poor 
weather seem to be the most common ob-
stacles contractors faced. 

The positive news is that contractors 
see the slow growth and uncertainty of 
2001 and 2002 dissipating. 

"Business is definitely less predictable 
than in the past," admits Russ Frith, presi-
dent, Lawn Doctor, Holmdel, N.J. "But it 
seems to me that we're in much better shape." 

"This is a better year for us than the last 
two years," adds Paul Wagner, owner, Mas-
ters Green, Walled Lake, Mich. "I see the 
economy turning around most definitely." 

Though growth seems to be gaining 
momentum, 2003 has been a year of ups 
and downs, particularly in the first few 
months when weather woes left contrac-
tors wondering how business would fare. 

Mark Schlossberg, president, Pro-
Lawns-Plus, Baltimore, Md., said his sea-
son got off to an uneven start. A snow melt 
in January allowed earlier than normal 
fertilization, then rains pushed sales back 
to April. In May, company sales were the 
highest ever for that month. 

"The bottom line is that we are still 
behind," he says. "Our projected sales are 
$70,000 ahead of last year but billings are 
$80,000 behind. We're growing again, but 
it will cost me more to get it done." 

John Chiarella's typical start date was 
also pushed back one month by late snow 
and rain. But the wet conditions boosted 
disease treatments, says the president of 
Ultimate Services, Wolcott, Conn. 

A Lawn & Landscape survey shows that 
weather - and lingering economic con-
cerns - have resulted in slow starts and 
cancellations. In early March, 36 percent of 
contractors responding to the survey said 
customer renewals were behind last year's 
pace and 59 percent of contractors said 
spring 2003 weather was worse than last 
spring, putting them behind schedule. 

By the end of May, however, excessive 
rain had cleared in some regions and 75 
percent of contractors were reporting a 

INDUSTRY Overview 
SALES FROM: SALES FROM: 

GROSS % OF THE LAWN MAIN- LAWN DESIGN/ IRRI- TREE & ORNA- SNOW & SINGLE-FAMILY MULTI-FAMILY 
SALES INDUSTRY TENANCE CARE BUILD GATION MENTAL CARE ICE REMOVAL RESIDENTAL STRUCTURES 

Less than $50,000 18.7% 50.6% 13.6% 13.6% 3.9% 5.4% 4.4% 72.4% 3.6% 

$50,000 to $99,999 18.5% 42.3% 13.6% 22.5% 4.6% 6.5% 4.8% 71.3% 5.7% 

$100,000 to $199,999 20.2% 33.8% 11.5% 30.2% 6.9% 7.8% 4.5% 60.6% 7.4% 

$200,000 to $499,999 19.4% 32.4% 13.9% 30.1% 6.7% 7.6% 4.7% 66.1% 6.3% 

$500,000 to $999,999 9.9% 32.3% 1 1.2% 31.1% 5.9% 3.6% 7.7% 48.4% 13.3% 

$ 1 million or more 13.3% 27.8% 7.4% 34.7% 6.9% 6.6% 5.1% 48.5% 13.6% 

Overall Average 36.8% 12.2% 25.8% 6.2% 7.1 % 4.9% 63.3% 7.5% 
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Growth GOALS 
How did your 2002 gross 

sales compare to 2001 ? 

How did you expect your 2003 Approximately what was your 

revenue to compare to 2002? pre-tax profit margin in 2002? 

Average expected industry increase in 2003: 12.73% 
Average expected industry profit margin increase in 2003: 2.8% 

Do you expect your 2003 profit 

margin to increase, remain the 

same or decrease? 

Source: Lawn & Landscape 

better first half of 2003 compared to the 
first half of 2002. By mid-July, 77 percent of 
contractors called this summer a "boom." 

Contractor projections for the rest of the 
year range from "normal" or "average" to 
"still positive" and "optimistic." Despite ob-
stacles, 45 percent of contractors say busi-
ness will be where they expect it to be by 
year's end, and 54 percent report that profit 
margins will remain near 2002 levels. The 
majority (29 percent) estimated profits be-
tween 5 and 10 percent in 2003, with 20 
percent expecting 11 to 15 percent margins. 

Contractors who weren't burdened with 
wet springs that slowed their season starts 
said the lingering effects of the recession 
were behind customer cutbacks early in 

the year. "The economy definitely affected 
us this year, especially in the spring," says 
Tim Doppel, president Atwood LawnCare, 
Sterling Heights, Mich. "People were un-
certain earlier this year and it showed. 
New sales were sluggish and cancellations 
were higher than anticipated. But we are 
seeing an improvement this summer. We 
have been in a recession but I really think 
we are seeing the end of it." 

Greg Maxwell, owner, Maxwell Land-
scape Contractors, Fort Wayne, Ind., agrees. 
"This year, we've been busy, but it's not a 
banner year - we're working but we're not 
making any money and the big contribut-
ing factor is the economy," he says. "People 
are in debt with their credit cards. I think 

they spent the money they had buying the 
cars they wanted and now we're all just 
waiting for the economy to pick up. Right 
now people are just being a little more 
conservative with the funds they're spend-
ing until they see the economy start to turn 
around again." 

Contractors who've been in business 
since 1979, like Michael Currin, president 
of Greenscape in Holly Springs, N.C., have 
weathered several recessions. Though 2002 
wasn't the worst he's seen, Currin says it's 
hanging around. 

"The 1991 recession was the first really 
significant one we went through. This one's 
very different," he explains. "It seems like 
the 1991 recession came and went away 

GEOGRAPHIC REGION NUMBER OF EMPLOYEES 
COMMERCIAL/ 
NDUSTRIAL 

GOVERNMENT/ 
INSTITUTIONAL NORTHEAST MIDWEST SOUTH WEST 1-2 3-4 5-9 10-24 254 

18.2% 21.% 9.6% 22.8% 23.8% 14.5% 53.0% 28.0% 6.6% 2.5% 0.0% 

20.3% 2.1% 24.3% 19.9% 18.3% 10.9% 30.1% 32.2% 19.0% 2.5% 0.0% 

26.7% 4.0% 23.5% 19.1% 19.0% 18.2% 15.7% 29.0% 32.2% 6.3% 1.9% 

22.2% 4.1% 28.7% 17.7% 14.3% 16.4% 1.2% 9.7% 35.5% 35.4% 5.7% 

31.3% 7.0% 6.0% 10.2% 10.3% 16.4% 0.0% 1 . 1 % 6.7% 35.5% 11.3% 

29.1% 6.3% 7.8% 13.2% 14.4% 23.6% 0.0% 0.0% 0.0% 17.8% 81.1% 

23.7% 

1 

3.9% 26.5% 31.6% 29.0% 12.6% 19.3% 21.7% 28.2% 18.4% 12.4% 
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STATE OF THE INDUSTRY 

Seasonal STATISTICS 
How has the beginning of 

your 2003 season compared 

to the beginning of your 

2002 season? 

In terms of business volume, 

has this summer been a boom 

or a bust? 

Renewal RATES 

Source: Lawn & Landscape, May 2003 

How have your customer 

renewals for this year 

compared to your customer 

renewals from last year? 

What percent of your 2002 

maintenance customers 

renewed their contracts with 

you in 2003? 

Source: Lawn & Landscape, March 2003 

•all, 6 6 . 9 
contractors' 

clients renewed their main-
tenance contracts in 2003. 

pretty quick. This one seems to have eased 
onto us and is taking its time going away." 

Most landscape contractors feel the 
recession is vanishing. In April, 40.5 per-
cent of contractors reported the economy 
as their biggest challenge, but by August 
the economy dropped to No. 4 on the list 
of business challenges, behind the 
weather, lack of quality laborers and com-
petition with unprofessional or low-
priced contractors. 

Doppel says by the end of the year his 
company will only be up 1 or 2 percent 
ahead of last year, when his growth was 18 
percent. Cancellations have leveled off to 
normal levels for Atwood LawnCare, lawns 
are recovering from the 2002 drought, cus-
tomers are feeling better about their finan-
cial situations and are buying again. 

Contractors in regions not affected by 
poor weather - and those offering a menu 
of services - reported positive growth 
in 2003. 

Wagner expects 25 percent growth by 
year's end - slightly over his target -
compared to 14 percent growth in 2002, 
which was below his 22 percent expecta-
tion. Similarly, Scott Zaiser, owner, 
Zaiser's Landscaping, Burlington, Iowa, 
expects 7 to 12 percent growth this year, 

adding that fall 2003 business looks much 
better than last year. 

In Dallas, Texas, Lawns of Dallas also is 
up 8 to 10 percent and expects to reach 
growth of 15 percent or more, says General 
Manager Todd Brown. Chiarella boasts 20 
to 25 percent growth expectations. 

Continued 
OPTIMISM 
How optimistic are you about the 

future of the lawn and landscape 

industry? Very pessimistic 
.2% 

pessimistic ^ ^ ^ 

Somewhat 
optimistic ^ m 

W 
Source: Lawn & Landscape, May 2003 

Ric Haury, president, Suncrest Gardens, 
Peninsula, Ohio, says his sales were up 
across the board. While the company pro-
jected an 8 to 10 percent increase, they are 
pleasantly surprised with their current 18 
or 19 percent growth, and the fall months 
are still ahead. 

TruGreen-ChemLawn's parent com-
pany ServiceMaster, Downers Grove, 111., 
also expects increased 2003 earnings of 
about 56 cents per share, just above ana-
lysts' expectations of 55 cents per share. 
"We are instituting cost and wage controls 
to keep us on track to meet our earnings 
goals for the year," says the company's 
Chief Executive Officer Jonathan Ward. 

This positive outlook is boosting confi-
dence, and, in turn, some contractors are 
planning more aggressively for 2004. 
Doppel says he plans to "start fast and 
strong," while Wagner and Chiarella each 
strive for 20 percent. 

Overall, most contractors are planning 
to improve upon this year's results in 2004, 
and as Frith puts it, "Next year will be an 
even better year." ID 

The author is Managing Editor of Lawn & 
Landscape magazine and can be reached at 
nwisniewski@laumandlandscape.com. 
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Looks like an ordinary rotor. 
Feels like an ordinary rotor. 
Must be an ordinary rotor. 

Introducing the new Toro Super 8 0 0 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,M 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. 
Visit us at Expo 2003, Booth #4300 

r 

TORO C o u n t o n i t . 
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STATE OF THE INDUSTRY 

Pricing PRESSURES 
Clients force some contractors to be more competitive when it comes 
to service pricing. By Nicole Wisneu ski 

verall, the numbers show 
that a majority of contrac-
tors were able to raise 
prices this year - the aver-

age 2003 increase for residential mowing 
clients being about 7 percent, according 
to a Lawn & Landscape survey. 

Despite clients' economic or monetary 
concerns, many contractors had cost in-
creases of their own and had to find ways 
to cover them. With a 20 percent rise in his 
fertilizer costs and double-digit percent 
climbs in health insurance premiums, not 
to mention higher fuel prices, Paul Wagner 
stuck to his guns when it came to price 
hikes. The owner of Walled Lake, Mich.-
based Masters Green increases prices 2 
percent annually, and this year was no 

different. "I'd rather have a 1 to 2 percent 
increase per year on our existing customer 
base to cover my cost increases than slap an 
outrageous increase on them every five 
years," he says. 

Since many of Lawns of Dallas' com-
mercial clients are on multiple-year con-
tracts, not all clients received a price in-
crease this year, but many did, the aver-
age being about 2 percent as well, points 
out Todd Brown, the Dallas, Texas-
based company's general manager. 
"With some clients, we negotiated an 
increase and with others we didn't in-
crease prices at all and felt comfortable 
not doing so," he says. "The average was 
about 2 percent, but we had one client 
who we were able to increase the price by 

about 10 percent since the job was under-
bid in the first place." 

Other contractors had a more difficult 
time justifying price increases to clients. 
Tim Doppel, president, Atwood LawnCare, 
Sterling Heights, Mich., went against his 
usual philosophy and didn't raise his prices 
this year. "The economy was so scary and 
everything we heard said that customers 
would respond negatively to increases in 
price," he says. "I really don't like it, but 
this year needed to be an exception. We'll 
do a 3 to 5 percent increase for next year." 

DaveTollefson, president, Urban Farmer, 
Thornton, Colo., says he's installing irriga-
tion systems for the same price he did 10 
years ago. "Where do you make your money 
when you're paying more in labor?" he asks. 

"Your clients expect you to do all the 
same work for less money and they know 
the market will force you to do that and it 
creates a whole different set of challenges," 
points out Michael Currin, president, 
Greenscape, Holly Springs, N.C., adding 
that he relies on relationships and commu-
nication to help him explain increases to 
customers. "In the cases where we have 
really good, strong client relationships, they 
don't necessarily want prices to change, 
but they recognize that the pricing levels 
are no longer the pricing levels that the 
marketplace is bearing. I think they're be-
ing wise and forcing us to be more com-
petitive in our pricing." ID 

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

LAWN & LANDSCAPE 

Hourly Service RATES 
What is your average hourly rate for each of the following services in 2003? 

SERVICE AVERAGE HOURLY RATE 

$38.30 

$45.37 

Residential Mowing Per Hour 

Commercial Mowing Per Hour 

Chemical Lawn Care Per 1,000 Sq. Ft. 

Average % Price Increase in 2002 -6.1 percent 
Average % Price Increase in 2003 - 7.4 percent (1.5 percent higher than contractors 
estimated they would raise 2003 prices in the fourth quarter of 2002) 

S 6 OCTOBER 2003 

Source: Lawn & Landscape, April 2003 
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WEATHER Woes 
Long winters, lingering droughts and excess rainfall challenge contractors' 

businesses in 2003• By Nicole Wisnieivski 

his year, economy wasn't driving 
businesses' slow starts as much as 
Mother Nature. She started with a 
serious 2002 drought. Then while 

drought lingered in certain areas in spring 
2003, some regions received enough rain to 
soothe dry conditions and then were soaked 
with excessive rain. The wet conditions 
boosted turf and disease growth, keeping 
maintenance crews busy. 

In fact, the weather beat out other ob-
stacles to growth this year with 52 percent 
of contractors reporting that spring weather 
put them behind schedule, and 53 percent 
of contractors listing weather as their most 
challenging issue in 2003. 

Weathering 
the STORM 
How has the weather this spring 

compared to your weather last 

spring? 

Source: Lawn & Landscape, April 2003 

"The weather is what hurt our business -
not the economy," says Mark Schlossberg, 
president, Pro-Lawns-Plus, Baltimore, Md., 

"[The weather] delayed service starts," 
adds Russ Frith, president, Lawn Doctor, 
Holmdel, N.J. "Some parts of the country, 
like New England, will not recover. There is 
no way when the weather finally broke that 
they could make up for all the lost sales." 

Late snowfalls that hit areas of the coun-
try in March and lingering cool weather 
throughout much of the Northeast also hurt 
TruGreen-ChemLawn's sales. The company 
reported that the weather delayed its pro-
duction season and brought first quarter sales 
that were down 1 percent from the same 
period in 2002, noting an operating loss of 
$8.8 million for the quarter, compared with a 
$6.5 million gain last year. "This decline was 
wholly attributable to adverse weather in 
March in several key regions that delayed the 
normal completion of service anticipated to 
occur during the first quarter," explains 
Jonathan Ward, ServiceMaster chairman and 
chief executive officer, Downer's Grove, 111. 

July alone brought 21 days of rain in 
Wolcott, Conn., says John Chiarella, presi-
dent, Ultimate Services. And Michael Currin, 
president of Greenscape, said it had rained 50 
percent of all the calendar days this year in 
Holly Springs, N.C. "We haven't been able to 
be as productive in mowing because of the 
excess growth," he says. "We've had to prune 
more and our weed control has not been as 
effective because of the amount of rain." 

While excessive wet weather plagued 
some areas, continued dry spells did the 
same to others. 

The Rain 
GAUGE 
How has the increased rainfall 

impacted your business this summer? 

W e have 

Source: Lawn & Landscape, July 2003 

DaveTollefson, president, Urban Farmer, 
Thornton, Colo., says he experienced a full 
year of drought, which has made turf health 
problems become apparent quicker than usual. 

On the plus side, while weather was cer-
tainly a challenge, many companies benefited 
by some of Mother Nature's surprises. For 
instance, companies that offer snow removal 
profited from the rough winter. And though 
wet weather intensified leaf spot and other 
diseases, Chiarella was able to increase spray 
applications and fungicide treatments. ID 

The author is Managing Editor of Lawn & 
Landscape magazine and can be reached at 
nwisniewski@lawnandlatidscape.com. 
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Residentini R&R 
Contractors focus on residential clients as they spend their extra refinancing 
dollars on landscape renovations. By Nicole Wisniewski 

Residential clients with more dispos-
able income as a result of refinanc-
ing are spending it on landscape 
renovations and additional lawn 

services, according to contractors. 
"With the interest rates down to 4 or 5 

percent rates, people are putting more 
money back into their homes and that defi-
nitely spins off into more landscaping," 
says Greg Maxwell, owner, Maxwell Land-
scape Contractors, Fort Wayne, Ind. 

Customer spending trends reflect this. 
Mark Schlossberg's average customer spent 
about $492 last year and this year that has 
increased to $515, says the president, Pro-
Lawns-Plus, Baltimore, Md. 

Most contractors feel that 2003 was a 
strong year for residential renovation ser-
vices, including hardscaping, aeration, grub 
control and tree and shrub care, with some 

contractors touting 20 to 30 
percent growth in these areas. 

Russ Frith, president, Lawn 
Doctor, Holmdel, N.J., credits 
the additional spending to 
changes in clients' habits. "It 
seems to me that in the last five 
or 10 years, our economy has 
been increasingly driven by 
consumer spending," he says. 
"The baby boomers and gen-
erations behind them have an 
ancestral history of home own-
ership and buying a home, 
paying it off and not having a 
lot of debt. Generations X and 
Y and those after the baby 
boomers tend to have an en-
titlement mentality - they want what they 
want now and feel they've earned it. 

HOUSE Calls 
HOUSING STARTS. HOUSING PERMITS 

Jan. 2003 ... ... 1.850 Jan. 2003 ... 1.781 

Feb. 2003.... ... 1.622 Feb. 2003 .... ... 1.786 

Mar. 2003 ... ... 1.780 Mar. 2003.... ... 1.685 

April 2003 ... ... 1.630 April 2003.... ... 1.708 

May 2003 ... ... 1.732 May 2003 .... ... 1.788 

June 2003.... ... 1.803 June 2003 .... ... 1.817 

July 2003 ... 1.872 July 2003 ... 1.780 

LARGE and in Charge 
Which services represent the largest sales volume of business for your company? 

TOP 10 SERVICES 
1. Turf mowing 
2. Landscape construction/installation 
3. Turf fertilization 
4. Hardscapes 
5. Snow removal 
6. Tree and ornamental pruning 
7. Landscape construction design 
8. Fall clean-up 
9. Turf edging/trimming 
10. Irrigation installation 

% OF CONTRACTORS 
54% 
3 9 . 4 % 
22.6% 
18.2% 
13.5% 
12.8% 
11.4% 
9 . 3 % 
9 . 1 % 
8.2% 

T Source: Lawn & Landscape, April 2003 

Source: Haver Analytics/Econoday 

"Arising out of that," Frith continues, "is 
a pool of capital created in consumers' hands 
via refinancing - somewhere around half a 
trillion dollars. According to the research, 
they used one-third of that to pay off debt, 
they spent the second third and may have 
already spent the final third. People are tap-
ping into the appreciated value of their homes 
and utilizing that money to take care of things 
now or pay off the things they shouldn't have 
bought yesterday but did via easy credit. 
This certainly has an affect on the economy." 

While most commercial work remained 
steady, contractors found they were focus-
ing on the residential market for the first 
time in a couple of years since the push to 
add commercial to the mix increased. OB 

The author is Managing Editor of Lawn & 
Landscape magazine and can he reached at 
nwisnieioski@lawtiandlandscape.com. 
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Fighting for FOREMEN 
Finding supervisory and management-level employees has become the biggest 

labor issue. By Lauren Spiers 

Crew Forming CATCH-22 
What do you think is the most important 

position in your company? 

& 25 1 6 . 6 % 1 2 . 9 % 1 0 . 1 % 

l l 

What is your biggest human resources 

challenge? 

4 8 . 2 % 2 3 . 2 % 1 0 . 7 % 1 0 . 7 % 7 . 1 % 
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E 
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8. 
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Source: Lawn & Landscape, June 2003 

ith regards to labor, 
2003 brings new chal-
lenges, according to 
contractors. 

Though some owners like Todd Brown, 
general manager, Lawns of Dallas, Dallas, 
Texas, had an easier time finding laborers 
this year due to rising unemployment rates, 
other contractors are still struggling. 

When asked in an April 2003 what they 
expected to be their biggest challenge for 
the year, only 20 percent of contractors 
chose labor. By August, labor reclaimed its 
spot as one of the top three most challeng-
ing issues of 2003. And when looking to-
ward 2004, lack of quality laborers jumped 
back to the No. 1 spot, with 53.1 percent of 
contractors expecting it to be an issue. 

Additionally, contractors are experienc-
ing a new labor challenge - finding middle 
management personnel. For example, while 
Brown retains a high percentage of his 
laborers, he can only retain 75 percent of 
his middle managers, and this is a stronger 
percentage than in 2002, he says. 

In a recent Lawn & Landscape poll, a 
combined 45 percent of respondents ech-
oed the fact that crewmembers, crew fore-
men and account managers are their com-
panies' MVPs. But at the same time, 
nearly half of the respondents to a sec-
ond poll reported that finding labor was 
their biggest human resources challenge. 
For 2003, contractors in some areas are 
trying to reconcile the importance of hav-
ing quality labor and middle manage-
ment with a skimpy pool into which they 
can dip. 

LAWN & LANDSCAPE 

SKILL-LEVEL THRESHHOLD. In addi-
tion to competing with other companies for 
managers, the problem most contractors run 
into when recruiting new foremen or super-
visors is that individuals qualified to fill these 
positions are branching out on their own. 

"When you start to get into the crew 
supervisor or manager roles, you're look-
ing at guys who either are or think they can 
run their own businesses," explains Ric 
Haury, president, Suncrest Gardens, Pen-
insula, Ohio. "There's a lot of entrepre-
neurship out there and we do compete 
with other companies to find labor, but 
mostly we're competing with guys who 
think they can run their own shops." 

Brad Terrell, president, A Cut Above, 

w w w . l a w n a n d l o n d s c a p e . c o m 

Columbus, Ga., has faced the same prob-
lem in his recruitment process. "Our crews 
usually consist of one foreman with a 
driver's license and enough experience that 
he can ensure that we've got quality con-
trol," Terrell says. "In our area, those people 
have a lot of other options open to them if 
they don't want to cut grass all day." 

In an effort to bring more supervisory-
level candidates into the labor pool, Haury 
constantly keeps his eyes open for middle 
managers - even when he doesn't have an 
opening. "The best time to look for help is 
when you don't need it," Haury says. 

To open up his middle management 
labor pool, Brown beefed up his college 
recruitment process and started hiring from 
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outside of the industry. "Before, we only 
looked inside the industry," he says. "Now, 
we look for a good sales person or cus-
tomer service person first - no matter where 
their experience comes from. Then we teach 
them what they need to know about land-
scaping. That has helped open us up to the 
rest of the world for potential employees." 

QUALIFICATION QUANDRIES. High 
unemployment rates in several regions in-
cluding the south, southeast, and north-
west, are expanding the size of the labor 
pool, but that doesn't necessarily make it 
easier to find capable employees. 

"We've seen a little increase in the avail-
ability of labor, but we're seeing a diversity 
of people responding to our ads who may 
not be qualified," Haury says. "I've had 
middle-aged men making $50,000 a year 
knocking on my door looking for work, but 
they're not qualified for anything above a 
$10 per hour job." 

