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Introducing the Toro" Z500 Series. 

Finally, a mower you can fine-tune to conquer 

any condition. Its new T U R B O F O R C E " 

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? 

Z 5 0 0 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. 

USE READER SERVICE # 1 0 

TORO Count on it. 
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Business 
Lesson Plans 
American Beauty Landscaping 
Owner Roger Myers learns 
that after $1 million 
in revenue, 

anything is possible.... 3 4 

F E A T U R E S 

Lean Machine 
Almost three decades of business experience 

has taught John Reffel how to do more 

with less 4 6 

Regulation 
Education 
Beyond clipping and mowing reduction, 

plant growth regulators can boost 

plant health and save contractors time.... 52 

Artful Restoration 
Damaged lawns are blemished 

masterpieces that require the 

right tools and techniques 

to restore them to their 

original glory 8 4 

Money in the Bank 
Paying for insurance is a business necessity. Learn 

how to effectively and economically protect you 

and your employees' livelihood 9 4 

SPECIAL DESIGN/BUILD SECTION: 

The Container 
Connection 
Contractors enhance exterior 

spaces with landscape containers. 

Scan this section to learn design, 

plant selection and maintenance tips. 102 

TRUCK St 
Duym Guide 
In tins supplement, learn truck 

customization teclmicpies, Ixnv to clmse 

between open and closed trailers, d)e 

importance of dtiver safety and cl)eck out 

our buyers guide. 
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INTRODUCING 4 E W 

AquaCap 

Pendulum preemergent herbicide has always 

offered you unbeatable weed control and unmatched 

value. But in keeping with our commitment to the 

industry, we've made it even better. BASF Professional 

Turf is proud to introduce new Pendulum AquaCap". 

Pendulum A q u a C a p encapsulates a new 

water-based formulation of the industry's leading 

preemergent active ingredient using a process patented 

f Herbicide 

m 

by BASF. The result is a nice, neat little package of new 

benefits, including: 

• Water-based formulation 

• Virtually no odor 

• Reduced staining potential 

• Increased ease and flexibility of 
handling, mixing and cleanup 

• Improved storage stability 

To learn more about how you can unwrap the potential of new Pendulum AquaCap , visit www.turf fads.com. 

Pendulum A q u a C a p is currently labeled for commercial lawncare and golf course use. 

BASF 
PROFESSIONAL 

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

BASF 
USE READER SERVICE # 1 1 

http://www.turffads.com
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No more mixing. No more spraying. Simply 

spread right from the bag - whether conditions 

are wet or dry windy or calm - to kill a wide 

variety of broadleaf weeds. New Confront is 

available in fertilizer or as a granular weed 

control. In fact, we've even formulated 
C ^ m Ä / / A gyAwUy k&ïkiciÀë tLiî MÙidHij tovïkï. 

with Team to give you broadleaf and 

N e w L e b a n o n T u r f G r a n u l a r C o n f r o n t f o r b r o a d l e a f w e e d s . 

crabgrass control in one easy step. Visit 

your LebanonTurf Dealer or call 

1-800-233-0628 to find out more 

about the granular herbicide that works 

without spraying. And for a free copy of 

our Broadleaf Weed Control Booklet, 

visit www.LebanonTurf.com, click on pro-

motions and enter coupon code LL3053. 

1-800-23* 0628 • www.LebanonTurf.com 

U S E R E A D E R S E R V I C E # 1 2 

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


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

databases and more at www.lawnandlandscape.com. 

ONLINE PRODUCT DIRECTORY 
Lawn & Landscape Online offers a growing Product Directory. The multimedia 

tool allows Web users to learn more about green industry products, view 

photos of featured items and contact manufacturers for more information. 

New products are added to the directory each week, making it an evolving 

source of the latest product essentials. Visit www.lawnandlandscape.com/ 

product/ to browse the Online Product Directory. 

L 

TRUCKS 'N' 
TRAILERS 
Look online for product information and news 

related to trucks and trailers. An upcoming 

issue of the product e-newsletter wil l feature 

some of the latest offerings from manufactures 

of trucks and trailers. To sign up for the weekly product e-newsletter, e-mail Ali 

Anderson at aanderson@lawnandlandscape.com. And visit 

www. lawnandlandscape.com for access to news and views about the vehicles 

that keep your business moving. Specifically, look for a Web-exclusive story 

about custom-made trailers. 

Laidandscape 
jf Extras 

ONLINE EXTRAS 
Browse Lawn & Landscape Onl ine for a 

collection of exclusive W e b stories 

relative to this month's issue: 

• This month, visit Lawn & Landscape Onl ine for a list of insurance terms 

and definitions that contractors may encounter when putting business 

insurance policies together. 

• Learn how to keep customer service intact over the phone when you read 

about the telephone tactics of a contractor who may be considered a 

"phone-atic." 

• Check Lawn & Landscape Onl ine for detailed information about driver's 

safety programs. 

• Look for our container supplier listing on www. lawnandlandscape.com. 

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

WEB TOOLS 
DAILY NEWS 

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

INDUSTRY EVENTS 

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

T T T T T 

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

I'll H H l I l-H 
The industry's most interactive 
message board. 
www.lawnandlandscape.com/ 
messageboard 

INDUSTRY LINKS 

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

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

' J M I ' h l l M h M i i 
growing compilation of industry 

products, complete with photos 
and manufacturer contact 
nformation. 

www.lawnandlandscape.com/ 
product 

u s m n n s m m 
An interactive listing of industry 
manufacturers and suppliers. 
www.lawnandlandscape.com/ 
marketplace 

ONLINE STORE 

A one-stop shop for industry-
related books, CD-Rom training 
programs and other educational 
materials. 
www.lawnandlandscape.com/ 
store 
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"I CONSIDERED ANOTHER 
MOWER O N C E . . . 

18 YEARS AGO." 

Brian Mapes 
GrasSnipper 

Lawn Maintenance 
Ambler, PA 

Visit Ariens, Gravely and Stens 
at Expo 2003, Booth #4455 SW 

"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 

ASS<X:IATED LANDSCAPE 
CONTRACTORS OF AMERICA 

' P S R I A V I E R I 

WE KEEP YOU CUTTING " 

A N A R I E N S C O M P A N Y 

USE READER SERVICE # 1 3 

www.gravely.com 
800.GRAVELY 

http://www.gravely.com
http://www.gravely.com


Creating Unique 
Differences 

"Fortunately, even if a low-cost producer wins in 

the short term, it's difficult for the low-cost 

producer to win in the long term. In many cases, 

the short-term winner is destined for a slow, 

lingering death." — Doug Hall, Jump Start 

Your Business Brain. 

With the days of summer waning and 2004 seem-

ingly around the corner, it's natural that business 

conversations and meetings have begun to focus on 

strategic planning. 

What new services will you offer your customers 
next year? Will those services increase the bottom 
line? What kind of training will be necessary to bring 
your crews up to speed? 

Even if you don't plan to diversify your service 
offerings, how are you evaluating your personnel 
and equipment needs? How many crews will you 
add? What new and replacement equipment do you 

need to purchase? Will you 
buy or lease the equipment? 

These and other decisions 
can make you weary, but 
they're absolutely critical to 
your continued business suc-
cess. Planning and creativity 
are at the core of helping any 
business improve its effective-
ness. And such content 
should center on developing 
customer-focused ideas that 
make a measurable difference 
on both top-line sales and 
bottom-line profits. 

Before such ideas can take 
fruition, it's important that 
you have a deep understand-
ing of your clientele and your 
marketplace. Rather than de-
veloping 10 new ideas and 

hoping that one will stick, it's wise to gather some 
market intelligence, test your theories and focus on 
one or several ideas that can and will increase sales. 

Generally speaking, customers are creatures of 
habit. And before customers will change, they must 
be convinced that your business offers a distinguish-
able difference from your competitors. 

When you have a unique product or service to 
offer, you stand out in the marketplace. 

Think about your drive to and from work. How 
many lawn and landscape trucks and trailers do you 
see on a daily basis? How many mowing crews dotted 
commercial and residential properties throughout your 
city? Were they remarkable? Probably not. 

Creating unique differences in your business from 
that of your competitor is a long-standing value 
proposition and one that has helped avoid commod-
ity pricing pressures. However, the importance placed 
on being unique is more important now than ever. 

Dramatically different ideas do three things 
for a business: 

1) They give your sales team legitimate news 
to share with your customers and prospects. 

2) They result in customer "buzz" and word-of-
mouth sales and provide motivation to your sales 
team and work crews. 

3) And they provide your company and employees 
with a sense of mission. 

The urgency to focus on this area of your busi-
ness is based on whether you have an established 
company and whether or not you feel you have a 
strong level of uniqueness. 

The professional lawn and landscape industry 
is comprised of entrepreneurs who have a strong 
sense of passion for the outdoors and the environ-
ment. Transferring some of that passion to the 
"business" side of the business is vital to your 
long-term success. 

Developing a dramatic difference in your busi-
ness is a never-ending proposition because the 
competition you face is never going to go away. 
But how you present and position your business 
within your marketplace will hopefully set you 
up as a market leader. 

If you have a successful company, the marketplace 
will adjust to your business, rather than vice-versa. 

Successful business planning takes a great deal 
of energy, but it's time well-spent away from the 
day-to-day chaos of business operations. HI 

( ? o c C u 
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Grubs Eating 
Your Profits'? 

^ their ^ 

or 

Technical 
Support 
Provided 

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

EASY TO APPLY 

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

Integrated 
BioControl 
Systems, Inc. 

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

Shop on-line at 
WWW.goodbug-2hop.com 

LAWN & LANDSCAPE 

USE READER SERVICE # 1 4 

SEPTEMBER 2003 11 

mailto:lspiers@lawnandlandscape.com
mailto:acybulski@lawnandlandscape.com
mailto:khampshire@lawnandlandscape.com
mailto:kmcconville@lawnandlandscape.com
mailto:wnepper@gie.net
mailto:kgilbride@lawnandlandscape.com
mailto:ccode@lawnandlandscape.com
mailto:dblasko@lawnandlandscape.com
mailto:rphoudad@lawnandlandscape.com
mailto:dszy@lawnandlandscape.com
mailto:kyates@lawnandlandscape.com
mailto:mmertz@lawnandlandscape.com
mailto:adunchack@gie.net
mailto:tmaciak@gie.net
mailto:halas@gie.net
mailto:aanderson@lawnandlandscape.com
http://www.lawnandlandscape.com
http://WWW.goodbug-2hop.com




Bayer Environmental Sc ience offers three powerful, broad-spectrum products that reduce 
ca l lbacks and form the foundation for solid, cost-effective d i sease management . 

Compass" provides both preventive and curative control on more than ten tough diseases . 
ProStar gives you broad-spectrum d i sease control and is a long-time industry standard for 
controlling brown patch. Bayleton has revolutionized dollar spot control and is doing the 
same for summer patch, red thread and other turf and ornamental d iseases . 

Make your lawns sparkle. And your reputation. Take the worry-free approach with add-on 
fungicide appl icat ions that deliver cons istent results. 

'M, . . - v . . 

j e - I T - , 

' \ N. 

COMPASS 

U ' 
t 

Always read and follow label directions carefully Compass. Bayleton and ProStar are trademarks of Bayer AG. 
95 Chestnut'Ridge Road. Montvale. NJ 07645. 1-800-331-2867. www.BayerProCentral com. »2003 Bayer AG. 

BaverTnvironmental Science 

BAYLETON 

http://www.BayerProCentral


WEB NEWS 
RESEARCH REPORTS 

Lawn & 
Landscape 
Boosts MSDS 
Database 
Lawn & Landscape Online has added 

nine new companies to its manufac-

turer database of MSDS product labels. 

The latest additions include: 

• AgValue 

• Albaugh/AgriStar 

• AMVAC 

• Drexel Chemical 

• Dr. T's Nature Products 

• Poulenger USA 

• Riverdale Chemical Co. (Nufam) 

• Sipcam Agro USA 

• United Phosphorous 

With 2 7 industry manufactures now 

included, the searchable Web database 

features an additional 81 product la-

bels. The recent additions bring Lawn & 

Landscape Online's product total to 417 

- making it the largest online chemical 

product resource in the industry. 

Web users have a variety of search 

options when browsing the MSDS da-

tabase. Products are divided in catego-

ries ranging from useable locations and 

targeted species to application types 

and chemical names. 

The popular online tool averages 

roughly 1,800 page views per month. 

Mowing Matters 
In order of importance to a landscape company's income and growth, 
does mowing rank among the top third, middle third or bottom third 
part of the business? 
RESPONSE % OF CONTRACTORS 
Top Third 61% 
Middle Third 21% 
Bottom Third 18% 

How are landscape contractors handling lawn clippings this year? 
RESPONSE % OF CONTRACTORS 
Side discharge with middling k at 39% 
Mulch with mulching mower 34% 
Collect and dump WÊÊÊÊÊtÊBÊÊÊÊ^KKIÊÊÊÊÊÊÊÊÊ 
Collect and compost WÊÊÊÊÊÊBBSÊÊÊÊÊIÊÊÊÊÊÊÊÊÊÊÊÊÊÊÊÊ 

Source: Lawn & Landscape 

INDUSTRY TRENDS 

Managing 
Mosquitoes 
One can't think of rain and the heat of late 

summer without thinking of the hoards of 

blood-thirsty mosquitoes that appear a few 

days later, points out Nathan Riggs, exten-
BSWRRMMRRRRRBRBBRHIHRNMMI 

sion agent, Texas Cooperative Extension 

Service, Bexar County, Texas. 

"Mosquitoes lay their eggs in watery tree holes, puddles, containers and 
any other site that could hold water for seven to 10 days," Riggs explains. "The 
eggs hatch into larvae that feed on algae and other microscopic plants. After 
two to three days, the larvae develop into a pupal stage and in another two to 
three days, adult mosquitoes emerge." 

The adult males only feed on plant nectar - it's the females, who feed on 
blood from animals, birds and people, that homeowners, property managers 
and lawn care operators (LCOs) have to worry about. 

Since the outbreak of the West Nile Virus in 1999, the Center for Disease 
Control and Prevention has reported more than 4,100 human cases, includ-
ing nearly 300 human fatalities in the United States. With the chances of 
getting bitten by a mosquito highest in late summer to early fall, homeowners 
and property managers are concerned about the spread of the disease to 
their families, tenants and employees. 

Many LCOs are addressing their clients' worries by offering mosquito 
control services. For instance, Forest City Tree Protection, Cleveland, Ohio, 
provides a basic service that includes three applications starting in May and 

(continued on page 16) 
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Apply. Earn. Drive 

Q C H A S E 

Business Card 

While we help make tax time 
an easier time, 

you can roll up to the site in your 
new 3/4-ton toolbox. 

THE FASTEST WAY TO A BRAND NEW GM VEHICLE 
THE SMARTEST TOO^ FOR MANAGING BUSINESS. 

PRESENTING THE NEW GM BUSINESS CARD FROM CHASE 
• No annual fee 
• No annual cap on Earnings, no limit on what you redeem 
• 1% on all GM Business Card purchases 
• An additional 1% on all GM parts and service purchases 

made at an authorized GM vehicle dealer 
• Online Account reporting with OnTrack ReportsSM 

Call 1-866-4GM-99511 gmbusinesscard.com/LLM 
Or visit your authorized GM vehicle dealer 

Bus iness Card 

5000 123!» 5073 
V300 V«UO O*«', 

02/Ü3-05/D5 tr PAT VÀTÎZ 
?/. -ZZ'jOA'HZ 

GM Business Cards are issued by Chase Manhattan Bank USA. N.A. and may be serviced by its affiliates. 
Some services may be provided by MasterCard" or other providers MasterCard is a registered trademark of MasterCard 
International. Certain restrictions and limitations may apply Complete details will be provided upon establishing an Account. 
(£2003 Chase Manhattan Bank USA, National Association 

A C H A S E 

THE R I G H T R E L A T I O N S H I P IS E V E R Y T H I N G 



(continued from page 14) 
continuing through August. Their full-sea-
son program adds a fourth application ex-
tending protection beyond Labor Day into 
early fall. For most typical landscapes up to 
Vi acre in size, the cost for the basic program 
is less than $150, while the full-season pro-
gram costs less than $200. 

LCOs who offer the service focus on the 
perimeter of structures and yards up to a maxi-
mum 6 feet height, targeting shaded and hu-
mid areas that provide landing areas and har-
borage for adult mosquitoes during the day as 
they rest. For properties with significant 
wooded areas, applications will extend to a 
maximum depth of 20 to 25 feet, Forest City 
points out, adding that they've also offered 
clients "special event" applications on an as-
needed basis for outdoor summer parties. 

Even clients who may typically shun pes-
ticide applications on their properties are 
welcoming mosquito prevention services, 
according to Robert Blendon, professor, 
Health Policy and Political Analysis at the 

(continued on page 18) 

Dan ie l Funk was promoted to vice president, general manager for 
Beacon Products. 

The Care of Trees made two personnel announcements. Scott 
J a m i e s o n was promoted to CEO/president and Bruce W i l s o n was 
appointed to the company's board of directors. 

K i m B a b i n s ]oined Biosafe Systems as marketing specialist. 
Redexim Charterhouse announced the appointment of Pau l Ho i I is 

to general manager of North American operations. 
Beth W h i t e h o u s e was promoted to turf and ornamentals sales 

specialist for Dow Agrosciences. 
At DeSantis Landscapes, T ina M i l l e r was hired as a landscape 

designer and B r i an C lark came on as maintenance account manager. 
BASF announced the addition of M c G e e P o o l e as sales specialist 

for the Professional Turf & Ornamental Group. 
Su i chang Sun was hired as a consultant for Turf-Seed to represent 

products in their Asian market. 
Patr ick Ford and M a r k W i l l i a m s were recently hired as product managers for 

Nitterhouse Masonry Products. 
TrynEx International promoted Bruce Carmichae l to sales manager for its 

SweepEx division. 

David Funk 
(top\ McGee 
Poole (below) 

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

PREMIER AUGERS\ 
I - 8 6 6 - 4 5 8 - 0 0 0 8 

www.premierauger.com 

[plZug$¡Zero-Turn, Turf Renovator 

• 17 hp Kawasaki 
Ail hydro drive 

• 8 MPH ground 
speed 

• 100,000 sq. ft. 
+ per hour 

• 3" core depth 

• 3/4" core Full floating head 
• Hydraulic l i f t 
• Two units to choose from: 

36" and 46" tine width 

Available with different options 

L.T. Rich Products 
7 6 5 - 4 8 2 - 2 0 4 0 

z-sprav.com 

USE READER SERVICE #14 

SEPTEMBER 2003 16 

USE READER SERVICE # 1 6 

LAWN & LANDSCAPE 

http://www.premierauger.com


RedMax® 
Strato-Charged Engine 

Leads the charge against high fuel costs 

«ASOLINE 

Unleaded 

As GASOLINE PRICES continue to eat into your profits, consider the 
RedMax Strato-Charged engine. 
The RedMax Strato-Charged engine uses FRESH AIR for the scavenging 
process that cleans burned gases out of the combustion chamber. Ordinary 
two-cycle engines use f u e l / a i r m i x in the scavenging process. 
This WASTES GAS! 
According to test results from Applied Technical Services Inc., Marietta, GA 
the RedMax E B Z 4 8 0 0 blower uses 35.5 fl oz/hr, vs 48 .8 fl oz /hr for the 
Stihl BR420C Magnum. The 13.3 fl oz/hr difference adds up to an annual 
saving of 1 0 3 . 9 GALLONS (4 hrs/day, 5 days/wk, 50 wks/vr= 1,000 hrs). 
At $2/gal for gas, the annual saving is $207.80. Add two-cycle oil at 35*/gal 
of gas and the total saving from one engine is $244.16 PER YEAR. 
How much can you save if all your machines have RedMax Strato-
Charged engines ??? 

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

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

Commercial and consumer warranties can be extended one more year 

2 1 9 ,1 
Unleaded Plus 

2 2 9 -
Suner Unleaded 

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

BCZ2500S 
• 25.4cc Reed Valve 

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

handle models ^ ^ 
available ^ ^ 

CHTZ2500 
• Blade length: 24" 
• Lightweight: 11.9 lbs. 

i t i - * 

BCZ2400S 
• 23.6 cc Piston Valve 

Strato-Charged engine 
• Lightweight: 10.8 lbs. 
• Heavy duty nylon head 

with metal insert tap knob 
Free Flow system 

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

H B Z2600/2500 
• 25.4cc Reed Valve 

Strato-Charged engine 
• Lightweight: 8.4 lbs. 
• Quiet: 69 dbA 
• Powerful: 367 CFM/114 MPH wAube 
• Heavy duty air cleaner 
• Standard assist handle 

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

RedMax ® 
ZEIIORH 
KOMAl'SU 

Komatsu Zenoah America, Inc. 
4344 Shackleford Road. Suite 500 • Norcross. GA 30093 
800-291-8251. ext.213 • Fax 770-381-5150 
w w w . r e d m a x . c o m 
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(continued from page 16) 
Harvard School of Public Health. A Novem-
ber 2002 Harvard School of Public Health 
survey shows that nine out of 10 people in 
high-mosquito areas of the country favor 
spraying against mosquitoes to prevent the 
spread of West Nile virus. Nationwide, 77 
percent of Americans say they would favor 
special spraying to prevent the spread of 
West Nile virus if it appeared in their area. 

For more information on mosquitoes, the 
spread of West Nile virus and tips for offering 
the service, visit www.westnilevirusfacts.org. 

FQUIPMFNT NEWS 

Riding Mowers 
Forecasted to Sell, 
Walk-behind Sales 
Will Drop 
The Outdoor Power Equipment Institute's 
(OPEI) economic forecast for commercial 
turf products indicated that the economy 
expanded by 1.2 percent (as measured by 

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. 

SEPT. 7 - 1 1 51st Annual Florida Turf grass Conference and Show, Tampa, 
Fla. Contact: 800/882-6721 or www.ftga.org. 
SEPT. 12 Lawn & Landscape Business Management Seminar, Atlanta, 
Ga. Contact: 800/456-0707 or www.lawnandlandscape.com/events. 
SEPT. 1 8 Lawn & Landscape Snow Management Seminar, Milwaukee, 
Wis. Conact: 800/456-0707 or www.lawnandlandscape.com/events. 
SEPT. 1 9 Lawn & Landscape Business Management Seminar, St. Louis, 
Mo. Contact: 800/456-0707 or www.lawnandlandscape.com/events. 
SEPT. 2 0 Lawn & Landscape Snow Management Seminar, Cleveland, 
Ohio Contact: 800/456-0707 or www.lawnandlandscape.com/events. 
SEPT. 2 1 - 2 4 American Nursery & Landscape Association Legislative 
Conference, Washington, D.C. Contact: 202/789-2900 or www.anla.org. 
SEPT. 2 5 Lawn & Landscape Snow Management Seminar, Denver, Colo. 
Contact: 800/456-0707 or www.lawnandlandscape.com/events. 
SEPT. 2 6 Lawn & Landscape Business Management Seminar, Chicago, 
111. Contact: 800/456-0707 or www.lawnandlandscape.com/events. 
SEPT. 2 7 Lawn & Landscape Snow Management Seminar, Minneapolis, 
Minn. Contact: 800/456-0707 or www.lawnandlandscape.com/events. 
OCT. 2 Lawn & Landscape Snow Management Seminar, Baltimore, Md. 
Contact: 800/456-0707 or www.lawnandlandscape.com/events. 

www.lawnandlandscape.conv 

For over 15 
years CUP 
has been 

specializing in 
time-saving 

software and 
solutions for 
the service 

industry, CUP 
products give 

users the 
ability to do 
scheduling, 

routing, 
revenue 

tracking, billing 
and more - all 

from the 
convenience of 
their desktop. 

CLIP - The Leader in Service Software 
now helps you plow through your paperwork ... 

CUP 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. CUP for Snow Removal makes it easy and profitable. 

There are five different contract types that have been integrated 
into the CUP 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 - CUP 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 CUP keep track of it. 

... and many other Snow Removal Specific Enhancements. 

Call 800-635-8485 for more information 

SNOWPLOW OWNERS 

FREE PARTS CATALOG! 
Discounted parts for all major brands 

of Snowplows and Salt Spreaders 

--• t w 
' snou'píow Tarts Specialists' Si rue IMO! 

New Plows Starting @ $2100.00 

V-Box Spreaders $2895.00 

"Mini" Salt Spreaders $795.00 

Low Profile Headlight Kit $98.50 

Pro-Wing Kits $169.50 

C A L L NOW to Reserve your FREE 
copy of our 02/03 Parts Catalog 

Central Parts Warehouse 
1-800-761-1700 
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Gross Domestic Product) during the first 
quarter of 2003. This growth has some impli-
cations for 2003 industry shipments. 

In the commercial turf segment, riding 
mowers expect a 15.2-percent rise for 2003 
and another 7.9-percent increase for 2004. 
Meanwhile, commercial intermediate walk-
behind mowers are forecasted to drop by 
15.7 percent in 2003 with a small turnaround of 
4 percent expected for 2004. 

CONStlMFR RFSFARCH 

More Homeowners 
Expected to Buy 
Landscape Services 
A recent survey conducted by Harris Inter-
active shows that more than 24.7 million U.S. 
households spent $28.9 billion on profes-
sional landscape, lawn care and tree care 
services in 2002. 

Researchers credit a slow economy and a 
housing market that has remained strong 
thanks to low interest rates for the increases, 
which include nearly 1 million more house-

holds using these services and a $3 billion 
rise in spending over the previous year. 

The study also estimates that 24.9 million 
households plan to purchase lawn and land-
scape services in 2003. This is a 200,000-
household increase - about 1 percent - over 
2002. Since 1997, more than 21 million U.S. 
households have spent more than $14 bil-
lion annually on professional landscape, 
lawn care and tree care services. The 2002 
expenditure of $28.9 billion represents an 11 
percent increase over the five-year average. 

According to the study, the average 

amount of money each household spent on 
lawn care and landscape services in 2002 
was $1,170. Thirty percent of expenditures 
came from households in the South, while 
the West, Midwest and East contributed 25, 
23 and 21 percent, respectively. 

Not surprisingly, landscape design/ 
build accounted for the largest volume of 
green home improvements with $11.2 bil-
lion, as well as the largest average amount 
spent on services - $3,502. This segment also 
had the greatest participation with 19.4 mil-
lion households contributing. 

Onthe\j\y 
GreenSearch - w w w . g r e e n s e a r c h . c o m 

M A G. Irrigation - w w w . m a g i r r i g a t i o n . c o m 

Ferta-Lawn - w w w . l e r t a l a w n . c o m 

Green Landscaping & Irrigation - w w w . g r e e n l a n d s c a p i n g . c o m 

Nilsson Associates - www. tu r l qu ip . com/n i l s s on .h tm l 

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

Industrial 
from Otterbine 

A e r a t i o n s y s , c m s 

ALGAE and weeds, don't 
stand a chance against 
Otterbine's Industrial 
Aeration Systems. With 
the ability to be used in a 
variety of applications, 
we're sure to find the 
system that is right for 
your situation: 

Ideal for Effluent Waters, 
Irrigation Ponds, or 
Recreational Applications 

Offering a 5 -Year All 
Inclusive Warranty 

Highest Independently 
Tested Pumping Rates in 
the Industry 

50 Years Experience in 
Pond and Lake Water 
Quality Management 

800-AER8TER 
610-965-6018 

www.otterbine.com 

Winner of the 2003 WOC Most 
Innovative Product Award 
Patent Number 6,450,730 

Call for a 
free video 

and 
catalog! 

The Concrete Edge Company 
(800) 314-9984 (407) 658-2788 www.lilbubba.com 

Install concrete landscape 
borders fast and easy. 

Residential and commercial. 
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Vine & brush 
control -

without spraying. 

Kills over 80 species of 
^ I 2 (triciopyr ester 13.6%) invasive vines & brush 

without time-consuming 
prep or clean up effort. UPM Corporation 

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

Penetrating formula - no 
spraying or stem cutting 
needed. 

1 ML Check Out Our NEW WebStore 1 ML | You Can't Beat The SAVINGS at G I B 

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

¡ 2 3 

Order by 1 p.m. 
SHIPS SAME DAY 

PROGRESSIVE 
ELECTRONICS INC lnJtm! NELSON RAIN 

800-600-TURF 
Call NOW & $AVE $$$ All Year 

M-F 7:30-5 Sat 8-1 Pacific Time 
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21 Years of Careful Listening 
A Comprehensive Software Solution for the Service Industry 
Designed With our Customers For our Customers 

The 
Service 
Solution 

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. 
www.TheServiceSolution.com 

1-888-547-5601 
e-mail: sales@theservicesolution.com 

SUPPLIER NEWS 

; Trends 
Scotts Reports Third 
Quarter Results 
MARYSVILLE, Ohio - The Scotts Co. an-
nounced adjusted earnings per share of $2.85 
or $92.3 million in the third quarter com-
pared with $3.01 per share or $95.6 million 
for the same period last year. The company 
also reaffirmed its outlook for double-digit 
adjusted net income growth for fiscal 2003. 

"While this landscape season was clearly 
impacted by cool, wet weather, we remained 
focused and overcame serious challenges in 
our busiest time of the year," notes Jim 
Hagedorn, Scotts chairman and chief execu-
tive officer. "Our confidence in producing 
earnings growth of at least 10 percent for 
2003 speaks to the strength of this business, 
especially in a year in which we also are 
making significant long-term investments in 
the business and expensing stock options for 
the first time." 

For the period ended June 28, 
Scotts reported sales of $710 million, up 3 
percent from $689 million last year. Exclud-
ing the impact of foreign exchange rates, 
sales were flat to the prior year. 

SECOND QUARTER INCREASES 

Monsanto 
Sees Growth 
ST. LOUIS - Monsanto Co/s quarterly sales 
improved by 8 percent over last year's 
second-quarter results. 

Net income for the quarter was $295 
million vs. $147 million in the second quar-
ter of 2002, the company reports. 

