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Reaching More Than 71,000 Subscribers Monthly. Visit Us At www.lawnandlandscape.com.
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The Toro™ Dingo® Compact Utility Loader.

We'll come out on top every time. With the Dingo’s

ability to channel full power where it’s needed, when

it’s needed, it's proven itself again and again, on every

kind of job. In every kind of environment.
So you think you've got a challenge? Bring it on.
For more information call 1-800-DIG-TORO or visit toro.com.

TOR . Countonit.
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The shortest distance between broadleaf and grassy weed control.

Drive* 75 DF herbicide effecrively raises che bar for postemergent weed control. A single, convenient
application of Drive quickly eliminates a broad spectrum of both broadleaf and grassy weeds—from crab-
grass and foxtail to clover and dandelion—in a wide variety of turf species. Then Drive keeps weeds
under control for 30 to 45 days—in some cases for more than 3 months. Drive also offers exceptional
seeding and overseeding flexibilicy—allowing you to seed many varieties of turf immediately before or
after application. To learn more about how Drive® 75 DF can help you in your drive for turf perfection,

call 1-800-545-9525 or visit www.turffacts.com. Always read and follow label directions.
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Orlando’s Kings
of Maintenance
Carol King Landscape Maintenance

is a zero-debt company that measures

success by client retention vs. sales
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Best of the Web —
Breaking Even

In the first segment of this two-part article
Online \hwzl\n Board users share valuable advice and detailed
suggestions for companies struggling to post profitable
financials.
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Space Invaders
Kup an eye out for these nine pests that were particularly active

in 2003 and could wreak havoc on trees and ornamentals 86
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BUSINESS BASICS:
ADD-ON SERVICE SOLUTIONS

Just Add Water

A little water always creates a potential for growth, but when
adding an irrigation service, Valley Green explains why
umfmdon should be mindful of all factors. ... 60

Plowing Through
When the snow starts to fall, ND Landscaping’s snow
removal division can pile on the Profits. ......ceccsssorins 66

Got A Light?
Eight years ago, Green Earth Landscaping flipped the switch on
what was to become their most lucrative add-on service.
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Air Apparent

Aeration can breath life into contractors’ profits 8 o
without suffocating overhead. .....c.....mccrisnccsisicsnn

LAwNA C LANDSCAPI

THE BEST
LANDSCAPE TRADE
PUBLICATION

IN THE NATION!
CITOSEN BY
FOLIO: MAGAZINI

IN-DEPTH LOOK: XERISCAPING
A Water-Shedding Moment

With xeriscaping, clients don't have fo surround themselves with
cacti to have landscapes that will thrive in low-water
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Restless Natives

Research shows that water-saving plant material

may not save water after all. .........oiiiiniiissscinins |°6

The X Factor
A Nevada study shows xeriscaping as an effective means
of boosting wafer conservation on residential
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SPECIAL FOCUS: IRRIGATION
Start Me Up

Start-up services or annually scheduled
maintenance checks are a necessity for all
irrigation systems and an added

< N v »
source of revenue for CONITACIOTS. ..oviwiivsmiisansorssenns ' Io

Commercial Calculations
Treasure Coast Irrigation shares their approach ' I 4
to bidding commercial irrigation Projects. ...

Budget Water Wisely

To utilize water more wisely, contractors must know

how to allocate it on clients’ PIOPRTHES. siiicicsnasmsacinsssasass ‘22
Take Control

Weather stations and updated controllers may be the future of
landscape irrigation for those willing to explore the
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PRODUCT REVIEWS
Product Spotlight: Ready to Renovate

In need of restoring clients’ turf to its lush, healthy state? Peruse
these listings for products that might help you in your
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Product Trends: Turf-Friendly Machines

The very equipment you use to keep clients” grass mowed and
manicured could be wreaking havoc on !urfm the form of ruts
and divots. Learn how spectfic mower feafures can

help you prevent damage. .......imiissississmiis 132
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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, weve even
formulated it with Team*® to give you
New LebanonTurf Gra
broadleaf and crabgrass control in one easy
step. Visit your LebanonTurf Dealer or call
I-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
wwwLebanonTurf.com, click on promotions

and enter coupon code L13044.

Lebanenlurf

1-800-233-0628 » www.lebanonTurf.com

Confront is a registered trademark of Dow AgroSciences LLC
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“’S OK to Cl'y. Who wouldn't? There you were,

just humming along, getting the job done so you could get to the
baseball game tonight. Then you heard that awful silence. The
good-for-nothing engine in your mower quit. Done. You've had rela-
tionships that have lasted longer, and that isn't saying much. So
now you're stuck with a piece of equipment that won't budge and a
half-done job. Your crew isn't thrilled either. If a Kawasaki engine
was powering your mower, you'd still be humming along. Thinking
about the game. Because Kawasaki engines are seriously durable.
Everyone in the industry knows Kawasakis are unstoppable, job
after job, season after season. Well, everyone except the poor
schmucks who aren’t using them. So go ahead, let it out. Maybe
they'll hear you all the way over at the baseball field.

Kawasaki Engines. OUTLASTING.

Kawasaki

Engines/Power Products

For more information on our complete line of products or to locate your
nearest dealer, visit www.kawpowr.com, or call 1-877-KAWPOWR.
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LawnsLanascapecor

Find this month’s features, plus exclusive online stories, industry
databases and more at www.lawnandlandscape.com.

GREEN INDUSTRY LINKS

Lawn & Landscape Online boasts an extensive collection of industry-related links to valuable
Web resources ond materials. Browse this section today and get connected to hundreds of
manufacturers, contractors and dealers.

http://www.lawnandlandscape.com/links/

LAWN &
LANDSCAPE
MESSAGE BOARD

The Llawn & landscape Online Message Board is

an excellent source of industry information,
networking and advice. The online forum gives professionals a place to interact and share ideas
around the clock. Check out this Web resource today!

http://www .lawnandlondscope.com/messageboard/

Check out the “Best of the Web" section of Lown & Landscape on poge 52. This article, based
on a recent Message Board discussion, examines a collection of tips o help new businesses

avoid common pitfalls that can thwart profitability.

ONLINE EXTRAS

\ . il Browse Lown & Landscape Online for
E t a collection of exclusive Web stories relative
X raS to this month's issue:

* This month, visit Lawn & Landscape Online to view @ comprehensive listing of native plant
nurseries, grouped by states.

* Check out the April Online Extras section for a list of droughttolerant plants for use in
xeriscape designs.

* Look online to find out how ND Landscaping balances its snow division’s sales volume vs.
staffing by working with subcontractors.

* Visit Lown & Landscape Online fo learn how to win a copy of this month’s featured book.

lownandlandscope.com: Ali Anderson, aanderson@lawnandlondscape.com, assistant editor — Internet

8  apriL 2004 www.lawnandlandscape.com

WEB TOOLS
Green insusfry news up!otes every

day. www.lawnandlandscape.com

A compreEensive iis' o' con'er-

ences, trade shows and seminars
for the landscape professional.
www.lawnandlandscape.com/
events

BUSINESS FORM
A diverse collection of forms o
help you run your green business
more effectively.

www lawnandlandscape.com/
tools

MESSAGE BOARD
The indusiry’s most interactive

message board.
www.lawnandlandscape.com/
messageboard

l I N I » I '
A user-triendly index of the green
industry, containing categorized
mgﬁo% abo:: contractors,

rs and suppliers.
ww.lownondﬁmdsoape.com/

links

ONLINE STORE

LAWN & LANDSCAPE
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callbacks and fqrbn ,fqudptlon for solid, cost-effective dtsease management.

Compass” prolebeth gl'eventlve and curative control on more than ten tough diseases.
ProStar® gives you broad-quttrum disease control and is a long-time industry standard for
controlling brown patph Bayleton' has revolutionized dollar spot control and is doing the
same for summer patch, l!od thfead and other turf and ornamental diseases.

Make your lawns sparkle. And your reputation. Take the worry-free approach with add-on
funglcide applicatidns that deliver consistent results. To learn more, call 1-800-331-2867 or visit
BayerProCentral.com.
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Roger Stanley is editor-in-chief /associate pub-

lisher of Lawn & Landscape. He can be reached at

800/456-0707 or rstanley@lawnandlandscape.com.

“Anything worth doing is worth doing poorly.”
Notexactly your typical business advice, butit was an
opening statement made by Chip Eichelberger, a motiva-
tional trainer and the featured speaker at the Associated
Landscape Contractors of America’s (ALCA) annual Ex-

ecutive Forum held in February in San Diego, Calif.

Eichelberger was making the point that we all tend to
keep doing the things we are already good at, rather than
trying to do new things which might involve making
mistakes or even failing. But real progress in life and in
business comes from doing new things, he advised, even
if it means risking doing them poorly.

“If you don’t change the direction you're headed in,”
he commented, “then you're going to get there.”

Eichelberger led more than 250 ALCA members
through 1% days of workshops on marketing, leadership,
goal setting, inspiring employees and values. Asis true of
most motivational trainers, Eichelberger allowed too
little time for the exercises, and too much time for rah-rah
- he frequently had the group jump up, pump a fisted
hand into the air and shout ‘YES!"

What Eichelberger accomplished well was getting all
of us to consider the big picture - where are you going in
life and why, and what do you believe in and stand for?
To do this he led the group through exercises about our
goals, beliefs, values, visions, life priorities and more -
that's a lot of work to do in less than two days.

Deciding what you want out of life and setting goals
is far from motivational hype. Michael Gerber, author of
the E-Myth and a top business consultant, uses goal
setting as a foundation in his training programs. Most
professional business coaches also emphasize planning,
If you have never taken the time to think about and write
down your business and professional goals, you should
because the benefits are real.

One of Eichelberger's creative exercises addressed
setting business goals. He asked everyone to imagine that
it is the year 2009, and to write a one-paragraph “story of

you and your team as if it has already happened.” Sug-
gested details to include were, how your business has
evolved, how your daily activities and role have changed,
how your customer base and product mix have shifted,
what recognition you and your company have received,
and what you are doing now. This exercise may sound
simplistic, but try it.

Another series of exercises asked each of us to con-
sider our beliefs and convictions. The question posed
was, “What must I believe to be a more effective leader?”
In response, each of us wrote down six statements of our
business beliefs. Then we tackled our business values
and convictions, and wrote a code of business conduct.

Thinking about your goals, beliefs and values is not
easy work, but that was the point of these exercises. It's
too easy to do a day-to-day routine rather than think
about what we could be doing differently or better.

I've interviewed hundreds of small business owners
in my career, and my observation is that what makes
most successful companies special is the owner - his or
her goals, beliefs and values. Sadly, the story behind the
story in too many news headlines today relates to greed
as a business goal, and a lack of values and ethics in
business, government, sports, entertainment and reli-
gion. What society can and will do about this is a huge
question, but each of us gets to determine the answer in
our own lives and in our companies every day. Person-
ally, I believe that people and companies built on a
foundation of service and ethical behavior do enjoy a
strategic advantage.

Eichelberger offers information on his Web site and
two free forms to help accomplish personal goals: a
“Gaining the Edge Scorecard,” and a “Winners Workout
Schedule” (www.getswitchedon.com). To learn more
about ALCA and its annual Executive Forum and other
programs, visit www.alca.org, or call 800-395-2522. m
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Mid-Z Mowers
Chariot and Chariot LX (shown)

This zero saves you money.

1o

interest for 2 years

It's only fitting that two mowers that deliver 100% productivity would also come
equipped with 0% financing for two years. Or let you choose the option of a
$400 rebate {on the Chariot Mid-Z) or a $500 rebate (on the Chariot LX Mid-2)
If that wasn't enough, both Chariots carry a two-year warranty and ANSI cer-

tification. Don't let time run out. See us today for the machines that save you GR EAT DPDANE
time - and more
Call 866-275-5823 for the Great Dane professional near you. It's ahout tlme.

www.GreatDaneMowers.com

*Offer ends July 31, 2004, Subject to approved credit on John Deere Credit Revolving Plan, a service of FPC Financial, f.5.b. 0% APR is for 24 months only and is for qualified buyers. Other special
rates and terms may be available. Available at participating dealers. Prices and models vary by dealer
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Page Ad
Advice

Marty Grunder is a speaker, consultant,

Landscape contractors often ask me what I think of Yellow
Page ads, and my blunt answer is usually, “They're a
waste of money.” I know this from personal experience.
But research statistics show that a large amount is spent
annually on Yellow Page ads. The Kelsey Group estimates
that 46 percent of the $22 billion small business owners
spend on advertising this year will go toward Yellow Page
ads. That's almost $11 billion! Put simply, that's too much

to invest in the phonebook.

When it comes to business, landscape contractors are
like dentists, mechanics and hairdressers: We're all in the
service industry, and our success depends upon how
well we meet our clients’ needs and earn their trust. For
example, when you need a new dentist, where do you
turn first? When your car needs a tune-up, whom do you
call first? When you need a haircut better than the local
barber can deliver, where do you look first? I think you
get the point.

Dentistry, car repair and hair styling are services you
want done well. But since the quality from person to
person in these industries can differ wildly (Ever get a
buzz-cut when you only wanted a trim?), you tend to ask
family, friends and neighbors - people whose judgment
you trust — for recommendations. Their opinions count
more than the Yellow Pages. Or, to putitanother way, your
reputation is your best ad. But how do you establish a
good reputation and make it known? Here are three ways
that have worked for me:

1. Deliver exceptional service to every client - big or small.
Several years ago I got a call out of the blue from a woman
who said she had heard Grunder Landscaping had the
best mulch in town and would we deliver her a load? Of
course we would! We sent a driver out right away to
deliver her our “special mulch,” which he did with the
same level of professionalism and courtesy we expect our
employees to show all of our clients. Today that woman
is our largest client, the kind of client you could only

author and landscape contractor wth Grunder
Landscaping Co. He can be reached at

937/847-9944 and via www.martygrunder.com.

dream about. Our mulch was no better than our
competition’s mulch, but our service was. Do a job well
and years later you might find yourself still reaping the
rewards.

2. Putyour clients to work for you. When you complete
a job, follow up in person with your clients to make
sure they’re pleased with your work. And if for some
reason they're not, do what it takes to make them so
and then turn the tables. Send them a letter offering
them a gift certificate, cash or some other benefit for
every client they refer to you who signs up. And if
you’ve followed my first suggestion and delivered
them exceptional service, you may find you don’t even
have to ask. On the strength of neighbor-to-neighbor
recommendations alone, I've sometimes succeeded in
landing every job on a street.

3. Practice smart-bomb marketing. Smart-bomb market-
ing is the opposite of Yellow Page ads because it's smart.
The price of a Yellow Page ad is based on how many homes
that edition of the phonebook is delivered to — the more
homes, the more you pay for the ad. What it’s not based
on is how many of those homes are actually good pros-
pects for your business, and often that’s not many at all.

Smart-bomb marketing is marketing that is aimed
right at your intended target or customer. To get a better
bang for your buck, drop “bombs” of catchy and inex-
pensive promotional postcards, flyers, newsletters or
even door hangers to those neighborhoods” homes you're
already working at or to those you’ve identified as a good
potential clients. You'll likely see a far better return on
your investment. And if you see a lawn you think you
could improve, knock on the door and tell the home-
owner so. No one ever got anywhere in business without
at least a little bit of gumption.

Don't get me wrong: Yellow Page ads sometimes have
their place. They can be a good first step for a new
company to announce its presence and establish its cred-
ibility, or for an older company looking to change or
rejuvenate its image. But there’s nothing smart about
spending $11 billion dollars on the phonebook.
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Collect them all.

Introducing Dulont Professional Products. U U‘p[_]

A new line of effective pest management and green industry solutions. S~ Uit S

The miracles of science

—_—
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Jack Mattingly is o green industry consultant with

Mattingly Consulting, He can be reached via email af

jkmattingly@comcast.net, through his Weh site

www.mattinglyconsulting.com or at 770/517-9476,

Landscape contractors are in the business of supplying
labor to create and maintain landscapes. In fact, as the
green industry’s single largest expense, 35 to 40 percent
of the dollars that contractors invoice comes from labor.
Because of this, labor is the primary factor on which all
contractors need to focus. It also is an item that is easily

controlled with the proper management tools.

As [ visit clients throughout the country, there is one
area that is consistently difficult for contractors to recog-
nize and control: Non-productive, indirect labor that
costs companies money without producing revenue.
These are the hours spent on travel time, equipment
maintenance, loading, etc. In the February issue of Lawn
& Landscape, Jeffery Johns, president of Coastal Greenery,
Brunswick, Ga., outlined how he and I worked together
to turn his business around by tracking hours and under-
standing the numbers. This is exactly where we started
and where other contractors also have to start in order to
understand the impact of non-productive hours.

The next step is to develop the management tools to
track those numbers. In a maintenance environment, |
recommend tracking daily indirect hours as the man-
hours spent from the end of the last job - travel time back
to the yard, unloading, equipment service and “off-the-
clock” time. All other hours should be charged to a job.
Therefore, from the time a crew begins work, travels to
and completes the first job, all man-hours are charged to
that particular job.

Budgeting these hours is imperative and contractors
should include travel time in their original estimates. In
the case of a company that has foremen come in 15 to 30
minutes early to prepare for the day, those few minutes
are charged to indirect costs, but that foreman’s travel
time to the first job site is always charged to that job.

In the construction environment, tracking hours be-
comes simpler by charging all hours worked that day,
including loading, travel, on-the-job hours, unloading,
etc,, directly to that job. Of course, this assumes that all

the work performed for the day was related to a single
job. Again, including loading and travel time in your
original estimate is necessary and contractors should
clarify that with their estimators. Neglecting to account
for these hours can add up in terms of lost profit.

All field employees must understand how hours are
charged to certain jobs in order to keep everyone working
toward the same goal of reducing lost time. One way to
accomplish thisis to enlarge your company’s time sheet to
postersize, fill itout as an example and hang it on the wall
for your employees to view. Display one for the mainte-
nance department and one for the construction depart-
ment, as they will be slightly different.

With an understanding of how to track non-produc-
tive hours, contractors can begin budgeting for these
hours on a daily basis. Without tracking these hours,
many contractors see their crews beating budgeted hours
on almost every job, but wonder why their bottom lines
are not showing 10 to 15 percent profit. Perhaps their
crews are accruing too many non-productive hours but
are showing good job hours on their time sheets.

With both direct job hours and indirect hours bud-
geted, contractors must track these hours on a daily or
weekly basis and report the results back to individual
crews weekly. This can be done using a labor report
listing all the jobs the crew was assigned to in the previ-
ous week. These reports show the total budgeted man-
hours for each job, including travel time, and also the
budgeted indirect man-hours for each day. By recording
actual hours in these areas as time sheets come to the
office, contractors can report back to each crew with their
labor efficiency and any procedural issues that need to be
discussed in order to increase efficiency.

Sharing this information with crews on a weekly basis
helps contractors create accountability for each employee
and recognize and reward excellent performances. Hav-
ing everyone in the organization focused on man-hours
is crucial, and budgeting, monitoring and tracking all the
hours accrued by the company on a weekly basis will
improve any company’s bottom line.
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PRODUCTS

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

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

You can count the number Of pre-emergent herbicide works as long or as effectively. Stop

applications on one finger worrying about repeat applications and breakthroughs.
And start worrying about how you'll handle all the repeat

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

4 Barricade

www.syngentaprofessionalproducts.com

Products, Greensboro, NC 27419, Barmcade® and the Syngenta logo are trademarks of a Syngenta Group Cormpany
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Profiles

Jean L. Seawright is president of

Seawright & Associates in Winter Park, Fla. She
can be contacted ot 407 /645-2433 or

For years, business owners have questioned the value of
conducting personality profiles. Butan ever-growing num-
ber of employers, battered and bruised from the labor
wars of the 1990s, have learned to appreciate the useful-

ness of a good personality profile.

In the past, most employer concerns were based on
fears related to privacy (years ago it was not in vogue to
reveal one’s “true self”), trust (some people feared that
the results would be used against them), the apparent
value of experience (past work experience was once the
“sacred cow” of hiring - now employers realize the
importance of hiring for attitude and training for skill),
and legal liabilities (many of the early personality pro-
files asked personal and non-job-related questions).

Because of the continued need to build consensus,
develop strong leaders and hire people that fita company’s
culture, employer attitudes toward personality profiles
have changed. Many have found out what we already
know — that a good personality profile helps reduce the
costs and liabilities associated with placing a “square peg
in a round hole.”

The theory behind personality profiles is that people
perform their best when they are in a position that allows
them to draw on their natural strengths. When people are
ina position that causes them to act unnaturally, it creates
stress and lowers productivity. Profilesidentify a person’s
natural tendencies, which helps determine what roles
suit them best. An effective profile can save years of
learning how to understand someone.

Of course, personality profiles are only one piece of
the hiring puzzle. There are many traits that a personality
profile cannot measure, such as experience, maturity, judg-
ment, cultural tendencies, intellect and a sense of humor,
among others. And although two people can score similarly
on a personality profile, they are still distinct and differ-
ent individuals. A good personality profile will not pro-
vide a complete picture of an individual, but it will define
a “template” personality from which traits emanate.

ipileggi@seawright.com.

Personality profiles should never be used as the sole
determining factor in an employment decision (hire,
promotion, demotion, etc.). They should be combined
with other valuable hiring tools, including an in-depth
and job-specific interview, a comprehensive and legally
compliant application form, background checks (crimi-
nal, credit or motor vehicle, as needed), reference checks,
job-related pre-employment testing tools, a drug screen
and others. Results from all of these should be evaluated
carefully and considered as a whole.

A good personality profile should measure “template”
personality traits — it should not attempt to define attitudes
or feelings. Also, I have found that a good profile that
measures an individual’s “rock bottom” personality is use-
ful for any position. Inother words, it is not always necessary to
use position-specific profiles. A person’s personality traits
remain the same regardless of his or her position.

Personality profiles should be practical to administer,
legally compliant, cost effective, easy to understand and
job-related. Here are some important tips:

* Ensure that the criteria you use to select who takes the
profile are non-discriminatory. Personality profiles or em-
ployment tests that weed out people based on age, sex,
religion, disability or other protected categories are illegal.

* Complete the profile yourself before administering
it to employees or candidates. This way, you will have a
greater understanding of how it is interpreted.

* Provide people with a copy of the profile results (or
the appropriate portion of results). People who take time to
share personal information deserve to walk away with the
results, Likewise, prior to hire, you may want toshare a copy
of your own results with a candidate whom you will super-
vise. After all, if you are interested in building relationships
and enhancing communication, wouldn't it help if your
employees understood you and your style better?

The right personality profile can provide invaluable
insight into the person you are about to trust with your
business, image, equipment and customers. As a pre-hire
tool, personality profiles are one piece of the hiring
puzzle that you shouldn’t hire without.
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Chuck's crews tackie the toughest the South Florida landscape has to offer — all
day, every day. Sawagrass, Bahia grass, even the occasional water moccasin. His
trimmer of choice? The STIHL FS 250. With its compact design, increased torque

and high power-to-weight ratio, Chuck’s crew 1 run longer and faster with

the FS 250 than with anything else. As Chuck says, "When you're waist-deep in
swamp, cutting sawgrass and snakes, your trimmer better be the best there 1s”

) STIHL * www.stihlusa.com
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What is the Most Popular Add-On Service this
Year?

SERVICE % OF CONTRACTORS

FRANCHISE FOCUS SERVICE SOLUTIONS S v 30%

Lawn Doctor Add-Ons
Recognizes Add Up Holiday Lighting 15%

iw m Many contractors are adding ser- Mosquito Control 5%

vices to their current mix to sat- Perimeter Pest Control a%
Holmdel, N.J. - Lawn Doctor re- isfy clients who want them to be-

come one-stop shops. This way,

cently recognized its most out- they can get additional revenue s
standing franchisees. from their current clients instead of always seeking out new clients.

YCiite Yo okt vatuable assets Snow removal tops the list of services that contractors consider the most viable
Sre onroistomers Anid ou franchis: with 30 percent of the votes. Many contractors (28 percent) are also selling landscape
sees,” says Russell Frith, president lxghting as an adq-(vn service. Clearing la.wns of thatch and 1‘rj1p-r<>\'1ng overall turf
and CEO, Lawn Doctor. This cor- health is the main reason 18 percent of contractors are offering clients add-on
porate emphasis on satisfied cus- aeration services. And another big add-on is holiday lighting - 15 percent of
tomers and employees is empha- c<)l1lr(1ct()r5 are increasing .clicnts' seasonal .s.piri!s with this Pitif\'lt't‘. 4
sized each year with Lawn Doctor's Two other add-on services that aren’t being add_ed as swiftly are mosquito and
Bost of the Besy Awarde: perimeter pest control, receiving 5 and 4 percent of the votes, respectively.

The: antisal avwands are’ distrib: For more information on how you can add one of the top three most popular add-
Sid based on cornmibment i) Lavwn on services to your business, as well as irrigation, turn to page 60 for our special
Doctor's proven system for franchi- report on add-on service opportunities.

see success - including employee

development, safety smarts, strate- RESEARCH REPORTS

gic planning, customer-oriented ser-

vice, professionalism and on-going The MiChigan

participation in Lawn Doctor’s ini-

tiatives. Also, eligible franchisees Green mdustry

must have received Lawn Doctor’s LANSING, Mich. — Michigan state’s turf industry professionals are

Outstanding Franchise Award for ready to turn that brown sod to green - both literally and figuratively.

two consecutive years, A study by the state Department of Agriculture found that lawns
During Lawn Doctor’s 2004 and other grassy areas soak up $1.8 billion a year in fertilizer, pesticides,

National Conference, AtlanticCity, seed and other costs. Residential lawns alone occupy nearly 1.6 million

N.J., winners - selected from each acres in the state, and homeowners spend $1.3 billion keeping those

of the seven cash flow categories lawns lush and green, according to the survey.

based on their operating methods But according to Bruce Butterfield, research director for the Na-

(continued on page 24) tional Gardening Association, Burlington, Vt., the trend is not isolated to

Michigan turf. “It's safe to say that most people are spending more on their
lawns,” Butterfield explains. “T think it’s a feel-good kind of thing,
especially after 9-11. They're saying, ‘I can’t control what happens in the
big world, but I can at least control what happens in my back yard.”

Approximately 59 million U.S. households do their own lawn care, and
nearly 20 million hire lawn care companies. Nationally, the “do-it-your-
self” portion of lawn care costs $39.6 billion. But, overall, landscaping and
lawn care is a $69 billion industry.

“Landscaping enhances people’s investment in their property, makes it
more livable, and gives them something to talk about with the neighbors,”
Butterfield observes, stating that according to the Michigan Agricultural
Department study, the state’s homeowners spent $226 million in con-
tracted services,

The report, titled the Michigan Turfgrass Survey, was compiled for
the first time last year. It will be repeated every fifth year as part of a rotating
series of surveys, explained Vince Matthews, deputy director of the Michigan
Agricultural Statistics Service. Source: The Lansing Bureau

Russell Frith,
Lawn Doctor
president &
CEO
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Without TalstarOnes™ =
ant control is no picnic.

Control all species of ants, plus 75 other pests.

Whether you want to control carpenter ants, fire ants,
Argentine ants, pavement ants, white-footed ants, odorous
house ants—in fact any ants targeted by PMPs—TalstarOne™
multi-insecticide is all you need. That's because this one
product is highly effective against the many species of

ants that you encounter—whether you apply it inside,
outside, around the perimeter or for turf and ornamental
applications—even in food handling areas.

What's more, TalstarOne multi-insecticide is not repellent to
ants, but knocks them out quickly and keeps them out with

+MC

©2004 FMC Corporation. FMC, the FMC logo, TalstarOne and the TalstarOne logo
are trademarks of FMC Corporation. Always read and follow label directions
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3 TalstarOne.

strong residual action. Plus, its labeled for 75 other pests.
No wonder TalstarOne has been voted #1 by PMPs for

ant control* It even comes with a money-back guarantee **

For more information on TalstarOne special customer
support materials, contact your FMC representative, call
1-800-321-1FMC, or visit us at www.talstar-one.com.

*Source: Kiine & Company, 2001

“*See web site for guarantee details.

MULTI-INSECTICIDE


http://www.talstar-one.com

MIGHTY. QUIET.

PRESENTING THE POMERFUL AND SURPRISINGLY QUIET GMC™ SIERRA"

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 i$ engineered for smooth shifting and equally quiet operation. The GMC Sierra.

You should hear what you're missing. For details, visit gmc.com or call 1-800-GMC-8782.
OnStar available on select GMC models. Call 1-888-40NSTAR (1-888-466-7827) or visit www.onstar.com. OnStar and the OnStar logo are registered trademarks of OnStar Corporation.

{ 800 o GMC « 8782 (oe) WNW.GMC.COM WE ARE PROFESSIONAL GRADE.


http://www.onstar.com

SIERRA

GMC |




_Market Trends

(continued from page 20)
and level of excellence from last year - were
recognized.

The following franchisees were the re-
cipients of Lawn Doctor’s Best of the Best
Awards:

¢ Charles & Regina Milks, New Mexico

* Norm & Cheryl Diehl, Illinois

* Dennis Faust, Delaware

* Ed & Linda Lennon, Rhode Island

* Dave & Dawn Mlotkiewicz, New Jersey

* Frank & Stephanie Richardson,
Maryland

¢ Steve & Marietta Madden, Virginia

SUPPLIER STATS

Toro Profits
Climb with Early
Contractor Orders

BLOOMINGTON, Minn. — The Toro Co.
announced that its quarterly net income
climbed due to improved demand and the

The Association of Professional Landscape Designers (APLD) an
nounced their leadership for 2004, Officers include: Patricia Ouderkirk, president;
Bobbie Schwartz, president-elect; Judy DePue, secretary; Rosalind Reed, treasurer;
and Linda Engstrom, past president. APLD also announced the formation of a new
chapter in lllinois that will serve APLD members in the Midwestern United States
Since launching the Founders Club in December 2003, the Ohio Turfgrass
Foundation’s new fundraising effort is off to a great start. On its day of introduc
tion, the Founders Club received $62,250 in sponsoring commitments and has a goal
of raising more than $500,000 through multiple levels of sponsorship - Platinum, Gold,
Donations to the Founders Club establish a funding vehicle in

Silver and Bronze
which only the interested income generated from the principle will be earmarked for
scientific support. For information on how to donate, contact OTF Executive Director
Kevin Thompson at 888/683-3445 or visit www.ohioturfgrass.org

The American Landscape Contractors Association and the Occu-
pational Safety and Health Administration 1camed up 1o promote safety
in landscape businesses. The ALCA-OSHA alliance provides green industry workers with
education to help them enjoy safer work environments. Specifically, the alliance will center
on the reduction of injunies related to manual material handling, amputations, motor ve
hicle crashes, and slip-and-trip injuries. For more information, call 800/395-2522

{continued on page 26)

17290 -MesaAlLL BWO4

Ashford Retaining Wall System

od trademark

pgstor

A

The structural integrity and reliability of the Mesa Systems are now available in <
a new, more natural look. The Mesa Ashford™ System is the latest segmental retaining 51
wall design that features an attractive, randomly patterned facing with a positive
mechanical connection. N

W

Units are available in three different sizes,
giving you an infinite number of Ashlar,
mosaic-like patterns to choose from. =y .-
Final wall patterns can even be worked
out on site!

It’s the

Connection™

For more information on the Mesa Ashford
System or any other Mesa System, visit
www.tensarcorp.com/m9, call 888-828-5007,
or e-mail info@tensarcorp.com.

Tensar Earth Technologies, Inc.
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THE Z-RIDER

The Hustler Super 2" is no ordinary zero- turn Mower. It comes standard
with a lifetime warranty on the frame and the leading edge of the deck.
It even has a spoiler. And then it just gets better...

» 15 mph - Fastest of the fast

* Remote air cleaner & Hydraulic oil cooler

« Slope handling ability is second to none PP

* Awide assortment of engine options
) |

= Optional 9-bushel BAC-VAC'™ rear-mounted catcher

* No daily lube points...all this and a spoiler! H“STLE R
MUFESIUFRES Turf Equipment

WWW.HUSTLERTURFERUIPMENT.COM S0080-895-4°%7 57
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Maﬂ{et Trends

(contmued from page 24)
weaker dollar

Toro says snowthrower shipments,
which increased because of snowy weather

in the eastern United States, and strong

TO ENSURE

that your

early orders for landscape contractor prod-
ucts helped boost earnings in the first quar-

ter of 2004, which is typically a slower ; X
meeting date is
period.

Toro’s net income in the first quarter published, send

| ending Jan. 30 jumped to $9.3 million, or 36 an announce-

cents a share, from $7.0 million, or 27 cents a
gL ment at least 12
share, in 2003.