Without qualified employees, compa-
nies find business growth more difficult. 
"We had slower growth this year due to 
staffing, and having a more available pool 
of hungry labor will help," says Todd Voss, 

president, All Seasons Lawn & Tree Care, 
Dallas, Texas. For 2004, Voss plans to spend 
more time recruiting at colleges to improve 
his labor choices. "We're also comprising 
an action plan for high quality candidate 
referrals and direct recruiting of competi-
tors best employees," he continues. "The 
latter isn't meant to hurt any one company, 
but is a long-term strategy to gain success-
ful players already in the local industry." 

Brown has experienced wage and re-
cruitment wars, as well. "Licensed irriga-
tors, for instance, used to be harder to come 
by so we would fight to keep them, but we 
pay $17 per hour now for skilled laborers 
and I don't know that we're willing to keep 
paying higher wages for crewmen when 
we're already paying higher wages for li-
censed workers because they have spe-
cialty skills." Like Voss, Brown plans to 
increase recruitment on college campuses 
and encourage students to participate in 
more internships in an effort to make more 
people available to start in higher posi-
tions at the company. 

EMPLOYEE-PLEASING BENEFITS. 
Providing employee benefits is another way 

many companies retain employees and re-
duce their labor problems. 

For the most part, contractors offer the 
following benefits to keep employees well 
compensated and content: 

• Paid vacation, holidays, sick leave 
• Uniform allowance 
• Company vehicle allowance 
• 401k or IRA retirement plans 
• Health insurance 
At most firms, company policies dictate 

that employees must pick up 50 percent of 
their insurance costs, as well as 100 percent 
of the cost for coverage of any family mem-
bers. Why the high percentages? "Our 
health insurance costs have risen about 10 
to 15 percent annually," Haury notes. "It's 
kind of a double-edged sword because you 
want to pick up as much of the cost as 
possible as an incentive for your employ-
ees to stick around, but every time a new 
employee chooses to buy into the program, 
the cost to the company goes up." 

While most companies did not report a 
need to increase their employees' share of 
the costs, many are developing alternative 
incentive programs. Dave Tollefson, presi-
dent, Urban Farmer, Thornton, Colo., is 

Paying UP? 
"When it comes to retaining employees, pay is certainly a 

factor, as well as a fair work environment," says November 

Nickett, office manager, Nickett's Landscaping, Doylestown, 

Pa. Nickett's Landscaping prides itself on paying employees 

above average for their region. An entry-level mower 

operator or landscape technician for the company makes 

about $8.50 per hour, while foremen earn between $12 and 

$14, and head foremen receive about $16.50 per hour. 

Greg Maxwell, president, Maxwell Landscape Contrac-

tors, Fort Wayne, Ind., starts laborers in the company's 

landscape division around $1 1 per hour and foremen at 

about $14. "We increase wages about 3 to 5 percent per 

year," he explains. "We try to match the cost of living and 

other indicators over time." 

However, most contractors currently seem to be holding 

the line with wages rather than implementing annual increases. 

When compared to average wages from 2002, contractors now are 

paying mower operators, on average, about 40 cents less per hour. 

Foremens' pay also is down about $1, but spray technicans' wages 

are on par with last year. - Lauren Spiers 

How much does your company pay per hour for each of the 

following positions? 

POSITION 

Entry-level mower operator 

Entry-level spray technician 

Foreman 

AMOUNT/ 
HOUR 2 0 0 2 

$8.70 

$10.10 

$14.10 

AMOUNT/ 
HOUR 2 0 0 3 

$8.31 

$10.08 

$13.02 

Source: Lawn & Landscape, April 2003 
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Turns out there actually are enough hours in the day. 

Introducing the Toro* Groundsmaster* 4 1 0 0 - D . It's designed from 

the ground up to get more done. The entire 10.5' cutting deck is in 

front for easy maneuvering. And fast mowing. Muscle? It has the most 

net horsepower and torque in its class. For Toro Financing1'options, call 

1-800-803-8676 or visit toro.com. USE READER SERVICE 

TORO C o u n t o n i t . 

Visit us at Expo 2003, Booth #4300 
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developing a succestion plan for the com-
pany, as well as a bonus incentive program 
based on production and profitability. 

"When it comes to employee retention, 
there are also things like job satisfaction and 
making sure employees like what they do 
and who they're working with," Haury notes. 
"Those can all set a little higher precedence 
than wages and compensation benefits." 

Nickett's Landscaping, Doylestown, 
Pa., doesn't offer the regular range of ben-
efits provided by many companies. Instead, 
employees are ensured at least 40 hours a 
week and are always paid on time. 

"This is a seasonal business and you know 
that when you come into it," explains Office 
Manager November Nickett. "All of our em-
ployees are allowed to apply for unemploy-
ment and have all winter off, and we won't 
contest it. But that means everyone needs to 
work nine months for a total of 12 months of 
compensation. We're also flexible with our 
scheduling, so instead of offering paid vaca-
tions or sick days, we ask that the 
crewmembers tell us what their situation is, 
and they can take the time off." 

Greg Maxwell agrees that having a fair 
work environment is key to retaining em-

S 1 2 OCTOBER 2003 www. lawnandlandscape.com LAWN & LANDSCAPE 

ployees. "I certainly want to be abreast of 
the regular market as far as paying ad-
equately, but besides compensation, I think 
our employees like what they're doing here 
and they enjoy learning the new things that 
we do," says the president of Maxwell 
Landscape Contractors, Fort Wayne, Ind. 

"As long as we're doing that and they're 
happy with their employment here, I don't 
think they're going anywhere else." ID 

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

Company CHALLENGES 
What are the three most 

challenging issues your 

company faced in 2003? 

5 1 . 3 % 

a -^ c ° 
® o r . 

S ; 
3 a ' 
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_o 

What are the three most 

challenging issue you expect 

to face in 2004? 

46% 

^ o -^ c O 
S .2 U 
fi I 
J o o 

4 3 . 3 % 

Source: Lawn & Landscape, August 2003 
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Healthy COMPETITION 
Between low-ballers and high rollers, contractors work to hold their own against 
the competition. By Lauren Spiers 

ike Mitchell was only slightly 
surprised when he looked 
out his window recently and 
saw a Cadillac Escalade pull-

ing a trailer of commercial mowers. 
Because a large telecommunications 

provider in his area has recently laid off 
several employees, it hasn't been uncom-
mon to see formerly well-off 
businesspeople looking for a second job or 
starting one of their own, says the vice 
president of operations for Signature Land-
scape, Olathe, Kan. "Our unemployment 
rate [in Kansas] has been at or above the 
national aerage," Mitchell says. "A lot of 
people are looking for work." 

While this situation can add to the labor 
pool, it also has been increasing business 
competition. Many contractors have seen 
several small green industry startup com-
panies emerge in the last year. Many of the 
new businesses on the scene belong to hob-
byists-turned-landscapers who were let go 
from their jobs in other industries. 

"With the continued layoffs, the labor 
outlook is fine - I've got people to choose 
from - but the market is proliferated with 
startups," says Greg Maxwell, president, 
Maxwell Landscape Contractors, Fort 
Wayne, Ind. "It almost seems like more 
companies have started in the last three 
years than in the previous 10 years." 

The perceived barriers of entry to this 
business are very small, so it's easy to get into 
and get out of, points out Russ Frith, presi-
dent, Lawn Doctor, Holmdel, N.J. "It's your 
classic supply-demand analysis," he says. 
"The industry has been through this many 
times before. You can be in business with 
almost nothing out of pocket. Some of these 
new contractors are willing to operate their 
businesses as significantly lower margins." 

Despite the increase in green industry 
business ventures, most contractors agree 
that these small businesses are not com-
petition. "We're not an entry-level company, 
so we have a different clientele than what 
they're scrambling for," Maxwell comments. 

UNEMPLOYMENT On the Rise 
Many lawn and landscape contractors 
notice that as unemployement rates rise 
in their regions, so do the number of 
startup companies with which they have 
to contend. According to seasonally-
adjusted numbers, the national average 
for unemployment is at 5.5 percent, up 
0.2 percent from 2002 - and projections 
show rates rising through 2004. 
Additionally, 28 states are at or above 
the national average and 27 states' 
unemployment rates rose at least 0.1 
percent in the last year. Currently, the 
Pacific Northwest and southeastern parts 
of the country seem to be the hardest hit in 
terms of unemployment. - Lauren Spiers 

Highest unemployment rates as of June 2003 

STATE 
Oregon 

Alaska 

Washington 

Michigan 

Mississippi 

Louisiana 

California 

North Carolina 

South Carolina 

Texas 

UNEMPLOYMENT RATE 

8.5% 

7.1% 
6.8% 
6.8%_ 

6 . 6 % 

Source: U.S. Department of Labor, Bureau of Labor Statistics 
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Small Business SURVIVAL 
When unemployment rates rise, many individuals laid off from 

their existing jobs look for easy-entry trades like lawn care and 

maintenance to pay the bills. But despite an apparent increase in 

fledgling companies in 2002 and the first part of 2003, most 

established contractors continue to focus on their own businesses, 

rather than regard the new startups as competition. 

"All sorts of lawn care and landscaping companies are 

springing up right now," says Greg Maxwell, president, Maxwell 

Landscape Cotnractors, Fort Wayne, Ind. "It's a little tight, but 

we really don't work in the same market as these new compa-

nies, so we don't bother trying to compete with them." 

Maxwell notes the accepted rule of thumb that most new 

green industry companies are in and out of business in about 

three years. In fact, the average survival rate for small 

Unemployment projections through 2005 (national average per quarter) 

2 0 0 3 2 0 0 4 2 0 0 5 
Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 
5.8 6.1 6.3 6.3 6.1 6.0 6.0 5.9 5.8 5.7 5.6 

Source: Lawn & Landscape, t 

How many years has your company been in business? 

YEARS % OF CONTRACTORS 
2 years or less 7.8% 

3 or 4 years 8 . 7 % 
years H H H H H I H H I H H H I H I H 1 H H H H 

years I H H H H E X S B H I H I I ^ H I ^ ^ H H I 

1 5 - 1 9 years • • • • ! ] W S M K t t M 

years • • • • K X E H H i ^ H H i ^ ^ H 

30 - 49 years 10,7% J 

50 years or more 2 % 

Source: Lawn & Landscape, April 2003 

businesses in general isn't much higher than that. 

According to the Small Business Administration (SBA), about 

two-thirds of new employer firms survive at least two years 

and only about half survive at least four years. In 2002, 

an estimated 550,100 new small businesses started, 
Q4 
^ ^ while 584,500 closed. The SBA reports that owners of 

about one-third of closed firms said their companies were 

hi 2003 operating successfully at closure. - Lauren Spiers 

However, competition has intensified 
with some services. 

"When a competitor sees one of our 
sharp-looking trucks and a good-looking 
crew on a property, they just assume we're 
making a killing, so they come in behind us 
and try to get our business," says Brad 
Terrell, president of A Cut Above, Colum-
bus, Ga. "We have to make sure our em-
ployees are happy, as well, because com-
petitors will try to pull crewmembers away 
too. It's competitive on both ends." 

Lee Greathouse is in a similar situation. 
"The bid side of the market is as competi-
tive as it's ever been and we continue to be 
amazed at what our competition is pric-
ing," says the president of Greathouse 
Landscape Co., Nashville, Tenn. "We have 
to price to cover costs, but we've had to 
lower our prices in order to maintain a 
certain level of work. It's frustrating be-
cause we're not seeing any upward trend 
in that area." 

Still, Terrell notes that putting too 
much energy into competing with 
startups is more work than the resulting 
accounts may be worth. 

"We won't compete with the compa-
nies that are willing to do work for little or 

LAWN & LANDSCAPE 

nothing and we know that if they keep 
doing business that way, they won't be our 
competition much longer," Terrell notes. 

In terms of a startup's ability to sur-
vive, many contractors accept the notion 
that most companies will be in and out of 
business within three years. Similarly, 
research compiled by the Small Business 
Administration shows that only about 50 
percent of small businesses in general 
last four years. At the same time though, 
85 percent of respondents to a recent 
Lawn & Landscape survey report that they 
have been in business for five years or 
longer, which indicates that young land-
scape companies may have more staying 
power than originally thought. 

Moreover, with the U.S. economy show-
ing signs of a rebound, a boost in the mar-
ket may be just enough to turn new firms 
into more competitive companies. That, in 
combination with recent layoffs that have 
reduced the number of potential clients 
who can afford landscape services, may 
compound the amount of competition in 
the industry. 

"We haven't had any problems yet, but 
I can see a trend toward having a smaller 
pool of available customers," Terrel says. 

www.lawnandlandscape.com 

As a result, some contractors are lowering 
their prices to stay competitive. 

Even with pressure from new upstarts 
in the competition arena, contractors must 
still contend with what some call the 
industry's "green giants." But, Todd Voss, 
president, All Seasons Lawn & Tree Care, 
Dallas, Texas, explains that some healthy 
competition with large, national compa-
nies is a positive sign. 

"There must be a leader in any industry 
to carry the torch of that industry," says 
Voss. "Success breeds success." 

Despite increased competition, most in-
dustry businesses share a common ap-
proach to maintaining a competitive edge: 
professionalism. 

More than 50 percent of respondents to a 
Lawn & Landscape survey conducted in Au-
gust 2003 said that low-priced or unprofes-
sional contractors was the single biggest is-
sue limiting company growth. For many, 
emphasizing professionalism is the key to 
overcoming this obstacle and bringing a bet-
ter image back to the industry. [D 

The author is Assistant Editor of Lawn & 
Landscape magazine and can be reached at 
lspiers@lawnandlandscape.com. 
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EXPENSE Reports 
Rising insurance costs and other increasing expenses force contractors 
to reevaluate their efficiency. By Lauren Spiers 

f the saying is true that "it takes money to 
make money," then contractors are well on 
their way to some record-breaking profits. 

Contractors are spending increasing 
amounts of money to run their businesses 
and expenses include more than just new 
trucks and mowers. This year, insurance 
premium hikes thinned many businesses' 
wallets and company owners are looking 
for ways to combat the rising rates. 

"One single person used to cost us $110 
per month for health insurance," says Todd 
Brown. Now, Brown, general manager, 
Lawns of Dallas, Dallas, Texas, reports that 
the company pays $240 in health insurance 

per employee. "We had a 40-percent in-
crease last year and a 30-percent increase 
this year," he continues. "Our insurance 
has doubled in three years, but our volume 
of business certainly hasn't doubled in three 
years." 

Other contractors see similar increases. 
"We're looking at a 10 to 15 percent 

increase annually and when you're over-
head goes up, you have to compensate for 
it," says Ric Haury, president, Suncrest 
Gardens, Peninsula, Ohio. 

Dave Tollefson agrees. "Health insur-
ance is going up 30 percent a year and as a 
company you can't necessarily take a 30 

percent hit every year," says the president 
of Urban Farmer, Thornton, Colo. "It's frus-
trating because it's the end user who has to 
pay for these things, so you look for what's 
going to have the least impact." 

Tollefson's company covers 50 percent 
of an employee's health insurance costs in 
the first year with the company, 75 percent 
in the second year and 100 percent after 
that. Bill Leidecker, president, Five Seasons 
Landscape Management, Reynoldsburg, 
Ohio has a similar program at his company, 
but has had to adjust the vesting policy to 
accommodate insurance hikes. 

"Our health care costs have gone up in 
excess of 20 percent every year for the past 
three years and we're now at the point that 
we have to off-load more costs to employ-
ees," Leidecker says. "Our policy used to 
have a 60-day wait period before coverage 
began, at which point the company would 
begin covering 50 percent of expenses. From 
there, we paid 75 percent at the employee's 
one-year anniversary and 100 percent at 
two years. We've now extended that one 
year at each level." 

In addition to paying a certain percent-
age of existing employees' health care, 
Haury mentions that every time a com-
pany hires a new employee who is eligible 
for benefits, overhead costs increase that 
much more. For that reason, some compa-
nies plan what benefits they offer accord-
ing to their income. 

"In 2004 we should be able to afford a 
limited health program and some type of 
employee savings program. We'll add new 
benefits to the package as the bottom line 

LAWN & LANDSCAPE 

Big MONEY 
Whether a company focuses 

on landscape installation, 

irrigation, lawn care or 

maintenance, not much work 

gets done if crews don't have 

the equipment they need. In 

terms of equipment and 

supply expenses, contractors 

certainly aren't skimping. The 

following numbers show how 

much money contractors 

surveyed by Lawn & Land-

scape spent on trade tools 

between April 2002 and 

April 2003. - Lauren Spiers 

Total expenditures for equipment and supplies in 

the past 12 months 
$ 5 0 0 , 0 0 0 or more 

3 . 4 % 

Average equ ipment /supp ly expenditure: $ 1 0 6 , 4 1 4 
Source: Lawn & Landscape, April 2003 
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20 TOP TOOLS 
According to a Lawn & Land-

scape survey, industry compa-

nies spend an average of 

$106,414 on supplies and 

equipment - but what, ex-

actly, are they buying? From 

a list of 40 common lawn 

and landscape expenses, sur-

vey respondents indicated 

any and all products they pur-

chased in the previous twelve 

months. The following list in-

dicates the most popular ex-

penditures by the percentage 

of respondents who pur-

chased them. - Lauren Spiers 

EXPENDITURE 
1. Plant materials 
2. Fertilizer 
3. Turf seed 
4. Backpack/hand-held blowers 
5. Preemergent herbicides 
6. Sod 
7. Postemergent herbicides 
8. Trimmers/edgers 
9. Trucks 
10. Retaining walls/hardscapes 
1 1. Walk-behind mowers 
1 2. Computer equipment/software 
13. Uniforms 
14. Insecticides 
15. Riding mowers 
16. Trailers 
17. Irrigation spray heads/rotors 
1 8. Fertilizer spreaders 
19. Irrigation valves 
20. Fungicides 

PERCENT 

5 1 - 2 % 
4 7 . 2 % 

4 1 . 9 % 
4 0 . 0 % 

3 2 . 6 % 
3 2 . 6 % 

Source: Lawn & Landscape, April 2003 

improves. The last thing I want to do is 
remove a benefit because we can't afford it 
due to poor performance," says Todd Voss, 
president, All Seasons Lawn & Tree Care, 
Dallas, Texas. 

However, some companies are seeing a 
small number of employees cashing in on 
their available insurance benefits, which is 
another method of saving money. 

"We do have health insurance available 
if the employee is willing to pay half of the 
cost," says November Nickett, office man-
ager, Nickett's Doylestown, Pa. "Because 
most of our employees are in their mid-20s, 
they don't want to take advantage of health 
insurance." 

In addition to the more youthful indus-
try employees choosing cash over insur-
ance, Nickett and other contractors have 
noticed that most H-2B workers opt out of 
insurance benefits. 

"They like the paid vacation days and holi-
days, but they don'f want to spend the money 
on health insurance - they want the cash," 
says Mike Mitchell, vice president of opera-
tions, Signature Landscape, Olathe, Kan. 

Michael Currin, president, Greenscape, 
Holly Springs, N.C., sees this as well, but 
for Greenscape, fewer health insurance 

LAWN & LANDSCAPE 

participants impacts the company much 
differently. "Our Hispanic workforce 
chooses not to participate and therefore, 
because we have such a significant per-
centage of Hispanic employees, that hurts 
us," he explains. "The insurance company 
is looking for 75 percent participation. By 
not meeting that percentage, our insurance 
premiums could go up or the company 
could decide they don't want to write our 
policy anymore." 

In addition to health insurance costs, 
business insurance has also increased for 
many contractors. For instance, Nickett't 
rates went up 45 percent. 

Additionally, some contractors have 
seen huge worker's compensation hikes 
impact their expenses. 

"Our workers' compensation costs have 
cone up 300 percent," Leidecker says. "This 
will drive out business and cause compa-
nies to close doors. We're a $3 million 
company and for us, it's a $50,000 hit. If 
you're running a good operation at 8 or 10 
percent profitability - which is huge in a 
down economy - your profit could be 
$240,000 and 20 percent of your profits are 
going to cover just the increase." Because 
this rate hike was only announced in Janu-

www.lawnandlandscape.com 

ary of 2003 and went into effect in July 2003, 
contractors did not have an opportunity to 
increase prices on their 2003 contracts, leav-
ing them to eat the increase until 2004. 

One bright spot that some contractors 
see is a decrease in their automobile insur-
ance costs. 

"We're starting to see a decrease in auto 
insurance because we implemented a safe 
driving program," Tollefson says. "All of 
our employees who drive vehicles have to 
go through a driver's training program. 
We minimized our losses by 60 percent the 
first year and now the insurance company 
looks at us as less of a risk." 

All in all, many contractors recognize 
that the high prices they are paying for 
insurance actually makes them safer choices 
for potential clients. 