"Our results in the second quarter were 
anchored by strong and steady growth in 
our seeds and biotechnology traits busi-
nesses," says Monsanto President and CEO 
Hugh Grant. "We also continued to effec-
tively manage our Roundup herbicide fran-
chise in a post-patent environment." 

Corrections 
On pages 88 and T10 of the August issue, 
Laum & Landscape ran two photographs with-
out the proper credits. The photograph on 
page 88 belongs to Ruppert Nurseries/ 
Ruppert Landscaping and the photograph 
on the bottom of page T10 belongs to J.J. 
Mauget. Lawn & Landscape regrets the errors. 
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Commercial Grade Vacuum System from Protero Inc. 
• ••NEW PRO VAC 230/232»»» 

The Pro Vac 230 will fit both walk-behind a d 

zero-turn Mowers. Will provide affordable option to commercial 

vocuum systems. Features: 2-30 gallon plastic containers or 

optional doth bags. 

Pro Voc Model 15 and 12 features: 
• Belt-driven, heavy doty steel blower boosing o d fan. 

• 15 cnbk foet (12 basbeis) capacity for model 15 

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

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

• Both units dump from the seat. Dump and Gol 

• Quick attocb/detach for blower o d catcher (no tools!). 

• Fits most commercial zero-torn mowers with custom 

mounting brockets. 

Toll Free 1-866-476-8376 www.proteroinc.com 
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"I want to make more money." What business owner or employee hasn't had 
this thought cross his or her mind? There is a way to accomplish this goal. 

The way employees can make more money is to become more valuable as-
sets to their employers. For instance, if you are a crew foreman it means man-
aging your crew with a minimum of overtime, providing the best quality on 
your jobs every week and having your vehicles and equipment maintained and 
looking their best. Additionally, foremen should talk to clients and develop re-
lationships. Do not go over the budgeted hours and always be the 
crewmember who is helping others with a good, positive attitude and volun-
teering for additional work. This type of foreman will be on a company owners' 
radar. He or she likely will make more money than other employees at that 
level, and will possibly be the next supervisor or manager. 

On the employer's part, one of the biggest problems in our industry is that 
we do not develop our people in a timely manner to move them up the ladder 

and fill needed supervisory roles. We need foreman, supervisors and account manag-
ers and the best prospects for these positions often come from within our ranks, as 
opposed to hiring from the outside. Here are some steps employers can take to de-
velop these individuals: 

/ Create a "hit list." The first step is to identify the individuals with potential. Ask 
other employees, managers and supervisors also to identify who they think has potential. 

/Assign a mentor. Assign the chosen candidates to a mentor within your organi-
zation. This mentor can be anyone who is a step up the ladder from the person they 
are mentoring and is accountable for spending the time necessary to put the 
candidate's development on the fast track. Refer to your company's job descriptions 
to assist in determining the areas that need to be developed. 

/Discuss the improvements. Establish a point at which the mentor will report 
back to the employer on the candidate's progress. 

This mentoring, buddy system is an effective way to take an individual to the 
next level. And if you are the individual being mentored, remember, even when op-
portunity knocks, a person still has to get up and open the door. The results can in-
clude the employee's desired wage or salary increase, as well as increased employee 
morale and efficiency, which makes more money for the company. 

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

Perfect seedbed prep - solid carbide 
blunt teeth ensure the best seedbed. 

AAANUFACTURER UPDATE 

ASV Boasts High 
Second Quarter 
Earnings 
GRAND RAPIDS, Minn. - ASV reported an 
80-percent increase in sales for its second 
quarter. Net sales for the period increased to 
$26.4 million - the highest quarterly net sales 
figure the company has ever seen. 

Net earnings increased to a record level 
of more than $2.2 million or 22 cents per 
share, compared with $1 million or 10 cents per 
share, for the second quarter of 2002. 

For the six months ended June 30, net 
sales increased 96 percent to $41 million, 
compared with $20.9 million for the same 

period in 2002. Net earnings increased sig-
nificantly to just over $3 million or 30 cents 
per share compared with $647,922 or 6 cents 
per share for the same period in 2002. 

BUSINESS BASICS 

Bonanza offers 
Sound Sales Advice 
CINCINNATI, Ohio - Industry profession-
als who gathered for the Lawn & Landscape 
Sales & Marketing Bonanza learned how to 
beef up their bottom line. 

Marty Grunder, president, Grunder 
Landscaping, Dayton, Ohio, shared his in-
dustry expertise with attendees, teaching 
them successful sales specifics, including 

(continued on page 24) 
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r i a r l e y 

The Original Power Box Rake' 

M-Series for 
Skid Steers or Tractors 

Windrow & forward I 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 

V 
C 7 i 

\ Leader 

(800)437-9779 www.glenmac.com 
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Remarkably plush lawns. 



Well-kept lawns look like carpet. Well-kept lawns treated with Barricade*, Primo MAXX®, and Heritage* are often mistaken for 

carpet. When applied as directed, these turf control products help grow grass that's as lush, as thick, and as uniform as the floor in 

your living room. For more information on their usage, or to learn about other innovative ideas from Syngenta, call 1-800-395-8873. 

i f -
\ \ 

*PrimoMAXX 
Plant Growth Regulator 

www.syngentaprofessionalproducts.com 
Important Atoays read and falow labe* rs&uctcns before buyng a isng these products 02002 Syngenta Syngenta Professerai Product, Greensboro, NC 27419 Barricade*, Heritage*, MAXX*, Pnmo*, and the Syogenta logo are trademarks of a Syngenta Group Company 
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Market Trends 
(continued from page 21) 
these steps for improving the selling process: 

1) Answer the phone in less than three 
rings; always be polite and don't screen calls. 
Set appointments on the spot. 

2) Drive-by clients' sites to create pro-
spective plans and drawings for initial meet-
ings. Be early for appointments. 

3) Try sealing the deal at the site when emo-
tions are high and client interest is soaring. 

4) Neatly prepare proposals and create de-
tailed drawings. Spell out clients' desires and 
explain how proposed plans meet them. 

5) Show a sense of urgency in beginning 
projects. Imform clients of open start dates. 

6) Once jobs are sold, stay on top of them 
so you can be sure contracts are fulfilled. 

7) After jobs are complete, stay involved 
with clients. Ask for referrals. 

8) Send surveys to clients for honest feed-
back. Apply what you hear from clients. 

9) Follow up with phone calls, unan-
nounced visits, newsletters, e-mails, etc. to 
keep your company name in clients' minds 
for the future. ID 

Why Employees Don't Do What 
They're Supposed to Do and What 
to Do About It 
By Ferdinand F. Foumies 

At one time or another, every manager 
may ask him or herself, "Why aren't my 
employees doing what I told them to?" 

But if managers feel they ask this 
question too often without finding answers, 
then Ferdinand F. Foumies' book suggests 
that the employees may not be the whole 
problem. Why Employees Don't Do What 
They're Supposed to Do and What to Do 
About It tells readers that properly training 
employees, including providing explana-
tions behind requests and reprimands, is 
the employer's responsibility. 

The 19-chapter book features 16 

reasons behind why employees don't perform 
at the level managers expect and offers specific 
interventions managers can undertake to deal 
with those problems. 

"After reading this book, I realized that 
communication is a difficult thing," says Jim 
Binns, president, Earthworks Landscape 
Gardening, Fayetteville, Ark. "I am a perfec-
tionist and so it takes time to demonstrate 
exactly what my end product needs to be. If an 
employee has done something wrong and I 
have not been there with him to show him how 
to do it properly the first time then I need to go 
back and show him what results I expect 
before getting upset." - 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. 

T e m p o r a r y L a b o r V i s a s 

New Referral Program: 
Contact us to inquire about 

our new discounts! 

Foley Enterprises 
Processors With Integrih/ 

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) 

C & S TURF CARE EQUIPMENT, INC. 

S S 8 0 3 0 TURF TRACKER 
• The original! Tried and proven since 1 9 8 3 . 
• 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 2 4 ' 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 
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O 9 Sorbet™ Violas - The most 
colors, compact in heat & cold! 

G Corona™ Cherry Mag ic 
Dianthus - Big, tie-dyed blooms! 

O CI Purple Rain Pansy - Super 
overwintering, cascad ing habit! 

O Ideal Dianthus - Frost 
resistant, exceptionally hardy! 

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

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

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

© 2003 Ball Horticultural Company Printed in USA PAS03099 
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TROPICAL TALK 

Creating a 
Tropical Oasis 

Grow Catttta 
'Tropical Rose' 
(above) in warm 
soil and full sun for 
best performance. 
The brightly 
variegated leaves 
ofcoleus (below) 
provide season-
long interest on 
dreary landscape 
sites. Photos: All-
America Selections 

The lush landscapes of the tropics might seem 

unattainable on the average suburban or com-

mercial property, but the lure is irresistible. 

Actually, many plants regularly used in 
the landscape come from tropical climates - we simply 
think of them and use them as annuals. 

The word tropical, though, conjures up visions of 
enveloping leaves, glistening with moisture, and entic-
ingly fragrant flowers. Many of these tender plants grow 
successfully in containers so you can surround your 
clients with a lavish jungle on a patio or deck all summer. 

Take the plants below - trailers, vines, perennials and 
annuals - as the beginning of your clients' tropical paradise. 

A S P A R A G U S FERN. Familiar as indoor plants, as-
paragus ferns add a green veil to a patio or deck when 
hung from eaves and an airy accent when put in contain-
ers on pedestals. 

Two species, suited for U.S. Department of Agricul-
ture Zones 10 and 11, are available as plants or seed. 
Asparagus myersii or meyerii produce stiff, rounded 
plumes, somewhat wiry in appearance. The plumes are 

various shades of green and 
plants have a mounded habit. 

Asparagus sprengerii plants 
have long, arching plumes. 
More readily available than 
meyerii, this asparagus is heat 
and drought tolerant and can 
be used as a ground cover in 
areas without frost. 

Indigenous to South Africa, 
asparagus fern - the species 
and the Sprengeri group - is 
not a true fern. In fact, it is a 
member of the lily family. It is 
somewhat drought tolerant as 

long as it grows in partial shade. 

CANNA. Cannas grow from rhizomes but also can be 
started from seeds, especially Canna 'Tropical Rose (a 
1992 All-America Selections Winner)/ 'Tropical Rose' is 
a dwarf canna, reaching 2 to 3 feet tall. Soft rose blooms 
are produced on a spike held above the foliage. 

All canna perform best when grown in warm soil with 
full sun and warm growing conditions. 

Cannas have broad green, bronze or multicolored 
leaves with striking white, yellow, pink, orange or red 
flower spikes towering above foliage from midsummer 
to frost. Set tall plants in the rear of a border; use dwarf 
ones, such as 'Tropical Rose,' in containers. 

Cannas need a lot of water and fertilizer and are 
winter hardy only to USDA Zone 8. They may survive 
winter in Zone 7 if landscape beds are mulched heavily. 

CASTOR BEAN PLANT. Ricinus communis, native to 
tropical Africa, is a shrubby plant that produces large, 
palm-like leaves. The castor bean grows 6 to 8 feet tall 
and about 6 feet wide in one season - use as a specimen 
or background planting. 

New leaves have an attractive bronze-red tinge to 
them. The clusters of small flowers are not very notice-
able, but the spiny seedpods are. 

Remember to inform residential clients who may 
want to cut plants for arrangements that seeds and all 
parts of the plant are toxic. 

Give plants enough space to spread - 4 to 5 feet 
between them - as well as full sun, well-drained soil and 
a lot of moisture. They thrive in heat and in Zones 8 to 10 
and grow as perennials. 

COLEUS. Familiar as a plant for shade, coleus produces 
muted, as well as brightly colored variegated leaves, 

(continued on page 28) 
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growing your business seminars 
FEATURING JACK MATTINGLY, MATTINGLY ASSOCIATES 

Lawn & Landscape Magazine Presents . . . 

Improving Profits and 
Growing Your Business 

Featuring Jack Mattingly - Mattingly Associates 

W H Y Y O U N E E D T O A T T E N D : 
• Learn proven methods to grow your business and 

ensure profits. 

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

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

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

Seminar Registration 
Is Only $145 Per Attendee! 

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

Sponsored By 

JOHN DEERE 

HOW TO REGISTER? 

LOCATIONS 

Friday 
September 5, 2003 

Greensboro 

Friday 
September 12, 2003 

Atlanta 

Friday 
September 19, 2003 

St. Louis 

Friday 
September 26, 2003 

Chicago 

Friday 
October 3, 2003 

Dallas 

Seminar Time: 
8:00 a.m. - 3:00 p.m. 

Registration 
Opens at 

7:30 a.m. 

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

http://www.lawnbizseminars.com


Nursery 
(continued from page 26) 
which create season-long interest in what 
can otherwise be dreary sites. 

From tropical Africa and Asia, coleus is 
an annual that fits perfectly in containers, 
alone or in combination with other annuals, 
as well as in the ground under deciduous 
trees and shrubs and as an edging for a 
perennial border. 'Rainbow' and 'Wizard' 

ies have been bred to be sun-tolerant, a 
plus for summer plantings in sunny spots. 

M O O N F L O W E R . Gorgeous, large, fra-
grant white blooms open in the evening. The 
perfect place for this is near a patio or deck, 
where clients can enjoy the scent. 

Widely distributed in the tropics and 
subtropics of Mexico and Central America, 

ACTUALLY, MANY PLANTS REGULARLY USED IN THE LANDSCAPE COME FROM TROPICAL 

CLIMATES - WE SIMPLY THINK OF THEM A N D USE THEM AS A N N U A L S . M A N Y O F THESE 

TENDER PLANTS GROW SUCCESSFULLY IN CONTAINERS SO Y O U CAN SURROUND CLIENTS 

WITH A LAVISH J U N G L E ON A PATIO OR DECK. 

coleus can be grown from seeds or plants 
and need shade for best performance. 

Most coleus branch best if tips of young 
plants are pinched occasionally. As the 
lavendar-blue spikes form later in the season, 
cut them off as they detract from the foliage. 

Some coleus are vegetatively propa-
gated from cuttings. Many of these variet-

moonflower, or moon vine, requires a sturdy 
support because the plants are vigorous and 
weighty, climbing 12 to 15 feet during the 
season with large, bright green leaves. Com-
bine moonflower with its relative the morn-
ing glory for a dazzling, daylong display of 
blue and white. 

Guide vines in the beginning as they climb. 

Iawrtandlandscape.com ^ j f 

A Check our September Online 

Extras to find suppliers of these plants to 

build your tropical landscapes. 

Moonflower is a perennial in Zones 8 to 
10; in other zones, treat it as an annual. 

CARE CLUES* Remember to keep an eye, or 
a finger, on soil in containers. It dries quickly 
during the hot, arid days of summer. Check 
pots frequently and water when the soil feels 
dry to a depth of about 2 inches. Also, because 
plants outdoors grow rapidly, feed them regu-
larly - especially those in containers. 

Periodically flush the soil in pots to pre-
vent fertilizer buildup by watering until the 
water pours out of the drainage holes. 
- Eleanore Lewis ID 

The author is a writer with the National Garden 
Bureau, Downers Grove, 111. For more informa-
tion, contact aas.ngb@attglobal.net. 

Setting the New Standard, 
Look to the leader, FORCE America, for your next light 
to medium duty central hydraulic system requirement. 

Tethered Joystick 
Controller 

Clutch Pumps 

Ff*RCE 
A m • r i c a 

888-99FORCE 
www.forceamerica.com 

VTI5 
Valve/Tank 
Assembly 

© 2003 FORCE America Inc. 
VT15 Valve/Tank Assembly in U.S. Patent Pending 
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Eight straight months of hand-weeding 
round the clock can take its toll on 

the average worker. 

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

I t w o n ' t d o y o u r b o t t o m l ine a n y g o o d , e i t h e r . Research shows that hand-weeding can knock your profits for a loop in no time. Maybe that's why 

so many nursery operators and landscapers are choosing the superior control of Snapshot* specialty herbicide. Snapshot can be used over-the-top of more 

than 413 field-grown and 235 container-grown ornamentals, for control of 111 broadleaf weeds and annual grasses - for up to eight months.That's more 

than any other preemergence product on the market. Plus, it's gentle on ornamentals.This year, knock out weeds and grasses - instead of your workers -

with the proven performance of Snapshot. ^ ixm AgroSdences 

"Trademark of Dow Agro Sciences LLC 
Always read and follow label directions 
www dowagro comAuH 1 -800-255-3726 

Day and Night. Month alter Month. 5 g g p $ h o t 



PROBLEM PESTS 

Aphid Alert 
Aphids are small (x/\b to Vs-inch long), soft-bodied insects 

that range in color from green to brown, red, black or purple. 

Nearly every tree has at least one aphid species that attacks 

it. These small insects are masters of reproduction and are 

often found in great numbers on tree stems or leaves. 

Lawn care operators (LCOs) can identify aphids by their 
sucking mouthparts, long, thin legs, long antennae, pear-
shaped body and pair of tubelike structures (cornicles) 
arising from the posterior of the abdomen. Aphids may be 
winged or wingless and colonies often have both forms. 

Aphids excrete a sugary liquid called honeydew, which 
drips onto plant foliage or other structures and provides a 
suitable place for black sooty molds to grow. Ants care for 
aphids in return for the honeydew, so when LCOs see ants 
running over trees, it's a sign that aphids may be present. 

Aphids are tremendous reproducers and with their abil-
ity to fly can constantly reinfest trees. A complete aphid 
lifecycle takes only 10 to 14 days. 

Each tree reacts differently to aphid attacks. Some trees 
show no response, while others produce distorted (twisted, 
curled or swollen) leaves or stems. Occasionally, aphids 
may kill trees since as they move from one plant to another, 
they transmit diseases through their sucking mouthparts. 
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C O N T R O L TACTICS. Most aphid attacks cause tempo-
rary aesthetic damage to trees. But when aphids get out of 
hand, LCOs can use these various methods for control. 

Strategy 1: Syringing. Use a hard jet of water from a hose 
to dislodge the aphids. Periodic syringing will keep the 
populations from doing too much damage and allow the 
parasites and predators to build up to effective levels. 

Strategy 2: Plant Resistance. Observe local plants to identify 
those that are annual "aphid food" and those that aphids never 
bother. Select the resistant types for clients' landscapes. 

Strategy 3: Encourage Predators and Parasites. Lady beetles, 
green lacewings, hover flies and parasitic wasps control 
aphids naturally. If ants are tending aphids on a plant, place 
a ring of insecticide dust around the base of the plant. If 
spraying is necessary, use a material such as horticultural 
oil (1.5 to 2 percent) or an insecticidal soap. These materials 
tend to cause less harm to beneficial insects. 

Strategy 4: "Soft Pesticides" and Contact Insecticides. Since 
most aphids are soft-bodied insects, horticultural oils, in-
secticidal soaps and contact insecticides seem to provide 
good control. Thorough coverage is needed since these 
products only have contact activity. Since aphids are often 
placed under considerable pesticide pressure, they may be 
resistant to certain insecticides and aphid numbers may 
only be reduced vs. eliminated. If you do not obtain reason-
able control, consider rotation to another insecticide. 

Strategy 6: Systemic Insecticides. Aphids have sucking 
mouthparts and are thus susceptible to pesticides located in 
a tree's vascular system. Systemic insecticides that are micro-
or macro-injected or applied to the soil are less harmful to 
beneficial insects like ladybugs, which are natural aphid 

enemies. Macro- or microinjection is best 
done when the liquid movement within 
the tree's water-conducting tissues is high-
est, which is usually in spring or fall. Up-
take occurs best when soil temperatures 
are above 45 degrees Fahrenheit and usu-
ally takes one to four hours, depending on 
the weather, the tree's age and health and 
soil temperatures. Also, for best control, 
inject material into affected trees before 
aphids start feeding. - David Shetlar Q] 

The author is a professor of entomology, The 
Ohio State University, Columbus, Ohio, and 
he can be reached at shetlar.l@osu.edu. 

As sucking insects, aphids like this 

giant bark aphid adult can produce 

mangled tree leaves and stems with 

their feeding and spread tree diseases. 

Photo: Louis Tedders, USDA ARS 

www.lawnandlandscape.com LAWN & LANDSCAPE 

mailto:shetlar.l@osu.edu
http://www.lawnandlandscape.com


M m ÊÊ m ^f 

( I f f i r n m m 

When you want to get every ounce of work 
out of every drop of daylight, 

and more it you could N 0 M j n g m n S | j k e g D O O r O . " 

It's all about uptime. So you need 

equipment that's ready to go and 

go while the sun shines. Like the 

reliable John Deere 4000 TEN Series. 

TEST DRIVE them and see how they 

handle all kinds of jobs. With loaders 

and hackhoes that install quickly 

and easily thanks to our exclusive 

Quik-Park™ design. And you can count 

on John Deere support to keep you 

up and running, with 24-hour parts 

guaranteed. Visit your John Deere 

dealer before the sun sets too many 

more times. 

USE READER SERVICE # 9 5 

J O H N DEERE 

www.JohnDeere.com/4000TEN 

http://www.JohnDeere.com/4000TEN


Discount Days 
Four years ago, Brian Labrie decided his landscaping 

crews needed more time to handle all of the projects his 

customers demanded during the spring rush. 

Labrie, owner, B. H. Labrie Landscaping Co., 
Merrimack, N.H., says he needed to give his customers an 
incentive to postpone their planned landscaping jobs until 
after Independence Day, when "the spring rush is over 
and everything tapers off a bit." 

The simplest solution - offer a price reduction. Labrie 
created a direct mail postcard offering his customers 10 
percent off any of the projects the card offers, such as 
irrigation systems, brick patios or retaining walls, if the 
client postpones them until summer. 

"This is an opportunity for the customer to take advan-

l a n d s t a p i n f f C o , Me. 

4 1 6 Daniel Webster Highway 
Merrimack. NH 0 3 0 5 4 

CALL TODAY 
429-2277 

Summer & Fall 
Si Landscape Projects 

S i Irrigation Systems 

^ Brick Patios / Walkways 

S i New Lawns 

Si Retaining Walls 

10% OFF with 
this Postcard 

tage of a price reduction based on the availability of a 
larger labor pool [later in the season]," Labrie says. 

During the off-season - summer through early fall -
a customer can receive the same quality of work for a 
reduced price because Labrie can delegate more of his 
employees to a single job when the work load is lighter. 
Offering clients this discount also helps him maintain a 
consistency of work for his company throughout slower 
summer months while easing his employees' workload 
during the hectic spring. 

"This took our hourly employees from 60 hours a 
week and brought them down to 40," Labrie says. "It 
helps our employees by giving them more hours a week 
during the off-season and it helps the company by 
generating more revenue." 

However, the 10-percent-off card is not with-
out its limitations. Only larger jobs requiring 
additional employees are part of the offer, such 
as those that include installing irrigation sys-
tems. "If you have a very small job you can't get 
10 percent off," Labrie says. "But if its more 
than $3,000 or $4,000, we can work with it." 

How long a customer is willing to wait on a 
landscape job is another of the discount's limi-
tations, Labrie points out. "Fifty-percent of the 
people needed [the job] done yesterday and 
they really don't care what the price will be," 
he says. "Then you have the other 50 percent 
who plan on anything and those people take 
advantage of that." 

The discount is only in place when the sum-
mer months are actually slower than the spring, 
Labrie adds. "This is not a guarantee every 
year," Labrie says. "It is really a game-time 
decision made closer to the Fourth of July." 

Labrie offers the discount because it gives 
his company a constant flow of work through-
out the summer, noting "it keeps the phone 
ringing throughout the whole season." - Kevin 
McConville HJ 

The author is a Contributing Editor to Lawn & 
Landscape magazine and can be reached at 
kmcconville@laumandlandscape.com. 
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The Hustler Bac-Vac™ rear mounted catcher 

•JUJJéJUJJ 
aws® 

• H u g e 9 - b u s h e l c a p a c i t y 

• Easy on, easy o f f - convert from catch to s ide d i scharge in second s ! 

• P r o d u c t i v e - dump from seat. No need to get off the machine! 

• P o w e r f u l - High capacity blower al lows for higher speed and less c logg ing! 

• C o m f o r t a b l e - air flow is directed down and away from operator! 

• D u r a b l e - f iberg la s s hopper will not rust! 

HUSTLER 
Turf Equipment 
1 - 8 0 0 - 3 9 5 - 4 7 5 7 
W W W . H U S T L E R T U R F E Q U I P M E N T . C O M 

USE READER SERVICE # 3 3 

Humboldt cloth bag catchers are available for the 
Hustler Z Family. Fabric 2-bag and 3-Bag catching 
systems are easily attached to our Z mowers 

http://WWW.HUSTLERTURFEQUIPMENT.COM


AMERICAN 
BEAUTY 
LANDSCAPING 
HEADQUARTERS: Boardman, Ohio 

FOUNDED: 1979 

2 0 0 2 REVENUE: $ 1 4 million 

2 0 0 3 PROJECTED REVENUE: 

$1.75 million 

• OF EMPLOYEES: 15 year-round, 

plus 15 seasonal 

CLIENT M I X : In maintenance, 90 

percent commercial and 10 percent 

residential. In design/build, 10 

percent commercial and 90 percent 

residential. In snow removal, more 

than 90 percent commercial. 

SERVICE M I X : 70 percent design/ 

build, 20 percent maintenance, 

5 percent lawn care, 5 percent 

irrigation 

EQUIPMENT LINEUP: 8 trimmers, 

8 blowers, 4 edgers, 4 chain saws, 

10 hedge trimmers, 20 pruners, 

14 vehicles, 1 spray vehicle, 

2 walk-behind mowers, 4 riding 

mowers, 2 compact utiliy loaders 

and 2 skid-steer loaders 

SUCCESS STORIES: 

• Received 55 state, local and 

national design/build awards 

• Was named a national finalist for 

the Better Business Bureau Award for 

Outstanding Ethics 

• Chosen by the Ohio Landscape 

Association to host the 2003 

facilities tour 

FIVE YEARS OF GROWTH: 

1 9 9 7 - $ 5 9 0 , 0 0 0 

1 9 9 8 - $ 6 0 0 , 0 0 0 

1 9 9 9 - $800,000 

2000 - $850,000 

2001 - $900,000 

Nuts 

Bolts 

by Nicole Wisniewski 

Roger Myers taught seventh and eighth graders in Mahoning County, Ohio, for 17 years. 

He spent his summers exploring various summer jobs - house painter, pool 

manager, retail worker - to supplement his $4,800-annual teacher's salary. Then, after 

building a new home one summer, Myers spent the season designing and installing his 

own landscaping. The project, which was on a brand new street where other residents 

were also building homes and planning their landscapes, was a hit with neighbors. 

"They kept asking me who did my landscaping and when I told them I did, they 
asked me if I would design and install their landscaping," Myers says, adding that 
during that summer, he rented a U-Haul, went to the local hardware store for supplies, 
drew designs and then installed his neighbors' outdoor spaces. 

With a street full of references and a community 
connection via his teaching experience, finding addi-
tional work was easy. For seven years, Myers taught 
during the school year and landscaped from June 
through September. When he needed help, he hired 
fellow teachers or students as employees. 

Business picked up so quickly that potential cli-
ents would start calling him before the school year 
was out and after the school year started again, ask-
ing about additional work. At one point, Myers was 
teaching and landscaping at the same time. "Doing 
double duty," as he calls it, wore him out. "I wasn't making a lot of money but I 
enjoyed the work." 

Then during the summer of 1979, Myers decided to begin landscaping full time. 
"It was time to take a chance," he says. "The worst that could happen is I fall on 
my face and have to go back to teaching. The roughest part of that first year was 
putting our name and services out there and then waiting for that phone to ring. 
Two weeks later, it did." 

(continued on page 38) 

The American Beauty Landscaping team from left to right: Chris Mickol, 
Roger Myers, Barb Coleman and Tom Terguson. Photo: Joseph Rudinec 

American Beauty 
Landscaping 
5415 South Ave. 
Boardman, Ohio 44512 
PH: 330/788-1501 
FX: 330/788-1626 
www.watch-us-grow.com 
abl@watch-us-grow.com 
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CETREAL 
GRASSHOPPER 

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. 

With the "Power of One," 

a quality eut is only the beginning ... 

Grasshopper is "First to Finish ... Built to Last. 

So call your Grasshopper dealer today for more information, and discover the Power of One 



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. 

Remote Vac™ 

ROPS 

PowerVac™ 
Collection System 

¿0 
^ YOUR NEXT MOWER ...®<i wi? 

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 #37 
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(continued from page 34) 

THE $ 1 - M I L L I O N M A R K . In the begin-
ning, American Beauty Landscaping did ev-
erything from mowing to installations. "We'd 
teach ourselves new services from do-it-your-
self books and I worked in construction for 
five years while I was in college so I had some 
general construction, concrete and brick lay-
ing experience," Myers says. 

But design/build is where Myers' pas-
sion lied. "The money was there - the jobs 
were larger and the cash flow was greater," 
he explains. "Maintenance was not my love 
- it was a necessity." 

So in 1987, the company, which had a 
service breakdown of 75 percent design/ 
build and 25 percent maintenance, dropped 

its maintenance services all together. Ameri-
can Beauty Landscaping's design/build tar-
get customer became two-income profes-
sional residential families, which make up 
90 percent of the business, and limited com-
mercial sites like hospitals, office parks, fast 
food venues and schools. 

As Myers continued his now design/ 
build-focused business full time he started 
attending local and national seminars to net-
work with other contractors and learn more 
about the business. 

At one seminar early in 1992, the speaker 
asked all the attendees who were making 
more than $1 million in revenue to raise their 
hands. One person's hand shot into the air. 
"The speaker told us the rest of us who 
hadn't raised our hands wouldn't know what 
true success was like until we made it to the 
$1-million mark," Myers describes. "That 
left an impression with me." 

That same year, Myers was watching late 
night television when he saw an infomercial 
from motivational speaker Tony Robbins. He 
ordered the tapes and started listening to 
them in his car. Two specific points gave 
Myers direction. "Robbins explained that if 
you saw a poor person on the street and gave 
him money, he'd be good for a day, but if you 
taught something to someone, they are good 
for a lifetime," Myers explains. "Then 
Robbins explained that you have to find 
what you want to do in life - your passion -
and then figure out what you need to do to be 
successful at your passion." 