In February, the company raised its first- weeks in

quarter earnings outlook to a range of 34 to advance to

Lawn & Land-

36 cents a share from its prior guidance of 15
to 20 cents a share.

Sales in the first quarter of 2004 climbed RIS Calendar,
to $313.6 million from $296 million. The

company says it expects its full-year per-
F F T Cleveland,

OH 44113.

share profit to rise 14 to 18 percent over
2003's $3.12 a share, on an expected 7- to 9-
percent rise in revenue.

For the second quarter, Toro projects earn-

ings of $1.80 to $1.90 a share

EDD1500

Electric

starting at

EDD1000

Electric

ng by Design

' 1-800-237-0225
Order parts & units online

www.pioneercoverall.com

4012 Bridge Ave.,
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~
APRIL 21- 23
MAY 26 2' Grandy & Associate's 2004 Basic Business Boot
Camp. Owensboro, Ky, Contact: 800/432-7963 o1

WWWw.granayassociates,com

AUG. 1 8 20 | & Landscape Weed & Insect Management
AUG. 26 Annual Indiana Professional Lawn & Landscape Asso

ciation Summer Field Day, Carmel, Ind. Contact: 317/575-2010
SE". 24 26 jonal Lawn, Garden & Power Equipment
OCT. 1- 2 Middle Tennessee Nursery Ass

McMinnville, Tenn. Contact: 931/668-7322 or www.mtna.com

NOV. 4-6 28" Annual Turf & Grounds Exp

ociation Trade Show

NOV. 8-7 Green Industry Expo, Charlotte, N.C. Contact: 888/303
3685 or www . gieonline.com

NOV. 14-16 Intemational lrrigation Conference & Show, Tampa

L.T. RICH PRODUCTS INC
NEW FOR 2004!
Hydraulic Spreader Motor

Z-Spray Spray Systems
Two stainless steel units available
20 & 40 gallon cap.

200 & 300 Ibs. fertilizer cap
3 section spray boom
ZTR Maneuverability
15 & 17 HP Kawasaki

765-482-2040 -

FAX 765-482-2050

www.z-spray.com
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SALES SECRETS

6 Sales

Success Pointers
To Use On The Job

According to Ken Furst and Scott Farland,

The Momentum Group, landscape con-
tractors should remember the following six
key elements of a successful sales strategy
when trying to sell their services to pro-
spective clients.

1. Sharpen your saw. Remember the old
story about the woodsman who was strug-
gling to cut down a tree with a dull saw?
He was “too busy” to stop and prepare his
tools properly, so he wasted enormous
hours doing the job badly. Don’t get so
caught up in the minutia of your day that
you skip the time to step back and look at
the big picture.

2. Manage your time and turf. We all have
the same number of hours in a day. How
well we use them makes all the difference.
Categorize tasks as directly generating rev-

MaﬂietIrﬂndL

—
Oniffe = "))

icKinley Group

LESCO

Riverwood Tree & Landscaping
S\‘d!n,'.ﬁ

Peterson Pacific Cory

www.themckinleygroup.com
www.lesco.com
www.riverwoodtree.com
www.scapesinc.com

www.petersonpacific.com

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

enue, indirectly generating revenue or non-
revenue producing. And spend more time
in the first category. Even the highest
achievers in sales typically only spend
one-third of their time on direct revenue
generation - so think what you can
achieve if you can move that up a few
percentage points. Quantify it; if you
pay a rep $60,000 per year, that means
each hour is worth $30.

3. Be a pro, not a sales jeckey. Put yourself

in your customers’ shoes, and approach

them as they would like to be approached.
Listen a lot and understand the objections

understand that in order to become a
customer, your prospect must internalize
the benefits of your solutions. Ask your
best customers, who are also being wooed
by other vendors, why they’ve chosen to
stay with you

4. Focus on the meaning of life. Why are
you really in business? While you want to
switch as many hours of your business
time into the most productive areas, keep

Husqgvarna

QFAI.L

& SAVINGS &
$ 395

FREE SHIPPING !

DEMAND THE BEST
1-800-861-0029

alamia.com
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e Missing Pieces to

Hr’lp You Increase

Your pI‘OfItS,

While Saving

You Time

WLl
qCLIP is the result of combining the latest technology from

QuickBooks™, the latest mobile and GPS technology along
with the years of experience and development in CLIP.

Call 800-635-8485 today for more information or see your local

Toro dealer for a demo CD. www.clip.com

:9B)
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Lawn & Landscape wanis to know who's who at
your pany. “"People” and "Association News"

pre ex, Including photox or digital images

in perspective the things that really mat-
ter: time, community, loyalty and love.

5. Slice the bologna backwards. Figure out
where you want to be and reverse engi-
neer the goal into a series of steps. If you
know what you want as a profit, you can
create a sales target based on that goal. It's
not about working hard, but about meet-
ing those goals effectively. You can “cre-
ate your own W-2" by visualizing the num-
ber you want on the income line of your
tax return.

6. Follow the principle of demeanor. A good
sales representative understands the goals
and purposes of the organization, builds
customer relationships based on empa-
thy, worthwhile conversation and, of
course, meeting the client’s needs. A good
sales representative also knows how to
support his or her people, never gossips or
moves an appointment and understands
the importance of profit without being
greedy. Source: Umass Amherst Family Busi-

ness Center

At 300 dpd can be sent 1o Lauren Splers at

Isplorse lawnandlandscape.com or 4012 Bridge

Ave,, Cloveland, Ohlo, 44113

Ron Tremper was appointed manager of sales operations for TrynEx
International

At Massey Ferguson, kymne Frederick was named vice presi
dent and director of marketing

Stellar Industries hired Matt Schroeder as a new engineer who
will focus on designing hydraulic systems

Susan Cronin-Haines oined Hunter Industries as accounts
sales manager for Southem California

In several personnel changes at LESCO, Bob Wes# was hired as
marketing director; Chris Paczak and Dave Woznicki arc cat
egory director and product manager, respectively, of combination and
control products; Tom Newbowld is merchandising manager; and
Adam Shaw and Jeanne Hwi are product analysts for equipment
and fertilizer/seed, respectively

Vista Professional Outdoor Lighting also made several personnel an-
nouncements. Tom Petrush is the new regional sales manager for the
northeastermn United States. Also, J@ Ewing is the company's new re-  From top:

pany

gional field technical spedialist for Southem Califomia. Sandra Perex is Sandra Perez,
Aaron Krakora,
Susan Cronin-

the new marketing project manager and Aaron Krakera was named

district trainer for Orange and San Diego counties in California Haines

GROUNDSKEEPER PRO

# BUSINESS SOFTWARE

s>cheduling

As contractors, we have created
incredible web tools to help

. ) you save time. We have utilized

Routing

company.We are seeing
unbelievable results!

Denses

Estimating

. » ‘-‘.\'\\“ ) \ FiAN
http://www.adkad.com/freedemo.htm « 1-800-586-4683
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* Cut down your selling time

* Make less calls
« Duplicate yourself

« Create the perfect employee

COME VISIT US AT WWW.AMERICANROLLOFF.COM

|Hook-ALr HOOKLIFTS

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! o i

R, M s b
800-851-8938 #0N) (ECEs

It's Time: Do It To It!

ﬂﬂ@ﬂ&com

877.264.4610 Fax 858,505,9896

Email us at info@elandia.com

For a preview of our tools visit
www.emeraldiandscape.com

Do You Have The Right Tools?

these tools for our own landscape

How would you like to?

« Increase Sales with less effort

Check our website at www.elandia.com
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'l’lle Water. It's what keeps the world

alive. As the world’s largest manu-

°
Intelllgent facturer of irrigation products, we
Use Of Waterl M believe it is our responsibility to

develop technologies that use
water efficiently. Over the past
seven decades, our pioneering

efforts have resulted in more than

130 patents. From central control
systems and automatic shut-off
devices to pressure regulating
components and low volume drip
irrigation, Rain Bird designs
products that use water wisely.
And our commitment extends
beyond products to education,
training and services for our

industry and our communities.

The need to conserve water has
never been greater. We want to
do even more, and with your help,
we can. Visit www.rainbird.com
for more information about

T'he Intelligent Use of Water.
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LANDSCAPE TRENDS

Romantic
Blooms

Romantic Tulipa
‘Queen of Night'
(below)is a
classic tulip in
maroon. Pink
‘Angelique’
{above) grows 18
inches tall.
Photos:
Netherlands
Flower Bulb
Center

This spring, romance rules
in the landscape, according
to experts with the Interna-
tional Flower Bulb Center.
The Hillegom, Netherlands-
based organization reports
that this soft look has peren-

nial appeal.

Flowers are naturally
romantic, according to Mieke Stap, trend expert for the
International Flower Bulb Center. “What's fun about
the romantic look is how varied it can be in its interpre-
tation,” Stap says.

Creating a romantic mood outdoors is similar to
making one indoors, Stap says. Focus on the scale of
intimate spaces. Use layers of color, texture, shape and
detail to create atmosphere,

she adds.

Stap says these are the
common refrains shared by
all romantic plantings: fra-
grant flowers like roses and
lilies; translucent, light-
catching flowers like tulips;
the sound of splashing wa-
ter; vertical, vine-clad ele-
ments like arbors; and the
mystery achieved by wind-
ing paths and shaded, se-
cluded places.

Stap has identified three
romantic themes, each with

distinctive elements. Try in-
corporating one of these
themes into your next land-
scape design.

THE FEMININE TOUCH.
Picturing this touch indoors
is easy - soft colors, layered

textures and floral accents. In the landscape, this sensibil-
ity emerges as:

* Delicate pastel plantings with pink, blue, mauve and
white blooms;

* English-style border gardens;

* Accent plants in grays, silver and pewter;

* Fountains with elevated center urns;

* Stone and cobblestone paths;

* Airy, decorative arbors, gazebos or pergolas;

¢ Decorative statuary, especially large, classical fig-
ures; and

* Soft lighting along paved paths.

A MARRAKECH EFFECT. The look should be aged and
exotic - romantic, with a decidedly spicy foreign flavor,
Stap says. An exotic mood may be achieved in the land-
scape by using:

* Rich, color-saturated landscape plantings with depth
and layers;

* Jumbles of sun-dappled, oversized foliage;

* Abundant exotic flowers in jewel-tone colors;

* Intricate stonework, mosaic or tiling, including tiled
water gardens or reflective pools; and

* Mixes of container plantings with large glazed or
earthen pots as architectural accents.

HOBBITY HABITAYS. Here, the romance of nature
and folklore are co-mingled to create small “other-
worlds” in the landscape. The trend is toward a small,
self-contained “world” where life is charming, secure
and eccentric.

{continued on page 32)
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BULB BEAUTIES
10 Blooms for Spring Romance

Following are 10 spring bloomers deemed “most romantic” by the Neth
erlands Flower Bulb Center, Brooklyn, N.Y
1. HYACINTHUS “SPLENDID CORNELIA.” H Splendid s

often described as mauve, but that's only the beginning of this

hyacinth's unusual coloration. Its flared florets also are enriched with
deep blue veins and its stem is not green, but burgundy. Hyacinths re
quire well-drained soil and will flower longer in somewhat shady areas
Hyacinth ‘Splendid Cornelia' is hardy to U.S. Department of Agriculture
zones 4 to 8 and offers a fresh, sweet scent, especially effective when
grouped in beds and borders

2. TULIPA "PASSIONALE.” T Passionale’ is a midseason
bloomer, producing sturdy stems and large flowers. Flowers have purple
petals with darker purple flames on the exterior and a red-purple wash
on the interior. Plant in containers or flower beds in zones 3 to 7 and
provide full sun

3. NARCISSUS 'BRIDAL CROWN.’ Award-winning N

‘Bridal Crown' has double flowers with creamy-white petals interspersed
with saffron-yellow cup segments. The flowers are hardy in zones 4 to 9
highly fragrant, flower in midseason and tolerate full sun to full shade

4. HYACINTHUS ‘LADY DERBY.’ H ‘Lady Derby' is a dis
tinctive pink - underplant with Anemone blanda ‘Blue Shades,' a mix
of light to dark blue daisy-like flowers only 4 inches tall. Provide well
drained soil and partial shade, where they will flower longer. This hya-
cinth is hardy in zones 4 to 8 and is ideal for planting in beds and bor-
ders in groups of three or more and for larger geometric plantings

5. NARCISSUS CYCLAMINEUS "JETFIRE.” . 'Jetfire 15 a
spring early bird that tolerates heavy shade, wet soil and often pro-
duces more than one flower per bulb, 'Jetfire’ is hardy in zones 4 t0 9
and has yellow petals with a red-orange trumpet. Use in beds, borders
and rock gardens.

6. CROCUS CHRYSANTHUS ‘ROMANCE.’ For maximum
impact, plant in bunches of 10 or more and in combination with cro-
cuses in pastel or bright colors, Tight, cup-shaped flowers have a warm
yellow interior and buff yellow exterior. Provide well-drained soil and
full sun to partial shade

7. TULIPA "QUEEN OF THE NIGHT.” With the classic tulip
shape and a deep maroon color, plant in groups of 25 to 50 in combina-
tion with pastel tulips. Late bloomer 'Queen of the Night' is hardy in
zones 3 to B, prefers full sun and is best used in borders, containers and
perennial beds

(comtmued on page 34)

OTTERBINE AERATORS

AT OTTERBINE, we know that water quality is
equally as important as aesthetics. That's why our
Aerating Fountains:

+ Reduce Algae, Odors, and Discoloration

+ Deter Insects and Insect Breeding

« Offer 9 Truly Interchangable Patterns

+ Have the Highest Pumping Rates in the Industry

+ Come With an Industry Best Warranty

For a complete listing of our products and services,
Contact us at www.otterbine.com or 800-AERSTER!
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ceattachmentsinc.
Every Attachment for EVERY Job.*

N19W6721 Commerce Ct., Cedarburg, WI 53012
toll free: 866.232.8224 direct: 262.387.1210 fax: 262.387.1247

web: ceattach.com
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Primo MAXX™ Helps Lawn Care Operators

Maintain and Grow their Business

Use of Primo MAXX Leads to Enhanced Customer Satisfaction

and Increased Revenue Potential

What do you, as a lawn care operator,
have in common with other industry
professionals? Goals for success—and
your primary goals are to satisfy your
customers and to increase revenue
Lawn care and grounds maintenance
professionals across the nation are
discovering that one of the best ways to
meet these goals is with Primo MAXX,
the leading plant growth regulator in
the industry, manufactured by Syngenta
Professional Products.

Over the years, progressive lawn care
operators have relied on Primo MAXX to
build customer satisfaction by enhancing
the appearance of their customers'
lawns. A proven ability to make turf
more lush and thick, as well as manage
clippings, means that Primo MAXX is
not just a product, but also an investment.
Selling Primo MAXX applications to
current and potential customers as an
add-on service has created an additional
revenue stream for many lawn care and
grounds maintenance operations.

-
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&

PrimoMAXX "

USE READER SERVICE

Incorporating Pnimo MAXX into your

business allows you to:

= Enhance turf with a richer color

m Increase tillering and root mass
development

= Provide a healthy, more durable
turf surface

m Reduce clippings by 50% so less
bagging and green waste is generated

= Decrease the amount of time needed
to maintain treated areas, freeing up
time for crews to focus on weeding,
leaf and debris removal, etc.

= Trim and edge hard-to-mow areas

m Achieve pre-stress conditioning against
heat, drought, disease, and traffic

= Decrease water consumption

To learn more about how Primo MAXX
can build your lawn care business,
please contact your local Syngenta sales
representative, visit www.syngenta
professionalproducts.com or call
1-800-395-8873.

| Products, Gre
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Primo MAXX"™ Grows Business,
Slows Turf Growth

Over the years, Carl Clifton has grown
his business, Lawnscape Systems, Inc.,
into one of the premier lawn care
service providers in Southern California.
The addition of Riverside National
Cemetery, the largest memorial park
managed by the National Cemetery
Administration, to his client list in 2002
helped to advance the scope of services
offered by the company.

Maintaining the 300-acre Riverside
National Cemetery is a rather large task
for any landscape company. Lawnscape
Systems recognized that the meticulous
attention required for the cemetery,
especially around the markers, could
mean additional costs. Cemeteries
everywhere have the universal problem
of keeping the markers clean, usually
relying on string trimmers to get the
job done. Depending on growing
conditions, this task must be repeated
in three- to four-week cycles.

The tremendous amount of manpower,
equipment, and the cost associated
with this task led Clifton and his
associates to seek a more efficient
alternative, Lawnscape Systems turned
to Primo MAXX, a key component of its
lawn care operations for eight years.

Primo MAXX applications help to keep
the cemetery markers clean and the
surrounding turf green and healthy.
According to Clifton, using Primo MAXX
to slow the growth and enhance the
appearance of the turf around the
cemetery markers has provided immediate
benefits to his business.

Clifton also uses Primo MAXX with
home lawn care customers. “It's important
that landscape maintenance people sell
the product’s benefits correctly to
customers,” said Clifton. “They may
think that their customers won't be
happy since they are on the lawn less,
but Primo MAXX delivers a better lawn
with less effort.”

“The Primo MAXX applications are
‘manpower” that always shows up for
work. By using Primo MAXX, you are
trading the issues and costs attached
to traditional manpower, as well as
gaining savings in water, gas, and
equipment maintenance,” said Clifton.
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8. TULIPA 'ANGELIQUE.’ The

ontmued from page 52) * Small-scale plantings and artifacts; peony-flowered 'Angelique’ is blush-pink
v\mun}_;thv romantic landscape elements * Mossy stone or dirt paths; grows 18 inches t ooms late in the
with a naturalistic bent are: * Pint-sized woodland huts or cottages It combine the deep
* Interplays of wood, moss, stone, water with interesting doorways; green or purple fo chera and
and sound; e Vast sweeps of wild flowers like ie of ‘Queen of

e 18 haray

muscari and dainty botanical or towering

lily-flowered tulips; and zones 3 to 7, prefers full sun to partial shade
* Berms and embankments with ground- and is a good selection for landscape beds
hugging plants. and borders
Plantings designed with an eye to ro- ©. TULIPA ‘BALLERINA.’ With 4
mance can provide high impact and a fresh slim, elegant flower and a luminous tanger
look forspring. Put your own personal touch ine orange colot i

and name to each style and easily wow your
clients (see page 32 and right for suggested
plants). — Ali Cybulski

The author is contributing editor to Lawn & ; tall, averaging

Landscape magazine and can be reached at

acybulski@lawnandlandscape.com broad leaves st effect, pla 108
1rtts for I I ] ( The pure milky

hite ‘Purissima’ is hardy 20N
Double daffodils and violas in soft, pastel ind is an ¢ ) O ide fu

colors illustrate the feminine theme in the

romantic landscape trend. Photo: Nether-

lands Flower Bulb Center

*‘Why aren't Dixie Choppers available el
at the ‘Big Box’ stores?” - CHEMICALS COMPANY, INC.
OVER 37 YEARS OF RELIABILITY

Yy un""
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200 GALLON LAWN RIG

* 200 GALLON OLDHAM TANK WITH BAFFLE.

* HYPRO D30 TWIN DIAPHRAGM PUMP.

« 5.5 HP HONDA ENGINE.

* HANNAY ELECTRIC REEL WITH 300" 1/2" HOSE.

INSECTICIDES * FUNGICIDES * HERBICIDES
SAFETY EQUIPMENT « SPRAY RIGS AND ACCESSORIES

1-800 888-5502

PO BOX 18358

3701 NEW GETWELL ROAD
MEMPHIS, TN 38118
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Family owned, operated, and supported
by independent dealers since 1980.

For more information or to find the nearest dealer:
www.dixiechopper.com
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WROB SHAUGER RECOMMENDS...
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and nal Success

by Kevin and Jackie Frieberg

What do you call a company that asks
prospective employees tointerview in
Bermuda shorts and is run by a CEO
who dresses up as Elvis for company
functions? Those who follow innova-
tive business practices know this com-
pany as Southwest airlines, but there
are still plenty of people who would
simply call it “Nuts.”

Thus, the title of the inspirational
story of Southwest Airlines, its Owner Herb Kellaher,
his unconventional approach to management and his
company’s unparalleled rise to greatness. Nuts! South-
west Airlines’ Crazy Recipe for Business and Personal Suc-
cess, co-authored by Kevin and Jackie Freidberg, tracks
the history of the airline from its darker days as a four-
plane, three-city-serving airline to its current status as
one of the most successful low-cost carriers in the annals
of airline history.

“They started out with everything against them,”
says Rob Shauger, owner, Advanced Applications,
Deerfield, N.Y., adding that the original mission of
Kellaher was to build an airline that would fly for dirt
cheap, offer low prices and make up the profit in sheer
volume.”But they created a family-oriented work envi-
ronment where some of the employees have been with
the company for 20 to 25 years. They all work together
to be the company to beat.”

Shauger recommends the book as an intimate look
into the inner-workings of a company that extracts its
success from its family-based management style, where
employees are top priority — even ranking above cus-
tomers. “It's about doing things differently and being
unique,” he says. “They want their employees to take their

> WIN THIS BOOK!

Give us your best book recommendation and we'll enter your name in a drawing
to win a copy of Nuts! Southwest Airlines” Crazy Recipe for Business and
Personal Success. Simply e-mail your book suggestion (include the title,
author, your personal contact information and your reason for suggesting it to
our readers) to Will Nepper at wnepper@lawonandlandscape.com or call him at
800/456-0707 with the information. The deadline for entries is May 1.

jobs seriously without taking themselves too seriously.”

Hence, the aforementioned anecdote about employee
interviews, in which they asked a group of prospective
pilots to switch their business slacks with Bermuda shorts.
“They asked them to spend a day-long
interview in a button-up shirt, tie and
these shorts,” Shauger relates. “Those
who stayed behind — many of them
ended up getting the job. Those who
said, “This is ridiculous. I'm not doing
this,” - they didn’t want that type of
person working for the company.”

Shauger says that Nuts also goes
into detail recounting the development
of Southwest’s company character.
“They give employees the flexibility to
makeimportantdecisions on theirown
without having to check with the cor-
porate office or follow the chain of
command.”

The book also points out that the
lines of division across the airline’s
chain of command are blurred by
teamwork, Shauger explains. “The employees all mix
their job responsibilities,” he says. “There is mention of
how you'll see a pilot get out of the plane to help out the
guys working on the runway. They all intermingle like
that because they’re all tied to the bottom line of the
company through profit sharing. Anything they can do
to save the company money comes back to them 10
times over.”

Nuts also details how this kind of fiscal conservatism
extends to all areas of Southwest’s structure. Instead of
serving in-flight meals, the airline opts for serving more
than 60 million bags of peanuts a year. “They do as
much as they can to keep their overhead down and
increase their volume,” Shauger says. “They know how
to do things inexpensively and efficiently because
they’ve done the research and the studies. They know
how to implement systems that keep everything flow-
ing smoothly.”

Shauger says that Nuts has helped him retain an
open mind about his business practices. “l was too
close-minded on some issues before and now my out-
look on life in general, in addition to business, is very
different,” he says.

“The book really focuses on employee loyalty and
retention while still providing the client with impeccable
service,” Shauger says. “I think those two things go hand
in hand.” — Will Nepper

The author is assistant editor of Lawn & Landscape magazine
and can be reached at wnepper@lawnandlandscape.com. Pur-
chase this book by calling Megan Erickson at 800/456-0707 or
visiting www.lawnandlandscape.com/store.
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CAROL KING
LANDSCAPE
MAINTENANCE

HEADQUARTERS: Orlando, Fla.
FOUNDED: Jerry Bachand pur-
chased Carol King Landscape
Maintenance from its original owner
Bill King in 1975. Bill King started
the company in 1960.

1993 REVENUE: $3.1 million
2003 REVENUE: $6.75 million
PROJECTED 2004 REVENUE:
$7.1 million

AVERAGE GROWTH
ANNUALLY: 5 to 8 percent
CLIENT MIX: 85 percent commer-
cial/industrial /governmental and 15
percent residential

SERVICE MIX: 65 percent mainte-
nance, 20 percent construction,

6 percent irrigation, 5 percent
chemical lawn care and 4 percent
arbor care

NUMBER OF COMMERCIAL
MAINTENANCE CLIENTS: 300
EMPLOYEES: 150 during peak
season, 105 during slower months
NUMBER OF H-2B WORKERS:
40 in 2004

EQUIPMENT ROUND-UP: 250
pieces of Stihl two-cycle equipment,
20 GMC %-ton vans — other trucks
include Ford F700 and F800 dump
body trucks, Chevy 3500 quad-cab
pickup trucks, and GMC 1500
regular pickup trucks. All mowers in
its fleet are made up of 48- and 54-
inch deck John Deere stond-on
mowers, 72-inch deck John Deere
and Exmark mowers, 2 1-inch deck
Lawn Boy self-propelled mowers and
LESCO sprayers and spreaders.

Nuts

Bolits

40

 Cover Story

by Nicole Wisniewski

Carol King Landscape Maintenance
is a zero-debt company that measures success by

client retention vs. sales augmentation.

In the mid- to late 1970s, most landscape companies considered mainte-
nance as installation’s poor stepchild, shares Bruce Bachand, vice presi-

dent and COO, Carol King Landscape Maintenance, Orlando, Fla,,

But Bruce's father, Jerry, believed maintenance was crucial to
alandscape business because of the recurring revenue it provides.
“He always liked maintenance because of its stability, as opposed to the ups and downs of
installation,” Bachand explains.

Hence, maintenance became Carol King's main niche, distinguishing it from its installation-
focused competitors in the booming Orlando market. In fact, today 65 percent of the company's
revenue comes from this service. Even where marketing is concerned, money is spent to promote
maintenance above all other services. Other work, such as lawn care, irrigation and arbor care, are
generated from the company’s maintenance clients. “In our business, the bread is always buttered
on the maintenance side,” Bachand says.

Since Jerry, Bruce and Bruce's brother, Randy,
had many years to perfect maintenance, they
were able to develop best practices and then focus

on other key business areas. The result is a com- 7023 Old Cheney Highway
pany that doesn’t push growth beyond comfort- Orlando, Fla. 32807-6298
able limits; maintains zero debt by using profits PH: 407/275-6200

vs. bank funding to grow internally; and dictates
success by what percent of clients they retain vs.
how much work they sell.

FX: 407/273-4348
Web site: www.carolkingscapes.com
E-mail: info@carolkingscapes.com

BONUS BASICS. In the early days of Carol King
Landscape Maintenance when it was called King Landscaping of Orlando, design/build and
installation were its main service offerings. Of course, this was at a time in Orlando’s history where
the area was still small before Walt Disney World entered the picture in 1971. Then, once Orlando
became a tourist attraction, commercial clients who wanted to cash in on the theme park’s success
not only required landscape installation in the area, but also regular, detailed maintenance.

Since there were plenty of clients to go around, finding them was easy. And developing a
maintenance niche in the area while competitors continued to focus on installation was smart
thinking on Carol King Landscape Maintenance’s part. Hence, the reason the business has no
sales force and spends less than 1 percent of its gross sales on marketing is because its focus is
on maintaining its current customers — the customers it obtained when Orlando’s commercial
clients required a maintenance-focused company and were comfortable with the King name,
which was already known and respected in the area.

To maintain existing customer relationships, Carol King employs account managers who
each handle $600,000 to $750,000 worth of work, focusing on client interaction, quality control

and crew management and productivity. In its commercial maintenance division, the company |

employs five account managers who handle about 300 maintenance clients.
To ensure account managers focus on client retention, the company ties its account manager
(continued on page 44)
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Carol King
Landscape
Maintenance
at the
Windham
Orlando
Resort. Photo:

Art Beaulieu
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Ready to Feel the Power?

Powerful Equipment.
Powerful Giveaway.

If you're a professional landscaper, you know only Husqvarna offers you the Total Source Solution

for all your outdoor power equipment needs. And now, with our Total Source Landscaper Sweepstakes,
you could win a new piece of Husqvarna Outdoor Power Equipment each month, or take home

a grand prize guaranteed to take your business to the next level. Only Husqvarna could pull together

a Total Source Package this powerful.

IT’S TOUGH. IT’S LOADED. AND IT COULD BE YOURS.

www.HusgvarnaTotalSource.com
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(continued from page 40)

bonus program to its client retention rate.
Currently, Carol King’s commercial client re-
tention goal is 97 percent. If the company
reaches that, all of its account managers re-
ceive a fixed bonus that was agreed upon at the
beginning of the year based on years of expe-
rience, their existing salary and the size of their

"

portfolio. “Each of their bonuses is usually

around 8 to 10 percentof theirsalary,” Bachand
explains, adding that new account managers
start with a salary of $37,000 and experienced
account managers can make up to $42,000,
before bonuses.

While account managers are focused on
client retention, other employees are focused
on safety. For every month of no lost time

@R@@N@SK@E@ER P RO

<+ BUSINESS SOFTWARE «

Lawn Care :Landscapings

Scheduling Estimating Accounts Receivable
Routing Pesticide/Herbicide
Contract Tracking & Reporting
Invoicing ExpensesiCosts

Time &
Materials

Income Reports

1 el 2 www.adkad. com/freedemo. htm «

1-800- 586 4683
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HOW TO BUILD THE
LONGEST LASTING TRAILER

INTHE GREEN INDUSTRY

(Wells Cargo’s comprehensive 6-year warranty is proof positive!)
Heavy-Duty Anodized

Side Entry Door with Aluminum

8" Aluminum Roof Cove “Anti-Rack” A
Exterior Grade e nti-Rack” Cam Loc
Plywood =
Sidewalls
\\
Rear Ramp
Door with
Dual Spring
Assist
3/4” Radius Steel Ch;s':‘i:" g::ll:‘:mh
MarineTech™ PTP Corner Posts Technology™
Ramp Deck (Front & Rear) including Tubular
& Interior Floor
(20 year warranty) LED Steel Main Rails
Stop/Tail/Turn /
Lights for y
@ Improved Safety
(800) 348 7553

www.wellscargo.com
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B ruce Bachand didn't have an active
role in the decision making or
direction of Carol King Landscape Mainte-
nance, Orlando, Fla., until 1991

Bruce started at the company in 1977
as a maintenance department supervisor
Before that, he learned about the
company from his dad, Jerry, at the
dinner table growing up. That peaked his
interest in the topic so much that he
attended Orlando’s Valencia Community
College to obtain his associate's degree in
horticulture and then Florida State
University after that to major in business
management. He rose from maintenance
department supervisor to operations
manager in 1981, and by 1986, he became
vice president.

Jerry, 70, has a minimal role in the
business today, functioning as a chairman
who focuses on strategic planning, Bruce
and his brother, Randy, each own a
percentage of the business. When Jerry
eventually retires, the balance of his
ownership will be divided between them,
with Bruce retaining a larger management
role than Randy who is happier working
in field operations. Operating a family
business is a challenge every day, but
Bruce says they've been able to separate
family issues from work issues because
“my dad included us from the beginning,
defined our roles and told us we had to
stick by them.’

Bruce's current challenge 1s taking
over his father’s responsibilities and
modernizing the business via information
systems - tasks he has a hard time
balancing with doing what he loves,
which is dealing with clients. “Account
managers are taking a more active role
with customers,” he says. “This is
challenging since 1 don't want to upset
clients by removing myself from the day
to-day contact with them. The tricks to
making it work include transitioning
clients slowly to the account managers
and giving the account managers my
support throunghout the process.”

Other succession planning tips Bruce
offers: Retain a good attorney, create a well-
conceived estate plan and clearly define the
roles of the family members in the business
and make sure they are on board from the
beginning. — Nicole Wisniewski

Succession

LAWN & LANDSCAPE
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injuries, the company puts money into a pool.
Then, this money is divided up evenly among
crewmembers and foremen twice annually.

To receive the bonus, employees must
have been with the company 100 days out of
the six-month period.

To determine the amount of contribution
the company will make to the pool, Bachand
says he looks at what workers’ compensation
insurance is costing the company and studies
its experience modification rate and how the
past year has affected or not affected it. A
company’s experience modification rate is a
factor that the insurance company uses to ar-
rive at a business” insurance cost. “Basically,
they look at our injuries during the past five
years, three years and year and then come up
with ourrate,” Bachand explains. “Most people
want this rate to be below 1.25-our is .89.”

“For the last two years, our insurance costs
have gone up —last year it was 13 percent, this
yearitis estimated tobe about 18 percent on the
frontside,” Bachand continues, explaining how
the program works. “On the back side, we can
get a dividend if we keep the percentage of our
losses down. Our insurance quote is based on
our data fora five-year period. So, after the next
year if our losses were reduced, then we get a
dividend back about 18 months after a 12-
month period. For instance, this year we'll get
a check back for what happened in 2002. So,
since everyone in the company helps to reduce
our workers’ compensation losses, we decided
to share in the savings they help create with
this bonus.”

