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MIGHTY. QUIET.

PRESENTING THE POWERFUL 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 is 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.

{ 800 « GMC » 8782 (1x) WWW.GMC.COM WE ARE PROFESSIONAL GRADE.
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where they're needed ensures that
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Watering Wisdom

Before you harp on clients for their lack of irrigation
intelligence, ask yourself if you've properly educated them.
Lawn & Landscape Online Message Board users discuss
the basics of teaching property owners how to water
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Nurturing
Nursery Relationshlps

== Instead of just ordering plants

8 from many of the nurseries
around town, contractors

should build bonds with a few
local growers to boost plant material arrival
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The Software Hard Sell

Even technophobes are finding that landscape design

software isn’t just for geeks anymore. It's on its
way to becoming a competitive necessity. ............

Application Education

Ride or walk? Sit, stand or push? Spread, spray or both?
There's an awful lot to ask before picking out sprayers and
spreaders. Lawn & Landscape guides you toward
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Control the Cul-de-Sac

Patience is a virtue when dealing with residential
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Purchasing Pointers

Need a new mower for the spring

season and not sure if you should

buy or lease it? These tips

might help you make a decision. ... I°2
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GREAT NEW BENEFITS, NICE NEAT LITTLE PACKAGE.
JUST WHAT YOU’VE BEEN ASKING FOR.

N F P

INTRODUCING NEwW

PEND

AquaCap™

Pendulum® preemergent herbicide has always offered
you unbeatable weed control and unmatched value. But in
response fo customer demand, we've made it even better.
BASF Professional Turf is proud to introduce new Pendulum”

AquaCap.

Pendulum AquaCap encapsulates o new water-based for-
mulation of the industry’s leading preemergent active ingre-

dient using o process patented by BASFE The result
is a nice, neat little package of new benefits, including:

* Water-based formulation

* Virtually no odor

* Reduced staining potential

* Increased ease and flexibility of

handling, mixing, and clean up
* Improved storage stability

To learn more about how you can unwrap the potential of new Pendulum AquaCap, visit www.turffacts.com
Pendulum AquaCap is currently labeled for commercial and residential lawncare and golf course use.

TURF
’; WE DON’T MAKE THE TURF. WE MAKE IT BETTER.

BASF

USE READER SERVICE #10
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Extended-release MESA greens faster and

With methylene urea and sulfate of
ammonia combined in each tiny
granule, MESA works immediately
to provide a rich green color. And
by slowly releasing its nitrogen,
MESA lasts considerably longer
than sulfur-coated urea without
causing unwanted flush growth.
lasts longer than SCU.
So protect your turf with fast acting,
long lasting MESA. Look for
Lebanon Pro 252-5 with 5I% MESA.
For more informatiom, visit your
LebanonTurf Dealer. or call
1-800-233-0628. For a free copy of
our complete Agronomy Manual
visit www,Lebanonlurfcom, click on
promotions and enter coupon code

L2014

Lebanenlurf

1-800-233-0628 » www.lebanonlurf.com
USE READER SERVICE #11
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LawnézLandsca

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

PRODUCT INFORMATION

Visit our Online Product Directory for detailed information about industry products, plus contact
information for suppliers and manufacturers
http://www .lawnandlandscape.com/product/

EXCITING NEW WEB TOOLS

Llawn & Landscape Online now boasts two new Internet resources. The
magazine's recently released “Wage & Compensation Report” and “Siate of the
Industry Report” now are available online — and accessible via specialized
toolbars on the Web site’s diverse menu

Based on a Research USA Wage & Compensation survey sponsored by John
Deere, the “Wage & Compensation Report” features in-depth information and
telling statistics about the green industry’s workforce. Visit http://
www.lawnandlandscape.com/pages/wageandcompensationreport2003.asp to

access this new resource.

The “State of the Industry Report,” sponsored by Toro, provides a wealth of detailed articles
about the current shape of various industry issues. Visit http://www.lawnandlandscape.com/
pages/stateoftheindustryreport2003.asp to access this recent addition.

TOP 100 LIST

Lawn & Landscape Online features a detailed listing of 2003’s top
100 landscape companies nationwide. Visit http://
www.lawnandlandscape.com/files/soiTop 1002003.pdf today

BEST OF WEB

Beginning with this issue, Lawn & Landscape will highlight an online forum topic each month in
the “Best of Web” section. These Web-related articles will tackle topics discussed on our online
Message Board. Check out page 46 for the first in this series of features — a look at teaching
clients how to water properly.

ONLINE EXTRAS

Browse Lawn & landscope Online for

a collection of exclusive Web stories relative

FExtras

* This month, visit Lawn & Landscape Online for information on how Joshua Eike uses
networking opportunities with the Young Entrepreneurs Organization to his advantage.

to this month's issue:

* Look for an extra Web article about future innovations in green industry software.

* Check our January Online Extras section for a list of online grower resources, so you can
access information that will help you nurture your nursery relationships.

* Visit lawn & Landscape Online to find out how legislative changes are impacting IPM

practices.

lownandlandscape.com: Ali Anderson, canderson@lownandlandscape.com, [Internet editor]; Kevin Gilbride
kgilbride@lawnandlandscape.com, [sales representative]
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WEB TOOLS
Green in5ustry news up!otes every

day. www.lawnandlandscape.com

A comprehensive list oE conler-

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

BUSINESS FORMS

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

MESSAGE BOARD
e industry’s most inferactive
message board,

www.lawnandlandscape.com/
messageboard

[INDU

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

links
E easy-o-navigate !irec!ory ol

local, state, national and interna-
tional industry associations.
www.lawnandlandscape.com/
associations

LAwN & LANDSCAPE
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Weisburger
Insurance?

§ : David R. Seay
President, Emerald Coast Services, Inc.
‘ Santa Rosa Beach, Florida

¢ have been using Weisburger Insurance for
some time now. Their professionalism,
their dedication and their level of service are only some
of t):e-r_-casons why we cou.‘t\imlc to use Weisburger
Insurance. They-are not just an insurance company,

but an active partner in the green industry.

— David R. Seity
= . -Emerald Coast Services, Inc.
s - "7 Santa Rosa Beach, Florida

URGER

SERVICE SINCE 1915

.weislmrgér com

.5 Waller Avenue
White Plains, NY 10601
: Toll Free (800) 4312794
S Fax (914) 428-0943
Fax-on-Demand (800) ASK-WEIS
E-Mail: mfo@Welsburger.COm
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Roger Stanley is editor-in-chiet and

associate publisher.of Lawn & Landscape.

He can be reached at 800/456-0707

or rstanley@lawnandlandscape.com.

Each month, more than 54,000 individuals log on to the Lawn
& Landscape Web site (www.lawnandlandscape.com). In the
online world, that’s a very impressive number of visitors, as
is the fact that the site registers a total of more than seven
million page views per year. This much participation by
Lawn & Landscape subscribers is hardly by accident. The
magazine was the first in the industry to launch a Web site,
and the commitment since has been unmatched. Lawn &
Landscape has a dedicated Web editor, Ali Anderson; two
weekly e-newsletters; daily news postings and more busi-
ness content than any other online industry source. We
believe in the Web because it can provide more business
information to you faster, it allows you to search for the

information you need, and it’s interactive.

To remain the online leader, we're announcing two
further improvements to our Web site in 2004.

The first is an investment in new software for our

{7 ey [ v Py Py 13 1 1 P A L
tevertenaenUTON® 5-ODIGIT 02771

456789

JOHN DOE VICE PRESIDENT

XYZ SERVICES
1234 FOREST AVE

ANYCITY, ANYSTATE, 12345

Message Board toallow segmen-
tation of discussions by indi-
vidual topics. The new software
will allow us to create an “off-
topic” area, which a number of
subscribers have requested. The
off-topic area helps separate
general discussions from business. Finally, we'll have a
number of site monitors to keep all discussions profes-
sional. The result is that you'll be able to join a specific
discussion that interests you and there will be less toler-
ance of individuals who want to disrupt the information-
sharing process.

FYI to any who have not checked out our Message
Board — we've had a few subscribers tell us that the
contractor-to-contractor advice has saved their businesses.

The second enhancement is that the Web site will
become truly dedicated to industry professionals in 2004.
This is possible by an investment that creates a unique
password for each subscriber to get on the site. The
password is tied to your subscription because that is how

we determine who qualifies to receive Lawn & Landscape
in the first place. So, homeowners, reporters and others
will no longer be allowed on the Web site.

You probably don’t really need yet another password
inaddition to those you use for ATM machines, work and
home computers, building entrances and perhaps even
for car and garage door keypads, so we’ve tried to make
the password as easy to find as possible. You don’t have
to do a thing - it's already printed right on your mailing
label (in the sample label, left, an arrow points to the
location of the password on the mailing label, but to get
your own actual password please refer to your own
mailing label).

So, the next time you visit the site, you will be greeted
with the following message:

“To view the site we need to verify that you have a
subscription to our magazine. In order to do this, you must
enter your Name ID and ZIP Code into these two fields.”

As soon as this match is found, the next screen will
show your contact information — your name, mailing
address and email address — which is necessary to email
you your login information.

Next, click “continue.” The next page will cross-reference
between your “Name ID” and “My Account,” if you already
had one. Click “Continue” to have your new login informa-
tion emailed to you. A link in the email will direct you back
to the Web site’s login page, where you can click on
“Login” to enter it. If you check the box that asks you if
you want your login information remembered, you will
never have to login again.

We'd love to hear back from you on the changes and
any other online improvements you would like to have us
look into. The Web is increasing as a resource for business
and we are committed to providing you with the best site
in the business.

R S
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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
maintenance a thing of the past.

As a standard feature on all 100- and
200-Series Gravely riding mowers,

the EYE-Q™ Productivity System

does everything from assessing >
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-q.com.

*Patent pending. © 2003 Ariens Company. Made in the U.S.A

USE READER SERVICE #13
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Marty Grunder is a speaker, consultant,

avthor and landscape confractor wth Grunder

Landscaping Co. He can be reached at

937/847-9944 and via www.murtygmnder-.cqm.

What are you doing this winter?
If you're like me, you are frequently asked, “So,
you're a landscaper, eh? Now, what do you do in the

winter — go to Florida for three months?”

For years | would reply, “Well, we plow snow and
wait for spring.” Then one winter, about 10 years ago,
I realized what the smartest landscapers do in the
winter - they plan and strategize and try to find ways
to improve their businesses. And that is exactly what

PAY CLOSE ATTENTION TO WHAT THE OTHER SUCCESSFUL CONTRAC-
TORS ARE DOING IN YOUR AREA. SUCCESS LEAVES CLUES, AND
CHANCES ARE THERE IS A FIRM IN YOUR AREA THAT MAY HAVE
SOME GOOD IDEAS YOU CAN USE. — MaRTY GRUNDER

you should be doing this winter — looking for ways to
improve your businesses. And few items can have
greater impact on your business’s success than a well-
thought-out marketing plan.

I want you to take 10 minutes right now - not
tomorrow, right now - to write down the ways you are
attracting people to do business with your company.
Think about all of them. Do not read on until you have
written them all down.

Now [ want you to note next to each of those items
the amount of business you gained from each en-
deavor. I'm going to guess that many of you cannot do
that. And that's my message for you this month - you
need to know what works and what does not work.
You should know where every new client you obtain
comes from. This information is invaluable in decid-
ing what to do in the future.

While you cannot always tell what does not work
in marketing, you can always tell what does work.
Let me explain. We have stuffed our newsletter in a

local suburban newspaper for years and we are
certain that it generates business for us. The proof
is in the many jobs that we have sold to folks who
called us and said, “lI saw your newsletter in my
newspaper.” Conversely, we also know for certain
that advertising in the Yellow Pages does not work
for us. The majority of the people who called us
from the Yellow Pages ad were looking for the best
price and we were unable to convert those leads
into sales. We quit advertising there many years
ago; we knew it was not working.

Sure, it's not always that easy to determine what
marketing methods are working and which ones are
not working. And, as a rule, marketing that is expen-
sive must be measurable and marketing that is not
easy to measure needs to be inexpensive.

Some marketing methods that every company
should use that are very affordable include job site
signs, signage on all four sides of your trucks and
company vehicles, uniformed employees and newslet-
ters. If you are not doing these four things, start doing
them today.

Finally, take some time right now and put your
company’s marketing plan together.

A couple of points to note: I suggest that you spend
no more than 2 percent of your gross sales on market-
ing. And I strongly recommend you pay close atten-
tion to what the other successful landscape contractors
aredoinginyourarea. Success leaves clues, and chances
are there is a firm in your area that may have some
good ideas you can use.

Take a shot at a marketing plan. Your first attempt
won’t be nearly as effective as the future ones, and
that’s OK. One thing I know for sure — what matters
most is that you do some type of a marketing plan, no
matter what kind. The sooner you put a plan together,
the sooner you will hear your phone ring.

Now, when somebody asks you what you're going
to do this winter, tell them, “I'm going to be working
on my marketing plan!”

12 januarY 2004 www.lawnandlandscape.com
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(<] Super EIﬁn‘ Impatlens O Wave® Misty Lilac Spreading Petunia
Huge color range - guaranteed to bloom in shade! The ultimate landscape petunia! (rasaiso)

O AngelMist® White Cloud O Dragon Wing® Pink Begonia O Sorbet® Citrus Mixture ""F’
Angelonia - Knee-high heat Big & bold - super weather Overwinters for B
lover! (BALANGLOUD, PPAF) tolerant! (pasisss) multi-season color! _,;;

AN N

We’'re proud to present the best landscape varieties
for the sun and shade! Ball varieties offer a wide

range of high-impact color and great performaw
to give your landscape an award-wlnnlng .
Contact Ball for information or..
a supplier in your area.

\630 231-3565 e D e Ml o eAL

we-om 2 brademark of Bal| Horticullural Comp: * ) R
: \. e bl oY Sproacﬁno heat lover,

odlranmm of and bred by Kir hv‘w co. ud, "/ lQW water needs!
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Juck Mattingly isia green industry consultant with

Mattingly Consulting. He can be renched via email af

jkmattingly@comcast.net, through his Web site

www.mattinglyconsulfing.com or at 770/517-9476.

“Let's develop a budget.” Those are sometimes ugly,
scary words that business owners dread. But to the astute
businessperson, this is an absolute necessity. Regardless
of business size, every company needs to develop a
financial budget for the upcoming year. Thisis notan easy
task, but once an initial budget is completed, the process

becomes clearer.

There are five good reasons to develop a budget:

1. A budget puts the business owner in better control
of the business because he or she has a clear plan.

2. A budget serves as a monthly scorecard to evaluate
business expenditures.

3. Having a budget identifies the break-even costs,
which helps determine necessary mark-ups on labor and
materials to recover overhead and make a profit.

4. Budgeting becomes a discipline and a motivator by
helping to increase profitability.

5. A budget becomes a business’s friend throughout
the year, allowing management to track the company’s
progress and adjust accordingly.

The initial chore in setting up a budget is to clearly
identify and understand each line item in the chart of
accounts. Having a chart of accounts conducive to the
green industry, rather than a generic contractor’s chart, is
important for clarity. Often, an industry consultant can
help outline an industry-specific chart. To make the chart
easily understood, write a short paragraph to describe the
expenses that will be charged to each particular line. For
example:

Account — Direct Labor

Description — Total amount of labor used to perform
the work, which does not include indirect labor, such as
equipment maintenance, yard, etc.

Account — Equipment Rental

Description — Cost of equipment rented for a specific job.

With these descriptions, everyone with access to your
financials understands the allocation process.