From there, Myers decided that to be a 
successful landscape contractor, he must push 
growth to reach the $1-million mark and that 
he must build a team of people to whom he 
can teach horticulture and landscaping. He 
numbered his priorities. His first objective 
was to build a new facility - which he did in 
1996, and then he set a three-year goal to 
reach the $1-million mark. 

But the $l-million mark eluded the com-
pany until 2002 - six years after setting the 
original three-year plan, which Myers now 
says was a little unrealistic. What finally 
pushed the company over its desired rev-
enue mark was incorporating additional ser-
vices to its roster. 

"It was a whole new world," Myers says 
of being beyond $1 million in revenue. "There 
is a magical barrier there. When you get to 

(continued on page 40) 
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PROTECH SNO PUSHER 

Sno Pushers 
that make 
dollars... 
and sense! 
Save 25% 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! 
8 8 8 P U S H S N O 
711 West Avenue 
Rochester, NY 14611 
(888) 787-4766 
(585) 436-8172 Fax 
www.snopusher.com 

Skid-Steer Model 

Model MSRP Sale Price 
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 

PRO-TECH 
SNO PUSHER 

USE READER SERVICE #18 
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Trade Tools 
Let the artist in you show through 
Bobcat job-matched attachments 
for landscaping help you create 
the setting you see in your mind. 
Move trees and shrubs. Place sod. 
Condit ion soil. Now you can do 
more than ever w i th the tools 
of your trade. 

Landscape Rake 

Call toll-free 1-866-823-7898 ext. 0210 
for a FREE Video Catalog and 2003 Buyer's Guide. 
Or visit our website www.bobcat.com/0210 

Bobcat Company • P.O. Box 6000 • West Fargo, ND 58078 

Bobcat. 
One Tough Animal 
USE READER SERVICE # 3 5 

An ( I f f ) Ingersollfland business 

http://www.bobcat.com/0210
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that number, the rules of the game change." 
After reaching $1.4 million in 2002, Myers 

says he had to work at becoming more of a 
true manager instead of juggling all duties 
in the company. "One person can provide 
direction and leadership from one position 
to only so many people," he explains, add-
ing that not only did he have to make sure he 

had the people in place to promote them to 
higher positions, create a management team 
and extend this leadership, but he also had 
to establish systems for others to follow so 
that tasks he had set in place would be 
properly followed by the next level of man-
agers and properly trained to the subse-
quent employee levels. "It takes years to get 

these systems into place - it doesn't happen 
easily or quickly. And giving up some of my 
responsibilities was challenging." 

What helped this transition was explain-
ing to his new management team and em-
ployees that forming systems and creating 
structure and organization can only lead to 
increased profit. "If you don't have profit as 
your motive, then your work is just a hobby," 
Myers says. "The company reached a point 
where for me and my employees to survive, 
earning a decent living and wages, we were 
going to have to price ourselves for profit in 
the marketplace and improve productivity. 
So, next I set up a business philosophy and 
overhead recovery system - all of the things 
you don't think about when focusing on 
your passion and plants." 

Also, Myers realized early on moving to-
ward his goal that a company cannot spend $1.2 

"IF YOU DON'T HAVE PROFIT AS YOUR 

MOTIVE, THEN YOUR WORK IS JUST A 

HOBBY. SO, I SET UP A BUSINESS 

PHILOSOPHY AND OVERHEAD RECOVERY 

SYSTEM - ALL OF THE THINGS YOU DON'T 

THINK ABOUT WHEN FOCUSING ON YOUR 

PASSION OR PLANTS." - ROGER MYERS 

million to get to $1 million. He hired consult-
ants to narrow his focus on spending wisely, 
retaining customers and gaining profit, result-
ing in a 15-percent profit margin today. 

MAINTENANCE, A G A I N . With an aver-
age 10 to 15 percent growth annually, Ameri-
can Beauty Landscaping was comfortable 
doing some maintenance, such as bed work 
and pruning, but no mowing. That was until 
three years ago when it added maintenance 
back to its service roster. 

"What I learned from networking with 
maintenance companies at industry semi-
nars is that a maintenance firm draws more 
income than a design/build firm and the 
service makes a company more attractive to 
potential buyers," he says. "With a design/ 
build company, clients usually want a 

(continued on page 42) 

SELF-PROPELLED TURF APPLICATOR 

FEATURES 
• 5,000 square feet/ minute 

productivity 
• 240 lbs dry, 36 gallons liquid 

capacity 
• Hydrostatic Transmission, ZTR 
• Balanced design with weight 

concentrated over drive wheel 
for exceptional traction and 
stability 

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

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

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

skips and overlaps. 

' r e q i o n SPRAYING 
' ^ l o r k EQUIPMENT 

PO Box 8, Le Roy, NY 14482 
800-706-9530 585-768-7035 FAX 585-768-4771 
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Our fertilizer 
comes with 
a built-in 

insurance policy. 

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

• Help turf establish or withstand 
environmental stresses 

• Develop a more fibrous, extensive 
root system 

• Enhance early plant growth and vigor 

• Build greater shoot mass 

• Increase uptake of soil nutrients 
and moisture 

• Increase photosynthesis 

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

Those studies have consistently shown a 
positive effect on early plant growth and 
development and with mature plants under 
stress. Sod farms results show that turf can be 
harvested earlier due to increased root mass 
and quicker establishment from seed or sprigs. 
Mature turf has greater root mass with a noted 
"tighter" visual appearance and less 
susceptibility to stress. 

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

Effect of Fertilizer with Prospect Plus on 
Creeping Bentgrass Density 

Ohio Turfgrass Foundation Research and Educational Center - 2000 

Treatment Rate 
% Turf 
Density 

Check 60.00 

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

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

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

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

For more information, contact your local UHS representative 

www.uhsonline.com 
USE READER SERVICE # 4 1 

United 
V/ Horticultural Supply 

http://www.uhsonline.com
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designer's expertise, but with a maintenance 
company, mowing is mowing is mowing." 

The company targets mostly commercial 
maintenance clients, which make up 90 per-
cent of this end of the business. 

To organize the department better this 
time around, the company started an ac-
count manager structure. Each account man-

4 2 SEPTEMBER 2 0 0 3 

ager supervises up to six crews and is re-
sponsible for client satisfaction for the prop-
erties those crews maintain. The company 
currently has one account manager han-
dling three crews, so as this department 
grows, staff will grow as well. Its first year 
(2002), the company had already generated 
$250,000 in maintenance services alone, 

Myers says, and this year the company ex-
pects to bring in about $300,000. 

To supplement these services, American 
Beauty Landscaping also started offering 
snow removal in 2001, which provides the 
company's employees with full-time vs. sea-
sonal work and brings the business year-
round cash flow. This service also brought 
an additional $160,000 in revenue for the 
winter of 2002/2003. 

Target commercial clients, such as hospi-
tals, nursing homes and schools, for snow re-
moval are those who prefer zero tolerance when 
it comes to ice - i.e. "a no slip and fall situation," 
Myers explains. "Every time the snow collects 
to 2 inches, we are plowing and we salt as we see 
fit to ensure that all clients see is pavement." 

With these additional services, Myers is 
embracing what he calls the "cradle to the 
grave" theory, where he can take care of 
most of his customers needs for life, adding 
services to meet their continued needs. In 
addition to maintenance and snow removal, 
Myers also uses subcontractors to provide 
carpet and window cleaning and power 
washing services to clients. 

Also, Myers has plans in the next couple of 
years to expand the business by establishing 
two branches - one in Salem, Ohio, and one in 
northeast Ohio. "Our market in Youngstown is 
difficult - we feel almost tapped out with de-
sign/build clients, but we still have a long way 
to go with maintenance clients," Myers says. 
"We want to take our business model that's 
working for us here and expand it into other 
areas where we are capable of finding addi-
tional clients who fit into our niche markets." 

M A R K E T I N G M A G I C . Currently, Myers' 
passion in the business is marketing. With a 
company named after a popular red rose 
variety, finding interesting marketing im-
ages and ideas to reach out to clients is easy. 

The American Beauty rose is on all com-
pany literature. And to thank clients for their 
business or for referrals, American Beauty 
sends out cookie bouquets with red roses 
mixed with some cookies that say "Thank 
You" or have clients' children's names on 
them that cost between $30 and $50 each. 

Also, since the company name has a pa-
triotic slant to it as well, Myers sends out 3-
by-5 American flags that cost the company 
about $20 each to clients on Fourth of July 

(continued on page 44) 
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Fall Clean-up with 

Jreo 

I u* 

Leaf Blade Plow 

Call for dealer 800.966.8442 

Blower Buggy Carrier 

www.jrcoinc.com 
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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 . 

i 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. 
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and Labor Day to thank them for their busi-
ness and further extend the business name. 

To garner client feedback, the company 
sends out surveys after completing landscape 
design/build jobs, asking about their experi-
ences and requesting suggestions for improved 
service, Myers says, adding that response to 
these surveys runs about 20 percent. 

P A S S I O N FOR PEOPLE. To supplement 
its labor pool, American Beauty Landscap-
ing hired Hispanic labor through the H-2B 
program for the first time last year, Myers 
points out, mentioning that the company 
added three employees via this program last 
year and 11 this year. 

To boost communication in a multicultural 
workforce, Myers hired a bilingual office man-
ager, Debbie Garcia, who translates all com-
pany newsletters and paperwork into Spanish 
so all employees can read and understand 
them. To ease this job, Garcia uses a translation 
software that Myers found for $200. 

Even with a growing and diversifying 
culture, American Beauty realized they 
needed to provide employees with incen-
tives to promote growth and additional fu-
ture company managers. About five years 
ago, American Beauty Landscaping started 
a points program where employees have to 
earn a certain number of educational hours 
- usually 38 - each year. "This can be done 
by going to a local industry show or signing 
up for special training," Myers explains. 

At the end of the year, employees receive 
bonuses, ranging from $100 to $1,000, based 
on the number of points they earned. Points 
earned also add up to increased job respon-
sibilities or promotions, which also mean 
advanced salary levels as employees' exper-
tise levels increase. The company's employee 
manual spells out the whole program to new 
hires so they are aware of their opportuni-
ties within the organization. 

Programs like these are important to 
Myers because his main goal is to provide an 

" [THE $1-MILLION MARK] WAS A 

WHOLE NEW WORLD. THERE IS A MAGICAL 

BARRIER THERE. WHEN YOU GET TO THAT 

NUMBER, THE RULES OF THE GAME 

CHANGE. AND IT DOESN'T HAPPEN EASILY 

OR QUICKLY." - ROGER MYERS 

attractive environment for employees to boost 
growth and create additional opportunities. 
"The business and employees' needs have 
changed," Myers explains. "We're going to 
need to grow to support the type of lifestyle the 
employees want. We will continue to move 
forward and raise the bar to ensure that this 
happens and I will continue using my teaching 
skills to enrich my employees' lives." HI 

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

jJLwp M ô f i l l i 
T h e leaves on this tree, and 
y o u r operat ing e x p e n s e 
for leaf r e m o v a l ! 

330-875-0769 
w w w . m u l c h m u l e . c o m 

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

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

Shredding TruckLoader: 
• The Most Efficient Loading 

Performance 

• Unique Talon M Shredding Features 

• Heavy Duty Construction 

• Lowest Noise 

S H O Blower: 
• Patented Adjustable Air 

Deflector 

• High Performance Design 

• Lighter Weight 

• Pneumatic Tires 

To find a dealer near you, call us toll-free at 
1-B77-LWONDER (5BG-G337] 

or visit www.littlewonder.com 
Professionals Demand Little Wonder. Shouldn't YouT 

© 2003 Little Wonder Division of Schiller-Pfeiffer. Inc. 

4 4 SEPTEMBER 2 0 0 3 

USE READER SERVICE # 4 2 USE READER SERVICE # 4 3 

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

mailto:nwisniewski@lawnandlandscape.com
http://www.mulchmule.com
http://www.littlewonder.com


loaders 

excavators 

V O L V O 

L 
V v 

/ 

THE NEW VOLVO SKID STEER LOADER. 
YOU'LL RECOGNIZE THE THINKING BEHIND IT. 

compact 
excavators 

compact 
loaders 

finance 

customer 
support 

dealers 

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

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

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

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

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

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

More care 

Put a Volvo to the test - find your dealer at www.volvoce.com USE READER SERVICE # 4 5 
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, T c . Almost three decades of business by Lauren Spiers 3 

experience has taught John Reffel how to 

do more with less. 

i i NE 
When John Reffel and his father started JLS Land-

scape & Sprinker, "Landscape" was only a figura-

tive part of the name. 

"My dad and I started the business in 1975 and 
at that time it was an irrigation-only business," 
notes Reffel, who now owns the Sedalia, Colo.-
based company. But landscaping and lawn mainte-
nance edged into the picture during the pair's first 
five years in business. 

"By the early 1980s, we were taking on full 
landscape contracts and hiring out the sod, rock and 
tree planting work to a couple of different subcon-
tractors," Reffel recalls. 

John Reffel 
(left) reinforced 
his company's 
family business 
roots when he 
hired his son 
John (right) as a 
department 
manager. 
ReffeVs son 
Jeremy (page 
50) and wife 
Linda also are 
employees. 
Photo: JLS 
Landscape & 
Sprinkler 

JLS Landscape & 
Sprinkler 
7265 Reynolds Dr. 

Sedalia, Colo. 80135 

303/791-9121 

Soon though, the Colorado economy declined 
considerably and Reffel and his father brought 
landscaping in-house in an effort to cut costs. This 
was the first in a series of business endeavors that 
would teach Reffel the value of running an effective 
and efficient landscape contracting company. 

C R O S S I N G O V E R . With the help of some educa-
tional opportunities and trade expos, Reffel and his 
father had little trouble incorporating landscaping 
and maintenance into their list of service offerings. 
Not long afterward though, Reffel made another 
business move that proved to be 
much more challenging. 

"I purchased the company 
from my dad in 1986 and switch-
ing roles was hard for me," Reffel 
says. For him, delegating duties 
was a big step. 

"My original responsibilities were in field op-
erations and overseeing a small crew," he notes. 
"When I purchased the company and had to deal 
with everything on the business side of things too, 
the biggest challenge was trusting that my employ-
ees knew how I would respond to a client and 
would continue to keep that up." 

Maintaining client relationships is a high prior-
ity for Reffel and it took time for him to delegate 
accounts to his crew leaders. To ease the load, his 
elder son, John, is taking on landscape and irriga-
tion installation and snow removal and his younger 
son, Jeremy, handles estimating. Reffel's wife, Linda, 
currently manages the company's finances. With 
their help, Reffel still is able to spend time in the 
field while staying focused on running a business. 

In 1998, JLS made yet another strategic business 
decision that allowed Reffel to spend more time in 
the field. "About five years ago we dropped all of 

(continued on page 48) 
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www.riverdalecc.com 
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millennium Ultra' 

Vice President of Operations 

Greenlon, Inc., Cincinnati, Ohio 

Millennium Ultra is an extremely 

effective, broad spectrum broadleaf 

herbicide. Its state-of-the-art formulation 

results in fewer callbacks, happier 

customers and a product that's easier on 

the environment. For rapid response 

and outstanding effectiveness, 

get Millennium Ultra. 

"Whether we're working on 

a residential, commercial or 

industrial site, Millennium Ultra " 

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 

http://www.riverdalecc.com
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our residential work/' he says. This moved 
the company from a 70/30 percent residen-
tial/commercial split to a 100 percent 
commercial client base. "Residential jobs 
require a high level of detail and often a lot 
of hand-holding for the homeowners," he 
notes. "By becoming all-commercial, the 
people we were working with understood 
the routine and we were able to run a much 
more effective business." 

With all commercial clients, Reffel's 
projects were larger and more prolonged 
and he saw the need for additional employ-
ees. He now hires several H-2B workers each 
year to increase manpower, though figuring 
out how many people to hire was a trick. 

"For the first 15 years of business, I don't 
think we ever had more than five employees 
per year," Reffel estimates. "This year we 
have 17 and we've had 21 or 22 in past years. 
In late fall or early winter, we try to judge 
how many employees we'll need for the next 
season so we can work on bringing laborers 

up through H-2B. This year we also have 
three local crewmembers and we keep four 
people on staff year-round." 

This staff size helps JLS keep up with 16 
commercial maintenance accounts, as well 
as landscape and irrigation installation 
projects for seven to 10 builders on the 
company's client list. 

STREAMLINED OPERATION. JLS went 
through several changes in its 30-year his-
tory but the company maintained a slow 
growth rate during that time - until recently. 

"In 2000 and 2001 we saw about 25 percent 
growth, but in 2002 Colorado's Front Range 
had the worst drought in 300 years and we saw 
a drop of 30 percent between the national 
economy and the drought," Reffel says. But 
business is currently on an upswing. "This 
year, the first two quarters have set records 
for us. We have had some good snow pack 
and spring rains and we went into spring 
with three large installation jobs." 

la^nandlandscape.com 

Check our September Online Extras 
for information on how John Reffel extends 
customer service over the phone. 

In 2002, revenue for the company 
dropped to $800,000 from $1.2 million the 
year before, but JLS expects to recover their 
losses - and then some - with projected 
revenue of $1.5 million for 2003. 

One system to which Reffel credits this 
success is training his crewmembers across 
different business areas. "We cross-train all of 
our employees in both irrigation and land-
scaping so they can easily be moved back and 
forth," Reffel comments. "When we need to 
focus on getting one client's project done, cross-
training lets us take workers off of an irrigation 
job to finish up a landscape installation some-
where else. Each crew can also help the others 
get caught up if they start to fall behind." 

Because JLS's maintenance crews have 
(continued on page 50) 

Trac-Vac §k 
The only name in debris-handling Equipment! 

With models ranging from 5.6 to 11 horse-
power and from 8 cubic feet to 50 cubic feet 
capacities, Trac Vac makes a vacuum for all 
your customer's residential and commercial 

needs. Isn't it time you started selling the 
Trac Vac? Call and see how easy it is to get 

the Trac Vac in your store! 

Palmor Products P.O. Box 38 Thorntown, IN 46071 800-872-2822 

Rawson Manufacturing Inc. 
Screening and Materials Handling Equipment 

The model 3618 is great for screening topsoil, processed gravel, 
sand and any other product to meet your needs. Powered by 
Honda gas engine. Can be fed with a skid steer loader. Very 
compact for use directly on jobsite. Any size screen opening is 
available. Quick and easy setup. Features: Remote controlled 
dumping grizzly, belt feeder, 3' x 6* vibrating screen deck. 

A number of other products are also available: 
Double Deck Vibrating screening plants 

Trommel screening plants 
Radial stacking conveyors 

Screening units 

860-928-4458 
99 Canal Street • Putnam, CT 06260 

www.rawsonscreens.com 
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"Race car technology. 
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f 
"In auto racing, technological advances are making / high RPMs for an extended period of t ime, 
our engines lighter, faster and more powerfu l Plus, the STIHL 4-MIX™ is a low-emissions engine 
every day. Thanks to STIHL, the same technology / that runs on 2-cycle fuel and already meets 2005 
that goes into racing engines is also found in the ' EPA emissions standards. So stop by your local 
revolutionary STIHL 4-MIX™ engine. Both engines STIHL Dealer, the only place you' l l f ind STIHL and 
are power fu l 4-strokes, designed to run at j racing technology in outdoor power equipmenf. ' 

1 800 GO STIHL • www.stihlusa.com 
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more regular schedules their work is fixed 
during the season, but landscape and irriga-
tion crews are easier to reschedule. 

"Sometimes a property manager will sit on 
a proposal for additional work until they want 
it done," Reffel says, referencing one manager 
who called him on a Friday afternoon to have 
him complete a project they bid by Monday 
morning. "His boss was coming for a walk-
through at 11 a.m., so we sent two crews over 
Monday morning to do the 
job and completed the project 
in time for the walk-through. 
That situation cost us a little 
because of a hectic schedule, 
but I spoke with [the client] 
recently and he was thrilled -
he'll remember that." 

Reffel recently realized 
how much more efficient 
cross-training makes the 
company. "We're down em-
ployee-wise this year, but 

we had a record first half at the same time," 
he raves. "When we forecasted [our rev-
enue] last December, we didn't see a record 
year because there had been a drought and 
the economy was still down, so we didn't 
hire as many employees as usual. We ended 
up doing more work with fewer people." 

Additionally, even though the company 
has grown from irrigation-only to a three-
department operation, all paperwork still is 

routed through just one 
accounting depart-
ment. "Everything's 
routed and coded so we 
know what invoices 
belong to each area," he 
explains. "Time cards 
come in through the 
managers and they're 
also coded as mainte-
nance, or maintnenace / 
sprinkler-with the spe-
cific department. 

When he's not away at college, Reffel's 
son Jeremy handles the company's 
design and estimating. Photo: JLS 
Landscape & Sprinkler 

"You need to handle paperwork as effi-
ciently as you can without losing effectiveness 
but not be so effective that you lose efficiency," 
he continues. "Five years ago we had a form 
for everything to the point where paperwork 
was stacking up and it was hard to see what 
was really happening. We've cut a lot of that 
down so now we're really a lean machine." 

Though the company is coordinated for 
maximum efficiency, Reffel intends to keep 
growth slow and steady. His plan includes 
some marketing to bring in more mainte-
nance business, but will rely on customer 
service to drum up installation business. 

"Five to 10 percent growth a year is more 
than enough for us," Reffel says. "We don't 
actively seek out new installation contracts to 
bid on because taking care of the people you're 
working for is much more important." ID 

The author is Assistant Editor of Lawn & Land-
scape magazine and can be reached at 
lspiers@laionandlandscape.com. 
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• T h e P e r f e c t Add-On 
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• 2 Days of Training - On 
Going Support 

• S e c u r e Your Area Today 
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Check out Turbo Turf's full line of hydro seeding equipment. Simple 
one man operation. Faster germination. Eliminate messy straw. Our 
300 gallon systems start at $ 3695.00 

Small skid type units priced from $ 1295.00 Small pull type units priced from $ 1495.00 

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 
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RIDE-ON 

SPREADER SPRAYER 

CONFIDENCE IN T H E M A C H I N E 

Proven over 8 years by thousands of Lawn Care Professionals, just like you, and enhanced with new features 
that make it so ULTRA-simple, ULTRA-easy, and ULTRA-reliable, it's virtually perfect. 
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Whether you buy direct from Perma-Green Supreme, your local LESCO°Service Center7 or one of our 
other fine dealers nationwide, you'll have access to Perma-Green Supreme's legendary customer support and 
over $500,000 Next-Day Air parts inventory. 

USE READER SERVICE # 5 2 

Man, we're getting good at this! 

8 0 0 . 3 4 6 . 2 0 0 1 
Call for a FREE InfoPak , . 

or local demonstration f 1 Q C 
site near you 

onspreader.com 
U.S. P« ik P«»T.I, Pmoi.if KMI. -On I. . NYMND i tWrawli ot P*.m.-G.wi Supt.m., Int. LESCO M . R^.IRTRI <i.J.m.ik MM! LESCO WIVX. CM ik <À LESCO TM»IM1<VM. LLC. 



Plant Growth Regulators 
by Frances Richards 

Beyond clipping and 

mowing reduction, plant 

growth regulators can 

boost plant health and 

save contractors time. 

Plant growth regulators (PGRs) have many names 

and formulations, but they all have one thing in 

common - the ability to control nature for the 

sake of profit and convenience. Think of PGRs as 

a tool that can reduce mowing requirements and 

clippings, save water, reduce machine wear and 

tear, and - most importantly - save contractors 

time and manpower. 

PGRs can be synthetic compounds that try to 
mimic naturally occurring plant hormones or they 
may be natural hormones extracted from plant 
tissue. Five major categories of plant growth regu-
lating ingredients include auxins, gibberellins 
(GA), cytokinins, ethylene, and abscisic acid 
(ABA), and each group contains both naturally 
occurring hormones and synthetic substances. 
These hormones and regulators affect all aspects 
of plant life, from flowering, aging and root 
growth to the killing of leaves, prevention or 
promotion of stem elongation, and color enhance-
ment of fruit. While these chemicals aren't for 
every situation, they can make life easier for 
landscape contractors and plants healthier and 
heartier in many instances. 

A LITTLE GOES A LONG W A Y . A tiny 
amount of these substances can produce major 
growth changes, which is why applied concen-
trations are measured in parts per million (ppm) 
or parts per billion (ppb). With PGRs even more 
so than with herbicides and fungicides, carefully 
reading the label and following recommended 
application rates is important. This isn't a case 
where more is necessarily better, according to 
industry veterans. 

"What we tell our customers is to start at the 
low end of the rate, measure the results and go up 
from there," says Chuck Buffington, lawn and 
landscape market manager for Syngenta Profes-
sional Products, Greensboro, N.C. "In addition, 
we recommend adding a little nitrogen and iron 
in the tank with (the PGR), because it helps the 
turf grow better. You don't want nutrient hungry 
turf when applying PGRs [or this may alter the 
end result LCOs are trying to achieve.]" 

W H Y USE P G R s ? Concerning PGRs for turf or 
ornamental control, the proper treatment de-
pends on the effect a contractor is trying to 
achieve. "Think about what benefit you're seek-
ing from the product as a starting point," 
Buffington says. "Are you after clipping reduc-
tion? Mowing frequency reduction? Reduction 

(continued on page 54) 
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Introducing the most advanced chemistry in herbicides— 

QuickSilver, for extremely fast control of post-emergent 

broadleaf weeds, including tough-to-control weeds such as 

clover and thistle. But even though QuickSilver is tough on 
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of seed head emergence? Better wear toler-
ance? Preserving paint lines on a sportsturf 
field? What you want to achieve will deter-
mine the entire treatment sequence." 

Once a contractor knows what his goal is, 
the next step is to apply the PGR. "It's impor-
tant to apply on the front side of the growing 
season," Buffington says. "What you don't 
want to do is to wait for turf to be under 
stressful conditions such as drought, disease or 
extreme heat. The whole purpose of prestress 
conditioning is to prepare turfgrass for ex-
treme conditions before they hit." 

For turf that has been treated with a PGR, 
the result is a healthier, more durable blade 
with a higher tolerance to weather extremes, 
Buffington says. Turf also acquires a darker 
green color due to concentration of chloro-
phyll in the smaller, more compact blades. 
"If you miss the mark or start the application 
process later into the season, you won't get 
the benefits of prestress conditioning," 
Buffington adds. 

M A N A G I N G WORKLOAD. Besides pre-
stress conditioning of turf and ornamentals, 
another key benefit of PGRs is their ability to 
extend the time between mowing or pruning 
- an important tool for evening out contractor 
workload during peak growth season. 

"It has struck me for 
many years how 
underutilized and unap-
preciated PGRs are for 
trim-and-edge applica-
tions," Buffington notes. 
"These products are ex-
cellent for this situation 
and I don't think that contractors realize 
how much labor chemical edging could save. 
In many cases, contractors could skip time-
consuming weekly edging if they applied a 
PGR correctly. It's all about managing prod-
ucts and labor. For example, if you have a 
client who requires one hour of mowing 
and 20 minutes of edging each week, think 
of the labor reduction if the edging only 

needed to be done every other time." 
In addition to man-hour savings, con-

tractors also should consider savings related 
to wear and tear on equipment, gas, oil and 
machine maintenance, as well as reduced 
water consumption, which is an important 

consideration among many community 
properties and large residences. 

PGRs also may be used to give one type of 
grass an advantage over another. For ex-
ample, a PGR can suppress poa annua by 
reducing its growth and competitive ability. 

"While the largest use for (certain PGRs) 
is to limit poa annua on golf courses, we're 

(continued on page 80) 
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T r u c k s AND T r a i l e r s 
by Kevin McConville 

Truck customization increases in 

popularity for landscape contractors 

For a landscape contractor, walking through a dealership 
r truck comes equipped to fit his or her specific 

needs is a common fantasy. 
The reality is that contractors are almost never able to buy 

a company vehicle right off of the lot without customizing it 
to meet their business requirements first. 

"No manufacturer really builds anything specifically for 
the green industry because it's small/' says Wes Hadsell, 
president, HadcoServices, Bartlesville, Okla. "When I started 
this business many years ago, the only thing available out 
there was a truck with a stake-pocket on it. That is the reason 
why I customize trucks and I think that is the reason many 
companies do the same thing." 

Uncustomized trucks are unsafe for equipment storage, 
increasing the risks of losing or damaging equipment, Hadsell 
says, adding that uncustomized trucks also look aestheti-
cally unprofessional. Whether a company uses a clean, freshly 
painted truck with company logos on its paneling or an old 
and worn looking pick-up reflects on the company's cred-
ibility to current and potential customers, he explains. 

Gerry McCarthy, president, Mac's Landscaping, 
Stoneham, Mass., agrees that company image is one of the 
main reasons for truck customization. "[Trucks] are the most 
advertised pieces of equipment [contractors] have," he says. 
"A truck is a moving billboard." 

Tom Huppertz, program manager, GM, Grand Blanc, 
Mich., says landscape trucks are among the most customized 
segments of the professional pick-up truck market because 
there aren't many production options earmarked for con-
tractors. But some manufacturers do offer contractors some 
special equipment options that are tailored to their job needs. 

C U S T O M I Z I N G CONSIS ITENCY. When customizing a 
truck, a contractor does more than simply have a decal 
placed on the vehicle's side. Often he must consider what 
options will be easily replaceable in case of damage and what 
additions will allow his crew to transport, store and track 
equipment effectively. 

For contractors, using parts that are uniform with the 
rest of the company's fleet is important, McCarthy says. 
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Truck customization options include debris bins that 

sit behind truck cabs (left) and enclosed truck bodies 

for equipment storage and security. Photos: Super 

Lawn Trucks 

Having similar vehicle components for all 
company trucks allows contractors to eas-
ily replace damaged parts or switch op-
tions between vehicles. "For instance, the 
back of all of our trucks have to be exactly 
the same to interchange trailers/' 
McCarthy explains. "And trailer lights 
have to be exactly the same so they are 
interchangeable. This makes it easier to 
replace damaged components." 