The company contributes a percentage of
their savings that are realized for efficiency
and no lost-time injuries. “This past year we
didn’t do so well, so we handed out only
$8,000,” he says, adding that typically, dur-
ing each payout, each employee receives
about $60 to $70 on average.

The company’s goal for this year is $12,000,
which is a $1,000 monthly contribution. They
arrived at this number by looking at their
potential dividend for 2003 and 2004, which is
$30,000. This is the money they get back if their
loss rates come in lower than projected. And to
arrive at the bonus goal, Bachand takes about
one-third of the expected dividend. The other
two-thirds of those funds go back to reducing
current year insurance expenses. During
months where there is a lost time injury, no
money goes into the pool, reducing the em-
ployees’ total number of payouts.

LAwN & LANDSCAPE

To remind employees of safety regularly,
Carol King Landscape Maintenance has
weekly safety meetings requiring mandatory
attendance. Each employee must sign their
name to a sheet when attending to prove they
were there. Safety topics, which are presented
in English and Spanish for all employees,
include driving a truck with a trailer, bending

______Cover Story |

and stooping properly to avoid back injury,
how to mix gasoline and oil for two-cycle
equipment, where to smoke and not smoke on
the job, the importance of safety gear, what is
required and how to wear it properly, etc. The
company’s Lawn Care Manager Gary Monge,
who has been with Carol King for 13 years,
manages these safety meetings weekly.
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H-2B HOW-TO. The reason Carol King
presents its safety talks in English and Spanish
is because of its high percentage of Hispanic
employees. This year, Carol King Landscape
Maintenance is supplementing its labor force
with 40 H-2B workers. They use an outside H-
2B provider to help them with this process.
Twenty of the workers join the company

on March 15 each year and then the second
group of 20 arrives by April 1. They stay until
the first week of December. “It’s perfect for us
because we don’t have to layoff employees
when the slow season arrives, and we typi-
cally get the same people each year so they are
familiar with our company and its policies
and procedures,” Bachand explains.
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To use an outside company to handle the
paperwork, get work visas for the employees
and get workers to the company office on time
costs the company $150 per person plus a
$5,000 consulting fee. This is the company’s
fifth year of using H-2B workers, and Bachand
thinks the fees he pays his H-2B provider are
well worth it to reduce the hassles of filling out
the proper paperwork on time and dealing
with immigration and labor lawyers.

As far as communication is concerned,
Carol King attempted to offer English courses
two years ago to educate its H-2B workers.
“We hired a teacher and held free classes two
nights a week, but we had modest success at
best,” Bachand explains. “A few of our more
motivated Hispanic workers learned English
and are now foreman here, but the rest
weren't interested.”

{continued on page 48)

c arol King Landscape Maintenance
currently offers one- and three-
year commercial client maintenance
contracts. About 60 to 70 percent of the
company’s clients have one-year contracts
and the rest have three-year contracts

Since the company's competitors
don't offer three-year contracts, Carol
King struggles with getting clients
interested in them. What helps is
sharing the many benefits to multiple-
year contracts, explains Vice President
Bruce Bachand. “These include the
money-saving aspects, such as having a
fixed budget for three years and being
able to lock in a price, saving about 5 to
6 percent of the cost, and even up to 10
percent when fuel and insurance cost
increases force us to raise one-year
contract renewal prices,” he says, "It's
also a client retention tool that helps us
gain efficiencies on properties the longer
we maintain them.”

The company’s account managers
currently handle contract renewals
annually — Nicole Wisniewski

Commercial
Contract
Clues
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(contimued from page 4o)

So, instead, Bachand reversed this and
started offering Spanish to its American em-
ployees to increase communication. “We are
teaching them phrases related to the job so
they can communicate with our Hispanic
workers,” Bachand says, adding that Hispanic
workers who return every year are naturally
picking up English and improving their skills,

When it comes to work hours, Carol King
employees work five, eight-hour days each
week -7 a.m. to 3:30 p.m. Mondays through
Fridays. Overtime isn’t a problem until
Florida’s rainy season, which is mainly June
through September. When rains affect job
completion, employees work on Saturdays
to catch up. “I don't staff to add a lot of
overtime,” Bachand explains. “"When we
need to, we add trucks from our reserve fleet
and use hours we save from rain days to
make up work. What overtime we do bud-
get is for on-site jobs because clients pay for
adefined set of hours, regardless of weather,

and they expect us to be there in case of any

Foreman James McCullough (left) used a reel mower to maintain the turf and Crewmembers Javier Ortiz

and Fortune Profil (right) rake a plant bed at the Windham Orlando Resort. Photos: Art Beaulieu

emergencies. And even for these jobs, I bud-
get less than 5 percent of total company
payroll for overtime.”

To reward employees who work hard,
Carol King Landscape Maintenance givesaway
an Employee of the Month award. Each ac-
count manager nominates employees who
work for them - they are free to nominate as
many as five of their workers. At the end of the
month, managers sit down in a staff meeting
and review all of the nominations, their quali-
fications and what sets them apart from the
others. Each monthly winner receives a plaque
to take home, a $30 cash gift and recognition at
the monthly company meeting and ona plaque
in the main office area. They are also entered

into the Employee of the Year award pool. The
winner of this award receives the same awards
and a $500 instead of $30 cash gift. “An em-
ployee of the month might easily win em-
ployee of the year if they were nominated in six
out of 12 months — the more times they were
nominated the better chance they have,”
Bachand explains. Since 1996. opp to recog
workers in front of peers and show gratitude
and appreciation for what they've done. my
opiono that any time a worker can take home
tangible proof that they've accom something
in workplace, they get to share success with
family. improves morale and makes workers
happier and shows co appreciates efforts.

(continued on page M)
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LEAVING NO
grub UNCURLED.

Before Merit" came on the market 10
years ago, John Buechner, Lawn Doctor’s
director of technical services, didn't have
a grub control product he was comfortable
recommending.

“Our biggest challenge was inconsis-

. tency with the available product, Oftanol,”

he says. “When Merit came on the market,

- we saw consistency of performance
“},?\ and ideal length of control. We've been

i

~ confident in recommending and selling

“’ It to our customers for a decade.”

r')
e

?\.

Jack Robertson, owner of Jack
Robertson Lawn Care in Springfield, lll.,
also has a high level of trust in Merit
performance. In fact, 95 percent of his
customers use Merit. “We used to
have difficulties with application timing
_ before Merit came along,” says this
2?-gear lawn care veteran.“Merit's flexible
timing allows us to apply in late spring
or summer without making an extra trip.
That saves us time, sweat and money.

I think a lot less about grub control since
| know Merit is taking care of it."

Both Robertson and Buechner see a
bright future for Merit. “It's such a unique
product with no resistance issues, | think
we're still just learning how to use it,"
Buechner adds.

To learn more about Merit, call Bayer

“Environmental Science at 1-800-331-2867

dﬁfﬁsh BayerProCentral.com.

50  apriL 2004

(continued from page 48)

GROWTH GOALS. Though clients and employees are two key
pieces of the business puzzle, nothing would run smoothly without
a good structure in place that is strictly implemented and followed.

For Carol King Landscape Maintenance, part of this structure is its
zero-debt philosophy. The company uses its own profits to fund its
growth - no exceptions. “We are a zero-debt company,” Bachand
explains. “We don’t want to pay interest, despite the recent lower rates
that are available, and we never want to have to worry about having to
pay off debts in the event of a downturn in the economy.”

So, the company takes its time to grow internally. For instance,
each year the company buys five to six trucks and pays cash for them.
They also own their facility. “The only debt we have is our monthly
revolving debt from nurseries or suppliers for plant materials or
chemicals,” Bachand says. “We pay most of our bills on time by the
10" of every month.”

In the early years,

this was possible by
being conservative.
“My father maxi-
mized every piece of
equipment and we
bought a lot of used
trucks because we
could get them
cheaper,” Bachand
says. “Today, we ro-  Carol King Landscape Maintenance has 67 total
tate our trucks on a  trucks in its equipment fleet. Photo: Art Beaulieu
seven-to 10-year pro-

gram. But if we are maintaining our equipment and it's still in good
shape, we will keep it longer.”

To keep equipment in tip-top shape, the company employs five
mechanics, who are managed by Maintenance Manager Randy Bachand,
who has been with the company for 20 years. He supervises the shop
foremen and prioritizes the mechanics’ workload, ensuring spare equip-
ment is always ready to go so the company’s work isn't stalled by broken
down equipment. Randy also runs the arbor care division.

Another reason the company embraces its zero-debt philosophy is
because is keeps its overhead low, enabling it to focus on client retention
vs. increasing sales. “If you have high overhead, you have to go out and
sell work, and if you have to sell to make ends meet, the market dictates
the price you sell your work at,” Bachand says. “When the market
dictates your prices, thisaffects your bottom line. We prefer to pick the clients
we work with and not have to do anything just to make ends meet.”

Carol King Landscape Maintenance adopts a different philosophy
from many other companies in its market, and this is OK, according to
Bachand. “Wehave a different philosophy, and it works for us,” Bachand
says. “My idea is to have consistently high quality work, retain custom-
ers, keep key employees and allow them to have a well-rounded life and
make good money. But this doesn’t mean that I have to sell $20 million
worth of work to accomplish this goal. We can grow or stagnate, but we
don’t have to shoot for the stars from a dollar volume standpoint to be
successful. We already are successful.”

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

two-part article, Lawn & Landscape‘ &<

Online Message Board users share valuable
advice and detailed suggestions for companies

struggling to post profitable financials.

PROFITABLILTY POINTERS

Bre

|

in

A recent thread on the Lawn & Landscape Online Message

Board examined various pitfalls that can damage a fledgling
company’s attempts to post solid profits. And while the
discussion hit on a few specifics, forum participants have
more advice to share.

“Does anybody else feel like they are always just

paying their bills - no matter how hard or how little you
work?” writes Joel Swisher, owner, All in One Lawn and

P> BEST OF THE WEB
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The Lawn & Landscape Message Board is a hotbed of green industry
chatter and professional dialogue. Playing host to a diverse collection
of opinions and ideas, the online forum often bounces between
detailed discussion and dynamic debate.

To better educate readers, Lawn & Landscape will expand upon a
Message Board discussion each month and offer forum-related insights
from professionals in this "Best of the Web" section.

www.lawnandlandscape.com

Landscape, Plymouth, Mich.

Swisher and his partner started in the lawn business
about eight years ago and have grown significantly - but, as
he puts it, they are always just “getting by."”

“We have greatequipmentand do have the money to play
around a little, but can never get any in the bank,” Swisher
notes. “No matter how hard we work, or even when we
charge high amounts and run into great accounts, itis like we
are always in the same boat.”

Swisher’s request for help on the Message Board prompted
a wealth of detailed advice from other green industry pro-
fessionals familiar with the struggles of making a living in
the lawn care business.

MANAGE MOOLAH. One cash-consuming business con-
cern is the improper handling of money, notes Ken Reis,
owner, Turf & Shrub Management, Dartmouth, Mass. “It
could be that you are good at doing your work but poor at
managing money,” he points out.

Often, those who do exceptional landscape work do not
necessarily have the skills needed to keep monetary matters
in order, he comments. Thus, hiring an operations manager
could be the ticket to turning things around.

Contractors should appoint finance managers who are fru-
gal with revenue and can allocate expenses wisely, Reis contin-
ues. “Putting the responsibility on a non-owner to manage your
company’s money makes very good sense if you lack the skill to
manage it yourself,” he comments. “A non-owner will look
atthe spending habits of acompany without the emotion that
an owner may have. An owner may feel the need to spend
money on the latest equipment fad, while the non-owner
operations manager may see how the existing equipment

(continued on page 54)
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(continued from page 52)

gets the job done at a higher profit margin. A
non-owner may actually be more frugal with
the company’s money than an owner would
be and might see more clearly the inefficien-
cies in the operation of the company.”

Bringing someone aboard who has exten-
siveaccounting expertise also may beasmart
approach, advises Bob Borden, B&W Land-
scaping, New Hamburg, N.Y. “Look closely
at your numbers and don't be afraid to ask
for help,” he asserts. “If you don’t have a
good accountant, get one. We are getting our
accountant more involved in our operation
and feel it is well worth the money.”

When hiring an accountant, Reis recom-
mends getting referrals from other industry
professionals. He also encourages contrac-
tors to employ accountants with lawn care-
related experience - to accelerate the learn-
ing curve and perpetuate a mutual under-
standing from the get-go.

Once a contractor has a few potentially
solid candidates to choose from, calling ref-

Guy Dougherty, Dougherty Fine Quality
Landscaping, Chino, Calif.,, can relate to the
concerns Swisher expresses about business
finances. “It has been a huge challenge to
stay on top of the accounting, tracking, job
costingand crews,” Dougherty explains, add-
ing that without a handle on these basic
business figures, profits are difficult to quan-
tify and control.

Toresolve the problem, Dougherty setup
systems for gauging profit. “It is a must to
have a system to track the money and see
where it is and where it is going,” he ac-
knowledges.

Dougherty’s money-management method
looks at man-hours of income vs. invest-
ments. While this may seem elementary, the
West Coast company has seen success with
the cost-tracking strategy. The system helps
Dougherty see which employees are slow-
ing profitability and which purchases are
not earning their keep. From these funda-
mental figures, he makes adjustments nec-

“WE HAVE GREAT EQUIPMENT AND DO HAVE THE MONEY TO PLAY AROUND A LITTLE,

BUT CAN NEVER GET ANY IN THE BANK. NO MATTER HOW HARD WE WORK, OR EVEN

WHEN WE CHARGE HIGH AMOUNTS AND RUN INTO GREAT ACCOUNTS, IT IS LIKE WE ARE

ALWAYS IN THE SAME BOAT.” — JOEL SWISHER

erences is crucial, Reis says.

“When you call, ask probing questions,”
he urges, outlining a few examples. ““Have
you had any bad experiences with this per-
son or firm? Do they make themselves avail-
able to you? Do they return your calls
promptly? What do you like most about this
accounting professional or firm?"”

Beyond financial expertise and numeric
know-how, a good accountant is one who
listens well, Reis says. “I want to be able to
discuss my business with my accountant for
as long as | feel necessary,” he explains. “If
I’'m being interrupted, that makes me feel
they don’t want to listen to me. They need
to make me feel that they truly do care
about my business, and part of that under-
standing is that they are aware that they

work for me.

ON TRACK WITH TECHNOLOGY. With

just four years of experience as an owner,

essary to boost revenue.

To implement and operate a cash-sensi-
tive system, Dougherty suggests lookinginto
software programs. His company invested
inbasicbusiness management software upon
entering the green business and has never
regretted the purchase.

“I talked to a lot of people about software
and did a lot of investigating on my own
because | wanted to get the best system for
my money,” he recalls. “Some people I talked
with admitted that they only utilize about 15
percent of their software investment. [ didn’t
want to waste my money like that.”

So Dougherty found a $1,300 program
that he says handles about 85 percent of his
company’s paperwork and number crunch-
ing. Based on his experience, he says compa-
nies who are struggling to pull their bottom
lines out of the red not only should consider
buying a software package, they also should

{continued on page 56)
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(contmued from page 54)
pag

that he says handles about 85 percent of his
company’s paperwork and number crunch-
ing. Based on his experience, he says compa-
nies who are struggling to pull their bottom
lines out of the red not only should consider
buying a software package, they also should
consider the return they’re getting on their
investments, “Get in and learn the capabilities
of the programs you have,” Dougherty urges.
“Don’t waste the money you've put into busi-
ness management tools. Save some of your
profits by letting the computer do its job. Let
thatinvestment work for you, notagainst you.”

When buying business software, contrac-
tors should look for packages that suit their
unique business needs, Dougherty says. Rather
than paying for the extravagant bells and
whistles, invest in only what will be useful.
“Don’t pay for all the extras that you'll never
use or the regional plant lists and obscure
offerings that dontapply to your company.”

Since Dougherty generally handles his
company’s finances, he tries to maximize his

investment by using the
software program for ev-
erything it offers - includ-
ing proposals, payroll,
taxes, purchase orders and in-
voices. By exploiting the
software’s full potential, he
saves time and money. This
way, Dougherty and other
contractors can see smart returns on their
business software investments,

BE THE BOSS. Another weakness Swisher
says negatively affects his profitability is the
personal connection he feels to employees.
“We have become friends with our work-
ers,” he says. “They walk all over us, want
more hours when we are slow and cry about
working when we are busy. However, I have
to keep them because I have invested too
much training in them.”

Toremedy thisemployee-owner relation-
ship struggle, Matthew Morgan, owner, Em-

agement, Danville, 11,
advises creating an em-
ployee handbook. Hav-
ingacompany handbook
with strict policies and
procedures could help
Swisher and others de-

mand more from manipulative employ-
ees and impose effective guidelines.

“A handbook is a must,” Reis agrees,
noting that printing costs for a basic com-
pany manual may total only a few dollars
per employee. “Ours outlines the company
rules and regulations and explains company-
paid benefits. We review its contents annu-
ally and make changes where needed.”

When Turf & Shrub Management reviews
its manual, all employees are invited to join
the discussion. This allows for company-
wide feedback about the policies governing
their daily work. The gathering also includes

(contimued on page 58)
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* ROLLED THREADS -
stronger and easier
to install

* LONGER INSULATOR
NOSE - prevents fouling

©2003 NGK Spark Plugs (USA). Inc. Novi. Michigan 48377

NGK, The World Leader in spark plug technology, engineered the
new Commercial Series spark plug to power small engines - the
backbone of your business. The easy starting, anti-fouling design
helps deliver longer life in heavy-duty and commercial applications.

NGK's new Commercial Series spark plugs come in a handy
2-pack for convenience and savings. A unique tray-style holder
protects the plugs until used. Conversion numbers are right on
the package, and just five part numbers cover the most popular
small engine applications.

Try NGK's new Commercial Series spark plugs and see for yourself
how we won the title of new champion. For more information
visit us on the Web at ngksparkplugs.com, call toll-free
1-877-473-6767 or contact your

local NGK distributor.

THE WORLD LEADER
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2004 ISUZU NPR EFI
6.0L Gas Engine, 18' Landscape Body,
Fold Down Side, Weedeater & Shovel Racks,
Receiver Hitch, Pwr. Windows & Locks,
Auto. Trans., AC, AM/FM Cassette

()
2004 ISUZU NPR-HD DIESEL
12' Dump Body, 42" Sides, Rear & Side
Barn Swing Doors, Tarp Roller, Receiver

A Hitch, Auto. Trans,, AC, AM/FM Cassette. /o

2004 NPR DIESEL
16' Landscape Body, Fold Down Curbside,
Weedeater Rack, Blower Rack, Shovel Rack,
Receiver Hitch, Auto., AC, AM/FM Cassette.

F ol

2004 ISUZU NPR-HD DIESEL
18' Landscape Body, Crew Cab,
Fold Down Side, Weedeater & Shovel Racks,
Receiver Hitch, Auto. Trans., AC,
AM/FM Cassette.

2004 ISUZU NPR-HD DIESEL
16' Land King Body, Fold Down Side,
Headboard Storage Compartment,
Auto., AC, AM/FM Cassette.

»

2004 ISUZU NPR DIESEL
16" Van Body, Roll Up Door, Roll Up Door,
4' External Dovetail, Auto. Trans.,

AC, AM/FM Cassette.

For Info, Pictures, Video & More Visit
www.gatrucks.com

Email: info@gatrucks.com
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posing a handbook makes enforcement
simple,” Reis shares. “Not every rule is open
for discussion, and there is no discussion on
issues like company-paid benefits. In es-
sence, the handbook is the company law.”

However, owners must be willing to do
more than distribute a handbook and hope
employees fall into line with the prescribed
regulations. Enforcement, even if that means
firing a rebellious crewmember, is neces-
sary for results. “You are the boss and you
must be the boss on the job,” Morgan says.
“Ifthey don’t play by your rules, they should
be disciplined.”

Toensure employees understand the con-
sequences of misbehavior, each should be
asked to read and sign the company manual
before beginning day No. 1 on the job, Reis
asserts. Also, any revisions to the handbook
should be acknowledged and initialed by
every employee as well.

A company’s management also should en-
sure that business goals and standards are
communicated clearly on a regular basis.
This canbe accomplished through staff meet-
ings and candid, one-on-one discussions
with employees.

Erich Heinrich, Avalawn Landscaping,
Cincinnati, Ohio, acknowledges that con-
tractors should strike a balance between be-
friending their employees and maintaining
authority. “I'm not best friends with every
employee, but good friends with a couple of
them,” he mentions. “But if they can’t differ-
entiate between work time and play time,
you need to lay down the law.”

Read part two of this Best of the Web feature,
covering niche development and equipment pur-
chasing and money saving tps, in the May 2004

issue of Lawn & Landscape magazine.

The author is assistant editor-Internet of Lawn &
Landscape magazine and can be reached at
aanderson@lwonandlandscape.com. Join the
ongoing Message Board dialogue by logging onto

www.lawnandlandscape.com! messageboard!.

lawnandlandscape.com | # 4

Visit our Apnl Online Extras
section for more budget-conscious advica
and money-making tips from lawn care
professionals
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The New RedMax

BCZ3000S

The most powerful 30cc class trimmer!

Features and Benefits

» 29.4cc Strato-Charged™ Two-Cycle Engine

- The most powerful in the 30 cc class.

1.4 HP for maximum productivity.

- The simplest. Two-cycle engines saves
maintenance cost and time.

- The cleanest. First two-cycle engine to be
EPA/CARB 2005 compliant without a
catalytic converter.

- The most economical. The Strato-Charged
engine can save 30% in fuel costs.

e Lightweight 12.2 Ibs.

One way valve fuel cap
(No leakage)

Large 2.5 clutch
Metal clutch housing
Rubber anti-vibrating system

Ergonomic soft grip
loop handle

* Large 2.5" diameter clutch for longer
life, slip
Flexible, durable
debris guard
' ’/ Free Flow™
gtﬁearg;g ggg;y : ! System prevents
. Single action flexible trigg overheating
- (No breakage) caused by air
: / intake clogging

Aluminum outer pipe
Solid steel drive shaft

A

PT104 Plus 4" Tap & Go
Nylon Head

Metal insert tap knob
gives longer life

Commercial grade
air cleaner

Heavy duty tank protector

ZENORIH

RedMax" X130

Komatsu Zenoah America, Inc.
4344 Shackleford Road, Suite 500 ¢ Norcross, GA 30093

800-291-8251, ext.213 * Fax: 770-381-5150
www.redmax.com
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In business, time and place can be everything. How-
ever, circumstantial factors don’t always create favor-
able conditions. At least not as favorable as the condi-
tions Michael Hornung, president, Valley Green, St.
Cloud, Minn., experienced when he ventured to add
irrigation to his company’s service menu in 1997. In
fact, rather than say that Valley Green found its niche
in irrigation, it may be more accurate to explain how
the niche found Valley Green

“In spring of 1997 it was really dry here, to the
point where people wouldn't let us do their first lawn

application until they had their sprinkler systems

turned on,” Hornung says, explaining that, Valley

APRIL 2004

www.lawnandlandscape.com
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A little water always creates a potential for growth, but when

adding an irrigation service, Valley Green explains why contractors
should be mindful of all factors.

Green had not yet delved into irrigation at that point.
But there was a void in the irrigation market - left by,
of all things, irrigation-only contractors.

“Because it was so dry, many people were having
irrigation systems installed,” Hornung explains. And
because there was such a demand, irrigation contrac-
tors were faced with the dilemma of how to prioritize
between new installations and servicing current ac-
counts. “Most chose to put in new systems,” Hornung
says, explaining that this created the opportunity for
Valley Green to step in and service those existing
accounts. “We sent out a postcard saying that we were
able to do start-ups, maintenance and repairs on sprin-
kler systems for those who were having trouble getting
7

(confimued on page 62

Irrigation
installation and
maintenance can
provide
landscape
contractors with
a lucrative
addition to their
basic services.

Photo: Toro
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Give us a shot at your

business and compare an Encore
to AIWY” other mower.

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

Compare an Encore walk-behind or rider to any other commercial mower.
Encore can hit your mower needs dead center with the one that's the best
built and the most affordable. *They can't make a good commercial mower
at that price!" the major lines jeer. Sticks and stones. We can, and we back
every piece of Encore Power Equipment with a two-year parts and labor
commercial warranty. Encore's Prowler Mid Cut, has the industry's only true
floating deck, a PTO drive that maintains 19,000 fpm blade speed, a heavy-
duty frame and reinforced deck that limits vibration, maintenance free
blade spindles, a full suspension seat and a whole lot more.

Forget the kid stuff. Accept our challenge and take a serious look at
Encore's Mid Cut or Front Cut Prowlers, the Premier walk-behinds
or Z-Series riders. These mowers are right on target.

Find Your Nearest Dealer At

encoreequipment.com

800-267-4255

POWER EQUIPMENT
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No Intesest tll Septembec/No Pay il October available through 531104, no down payment, 9.8% APR, 24 to 36 ma terms, $2500 minimum.
6 Months Same as Cash available through 53104, no down payment, 13.95% APR, Cutter Plus. revolving purchases, $3500 minimum.




(continued from page 60)

their current contractors out to their proper-
ties. We were flooded with about 250 calls in
about two and a half weeks.”

These circumstances led to Valley Green
slowly integrating an irrigation service and
maintenance supplement into their ser-
vice mix. “Our thought process was, ‘Let’s

continue to do service,” so that became our
focus and it continues to be today.”

This is not to say, however, that Valley
Green does not also offer installation. Boom-
ing real estate and a growing client base led
to thatevolution. “Interest rates started drop-
ping between 1997 and 1999, and many

A‘fﬂxa-tn Login Form Get QuichBooks Data

Wt veeson of QuickBooks do you use?

ERTEIN, VA

/ US 2004 Pro, Promees, Endorprise

Wheve iz your QusckBooks datsbace?

[C \Program Fies\Intut\QuickBooks Pio\My Busness. cw

ool Ume i dd 2 seronds

To learn more call 1-877-529-6659 or visit www.qxpress.com.

-t e . (gt by Gann. o0 o e e—

" | v ™ eVt rr— 4 Mt 3 S Pt by 10 Sh 08 @ e b bo 0 o

__‘__.Qa) ,,! PLLAA

USE READER SERVICE #58

Don’t let irrigating
restrictions dampen your
day. Take control with
“Event Days” program-
ming and Water
Budgeting features on
theEZ Pro )r.

lmprove watering effi-
ciency while promoting
water conservation.

888.NELSONS » LRNelson.com

Quuality. Service. Guaranteed!
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people were moving to new homes,”
Hornung says. “Customers who had moved
came to us and asked us to install their
irrigation systems because they didn’t want
to deal with another company.

“We started out with about 50 system
installations and that has grown to about 145
residential irrigation installations this year,”
Hornung continues, comparing that to the
650 accounts Valley Green acquired for ser-
vicing irrigation systems.

Now, Valley Green is close to generating
$500,000 in total irrigation revenue in this
year, Hornung says. “It started out as a
$10,000-part of our business,” he explains.
“Between 2002 and 2003, we went from
$380,000 to $480,000 in revenue at about 26
percent growth.”

That kind of growth, while generally
welcome, can sometimes put a business on a
fast track that it may not be ready for, but
Hornung is quick to point out that Valley
Green kept up with their exceptional early
growth by moving slowly and investing in
the irrigation side of business as work be-
came available, rather than the other way
around. This meant hiring labor only when
the work was there to justify it, he explains.
“You don’t want to prepare for growth that's
not going to happen,” he adds. “I'd rather
take baby steps than have the rug ripped out
from under me.”

Furthermore, Hornung is realistic with re-
gard to the growth of Valley Green's irrigation
service. “You can’t sustain 26-percent growth,
nor do | want to,” he says. “I'll be very happy
if we have 10 percent growth this year.”

Despite that Valley Green came to irriga-
tion somewhat organically Hornung is spe-
cific about some pitfalls of serving an en-
tirely new market. For one, he points to an
important distinction to be made between
irrigation installation and other kinds of irri-
gation-related services. He says, one of the
mostimportant decisions Valley Green made
from the outset was deciding that servicing
existing systems would be their focus. Pri-
marily because it is comparable in logistics
to the other services (fertilizer and weed
control, etc.) the company offers. He points
out that irrigation service and maintenance,
like landscape contracting, is usually con-
ducted by signing up customers on an

(continued on page 64)
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annual basis and providing service on a
predetermined schedule. “The irrigation in-
stallation side of the business is a whole
different animal,” Hornung says. “It's con-
struction - period.”

Hornung says that the expenses incurred
for adding irrigation was relative to the

e <
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growth of that business. “We invested in all
of the necessary tools the first year, which
cost us between $600 and $800 initially,” he
says, adding that this includes items as
simple as shovels and boring tools. “During
the second year we stepped it up a bit and

went to remote control units and locating

The revolutionary and patented seeding system on
the Express Blower® is unlike anything you have ever
experienced. Seed a lawn, a slope, a berm, a rooftop
terrace, or even a riverbank — all in one easy, calibrated
process. Call us today and ask how an Express Blower
truck can increase the profitability of your business.

==

FHhpress Jlower.

800-285-7227

www.expressblower.com

Tt St Loms
050 44 W

B e oo - s g S
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equipment, which cost us about $2,000 com-
bined.” The third year Hornung added a
dedicated vehicle to the list of overhead in-
vestments for his new service

Though the bite of equipment cost was of
less consequence for Valley Green because of
their immediate growth, Hornung is careful
to explain the danger in not considering it. “If
you're going to be playing the game, you
need the equipment,” he says. “Some people
get into this and truly don’t know what the
costs are, and they can get themselves into a
bind very fast.

‘If you have paid-for equipment that you
can utilize from the start, it's a very profitable
business,” Homung adds. “But if you need to
go out and purchase it, it may not be as profit-
able as you'd expect.” He adds that Valley
Green's irrigation service generally fluctuates
between a 10-percent and 15-percent profit
margin. This creates equilibrium between
Hornung's irrigation service and the other
services Valley Green offers. He says that the
balance is important, but it also makes irriga-
tion an integral part of Valley Green’s busi-
ness in that every service offered is bound to
another’s profit, budget and shared labor.

“We try to grow each side of the business
equally because if we, for example, bring on
an extra person in irrigation, we want to
make sure that we have enough work for that
person for as long as we possibly can. We
facilitate thatby marketing morein the Christ-
mas side of our business,” Hornung adds,
pointing out that profit margins for Valley
Green's Christmas decorating service (about
18 to 20 percent) are slightly higher than the
company's other services because their bud-
get is structured so that irrigation and lawn
care pay for the company’s equipment costs.

Hornung says Valley Green's irrigation
service has grown in six years from the small-
est irrigation contractor in its area to the
largest. “It grew from an add-on business to
a good portion of our entire business, out of
customer need and relationships we'd al-
ready established with them,” he says. “And
the real estate boom over the past two years
sure hasn’t hurt our residential irrigation

business either.”

The author is assistant editor of Lawn & Land-

scape magazine and can be reached at
wnepper@lawnandlandscape.com. Michael

Hornung can be reached at 320/259-5959
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When you specify and use The Andersons
Professional Turf™ products, you can rest easy.
You see, for nearly 40 years we've heen
perfecting the art and science of producing
turf care products that deliver consistent, top
guality results you can count on from application
to application. Our full spectrum of proven
professional products — from fertilizers to
control products and combination formulas —
was developed to help you meet every turf
care challenge and exceed every customer
expectation. And isn't keeping customers happy

the key to your prosperity? We know it is to ours.
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That's why we're prepared to help you and your
business every way we can. From developing
new, more effective products to backing you up
with strong technical support, we're dedicated to
you. With over 60 products in The Andersons
Professional Turf lineup, we're confident we've
got more solutions than you've got
probiems. And you can be confident in every
one of them.

S
Ande'wns For a free selection guide and more information

about The Andersons complete line of Professional Turf products

call toll free, 1-800-225-2639.
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When the
snow piles
on, ND
Landscaping’s
SHow
removal
division can
pile on the

profits.
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Few things are guaranteed in life, but folks in New
England can always count on great seafood, beautiful
fall foliage and wicked snowy winters. Coming from
Massachusetts, Nick DiBenedetto was given the
opportunity to ride along on snow removal routes
as early as age 15. And when he opened his own
landscape company at the age of 18, adding on a

snow removal division only made sense.