With an established chart of accounts, budgeting can
begin. Have all of the previous year’s financial informa-
tion available to use as a reference, though not as a strict
formula. A company will never have two years exactly alike
and budgeting often involves some educated guesswork as
to what will happen in the coming year. Understand also
that the resulting numbers will not be entirely accurate, In
fact, a company’s first budget may not even be close.
However, itis good practice to adjust the budget periodi-
cally during the year as things fall into place.

Developing a clear and organized form will make
filling in the financial blanks easier. In a spreadsheet,
have spaces for the division, account name, description
and a line to budget the dollars for each of the 12 months,
Next to each month'’s total, leave space to write any notes.

Keep these preliminary forms in a notebook for future
reference. Managers should feel free to make any appli-
cable notes regarding how the dollar amounts were
determined. These notes can be very valuable later in the
year as the numbers require adjustment.

Involve as many people in the budgeting process as
possible. Give everyone copies of the forms and accounts
that are appropriate to their accountability and ask for
their ideas. The ultimate objective should be to have
individual departments develop budgets that work for
them and that the owner agrees with. Each department is
accountable to their respective budgets.

With approved numbers in hand, add this informa-
tion to the company’s financial software or an easily
developed spreadsheet. The result is the final budget
from which an owner can manage his or her business.

Each month, compare the final budget to the actual
expenditures in all categories. If the numbers are off,
there will be obvious discrepancies. A monthly review
will give owners and managers more control of the
business by knowing where every dollar was spent com-
pared to what was budgeted. However, don’t be afraid to
adjust the budget, perhaps on a quarterly basis, to pro-
vide a better picture of where the company will be at
vear’s end.
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BIG Performance
in a compact package...
at a price that won’t

drive you \J)1| D!

¢ Productive - cuts up to 27 acres in an eight hour day.

U 27hp Kohler Command engine powers through the toughest cutting conditions.

¥ 61” Advantage cutter deck with Tri-Plate contruction and heavy-duty Scag
spindles. The industry’s strongest combination.

¢ Quick and agile zero-turn performance cuts big jobs down to size.

U8 Scag ““Soft Ride” seat for all-day operator comfort.

Visit your Scag dealer for a test drive and more details!

Scag Power Equipment © All Rights Reserved. A Division of Metalcraft of Mayville, Inc., 1000 Metalcraft Drive, P.O. Box 152, Mayville, W1 53050.
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Exa IS
My Job?

Jean L. Seawright is president of

I'm not a big follower of the Dilbert cartoon strip, but one
of my favorite workplace cartoons pictures Wally asking
the boss, “When will my raise be effective?” The boss
answers, “The same time you are.” Poor Wally. Maybe he

just doesn’t understand his job duties.

Detailed job descriptions are a vital part of an
organization’s infrastructure. As a business grows, roles
become refined, duties are more defined and the organi-
zation obtains a better idea of the background, skills and
experiences necessary for success in a position. This all
should be captured in the job description.

WHY A JOB DESCRIPTION? In today’s litigious
environment, job descriptions are vital in positioning a
company’s response to a variety of legal claims, including
work-related injuries, discrimination allegations and ex-
emption classification challenges. Comprehensive and well-
worded job descriptions can impact revenues and decision-
making in a number of areas, such as:

Americans with Disabilities Act (ADA) Compliance. The
ADA (enforced by the Equal Employment Opportunity
Commission [EEOC] and covering businesses with 15 or
more employees) protects qualified individuals with dis-
abilities who can perform the essential job functions with or
without a reasonable accommodation. Job descriptions
that accurately outline the essential job functions, spe-
cific qualifications, and physical and mental require-
ments for the position help management make proper
and legally defensible decisions related to a candidate’s
qualification for a position, his or her ability to perform
essential job functions, and the potential for making
reasonable accommodations.

Department of Laber (DOL) and EEOC Compliance. Job
descriptions that accurately reflect and define the exempt
nature of a position can help a company meet DOL’s
burden of proof pertaining to overtime provisions. Addi-
tionally, job descriptions can help defend the company’s
position related to hiring the most qualified candidates,
equal pay or other discrimination allegations related to

Seawright & Associates in Winter Park, Fla. She
can be contacted at 407 /645-2433 or
ipileggi@seawright.com,

promotions, transfers and terminations.

Medical Leaves, FMLA and Workers’ Compensation. If an
employee is injured on the job, requests a medical leave,
has a medical condition that could impact job duties, a
physician can use the job description to help determine
work-related limitations and restrictions. Often, these
decisions are made based on a conversation between the

employee and the physician. An employee might under-
state or overstate physical and mental demands, leading
to inaccurate work releases that either prolong a claim or
condition, or result in re-injury. If the job description
correctly identifies the physical and mental demands, it
could eliminate erroneous work limitation assessments.

Recruiting. Job descriptions can be used to develop
classified advertisements, flyers or bulletins by identify-
ing the profile of a qualified candidate for a given position.

Hiring Talent. Detailed job descriptions help manag-
ers focus efforts and questions during the interview
process and can affect the quality of a hiring decision and
the candidate selected.

Training and Development. Detailed job descriptions
are excellent training tools that outline essential job func-
tions and a position’s purpose. They also can be used to
evaluate performance, identify opportunities forimprove-
ment, refocus employees and enhance safety.

Organizational Development. As a company grows, de-
tailed job descriptions provide direction to hiring managers
and are valuable guides to assess productivity, efficiency,
staffing and alternatives for reporting relationships.

THE ESSENTIALS. |ob descriptions should be accu-
rate, legal and detailed. They should include the follow-
ing: position summary; background skills, abilities and
qualifications; essential job duties; physical and mental
demands (very specific); typical work environment;
equipment used; reporting relationships; and a legal
disclaimer pertaining to “employment at will” and stat-
ing that the job description is not all inclusive. All of these
components are very important, or you could very well
end up with a bunch of “Wallys.”
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The Leader

In Service Software

CLIP Products can help you be the
Leader in your industry

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.

qCLIP automatically integrates
with QuickBooks™

qCLIP further enhances the capabilities of your favorite
accounting program by adding customer management,
routing, scheduling of jobs, $ per hour tracking, cell
phone integration, GPS integration and much more. If
your company is set up in QuickBooks™ and you would
like to automate some of its operations, gCLIP is an ideal
companion. All of your billing and business functions
will still remain in QuickBooks™: CLIP has its roots in
the green industry and we understand your needs.

CLIP is a proud Intuit Power Launch Member.
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CLIP Connect CLIPtrak

Leadng loday s lechnoloq)
16 Years ana Counting
Call 800-635-8485 today for more information

or see your local Toro dealer for a demo CD
www.clip.com

QuikckBocks and the “Davigned for QuickBosks” Logo are trademarks snd’or registared trademarks of intuit Inc, displaysd with perméssion. cd\(L‘E
The use by Semibie Softwars, Inc. of the Logo does not signify certification or endorsament of Samible Softwan, (nc ) software by lntuit, -~ o ; ' ”
and Samible Scftwary, Inc. i wiely responsible foc ity software and the support and maintenance of the sofrware SOIware ’tS abOUt t’me.
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BUSINESS TODAY

Back to
the Basics

Business growth was easier in the 1990s.
With few exceptions, markets in all sec-
tors of the economy were expanding,
and optimism wasin theair. In those days,
business owners were more concerned
about managing growth than sustaining it.
Today’sworldisdifferent, notes Paul Ratoff,
a small-business consultant with Strategy
DevelopmentGroup. Now, growthislikely
tocomeat theexpense of arival outfit, and
there are more pitfalls to trap entrepre-
neurs, who have frantic needs to pro-
duce faster, cheaper and better products.
Rather than doing more - or less -
with their businesses, landscape contrac-
tors should try something different, sug-
gests Ratoff, suggesting solutions below:
Qz How istoday’s business dimate different?
A: Today’s concerns tend to be more
focused on sustaining market share and
gaining a competitive advantage. What
worked for growth in the 1990s is becom-
ing less effective in today’s markets.
Q: How do businesses meet these chal-
lenges, and where do they go wrong?
A: A lot try to achieve growth and stem
falling sales by adding more products
and features, expanding their customer
base and trying out new markets,
{continued on page 21)
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FORECAST FOCUS
2004
Economic
Outlook

In 2003, landscape contrac-

significantly improve?

RESPONSE
First quarter 2004

Second guarter 2004
Third guarter 2004
Fourth quarter 2004

torssaw the slow growthand
uncertainty of 2001 and 2002
dissipating. Though some excess rainfall pushed sales back, many landscape
contractors finished 2003 ahead - the average industry growth being approxi-

mately 12.73 percent.

Consequently, most contractors feel the recession is vanishing and have a
more positive outlook for 2004, many striving for 17 to 20 percent growth.

This year, the three most challenging issues landscape contractors expect
to face include lack of quality laborers (53 percent of contractors named this
as their No. 1 concern), competition against low-priced / unprofessional con-
tractors (46 percent of contractors named this as their No. 1 concern), and the
economy (43.3 percent of contractors named this as their No. 1 concern).

Concerning the economy, the majority of landscape contractors - 32.3
percent - feel that it will significantly improve by the second quarter of 2004,
29.4 percent feel that economic improvements won't come until the third
quarter of 2004, 23.5 percent think they will see immediate improvements
during the first quarter of 2004 and only 14.7 percent feel they have to wait until
the fourth quarter of 2004 to see a boost in the economy.

BREAKING NEWS

Veterans Reunite to
Form Commercial Company

DALLAS - Three former Minor’s Landscape Services’ execu-
tives teamed up with their former chief executive officer, David
Minor, to create a new commercial landscape management
company — The Landscape Partners.

Comprised of executives from Minor’s Landscape Services,
the new company will offer commercial landscaping services for
the Dallas/Fort Worth area, similar to the framework followed at Minor’s
Landscape Services years ago, points out Randy Ferrari, who will serve as
president of The Landscape Partners. The company will also be led by
industry veterans Rick Onstott and Tim Viehmann. Minor, who now
serves as director of the Center for Entrepreneurial Studies at Texas
Christian University’s M.]. Neeley School of Business and is president of
Minor & Associates, which invests in start-ups, established entrepre-
neurial ventures and limited partnerships, will serve as chairman and
supply capital funding for the new venture.

The formation of The Landscape Partners comes exactly five years
after Minor’s original landscape services firm was acquired by
ServiceMaster’s TruGreen landscape division in 1998. At that time,
Minor’s was one of Dallas/ Fort Worth's largest providers of commercial

{continued on page 21)

David Minor

When do you think the U.S. economy will

% OF CONTRACTORS

23.5%
32.3%
29.4%
14.7%

Source: Lawn & Landscape Online
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Landscape Design Software
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Look inside to see how
easy it is to transform

these landscapes into
works of art!

CONTACT US TODAY!
www.visualimpactimaging.com

sales@visualimpactimaging.com
330-665-9080

VISUAL IMPACT
IMAGING’S
EARTHSCAPES
LANDSCAPE DESIGN
SOFTWARE OFFERS:

* HIGH-RESOLUTION IMAGING - This key
feature, your most important design presentation
tool, needs to be the best quality to give you the
most credibility. Imaging highlights include night
lighting, an on-screen library, a clone tool to re-
move old landscaping, a texture tool to paint in
materials like mulch, advanced perspective tools

and infinite levels of undo.

* 12,000 HIGH-RESOLUTION IMAGES TO
USE IN THE DESIGN PROCESS - This exten-
sive plant library includes materials from all cli-
mate zones and also has a special hardscape li-
brary to boost design innovation and creativity.

Redefine professionalism in your
market! With Earthscapes Landscape
Design Software, you can create

a complete, high quality landscape
design in less time than it used to take
to draw a hard-to-read site-plan by
hand. Call us today at 330-665-9080
for a FREE demo CD, which will show
you all the features Earthscapes has to
offer and allow you see just how quick
and easy it is to use the program!
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EARTHSCAPES
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Look inside to see how
easy it is to transform
these landscapes into
works of art!

CONTACT US 'I'ODAY'

www.visualimpactimaging.com
sales@visualimpactimaging.com
330-665-9080

Wow clients with
finished project
photos to give
them real pictures
of what their
properties will look
like after the jobs
are complete.

Earthscapes' night
lighting feature

enables you to sell
additional services

I

while sharing

T Vg

design concepts

with clients.

Earthscapes
Landscape Design
Software lets you
create an image
and also create

a site-plan

with common
libraries and tools.
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LANDSCAPE
PHOTO IMAGING
Show your clients a
picture of the
proposal and
answer their
questions before

they even ask them
with this award-
winning image
editing software,
which delivers high
quality results.

PLANT SELECTOR
Provide your
customers with
plant descriptions,
growth habits and
maintenance tips to
keep their land-
scapes beautiful
with this tool, which
recommends plants
for a design

based on the site
conditions

and criteria that
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EARTHSCAPE ,

Landscape Design Software

tools and libraries.

With this tool, you can create architect-quality plot
map aerial views of the project — to scale. Then,
you can design the photo image with the same

E-Z ESTIMATOR & PROPOSAL GENERATOR
This tool allows you to customize fields quickly
and modify prices easily. With this feature, you
can generate estimates directly from the site-plan
and import the information into spreadsheets for
formula-adding capabilities.

“With this
software, | can
doit all. | can
provide clients
with before and
after photos
before the job is
started. | can do
one plan to show
measurements of proposed gardens
and then in another plan, show all the
color-coded plants. Then | can bring in the
estimating tool and price the job. It gives
clients a complete garden recipe to
follow to create a beautiful landscape.”
— Marilyn Dorota, owner/operator
Flower Bed Designs,
Thunder Bay, Ontario, Canada

“Earthscapes
helps my
installation crews
get the job done
right the first
time. Instead of
deciphering a
cryptic drawing,
HEEY  they see a
picture of how it's supposed to look
and where plants are supposed to be
placed. Their installation time and
efficiency increases and, as a result, my
profits increase. | owe half of my
success to hard work and the other half
to Earthscapes software.”
— Kevin Corcoran, landscape designer
Wells Nursery, Schenectady, N.Y.

ey AT A

“When we
bought the
Earthscapes
software in
August 2002, we
were able to
learn it in one
day. The owner's
manual tells you
all you need to know and the program
also includes a tutorial on CD that
walks you through the design process.
And the cloning tool is worth its
weight in gold. It really helps clients
visualize the finished product.”
— Carrie Borgini, landscape designer
Mayfield Brothers Landscape,
Staunton, lIl.
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(continued from page 18)
landscaping services - boasting $12 million
in annual revenue.

“During our years with Minor’s Landscape
Services, we achieved a formula for success in
this industry, and now we're excited to have
the opportunity to join forces and do it
again,” Ferrari says. “The four of us have
followed different paths over the past five
vears, but all of us believed in the systems
that we implemented years ago. All of us
gained valuable experience with other orga-
nizations or within other industries and be-
lieve we were all challenged by our experi-
ences. Combining our past knowledge with
what we have gained since the period of
consolidation makes the timing of this
startup very appealing. Success will not come
easy as we still have competition in our
market. However, our confidence comes
from our past successes and that alone is an
edge we plan to exploit.”

SUPPLER INSIGHTS
Bayer To Spin Off
Chemical Business

FRANKFURT, Germany - In an effort to
concentrate on its pharmaceutical, consumer
health-care and agriculture brands and some
remaining specialty chemicals, Bayer an-
nounced on Friday that it would spin off most
of its chemical businesses.

Bayer Chemicals is to be combined with
certain parts of the polymers business in a
new company with the provisional name
“NewCo"” The aim for the company is to be
listed on the stock market under a new name
by early 2005. NewCo will have sales of
about $6.4 billion per yearand employ 20,000
people in 20 countries, according to Bayer.