"I get calls once a week asking why our 
prices are so much higher and I explain 
that we're a completely legal company and 
we have every insurance certificate they need" 
Nickett says. "We're not the cheapest, but 
we provide quality work, safely." HJ 

The author is Assistant Editor of Lawn & 
Landscape magazine and can be reached at 
lspiers@lawnandlandscape.com. 
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STATE Ol 
% INCREASE/ EXPECTED % 
DECREASE INCREASE/ YEAR- SEASONAL/ 

HEADQUARTERS STATE/ 2002 OVER DECREASE ROUND PART-TIME 
CITY PROVINCE REVENUE (USD) 2001 FOR 2003 EMPLOYEES EMPLOYEES 

1 TruGreen Cos. Memphis Tenn. $1,400,000,000 0 4 to 5 18,500 6,000 

2 VolleyCrest Cos. Calabasas Calif. $620,000,000 n/a n/a 7,800 0 

3 The Davey Tree Expert Co. Kent Ohio $319,273,000 - 6 4 4,400 600 

4 The Brickman Group Gaithersburg Md. $297,000,000 16 15 1 800 4 000 

5 American Civil Constructors Littleton Colo. $170,000,000 13.3 12 800 1,500 

M t j Initial Tropical Plants (formerly Rentokil] Riverwoods III. $103 000,000 - 6 n/a 50+ 50+ 

71») The F.A. Bartlett Tree Expert Co. Stamford Conn. $103,000,000 3 4 1,000 0 

8 Scotts LawnService Gahanna Ohio $90,000,000 n/a n/a n/a n/a 

» OneSource Landscape & Golf Services Tampa Flo. $80,250,000* 7 n/a 1,250 350 

10 Gothic landscape Valencia Calif. $ 7 8ô59 56^ 10 7.5 1,200 0 

11 Weed Man Mississanua Ontario $75,000,000 10 13.5 1,500 0 
12 Lawn Doctor Holmdel NJ. $70,000,000 6 5 1,500 1,000 

13 American Landscape Cos. Los Angeles Calif. $51,000,000 28 10 850 0 

14 Grounds Control Division of Sanitors San Antonio Texas $49 300 000* 40 n/o n/a n/a 

15 Omni Landscape Group Norristown Pa. $47,903,000 3.6 4.4 350 250 

16 Massey Services Maitland Fla. $4' 300 000 8.9 15 534 0 

17 The Care of Trees Wheeling III. $39,780,736 4 2 450 50 

18 Vila & Son Landscaping Corp. Miami Fla. $39,500,122 39.6 15 590 0 

19 The Bruce Co. of Wisconsin Middleton Wis. $38,000,000 8 2 183 522 

20 Oak Leaf Landscape Anaheim Calif. $37,820,000* 22 n/a 500 0 

21 Jensen Corporation Landscape Contractors Cupertino Calif. $31,584,431 - 9 0 250 WÊÊËÊÊÊÊÊÊÊ 
J?2_ Landscape Concepts Groysloke III. $31,000,000 8 80 360 

23 Acres Group Wauconda III. $30,800,000 15 14 100 500 

24 Allin Cos. Erie Pa. $50 240 000 139 125 25 55 

25 The Celtis Group San Jose Calif. $28,500,000 25 10 400 50 

26 Chapel Valley Landscape Co. Woodbine Md. $28,300,000 6.8 14 250 150 

27 |t) Lipinski Landscape & Irrigation Marlton NJ. $27,000,000 10 10 100 250 

28 |t) Marina Landscape Anaheim Calif $27,000,000 10 5 300 40 

29 The Groundskeeper Tucson Ariz. $26,000,000 0 10 550 50 

30 Greenspoce Services 1 Toronto Ontario $24,172,872 ($33 mi. Can.) 3 4 75 400 

31 Naturalawn of America Frederick Md. $24,100,000 9 5 to 10 n/a n/a 

32 Chalet Landscape Wilmette III. $24,000,000 2 2 100 200 

33 |t) Mariani Landscape Lake Bluff III. $23,000,000 n/a n/a 80 220 

34 |t) Nanak's Landscaping Longwood Fla $23,000,000 2 5 400 0 

35 (t) Teufel Nursery Portland Ore. $23,000,000 22 14 220 95 

36 (t) Scott Byron & Co. Lake Bluff III. $23 000 000* 0 n/a 95 325 

37 Cagwin & Dorword Novato Calif. $22,886,080 12.5 3 336 0 

38 Tropics North Princeton Fla. $22,500,000 0 10 290 0 

39 (t) AAA Landscape Phoenix Ariz. $22,000,000 0 10 400 50 

40 (t) Urban Farmer Thornton Colo. $22,000,000 11 10 180 180 

41 The Greenery Hilton Head Island S.C. $21,000,000 6 8 320 20 

42 Nissho of California Vista Calif. $20,400,000 - 1 1 0 300 0 

43 Park Landscape Santa Ana Calif. $19,475,400* 7 n/a 500 0 

44 Spring-Green Lawn Care Corp. Plainfield III. $19,300,000 6 3 160 165 

45 Choate Irrigation USA Carrollton Texas $18,500,000 8 20 250 0 

46 W.H. Canon Romulus Mich. $17,500,000 50 15 115 130 

47 LMI Carrollton Texas $17,299,155* 30 n/a 130 20 

48 Lucas Tree Expert Co Portland Maine $17,000,000 0 20 375 75 

49 ALDO1 Landscaping & Lawn Service Ocean NJ. $16,140,000 20 10 60 40 

50 (t) Clarence Davids & Co. Matteson III. $16 000 000 0 0 85 215 

Visit our Web site for additional State < 
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THE I N D U S T R Y 
% INCREASE/ EXPECTED % 
DECREASE INCREASE/ YEAR- SEASONAL/ 

HEADQUARTERS 2002 OVER DECREASE ROUND PART-TIME 
COMPANY CITY STATE REVENUE (USD) 2001 FOR 2003 EMPLOYEES EMPLOYEES 

51 » Denison Landscaping Fort Washington Md. $16,000,000 10 5 75 50 

52 (t| Dora Landscaping Co. Apopka Fla. $16,000,000 0 0 100 0 
53 CoCal Landscape Denver Colo. $15,700,000 - 3 21 180 200 
54 HighGrove Partners Atlanta Ga. $15,469,000 0 5 200 30 
55 Shamrock Landscaping Kent Wash. $15,250,000 25 15 125 30 
56 McFall & Berry Landscape Management Vienna Va. $15,100,000 4 11 160 80 
57 |t) DuBrows Nurseries Livingston NJ. $15,000,000 7 13 75 175 

58 (t) Great Oaks Landscape Associates Novi Mich. $15,000,000 4 0 40 100 
59 |t) Hermes Landscaping Lenexa Kan. $15,000,000 0 0 125 125 
60 (t) North American Landscape Charlotte N.C. $15,000,000 15 - 2 0 150 50 
61 (t) Realty Landscape Corp. Newtown Pa. $15,000,000 15 10 100 160 
62 Western Dupage Landscaping Naperville III. $14,900,000 - 6 2 40 130 
63 Bauman Landscape Richmond Calif. $14,850,000* 10 n/a 60 100 
64 H New Garden Landscaping & Nursery Greensboro N.C. $14,500,000 - 8 10 175 50 
65 |t) Sungrow Landscape Services Austin Texas $'4 500.000 n/a n/a 300 0 
66 Ike Highridg, Corp. Issaquah Wash. $14,200,000 0.7 1.5 225 70 
67 Countryside Industries Wauconda III. $14,161,658 14.32 10 40 150 
68 |t) ILT Vignocchi Wauconda III. $14,000,000 38 10 50 100 
69 |t) Pro-Grass Wilsonville Ore. $14,000,000 2 1 250 0 
70 Autumn Landscaping Englewood Colo. $13,598,000 40 20 100 100 
71 Nutri-Lawn I Toronto Ontario $13333,906 ($182 ml Cai) 10 5 n/a n/a 
72 Northwestern Landscape Co. Puyallup Wash. $13,233,000 12 30 200 100 
73 R.H. Dupper Landscaping Tempe Ariz. $13,075,354 29.72 23 165 10 
74 Sebert Landscape Co. Bartlett III. $13,000,000 20 3 60 120 
75 Groundmasters Loveland Ohio $12,700,000 23 26 125 100 
76 Benchmark Landscape San Diego Calif. $12,200,000 - 1 2 10 200 0 
77 Middleton Pest Control Orlando Fla. $12,172,728 22.87 23 270 n/a 

78(4 Dennis 7 Dees Landscaping Portland Ore. $12,000,000 11 3 160 40 
79 (t) Parker Interior Plantscape Scotch Plains N.J $12,000,000 0 n/a 50+ 20+ 

80(4 Senske Lawn & Tree Care Kennewick Wash. $12,000,000 5 8 150 50 1 

81(f) Gibbs Landscape Co. Smyrna Ga. $12,000,000* n/o n/a 150 175 
82 Webb Landscape Ketchum Idaho $11,763,495 - 4 2 30 130 
83 Lied's Nursery Co. Sussex Wis. $11,740,000 - 2 0 10 75 200 
84 Munie Outdoor Services Caseyville III. $11,098,000 26 10 75 100 
85 James Martin Associates & LID Landscapes Vernon Hills III. $10 472 000 11 0 75 65 
86 Clintar Groundskeeping Services I Toronto, Ontario Canada $10,842,480($ 14.8 ml Cai) 0 10 130 200 
87 Swingle Tree & Lawn Care Denver Colo. $10,700,000 - 1 15 145 50 
88 (t) Landscape Specialists Lake Forest Calif. $10,500,000 14.39 20 250 100 
89 (t) McHale Landscape Design Upper Marlboro Md. $10,500,000 12 10 130 25 
90 Stiles Landscape Co. Pompano Beach Fla. $10,486,000* 7 n/a 145 35 
91 Naturescape dba Alpine Gardens Greeley Colo. $ 1 0 126 9 4 2 3 10 42 90 
92 Landscape Workshop Bessemer Ala. $9,936,000* 8 n/a 170 25 
93 Bozzuto Landscaping Co. Laurel Md. $9,413,227 27 25 70 130 
94 (t) Complete Landsculpture Dallas Texas $9,200,000* 0 n/a 100 130 

JUL Glen Gate Co. Wilton Conn. $9,200,000* 0 n/a 40 40 
96 Heads Up Landscape Contractors Albuquerque N.M. $8,900,000 - 1 0 8 110 60 
97 Bratt Landscapes Pleasant Grove Utah $8,866,022 - 2 9 - 1 0 18 95 
98 Mainscape Indianapolis Ind. $8,300,000 9 20 45 85 
99 Complete Landsculpture Dallas Texas $6 200 000 - 9 0 75 30 
100 Bio Landscape & Maintenance Houston Texas $8,166,000 - 2 2 35 160 100 

Hie Industry coverage... Iawnandlandscape.com 

LAWN & LANDSCAPE * Figures based on contractors' 2002 projected increases for 2003 

tCanodian revenue converted to USD based on current exchange rate .7326, <m of press time. 
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The industry's fastest 
Mid-Mount ZRT collection system 

TORO C o u n t o n i t . 

The Toro® Mid-Mount ZRT with DFS Vac? As the industry's 

only true "vacuum" bagger, the Toro DFS Vac minimizes clogging while 

maximizing suction power. Add to that its unique dump-from-seat capability 

which allows you to dump debris in seconds, and you've got efficiency on 

a whole new level. To learn more, call 1 - 8 0 0 - 8 0 3 - 8 6 7 6 or visit toro.com. 

Visit us at Expo 2003, Booth #4300 
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(continued from page 60) 

remove more potassium than they need for 
their growth. This means potassium might 
become deficient when nitrogen levels are 
high. Visible potassium deficiency symp-
toms are rare and excessive amounts inter-
fere with the absorption of calcium, magne-
sium and other nutrients. 

SECONDARY NUTRIENTS. Sulfur pro-
motes dark green turf. It assists in root growth 
and the accumulation of carbohydrate re-
serves. Sulfur deficiency also makes turf more 
susceptible to some diseases. 

Although the symptoms of sulfur deficiency 
are less visible than iron or nitrogen deficien-
cies, they show some similarities. Grass blades 
are light yellow and the grass grows slowly. 
Sulfur deficiencies are easy to correct by apply-
ing any sulfur containing fertilizer. 

Calcium and magnesium are usually not 
problems for turf managers. In arid areas with 
high pH soils, there is an abundance of these 
minerals. In low pH areas, they are usually 
applied in sufficient quantities to adjust the pH 
so that more additions are unnecessary. 

MICRONUTRIENTS. Iron is the only mi-
cronutrient likely to create problems for turf 
managers. Even though iron comprises less 
than .3 percent of the grass plant, its effect on 
the growth and appearance of the turf is dra-
matic. It promotes dark green color, shoot 
growth and density. It also enhances root 
growth and carbohydrate reserves. Adequate 
iron promotes heat and cold tolerance, makes 
turf more tolerant of drought and 
increases wear tolerance. 

Lack of iron, or iron chlorosis, 
appears as light yellow leaves. The 
yellowing is more prominent near 
the tips of the grass blades. Iron 
deficiency shows the immediate 
color change but not the immedi-
ate clipping reduction that comes 
if the turf is deficient in nitrogen. 

Iron deficiencies are corrected 
by applying ferrous sulfate or an 
iron-containing fertilizer. Expen-
sive chelated products are not 
usually warranted except in un-
usually high pH situations be-
cause the material is applied as a 
foliar application. Excess iron can 
tie up phosphorous, so avoid 
making unneeded applications. 

The first step in developing a 
turfgrass fertility program is 

determining the fertility with laboratory 
tests. A basic soil test includes measure-
ments of the soil pH, phosphorus, 
potassium, salt and lime levels. Knowing 
these, a manager can make informed 
decisions - not guesses - about fertilizer 
application rates and frequencies. Follow 
these steps to adequately test soil: 
/ Use a certified soil lab. Many states 
have soil test labs at their Land Grant 
Universities or other independent labs. 
Use one that is familiar with conditions 
in your state as they can then help with 
recommendations if needed. 
/ Avoid homeowner type soil test kits or 
"free" tests from uncertified labs. These 
are usually inaccurate or are often used 
to sell unneeded fertilizers. 
/ Take soil samples in areas of similar 
soil type and fertilization history and 
make a composite sample from each 

area. Soil testing prior to planting 
turfgrass is preferred. It is easier to 
change soil before planting than after the 
grass is established. 
/ Soil pH is one measurement that helps 
turf managers make good decisions. The 
amount of acidity or alkalinity is mea-
sured on a 0 to 14 scale. When the pH is 
below 7.0, the soil is acidic. When it is 
greater than 7.0, it is alkaline. A pH of 
7.0 is considered to be neutral - neither 
acidic nor alkaline. When soil pH drops 
below 6.0 or rises above 7.5, some of the 
turfgrass nutrients become less available. 
/ Over time, in high rainfall areas the 
leaching of basic materials from the soil 
and the use of acidifying fertilizers makes 
soil more acidic. Conversely, irrigation 
water adds bases of calcium, magne-
sium, potassium and sodium that 
gradually increase alkalinity. Conducting 
periodic soil tests is the only way to 
monitor changes. - Larry Sagers 

Testing Tips 
Soil tests may show adequate amounts of 

iron in the soil, but the element is unavailable 
as it is tied up with other nutrients. This is 
common in alkaline soils. In such cases, che-
lated iron products help correct the problem. 

The other essential elements of manga-
nese (Mn), zinc (Zn), copper (Cu), molybde-
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THE PRINCIPLE OF LIMITING FACTORS. 
The level of water itt the barrels above represents the level of 
crop production. On the left, nitrogen is represented as being the 
factor that is most limiting. Even though the other elements are 
present in more adequate amounts, crop production can be no 
higher than that allowed by the nitrogen. When nitrogen is 
added (right barrel), the level of crop production is raised until 
it is controlled by the next most limiting factor, which is 
potassium, in this case. Graph: Larry Sagers 

num (Mo), boron (B) and chlorine (CI) are not 
usually problems on turfgrass grown in soil. 
Chlorine is needed in such small amounts 
that deficiencies can only be shown under 
laboratory conditions. Grass growing on pure 
sand such as golf greens may infrequently 
require added trace minerals. 

Giving cookbook formulas for ap-
plying nutrients to turf is impossible 
because of many variables involved, 
even within a localized area. Each 
manager must make those decisions 
after taking into account the turf spe-
cies, desired use, quality, and the sur-
rounding environmental and manage-
ment conditions. Consider natural soil 
fertility, available fertilizers, purchase 
and application costs and the length 
of the growing season. 

Base all fertilization decisions on 
facts, not guesses to save time, money 
and lost turf. HJ 

The author is regional horticulture spe-
cialist, Utah State University Extension 
Service, and can be reached at 
lsagers@extmail.usu.edu. 
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Retention, 

drainage and 

increased real 

estate value: 

there are 

plenty of 

reasons to 

put up a wall 

and even 

more ways 

to fail 

miserably. 

by Will Nepper 

Retaining walls can be constructed to maximize space, provide aesthetic beauty or just 

hold something back. But the common problem for many contractors is their inability 

to see a wall as nothing more than the veneer of a bigger retention system. 

Many of the most problematic aspects of wall installation can be avoided if 
contractors take the time to consider each wall's specific purpose and then make 
decisions accordingly. This means choosing materials wisely, considering appropriate 
backfill and water drainage - but most importantly, carefully planning all of the above 
before construction begins. 

W H Y W A L L S ? "If you focus solely on the wall, then you're not concentrating on what 
the real issue is, which is trying to stabilize the ground," says Andy White, president, 

STEP-BY-STEP RETAINING WALLS 
STEP ONE - Using a shovel or a skid-steer loader, dig a trench about 2 feet wide and deep 
enough to fit the required amount of buried block and compacted base. For walls less than 4 
feet high, bury one course of units. For walls taller than 4 feet, consult a qualified engineer 
for design feedback. Total wall height includes the height of any buried courses. 

STEP TWO - Firmly compact the soil in the bottom of the trench. Lay 6 inches of 
compactable base (sand and gravel) in the bottom of the trench and compact. 

STEP THREE (A,B)- Place the first layer of units without lips on the prepared base. Manually 
knock off lips before placement. Position the units side-by-side, in contact with the base and 
level in both directions using a carpenter's level. Backfill with free-draining aggregate. 

STEP FOUR (C)-Place a filter fabric (recom-
mended) directly behind the wall extending from 
the bottom of the base course to the middle of the 
top course. This will minimize the amount of 
backfill material coming through the face texture of 
the stones. 

STEP FIVE (D)- Continue assembling additional 
courses by placing units in a staggered relation-
ship to the course beneath, pulling each unit 
forward until secure. As you install each course, 
first use gravel as backfill. 
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Wayside Landscape Services, Ashville, N.C. 
"That is really important because if you don't 
focus on the stabilization, there are probably 
going to be some problems down the road." 

However, Lynn Barnhart, landscape mar-
keting manager, Anchor Wall Systems, Twin 
Cities, Minn., asserts that, for residential con-
tracts, fashion and form are becoming more 
important. "A good retaining wall can be a 
complement to the overall landscape design or 
incorporated into a flowerbed," she says, add-
ing that retaining-wall systems are becoming 
much more popular with homeowners. 
"People are spending a little more every 
year on their lawns," Barnhart says, and 
some of that money is being allocated to the 
construction of retaining systems. 

Although aesthetics can be more of an 
issue in the private sector, that does not 
mean other, more functional factors, are not 
also considerations. Suzanne Blackburn, vice 
president, Hilfiker Retaining Walls, Eureka, 
Calif., says retaining walls are often used to 
improve real estate. "People are building 
bigger homes on smaller lots," she says. "To 
maximize the use of their property, they 
need to use retaining walls." 

Rob Leid, president, Lied's Nursery, Sus-
sex, Wis., also refers to function as the pri-
mary reason for putting up a retaining sys-
tem. "Grade determines the need," he says. 
In addition to maximizing backyard space 
and creating usable patio space, in many 
cases a wall is installed to deal with grade 
changes," Leid explains. 

STEP SIX (E) - Place drain tiles 
behind the retaining wall at a 
grade to allow water to drain 
from the backfill. Outlet the 
drain tile through the wall at 
every low point and around the 
ends of the wall. Then, backfill 
with free-draining gravel 12 
inches behind the wall in 6-inch 
layers. Fill in the voids. 
(Organic soil and clay are not 
recommended for backfill.) 

STEP SEVEN (F) - Fill in any 
remaining areas behind the wall 
with soil. Then, compact it 
every 12 inches. Repeat steps 
five, six and seven until the 
retaining wall reaches the 
desired height. For walls taller 
than 4 feet, consult a qualified 
engineer for information 
concerning proper design, 
backfill and geosynthetic 
reinforcement. 

STEP EIGF1T - Firmly compact native soil every 12 inches behind 
the retaining wall. Flowever, do not compact the soil directly on top 
of the units. 

STEP NINE (G)- To finish off the retaining wall in corners or tight 
areas, you may need some partial blocks. To split a block, use a 
hammer and chisel to score the block on all sides. Pound the chisel 
on the score line until the block splits. If the block does not split 
easily, use a circular cut-off saw with a masonry blade. Always 
wear eye protection when splitting blocks. Wear other recommended 
protective apparel when operating saws as well. - Images and 
information: Anchor Wall Systems 

A retaining wall can add aesthetic appeal to a landscape 
while maximizing space. However, careful attention to 
detail and proper installation techniques are necessary for 
successful results. Photo: Anchor Wall Systems 

"The main reason for putting up a reten-
tion wall or system is to hold something back," 
White adds. "It's usually done for space re-
quirement. You probably have a slope and 
need to get some usable ground [because] the 
slope is not useable for the client's purposes." 

BETTING ON BACKFILL. In most cases, 
the construction of a retaining wall is point-
less if contractors don't consider the most 
important factors first. The most vital of 
these factors is a retaining wall's backfill. 

"Your wall is a vertical structure holding 
something back behind it - soil, roadway, a 

planting bed," White explains. 
"But there's a lot of pressure on 
that wall. That soil or ground 
behind it has to be stabilized to 
take some of the pressure off of 
the wall." 

There are a couple of ways to 
accomplish this. "A lot of walls 
have some sort of 'dead man' -
some type of a material that 
projects into the area you are try-
ing to stabilize, and it's attached 
to the wall," White says. This an-
chors the wall to the material -
usually ground - behind it. 

"If it is a wood wall like a rail-
road tie wall, a railroad tie might be 
embedded back into the soil with a 
cross-member at the end so it would 
provide resistance," he specifies. 

"Another example is a 
geogrid, which is a plastic grid specially 
made to stabilize the soil, which looks a little 
like a plastic-welded wire fabric," he explains. 
"If you've ever tried to pull a piece of buried 
fencing out of the ground, it's very difficult. So, 
this provides a tremendous stabilization fac-
tor for the soil. If it is tied into your face wall, 
it really gives a lot of support to that wall." 

Anchoring a wall is especially necessary 
when walls are constructed with the implicit 
purpose of retaining ground. The wall must 
not come down under any circumstances. In 
the unfortunate scenario where a wall has 
not been supported sufficiently, the price 
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paid by a client (or the responsible contrac-
tor) can be great. Because, in many cases, on 
the other side of these unstable walls are 
flowerbeds, backyard patios and, in worst-
case scenarios, homes and automobiles. 

"The performance of retaining walls is a 
direct function of the quality of the backfill 
material utilized," Blackburn says. "That 
generally needs to be a granular free-drain-
ing material. If clay or sand is used, several 
things are likely to happen. There will more 
likely be movement of the wall during con-
struction and post-construction settlement 
issues." Both, she says, threaten the integrity 
and aesthetics of the wall. 

DOWN THE DRAIN. Water can wreak 
havoc on a retaining system if steps are not 
taken in the early design stages. As with 
backfill, drainage problems can mean the 
undoing of an otherwise secure-looking wall. 

"Drainage needs to be considered early on 
(continued on page 86) 

It's easy to be overwhelmed by the myriad aspects of constructing a retaining 
system for a client. That's why contractors should come armed with a 

checklist of items that must be considered before the time comes to round up 
materials, offer quotes and, of course, break ground. Below, Unilock suggests some 
items to add to your checklist: 

DIMENSIONS & LOCATIONS: 
• Property boundaries 
• House size (including the direction it faces) 
• Structures such as pool houses, sheds, decks, garages, etc. 
• Trees to remain or to be removed 
• Entrances and windows 

• Proposed or existing planters, steps, walls and stone areas 

LOCATE: 
• Electric meter, water taps, downspouts, etc. 
• Underground services 

CONSIDER: 
• Elevation of entrances from ground level to top of threshold (noting the visual 
aspects of adjoining properties) 
• Location of wall or other related installations with regard to sunlight and shade 

Before You Build... 

It's the Connection 
The most critical location within a segmental 
retaining wall is at the connection. If you 
compromise connection strength, you risk wall 
failure. It's as simple as that. With the Mesa* 
Systems' positive, mechanical connection, you 
are assured full load transfer from the wall face 
to the reinforcement. The result - unsurpassed 
reliability and performance. 
For more information on how the Mesa Systems 
can save you time and money on your next retaining 
wall project, visit www.tensarcorp.com/m9 or 
call 800-TENSAR-l. 

Tensar Earth Technologies, Inc. 

USE READER SERVICE # 5 1 
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(continued from page 84) 

in the design phase," Barnhart asserts. 
Blackburn also points to the mismanagement 
of water on the surface and subsurface of a 
retaining system as one of the most common 
mistakes made with regard to design. 

"You have to relieve the water pressure 
somehow," White adds. "There has to be a 
drain system of some sort behind the wall." 

White says some walls require a 1-foot-
deep channel of stone behind the wall that 
extends from the wall's top to bottom. "At 
the bottom would be a drain pipe that moves 
all the water away," he says. "Any water 
moving horizontally through the soil is go-
ing to hit that drain, or gravel, and drop 
immediately before it gets to the wall." 

But environmental water won't be the 
only problem Mother Nature inflicts upon a 
retaining wall. Sometimes frost and ice can 
cause problems at the wall's base where the 
footer meets the ground. According to 
Barnhart, this is one reason to wait until you 
are out of your area's frost season before 
beginning construction. 

With regard to preventive medicine, 
White explains that you must consider the 
frost level of the ground at the wall's base. 
Inadequate footing is another common mis-
take to avoid. 

"When you are building a stone wall in a 
northern climate," White says, "you have to 
be below the frost level. You're going to need 
about 28 inches of wall beneath the surface 
that you're not even going to see." If you 
don't, he continues, "you get a cracked wall. 
Anything more than 4 feet and you need a 
professional and sometimes a soil engineer 
who can explain what the soil properties are 
so you can design properly." 

White specifies that frost level is less criti-
cal on a segmented block wall than on a rigid 
wall, primarily because a well-designed 
rigid-wall system should have a drain field 
behind it. "On a segmented block wall, the 
footer is usually gravel, but you need to take 
that gravel down to the frost level so that the 
soil beneath the wall isn't moving up and 
down as freezing and thawing occur." 

WALL OF WHAT? A retaining wall can be 
constructed of several materials, but factor-
ing in the wall's environment and purpose 
are important when making this decision. 
Homeowners traditionally are looking for a 
wall that might provide a function second-
ary to sprucing up the yard. Contractors 
who offer retention services should examine 
what is available on the market so they can 
greet their clients with a full palate of mate-
rials that best suit their needs. 