Using the same company logo on trucks 
and maintaining color and design also are 
crucial for maximum visibility, McCarthy 
says. For example, Mac's Landscaping uses 
red trucks with the company logo - a green 
tree and a house on a white background -
popping out from the red. 

In addition to truck aesthetics, manu-
facturers provide other industry-specific 
upgrades that contractors prefer. Paul 
Ganshert, owner, Ganshert Nursery & 
Landscaping, Madison,Wis., says the bulk 
of truck options that contractors select for 
their vehicles include toolboxes, racks and 
equipment storage areas. By adding built-
in toolboxes and pruner sheaths to his 

trucks, Ganshert can assign specific equip-
ment to each truck and crew to keep track 
of supplies. "Usually there is a larger box 
for bigger hand tools and a smaller box for 
smaller tools, hand-pruners and similar 
things," Ganshert says. "All of our tools 
are marked for each truck to connect them 
with that truck. When [a crew] goes to 
leave a job and [a storage place] isn't full, 
then the crew knows they are missing 
something." 

In the eastern part of Oklahoma, 
Hadsell opts for large-bodied, overhead 
cab trucks for hauling 16- to 18-foot trail-
ers. But since his trucks have to drive 
through many hills in the eastern part of 
Oklahoma, some of the first trucks he used 
that had a dove-tail back - which meant 
that the truck's bed sloped downward or 
the tailgate dropped, allowing mower 
operators to drive equipment up and down 
the ramp for loading and unloading -
would drag the ground and then push the 
equipment on the back of the truck against 
the tailgate because of the steep slope. 

To solve the problem, Hadsell incorpo-
rating a hydraulically operated tail to his 
trucks to keep them level 
while driving down the 
road. This alleviated 
problems with damaged 
equipment and increased 
productivity by reducing 
equipment loading and 
unloading time as well 
as drive time. 

Freightliner-Isuzu, Macon, Ga., estimates 
that less than 20 percent of contractors 
want to customize their vehicles with an 
addition that is not already offered by a 
manufacturer. 

A popular option with contractors is 
having additional fuel tanks for premixed 
and standard gas mounted under the side 
of their van bodies that cost about $2,750, 
Wood says. These fuel tanks allow con-
tractors to refill their equipment while 
they are at a job site, instead of traveling 
for more gas or taking up additional trailer 
space with loose gas cans. 

Another popular feature with contrac-
tors is the pick-up truck camper shell, a hard 
fiberglass shell that covers the truck bed, 
Huppertz says. "Some contractors like these 
because they provide a little bit of protection 
for tools and other supplies that they want to 
carry in their bed," he explains. "They just 
don't want to leave their supplies open for 
someone to take." 

For those who don't want to invest in a 
camper shell there is a folding hard truck 
bed cover that locks both at the truck's 
front and rear, Huppertz says. For con-

P ICK -UP PO INTERS. 
Despite the varying na-
ture of what companies look for in their 
pick-ups many manufacturers offer fac-
tory-designed add-ons geared toward sat-
isfying contractors' needs. Manufacturers 
examine what additions are most valuable 
to contractors and attempt to design op-
tions that can be purchased and easily 
attached to their vehicles. Some examples 
include dump bodies, irrigation bodies 
with pipe racks and storage for smaller 
items like sprinkler heads and hoses, wa-
ter cooler racks, gas tank racks, shovel 
racks, split-tail gates and side-mount 
toolboxes of varying sizes. Heath Wood, 
sales manager, Middle Georgia 

"NO MANUFACTURER really builds anything 
specifically for the green industry because it's 
small When I started this business many years ago 
the only thing available out there was a truck with a 
stake-pocket on it. That is the reason why I customize 
trucks and I think that is the reason many companies 
do the same thing." — Wes Hadsell 

tractors who like to take care of their ex-
pensive tools but don't want to pay for a 
trailer or an enclosed bed, a hard truck bed 
cover folds up from the tail of the truck, 
exposing 75 percent of the bed but still 
lockable to ensure equipment security on 
job sites. 

Many manufacturers even offer graphics 
packages for contractors who want to boost 
the aesthetic nature of their vehicles. 

PEOPLE M O V E R S . When shopping for 
a truck, landscape contractors need to con-
sider their typical crew size in addition to 
equipment storage. 
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Trucks AND Trailers 

CHOOSING BETWEEN new and used trucks can be a tricky proposition. On one 

hand, there is the benefit of saving money by buying a used truck. But is a contrac-

tor really saving money if he's spending more than the saved amount on repairs? 

On the other hand, buying new trucks every other year also can deplete a 

company's earnings. 

Paul Ganshert, owner, Ganshert Nursery & Landscaping, Madison, Wis., pre-

fers to buy new trucks because "for us it is more worthwhile to buy a new truck and 

minimize downtime, [which] costs you a lot more than a new truck will cost you," 

he says. "And you have no idea with a lot of the used equipment that's out there 

on whether or not it's been used and abused, so you're taking a risk despite the 

cost savings." 

Gerry McCarthy, president, Mac's Landscaping, Stoneham, Mass., also buys 

new trucks because of the potential expense associated with purchasing a used ve-

hicle. After buying used equipment, the new owner must pay to have the vehicle 

examined to ensure that all components - from the brakes to the clutch - are in 

working order. "You are buying someone else's headache unless you can find a 

good deal," he says. 

McCarthy also only buys new vehicles because of three-year bumper-to-bumper 

warrantees, which is something that doesn't come with most used vehicles. 

Whether purchasing a new or a used truck, contractors will only get the most 

out of their money if the truck is regularly maintained. Wes Hadsell, president, 

HadcoServices, Bartlesville, Okla., says he expects trucks to last the company 10 

years because of the estimated $500 worth of maintenance put into each vehicle 

every year. 

"After 10 years, we evaluate [the truck] and if it is mechanically sound then we 

do a little painting and we keep that truck," Hadsell says. "As long as they look 

good and are in working order, we try to keep our trucks as long as we can." 

McCarthy adds that his employees detail and clean their trucks at least once a 

week and every winter employees sand down and paint truck beds to keep them 

looking clean. Also regular maintenance activities, such as fixing windshield 

cracks, steam cleaning seats and ensuring that the engine and brakes are in sound 

condition, add years to a vehicle's life, Hadsell advises. - Kevin McConville 

For instance, crew cabs have become 
popular because they have two rows of seats 
for larger crews, Huppertz says. 

The decision of whether or not to invest 
in an extended cab truck is directly influ-
enced by how a contractor plans to move 
employees. McCarthy says his crews 
mainly consist of two workers for mainte-
nance jobs and three to four employees for 
construction work. No more than three 
men fit into a truck, so he will send two 
trucks with two men inside each on days 
where he needs four-men crews. 

Hadsell says last year his company 
weighed the pros and cons of an extended 
cab truck that would seat up to seven 
people but decided against the purchase 
because the truck bed would also have to 
hold enough equipment for seven people. 
This leaves a contractor with tricky deci-
sions: Should crew space be limited? 
Should equipment be sacrificed? Or should 
a driver be saddled with a large and diffi-
cult to maneuver vehicle? 

Hadsell says his decision was based on 
crew size - would a truck really need to sit 
seven people if the maximum number of 
workers traveling to a site was three? "It is 
difficult to put enough equipment on a 
vehicle to keep seven people busy," 
Hadsell points out. "If we had one large 
property where [our crews] were going 
to be maintaining that property all day 
long, then a truck with seating for seven 
would be nice. We don't have any proper-
ties that large so we decided that [the 
extended cab] was something that was 
neat but unnecessary." 

J U D G I N G A D D I T I O N S . When decid-
ing what features to include in a company 
truck, contractors should make a wants 
vs. needs list. 

Hadsell advises contractors to buy 
trucks that sit low to the ground. These 
vehicles make it easier for contractors to 
add customizations. Also, to avoid dam-
aged axles and worn-down wheels, con-
tractors should buy trucks that are able to 
handle the maximum load capacity needed 
for hauling their typical weight's worth of 
equipment and tools. 

When looking for a new truck with 
customized additions, Hadsell suggests 
that landscape contractors not focus on 

how good a vehicle looks and try to keep 
their customizations simple and func-
tional. However, remember that custom-
ized options can be both functional and 
aesthetic, such as racks for equipment that 
help a truck look organized, neat and more 
professional. 

"You see some trucks going down 
the road and [they] have got shovels 
and rakes sticking up out of the truck 
and into the air," Hadsell says. "I hate 
that look. I feel that those things all 

should be in a place where they're not 
sticking up and hitting trees." 

Hadsell says he has his trucks cus-
tom made to give every tool a location it 
f i ts in to e a s i l y , which s a v e s 
crewmembers time on job sites. "Every-
thing has its p l a c e , " Hadsel l says. 
"That 's very important." H! 

The author is a Contributing Editor to Lawn & 
Landscape magazine and can be reached at 
kmcconville&laumandlandscape.com. 
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T r u c k s AND T r a i l e r s 
by Kevin McConville 

Tailor our 

Both open and enclosed 

trailers have their pros and 

cons, so contractors must 

examine their business 

needs when choosing one. 

A good trailer can serve at once as a billboard, a warehouse, 
a means of transportation and an organizer. But these simple 
pieces of equipment can be a hassle if a contractor chooses 
the wrong one. 

To avoid unnecessary headaches, contractors should 
exercise caution and focus on their business needs when 
choosing between an open or enclosed trailer. Every com-
pany has a slightly different service menu but to complete 
those tasks efficiently, a contractor needs a trailer that does 
more than simply move needed materials - it must also be 
convenient to load, unload and organize equipment. 

DECIS IONS, DECIS IONS. Before find-
ing a trailer that fits their needs, contrac-
tors should consider trailer storage, in-
sists Monte Berger, sales manager, Unruh 
Fabrication, Sedgwick, Kan. "A lot of con-
tractors want an enclosed trailer at first/' 
Berger says. "[The decision] comes down 
to the what it is going to cost to enclose a 

To choose the perfect trailer - whether open or closed - contractors must prioritize their needs, such as 

loading ease and storage space availability. Photos: HadcoServices, top, and Borst Landscape & Design 

trailer. If they have a shop where they pull that trailer inside 
every night anyway, the enclosed part might not be appeal-
ing to them once they see the cost." 

Berger estimates that an enclosed trailer costs 30 to 40 
percent more than an open trailer. But if a contractor runs a 
relatively small business and doesn't have enough equip-
ment storage space, spending the extra money on an en-
closed trailer to create this area may be a good alternative. 

A T O O L B O X O N W H E E L S . An advantage of using an 
enclosed trailer is security. Whether it is parked on a jobsite 
or at the shop, all of the equipment in an enclosed trailer 
remains locked up and out of sight. 

Mark Borst, president, Borst Landscape and Design, 
Wyckoff, N.J., says his company used open trailers for its 
first two years of operation but switched to enclosed be-
cause of a lack of indoor storage space. He says the ability to 
lock equipment in an enclosed trailer guards it not only from 
thieves but also from his company's other crews. 

"Nothing can get stolen if we are on a site that is far away 
from the trailer," Borst says. "Parked in a shop, 
open trailers tend to allow one crew to take things 
from another. Somebody needs a broom and all of 
the sudden the broom off of one person's trailer 
ends up in another's." 

By preventing crews from borrowing equip-
ment, Borst says his employees are more likely to 
take care of their own tools. If a worker can simply 
pull whatever he needs from another truck before 
heading to a job site then he isn't going to be 
motivated to take care of it. Also, Borst felt that 
unloading open trailers every night wasted too 
much of his employees' time. 

Because of the nature of their work, contrac-
tors also must often transport every tool and sup-
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T r u c k s AND T r a i l e r s 

ply they need to each job during a normal 
day, says Tony Bass, president, Super Lawn 
Trucks, Bonaire, Ga. Instead of searching 
through piles of fallen shovels to find a rake, 
a contractor can save time on the job by 
using an enclosed trailer to organize tools 
and supplies. "If tools are thrown into the 

back of a pick-up on top of one another then 
that's just a recipe for disaster," Bass says. 

For this reason, open and close trailer 
manufacturers also design racks and stor-
age compartments specifically to hold tools. 
Storage bins protect equipment from dam-
age via sliding around a trailer and allow for 

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 l e s s 

frustration. 

• N o - h a s s l e hose system; no internal restriction it the hose 
joints, l e s s j o i n t s to drag across your customer's lawn, n o l e a k a g e 
to clean up. 

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

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

Peterson Pacific Corp. 

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

more accurate inventory keeping. "That way, 
a place for everything and everything in its 
place," Bass says. 

However, many contractors who use 
enclosed trailers find it difficult to store 
and transport debris away from job sites 
because of the limited amount of space 

PERHAPS the biggest problem any con-

tractor is likely to have with a truck 

trailer, whether it is enclosed or open, 

is a driver's ability to maneuver it. 

Tony Bass, president, Super Lawn 

Trucks, Bonaire Ga., says many con-

tractors have difficulty training their 

drivers to steer a truck laden with a 

trailer through busy city streets and 

keeping the trailer from overtaking the 

truck on a steep hill. 

Truck systems eliminate trailers and 

provide contractors with another option 

for equipment storage. These machines 

resemble short semi-trucks because they 

feature trailers like storage compart-

ments connected directly to truck cabs, 

thus eliminating the dangling effect of a 

separate trailer. 

Truck system customers configure en-

closed trucks to meet their individual 

needs, similar to the customization op-

tions offered for separate trucks and 

trailers. Basic features, such as tool 

racks, mower storage bins and extra 

fuel tanks, are add-on options as well. 

Mark Borst, president, Borst Land-

scape and Design, Wyckoff, N. J., says 

his company uses the truck system de-

sign, which has eased the strain of ma-

neuvering a truck pulling a trailer. "[It] 

has served the same purpose as an en-

closed trailer practically, without hav-

ing two pieces of equipment," Borst 

says. "[This] way there is no educa-

tion on how to back up a trailer or 

tow a trailer behind a truck. Two ve-

hicles in one is how we look at it." 

- Kevin McConville 

USE READER SERVICE # 5 9 
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available. To alleviate this problem, some 
manufacturers now offer debris bins that 
sits behind truck cabs. 

Other manufacturers also have found 
creative ways around the cons of using an 
enclosed trailer. Berger says his customers 
have the option of having a portable bath-
room on enclosed trailers to save contrac-
tors the hassle of loading and unloading 
their own facilities. 

THE GREAT W I D E O P E N . Despite the 
advances made to tailor enclosed trailers to 
landscape industry needs, open-bed trailers 
are still popular among contractors because 
of new designs, the trailer's cheaper price tag 
and simply because they are easier to load. 

John Biehler, president, Suburban Land-
scape Management, Wichita, Kan., says open 
trailers are easier to unload than enclosed 
trailers because contractors can access equip-
ment from all sides of the trailer, not just 
going through one side door or using a back 
ramp. "We have used enclosed trailers be-
fore but we just didn't want to spend the 
money on them so we opted to go with open 
trailers," Biehler says. "We don't need to 
have enclosed trailers for security reasons 
because our open trailers are completely 
secure and we have a facility where all of our 
trailers are fenced in at night." 

Another advantage of open trailers is the 
various applications that contractors can use 
to alter them, such as dump truck bodies and 
hydraulic hoists that can be placed on flat 
bed trailers, says Bob Miller, vice president 
sales and marketing, Crysteel, Lake Crystal, 
Minn. "The main difference is in how you 
can fill, unload and haul materials in [the 
trailer]," Miller says. "[Closed trailers] force 
you to load palletized materials with a fork-
lift through the rear of the body and you 

Enclosed trailers offer contractors the option of locking 
up equipment at night to protect it from theft or 
vandalism. Photo: Borst Landscape & Design 

LAWN & LANDSCAPE 

have height restrictions on what you can 
put in them whereas an open top removes 
those limitations." 

And where an open trailer shines is via 
increased visibility, Borst says, adding that 
a driver may have an easier time seeing 
around an open trailer than an enclosed one, 
which is tall enough to possibly impair a 

lawnandlandscape.com 
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Check our September Online 
Extras section to learn more about 
Suburban Landscape Management's 
custom trailer design. 

driver's view of what is behind the truck. ID 

The author is a Contributing Editor to Lawn & 
Landscape and can be reached at 
kmcconville@lawnandlandscape.com. 
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T r u c k s AND " T r a i l e r s 
by Kevin McConville 

Meetings, checklists and accident 

reports barely scratch the bumper as 

contractors make driver safety a part of 

corporate culture. 

Maintaining a perfect driving record is a 
difficult task today with high traffic during 
rush hour in almost every state and road 
rage on the rampage. However, watching 
out for just yourself on the road is easy 
compared to the Herculean task contractors 
perform when ensuring all of their truck 
drivers are following transportation rules. 

The road has always been a dangerous 
place, but for contractors it represents the 
largest area of accident exposure in their 
safety strategies. To seal this breach, some 
contractors invest countless hours in safety 
management systems, including regular 
meetings with drivers and vehicle safety 
checklists, in an attempt to make safety a 
part of their corporate culture. 

Like many contractors, John Serviss, vice 
president and branch manager, ValleyCrest 
Tree Co., Farmington, Calif., feels that main-
taining a safety-oriented attitude is vital in 
business. "Safety is our most important pro-
gram," Serviss says. "We really have a strong 
commitment from everyone in the company 
and that starts from the top of our corpora-
tion and trickles down to the [workers] in 
the field." 

Unfortunately, no matter how involved 
company employees are in a safety pro-

gram, the road is an unpredictable environ-
ment and the only real accident prevention 
while driving is an employee's awareness to 
the dangers. 

"The road is a risk itself," says David 
Snodgrass, president, Dennis' Seven Dees 
Landscaping, Portland, Ore. "No matter how 
well the driver is trained there are other people 
on the road who can cause accidents." 

F I N D I N G D R I V E R S . Maximum crew 
safety when traveling to a jobsite depends 
entirely on the quality of the driver. But 
hiring the right person to move crews is just 
as risky as the road itself. 

That is why Snodgrass says it is impor-
tant for contractors to monitor their drivers 
by checking their driving records before 
they are hired and regularly afterward. "We 
try to set some rules and guidelines for people 
right when they start with us," Snodgrass 
says. "We have a procedure for qualifying 
new drivers and regardless of who we hire 
they are not allowed to drive until they have 
been qualified." 

First, a residential, commercial or main-
tenance supervisor selects a potential driver 
and calls the state Department of Motor 
Vehicles for a review of the candidate's driv-

Truck drivers at ValleyCrest Cos. and Dennis'Seven Dees both have teams that run through safety checklists 
each morning with each vehicle to ensure smooth operation. Photos: ValleyCrest Cos. and Dennis'Seven Dees 
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EPCUS ON; 
Trucks AND Trailers 

ing history, Snodgrass says. The applicant is 
dropped as a potential driver if he or she has 
had a DUI or three moving vehicle viola-
tions during the previous three years. 

"The supervisor then takes the candidate 
for a test drive to make sure he or she is a safe 
driver," Snodgrass says. "A foreman then 
trains and supervises the new driver. [After 
training], the driver needs a final approval 
by the supervisor to demonstrate that they 
are a safe driver based on our criteria." 

If the driver meets these criteria then he 
or she is given an orientation to the 
company's guidelines for use of company 
vehicles, Snodgrass says. Basic guidelines 
for vehicle use include: prohibiting usage of 
company vehicles for non-business related 
activities and not allowing people other than 
employees to operate or ride in them. 

REINFORCEMENT RULES . Hiring and 
properly training a truck driver is only half 
the battle when trying to increase driving 

safety. Contractors must also strive to in-
crease safety awareness throughout their 
company to ensure that safe driving prac-
tices are always on drivers' minds. 

Serviss says the best way to boost safety 
awareness is repetition. In 2002, Valley Crest 
Tree Co. received an 
award for safety because 
the company's drivers 
stayed accident free for the 
year. Serviss says that is 
partially because of 
weekly and quarterly safety meetings with 
the drivers. "Every week our drivers are 
somehow involved in a safety meeting or 
they read a safety topic," Serviss says. "We 
track all of this to make sure all of our drivers 
are reminded on a weekly basis about safety." 

During quarterly meetings, drivers 
meet with their transportation manager 
and one of the company's safety officers to 
review any new safety concerns that have 
developed and any problems that have 

occurred during the past three months. 
Accidents, which include injuries mem-

bers of the field staff suffer as well as driver 
accidents, are usually discussed at the weekly 
meetings. "One of the things we discovered 
about this program over the years is if you 

incorporate safety on a consistent basis it 
tends to capture the attention of the people 
you are trying to reach," Serviss says. 

Snodgrass says Dennis' Seven Dees Land-
scaping holds daily tailgate talks, during 
which all of the company's employees stretch 
together for 10 to 15 minutes and discuss a 
safety topic. "It can be a weather tip, an 
insurance statistic [from traffic studies], or 
anything that teaches employees an aware-
ness to safety," Snodgrass says. 

"SAFETY is our most important program. We have a 
commitment from everyone in the company -from the 
top down to the workers in the field" - John Serviss 
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The company safety committee decides 
whether or not an accident is reviewed at 
these meetings, Snodgrass explains. If the 
committee decides the accident needs to be 
discussed, the person involved in the acci-
dent will report it to the group and discuss 
why it happened and how it could have 
been avoided. "It is meant to teach everyone 
how to prevent that type of accident in the 
future," Snodgrass says. 

STEP BY STEP. Contractors can put safety 
on the agenda at every company meeting, 
but repetition only works when combined 
with stringent safety checklists. Every 
morning, Serviss' drivers conduct a pre-
trip safety check of their trucks before they 
leave the yard, similar to an aircraft crew 
before take-off. 

Serviss says drivers run through a basic 
list of safety concerns, including seat-belt 
usage, tire gauge checking and brake check-
ing. "Before they even drive their vehicle for 

the first time, we do an orientation just to 
make sure they know how to do all of the 
aspects of checking the vehicle," Serviss says. 

Snodgrass' drivers run through a similar 
safety-checklist before leaving in the morn-
ing. "Our crews don't show up for work, 
jump in a truck and drive out the gate," 
Snodgrass says. "Their daily routine includes 
a full walk around the truck and trailer, 
checking fluids, tires and lights." 

Drivers also test how secure the equip-
ment loaded in the trailer is and the trailer-
hitch to avoid endangering other motorists 
and the costly lawsuits involved in such 
cases, Snodgrass says. They also check and 
adjust mirrors and windows for clarity and 
remove any loose stones from the vehicle 
and its load to avoid damaging other motor-
ists' windshields. 

Bob Layman, southeast regional safety 
manager, ValleyCrest Landscape Mainte-
nance, Tampa, Fla., says conducing periodic 
safety inspections of drivers and vehicles at 

lawnandlandscape.com 

/ Y Check our September Online Extras 
section to learn more about the DMV's 
pull-ticket program that keeps companies 
informed of their drivers' records. 

job sites is also important for company safety 
officers. The inspections give the company 
the opportunity to examine vehicle condi-
tion, whether it is safely used once in the 
field and if there are any problems that were 
missed on previous inspection forms. 

When a manager or officer conducts a 
field safety inspection, the first thing he or 
she checks is whether or not a parked vehicle 
is exposed to other traffic or in a location that 
disrupts work on the jobsite. The jobsite 
inspection is conducted to see if drivers are 
following all of the company's parking 
guidelines, which include blocking the truck 
off with safety-cones, not leaving the keys in 
the ignition and securing the equipment. [D 

The author is Contributing Editor of Lawn & 
Landscape magazine and can be reached at 
kmcconville@lawnandlandscape.com. 
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FOCUS O N : _ 
Trucks AND Trailers 

TRUCKS 
BARLOW TRUCKS 
PH: 856/461-8400 
Dealer oflsuzu Commercial 
trucks/parts 

CADET 
MANUFACTURING 
PH: 918/476-8159 
Professional landscape 
truck bodies 

CARL BLACK GMC 
PH: 877/745-4500 
Manufactures trucks 
to meet landscape needs 

CHEVROLET 
PH: 800/950-2438 
www.chevrolet.com 
Manufactures trucks 
to meet landscape needs 

DODGE 
PH: 800/992-1997 
www.4adodge.com 
Manufactures trucks 
for landscape contractors 

EXPRESS BLOWER 
PH: 800/285-7227 
www.expressblower.com 
Manufactures blower trucks 
for spreading mulch, soil, 
compost and other materials 

FORD MOTOR CO. 
PH: 800/301-7430 
www.commtruck.ford.com 
Offers a variety of commercial 
trucks and chassis cabs 
that can be tailored 
to meet specific needs 

GMC 
PH: 800/GMC-8782 
www.gmc.com 
Manufactures trucks for the 
landscape industry with high 
gross vehicle weight ratings to 
cater to heavy-duty applications 

GENERAL MOTORS 
ISUZU COMMERCIAL 
TRUCKS 
PH: 562/229-5000 
www.isuzucv.com 
Isuzu N and F Series Class III 
to VII commercial trucks are 
sold through a nationwide 
network of 200 dealers 

HINO DIESEL TRUCKS 
PH: 845/365-1400 
www.hino.com 
Manufactures cab-over 
truck bodies 
for landscape contractors 

KELLEY COMMERCIAL 
TRUCK CENTER 
PH: 800/543-5109 
www.isuzutruckcenter.com 
Provides medium-duty 
Isuzu commercial truck sales, 
service and parts 

LAND KING 
PH: 706/213-9102 
Manufactures custom 
landscape dump bodies 

MACK TRUCKS 
PH: 610/709-3011 
www.macktrucks.com 
Cab-over and chassis cabs 
to fit landscape needs 

MIDDLE GEORGIA 
FREIGHTLINER - ISUZU 
PH: 800/899-8696 
www.middlegafreightliner.com 
Specializes in landscapes' 
truck needs 

MITSUBISHI FUSO 
TRUCK OF AMERICA 
PH: 877/202-9650 
www.mitfuso.com 
Manufactures truck chassis 

NISSAN DIESEL 
AMERICA 
PH: 972/756-5500 
www.udtrucks.com 
Distributes Nissan Diesel Co. 
light- and medium-duty 
diesel trucks 

PETERSON 
PACIFIC CORP. 
PH: 800/269-6520 
www.petersonpacific.com 
Produces blower trucks with 
pneumatic delivery systems 

READING 
BODY WORKS 
PH: 610/775-3301 
www.readingbody.com 
Manufactures truck bodies 
including service bodies, stake 
and platform bodies, truck caps, 
and a complete line of storage 
accessories 

SUPER LAWN TRUCKS 
PH: 866/787-3752 
www.superlawntrucks.com 
Manufactures enclosed van 
body truck systems for the 
lawn and landscape industry 

TOYOTA 
PH: 800/468-6982 
www.toyota.com 
Manufactures bodies that can 
be customized for landscape 
contractors 

TRUCK CRAFT 
PH: 717/375-2900 
www.truckcraft.com 
Manufactures truck bodies 
and related equipment 
for landscape contractors 

TUFLEX 
PH: 800/327-9005 
www.tuflexmfg.com 
Manufactures seamless 
fiberglass tanks, storage chests 
and spray systems among 
other accessories 

UNRUH FABRICATION 
PH: 888/587-2746 
www.dumpandgo.com 
Manufactures Dump & Go 
landscape bodies 

TRAILERS 
ALUMNE 
MANUFACTURING 
PH: 352/748-3229 
www.alumnemfg.com 
Designs and manufactures 
aluminum landscape dump 
and equipment trailers 

AVENGER CORP. 
PH: 866/641-7605 
www.avengercorp.com 
Manufactures enclosed trailers 

BRI-MAR 
MANUFACTURING 
PH: 800/732-5845 
www.bri-mar.com 
Manufactures hydraulic dump, 
utility and car trailers 

CAR MATE TRAILERS 
PH: 800/733-8856 
Trailer manufacturer 

CM TRAILERS 
PH: 888/268-7577 
Trailer manufacturer 

THE CONCRETE 
EDGE CO. 
PH: 800/314-9984 
www.lilbubba.com/ 
trailers.htm 
Custom trailers for the 
landscape border industry 

E-Z DUMPER 
PRODUCTS 
PH: 888/386-737 
www.ez-dumper.com 
Manufactures a complete line of 
dump trailers in low-profile 
and deck-over styles and offers 
dump insert bodies for medium-
to heavy-duty pick-up trucks 
and utility body applications 

FEATHERLITE TRAILERS 
PH: 800/800-1230 
www.fthr.com 
Full line of hauling 
equipment and utility, 
open and closed trailers 

FOREST RIVER 
PH: 574/848-9216 
www.forestriverinc.com 
Manufactures various trailers 
and accessories TRUCK 
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5 1 " L x 2 4 " W x 2 3 " H igh 

TUFLEX DECK MOUNTED STORAGE CHESTS FEATURE ALL STAINLESS HINGES 
AND LOCKING HARDWARE, O-RING GASKETED DOOR SEALS AND OUR 
FAMOUS HIGH GLOSS MOLDED FINISH. 
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ACCOMMODATE UP TO 30 BAGS OF DRY GOODS. 
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HAULMARK 
INDUSTRIES 
PH: 800/348-7530 
www.haulmark.com 
Manufactures steel frame 
cargo trailers 

PACE AMERICAN 
PH: 800/247-5767 
www.paceamerican.com 
Produces commercial-quality, 
stock or custom-built 
landscape trailers 

PERFORMANCE 
TRAILERS 
PH: 888/528-0899 
www.performanoetrailersaz.oom 
Carries a full line 
of equipment trailers; 
can custom build trailers 
to fit landscape needs 

PEQUEA TRAILERS 
PH: 717/354-8843 
www.pequeamachine.com 
Produces medium-duty 
dump trailers 

PRONOVOST 
PH: 418/365-7551 
www.pronovost.qc.ca 
Manufactures dump trailers 

REDI HAUL TRAILERS 
PH: 800/533-0382 
www.redihaul.com 
Offers equipment transport 
trailers, dump trailers and 
utility trailers 

GRANT MFG. 
PH: 304/257-5430 
www.tkloader.com 
Produces multi-purpose 
pick-up truck loading devices 

l/C GREENLINE 
PH: 866/510-7986 
www.icgreenline.com 
Manufactures trailers and 
accessories for landscape 
contractors 

TONGUE TWISTER 
PH: 877/925-8265 
www.tonguetwister.net 
Makes a device that rotates 
trailers away from vehicles so 
operators can access trailer 
front while it is still attached 
to the truck 

U-DUMP TRAILERS 
PH: 352/351-8510 
www.udumptrailers.com 
Manufactures various sized 
dump trailers for landscape 
contractors 

UNITED TRUCK PARTS 
PH: 877/887-7278 
www.unitedtruckparts.com 
Manufactures the DM1 hitch line 

UNITED TRAILERS 
PH: 800/637-2592 
www.united-trailers.com 
Manufacturer of United Crew 
Chief Trailers with bathrooms 

WELLS CARGO 
PH: 574/264-9661 
www.wellscargo.com 
Manufactures enclosed 
cargo trailers 

ACCESSORIES 
ADVANCED TRACKING 
TECHNOLOGIES 
PH: 800/279-0035 
www.advantrack.com 
Manufactures global 
positioning system 
tracking devices 

AG BODY 
PH: 801/355-8053 
www.agbody.com 
Manufactures truck 
equipment and accessories 

AMERICAN MADE 
PH: 800/356-0524 
www.linersystems.com 
Produces liners for dump 
trucks and trailers 

AMERICAN ROLL-OFF 
PH: 609/588-5400 
www.americanrolloff.com 
Source for quick change 
bodies, including roll-off 
hoists, hook lifts, bulky waste 
cranes and container 
handling equipment 

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!" 