Following the reorganization, Bayer will
have three operating subgroups — Bayer
HealthCare, Bayer CropScience and Bayer

BaCk tO the B&Sics (continued from page 18)

Q: Does it work?

A: It can for some, if they’re expanding
along logical lines and they put the infra-
structure and financing in place to handle
that. If they don’t do the proper planning,
they quickly get stretched too thin. As a
result, each part of their business begins
receiving less attention and there’s a con-
stant outcry for more resources as new
skill sets and infrastructures are added to
the mix. You wind up with an organiza-
tion that is overcomplex, inefficient and
undercapitalized. Even if you do gain ad-
ditional sales, they are often at the ex-
pense of lower profit margins.

Q: What other strategies do companies
use?

A: Some of them do less, meaning they
drop peripheral service lines, cut a por-
tion of their customer base, and try to go
back to basics and focus on their core
businesses.

Q: What's wrong with this?

A: Nothing, except thatitis not enough to
“go back to what you know” if you're still
not growing.

Q: So what alternatives do you suggest?
A: Examinealotof variables, decide where
you can best invest your time and effort
toward expansion and then shift your fo-
cus into that area — making sure you have
done the planning necessary and have the

MaterialScience. Bayer CropScience business
units include Bayer Environmental Science,
which manufactures insecticides for the turf
and ornamentals field, as well as the struc-
tural pest control market. Bayer will be left
with 96,000 workers, and the company says
no jobs will be lost in the restructuring,. It is
already halfway through a three-year pro-
gram to drop 15,000 jobs.

Onthe')'/ = =

ALLSCAPE - www.alllighting.com

Kaf-flex - www.kaf-flex.com

Miramar Wholesale Nurseries - www.miramarnurseries.com
Southern Spray Lawn Care - www.southernspray.com

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

financing and company culture in place to
make the change.

For instance, companies that want to
grow should be looking out for emerging
markets or market niches that they can
respond to. They should be thinking ahead
about special services, technologies or
skills that they believe will be in greater
demand in the future. They should con-
stantly be figuring out ways to become the
lowest-cost provider of services that they
can. They should be forecasting the mar-
ket to determine whether there are re-
sources thatthey can obtain now that might
become important down the road.

Q: Some of this sounds like what business
owners should be doing constantly, just
as a matter of course. Is it?

A: Theoretically, yes. But, many times,
small business owners are running all
the aspects of their companies them-
selves and they just don’t have the time
or perspective to do this sort of “big
picture” thinking on a routine basis.
Also, going in a new direction may mean
giving up something they are currently
doing, because they don’t want to be-
come overloaded by just doing more.
And shifting resources away from the
familiar is not an easy thing to do -
unless you really have the confidence
that you are making the right choice.

“Both Bayerand NewCo will benefit from
the split, because a stock market listing will
be highly attractive for both shareholders
and employees,” explained Bayer CEO
Werner Wenning,.

IN THE NEWS

Despite Losses,
FMC Sees Progress

PHILADELPHIA - FMC Corp. has reported
anet loss of $3.4 million for the third quarter
of 2003 versus a net income of $28.2 million
in2002’sequivalent period. But despite seem-
ingly grim financial figures, the diversified
chemical company sees improvement.

“We made steady progress on all our
objectives,” observes William Walter, FMC
chairman, president and chief executive of-

(continued on page 24)
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(continuied from page 21)

ficer, explaining that though the external
business environment is challenging, spe-
cifically in industrial chemicals, FMC will
continue to meet or exceed its commitments
now and in the future.

NEWS TO NOTE
Scotts Reports
Record Fiscal Year

MARYSVILLE, Ohio — The Scotts Co. an-

nounced record sales and net income for fiscal

2003. Sales in the fourth quarter also set a
record for the period, and the green industry
company recorded its first profitable fourth
quarter since 1994 on an adjusted basis.

“Our success in 2003 went beyond our
financial statements,” notes Jim Hagedorn,
chairman and chief executive officer. “We
made significant strides to expand our
brands in new categories and improve our
overall presence with the independent nurs-
ery and hardware trade.”

{contmued on page 26)
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Environmental Designs recently added three n taff members
Myles Tangalin joined the firm as a senior lands
Devon Hukill is manager of the landscape enhanceme
and Leigh Anderson came on as manager of marketing and bus
s development
David Champagne was named hooklift product manager at Stel
lar Industries
Vist oor Lighting appointed Victor Samano as
regional sales manager for Orange and San Diego counties in California
Doug Fender
tional, was named to the board of directors of The Evergreen Foundation
Michael Ferraro co founder of PlantFind com received
Northwood University's 2003 Arthur E. Turner Award for Entrepreneurial
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Innovation
Valley Crest Tree Co. promoted Doug Henderson 1o senior business developer for

the specimen tree division
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Jmma SPRAY GUNS
Stock Orders Placed A.M.- Shipped P.M.
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Jmma STORAGE CHESTS -
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Semar HOSE

Since 1968

1406 S.W. 8th Street
Pompano Beach, FL 33060

(305) 785-6402 + 1(800) 327-9005
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Penn “Icn‘ With its patented \

SeedYAccelerator

Moisture Cell Technology.” each PennMulch

pellet expands to four times its original size in

water. So it accelerates germination by retaining

moisture right at the seed bed level. Plus,
PennMulch provides the correct amount of
fertilizer to provide 36% better turf establishment t}‘(l{.’é& /ﬂ'l/é’ /f/‘u'L.U ,f(;’(;’,p”{ A /]6’({1[67/' ,f é%{/’l[- A Z,z /l/é’
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PennMulch ensures successful seed establishment

Which means fewer customer complaints and
call-backs. You can find out more about amazing
PennMulch by visiting the "Promotions” section
on ourweb site at www.Lebanonlurf.com. Enter

coupon code LLIOI4, and you'll also receive a

complete 40-page agronomy manual
absolutely free! So look for PennMulch at
your nearby LebanonTurf distributor. And

make sure your seeds succeed.

Lebanenlurf

1-800-233-0628 ¢ wwwlebanonTurf.com
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(continued from page 24)

Scotts also announced that it expects to
improve adjusted net income in fiscal 2004
by at least another 10 percent.

For fiscal 2003, ending Sept. 30, 2003, Scotts
reported net sales of $1.91 billion, up 9 percent
from $1.75 billion a year earlier. Excluding the
impact of foreign exchange rates, sales for the
year increased by 6 percent over the prior year.
Adjusted net income for the year increased to
$114.7 million, up 10 percent from $104.3 mil-
lion for the same period last year.

Scotts LawnService, the company’s fast-
est growing business, had revenues of $110
million, a 46 percent increase from 2002.

“The return to profitability in the fourth
quarter stems from an ongoing shift in the
timing of shipments as well as the continued
growth in Scotts LawnService and overall
expense control,” Hagedorn asserts. “While
the profit this quarter was small, it was a
major improvement from last year and it
gives us great confidence in our ability to
report three profitable quarters each year
going forward.”

Responsible Industry for a Sound Environment clccied ther 2004
govemning board. Officers are: Elin Miler, chairman; Dan Unteidt, vice chairman
William Burke, treasurer; and Laurie Treu, past chairman. Additionally, Jeffrey Dobslaw
and Andy Symons wete elected to three-year terms on the board

The Southern Nursery Association honored Austin Hagan, & faculty
member at Aubum University, with the Porter Henegar Memorial Award recognizing
his outstanding contributions to ormamental horticulture research

The British Columbia Landscape & Nursery Association =
celebrating its 50 anniversary this year. Since its founding in 1953, the group has
grown to 600 members representing growers, landscapers and garden centers through-
out the province

The Independent Turf and Ornamental Distributors Associa-
tion (ITODA) announced plans for a brand revitalization effort that will identify
strengths and include promotional efforts, such as Web site enhancements, new

member support materials and group advertising

é:{l})\’pmu Login Form: Get QuickBooks Data w NonDo\l AN

Which version of QuickBooks do you use?

| US 2004 Pro, Premier, Enterprise

Where is your QuickBooks database?

JC:AProgram Files\Intuit\QuickBooks Pro\My Business.cw

14.2 seconds to set up your s

Integration with QuickBooks Complete. Customers, Employees and\\ers s8agn
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%\m...\_\_

cheduling software

In as little as 14.2 seconds, you can set up QXpress scheduling software to better manage
your business.That's because QXpress automatically imports all of your customer, employee
and item information from QuickBooks. This saves you days’, weeks', even months’ worth of
data-entry time compared to other scheduling programs.

For more information call 1-877-529-6659 or visit www.gxpress.com.

QXpress %)

Q 5 2 reg and service mark of Intult Inc. In the United States and other countnes QXpress s a registerad trademark of Alocet Inc. QuickBooks and the ‘Designed for QuickBooks” Logo
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Powerful enough to cut just about anything.
Including your operating costs.

This isn’t just some wimpy 4-stroke. This is the revolutionary 4-MIX® And it's
the muscle behind a full line of landscaping equipment that’s capable of slicing / j
your overhead to pieces. Unlike other 4-stroke engines, the 4-MIX runs on » c‘
a 50:1 fuel mixture, and actually puts out more horsepower and torque than a
conventional 2-stroke of equal size, while weighing far less than a conventional /
4-stroke. It's also highly fuel efficient, exceptionally durable, and clean enough ?‘
to beat 2005 EPA emissions standards without breaking a sweat. So you can ,
work faster. And strengthen your bottom line. Are you ready for a STIHL? P

1 800 GO STIHL * www.stihlusa.com © " 7
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CHUCK TWIST RECOMMENDS...

The Other Face of America:
Chronicles of the Immigrants
Shaping our Future

by Jorge Ramos

28

1-888 8 SPYKER
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New 503/504 J r C O

Electric Broadcast Spreader

« Stainless steel fan

« 120 Ib. capacity

« Electronic speed control

« Pattern centering control

* Heavy-duty sealed motor

» Cable or Foot controled gate

Call for dealer 800.966.8442 WWW.jrcoinc.com

USE READER SERVICE #21

|Hook-ALe 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

MANUFACTURED EXCLUSIVELY BY

800-851-8938

COME VISIT US AT WWW. AMERICANROLLOFF.COM

AN Ny,
T o
Im UTOHATED WASTE EQUIPMENT
#4 PO Box 2757, 3 Tennis Court, Tranten, NJ 00638

Employing Hispanic workers remains a vis-
ible industry trend, but in an uneasy, post-
9/11 social climate, some contractors find

themselves in the precarious position of jus-

whose perceptions

tifying their immigrant workforce to those
have been jaded by ter- I I 1€

rorist attacks. I

In The Other Face of

America: Chronicles of 'g
the Immigrants Shaping | .
our Future, Author
Jorge Ramos dissects

I'\il('l‘ (‘vf'

the immigrant experi- ;

ence as it relates to
employment, culture
and integration into

WEEH A SES INEROHLETION

American life by featuring several immi-
grants’ case studies.

“It discusses the positive contributions im-
migrants make to the United States, explaining
that legal and undocumented immigrants con-
tribute nearly $10 billion per year to the US.
economy,” explains Chuck Twist, president,
TNT Lawn & Landscape Management,
Stillwater, Okla.

Twist, who recommends the book, says “it
goes into detail about employers of immi-
grant workers, reasons why they employ
them instead of U.S. workers, and what
would happen to the U.S. economy if all the
immigrants left,” Twist says.

Twist points to chapters on topics ranging
from INS raids of businesses employing un-
documented workers to chapters analyzing the
AFL-CIO’s 2000 decision to grant amnesty to
thesix millionundocumented U.S.immigrants.

Ramos’ book is especially important for
any landscape company that employs His-
panic workers, Twist says. “After all, we
should try to understand where are workers
are from, why they are here and what they
want out of their lives and jobs,” he notes
“Most importantly, we should try to under-
stand who they are. They leave family, friends
and home for an opportunity that does not
exist in their country —one that Americans take
so much for granted.” - Will Nepper

The author is staff writer with Lawn & Land-
scape magazine and can be reached at
wnepper@lawnandlandscape.com, Purchase this
book by calling Megan Erickson at 800/456-0707

or visiting www.lawnandlandscape.com/store
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Speed, Quality, Reliability...
What do you think of?

If you didn’t think of
Dixie Chopper,
then you haven’t
mowed on a
Dixie Chopper.

d =S T Ex=
. LIIN I U"Ul (™

An American Tradition

To find your local dealer:

www.dixiechopper.com
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JAN. 12-185 Turfgrass IPM Short Course, College Park, Md
Contact: 301/405-3913 or www pest umd.edu/events/events. htm!
JAN. 13-18 Viginia Certified Crew Chief Training Program,
Richmond, Va. Contact: 540/942-8873

JAN. 14 Ohio Commercial Pesticide Applicator Recertification
Conference, Perryshurg, Ohio. Contact: 614/292-4070 or www.pested.osu.edu
JAN. 14-16 Mid-Am Horticultural Trade Show, Chicago, Il
Contact: B47/526-2010 or www.midam.org

JAN. 18-20 Nebraska Nursery & Landscape Association Winter
Conference & Trade Show, Omaha, Neb. Contact: 816/233-1481 or
www.nnla.org

JAN. 19=-22 Annual Michigan Turfgrass Conference, Lansing,
Mich. Contact; 517/321-1660 or www . michiganturfgrass.org

JAN. 21-23 lowa Nursery & Landscape Association Winter
Convention & Trade Show, Des Moines, lowa. Contact: 816/233-1481
or http://www.iowaanla.org

JAN. 26-28 Central Environmental Nursery and Trade Show
(*CENTS") 2004 and OSU Nursery Short Course, Columbus, Ohio
Contact: 800/825-5062

JAN. 27-29 Midwest Turf Expo, Indianapolis, Ind. Contact
765/494-8039 or www.mrtf org

JAN. 30-31 Associated Landscape Contractors of America 2004
Masters in Management, Atlanta, Ga. Contact: 800/395-2522

or www.alca.org

FEB. 4 Ohio Commercial Pesticide Applicator Recertification Confer-
ence, Columbus, Ohio. Contact: 614/292-4070 or www.pested.osu.edu

TO ENSURE that your meeting date is published, send an announcement at least
10 to 12 weeks in advance to Lawn & Landscape, 4012 Bridge Ave., Cleveland, OH 44113.

FEB. 5-7 New England Grows, Boston, Mass. Contact
508/653-3009 or www.NEGrows.org

FEB. 5-8 Associated Landscape Contractors of America 2004
Executive Forum, San Diego, Calif. Contact: 800/395-2522 or
www.alca org

FEB. 16-19 Virginia Turfarass Council Turfgrass Short Course,
Charlottesville, Va. Contact: 540/942-8873

FEB. 17-21 Turfgrass Producers International Midwinter
Conference, Santa Barbara, Calif. Contact: B00/405-8873 or

www. TurfGrassSod org/events. html

FEB. 25-26 'Designing an Efficient Landscape Irrigation System”
Course, Davis, Calif. Contact: 800/752-0881 or
www.extension.ucdavis edu/agriculture

MARCH 1-4 New England Regional Turfgrass Conference &
Show, Providence, R.1. Contact: 401/848-0004 or www NERTF.com
MARCH 2-5 National Truck Equipment Association’s 40th Annual
Convention & Work Truck Show, Baltimore, Md. Contact
330/666-3450 or www ntea.com

MARCH 4-7 Nashville Lawn & Garden Show, Nashville, Tenn
Contact: 615/876-7680 or www, nashvillelawnandgardenshow.com
MARCH 19-20 Associated Landscape Contractors of America
2004 Masters in Management, Burlingame, Calif. Contact
800/395-2922 or www alca org

MARCH 25-28 Associated Landscape Contractors of America
Student Career Days, Columbus, Ohio. Contact: 800/395-2922 or
www alca.org LL
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LITTLE WONDER'

Beshqper

BII'I"I'IIM

'I'IlIS MAGIIINE Wlll
MAKE YOU MONEY

v High return on investment

v Designed by landscapers for
landscapers

v Self-propelled, hydrostatic
drive requires little
maintenance

v 3 engine choices including the

Honda 13 hp Also available as
an attachment for
Grasshopper® and
v 2 year warranty Walker mowers

v Little maintenance required

Create Quick, Clean, and Simple Borders With This
LABOR SAVING EDGER!