What are people looking for? The look is 
"natural, natural, natural," Barnhart says. 
"People want walls that either blend in with 
the landscape or look like they've been there 
for a while." 

"[Some] walls use the natural available 
stone," Blackburn explains. "The basket tends 
to blend into the environment and you don't 
really see it." This type of wall is sometimes 
incorporated as an architectural feature, pri-

(continued on page 90) 
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(continued from page 86) 

marily in commercial designs, she says. 
White explains that the most desired 

material for wall construction is natural 
stone, "but it's also the most expensive." 

"As the market grows," White says, 
"things are starting to look more natural." 
Some building blocks have been very effec-
tive but don't look like natural stone. "So, 
you either like it or you don't. But, like 
anything else, if you look at it long enough, 
you start to get used to it." 

There are also more options in terms of 
color variety, White says. "There's more than 
just the gray concrete coloring," he contin-
ues. "I've seen a wide range of colors - a lot 
of tan, brown or beige. I've even seen some 
reddish color to blend in with [some areas'] 
soil a little bit better." 

Masonry block walls are perennially 
popular for low height applications, 
Blackburn explains. She adds that they also 
typically outlast the walls constructed of 
treated timber. 

White concurs. "The [lifespan] for pres-
sure-treated wood can be between 50 and 60 
years. A lot of people are using pressure-
treated hard wood, which lasts about 10 
years at the most. Pressure-treated pine lasts 
a lot longer," he says. "As the market grows 
with the arrival of the segmented block re-
tention walls, lumber is being used less. For 
look or longevity, lumber is the least favor-
ite, but it's also the least expensive." 

And longevity is most certainly a desir-
able attribute, especially if the wall in ques-
tion is meant to retain sloping ground. "With 
the segmental wall units, it's hard to say 
how long they're going to last because 
they've only been around for about 15 or 20 
years so far." 

And so what of the cost? Is there a retain-
ing wall average among contractors to con-
sider when calculating final fees? 

"For residential, we look at anywhere 
between $15 to $30 per square foot installed," 
Barnhart comments. "Commercial - be-

lawnandlandscape.com 

^ ^ ^ ^ C h e c k our October Online Extras to 
find out how planning ahead can save you 
time and money with wall installations. 

tween $12 and $18 per square foot installed. 
These prices include labor, block, materials 
and, in special conditions, an engineer's fee 
may be involved." 

White, on the other hand, asserts that it 
would be nearly impossible to come up with 
an average. "Almost every one is custom 
built," he says. "The low end is wood, the 
high end is high-quality stonework, and then 
there are segmental block units in between. 
The size of the wall is also critical. The higher a 
wall gets, the more expensive it gets because 
the more wall there is, the more area behind 
that wall that needs to be stabilized." ID 

The author is a staff writer for Lawn & Land-
scape magazine and G1E Media and can be reached 
at wnepper@gie.net. 

HOW TO BUILD THE 
LONGEST LASTING TRAILER 

IN THE GREEN INDUSTRY 
(WELLS CARGO'S COMPREHENSIVE 6-YEAR WARRANTY IS PROOF POSITIVE!) 

Visit us at Expo 2003, Booth #2302A 
USE READER SERVICE #68 

THl-LANDSCAPE!! 
IT'S PERFECT FOR 

Commercial & Residential Landscapers 
Public Works Departments 

Horse Riding Arenas 
Golf Courses 

Available Widths: 48", 60", 72", 78", 
84", 90", and 96" 
Harrow, Ripper & Seeder are Optional 
Tilting & Stationary Skid Steer 
Mount Available 

Call Toll Free 
Canada 877-467-3478 

USA 877-747-2442 

www.reist.on.ca 

9 0 OCTOBER 2003 

Visit us at Expo 2003, Booth #842 
USE READER SERVICE # 5 5 

LAWN & LANDSCAPE 

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 

3/8" 
Exterior Grade 

Plywood 
Sidewalls 

Rear Ramp 
Door with 

Dual Spring 
Assist 

Heavy-Duty Anodized 
Aluminum Roof Cove 

Radius Steel 
Corner Posts 
(Front & Rear) 

LED 
Stop/Tail/Turn 

Lights for 
Improved Safety 

mailto:wnepper@gie.net
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T E L L T H E S 
u W h e n o u r o w n e r s tel l us t h e W a l k e r M o w e r is w o r k i n g 

a n d h e l p i n g t h e m s u c c e e d , it keeps us energized a n d focused 

o n b u i l d i n g t h e bes t poss ib le p iece o f e q u i p m e n t . " 
Bob Walker, President; Walker Manufacturing 

R Y 

" Y o u r m o w e r s 
k e e p m e l o o k i n g 

g o o d a g a i n s t 
t h e c o m p e t i t i o n . " 

Ray West, 
Professional Grounds 

Maintenance, Inc., 
Vermilion, Ohio 

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

" U n d o u b t e d l y , t h e bes t grass 
m a c h i n e I h a v e ever o w n e d , I h a v e 

h a d m a n y o t h e r b r a n d s a n d n o 
c o m p a r i s o n i n 6 0 y e a r s . " 

Harold A. Jensen, 
Fayetteville, Georgia 

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

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

Waihi Beach, New Zealand 

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

"We operate a two person 
lawn care company. My wife 

and I would not be able to do 
this without our Walkers." 

Gary Vassallo & Loretta Tunstall, 
Lawn Cruisers Lawn Care, 

Kalispell, Montana 
"Best mower sold! 

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

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

Jacksonville, Florida Saltillo, Mississippi 

" W a l k e r i s b y f a r t h e b e s t 
m o w e r i n t h i s s i z e a v a i l a b l e , 
a n d I a m e x c e e d i n g l y p l e a s e d 
w i t h m y W a l k e r . " 
Walt Olsen, 
N.I.W.S Services, 
Gypsum, Colorado 

"P lease c o n t i n u e t o m a k e 
t h e m o s t g r a t i f y i n g 

m o w e r s t o o w n and run in 
t h e indus t ry ! ! ! " 

Elmer B. Groom, 

"Wa lker M o w e r s 
saved m y bus iness ! ! ! " 

Marc Davis, 
M.D. Landscape, 

Weymouth, Massachusetts 

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

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

Groomed Gardens, " I a m 6 7 a n d c o u l d n o t b e i n b u s i n e s s 
Jacksonville, Florida w i t h o u t m y Walker - We love i t ! " 

Travis Keen, 
I love looking back at my accounts, as I drive away Travis Keen Lawn Service 
and thanking myself for owning these mowers..." Columbus Georgia 

Paul & Jennifer Sparks, 

SrZ%!ilTnonda " Y o u b u i , d t h e b e s t m o w e r i n America." 
John E. Sharts, Springboro, Ohio 

"I am very pleased with the 
performance and durability 

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

Arnie Gundersen, 
Luxor Landscape, 

Maple Valley, Washington 

" I c a n t r u l y say W a l k e r is h a n d s d o w n t h e bes t 
m o w e r o n t h e m a r k e t t o d a y . . . I ' v e seen a l o t 

o f d i f f e r e n t m o w e r s , b u t I o w n t h e bes t : Wa lker . 
Stephen D. McBride, 
Mac's Lawn Service, 

Portland, Indiana 

" I j u s t l o v e m y W a l k e r ! " 
Michel Bernardin, 

St. Philippe, Quebec, Canada 

"Nicest lawnmower 
we ever owned" 

Guy and Claudette Laurencelle, 
Lac du Bonnet, 

Manitoba, Canada 

"Will never own 
any mower other 

than a Walker." 
Mike Pillsbury, 
Chariton, Iowa 

" B e s t m o w e r 
I have ever used . " 

Vickers L. Cunningham 
Dallas, Texas 

Visi t us at Expo 2003 
Boo th #3990 

WALKER MANUFACTURING CO. 
5 9 2 5 E. H A R M O N Y R O A D • DEPT. C D 

F O R T C O L L I N S , C O 8 0 5 2 8 
( 8 0 0 ) 2 7 9 - 8 5 3 7 • www.walkermowers.com 

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

USE READER SERVICE # 5 6 

http://www.walkermowers.com
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When caloalaiing Id 
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•payroll or GGA 
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is three-pa 
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Calculating labor burden can be both laborious and 

a burden. If one doesn't know the methods and 

formulas, the accuracy and integrity of the 

company's annual budget could be at risk. It might 

seem overwhelming at first, but there are guide-

lines to help simplify and streamline the process. 
First a basic definition: Labor burden consists 

of those items that can be directly correlated to 
office and field payroll and that vary in direct 
proportion to it, including Federal Insurance Con-
tributions Act (FICA), Federal Unemployment 
Tax Act (FUTA), State Unemployment Tax Act 
(SUTA) and Workers' Compensation Insurance 
(WCI). The labor burden added to field labor is a 
direct cost. The labor burden added to general 
and administrative (G&A) overhead payroll is an 
indirect G&A cost. It is calculated as a percentage 
that is then applied to field and office (or G&A 
administrative) payroll. 

When calculating the labor burden to be applied 
to prevailing wage or rated government jobs, re-
viewing the bid documents and specifications to 
ensure that the correct labor rates are used with the 
appropriate fringe benefits is important. 

THE POWER OF PERCENTAGES. Most labor 
burden items are assigned as a fixed percentage that 
will vary little when calculated into the labor burden. 
Other labor burden items, such as sick pay, paid 

holidays, and vacation time, are based on accumu-
lated paid non-work time (days or man-hours) 

\ and need to be calculated differently when 
bidding rated or non-rated jobs. 

The usual range for labor burden in 
the United States is between 12 and 15 

percent for office personnel and from 20 
to 35 percent for field personnel. Tree crews 

usually will have a much higher labor-burden 
rate, primarily due to their high workers' compen-
sation insurance rate. 

(continued on page 94) 
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eisburger ireen 
Insurance? 
At WeisburgerGrccn Insurance, we work hard every day to answer that 

question. Our business has been family run since 1915, and we've built our 

reputation by establishing a strong tradition of customer service and 

reliability unmatched in the green industry. For those of you who know us, 

we thank you for helping us build that reputation and for your continued 

support. For those of you new to WeisburgerGreen, we think our customers 

and valued industry partners are the experts. We urge you to return to these 

pages during the coming months to hear what they have to say about the 

quality, value and service we deliver every day. 

• Fourth-generation agency 

• More than 60years insuring pesticide <£ herbicide applicators 

• Thousands of pest control and lawn care operators served 

• Local agent option 

• Expert claims handling 

• Dedicated loss control program 

• Gxiarterly newsletter 

WEI RGERGreen 

Contact us today for a free 
evaluation of your current coverage. 

USE READER SERVICE # 5 7 
5 Waller Avenue 

White Plains, NY 10601 
Tel (914) 4 2 8 - 2 9 2 9 
Fax (914) 4 2 8 - 0 9 4 3 

Toll Free (800) 4 3 1 - 2 7 9 4 
Fax-on-Demand (800) ASK-WEIS 

www. we isbn rg e r .com 

"We have used the 
Weisburger agency for 
years. They have always 
set high expectations and 
exceeded them. It is a great 
feeling to know that a 
company backs up what 
they say. This gives us a 
feeling of security and 
we know that they will 
provide support in tough 
times." 

MATTHEW PARKER, 
Owner, TruGreen ChemLawn 



Calculating the Labor Burden SUTA Rate 
A. For the three employees earning more than the cap: 
3 (# of people) * $7,000 (the cap) = $21,000 
Multiply the $21,000 x .035 = $735 

B. For the remaining five employees earning less than the cap: 
$25,000 (combined payroll) * .035 = $875 
Total projected SUTA payment: $735 + $875 = $1,610 

C. Divide the total projected SUTA payment by the total projected payroll for the 
company (or the respective division). 
$1,610 * ($45,000 + $25,000) = $ 1,610 - $70,000 = .023 = 2.3% 

Use 2.3 percent (not 3.5 percent) for SUTA labor burden percentage. 

{continued from page 92) 

The labor burden in Canada generally 
runs 10 to 20 percent (plus or minus 2 or 3 
percent) for both office and field personnel. 
This is primarily due to the method by which 
Canada handles its health insurance, work-
ers' compensation insurance, and FICA and 
FUTA equivalents. 

LABOR BURDEN BASICS. Labor bur-
den calculations should be reviewed every 
four to six months and adjusted whenever 
insurance rates change. Contractors also should 
review and adjust labor burden when bidding 
rated jobs if it hasn't been done recently. 

Some companies actually have account-
ing software, which allows them to produce 
financial statements that display labor bur-
den "budgeted" for actual field and office 
payroll compared to "actual" accumulated 
expenses for labor burden items. For ex-
ample, if labor burden is calculated to be 32 
percent for field-labor payroll, the account-
ing software will make the calculations and 

Table 1. 

then compare the result (in dollars and as a 
percentage) to the actual amount spent for 
FICA, FUTA, WCI, GLI, holiday pay, vaca-
tion pay, and so on. This is an excellent 
method for ensuring that calculated labor 
burden percentages are correct. 

Another method for accomplishing the 

same thing is for contractors to establish a 
labor burden checking account where they 
can deposit and accumulate labor burden 
funds. Determine the amount simply by 
multiplying payroll (e.g. $3,000) by the 
labor burden percent (e.g. 32 percent). 
Then, deposit that amount ($960) into the 

MIDDLE GA FREIGHTLINER - ISUZU 
8 0 0 - 8 9 9 - 8 6 9 6 

We Cater To Landscape Contractors Needs! 

GET ALL THE OPTIONS 
BEFORE YOU BUY! 

Land King 
"The most innovative piece of equipment 
designed for the landscape industry since 

the string trimmer!" 

, i t t i « ^ 
; r s 

\ IVvrTVI > 
nwï»1 

2 0 0 3 ISUZU NPR-HD DIESEL: Crew Cab, 
14' Dump Body, 48" Tool Box, Hitch, Tarp, 

Auto., AC, AM/FM Cassette. 

2 0 0 4 Isuzu NPR Diesel, 35' Working Height, 
22' Side Reach, 4001b. Bucket Capacity, Hydraulic Leveling. 

We Have Working Heights up to 90 feet! 

Tree Trimmers! 

4 7 8 - 7 8 8 - 4 6 0 1 • 1 8 0 0 8 9 9 8 6 9 6 
Middle GA. Freightliner-lsuzu 

Fax: 478-781-0966 
e-mail: heathwood@gatrucks.com 

w w w . g a t r u c k s . c o m 

2 0 0 4 ISUZU NPR: Diesel, Auto., AC, AM/FM, 
16' LANDSCAPE BODY, Weed Eater Racks, Water 

Cooler Rack, Shovel Racks, Fold Down Side 

2003 NPR-EFI, 6 .0 Ltr., Gas Engine, 
16' Landscape Body, Weed Eater Racks, 

Water Cooler Racks, Shovel Racks, Fold Down 

This Months Special! 
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USE READER SERVICE #58 
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labor-burden checking account. Then, pay 
all labor burden items (including holidays, 
vacations, etc.) from that account. If the 
labor-burden percentages are correct, con-
tractors can pay all labor-burden expenses 
from that account. If there is not enough to 
cover labor-burden expenses, the calcula-
tions are probably wrong. 

Contractors should not hastily assume 
that the excess funds accumulated in this 
account can be withdrawn and spent for 
non-labor-burden expense purposes. 

INCENTIVE INSIGHTS. Accumulating 
labor burden costs to ensure that it's used to 
pay labor-burden expenses is important. 

Labor burden items (such as vacation 
pay, holiday pay, medical and /or dental 
insurance, sick pay, etc.) must be earned. 
Many contractors often wonder if they 
should provide various types of benefits 
and whether these benefits would serve as 
productivity incentives. Vacation pay, holi-

day pay, health insurance plans, etc. - these 
things don't significantly increase produc-
tivity. They should be viewed as rewards for 
work well done. However, even though 
throwing money and benefits at employees 
is ineffective, there are other things that 
contractors can provide for employees that 
will produce results: 

• Well-defined, reasonable goals 
and budgets 

• Timely and accurate feedback 
• Fair-market wages 
• Results-oriented incentives 

CALCULATION CLUES. If an entire com 
pany consists of only construction, mainte-
nance, irrigation or tree care, the contractor 
may choose to lump the entire labor force 
into one labor division. But once a division 
accounts for more than 20 percent of the 
gross annual sales, he should separate it in 
the financial statements and calculate its 
individual labor burden. Office labor bur-

den has no labor burden percentage figure 
for general liability insurance, vacation pay, 
holiday pay, sick pay, or medical and health 
insurance. These items, except for general 
liability insurance, are included in G& A over-
head totals for these people. 

In the event an individual's payroll 
amount (whether based on salary or on an 
hourly wage) is partly in G& A overhead and 
partly in field payroll, the burden amounts 
should be split accordingly. For instance, if 
50 percent of an owner's time is spent work-
ing in the field and the other 50 percent spent 
on administrative tasks, it follows that half 
of the vacation time, holiday pay, sick pay, 
and medical insurance premiums be put in 
G&A overhead and the other half in the 
respective field division labor-burden cat-
egory. It is also important to note that labor 
burden includes only the portion that is paid 
by the company for that item. The portion 
for FICA, FUTA, and SUTA that is taken out 

(continued on page 98) 

OLDHAM 
CHEMICALS COMPANY, INC. 

OVER 37 YEARS OF RELIABILITY 

200 GALLON LAWN RIG 
• 200 GALLON OLDHAM TANK WITH BAFFLE. 
• HYPRO D30 TWIN DIAPHRAGM PUMP. 
• 5.5 HP HONDA ENGINE. 
• HANNAY ELECTRIC REEL WITH 300' 1/2" HOSE. 

INSECTICIDES • FUNGICIDES • HERBICIDES 
SAFETY EQUIPMENT • SPRAY RIGS AND ACCESSORIES 

I 1 - 8 0 0 8 8 8 - 5 5 0 2 i r 

PO BOX 18358 
3701 NEW GETWELL ROAD 

MEMPHIS, TN 38118 

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

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

Call today for details. 

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

Dealer Inquiries Welcome 

RotaDairon Emrex, Inc. 95« Sathers Drive, Pittston Township, PA 1864«, USA 
Tel (570) 602-3050 Fax (570) 602-3053 E-mail rotadaironemrex@aol.com www.mge-dairon.com 

Quality Since ¡958 

One machine... One Person... One Pass 
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b -

V • Ä * ' 
- \ * 

USE READER SERVICE # 6 0 

L A W N & LANDSCAPE 

USE READER SERVICE #59 
OCTOBER 2 0 0 3 9 5 

mailto:rotadaironemrex@aol.com
http://www.mge-dairon.com


Do Your Lawn Care 
Technicians Have This? 
If Not, They Should 

The Technician's Handbook 

TECHNICIAN'S 
HANDBOOK 

FEATURES 

• Useful Insect Pest 
Identification Tips 

• In-Depth Individual 
Insect Pest Profiles 

• Recommended Insect 
Pest Management 

Strategies 

• Full Color Photo 
Identification Section 

With More Than 50 
Insect Pests 

• Detailed Insect 
Pest Illustrations 

• Glossary Of Insect 
Pest Terms 

Product 

Sponsored by 

A Field Guide To 
Turf & Ornamental 
Insect Identification 
6c Management 

By Dr. Richard Kramer 

The Ideal Field Reference Tool 
For Lawn Care Professionals 

Dr. Richard Kramer 

How To Order Your Copy 
Call 800/456-0707 
Order Online At 
www.lawnandlandscape.com/store 

$ 14 per copy 

Complete Order Form & Fax To 
216/961-0364 

H H Bayer Environmental Science 

Quantity Discounts Available 

http://www.lawnandlandscape.com/store


ORDER FORM 
DETAILED. VALUABLE. COMPREHENSIVE. 

Order Your Copy Today! 
(Please print or type. Form may be photocopied for additional purchases) 

BY PHONE: Call 800/456-0707 and ask for Megan Erickson to order your copy today. 

BY MAIL: Complete form and mail, with payment, to: 

GIE Media, ATTN: Educational & Technical Resource Department, 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: Purchase on-line at www.lawnandlandscape.com\store 

First Name Last Name _ 

Title Company 

Address 

City State Zip Code. 

Phone Fax 

E-mail Address 

PAYMENT INFORMATION 

I'd like to order copies of Lawn & Landscape Technician's Handbook @ $14.95 each. 

MERCHANDISE TOTAL $ 

Ohio residents add 7% sales tax $ 

SHIPPING & HANDLING (subject to change) 
Inside the United States - first item $5.00; additional items $1.00 each 
International - first item $10.00; additional items $3.00 each 

S 

TOTAL AMOUNT DUE $ 

• Checks: Make payable to GIE Media (drawn on a U.S. Bank, in U.S. dollars) 

3 I authorize GIE Media to charge my: • VISA • MasterCard • American Express • Discover 

Card Number Expiration Date 

Billing Address 

Name on Card Signature 

Please Note: The Handbook will not be shipped until payment information is received. All faxed and phone purchases MUST include 
credit card information. Check must be drawn in U.S. dollars and drawn from a US. Bank, There will be a $25 fee for returned checks. 

HSAD.LL 

1-800-456-0707 or visit our website 
www.lawnandlandscape.comXstore 

http://www.lawnandlandscape.com/store
http://www.lawnandlandscape.comXstore


(continued from page 95) 

of an individual's gross pay is not included 
in our labor burden calculations. 

For the sake of these calculations, deci-
mals will be used for percentages. For ex-
ample: .27 is 27 percent and .008 is .8 percent. 
Some labor-burden items will have "caps." 
This means the rate only applies to a certain 
amount of payroll on each individual. For 

instance, a state's SUTA rate may be capped 
at $15,000 for any given year. This means the 
SUTA amount is only paid on the first $15,000 
of payroll per individual per year. Accumu-
lated payroll amounts above the $15,000 cap 
are exempt from the rate. 

Caps are generally insignificant and 
very difficult to calculate accurately. How-

ever, when budget software is used to 
create a budget, caps generally are taken 
into consideration. 

When calculating labor burden, it may 
be helpful to utilize the rates that corre-
spond to the items below: 

• Federal Insurance Contributions Act 
(FICA) The present FICA rate is .0765 (or 
7.65 percent). Enter .0765 into the respec-
tive columns. 

• Federal Unemployment Tax Act (FUTA) -
The present FUTA rate is .008 (or .8 percent). 
Enter .008 into the respective columns. 

• State Unemployment Tax Act (SUTA) -
Enter the appropriate SUTA rate for your 
respective state and / or county, if applicable. 

If there is a ceiling (or cap) on what is 
paid for an individual (e.g., SUTA is paid on 
only the first $7,000 of an individual's gross 
annual payroll), the method below can be 
used to calculate the correct percentage that 
will be entered into labor burden. 

Note the following example: There are 
eight people on payroll. The SUTA rate is 3.5 
percent. The SUTA ceiling is $7,000. There-
fore, the contractor pays 3.5 percent on the 
first $7,000 of payroll for a specific indi-
vidual. Once payroll for the year exceeds 
$7,000 for that individual, he is exempt from 
further SUTA taxes (in this example only). 

Three employees earn more than $7,000 
per year, for a total of $45,000. The remain-
ing five people earn under $7,000, for a total 
of $25,000. Table 1 (on page 94) shows how to 
calculate the labor burden SUTA rate. 

Workers' Compensation Insurance - The re-
spective Workers' Compensation Insurance 
(WCI) percentage should be entered in the 
appropriate division column, factoring in 
experience modification, if applicable. The 
AWCI rate of 7 percent would be adjusted to 
6.3 percent if the experience modification 
rate was .9, or 90 percent. 

• General Liability Insurance (GLl) - Gen-
eral Liability Insurance and Umbrella Insur-
ance Policies are calculated for field com-
pany or division payroll only and are indi-
cated as such on the policy. Both are some-
times difficult to translate into labor-burden 
percentages. However, with a little effort or 
a phone call to an insurance agent it is fairly 
easy to obtain the necessary information. 