3 .9% APR for 72 months 

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

auto., ac, am/fm cassette. 

$423/mo. 

m H k ^ . 4 8 M°Leas* 

2004 Isuzu NPR diesel, auto., ac, am/fm cassette, 

with 14 ft. Heavy Duty Stake Body. 

This Months Special! 

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

Cooler Rack, Shovel Racks, Fold Down Side 

478-788-4601 • 1-800-899-8696 
Middle GA. Freightliner-lsuzu 

Fax: 478-781-0966 
e-mail: heathwood@gatrucks.com 

www.gatrucks.com 

Free AC with truck purchase! 
2003 NPR-EFI, 6.0 Ltr., gas engine, 

16' landscape body, weed eater racks, 
water cooler racks, shovel racks, fold down side 

0% Financing Available 
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http://www.haulmark.com
http://www.paceamerican.com
http://www.performanoetrailersaz.oom
http://www.pequeamachine.com
http://www.pronovost.qc.ca
http://www.redihaul.com
http://www.tkloader.com
http://www.icgreenline.com
http://www.tonguetwister.net
http://www.udumptrailers.com
http://www.unitedtruckparts.com
http://www.united-trailers.com
http://www.wellscargo.com
http://www.advantrack.com
http://www.agbody.com
http://www.linersystems.com
http://www.americanrolloff.com
mailto:heathwood@gatrucks.com
http://www.gatrucks.com


BACKSAVER 
TAILGATE ASSIST 
PH: 877/388-8895 
www.thebacksaver.com 
Manufactures a tailgate 
assist system 

BALLARD EQUIPMENT 
PH: 877/965-0951 
www.ez-gate.com 
Manufactures trailer 
gate assists 

GREEN TOUCH 
INDUSTRIES 
PH: 800/621-6919 
www.green-touch.com 
Offers organizational products 
for landscaping 

HERCULINER 
PH: 877/437-2854 
www.herculiner.com 
Produces bed liners 
for landscape trucks 

HIGHWAY PRODUCTS 
PH: 800/866-5269 
www.800toolbox.com 
Produces tool boxes constructed 
of aluminum, steel 
or stainless steel 

HOLT SPECIALTY 
EQUIPMENT 
PH: 800/643-8713 
www.holtequipment.com 
Manufactures a trailer roll-off 
system with open-top con-
tainers; a hoist system raises 
and releases the containers 

JUNGLE JIM'S 
PH: 888/844-5467 
www.junglejimsap.com 
Manufactures lawn 
accessory products 

KNAACK 
MANUFACTURING CO. 
PH: 800/456-7865 
www.knaack.com 
Manufactures shelving systems 

METRO 
PH: 800/733-4726 
www.metko.com 
Produces ramps 
for trucks or trailers 

MCSTACK CO. 
PH: 770/509-7011 
www.mcstack.com 
Manufactures truck 
accessories for 
the green industry 

PIONEER COVER-ALL 
PH: 503/585-9353 
www.pioneercoverall.com 
Produces truck 
tarping systems 

POWER BOX 
PH: 877/693-7269 
www.187powerbox.com 
Manufactures a universal, 
portable power source that 
can be installed 
in landscape trucks 

PUMPTEC 
PH: 763/433-0303 
www.pumptec.com 
Maker of the twelve-volt 
pressure washer accessory 
to attach to landscape trailer 

ROLL-RITE CORP. 
PH: 800/297-9905 
www.rollrite.com 
Manufactures automatic and 
semi-automatic polished-
aluminum tarp systems for 
most dump body applications 

SCORPION 
PROTECTIVE 
COATINGS 
PH: 800/483-9087 
www.scorpiontruck.com 
Produces sprayed-in bed liners 
and spray-on protection 
for trucks and trailers 

TRIMMERTRAP 
PH: 800/279-8727 
www.trimmertrap.com 
Manufactures accessory racks 
for maintenance equipment 

VANGUARD 
TRUCK RACKS 
PH: 800/624-5000 
www.vanguardtruckracks.com 
Manufactures van 
and pick-up truck racks 

summit 
W O R K S L I K E A DOG. NEVER TAKES A DAY OFF. 

C O M E S W I T H A GREAT B E N E F I T S PACKAGE! 

8 0 0 . 2 4 7 . 5 7 6 7 OR P A C E A M E R I C A N . C O M 

LAWN & LANDSCAPE 
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http://www.knaack.com
http://www.metko.com
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Trucks AND Trailers 

1080 South Main Street Chambersburg, PA 17201 

•J-80 0-731-5 'ms 
BBSbJSft?* 

www.bri-mar.com 

USE READER SERVICE # 6 8 

I Hook-All Hookufts 
Increase Your Truck Utilization by Using One Truck for Multiple Purposes. 
Units available for single axle, tandem axle and triaxle trucks. 

Lift, Load, 
Leave or 
Dump! 

800-851-8938 
COME VISIT US AT WWW AMERICANROLLOFF COM I P U l 

MANUFACTURED EXCLUSIVELY BY 

AUTOMATED WASTE EQUIPMENT 
PO So« 5757, 3 Tonm• Court. Trenton. MJ 08638 

COMPANY NAME PG# RS# 

American Isuzu 

www.isuzucv.com 5 57 

American Roll Off 22 69 

Backsaver 

www.thebacksaver.com 17 63 

Ballard Equipment 

www.ez-gate.com 4 56 

Bri-Mar 22 68 

Carl Black GMC 

www.carlblack.com 23 70 

Daimler Chrysler 

www.dodge.com 15 

Ford Motor Co. 

www.commtruck.ford.com 2-3 

GM Parts 

www.gmgoodwrench.com 11 

GMC 

www.gmc.com 24 

Hannay Reels 

www.hannay.com 13 60 

Lehman Mfg. 

www.llc-equipment.com 16 62 

Middle Georgia Freightliner 

www.middlegafreightliner.com 20 66 

Pace American 

www.paceamerican.com 21 67 

Peterson Pacific 

www.petersonpacific.com 12 59 

Pioneer Cover-All 

www.pioneercoverall.com 17 64 

Tuflex 

www.tuflexmfg.com 19 65 

Wells Cargo 

www.wellscargo.com 16 61 
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V) y UNLIMITED 
"HUCK LEASE 

Vi 

Vi 

Y; 

| 300HP Duramax Diesel Allison Automatic 
Transmission 14 Ft Dump Body with 

Hitch, Tarp & Snowplow 

»IS GMCW-3500 

, Z E R O i '«QWilJi^ 

rSGMCC'5500DUMP 
nax Diesel Allisor 
ion AC AM/FM ( 
• Ft Dump Body 

300 HP Duramax Diesel Allison Automatic 
Transmission AC AM/FM Cassette 

14 Ft Dump Boch 

- e m t c m i vimmr 
^oVjViV 

"äSÄrGMC'250ÖW4X41 
Crewcab 6.6 Liter Duramax Diesel 

Alii 

TOGMCW$5ÓÌnttfl I H 6WCW35Û0WSÏT 
ison Automatic Transmission i t ic 

50 to Choose 

6.0 Liter V8 Automatic AC AM/FM 
Cassette 16 Ft.LAND KING Body 

Call for Details 

USE READER SERVICE # 7 0 

Autpmat,ic AC AM/FM Cassette 
* ' Ft Vanscaper Body 

Ready to Go! 
Automatic AC 
Enclosed 16 Fi 

In Stock I 

w w w . g m c c o m m e r c i a l t r u c k s . c o m 
^ email: sales@gmc^o^ipercialtrucks. com 

http://www.gmccommercialtrucks.com


I N T R O D U C I N G T H E P O W E R F U L A N D S U R P R I S I N G L Y Q U I E T GMC® S I E R R A ® 

Jackhammers. Bulldozers. Impatient foremen. There's enough commotion on the job site without your truck 
adding to it. So our engineers designed the GMC Sierra to provide some peace and quiet. This impressive 
pickup offers a choice of incredibly powerful yet surprisingly quiet engines. Like the optional DURAMAX™ 6600 
Turbo Diesel V8 that delivers 300 hp @ 3000 rpm and 520 Ib-ft torque @ 1800 rpm. It offers exceptionally 
smooth, quiet operation, thanks to an innovative deep-skirt block design and common rail fuel injection that 
helps control noise, vibration, and harshness. Even the available Allison® transmission is engineered for smooth 
shifting and equally quiet operation. The newly redesigned GMC Sierra. You should hear what you're missing. 
For details, visit gmc.com or call 1 -800 -GMC-8782 . 

1 8 0 0 • G M C • 8 7 8 2 OR W W W . G M C . C O M I WE ARE PROFESSIONAL GRADE: 

http://WWW.GMC.COM
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(continued from page 54) 

also seeing it used on ballparks, high-end 
residential lawns and corporate properties 
lately/' Buffington notes. 

Besides turf control, contractors might 
turn to PGRs to enhance ornamentals. PGRs 
can promote branching, which creates a fuller 
and more compact shape while reducing 
trimming and pruning labor by 50 percent or 
more, according to company sources, notes 
Bill Brocker, vice president of marketing, 
PBI/Gordon, Kansas City, Mo. 

In addition, certain PGRs can promote 
lateral budding, growth and branching, en-
hancing the appearance of otherwise gangly 
looking plants. "(PGRs can be) well suited 
for plants that require multiple prunings per 
season and for groundcover that needs quite 
a bit of trimming. It can offer a real labor 
savings in these situations," Brocker says. 

Another innovative use for PGRs is to 
make a smooth transition between Bermuda 
base grass and annual ryegrass. For example, 
especially in the south, when the Bermuda 

grass goes dormant in winter, it is 
overseeded with ryegrass, which offers a 
green lawn throughout winter. In spring, 
the rye and Bermuda grasses compete for 
dominance. PGRs then can be used to slow 
down the ryegrass while the Bermuda is 
coming out of dormancy. "Some PGRs can 
also be used in some specialty applications, 
such as holding down mowing frequency in 
steep or difficult-to-reach areas and for trim-
and-edge control - saving labor with chemi-
cal edging," Brocker says. 

But like any turf product, attention to 
instructions is crucial to achieving desired 
results. "If [PGRs] are overused, you might 
see some foliage lightening, so it's impor-
tant to follow recommended label rates," 
Brocker stresses. 

What's the best way for contractors to 
get the most out of PGRs? "Landscape con-
tractors need labor and machines to handle 
their contracts," Brocker points out. "The 
best way they can use PGRs to their advan-

tage is as a tool that helps them even out 
workload. Treat ornamentals in a cycle, so 
that all the plants don't need trimming and 
pruning during the same week. The key is to 
cycle out projects to even out labor. Treat turf 
at the beginning of and during the peak 
growth season to give your crews some lee-
way on mowing and trimming duties." 

With ornamentals, timing will vary by 
species and region, but a good rule of thumb 
is to apply the PGR either going into or dur-
ing peak growing seasons. Landscape con-
tractors may want to do some initial pruning 
to get the desired shape and then use PGRs to 
slow growth during the season. In addition, 
industry veterans emphasize that PGRs are 
not as easy to use as herbicides or insecti-
cides because death is not the desired effect 
- growth regulation is. Successful applica-
tion - adhering to label rates and using cali-
brated equipment - will go a long way to-
ward achieving positive results. 

(continued on page 82) 

The perfect travel companion 
for cutting sod. 

The new mark of excellence in 
sod cutting. Whether you need to 
replace, renew, repair or simply lift 
turf, the Brouwer MK 213 excels. 

With a cutting width of 13 inches, 
the working depth can be easily altered 
through a range from 3/8" to 1-1/2". 
The unique split blade design reduces 
vibration and provides exceptional 
maneuverability. It's powered by a 
dependable and economical 5.5 hp 
Honda gasoline engine. 

For comfortable operation, the 
handles are height adjustable and 
can be folded flat for convenient 
transport and storage. A kick stand is 
provided to protect the blades during 

transport. For versatility, dethatcher, 
edger and stripper blade options are 
available. 

Choose the mini turf cutter that 
marks the new high point in 
performance, economy and portabil-
ity: the Brouwer \1K 213. 

Optional blade attachments 

8 0 

Easy transport 

SEPTEMBER 2003 

TEXTRON 
Nobody cuts it like Brouwer 

289 N. Kurzen Rd • P.O Box 504 
Dalton, OH 44618-0504 

330-828-0200 • Fax 330-828-1008 
E-mail: sales@brouwertuii.com 
Website: www.brouwerturf.com 

fÜÖaÖÖl Certified ] 
QUALITY SYSTEMS ACCREDITED 

Brouwer Division of Textron Inc. 

•V 
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Harvard Tournament Bristle 
Dart Board - 4,900 pts 

Presario Internet PC with 
Monitor -190,000 pts TV/VCR Combo-31,100 pts 

Royal Organizer with Foldout 
Keyboard and Case - 22,600 pts 

Luxury Travel 8 Golf 
Excursion - 74,000 pts 

Fuji Digital Camera - 50,000 pts 

Bayer Grubstake™ Direct Mail 
Postcards - 3,800 pts for 500 

Swiss Army Peak 
Watch-11,500 pt 

BOTH AT THE OFFICE AND IN THE FIELD YOU GET THE REWARDS YOU DESERVE 

You've earned it! 

Bayer Grubstake™ Doorhanger 
3,300 pts for 500 

Merit Insecticide 0.5 G 
6,000 pts 

Twill Button-down 
l a 3,000 pts 

Gatemouth Toolbag 
3,100 pts 

Leatherman Pocket Survival Tool 
4,100 pts Kiorttz Soil Injector 

20,000 pis 

02S25B0330 © 2003 Bayer Environmental Science 95 Chestnut Ridge Road Montvale, NJ 07645 (800) 842-8020 Printed in U.S.A. AccoladesRewards.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 

I building on MARA's 
specialized H2 regulatory expertise 
and proven effectiveness for 300 
employers and 5,000 workers in 
30 states. Highest commitment to 
on-time service, quality workers and 
professional ethics. The same best 
management, best staff, best 24-7 
service and best pricing with no 
hidden costs. 
m á s , all the best and even more 

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

^ MID 
más 
MID-ATLANTIC SOLUTIONS, INC. 

best practices for seasonal employers 

mmrnimmm 
(continued from page 80) 

The future of plant growth 
regulation may be anything but a 

formula. Genetic engineering just may be 
the next big thing, according to Dr. 
Richard Arteca, professor of horticultural 
physiology, The Pennsylvania State 
University, University Park, Pa. 

"We're always trying to find new 
ways to dwarf plants," Arteca says. "At 
this point, the technology is there to 
genetically engineer just about anything. 
It's now a matter of legalities and ethics." 

Arteca says litigation will most likely 
involve who owns the technology. "Can 
you patent DNA sequences? That's the sort 
of issue that will be decided," he notes. 

In the past, Arteca says, crossbreed-
ing was the main focus when trying to 

introduce new, desirable traits into plant 
species. Now, it's simply a matter of 
inserting a certain gene into a plant that the 
plant then tries to read backwards. If it's a 
gene that pertains to growth - for example, 
the gene in charge of producing the 
growth hormone gibberellin - the plant can't 
read that gene and so it doesn't grow as big. 

Arteca says that Environmental 
Protection Agency regulations, extremely 
rigid only 15 years ago, have become 
more relaxed lately, which will allow the 
development of more genetic engineer-
ing, with results eventually finding their 
way into the market. "Grasses are 
trickier to genetically modify, but it can 
be done," Arteca says. "With enough 
money thrown at it, anything is possible. 
- Frances Richards 

PGRs Tomorrow 
P G R s IN PRACTICE. Despite the ad-
vanced formulations of today's PGRs, the 
majority of contractors don't use them. Why? 
Many lack knowledge about how to use 
them to their best advantage, while others 
cited uncertainty about the product's cost 
and effectiveness, as well as plant health. 

However, the PGR landscape may be 
changing. Growing constituencies of con-
tractors swear by PGRs for slowing the spring 
growth surge, keeping mowing programs 
and miles of hedges under control, and the 
ability to cut down on pruning. 

Phil Fred, president, Philip's Lawn and 
Tree Therapy, Mooresville, Ind., used to 
offer PGRs to a limited degree, but hasn't had 
any requests for such products in the past 
few years. "We added (a PGR) as an option 
for homeowners with large properties - 5,000 
to 10,000 square-foot lawns - who wanted 
to mow less frequently," Fred recalls. "But, 
it was kind of pricey for the results. In 
evaluating the cost-benefit situation, we 
decided it wasn't really worth it. We had 
priced it about the same as grub control." 

However, companies that offer mainte-
nance might benefit from this offering, Fred 
adds. For a full service lawn maintenance 
company, the cost justification and labor 
reduction may make more sense. 

USE READER SERVICE #106 
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What about a client who wants his lawn 
to look like Fenway Park? 

Kevin Cooper, senior vice president of 
Cooper's Landscape Management, Virginia 
Beach, Va., uses PGRs on such a property. 
"This client has a one-and-a-half acre lawn 
and he's invested in a $20,000 golf course 
mower," Cooper describes. "He has a hybrid 
Bermuda grass in the back yard, which is in 
full sun and often windy. What I do is hit the 
property with a lot of fertilizer to green it up 
and get it growing. Then, about two weeks 
later, I add seaweed, humus, some iron and 
a PGR to the lawn. This slows the top growth, 
keeps the lawn green, and redirects energy 
to the root system. The result is a beautiful 
lawn that's stronger, healthier, darker green 
and slower growing, which the mowers 
love," says Cooper. 

While the PGR is an initial expense, the 
usage rate is low, and with monthly treat-
ments one gallon lasts all summer, Cooper 
says. "I don't charge extra for this service, 
I just build it into the contract," he notes. 
"Our customer is happy and is seeing the 
results he wants." ID 

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

LAWN & LANDSCAPE 
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TELL T H E S 
"When our owners tell us the Walker Mower is working 

and helping them succeed, it keeps us energized and focused 
on building the best possible piece of equipment/1 

Bob Walker, President; Walker Manufacturing 

R Y 

"Your mowers 
keep me looking 

good against 
the competition." 

Ray West, 
Professional Grounds 

Maintenance, Inc., 
Vermilion, Ohio 

'At age 76 f my wife and I both 
rnjoy mowing with our Walkers 
j e s t thing s i n c e s l i c e d bread." 
lack Ray, 
Netumpka, Alabama 

"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 

'Has c h a n g e d our l ives - more 
t ime to e x t e n d a r e a s of our 

b u s i n e s s . J u s t love it!!" 
Brett & Carolyn Soutar, 
Short Back 'n'Sides, 

Waihi Beach, New Zealand 

"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 
" B e s t m o w e r s o l d ! 

I l o v e it a n d m y 
c u s t o m e r s l o v e it." " N o o t h e r m o w e r 

Robert Fietsam, d o e s it l i ke a W a l k e r " 
Exquisite Lawns, Bobby Williams, 

Jacksonville, Florida Saltillo, Mississippi 
T h e b e s t i n v e s t m e n t I h a v e e v e r m a d e ! ! " 
ìryan Coles, Coles Lawn Care, 
Pittsburgh, Pennsylvania 

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

"Walker Mowers 
aved my business!!!" 

Marc Davis, 
M.D. Landscape, 

Weymouth, Massachusetts 

"I a m very p l e a s e d with the 
per formance a n d durability 

>f my Walker m o w e r s . I a d v i s e 
other l a n d s c a p e r s l i kewise . " 

Arnie Gundersen, 
Luxor Landscape, 

Maple Valley, Washington 

"Please continue to make 
the most gratifying 

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

Elmer B. Groom, 

"I never k n e w w h a t a p leasure 
g r a s s cutt ing w a s 'til I 

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

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

Travis Keen, 
"I love looking b a c k at my a c c o u n t s , a s I drive a w a y Travis Keen Lawn Service, 

and thanking myse l f for owning t h e s e mowers . . . " Columbus, Georgia 
Paul & Jennifer Sparks, 

S j l % / e W F , o / a " Y o u b u M < ; t b e b e s t ™ o w ® r ¡n A m e r i c a . " 
John E. Sharts, Springboro, Ohio 

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

of different mowers, but I own the best: Walker." 
Stephen D. McBride, 
Mac's Lawn Service, "N ices t l a w n m o w e r 

Portland, Indiana w e ever owned" 
Guy and Claudette Laurencelle, 

"I just love my Walker!" B°nne \ , u " B e s t m o w e J 
Manitoba, Canada | have ever used." 

Vickers L. Cunningham 
Dallas, Texas 

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

than a Walker." 
Mike Pillsbury, 
Chariton, Iowa 

Michel Bernardin, 
St. Philippe, Quebec, Canada 

WALKER MANUFACTURING CO. 
5925 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 
(800) 2 7 9 - 8 5 3 7 • www.walkermowers.com 

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

Damaged 

lawns are 

blemished 

masterpieces 

that require 

the right 

tools and 

techniques to 

restore them 

to their 

If the "Mona Lisa's" smile began to fade, 

the chances of the Louvre calling in some-

one to repaint it are slim to none. On the 

contrary, an experienced art restorer 

coy heroine back to life. 

However, if the Louvre itself began to 
crumble, the museum would hire archi-
tects and builders to replace fallen plas-
ter or rebuild damaged columns. 

In the construction world, restoration 
and renovation are similar approaches 
to mending and beautifying buildings in 
disrepair. The same goes for lawn care. 
Whether a weakened lawn calls for core 
aeration or a full resodding, equipment 
manufacturers offer several pieces of 
equipment - and some advice - so con-
tractors can choose the best remedy for 
troubled turf. 

C O N S I D E R I N G THE C A N V A S . Rea-
sons for having to restore a lawn that 
otherwise looks like a work of art are 
essentially the same reasons contractors 
tend to lawns in the first place. 

"Lawns will thin out for a number of reasons," 
comments Bob Brophy, director, lawn products divi-
sion, Turfco, Minneapolis, Minn. "Insect infestation, 
weeds, heavy thatch, a pesticide spill or weather-related 
grass loss are the main reasons," he lists. 

Ross Richardson, landscape architect, Dunn Lawn 
and Land, St. Louis, Mo., names undesirable weeds and 
excessively compacted soil as additional problems ne-

Poiver raking is a method of dethatching that helps open up a lawn for 
restoration. Some restoration equipment is available with a bagging 
option to collect thatch during renovation. Photo: Bluebird 

cessitating renovation. And Ron Monroe, president, 
Hayward Distributing, Columbus, Ohio, mentions that 
lawn problems may not stem from the turf itself. 

"When people have older [properties] with very mature 
trees on the lawn, those trees always get their moisture, 
even if they have to pull it from the nice, young grass 
shoots," Monroe says. He adds that even a new lawn could 
be in danger if it's planted on a lot with mature trees. 

Quite often, lawns experience combinations of these 
problems and contractors and manufacturers agree that the 
most important step in turf renovation is knowing exactly 
what caused the grass to thin out or die in the first place. 

"There's some reason that lawn died and you have to 
find out why," Brophy emphasizes. "Is there too much 
thatch? Insects? Mold or disease? It may be a good idea 
to do a soil test to see if it's high acid or salt." 

(continued on page 86) 
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Richardson agrees that soil tests can tell 
a lot. "If the client has dogs, for instance, that 
are burning up the yard, you'd need to de-
contaminate the soil and go on with a com-
plete renovation." Solving problems like 
these - decontaminating the soil, eliminat-
ing insects and grubs, etc. - ensures that 
once a lawn is renovated, the new grassplants 
won't succumb to their predecessors fates. 

Trained lawn care operators and land-
scape contractors can easily identify what 
insect, disease, fungus or other problem is 
the culprit on a damaged lawn, but knowing 
whether to repair the problem by pesticidal 
or mechanical means is a different skill. 

For turf problems caused by insects or 
other pests, most contractors might lean to-
ward finding a chemical solution first. "You 
don't need to use a chainsaw where just a little 
pruning would suffice," says Bob Busch, presi-
dent, R. Busch & Sons, Oak Forest, 111. "If 
there's a relatively small area that has devas-

fcontinued on page 88) 

When you step onto a client's lawn and feel that telltale sponginess beneath 

your feet, your immediate diagnosis is excessive thatch. "The thatch layer 

is the organic material on the ground that's not growing anymore. It's made of the 

fibrous part of the plant - the stems, roots and rhizomes," defines Bob Brophy, 

director, lawn products division, Turfco, Minneapolis, Minn. This layer holds in noxious 

gases and keeps out food, water and light, causing grass to suffocate and die. It's also 

a breeding ground for other turf terrors like insects and mold. 

But when it comes to overseeding or slit seeding, is it possible that a little thatch is 

good? According to Brophy, the answer is, "Not exactly." 

"When you're seeding, you do have to cover up the seed for a couple of reasons. 

One is to keep the birds away. The other is to keep out the ultraviolet rays for the first 

24 to 48 hours to protect the seeds," he says. "After that time, they'll be able to grow 

and break through the canopy." But Brophy explained that part of an overseeder or slit 

seeder's job is to break through the thatch layer. "Once you pull it up, it's no longer 

thatch. It tends to break up and will start decomposing very fast." 

As it sits on top of the grass and shades the seeds, this fluffed up material, though 

no longer thatch, keeps newly sown seeds safe. In this respect, "thatch" has a good 

side, but as Brophy put it, "the best use for thatch is on roofs in Ireland - not lawns in 

America." - Lauren Spiers 
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tation to it, it's important that the contractor 
only treat the areas that are necessary." 

Brophy's advice to contractors is to esti-
mate how much of the lawn is damaged before 
choosing a solution. "If 50 percent of the lawn 
is still looking good, instead of going in with an 
overseeder and ripping up the rest of the lawn 
that's still alive, use an aerator, loosen it up, 
fertilize it, give it a little TLC for a few weeks 
and it'll come back," he says. 

Of course, contractors and manufactur-
ers both know that, occasionally, pulling out 
the heavy machinery is necessary. 

C H O O S I N G THE BRUSH. A little warm, 
soapy water won't bring a faded painting 
back to life, and for lawns, contractors need to 
have the right restoration tools, as well. 

Depending on the size and type of prob-
lem, contractors can choose from a wide vari-
ety of turf renovation equipment: Core aera-
tors, dethatchers and power rakes, spreaders, 
slit seeders, sod cutters and the list goes on. But 

Qui« 
For clients who want dead or bare spots on their lawns filled in 
immediately, using a sod cutter in the renovation process is the 
best way to go. But instead of cutting out the damaged areas and 
purchasing new sod to fill them in, contractors may be able to save 
some legwork and bring in extra revenue at the same time. 

"You can actually transplant healthy turf or soil from one part of 
the yard to a different area that needs new sod," points out Mark 
Schueller, marketing manager, Bluebird, Charlotte, N.C. "If clients 
want a new plant bed in the front yard, contractors can take the 
sod from there to fill in dead areas and create the area for the bed 
at the same time." Not only does this help ensure that the patched 
areas will blend with the rest of the lawn, but with turf problems 
fixed and a lovely new enhancement to boot, contractors and 
clients both walk away happy. - Lauren Spiers 

having all of these pieces of equipment on 
hand isn't necessary. 

Core aerators seem to be the most popu-
lar machines, because many contractors of-
fer restorative aeration in their maintenance 
packages. "Core aeration and power raking 

are frequently offered as maintenance to 
your lawn to get rid of the thatch layer and 
keep the soil from being overly compacted," 
Richardson explains. By removing large 
plugs of compacted soil, aerators loosen turf, 

(continued on page 90) 
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allowing it to take in more nutrients. Simi-
larly, power rakes and dethatchers rid the 
lawn of dead, matted organic material so 
water, food and light can reach the soil. 

But in instances where problems have 
gone untreated for too long and lawns are 
overrun by insects or disease, after curing 
the problem, contractors may want to con-
sider using a slit seeder or overseeder to fill 
in bare patches. "Slit seeders actually cut 
little rows into the soil, and tubes are lined 
up behind the blades to drop seeds right in 
the rows," explains Mark Schueller, market-
ing manager, Bluebird, Charlotte, N.C. Once 
the seeds are sown into the freshly cut rows 
about Va inch deep, a flap on the back of the 
slit seeder covers the seeds to ensure good 
soil contact and a high germination rate. 

For clients who want instant gratifica-
tion or whose active families would track 
mud into the house while their new grass is 
growing, manufacturers offer sod cutters to 
remove dead spots one chunk at a time and 

fill them in with new, 
healthy pieces of sod. 