Redefine bunker edges Zero turning radius Quick, crisp edges

LITTLE WONDER°®

Professionals Demand LittleWonder. Shouldn’t You?
To Find a Local Dealer Call Toll-Free

1-877-LWONDER * www.littlewonder.com
596-6337

1028 Street Rd. * Southampton, PA 18966
©2004 Little Wonder Division of Schiller-Pleiffer, inc.
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Insightful Invoice

Lawn care operators (LCOs) often find themselves han-
dling fertilization jobs while the homeowners are away.
For this reason, Shannon Roland, office manager, Roland
Lawn Service, New London, Mo., says her company
created an invoicing form that a technician can leave at a
property after completing an application.

The form was created six years ago during a brain-
storming session with company fertilizer technicians to
determine whatinformation each customer needs to know
about an application, including the cost. The invoice
provides a customer with any comments the LCO had
about the job and an easy-to-understand checklist of infor-
mation, such as the type and amount of fertilizer used.

ROLAN

> [yeey Customer
A
SE Address
12223 Stable Drive
New London, 63459
M:‘-, Date /200 Time OumOpm Windk NS E Wu -y
Temp:

Target Pest: 3 White Olover
O Surface lnsccts

D Dendelion 0 Broadieal O Crabgram 0 Grassy Weeds
QBagworms O Wiite Grutw O Other Insocts 0 Disease - Type
____Preemergence weed control with slow release fertilizer
____Preemergence weed control
___Broadleaf weed control with slow release fertilizer
____Broadleal weed control
Insect control
Spot treat weeds
Winter fertilizer
____msect control on omamentals (bagworms ete.)
____non selective weed control (1otal kill of all weeds), parking lots, curbs and landscape beds

Matcrials
Trimec 992 EPA Reg # 2217-656
Trimec plus  EPA Reg # 2217-709
7-3.22 slow release granular fertilizer with Barricade
___18-3-1% slow release granul ilizer with Dis EPA Reg # 32802-71
19-5-10 slow release granular fertitizer with Barricade EPA Reg # 9198-140
Dimention, liquid EPA Reg # 707-245
_____ Bamicade 65 wg. liquid EPA Reg # 100-834
_____Merit Insecticide, granular  EPA Reg # 3125-451
Merit Insecticide, liguid EPA Reg # 3125-421
Daconil Ultrex  EPA Reg # 50534.202-3266-1052-8053-9411
"~ Round Up Pro  EPA Reg # 524-475
_Vegemee EPA Reg # 33955-454-2217
T Delta Guard T & O EPA Reg # 432-834-45639
___granular slow relesse fertilizer
granclar fertilk
Mach 2, Insecticide, Granular EPA Reg # 69075-00004-00000
Other

Other

LLLE

|

Total Due §
Mpplicators Name

U Nom Solective Wend Comtrol

Pease pay from this invaice, Statements anly sent when account is overdue. A net 30 days finance charge of |
¥2%., (18 per annual) will be charged to any unpaid balances. To avoid finance charges please pay your balance
pefore billing date next month.

“The technician fills out each invoice with his or her
name, phone and license number so the customer knows
exactly who sprayed their lawn,” Roland says. “The form
also allows customers to contact the applicator if they
have any questions about the job or the materials used.”

Because the form informs clients of the work LCOs
complete during their absence, Roland says the invoice is
a requirement for establishing good customer relations.
“We leave it at the door for every customer so they know
that we've been there and what we have done,” he says.

Once the invoice is filled out, the LCO tears off a
carbon copy and leaves it on the customer’s front door.
The LCO takes the original copy back to the office and
enters the information into Roland Lawn Service’s
computer system.

All completed forms get filed away because
the Department of Agriculture also regularly
examines the basic information of each applica-
tion, Roland says. The department checks the
documents for each LCO’s license and to see if
they are abiding by all of the state’s regulations,
which is why each LCO records the time of the
application and the wind speed and direction on
the invoice. “Having copies of the forms in a
separate place really helps us out because all of
the information that we are required to have by
law is down on one piece of paper,” Roland says.
“If we are ever checked, the Department of Agri-
culture can just come by and flip to the right file
and find out all of the information they need to
know about the job.”

Although the invoice system allows Roland to
| easily find and provide the department with the
required information, the form is mostly used as a
service to the customers, which is why the invoice
format has undergone very few changes since it
was developed. “We try to stay with the same
format because it has really worked for us,” Roland
says. “And the form is really easy for the customers
to read.” - Kevin McConville

‘ The author is a Contributing Editor fo Lawn &
Landscape magazine and can be reached via

| S

| mwisnigwski@lawnandlandscape.con.
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Modules are removable during
operation and are interchangeable
in any position.

Lri - —

Install Confidence: Install Rain Bird' ESP Modular Controllers.

Why waste time replacing a controller just to add more stations? With Rain Bird ESP Modular Controllers,
you start with a 4-station base unit, then add 3-station modules during installation or in the future.
Additional features:
* Hot-swappable Modules can be installed while in operation and in any position.
* Contractor Default™ Program allows retrieval of a program saved into memory.
* Enhanced Diagnostic Feedback™ with scrolling text and a warning light to alert you of

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

Introducing the one controller that's Rain Bird reliable. Simple to program. Feature and value-packed.
To learn more about the new ESP Modular Controller, visit www.rainbird.com/espmodular.
Install Confidence: Install Rain Bird.

Ran I BIRD
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Regularly
refocusing
business
energies where
they're needed
ensures that
Bluejay Lawn
& Landscape

never stagnates.

B
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by Lauren Spiers

Where does the camera zoom in on a snapshot of your business? Is training in full focus?
Are your customers front and center? What aspects stay in the background, blurry and in

need of attention?

For Joshua Eike, no two photos are alike.

“One of the things I tell my employees is that the only constant is change,” Eike says. As
the president of Bluejay Lawn & Landscape, Omaha, Neb., Eike’s business more closely
resembles amovie with each scene highlighting new characters, plot twists and a directorial
style that embraces opportunity.

“To keep growing, you have to refocus a lot,” Eike notes. “We've shifted from
maintenance to design/build, then from employees to subcontractors, from working in the
business to working on the business and taking a broader perspective by looking at other
businesses and how they handle their challenges.”

By tackling these changes with Academy Award-winning
enthusiasm, Eike has grown Bluejay Lawn & Landscape to a $2- Iandscam
million business, And with plans to reach $5 millionby 2007, he 4040 8 60* St

Omaha, Neb. 68117
OPPORTUNITY - TAKE ONE. Like otherindustry profession- 1 402/837-0374

is already rewriting the script for the company's future.

als, Eike began mowing lawns at age 13 and stayed focused on  www bluejaylawnandiandscape.com

maintenance through college. With an accounting degree, several
corporate firms offered Eike jobs after college, but he saw more potential in a business buyout.

“During my senior year, I met a gentleman who wanted to retire from his landscaping
business and | had the opportunity to buy his company,” Eike remembers. “I took out a
small-business loan and the rest is history.”

In 1996, with a $170,000 loan, Eike purchased Van Wyk Landscaping and added seven
employees, $350,000 in revenue and 75 clients to Bluejay Lawn & Landscape’s three
employees and $100,000 in revenue. While the buyout ultimately was a profitable move,
Eike dealt with several challenges during the early years. Working toward a smooth fade
from one scene to the next, the young owner had service mix issues to deal with first.

“In 1995, we were about 75-percent maintenance and I had some installation experience,
but that switched when we bought the other company,” Eike says. “The other owner was
providing enhancements, lawn care and other full-service work, and I could see where
having these services made a lot of strategic sense for growing the business.”

(continued on page 38)
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companyy

to achieve goals.

Photo: Doug
Finney

BLUEJAY
LAWN &
LANDSCAPE

OWNER: Joshua Eike
HEADQUARTERS: Omaha, Neb.
FOUNDED: 1996

2004 PROJECTED REVENUE:

2.4 million

CLIENT MIX: 100 percent commer-
cial in maintenance, 75 percent
commercial /25 percent residential in
design/build

SERVICE MIX: 60 percent design/
build, 40 percent maintenance
SUBCONTRACTED WORK: All
maintenance is subcontracted, as well
as some projects like waterfalls or
sod installations where the company
may not have expertise
EQUIPMENT LINEUP: Two dump
trucks, six pick-up trucks, six tandem-
axle trailers, three skid-steer loaders,
three mowers, seven snowplows, four
V-box sanders, one sod cutter, two
edgers, two fractors, two trenchers,
one aerator, one top dresser, and
two drill seeders

FIVE YEARS OF GROWTH:

1999 — $1.5 million

2000 - $1.6 million

2001 - $1.75 million

2002 - $1.85 million

2003 - $2 million

Nuts

Bolts
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(continued from page 35)

During the transition phase, Eike man-
aged his clientele through two sets of books
and invoices until Jan. 1, 1997. “At that time,
we officially noted that the companies had
merged and we were going to use the name
Bluejay Lawn & Landscape for the whole
operation,” Eike says. “From there it was a
seamless transition.”

Seamless, that is, until a business analy-
sis showed that Bluejay Lawn & Landscape
was losing money on its residential mainte-
nance accounts.

“After the merger, | took a couple of
daystolook at the books and I calculated our
overhead related to mowing,” Eike says.
From there, he looked specifically at resi-

- —— . et . . o

IMPROVE

U G S ——

e

* LAWN SPRAYING
* HYDRO-SEEDING

I p——

* PEST CONTROL
* AREA WASHDOWN

Let us build one for you.

’,‘ 1-877- GO -REELS » www.hannay.com

’

'/i\\\\i Hannay Reels’

The'i?llea er.

'

HANNAY REELS®
Built for the way you work. '

You've got a lot of ground to cover, and you F
need all the help you can get. On wheels,
portable, truck or trailer mounted, Hannay
hose and cable reels get the job done fast.

GROUNDS
MAINTENANCE
EFFICIENCY

* WATERING AND IRRIGATION
* ONSITE ELECTRIC POWER AND TOOLS

* PRESSURE WASHING EQUIPMENT
* HYDRAULIC TOOLS AND EQUIPMENT

Choose the brand OEMs prefer.
Every Hannay Reel is built to order.

.
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dential mowing costs divided by the number
of residential stops that summer.

“It showed us that it cost $28 for a three-
person mowing crew to show up on a prop-
erty, but we were only charging $25 to $30
for those accounts and we weren’t making
any money there,” Eike comments.

The fact that competition in his region
still holds residential maintenance charges
around $25 shows that the company’s choice
to sell most of the residential jobs in 1997 was
the right solution. “We ended up selling a lot
of the residential accounts to another com-
pany after only one year in order to focus on
commercial work,” Eike says. “We recog-
nized that commercial clients are going to
have more recurring revenue on the enhance-
ment side. Commercial properties have an-
nual flower installation and mulching every
year. They budget it, schedule it and get it
done, whereas homeowners will do a lot of
that themselves. Moving away from residen-
tial work gave us a more stable client base
and helped us be more profitable.”

PRODUCTION ASSISTANCE. Over the
next few years, as Bluejay Lawn & Lansdcape
took on more profitable commercial mainte-
nance clients and delved deeper into both
residential and commercial design/build, the
company grew quickly from $450,000 in 1996
to $750,000 in 1997 and $950,000 in 1998. Eike
attributes the growth to having all company
services under one roof.

“Unlike niche irrigation, mowing or fer-
tilizing companies, we have all that in once
place,” Eike says. “That’s another reason we
have more commercial clients - it’s of value
to them to have all those services coming
from one vendor.”

To handle the large growth, Eike hired
seven landscaping crewmembers, but refo-
cused labor in the maintenance department
from in-house crews to subcontractors.

“Any subcontractor can easily employ
two or three people, but if we kept our main-
tenance in-house, we would have upwards
of 50 employees - I'd be an employment
agency,” Eike comments. “With the amount
of work we had and the fact that we had a
large turnover problem in maintenance, we
subcontracted all of our mowing in 1998.”

Eike chooses subcontractors with strong
work ethics like his own, often hiring former

(continued on page 40)

LAWN & LANDSCAPE



http://www.hannay.com

“Whether we’re working on

a residential, commercial or
industrial site, Millennium Ultra™
has given us f'.\'('d'[llillll(l[ control
over ('I()l'l". as “(‘/l as l){l'(’l'

weeds. Our number of callbacks
has decreased by 34% in the

three years we've been using the
product. I would recommend

it to anyone who wants

exceptional results.”

Vice President of Operations

Greenlon, Inc., Cincinnati, Ohio

Millennium Ultra is an extremely
effective, broad spectrum broadleaf
herbicide. Its state-of-the-art formulation
results in fewer callbacks, happier
customers and a product that's easier on
the environment. For rapid response
and outstanding effectiveness,

get Millennium Ultra.

Riverdale

W
The l"t(p;lg;;u;i;m ;l;uscg‘ulnrs mllle ]w.n UIII‘ am
5
www.riverdalecc.com
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(continued from page 38)

employees who have started their own busi-
nesses. “A lot of crewmembers don’t like to
do mowing, which is why we had such high
turnover,” he says. “When we hire subcon-
tractors who have gone into that end of the
business purposefully, we know they’ll be
professional, so their reliability and predict-
ability will be greater.”

To solidify relationships with depend-
able subcontractors, Eike abides by one rule:
Hold them captive. “The absolute key is to
keep subcontractors as captive as possible,”
he says. “Give them so much revenue that
they don’t have time to focus on other cus-
tomers and they’re so tied into your busi-
ness that they have to do what you say.

Say
Goodbye
Garden
Hose:
Clutter;

-~

Yards are
more 2
-when the'¥a:

level enclosure.

Convenient—Hinged lid provides easy access to hose
when you need it. Stores out of sight when you don't.

Versatile—Can be used in mulitple locations near

gardens, patios and driveways.

Efficient—Install easily with quick-connect PVC union.
Add profit and value to your next landscape project—

add HosEnclose.

The new HosEnclose by Carson Industries is the
all-in-one product that includes a 50' hose, nozzle, _
built-in valve and plumbing—all inside a grade

/,
‘. 4

|
-
%

Patented

[ifostCLosé
"CARS®N,

1160 Nicole Court « Glendora, CA 91740
800-735-5566 « 909-592-6272
Fax 909-592-7971 » www.carsonind,com
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Eighty to 90 percent of our mowing subcon-
tractors’ revenue comes from our company.”

Bluejay Lawn & Landscape currently has
seven maintenance subcontractors, but re-
fers to them as account managers during
client introductions. “We always do a pre-
liminary route and visit clients before we
start any maintenance in the spring,” Eike
says. “When we introduce them to the prop-
erty managers, we try to stay away from the
word ‘subcontractor’ because there’s a bad
connotation there from the construction in-
dustry and we've lost accounts over that
before. We also provide shirts and hats for
our subcontractors at no charge and they‘re
free to wear them on the job.”

WINTER BLOCKBUSTER. With company
operations on track, Eike was prepared to
take Bluejay Lawn & Landscape over the $1-
million hurdle in 1999. But an unforeseen
plot twist caught the company off guard.