A policy will usually display GLI insur-
ance rates in one of two ways: 

(continued on page 100) 
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Visit us at Expo 2003, Booth #2302A 
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Peterson 
1 Pacific Corp, 

The BT 4 0 Pneumatic Del ivery System, the 
most powerful blower system on the market . 
• Deliver landscape products f a s t e r , s m o o t h e r , and with less 

f r u s t r a t i o n . 

• N o - h a s s l e hose system; n o i n t e r n a l r e s t r i c t i o n at the hose 
joints, less jo in ts to drag across your customers lawn, n o l e a k a g e 
to clean up. 

• " O n e - T o u c h " remote control gives the 
operator p rec ise c o n t r o l of the entire 
system. 

When you w a n t the best 
there's really only one choice... 
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Reach Up... Out... and Over! 
What a combination! The I f t ^ J I J ^ H H T 
VersaHandler TTC has the agility l ^ V y l 
and versatility of a skid-steer, plus H I -
the strength and extended reach ^ ^ 
of a telescopic — all rolled into one! W 
You'll do more work faster with this ™ ^ 
multi-purpose workhorse that gets J 
tough jobs off the ground! i r i f i i r2*? 

Extendable Boom Multiple Attachments with 
Quick-Tach System 

All-Wheel Steering 

Visit us at Expo 2003, Booth #3820 
Call toll-free 1-866-823-7898 ext. 0205 
for a FREE Video Catalog and 2003 Buyer's Guide. 
Or visit our website www.bobcat .com/0205 One Tough Animal 

A n ( f f i ) l n g e r s o l l f l a n d bus iness Bobcat Company • P.O. Box 6000 • West Fargo. ND 58078 

Rated Lift 
Capacity Lift Height 

http://www.bobcat.com/0205
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First, the rate-per-thousand method in-
dicates the rate as a dollar amount of pre-
mium for each $1,000 of field payroll. For 
instance, a rate of $29 per thousand will 
translate into a GLI rate of .029, or 2.9 per-
cent. Divide $29 by $1,000 to obtain the rate. 
If there is no umbrella premium, use 2.9 
percent as your GLI labor-burden percent. 

1 0 0 OCTOBER 2003 

Secondly, the premium per total payroll 
method simply states that a premium is 
based on a certain amount of payroll. If the 
company/division payroll is $50,000 per 
year and the premium is $1,450 per year, the 
annual premium should be divided by the 
projected payroll amount (i.e., $1,450 * 
$50,000 =.029, or 2.9 percent). If there is no 

umbrella policy, 2.9 percent should be again 
be used as the GLI labor-burden percent. 

• Umbrella Policy - If a policy includes an 
umbrella feature, the formula is as follows: 
divide the premium amount by the projected 
payroll amount on the policy. For an annual 
premium of $600, divide $600 by $50,000 or 
.012 (which is 1.2 percent). Add the .012 to 
the GLI portion (.029, as indicated earlier) in 
the GLI labor-burden percent. In this case, it 
would equal .041, or 4.1 percent. If the policy 
doesn't provide a projected annual payroll 
amount, or if the necessary information to 
calculate general liability insurance labor-
burden percent is unavailable, contact an 
insurance agent. 

• Average National Rates - Rates for the 
GLI portion of the labor burden factor usu-
ally range from 1.5 to 3.5 percent nationally. 
If the GLI labor burden percent is 3.5 percent 
or higher, it's time to shop around for insur-
ance coverage. Quotes from agents should 
be gathered three to four months before the 
current policy expires, making sure that the 
exact same information is given to each agent. 
That way when quotes are reviewed, com-
parisons will be apples to apples. 

• Vacations - To obtain the labor-bur-
den vacation percent, one must determine 
the total weeks of paid vacation for the 
field-labor force, for the company as a 
whole or for a particular division. That 
number is then divided by the total num-
ber of actual weeks worked by the com-
pany. Downtime, equipment repair time, 
paid holidays, paid vacations, paid sick 
days and similar circumstances should not 
be included here. 

To illustrate, ABC Landscaping and 
Irrigation Co. has three field laborers who 
each work 40 weeks a year. The average 
workweek per man is 45 man-hours (five 
days a week times nine man-hours per 
day). Everyone receives four paid holi-
days. One individual receives two weeks 
paid vacation during the season, another 
receives one week, and the third does not 
qualify for a paid vacation. 

From reviewing past payroll records 
(time cards and memory), the owner deter-
mines that he'll budget 40 man-hours per 
season per field crewmember for down-
time. Equipment repairs will total 20 man-
hours per field crewmember per season. 

(continued on page 131) 
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by Kristen Hampshire 
onversation 

As emissions concerns pressure manufacturers to explore technol-

ogy alternatives and box stores squeeze product profit margins, 

manufacturers must fine-tune and focus their operations to keep 

up with an evolving industry. 
For Stihl, market growth means concentrating on landscape 

contractors. 
Lawn & Landscape sat down with Fred Why te, president of Stihl, 

Virginia Beach, Va. - the headquarters for U.S. operations for the 
Stihl Group. Here, Whyte unravels the challenges and successes 
Stihl confronts with meeting regulations, understanding custom-
ers, expanding product offerings and sticking to core philosophies. 
LAWN & LANDSCAPE (L&L) - What have been some of the 
keys to Stihl's success? 
FRED WHYTE (FW) - Consistency of purpose is a very impor-
tant phrase for this company. We are not a flashy company. We are 
sort of a blocking and tackling kind of company, and I think a lot 
of that stems from our European roots. Also, I think also a great 
deal of success can be attributed to being family-owned. Really, 
there have only been two key executives of Stihl AG & Co. since 
1926 when the company was founded in Germany - Andreas Stihl 
and his son, Hans Peter Stihl. That, as a solid consistency in 
management philosophy, has really driven the company. 

But what it really boils down to in the marketplace is focusing 
on building the products, and that certainly has been a cornerstone 
of our success at Stihl. And in order to create quality products you 
have to have extremely dedicated and caring employees. When I'm 
walking through our plant, it isn't unusual for someone to say, 'Mr. 
Whyte, do you have a minute? I would like to show you something. 
I don't think this is quite right.' Our people feel comfortable doing 
that, and they care enough to respond in that fashion. 
L&L - What have you learned about landscape contractors that has 
impacted your company philosophy? 
FW - Stihl branches and distributors are a hybrid of a sales and 
service-type person. They call on landscape companies and mu-
nicipalities, spend time with crews and learn about the business. 

(continued on page 104) 

Stihl's president offers his perspectives 
on product innovation, tightening 
legislation and how the company 
serves landscape contractors. 
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Also, we have very strong relationships 
with industry associations. We think the 
education these associations provide indus-
try members is extremely valuable. Through 
these and other avenues, we've explored 
what is most important to landscape con-
tractors. This information has proven in-
valuable in product development. 

In addition, the landscaper's quest for 
'zero downtime' contributes to the empha-
sis we place on the importance of servicing 
dealers. 
L&L - How important is the landscape in-
dustry in Stihl's overall business? 
FW - It is one of the largest growing sectors. 
Right now, it is close to 40 percent of our 
business and has probably doubled in the 
last 10 years. 
L&L - What do you wish landscape contrac-
tors knew about Stihl? 
FW - Our job is a manufacturer is to learn 
and understand landscape contractors' busi-
nesses - their needs and wants - because it is 
a very competitive business, and the better 
we can serve this market, the more success-
ful we will be. It is our responsibility to have 
as much integrity in our products as pos-
sible and offer them at competitive prices, 
and then provide the service to support them. 

"WHAT IT REALLY BOILS DOWN TO IN 

THE MARKETPLACE IS FOCUSING ON 

BUILDING THE PRODUCTS, AND THAT 

CERTAINLY HAS BEEN A CORNERSTONE OF 

OUR SUCCESS AT STIHL."-hid 

L&L - How is the landscape industry differ-
ent today than it was 10 years ago? 
FW It is not unlike the power equipment 
industry, and I think the larger landscape 
companies will continue to evolve and get 
bigger through acquisitions. Of course, they 
have zero downtime as their ultimate goal 
for productivity. Just as we have to be con-
cerned with emissions, sound and vibration 
regulations from the manufacturer side, they 
face some of these issues from the user's 
perspective. Landscape contractors are go-
ing to deal with these issues for some time. 
L&L - What opportunities do you see in the 

i n d u s t r y ? 
Where is the 
growth? 
FW - First of 
all, demo-
graphic re-
search shows 
that there are 
far more 
double income 
families now 
than in the 
past. Two-thirds of all women in the United 
States are working. So there is less discre-
tionary personal time, but there is more 
discretionary income. Second, the popula-
tion is aging - that is a clear demographic, as 
well, and you have a sort of reurbanization. 
People are leaving cities, moving farther 
out and want a little corner of the earth or 
even a second home. This bodes very well 
for landscape contractors. 

Studies also definitively show that land-
scaping is the No. 1 way to improve the 
value of your home. People want their 
houses to look nice. And when they get 
home on Friday night, they want the lawn, 
shrubs and hedges cut. They might go out 
and plant a few flowers, but then they're off 
to the beach or they're off to the kids' soccer 
game or whatever. 

The same is true in the wintertime. Land-
scape contractors are doing snow work too, 
so the industry is becoming more year-
round. Also, many landscape contractors 
are becoming certified arborists or employ-
ing certified arborists as specialists on their 
crews, so they can provide tree services to 
their customers. The whole landscape in-
dustry is going to continue to evolve. 
L&L - Does the industry continue to get 
more sophisticated as well? 
FW - Yes - there is no question about it. 
Landscape contractors have their profes-
sion down to a science. Now, they con-
tract with entire neighborhoods and have 
systems so they don't waste time getting 
mowers on and off trailers and driving 
from location to location. They mow, they 
blow and they go, but that's how they 
make money. It is productivity, and 
they're good at it. 
L&L - How aware or interested are land-
scape contractors in legislation? 
FW - Emissions and noise regulations are 

not all bad things. I think we all 
want to ensure that for the fu-
ture of our children and the 
planet that we have clean air and 
water, and that we are not in-
truding on our neighbors with 
piercing decibels at 6 a.m. As a 
consequence, I think we all have 
to learn to work smarter within 
the system. 

These regulations are not go-
ing to go away, so landscape 

contractors in conjunction with manufactur-
ers should make an effort to educate people 
who are drafting legislation. An ounce of 
prevention is worth a pound of cure. Once 
regulations are cast in stone, it is very diffi-
cult to change them, but we have found it is 
beneficial to sit down with legislators and 
explain to them the limitation of the ma-
chines, what manufacturers are trying to 
accomplish and what we can do for them 
right now and possibly in the future. From a 
technical and scientific perspective, people 
at EPA and CARB are very bright - many are 
degreed engineers. Generally, we have found 
them to be reasonable. 

Clearly, there are some very contentious 
points that we are still attempting to resolve, 
and it has been a little painful, but we got 
where we needed to go and I think you 
would hear that from both sides. 
L&L - Do you think that the regulations will 
continue to tighten? Do you see more limita-
tions on hand-held power equipment? 
FW - Hand-held equipment is a moving 
target, and technology is evolving rapidly. 
We have electronic ignitions, and we are 
putting catalytic converters on these ma-
chines just like those in automobiles, and I 
think the next significant technological break-
through you will see is electronic carbure-
tors on hand-held equipment. 
L&L - How has pressure from emissions 
legislation affected the way manufacturers 
design products? What impact has emis-
sions legislation had on hand-held power 
equipment manufacturers, in particular? 
FW - Legislation drives technology - there 
is no question about it. As manufacturers, we 
tend to be resourceful and entrepreneurial, 
and after getting over the initial shock of regu-
latory requirements, we figure out a way to 
meet them through product innovation. 

(continued on page 106) 
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(continued from page 104) 

On the hand-held side, it's a little bit 
more difficult because of the weight issue. 
The landscape industry, in particular, is spe-
cifically concerned about ergonomics, weight 
and, to a lesser extent in my opinion, emis-
sions. They expect manufacturers to take 
care of these issues for them. Sound is cer-
tainly going to continue to impact our in-
dustry, as well. We all have to be conscious 
of these issues. 
L&L - How do you develop products that 
meet the needs of landscape contractors? 
FW We have three people who work full-
time in field-testing. We are out in the field 
right now running and testing machines 
three years before we will introduce them to 
the market. 

We run them in sandy conditions, cold 
temperatures and extreme heat conditions. 
These three dedicated employees in the field 
travel with laptop computers and keep de-
tailed records. A lot of our test sites are 
landscape companies, and the people in the 

field meet with the crews, get their likes and 
dislikes, and that all goes onto the laptops 
and over to Germany instantaneously. We 
track the number of hours on the machines 
very closely - they all have hour meters. We 
are constantly refining these machines to 
learn how to make better products for land-
scape contractors. So, we are very focused 
on the landscape business, no question. Stihl 
has roots as a chainsaw company but, clearly, 
the largest ruling professional segment of 
our industry is now landscape contractors. 
L&L - What are some of the pros and cons of 
being a company that manufacturers hand-
held equipment vs. a supplier with a broad 
range of equipment? 
FW - In terms of the pros, universities are 
full of case studies of companies that took 
their eyes off the ball and lost their core 
competency. They forgot what business they 
were in and became too diversified or en-
tered into fields in which they had no exper-
tise. In that regard, we have been very fo-

cused in two-cycle technology, including 
the new two-stroke/four-stroke hybrid. 

We still continue to seek ample growth 
for our existing product line. Because our 
roots were in the chainsaw side of the busi-
ness and we focused on the logging and 
pulpwood industry, we were a little later 
entering into the game with landscape tools. 
On the down side, like the hunter or fisher-
man, you always talk about "the one that got 
away." You always want to talk about the 
lost opportunity, and we probably over-
emphasize that to some extent. Many deal-
ers say to me, "Please offer me a Stihl mower 
and distribute and merchandise it the same 
way you do your hand-held goods." Natu-
rally, being a salesman at heart, that some-
times pulls a few heartstrings. 

Have we been approached by companies 
to form a partnership or type of coalition? 
Yes. But the foremost reason we have not 
made an alliance is we feel that we still have 

(continued on page 108) 
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(continued from page 106) 

an awful lot to do in the hand-held segment. 
We have some interesting new products on 
the very near horizon that will keep our 
salespeople busy. 

Another thing is our financial commit-
ment to our hand-held segment and prod-
uct research and development. We have 
made some tremendous investments in 
our Virginia Beach manufacturing plant, 
for example, with a $60-million expansion 
over the next year and a half. Our found-
ing company in Germany is presently in-
vesting $50 million in a new research and 
development center, which employs 350 
research and development engineers. As 
you can imagine, that's a pretty big com-
mitment. A lot of this investment is being 
driven by the need to develop new tech-
nologies and provide innovative products 
for our customers. 
L & L - The company has been very straight-
forward and persistent in not selling its 
product in retailers like Home Depot and 

Lowe's. Why is this important for land-
scape contractors? 
F W - When a professional landscape con-
tractor goes into a box store and sees his 
brand of choice sitting next to $59.95 weed 
trimmer, there clearly has to be a seed of 
doubt planted in the contractor's mind: 'Wait 
a minute. My products are in here with the 
homeowner do-it-yourselfer. I'm a land-
scaper and I do this for a living.' As a manu-
facturer, you have to be concerned about 
the perception of your brand sitting there 
on the shelf. Once you get a reputation of 
being a 'low cost' producer, you risk alien-
ating your landscape customers. 
L & L ~ Is Stihl strengthening its position in 
the landscape contractor market? 
F W - Definitely. It has become a strategic 
focus for this company. Some people still 
think of us as a chainsaw company. When 
someone asks what I do and I say, T work 
for Stihl,' they might say, 'Oh yeah, the 
chainsaw people.' Certainly chainsaws are 

"THE POPULATION IS AGING - THAT IS 

A CLEAR DEMOGRAPHIC, AND YOU HAVE 

A SORT OF REURBANIZATION. PEOPLE 

ARE LEAVING CTJ1ES, MOVING FARTHER OUT 

AND WANT A LITTLE CORNER OF THE EARTH 

OR EVEN A SECOND HOME. THIS BODES 

VERY WELL FOR THE LANDSCAPE 

CONTRACTOR."- FRED WHYTE 

very much still a core product for us, but the 
fastest growing segment of our business is in 
the landscaping industry. B) 

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

Table Talk: ADD-ON 
ADVANTAGES 

A roundtable discussion opens up ideas 
for profit-bearing add-on services. 

DICK BARE Arbor-Nomics Turf, Norcross, Ga 

JEFF MICHEL Massey Services, Orlando, Fla. 

SCOTT BROWN. LawnCo, Cumming, Ga 

KEVIN COOPER, Cooper's Landscape 
Management, Virginia Beach, Va. 

HAROLD ENGER Spring-Green Lawn Care, 
Plainfield, in. 

JOHN GIBSON Swingle Tree & Lawn Care, 
Denver, Colo. 

JERRY GROSSI ArborLawn, Lansing, Mich. 

T O M SHOTZBARGER Tomlinson Bomberger 
Lawn Care & Landscape, Lancaster, Pa. 

M A R K SCHLOSSBERG Pro Lawns Plus, 
Baltimore, Md. 

CHUCK MCINTIRE Scotts LawnService, 
Norcross, Ga. 

The Panel 

Customers already slotted into a routing schedule 
offer considerable profit potential. Lawn care opera-
tors (LCOs) who find ways to offer more to these 
existing clients can solidify relationships and secure 
more sales, without scouting new accounts. 

An industry roundtable in Atlanta, Ga., sponsored 
by Bayer Environmental Science and Lawn & Land-
scape, gathered 21 panelists, who shared thoughts on 
add-on services with bottom-line building potential. 

Lawn care professionals talked about growth and opportunity in the lawn care industry at a 
roundtable event sponsored by Bayer Environmental Science. 

L&L - What are some of the services you've added on 
within the past few years that are growing? 
BARE - Tree and shrub care is extremely profitable for 
us. When you do the turf, you have to do the whole 
property. But when you spray tree and shrubs, you 
might not spray everything. With our tree and shrub 
care program, our technician sprays the lawn and 
looks over the trees and shrubs, as long as we train 
him properly. The bottom line is we get $45 for the 
lawn care stop and $60 for the tree and shrub care 

treatment. We might spend five 
minutes on that and it goes 
straight to the bottom line. We 
have separate invoices and we 
found it's a huge profit center as 
long as we train your employees. 

But I'm astounded at how 
many people don't know that we 
do tree work or fungicide treat-
ments. You need to tell them, and 
it really pays to tell them indi-
vidually or call them. When you 
put information in a newsletter, 
people miss out on it. Communi-
cating in a paperwork fashion is 
not always that effective. 
MICHEL - We are primarily 
based in lawn care at Massey Ser-
vices, and we've been aggres-
sively growing our tree care busi-
ness. We use to do lawn care and 

(continued on page 112) 
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tree care separately. When gas prices went up, 
we were having trouble getting that tree and 
shrub care done at the same time. We took our 
existing customers who had both and we said, 
'If you allow us to change our agreement and 
instead of coming out every month, allow us to 
do both services together, we will reduce your 
cost 30 percent/ They were receptive to that. 

Then, we started encouraging our techni-
cians to start upselling services to customers. 
We had them identify aphids and scale - we 
had technicians who were outselling the sales 
inspectors. It allows us to increase the price we 
were getting per stop. It is expensive to pull up 
a truck in front of a house. With us doing both 
services with the same technician, we get in-
creased dollar value and price for the time 
spent at the house. It is a win-win for everyone. 
B R O W N - What incentive did you guys 
offer to sell the service? 
MICHEL -A cut on the commission. Addi-
tionally, salespeople were sold on the fact that 
every time they took a customer from being a 

$55 per month to an $85 per month customer, 
it's not a lot of extra work and time for them. 
COOPER - Sixty percent of our customers 
purchase our fungicide services. We do pre-
ventive treatments on a monthly basis -
May through August. Certain lawns don't 
get it and others get it every year. 

Each month, we treat 360 accounts - a 
route of fungicide treatments. People who 
don't have a disease problem - say, 60 per-
cent of our customers - and the other 20 
percent who say they don't need the fungi-
cide get an organic program like seaweed 

Photos: Jeff 
Michael, Massey 
Services (lefty, 
Dick Bare, Arbor-
Nomics Turf 

extracts and iron. No matter what, we are 
still out on the property. We do the fungicide 
application first and then we launch into a 
roots and iron type program. 
L&L - Is anyone offering perimeter pest 
control as an add-on service? 
MICHEL - We are not doing a lot of struc-
tural pest control, but we are looking at 
offering it. We've looked at bait stations. A 
huge cross-sell is treatments for homes that 
have ant problems. If you get ant calls, it 
would be a great opportunity to treat for 

(continued on page 114) 
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The Original Power Box Rake* 

Windrow & forward/reverse rake 
• large 4-position removable endplates 
• windrow clearance to pass 24" debris 
Adjustable & versatile -
independently adjustable gauge wheels 
• skim pass for over-seeding 
• adjust to cut drainage grades 
• ideal for trench restoration 
• de-thatch or remove old turf 
• condition the soil 

Perfect seedbed prep - solid carbide 
blunt teeth ensure the best seedbed. 

i « M 
(continued from page 112) 

sweet-feeding ants around the exterior of 
the home. 
L&L - What about mosquito services? 
GIBSON - We are within days of putting 
out a marketing piece for mosquito ser-
vices. We don't want to sell something that 
doesn't work. We have other services in 
which we don't guarantee results, but we 
can prove the efficacy of what we are doing. 
ENGER - We make that clear to custsomers 
by calling the service mosquito reduction. 
We spray the lawn and the surrounding 
shrubs - you have to do both areas. We set 
the price based on time. It will take 10 min-
utes to do this, 20 minutes to do that. I do the 
applications with a hose sprayer. 
GROSSI - We have one mosquito route 
we've done for 19 years, the same 30 to 35 
people. We haven't promoted the service. 
We bought the accounts from another com-
pany and held on to them. The service is 
tough on applicators because they wear a 

Mark Schlossherg, president of Pro-Lawns-
Plus, was one of 21 panelists at the industry 
roundtable event in Atlanta, Ga. 

call in and we go every four to five weeks. 
BROWN - We sell our fire ant applications 
with a flea and tick application. 
L&L - What other services are booming? 

"WHEN YOU LOOK AT ANCILLARY BUSINESSES, YOU NEED TO MAKE SURE THEY WILL 

WORK WELL WITH YOUR EXISTING BUSINESS." - DLCK BARE 

throw-away suit, and it's hot. It's profitable, 
but we just don't promote it because it's 
hard on our applicators. 
SCHLOSSBERG - We do a flea and tick 
application because Lyme disease is a con-
cern in our area. The people who are wor-
ried about pesticides want that flea and tick 
application, and we do 100 of them, three 
times per year. We wait until customers 

SCHLOSSBERG - I'm optimistic about fall 
seeding. With water reservoirs being high, 
people will feel like they can seed this year 
because they can water their properties. The 
opportunity this fall is in the seeding area. 
SCHOTZBARGER - We're expanding ser-
vice offerings and we also offer tree care and 
landscape design/build and hard-surface 

(continued on page 116) 

2 1 Y e a r s o f C a r e f u l L i s t e n i n g 
A Comprehensive Software Solution for the Service Industry 
Designed With our Customers For our Customers (et al.) 

The Service Solution provides all the tools to effectively grow and manage your business 

> An Integrated Customer and Prospect Database 
> Targeted Marketing to Customers and Prospects 
> On-Screen Scheduling of Estimates. Production and Call Backs 
> On-Screen Mapping and Dynamic Routing 
> On-Screen Reporting of Sales. Billings, and Scheduled Work 
> Job Costing and Line Item Billing 

Contact us for an on-line demo to see how you can benefit from using 
The Service Solution 

Practical Solutions, Inc. 1-614-436-9066 
www.TheServiceSolution.com e-mail: Sales@TheServiceSolution.com 

The 
Service 

Solution 

USE READER SERVICE # 7 8 
LAWN & LANDSCAPE 

Trust 
in the 

Leader 
Glen 

Building Rakes 
Jg for 25 years ? a . fSsT 

(800)437-9779 www.glenmac.com 
Visit us at Expo 2003, Booth #2248 

USE READER SERVICE # 7 7 
1 1 4 

http://www.TheServiceSolution.com
mailto:Sales@TheServiceSolution.com
http://www.glenmac.com


I DESIGNED THE BODY, BUT 
MY ISUZU CREW CAB MAKES IT WORK. 