Generally, these turf 
renovation machines are 
all u s e r - f r i e n d l y , but 
t h e r e ' s a l w a y s wal le t -
friendliness to address as 
well. For the most part, 
prices for aerators can run 
anywhere from $1,400 to 
$2,000 while sod cutters 
cost about $2,700. Addi-
t iona l ly , pr i ces for 
dethatchers can range from $800 to $1,300. 

"Lawn renovation is a highly profitable 
part of the business," Monroe comments. 
"You can take your existing customer base 
and increase the annual revenues you get 
from it. Because of that, you can recover 
equipment costs pretty quickly, with one 
exception being the slit seeder." 

On the pricier side, slit seeders can cost 
in the $1,500 to $4,000 range for a high-

By offering core aeration as a 
maintenance service, contractors 
can bring in extra revenue while 
opening up clients' compacted 
lawns. Photo: Ryan 

quality model, though 
some price tags can read 
as high as $10,000. Manu-
facturers advise contrac-
tors to consider frequency 
of use before buying any 
piece of equipment. 

" I f [contractors] are 
renting a piece of machin-
ery 10 times per year and 
it's under $5,000, they're 
much better off buying it," 
Brophy calculates. "But if 

it's over $5,000 and they're only using it two 
or three times per year, renting is better. 
You'll have to pay for some driving time [to 
pick up the machine] and rental fees, but 
you're not going to have a $6,000 piece of 
equipment sitting on the books." Addition-
ally, Brophy notes that renting can be a good 
way to "test drive" different renovation 
equipment and models. 

(continued on page 92) 
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Schueller notes that, depending on the 
rental outlet, aerator rental fees can usually 
run about $25 to $75 for half-day or full-day 
rental, respectively, while dethatchers can 
go for $50 to $75. Half-day and full-day 
prices for dethatchers run about $25 and $40 
respectively, with slightly higher prices of 
$30 and $45 are common for slit seeders. 

CREATING THE MASTERPIECE . With 
the proper equipment in hand, contractors 
can draw from their palate of techniques 
and knowledge for effective lawn restora-
tion. That is, after they consider the weather. 

"Reseeding with an overseeder or slit seeder 
is best during the early spring," Brophy com-
ments. "After you seed, those areas need to be 
watered everyday for about three weeks. You 
want to get that done before the summer heat." 

Busch agrees, adding, "it's not always pos-
sible to water turf as often in hot weather. 
Without watering, seeding just won't work. A 
sod replacement tends to be something that we 

do in the hotter months - July, August, or 
sometimes even September." 

Brophy explains that sod has a better 
chance of surviving in hot weather because 
the plant is already mature and can better 
handle ultraviolet rays and less water. 

Of course, reasonable minds can differ. 
"The best time to renovate is in the fall," 
Richardson says. "The temperatures are 
more nominal and the moisture content in 
the soil is more constant." Additionally, 
Richardson advises offering fall core aera-
tion services for maintenance packages. 

After establishing the best time to reno-
vate, putting down the seed or sod comes 
next. For sodding, the process is relatively 
easy. Contractors should use a sod cutter to 
remove the damaged turf and underlying 
soil layer, and then fill in the area with new 
sod. Busch recommends watering everyday 
for about two weeks to establish the sod. 

Without a doubt, seeding takes signifi-
cantly more time because of the several steps 

involved. "If you want a completely new stand 
of seed, you first need to kill the lawn with a 
[non-selective herbicide]," Monroe explains. 
"Then you can cut it very short with a lawn 
mower - to about 1 or 1 Vi inches. From there, 
you can go in with the overseeder and put 
the new seeds down on the lawn." 

Monroe and Brophy both insist on 
overseeding lawns twice, with the second pass 
at a 30- to 45-degree angle to the first. This 
practice gives the lawn better coverage by elimi-
nating any spots that a single pass would miss, 
they explian. The resulting diamond-shaped 
pattern keeps seeded lawns from looking like 
a farmer's field with very even planting rows. 
This illusion of a filled-in lawn keeps clients 
happy. After seeding, lawns should be wa-
tered everyday for three weeks so the seeds 
take hold and grow properly. ID 

The author is Assistant Editor of Lawn & Land-
scape magazine and can be reached at 
lspiers@lawnandlandscape.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 
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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 
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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. 
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Paying for insurance 

is a business necessity. 

Learn how to 

effectively and 

economically protect 

yourself and preserve 

your employees' 

livelihood. 

by Lauren Spiers 

An interesting phenomenon in the professional world occurs as hard workers 

gain increasing amounts of responsibility over time: They begin to question 

themselves. 

What if the client doesn't accept my proposal? What if I can't keep my crew 
on schedule and under budget? What if the neighbor's dog digs up the impatiens 
I'm planting and the customer blames me? 

Rational or irrational as these worries may be, playing the "what if" game can have 
a negative impact on the overall mood of a company and the presence it puts across 
to its clients. However, no amount of positive visualization, hard work or effective 
systems can protect a business against the "what ifs" of property liability or employee 
safety. To protect against those business uncertainties, company owners must invest 
in the right types and amounts of insurance for their operations. 

C O V E R I N G THE B A S E S . "Insurance provides a level of comfort for when we 
can't get the results a customer wants or something else happens because of 
factors beyond our control," comments Dwight Wolfe, owner/operator, Weed 
Man, Albany, Ore. "We're given the opportunity to correct or be reimbursed for 
certain situations without sacrificing the entire business because of incidents we 
can't forsee." 

Though regularly shelling out cash for insurance may seem like a waste of 
money for owners who never need to file a claim, paying monthly premiums is 
like money in the bank should any catastrophic damage occur. But insurance for 
green industry businesses can be quite different from the average homeowner's 
property, auto or health coverages. Having the appropriate types of coverage -
even for small companies - is essential. 

"A fledgling landscape contractor [or lawn care operator] must have certain 
basic insurance in order to conduct business," insists John Hodapp, senior vice 
president, Hortica Insurance, Ed wardsville, 111. "The most basic coverages would 
include property insurance on buildings, their contents, equipment, etc.; busi-
ness liability insurance for slip-and-fall situations or other damage; business auto 
insurance; and workers compensation insurance that meets state requirements." 

To create a more comprehensive safety net to cover employees and equip-
ment, Michael Weisburger, president, B. & D.A. Weisburger Insurance, White 
Plains, N.Y., also suggests considering the following types of insurance: 

• "Umbrella" coverage from which a business owner can draw in the face of 
a catastrophic liability loss. 

• Equipment "floater" to cover equipment while it is away from the 
company's office. 

(continued on page 96) 
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• Spill / over-turn coverage to assist in clean-
up costs if chemicals are spilled in transit. 

• State disability coverage in states where 
ifs required. 

• Worker's compensation coverage where 
ifs required. 

• Group health insurance to provide 
health care benefits to employees. 

Additionally, Hodapp mentions that some 
customers - especially large commercial ac-
counts - may require a certificate of insurance 
showing at least these basic coverages before a 
contractor can work on their premises. 

"Contractors may also find that if they 
have higher limits of coverage, particularly 
general liability coverage, they may be more 
likely to win larger commercial accounts," 
Weisburger adds. 

Though many general insurance carriers 
will provide the fundamental lines of cover-
age for small businesses, some agencies also 
provide green industry-specific insurance 
that contractors should be aware of. Spill/ 
over-turn coverage is one example, and some 
carriers offer coverage for companies whose 
technicians apply pesticides, as well. 

"If a pollution claim should occur for 
which our insured is liable, applicator liabil-
ity coverage would respond," explains Terry 
Stevens, assistant vice president of casualty 
underwriting, CNA insurance, Chicago, 111. 
"This would usually be for situations in 
which a third party - a homeowner or neigh-
bor, for instance - is adversely affected by a 
pesticide application." 

Stevens also mentions a "design ser-
vices liability endorsement" that carriers 
with green-industry clients may offer. 
"This is a type of coverage that protects 
against errors and omissions in designs or 
landscape displays," he notes. "It protects 
against professional liability exposure and 
our clients who are contractors really see 
the value in that." 

With so many important lines of cover-
age available to contractors, developing 
an appropriate insur-
ance policy for a given 
company requires the 
know-how of an experi-
enced insurance agent. 

BROKER BASICS. The 
majority of landscape con-
tractors and lawn care op-

Between writing contracts and printing job costing reports, legalese and com-
puter-ese are just two "languages" business owners must learn to operate their 

companies effectively. 
Another business area with lots of confusing lingo is insurance, but sorting through 

the perplexing verbage is necessary to keep a company safe. By working with an expe-
rienced broker and using the list below, provided by United Agencies Insurance, 
Pasedena, Calif., contractors can better understand what their insurance policies say. 

ACTUAL CASH VALUE: The sum of money required to pay for damages or lost 
property, computed on the basis of replacement value, minus depreciation by obsoles-
cence or general wear. 
BUSINESS LIABILITY: Describes the liability coverages provided by the Business 
Owners Liability Coverage Form. Includes liability for bodily injury, property damage, 
personal injury, advertising injury, and fire damage. 
COMMERCIAL GENERAL LIABILITY (CGL) COVERAGE PART: Gen 
eral liability coverage, which may be written as a monoline policy or part of a commer-
cial package. 
FLOATER POLICY: A policy under the terms of which protection follows move-
able property, covering it wherever it may be. 
HAZARD: A specific situation that increases the probability of the occurrence of 
loss arising from a peril, or that may influence the extent of the loss. Slippery floors, 
unsanitary conditions, congested traffic, and uninspected boilers are hazards. 
HIRED AUTOMOBILE: Autos the insured leases, hires, rents or borrows but not 
autos owned by employees or members of their households. 
LIABILITY INSURANCE: That insurance that pays and renders service on behalf 
of an insured for loss arising out of his responsibility, due to negligence, to others im-
posed by law or assumed by contract. 
PROPERTY INSURANCE: Insurance which indemnifies a person with an interest 
in physical property for its loss or the loss of its income-producing ability. 
REPLACEMENT COST: The cost of replacing property without a deduction 
for depreciation. 
UMBRELLA LIABILITY POLICY: A liability policy designed to provide protec-
tion above and beyond that provided by standard liability contracts. - Lauren Spiers 

Insurance: Defined 
erators encourage their potential clients to hire 
them based on the quality of their services, 
rather than seek out the least expensive offer in 
town. This also should be the guiding prin-
ciple when contractors are choosing an insur-
ance agency. 

"Today there are plenty of brokers who 
specialize in the green industry," observes 
Mark Shipp, senior vice president, Ogilvy 
Hill Insurance, Santa Barbara, Calif. "What 
the insurance consumer in the green indus-
try wants to do is select a broker who has a 
multitude of experience in the green indus-
try; it's someone the contractor should see as 

an extension of their man-
agement team." 

Additionally, Shipp 
encourages business own-
ers to specifically choose 
an insurance agent rather 
than an insurance com-
pany. (See "Insurance In-
terview" on page 98 for 

questions to ask when choosing an insur-
ance agent.) 

Stevens agrees. "It's not just what they 
look for in a carrier, it's what they look for in 
an agent," he remarks. "The insurance agent 
should be accessible and should understand 
the customer's business." 

Those attributes were at the top of Wolfe's 
list as he searched for a broker. "I was look-
ing for someone I trusted and who was famil-
iar with my line of work," he says. "I chose an 
agent who was affiliated with a provider that 
the Professional Lawn Care Association of 
America recommended. It's important to find 
an agent who is easy to contact and quick to 
respond - especially in this day and age of 
phone, fax and email. Finding someone who's 
responsive and who you can really talk to 
about your business is critical." 

By hiring a broker who is familiar with 
green industry businesses and how they 
work, contractors are able to put more trust 

(continued on page 98) 
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Just as you would interview prospective employees to fill a position, interviewing 

prospective insurance agents is essential to find the right person to help you 

protect your business. 

"Typically, you should ask open-ended questions so as to elicit the most informa-

tion available about the broker and his or her company," comments Mark Shipp, senior 

vice president, Ogilvy Hill Insurance, Santa Barbara, Calif. "You want to make sure 

you'll be working with someone who understands both the insurance industry and the 

green industry." 

Shipp offered the following list of questions to ask when choosing a broker: 

• Tell me about your experience in the green industry? 

• What kind of services does your agency provide? 

• What makes your agency unique from other insurance carriers? 

• Tell me about your claim handling process? 

• What are your favorite insurance markets? Why? How are they doing? 

• Can you give me some references of other clients you've worked with? 

Insurance Interview 

(continued from page 96) 

into that individual with respect to impor-
tant insurance policy decisions. 

"When you find a broker that fits your 
business, they'll build a scenario around your 
company so you can develop a policy that 
best represents your business," Shipp de-
tails. He explains that a broker who becomes 
a company's "trusted advisor" will work 
hard to put a contractor's insurance dollars 
in the right place. 

"For example, if an automobile is old, it's 
probably not very expensive to have physi-
cal damage coverage on it, and there's a 
reason for that," Shipp continues. "There 
won't be a high pay-out for the automobile 
if it's totaled, so the company has to ask itself 
if that's something they're willing to self-
insure. If that's the case then you can either 
take that premium out or put it towards an 
umbrella policy or an additional layer of 
umbrella coverage that will safeguard the 
more important or expensive aspects of the 
business." 

Nearly all insurance providers advise 
business owners to sit down with their agent 
at least once per year to review and revise 
each insurance policy. 

"At a minimum, a policy should be re-
viewed on an annual basis," Hodapp con-
firms. "Of course, whenever there are sig-

nificant changes, such as the acquisition of 
new property or equipment, or changes to 
the business, such as venturing into new 
areas or service segments, significant growth 
or hiring more employees, a contractor would 
be well advised to meet with his or her 

(continued on page 100) 
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(continued from page 98) 

insurance agent to discuss the changes the 
business is undergoing and any potential 
insurance implications." 

BETTER SAFE THAN S O R R Y . Because 
green industry professionals work in an in-
dustry with a certain amount of risk in-
volved - especially those who work with 
pesticides, heavy machinery or potentially 
hazardous areas like tree care - finding an 
insurance company willing to cover that 
risk can be challenging. 

Additionally, recent economic situations 
in the United States have significantly low-
ered insurance companies' incomes from 
stock market investments. 

"In an environment where stock market 
investments aren't enough to provide the 
appropriate returns and capital, insurance 
companies are taking it upon themselves to 
be very selective as to where they want to 
provide coverage and which lines they're 
willing to write," Weisburger notes. 

B. & D.A. 
WEISBURGER 
INSURANCE 
Five Waller Ave. 
White Plains, N.Y. 10301 
PH: 800/431-2794 
FX: 914/428-0943 
www. weisburger. com 

CNA INSURANCE 
333 S. Wabash Ave. 

Chicago, 111. 60685 

PH: 312/822-5000 

www.cna.com 

HORTICA 
INSURANCE 
One Horticultural Lane 

Edwards ville, IH. 62025 
PH: 800/851-7740 
FX: 800/233-3642 
www. hortica- insurance. com 

LEATZOW & 
ASSOCIATES 
415 Taft Ave. 

Glen Ellyn, 111. 60137 

PH: 800/978-7100 

FX: 630/858-0700 

www. leatzo w. com 

OGILVY HILL 
INSURANCE 
418 Chapala Street 
P.O. Box 929 
Santa Barbara, Calif. 
93102 
PH: 800/566-6464 
FX: 805/966-7810 
www.ohins.com 

Carrier Contacts 
Business owners, however, have a couple 

of options in order to make themselves more 
attractive prospects to potential agencies. 

"It all boils down to two words: Risk 
management," Stevens asserts. "Having 
some kind of documented employee safety 
plan in place is key to keeping down insur-

ance costs by keeping claims to a minimum. 
Companies who have fewer claims will have 
lower loss dollars and those with lower loss 
dollars will, by and large, have more eco-
nomical insurance premiums." 

For exactly this reason, Wolfe carries a 
(continued on page 122) 
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SPECIAL SECTION: Working with Containers 
by Nicole Wisnieivski 

) 

Ï 

Forget bland expanses of concrete void of color. 

Contractors don't need heaps of soil and sprawling 

outdoor spaces with room for annual beds to boost 

landscape vigor. Just add containers and watch a 

garden erupt from decorative pots and planters. 
Containers give landscape contractors flex-

ibility to spruce up clients' sites 
because they come in various sizes, 
materials, colors, groupings and 
uses. Containers are more than just 
small space solutions - they en-
hance almost any exterior element. 

"The magical part of contain-
ers is that they adapt to virtually 
all outdoor environments," points 
out Annie Huston, partner, Col-
umbine Design, Englewood, Colo. 

For instance, containers are per-
fect for adding softness and color 
to diminutive courtyards or ter-

races, Huston suggests. And in large spaces like 
patios and swimming pool decks, containers can 
separate a section into smaller, more inviting 
nooks. Additionally, "window containers can 
display colorful or formal compositions," Huston 
says, "while containers with annuals and veg-
etables or herbs for culinary use and fragrance 
can frame a French door by a kitchen." 

Containers hidden within perennial borders 
add an eclectic element and water gardens in 
containers bring a tropical feel to the landscape, 
Huston adds, just as framing entrances or large 
estates with formal stone or concrete containers 
gives otherwise empty spaces height, interest 
and texture. 

C O N T A I N E R S A D D C L A S S . Container gar-
dens are growing significantly in popularity, 
says Kerstin Ouellet, president, Pen & Petal, 
Fallbrook, Calif. In fact, according to the Na-
tional Gardening Association, containers are the 

(continued on page 104) 

Contractors enhance 

exterior spaces with 

landscape containers. 

Scan this section to learn 

design, plant selection 

and maintenance tips. 
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fastest growing consumer lawn and garden 
sales category. "But that's no surprise, espe-
cially if you've been watching container 
gardens gain popularity in Europe over 
the last 15 years," Ouellet points out. 

The reason containers are all the rage is 
because they allow homeowners to extend 
landscapes into entertainment areas, such 
as patios, decks and near pools. They also 
are easy to move around if they get in the 
way, can be quickly planted and require 
no weeding, Ouellet says. "You can also 
change their design very quickly - much 
faster than if you had to replant an entire 
flowerbed." 

Though Huston doesn't use containers 
in every client's landscape when she first 
installs projects, she says they are almost 
always incorporated later to augment vari-
ous areas. "We usually give the homeowners 
time to live with their outdoor spaces and 
get a feeling of exactly how they are using 
them," she remarks, adding that her client 
base is made up of primarily residential 
customers. "Then we usually go back the 
following year and assess the different 
areas where containers would add relief, 
color or interest in general, without re-
stricting traffic flow." 

(continued on page 106) 

here are several ways to use color to boost 
container garden interest, according to 

Terri Starman, department of horticultural 
sciences, Texas A&M University, College Station, 
Texas. Two common ways are using color 
echoing and the different color harmonies. 

Color echoing is repeating color from one 
cultivar to another, Starman says. "For example, 
using a white flower to echo the white in green and 
white variegated foliage," she describes. "Repeti-
tion of any design element adds rhythm and leads 
your customer's eye around and around the 
design, not letting them take their eyes off of it." 

Concerning color harmonies, there are five main hue groupings contractors can use 
to create the right effects in clients' landscapes. 
1. MONOCHROMATIC - While lightness, darkness or strength of color may vary 
with this harmony, only one color is used to give a quiet and soothing effect. 
2 . A N A L O G O U S - Use colors closely related to one another to provide a slightly 
more dramatic effect. 
3. COMPLEMENTARY - Use colors opposite to one another to demand attention. 
4 . NEUTRAL - With this scheme, contractors use shades of black, gray and white 
to add depth to the composition. Neutral colors make other colors look brighter and 
deeper, divide colors that clash, tone down complementary color schemes in daylight 
and glow in the dark. 
5 . P O L Y C H R O M A T I C - This harmony incorporates a mixture of many colors. 
- Nicole Wisniewski 

a j •Kwllfll« R Design Principles 
ust because contractors are installing plant material into 
containers doesn't mean they don't need design experi-

ence or inspiration. "There are several design principles 
contractors should take into consideration when planning their 
clients' container gardens," insists Terri Starman, department of 
horticultural sciences, Texas A&M University, College Station, 
Texas. Here are the basics: 
FOCUS - This is the point or area where the eye is drawn 
first. Place the focus below the tallest point to achieve balance. 
Develop focus by using large, coarse or bright-colored plant 
material in that area. All plant material should radiate out from 

the focus. 
F O R M - Vary the form of the 
plant material you choose. Use tall 
linear species to add height, 
mounded species to add mass and 
low growing, cascading species to 
fill in, add depth and soften 
container edges. 

BALANCE - This produces a feeling of stability. Symmetrical 
balance is equal, almost identical elements on each side of a 
central axis, with the highest point over the center. Asymmetri-
cal balance is when the two sides of the central axis are not 
mirror images but have the same visual weight. 
TEXTURE - Add coarse-, medium- and fine-textured plants 
together. Use variation and gradation of form and texture -
three to five species will achieve an adequate assortment. 
R H Y T H M Repeat color at regular intervals around the outside 
of a round container or along the length of a long rectangular 
container. Repeat color in several containers to tie them together. 
Graceful lines of plant leaves add flow and rhythm. 
P R O P O R T I O N - Use larger plants and/or more plants in 
larger containers, and less and/or smaller plants in small 
containers. The rule of thumb is the height of the tallest plant 
should not exceed one to two times the height of the container 
excluding pedestals. It's visually best to use odd numbers, such 
as one, three, five or seven plants or plugs of each cultivar. 

Nicole Wisniewski 
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all of that changed. Now ground 
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Quick DESIGN TIPS 
Even when presented with design principles, color blending 

tips and plant positioning ideas, contractors can still be 
nervous about planting in unfamiliar and restricted soil, such as 
that in containers. For that reason, Terri Starman, department 
of horticultural sciences, Texas A&M University, College 
Station, Texas, recommends contractors keep in mind these 
eight proven container design tips when creating their next 
eye-catching plant pots. 

1 • Mix plants with at least three textures of foliage to make a 
container garden interesting. 
2m Use plenty of foliage plants in your designs. In most cases, 
foliage color, leaf shape and texture are just as important as the 
flowers themselves. Some proven foliage contrasts include: 
downy with glossy; dark with gray; small with large; yellow 
with violet. 
3 « Use colorful foliage (like Coleus) to "echo" the color of 
flowers in the container. 

4 . Vary flower shapes in 
container gardens to add 
interest. 
5 . Bicolor flowers are 
becoming more available 
and are great for color 
echoing. 
6 . Sometimes you just have to do some "snipping and tucking" 
of faster growing plants when they are mixed in with slower 
growing ones. Otherwise, you will lose the slower ones and 
destroy your designs. 
7 . Vegetative annuals mix well with other annuals, perennials, 
tropicals and bulbs. Everything and anything goes as long as it 
is pleasing to the eye of your customer. 
8 . Nothing lasts forever. Container gardens need to be 
maintained. Contractors should trim, deadhead and replace 
container garden plants as necessary. - Nicole Wisniewski 

C O N T A I N E R C H O I C E S . Containers are 
available in a wide range of materials and 
styles to match clients' homes or planting 
schemes. Some are natural looking like 
stone or terra cotta, while others are shiny 
and metallic for more modern, contempo-
rary landscape settings. 

POSITION 

Choosing the right container for clients 
just takes an experienced eye, says Terri 
Starman, department of horticultural sci-
ences, Texas A&M University, College Sta-
tion, Texas. "A good contractor wouldn't 
put a whiskey barrel type container in a 
contemporary landscape - that's more for a 

erri Starman, department of horticultural sciences, Texas A&M University, 
College Station, Texas, says that understanding the common container plant 

positions can help contractors create better potted designs. 

Depending on container size, Starman says 
contractors can install plants in the following 
four different positions. 
C E N T E R - This position provides compact, 
upright growth to fill the container's crown. 
F I L L E R - Plants in this spot also have 
compact, upright growth, but they are meant to 
round out the top of the container. 
C O R N E R - Plants placed here grow well over 
the container's edge and benefit from a corner 
position where they have maximum elbowroom. 
EDGE - Materials planted on container edges 
drape over the sides, softening the look of the 

container and filling the space between its corners. - Nicole Wisniewski 

farm setting," she explains. "Also, keep 
things in proportion - don't put oversized 
containers in small spaces or tiny containers 
in large spaces." 

B.B. Stamats, owner/president, Stamats 
Landscape Design, Ridgefield, Conn., likes 
to use fiberglass containers because they are 
made to look like natural materials but are 
lighter and last longer. However, they are 
also more expensive - an 18-inch tall, 20-inch 
wide fiberglass container may cost about 
$120 and last for 10 years, while a thermalite-
sprayed foam container of the same size 
costs $35 or $45 but may not last as long. 

Fiberglass, thermalite-sprayed foam and 
polyurethane-sprayed wood containers will 
sustain winters outdoors better than other 
materials like terra cotta that are less able to 
handle freezing temperatures. 

However, contractors have a wider ma-
terials selection in warmer climates like Colo-
rado, where Huston uses terra cotta and 
concrete most frequently. "We try to stay 
away from the plastic containers that do not 
look good by themselves, but if we have to 
plant them, we use a lot of trailing annuals 
so that the unappealing containers will be 
covered and hidden in mid-season," Huston 
explains. "We sometimes match the contain-
ers to the surrounding architectural materi-
als or we use containers that will offer a 

(continued on page 108) 
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leeting homeowner and property management demands for high-quality 
landscapes is your job. Making sure you have critical tools to manage turf, 
trees, and ornamentals is ours. RISE works with federal, state and local 
governments to promote and defend your ability to use pesticides and 
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our practices and ensure that our industry remains strong and healthy. For 
more information about RISE, visit www.pestfacts.org or call 202-872-3860. 

R p ç n o r 

©2003 RISE* All rights reserved. 

USE READER SERVICE #100 

http://www.pestfacts.org


mam? vwcnmm 
(continued from page 102) 

sharp contrast. When in a very windy loca-
tion, we use heavier material. When using 
terra cotta, we try to stick to Italian terra 
cotta, which is usually of a better quality 
than the Mexican clay containers. Some Chi-
nese containers have provided a good op-
tion as well." 

The reason contractors want to incorpo-
rate the most durable materials into clients' 
properties is because of their ability to add 
four-season interest and extend landscape 
life. For instance, "after one summer, they 
can be planted with pansies for the fall and 
early spring," Huston points out. 

For year-long container interest, Stamats 
starts with bulbs, annuals and perennials 
mixed with "edgers" like Elysium and ivy in 
the springtime. In the summer, annuals like 
Coleus and potato vine provide maximum 
color - Stamats current favorite is chartreuse. 
Then, during fall, she incorporates ornamen-
tal kale, mums and pumpkins. To round out 
the year in winter, she adds needled and 
broadleaf evergreens. 

"Containers are now so varied and beau-
tiful that they become a permanent fixture 
in the landscape and not just a seasonal 
element that ends up in the garage after one 
summer," Huston explains. 

PLANT POINTERS . Though easy to plant, 
containers don't maintain themselves, es-
pecially through the changing seasons. 

For extended container life from the start, 
add topsoil to the mix to enrich it, Stamats 
suggests, advising that contractors also add 
super absorbent gel beads to the soil to 
help pots retain moisture. "These beads 
look like salt or tapioca beads and swell to 
200 times their size when water is added to 
them," she says. "Then these beads release 
water back into the soil over time, helping 
containers maintain a more constant water 
capacity vs. drying out completely and then 
having to get wet again - that's the worst 
thing for containers." 

Another key tip for containers is ensuring 
that adequate drainage exists, Stamats says. 

Iawnandlandscape.com 

7* Visit the September issue online for 

a list of container manufacturers and 

their contact information. 

On her favorite types of containers - fiberglass 
and thermalite - Stamats drills in her own 
drainage holes. For pots less than 22 inches in 
diameter, she puts a quarter-size hole in the 
middle. For containers that are more than 22 
inches in diameter, she puts the same hole in 
the center but adds a few pencil-sized holes 
around that for additional drainage. Then, 
Stamats incorporates a weed mat into the 
bottom of containers before adding soil to 
ensure drainage holes don't clog. 

When choosing container size, Ouellet re-
minds contractors that that smaller pots dry 
out faster than larger ones. "Generally, sizes of 
14- to 20-inch outside dimensions are popular 
for private residential properties because they 
are still manageable if they have to be moved 
around," she says. "Larger ones are hard to 

MAINTENANCE Matters J [ ust because containers limit plant growth doesn't mean they 

need any less maintenance than a regular landscape bed. 

"And containers must look their best at all times because 

they are often in prime locations," explains B.B. Stamats, 

owner/president, Stamats Landscape Design, Ridgefield, Conn. 

To promote long container plant life, Stamats suggests the 

following year-long maintenance schedule. 

S P R I N G - As weather permits, remove most mulch from 

bulbs in pots for spring display. When planting, pinch perenni-

als and annuals to promote bushiness. At the end of May, move 

clients' indoor container plants outside and move potted winter 

conifers and broadleaf evergreens to less prominent spots in the 

garden, top dressing and repotting if necessary. Add shims. 

Shape, prune or shear container shrubs and trees. 

S U M M E R - Initiate 14-14-14 slow-release fertilizer by mid-

July (applying the product at 10- to 14-day intervals), shear 

edging plants and petunias and spray for pests (white flies, 

aphids, etc.). Check that all pots drain well and still have 

sufficient mulch on soil surfaces. Water wisely. 

A U T U M N - Stop feeding perennials, shear annual edgers 

again and feed with 

fertilizer high in 

nitrogen. Repot plants 

if necessary and bring 

clients' indoor plants 

into their homes at the 

beginning of Septem-

ber. Refresh some 

containers with fall 

material and by mid-

November, change to winter hardy plants or put evergreen pots 

back in fall/winter locations. Use cold water when keeping pots 

wet. Dry and store corms, tubers, etc. FTe-pot bulbs and/or plants 

directly into pots for spring. Water and mulch well. Remove shims. 