“The snowplowing industry just has a natural
marriage with the construction industry due to the
fact that there’s a lot of snow work in the winter
and construction equipment transfers to snow re-
moval very well,” comments DiBenedetto, presi-
dent, ND Landscaping, Georgetown, Mass. “The
problem I found was that I really enjoyed doing the
work when I was 18 and then I went through a
period where | dreaded doing it. A few years ago
we finally made the decision to make snowplowing
a solid, profitable company discipline.”

While DiBenedetto notes that adding snow re-
moval to a company’s service menu makes a lot of
sense in certain regions, it also requires more than

ice Solutions

p‘/ Lauren Spiers

Siaiw storms rurely happen dicig bussness
konrs, so contractors must prepare thosel bes
sud their creos to wwork Hrongh dong snow
cocnts that occng onsecekends Bud 1 thie ek

hours of the mormug. Photo: Westem
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just the truck and plow he started out with. For
instance, contractors who mustinvestin new equip-
ment can expect to spend $1,000 to upwards of
$10,000 for a new snowplow, and larger machines
like loaders can rent for as much as $3,000 a month.
Also, a great deal of planning and preparedness is
necessary, as well as an understanding that some
winters will be more profitable than others.

“When we started out, we owned a customer
list and we owned a snowplow and a truck, but at
the time it was just something we decided to do
withoutalotof planning,” DiBenedetto says. “Eight
years ago, my partner and I finally took the time to
systemize the service, which allowed us to give the
division the attention it deserved and do the fore-
casting and budgeting we needed to create the
profit we wanted. It gave us the opportunity to
make snow removal a full-fledged profit center vs.
just a tie-in service.”

After reading the book The E-Myth by Michael
Gerber, which advocates creating business sys-
tems to help company operations run more
smoothly, DiBenedetto and his partner spent 200
hours analyzing their business and putting sys-

(continued on page
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Now — the best is better than ever!

Introducing the new MT52 mini
track loader! Unique one-hand
drive operation makes it so easy to
dig, till, trench and move material.
This is the only mini track loader
you can ride on or walk behind!
The completely new hydrostatic
track drive delivers the power

and performance for working in
wet weather. Ride on it or... Walk behind it Easy-to-operate controls
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Call toll-free

1-866-823-7898 .. 0283 Bohcat
for a FREE Video Catalog and Buyer’s Guide. ®
Visit our website
One Tough Animal
www.bobcat.com/0283 g
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Doodad PRO.
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The only weed

Round control you really
PRO need to know.

Roundup PRO has been etched  There's good reason for that. surfactant system with

in the minds of professional turf Like its one-hour rainfast PROformance™ technology,

managers for nearly a decade. warranty. The way it consistently which speeds weed-killing
delivers superior control of power right to the root and gets
tough weeds under a variety the job done right the first time.

of conditions. And the fact
that no imitator herbicide
can match its patented

Trust Roundup PRO.

Talk to your authorized
Monsanto dealer today,

call 1-800-ROUNDUP or visit
www.monsanto.com/ito.
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Always read and follow pesticide label directions.
Roundup®, Roundup PRO® and PROformance™
are trademarks of Momanto Technology LLC
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tems in writing. This helped all employees
understand how the snow division in particu-
lar would run.

“Our systems provide us with a produc-
tion process, a staffing process, an equip-
ment process and a step-by-step systemiza-
tion of how the snow division will work,”

DiBenedetto says. “We include job require-
ments, a chain of command, communication
for who's on call, checklists on servicing
trucks and what to carry in the trucks while
drivers are out on calls.”

Now, ND Landscaping’s snow division

is seeing much better growth. “When we

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

TRUTH IS, no other equipment even
comes close for performance, reliability

and state-of-the art capabilities. You
see, we invented hydroseeding over
50 years ago. Today we're the world
leader in hydroseeding technology
and customer satisfaction.

1-800-543-7166 » www.fi

9281 LeSa €

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

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

nncorp.com

Fa eld, OH 45014
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first started, we were seeing revenue of
$50,000 and when we implemented systems,
our revenue grew and has been more easy to
manage,” he says. “But another thing we
had to realize to make snow removal profit-
able was that you have to charge different
fees for snow removal than you do for regu-
lar landscaping.”

DiBenidetto says that, early on, he had a
simplified view of how to charge for snow
removal. Morover, he knows that many con-
tractors who add the service have the same
struggle. “A lot of people make the mistake
of thinking, ‘I make $50 an hour with my
Bobcat during the summer - if I could do
thatduring the winter, that would be great,"”
he says. “If you really approach it from a
professional standpoint, which means you
and your staff have to be available 24/7 for
three months, equipment has to be ready
and registered, and you have to keep up
communication with customers, you have
to cover all of the associated expenses by
charging appropriately for the service.”

Currently, ND Landscaping tries to get
$100 to $125 per hour for a plow truck or a
small hydraulic machine ona given account.
“If we put 100 hours into that account, we
should be receiving $10,000 for the season,”
DiBenedetto says, “Compared to our Classic
Care and maintenance divisions, that's a
much higher profit-about 25 to 30 percent.”

Though profitable, DiBenedetto notes that
snow removal also is a volatile service in
terms of its dependence on winter weather.
In the last four years, the division has seen
ups and downs in its snow removal revenue
as a result of good and bad winters.

“In2000, our snow revenue was $142,000,
then $192,000 in 2001, $470,000 in 2002 and
$870,000 in our 2003 season ended Feb. 29,”
DiBenedetto says. “But for 2004, we're far
behind our budget because we’ve had a hor-
rible snow season, and there’s nothing we
can do about it. We have been fortunate
enough to fill a pipeline of work for the
landscaping side of the business, but whereas
last year we started the spring with a sur-
plus, this year we'll be going to the bank for
some spring start-up money.

“Because of the weather, our snow divi-
sion revenue can make a good year fantastic
or just average,” DiBenedetto continues.
“I've learned that this is all part of the game.

{continued on page 72)
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SpeedZone® — advanced chemistry
for broadleaf weed control in turf.

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

SpeedZone® also gives you a big lead on
easy-to-control weeds like dandelions. Get . Fas;—acnng. cool-weather » Sites include home lawns, golf
your weed control program on the fast track s < ot e courses, commercial property,
with SpeedZone® Broadleaf Herbicide * Glover control in as little as e R R S
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[ don’t get overly upset by a bad year and |
don’t get overly excited in a good year be-
cause I know it will ultimately average out.”
One business approach DiBenedetto is
considering implementing is diversifying
the types of contracts his customers sign. “In
terms of the contracts we set up, we've been
directed by the market,” he says. “If the
customer wants an hourly contract, we'll go
in that direction, but we’re also aware of per-
push pricing and per-season pricing.” This
year, the company has a $38,000 seasonal
contract, which guarantees that revenue
despite the small number of snow events.
Though 60 percent of ND Landscaping’s
snow clients prefer per-push pricing,
DiBenedetto recognizes that an even split
between per-push, hourly and seasonal con-
tracts would provide the best of all worlds.
He expects more diligent sales efforts and
client communication will move the com-
pany to that structure in coming years.
Indeed, client communication is an impor-

tant part of having a profitable snow removal
division, even if it means sending faxes and
emails after working through a middle-of-the-
night storm. “Communication is crucial in
snow removal because it’s in the moment,”
DiBenedetto says. “Even if we're out until 4
am. on Saturday morning, we have to get
some type of acknowledgement to the prop-
erty manager’s desk because he wants to
know what's going on. This is great for
solidifying relationships on accounts be-
cause it shows them we're prepared to take
care of their property.”

In 1995, ND Landscape’s snow division
moved to a clientele of mostly commercial
clients, which makes communication easier
in many respects, “If you have 100 residen-
tial accounts, you could have 100 husbands
and 100 wives - 200 potential contacts and
decision makers -~ which makes the admin-
istrative side of the business very compli-
cated,” DiBenedetto says. Starting the divi-
sion with several residential accounts is a

lawnandlandscape.com | %

Check our April Online Extras
information on how ND Landscaping
supplements {ts winter staff with
subcontractors

business decision he believes caused some
frustration early on. “With residential work,
there’s a lot of opportunity to damage the
property because it's a tight area of pave-
ment and the cost of fixing any damage can
eat into profit,” he says. “Also, we've found
that the need for snowplowing demand on
residential properties is about 20 percent
less than on commercial properties because
homeowners can live with 2 or 3 inches of
snow and very few of them request sanding,
which is a big portion of the business.”
Asitstands, ND Landscaping has 12 com-
mercial snow clients, and 6 residential cli-
ents - the company’s best high-end land-
scaping customers. To keep in contact with
these accounts, DiBenedetto notes that the
snow division calls for one account manager
per $400,000 of revenue. When the division
neared $900,000 in 2003, this required three

Rogged, Reliable., Ready.

Picture Perfect

Frontier brings your dreams of a picture-perfect
homestead to life. Choose from rotary tillers, grooming
mowers, rear blades, landscape rakes, pendular spreaders,
and more. Best of all, this impressive lineup is available
exclusively from your John Deere dealer.

Every Frontier product is built for unbeatable reliability
and excellent performance. So, whether you're moving
dirt, grading a driveway, seeding your grounds, or simply
mowing grass or tilling your fields, Frontier tools help
you get the job done quickly and easily.

Aear blades up 1o 10 1. wide

Get your property in picture-perfect shape with the help
of Frontier. Visit your local John Deere dealer today!

(_homestead equipment

Photos may not depict actual
models. Please reference operator’s manual and aiways use coution when operating.
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account managers, but the company only
needed one account manager this year due
to lower income. To accomodate this, the
company implemented a one-on-two-off
account manager rotation so everyone was
able to work during the season.

In terms of staffing a snow removal divi-
sion, DiBenedetto knows that his 16 full-

time winter employees appreciate the win-

ter work but also recognizes that having to

stay on call all winter long is tough. “We
made a decision that our company was go-
ing to offer snow removal, but we also rec-
ognized that this is very taxing from a hu-
man resources standpoint,” he comments.
“Some business owners feel that they’re do-
ing a great thing for their employees with a
snow division, but the employees are rolling
their eyes saying, “This is horrible.” We want
to make this a professional service that's
minimally taxing on ouremploy-
ees even though it is so big.”
To maintain employee mo-
raleand keep stress-related turn-
over down, DiBenedetto guar-
antees work to his snow employ-
ees and does not do a blanket

Some companies may have to
invest several thousand dollars
in equipment before beginning a

snow division. Photo: Western

layoff like many other landscape companies

do in the winter. “We make these commit-
ments and then cross our fingers that we’ll
get enough snow to cover the costs,”
DiBenedetto says. “But we also have some
systems in place that help us keep our costs
in line in the case of a low-snow winter.”
This year, for instance, ND Landscaping
kept all their snow repairs in-house, sold a
good deal of spring construction work and
coordinated training efforts, which kept em-
ployees occupied.

Because having snow removal as an add-
on service is a staple in the Northeast,
DiBenedetto is committed to keeping the
division profitable and is pleased with the
company’s ability to work through the more
trying seasons.

The author is associate editor of Lawn & Land-

scape magazine and can be reached at

Ispiers@lawnandlandscape.com. Nick DiBenedetto

can be reached at 978/352-5400
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_BUSINESS BASICS: Add-On Service Solutions

Eight years ago, Green Earth
Landscaping flipped the switch on
what was to become their most
lucrative add-on service. The

details are illuminating.

Green Earth's
lighting technicians
use many of the same
tools already
employed for
installing plants
(below). Illuminating
trees (above) gives a
property added

aesthetic value,

Photos: Green Earth
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Green Earth  Landscaping,

Hackensack, N.J., is not the type of
company to keep pushing anadd-on
service if it isn’t working out. Mark
Moore, president of the company,
says Green Earth recently sold its
residential maintenance division
because it wasn't performing the way
it had initially hoped. “It was cheaper to sell it off
and focus on other things that were working,” he
explains.

Among those “working” services is Green
Earth's night-lighting division.

Moore says that Green Earth began to offer
lighting asanadd-onserviceeight yearsago, spurred
by the frustration of watching other companies
show uptoadd lighting tolandscapejobs that Green
Earthhad completed. “Sometimes customers would
request it and at that time we
didn’tdoit,” hesays. “Sowe'd see
electricians and sometimes even
other landscape contractors
come in to install lighting in our
landscape designs in a way we
didn’t like. We wanted to shut
the door on that and increase
our sales, so we started offering
the service gradually, and now

www.lawnandlandscape.com

by Will Nepper

it's part of our regular make-up.”

From the outset, Moore was confident that his
company had made a prudent decision with the
bright idea. “It was always an easy upsell upon

completing either the hardscape or planting work,”
he says, adding that many of his customers would
never even get to see their $30,000 landscaping
jobs if not for having it lit by Green Earth. “Most
of our clients are executives that work in New
York City and they’re commuting an hour back
and forth every day. By the time they get home,
it's dark out and they can't enjoy it.”

Beginning a lighting service was relatively
uncomplicated, Moore says, adding that the first
step to getting it off the ground was a marketing
push. “Once we decided we wanted to add it, we
did some promotional pieces and added them to
our regular handouts to customers,” he explains.
“Next, we actually automatically began to do a
landscape lighting design for our plant jobs, of-

(continued on page 76)
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(continued from page 74)

fering proposals to do it while meeting with
clients during regular landscape design
meetings.”

Rendering a lighting design with every job
is now standard procedure, even if the client
doesn’t ask for it, he says. “We price the light-
ing while pricing the rest of the job and 50
percent of the time we'll end up selling it.”

In addition to being an easy sell, Moore
says that the overhead for beginning a night
lighting service was negligible. Oneincurred
overhead investment was the development
of a $1,200 demonstration kit that Green
Earth uses to show current customers what
lighting could add to their properties, “Of-
ten, we'll explain to clients on larger jobs
that we do free demonstrations. We bring
out the lighting and set it up without telling
them how long we’ll leave it there,” he ex-
plains. “We'll usually leave it there for three
or four days and then send someone out to
pick it up without telling the customer. Usu-
ally our phone will ring before we can even

Green Earth technicians can quickly
set up lighting demonstrations on a
property, which usually lead to
lighting sales. Photo: Green Earth

.

call them back for follow-up.”

Moore says he estimates that Green
Earth has a 90 percent success rate at
selling jobs this way and that the cost
of putting together the demonstra-
tion kit was paid for after two jobs.

In fact, the overhead of adding
lighting to Green Earth'’s arsenal of services
practically begins and ends with marketing.
“There's really no special equipment needed
to provide the service,” he points out. “Typi-
cally, we use a lot of the same tools we’d use
for the work we're doing already on these
sites, such as installing plants.”

With regard to lighting supplies, such as
wiring and fixtures, Moore says that be-
cause lighting jobs are done on a made-to-
order basis, there’s no reason to keep a ware-

house stocked with equipment when you

can order as you go. “We do keep a certain
amount of stock around at this point - usu-
ally, no more than $1,000 worth - just be-
cause we know what to expect people will
ask for, and it’s good to have replacement
supplies available when you geta lastminute
call from a customer.”

Moore admits that the only real chal-
lenge of adding lighting to Green Earth's

(continued on page 78)
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costs and shop charges? Not to mention
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mowers. With Scag, you get the best

commercial mower value for your money.

Every Scag mower is designed and built to
stay in the field, cutting grass and making
money. Our materials and construction are
the best available and routine service of
Scag mowers is quick and easy. Long after 'A

lesser mowers are retired, Scag mowers are
still making lawns beautiful and making

money for you.
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service involved technical training for em-
ployees. “Teaching the staff to do installa-
tions and troubleshoot was probably the
hardest part,” he says. “Primarily, because
you're dealing with things like volt meters.
It's not like you can just plug things into the
ground and they'll be all right.”

Though initially unprepared to train
employees himself, Moore says that many
employees trained through various short
courses at Rutgers University. “We also did
in-house training with some of our suppli-
ers,” he says. “We had a lot of support from

dealers and field representatives who con-

New 2160

With Vista’s Creative Styling
and Technical Advances

As an industry leader, Vista is out in front

with exciting new fixtures and technical break-
throughs that facilitate lighting control and
simplify installation.

This season, discover our dramatic new Copper,
Brass and Stainless Steel Collections —
featuring new copper path lights with Turn-to-
Lock lamp enclosures for quick bulb access.

» —

Brass Well Light

Vista also offers 24-hour turn-
around from our manufacturing
center in southern California.
No other lighting company can
match our quality control and
shipping speed!
Get your copy of Vista’s New
Product Guide, a poster-sized color
reference chart with more than 200
fixtures. It's valuable in sales presenta-
tions and free to industry professionals.

//?\\ LIGHTING

Call For a Free Vista Product Guide:
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stantly solve our little problems and help us
with things we were doing wrong.”

Moore says that once the core group of
managers and foremen understood the pro-
cess, the training obstacles began to dimin-
ish. The only thing left to worry about was
turning a profit.

“It varies from year to year, butI'd say we
probably make between $150,000 and $200,000
annually with lighting,” Moore asserts, add-
ing that the service generally brings in profits 5
to 10 percent greater than its other services.
“Lighting, ifit's done with the installation work,
is generally at a 25- to 30-percent profit mar-
gin,” Moore says. “Ifit’s done separately some-
times it’s a little bit less — 15 to 20 percent.”

Moore says the reason for this is that
lighting is easier to do in correlation with
jobs that are already being done. Low over-
head and the fact that lighting installation
can be quick without being excessively labor
intensive naturally helps make combination
jobs more profitable than singular lighting
jobs. “But only about 10 percent of the jobs
we do are just lighting,” he clarifies. “Ninety
percent of the work is an add-on to some-
thing we're already doing.”

Moore says Green Earth continues to ex-
perience steady growth that's been relatively
easy to keep up with. “Labor has never really
been an issue because we’re mainly H-2B,”
he says, adding that steady managementalso
helps to keep everything running smoothly.

But because Moore considers night light-
ing a growth industry, he has decided to
invest further in that aspect of his business
by developing a 1%:-acre design display cen-
ter that will showcase Green Earth’s plant
materials lit in numerous ways. “It will al-
most be like an arboretum,” he says. “Clients
will be able to visit in the evenings and we
can show them different lighting effects on
different plants.”

Moore says that Green Earth would cer-
tainly survive without its add-on lighting
service but why would it wantto? As Moore
points out: “There’s very little overhead
and the business is there - just staring us in
the face.”

The author is assistant editor of Lawn & Land-
scape magazine and can be reached at
wnepper@lawnandlandscape.com. Mark Moore
can be reached at wiww.greenearthlandscaping.con
or 201/488-0111.
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As an add-
on option,
aeration can
breathe life
into
contractors’
profits
without
suffocating
overhead.

Chuck Mclntire, southern regional director, Scotts LawnService, Norcross, Ga., says the
road to developing a successful aeration service begins with a few essential elements.
“You basically need three things — a marketing plan to develop the customer base, the

personnel to do the work and the equipment necessary to do the job,” he explains.

According to McIntire, aeration has been a part of Scotts LawnService in most of their
markets since the beginning of their lawn division in 1997. “Aeration is a key ingredient
in the overall lawn benefits that our program provides,” he says, adding that aeration
is a natural fit for any high-end lawn service program.

Initiating aeration as an add-on is not as involved as branching out in to some other,
more equipment-heavy lawn services, according to McIntire. “The equipment is
minimal outside of an aerator machine,” he explains. “There are several different types
that work in different ways and that may be more desirable for different soil types. The
costs can range from $1,000 to $3,000 or more depending on the machine type.”

While this type of equipment purchase is fairly minor, picking the proper
aerator to suit a company’s purposes is fundamentally important. Cost, reliability
and availability of service and parts are the primary factors to consider when
purchasing an aerator, according to McIntire. “Some brands have been available for
some time, so their performance capabilities and reliability are well known,” he
says. “We didn’t buy the cheapest aerators because we were willing to pay more for
a model that we knew was reliable and durable and that had a reliable parts
distribution network already set up.”

APRIL 2004

“In addition to an aerator, it will be necessary to

have some type of vehicle to transport the aerators to
the job site,” McIntire continues, adding that pick-up
trucks, vans or pull-behind or enclosed trailers equipped

with a ramp for loading or unloading usually do the
trick. The expense of ramps can range between a few
hundred dollars to more than $1,000 for more compli-
cated systems, he points out.

“The entry dollars into the market for equipment are
minimal based on the potential returns,” McIntire says.
“The only continuous expenses are for parts and mainte-
nance to keep the equipment running. Labor is normally a

(continued on page 82)
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Below, a

technician uses
a rotary
aerator, which
rotates metal
rods around a
drum to
extract cores,
Cores (or
plugs)
scattered
across a lawn
are temporarily
unsightly
(above), but
contribute to
aeration’s
positive
effects. Photos:
Classen

Manufacturing
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(contimued from page 80)

reasonable expense because aeration doesn’t necessarily require a
highly-trained representative.”

Mcintire says that most employees hired to perform aerator
duties were added as seasonal employees. “We acquired personnel
in every way possible - ads in the paper, word of mouth, employee
referrals — any way we could,” he says. “Aeration is more of a

(continued on page 84)

elling aeration is easy once you know the basics and

how to pitch them to your customers, Below is a brief
explanation compiled by Lawn & Landscape to help you
answer the toughest question a prospective customer could
ask: Why do I need aeration?

Aeration is the process of punching holes into turf so that
oxygen, as well as fertilizer, water and other nutrients, have a
better chance at penetrating the soil and reaching grass roots

Aerating is especially important on lawns exposed to
heavy foot traffic, automobiles or other circumstances that
create a compacted soil base beneath the turf roots. When turf
soil becomes overly compacted, its roots are denied the things
they need most - water, nutrients and au

Aerating also is beneficial in turf areas that consistently
flood or pool with water, such as turf on a steep slope
Aeration allows water to enter the holes it creates and enables
moisture to be absorbed more quickly

Finally, aeration can be useful on turf where thatch is a
problem. Thatch is a layer of un-decomposed turf roots and
stems that accumulate near the soil surface. Though normal
on any lawn, thatch becomes a liability when it exceeds .5
inches, Turf may be weakened as roots take hold of thatch
rather than soil

Here are some additional aeration tips
1. Clay soils typically suffer from compaction problems more
often than other types and should be aerated twice a year -
preferably in the spring and fall
2. Sandy soil has less compaction and generally requires no
more than one aeration annually in either spring or fall
3. Aerate before watering, seeding or fertilizing turf. After
aeration is the ideal time to do any of the above
4. Avoid aerating turf during periods when weed problems
exist. Aeration can end up spreading weed infestation
5. Watering a lawn one day prior to aerating will soften the
soil allowing for easier aerator penetration
6. Before aerating, be sure to locate and mark any areas where
sprinkler heads or shallowly buried power and cable lines

exist. — Colorado State University Cooperative Extension
Aeration Bagi
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(continued from page 82)

physical job than a cerebral one so a few
hours of on-the-job training for operation
and maintenance of the equipment is all
that's normally required.”

From a marketing perspective, McIntire
says there are a few distinctions between
companies offering aeration as a new addi-
tion to their business plans compared to the
marketing done by companies that have
always offered the service. “Companies that
have aeration from the beginning commonly
market the service along with their regular
programs as an integral ingredient for the
lawn’s success,” he says. “Companies that
add it later can utilize their existing cus-
tomer base to market it as an additional
service and quickly support a productive
and profitable service line.”

In either case, McIntire explains that
markets with summer drought can trans-
late aeration into an exceptional marketing
opportunity. “Aeration can be done as a
substitute to regularly scheduled fertiliza-
tion treatments when drought becomes ex-
treme,” he says. “It's a highly beneficial
service that reduces soil compaction to al-
low irrigation and any other possible rain-
fall to achieve the best possible effects.”

When relevant, points like these should
always be included in marketing materials,
Mclntire adds.

Mcintire says that marketing is the most
challenging aspect of adding an aeration ser-
vice, but not without offering some advice:
“The best way to market aeration is through a
coordinated program of brochures and
leave-behind information during regular
visits, notes left for customers by their terri-
tory service representatives explaining the
benefits and need for the service and market-

ing calls by territory service representatives,

office staff or marketing team members.”

Many aerator manufacturers provide bro-
chures on aeration benefits that contractors
can use to develop marketing materials,
Mclntire adds.

Noting all the considerations above,
McIntire says that LCOs can generally ex-
pect aeration service gross profit margins to

“YOu BASICALLY NEED THREE THINGS —
A MARKETING PLAN TO DEVELOP THE
CUSTOMER BASE, THE PERSONNEL T0 DO
THE WORK AND THE EQUIPMENT
NECESSARY TO DO THE J0B.”

— CHuck McInmire

approach 65 to 75 percent, depending on
specific pricing of services and labor costs.
“Regular services typically have gross mar-
gins of 45 to 55 percent,” he adds. “At Scotts,
we have profit margins of 65 to 75 percent for
aeration.”

Mclntire also points out that as a service,
aeration is securely attached to the growth of
the entire business. “It's an equal percentage
of the overall growth and that can vary from
market to market from as little as 5 percent to as
much as 50 percent or more,” he explains.
“The equipment, labor and scheduling chal-
lenges need to be forecast and met to maxi-
mize revenues. This means having a clear
plan put together with a timetable for the
services, number of people, vehicles and ma-
chines necessary, and any other special needs
the season requires.”

Aeration is an important part of Scott’s
profitability and growth, McIntire says, add-
ing, “You could always live without it, but it
could mean the loss of a highly profitable
service line that, depending on the mar-
ket, may contribute 3 to 7 percent of a
company’s gross revenues.”

The author is assistant editor of Lawn &
Landscape magazine and can be reached at
wnepper@lawnandlandscape.com. Chuck
MclIntire can be reached at 770/840-0114 or
chuck.mcintire@scotts.com.

Dirt plugs (left) like these usually dry
up after two or three mowings and
blend back into the soil. Photo: Classen
Manufacturing
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Keep an eye out
for these nine
pests that were
particularly active
in 2003 and could
wreak havoc on
trees and

ornamentals in

2004 as well.

Photo: David Cappaert, Michigan State U

by Lauren Spiers

Bugs are everywhere, right? Zillions of them crawling around in the soil, skeletonizing leaves

and chewing through trees’ tasty bark.

Well, maybe not zillions. In fact, the true amount of damaging pests numbers only several
hundred according to Ohio State University Commercial Horticultural Agent Joe Boggs. “Of
the nearly 90,000 described species of insects in North America, only 6,700 are considered pests
and, of those, only 700 species cause frequent or occasional serious damage,” Boggs says. “The
remaining 6,000 rarely cause significant damage. Knowing all this, dealing with pests is really
a matter of perspective.”

Buteven with perspective, Boggs notes nine specific pests, their habits and control methods

that are worth contractors’ keeping their eyes on this year

1. EMERALD ASH BORER. Found in southeastern Michigan in July 2002 by a plant
pathologist, Boggs notes that the Emerald Ash Borer (EAB) is native to Mongolia, northern
China, North and South Korea and Japan and was probably transported to the United States
in infested wood packing material. Currently, 13 counties in southeastern Michigan are under
quarantine for the pest, which is also present in northeastern Ohio. Recently, the North
American infestation also was spread to Maryland and Virginia as a result of quarantine violations.

“All North American ash species are at risk from '-inch caliper to full-size trees,” Boggs
says. “Though most native borers choose weakened trees, the Emerald Ash Borer is not
selective.” The EAB does, however, have a similar life history to its native cousins the bronze

birch borer and two-lined chestnut borer. EAB larvae are creamy white to greenish-white
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The emerald ash
borer (below) is
becoming a
threat to
millions of ash
trees nation-
wide. Observing
state laws and
fquarantine
efforts is
necessary for

eradication.
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(continued from page 86)

leglessand have triangular-shaped body seg-
ments. The larvae overwinter through matu-
rity and develop from mid to late summer,
Adults emerge through distinct D-shaped
holes from late May through early August.

managed with a firebreak. Specifically, more
than 12 million ash trees in the Detroit area
have been taken by the insect. A $43-million
plan, including the removal of trees within a
half-mile radius of infected species, now is

“Or e Nearty 90,000 pescriBep SPECIES OF INSECTS IN NoRTH AMERIC,
ONLY 6,700 ARE CONSIDERED PESTS AND, OF THOSE, ONLY 700 SPECIES CAUSE
FREQUENT OR OCCASIONAL SERIOUS DAMAGE. THE REMAINING 6,000 RARELY CAUSE
SIGNIFICANT DAMAGE. KNOWING ALL THIS, DEALING WITH PESTS IS REALLY A

MATTER OF PERSPECTIVE.” — JoF Boc6s

As larvae, EABs feed on the host tree's ph-
loem, disrupting its water transport system.
A given ash tree can die three to four years
after initial infestation though mortality can
occur as early as the first year.

Right now, the Detroit area is the hot spot
for EAB, and the infestation there will be

underway to prevent the borer from spread-
ing further.

Adult emerald ash borers have bright
green, slender, elongated bodies measuring
7% to 13% millimeters in length. The females
are darker than the males. The adult insect’s
coloring is brassy and golden green overall

with darker, metallic emerald green wing
covers called elytra. The top of the pest's
abdomen is a metallic coppery red color.
Emerald ash borer larvae can reach a
length of 26 to 33 millimeters. The young
insects are cream-colored and dorso-ventrally
flattened. Their brown heads mostly are re-
tracted to the prothorax, and only the mouth-
parts can be seen from the outside.
Although research on the ash borer’s life
cycleisstill underway, the pest appears to have
a one-year lifespan in southern Michigan but
could last two years in colder regions.
Symptoms of the tree-killing pest can be
tough to spy - at least until canopy dieback
occurs. Such dieback appears when a tree is
girdled by the serpentine tunnels excavated
by emerald ash borer larvae. The result: many
infected ash trees appear to lose about 30 to
50 percent of their canopy coverage in one
year, and most die completely within the first
three years following infestation.
Less obvious signs of emerald ash borer
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infestation include D-shaped exit holes on a
tree’s branches and trunk. Also, callus tissue
produced by the tree in response to larval
feeding often results in vertical splits 5 to 10
centimeters in length on the bark above the
gallery.

Emerald ash borers are ruthless when it
comes to ash trees - regardless of size and
vitality. The pest has killed trees of various
sizes and conditions in Michigan. In their
larval stage, the insects have infested and
taken down trees ranging from 5 centimeters
in diameter to sawtimber-sized trees mea-
suring more than a few feet in diameter.

While treatments of imidacloprid can
eliminate early instar larvae, according to
Boggs, if infestations are not identified early
on, many states are implementing regula-
tions that call for the elimination of all ash
trees within % mile of any infested trees.

“The main confusion with that point is
that contractors are wondering if they should
continue preventively treating ash trees,”

“In Ohio, and depending on
regulations in other states, you can continue

Boggs notes.

to treat a tree for a client but if another ash
tree % mile up the road is found to be in-
fested, that customer is going to lose their
tree regardless.”

For contractors in this situation, Boggs rec-
ommends providing clients with a written ex-
planation of local regulations so everyone in-
volved is aware of efforts to head off further
damage. As it stands, the EAB has claimed 6
million ash trees so far and, according to the
Michigan Department of Agriculture, the
pest could cause $50 to $60 billion in damage
nationwide. Without strong eradication ef-
forts, the financial impact from this pest
could be devastating.

2. BAGWORM. "The bagworm can lull
us into a false sense of security if we're only
monitoring evergreens,” Boggs says. “Most
people think of bagworm on arborvitae or
junipers, but it can actually feed on 120

Bagworm

different plant species. Several years ago in
Cincinnati we had an outbreak of bagworm
on box elder and honey locust.”

Bagworm, which can have two to three
generations a year, are often difficult to detect
early because they work pieces of the host
plant into their bags of silk, Boggs says: This
can camouflage the pest to plant health care
technicians as the bags get larger. Still, catch-
ing bagworm early is the best control method.
“If you find the bags are % to % inch in size,
these can be controlled with Bt (Bacillus
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thuringiensis) and this is important because Bt
is a naturally occurring bacteria that has less of
animpact on the parasitoids that can naturally
control bagworms and other caterpillars,”
Boggssaid, adding that some of the bagworm's
natural predators include yellow jackets, bald-
faced hornets and paper wasps. “We empha-
size combining the use of insecticides with
natural control methods for best results.”

Boggs say that timing Bt treatments for
when bagworms are still small is key be-
cause larger insects are more difficult to kill
with insecticides, and bagworms in particu-
lar have another trick up their sleeves. “If a
bagwormisapproaching the lastinstar stage,
they're just about ready to pupate,” he says.
“A caterpillar that is exposed to insecticides
at this stage will stop feeding and pupate
early so the technician’s solution won’t work
at all. Additionally, the multiple genera-
tions of bagworm make it necessary for con-
tractors to keep an eye on infested plants
even after administering treatments.”