Vis i t i ¡it us at Expo 2003 
Booth #4310 

USE READER SERVICE # 7 6 

w knew tust what he 
f f t o v c e Landscape inc., we , 

•I JayBoyce. owner of Boyce h e needed a very 

|f anted to mate the perfect landscape truck, 

1 As )ay Puls what could handle the load and carry 

a s e v e n - t n a n a e w a s w ^ . ^ wanted a very 
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(continued from page 114) 

construction, ponds and patios. We also do 
good business with the school district. Weed 
control for school districts and athletic field 
management are great opportunities. We 
have a huge market in athletic field fertiliza-
tion and weed control. 

Last year in Pennsylvania, the state legis-
lature placed a requirement for schools to 
pre-notify parents and students who want 
to be notified before pesticides are applied. 

posting easier for them. Now, they 
have these beautiful, decal signs, 
we put our application time in the 
sign, set them on the school prop-
erties and we are growing our 
school district and large turf area 
accounts. We keep schools in-
formed and provide them with a 
vehicle for posting. They are willing to 
pay for quality care. 

"IN GENERAL, SALES MIGHT BE A LITTLE BIT FIAT THIS YEAR, BUT WE ARE SEEING THE 

AVERAGE PERSON PURHCASING MORE SERVICES." - CHUCK MclNTIRE 

The responsibility fell on the schools. The 
only thing the applicators needed to do was 
let schools know when they were going to 
come out and put out some signs. 

We contacted every school and bought 
each school three wrought-iron signs so 
we can post the day and time of treatment. 
We invested money in the signs to make 

L & L - What have these extra services been 
doing for sales? 
MCINTIRE - In general, sales might be a 
little bit flat this year, but we are seeing the 
average person purchasing more services. 
Sales are up per person, and our theory on 
that has been the people who used to spend 
money to take big trips have cut back this 

Phil Fred, Philip's 
Lawn & Tree Therapy; 

Brian Gooch, Bayer 
(top, left to right); and 

Kevin Cooper, 
Cooper's Landscape 

Management (right) 

year with the restrictions on travel since 9 / 
11. Instead, they are spending that money on 
their homes. I D 

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

Y 4 * * * 
Y visual impact imaging 

E A R T H S C A P E S 
Landscape Design Software 

• I l i-Rcs Photo Imaging • Site Plan Designer • 

• Estimator • Plant Seleetor • 

3 3 0 . 6 6 5 . 9 0 8 0 
w ww.visiialiinpaeiimaging.eom 

The Fastest, Easiest, and Most Powerful, 

Landscape Design Software lor Windows 

Visit us at Expo 2003, Booth #2053 
USE READER SERVICE # 8 0 

1 1 6 

EXPAND YOUR BUSINESS 
by offering the C O M P L E T E 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'x25 -3 x50 -3 x 1W 
4x50-4x 100- 6 m50-

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 

USE READER SERVICE # 8 1 

LAWN & LANDSCAPE 

mailto:khampshire@laumandlandscape.com
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L#f/1 #1. U f f l / f # im MM 
The Worlds Fastest Lawn Mower 

•Engine Choices 
•30HPGenerac 
• 28 HP Kohler EFI 
• Remote Mounted 

Replaceable 1-Micron 

•Lifetime Warranty 
on Frame, Front 
Caster Bearings 
and Front Forks 
•Hydraulic Cooler 
is Standard 
•Standard Drink 
Cooler 

IT'S TIME TO MAKE 
A SERIOUS CHOICE... 
When your bottom line depends on a quality cut, performed quickly without down time, 
you need a mower you can depend on. Operator comfort and ease of control al lows longer 
mowing time in-between breaks. Quality engines, power this extreme mowchine, 
offering true 15 m . p l * cutting performance whi le 
maintaining quality oi cut. Make no mistakes. If yc 
serious about cutting grass, then get serious about 
your cutting machine.. . the only choice is... 

i / i y i f f c u f / ( / i t L i t 
The World's Fastest Lawn Mower 

CALL FOR YOUR LOCAL DIXIE CHOPPER DEALER 
765-CHOPPER 

, , r (246-7737) 
In yard quality conditions 0 r visit us at: www.dixiechopper.com 

http://www.dixiechopper.com


TIME TABLES 

Beat the Clock 
Many landscape contractors struggle with employee time 

and attendance problems. Monitoring multiple crews 

working on multiple sites, particularly from a remote 

location, is virtually impossible. 
Frank Adams, president, Odyssey Landscaping, Stock-

ton, Calif., knows this all too well. "With several, even 
dozens, of job sites how do you ensure that your employ-
ees are on the job in a timely manner?" he asks. 

"You can't be everywhere at once," agrees William 
Hildebrand, president, Hildebrand Landscaping, Mountain 
View, Calif. "You also cannot depend on a foreman to dock 
someone who was 10 minutes late. If you have 25 employees 
and 10 of them are 15 minutes late or leave 15 minutes early 
every day, you are losing 12.5 worker hours per week. Over 
the course of a year, it amounts to more than $10,000." 

Changing human behavior, especially when a routine 
has been established, is challenging. For instance, if an 
employee arrives to work 20 minutes late on Monday 
morning and suffers no consequences, he is likely to repeat 
the same behavior on Tuesday. Over time, employees 
grow accustomed to showing up to work late; it becomes 
part of their daily routine. With their employees consis-
tently arriving late and leaving early, Adams and 
Hildebrand knew they had to make some changes. 

Adams and Hildebrand were using handwritten 
timecards, but they were problematic since the accu-
racy of the information being entered is based on 
employees' memory and integrity. Some employees 
make honest mistakes, while others cushion their 
paychecks by rounding up their hours. Also, their 
handwritten timecards often were incomplete and 
illegible or even lost or damaged, causing weekly 
headaches for payroll personnel. 

Seeking an alternative to handwritten timecards, Adams 
and Hildebrand discovered the Jobclock system. Stainless 
steel, battery-powered and weatherproof, the Jobclock can 
be locked down at jobsites. Employees carry green and red 
"Keytabs," and simply touch the face of the Jobclock to punch 
in and out. Additional Keytab colors are available to track 
specific activities, such as irrigation, mowing or planting. 
At any time, contractors can download attendance records 
from the Jobclock using the infrared port of a Palm Pilot. Back 
at the office, they can upload the records to a PC, and generate 
attendance reports for any employee, activity or site. 

With the Jobclock 

system, 

crewmembers use 

colored keytabs 

to clock in and 

out at job sites. 

Photo: Exactime 

Introducing the Jobclock 
system to their employees 
was a bit challenging for 
Adams and Hildebrand. 
Both contractors made a 
gradual conversion from 
handwritten timecards to the Jobclock system, giving their 
employees time to develop a level of comfort with the 
system. "It took time to prove to everyone that the system 
worked," Adams says. With time, employees grew accus-
tomed to the system and appreciated its convenience. 

The Jobclock records the precise hour, minute and 
second employees clock in and out, which ensures that 
employees are only paid for the time they are actually 
working. The Jobclock system promotes punctuality and 
personal responsibility. If an employee does not arrive to 
work on time, he does not receive a full day's pay. In 
essence, the Jobclock acts as an on-site supervisor for 
contractors who do not have the means to monitor all of 
their employees on a regular basis. 

After implementing the Jobclock system, Hildebrand no-
ticed positive changes in his employees. "It used to be pretty 
common to see a couple of stragglers rolling in 10 or even 20 
minutes late," he says. "Not any more. Time card disputes are 
now rare. You are either clocked in or you aren't." 

Both Adams and Hildebrand save a substantial amount 
of money by using the Jobclock system. Hildebrand re-

IN ESSENCE, THE JOBCLOCK ACTS AS AN ON-SITE SUPERVISOR FOR CONTRACTORS 

WHO DO NOT HAVE THE MEANS TO MONITOR ALL OF THEIR EMPLOYEES 

ON A REGULAR BASIS. 

ports a savings of $250-300 per week. And, according to 
Adams, overtime hours have decreased by 25 percent. The 
average return on investment is three to four weeks. 

Furthermore, Hildebrand uses the Jobclock as a selling 
point for new customers. "We have also used the system in 
sales approaches on jobs where the work is being done 
based on time and materials," he explains. "Customers 
appreciate the accuracy of the Jobclock system compared 
to that of a handwritten timecard." - Megan Israel ID 

The author is from Exaktime, Van Nuys, Calif., and can be 
reached at 818/901-9326 or megani@exaktime.com. 
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mailto:megani@exaktime.com
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AGree Future 

Begins at OTF 

Cash In at the Ohio Turfgrass Conference & Show 
December 9-12,2003 
Greater Columbus Convention Center • Columbus, Ohio 

Sponsored By: 
Ohio Turfgrass Foundation 
The Ohio State University 
Ohio State University Extension 
Ohio Agricultural Research 
& Development Center 

Ohio 
Sports i 

Turf ÌI Managers Association 

2003 Conference & Show Highlights 
• New Tuesday through Friday Schedule 
• Tuesday Night Welcome Reception—Free Food & Drink 
• Wednesday Reception and Auction 
• FREE Lunch Thursday 
• New Entertainment, Contests and Prizes 
• Expanded Educational Conference 
• New Workshops lor Assistants, Technicians and Mechanics 
• Discounted Group Rates 
• FREE Trade Show 

USE READER SERVICE # 8 5 OLCAi 
OHIO LAWN CARE ASSOCIATION 

OTF • PO Box 3388 • Zanesville, OH USA 43702 • 888-083-3445 • Fax: 740-452-2552 • www.OhioTurfgrass.org 

http://www.OhioTurfgrass.org


Lawncrlandscape Free 
P R O D U C I 

i i n i ) \ i \ r i / u w 
You can now request product information 

online and receive a response immediately ! Just 

visit wwwdawnandlandscape.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 tbe reader service card in tbis montb's issue 

and fax tbe form to 21Ô/QÔ1-05Q4. 

CS-510 Chain Saw 
• Good fit for trimming and felling op-
erations that require a tough, commer-
cial-grade saw 
• Echo's 49cc high-performance, Pro-V 
vertical engine 
• Slope Advance Ignition System deliv-
ers smooth, consistent engine accelera-
tion throughout the rpm range and 
easier engine starts 
• Comes standard with a 20-inch bar 

DynaScape 
Paving Edition 3.0 
• Designed in partnership with Unilock for 
used by paving stone contractors 
• Combines a 2D drafting tool with a quo-
tation module 

and chain 
• 16-inch and 
18-inch bars and 
chains are also 
available 
• Heavy-duty, cartridge-type air filter sig-
nificantly extends saw life and engine main-
tenance intervals 
Circle 200 on reader service form 

• Increases professional image, allowing us-
ers to present clients with clean drawings 
• Features include automated labeling, au-
tomated materials take-off and capability 
to manage customer files, materials and 
associated lists 

• Easy-to-learn tutorials included 
Circle 201 on reader service form 

Nail It Down With 
EdgePro® 

^ a^NT NO. D378.857 
After every paver is perfectly placed, depend on EdgePro 
Paver Restraint for the finishing touch. EdgePro is heavier 
and more durable, yet is flexible and easy to use. Our 
extra-strength rigid design is great for long straight edges and 
our flexible design preserves the curves that you create. 

So, what's holding you back? Contact us now for more 
information on the paver restraint known as 'The Professional 
Choice." 

EdgePro is made in the USA. 

MANUFACTURERS OF PROFESSIONAL EDGING PRODUCTS 

P i r i E j c I C P I ^ 1 - 8 0 0 - E D G E P R O 

www.edgepro.com (1-800-334-3776) dimex@dimexcorp.com 

USE R E A D E R S E R V I C E # 2 0 
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COXREELS 
Your Reel Source 

'THE COMPETITOR" 1125 Series 
Hand Crank • Power Rewind 

Full Flow 
Brass — 
Swivel 
Joint 

Long-Wearing 
Corrosion 
Resistant 
Adjustable 
Tension Brake 

1 1 2 5 « Ser ies 
"Power Rewind" Reel 

Coxreels proudly introduces the 1125 SERIES - newly designed, easier to 
use, and still available in power rewind. When you need reliable... 

•PERFORMANCE • SERVICE «SELECTION 
get the industries' choice in heavy-duty, high-quality industrial reels. Get 
Coxreels, your reel source for over 60 years. 

fH 

C O X R E E L S 
800-COXREELS 
Fax 800-229-7335 ^ ^ 
bill: 480.820.6396 • Fax: 480.820.5132 
www.coxreels.com • info@coxreels.com 

USE READER SERVICE #94 
LAWN & LANDSCAPE 

http://www.edgepro.com
mailto:dimex@dimexcorp.com
http://www.coxreels.com
mailto:info@coxreels.com


Ifflttw 
CONFERENCE 
&. TRADE SHOW 

A N e w L o o l ^ 
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Anarisirn, C a f i f o r n C X 
Conférence Highlights 

Exhibit Hall of Industry Suppliers Ready to Show 
Off Their Products and Services 

Diverse Educational Program with Sessions to 
Address Regional Interests 

Abundant Networking Opportunities With 
Key Decision Makers 

One-Day Seminars Targeted at Lawn Care 
Professionals, Commercial Equipment Dealers 
and Irrigation Contractors. 

Sponsorship Opportunities 

Discount Group Registration Pricing 
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39X Hydrostatic 
Truck Drive 

r Ì / J » • » ! « • 

• Com-
pact on 
the out-
side but 
spacious 
inside 
• Fea-
tures im-
proved 
fuel economy with the exclusion of 
hydrostatis wheel motors 
• Extended maintenance intervals 
• Linde Load Control System features an 
adjustable armrest and fingertip-actuated 
hydraulic control levers 
• 5,000-pound capacilty 
• Extended maintenance intervals 
Circle 204 on reader service form 

Trac-Vac 
The only name in debris-handling Equipment! 

With models ranging from 5 . 6 to 11 horse-
power and from 8 cubic feet to 5 0 cubic feet 
capacities, Trac V a c makes a vacuum for all 
your customer 's residential and commercial 

needs. Isn't it time you started selling the 
Trac V a c ? Call and see how easy it is to get 

the Trac V a c in your store! 

Palmor Products P.O. Box 38 Thomtown, IN 46071 800-872-2822 

Visit us at Expo 2003, Booth #2030 

USE READER SERVICE # 8 3 
1 2 2 OCTOBER 2 0 0 3 

C & S TURF CARE EQUIPMENT, INC. 

S S 8 0 3 0 T U R F TRACKER 

• The original! Tried and proven since 1983. 
• Spreads and sprays over 4 0 0 0 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) 9 6 6 - 4 5 1 1 8 0 0 - 8 7 2 - 7 0 5 0 
fax (330) 9 6 6 - 0 9 5 6 

www. cstur fequip. com 

USE READER SERVICE # 8 4 
LAWN & LANDSCAPE 

Ferris HydroCut 
• The only compact commercial walk-
behind mower with hydrostatic drive 
• Available in modes with 32- or 36-
inch cutting decks 
• 13-hp Kawasaki V-Twin engine 

• Elec-
tric PTO 
• Large 
16-inch 
turf-
friendly 
tires 
Circle 
203 on 
reader 
service 
form 

Berkeley's 
Centrifugal 
Pump 
• Model SSHM-2 
• Provides sufficient power for high-pres-
sure operation while consuming 
minimal electrical power 
• Powered by a 3450-rpm A.O. 
Smith motor 
• Quiet operation 
• Features the convenience of 
self-priming and high-pressure 
performance 
• Includes heavy-duty, cast-iron 
suction flange and motor bracket 
• Features stainless outer shell 
and shaft for years of long-life 
operation 
Circle 202 on reader service form 



With power like this, leaves will wish they stayed on the tree. 
It all starts with Shindaiwa's high torque, 3.9 horsepower 
engine - an engine that helps make short work of even the 
most challenging clean up jobs. 

Wet, matted leaves? Don't insult us: the EB630 is so 
powerful, it can actually move a brick across pavement. Of 
course, all this power doesn't come at the expense of user 
comfort. Like all Shindaiwa products, our blowers offer the 
best power-to-weight ratio in the business. 

To see the EB630 in action, 
visit your local Shindaiwa 
dealer today. Find him at 
www.shindaiwa.com or call 
us toll free: 800-521-7733. 
Then stand back. And hold on. 

BUY ANY SHINDAIWA BACKPACK BLOWER 

BEFORE OCTOBER 31, 

GET A FREE CASE 

OF SHINDAIWA OIL. 

A $48 value. See your dealer for details. 

USE READER SERVICE #64 

Padded Oversized air Large capacity 
shoulder straps filter extends fuel tank for 
and back pad. engine life. extended run time. 

engine. 

/ A ^^si i inda iwa 
* FIRST TO START. LAST TO QUIT. 

http://www.shindaiwa.com


Self-dumping Bucket 
from Star Industries 
• Turns a forklift into a loader 
• Installation is quick and easy 
• Capacity is ideal for landscape supply companies 
• Heavy-duty construction 
• Bucket can be tripped with the dumping handle or remote rope release at operator's seat 
Circle 206 on reader service form 

Little Wonder 
Electric Hedge 
Trimmer 
• New transmission gear set increases 
blade speed by 20 percent 
• Double reciprocating blades allow 

faster, fatigue-free trimming and 
sculpting 
• Cuts branches up to 1/2-inch thick 
• Facilitates rugged and dependable per-
formance 
• Blades stop in less than 1 / 2 a second 
when either switch is released 
Circle 207 on reader service form 

Personal 
Protective 
Apparel from 
EMAS 
• Lightweight, 
warm winter 
wear for snow-
removal work 
• Allows crews 
to be out longer 
without feeling 
the effects of 
the elements 
• Provides 
high visibility 
in darker winter months 
• Available in multiple colors 
Circle 205 on reader service form 

"We Have You Covered" 
www.prolawnsprayshields.com 

The Commercial Sprayers & Spreaders Engineered Like No Other! 

132" US200 

• H I G H L Y P R O D U C T I V E • C O S T EFFICIENT • O N - T A R G E T A P P L I C A T I O N • 

Wide assor tment of A t t a c h m e n t Hardware allows 
ProLawn Sprayers & Spreaders to f i t 

f ron t moun t , mid moun t and stand on mowers, 
A T V , ut i l i ty vehicles, and t ractors . 

jm' 
¿ M » 
- f 

For Literature and 
FREE V I D E O 

Call Toll Free: 
800.292.3628 

124 

Visit us at Expo 2003, Booth #886 

USE READER SERVICE # 7 3 
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Coming Soon 
A NEW name in the Green Industry 

h Landscaper °rp 
Quality Parts and Tools - Direct 

Visit us at 

Louisville EXPO 2003 Booth #2020 

St* Louis GIE Booth #3310 

Toll Free 888*812*3384 
www.landscaperpro.com 

USE READER SERVICE #101 

LAWN & LANDSCAPE 

http://www.prolawnsprayshields.com
http://www.landscaperpro.com


Tips on Growing 
Vegetative Annuals 
• Full-color manual featuring sections on 
21 vegetative annuals 
• Detailed information about each plant 
• Includes specifics about pH, light, tem-
perature and fertilizer requirements 
• Produced by O.F.A. Services 
Circle 208 on reader service form 

Al turnaMats 
• Ground protection mats 
• Useful in landscaping, tree care and con-
struction applications 
• Designed to eliminate costly ground res-
toration costs 
• Composed of polyethylene 
• Can withstand 60-ton loads 
• Guaranteed for three years 
Circle 209 on reader service form 

T2500X Trimmer 
from Shindaiwa 
• Powerful, new straight-shaft trimmer 
• Shindaiwa C4 Technology engine 
• Combines desirable characteristics of a 2-
cylinder and a 4-cylinder engine 
• Delivers 1.1 horsepower 
• Dry weight is 11.3 pounds 
Circle 210 on reader service form 

Hi-Tech Leaf 
Collection Hoses 
• Full line of hoses in several styles 
• Constructed without glue or solvents to prevent 
delamination 
• Feature a smooth interior and tight bending radius 

• Tested for more than 2,000 hours 
• Suitable for leaf vacuums, street sweepers and 
grass-collection machinery 
• Designed to prevent blockages and resist 
punctures 
• Available in a variety of colors 
Circle 211 on reader service form 

Check out Turbo Turf's full line of hydro seeding equipment. Simple 
one man operation. Faster germination. Eliminate messy straw. Our 
300 gallon systems start at $ 3695.00 

For a FREE hydro seeding video & info pack call: 

TURBO TECHNOLOGIES, INC-
1500 First Ave., Beaver FallS, PA 15010 
1-800-822-3437 www.TurboTurf.com 

Visit us at Expo 2003, Booth #4379 

USE READER SERVICE #91 

LAWN & LANDSCAPE 

20th Anniversary special for October 
150/150 split poly space save tank with 

aluminum mounting platforms. 
PI 0 pump, Honda 5.5 engine 

Cox electric hose reel with roller guides 
300 ft V2" hose 

Mage 2000 lawn spray gun 
Designed for long wheelbase pickup trucks. 

$2,777.00 

Call to order: 800-462-2005 
www.gncindustries.com 

sales@gncindustries.com 

Visit us at Expo 2003, Booth #849 

USE READER SERVICE # 9 2 
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http://www.TurboTurf.com
http://www.gncindustries.com
mailto:sales@gncindustries.com


www.lawnandlandscape.comwww.lawnandlandscape.coi 

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 custom-
ize your page. It's that easy. 

.com 
LAWN & LANDSCAPE ONLINE: NEWS YOU CAN USE 

lawnandlandscape.com 

The Lawn & Landscape Media Group prides itself on provid-
ing the most comprehensive 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 hap-
pens. In addition, Lawn & Land-
scape Online provides "bonus" 
coverage of a wide range of busi-
ness and technical topics of inter-
est to professional contractors. 
Just look for the "For More Infor-
mation" boxes or the "Web But-
tons" throughout Lawn & Land-
scape magazine featuring the site 
addresses of manufacturers, dis-
tributors and others affiliated with 

the indus-
try. This 
full-market 

news coverage is only available 
from www.lawnandlandscape.com. 