W I N T E R - Continue to water pots with cold water all winter 

until strong freezes occur. Store non-freeze-resistant pots in a 

dry place. Use anti-dessicants on broad-leaved evergreens, 

repeating in six to seven weeks. Wrap deciduous shrubs/trees 

as needed. Decorate clients' potted evergreens with festive 

holiday lights. - Nicole Wisniewski 
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Quick TIP 
For commercial clients who want added 
security in front of their offices, flank 
building facades with 3 to 4 feet wide, 
heavy stone containers to boost safety as 
well as aesthetics, advises B.B. Stamats, 
owner/president, Stamats Landscape 
Design, Ridgefield, Conn. 

Contractors have increased this type 
of service since 9/11, when additional 
security in front of commercial building 
entrances became a higher business prior-
ity, Stamats says. - Nicole Wisniewski 

move and smaller ones dry out faster and have fewer design possibilities 
because of the limited space. Large commercial properties often have 
larger containers. Keep in mind that some container manufacturers list 
outside dimensions, while others list inside dimensions, and the rim is 
often 1-inch thick or more. 

Before choosing plant material for containers, contractors should 
think about placement - whether in full sun, full shade or part-sun/ 
part-shade. "Full sun containers will be a lot more colorful, fun, 
exotic, showy and will offer a greater variety in colors, textures and 
heights than the shady containers," Huston says. "On the other end, 
even though the palette for shady containers is reduced and the colors 
are less vibrant, they offer the great advantage of being very elegant, 
understated, detailed and refined." 

For shade containers, Huston's favorite plants are red or pink 
begonias, white impatiens, lime Ipomoea, sweet potato vine and 
New Guinea impatiens. In sunny spots, she prefers verbenas, lanta-
nas and Wave petunias. 

When selling containers to clients, Columbine Design presents 
their customers with an extensive portfolio showing the different 
containers available to them, empty and planted, Huston says. 

"We then make recommendations based on where they intend to 
have these containers in their yard," Huston explains. "We always 
stress the point that no matter what we do in the containers, they will 
need to be maintained and watered in order to bloom and be healthy. 
If they are too far in the garden or in a difficult place to water, we 
know that the customer will not water as regularly as necessary and 
the containers will not perform for them. So ease of access for the 
customer to water is very important. Entrance containers will be a lot 
more formal in their material and the plantings than back yard 
containers. We like to recommend larger containers rather than 
smaller ones. Larger containers are easier to keep watered and offer 
more flexibility in the plants we use for the design. A mistake 
[contractors] often make is to use containers that are too small to 
make a statement and get lost in the scale of the surroundings.' O H 

The author is Managing Editor of Lawn & Landscape magazine and can be 
reached at nwisniewski@laumandlandscape.com. 
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Why 
Weisburger 
Insurance? 

Michael Weisburger Mark Weisburger 

/ w e n t shopping for insurance and called 

some friends in the business to get their 

input. I talked to a friend in San Diego who 

had joined Symbiot and he recommended 

B.&D.A. Weisburger. I asked them for a hid and 

they got me the information quickly. I called the 

company in the afternoon and they had a quote 

on my desk by 9:00 a.m. the next morning. 

I really appreciated their customer service. 

— Robert Booty, 
Peninsula Tree LLC, San Jose, Calif. 
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PART II: 

The Death of 
Business Ethics? 
Editor's Note: 

This column 

is the second 

in a two-part 

series 

addressing 

corporate 

ethics. Part 

one appeared 

in the August 

issue. 

Corporate America is facing an ethical dilemma: job seekers, 

recruits, and even current employees are questioning com-

panies' ethical standards and practices. In light of this, no 

organization can afford to ignore the liabilities born out of 

unethical behavior. 

ETHICS TO THE TEST. Are you prepared to demonstrate 
your company's commitment to ethical behavior? Find out 
how your company measures up by analyzing responses to 
these questions. 

• Are screening and hiring practices based on your 
company's business values, ethics and integrity? 

• Is integrity emphasized in your training? 
• Is there a toll-free employee hotline for your employees 

to anonymously report potential ethical, immoral, illegal or 
fraudulent behavior? (Don't confuse ethics with legal is-
sues. What is legal is often unethical.) 

• Do people with integrity and positive moral values 
advance in your company? 

• Do performance measurements consider how people 
perform against your values? 

• Are employees rewarded or given positive recognition 
for ethical behavior? 

• Are bonuses or pay plans based in part on ethics? 
• Do board bylaws require full disclosure of potential 

ethical dilemmas? Are your board members free from any 
real or perceived conflicts of interest? 

• Do your company systems and processes (billing, 
financial, and others) inadvertently encourage unethical 
behavior or do they conflict with your values? (For example, 
do you preach about quality or customer service, but then 
demand that employees "hit the numbers," forcing them to 
compromise quality or service standards?) 

REVISIT YOUR POLICY. If you haven't reviewed or up-
dated your company policy on ethics, don't delay. Many 
employee handbooks spell out ethical business practices in a 
code of conduct or code of ethics. At a minimum, make sure 
your policy contains these components: 

• A statement about the company's values and commit-
ment to integrity, with a strong warning that the company 

Jean L. Seawright is 
president of Seawright & 
Associates. Inc., a 
management consulting 
firm located in Winter Park. 
Fla. For the past 15 years, 
she has provided human 
resource management and 
compliance advice to 
employers across the 
country. She can be 
contacted at 
407/645-2433 or 
ipüeggi@seawrigh t. com. 

will not tolerate lying, cheating or stealing. 

• The company's position on maintaining or engaging in 
outside business or financial activities that conflict with 
company interests. 

• A requirement that employees and members of the 
employee's immediate family (define this) not give or accept 
gifts, favors, entertainment, special accommodations or gra-
tuities worth more than a token value ($50) to or from 
anyone with whom the employee conducts business. 

• A statement that the company will not tolerate dispar-
aging remarks about the organization, its employees, prod-
ucts, services or customers. 

• A requirement that employees conduct their personal 
and noncompany affairs in such a fashion that their duties 
and responsibilities to the company are not jeopardized and 
ethical and/or legal questions do not arise with respect to 
their association or work with the company. 

• A prohibition from giving or receiving anything that 
could be construed as a bribe, kickback or other illegal or 
unethical payment. 

• A requirement for employees to report any possible 
violations of ethical business practices to a manager or the 
owner of the company. 

• Anti-retaliation provisions that protect workers who 
report violations from harassment, demotion or termination 
based on the report. 

Other activities relating to ethical conduct such as moon-
lighting, soliciting while at work and noncompete require-
ments should be spelled out in separate policies or documents. 

BE P R E P A R E D . Today, if a potential new hire questions 
your business values, philosophy or practices and you're 
uncomfortable with the questions, don't be surprised if the 
candidate moves on. An unwillingness to openly share 
information about your company's ethical practices and 
policies signals shortcomings. It's a two-way street. You 
demand ethical behavior from your employees and they 
demand the same from you. ID 
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$14.95 per copy 

NEWLY RELEASED! 

Technician's 
Handbook 
A Field Guide To Turf & Ornamental 
Insect Identification & Management 
By Dr. Richard Kramer 
This hands-on fieldguide provides the 
technician with unequaled informa-
tion on the biology, behavior and 
physical characteristics of more than 
60 commonly ecountered insect pests 
in both turf and ornamental. Also 
includes a full color photo identifica-
tion section. The Complete 

Irrigation Workbook 
Larry Keesen 

Cindy Code, Editor 
The workbook offers a comprehensive 

look at irrigation design, installation, 
maintenance and water management 

including practical hands-on techniques. 
$11.95 per copy 

Destructive Turf Insects 
2nd Edition 
Harry D. Niemczyk, Ph.D. 
David J. Shetlar, Ph.D. 
The revised, definitive, practical guide 
to destructive turf insects for turfgrass 
owners, sports field managers, lawn 
service operators, golf course 
superintendents, students and others 
involved with Turfgrass Management. 
$49.95 per copy 

Turf & Ornamental Insect CD-ROM 
Identification Series, Volume I: The Grubs 

David J. Shetlar, Ph.D., Technical Content Advisor & Project Photographer 
Cindy Code, Editor 

Volume I: The Grubs features cutting-edge CD-ROM technology, high-
resolution photography and 3-D imaging to educate lawn and landscape 

professionals on the finer points of grub identification and management. 
$39.95 per copy 

TURF & 
ORNAMENTAL INSECT 
IDENTIFICATION SERIES 

Sponsored By Bayer Corporator B à V e f 
Garden A Pm)es»onel C m * v * - / 

Order Your Copies Today! 
Call 800/456-0707 or visit wwwJawnandlandscape.com 



Hiniker HDX 
Snowplow Line 
• Incorporates a number of new design fea-
tures to handle wet, heavy snowfalls 
• Uses a split trip edge with a 9-inch pivot point 
to provide protection from higher obstacles 

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 the reader service card in this months issue 

and fax the form to 21Ô/QÔ1-05Q4. 

Coyote C7 
Wheel Loader 
• One-yard loader features Deutz diesel 40-
hp engine with oil-over-air cooling 
• Includes hydraulic rapid changeover system 
and comfort cab with access from both sides 

• Automatic differential locks on front and 
rear axles allow for easy operation and 
simple serviceability 

• Comes standard with quick-change cou-
pler and additional skid loader attachments 
Circle 201 on reader service form 

Grass Catcher 
System 
• Easy on, easy off for greater flexibility 
• Affordable 
• Durable, heavy-duty construction 
• Fabric bags are easy to remove and re-
place when dumping 
• Available in two- and three-bag models 
• Low-profile design does not restrict the 
operator's rear view 

Circle 202 on reader service form 

• High-density polyethylene moldboard re-
duces friction and provides a corrosion-free 
plowing surface 

• Two versions: conventional power-an-
gling design and C-Plow configuration 
• Handheld joystick provides easy, conve-
nient control 
Circle 203 on reader service form 

Red Max 
EBZ4800 Blower 
• Strato-charged backpack blower 
• Exclusive FreeFlow non-clog air intake 
• Extra-large diameter blower tubes for leaf 
and debris movement 
• Air-conditioned, full-sized, contoured 
back pad for operator comfort 
Circle 204 on reader service form 

fiE Jmât: 1 

DFS Vac 
Collection 
System from 
Toro 
• PTO-driven vacuum bagger 
• Delivers powerful vacuum suction 
to rapidly draw debris materials into 
the hopper 
• Top-mounted design protects fan 
from sand, debris and impact-re-
lated damage 
• Impact-resistant, high-strength 
polyurethane hopper and tube are 
puncture- and wear-resistant 
• Quick-attach bagger design allows 
easy conversion from bagging to side 
discharge in minutes 
Circle 205 on reader service form 

Meteoilite LED 
Self-contained 
Directional 
Warning Lights 
• A bright alternative to standard strobe 
lights and accessories 
• Do not require any external power sup-

ply materials 
• Offer low amp draw 
• Rated at 100,000 hours of life 
• Come in grommet mounted oval or 
mound head 
• Self-contained 
• Add safety to your equipment 
Circle 206 on reader service form 
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The 
Intelligent 

Use of Water 

Water. It s what keeps the world 

alive. As the world s largest manu-

facturer of irrigation products, we 

believe it is our responsibility to 

develop technologies that use 

water efficiently. Over the past 

seven decades, our pioneering 

efforts have resulted in more than 

130 patents. From central control 

systems and automatic shut-off 

devices to pressure regulating 

components and low volume drip 

irrigation, Rain Bird designs 

products that use water wisely. 

And our commitment extends 

beyond products to education, 

training and services for our 

industry and our communities. 

The need to conserve water has 

never been greater. We want to 

do even more, and with your help, 

we can. Visit wvvvv.rainbird.com 

for more information about 

The Intelligent Use of Water." 

R a i n ^ B I R D 
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Ball & Ring Hitch 
Lock from Equipment 
Lock Company 
• Product line mechanically immobilizes the drive controls 
for skid loaders, backhoes, excavators and other equipment 

• Secures trailers 
• Universal anti-theft device fits nearly every type of trailer using a 
ball or ring hitch 
• When in place, secures the ball placement or ring hole, preventing 
hook-up and theft of your trailer 
• Priced affordably 
Circle 207 on reader service form 

Listo Products' 
Self-watering 
Planter 
• Includes an internal saucer system that 
retains excess water and eliminates the risk 
of exposed water in a separate saucer 

• Works as a reservoir, accumulating ex-
cess water under the disk in the base of the 
planter 
• Water is stored and absorbed by the 
plant as needed, which prevents 
overwatering 
• Available in a variety of decorative styles 
Circle 208 on reader service form 

Echo PB-650 
Power Blower 
• Offers reliable, commercial-grade 
power with a comfortable, easy-to-operate 
design 
• Features Echo's 63.3 cc Power Boost en-
gine delivering a maximum air speed of 
201 mph and 625 cfm at the pipe 
• Diaphragm carburetor ensures the 
proper mix of fuel and air for optimal en-
gine performance 
• Heavy-duty commercial air filtration 
system eliminates harmful debris from en-
tering the engine 
• Special features include the customer's 
choice of tube- or hip-mounted throttle 
positions with cruise control that provides 
for easy and convenient speed 
adjustments 
• Padded backrest conforms to the 
operator's back and provides good air cir-
culation to help keep the operator cool 
• 68-oz. fuel tank 
• Standard electronic ignition 
• Two-year warranty 
• Standard helper handle 
Circle 210 on reader service form 

Ruud Directional 
Flood 
Lights 
• Contemporary 
landscape light-
ing for a variety 
of applications 
• Top housing 
cover and 
gasketing in-
crease the effec-
tiveness of the seal between the filter and 
cover for the in-ground mount 
• Improved seal gives maximum protec-
tion from environmental elements 
• Die-cast aluminum construction 
• Four housing sizes accommodate a range 
of metal halide, incandescent or low-volt-
age lamp types 
Circle 211 on reader service form 

Little Wonder's 
Extended Reach 
Hedge Trimmer 
• 180-degree blade rotation makes it pos-
sible to trim and shape the tallest hedges 
from the safety of the ground 
• Available in 36-inch shaft and 60-inch 
shaft models 
• Works great for hard-to-reach hedges, 
cutting at different angles 
• Fast blade adjustments and ease of use 
• Extension shaft extends the 36-inch shaft 
model to a 60-inch shaft 
Circle 212 on reader service form 

Eagle Compact Skid Steer from Finn 
• Rugged frame construction and 25-hp engine 
• Superior ergonomics 
• Can propel through 36- and 48-inch gates 
• Universal faceplate allows compatible use of all standard mini skid steer attach-
ments on the market 
• Skid, zero-turn and differential steering 
Circle 209 on reader service form 
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Conference 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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HIE POWER OF PERSONALIZATION 
PREMIER AUGERS 

/ « l « « M « M f 

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... 

Iavsmandlandscape.com 

The Lawn & Landscape Media Group prides itself on 
providing the most comprehensive news coverage of the 
lawn and landscape industry. In fact, we're the only 

communications provider 
that has a fully dedicated 
Internet editor that covers 
late-breaking industry news 

as it happens. In addition, Lawn & Landscape Online 
provides "bonus" coverage of a wide range of business and 
technical topics of interest to professional contractors. Just 
look for the "For More Information" boxes or the "Web 
Buttons" throughout Lawn & 
Landscape magazine featuring the 
site addresses of manufacturers, 
distributors and others affiliated 
with the industry. This full-market 
news coverage is only available 
from www.lawnandlandscape.com. 

www.premierauger.com 

LITTLE WONDER 

www.littlewonder.com 

www.spyker.com 

n u / i r n i f n n n r n = == - a - s r r r i i u s i : 
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The World's Fastest Lawn Mower 

www.dixiechopper.com 

TräcVKC 

—(c) 

www.trac-vac.com 

ntegrated 
BioGontrol 
Systems, Inc. 

www.goodbug-shop.com 

LANDSCAPE NETWORK 

www.symbiot.biz 

MIDDLE G A . ISUZU 

www.gatrucks.com 

lu 

www.mulchmule.com 

EdgePro* 
^ Pave r Res t ra in t 

www.berkeleypumps.com 

Paver Res t ra in t 

www.dimexcorp.com 

www.turfco.com 

fSED 
www.sprinklerstorless.com 

www.gmc.com 

www.realgreen.com 

JOHN DEERE 
www.mowpro.com 

4k www.petersonpacitic.com 

VALENT 

www.valentpro.com 

www.gravely.com 

www.isuzucv.com 

www.lilbubba.com 

Hunter Clenmac 
www.hunterindustries.com www.glenmac.com www.uhsonline.com 
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nAm.lawnandlandscape.com 

www.clip.com 

Í A . M . L e o n a r d i 
I TOOtSj THAT WOKE! ) 

www.amleo.com 

NORTH 
AMERICAN 

GREEN* 

www.nagreen.com 

TEXTRON 
Brouwer Division of Textron Inc. 

www.brouwerturf.com 

www.reist.on.ca 

nut 
Perma-Green Supreme, Inc. 

800.346.2001 

www.ride-onspreader.com 

R iverdale 
A \u/urm (otn/nmv 

G çfà/ ^cjnrizÂ-i 
G Ö t q ä o Ö K l Ö n 

An Employee-Owned Company 

www.weedalert.com 

www.weed-man.com 

COMMERCIAL MOWERS 

PRO SOURCE I 

www.prosourceone.com www.asvi.com 

WALKERdBMOWERS 

www.walkermowers.com 

FOLEY ENTERPRISES 

www.toleyenterprises.net 

S drafix.com 
www.drafix.com www.commtruck.tord.com 

www.ariens.com 

Lebanon 
T U R F P R O D U C T S 

www.lebturt.com 

M a u g e V syngenta 
www.mauget.com www.exmark.comwww.syngentaproiessionalproducts.com www.mge-dairon.com 

rain*b/rd txMM y BaYer Alocet 
www.rainbird.com 

©Husqvarna 
www.husqvarna.com 

www.ez-gate.com www.bayerprocentral.com 

Jrco 
www.jrcoinc.com www.earthandturt.com 

www.alocet.com 

S 
U N I C O 

www.unicospray.com 

Kawasaki FINN 
www.kawpowr.com 

C O R P O R A T I O N 

www.finncorp.com 

/f ew /efldsUS; 
www.newleadsusa.com 

Lighting Ine 

www.riverdalecc.com 

T u r f G o l d S o f t w a r e 

www.turftree.com 

GOLF, TURF & SPECIALTY PRODUCTS 

www.textron.com www.tripled-enterprises.com 

E I p t ì l R W E I Í W J R G E R G r e e n 
/KMMlHCe 

www.z-spray.com www.weisburger.com 

www.ierrisindustries.com 

ST!HL 
www.stihl.com 

Swiss 
Precision 
Enterprises 

www.swissprecision.net 

CE KILLER rt Visual Impact Imaging SPRAYERS^ & 
www.koisbrothers.comwww.visualimpactimaging.com 

Lighting I n ç - -

www.cascadelighting.com 

l ) o w AgroSciences 

www.dowagro.comAurf 

HUSTLER 
Turf Equipment 

www.excelhustler.com 

shindaiwa 
www.shindaiwa.com 

ÌIKEES 

www.earthandturt.com www.yazookees.com 

HQRTIG0P1A* 
www.horticopia.com 

BASF PBOFl WRFa 

Ewpress Blower 

I 

TECHNOLOGIES 

www.scag .comwww. tu r f fac ts .comwww.expressb lower .com 

vww.lawnandlandscape.com \ m 
www.adkad.com 

www.wellscargo.com 

chipco 
Professional Products 

www.bayerprocentral.com 
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Ariens Zoom 2252 
• Zero-turn mower designed to cut mow-
ing time significantly 
• Features 22-hp Briggs & Stratton OHV 
twin engine 
• Qwik Step Lift System helps reduce op-
erator fatigue 
• 52-inch steel deck 
Circle 213 on reader service form 

MS2000 Single 
Wheel Sulky 
• Heavy-duty steel construction 
• Large pneumatic tire 
• Powder-coated finish 
• Large platform with extra footspace 
• Easily attaches in minutes to most mid-
sized commercial mowers 
• Available in short arm (15 inches) and 
long arm (18 inches) 
Circle 214 on reader service form 

Easy-to-instaD Water 
Features from 
Replications Unlimited 

DynaTec Water Garden Pumps 
• Ideal for waterfalls, streams, large fountains and filter systems 
• Each pump has a unidirectional impeller for increased head height and flow 
• Three models are available, pumping 1100, 1500 or 2200 gph 
• Motors are fully epoxy-encapsulated to protect from water intrusion and overheating 
• Three-year limited warranty 
Circle 216 on reader service form 

John Deere X-
Series Mower Line 

modular sections that can be combined in a variety 
of ways 
• Molded from real rock formations to appear realis-
tic in shape and color 
• Can be added to an existing pond or as a stand-
alone unit 
• Various shapes, sizes and colors available 
Circle 215 on reader service form 

• Models 
range in 
deck size 
from 48 
to 62 inches 
• 25-hp 
engine 
• Available 
with 4-
wheel drive 
or all-wheel steering 

• Recently recognized as one of 
the best new products by the 
American Society of Agricul-
tural Engineers 
• More than 28 implements fit 
the versatile series 
Circle 217 on reader service 

form 

Woods 
MX Deck 
• V-baffle design accelerates 
airflow, creating a vacuum that 
forces grass to stand taller 
• Allows a more precise, even 
cut on all types of grass 
• New deck choice for the 
front-mount, zero-turn radius 
Mow'n Machines 
• Decreases downtime and 
maintenance required 
• 5-inch-deep deck handles a 
larger volume of grass than pre-
vious models 
Circle 218 on reader service 

form 

Solid Brass 
Lighting Products 
Catalog from 
Fu Focus 
• Designed to meet the functional, aes-
thetic, operational and economic needs of 
lighting contractors 
• Features a variety of maintenance-free, 
easy-to-install fixtures 
• Includes acid-treated fixtures, raw unfin-
ished brass items, power coat products and 
other offerings 
Circle 219 on reader service form 

Ultra-SelfBailer 
from Storm Water 
Products 
• Allows 
water to pas-
sively drain 
while filter-
ing devices 
remove any 
oil or other 
hydrocar-
bons 

• Can be 
connected to almost any outdoor contain-
ment system 
• PVC components can be assembled in a 
variety of configurations for easy installa-
tion and repair 
• Filtering canister is easily removed and 
replaced 
• Manual valve allows instant shutoff 
Circle 220 on reader service form 
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With The Lawn & Landscape Sweepstakes 

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

The Husqvarna 165BT Back Pack Blower has a 59.2 cc engine that will 
blow 190 miles per hour with an air volume of 530 cfm at the tube. The 
blower is also equipped with a comfort foam hip pad, reducing the stress 
on the shoulders and back. Other features include sound baffling for quiet 
operation and a translucent 4.6 liter fuel tank. 

www.lawnandlandscape.com otters 
• Chances to win new products 
• Daily news 
• Archived magazine articles 
• Message boards 
• The ability to sign up for a personalized My Lawn & Landscape account 

Questions? Call 800/4564)707 

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


MegaGro 
• Plant growth stimulator designed to 
trigger plant growth by stimulating the 
plant cells directly 
• Contains gibberellic acid 
• Safe for use on all outdoor foliage and 
flowers 
• Available in a ready-to-use spray bottles 
or concentrated solution 
Circle 221 on reader service form 

King Innovation 
Grips and Wire 
Mesh Grips 
• Designed for pipe pulling and boring 
pull-backs 
• Offer easy coupling and quick-release 
option to save time and money 
• PVC and poly pipe compatibility 
• Plated for rust prevention 
• Fit all pipe pulling equipment 
Circle 222 on reader service form 

Hustler 6400 
Hillsider 
• Combines traction, stability, safety and 
productivity for slope mowing 
• Six-wheel drive 
• ROPS for maximum operator protection 
• Low center of gravity 
• Zero-degree turning 
• Trims close to buildings with an excel-
lent quality of cut 
Circle 223 on reader service form 

Kobelco ED150 
Blade Runner 
• Combines the excavator and bulldozer into 
one machine 
• Short radius excavator technology incorporates 
new methods of counterweight design that 
result in no tailswing beyond its tracks 
while maintaining lift capacity 
• All dozer functions are controlled by a single lever 
Circle 224 on reader service form 

EMAS V-PlOWS Load-n-Lift 
Hydraulic Trailers 
from TerraMarc 
• Multi-purpose trailers for low-clearance, 
compact and mobile equipment 
• Trailers completely lower the deck to the 
ground for easy loading and unloading 

• Allow safe, fast and easy snow removal, 
even in restricted areas 
• Feature multi-positioning wings to 
divert, collect, stack and blow through 
snow 
• Include high/low sharp blade curvature 
for less resistance to the carrier 
• Optional reinforced rubber, Duraboard 
edge ensures safe operation in delicate, 
hard-to-reach areas 
• Suitable for skid steers, utility carriers 
and loaders 
Circle 225 on reader service form 

• An electric hydraulic or manual hand 
pump makes operation a one-person job 
• Available in two models: single axle and 
double axle 
• Deck bed is constructed of treated wood 
Circle 226 on reader service form 

FMI Precision 
Fluid Control 
• Model STRH 
• Enables precise fluid control in analytical and process in-
strumentation 
• Integrates FMI's patented CeramPump valveless piston 
pumping principal with precision stepper control 

• Ideal for applications requiring both frequent and highly accu-
rate changes in dispense volumes or flow rates 
• Low dead volume pump head design ensures maximum bubble 
clearing 
• Head design provides a typical stroke to stroke precision of 0.5 
percent or better 
• Easy to install 
• Affordable 
Circle 227 on reader service form 
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New Fall Dates 
EXPO is the largest show in the 
lawn and landscape industry! 
The NEW dates allow your 
suppliers to show their entire 
new product lines. 

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

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

EXP®Mi 
INTERNATIONAL LAWN, GARDEN & POWER EQUIPMENT EXPOSITION 

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

t & 
i ' * £ r II 

Register on-line at wwfyApojqpw.Qrg 
for a chance to win tickets to the 2004^ 
Senior PGA tournament in Louisville or 
the Broadway musical[ "The LionTdng." v 

The LARGEST show 
of the Industry! 

! " T v l 

I L y 53 
J p l 

jjir T ^ m gj or rne industry! 
LLi|flkj£?r 4 See complete new 

product lines unveiled! 

k m * s r 

- — 

j The Florida Boys — 
' f FREE gospel concert, 

*** Oct. 19f 5:15 pm 

% V 

M L vz : i 
Pre-register at www.expo.mow.org The only show with 3 days of demos. 

USE READER SERVICE # 1 0 3 
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(continued from page 100) 

higher deductible on his insurance and cov-
ers the costs of small incidents himself. "I've 
set my deductible as high as I can - at $1,000 
- which lowers my premiums, but it also 
causes me to think about whether I want to 
file a claim with the insurance agency or 
not," he explains. "With that high a deduct-
ible, I would end up having to cover most 
smaller or incidental claims anyway, so the 
fewer claims I turn in, the more attractive I 
remain to the insurance agency." 

Shipp also advocates risk management 
and recommends that small businesses cre-
ate an effective safety program in their orga-
nization. "We provide seminars for our cli-
ents and our prospective clients to train them 
on how to have a properly documented and 
working safety program," he notes. "The 
seminar teaches supervisors that they're ac-
countable for the safety of the crew, but that 
everyone is responsible for their own safety 
and that of the crews that they work on. 

Iawnandlandscape.com 

Should an injury occur, we also provide a 
step-by-step manual on how to properly file 
a worker's compensation claim." 

Not having a risk-management plan in 
place is one mistake insurance agencies say 
many contractors make, but also note that 
working with uninsured subcontractors is a 
huge - but frequently overlooked - liability. 

"Many times, a contractor hires a subcon-
tractor to do a job only to find out that the 
subcontractor is uninsured, doesn't have ad-
equate insurance or has exclusions in their 
insurance policy regarding subcontracted 
work," Stevens says. "All of those situations 
will increase the probability that, if a loss oc-
curs by action of the subcontractor, the general 
contractor is going to get a law suit." 

To this end, having a solid insurance 
policy that covers both a contractor's work 
and his or her workers can make their com-
pany more attractive for possible subcon-
tracting work, and also to potential clients. 

Check our September Online Extras 
section for more definitions of common 
insurance terminology. 

"We explain to all of our customers as 
we're promoting our business that we're 
fully insured for liability and damage to any 
of the customer's property," Wolfe says. 
"Having an insurance policy that keeps ev-
eryone safe really gives us more credibility 
than other companies and makes us look a 
lot more professional. Insurance is one of 
those things that you don't know how much 
you need it until something happens and 
you don't have it. Even though it's an ex-
pense, it's always better to have it and not 
need it than to need it and not have it." ID 

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

Industries. Inc. 

20th AnniversarySpecial for September 
400 gallon space saver tank with 

stainless steel mounts 
P10 pump, Honda 5.5 engine 

Cox electric hose reel with roller guides 
300 ft Whose 

Mag 2000 lawn spray gun 
ONLY 52 INCHES LONG!!! 

$3,300.00 
Call to order: 800-462-2005 
www.gncindustries.com 
sales@gncindustries.com 

JUST TI 
RIGHT PUSH 
FUR YOUR 
MARKETIN 
CAMPAI 

l a t ì a n t a 
Article Reprint Service 
Lawn & Landscape Magazine • Interior Business Magazine 
Call Annemarie Dunchack @ 800-456-0707 

USE READER SERVICE #106 

SEPTEMBER 2003 122 LAWN & LANDSCAPE 
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LAWN & LANDSCAPE 
MEDIA G R O U P PRESENTS 

SNOW MANAGEMENT 
SEMINARS 

The Most 
Comprehensive 

One-Day 
Educational Event 

For Snow Management 
Professionals! 

FEATURING JOHN ALLIN, AUTHOR OF MANAGING SNOW & ICE 

FIVE REASONS WHY 
YOU SHOULD REGISTER 

1. Learn how to improve operational efficiencies - routing, 
dispatching and working with subcontractors. 

2. Sharpen your financial management practices and add 
more to your bottom line. 

3. Identify strategies for improving your marketing efforts to 
secure additional contracts or how to add snow manage-
ment to your existing service offerings. 

4. Network with fellow snow management professionals and 
build important relationships. 

5. Return to work ready to apply what you have learned and 
raise the quality and effectiveness of your snow manage-
ment services. 