3.EASTERN TENT CATERPILLAR. This
pest makes its nest or tent in the forks of
branches, but does not enclose leaves in the
tent as the fall webworm does. However,
Boggs says that all tent caterpillars, includ-
ing eastern tent caterpillar and fall web-
worm, have a bevy of natural enemies,
“We've learned by watching eastern tent
caterpillar that infestations can be worse
some years than others,” he notes. “Some of
that can be environmental, meaning that
there can be disease-causing organisms in
the environment and the caterpillars die
from the disease. If the disease is caused by
a fungal pathogen, that may be more appar-
ent during a wet spring than a dry spring
and the size of the population will reflect
that. Also, sucking pests like assassin bugs
naturally feed on eastern tent caterpillar.”
Aswith other pests mentioned here, east-
ern tent caterpillar must be monitored and
attacked when nests are still loose. While
they prefer to nest in wild cherry trees, most

Eastern tent caterpillar

other ornamental fruiting trees, as well as
shade trees like oaks, maples and haw-
thorns also are at risk. Because the pests
tend to group together, one or two colonies
can completely defoliate small trees, and
major outbreaks in large trees will do the
same. Additionally, damage can be com-
pounded by eastern tent caterpillars” mul-
tiple generations.

“These pests have two or three genera-
tions a year, and the female keeps laying

{contimued on page 92)
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eggs in the same areas, so the nests become
very dense,” Boggs says.

Shiny, gray, foam-looking egg masses
about 1 inch long are wrapped around small
twigs and contain as many as 150 to 300
eggs. These will hatch in early spring and
the tiny black caterpillars soon move to a
nearby fork in the branches. For four to six
weeks as they mature, the larvae find leaves
on which to feed, but return to the nest
afterwards, leaving silk trails along their
paths. Mature larvae usually find a new tree
in which to spin cocoons. Adults, about 1
inch long and reddish-brown with two white
stripes, emerge two to four weeks later and
the mating and egg-laying cycle begins again.
“Because the nests and egg masses are easy to
spot, removing eastern tent caterpillar from
trees is relatively easy,” Boggs says. “You can
clip the egg masses off and dispose of those
when you see them in the fall. Otherwise, in
the spring, you can remove tents from the
trees using a broom and either crushing the

caterpillars or dropping them into some
warm, soapy water. Bt is also effective.”

4. LARCH CASEBEARER. "Thisisone of
the more quirky pests we've seen, but one
that is almost always in the background,”
Boggs says. “It's difficult to identify because
it’s so small and they actually hide them-
selves within the larch needles.”

The larch casebearer mines out larch
needles and insert its body into the hollow
needle, Boggs explains. However, the pests
cannot consume whole needles early onand
willinstead nibble on the edges. “This causes
the needle to look washed out,” Boggs says.
“As the needles die, you can stand back and
see that the tree looks like it’s becoming a
silvery color. With large populations you
can see complete defoliation.”

The larch casebearer does its needle min-
ing for three to four weeks in early spring as
the needles begin to grow. From there, the
larvae will pupate into adult moths that are

Larch casebearer

active from late May to early August. New
eggs are laid on the needles, and young larvae
will mine needles again from mid to late sum-
mer before overwintering. To control the pest,
Boggs recommends using any insecticide la-
beled for larch, and that Bt also should be
effective because the pest is a caterpillar.

While most reports of the larch casebearer
come from Michigan and its Upper Penin-
sula, larch trees in Ohio and New York also
are susceptible.
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5. DUSKY BIRCH SAWFLY. While they

look very similar to caterpillars, sawflies are

/i T
U4 Pest

“What you’ll notice is that the leaves will
gradually become skeletonized because early

different in their habits and in how they f instar larvae will not eat the veins of the
must be controlled. “Caterpillars grow up to Z leaves,” he notes. “They eat the edge of the
be moths and butterflies, but sawflies grow E leaves or eat windows in the leaves.”
uptobe wasp-like insects,” Boggs says. “One 3 In addition to being difficult to see when
common problem thatI've seenis that people £ they’re small, the dusky birch sawfly also
will call me up and say they've been using Bt 7 changes color as it matures and further blends
and it's not killing these caterpillars. Of £ into leaves as its colors changes. Early on, the
course, it won’t kill them because there’s no Dsky birck's = sawfly is gray-green in color and later instar
: usky birch sawfly

Bt variant that will kill sawflies - that's why ' larvae can turn a yellow-green. “As they ma-
the distinction is so important. We want to ture, the dusky birch sawfly starts to consume
advocate the proper control methods and adult. Caterpillars have five or fewer pairs  entire leaves and they feed in groups,” Boggs
not risk overuse of pesticides.” of prolegs while sawflies have six or more notes. “You'll start seeing whole leaves disap-

Distinguishing between a sawfly and a pairs. Some sawflies can look remarkably pearing and this will really become apparent
caterpillar is simply a matter of counting the like caterpillars, but looking for these distin- when the second generation begins to feed.”
number of leg pairs on the caterpillar, Boggs guishing features is how to tell them apart.” The dusky birch sawfly’s primary host is
explains. “If you start at the caterpillar’s Additionally, Boggs jokes that sawflies are gray birch, but sometimes black, red, paper
head, there are three pairs of legs that are  self-identifiers, as they roll intoan “S” shape  and yellow birch are also attacked. A
separated from the rest,” he says. “Those are when they are disturbed. pyrithroid insecticide can control the pest or
the thoracic legs and will become the legs on Dusky birch sawfly has two generations small populations can be removed by hand
the adult. The rest of the legs on the pest - the per year and can start out very small to the and destroyed. The larvae remain active to
prolegs — are fleshy and will be lost on the degree that they’re hard to see, Boggs says. mid-Sepember.
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6. WHITE PINE WEEVIL. Though found
most often in the eastern United States, the
white pine weevil is also found in the northern
Rocky Mountainsand on the West Coast where
it is called the Sitka spruce weevil. Addition-
ally, Boggs mentions that this insect is show-
ing up in places where it had not previously

been a problem. Broadly, ithas made its way to
northeastern and central Ohio, and Boggs notes
that the white pine weevil also is becoming a
factor in landscapes as opposed to only forest
or Christmas trees where it is most common.

“The real challenge with white pine weevil
is that it overwinters as an adult female that's
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White pine weevil
ready to lay eggs,” Boggs notes. “In early
April, when it warms up enough for her to
start moving, the female weevil will move up
the main leader of the tree or somewhere
around the first whorl of branches. When she
feeds, she chews distinct, round holes into the
tree and then eats the phloem tissue just be-
neath the bark. Occasionally, she’ll tumaround
and lay an egg in that hole.”

Though the female weevil’s damage does
not do too much harm to the tree, Boggs
explains that as the eggs hatch in the sum-
mer the larvae will start feeding on the tissue
just beneath the bark. Leaders with expand-
ing buds will droop and will ultimately kill
the top ot the tree.

“If a contractor sees the top of the tree is
starting to wilt or go off-color but has perfectly
healthy foliage everywhere else, he or she
should check the bark at the top,” Boggs sug-
gests. “They may find grub-like larvae there
and if they cut below where the larvae are
found, they can eliminate the problem. If you
prune the top of the tree, you can actually tieup
aside lateral and train it to become a new top.”

Boggs adds that the part of the tree that is
removed must be completely destroyed be-
cause the larvae can continue to mature in
those branches. Otherwise, the pest does re-
spond to insecticide applications made early
in the spring or imidacloprid soil drenches
made the previous fall. “The soil drenches
are good, but should really enly be practiced
by contractors who see the white pine weevil
frequently,” Boggs notes. “In places where
the problem is rare, the excess pesticides are

not really worth their time or effort.”

7.BOXWOOD LEAFMINER. | cafminers
get their names because the immature lar-
vae feed and overwinter between the upper

and lower surfaces of the host plants’ leaves.
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tree's health can be weakened by a variety of factors,
not the least of which is insect infestation, To prevent
bug-bom tree damage and possible death, landscape contrac
tors must learn to recognize the warning signs associated with
pesky invaders, says Dennis Souto, entomologist, United States
Department of Agriculture Forest Service, Durham, N.H
More specifically, green industry professionals should be
aware of a threatening twosome of species that have been in
fecting the United States, and though not on the top nine list
this year, are still threats to native trees. While a variety of pests
can wreak lasting havoc on the country’'s tree population, Souto
insists that these insects pose particularly painful possibilities
The tree-killing duo includes the hemlock woolly adelgid and
the Asian longhomed beetle (ALB). While these pests originated on
Asian soil. they have found their niches in the United States. Souto
recommends contractors take note of the symptoms of these insect
attacks on trees to become able to recognize infestation

HEMLOCK WOOLLY
ADELGID. This insect
has been a U.S. resident
since 1924. Believed to he
an Asian native, the hem
lock woolly adelgid (Adelges
(sugae) poses a significant
threat to eastern hemlock

and Carolina hemlock trees. In the country’s eastem-most region,
the pest is thriving in the Smoky Mountains, spreading north to the
Hudson River Valley and into southemn New England

Cottony, white sacs at the base of hemlock needles are strong
evidence of a hemlock woolly adelgid infestation. The sacs look
similar to the tips of household cotton swabs, and they are visible
year round, appearing most prominently during the early spring

Sucking sap from a hemlock's young twigs, the Asian insect
warps and halts tree growth, This can cause needle discolora
tion - from deep green to grayish green - and, eventually, pre
mature dropping. And the loss of budding needles and shoots
results in serious trouble for the tree's overall health. In short,
defoliation ~ or the premature demise of leaves - and death can
occur within several years

Dispersion of these sap-sucking creatures often occurs via
birds, wind and mammals

ASIAN LONG-HORNED BEETLE. The Asian longhomed

beetle (Anaplophora glabnpennis) has been attacking trees in the

Tree-Killing Duo
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United States since 1996
The immigrant insect tun-
nels through trees in its
larval stage, girdling stems
and branches along the
way. Repeated attacks can
cause canopy dieback in

the upper crown and, fi

nally, death of the entire tree. Scientists speculate that the
Asian longhomed beetle probably stowed away to the United
States inside solid wood packing material shipped from China
The exotic beetle has been discovered at ports and ware
houses throughout the country

When feeding in the United States, the beetle prefers maple
species including boxelder, Norway, red, silver and sugar
maples. Other known hosts are alders, birches, elms
horsechestnut, poplars and willows

Currently, the only successful methods of eliminating the
Asian longhomed beetle is through USDA-approved methods
or to remove infested trees and destroy them via chipping or
buming. And to prevent further spread of the insect, quaran
tines are established to prevent transporting infested trees and
branches from the infected area. Early detection of the infesta
tions and rapid treatment response are crucial to successful
eradication as well

The Asian longhomed beéetle produces one generation each
year, with adult insects typically present from March to Octo
ber. Adults usually stay on the trees they emerge from or dis
perse only short distances to a new host to feed and repro
duce. Each female can lay up to 160 eggs, which hatch in
10 to 15 days. The larvae tunnel under bark and into the wood
where they eventually pupate. Adults emerge from their pupa
tion sites through boring round exit holes in the wood

ERADICATION. Once industry professionals recognize
signs and symptoms of these deadly pests, they can take ac
tion to prevent further dispersion of the threatening insects,
Souto explains. Contractors should contact local university re
searchers or pesticide suppliers for treatment options based on
the specific tree species and insect infestation. Since both
pests pose significant threats to the nation’s tree population,
contractors also should report potential infestations to the
United States Department of Agriculture Forest Service by call-
ing 202/206-8333, especially in the case of ALB infestation
since the USDA prefers to manage them. — Ali Anderson

Photos: Hemlock woully adelgid (left | Dennis Souto, USDA
Forest Service; Astan longhorned beetle (right 4 Dean Morewood,
Pemnsylvanta State University
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LN DEPTH TOOK: Xeriscaping |

As drought-ridden and water-conscious
states and counties nationwide imple-
ment water restrictions on their citi-
zens, more families are working
to conserve water in their homes.
While parents load more effi-
cient washing machines and
dishwashers, children help by
turning off the water in the bath-
room sink while they brush their
teeth. Moreover, moms are taking .
shorter showers and handy dads

are installing low-flush toilets.

Meanwhile, whatare landscape
contractors doing? :

While water use is important
inside the home, over 50 percent
of residential water use goes to
landscape irrigation, according to
the organization Xeriscape Colo-
rado. It is this water use on which
legislation has the greatest impact in
terms of landscape watering bans or ev-
ery-other-day water allowances.

Thankfully, landscape clients in these
situations don’t have to let their dreams of
lush outdoor escapes dry up along with
local reservoirs. All over the country,
xeriscaping is becoming a more popular op-
tion for clients who want to maintain their
eye-catching landscapes while lowering their
water use — and their water bills.

WATERLESS WONDER. From the Latin
term “xeric,” meaning “dry,” xeriscaping
focuses onimplementing low-water-use and

"
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by Lauren Spiers

With xeriscaping, clients don’t have

to surround themselves with cacti

to have landscapes that will thrive

in low-water conditions.

ST

native plants that will tolerate drought

conditions or limited-water situations. At
the same time, environmentally conscious
consumers see xeriscaping as an efficient
landscape watering solution even in areas
like the Midwest and northeastern United
States where water use is less restricted.
“The basic theory behind xeriscaping is
creative landscaping through water conser-
vation and water conservation through cre-
ative landscaping — it works both ways,”
comments John White, Dona Ana County
extension agent, New Mexico State Univer-
sity, Las Cruces, N.M. “You're trving tomake

www.lawnandlandscape.com

g iy

|

Xeric landscapes minimize
turf area by replacing it with
low-water-use plant beds and
hardscaping elements like
decks and patios that
require no water at all.
Photo: Clemson University
Cooperative Extension

a water-efficient landscape, but
also one that has color and serves
a function just like a traditional
< landscape would.”

For many landscape clients,
the ability to keep a green,
“healthy landscape despite sev-

eral seasons with little rainfall

OO O DO D 0

.
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comes as a pleasant surprise. “I
think there is a misunderstand-
ing about xeriscapes,” says Annie
Huston, owner, Columbine De-
sign, Englewood, Colo. “A lot of

v v v
*

G

people call us and ask for
‘zeroscapes,” which is, unfortu-
nately, what they have in mind.
They’ve given up on having a green

landscape because of the drought situa-
tion, but we take that as an opportunity to
show them that a xeriscape really can be as
lush as a traditional landscape.”

Gordon Larson, president, Larson Land-
scape & Maintenance, Tarzana, Calif.,, agrees,
noting that xeriscaping has become more
popular in the 12 years that he’s been work-
ing with this type of design. “We started
doing xeriscaping in 1992 because at that
time we had a real drought situation,” he
explains. “That really changed people’s way
of thinking about their landscapes. Now, a
(continued on page 98)

LAwN & LANDSCAPE



IRRIGATION ZONE

Contractor Finds
Rain Bird® Landscape
Drip Products Have
Unmatched Support

By Nathan Odgaard

Confidence. It's what
keeps David Coleman
coming back to
Rain Bird* time and time
again. Having worked
in the irrigation industry
25 vyears, Coleman
2 knows he can turn to
¢~ Rain Bird for all of his
landscape drip irrigation
needs, whether it be for steadfast support or
job-specific, cutting-edge products.

Coleman is president of DFW Sprinkler Systems
in Dallas, TX. His customers, both
commercial and residential, rely on him for
exceptional service and installation of the best
landscape drip irrigation system components.
That's why Coleman relies on Rain Bird.

Rain Bird is at the forefront of product
development. Rain Bird's product development
is shaped by those whose input matters most -

contractors.  This helps eliminate costly
callbacks and allows them to get it right the first
time. “Rain Bird's product development sets
them apart from the competition,” says
Coleman. “They concept and test all new
products, then they get feedback based on
real-world field tests. With Rain Bird Landscape
Drip products, contractors can be assured that
they are installing a great product that will
reward them monetarily, professionally and
help them maintain a solid reputation. Plus, as
a Rain Bird Rewards member, | earn Rain Bird
Points for all landscape drip purchases.”

Rain Bird addresses a contractor’s needs -
per project. Rain Bird offers immediate and
long-term solutions to daily problems that
contractors face. “Through a distributor or
hotline, you can talk about a specific problem
you are having and Rain Bird will respond
directly via a product technician and assist
you,” says Coleman.

“Iappreciate Rain Bird's responsiveness and the
value it places on our feedback, Rain Bird
addresses my needs by answering my questions
and by offering the most complete product line
in the industry.”

Rain Bird allows contractors to do the same job
with fewer parts. Rain Bird Landscape Drip
products are easier and quicker to install because
there are fewer components. Fewer parts reduce
the likelihood for problems and callbacks. For
example, the Rain Bird Easy Fit Compression
Fittings system design - three fittings, five adapters
and a flush cap - accepts multiple sizes of outside
diameter tubing, from 630" to .710" (16 mm to
18 mm), simplifying and expediting installation.
Says Coleman: “This system works great for
existing applications that need revamping. It also
helps save time with maintenance, which helps
greatly expand business opportunities.”

Coleman depends on the Rain Bird name like so
many other turf professionals. In addition to

Install Confidence: Install Rain Bird.

¥\

the Landscape Drip division, Rain Bird offers
leading irrigation solutions across the
turf industry.

Throughout the world, around the neighborhood, the Rain Bird® name
inspires confidence through the design and manufacture of innovative,
water-conserving drip irrigation products that are easy to install and
reliably perform year after year. With the most landscape drip solutions
in the industry, it’s not surprising that more contractors every day ask
for Rain Bird by name. For details about all the landscape drip irrigation
products Rain Bird has available, see your authorized distributor,

or visit www.rainbird.com,
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A
o effectively design, install and sign for the growth of the landscape.” - Use of Mulches: "Mulches help in water
maintain xeriscapes, landscape « Soll preparation: “Preparing the soil conservation by limiting evaporation from the

contractors can follow seven simpie gar means providing an adequate planting soll surface and keeping moisture in the

dening principles that they already use bed for plant materials." he explains ground for a longer period of time,” he says
on a regular basis. John White, Dona “Some material is really suited for a desert It also helps in weed control, which ke
Ana County extension agent, New climate rather than a humid, wet climate maintenance down, You have to be careful
Mexico State University Cooperative Ex This also involves matching the plant ma with the material you choose, though. Out
tension, Las Cruces, N.M., offered the tenal to the soil. Adding some organic West, some people like to use white gravel
following explanations of the principles matter to sandy soil can be helpful and but that has tremendous glare and the re-

« Proper design: "On any landscape adding organic matter to clay soil can flected light can bleach out a plant, You need
installation or renovation. you want to open it up a bit more of a neutral color like a pink or tan.”
look at a complete design,” White says « Efficient Imigation: “This doesn't have = Appropriate Turf Area: "Limiting the
“We always encourage people to include  to be drip immgation, necessarily,” White amount of turf to the area you need for a func
utilities, bad views and topography notes. “It's just the idea of using a control tional use is much better for xeriscapes,’
changes, and to draw the design to ler to make sure that water is put down at White notes, “In many areas, fewer front yards
scale, including the size of the plants the proper rate. Designing a s | are going in altogether. The idea of a 'yard
when they are mature. You can't buy a and running 1t at the times that are most ef changing a lot and there are nice-looking
tree in a 5-gallon pot and expect it to ficlent for water conservation - early morn landscapes coming in that aren't water hogs.’
stay that size - you have to plan the de ing and when the winds are down - helps » Adapted Plant Material: "Generally, you

limit the amount of water lost to want to find plants that will thrive with low

L“Ckv Se \/- el I evaporation and dnft.” water requirements,” White comments. “"There

by offering the COMPLETE line of
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is a lot of work that's been done with
nurseries and breeders so there is a wider
varniety of plant matenal available. There's
no more excuse that people can't install
Xeriscapes because there aren't enough
plants to choose from. There’s a lot of po
tential now and the plants you choose
should be grouped according to water use
in hydrozones."

« Appropriate Maintenance: “If you're
using the right plant materials in the right
places, you'll reduce your maintenance
substantially,” White says. “This involves
spacing the plants properly so they don't
overgrow an area and choosing plants that
already have some pest or disease resis
tance so they'll require less attention. If
you need a plant that's 4 feet, don't buy
something that's going to grow 10 or 12
feet because you'll just have to keep prun-
ing it." - Lauren Spiers

lot of times people will call us up and say, ‘1
really don’t need this lawn, what else can we
do?’ and that's when I speak up.”

But the dry western United States isn’t
the only region where xeriscaping is becom-
ing more popular. “Any area of the country
can benefit from xeriscaping,” notes John
Harris, president, Earth Advisors, Holly-
wood, Calif. “They market it in the north-
east, New England and the Mid-Atlantic with
synonyms for xeriscaping like ‘water-wise’
landscaping or “low maintenance’ landscap-
ing. The term we like to use is ‘sustainable
landscapes’ because we're not only inter-
ested in water conservation, but with actu-
ally choosing plant material that's more
closely aligned with the environmental and
soil conditions of a certain area.”

Harris explains that taking this approach
allows contractors to improve plant health
without excessive pest control or fertiliza-
tion. This reduces the amount of money clients
must spend on maintaining landscapes and
also saves time by reducing the amount of
attention individual plants need.

DRY INGREDIENTS. Because xeriscaping
employs a different landscape design mindset,
it may seem that specialized contractor educa-
tion would be necessary. However, landscape
professionals note that by simply adhering to

LAwWN & LANDSCAPE

the seven principles of landscaping, any de-
sign can use water effectively.

“Xeriscaping is about using the seven
principles — basic gardening concepts - to
use waterefficiently,” White says. “Water used
to be cheap, so several years ago people didn’t
really see a need to change what they were
doing. Now it’s justa matter of looking at these

) < Xeriscaping

principles again and taking advantage of the
new plant varieties and irrigation advances.”

The seven principles of landscaping in-
clude proper design, soil preparation, efficient
irrigation, use of mulches, reduced turf area,
using adapted plant materials and performing
appropriate maintenance. “The main most

(continued on page 102)

Make the.connection.

In fact, ng@ke over 160 of them

8

| l ' | z.‘
Install Confidence: Install Rain Bird'
Easy Fit Fittings and Adapters.

Performance Advantages

B Save time and effort-50% less force is required
to connect tubing and fittings.

B Reduce inventory-Easy Fit Compression Fittings
are compatible with any manufacturer’s outside
diameter tubing size from 630" to .710" (16mm
to 18mm).

B Increase flexibility—just a few fittings and adapters
are needed to make over 160 connections, which
accommodate countless installation situations.

See your authorized Rain Bird* distributor today

or visit www.rainbird.com for complete details.
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important elements are planning and de-
sign, which is why a lot of customers need
professionals to handle xeriscaping,” Huston
\.])'\',

Proper design includes everything from
analyzing the terrain and identifying a
property’s sun and shade areas to choosing
the appropriate number of plants for a par-

ticular area. “Choosing plants that
will be compatible as they grow and
mature is very important, as is spac-
ing them properly to allow them to
grow,” Harris comments. “This can
be a real problem, for instance, in
areas where you have to plant shrubs 24

inches on center for a hedge row. In two or

Heavy Duty

For Extreme Power and Dual Angling Cylinders

7 I1. Power Box Rake

www.glenmac.com

8 I1. Power Box Rake
(800)437-9779
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Low-water-use plants don’t have to look bland,
and cacti are hardly necessary. Flowering plants
and interesting foliage allow xeriscapes to look

as lush as traditional landscapes. Photo: Larson

Landscape & Maintenance

three years, those shrubs may grow 3 feet
wide each, so you really only need to plant
them 36 inches on center. Planting them fur-
ther apart will save water and also help the
shrubs be healthier and have fewer mainte-
nance needs as they mature.”

The design step also calls for contractors
to arrange landscape plantings into
hydrozones-groups of different plant mate-
rials with similar water requirements, From
there, individual hydrozones can be watered
with a single line of irrigation. For instance,
all turf areas would be on an irrigation line
separate from those covering shrub or pe-
rennial irrigation,

“One of the strongest ideas behind
xeriscaping is to plant materials regionally
on a property so all the plants in that irriga-
tion zone have similar water, nutrient and
even sun requirements, which will reduce
the overall irrigation needs,” Harris notes.
“The best institution of xeriscape is where,
after establishment, the plant material thrives
on the natural rainfall level.”

Contractors also need to consider how
much turf area is necessary when designing
axeriscape. “Xeriscaping does not mean you
have to get rid of all your turf, but the amount
of lawn you leave needs to be sensible,”
Huston comments. “A lot of areas of the
country are used to great, expansive lawns,
but to reduce water use and maintenance,
you really should just have the amount of
lawn your client needs to be happy.”

But reducing the amount of turf area
doesn’t necessarily mean filling in the extra
space with more shrubs or planting beds.
Installing decks and patios are popular, use-
ful alternatives. “Any area thatis hardscaped
is going to be an area that doesn’t need
water,” Huston adds. “Knowing that, clients
really start getting into all the creative things
they can do. For instance, we may install a

LawN & LANDSCAPE
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patioand then do a container garden in that area, so the client can still
have lots of greenery around.” Additionally, Huston notes that clients
in her area are becoming more interested in outdoor kitchens and
fireplaces that keep the landscape inviting with no water require-
ments.

LIQUID ASSETS. Another important area in which contractors
have to hone their xeriscaping skills is choosing the correct plant
materials, though White notes that this process is becoming easier.
“There's a lot more plant material on the market now for contractors
to choose from, so even in a desert climate you can find something
more colorful,” he says. “A lot of people think of xeriscaping as
including dry plants that don’thave a lot of color, but a lot of breeders
have come up with some fairly low-
water-use plant material that still

“ONE OF THE STRONGEST

gives designers a lot of variety.”

IDEAS BEHIND XERISCAPING Moreover, xeriscapes aren’t re-
stricted to low-water-use plants.
IS TO PLANT MATERIALS “Low-, medium-and high-water-use
plants all can be used in xeriscapes,”
REGIONALLY ON A PROPERTY

comments Bob Polomski, commer-
cial horticulture extension agent,
Clemson University Cooperative
Extension, Clemson, 5.C. “You cer-
tainly can’t expect a moisture-loving

SO ALL THE PLANTS IN THAT
AREA AND IN THAT IRRIGA-

TION ZONE HAVE SIMILAR plant to grow in xeric conditions, but
many plants can be conditioned, to

WAT[R, NUTRIENT AND EVEN some degree, to tolerate lower-water
conditions.”

SUN REQUIREMENTS, WHICH To achieve this conditioning,
Polomski recommends proper prun-

WILL REDUCE THE OVERALL

ing, reducing the amount of nitrogen
—and, therefore, salt — that the plant
receives and ensuring that plants
have adequate potassium. “Having
hydrozones in place makes having
plants with all levels of water use
possible in xeriscaping,” he adds. “That way, instead of exclusively
growing southwestern plants like cactus, Yucca and ocotillo, we grow
any variety of plants that can be accommodated by the hydrozones in
the landscape.”

Some popular plants that professionals mentioned as being
xeriscape-friendly include Salvia and Leucophyllum in the West and
Harris also mentioned the use of Thryallis and coco plum as popular
for the southeastern United States and south Florida in particular.

Larson also uses lavender, Lavetera, butterfly bush and
groundcovers like thyme and chamomile in his designs. “A lot of
these are fragrant and that’s attractive to both people and wildlife,
which makes the landscape interesting,” he says. Because many
people aren’t familiar with some of these plants, Larson educates his
clients by showing them photos of other xeriscapes and taking them
to visit nurseries to see their options up close.

Huston agrees that these approaches to education are effective
sales tools for clients interested in xeriscaping. “We show our clients
pictures and we give them options,” she says. “A lot of people come

IRRIGATION NEEDS.”
— Joun Hareis
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from back east or from areas where water is not

necessarily an issue. Showing them pictures
helps them realize that instead of having a
dead lawn they can have a very interactive
landscape that is xeric at the same time.”
Additionally, the vast majority of
xeriscape clients are in the residential mar-
ket, which makes monetary savings in the

form of reduced water bills an excellent sell-
ing point. “You want to tell the typical home-
owner that by implementing sustainable
landscape and xeriscape principles, they’re
going to havealandscape that will last longer
and cost them less over time,” Harris says.
“As you reduce the amount of pest control,
fertilization, irrigation and physical plant
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Check our April Online Extras for a
list of low-water-use plants as well as a
list of native plant nurseries by state

replacement, it reduces how much you'll
have to spend to maintain the landscape.
Over a three- to 10-year period as the land-
scape establishes, you can get a tremendous
payback.”

White notes that the amount of money a
client will save on his or her water bill ulti-
mately depends on how much water they
were using in the first place. “I try to explain
to customers that if they’re only trying to
save $20 on their water bill because they
don’t use much water anyway, a $6,000 or
$8,000 landscape renovation may not be their
best investment,” he says. “When you're
selling, you have to be cautious about telling
people how much money they’ll save on
their bill because they may not be spending
that much to start with.”

On average, Xeriscape Colorado reports
that a well-designed xeriscape can increase
property values by 15 percent and decrease
water use by up to 60 percent. In some areas,
customers whose landscapes would benefit
from xeric renovations can get rebates on their
investments, as well. “More people are install-
ing xeriscapes voluntarily, but a lot of ordi-
nances and governments are mandating the
changes because of water restrictions,” White
says. “Some cities offer a good deal for rein-
stalling landscaping as xeriscapes. Some cities
will pay $1 per square foot up and others will
pay up to $2.50 per square foot up to a certain
total area. The deals have to be pre-approved,
but if you're relandscaping an acre, that can be
a nice incentive.”

Still, Harris comments that installing a
xeriscape shouldn’t need an incentive. “In
my opinion, every landscape should be a
xeriscape because that's what this industry
is about - selling the right plant for the right
place and not just installing plants because
they need to be sold or they look nice,” he
says. “Contractors don’t have to have spe-
cial licenses or join special associations in
order to be able to sell xeriscapes or sustain-
able landscapes, but they should educate
themselves on the principles of good land-
scaping and really learn the theories behind
xeriscaping before they sell it.”

The author 1s associate editor of Lawn & Land-
scape magazine and can be reached at
Ispiers@lawnandlandscape.com.
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by boug Fender

Water saving plant material may

not save water after all.

With parts of the nation beset by extreme
drought recently, some groups have made
recommendationsor enacted ordinances that
seek to conserve water in their communities.
To ensure that such efforts are effective, the
professionals who maintain landscapes must
implement water management practices
based on well-founded scientific facts.

One water-saving method these organiza-
tions have endorsed is the substitution of exist-
ing landscapes with alternative plants classi-
fied either as “native” or “low-water using.”

While such suggestions are always based
on good intentions, they also may be ill in-
formed, according to recent scientific studies.

Research projects by plant biologists at
Arizona State University (ASU), for instance,
report that in many cases the so-called native
landscapes they studied receive more water
than standard landscapes of turf and plants
commonly identified as “high-water using.”

According toonesuch study by Chris Martin,
ASU associate professor of landscape horticul-
ture, “native plants can survive long drought
periods by shedding leaves and storing water
like cacti, but they also aggressively harvest
rain when it becomes available.”

Martin’s research, which was funded by
the EPA, found that depending on people’s
water-use practices, native or desert plants,
such as acacia, brittlebush, creosote bush
and mesquite, could actually use two or
three times as much water as flooded alfalfa,
turfgrass or similar plant material.

Instead, the water-wasting culprits are
the people who use improperirrigation prac-
tices and have poor landscape designs. But

106

with well-informed water-use practices, con-
tractors can encourage clients to save water
without sacrificing aesthetic appeal.

According to WaterRight: Preserving Our
Water, Conserving Our Environment, an Interna-
tional Turf Producers Foundation publication,
contractors should use these maintenance tips
to help conserve water on clients’ properties:

¢ Increase water infiltration by
dethatching or aerating all lawn areas.

* Trim or prune trees and shrubs to allow
greater sunlight penetration through and
beneath the plant.

* Sharpen pruning shears and mower
blades as dull blades encourage water loss.

The plants used to conserve water - whether

they are native or turf -~ may not matter as much
as the irrigation practices used on the property.

¢ Perform irrigation system maintenance
to ensure maximum uniformity and opera-
tion efficiency.

¢ Upgrade in-ground irrigation systems
by adding soil-moisture meters, rain shutoff
devices or ET-based controllers.

* Irrigate plants infrequently and deeply
according to ET or soil-moisture requirements.

* Cycle irrigation applications to allow
penetration and avoid runoff.

The author is executive director of Turfgrass
Producers International and can be reached at

3=~

800/405-8873. For more information, visit
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by Kent Sovocool

A Nevada study
shows xeriscaping
as an effective
means of boosting
water conservation
on residential
properties.