PREMIER AUGERS 
1-999-499-9999 

www.premierauger.com 

LITTLE WONDER 

www.littlewonder.com 

www.spyker.com 

r % t \ f i r nunODZD 
¡JÍÁ IL üllUi i LÏÎ 
The World's Fastest Lawn Mower 

www.dixiechopper.com 

t r a c v á c 

CARS#N. 
www.carsonind.com 

Service 
Solution 

www.theservicesolution.com 

www.trac-vac.com 

Integrated 
BioControl 
Systems, Inc. 

www.goodbug-shop.com 

m 
E n & r . i m i 

www.symbiot.biz 

MIDDLE G A . ISUZU 

www.gatrucks.com 

Eu 

www.mulchmule.com 

^ B t K K c l e v ^ EdgePPO 
v ^ Paver Rest ra int 

www.berkeleypumps.com 

Paver Rest ra int 

www.edgepro.com 

www.turtco.com 

fSSB 
www.sprinklersforless.com 

www.gmc.com 

www.realgreen.com 

JOHN DEERE 
www.mowpro.com 

Peterson Pocific Corp. 

www.petersonpacific.com 

VALENT 

www.valentpro.com 

f S R I A V E t y 

www.gravely.com 

www.isuzucv.com 

www.lilbubba.com 

Hunter Glenmoe ^ 
www.hunterindustries.com www.glenmac.com 

„ United ^ Horticultural Supply 
PROFESSIOrslAU TURF PROOUCTS 

www.uhsonline.com 

www.lawnandlandscape.comwww.lawnandlandscape.coi 
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PRO SOURCE E 

www.clip.com 

~~C T C X M S ^ T H P wem Y 

www.amleo.com 

NORTH 
A M B t C A N 

GREEN" 

www.nagreen.com 

www.prosourceone.com 

FOLEŶ ^̂ RISES 
www.ioleyenterprises.net 

www.asvi.com 

drafix.com 

WVLKER<tSMOWERS 

www.walkermowers.com 

www.dratix.com www.commtruck.tord.com 

www.ariens.com 

Lebanon 
TURF PRODUCTS 

www.lebturt.com 

/WaugpV pfeife.,, syngenta 
www.mauget.com www.exmark.com www.syngentaproiessionalproducts.com www.mge-dairon.com 

TEXTRON 
Brouwer Division of Textron Ina 

www.brouwerturt.com 

RA/N^B/RD SRMTT^Ú % Bayer ALOCET 

UJJUJL 

www.reist.on.ca 

www.rainbird.com 

(yjHusqvarna 
www.husqvarna.com 

www.ez-gate.com 

J r c o 
www.jrcoinc.com 

www.bayerprocentral.com www.alocet.com 

rj 
w Btmpim, Wmlt-bullt Product» 

www.earthandturf.com 

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

800.346.2001 
www.ride-onspreader.com 

^mr ride 

m Kawasaki FINN 

i f 

www.kawpowr.com 

TEXTRON i v e r d a l e 
I Sufttrm Company GOLF, TURF & SPECIALTY PRODUCTS 

www.textron.com www.riverdalecc.com 

T u r f G o l d S o f t w a r e 

www.turttree.com 

CORPORATION 
www.iinncorp.com 

iTrtpleD 
' Enterprises 

www.tripled-enterprises.com 

new leadsUSi 
www.newleadsusa.com 

y 

UNICO 

www.unicospray.com 

U g h * > g l n ç . 

vww.cascadelighling.com 

z 
SPRAY 

www.z-spray.com 

WEISftCRGERGreen 
/ l A u x c u t c e 

www.weisburger.com 

www.terrisindustries.com 

STIHL 
www.stihl.com 

Duw AgroSciences 

www.dowagro.comAurf 

HUSTLER 
Turf Equipment 

www.excelhustler.com 

15 
pbl/suFfdcjn 

An Employee-Owned Company 

www.weedalert.com 

Swiss 
P r e c i s i o n 

Enterpr ises ' c e i b a — s h m d a i w a 
www.swissprecision.net www.koisbrothers.com www.visualimpactimaging.com www.shindaiwa.com 

www.weed-man.com www.earthandturf.com 
BASF 

YAZOO / KÊEÊ5S H0RTIG0PIA* 

w w w . y a z o o k e e s . c o m w w w . h o r t i c o p i a . c o m 

COMMERCIAL MOWERS 

www.scag.com 

ADKHD^T 
• • TECHNOLOGIES 

www.turffacts.com www.expressblower.com www.adkad.com 

www.wellscargo.com 

chipco 
Professional Products 

www.bayerprocentral.com 
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PowerView 
System 
• Comprised of 
the PowerView 
display and 
PowerView ana-
log gages 
• Multifunctional tool en-
ables equipment operators to 
view a host of engine or transmis-
sion parameters and service codes 
• Includes touch-sensitive technol-
ogy and a series of intelligent gages 
• Allows simple connection to op-
tional components 
• Features large graphical display 
and smooth operation 
Circle 212 on reader service form 

Bulldog 
BH74SS from 

Gehl 
• Attachment for skid 
steers with a lower lift-
ing capacity 
• Weighs 2,250 lbs. 
• Features a 60-inch cut 
ting deck 

• Includes a specially de-
signed narrow cutting tool configuration 
in the rotor 
• Produces faster cutting capabilities 
with the lower horsepower offered by 
skid steers 
• Works on skid steers with either left-
or right-hand outlets 
• Includes a universal mount 
Circle 213 on reader service form 

Toro Z Master 
Z500 Series 
• Zero-turn riding mower with 7-gauge 
TURBO FORCE deck 
• Equipped with a patent-pending, fine-
tune adjustable baffle 
• Available with 52-, 60- and 72-inch cut-

ting decks 
• Rugged, "bull-nose" front 
bumper designed with a 
raised leading edge delivers a 

crisp, level cut with less 
plowing 
• Includes new and 

improved safety 
features 
Circle 214 
on reader 
service 
form 

Hydro Seeding Systems 

Register on-line 
to receive 

FREE sample 
bottle of 

" C o m p a r e . . . 
Before You Buy" 

- Industry Leading 
Performance 

- Minimal Maintenance 
- Holds More Mulch 
- Easy to Operate 

mie Goo 

Model Shown: 
L90 

Price as 
Shown: 

$23,495.00 

350 Gallon Units 
Starting at 

$ 3 9 9 5 

Model Shown: 
TM35-SR 

Price as Shown: 
$3,995.00 

VISIT e a s y l a w n . c o m 
FOR A LISTING OF OUR 

UPCOMING TRADE SHOWS 

FOR MORE INFORMATION OR TO SEE A DEMONSTRATION 

CALL 800-638-1769 

V ; 

Visit us at Expo 2003, Booth #2302A 
USE READER SERVICE #68 

1 2 8 OCTOBER 2003 

Visit us at Expo 2003, Booth #3567 
USE READER SERVICE # 8 8 

LAWN & LANDSCAPE 

The Concrete Edge Company 
( 8 0 0 ) 3 1 4 - 9 9 8 4 ( 4 0 7 ) 6 5 8 - 2 7 8 8 

www. l i lbubba .com 

Winner of the 2003 WOC Most 
Innovative Product Award 
Patent Number 6,450,730 

CURB 1 

MACHINES 

Call for a 
free video 

http://www.lilbubba.com
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Enter to Win the STIHL 
FS 11 OR Grass Trimmer 

The new STIHL FS I I OR grass trimmer is one of the first 
products manufactured with the STIHL 4-MIX™ engine, a 
patented engine design that offers landscape professionals the 
benefits of 2-stroke and 4-stroke technologies combined. The 
4-MIX provides a nearly 50 percent longer run time on one tank 
of fuel and delivers 5 percent more power, 16 percent more 
torque and 15 percent less vibration than its STIHL 2-stroke 
counterpart - and weighs only ounces more. (Meets future 
CARB and EPA emissions regulations.) 

For more information on STIHL products, see your local STIHL 
servicing dealer, visit www.stihlusa.com or call I -800 GO STIHL 
(1-800-467-8445). 

ff|[Y] Questions? 
. w l I I Call 8 0 0 / 4 5 6 - 0 7 0 7 

Chances h> Win New Products 
Daily News 
Archived Magazine Articles 
Message Boards 
Sign lip for your Personalized My Lawn&Landscape Account 

http://www.stihlusa.com


Standpipe Tubes from 
NSW Corp. 
• Updated plastic tubes for the protection of standpipes used 
in ponds, aquaculture tanks and other systems using circulat-
ing water systems 
• Block undesirable elements and maintain water flow 

through tube's plastic mesh 
• Extrude from durable, high-den-
sity polyethylene 
• Will not corrode or rot 
• Require no fabrication 
• Sized to easily fit over pipes 
Circle 215 on reader service form 

Flomatic Valve 
Catalog 
• Four-color, condensed catalog 
containing Danfoss' deck and foot valves 
• Includes vavle product models in sizes 
range from 1/4-inch to 10 inches 
• Includes new 100ES & 80ES check 
valves 
Circle 216 on reader service form 

EZ Wall Pack 
• Glass refractor, high-wattage lighting 
• Designed for general security lighting 
applications that require a high-wattage 
light pack with a glass lens 
• Easy to install and maintain 
• Offers extreme resistance to insect infil-
tration and outdoor conditions 
• Produced by Ruud Lighting 
Circle 217 on reader service form 

Hydro 
WalkBehind 
• Patented H-Bar steering 
• True zero-degree turning means produc-
tivity in tight spaces 
• 37-, 48- and 54-inch cutting decks available 
• Simple motorcycle-style controls 
• Manufactured by Hustler Turf Equipment 
Circle 218 on reader service form 

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 1/2-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! 
We Accept Visa & MasterCard 

Rawson Manufacturing Inc. 
Screening and Materials Handl ing Equipment 

The model 3618 is great for screening topsoil, processed gravel, 
sand and any other product to meet your needs. Powered by 
Honda gas engine. Can be fed with a skid steer loader. Very 
compact for use directly on jobsite. Any size screen opening is 
available. Quick and easy setup. Features: Remote controlled 
dumping grizzly, belt feeder, 3' x 6* vibrating screen deck. 

A number of other products are also available: 
Double Deck Vibrating screening plants 

Trommel screening plants 
Radial stacking conveyors 

Screening units 

860-928-4458 
99 Canal Street • Putnam, CT 06260 

www.rawsonscreens.com 
For more information or to order call: 

TRIPLE D ENTERPRISES 1-800-478-7077 
Or contact us at VWVW.TRIPLED-ENTERPRISES.COM 

130 
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Two Methods for Calculating Worksheets 
A. Dividing weeks by weeks 
Total paid vacation weeks: 
45 (hrs/wk) x 40 (wks/yr) * 3 (men) 
Minus paid holiday man-hours: 3 (men) * 4 (days) * 8 (hrs/day) 
Minus paid vacation man-hours: 3 (wks) * 40 (hrs/wk) 
Minus projected downtime: 3 (men) x 40 (hrs/yr) 
Minus equipment repair time: 3 (men) x 20 (hrs/yr) 
Actual field worked 

Convert to actual weeks worked: 
5,004 man-hours -r 45 average man-hours/week 

Convert to vacation labor-burden decimal: 
Divide vacation weeks by actual weeks worked. 
3 paid vacation weeks M i l work weeks = .027 or 2.7% 

B. Dividing man-hours by man-hours (a more accurate method) 
Total vacation man-hours: 

3 paid vacation weeks x 40 hrs/wk 

Total actual man-hours worked 

Vacation labor burden percent: 
120 man-hours * 5,004 man-hours worked 

Table 2. 

Table 2 (above) shows how to compute actual workweeks. 
If downtime man-hours, holidays and so on had not been de-

ducted from actual weeks worked, the vacation labor-burden decimal 
would be higher in both cases. In the case of the example discussed 
in part "A" of Tab le 2 (below), 5,400 man-hours+45 man-hours / week 
= 120 actual weeks worked. Three paid vacation weeks + 120 = .025 or 
2.5 percent. With method "B": Paid vacation man-hours = 120 + 5,400 
(approximate total man-hours paid) = .0222 or 2.2 percent. It's not a 
lot of difference, but the higher decimals (.024 and .027) are more 
accurate calculations. 

• Holidays - Calculating the holiday labor burden is much easier 
after most of the work determining the vacation labor burden decimal 
has been done. Regard the following examples: 

A. Dividing days by days 
Total paid holidays: 3 (men) x 4 (paid holidays) = 12 total paid holidays 
Total man-days worked per year 5,004actual man-hours worked per year 

+ 9 man hours per day per man = 5,004 + 9 = 556 man-days per year. 
Then, the holiday labor burden decimal = 12+556=.0216 or 2.16 percent. 
B. Dividing man-hours by man-hours 
Total paid holiday man-hours: (12 days x 8 man-hours/day) = 

96. Total man-hours worked per year = 5,004. Then the holiday 
labor burden decimal = 96 + 5,004 = .0192 or 1.92 percent. 

Of the two methods, "B" is the more accurate, although a little more 
complex. But either example is accurate enough to be acceptable. 

• Sick Days - If paid time off is provided to field employees when 
they're sick, sick days should be computed into the appropriate com-
pany/division labor burden decimal just as would be done for the 
holiday labor burden calculations. The same method can be used for 
other, similar types of benefits provided by a company. 

• Medical/Health Insurance- Total annual medical/health insurance 
premiums paid by the company, which are not reimbursed by the 
employees, should be divided by the company/division projected total 
annual field payroll. Consider this formula: Total premiums paid by 
company are $3,300. Divide that number by the total projected field 
payroll of $75,000 = $3,300 + $75,000 = .044 or 4.4 percent. 

3 
5,400 
96 
120 
120 
60 
5,004 

111 

027 

120 

5,004 

= .024 or 2.4% 

(continuedfrom page 100) 

In the United States, the labor burden per-
cent for field divisions will normally fall be-
tween 20 and 35 percent. In Canada (and else-
where outside the United States), it normally 
runs from the high teens to the mid-twenties. 

SUMMARY STATS. In summary, labor bur-
den is primarily comprised of payroll taxes, 
unemployment taxes, and various forms of 
insurance. Field-labor burden also includes 
general liability insurance, paid holidays, sick 
days, vacation time and medical insurance 
benefits. Both field-labor burden and office-
labor burden are calculated as percentages and 
added to payroll costs in the budget. Field-
labor burden is a direct cost, while office-labor 
burden is an indirect G&A cost. [D 

This article was adapted from ]ames Huston's 
book, How to Price Landscape & Irrigation 

Projects. The author is president, ].R. Huston Enterprises. For further 
information on purchasing this book, please call 800/451-5588, e-mail 
jrhei@jrhuston.biz or visit www.jrhuston.biz. 

The Most Complete Line of 
Attachments For Compact Equipment 

flifu $ 

¿p & 

Blades ^ ^ ^ ^ Brooms Cement Mixers 

te 

Compaction Tools Concroto Pumps 

< * D ¡jtr 
Tracks V Rakes 

ET Hydraulic Breakers 

LAWN & LANDSCAPE 

ceattachmentsinc. 
Every Attachment for EVERY Job."* 

N19W6721 Commerce Court Cedarburg, Wl 53012 USA 
TOLL FREE: 866.232.8224 DIRECT: 262.387.1210 FAX: 262.387.1247 

www.ceattach.com 
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TO INQUIRE ABOUT OUR ADVERTISERS' PRODUCTS, 
PLEASE SEE ATTACHED CARD. 

COMPANY NAME WEB ADDRESS PG# RS# 
Alamia www.alamia.com 26 26 
American Isuzu www.isuzucv.com 115 76 
B. & D.A. Weisburger 

Insurance www.weisburger.com 93 57 
Ball Seed www.ballseed.com I l l 104 
BASF www.turffacts.com 3 11 
Bayer Environmental 

Science www.bayerprocentral.com 12-13,96-97* 
Bobcat www.bobcat.com 99 62 
Briggs & Stratton www.briggsandstratton.com 85 52 
Brite Ideas www.briteidea.com 108 69 
C & S Turf Care www.csturfequip.com 122 84 
Carl Black GMC www.carlblack.com 57 42 
Caterpillar www.cat.com 15,119* 16,82 
CE Attachments www.ceattach.com 131 103 
Concrete Edge www.concreteedge.com 128 87 
Coxreels www.coxreels.com 120 94 
Curbworld www.curbworld.com 108 70 
Daimler Chrysler www.dodge.com 27 
Dimex Corp www.edgepro.com 120 20 
Dixie Chopper www.dixiechopper.com 117 79 
Dow AgroSciences www.dowagro.com/turf 105,107,109 
Drafix www.drafix.com 37 29 
Easy Lawn www.easylawn.com 128 88 
Echo www.echo-usa.com 139 95 
Encore Power Equipment... www.encoreequipment.com 9 17 
Express Blower www.expressblower.com 100 63 
Fabriscape www.fabriscape.com 116 81 
Ferris Industries www.ferrisindustries.com 55 40 
FMC www.fmc-apgspec.com 35 28 
Foley Enterprises www.foleyenterprises.net 20 19 
Garden Graphics www.gardengraphics.com 21 21 
Glenmac www.glenmac.com 114 77 
GMC/Sierra www.gmc.com 88-89 
GNC Industries www.gncindustries.com 125 92 
Gravely/Ariens www.gravely.com 140 96 
Grasshopper www.grasshopper.com 58-59 102 
Husqvarna www.husqvarna.com 22-23 22 
JRCO www.jrcoinc.com 60 44 
Kelley Commercial 

Truck Center www www.isuzutruckcenter.com 113* 66 
Landscaper Pro www.landscaperpro.com 124 101 
Lebanon Turf www.lebanonturf.com 39 39 
Little Wonder www.littlewonder.com 26 25 
Maruyama www.maruyama-us.com 86 97 
Mid-Atlantic Solutions www.maslabor.com 56 41 
Middle Georgia Freightliner.... www.middlegafreightliner.com.... 94 58 
Oldham Chemical www.oldhamchem.com 95 60 

RS# 
...83 
...24 
...61 
. . .67 
...78 

COMPANY NAME WEB ADDRESS PG# 
Palmor Products www.trac-vac.com 122 
Perma-Green www.ride-onspreader.com 25 
Peterson Pacific www.petersonpacific.com 98 
PANTS www.plna.com 113* 
Practical Solutions www.theservicesolution.com 114 
ProLawn www.prolawnsprayshields.com . 124 73 
Pro-Tech www.snopusher.com 38 30 
Rawson Mfg www.rawsonscreens.com 130 90 
Real Green Systems www.realgreen.com 106 68 
Reist www.reist.on.ca 90 55 
Riverdale Chemical Co www.riverdalecc.com 19,103 18,64 
RotaDairon www.mge-dairon.com 95 59 
Shindaiwa www.shindaiwa.com 123 98 
Sensible Software www.clip.com 7 13 
SMG Software I l l 
Spyker Spreader www.spyker.com 60 43 
Stihl www.stihl-usa.com 5 12 
Syngenta Professional 

Products www5yng31taproiessionalproducts.com 17 14 
Tensar Earth www.tensarcorp.com 84 51 
Toro Landscape 

Contractor Equipment ..www.toro.com 2,S11,S20 10,48,50 
Toro Irrigation www.toro.com 87,S5 53,47 
Toro Sitework Systems www.toro.com 101,S13 74,49 
Triple D Enterprises www.tripled-enterprises.com 130 89 
Tuflex www.tuflexmfg.com 40 38 
Turbo Turf www.turboturf.com 125 91 
Tygar Mfg www.tygarmfg.com 20 93 
UPM www.vine-x.com 60 46 
Visual Impact Imaging www.visualimpactimaging.com.. 116 80 
Walker www.walkermowers.com 11,91 15,56 
Walla Walla Sprinkler www.mprotator.com 112*,113* 75,65 
Weed Man www.weed-man.com 29-32 27 
Wright Mfg www.wrightmfg.com 24 23 
Wells Cargo www.wellscargo.com 90 54 

IRRIGATION SUPPLEMENT 
Berkeley Pump www.berkeleypumps.com 4 32 
Carson Industries www.carsonind.com 5 33 
DIG Irrigation www.digcorp.com 11 36 
Hunter www.hunterindustries.com 12 37 
K & L Industries www.backflowbuddy.com 8 34 
MTI www.sprinklers41ess.com 8 35 
Rain Bird www.rainbird.com 2 31 
*Denotes regional advertising. This listing is provided as a courtesy to Lawn & Landscape advertisers. 
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Advertise Today! 
All classified advertising is $1.00 per word 
with a $30.00 minimum. For box numbers, 
add $1.50 plus six words. All classified ads 
must be received seven weeks before the 
date of publication. We accept Visa, 
MasterCard, American Express and Dis-
cover. Payment must be received by the 
classified closing date. 

Business Opportunities 
SELLING YOUR BUSINESS? 

TURBO TECHNOLOGIES INC 

TJRBO IURF 
HYDRO SEEDING SYSTEMS 

FREE 
APPRAISAL 

NO BROKER 
FEES 

Professional Business Consultants 
vfcusi ness 

J L 
Merger A Acquisition Specialists 

Professional Business Consultants can obtain 
purchase offers from qualified buyers without 

disclosing their identities. Consultants' fees 
are paid by the buyer. 

CALL: 

708/744-6715 
FAX: 630/910-8100 

FOR FREE H YD ROSE E DING INFO A VIDEO, CALL 

TURBO TECHNOLOGIES, INC 
1500 First AveBeaver 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 

B I D D I N G 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 Un l imi ted 
8 0 0 / 8 4 5 - 0 4 9 9 

www.profitsareus.com 
Visa, MasterCard, 

Discover, American Express 

PUTTING GREENS 

Reasons to call us: 
* Huge Profit Center - 6 5 % 

* Easy Installation Process 

* Carry NO Inventory 

* Utilize Existing Equipment 

* Excellent Add-On Service 

* Many Extras 

Back-Yard Putting Greens 
Buy Manufacturer Direct - Save 70% 

Synthetic putting greens are 
the fastest growing segment of 

the $25 Billion a yr golf industry 

FREE VIDEO 

LAWN & LANDSCAPE w w w . l a w n a n d l a n d s c a p e . c o m 

http://WWW.TURBOTURF.COM
mailto:kmfranke@hutchel.net
http://www.frankemarketing.com
http://www.profitsareus.com
http://www.lawnandlandscape.com


BUSINESS OPPORTUNITY 

AUTOMATED ICING SYSTEMS 

///ATTENTION!!! 
Irrigation Contractors 

Expand your business with Automated Anti-Ic-
ing Systems for residential & commercial appli-
cations such as: sidewalks, driveways, parking lots, 
etc. For more information call Meltdown Technol-
ogy, Inc. (subsidiary of Water Works, Inc.) 
Phone: 815/385-5599 • Fax: 815/385-5699 

BUSINESS OPPORTUNITY 
Free report for Business Owners. Tired of not 
enough sales and profits? Discover ways to sell 
more, cut costs and double your profits with tons 
of low-cost marketing strategies. FREE Report 
by top marketing expert reveals all the details. 
Call toll free 877/591-6166. 

BUSINESS OPPORTUNITY 
ATTENTION BUSINESS O W N E R S - WHY 
DOESN'T YOUR ADVERTISING WORK? Fi-
nally, You Can Stop Wasting Good Money On 
Useless Advertising! Free Report Reveals How 
To Get More Customers In A Month Than You 
Now Get All Year...Guaranteed! Call 877/677-
5826, Toll Free, 24 hr., For FREE Recorded Mes-
sage Now! 

BUSINESS OPPORTUNITY 

GROW WITH US! 
» Diversify your business 
» Add irrigation to your core business 
» Marketing and training programs 
» Secured franchise territory 

ê ServiceFirst 
Irrigation 

For information contact us: 

1-877-353-4533 
or 

www.servicefirstirrigation.com 

866-WET-GRASS 
LAWN SPRINKLER INSTALLATION 

FRANCHISE OPPORTUNITY 
If you are not currently offering lawn sprin-
kler installation and service, you could be 
missing out on one of the most profitable seg-
ments of the landscape industry. With out 
low start up cost and complete training pro-
gram you could be operating your own Un-
derground Irrigation. Franchise and be in-
stalling systems in no time. 

Cal l 866/ -WET-GRASS for more 
information. 

Businesses for Sale 
COMMERCIAL 
LANDSCAPE MAINTENANCE 

Commercial landscape maintenance business 
includes tree trimming and installation. Orange 
County California. Established 23 years, $2.5 
million annual sales, 1.7M or equity partner. 
Great opportunity for out of state company to 
expand into Southern California. 714/588-3168. 

LANDSCAPE 
CONSTRUCTION C O M P A N Y 

Well Established 20-year Landscape Company 
Boston, Massachusetts Area. 
Annual volume $3.5 million PLUS! 
Company breakdown: 

• 70% Construction 
• 20% Maintenance 
• 10% Snow Operations 

Well managed and organized operation with a 
meticulous fleet. Will sell with or without the 
real estate, which has all the necessary 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 
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. 

TOR SALE/LEASE 
I N T E R I O R S C A P E FACIL ITY 

Premium facility in Houston, TX, easy access to 
Beltway 8 area for sale or lease. Includes 1800 
square foot office space, 30'x96' green house, 
25'x40' greenhouse with heater and misting sys-
tem, a 20'x40' warehouse and a new 3200 wq ft, 
2-story warehouse with 2 restrooms, shelving 
and dumb waiter. All located on blacktopped 
34-acre lot (100'x288') with water well and sep-
tic tank. Lot enclosed by security fence. 