“We went from $950,000 to $1.5 million in
a year, but part of that was sheer luck,” Eike
says. “We had a great snow season that win-
ter with 26 events, which is huge - our aver-
age is 10.”

Because many of Eike's snow subcontrac-
tors come from mowing or construction crews,
heavy snowfall precludes them from working
in those areas, leaving snow as their No. 1
priority. “With that set-up, we beat our goal of
$1.1 million, which gave us the capital to pur-
chase our own facility, ramp-up equipment
and spend more on marketing,” Eike adds.

A $70,000 investment in a new facility
gave the company a new home and a strong
competitive advantage. “Having our own
site lets us inventory bulk material,” Eike
comments. “We have a cost savings of 50
percent compared to buying materials like
mulch wholesale. It also gave us the room
and security to have all of our equipment,
operations and pl'(‘plc in one placc, SO you
don’t have the inefficiencies you'd have with
multiple locations.

“From a business standpoint, it makes a
lot of sense to create equity in your own
facility,” Eike adds. “It didn’t generate any
new revenue for us per se, but it does give us
permanence in our area.”

The extra capital also gave the com-
pany an opportunity to spend more money
on marketing their services. “I knew we

{continued on page 42)
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Z MASTER

Introducing the Toro" Z500 Series. Finally, a mower you can fine-tune to
conquer any condition. Its new TURBO FORCE™ deck features a unique no tools
adjustable front baffle. Open it wide to conserve power and increase mowing speed.
Close it down for micro-sized particles and maximum discharge velocity. Or choose the
perfect in-between setting in just seconds. Rugged? All Z500 Series decks have 5.5" deep,
high-strength, 7-gauge steel construction top to bottom. Plus the industry’s largest
cast iron spindle assembly with tapered roller bearings. To learn more, contact your

Toro landscape contractor equipment dealer or visit toroZ500.com.
USE READER SERVICE #32

Yol M| FO0lt

ueshior




_Cover Story __|

(contimued from page 40)

couldn’t go backwards, so we plugged
more into our marketing budget in order
to get more design/build revenue and keep
our income up,” Eike explains. “That was
the first year that we started using the
Yellow Pages and we now have an advertis-
ing agency on retainer for all of our mar-
keting.”

With a 2002 marketing budget of $50,000
(about2.5 percent of revenue), Bluejay Lawn
& Landscape was able to advertise through
direct mail, home and garden trade shows,
and television commercials, which Eike
plans to use again this year.

“Timing is everything with TV ads and
we found that spring was much more effec-

PARTS & TOOLS,
FROM ONE SOURCE,

DIRECTTO T
PROFESSIONAL

=

HE
USER.

[ Landscaper Pro

Quality Parts and Tools - Direct

visit us at:
MID-AM 2004 IN BOOTH 2858

CENTS 2004 IN BOOTH 12101

WWW.LANDSCAPERPRO.COM

TOLL FREE 888.812.3384
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DRESS FOR SUCCESS
One of the biggest challenges Joshua
Eike faced during his company's initial
years of growth was moving from be-
ing an in-the-field owner/operator to a
more behind-the-scenes businessman.
“I would find myself wishing I could
have my hands in everything when I
visited job sites,” says the president of
Bluejay Lawn & Landscape, Omaha,
Neb. “Maybe things weren't moving
fast enough or someone was doing
something differently than I would."
To fully change his mindset, Eike
simply changed his clothes. “I went
out and bought a really nice business-
casual wardrobe - shirts, ties, slacks,
shoes, everything,” he says, explaining
that this forced him to delegate field
work to his employees - who wear blue
jeans and company shirts - instead of
jumping in to help. “You just have to
have a mental and physical reminder
and barrier to change your frame of
mind. It's a hard transition to make,
but it's one of the best things I've ever
done." ~ Lauren Spiers

tive than any other time of the year,” Eike
says. “We ran a direct mail campaign con-
current with the commercials, and a lot of
people who called said they saw our com-
mercial and then received our card and knew
who to call. The ads really reinforce the
brand more than offer a hard sell.”
Television marketing cost the company
about $7,500 for a 30-second spot, but target-
ing the right audience made the investment
worthwhile. “We looked at the demograph-
ics of our target market and knew that we
were going after homeowners with higher
incomes,” Eike says. “Then we matched the
data we got from different television stations
about the demographics of their programs to
our target marketand played on those shows.
We went with a lot of morning news chan-
nels like CNN and CNBC, and another big
station was Home & Garden Television.”
Eike alsonotes that the commercialsdrive
potential clients to the company’s Web site.
“To keep the growth, you have to keep mar-
keting and branding,” Eike says. “We spent
a lot of money on our Web site, but it's been
phenomenal. You really need that perma-
nence so when people see your logo on a
truck ora job site sign, that's backed up with
(continued on page 44)
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IT'S NOT THE SMELL OF FRESH CUT GRASS.
YOU'RE IN THIS BUSINESS

TO MAKE MONEY.

Fortunately, that's a specialty of Grasshopper mowers. True ZeroTurn™ maneuverability provides
smooth, instinctive operation, while our Ultimate Operator Station™ with in-frame suspension and

ComfortZone™ seat lets you stay comfortably in control at faster mowing speeds for increased

productivity. Because DuraMax™ decks let you mulch, collect or side discharge clippings with the
same deck, you can produce a beautiful cut on any job that comes your way. Add a PowerVac™
Collection System or shielded sprayer, for even more versatility. Best of all, Grasshoppers save you
maoney with years of low maintenance and reliable operation. So you can stop worrying about your
bottom line and start thinking about how to spend all that extra money.

Want Proof? Ask your Grasshopper dealer for a demonstration.

www.grasshoppermower.com/LL

/

“ ‘V

PO. Box 637 « Moundridge. KS 67107 Focsimile: (620) 345-2301

The Grasshopper Company Telephone: (620) 345-8621

Your Nexl Mowet
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the Web where they can find more informa-
tion. Driving people there is our strategy.”

CAST & CREW. When he isn't marketing
the company through advertisements, Eike
spends the majority of his day meeting face-
to-face with new and potential clients or
catching up with existing clients via phone

or email. He admits though, that working on
the business rather than in it has been one of
his biggest challenges since transitioning
from hands-on owner to administrator. To
alleviate this problem, Eikehired anew sales-
person in 2003 through a local horticulture
program in order to take off his sales hat and

focus on other responsibilities.

RELIABILITY

PERFORMANCE

Profitable Options
To Help You Grow
from

RAMROD

CANADA
Box 5002
135 York Road East
Yorkton, SK S3N 3Z4

U.S.A.
200 - 36th Ave N.E.
Airport Industrial Park
Minot, ND 58703

1-800-667-1581

www.ramrodequip.com
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“Every business owner’s goal is to create a
machine that generates its own revenue, rather
than one that requires them to be there all the
time,” Eike comments. “I hired a sales repre-
sentative to work on the volume of leads, and
I'm bringing on a controller and a chief finan-
cial officer next to get us closer to having a full
management team. This will free me up to
manage strategic business decisions.”

In another refocusing effort this Janurary,
Eike separated maintenance and design
build into distinct profit centers and began
full analyses of each division's profitability.

“Maintenance and installation are not in-
dependent of each other, but they need to
be,” Eike says. “A lot of times our mainte-
nance cash flow is better, so we rob Peter to
pay Paul, but when we have maintenance
bills we’re missing the money. There's not a
clear understanding of either division's prof-
itability or a way of measuring which is
doing better and why.

“What we're doing is creating another set
of books for the design/build segment and
run it separately,” Eike continues. “We'll
establish separate cash accounts and allocate
overhead to each division, and each side of
the business will have its own profit-and-
loss statement, so we'll be able to see how
they function independently.”

Eike is excited to see how cast additions
and plot twists play out in Bluejay Lawn &
Landscape’s future. “We're at a sweet spot
right now and I think within the next six to 12
months we’'ll add that next member to our
management team,” he notes. “What I've
found in our marketplace is that you get to §1
million by working hard, and you get to $2
million by working harder and adding more
people. Now we’re working on getting to $3
million — and our goal of $5 million by 2007
- s0, we're really refocusing again and get-
ting ready to make a change.”

The author is assistant editor of Lawn & Land-
scape magazine and can be reached af

Ispiers@lawnandlandscape.com.
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In 1964, Excel Industries, Inc. introduced the first true-zero-degree-

maneuverability. This emphasis on intelligent design has produced
turning lawnmower. Named the "Hustler", it featured lever a long line of innovative machines. Now, 40 years later, Hustler

steering and counter-rotating drive wheels for the ultimate in Turf Equipment is still leading the way in professional lawn care.

HUSTLER

’]ill\'f‘11‘(1111'[,)”1(’/” WWW. HUSTLERTURFERUIPMENT.COM

1-800-395-4757



Before you harp on clients for their lack of irrigation

intelligence, ask yourself if you"ve properly educated

by Ali Anderson
them. Lawn & Landscape Online Message Board

users discuss the basics of teaching property owners

IRRIGATION EDUCATION

how to water effectively.

One recent thread on the Lawn & Landscape
Online Message Board delved into irriga-
tion issues - specifically, the customer’s
role in maintaining a successful watering
schedule. And while the message thread
centered on a few specifics, forum partici-
pants have more to say about the subject.

“DO YOUR CLIENTS KNOW HOW
TO WATER?” That question, posted
online, provoked a variety of perspec-
tives and potential solutions for contrac-
tors whose clients lack basic watering
wisdom. Most of the ensuing discussion
centered on providing property owners
with detailed literature and specific in-
structions for intelligent irrigation.
“When we do an installation, our cli-
ents get two pieces of paper,” writes An-

Contractors can work with clients to create an efficient watering schedule and
ensure turf and plants stay vibrant. Educational handouts can be especially helpful
training tools. Photo: Rain Bird

drew Aksar, owner, Outdoor Finishes, Walkersville,
Md. “One is a warranty sheet detailing the importance
of watering on hot days, after high winds, watering
under roof overhangs, etc., and the clients must sign a
copy acknowledging that they read and fully under-
stand the terms, or no plants will be replaced.”

The second sheet provides watering instructions

specific to the client’s property, Aksar continues. “It
tells them how much water to give for listed plant
sizes,” he writes, adding that this paper is a customized
guide to help the property owner keep the newly
installed vegetation in prime condition.

Supplying the twao irrigation handouts has paid off -
for Aksar and his clients. “We do very little plant replace-

ment. I feel it is attributed to these two sheets
of paper we provide,” he writes.

Inresponse to Aksar’s query, other Lawn &
Landscape forum participants also shared their
watering worries and offered specifics about
the methods they use to communicate the
basics to clients.

“My biggest pet peeve is how people water,”
posts Ken Reis, owner, Turf & Shrub Manage-

{continued on page 48)

P BEST OF THE WEB

The Lawn & Landscape Online 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.
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_Rain Bird has given its
DV valve a new twist.
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Install Confidence: Install Rain Bird" JTV Valves.

Rain Bird's JTV valve provides these competitive advantages:

* Threaded bonnet design—no-tools access is easy and convenient.

* Proven reliability—operating range and specifications similar to those of the industry
leading Rain Bird DV valve.

« Value and versatility—competitively priced and available in both female threaded and
slip-by-slip configurations.

For more details about Rain Bird’s new JTV valve, visit www.rainbird.com. For a personal

demonstration, see your Rain Bird Distributor. Install Confidence. Install Rain Bird.

RaN I BIRD
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ment Co., Dartmouth, Mass. “When we do an
estimate, we leave tons of literature — from
safety to mowing to watering and more.”

Reis insists every potential customer re-
ceives handouts thatinclude information about
proper watering and other maintenance ne-
cessities. He also informs clients about smart
irrigation via three newsletters, sent in the
spring, summer and fall. Company invoices
include watering basics as well.

And, yet, many properties arestruggling.

“Clients do not know how to water,”
agrees Brian Klimek, president, Greenworld-
Irrigation Specialists, Monroe, N.Y. “I send
them a letter after the installation of a system
for this reason,” he shares.

Thus, communication is key, Klimek ex-
plains. “We follow up with clients after we
install systems,” he comments. “Before the
sale, during the installation and during post-
sale communications, we encourage the cli-
ent to contact us for whatever reason. And
from the day the irrigation system is in-

stalled, we go over how we designed it and
offer guidelines of how they should water
their turf.”

Reis says he feels a responsibility to com-
municate and educate property owners on

not responsible for their mistake,” he says.

Maedgen claims most clients lack the
know-how necessary to keep a lawn and
accompanying plants thriving, so itis up to
the contractor to educate them.

“'SOME CLIENTS SET THEIR IRRIGATION TIMERS TO WATER ONE PROGRAM FOR THE WHOLE
SEASON, WHICH IS THE WORST THING YOU CAN DO. You NEED TO CUSTOMIZE THE
WATERING SCHEDULE FOR EACH SEASON TO FIND THE ‘FORMULA FOR SUCCESS’ FOR EACH

CLIENT'S PROPERTY.” — BRIAN KLIMEK

proper water usage - but beyond that, “we
keep our fingers crossed.”

EricMaedgen, owner, Maedgen's Lawn
Care, Rolla, Mo., says contractors also
should warn clients of the risks associated
with poor watering practices - to help
keep plants healthy and people happy.
“We tell them that if they don’t water
properly, their grass will die and we are

ONE WAY TO WATER? Although Lawn
& Landscape Online Message Board users
were eager to swap irrigation handouts on
the Web, there may not be a clear consensus
when it comes to what works best.
Forinstance, Maedgen advises his clients
to “saturate the lawn with at least 1 inch of
water every late afternoon” during the wa-
(continued on page 50)

* Our Industry leaders act as
consultants united in a
common cause — your growth
and success.

* You become a part of an
exciting, strong alliance of
dealers dedicated to high
standards and maximizing
your opportunity.

« WEED MAN offers proven
systems, backed by unmatched
support that enhances your
productivity and profits.

“Weed Man

Why are Industry Professionals
Embracing the Weed Man Opportunity?

I've had the opportunity to start a business
from scratch, and I've spent many years
trying to develop systems. The advantages
of a franchise over self-start businesses are
many, but my deciding factor in purchasing
a Weed Man franchise was the network of
professionals dedicated to my success, and
the success of all fellow Weed Man owners.
The experiences, business savvy, and proven
systems of the Weed Man organization have
helped us on our way to a terrific future.

Heather Schuster
Weed Man
Waukesha

CALL
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Call Now to See if the Weed Man Opportunity is Right for You!

1-888-321-9333 » www.weed-man.com
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EASY LAWN

WINTER SPECIAL

800 638 1769

UP TO

$2000

OFF
SELECTED
MODELS

TODAY

SEE THEM AT A TRADE SHOW NEAR YOU
VISIT WWW.EASYLAWN.COM FOR INFO
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It,s OK to cryl 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.

Kawasalki

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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tering season. In contrast, Klimek prefers

early-morning irrigation - right before sun-
rise. “Your turf and plant material will ab-
sorb the water they need,” he notes. “What-
ever is left over will evaporate quickly.”
Klimek teaches clients to water for long
periods of time more frequently rather than

instigating short watering sessions every
day. Specifically, he says, property owners
should water twice a week for 45 minutes in
each zone instead of watering every day for
only 10 minutes per zone

“Longer watering times mean the water
will travel deeper into the soil,” Klimek ex-

The #1 resource for technical
and training information.