Chart (below)
represents mean cost
to irrigate each
landscape type.
Dollar figures are per
100 square feet.
Source: SNWA

COST OF XERI-

SCAPE VS. TURF
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In the Mojave Desert of the South-
western United States, typically

60 to 90 percent of potable water
drawn by single-family residences
is used for outdoor irrigation.
Thus, in this region, conservation
measures focus on reducing out-
door water consumption, one way
of which is to use xeriscaping in
place of traditional turf. Four years
of research into the cost and water
savings generated by this type of

conversion shows some promise.

THE STUDY. The Southern Ne-
vada Water Authority (SNWA)
wants to achieve 25 percent water
conservation by the year 2010 since
southern Nevada receives only
about 4 inches of precipitation an-
nually but the local ET turfgrass
water requirement is 90 inches.
Landscape conversions are a pos-
sible way to help reach this goal.

The watersavings poten-
tial of xeriscaping led the
SNWA and the U.S. Bureau
of Reclamation - Lower
Colorado Regional Author-
ity to study a residential
landscape conversion pro-
gram, starting in 1995.

The Xeriscape Conver-
sion Study drew from par-
ticipants who dwell in
single-family residences
within four differentsouth-

ern Nevada water jurisdictions.
Three groups make up the study -
the Xeriscape (XS) group, the Turf
(TS) group and a non-contacted
comparison group.

The XS group is made up of
residents who converted at least
500 square feet of traditional
turfgrass to xeriscape. In this re-
gion, xericlandscapeis principally
composed of a combination of
desert-adapted shrubs, trees, or-
namental grasses and mulch.
Homeowners were required to
plant sufficient vegetation so that
the new landscape would have a
minimum 50 percent canopy cover-
age. This avoided the creation of
unattractive “zero-scapes” com-
posed exclusively of rocks. The
average area converted was 2,160
square feet. A total of 499 proper-
ties were enrolled.

The TS group represents prop-
erties with traditional design where
anaverage of 2,462 square feet of the
landscaped area was turf. A total of
253 residences were recruited.

SNWA and partner agencies
monitored each site’s water con-
sumption at the main meter and by
a submeter, which monitored per
unit area irrigation consumption on
a portion of their landscape. Both
meters were read monthly. Allstudy
participants have in-ground irriga-
tion systems and controllers.

www.lawnandiandscape.com

THE RESULTS. Four yearsof data
have revealed a number of find-
ings. Converting a portion of tra-
ditional turf to xeriscape reduces
total water consumption for resi-
dences, The average reduction was
33 percent (8,800 gallons permonth
or 105,600 gallons annually) for
residences that converted an aver-
age of 2,160 square feet.

Properties with at least 60 per-
cent of their landscapeable area as
xeric zones realized, on average, a
one-third reduction in landscape
maintenance, both in hours (2.2 per
month) and direct dollars ($206 per
year)ascompared toresidences with
anequivalentrelativeamountof turf,

On a per unit area basis, annual
water consumption was lower for
xeriscape than traditional turf. On
average, water consumption for turf
areas (79.2 gallons per square foot
per year) s four to five times as high
as for xeriscape (17.3 gallons per
square foot per year).

The results of this study support
the conclusion that residential
xeriscape promotion is an efficient
means for obtaining water conser-
vation in areas where total house-
hold consumption is dominated by
outdoor irrigation.

The authors are Conservation Programs

Coordinator and Senior Conservation Pro-
grams Analyst, SNWA, Las Vegas, Nev.

LAwWN & LANDSCAPE
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by Will Nepper

Start-up services or annually scheduled

maintenance checks are a necessity for all

irrigation systems and an added source of

revenue for contractors.

Adjusting the height on pop-up sprinkler heads as a regular part of irrigation system start-up and

maintenance can help eliminate the chance of a stifled spray like the one pictured above.

Ym wouldn’t drive cross-country in a car
that's been sitting in a garage all winter
without checking the tires and oil, gassing
up and generally dusting the cobwebs off the
vehicle. The same care should be taken with
irrigation systems in the spring when, in
many regions, they are coming out of a sea-
sonal dormancy that could leave them with
clogged sprinkler heads or failing backflow
protection. Whether or nota system operates
in a region affected by winter shutdowns,
the sometimes-delicate nature of irrigation
components requires a little attention from
time to time. For this reason, the annual
check-up of irrigation systems has become a
standard service for many contractors.
Carl Dowse, irrigation division manager,
The Bruce Co. of Wisconsin, Middleton, Wis.,
knows the importance of irrigation check-
upsand offers maintenance and system start-
ups as an annual service that produces a
profit margin of approximately 12 percent.
“You definitely need to make sure the sys-
tems are operating at 100 percent before you
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get into the summer season when you need
them most,” he says. “Weoffer aspring start-
up where one of our service technicians goes
to a client’s home and starts up the system,
going over it carefully and checking to see if
anything is broken, damaged or needing
replacement.”

Though some larger commercial accounts
require an actual crew, a single service tech-
nician, equipped with a service van and
plenty of spare parts is generally all it takes
to run a start-up service or perform a regular
maintenance check-up on most residential
and reasonably sized commercial jobs.

Dowse says he’s lucky that most of his
technicians have been with The Bruce Co.
since 1995, so training a technician on the
basics is not the issue that it might otherwise
be. There is occasional in-house training,
but Dowse explains that it rarely covers the
nuts and bolts of service but rather com-
pany-specific expectations, such as correctly
filling out time cards and purchase orders.
“But I still try to keep them up-to-date on

www.lawnandlandscape.com

trends,” Dowse says. “About every other
year, most of my technicians attend some
sort of factory training,” he says, explaining
that many manufacturers and distributors
offer educational training seminars that help
fine-tune skills while reiterating the basic
fundamentals. Dowse’s employees train with
the Toro University irrigation program ev-
ery other year.

For The Bruce Co., spring start-ups entail
more thanjust flipping a switch to make sure
sprinklers are still operating. “Start-ups in-
clude us checking the backflow protection as
well as the water source,” Dowse says. “We
start the system and go through each zone to
adjust the heads as required. When we ad-
just heads, we adjust their height, the arc of
coverage and the radius of the water distri-
butionininstances where they may be throw-
ing water too far or too short a distance.”

Also included in The Bruce Co.’s spring
maintenance service is a check of system
controllers, which involves programming

(continued on page 112)
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the controller with a baseline setting, Dowse
explains. A baseline setting tells the control-
ler on what days and at what time to open
irrigation valves and how much water to
deliver to the property zone regulated by
that controller. The base line is decided upon
by considering the climate conditions for
that region in addition to water efficiency
and, in some cases, city drought watering
restrictions. “We tell the customer what days
of the week it’s going to water and the times
at which it will begin and end,” Dowse ex-
plains, “We also tell the customer that as the
weather changes they may need to adjust
the baseline.”

[he Bruce Co. has no set price for their
maintenance service. “We bill everything on
apay-as-you-gobasis,” Dowse explains. “We
request no payment up front and we don't
have a set price for spring start-ups because
you never know what you're going to be
getting into.” Instead, The Bruce Co. bills at

the hourly rate of $55 an hour for controllers

HE GOMPAGT POWER SOLUTION
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SMOOTHEST |

AUTO SHUTDOWN «
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STEEL

POWER - WEIGHT

LEVELING
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with 12 zones or less. “Once you go over 12
zones [and/or one controller] it would be
billed at $55 multiplied by 1%4,” Dowse adds.
“So on a property with two controllers with
12 stations, it would be billed at $110 per
hour, which is $55 an hour, per controller,”
he illustrates

Dowse adds that there is an additional 5
percent additional charge for out-of-town
jobs that can extend as far as 150 miles from
The Bruce Co. office. “For instance, we have
several jobs in lowa,” he says, “but we don't
charge them for that drive time.”

In addition to the 5-percent increase in
billing, The Bruce Co. alleviates some of the
sting of long drives with smart scheduling.

“We send a reminder card out to our
customers and ask them to phone in and
schedule an appointment with our appoint-
ment secretary,” Dowse explains. “They call
her, and she has a sheet for scheduling that is
divided up by locations. We group appoint-
ments that way to save on drive time.”

When a current customer calls in, their
file is opened from a database program that
contains all of their information, including
zip code. She can then go to a sheet that lists
all of the locations they serve and the days
technicians will be working in those loca-
tions. “When they call in, we match them
with their location and tell them which slots
we still have open for that day.”

Of course, busy times, like during spring
start-ups, can make it hard to adhere to the
system, in which case Dowse says the com-
pany is glad to make exceptions for the
customer’s availability. He explains: “When
this happens maybe I'll go out to the prop-
erty instead of one of our service techni-
cians, or we'll have to make an appointment
for during the weekend.”

The author is assistant editor for Lawn & Land-
scape magazine and can be reached at
wnepper@lawnandlandscape.com. Carl Dowse

can be reached at 608/836-7041
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by Lauren Spiers

-rhough they seem rough and dangerous,
commercial construction sites are actually
quite delicate, requiring precise coordina-
tion between steelworkers, masons, electri-
cians and dozens of other contractors in
order to erect safe and solid buildings.
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On a construction site’s surrounding
grounds, irrigation contractors have equally
important jobs in establishing the lines that
will sustain the new building’s landscape.
Indeed, before even beginning to work on a
site, irrigation contractors must go through

Because
commercial
sites often have
both wide-open
turf areas and
tight spots
with landscape
beds, discuss-
ing project
specifications
with the site'’s
general
contractors is
essential in
meeting all the
necessary
irrigation

needs.

www.lawnandlandscape.com

Treasure Coast Irrigation shares their approach

to bidding commercial irrigation projects.

ATIONS

their own detailed and elaborate processes
to develop accurate designs and proposals
for what the new installation will include.

“Creating a proposal for a large commer-
cial site without an existing irrigation plan is
time consuming,” says Roy Tveite, designer/
estimator, Treasure Coast Irrigation, Hobe
Sound, Fla. “There are a lot of factors to
consider that will change our final design or
bid.” Tveite goes through several steps when
developing a commercial irrigation installa-
tion proposal, but meeting with a project’s
general contractor and having a thorough
knowledge of Treasure Coast's operating
numbers helps him create solid, profitable
installation projects.

PROJECT SPECS. Because 97 percent of
Treasure Coast’s commercial projects are
new installations, Tveite has learned from
experience that meeting with general con-
tractors on a construction site will help him
identify the right specifications to use in his
proposal.

“If the project we're bidding on doesn’t
already have an irrigation design, normally
I would approach the general contractor or
the property owner and find out what kind
of system they would like,” Tveite says. “For
example, if it is multiple-family project that
has a lot of common area, does he wants each
house to have an individual irrigation con-
troller or does he want part of the property
on central control? There are broad ques-
tions like that and also more specific ques-
tions about what kind of spray heads they
want to use - do they prefer 12-inch pop-ups
in a shrub bed or a smaller size?”

Additionally, Tveite visits the construc-
tion site to get an idea of the size and grade

(continued on page 116)
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{contined from page 114)

of the project, as well as knowledge of the
type of water source and any reclaimed-
water issues that may require permits or
special materials. Ultimately, however, many
product decisions are dictated by the
project’s budget. “Quite often, property
managers will want to keep their costs down,
so there may be more sophisticated materi-
als that we would like to use, but there may
not be an allowance for it in the budget,”
Tveite says.

For example, because landscape irriga-
tion in south Florida frequently comes from
reclaimed water, Tveite often shares with
general contractors the idea of using valves
with scrubbers in them that will eliminate

Controlling Personalities

Thouch installing a central control system can significantly increase a commercial
irrigation bid - to the tune of $15,000 in some cases - Treasure Coast Irrigation, Hobe
Sound, Fla., is seeing more requests for these systems, especially on properties like
homeowners' associations

“These types of properties have a lot of commercial-type qualities because of their
size and some of the open common areas, but they are also very residential with
individual houses and homeowners to deal with,” comments Roy Tveite, designer/
estimator for Treasure Coast. “These types of commercial sites are usually the most
complicated to design and sometimes we have to have more of a central control
system to make everything work properly.”

In addition to size and variety of irrigation areas, Tveite notes that watering
windows on the property and watering restrictions through the South Florida Water
Management department further complicate the math involved with these types of
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Eomb of the avtia Ak e it hewator. Adlaasn properties. “Regular commercial sites have their opening and closing times and we
may be able to water between 6 p.m. and 8 a.m. with no problem,” he comments
“But in a residential complex, people may be out walking their dogs at 10 or 11 p.m
and we have to think about that in the design. Also, if one homeowner starts to water
hig or her lawn whenever they want, they can use up the allotted water for their
reclaimed water site and no one else would receive any irrigation.” — Lauren Spiers

are no requirements to use these particular
valves, and we know it will run up the price
of our bid, so there's a question of whether
we should put these in and deal with it later
or not put them in at all,” he says. “In those

(continued from page 118)
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(continued from page 116)

situations, we will usually include the more
sophisticated products and allow the cus-
tomer to change that if they want to. Some-
times the money isn’t in the budget or, on a
renovation, they may want us to stay consis-
tent with the products that are already on

a mock-up of the irrigation system using
computer-aided design (CAD). This helps
him develop an approximate bid that he can
perfect later. “I design something for myself
with CAD that will give me a guideline of

the project cost,” Tveite says. “It's a very

“Qurre OFTEN, PROPERTY MANAGERS WILL WANT TO KEEP THEIR COSTS DOWN, SO

THERE MAY BE MORE SOPHISTICATED MATERIALS THAT WE WOULD LIKE TO USE, BUT

THERE MAY NOT BE AN ALLOWANCE FOR IT IN THE BUDGET.” — Roy Tveie

the site. Our goal is to be up front with the
general contractor and the property owner
and explain to them what we think will be
best for them and for the system in the long
run.”

DESIGN & LABOR. With an understand-

ing of the basic specifications, Tveite creates

quick format that helps me determine how
many spray heads we’ll need, how much
pipe and so on. He adds that if Treasure
Coast is also designing the irrigation system
asopposed tobidding onanother company’s
design, the design cost is usually 10 to 15
percent fo the total cost of the system.

Tveite uses historic information to esti-

mate the cost of each design element and
once he has a good idea of how extensive the
installation will be, he applies labor rates to
the price of the bid. “On average, a commer-
cial site with a wide-open area will be about
10 to 12 cents per square foot for labor,” he
comments. “Tighter areas like parking is-
lands often come in a little higher - about 15
to 17 cents — because it may require more
hand digging or other detailed work. Every
plan is unique and has their own labor rates
but we find that these guidelines work well
if we are just asked for a rough estimate or if
we have a proposal that needs to be turned
around very quickly.”

Of course, irrigation contractors have to
include more than just labor and materials in
order to make money on these jobs. Tveite
says Treasure Coast tries to include 10 per-
cent profit in their bids, as well, but that can
often be a high expectation. “A 10-percent
margin would always be nice to have on

(conimued on page 1.4
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commercial irrigation, but what you actu-
ally get is often market-driven,” he explains.
“On a job that's several acres, 10 percent
could be a lot of money and if there are a lot
of people bidding, you may have to reduce

your margins to stay competitive. A lot of

staging materials on large jobs helps work
move smoothly. “For a job that's on an
acre or more of open space and with good
working conditions, before we get started
we lay out which direction we’ll be work-

ing in,” Tveite says. “If we can start work-

“(CREATING A PROPOSAL FOR A LARGE COMMERCIAL SITE WITHOUT AN EXISTING

IRRIGATION PLAN IS TIME CONSUMING. THERE ARE A LOT OF FACTORS TO CONSIDER THAT

WILL CHANGE OUR FINAL DESIGN OR BID.” — Roy Tvere

times, commercial projects will only give
you 6 or 8 percent profit, so you have to
increase your efficiencies on the job to make
up for that.”

I'reasure Coast has several efficiency-
boosting practices in place depending on
the type of project its crews are working

on. For instance, they find that properly

ing in an area where we can run several
hundred feet of mainline without being
interrupted, we make sure we have all the
materials we’ll need to complete that sec-
tion on site.”

During thebidding process and through-
out the course of a project, Tveite also takes

note of how many day laborers or foremen

N=GNC=.

Industries, Inc.

“Custom Sp(ayers for the Lawn Care Professional”

“The Rabbit”

Specifications:

20 Gallon Spray Tank

Stainless Steel Frame

180# Capacity Fertilizer Hopper
9'@ 10 PSl up to 18’ @ 45 PSI

Benefits:

v Increase Production

Reduce Fatigue

v
v" More Uniform Coverage
v" Reduce Chemical Cost

www.gncindustries.com
sales@gncindustries.com
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will need to be on site at a given time. This is
especially important in tighter areas that
might require a lot of hand-digging. “On
commercial sites, day laborers are usually
necessary and we’ll determine what machin-
ery will be most proficient for them to use
and we'll keep those machines on the site,”
he explains, “But we have to watch how
many laborers we have doing hand digging
rather than using a trencher or another ma-
chine because the labor costs for hand-dig-
ging are much higher.”

I'veite says that while the company bids
the cost of using a walk-behind trencher at
the rental rate of about $65 to $75 per day,
hand-digging can cost as much as $12 to $18
per hour, per worker. Keeping costs like
these in line helps the company retain their

profit margins on commercial work

The author is assoctate editor of Lawn & Land-

scape magazine and can be reached at
Ispiers@lawnandlandscape.com
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It pays to install the industry’s leading
irrigation products.

Enroll NOW to earn Rain Bird" Rewards. Every day.

Every irrigation contractor is eligible to join the Rain Bird Rewards program:

1)

By enrolling in this program, you'll earn points every time you purchase Enroll NOW! )
Rain Bird products! What could be more rewarding? The more you buy, the Call us toll-free at

: R : : R : B 1-888-370-1814 or visit
more points you'll earn - points you can redeem for cash} merchandise, even www.rainbird.com/rewards.

tools to help grow your business. You decide how to reward yourself. Every day.

Install Confidence:” Install Rain Bird? Earn Rewards.

RaN I BIRD

"Rain Bird Rewards is open to all professional landscape and irrigation contractors in the U.S. and Canada. *All Rain Bird turf irrigation products are eligible
except central control, golf, agricultural, consumer products and parts; purchases must be made at authorized Rain Bird distributors. *Cash equivalent
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by Ali Anderson

WISELY

To utilize water more wisely, contractors must know

how to allocate it on clients” properties.

is

Du you know how much water you're
applying to vour landscapes?”

That question, posed by Tom Ash, direc-
tor of conservation alliances, HydroPoint
DataSystems, while speaking to a roomful of
industry professionals at New England
Grows, Boston, Mass., is one all green indus-
try professionals should consider. The rea-
son? The key to establishing and maintaining
a luscious lawn lies in applying the right
amount of water at the right time and at the
right root depth — all the time, Ash asserts

That's why water woes of any kind can
impact landscapes drastically. And since
water-related issues of some sort currently
plague many parts of the country, all land-
scape professionals must pay special atten-
tion to their watering practices.

When drought strikes, public agencies gen-
erally respond by imposing irrigation restric-
tions and, sometimes, by banning landscape
planting in general. While such bans may ap-
pear to remedy the trouble, Ash says they
generally do not produce the desired results.
“They're aiming at the wrong target,” he says,
referring to irrigation restrictions in parts of
Georgia and landscaping bans in New Mexico
and North Carolina. “Seventy-five percent of
the water use in those areas is interior.”

Despite this, contractors can be more care-
ful with water resources by creating smart
irrigation plans for the properties they main-
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tain - even when drought is not prevalent. “]
think anywhere in the country we can save 40
to 50 percent of the water we're using in land-
scapes without a whole lot of effort,” he notes.

Specifically, he urged contractors to con-
sider the following questions when creating
a smart irrigation plan:

1) What is the area’s evapotranspiration?

2) How much water do the plants need?

3) How much water should I apply?

4) How reliable is the area’s water supply?

5) What are the regulations for control-
ling water quality in the area?

6) Why is water efficiency important?

7) What can |, as a green industry profes-
sional, do to be water efficient?

When attempting to answer question No. 3
correctly, Ash recommends contractors use
the following water budget equation: The
evapotranspiration times plants’ water needs
times the irrigated landscape area equals the
landscape water budget. For example, a Colo-
rado property’s budget equation may look
like this: 30 inches times .80 (80 percent) times
1 acre equals 24 inches of water per year for 1
acre of Kentucky bluegrass - or 4 inches per
month (during the growing season), or 1 inch
per week (during the growing season).

This water-efficient equation covers irriga-
tion needs across the country and does not
require pricey equipment for implementation.

But irrigation components should be ex-

www.lawnandlandscape.com

amined closely on a regular basis, especially
on properties where scalded spots, sunken
turf or flooding occur. In such cases, Ash sug-
gests contractors check sprinkler heads regu-
larly to ensure they are working correctly. A
preseason check can be beneficial. Where “hot
spots” appear in turf, Ash advises scouting
for brokenheads, crooked fixtures and clogged
lines. Such problems can spell coverage chal-
lenges — not an inadequate water supply.

One remedy Ash recommends for wa-
tering woes is the use of smart controllers,
which can verify water use on any type of
landscape. And based on the water-wise
data gathered, the system changes irrigation
schedules as the weather changes — auto-
matically. Some states are even considering
legislation to require the use of smart con-
trollers on every property, Ash says,

Overall, contractorsshould embrace change
when it comes to water efficiency. Conversion
to new ideas must extend beyond implemen-
tation, Ash reminds. “Measure yoursuccesses,”
he says. That means collecting and comparing
irrigation run times, plant growth ratios and
related financial figures. Without evaluating
the results, contractors cannot pinpoint the
best plans for their properties.

The author is assistant editor-Internet of Lawn &
Landscape magazine and can be reached at

aanderson@lawnandlandscape.com,
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Landscapc contractors can’t control the
weather, but they can at least attempt to
gauge its effects on properties and use these
observations to make educated assessments
regarding their irrigation practices. Weather
stations and controllers are designed to fine-
tune this process by combining technology
with basic earth science.

Weather stations, though common in agri-
culture and some larger commercial markets,
have not yet made a significant break into the
residential landscape market. But many
weather station manufacturers are turning
their attention in that direction, hoping to
reach contractors in the residential market
and show them how the instruments, in con-
junction with controllers, can boost water
efficiency and regulate the operation of a
property’s irrigation system.

Neal Israelsen, marketing director,
Campbell Scientific, Logan, Utah, explains
that weather stations collect data on weather,
soil and wind conditions that can be translated
into numbers and input into predetermined
mathematical calculations that are used to
regulate irrigation output, start-times, stop-
times and give a general idea of any property’s
external conditions. “A weather station is
made up of what we call a day logger,” he
says. “It's a small computer that usually runs
ona 12-volt battery and measures the electrical
signals coming from built-in sensors, con-
verting them to temperature, relative hu-
midity, wind speed, wind direction, solar
radiation and rainfall. Those are the main
parameters that most everybody measures.”

Israelsen says that in many cases data is
collected by a weather station’s sensors once
every five seconds. “Itaccumulates all of that
data into hourly data that is then down-
loaded to the computer system.”
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by Will Nepper

CONTR

Weather stations and
updated controllers
may be the future of
landscape irrigation for
those willing to explore

the technology.

Weather stations gauge soil moisture and evaporation rates. In conjunction

with an irrigation controller, the two create a data-driven irrigation program

that can save contractors money. Photos: Campbell Scientific.

Contractors use weather stations in a
variety of ways to determine watering needs.
“Data from soil moisture sensors are the
most direct way of knowing if there is suffi-
cient moisture to meet turf needs,” says Mike
Mueller, marketing manager, Spectrum
Technologies, Plainfield, Ill. “Weather sta-
tion data can also be used to calculate evapo-
transpiration (ET) using commonly avail-
able universal or region-specific mathemati-
cal algorithms. The algorithms calculate the

www.lawnandlandscape.com

ET demand of a specific reference area, such
as grass. ET for that specific area is then
calculated with a multiplicative factor called
a crop coefficient. Irrigation scheduling is
then based on the replacing of the water that
has been removed from the soil profile.”
Mike van Bavel, president, Dynamax,
Huston, Texas, explains that some weather
stationsare completely automated electronic
recording and computing devices with sen-
sors for solar radiation, temperature, rela-

LAWN & LANDSCAPE



tive humidity and wind speed. “These four
factors are responsible for driving the ET
need,” he says, “As the sun gets hotter and
the temperature rises, water is consumed
faster by plants and there is greater evapora-
tion from the soil.” Van Bavel says that this
information; in many cases, is communi-
cated electronically to remote controllers,
which adjust the water application in pro-
portion to ET of that property,

Israelsen explains that many companies
integrate weather systems in with their irri-
gation control systems. “They get the weather
data and from that data they calculate the ET
rate,” he says. “Theyre using science to give
them an idea of what is happening on their
property —what weather parameters are oc-
curring - to come up witharate of water loss.
That way, they can program into their irriga-
tion system how much water is needed to
replace what has evaporated off.”

Mueller explains that this communica-
tion often occurs through additional equip-
ment. “Because the weather data is in the
form of electronicsignals, software and hard-
ware can be integrated to interface with a
control device,” he says.

According to Mueller, the price of a
weather station can range anywhere between
$250 and $1,600. Israelsen says that some,
industrial-grade weather stations might sell
for $4,000 to $4,500. “Larger research-grade
weather stations might sell for $8,000 to
$12,000, depending on the market channels
you go through,” he explains. “There are
cheaper ones that get down to $300 or $400,
but if you're really going to use it to main-

SPECIAL FOCUS: [T5e e ialo (I

tain a property — some of the $1,000 models
don’t even last very long.”

Mueller says the price of a weather sta-
tion usually depends on type, number of
parameters that must be measured, sensor
accuracy, whether or not data is logged, and
finally, method of communication. “Method
of communication refers to whether or not
the information can be read, downloaded
manually or is accessible from a remote loca-
tion via radio signals, telephone modem or
Internet.” Mueller goes on to explain that
data logging and remote communication
options require software to facilitate the in-
terface with a PC. “The irrigation controller
interface would be another, additional
charge,” he says.

Van Bavel points to controllers as the
other important component for a compre-
hensive irrigation system. He explains that
controllers are responsible for delivering the
irrigation water to the property through au-
tomation in an organized, efficient and cost-
effective manner. “All controllers enable a
sequence of irrigation valves so the full wa-
ter pressure is applied to emitters in a zone,
one station at a time,” he says,

Van Bavel explains that up to three years
ago all controllers fell into basically two cat-
egories: electromechanical and microelec-
tronic. “The electromechanical controllers
have motor-driven timers with mechanically
activated switches,” he illustrates. “Essen-
tially, each timer sequentially selects a num-
ber of valves to turn on for a fixed period
over a weekly schedule.”

“In microelectronic controllers, the tim-

ers have the same number of station output
controls, but the user may program multiple
start times per day, easily vary the time each
valve (station) is turned on, and alternately
program even and odd days,” van Bavel
explains, adding that this type presents the
contractor with significantly more flexibil-
ity for the schedule and the creation of pro-
grams.

The electronic controller has bolstered
reliability, van Bavel says. “Liquid crystal
displays and LED display programs, timing
and status information contribute to this,”
hesays. “The microelectronicirrigation timer
is easy to operate with single station water
start and multiple station single cycle water-
ing included as standard features.”

Electromechanical controllers are gener-
ally less expensive than their microelectronic
counterparts averaging from $75 to $150,
according to van Bavel. “They're prone to
wear and tear, consistent with a large num-
ber of moving parts, an electric clock motor
and electromagnetic relays,” he says, add-
ing that before microcomputer technology
offered an alternative, these prices were the
standard for any controller on the market.

By comparison, a microelectronic con-
troller generally has more built-in features
to offer. “Their prices range from $100 for
retail-market controllers to $500 for more
sophisticated commercial controllers,” van
Bavel adds.

The author is assistant editor for Lawn & Land-
scape magazine and can be reached at
wnepper@lawnandlandscape.com.
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THE POWER OF
PERSONALIZATION

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

Signing up for a My Lawn & Landscape account

is easy and free of charge, Simply go to
www.lawnandlandscape.com. In the top right-hand
corner, you'll see the My Lawn & Landscape login
area. Simply click on the icon, register for an account
and you're ready to customize your page. It's that easy

LAWN & LANDSCAPE ONLINE:

NEWS YOU
CAN USE...

The Lawn & Landscape Media Group prides itself
on providing the most comprehensive news cov-
erage 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” cov-
erage of a wide range of business and technical
topics of interest fo professional contractors. Just
look for the “For More Information” boxes or the
“Web Buttons” throughout Lawn & Landscape
magazine featuring the site addresses of manufac-
turers, distributors and others affiliated with the
industry. This full-market news coverage is only
available from www.lawnandlandscape.com.
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_Product Spotlight
by Ali Anderson

AERATORS & DETHATCHERS

Whether you're tackling a substantial renovation project or
offering basic aeration services, specialized equipment is a
must. The following renovation gear - a collection of aerators,
dethatchers and renovating attachments — may be just what

you need to enhance your company’s service offerings.

TURFCO TURNAER 26

» Split differential aerator that can turn without stopping
¢ Can turn with tines on the ground

¢ Features dual braking

* Powered by a 4-hp Honda engine

* Includes a heavy-duty
Kevlar belt for rugged use
¢ 2.75-inch core depth

* Offers transport speeds up
to 359 feet per minute

Circle 200 on reader service form

RYAN LAWNAIRE
V PLUS AERATOR
¢ Built for large aeration jobs
and added stability on slopes
® The 26.5-inch width covers
more than 40,400 square feet
per hour

* Includes rubber grips,
handle-mounted throttle and
a choice of engines

¢ The machine includes

P PRODUCT SPOTLIGHT

Lawn & Landscape receives daily inquiries from landscape contractors
looking for more information on various products, proving there is a need
for more education on these new developments. In this monthly section, we

pinpoint key product areas in which readers need insight.

In need of restoring clients’ turf to
its lush, healthy state? Peruse
these listings for products that
might help you in your quest.

RENOVATE

spring-loaded dual weights to help increase ground
pressure by more than 25 percent

¢ Can penetrate soil to a 2.75-inch depth

Circle 201 on reader service form

GANDY PROFESSIONAL AERATORS
* Family of core, knife and star-wheel aerators

* Models range in size from 34 inches to 8 feet

* Large, professional models can be ordered with coring
spoons or slicing knives

* Optional weight tray

Circle 202 on reader service form

JACOBSEN LAWNAIRE IV PLUS AERATOR

* Features a folding handle for easy transportation and a
choice of engines

* 19 inches wide

¢ Covers up to 28,975 square feet per hour

* Dual weights help increase ground pressure by more than
25 percent and are spring-loaded for easy removal

* Penetrates soil 2.75 inches down

Circle 203 on reader service form

SISIS AUTO-ROTORAKE

* Self-propelled, heavy-duty dethatcher

* Fitted with a thatch-removal reel that can be interchanged
within seconds

* Various reels available

* Depth can be set while moving forward and without
leaving the operating position

e Careful weight distribution, pneumatic tires and a full
differential facilitate easy turning, maneuverability and
minimal wheel marking

Circle 204 on reader service form

WALKER'S PERFAERATOR

¢ Aerator attachment designed for Walker mowers
(comtinued on page 130)
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WIN FREE PRODUCTS!

LawnésLanoscapecor
SWEEPSTAKES

" This month, win a

' Kawasaki KBL23A
String Trimmer.

The powerful Kawasaki KBL23A string trimmer weighs
' just 9.3 pounds. But with a proven Kawasaki 2-cycle
| engine, this 22.5cc model gets the job done. The pros

know that its light weight, low noise, low vibration,
convenient control location and ideal balance make it
comfortable to operate. The KBL23A also features easy
air cleaner maintenance, a variable position loop handle,
full-cover engine shroud, and long run times on a single
. tank of gas. Like all Kawasaki products, the KBL23A is
built to be OUTLASTING. Visit www.kawpowr.com or
call 1-877-KAWPOWR for more information on
. Kawasaki's entire line of handheld power products.
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(contimued from page 158)

* Delivers 41.5-inch turf aeration pattern
*» Uses PLUGR camshaft design for
driving tines 2.5 inches deep into soil with
no added weight needed

¢ PTO-driven tines engage and disengage
easily to skip over sprinkler heads and
sidewalks without slowing down

* 12-tine set is easily raised with lever and
locked in secure transport position

Circle 205 on reader service form

REDEXIM CHARTERHOUSE
TURF TIDY

* Combines dethatching, sweeping and
flail mowing in one machine

* Features a floating head that can be
adapted for three different operations

* Offers quick switch from one function to
another by a forward-facing access panel

¢ Floating head also prevents turf scalping
when riding over uneven surfaces

¢ Powerful turbo fan forces debris deep
into the hopper to ensure that it fills the 3-

cubic-yard container to its
maximum capacity

* Available in two sizes to
fit on most mowers

Circle 206 on reader service
form

JRCO HOOKER
AERATOR

¢ Fits zero-turn mowers
* Front-mounted aerator
* Aerates 66,000 square feet per hour at 5
mph, producing six holes per square foot
up to 3 inches deep

* Dispenses loose plugs of soil

* Attaches with two clevis pins and has
electric actuator to lift the aerator heads
for transport

Circle 207 on reader service form

ROCK SOLID
PLUGR AERATOR

* Four aerators available with 22- to 30-

inch aerating widths

* Engine options include
6.5- or 5.5-hp Briggs &
Stratton Intek model and
5.5-hp Honda engine

* Low-maintenance
design has no chains or
pulleys

* Five tine styles
available

* Offers wide quad-wheel stability

* Has v-belt drive and unibody construction
Circle 208 on reader service form

CLASSEN TA-26D TURF
AERATOR

* Model TA-26D roll-type aerator

o Self-propelled coring machine can be
maneuvered even in the tightest areas

* User-friendly handle and controls

* Rugged, one-piece frame

* 4-cycle, 4-hp Honda engine

Circle 209 on reader service form m
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* Economical, custom flyers
» Stuffers « Postcards
* Newsletters, etc.
+ Stock Color Photography
* Use our samples for text
and layout ideas
* We provide final layout

' WHY SETTLE FOR SECOND BEST!