CONTACT Armando Garcia, Sr. 
(800) 950-4899 

Armando@certified foodscorporation.com 

FOR SALE 
R E T A I L / W H O L E S A L E G A R D E N CENTER 

4 Acres + 2 buildings 4500 sq. ft., 8 greenhouses 
(3 heated) located on major highway. 18 years 
in business. Located in Northeast Texas. Sales 
in 20011.1 million, sales up 30% from 2000. Fan-
tastic opportunity, room to grow. Must sell for 
health reasons. One time owner. Great area to 
raise a family. Reply toe-mail: cederfern@aol.com. 
Call: 903/665-3687. 

FOR SALE 
New Jersey company that provides contracted 
landscape and lawn maintenance, landscape in-
stallation, and snow removal services to com-
mercial and institutional properties. $3.5 mil-
lion revenues, highly profitable. Contact: Sean 
Walker 714/327-8661 swalker@rsmequico.com. 

BUSINESS FOR SALE 
B I G S K Y C O U N T R Y 

Can you think of a better place to own your own 
business, in a setting that has fishing, hunting, 
skiing and numerous other outdoor activities? 
We are located in Bozeman, Montana, the fast-
est growing community in the state. We have a 
well-established landscape and sprinkler system 
company for sale. 

• Commercial and Residential 
• 80% new construction 
• 20% established yards 
• Serious potential for snow removal 

With an annual volume of 1.3 million PLUS and 
endless opportunities, our back log for 2004 is 
approx. $500K and growing. Please contact 
Lawn and Landscape, PO Box 414, 4012 Bridge 
Ave., Cleveland, Ohio 44113. 
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For Sale 
FOR SALE 

EQUIPMENT FOR SALE 

www.tHhlS-a-lot.net 

FOR SALE 
¡.LANDSCAPE DESIGN KIT 3 

48 rubber stamp symbols of trees, 
shrubs, plants A more. 1/8" scale. 

Stamp sizes f rom 1/4' to 1 3M". 
> $93 • $6.75 s/h. VISA, MasterCard. A 
| MO s shipped next day. Check delays 
•sh ipmen t 3 weeks. CA add 7.75%tax. 

_ J AMERICAN STAMP CO. 
^FRiE BROCHURE 12290 Rising Rd. LL23, Wilton. CA 95693 

¡̂T-wc. Loai 916-667-71 Qg TOLL FREE 877487-7102 
FOR SALE 

Stop guessing square footage! Measure area 
quickly and accurately. Just wheel the DG-1 
around any perimeter and instantly know the 
area inside. $399 + $7 ship. CA add tax. 
www.measurearea.com 760/743-2006. 

FOR SALE 
Turn key landscape construction corp. 8 man 
CA crew with an outstanding reputation in the 
high end market on the central coast. Company 
has over 100k in contracts at any given time and 
over 150k in equip, and parts company earns 
over 500k per yr. and nets more than 100k. Huge 
growth potential for maint. crew, 2nd construc-
tion crew or both. Zero debt. Owner may con-
sider carrying papers with substantial down 
payment. Excepting offers 805/547-1236. 

PINCHERS 
Load and Unload 
Fastest 2" and up 
Tree Planter Ever! 

SPRAYER PARTS DEPOT 

Discount Sprayer Parts 
RTS & PUA REPLACEMENT PA 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 

FOR SALE 
For sale, large white pines 18-20 feet, 43 inch balls 
located in northern Maryland. Please call 410-
357-5836. 

COVER IT 

COVERÎÎà I N S T A N T G A R A G E S 
A L L W E A T H E R S H E L T E R S 

SAND/SALT BINS • WORKSHOPS 
EQUIPMENT STORAGE 

Author i zed Dea ler 

SHELTERS OF NEW ENGLAND INC. 
251 West Hollis St. • Nashua, N.H. 03060 
1-800-663-2701 «(603) 886-2701 
www.sheltersofnewengland.com 

FOR SALE 
18 used Professional Spray Trucks, 

totally equipped, excellent condition! Also 
Tu flex tanks, beds, hose reels, aerators, more. 

REDUCED MUST SELL! 
www.getgreenthumb.com / trucks.html 

Or call Russell 214/733-8700, Dallas, TX 
FREE delivery available! 

FOR SALE 

STATELINEPOWERSTORE.COM 

GUARANTEED 
LOW PRICES 

Generators 
Portable Generators • Tools 

Hardware • Much, Much More! 
IMMEDIATE DELIVERY • NEW AND REFURBISHED 

CTATEUNE 
POWER CORP 

p:800.524.8344 * f:937.547.1014 

FOR SALE 
Turf Tracker Fertilization Spray System 

Original Owner 
20-hp Kohler Engine 

Mint Condition 
Increase Your Daily Production 

$3,900 603/424-7817 

LAWN FERTILIZER 
CHEVY TRUCKS FOR SALE 

Si lverado 's/GMC V-8's with two mounted 
boxes, tank & pumps, hoses & reels. AC. Plow 
frames & V plows available. Some are 4x4. 
Couple of S-10's with equip. Call for listing ask 
for Jim or Joe or Gary. 

GPS Vehicle Tracking 
GPS VEHICLE TRACKING 

No Monthly Fees 
Call 800-779-1905 

www.mobiletimeclock.com 

FOR SALE 

Your source for green 
industry attachments! 

DUTCHMAN 
TREE SPADES 

GROUSER 
TRACKS 

M ° M I L L E W T a r î t 
Augers lULLER 

FAX: 402-364-2194 
E-Mail: nurseryjaws@alltel.net 
www.NurseryJaws.com 

Attention Landscape Professionals 

^4 
GPS Veh ic le T r a c k i n g S y s t e m s 

e Verify Landscaping Jobs Completed 
e Increase Employee Productivity 
e Reduce Operating Costs 
e Increase Employee Responsibility 
e Reduce Fuel Cost 
e And More1 

Packages available to fit any size fleet... 
Buy manufacturer direct and save! 

AftontabK Smp* ImMMan M»iutacturw One* No MomNy F«n 

Call Now! 800-665-7203 -
www.onetrackinc.com 

2375 E Carryback Sulla 500 Phoenix AZ 85016 Î 
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Help Wanted 
KEY EMPLOYEE SEARCHES 

Florapersonnel, Inc. in our third decade of per-
forming confidential key employee searches for 
the landscape industry and allied trades world-
wide. Retained basis only. Candidate contact 
w e l c o m e , conf ident ia l and a l w a y s free. 
Florapersonnel Inc., 1740 Lake Markham Road, 
Sanford, FL 32771. Phone 407/320-8177, Fax 
407/320-8083 . Email : Hor tsearch@aol . com 
Website: http/ / www.florapersonnel.com 

LANDSCAPE M A N A G E M E N T 
THE B R I C K M A N 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 

SALES 
Wheat's Lawn & Custom Landscape, a $7 mil-
lion residential landscape firm in Northern Vir-
ginia since 1978, has positions available for man-
agement and sales. Interested candidates should 
want to surpass own personal expectations and 
have a desire to work with a motivated and suc-
cessful team. Wheat's offers: 

• Health insurance 
• Advancement opportunities 
• 401 (k) and profit sharing 
• Excellent salaries 
• Great work environment 

For confidential consideration, please mail, fax 
or email your resume. 

WHEAT'S LAWN & CUSTOM LANDSCAPE, INC. 
8620 Park St. 

Vienna, VA 22180 
Fax: 703/-641-4792 

Email: wheats@wheats.com 
Web Site: www.wheats.com 

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 hor t icul tura l t rades 
throughout North America. Companies and ca-
reer-mined candidates are invited to check us 
out on the Web at http: / / www.greensearch.com 
or call toll free 888/375-7787 or via E-mail 
info@greensearch.com. 

IT PAYS TO ADVERTISE 
IN THE 

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

CALL 
800/456-0707 

TODAY 

HELP WANTED HELP WANTED 

. Setter J 
LANDSCAPE CONTRACTORS 

COME G R O W BETTER WITH US! 
Take advantage of this opportunity to join one 
of the most dynamic landscape companies in 
the beautiful southwest. Our exciting and vi-
brant company has career opportunities in the 
following positions: 

Sales* Design* Mid-Management Field 
Crew Leaders - Install & Maintenance 

We offer outstanding compensation and ben-
efits package, relocation allowance, and an ex-
cellent family-working environment. If you are 
interested in a career opportunity please send, 
fax, or email resume to: 

HEADS UP LANDSCAPE 
PO Box 10597 Albuquerque NM 871 84. 

Email ¡delarosa@hulc.com 
Phone 505-898-5510 Fax 505-898-2105 

To find out more information about 
Heads Up Landscape please 

visit our website at 
www.headsuplandscape.com 

HELP WANTED 

B r a n c h M a n a g e r N o r t h e r n K e n t u c k y 
(Cincinnati Metro) - An exciting oppor-
tunity for an ambit ious individual. The 
second largest lawn care c o m p a n y in 
North America is looking for a dynamic 
self-starter. Must have a proven track 
record in managing a mid to large size op-
eration, including all facets of sales and 
opera t ions . We are a rapidly g r o w i n g 
company with existing branches in sev-
eral cities. Only career minded individu-
als with long-term goals need apply. 

Send resume and cover letter to: Mike Sh-
annon, Hil lenmeyer Landscape Services, 
2339 Sandersvi l le Road, Lexington, KY 
40511 or email mike@hil lenmeyers .com 

HELP WANTED 
Distinctive Gardens by Pete Moss, Inc., an es-
tablished urban landscape design and installa-
tion company in Metro Denver is hiring for the 
following positions: Experienced landscape 
foreman to lead multiple crews. Maintenance 
manager will also lead multiple crews and be 
responsible for scheduling, ordering and clean 
MVR is required. Bilingual a plus. 

Salary, incentives and benefits. 

Fax resume and salary history to 303-873-1640 
or e-mail to milsteinp@msn.com. 

J O H N D E E R E 
LANDSCAPES 

JOHN DEERE LANDSCAPES 
IS HIRING AREA MANAGERS 
FOR NORTHERN CALIFORNIA 

John Deere Landscape, a leading distributor 
of landscape, irrigation and nursery products, 
is now hiring area managers for territories 
within Northern California. Ideal candidates 
are motivated self-starters who understand the 
needs of professional landscape contractors 
and are focused on providing excellent ser-
vice. Candidates will nave experience in land-
scape and irrigation, landscape lighting, land-
scape supplies or the nursery industry. 
Responsibilities include: 

• Managing a Network of Local Branches 
• Hiring and Supervising Branch Staff 
• Implementing the John Deere Landscapes 
• Business Model 
• Directing Branch Operations, Area Sales 

and Customer Service. 
Our fast-growing company offers competitive 
pay, advancement and excellent benefits. 
Drug-free workplace. EOE. Forward resumes 
with salary requirements to: 

Personnel Dept. 
JOHN DEERE LANDSCAPES 

P.O. Box 37 
OakView, CA 93022 

E-Mail: Bday@JohnDeereLandscapes.com 

Industry Web Sites 
INDUSTRY WEB 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 

INDUSTRY WEB SITES 
Http: / / www.landscapeforums.com is a helpful 
and informative Web site designed specifically 
for Lawn and Landscape professionals and busi-
ness owners. Landscapeforums.com is where 
professionals can exchange information get new 
ideas and Free advice, Green industry Forum 
916/339-3890. 

Landscape Equipment 
TREE STAKES 

Doweled Lodgepole Pine 
CCA Pressure Treated 

2" Diameter, Various Lengths 
Economical, Strong and Attractive 

Phone: 800/238-6540 
Fax: 509/238-4695 

JASPER ENTERPRISES, INC. 
We ship nationwide. 

Website: www.jasper-inc.com 
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Uandscape 
YES, I would like to receive/continue to receive Lawn & Landscape free of charge. 

[ ^ J No, I would not like to renew. 

Name Date 

Company 

Address City 

State Zip 

Signature 

Title 

Phone Fax 

E-mail 

Web Address 

GIE Media will only use your e-mail address to contact you with relevent industry 
or subscription information. 

If you do not want to receive e-mail from trusted 3rd parties, please check here. Q 

1. What is your primary business 
at this location? (choose only one) 

I. CONTRACTOR or SERVICES 
• 1. Landscape Contractor 
• 2. Chemical Lawn Core Company 

(excluding mowing maintenance service) 
• 3. Lawn Maintenance Contractor 
G 4 Ornamental Shrub & Tree Service 
• 5. Irrigation Contractor 
• 6. Landscape Architect 
G 7. Other Contract Services 
(please describe) 

II. IN-HOUSE LAWN/CARE 
MAINTENANCE 

G 8. In-House Maintenance including: 
Educational Facilities, Health Care 
Facilities, Government Grounds, Parks & 
Military Installations, Condominium 
Complexes, Housing Developments, 
Private Estates, Commercial & Industrial 
Parks 

III. DISTRIBUTOR/MANUFACTURER 
G 9. Dealer 
G 10. Distributor 
G i l . Formulator 
G 12. Manufacturer 

IV. OTHERS ALLIED TO THE FIELD: 
G 13.Extension Agent (Federal, State, 

County, City, Regulatory Agency) 
G 14. School, College, University 
G 15.Trade Association, Library 
G Others (please describe) 

2. What b«st describes your title? 
GOwner , Pres., Vice Pres., Corp. Officer 
• Manager, Director, Supt., Foreman 
G Agronomist, Horticulturist 
• Entomologist, Plant Pathologist 
• Serviceman, Technician, Crew member 
• Scientist, Researcher 
G Company, Library copy only 
G Other (please specify) 

3. What services does your business 
offer? (please check all that apply) 

1. Landscape Installation 
2. Landscape Maintenance 
3. Landscape Renovation 
4. Mowing and related maintenance 
5. Irrigation Installation 
6. Irrigation Maintenance 
7. Tun pesticide application 
8. Ornamental/tree pesticide application 
9. Turf fertilization 

10. Ornamental/tree fertilization 
11. Tree Pruning 
12. Snow Removal 
13. Interiorscape 
14. Other 
15. Landscape Design 

4. How many full-time (year-round) 
employees do you employ? 

5. What year was your business 
founded? 

6. What were your company's rss revenues for 2Ô02? 

Less than $50,000 
2. $50,000 to $99,999 
3. $100,000 to $199,999 
4 $200,000 to $299,999 
5. $300,000 to $499,999 
6. $500,000 to $699,999 
7. $700,000 to $999,999 
8 $1,000,000 to $1,999,999 
9. $2,000,000 to $3,999,999 
10. $4,000,000 to $6,999,999 
11. $7,000,000 or more 

7. Please indicate your 
approximate business mix: 

1. Residential % 
2. Commercial % 
3. Other % 
Specify types 

Total 100% 



Postage 
Required 

Post Office will 
not deliver 

without proper 
postage. 
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Landscape Lighting 
Offer High Margin Services 

Training • Marketing • Supplies 
Over 400 Locations in 47 States & Canada 

M M 
800-687-9551 

www.TheDecorGroup.com 

Services 
NEED A COACH? 

Get the answers you're looking for... 
Jeffrey W. Zindel, Business Consultant 

20 years experience in the green industry 
Exterior/Interior. 888/425-0421 

jzbusinessconsultants.com 

HÜZZH 
TURFGOLD SOFTWARE 

Do you want to have 
MORE CONTROL OVER YOUR BUSINESS 

INCREASE SALES 
AND MAKE MORE MONEY? 

We'll show you how with software designed 
Specifically for lawn and landscape companies 

Call Tree Management Systems, Inc. 
At 800/933-1955 

Or visit our website at www.turftree.com 
For a free demo presentation. 

SOFTWARE 
Scheduling & Landscape 
Maintenance Estimating 

Unlimited customer accounts. 
Starting at $199 

Quality software at affordable prices 
www.BrokenLegSoftware.com 

919-732-6791 

Software 
SOFTWARE 

The #1 best-selling 
all-in-one software for 

specialty trades 

Download a free demo of 
the software everyone is 

talking about! 

www.wintac.net 
Or call 24 hours for a free demo CD: 

1-800-724-7899 ext.2 

SOFTWARE 

• Unlimited Customers & Locations 
• Automatic Scheduling, Routing 
• Automatic Invoicing, Job Costing 
• Service History & Profit Tracking 
• Labor and Productivity Tracking 
• Material & Chemicals Tracking 
• Letter Writer w/ auto Mail-Merge: 

Send Sales and Service Notices 

ropo. 
Orders, Statements, Purchase 
Orders. Reports. Labels. Even 
design vour own forms in Word 

• Full Accounting: G/L, A/R, A/P, 
Payroll, Checking, Inventory, 
Financial Reports and Graphs 

• Built-in links to QuickBooks ® 
Peachtree \ MS Office Street 
Mapping, Emailing, and more! 

GROUNDSKEEPERPR© 
BUSINESS 
SOFTWARE 
I n v o i c i n g 
Schedul i 
Routing 
E s t i m a t i n 

Trailers 
ORGANIZE YOUR TRAILER 

Patented Storage System has snap in compo-
nents, which can be re-arranged in seconds. 
System includes shelving and racks for land-
scape equipment, to secure motorcycles and 
more... landscaperracks.com 800/768-7708. 

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. 

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. 

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. 

Workshops 
WORKSHOPS 

DRIP INSTALLATION WORKSHOPS FOR 
COMPANIES TAUGHT AT YOUR LOCATION 
BY DR. DRIP. Best components - best methods 
- most durable. Make drip simple AND profit-
able. Two day workshop, classroom and field 
instruction. 

CONTACT: Laurence Budd, CLT 
Allison Irrigation, Ft Collins, CO 

970-490-1080 or dr.drip@xeriscape.net 

IT PAYS TO ADVERTISE 
IN THE 

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

CALL 
J E N N I F E R H A L A S 

AT 
8 0 0 / 4 5 6 - 0 7 0 7 

TODAY. 
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Employee Meetings at 
B&B Landscaping & Irrigation 

When I first started my business, I was able to visit every 

job site every day and build several strong client relation-

ships that helped grow the business. Over time though, 

our business growth demanded more and more produc-

tion time, which turned our attention away from inter-

nal and external communication. 

Not unexpectedly, a lack of communication with my 
clients and employees caused the company's quality of 
work to drop dramatically. I realized we had to get on top 
of things and do everything we could to make our clients 
happy. We stopped all new work and devoted two full 
weeks to getting all of our accounts looking their best. 

During this period I spoke with all my clients, apolo-
gized for our lack of service and asked their opinions on 
how they felt our service could improve. Many of my 
clients who also own their own businesses suggested 
that having employee meetings was the most effective 
way they've found of keeping communication up and 
delivering the best possible customer service. That was 
the first change we made. 

We had our first company meeting on the day we 
finally got caught up on all our work. I let my eight 
employees know that we would be having a cook out 
after they finished cleaning their trucks, and that we 
would spend some time talking about some important 
company matters. 

I could tell most of my employees did not want to 
have a meeting - they were all for the food and drink but 
were dreading having to listen to me gripe. However, 

1. Write out an agenda for each meeting. 
2. Take time to complement your employees and offer 

constructive criticism to help them do even better work 
on the job. 

3. Allow employees to speak freely and encourage their 
participation. 

4. Ask for employees' ideas on how they think things 
should change to improve your business. 

5. Make the meetings enjoyable so employees do not 
dread going to them. 

after spending two weeks cleaning up all the properties 
I had plenty of compliments for them. Before the meeting 
I wrote down a game plan so I wouldn't forget anything 
I wanted to go over. My plan was to start the meeting and 
to keep it simple: 

1. Thank everyone for staying and for working so 
hard in the previous weeks. 

2. Let them know that company operations could not 
continue as they had been and outline some of the major 
changes in store. 

3. Ask for their thoughts and ideas on things they saw 
that needed to change. Let them air their own complaints 
and concerns about the company. 

This first meeting was the best thing that has hap-
pened to the way we run our business. It really helped 
clear the air and get everyone on the same page about the 
work we needed to do to get the company back on track. 
We now have a meeting every Friday at our home office. 
This lets us discuss everything in a familiar environment 
and keeps business discussions at the office instead of 
dragging work to someone's house for a meeting. 

We take an hour or two at the employee meetings to go 
over individual projects, how each job is going and what 
each crew might need to work on to complete projects on 
time. Also, we discuss problem areas where crewmembers 
might need guidance and look at any new jobs we have to 
prepare for. Everyone has an opportunity to bring up 
questions or comments and crewmembers often use em-
ployee meetings as an opportunity to suggest routing or 
scheduling changes to keep their energy and productivity 
up, rather than facing a monotonous week. 

Sitting down to discuss each crew and each project 
doesn't cost a dime, but because we serve lunch - either 
delivery or a cookout - there are some food expenses 
involved. Also, to build morale, I award $50 to the 
foreman-of-the-week and each crew votes on a laborer-
of-the-week who receives $25. On the last Friday of the 
month, employees' families are invited to the meetings 
and we have drawings for Toys R Us gift certificates for 
the kids, as well as a drawing for one $100 grocery story 
gift. The cost involved averages out to about $800 per 
month, which is a small price to pay for knowing that 
jobs are getting done properly and that all employees 
and clients are happy. - Gary Batho ID 

The author is owner of B & B Landscaping & Irrigation, 
Clarkesville, Ga., and can be reached at 706-754-6325 
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Save 50 on the Echo PB-403. 
Dependable operation and exceptional comfort. 
Now just s299" (CARB PB-413 s329"). 

• 44 cc commercial-grade dual-ring piston engine 
• Easy-to-reach tube-mounted or hip-mounted throttle positions 
• 64 fl oz fuel tank capacity for extended run times 

PB-403 
Commercial-duty air filtration system 
70 dB(AI per ANSI B 175.2002 

Echo offers the largest power blower line in the industry! 

PB-603 s399" 
(CARB PB-611 $469") 

Sets the standard for light weight, 
ergonomics and delivers 
commercial-grade power. 

• 58.2 cc commercial-grade dual-ring 
piston engine 

• Fully adjustable tube-mounted throttle 
with cruise control 

• "L" shaped frame provides light 
weight and durability 

• 64 fl oz fuel tank capacity for 
extended run times 

PB-650 s499" 
Blow away your biggest jobs with our 
top-of-the-line commercial blower. 

• 63.3 cc of pure commercial power 
• Available with easy-to-reach 

tube-mounted or hip-mounted 
throttle positions 

• 68 fl oz high capacity fuel tank 
• Super-duty commercial air 4 

filtration system 
• Comfortable operator ergonomics 

Visit us at Expo 2003, Booth #3255 

For Echo literature: 1-866-704-1406 

© 2003 Echo, Inc. 

nuecHO. 
Ask Any Pro/ ™ 

For your nearest dealer, call 
1-800-432 ECHO (3246) or visit 
www.echo-usa.com. 

USE READER SERVICE #95 

http://www.echo-usa.com
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"Performance is one reason I've stayed with Gravely. But there's a lot more to it. Like excellent dealer support, 
which means I don't wind up with lots of costly downtime if I have a problem." 

We couldn't have said it better ourselves. Get more information about Gravely products or Gravely on Tour, a free 
hands-on workshop designed to help landscape contractors bring in more green — instead of just cutting it. 

See your local Gravely dealer, visit www.gravely.com or call 800.GRAVELY. 

Proud member of 

ASSOCIATED LANDSCAPE 
CONTRACTORS OF AMERICA 

œmwmiàr]' 
WE KEEP YOU CUTTING * 

A N A R I E N S C O M P A N Y 

USE READER SERVICE #96 

www.gravely.com 
800.GRAVELY r 

"I CONSIDERED ANOTHER 
MOWER ONCE... 

18 YEARS AGO." 

Brian Mapes 
GrasSnipper 

Lawn Maintenance 
Ambler, PA 

Visit Ariens, Gravely and Stens 
at Expo 2003, Booth #4455 SW 

http://www.gravely.com
http://www.gravely.com