« Books

« Training Videos

- Software

- Educational Aids

It’s Easy to
Order - Online
Shop Today!
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L.T. RICH PRODUCTS INC

765-482-2040 - FAX 765-482-2050 - www.z-spray.com

Z
SPRAY

NEW FOR 2004
Hydraulic Spreader Mo

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

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

PLUGR

Z-Plugr Turf Renovator
Full floating tine head
35” & 45” widths
2000 Ibs, 3 second hydraulic lift
8 mph ground speed
Zero turn transmission
17 HP engine
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plains. “The roots of your turf and plant
material will go for the water. This encour-
ages deep root systems. For the clients, this
means that their plants and turf will be less
susceptible to disease and stress

Referring toexisting lawns vs. new lawns,
Reis suggests JPN\'IH; three sessions of 1 to
1.5 inches of water to the turf each week
“We suggest the customer place a pie pan or
something similar on the lawn and water
long enough to collect half an inch of water
in the pan,” he adds. “Time the watering to
find out how long it takes to get the half-
inch. Water for that amount of time three
days per week.”

Weather conditions should be factored
in as well. For example, Klimek says, clients
may not be aware that plants (especially
flowering perennials) need more water in
the summer months than in the early spring

But regardless of geography or weather
contractors can be sure that unhealthy con-
sequences of uneducated watering will be-
come reality. Burned-out sod, wilting plants
and rotted tree roots are just a few of the
problems Klimek has seen as a result of
clients’ poor watering methods. He says
many residential customers adopt the “more
is better” philosophy when it comes to soak-
ing their lawns. But, in reality, the property
generally needs only 1 inch of water each
day. And, Klimek notes, irrigation can be
from Mother Nature or an automatic sprin-
kler system

“Turf disease is the No. 1 problem,” Reis
notes, referring to incorrect irrigation. Fre-
quent, shallow watering is likely to increase
weeds and insects. “And, of course, there
are those who do not water at all, resulting in
thin turf areas that will need overseeding

But these troublesome conditions can be
remedied, at least in part, by educating cli-
ents about the vital role of water in their
properties’ well-being. It all comes down to
working with clients, Klimek concludes, to
‘educate them about conserving our most

precious resource and teach them how to

use it efficiently.” m
Theauthor is Assistant Editor-Internet of Lawn
& Landscape mag and can be r ¢
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Agemen

by William Lynott Don't let money fly
out the window. Use
these small business

banking strategies to

52
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New service charges, confusing account options,

and wildly varying interest rates are just a few of
the techniques banks use to improve their bottom

lines these days - at your expense.

How bad is the impact on your bottom line?
Formerbank executive Edward Mrkvicka estimates
that your business will likely overpay your bank
through service charges, mortgages, credit cards,
business loans, and checking and savings fees by
thousands of dollars in your lifetime ... unless you
learn how to beat the banks at their own games.

Follow these tips to build beneficial banking
relationships.

Choose a Bank Carefully. Chances are, you've
been a victim of merger mania at least once. That's
when you learn the bank you've been doing busi-
ness with merged with an unfamil-
iar new bank that promptly laid
claim to your accounts.

Will this new bank treat you bet-
ter? Willitexercise economies of scale
in order to bring you improved and
less expensive services? Forget it.
History has shown that the mega
banks resulting from mergersincrease
inefficiency and customer alienation.

Fortunately, solving this frus-
trating problem is relatively pain-
less. Just search out the smallest

improve profits.

FDIC member bank in your neighborhood and
give it your business. They'll be happy to have you
as a customer. They need you and will appreciate
you. Clients at these establishments will receive
more personal attention from a small neighbor-
hood bank than at a financial behemoth.

“When shopping for the right bank, look for one
that has similar relationships with other small busi-
nesses,” advises John Reddish, author/consultant,
Chadds Ford, Pa., adding that business owners
should find loan officers who understand the is-
sues affecting their businesses.

Grow the Relationship. The notion to split your
business between two banks may seem tempting.
Some small business owners feel that a relationship
with two banks might open up greater lines of credit
when the need arises. While this may be true for large
companies, it may not help small businesses.

“I used two banks for years,
but then decided I would rather
be a really good customer of one
bank than an OK customer of
two banks,” says small business
consultant and speaker Dave
Ratner, Agawam, Mass. “1 got
better terms and lower rates
when [ switched.”

Another negative in splitting
up your banking is the addi-
tional paperwork involved. Few

(continued on page 56)

LAawN & LANDSCAPE



You Do
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Lawn maintenance business owners often wish

‘ they had eyes in the backs of their heads. Affer

' — = all, tracking a fleet of mowers, multiple crews,
\imndredsofpr ies and repairs shop backlogs
nid ’. il of once no@umsk If only there was a device

tocupnmltheperrmemlnformmnﬁm(x
busmessneedslohednen productivity and keep
everyone on fask. . .Thanks fo Gravely, now there s.

The new Gravely Eye-Q Produdivity System

/ records and reports data on everything from mower maintenance o
operator location, making opportunities for business efficiency easy to see.
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Lown mowing is the backbone of most maintenance contractors’ businesses and a welkkept lown is o customer

manage their businesses.”

. How it Works

The Eye-Q Productivity System currently is ovailable on oll Grovely 100 Series and
200 Series ride-on mowers, with the exception of the 34-inch zero-tum model.
Preprogrommed with each mower’s specific information including mode! number,
serial number, parts numbers and maintenance schedule, the system is ready to
mow. The operator simply enters his or her user and job numbers and the Eye-Q
Productivity System takes over, tracking operator information and hours in use, alert-
ing the user when scheudled mointenance is required.

Aftermarket Availability
Not only will the Eye-Q Productivity Sys-
tem be available on nearly all Gravely
models beginning in 2004, but contrac-
tors who use other mower brands can
benefit from the technology as well.

*During development, we had
focus groups with landscape contractors
who told us that they would use the
tool but wanted to have all of their
equipment under the Eye-Q system,”
notes Dan Ariens, president Ariens/
Gravely, “That led us to come up with
an oftermarket version that can be used
on ony other piece of equipment.”

While confractors will have to input
their own mowers” specifications for the
aftermarket version, users will still
benefit from the increased productivity
and mointenonce benfits the Eye-Q
Productivity System affords.

Additionally, with the optional
Scanmote™ — o wireless, remote
download module — Eye-Q Productiv-
ity System users can outomatically
download stored information for up to
16 units ot a time.

“As it comes standard, o mointe:
nance user can scroll through oll the
stored information right on the Eye-Q
itself,” comments Corey Bucher,
Gravely Research ond Development
Manoger. “But with the Scanmate,
the user can press a single button and
automatically have the information
downlooded to their PC and sorted
by mower.”

Time
Management
Benefits

Landscape contractors sell time ond

the Eye-Q Productivity System helps

users identify inefficiencies and elimi-

nate wosted minutes. Here's how:

® Based on job information provided
by users, the Eye-Q Productivity
System tracks when and where
equipment is being used, keeping
operators on schedule.

© Built-in time sensors display the amount of mowing time allotted fo o spe-
cific property ond warn operators when they go past their scheduled quotas.

o (Optionol GPS feature records job locations outomatically and monitors the
average cutting speed on the job, as well os the distance the operator travels
on the jobs.

service necessity. For landscoping pros with demanding client lists, the Gravely Eye-Q Productivity System is
essential for meeting productivity goals ond keeping mowers in good working order.

“The Eye-Q™is an exceptional product that’s going to allow o landscape manager to measure his or her
business performance while they're on the job,” says Ariens/Gravely President Dan Ariens. “There are o lot
of tools in the Eye-Q system that were unovailable in the past thot let you measure employee productiv-

ity, mower wear and tear ond job costing information. This tool is going to change the way landscapers

Maintenance Benefits

In terms of productivity, nothing is more costly to landscape contractors than equip-
ment that's in need of repair or waiting in the shop. The Eye-Q Productivity System is
the ultimate maintenance calendar bosed on these facts:

By monitoring the equipment maintenance schedule, the Eye-Q Productivity
System ensures that 24 maintenance items, including oil, belt and filter
changes, ore performed on time, preventing costly breakdowns.

o Solid State switch measures the load on the clutch to prevent domage.

o (ustomizable maintenance schedule can be adjusted from warronty specifi-
cations to include more frequent maintenance s regional needs dictate.

* Optional shock sensors record instances when mowers experience unusual
stress, such os excessive speed of rurins with trees or fence posts.

* Optional temperature and RPM sensors record engine and hydraulic drive
system information that may indicate and prevent future problems.

o The Eye-Q Productivity System will keep a running log of all maintenance
performed for the life of the mower, allowing users to identify trends and
common concerns like blade sharpening or engine maintenance frequency.

. o e
Training Benefits
Productivity offen is a function of how well employees know their jobs. Here are
some ways the Eye-Q Productivity System can be used os a great training fool:

o Becouse the Eye-Q Productivity System records equipment information in
combination with the operator using it, business owners can use productivity
reports in performance reviews. Time reports may illustrate the operators’
strengths in finishing jobs on schedule, while shock sensors can show places
for improvement in terms of equipment hondling.

 (omparing productivity reports from one operator to the next may show
which less efficient employees can be paired with productive employees for
fraining purposes.

CONTACT GRAVELY For more information on the new Eye-Q Productivity

System from Gravely, as well as a dealer locator, visit www.grovelyeye-q.com
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Technician’s
Handhools

A Field Guide to Turf & Ornameéntal
Insect Identification & Managernent

BY DR. RICHARD KRAMER <<

.

Lavwwn & Landscape
Technician’s Handbhook

This field guide to turf & ornamental insect identification &
management provides lawn and landscape technicians with
unequaled information on the biology, behavior and physical
characteristics of more than 60 commonly encountered
insect pests in both trees and ornamentals. You'll find pest
identification tips and detailed individual pest profiles with
accompanying illustrations, as well as a full-color photo iden-

tification section featuring more than 50 insects.

CHAPTERS INCLUDE:

Pest Management and Society
Integrated Pest Management
Pest Identification and Control
Pest Management Materials
Safety

Turf Insect Pests
Ornamental Insect Pests
Equipment

Glossary of Pest Control Terms

per copy

(plus shipping)

$14°51

Perfect for lawn care operators, training professionals, training
directors, entomologists, regulatory officials, and technicians!

To Order Your Copy of the Lawn &

Quantity Discounts Available

Landscape Technician's Handbook: e ) :
1. Visit Jlawnandlandscape.com/store. I@dsl;k: ;% order copies of Lawn & Landscape Technician's Handbook
2. Call a Lawn & Landscape Store Representative =) COPYs
at 800-456-0707. MERCHANDISE TOTAL ¢
3. Mail this form to Lawn & Landscape Media Group,
Attn: Lawn & Landscape Store, Ohio residents add 8% sales tax $
4012 Bridge Avenue, Cleveland, OH 44113.
4. Fax this form to a Lawn & Landscape Store SHIPPING & HANDLING
Representative at 216-961-0364. Inside the United States - first item $6.00; additional items $2.00 each
Name International - first item $11.00; additional items $4.00 each $
Title TOTAL AMOUNT DUE s
Company
Address ___ Check enclosed (Make payable to: Lawn & Landscape Media Group)
City State Zip . ;
Phone Charge my ___ American Express ___ Visa ___ Mastercard ___ Discover/Novus
Fax Card Number Exp-Date.__ /-
Email
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landscaping professionals would look kindly
on the need to deal with more paperwork.

Separate Accounts. [t may seem simpler
and less complicated to use your existing
personal bank accounts for your business,
especially if you are operating as a sole
proprietor, but most financial advisors rec-
ommend against it.

If the IRS comes calling with an audit,
combined personal and business funds will
complicate your situation. “Trying to identify
cash flow for the business if it's mixed up with
personal funds could become a real disaster,”
says Denise O'Berry, a Tampa, Fla.-based au-
thor and consultant. “Keeping separate ac-
counts also is more professional. With a busi-
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ness account, people make payments out to
your business. It's simply not a good idea to tell
a customer ‘Don’t make the check out to my
business name, make it out to me." Also, build-
ing up a credit rating for the business is impor-
tant. If there are no accounts in the business
name, that's tough to do.”

On a practical note, “don’t make your life
any more complicated than the government
already does,” Ratner adds. “Spend your
time building the business - not doing extra
paper work. You need separate accounts to
make sure you can track your financial busi-
ness health.”

Avoid Business Savings Accounts. With
the interest rates commercial banks pay these
days, savings accounts are guaranteed to
lose money when inflation is factored in.

If you keep any of your receipts in a bank
savings account, close it and put the money in
an account that will pay you a higher rate of
interest — a money market account. These ac-
counts can pay you significantly more interest
than a savings account and still allow you to
withdraw your money on demand with lim-
ited restrictions. Some money market accounts
even allow you to write checks against them.

The improvement in interest on money
market accounts may not be as those from
certain other investment vehicles. However,
when interest rates begin to move up again,
so will the interest income appearing on
your bottom line.

Keep Less Money in Checking Accounts.
Most banks pay little or no interest on business
checking accounts, so keep that balance to a
minimum while making certain that you never
overdraw it or incur minimum balance fees.

Open Transfer Options. Ask your bank
to link your money market account to your
checking account so that you can transfer
money between them by telephone or online.
From that point on, never make a direct
deposit into your checking account. Make all
deposits into the money market account
where they will immediately begin drawing
interest. Transfer money to the checking ac-
count only as needed to cover the checks you
write. This is one of the smartest ways to
maximize your operating funds.

Keep a Lid on Bank Charges. In 1999,
banks made an astonishing $5 billion from
assessing bad check charges.

Let’s say you accidentally overdraw your

{continued on page 58)
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VectorWorks LANDMARK—Helping You Piece it All Together

EEhBosing the right CAD software doesn’t have to be puzzling. For today's landscape designers
the choice is obvious. With VectorWorks LANDMARK, we have pieced together the right
mix of power, ease of use, and affordability. You'll find all the pieces your firms
needs—sophisticated 2D drafting, fréee-form 3D modeling, automatic materials lists and
professional site design and analysis capabilities—together in one box. And, should you
need it, we can help you with hands-on training and FREE Tech Support. Give us a call at
1-888-646-4223 and find out how we can help you solve your CAD puzzle.
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business checking account. You have $300 in
the account and you write three checks in
one day. The first for is $10, the second for
$20 and the third for $320.

Some banks process checks not in the
order they receive them but in order of size.
In such a case, the $320 check would be
processed first. That would mean all three
checks, not just one, would bounce. Then
you'd be hit with three separate bad check
charges. Besides an overdrawn account,
you'd be out as much as $105 in painful
overdraft charges (some banks are now
charging $35 for each overdrawn check).

Use Credit Cards Wisely. For some land-
scape contractors, the use of credit cards is
mandatory. “Often credit cards are the only
way small businesses can finance important
purchases because they either can’t qualify for
a small business loan or they don’t want to go
to the effort of creating a plan for presentation
to a bank or investor,” OBerry says.

But proceed with caution because using

credit cards to finance business purchases
can create far more serious problems than it
solves. For instance, the 12 to 18 percent
interest charged on the unpaid balances by
some card issuers can impose an impossible

“| USED TWO BANKS FOR YEARS, BUT THEN DECIDED
| WOULD RATHER BE A REALLY GOOD CUSTOMER OF
ONE BANK THAN AN OK CUSTOMER OF TWO BANKS.”

— Dave Ramner

burden on a small landscaping operation.
“Credit cards can be lifesavers and the
devil at the same time,” Ratner says. “We use
credit cards to pay for everything we can. It
gives us an extra 25 days to pay for purchases.
Also, the amount of time-consuming check
writing is cut down dramatically. The devil
part is the percentage they whack you with if
you don’t pay off the full balance each month.”

“When you consider the use of credit cards
as a source of funds for your business, you
must begin with a solid analysis of cash flow
and a plan for return on investment,” O'Berry
adds, pointing out that if you decide to use
credit cards, having a strict budget
for repayment is critical.