AERA-VATOR®

BY FIRST PRODUCTS INC

Lawn Treated
Today by
Custom Posting Signs GREEN
Variety of Sizes & Colors KEEPERS
1 or 2 Sided 555- 41234
Choice of 2 stakes

/7 CALL TODAY \
FOR SAMPLES

AND ESTIMATE

USE READER SERVICE #110
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THE FIRST PRODUCTS AERA-VATOR USES A “PATENTED” VIBRATING
ACTION TO LOOSEN AND BREAK UP HARD AND COMPACTED SOILS |
IN THE ROOT ZONE, WITHOUT DESTROYING EXISTING TURF ON THE |
SURFACE. THE AERA-VATOR HAS A UNIQUE SWING HITCH THAT |
ALLOWS THE OPERATOR TO TURN AROUND OBJECTS WITHOUT
TEARING THE TURF. THE UNIT ALSO HAS AN OPTIONAL SEED BOX
ATTACHMENT.

CALL FOR A FREE VIDEO TODAY

| 800-363-8780
| WWW.1STPRODUCTS.COM - SALES@1STPRODUCTS.COM

USE READER SERVICE #1111
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LancLansiae

Management Summit

‘//

: August 18-20, 2004
e Courtyard Marriott Downtown
N Chicago, Illinois

What Makes This Conference Unique?

* The industry’s most comprehensive educational event focused solely on
weed and insect management strategies.

* A speaker faculty of leading researchers, consultants and industry
professionals ready to share their knowledge with you.

» Solutions you can take back to the office and use right away.

* Convenient location — Chicago.

» Earn CEUs credits for attending.

Registration Fees

$295 per person
$245 per person group registration rate

(two or more from the same company)

How to Register

Phone: Call 800/456-0707
On The Web: Go to www.weedinsectsummit.com

A Lawn & Landscape Media Group Event
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by Ali Anderson
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Altering mowing

patterns to create
clean cut stripes on
clients” properties
also improves turf
health. Photos:
Jacobsen (above)
and Walker (left)

The very equipment you use to keep clients’
grass mowed and manicured could be
wreaking havoc on turf in the form of ruts
and divots. Learn how specific mower

features can help you prevent damage.

Is it possible that the high-tech machines designed to trim
turf with precision actually could be hurting the properties

you maintain?

Certainly - and some of your clients’ lawns may have the
ruts, divots and compaction problems to prove it.

“If you go over the same path the same way every time
you mow, the machine packs down the grass and can actu-
ally cause ruts,” explains Ken Raney, advertising manager,
Hustler Turf Equipment, Hesston, Kan. “Most good opera-
tors will change mowing patterns often to keep from causing
compression.”

But there may be more to turf troubles than repetitive
maintenance patterns. “Your mower might be the culprit,”
Raney asserts. “So in addition to changing up mowing routes,
contractors should take a look at the potentially damaging
features of the equipment they use.”

Two conditions generally contribute to turf injury - tire
damage, often in the form of ruts, and scalping or removing
the turf and top layer of roots from the ground.

P> PRODUCT TRENDS

132

Toremedy these common problems, many mower manu-
facturers have designed their machines with the intent of
producing turf-friendly results.

TIRES AND TREAD. Since a mower's tires generally are
accused of creating turf ruts, contractors should take a close
look at the tires on their machines. Specifically, look at size,
tread and placement.

Most manufactures today are running 10-inch-wide tires
on their mowers, Raney says. However, adding larger tires
can reduce the stress placed on turf by distributing pressure
more comfortably across the turf. Some companies have
increased their tire size to 18- or 23-inch diameter models in
an attempt to compensate for machine weight.

“Big tires can give you flotation,” asserts Bob Walker,
owner, Walker Manufacturing, Fort Collins, Colo. “They
give you a more substantial footprint, so the weight of the
machine rests on a bigger piece of rubber on the ground.”

Providing a larger footprint for pressure can help prevent
compression and better distribute the mower’s weight — at
least 1,000 pounds —across the area being mowed. “If you get
large enough tires to distribute the weight, you don’thave as
much down pressure,” Walker says. “But big tires increase

Lawn & Landscape constantly collects details about the latest product the dimension of a machine, and if the tires get too big they

trends. In this monthly, in-depth section, we highlight these developments can get in the way.”
t0 bring you up-to-date on emerging issues concerning your third greatest That means contractors who use heavier mowers should
i i : : ; reduce the pressure put on turf by adding larger tires.
asset behind your employees and clients - equipment. ; (ontined 134
continued on page 134)

LAwN & LANDSCAPE

www.lawnandlandscape.com

APRIL 2004




IS©® INDEPENDENT SUSPENSION

\ 1} A i 3
-\¥]1 1l 1 )
WITH FERRIS I1S® INDEPENDENT SUSPENSION

Sure, you could mow faster, but you need the right equipment to handle the job. Increased
speed means bumps and jolts are more likely to have an adverse effect on operator comfort,
mower life, traction and quality of cut. Ferris mowers with IS® Independent Suspension offer
multiple benefits to help you realize your profit potential.
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(continued from page 132)

Tire treads also can leave negative im-
pressions on turf, Raney says.

Turf tire tread, which most manufactur-
ers offer standard on their mower tires, is
best for general mowing applications, he
asserts. However, depending on the turf ap-

plication, the standard tread may not offer
enough grip. For hills and slight slopes, a
knobbier tread often produces better results,
Raney says. But sometimes the more aggres-
sive tread will rip up the turf, especially if the
ground is wet. Individual properties call for

avariety of tread combinations. For instance,
a property that combines sloped turf and flat
terrain may require the use of multiple mow-
ers — one with knobby, hill-worthy tires and
another with the standard tire tread.
{continued on page 136)

I n-addition to considering how mower features affect turf
appearance, contractors should be mindful of other
mowing recommendations, such as frequency, direction or pat-
tern, and blade sharpness.

Concerning mowing frequency, contractors should mow turf
as necessary and not according to preset schedules to boost
turf health, recommends Tom Voigt. extension specialist and
assistant professor, natural resources and environmental sci-
ence, University of Illinois - Urbana-Champaign, Urbana, Ill,
"Turfgrasses grow at different rates depending on weather,
management and species,” he explains. “Basically, you should
remove no more than one-third of the grass blade at any one
mowing. For example, Kentucky bluegrass being maintained at
a 2-inch height should be mowed when it reaches 3 inches. Us-
ing this ‘one-third rule’ will help you maintain maximum turf
root growth.”

Removing too much turf at one time can be detrimental to
its health, Voigt continues. “Removing more than one-third of
the grass blades may cause root growth to cease while the
leaves and shoots are regrowing,” he says. "This practice can
be especially destructive if practiced continuously over a period
of successive mowings. Roots may not have a chance to fully
develop and the plants will be more susceptible to environmen-
tal and management stresses.”

Another problem of cutting turf too short is scalping.
Scalped turf usually appears brown and stubbly due to the re-
moval of healthy leaves and exposure of turf crowns, dead
leaves or bare soil, Voigt explains. "Avoid scalping turf as it can
result in an unattractive appearance, and in some cases se-
verely scalped turf may not recover,” he says.

The 'one-third rule' also can be used when turf is too tall,
according to Voigt. “If turf is 6 inches tall, and the desired height
is 2 inches, the first mowing should cut the turf back to 4 inches
or the highest setting nearest to 4 inches,” he says. "Several days
later, mow again by reducing the mowing height using the one-
third rule so the turf is lower than 4 inches. Continue this pat-

tern until the turf is adjusted to the proper height."

Another factor contractors should consider while maintain-
ing clients’' lawns is pattern. Frequent and close mowing in
the same direction or pattern can cause the turf shoots to lean
in the direction of the cut, causing grain to develop, Voigt ex-
plains, “By altering the mowing pattemn with each mowing,
the turf shoots tend to grow more upright which reduces
grain,” he says. “In addition, altering the mowing pattern
changes the position of the mower wheels at each mowing
which can reduce excessive wear in the same location.
Though taller turfgrasses, which are common on homeowners'
lawns, are less prone to develop grain than short-mowed turfs,
such as those found on golf courses. 1 still advise altering the
mowing pattern in these areas at each mowing to keep turf
healthy,”

Two other basic mowing recommendations are to maintain
mower blade sharpness and to mow when grass s dry, Voigt
suggests, “Dull blades tear turf leaving a ragged appearance,”
he shares. “In addition, turf water loss and the incidence of
turf diseases can be greater from ragged leaf edges than for
clean cut grass leaves. Thus, clean cut turf generally looks
bétter and is often healthier than turf with torn leaves. Also,
mow when turf is dry. Wet turf can clog the mower or form
clumpy masses on the turf's surface.”

Ultimately, the most important mowing times for turf are
the first and last of the season, and so they are sometimes
handled differently than other mowings, Volgt shares, sug-
gesting some common practices for these key times during the
year, "Before the grass begins to grow, in spring mow the turf
slightly shorter than normal to remove dead blades and other
debris,” he says. “Be careful not to scalp turf during this initial
mowing. Once turf begins active growth, mow at the proper
height and frequency. The last mowing of the year should be
at the normal mowing height. Turf should neither be cut ex-
cessively short nor allowed to become excessively long going
into winter." — Nicole Wisniewski

Frequency Lactors
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() ver twenty five years ago, Max Walker dnd his sons, Bob and Dean, had the idea that there must be
a better way to mow their homes in Loveland, Colorado. They told themselves “If we can’t buy i,
we’ll build 1t,” and so the Walker Mower was born. The Walker Mower still stands today as
a better way 10 mow landscaped property. If you are looking for a better way, we invite you
to join the growing family of Walker Mower owners and operators around the world.
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PATENTED AUTOMATIC GATE OPENING!

= * Stainless Steel Construction
"7&:2 * Sealed Motor * Debris Shield
* One button/ffoot operation
* Quick detach on & off.

=" ymy

* Receiver Tube Mounting
*800-847-8958+

COMBINED MFG. INC.
www.4dmowerproducts.com

USE READER SERVICE #114

M T I SUPER $AVINGS$ ON
ALL YOUR $PRINKLERS
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800-600-TURF..,

Call NOW & SAVE $$8 All Year
M-F 7:30-5 Sat 8-1 Pacific Time
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Order by 1 p.m.
SHIPS SAME DAY
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Turf & Ornamental Insect
CD-ROM Identification Series

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 technical content by industry
researcher Dr. David Shetlar, The Ohio State University, and
original, full-color images of 8 commonly encountered grub
species. Advanced 3-D technology enables users to rotate and
zoom in on images, ensuring faster and more accurate insect
identification. Other program features include a fully search-
able glossary of technical terms, printable homeowner fact
sheets, an interactive taxonomic key, and a grub identification
testing component.
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Volume I:

Bayer e

Sponsored by Bayer Corporation
Garden & Professional Care
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(continued from page 134)

Also, look at the location of the tires -
specifically distance between the tires and the
mowing deck, Raney says. “You want the deck
to be as close as possible to the drive tires and
The further apart
they are, the more chance you have of high

caster wheels,” he outlines.
centering the mower and scalping the turf.”
Raney’s reference to high centering means the
mower’sunderside can getcaughtonmounded
areas, lifting the tires from the ground and
immobilizing the machine entirely.

Raney also recommendsdeflatingamower’s
tires by two pounds to more evenly distrib-
ute weight and remove stress from the grass.

WEIGHT DISTRIBUTION. While weight
may equate with durability in contractors’
minds, overweight mowers will not be kind
to the turf they care for.

Contractors often assume that a machine
with the robust appearance of a tank is the
wisest purchase, Walker notes. “But just be-
cause something looks heavy or is heavy

I n addition to purchasing the right
mower to prevent turf damage
during regular maintenance, ensuring
proper grass height is crucial for
sustaining turf health

According to Tom Voigt, extension
gpecialist and assistant professor,
natural resources and environmental
science, University of Illinois - Urbana-
Champaign, Urbana, Ill., mowing turf
at the appropriate height 18 important
to turf appearance. “Turf cut too short
usually has a shallow root system,
lacks density and often requires
pesticide applications to stave off weed
and pest infestations that commonly
occur in stressed lawns,” he says
“Conversely, tall turf is often consid
ered to be unattractive because of wide
leaf blades, low density and a clumpy
unkempt appearance. In addition, tall
turf may not be satisfactory for some
sports applications '

Mow turfgrasses according to the

'The Right

LAawnN & LANDSCAPE
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|
doesn’t mean it's the best option for your
turf,” he says.
In fact, a heavy mower - weighing in at
! more than 1,000 pounds - can mean painful

pressure for your clients’ properties.
“Weight is no friend of grass,” Walker
explains. “Rutting is the obvious thing that

HIABLE

That's Trimec"’
weed control.

occurs when a heavy machine is placed on
grass week after week.”

Look at what weight does to turf: With-
out the compensation of larger tires, that
1,000-pound machine makes its mark on a
lawn over time. On some properties, where
the owners are not as concerned with detail, The efficacy of Trimec
a little extra weight and the resulting ruts technology has been

may not matter as much. But for high-end, validated in over 5,000

lucrative lawns, extra weight can present field tests by golf course

problems in the form of rut damage and S e
A <. ’ supcermntendents, iandadascape
dissatisfied customers, Walker says. I I

So Walker recommends a careful look at professionals, lawn care
weight when purchasing a new mower. Look operators and universities.
for durability, not necessarily weight, he ad- That's why it's the industry
vises. Although heavy plate metal may look standard for turf tolerance

and reliability

heights listed below, Voigt recommends. Time after time, Trimec
“The heights listed in this table provide
a balance between turf appeatance and

herbicides provide the
same excellent broadleaf

health,” he explains. “When healthy and weed control:

actively growing, turf can be mowed at
the lower heights. Raise mowing heights

Weed control
you can count
on — Trimec".

within the desired range during warm or
hot periods or when turf is stressed due
to drought, disease, shade, insects or
traffic " = Nicole Wisniewski

SUGGESTED MOWING HEIGHTS

(IN INCHES) FOR COMMON

TURFGRASS SPECIES

TURF MOWING

SPECIES HEIGHT

Fine-leaf fescue 2to3

Tall fescue 2103

Perennial ryegrass 2103 - P’f_—,]/r;gnrjgn

Kentucky bluegrass 2103 ) t"‘JFq‘JUn?:}bDN

Creeping bentgrass Vato % An Employee-Owned Company
1to 1}
2103 1-800-821-7925
www.trimec.com

- ALWAYS READ AND FOLLOW Irimec is a registered trademark
el LABEL DIRECTION, of PBI/Gordon Corporation.
USE READER SERVICE #116
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tough, lighter materials can help ease the
burden placed on grass.

Also, communicate with mower opera-
tors about proper use of heavy machinery on
delicate turf. While operation of a zero-turn-
ing-radius mower is not rocket science, users
must understand the machines they work
with, Raney acknowledges. Regular staff

turf damage by reducing maneuverability
as well, Walker says. “The lightweight, agile
machine is the one that will create less dam-
age on turf,” he explains.

MUCH TO CONSIDER. Although tire
flotation and weight distribution likely do
not top a contractor’s list of specifications to

“WEIGHT IS NO FRIEND OF GRASS. RUTTING IS THE OBVIOUS THING THAT OCCURS
WHEN A HEAVY MACHINE IS PLACED ON GRASS WEEK AFTER WEEK.” — Bos Watker

meetings provide consistent opportunities
to discuss and demonstrate turf-sensitive
mowing and other maintenance specifics.

“Turfdamage often happens whenyou're
going into a turn and you try to turn before
stopping,” Raney says. “Another problemis
when you pivot on a tire and just twist a
bunch of grass around in a circle.”

These circumstances are exacerbated by
heavier machinery. Added weight can cause

consider when buying a new mower, don’t
forget the importance of using turf-friendly
equipment, Raney urges.

Most importantly, Raney says, find a
mower that suits your needs and will be
generous to the properties you service.
“There are a lot of different mowers out
there because there are a lot of different
property types, a lot of different turf types
and many contractor preferences,” Raney

says. “No one mower really handles every-
thing. Ultimately, you need to find the one
that works best for your clients’ yards.”

Both Raney and Walker note that on-the-

job use is the most effective way to determine
which mower is best suited for the indi-
vidual contractor or property.

“Take your prospective mow purchases
outin the field for a test to see how they treat
the turf,” Raney advises. “Or take the ma-
chine out in a parking lot or on a plot of dirt
and see how easy it is to lose traction. Then
you can imagine how the mower will do on

turf and whether it will tear up the yard.”

Walker agrees that trade show shopping

and brief demos generally do not match con-
tractors with the best mowers for their needs.
“The true compatibility test is on-the-job use,”
he says.

The author is assistant editor-Internet of Lawn &
Landscape magazine and can be reached at
aanderson@lawnandlandscape.com.
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vto: Clyde S, Gorsuch, Clemson Univ

Boxwood leafminer

“You'll start to see a bubbly appearance
because the leaf is delaminating ~ the two
leaf surfaces are separating,” Boggs explains.
“Because the leaves are not that big on box-
woods, the insect can be large relative to the
leaf and it doesn’t take too many joining
together until you havealeaf with nothing in
between the upper and lower surfaces.”

Infested leaves often can drop prema-
turely, leaving ragged-looking plants with
occasional dead twigs. Boggs notes that, in
the spring, boxwood leafminer infestations
canoftenappeartobe winter damage. Adults
emerge in May and mate soon afterward.
Females then deposit about 30 eggs in new
foliage and then die. These eggs will hatch
two to three weeks later and larvae continue
to grow and feed inside the leaf for the re-
mainder of the summer.

This pest can be found anywhere in the
country where boxwood grows. Whileitalso
can be controlled with imidacloprid or stan-
dard insecticide applications, Boggs com-
ments that monitoring the emergence of
adults is critical for proper application.
“Monitoring says thatif you notice that more
than half the leaves on the plant are infected,
the following season you may want to con-
sider initiating a control program.” Boggs
says. “This pest isn’t considered a killer be-
causeevenifthe populationexplodes, you're
not going to lose the boxwood. As long as
you're monitoring and determine when the
emergence is, you can control the problem
the following year.” Usually, contractors can
make these applications in May.

8. MIMOSA WEBWORM. Originally
found in the Washington, D.C., area, mi-
mosa webworm now attacks mimosa and
honeylocust as far south as North Caro-
lina, West to Kansas and north to Pennsyl-
vania and New England.

“This pest can go from having one or two

LAWN & LANDSCAPE

Mimosa webworm

webs to infesting the whole tree,” Boggs
says. “The way it operates is that early in the
season the first generation of caterpillars
takes the leaflets from compound leaves in
the host trees, pulls them together and starts
feeding inside that webbing. As they get
larger, they start pulling together entire
leaves.”

At these early stages, Boggs notes that Bt
or other insecticide applications can be help-
ful, but as the pest moves into second or
third generations, this becomes ineffective,
“The first generation typically does not make
nests so tight that you can’t spray and get
insecticide to the insect,” he says. “How-
ever, adult females of the first generation
generally lay their eggs in the nests where
they developed. Now you have a new crop
of caterpillars and they keep expanding this
web nestand wrapping more leaves together.
Eventually, they create a nest that's so tight
that no insecticide can penetrate it.”

The damage caused by mimosa web-
worms as they feed includes skeletonized
leaves that turn brown and die. If left alone,
an infestation may completely defoliate a
tree by early September. Also, first-genera-
tion egg hatch usually appears in Mid-June,
and mature larvae from this generation will
pupate in mid-July. The second generation
of adults appears from late July through
mid-August and are active through Septem-
ber. Because of this life cycle, spraying in
June when larvae are feeding is effective but,
generally, prevention is key. Keeping leaf
debris and webbed foliage cleared from be-
neath and around host trees may reduce the
chances of infestation,

9. YELLOWNECKED CATERPILLAR.
This pest also has more than one generation
per year and is found throughout New York,
the East Coast and the Midwest and Plains
states.

www.lawnandlandscape.com
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“The yellownecked caterpillar is another

pest that feeds in colonies, so you may see a
full branch defoliating atatime,” Boggs says.
During their life cycles, this particular pest
goes through multiple color phases. “It first
starts as a coppery color with a tinge of
yellow,” Boggs adds. “As they get larger
they go into the next color phase of orange-
red with yellow stripes. In both of these
phases, they have long, thin, white hairs. The
last instar caterpillars are black with thin
yellow stripes and the caterpillar’s hairs are
more visible. The name comes from a bright
yellow hump just behind the head.”

Adult yellownecked caterpillars appear
during June and July and females lay white
masses of 100 or more eggs on the lower
surfaces of leaves. After hatching, young
larvae congregate on the foliage for feed-
ing, and mature larvae descend to the
ground and burrow 2 to 4 inches into the
soil for overwintering during August and
September.

While insecticides are effective when lar-
vae are small, there are several natural en-
emies of the yellownecked caterpillar that can
control infestations naturally. Robins and
other birds feed on the larvae, and parasitic
flies also may feed on the caterpillars.

The author is associate editor of Lawn & Land-
scape magazine and can be reached at
Ispiers@lawnandlandscape.com. Ali Anderson, as-
sistant editor — Internet of Lawn & Landscape,
also contributed to this story and can be reached
at aanderson@lawnandlandscape.com.

Photo: James Solomon, USDA Forest Service

Yellownecked caterpillar
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PRODUCT
INFORMATION

You can now request pmd’ud fnﬂrmmh‘un
online and receive a response imm.-Jr'.rlc/y.’ Just
visit www.lawnandlan scape.com and click on
the “free product information” logo on the
front page. There, you can submit your
product information requests directly to
manu./;wlun'rs. Or, simp/y circh the numbers
on the reader service card in this month s issue

and fax the form to 210/001-0504.

Precision Zone
Surfactants

* A portfolio of root-depth-specific surfac-
tant chemistries

* Designed to give turf professionals in-
creased control over water placement in
the root zone

* Comprised of four surfactants intended
to deliver water to different levels of the
root zone

* Four surfactants include Duplex, Vivax,
Magnus and Cascade Plus

Circle 210 on reader service form

Compliance Safety
SilverBack Gloves

* Magnetically powered gloves

¢ SilverBack brand features Zeta6 magnets that are mounted

on the back of each glove

* Magnets are strong enough to hold parts, fasteners and tools

for on-the-job accessibility
* Field tests showed improvement of job efficiency in field tests across various industries

* Feature a half-finger design for increased flexibility and accuracy
Circle 211 on reader service form

Otterbine’s
Genesis Aerating
Fountain

* Features two fountain-like tiers and 16
silhouetted streams

¢ Water cascades into an architectural
fountain

* Designed for landscape architects who

want to offer both the benefits of aeration
and an eye-catching spray pattern

* Tallest tier can reach spray heights of 18
feet and widths of 62 feet

Circle 212 on reader service form

Easy Gardener's
Fiber Edge

* One-piece flexible fiberglass landscape
border

¢ Comes in compact 20- and 100-foot rolls
¢ Conforms to any shape and can be
reconfigured without damage from creas-
ing or crumbling

* Won't rust, rot, warp or fade

Circle 213 on reader service form

< | E

Bayer's
ProStar
Fungicide

¢ Used primarily in the summer
months

* Systemic mode of action pro-
vides both preventive and cura-
tive disease control

* Controls brown patch, fairy
ring, red thread/pink patch, yel-
low patch/southern blight, gray
snow mold and large brown
patch

* Safe for use on Kentucky
bluegrass, creeping bentgrass,
perennial ryegrass, red fescue,
tall fescue, bermudagrass, St.
Augustinegrass and

zoysiagrass

Circle 214 on reader service form

Safer Brand
Natural Turf

Program

* Four-part fertilizer
* Three new fertilizer products to
stimulate growth

naturally all year

* Helps correct soil biology and produces
lush, green turf

* Includes 8-1-1 fertilizer for application in
early spring and late fall

* Offers grass stimulator for late spring

¢ Includes soil stimulator for summer

¢ All products are biodegradable

¢ Environmentally responsible

* Biodegradable

Circle 215 on reader service form
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Bell Track-
Driven Tractor

* High-torque, track-driven tractor de-
signed to pull scrapers over tough terrain
* Model
4206D/T

* Rubber
track-driven
model con-
verts the out-
put of its 422-
hp engine into

65,000 pounds of drawbar pull

« Control panel and hydraulics are fully
adjustable to suit various conditions

® Tractor also can be used for moving trail-
ers and vibratory compactors

Circle 216 on reader service form

Komatsu
Backhoes

* Upgraded
models feature

increased hy-
draulic speed,
stronger com-

ponents and
Tier 2-compliant engines

* Operator cab offers improved visibility,
comfort and easy access to controls

* Operating weights vary from 16,600 to
19,731 pounds

* Designed for use in various loading and
excavating applications

Circle 217 on reader service form

Industrial
Pneumatic Catalog

* 312-page catalog of miniature pneumatic products and accessories
¢ Full-color publication includes more than 12,000 products including
fittings, tubings, mufflers, manifolds, valves, filters and accessories

* Products are available in brass, stainless steel and numerous plastic

formulations

* Includes chemical compatibility chart and engineering data section

Circle 218 on reader service form

Superior Sigmals
- i
Mag-Nirr Mirrors
* Magnetically mounted mirrors can be positioned at any angle on any ferrous
metal surface
* Can be placed on inside uprights or at eye level depending on the application
¢ Magnet provides 60 pounds of holding power
* Available in either a 3.75- or 6-inch convex or flat style
® 6-,9- and 12-inch extensions are available
* Ideal for skid-steer loaders, construction vehicles and tractor trailers
* Designed to increase on-the-job safety
* Easy to install
Circle 219 on reader service form

King

Innovation
Wire ,
Mesh &~
Grips =88

¢ Can be used for pulling

CS Lawn Re-Edger

* Allows one-pass operation to re-cut a
crisp, defining bed edge as quickly as the
operator can walk

* Designed to accommodate all standard
split-drive handheld edgers

* Provides clean, crisp edges year round
with minimal effort

* Can save money by cutting down on

e - . ; . : -hours
irrigation pipe, insulated wire, R man-hours ¥ \
* Requires minimal maintenance

Circle 221 on reader service form

Land Pride’s
PR16 Series
Powered Rakes

* Multi-functional seedbed or soil surface

wire rope, tubing, PVC and bare
conductors

¢ Mesh grips are easily identifiable by tags
positioned under the heavy-duty clear
plastic tubing

* Reusable

* Can be used with swivels

* Coated galvanized cable

* Feature reverse weave and single wire
ball design

Circle 220 on reader service form preparation tool

* Capable of grading, level-
ing, shaping, cultivating,
renovating and pulverizing
various soil surfaces

¢ Available with 60- or 72-
inch working width and
compatible with 20- to 40-hp
tractors

¢ Adjustable material-con-
trol blade determines the
soil size to let through and
keeps material flowing
Circle 222 on

reader service form
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Havener's
Vinyl-Coated
Equipment
Racks

* Securely holds line
trimmers, brushcutters,
edgers, shaft hedge clip-
pers and pole saws

* Heavy-duty black vinyl
coating

¢ Two models available:
I'G3500 designed for en-
closed trailers and TG3000
designed for open trailers
* Powder-coated metal
frame prevents rusting

* Mounting hardware in-

cluded

Hunter Industries

PGJ Mid-range Rotor

* Designed for use in 15- and 30-foot sites
* Available as a shrub head and 4-, 6-
and 12-inch pop-ups

* Can be used as an alternative to spray
heads on small turf or landscaped areas
* Offers a gallon-per-minute rate of .53
to .64

* Arc settings can be adjusted with ei-

Reemay Lawn and
Garden Blankets

¢ Lightweight, floating plant-cover with
multiple benefits

* Composed of spunbonded polyester

ther a screwdriver or
wrench

* Nozzles are marked
with flow rate IDs for
quick identification and
matched precipitation
Circle 224 on

reader service form

plants during cold spells to boost
germination and growth when tempera-
tures climb

* Multi-season fabric creates a physical
barrier to garden pests such as insects and
small animals

¢ Easy to secure with Typar fabric pegs

Circle 223 on reader service form

* Retain warmth and moisture to protect Circle 225 on reader service form

Planning a
Meeting?
Talk to Us.......