SEMINAR REGISTRATION 
IS ONLY $145 PER ATTENDEE! 

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

HOW TO REGISTER? 
By Phone: Call 800/456-0707 

On The Web: www.lawnandlandscape.com 
SPONSORED BY: 

J.THOMAS X-r* 
PttOTECH 
SNOPUSHHT 

MANAGING 
S I M C W ß J C E 

SNOWPLOWS 

SEMINAR DATES 
& LOCATIONS 
MILWAUKEE, WISCONSIN 
Thursday, September 18,2003 

CLEVELAND, OHIO 
Saturday, September 20,2003 

DENVER, COLORADO 
Thursday, September 25,2003 

MINNEAPOLIS, MINNESOTA 
Saturday, September 27,2003 

BALTIMORE, MARYLAND 
Thursday, October 2,2003 

ROCHESTER, NEW YORK 
Saturday, October 4, 2003 

Seminar Time: 8:00 a.m. - 3:00 p.m. 
Registration Opens at 7:30 a.m. 

http://www.lawnandlandscape.com


TO INQUIRE ABOUT OUR ADVERTISERS' 
PLEASE SEE ATTACHED CARD* 

COMPANY NAME WEB ADDRESS PG# RS# 
Ball Seed www.ballseed.com 25 29 
B. & D.A. Weisburger www.weisburger.com 109 106 
BASF www.turffacts.com 5 11 
Bayer Environmental Science... www.bayerprooentral.com 12-13,81 
Bobcat www.bobcat.com 39 35 
Brite Ideas www.briteidea.com 50 49 
Brouwer Turf www.brouwerturf.com 80 55 
C&S Turfcare www.csturfequip.com 24 28 
Caterpillar www.cat.com 43,107* 44,97 
Central Parts Warehouse 18 40 
Combined Mfg www.spread4mower.com 42 38 
Concrete Edge www.concreteedge.com 19 20 
Curbworld www.curbworld.com 88 77 
Dixie Chopper www.dixiechopper.com 103 100 
Dow AgroSriences www.dowagro.com/turf 29 
Drafix www.drafix.com 91 85 
Easy Lawn www.easylawn.com 88 78 
Echo www.echo-usa.com 131 76 
Excel/Hustler www.excelhustler.com 33 33 
Fabriscape www.fabriscape.com 90 81 
FMC www.fmc-apgspec.com 53,93 54,86 
Foley Enterprises www.foleyenterprises.net 24 27 
Force America 28 31 
Glenmac www.glenmac.com 21 25 
GM Business Card www.gmbusinesscard.com 15 
GNC Industries www.gncindustries.com 122 99 
Grasshopper www.grasshoppermower.com.... 36-37 37 
Gravely / Ariens www.gravely.com 9 13 
Gregson Clark www.gregsonclark.com 40 36 
Hunter www.hunterindustries.com 132 105 
Integrated BioControl 

Systems www.goodbug-shop.com 11 14 
John Deere Compact www.mowpro.com 31 95 
JRCO www.jrcoinc.com 42 39 
K&L Industries www.backflowbuddy.com 100 91 
Kelley Commercial Truck 

Center www.isuzutruckcenter.com 107* 98 
Robert Kershaw, 

Attorney at Law www.workvisasusa.com 92 84 
Lebanon Turf www.lebanonturf.com 7,85,101 12,94,104 
Little Wonder www.littlewonder.com 44 42 
LT Rich Products www.z-spray.com 16 16 
Mid-Atlantic Resources 

Association www.marainc.net 82 71 
MTI www.sprinklers41ess.com 20 22 
Mulch Mule www.mulchmule.com 44 43 
New York State Turfgrass 

Association www.nysta.org 98 89 
Oldham Chemical www.oldhamchem.com 86 75 
OPEI www.opei.org 121 103 
Otterbine Barebo www.otterbine.com 19 19 
Palmor Products www.trac-vac.com 48 46 
PBI Gordon www.weedalert.com 97 90 
Perma-Green Supreme www.ride-onspreader.com 51 52 

COMPANY NAME WEB ADDRESS PGf 
PANTS www.plna.com I l l * . . 
Practical Solutions www.theservicesolution.com 20. . 
Premier Augers www.premierauger.com 16.. 
ProTech 38. . 
Protero www.proteroinc.com 20. . 
Rain Bird www.rainbird.com 87,113.. 
Rawson Mfg www.rawsonscreens.com 48.. 
Real Green www.realgreen.com 54., 
RedMax Power 

Equipment www.redmax.com 17., 
Responsible Industry for 

a Sound Environment.... www.pestfacts.org 107*., 
Riverdale Chemical Co www.riverdalecc.com 47,105 
RotaDairon www.mge-dairon.com 27,86., 
Sensible Software www.clip.com 18 . 
Shindaiwa www.shindaiwa.com 95 
Spyker Spreader www.spyker.com 4 2 . 
Stihl www.stihlusa.com 4 9 . 
Sundance 100. 
Syngenta Professional www.syngentaprofessional 

Products products.com 22-23. 
Toro Landscape 

Contractor Equipment... www.toro.com 2-3,89. 
Triple D www.tripled-enterprises.com 9 8 . 
Turbo Turf www.turboturf.com 5 0 . 
Turfco www.turfco.com 9 9 . 
Tygar Mfg www.tygarmfg.com 9 2 . 
UHS www.uhsonline.com 4 1 . 
UPM www.vine-x.com 2 0 . 
Volvo Construction 4 5 . 
Walker www.walkermowers.com 8 3 . 
Weed Man www.weed-man.com 9 0 . 

RS# 
101 
21 

.........15 
34 
23 

. 79,102 
47 
53 

,.32 

107 
.48,96 
.30,74 

17 
87 
18 
51 
92 

..26 

, 10,82 

..50 

..93 

..83 

..41 

..24 

..45 

..73 

TRUCK & TRAILER SUPPLEMENT AD INDEX 
American Isuzu www.isuzucv.com 5 57 
American Roll Off 22 69 
Backsaver www.thebacksaver.com 17 63 
Ballard Equipment www.ez-gate.com 4 56 
Bri-Mar 22 68 
Carl Black GMC www.carlblack.com 23 70 
Daimler Chrysler www.dodge.com 15 
Ford Motor Co www.commtruck.ford.com 2-3 
GM Parts www.gmgoodwrench.com 11 
GMC www.gmc.com 24 
Hannay Reels www.hannay.com 13 60 
Lehman Mfg www.llc-equipment.com 16 62 
Middle Georgia 

Freightliner www.middlegafreightliner.com 20 66 
Pace American www.paceamerican.com 21 67 
Peterson Pacific www.petersonpacific.com 12 59 
Pioneer Cover-All www.pioneercoverall.com 17 64 
Tuflex www.tuflexmfg.com 19 65 
Wells Cargo www.wellscargo.com 16 61 

*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? 

PUTTING GREENS 

FREE 
APPRAISAL 

NO BROKER 
FEES 

\ 
Professional Business Consultants 

V Business 
L i 

T i i 
a. ST 

Merger & Acquisition Specialists 

Professional Business Consultants can obtain 
purchase offers from qualified buyers without 

disclosing their identities. Consultants' fees 
are paid by the buyer. 

CALL: 

708/744-6715 
FAX: 630/910-8100 

TURBO TECHNOLOGIES INC 

T J R B O T U R F 
HYDRO SEEDING SYSTEMS 

I-OK FREE HYD ROSEE DING IMFO S VIDEO, CALL 

TURBO TECHNOLOGIES, INC 
1500 First Ave., Beaver Falls. PA 15010 

1-800-822-3437 
IVIVIM.TURBOTURF.COM 

CONKLIN PRODUCTS 
OPPORTUNITY! 

Use/market, new technology liquid slow-release 
fertilizer and micro-nutrients 

BUY DIRECT FROM MANUFACTURER 
FREE Catalog - 800/832-9635 
Email: kmfranke@hutchel.net 
www.frankemarketing.com 

BIDDING FOR PROFIT 
PROFITS UNLIMITED 
Seminars & Consulting 

"Your Key to Success" 

BIDDING & CONTRACTS ($47.95) 
CONTRACTS & GOALS ($39.95) 

MARKETING & ADVERTISING ($39.95) 
LETTERS FOR SUCCESS ($29.95) 

DE-ICING & SNOW REMOVAL ($39.95) 
ESTIMATING GUIDE ($34.95) 

SELLING & REFERRALS ($44.95) 
TELEPHONE TECHNIQUES ($24.95) 

BUY FOUR OR MORE AND SAVE 

You can see a full explanation of these manuals on 
our Web site. The techniques shared in these manu-
als are being used by hundreds of your peers 
throughout the United States and Canada. 
Wayne's Lawn Service was recently rated one of 
the top 10 lawn companies in the United States. 

Profits Un l imi ted 
8 0 0 / 8 4 5 - 0 4 9 9 

www.profitsareus.com 
Visa, MasterCard, 

Discover, American Express 

BUSINESS OPPORTUNITY 
Attention: Lawn & Landscape Professionals 

Two established product lines now available 
with exclusive territories. Offer FREEDOM 
FENCE™ & DRIVEWAY ALERT™ to all your 
customers and watch your bottom line soar!! 
Call us today at 603/352-3333. Made in the USA. 

Synthetic putting greens are the fastest growing 
segment of the S20 Billion a year golf industry 

Reasons to call us: 
Huge Profit Center 

k Easy Install Process VIDEO 
*CarnNOIn\entorv 
fc Excellent Add-On Senice 
1 Residential 4 Commercial 
^ I tilize Existing Equipment 
* Buy Manufacturer Direct 
* Mans Extras 

800-334-901)5 
www.alloro2reens.com 

• l lM IMHt- lJ -MWÏ Ï 

mM 
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AUTOMATED ICING SYSTEMS 
IIIATTENTIONIII 

Irrigation Contradors 
Expand your business with Automated Anti-Ic-
ing Systems for residential & commercial ap-
plications such as: sidewalks, driveways, parking 
lots, etc. For more information call Meltdown Tech-
nology, Inc. (subsidiary of Water Works, Inc.) 
Phone: 815/385-5599 • Fax: 815/385-5699 
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BUSINESS OPPORTUNITY 

HUGE PROFITS! 
Make great money hanging 

Christmas Lights. 
For FREE INFO on this booming 
Industry call 866/426-4544 Today, 

www. WeHangChristmasLights.com 

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. 

Businesses for Sale 
COMMERCIAL LANDSCAPE 
MAINTENANCE 

Commercial landscape maintenance business în-
cludes tree trimming and installation. Orange 
County California. Established 23 years, $2.5 
million annual sales, 1.7M or equity partner. 
Great opportunity for out of state company to 
expand into Southern California. 714/588-3168. 

LANDSCAPE 
CONSTRUCTION COMPANY 

Well Established 20-year Landscape Company 
Boston, Massachusetts Area. 
Annual volume $3.5 million PLUS! 
Company breakdown: 

• 70% Construction 
• 20% Maintenance 
• 10% Snow Operations 

Well managed and organized operation with a 
meticulous fleet. Will sell with or without the 
real estate, which has all the necessary provisions 
for repairs and parking. 
The 2003 backlog to date is over $1.5 Million! 

Contact Global Business Exchange 
Mr. John Doyle 781/380-1420 

Fax: 781/380-1420 

BUSINESS FOR SALE 
Owner operated company provides residential 
lawn maintenance in the Reno Nevada area. 
Selling all accounts and equipment. Established 
18 years, with net profit of $75,000 for 2002. Ex-
pansion opportunities endless if desired. Train-
ing and financing is available. Asking $98,500. 
Contact Jim Pond 916-215-3851. 

BUSINESS FOR SALE 
Commercial and Residential Landscape business 
in Oklahoma City Area. Selling property, business 
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. 

BUSINESS FOR SALE 
Well Established 16-year Upscale Full Service Resi-
dential Estate Homes and Commercial Landscape 
Company located in Morris County, New Jersey 
for sale. $850,000 annual sales; $400,000 modern 
equipment included. Large customer base and 
90% renewal rate. Contact William Nordlund at 
973/543-5511 or wcnl7@patmedia.net. 

For Sale 
FOR SALE 

www.tänksalotnet 

FOR SALE 
it LANDSCAPE DESIGN KIT 3 

48 rubber »tamp symbol« of tree«, 
shrub«, plants & mora. 1/8" scale. 

Stamp sizes from 1/4" to 1 3M". 
> $93 • $6.75 s/h. VISA. MasterCard, 8 
I MO's shipped next day. Check delays 
•shipment 3 weeks. CA add 7.75%tax. 

. J AMERICAN STAMP CO. 
^FRfFBROCHURE '2290 Rising Rd. LL23. Wilton. CA 95693 

»'ir-wc. Local 916-667-7102 TOLL FREE 877-687-7102 

FOR SALE 
Attention Landscape Professionals 

GPS Vehicle Tracking Systems 

e \ferify 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! 

Call N o w ! 8 0 0 - 6 6 5 - 7 2 0 3 
www.onetrackinc.com 

2375 E Camolback Surte 500 Phoenu. AZ 85016 «ft 
GPS VEHICLE TRACKING 

No Monthly Fees 
Call 800-779-1905 

www.mobiletimeclock.com 

EQUIPMENT FOR SALE 

PINCHERS 
Load and Unload 
Fastest 2" and up 
Tree Planter Ever! 

SPRAYER PARTS DEPOT 

Discount Sprayer Parts 
REPLACEMENT PA T̂S & 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 INSTANT GARAGES 
ALL WEATHER SHELTERS 

SAND/SALT BINS • WORKSHOPS 
EQUIPMENT STORAGE 

Authorized Dealer 
SHELTERS OF NEW ENGLAND INC. 

251 West Hollis St. • Nashua, N.H. 03060 
1-800-663-2701 • (603) 886-2701 
www.sheltersofnewengland.com 

FOR SALE 

KXXS D i v e r s i f i e d 

/ttadutimj 

Your source for green 
industry attachments! 

DUTCHMAN 
TREE SPADES 

GROUSER 
TRACKS 

McMILLEN 
T a r r ULLER Augers 

FAX: 402-364-2194 
E-Mail: nurseryjaws@alltel.net 
www.NurseryJaws.com 
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FOR SALE 
Stop guessing square footage! Measure area 
quickly and accurately. Just wheel the DG-1 
around any perimeter and instantly know the 
area inside. $399 + $7 ship. CA add tax. 
www.measurearea.com 760 / 743-2006. 

FOR SALE 
18 used Professional Spray Trucks, 

totally equipped, excellent condition! Also 
Tuflex tanks, beds, hose reels, aerators, more. 

REDUCED MUST SELL! 
www.getgreenthumb.com / trucks.html 

Or call Russell 214/773-8700, Dallas, TX 
FREE delivery available! 

FOR SALE 

STATELINEPOWERSTORE.COM 

GUARANTEED 
LOW PRICES 

Generators1 

Portable Generators • ' 
Hardware • Much, Much More! 
IMMEDIATE DELIVERY • NEW AND REFURBISHED 

CTATEUNE 
mJ POWER CORP 

p : 8 0 0 . 5 2 4 . 8 3 4 4 » f : 9 3 7 . 5 4 7 . 1 0 1 4 

FOR SALE 

I FOR SALE 

THE SHIELD STOP THE GRASS 
ROCKS, MULCH & DEBRIS 

s- fu " 
For More INFO. Visit Our Website 

WWW.THESHIELD.INFO 

F 
String Trimmer Shield 

To Order 
Call 1-877-875-1926 
Or Visit Our Website 

DEALER LIQUIDATION 
Save $$$$$. New C&S Turf Tracker Jr 's - Only 
$3,995. Spread & Spray 4,000 S.F./ Minute. Hy-
drostatic Zero-turn, stainless steel frame & tank. 
Free Video. 800/530-0238. 

FOR SALE 
Turf Tracker Fertilization Spray System 

Original Owner 
20-hp Kohler Engine 

Mint Condition 
Increase Your Daily Production 

$3,900 603/424-7817 

FOR SALE 
1993 GMC Lawn Spray Truck: 4cyl diesel, W4 
Cabover, 10' enclosed spray body, 100 & 300 gal 
tanks, 2 hose reels. Only 110,000 miles on unit. 
$6,000.00. 616/956-1550. 

FOR SALE 
Tree Transplanter - 2001 Big John Tree Transplanter 
Trailer w / Honda engine, Model 45DTG, used only 
one season. Excellent condition. $22,500. Call 
(601) 656-5214, 8:00 a.m. - 5:00 p.m. CST. 

(AerWay®) 
Simplify Your Turf Management 

with AerWay* Turf Harrrows 
• Break up and Scatter 

Aerifier Cores 
• Loosen Thatch Build up 
• Work in Seed and Fertilizer 
• Stimulate Early Turf Green Up 
• Smooth and Dry Base Paths 
• Prepare Fine Seed Beds 
• Starting at $286 c/w drawbar 

for more informai ion contact us at: 

1-800-457-8310 
Advanced Aeration Systems 

www.aerway.com 
a e r w a y . @ a e r w a y . c o m 

FOR SALE 
Finn Bark Blower, Model 302, 265 operating 
hours, 1.5L Kubota V1505 Diesel, 200ft discharge 
hose, water feed system (dust suppression). 
Asking price $24,000, call 804/598-9339 or write 
EverythingGreen@sprintmail.com. 

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 MANAGEMENT 
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 

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 i cu l tura l t rades 
throughout North America. Companies and 
career-mined candidates are invited to check us 
out on the Web at http: / / www.greensearch.com 
or call toll free 888/375-7787 or via E-mail 
info@greensearch.com. 

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 

HELP WANTED 

H e a d s p 
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: 

DESIGN 
MID-MANAGEMENT FIELD 

CREW LEADERS - INSTALL & MAINTENANCE 
We offer outstanding compensation and ben-
efits package, relocation allowance, and an 
excellent family-working environment. If you are 
interested in a career opportunity please send, 
fax, or email resume to: 

Heads Up Landscape, PO Box 10597 
Albuquerque NM 87184. 

Email jdelarosa@hulc.com Phone 505-898-
5510 Fax 505-898-2105 

To find out more information about Heads Up 
Landscape please visit our website at 

www.headsuplandscape.com 

HELP WANTED 
Greenscape Inc provides landscape design/ 
build, tree, irrigation, hardscape, site work, snow 
removal throughout the PA, NJ, DE region. 
Avail Positions: 
• Commercial maintenance sales person with 
strong affluent ties to commercial clientele in the 
tri state area. 
• Landscape designers, arborist, hardscape, ir-
rigation techs, equip operators, lawn & land-
scape foremen, CDL drivers. 
Full time, excellent salary, benefits avail - Call 
856/667-5296 or Fax Resume to 856/321-0105. 
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BRANCH MANAGER 

^ f e e i A W 
Branch Manager Northern Kentucky (Cin-
cinnati Metro) - An exciting opportunity 
for an ambitious individual. The second 
largest lawn care company in North 
America is looking for a dynamic self-
starter. Must have a proven track record 
in managing a mid to large size operation, 
including all facets of sales and operations. 
We are a rapidly growing company with 
existing branches in several cities. Only 
career minded individuals with long-term 
goals need apply. 

Send resume and cover letter to: Mike Sh-
annon, Hillenmeyer Landscape Services, 
2339 Sandersville Road, Lexington, KY 
40511 or email mike@hillenmeyers.com 

MIDWEST BRANCH MANAGER 
Immediate openings in our Midwest branch lo-
cations. Work for an established 35 year old 
company that is employee oriented & rapidly 
growing! Successful experience in managing 10-
20 people required. 
We offer: 

• Salary pkg $50-70,000 
• Health insurance 
• New company vehicle 
• 3 weeks vacation 
• Flexible personal time off 
• Office & outdoor work 
• Great bonus package! 

All inquiries are kept strictly confidential. 
Submit your resume to: 

Michael Markovich, Gen Mgr. 
KAPP'S LAWN SPECIALISTS 

4124 Clubview Drive 
Ft. Wayne, Ind. 46804 

Or apply in person 
Fax 260/432-7892 

JOBS IN HORTICULTURE 
J O B S In Horticulture, Inc. 

www.hortjobs.com 
1-800-428-2474 

Fax: 1-800-884-5198 

HELP WANTED 
F I E L D P R O D U C T I O N S U P E R V I S O R S 

Currently serving 29 states, SMG is growing 
steadily. Managerial/sales/supervisory posi-
tions available in the following markets: New 
York, Connecticut, Massachusetts, DC-Baltimore 
Area, Pennsylvania, Vermont and the Midwest. 
These are year-round career opportunities, with 
significant growth potential. Salary, incentive, 
company vehicle, benefits. 

Fax Resume to: 814/456-5665 
Email: Jobs@snowmanagementgroup.com 

www.snowmanagementgroup.com 

HELP WANTED 
TRUGREEN LANDCARE 

Seeking highly qualified landscape 
professionals 

TOP-LEVEL MANAGEMENT POSITIONS 
In expanding Atlantic market 

covering PA/DE/NJ 

REGIONAL MANAGER 
REGIONAL SALES MANAGER 

BRANCH MANAGER 

Excellent compensation, bonuses & 
incentives, company 

vehicle, complete benefits package & more. 
Fax resume to 301 / 924-7782 or email 

Atlantic_Careers@landcare.com 

EOE AA/M/F/D/V 

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 

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 

SOFTWARE 

Lighting 
LIGHTING 

Landscape Lighting 
Offer High Margin Services 

Training • Marketing • Supplies 
Over 400 Locations in 47 States & Canada 

I j I f c R I W t t • ( N i t e T I M E 

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 

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 - 8 0 0 - 7 2 4 - 7 8 9 9 ext.2 

Unlimited Customers & Locations 

• Automatic Scheduling, Routing 

• Automatic Invoicing, Job Costing 

• Service History & Profit Tracking 

• Labor and Productivity Tracking 

• Material & Chemicals Tracking 

• Letter Writer w/auto Mail-Merge: 
Send Sales and Service Notices 

> Print Proposals, Invoices, Work 
Orders, Statements, Purchase 
Orders, Reports, Labels. Even 4 
design your own forms in Word 

> Full Accounting G/L, A/R, AJP, 
Payroll, Checking, Inventory, 
Financial Reports and Graphs 

> Built-in links to Quick Books®, 
Peachtree \ MS Office Street 
Mapping, Emailing, and more! 
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Software 
SOFTWARE 

GROÜNDSKEEPER»! 
BUSINESS 
SOFTWARE 
Invoicing 
Scheduli 
Routing 
Est imatin 

SOFTWARE 
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 

ROUTE RITE SOFTWARE 
"Route Rite" Legend desktop routing and ac-
counting software for Lawn and Irrigation ser-
vices companies. Customer History, Routing & 
Scheduling, Accounts Receivable, Inventory, 
Diagramming and links to Quickbooks round 
out this easy to use 32 bit dynamo. Free Demo 
at www.gopst.com or call 800-624-8244. 

Trailers 
TRAILERS 

ORGANIZE YOUR TRAILER 
Patented Storage System has snap in compo-
nents, which can be re-arranged in seconds. Sys-
tem includes shelving and racks for landscape 
equipment, to secure motorcycles and more... 
landscaperracks.com 800/ 768-7708. 

CLASSIFIEDS IN 
LAWN A LANDSCAPE SELL. 
CALL JENNIFER HALAS AT 

8 0 0 - 4 5 6 - 0 7 0 7 
TO ADVERTISE TODAY. 

laioUcape 
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Wanted 
WANTED 

Existing landscape installation company is look-
ing to purchase a small to medium size commer-
cial-industrial-high end residential landscape 
maintenance company in the Southern Califor-
nia area. 

• Good long term client base. 
• Well established. 
• Well managed & organized operation. 
• Excellent reputation. 
• Respectable profit margins. 
• Capable of minimum 6 month turnover 

period commitment. 
Please fax a company profile & price to Conejo 
Pacific Technologies 805/498-1781. All inquires 
are kept strictly confidential. Company name is 
not required. 

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 Print-
ing Services for Landscapers. Your single source 
for marketing your landscape business. Samples 
online: www.landscapermarketing.com or call 
888/28-DSIGN. 

l j a I a i y 

*=rÄ=Ärg22± 

UNDERSTAND ING IRR IGAT ION 
The Complete Irrigation Workbook by Larry Keesen, offers a comprehensive look at irrigation design, 
installation, maintenance and water management including practical hands-on techniques. Each 
chapter contains questions and answers which can be used to test your own knowledge or as in-
house training tools for new and seasoned employees. Appendix includes detailed drawings of irri-
gation installations. Order yours today on sale at $11.95 per copy plus shipping and handling. Quan-
tity discounts available. Call Megan Erickson, 800 / 456-0707. 

TURF & ORNAMENTAL INENTIFICATION 
Lawn & Landscape's Turf & Ornamental Insect Identification Series, Volume I: The Grubs, sponsored 
by Bayer Corporation Garden & Professional Care, is a state-of-the art-training tool featuring techni-
cal content by industry researcher, Dr. David Shetlar, The Ohio State University, and original, full-
color images of eight commonly encountered grub species. Program features 3-D technology, fully 
searchable glossary of technical terms, printable homeowner fact sheets, an interactive taxonomic 
key and a grub identification-testing component. Order yours today on sale at $39.95 per copy plus 
shipping and handling. Quantity discounts available. Call Megan Erickson, 800 / 456-0707. 

¿ - j j J ^ j j j J j 'js Ids j j j u S ï j j j j ^ y j j j d i j ^ j j y j j j J ' uus ¿ j ï I j j j j * 
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Developing a Bilingual Newsletter at The Groundskeeper 
The Groundskeeper has published "Crews & News," 

our internal bilingual (English/Spanish) newsletter for 

about seven years as a way to keep employees informed 

of company developments. Initially, we had only a few 

articles translated into Spanish but about three years ago 

we realized that making "Crews & News" completely 

English/Spanish would be even more beneficial. 

Throughout the company's six production locations 
and the corporate office, we have approximately 530 
employees; about 75 percent are Spanish-speaking. The 
majority of our Spanish-speaking team is bilingual, but 
having the newsletter 100 percent English/Spanish en-
sures that all employees benefit from its content. 

"Crews & News" focuses on safety, promotions, quality 
standards, recognition and awareness. Initially, only man-
agers were participating. We now receive articles from all 
divisions of the company with topics ranging from storm 
clean-up to new techniques. We recognize several indi-
viduals and properties in each issue by printing customers' 
letters and listing employees who earned a company- or 
industry-recognized certification. 

We try to publish "Crews & News" twice a year and 
we establish a deadline for producing the newsletter. We 
send out requests to managers to encourage their area to 
submit an article, and try to have all of the upcoming 

íiSmial Nm.sl.ffUw ww a 
1. Determine whether human resources, marketing or 

another department will oversee the production of each 
issue. Ensure that the individuals involved are not 
spread too thin by these added responsibilities. 

2. Encourage employees at all levels and in all branches of 
the company to submit news, articles, story ideas or 
personnel information for publication. 

3. If possible, keep article translation in-house to minimize 
costs. Employees can be compensated differently and 
less expensively than an outside company. 

4. Pre-print the front and back covers or other unchanging 
pages to keep costs down. 

5. Circulate the newsletter to all employees to keep them 
up-to-date on company and industry developments. 

issue's content to our human resources department two 
to four weeks before the printing date. 

Translation of all the submissions is done in-house. 
There are a number of individuals who contribute their 
time and talents to our publication, which helps keep the 
costs of the newsletter to the layout and printing ex-
penses only. During the newsletter's first years, we paid 
bonus money (about $50) to employees who translated 
articles. However, people soon offered to translate with-
out receiving additional compensation. Because The 
Groundskeeper is an employee-owned organization, 
employees realized that this additional compensation 
came out of the bottom line, decreasing contributions to 
the Employee Stock Ownership Plan. We have extensive 
training about being employee owners, so all individu-
als are more willing to think of newsletter contributions 
as part of their job descriptions. 

The "Crews & News" bilingual format has the En-
glish and Spanish articles side-by-side on each page. 
Pictures accompany many of the articles, so it's impor-
tant that the articles are together. Each issue averages 10 
to 12 pages of double-sided printing. The printer we use 
to produce the newsletter is the same company that 
produces our external client newsletter, business cards, 
letterhead and other company printing projects. 

The cost for each issue fluctuates based on the num-
ber of pages and the amount of art we have to include. A 
bare-bones, text-only issue runs about $500, but we allot 
about $1,500 of our HR budget to each issue to cover all 
expenses. Another practice we found that reduces our 
cost is having the masthead and final cover pre-printed 
since they contain color. Printing these pages in advance 
also helps our publication stay uniform and recogniz-
able from issue to issue. 

"Crews & News" has pulled together our company 
by providing real employee involvement and promot-
ing employee-ownership. A common thread through-
out the "Crews & News" is acknowledgement and rec-
ognition. Employees read through the newsletter to find 
their name, what training or certification is available, or 
what new techniques they may be able to apply to their 
own routes. By publishing in both English and Spanish, 
all employees can appreciate this recognition and can 
benefit from good practices. - Laura Bird DD 

The author is Human Resources Director, The Groundskeeper, 
Tucson, Ariz., and can be reached at 520/318-6760. 
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Save s50 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 

Commercial-duty air filtration system 
70 dB(A) per ANSI B 175.2002 

Echo offers the largest power blower line in the industry! 

PB-650s499" 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 

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 i 
filtration system 

• Comfortable operator ergonomics 

For Echo literature: 1-866-704-1406 

© 2 0 0 3 Echo, Inc. 

IIIECHO 
Ask Any Pro.r 

For your nearest dealer, call 
1-800-432 ECHO (3246) or visit 
www.echo-usa.com. 
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Looking For Benefits You 
Can Take To The Bank? 

Here's How Hunter Modular Controllers Pay Off 

L e s s I n v e n t o r y 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 4 8 stations. 

N o need for multiple models and sizes! 

L o w e r C o s t s 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. 

H o m e o w n e r - F r i e n d l y 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. 

R e m o t e C o n t r o l C o m p a t i b l e 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 
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