Don’t Accept the First Offer.
Shop around for interest rates be-
fore you sign on with a bank.
Bank deregulation has produced
a competitive environment with
wildly differing interest rates and
bank charges. If you can find a
better deal for your business accounts than
your present bank is offering, take it. There
is no reason for you to stick with a bank that
isn't competitive,

Consider Certificates of Deposit (CDs).
In an unstable economy, the best investment
accounts available through most commer-
cial banks are CDs. Typically, CDs can be
opened for varying periods between 90 days

HOW TO BUILD THE
LONGEST LASTING TRAILER

INTHE GREEN INDUSTRY

(Wells Cargo’s comprehensive 6-year warranty is proof positive!)
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Rear Ramp
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Stop/Tail/Turn /
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@ Improved Safety )

Side Entry Door with Aluminum
“Anti-Rack” Cam Lock
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Steel Main Rails
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Do You Have The Right Tools?

As contractors, we have created
incredible web tools to help
you save time. We have utilized
these tools for our own landscape
company.We are seeing
unbelievable resulits!

How would you like to?

» Cut down your selling time

» Increase Sales with less effort
* Make less calls

» Duplicate yourself

» Create the perfect employee

It's Time: Do It To It!

P e
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Check our website at www.elandia.com
877.264.4610 Fax 858.505.9896

Email us at info@elandia.com

For a preview of our tools visit
www.emeraldlandscape.com
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and five vears. Each of these maturities will
yield a different interest rate, depending on
the current market and local competition.

As a rule, the longer you are willing to
leave vour money in a CD, the higher rate of
interest it will return

One popular way to gain maximum ad-
vantage when investing in CDs is to break up
your total kitty into several equal parts and
invest them in CDs with staggered maturity

dates

This technique will allow you to take
advantage of the highest available interest rates
while ensuring that a maturing CD and its
;\'lmll\-t:«-r cash are never very far away
But don’t expect your bank to give you
the best available rate when you allow a CD
to roll over automatically. It almost surely
won't, so always call or visit the bank and
ask to review all current interest rates for
CDs, including any promotional rates that
might be available. Banks often run special
promotions oftering interest rates higher

than their regular rates. You can be certain

that an automatic renewal won't get that
rate unless you ask.

Most banks will do a dependable job of
sending you a reminder when each CD ap-
proaches its maturity date. The notice will
explain that you don’t have to do anything
at maturity if you don’t want to. If the bank
doesn’t hear from you, they’ll just roll it
over. That is, thev'll renew it for the same
period as the original and pay you their
current interest rate.

Sounds fair enough, so millions of
today’s busy small business owners take
that easy road. The banks love people like
that, but those millions of people are mak-
ing a mistake that you should avoid.

Don’t Use ATMs. Remember when your
friendly bank introduced those new-fangled
Automatic Teller Machines (ATMs)? Many
people didn’t take to those gadgets at first,
so the banks embarked on extensive market-
ing campaigns designed to persuade you to

help them lighten their payroll load. The ads

iy

trumpeted the convenience of ATMs com-
pared to visiting a live cashier. What's more,
this new service would be entirely free

In time, ATMs became almost as familiar
as stop signs. Once the publicbecame hooked
on ATMs, banks began to levy charges on
customers’ accounts if they used another
bank’s ATM. At last count, nearly 90 percent
of banks are assessing ATM surcharges. Fees
now average from $1 to $2 per transaction

This outrageous situation presents one
more opportunity to keep the bank’s hands
out of your pockets. If you're paying any-
thing at all to use ATMs, stop using them.
Simply cut up your ATM card and step
inside the bank to transact your business.

Dumping your ATM card can be a mar-
velously liberating experience, requiring
nothing more than a slight change in your
timing. Once you accept the fact that you
must arrange your schedule to visit your
bank only during banking hours, you have

ntinued on pace 6
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. @ cutting width, and a variable ¢ W% available with a 5.5 HP

cutting depth up to 2.5". B&S or Honda engine.
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to 3.6 (59.2).
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% from 12" to 72", and truly

superior Husqvarna features

and engineering. Husqvarna leads the way as the
Total Source Solution for outdoor
power equipment. To see for
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Seven pro models with powerful
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~ high-torque engines. www.husqvarna.com
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won the battle. With the extended banking hours offered by most
banks these days, the whole process is a non-event. In fact, you are
likely to find that the line waiting to use the ATM machine is often
longer than the line inside the bank.

However, if you choose to continue using ATMs, check out
www.youratmstore.comor www.atmsurcharges.comon the Internet,
which provide lists of ATMs all over the country that are no-charge
even for people who are not customers of the bank involved. How-
ever you do it, don’t allow your bank to charge you for withdrawing
your own business’ money.

Develop a Personal Relationship with Your Banker. Even if

After every paver is perfectly placed, depend on EdgePro your landscape business is small, cultivating a personal relationship
Paver Restraint for the finishing touch. EdgePro is heavier at the bank where you do business is a good idea.

and more durable, yet is flexible and easy to use. Our X
extra-strength rigid design is great for long straight edges and
our flexible design preserves the curves that you create.

Discuss your financial picture honestly with the manager of your
local branch. You'll get some good ideas and a favorable ear should you
ever need a little financial help or an increase in your line of credit.
So, what’s holding you back? Contact us now for more
information on the paver restraint known as “The Professional
Choice."

Overall, developing a winning strategy for your business bank-
ing isn't a difficult or time-consuming job, and the financial rewards
Edgef 26 in the USA can make a significant contribution to your bottom line.

MANUFACTURERS OF PROFESSIONAL EDGING PRODUCTS
The author is a former management consultant and authored Money:

ICPly 1-800-EDGEPRO Di!lE)( How to Make the Most of What You’ve Got. He can be reached at

www.edgepro.com (1-800-334-3776) dimex @ dimexcorp.com 3"1]/”("K‘:"CS-“"”- '
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Proven as the ultimate “Profit Maker" system... . . :
y A fg /."tﬂ”hf ?,’/w/ of Snowplows and Salt Spreaders
S

FREE TN
CATALOG, | '

r—- " Lawnmower parts including biades,
[ AN B belts, wheels, air filters, ol filters and
« Fiberglass 300 gal. liquid tank up front e Fiberglass 50 gal intemal engine parts!

auxiliary tank behind e Mechanical or pressure agitation 3 :
* Diaphragm pump © Gas engine powers agitator & pump Trimmer parts including trimmer line,
© Mechanicals mounted on auxiliary tank to save space brushcutter blades, air filters and = ==
replacement heads =N - =
Fiberglass side Tree care supplies including loppers N '« Qtartino @ ¢
' New Plows Starting @ $2100.00
:::,:; Z’":,"";;f'y pruners, pruning saws, tree saddles, N . “ SAROET
i -Box Spreaders $2895.00
tertilizer 1 climbing line and gaffs ' P
and a hose reel. "Mini" Salt Spreaders $795.00

p cutter'’s Choice Low Profile Headlight Kit $98.50

Pro-Wing Kits $169.50

We build complete systems or, we
can supply the components and

- 2008 East 33 Street
you can build your own

b : . Erie, PA 16514 ?;'
ontact us today for additional f
details. O, see our equipment . TOCLERER 11302004371 N CALL NOW to Reserve your FREE
a the MID AM show " y < copy of our 02/03 Parts Catalog
'-3"“"“'8 w%-"%"s'%%“" Inc. ‘ Central Parts Warehouse
www.llc-equipment.com EEMV.CUtterSthoice. Cort 1-800-761-1700
USE READER SERVICE #52 USE READER SERVICE #95 USE READER SERVICE #96
62  JANUARY 2004 LAawN & LANDSCAPE

.


http://www.edgepro.com
mailto:dimex@dimexcorp.com
http://www.youratmstore.com
http://www.atmsurcharges.com
mailto:wlynott@cs.com
http://www.llc-equipment.com

N

CAIL

TG

(4
9
/8
vz
4
5
fé
/

k.. -
e

’ Y]
3 3

Autg AC AM/FM Cassette 15 Ft I;\{ndxup'r Crewcab, 14 Ft Dum{) Body: Hl!cr Auto AC AM/FM Cassejte 16 Ft
Body, Weedeater R;l:l' Natercoo rr RML Receiver Hmz) Jarp, Alitomadtic, SC akwr Bady, \Veedgater Ii.u <, Wateg-
IR e AC AM/t r Rack,

C _ - 2 J X
Shovel Rack, Folddown Sic M Cassette coole ¢, Shovel R;ut', Folddown Side

300HP Duramax Digsel Allison Automatic Crewcab, Auto, AC AM/FM Cassettg 19 f'{
lr;uwm-\s’nn 14 Fp I‘um&\ Body with Landscaper l’uu%\ \\cciic\ncr Rack, Shove Iransmissjon AC AM/FM Cassette
itch, Tarp & Snowplow Rack, Whtercooler Rack & Folddown Side 4 Ft Dump Body

CONTRACTOR! $546,M0 ;311MO)»

o SPECIAL \}\‘ R 75 0 EASE
) !
l

\ ) "',' T

|

C zﬁ\\\ ab 6.6 Liter Duramax Diesel 6,0 Liter V8 Automatic AC AM/FM .\mlmn.cllu' AC AM/FM Cassette
Allison .-\'._Hnm.nﬁk [ransmission Cassette 16 Ft LAND KING Body Enclosed 16 Ft .u\n \m{(wr l‘.uJ\
50 to Choose Call for Details In Stock Ready to Go!  °

USE READER SERVICE #74

www.gmccommercialtrucks.com

%  email:sales@gmccommercialtrucks.com
‘K\\\\\\\\‘\\\‘\\\’s‘?}{é&éﬁ‘skw‘illlll’ﬂl S,

Sy

LA
4"
98
/8
]~
2
f -
’
A
)/
;)
g
()
A
)/
}7
Y
()
A
%
/3
y
()
A
/
(3
)
(A
A
Y
{4
g
(A
%
¢
’
g
(4
g
y
(4 B
(4
(A
A
(AN
24
9
(
’
2
4

%



http://www.ffmccommercialtrucks.com

Offer budget-sensitive clients
ways to maximize their propert
without depleting their savings.
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densitive Designing

by Tammy S
Stables
Battaglia

Traipse the walkway of a South Florida hotel, and hundreds
of striking red begonias or lacy purple petunia might pro-
vide a welcoming swath of color. A grand entrance like
this makes a favorable firstimpression on visitors —and it

also can put a dent in a client’s landscape budget.

But clients don't need to downsize their concentration
of color, even if their landscaping budget has shrunk,
points out Joe Janssen, president of Stiles Landscape Co.,
Pompano Beach, Fla. Customers who want to cut costs
might drop the number of plants per square foot by 30
percent, but they will lose the look, he notes.

“It looks like you're going cheap, but you can make
subtle changes where the guest to the building isn’t going
to see a huge difference,” says Janssen, who specializes in
commercial installations with emphasis on the hospital-
ity industry. Rather than lessening the color impact, he
would rather decrease bed sizes in other areas of the
landscape plan,

These considerations are common when discussing
landscape design with clients today. With a shaky
economy, landscape professionals often find themselves
working with neatly trimmed budgets. But tightened
purse strings don’t have to mean less-than-lovely land-

www.lawnandlandscape.com

scapes. Professionals just need to pinpoint a budget,

think creatively and make a plan to make the most of a
minimum budget

CUT COSTS, NOT CORNERS. According to a survey
by the American Nursery and Landscape Association, 3.2
million homeowners spent an average of $3,502 in 2002
on landscape installations and construction projects. That
number jumped from $3,260 in 2001 and $1,772 in 1997.
But what happens when the $3,502 budget isn’t just for a
single bed or a retaining wall, but instead for the entire
landscape design and installation?

When working with a minimum budget, resist the
urge to throw in a cheap, low-quality solution for the sake
of immediate gratification, advises Kent Gordon En-
gland, landscape architect and director of chapter ser-
vices, California Landscape Contractors Association, Sac-
ramento, Calif. Overlook bed preparation and install
mediocre nursery stock, and the client will end up re-
planting the property within five years, he says.

“It provides a low-cost solution,” England notes. “But
when thinking long-term, cutting corners is not the best
choice for the client because they are throwing money
away. That's a great way to ruin your reputation. But

(contmued on pay
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(continued from page 64)

that's a big part of the industry because
some landscape professionals don’t get it.
They just don’t understand.”

Instead, take time with clients to deter-
mine their budgets and devise a plan that
will fit financial constraints. There is a defi-
nite dance to determining how much a bud-
get-conscious client wants to spend, points

out Sandra Koslowski, general manager of
the design/build operations at James Mar-
tin Associates, Vernon Hills, Ill. She sug-
gests preparing a portfolio filled with pic-
tures of previous work, project ideas and
industry promotional pieces. The effort
spent organizing pictures is well worth the
time saved when trying to determine what

FEATURES

» Hydrostatic Transmission, ZTR

* Balanced design with weight
concentrated over drive wheel for
exceptional traction and stability
regardless of ground speed
section selector valves

» Speed sensitive spray rate control

eliminating skips and overlaps.

C

* 5,000 square feet/ minute productivity
* 240 |bs dry, 36 gallons liquid capacity

 Exclusive ground drive fertilizer metering system provides correct rate

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

* Foam marker provides a temporary visual record of the application

CONTACT US FOR A FREE VIDEO!
SPRAYING

G regson
lark EQUIPMENT

PO Box 8, Le Roy, NY 14482
800-706-9530 585-768-7035 FAX 585-768-4771
www.gregsonclark.com

HY-LANDER

SELF-PROPELLED
TURF APPLICATOR
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a client likes and how much it will cost,
Koslowski says.

Also, a portfolio gives the professional a
tool to use to gently explain the cost of a
custom-installed marble fountain or dry-
stacked stone wall, she points out. “Most
people have never done landscaping before
and do get sticker shock,” Koslowski says. “1
might come back to them and say, ‘Well, a
wall would be great. Unfortunately, it is go-
ing to consume two-thirds of this budget.” |
let them know the cost in relation to their
budget right away.”

The portfolio is especially useful with
clients who decline to discuss specifics of
how much they want to spend —or not spend,
Koslowski adds. As a client points out ap-
pealing landscapes, explain how much each
aspect of the project costs. Their reactions can
tell you whether their budget is higher or
lower than the project amount. “We start
talking budget and asking ‘How does that
sound to you?"” she says.

But even if a landscape budget seems
small, don’t immediately refuse the job. A
rule of thumb Koslowski refers to - between
2and 10 percent of a property’s value should
be spent on landscaping. But tell that to a
homeowner who just spent $80,000 redeco-
rating the interior of a $250,000 home or to an
entrepreneur who just spent $4 million buy-
ing a business. Planting isn’t always a prior-
ity at first.

However, just because a potential client
doesn’t have oodles of cash to spend today,
doesn’t mean they won't spend more with
you later, England notes. “Maybe a year later
they refinance their home or they sell stocks,
or maybe they were spending money on a
child’s college education,” England points
out. “Clients” monetary status changes from
year to year.”

Instead, consider the $3,000 job as an
investment in tomorrow’s business, says Ja-
son Watlington, landscape designer and
project director at New Garden Landscaping
& Nursery, Greensboro, N.C. “If you pass
thatclientup, you may have passed up $3,000
now,” hesays. “Butin three years, you passed
up $10,000.”

PROJECT BY PROJECT. Rather than
maxxing out a client’s budget on a first-time
installation, piggyback small projects in one

(contimued on page 68)
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(continued from page 66)

area, suggests Christopher Wager, president
of Superior Design Landscapes, Minneapo-
lis, Minn. And reward clients who are will-
ing to wait until the busy season passes.
Wager has offered discounts up to a 25 per-
cent to clients who schedule installations
after the spring rush.