GIE Media’s Conference & Seminar Division offers turnkey meeting

media

incorporated

and event management services that allow you the flexibility to trust
us to take care of the details while you focus on your goals.
For more information on how your company can take advantage
of the professional meeting and event management services

offered by GIE Media, please contact:

Jeff Fenner or Maria Miller
at 800/456-0707

USE READER SERVICE #45
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EE THE READER SERVICE CARD ON PAGE 150.
COMPANY NAME WEB ADDRESS PG# RS# COMPANY NAME WEB ADDRESS G# RS#
Absolute Innovations ........... www.absoluteinnovations.com ... 51 e 48 JRCO covvcississssimmmsmismasssmssnssassss WWW.JFOOINE.COM 9 15
. www.adkad.com B4 2941 o WWW.MOWPTO.com 105 H
« Www.airolator.com 7 70 www.kawpowr.com 7 13
.. www.alamia.com z 21
.. www.alocet.com 62 58 Truck Center ... wivw.isuzutruckeenter.com ........... 8 Lo 101
www.alturnamats.com 116 100 Landscapers SUpply ... www landscapersupply.com 73 67
American Honda .......cc......... wWw:americanhonda.com k] 69 www Jlebanonturf.com 5,151 12118
American Roll-Off ..... www.americanrolloff.com 2 28 www.Jesco.com 53
The Andersons............ www.andersonsgolfproducts.com...... 65 ...vmmvmsssies 61 www.lineward.com 120
Ariens/Gravely www.gravely.com 152 119 0407 Ve T — www.Imelson.com 62
ATICOMp. .o www.preseeder.com 82 7 LT Rich Products .............c.... WWW.Z-spray.com 2
B.& DA Weisburger .......... www.weisburger.com 103 93 Marsan Turf .... . www.sprinklersdless.com ............ 112,136
BASRLCZ L i www.turffacts.com 3 1 Maruyama i WWW,maruyama-us.com 56
Bayer Environmental Sdence ... www bayerprocentral.com ..... 10-11,50,92-93 Middle Georgia www.gatrucks.com 58
Bt ... www.bluebirdintl.com 49 47 Monsanto WIWW.MONSANE0.COM ...c.ocviivn 35-38,68-69 ...
BODCAE ecievnisrensrens www.bobcat.com 67 62 New Holland ... www.newholland.com/na 7
C&5 Turf Care ... www csturfequip.com 118 104 NGK Sparkplugs .....cccccnnen www.ngksparkplugs.com 57
Carl Black GMC. www.carlblack.com » 74 NuFarm Turf &
Carson Industries ... www.carsonind.com 45 120 Specialty Products .. www.riverdalecc.com 9 8
Cascade Lighting .... .. www.cascadelighting.com 48 2 Oldham Chemical Co. ....... www.oldhamchem.com M 37
Caterpillar ...... .. Www.cat.com 5 52 Oregon Outdoor Power
CE Attachments ... WiWW.CEattachments.com 2 H Equipment Parts .............. WWW.oregonoep.com 123 87
Combined MIg. ..........coen. WWW.SPreaddmower.com 136 114 Otterbine Barebo ... www.otterbine.com R 3
Compact Power Inc./Boxer .. www.boxerequipment.com 9 14 Pace AMETICan ... WWW.paceamerican.com 58 81
Compact Power Inc./Kanga . www.kangaequipment.com .........cc. 112 coovrccrscrinnns 106 R B CORION e st e pinrsenses www.pbigordon.com ............ TLI07,137 v 7795116
DIG Irrigation Products ........ www.digcorp.com 138 117 Perma Green Supreme............ www.ride-onspreader.com 63 5
Ditch Witch ... www.ditchwitch.com 17 102 Peterson Corp. .......... Www.petersoncorp.com 104 2
www.dixiechopper.com k2| 3% Pioneer Cover-All www.pioneercoverall.com 2% i)
www.dowagro.com/turf .......... 100-101° Plant Health Care www.planthealthcare.com 5 51
www.drafix.com 46 43 www.rainbird.com .......... 2979113121 ..., 3188919108
www.proproducts. dupont.com .......... 1 17 www.redmax.com 59 55
www.easylawn.com 76 71 www.rndsigns.com 130 110
www.echo-usa.com 8 il www.mgedairon.com 84 78
www.elandia.com 28 30 WWW.SCag.com 77 2
Encore Power Equipment ..... www.encoreequipment.com 61 5% www.clip.com v /4 20
Excel/Hustler ... www.excelhustler.com 25 4 www.stihlusa.com 19 19
Express Blower www.expressblower,.com 64 60 www.syngentaprofessional
Fabriscape ... www.fabriscape.com 98 % 17353125 i 1835109
Ferris Industries.........cocmns www.ferrisindustries.com 133 112 .o WWW tensarcorp.com 4 3
Fertigation Technologies ....... www.fertigator.com b 89 e WWW.tOTO.COM 119 105
Frontier Products ... wwiw.buyfrontier.com 72 66 .. WWW.toro.com 109 %
Finn Corp. ...ccoocn www.finncorp.com 7 64 o WIWW.HOTO.COM 2 10
First Products www.Istproducts.com 130 111 wivw.treetek.net % 84
IMC e i . Www.tuflex.com 9 86
Glenmac { ) 102 ., WWW.turboturf.com 73 68
GMCSierra ... /. Eme. .. Www.turfco.com 83 65
GNC Industries ., www.gncndustries.com 120 46 www. turfstuff.com 89 82
« Www,greatdanemowers.com ... | 16
wwiw.hunterindustries.com 111 97 www.vistapro.com 78 73
www.husqvarna.com 4243 39 wwiw.visualimpactimaging.com ... 118 .. 103
www.walkermowers.com 135 113
) www.goodbug-shop.com 89 8 www.warnworks.com 31 2
I.J- Mauget Www.mauget.com 87 80 www.wellscargo.com H 40
*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

FREE NO BROKER
APPRAISAL FEES
Professional Business Consultants
gusmess G,

"ﬁ

A

Merger & Acquisition Specialists

0 ')
N
g e
& ‘ Z
s E
3 —
a 7]

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: 508/252-4447

Reasons to call us:
* Huge Profit Center - 65%
* Easy Installation Process
* Carry NO Inventory

* Utilize Existing Equipment
* Excellent Add-On Service
* Many Extras

CONKLIN PRODUCTS

OPPORTUNITY!
Use / market, new technology liquid slow-release
fertilizer and micro-nutrients
BUY DIRECT FROM MANUFACTURER
FREE Catalog - 800/832-9635
Email: kmfranke@hutchel.net
www.frankemarketing.com

BIDDING FOR PROFIT

PROFITS UNLIMITED
Seminars & Consulting
“Your Key to Success”

BIDDING & CONTRACTS ($47.95)
CONTRACTS & GOALS ($39.95)
MARKETING & ADVERTISING ($39.95)
LETTERS FOR SUCCESS ($29.95)
DE-ICING & SNOW REMOVAL ($39.95)
ESTIMATING GUIDE ($34.95)
SELLING & REFERRALS ($44.95)
TELEPHONE TECHNIQUES ($24.95)

BUY FOUR OR MORE AND SAVE

You can see a full explanation of these manuals on
our Web site. The techniques shared in these manu-
als are being used by hundreds of your peers
throughout the United States and Canada.
Wayne's Lawn Service was recently rated one of
the top 10 lawn companies in the United States,

Profits Unlimited

800/845-0499

www.profitsareus.com

Visa, MasterCard,
Discover, American Express

800-334-9005

www.allprogreens.com

BUSINESS OPPORTUNITY

ooking

for a job?

Great. We'll start
you at CEOQ.

Tired of struggling in the
We'll give

you a promouon. Call us

landscape industry?

today and learn how to start

your very own franchise

PUTTING GREENS
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KEEPING LAWNS HEALTHY FOR LIFE.
ADDRESS

LAWNDOCTOR.COM

The cure for
the common job.

PHYSICIAN

L ANBOCTOR

- Tremendous growth potential
- Proven support systems

- Affordable opportunity

- Spend time outdoors

- No experience necessary

FOR FREE FRANCHISE INFORMATION CALL TOLL FREE

1.800.4.LAWN DR

(1.800.452.9637)

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.

BUSINESS OPPORTUNITY

WARNING!!

“DO NOT SELL YOUR PEST CONTROL
BUSINESS” UNTIL YOU READ THIS
“FREE” DETAILED REPORT.
READ OR PRINT FROM:
www.pestcontrolbiz.com
Or CALL: 800/707-8899

BUSINESS OPPORTUNITIES

OUTSTANDING BUSINESS OPPORTUNITY
High volume national franchise lawn care busi-
ness for sale in Florida. Established 20+ years, 7
figure sales, 6 figure income. Owner financing
available. $1,400,000.00.

Please call 732/290-8495.

Businesses for Sale

LANDSCAPE
CONSTRUCTION COMPANY

Well Established 20-year Landscape Company
Boston, Massachusetts Area.
Annual volume $3.5 - $4.0 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.

Contact Global Business Exchange
Mr. John Doyle 781/380-4100
Fax: 781/380-1420

LANDSCAPE COMPANY
FOR SALE

Services the Washington/Baltimore
Metropolitan Area.
Maintenance, Installation and Snow.
Sales approaching $3M
301/639-4763
bill@billshreve.com

TURNKEY LANDSCAPE CONSTRUCTION
CORP. in California with an outstanding repu-
tation in the high-end residential market on the
Central Coast. Company has over 150K in
equipment and parts. Company earns over 500K
per year and nets more than 100K. Huge growth
potential for maintenance crew, commercial con-
struction crew or both. Zero debt. Owner may
consider carrying papers with substantial down
payment.

Asking $265,000
Call 805/547-1236 or 805/610-3363

FOR SALE

COMMERCIAL LANDSCAPE
MANAGEMENT COMPANY

* Located in Southeast Texas

* 15+ years established

* 99% Commercial Accounts

* Experiencing Rapid Growth

* Third Party Valuation Performed

Purchase Price: $990,000
(includes real estate valued at $250K)

Contact: John/The Buckley Group
713/838-1494

€ , r
E_.z_:: SIS
BUSINESS OPPORTUNITY

Educational Training

Interactive training
that's easy, effective and fun! £

LS.

‘Learn online atlawnlore.comor
phone for cd version 800-328-4009

For Sale

tanks-a-lot* W’

TIME is MONEY

WEED
FASTER

1-800-948-2657
www.tanks-a-lot.net

%897 + $6.75 s/h. VISA, MasterCard, &
MO's shipped next day, Check dolays
shipment 3 weoks. add 7.75%tax.

PINCHERS
* load and Unload
* Fastest 2° and up
Tree Planter Ever|
SKI LANDSCAPE

EQUIPMENT

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.

17 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 /733-8700, Dallas, TX
FREE delivery available!

LawN & LANDSCAPE
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CIASSINIE
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1998 Rexius Express Blower truck. 60 cubic yard
capacity, upgraded CAT engine, well-main-
tained and ready to work. $175,000.00. Call for
complete list of options 908/850-9711.

Lawn Maintenance and Landscaping Forms
Order on-line and save. Invoice, proposal,
work order and more. 250 minimum.
4WorkOrders.com. Shorty’s Place in
Cyberspace, 800/746-7897.

Kubotaparts.com

FAST

DELIVERY ON
KUBOTA PARTS
$5.00 Shipping Per Order

der Parts at kub

> at

1-877-4KUBOTA

This website “kubotaparts.com” Is operated
by Keller Bros. Tractor Company. an authorized
dealer of Kubota Tractor Corporation since 1972

Save $$99$. 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. 610/361-2847.

Dog created brown spots in the lawn can be rem-
edied with Nature’s Select Green Grass Formula.
This chewable dog supplement adjusts the Ph
of the dog’s urine to promote a “spotless” lawn.
800/875-5707.

Two « 2000 EB-80 Express Blower 50 Cubic Yard Capactty
Franghtiiner FL 112 Milsage 87 620 & 51,454 Excalient Condition,
Well Maintained Seed Injection & Colorant Option
$200,000 sach Call 800-731-0008

Two - 2000 Rexius EB40
Hours 4. 454 & 5154
Mileage 33,670 & 42,835
Seed Injection Option
FLBO Fresghtiiner. Second
Unit Has New Blower and
Teansmisaion $159 000 sach

7o Scpao Seios JBRENS
Financing

LET THE GOVERNMENT FINANCE your
small business. Grants/loans to $2,200,000.00.
(www.usgovernmentinformation.com) Free re-
corded message: 707/448-0270 (NK8)

GPS Vehicle Tracking

No Monthly Fees
Call 800/779-1905
www.mobiletimeclock.com

Help Wanted

Florapersonnel, Inc. in our third decade of per-
forming confidential key employee searches for
the landscape industry and allied trades world-
wide. Retained basis only. Candidate contact
welcome, confidential and always free.
Florapersonnel Inc., 1740 Lake Markham Road,
Sanford, FL 32771. Phone 407/320-8177, Fax
407 /320-8083. Email: Hortsearch@aol.com
Website: http/ / www.florapersonnel.com

RICHWAY

Janesville 1A 50647

~ Foam Marking System -

For spreaders and sprayers 3’ to 30’

800-553-2404 (ATUrfTracker
www.turftracker.com

Show your
CUSTOMERS
you CARE
about
QUALITY

patented

GREENSEARCH

GreenSearch is recognized as the premier provider
of professional executive search, human resource
consulting and specialized employment solutions
exclusively for interior and exterior landscape
companies and allied horticultural trades
throughout North America. Companies and
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.

LANDSCAPE MANAGEMENT
THE BRICKMAN GROUP, LTD.
Careers in landscape management available in:

California, Colorado, Connecticut, Delaware,
Florida, Georgia, Illinois, Indiana, Maryland,
Massachusetts, Minnesota, Missouri, New Jer-
sey, New York, North Carolina, Ohio, Pennsyl-
vania, South Carolina, Tennessee, Texas, Vir-
ginia, Wisconsin. Fax: 301 /987-1565,

Email: jobs@brickmangroup.com
Web site: www.brickmangroup.com

Environmental Designs an award winning com-
pany in Denver, Colorado is currently hiring Com-
mercial Irrigation Techs, an Account Manager and
Construction Foreman. We offer top pay and full
benefits. Please fax resume to 303 /287-0340.

Rutland Nurseries, Inc., a leader in landscape
construction and maintenance in Central Mas-
sachusetts for 48 years, is seeking motivated, cre-
ative, flexible, knowledgeable and experienced
Landscape Construction Foreman (M/F). Ap-
plicants should have extensive knowledge of
plant material, the ability to operate machinery
and crew management experience. Candidates
should have a minimum of 3 years experience
in landscape construction and management.
This position is full time, year-round with ben-
efits. Phone 508/886-2982, Fax 508 /886-2981, E-
mail sales@rutlandnurseries.com.

DON'T WAIT! Make the jump to reliable, legal
workers. More profits, less worry. Bring your sea-
sonal workers from Mexico with VISAS. We do
all the documentation and make it simple. We
GUARANTEE SPEED, FRIENDLINESS and
AFFORDABILITY. Free information & booklet.
Call me today. David Donaldson, USAMEX Ltd.
501/724-8844. E-mail: INFO@USAMEX.OR
<mailto:INFO@USAMEX.ORG>

Call
800/456-0707

to Advertise in the
Lawn¢ Lam‘/scapc

Classifieds.
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Dodyou identify...
and exceed client’s expectations?

We want motivated individuals secking a secure
future in a growrh-oriented environment.

Please join us as we conquer the next level!

If you have wha it takes, and you like a challenge,
apply for the position below that best suits you:

Foreman * Designers * Laborers
Area Managers * Tree Experts
Commercial Maintenance Sales Person
Director of Operations

Fax Resume to: 410/602-0688 EOE

An established landscaping firm is dedicated to
creating long-term relationships with clients by
providing the best possible service, We are one
of the largest landscape contractors in the south-
western US operating in CA, AZ and NV. The
Company specializes in landscape construction
and maintenance for residential master-planned
community developers, public works and indus-
trial commercial developers. We offer excellent
salary, bonus and benefits package. Outstand-
ing career opportunities exist in each of our fast
growing branches for:

* Sales

* Estimators

* Account Managers

* Supervisor

* Senior Foremen

For more information contact:
Elisabeth Stimson, Human Resources Director
Email: estimson@gothiclandscape.com
Ph: 661/257-1266 x 204
Fax: 661/257-7749

LANDSCAPING
A dynamic, growing and full service landscap-
ing company in Northern Virginia is looking for
an experienced landscape designer to assist in
the rapid growth of the company. The responsi
bilities of this position include meeting with cli-

ents to develop a landscaping design and effec-

tively managing the client-company relation

nh:p L Sing your expertise o make suggestions
for both hardscape, softscape, lighting and wa
ter feature solutions. Excellent graphical skills
required. A team player with a great attitude is
required for this position. Now is the time to
bring vou on the team, before the busiest time
of the vear, Please fax vour resume to 703/ 734-
1435

[ESCO

SALES AND SERVICE
POSITIONS

Virginio, New York, Massachusetts,
Connecticul, and Rhode Island
LESCO, Inc., the nation’s leading manufac-
turer and distributor of lawn care and golf
course products, is rapidly expanding opera-
tions in Virginia, New York, Massachusetts,
Connecticut, and Rhode Island. We are look-
ing for individuals with a strong background in
the professional green industry for our Service

Center locations. Sales experience a plus.

LESCO offers competitive salaries and an

excellent benefit package. Fax resumes fo

440/783-3909 or email us ot imahl@lesco.com.
EOE/AA/H/V

Looking For Someplace To Plant Your Roots?
Our Family owned quality focus Full Service
Landscape visionary company has a 40+ year
track record of increasing growth, visibility, op-
portunity, and profits. We have a strong culture
rooted in trust, integrity, professionalism and
excellence. As a Co., we make it a point to use
good judgement, fairness, and common sense to
meet our challenges.

Michael Bellantoni Inc. is a 40-year-old company
experiencing strong growth, creating the need for:
* Hardscape Division Managers
¢ Landscape / Maintenance Project Managers
* Commercial Applicators
* Irrigation Project Manager
¢ Landscape/Maintenance Forepersons

We are seeking a Landscape Professional who
enjoys hands on problem solving, a high-energy
work environment, and pleasing customers. The
ideal candidate has a solid work ethic, proven
leadership abilities, productive years of indus-
try experience and technical competency, strong
communication ability and a service mind set,

If you've got what it takes, we’ll provide the rest:
* Medical
* Simple IRA
* Vacation
* Family Atmosphere
* Awesome Learning Potential

If you're committed, dependable, and want to
join an organization you can be proud of, we'd
like to talk to you.

Fax or send resume:
Michael Bellantoni Inc.
121 Lafayette Ave.
White Plains, NY 10603
Fax: 914/948-6473

At MBI, Equal talent will always get equal
opportunity
DFWP

y v
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SALES MANAGER

Sales Manager wanted for Terminix franchise in
San Juan Puerto Rico. Salary, commissions and
possible ownership for the right candidate. Ideal
candidate should be proficient in English and

Spanish. Please contact Phil Pearsall at 800/968-
4612 ext 223 or e-mail PhilPearsall@business-
insurers.com,

HELP WANTED
orre and Bruglio, Inc., Michigan’s larest Land-
scaping Company is looking for motivated in-
dividuals to expand our team.. The following po-
sitions are available,

Experienced:

Maintenance Project Managers
Ornamental Spray Technicians
Pesticide Applicators
Foreman - Construction/Maintenance

Call, mail or fax your resume to:
HR Department, (e-mail address:
hrresume@torreandbruglio.com)
850 Featherstone,
Pontiac, MI 48342
Telephone: 248/452-9292
Fax: 248/452-9006

LANDSCAPE MANAGEMENT
Wheat’s Lawn & Custom Landscape, a $9 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

COMMERCIAL LANDSCAPE
OPPORTUNITIES
Ascape Landscape & Construction Corp., lo-
cated in Rockland County, has been serving the
Tri-State Area for 20 successful years.

Growth and advacement have opened the fol-
lowing inside and outside positions:

PROJECT MANAGER/FOREMAN
IRRIGATION DIVISION MANAGER
IRRIGATION FOREMAN
MECHANIC
LANDSCAPE DESIGN /SALES ESTIMATOR
TREE CLIMBER
OFFICE MANAGER
ADMINISTRATIVE ASSISTANT

Salary commensurate w/ experience, 401K plan

Fax resume to: 845/362-8224 or E-mail to:
ascapestu@aol.com
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Sales Arborist: A recognized leader in the
arboriculture industry is seeking qualified Sales
professionals to grow & maintain an established
sales territory in Westchester County, NY or Bergen
County, NJ. Ideal candidate will have a passion
for caring for clients & their trees, & possess a2
or 4 year business or green industry related de-
gree. A minimum of 2 years sales experience with
established skills. A desire to network and pros-
pect for new business. Candidate must be highly
motivated, well organized & enjoy a fast paced
work environment. Excellent people/commu-
nication skills combined with a positive “can do
attitude” a must. This employee owned com-
pany will provide the framework, structure &
on-going training for your success. Comprehen-
sive compensation package including: 401K
with company match, profit sharing, medial,
dental & much more.

District Foreman/Operations Manager, Green-
wich, CT or Bergen County, NJ: Responsible for
safety, quality, & production of the district, &
for promoting excellent client relations. Strong
focus on employee development & training.
Qualifications include strong leadership & com-
munication skills, diverse field experience, the
ability to make decisions, & a minimum of one
year of supervisory experience. CDL required.
Plant Health Care Coordinator, NY & CT:
Looking for a client focused individual to part-
ner with a district management team to support
their local plant health care operations. Respon-
sibilities include: diagnosis & application work,
interaction with clients, scheduling, routing, in-
ventory & training. Successful candidate must
possess: good leadership, communication &
organizational skills. Focus on client service a
must. Prior PHC experience or related degree
necessary as well as appropriate professional li-
censes. CDL required, with air brakes preferred.

LI

Contact: Brian Nadriczny
Phone: 203/840-8323. Fax: 203/840-8328, or
bnadriczny@thecareoftrees.com

WWW.JOBELEMENT.COM

éj%belementtom

Jobelement.com is the industries leading job
site specializing in the Pest Control, Lawn
Visit our

Care, and Agricultural markets.
website today at www.Jobelement.com to see
what all the buzz is about. Wheather looking
for a job or recruiting for employess,
Jobelement.com is equipped to handle all
your job search needs.
WWW_JOBELEMENT.COM

—t

WESTERN REGIONAL SALES MANAGER —
KICHLER LANDSCAPE LIGHTING
Kichler Landscape Lighting a division of the
Kichler Lighting Group, headquartered in
Cleveland, Ohio is seeking a Western Regional
Sales Manager.

The primary responsibility of this position will
be to lead the sales effort for sales of landscape
lighting products to the Irrigation and Land-
scape Industry. You will have responsibility for
a select group of independent sales agents in the
Central and Western United States. Significant
travel requirements of 65% + is required. The
position can be based in the Western United
States or at our headquarters in Cleveland.
Other responsibilities include training and edu-
cation of contractors, architects and distributor
personnel as needed.

A background in managing an independent sales
force is preferred. Prior experience in the Land-
scape Lighting and/ or landscape and irrigation
industry is required. A four-year college degree
is also preferred.

This position will report to the National Sales
Manager for the Landscape Lighting division.

Please send or e-mail a resume with salary re-
quirements to:

MICHAEL SOUTHARD
Kichler Landscape Lighting
7711 E. Pleasant Valley Road

Cleveland, OH 44131
Msouthard@kichler.com

Marders is a 28-year-old established, up-scale
retail store and landscape company in
Bridgehampton, NY (east end of Long Island),
committed to using only organic products. We
have the following career opportunities avail-
able for the right person;

Property Care Manager - Confident and cus-
tomer service oriented candidate desired to ad-
dress client issues, fulfill sales opportunities and
manager crews. Candidate must have a “hands-
on, team-player” attitude and property care ex-
perience to be successful in this position.

Sales Associates — Annual/Perennial and/or
Tree /Shrub ID skills required. Prior sales and
customer service experience is necessary.

We are looking for talented individuals excited
by and dedicated to horticulture with a focus
on doing the right thing for the customer. We
are interested in professionals who are highly
motivated, consider themselves self-starters and
who seek opportunity within a dynamic com-
pany. We offer an excellent benefit package and
competitive salaries. Fax resume with salary re-
quirements to: Marders, Attn: Ms. Fallon, 631/
537-7023 or e-mail: efallon@marders.com. Visit
our website at www.marders.com.

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

WWW.LANDSCAPERSFORUM.COM

New Forum For Landscapers
Free Registration
Be Among The First
WWW.LANDSCAPERSFORUM.COM

PLANTSEARCHONLINE.COM

Where professionals search for plants. The larg-
est directory of wholesale plants and nurseries
in the USA. Over 16,000 varieties, at over 1,800
nurseries in over 45 states.

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

Scheduling & Landscape Maintenance
Estimating
Unlimited customer accounts.
Starting at $199
Quality software at affordable prices
www.BrokenLegSoftware.com
919/732-6791

PHONE CENTER SOFTWARE

Never forget to call a customer back or lose another

phone message! Works with Caller ID to track all in-

coming phone calls into a database, Schedule ap-

pointments with easy-to-use drag and drop cal-

endar. Route appointments with MS MapPoint.

Synchronize customer information to
QuickBooks!
View demo at www.PhoneCenterSoftware.com
or call Tree Management Systems, Inc at

800/933-1955,
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GROWTH.

It's what your small business will
see when you get five basic things
right: employee relationships, financial
management. sales development, marketing
diversity and customer retention

leffrey W. Zindel Business
Consultants will help you get these
right time and time again

We offer the knowledge to shorten your
learning curves and the experience to
help you build your business more

quickly and more smoothly

The power of Z.

“Hiring Jeff is easily one of the best
decisions |'ve ever made. By using Jeff's
real-world advice and his common sense

approach, our business has doubled every
year for the past three years."
Roger Roumpf, President

GroundWorks, Ing

Let personal business coach,
Jeffrey W. Zindel, help you
fine tune what you know, develop
your existing talents and realize
your full potential. For more
information, please call us at

402-449-0400

www.jzBusinessConsultants.com

Jeffrey W. Zindel

BUSNESS CONSULTANTS

Largest ¢ Fastest Growing
Pioneer in {b{J\e Industry

Holiday Lighting
/\}'z/v I'Ill[r/((}':':" Year Round

4 W

. 5 :
Landscape Lighting
Offer High Margin Services

Training * Marketing * Supplies
Over 400 Locations in 47 States & Canada

' | aeczpe et AscPatacTm | gron.

'800-687-9551

www.TheDecorGroup.com

T &y
You Don't Have To A Franchise
To Make A ne!

* Factory Direct Product and
Pricing. Training. Marketing.

* Low-Voltage Landscape Lighting.

* Hottest New Business with
Huge Margins

- ~ "‘I","’?

Call Today

Garden Light, Inc.

“Worlds Finest Landscape Lighting Company”
6112 Benjamin Road * Tampa, FL 3363

800.511.2099

Download a free demo of
the software everyone is
talking about!
www.wintac.net

Or call 24 hours for a free demo CD

1-800-724-7899 ext:

°C

« Unlimited Customers & Locations e Print
« Automatic Scheduling, Routing
« Automatic Invoicing, Job Costing
« Service History & Profit Tracking » Full Accounting: G/L, AR, AP,
« Labor and Productivity Tracking
« Material & Chemicals Tracking

« Letter Writer w/ auto Mail-Merge:
Send Sales and Service Notices

The #1 best-sellin
all-in-one software for
specialty trades

als, Invoices, Work
Orders, Statements, Purchase
Orders, Reports, Labels. Even
design your own forms in Word

Payroll, Checking, Inventory,
Financial Reports and Graphs
« Built-in links to QuickBooks®,
Peachtree ™, MS Office®, Street
Mapping, Emailing, and more!

Warehousing

Third party warehousing company located in

Atlanta, GA specializing in the Green Industry.
Let K.D.L 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 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.
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At Dennis’ Seven Dees Landscaping, Portland, Ore,, we

make safety a part of everything we do, from starting
with a safety focus every morning tomakingitan agenda

item for all of our meetings.

In 1994, our company’s experience modification fac-
tor (MOD) rating was .99 with 229,000 man-hours worked
for the year. A rating so close to 1 meant that the number
of insurance claims we filed was at the industry average.
To reduce claims and achieve an above-average rating,
we implemented a daily 10-minute morning stretching
program. Every morning, our staff of nearly 200 people
breaks up into divisions — maintenance, construction,
etc. — for 10 minutes of leg stretches, back stretches and
jumping jacks led by a different employee every day.
Through the stretching program we have achieved a
much better MOD rating of .79 for 330,000 man-hours
per year, which reflects a decrease in insurance claims.

Our commitment to the program lets everyone know
how important safety is in our company. It also gives us an
opportunity to discuss training topics. Every Thursday
after stretching, each division discusses a safety topic,
which could be anything from safe equipment operation
to seasonal items like working on slippery slopes, hot- or
cold-weather practices or treating bee stings.

The company safety committee, which has a repre-
sentative from each division, also provides relevant
safety topics. Many topics stem from investigations into

y

Start sa!et;tralning on the ﬂrs{ day ;J' employee orienta-
tion by showing new hires the locations of fire extinguish-
ers, first aid kits and MSDS manuals.

Promote the importance of safety throughout the com-
pany by making safety meetings a daily routine.

Encourage participation from all members of the company

by having safety meetings led by a different employee
every day. Also, form a safety committee with members
representing each company division.

Reward good safety practices with unique prizes or team
parties, but also have discipline measures in place for
employees who disregard company safety rules.

Make continuing safety education available through the
company or through national and local associations.

safety incidents that occur throughout the company. We
thoroughly investigate every incident, whether it is a
bodily injury, a fender bender or a near miss that could
have cost us but didn't. Every incident is discussed at
each department’s morning stretch. Those involved in
the incident share what happened, what they learned
and how to prevent it from happening again.

The safety committee meets every two weeks to
discuss incident reports and also handles possible disci-
plinary actions for those incidents. This could include a
verbal first warning, written second warning or a thor-
ough discussion of possible termination after the second
infraction. Usually, we find that because employees
involved in safety infractions must share what they
learned, most incidents occur only once.

Though discipline is sometimes necessary, our com-
pany also finds that rewarding good safety behavior has
a positive impact on the company. Occasionally, we'll
spend about $500 on a barbecue for the team and we've
also named employees of the month, but more often
we'll offer spontaneous rewards like “safety coins” -
Susan B. Anthony or silver dollars. These coins still are
only worth $1, but the recognition attached to them
gives the coins more value for our employees.

QOur owners play a big role in safety and they show
their commitment to it by participating in stretching,
being a part of the safety committee, staying in touch
with the local workers’ compensation carrier and being
involved with safety on a national level. Our vice presi-
dent Dean Snodgrass was our first safety committee
chairperson and our president David Snodgrass is chair-
man of ALCA's Safety/ Insurance Committee.

To keep everyone involved, we make safety a priority
from each employees’ first day of hire. During orientation,
new employees are encouraged to share new ideas as we
discuss company safety policies and procedures. We give
them a facility tour and point out all of our “Right to Know”
stations, which are equipped with first aid Kits, fire extin-
guishers and material safety data sheet manuals.

To stay on top of new safety and training issues, our
company actively participates in the National CLT train-
ing program. We also conduct a weeklong in-house
training program that is similar to the CLT program. We
select 12 to 14 people who have indicated that they are
interested in the future of landscaping and we put them
through a 40-hour training class.

For us, having a safe company depends on the involve-
ment of every employee. The person operating the 21-
inch mower needs to be as aware and concerned about
safety as the owner of the company. — Nathan Dirksen

The author is construction manager, Dennis’ Seven
Dees Landscaping, Portland, Ore., and can be reached

at 503/777-7777.
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1. What is your primary business Q6. Landscape Lighting
at this location? (choose only one) 7. Hardscape Installation
X |. CONTRACTOR or SERVICES 018. Water Features

1. Landscape Contractor

| [J2. Chemical Lawn Care Company E:ndxnpo Maintenance
i i i ; (excluding mowing maintenance service) 9. Landscape Renovation
‘ D YES, | would like to receive/continue to receive Lawn & Landscape free of charge. 8 e e Lne et E R
4 4. Ornamental Shrub & Tree Service 11. Turf Aeration
| D No, | would not like o renew. 85. Irrigdoﬁon Contractor E 12. Tree & Ornamental Care
. 6. landscape Architect 13. Tree & Stump Removal
: wn (7. Other Contract Services E 14. Irrigation Maintenance
se describe) 15. Erosion Control
‘Name Date ey
Pesticide Application
(Company Il. INHOUSE LAWN/CARE Q16 Turf Disease Control
5 MAINTENANCE 17. Turf Insect Control
Address CIfy (8. InHouse Maintenance including: 018. Turf Weed Control
'8 Educational Facilities, Health Care 019. Tree & Or | Pesticide Applicati
! M ZIP Facilities, Government Grounds, Parks &
| Military Instailations, Condominium Other
Title Compl Housing D " o 820. mln‘g‘d
Private Estates, Commercial & Industrial ar. roseeding
' Phone Fax Parks J22. Snow Removal
2 J23. Interior Landscape Services
E-mail IIl. DISTRIBUTOR/MANUFACTURER 0124, Structural Pest Control
9. Dealer J25. Holiday Lighting
(3 10. Distributor Q26. Other
11, Formulator
GIE Media will only use your e-mail address to contact you with relevent industry 12, Manufocturer 3"“'.”’:;“;':““ (w
or subscription information. IV.OTHERS ALLIED TO THE FIELD: ki e
If you do not want fo receive e-mail from trusted 3rd parties, please check here. Q (13. Extension Agent (Federal, State,
County, City, Regulatory Agency)
What is the best way to contact you for future renewals? (14. School, College, University 4.What are your

s
: (J15. Trade Association, Library ximate annual gross revenues?
—Email — P —Telophone [ Others (please describe) 1.Less than $50,000
2.$50,000 to $99,999
3.$100,000 to $199,999
4.$200,000 to $299,999
5.$300,000 to $499,999
6.$500,000 to $699,999

2. What services does you business offer?
Q1. Landscape Design

andscape Installation

2. Seeding or Sodding

3. Turf & Ornamental Installation

4. Bedding Plants & Color Installation
5. lrrigation Installation
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How

JIZ/AJ

can Somethi . zf Works
L..last Jﬂ%f7

With methylene urea and sulfate of
ammonia combined in each tiny
granule, MESA works immediately to
provide a rich green color. And by
slowly releasing its nitrogen, MESA
lasts considerably longer than sulfur-
coated urea without causing unwant-

ed flush growth. So protect your turf

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

with fast acting, long lasting MESA.
Visit your LebanonTurf Distributor to
get the perfect ProScape MESA
preemergent product for your spring
application or call 1-800-233-0628
For a free copy of our Agronomy
Manual visit www.LebanonTurf.com,
click on promotions and enter coupon

code 12044 .

Lebanenlurf

1-800-233-0628 » www.lebanonTurf.com
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A PROFITABLE
NEW VISION

Introducing the new EYE-Q™ Productivity
System: cutting edge technology
that keeps you cutting.

The NEW state-of-the-art EYE-Q™ Productivity
System* helps make downtime and unnecessary 2
maintenance a thing of the past.

As a standard feature on all 100- and /o 3
D,

200-Series Gravely riding mowers,
the EYE-Q™ Productivity System
does everything from assessing 5

equipment maintenance needs to
analyzing time management. It's safe
to say this ingenious device is sure to
give your bottom line a high-tech boost.

Think of the EYE-Q™ Productivity System as

your personal, profit-generating assistant. /
(And it's only available from Gravely.)

For more information on how the Gravely EYE-Q™ /
Productivity System will help you grow your
business, call your local Gravely dealer or

visit us online at www.gravelyeye-gq.com. ! o
/

*Patent pending 2003 Ariens Company. Made in the U S A
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