“The discount is pretty significant,” he

admits. “But if I know I'm not paying my
guys time-and-a-half, like when they're
working 70 hours a week in the spring, we
still make money."”

Or, rather than racking up labor hours
and taxing vour crews, see if clients are
willing to get their hands dirty. Do-it-your-

selfers who are willing to add “sweat eq-

Diversify your services, save time, save labor,
expand to markets you could only have
imagined. An Express Blower® truck opens

the door to Erosion Control, Turf &

New Markets
Full Year Applications
Commercial
Volume
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It's Opportunity. Don't let it pass you by.
Call us today.

A

800-285-7227

www.expressbhlower.com
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uity” to the installation effort can reduce
their overall project cost. Instead of spending
on simple planting tasks, these customers
can use their budgets for major work - the
creation of beds, tree planting and excava-
tion, Koslowski notes.

“We still get a $3,000 contract, which is a
day’s worth of work,” she relates. “And that
customer will tell their friends about us and
also call us for the next phase. That is defi-
nitely worth it.”

And just because clients decide to install
plants themselves doesn’t always mean lost
business. After Watlington installs plantbeds,
he tries to increase his retail sales by encour-
aging do-it-your-selfers to purchase their
plants at New Garden'’s retail store.

“I don’t push it - I don’t try to limit them,”

Watlington says, noting that while he en-
courages clients to see what his store of-
fers, he doesn’t pressure them to buy.
“Don’t limit your client at the expense of
losing a relationship.”

However, plant quality is an important
factor in the overall effect of a landscape
design, and England recommends that his
clients purchase the highest quality stock
they can afford. That may mean only land-
scaping the entrance to a home rather than
the entire front elevation, or filling beds in a
patio area rather than a back yard.

“Create an oasis,” England says. “This
small area will not only give clients a place
to enjoy the great outdoors, but it will
show them the potential they have in the
rest of the garden.”

Determine the focus area of the property
and concentrate efforts in this area, Janssen
suggests. For example, commercial installa-
tions require more attention near signage or
at entrances. He recommends using color
and texture in plantings to boldly emphasize
those areas. “Start at the monument signs,

(contiued on page 70)
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{contimued from page 68)

and as your budget grows, you can reach out

into some of the other areas,” he points out.

COST CONVERSATIONS. Certain compo-
nents of a landscape installation simply cost
more than others, One of these is hardscapes,
which are often the most expensive parts of a
landscape plan, notes Linda Pattie, senior de-
signer, The Pattie Group, Novelty, Ohio.Spend
money on hardscapes wisely, and use themin
the most noticeable spaces in the landscape. '

Anothersignificantinvestmentisawrought
iron fence. Clients who ask for the fencing to
span the perimeter of their properties will
likely break their budgets. Instead, install a
wrought-iron gate at the entrance and
wroughtiron near the house. A black-coated
chain link fence along the back will fade
away into the vegetation and the background,
Pattie notes.

Walkways canbe another landscape bud-

get-buster, but sometimes spending a little

s
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(continued from page 70)

more than expected yields worthwhile re-
sults. Sidewalksinstalled by The Pattie Group
typically measure 4 feet or wider so couples
can walk hand in hand or an elderly friend
can easily take an arm, Pattie explains,

“Talk about blowing someone’s bud-
get; maybe this walkway does,” Pattie says.
“But they’re going to say, ‘Oh, I love that
walk!""

However, when extra dollars are out of
the question, clients don’t have to give up
big ideas when they have small budgets.
Many professionals rely on creative use of
plants and alternative materials to replace
expensive hardscape accents, Patties says.

That doesn’t mean inexpensive mate-
rial can’t look good. The key is to use it
effectively, in a way that blends with the
overall landscape style, Pattie says. For
instance, instead of authentic stone, Pattie
has used concrete to create custom patios
for a fraction of the cost. “We've done
exquisite homes with stamped concrete,”

she notes. “It can provide a great effect.”

Koslowski steers clients toward cost-
effective solutions by replacing expensive
items, like stone walls, with more mod-
estly priced substitutes. Eighteen- or 24-

inch boulder accents can lend the same
effect, she notes. “That’s not a solid, fancy,
bordered wall, but it gives that stone look,”
she describes.

Water lovers that cannot afford a stream
babbling through the back yard or a spar-
kling pond might instead enjoy a more af-
fordable fountain, suggests Pattie. “And those
can be all kinds of price ranges,” she says.

And if maintenance costs are bogging
down a budget, use ornamental bushes
and other plant material with colorful
leaves or visually interesting structures,
Janssen suggests. Ornamentals require less
care than annuals that must be changed
out regularly.

These cost-conscious clues not only
help clients stick to their budgets, but they
also provide appealing, affordable solu-
tions. And when clients are ready to add
to their existing designs, they generally
show their appreciate by offering the
company their repeat business. “You re-
ally have to put yourself in the client’s
shoes,” lanssen relates. “Ask yourself,
‘What would I do if this was my property
and I had a limited amount of money to

spend?’”

The author is a contributing editor to Lawn &
Landscape magazine and can be reached via
nwisniewski@lawnandlandscape.cont.
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men
by Lauren Spiers Properly performing IPM involves

input at the customer, contractor and

For many lawn care CEOs, winter is time to scrutinize P&L "zanufacturer le'veIS.

statements, perform system-wide SWOT analyses and hold
HR and R&D staff meetings to put the business on track for

a better ROI after the first of the year.

Of course, once customers renew their accounts and
technicians head back to their routes, LCOs - lawn care
operators, that is — need to start speaking plain English.
This is particularly true regarding a lawn care acronym
that is gaining popularity and importance: IPM.

Known in long-hand as integrated pest management,
IPM accepts weeds, insects and diseases as parts of the
great outdoors, focusing on more holistic pest manage-
ment practices and the judicious use of pesticides. Even
with this guideline, IPM definitions vary widely, and
recent legislative and regulatory actions are compounding
the issue. But there are two points on which everyone
involved agrees: IPM is an effective and environmentally
sound way to deter lawn pests, and communicating this
information to both customers and employees is crucial.

IPM: UNDEFINED. A given company’s definition and
practice of IPM is dependent upon region-specific pest
problems, as well as customers’ expectations.

“How you practice IPM all depends on what type of
plant material is there, what type of insects or diseases
they’re prone to, and the history and weather in the area,”
explains Cindy Halm, vice president, Broccolo Tree &
Lawn Care, Rochester, N.Y.

Instead of trying to define the concept, Halm looks at
IPM as a systematic approach to caring for a client’s
property. “Scouting is our No. 1 practice and we scout on
a regular basis,” she explains. “When we find a problem, we
first use a combination of cultural practices like pruning out
the particular insect or disease, or advising the customer on
watering and mowing practices.”

(continued on page 76)

omm

Practicing IPM includes a process
called scouting for turf pests, which is
done before using pesticides. Then, if
pests are found, LCOs use cultural prac-
tices to improve turf and eliminate the
problem or apply spot pesticide
treatments to control the problem,
Photo: NaturaLawn of America
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(continued from page 74)

Philip Catron has a similar approach.
“We use a three-pronged approach of pre-
vention, monitoring and controlling,” com-
ments the president of NaturaLawn of
America, Frederick, Md. “Prevention can be
done first and foremost by conserving a
pest’s natural enemies, using improved plant
and turfgrass varieties and invigorating
lawns with aeration and overseeding. You
can drastically minimize any need for insect
controls with prevention alone.”

Catron and Halm agree that monitoring
soil and plant conditions is essential.
“Whether you're monitoring soil tempera-
tures or phenological indicators, after sev-
eral seasons of tracking you can directly
correlate climactic events with the presence
of certain pests,” Catron says.

Contrary to some IPM beliefs, when
monitoring and cultural practices aren’t
enough to inhibit pests, LCOs do apply pes-

A recent Lawn & Landscape Online poll asked: Does your company practice IPM in

lawn care services? Here are the responses.

Yes, we always follow strict IPM guidelines 17.5%
Yes, we incorporate some [PM principles : : 40%
Yes, but legislation is making [PM more difficult 12.6
No, but we're planning to start using IPM. .. : . ) - 5%
No, legislation is preventing our entry into [PM 10
No, our customers don't understand IPM. ... ; SNEAAAT PRy fiii 1:0%

No, training and equipment make IPM too ex

Poll Response

atreatment using a consistently effective prod-
uct that's least toxic to the environment, our
customers and our employees,” Halm says.
Other contractors incorporate these [PM
principles, though they may focus lessonmoni-
toring and more on using pesticides wisely.
“We try to grow healthy lawns and plants
by advising our customers on cultural prac-
tices, but they’ve seen you go over the entire

ments Bob Ottley, president, One Step Lawn
& Tree Care, North Chili, N.Y. “To incorpo-
rate some [PM principles, we use an all-
granular fertilizer with a high sulfur-coated
urea product to get better fertilization, which
keeps a lot of weeds from emerging in the
first place. From there, instead of spraying
pesticides only where there are weeds, we
use the theory of spraying everything except

ticides, albeit sparingly. Forinstance, “if there  lawn with every product so often that it's a where there are no weeds.” Though the dis-

aren’tany natural predators present, we'll make different mindset for the customer,” com- (contined on page 78)
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(continued from page 76)

tinction is small, Ottley explains that this
helps his technicians miss fewer weeds in the
lawn, thereby reducing customer callbacks.

CLIENTS DON'T HAVE ESP. Even with
diverse working definitions, [IPMstillisastrong
trend in the green industry, thanks to commu-
nication among both LCOs and lawn care
product suppliers.

“1 think people are more aware of IPM
and it’s something LCOs can talk about with
homeowners that most of them will under-
stand - ‘These are the things we're doing to
reduce the amount of pesticides we use,”
says Kyle Miller, turf and ornamental senior
technical specialist, BASF, Raleigh, N.C.

Halm takes many different approaches to
educate her clients about the IPM process.

“Making sure that the homeowner and
technician are communicating is the most im-
portant part,” Halm says. “So we make sure to
hire and train our employees so they're able to

(continued on page 80)

Undoubtedly. lawn care operators who practice integrated pest management
(IPM) need to have a strong working knowledge of how weeds, diseases and
insects attack lawns and landscapes, as well as an understanding of how to alleviate
those problems without dousing the lawn in pesticides. Philip Catron, president,
NaturaLawn of America, Frederick, Md., explained that taking this approach to lawn
care helps solve entire lawn problems, rather than simply treating the symptoms.

“If you've got clover in a lawn, it can be treated with a broadleaf weed control,”
Catron notes, “But the clover is a symptom that's indicative of three environmental
conditions; a low fertility soll that just hasn’t been taken care of, a very acidic soil
where the pH is low or a compacted soil where oxygen levels are low.”

In an IPM approach, Catron says he would first aerate 2nd overseed the lawn to
thicken it up because a good root system will keep the soil porous. From there,
corrective lime applications over the course of a couple of years will provide long-term
health benefits.

“Finally, I'm going to put it under the right fertility if the potassium is too low or
the sulfur is too high," Catron says. “Those are three different approaches and none of
them involve chemical applications per se."

Though Catron notes that these solutions will not provide instant results, they will
encourage the turf to out compete the clover over time. “At the same time," he adds.
“If I need to make an application of a control material for customer satisfaction, that's
legitimate because I'm building the foundation for the turf as the main solution. If I
only sprayed and didn't include the other aspects, I'd never solve that problem and
wouldn't be practicing IPM." - Lauren Spiers

IPM [n Practice

78  JANUARY 2004

/./,\
/ //4
([ LLLL

WORKS LIKE A DOG. NEVER TAKES A DAY OFF.
COMES WITH A GREAT BENEFITS PACKAGE!

800.247.5767 OR PACEAMERICAN.COM

USE READER SERVICE #66
LAWN & LANDSCAPE




Snow Estimating System

Software to ease the snow and ice
management estimating process

Adapted from the system used by successful
snow removal contractor JOHN ALLIN, this
software system will ease the estimating
process. A user-friendly platform walks
contractors through the estimating process,
B computes the information entered (such as lot
size and difficulty, equipment and materials to be used, gross
margin desired, etc.) and delivers a time,
material and cost estimate per job.
Delivers prices in per-push, per-event and
per-season formats.

ORDER YOUR
SOFTWARE AT THE

PRICE OF $295.95

|
|

iy [ee——

Easy Ways To Order SENRGIININGS YO, s
1.CALL a Lawn & Landscape Store Ohio residents add 8% sales tax %
Representative at 800/456-0707.
2. MALL this form to: SHIPPING & HANDLING = $
Lawn & Landscape Media Group :m'ﬁ:ng‘s m:?;::;??% poduans) m gg ::;h
Attn: Lawn & Landscape Store * Shipping and Handling prices subject to change
4012 Bridge Ave, Cleveland, OH 44113
3.FAX to a Lawn & Landscape Store TOTAL AMOUNT DUE $
Representative at 216/961-0364. * CO-ROM Marchandias is non-returnable
Name ____Check enclosed (Make payable to: Snow Business)
Title ___Chargemy ___ American Express ___ Visa
Company __ NS T ] ____Mastercard ___ Discover/Novus
Address
City State Zip Card Number
Phone ' Fax Exp. Date /
E-Mail

ORDER TODAY AT WWW.LAWNANDLANDSCAPE.COM OR

CALL 800/456-0707



http://www.lawnandlandscape.com

(continued from page 78)

explain - face-to-face or in writing - exactly
what they found on the property and the
steps needed to correct the problem.”

Also, Broccolo Tree & Lawn Care pub-
lishes quarterly client newsletters, maintains
up-to-date informational links on their Web
site and leaves “Green Tips” fli-
ers with clients on every visit.
"The fliers are one of our best
educational tools with informa-
tion about things that we may see
during that time of year or re-
minders about cultural practices e
for the homeowner,” Halm adds.

Still, Halm and Ottley agree
that explaining IPM to sell the

Broccolo Tree & Lawn Care oo ¢

uses ‘Green Tips' (right) T

to communicate IPM to clients. b

Brochure: Broccolo Tree

& Lawn Care ~-

service is less effective than marketing the

level of expertise that comes with IPM.
“When we started incorporating IPM, we
explained to our customers what it was, but
during applications we tried to make it as
invisible as possible,” Ottley says. “That lessened
any concern on their part that

. we weren't making the right
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applications on their lawns,
but let them see the positive
results at the same time.”
“Instead of marketing
IPM, we market the level of
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service and the education of
our technicians,” Halm adds.
In terms of employee ex-
perience, Catron notes that
o e one hurdle of IPM is ensuring
el that all employees believe in
and understand the program.

“If you don’t believe that IPM

will work, it will be impossible

— to train your people,” he says.

“Your doubts will come across, so IPM won't
be practiced it in the field and you probably
won’t hold technicians accountable.”
NaturaLawn of Americaemployees receive
between 40 and 60 hours of classroom training
during the first month of employment, fol-
lowed by two months of ride-along experience
before a technician goes out on his or her own.
Additionally, the company has three-day re-
gional training sessions each winter and six
agronomic manuals covering insects, dis-
eases, fertility, IPM, calibration and general
operations, which employees must study
For an equally intense training program
including classroom sessions, ride-alongs
and weekly company meetings, Ottley says
his company spends $3,000 to $6,000 per
employee, annually, for ongoing training.
Though the training investment may seem
steep, “what would it cost the company not
to do that?” 'If 1 can keep a
knowledgeable employee for five years or
{continued on page 82)

Catron asks. *
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(continued from page 80)

longer, that translates into huge savings in
terms of recruitment, lost time and even
more training. We get back 10-fold what we
invest in training.”

LAW OF THE LAND. But while IPM
seems to be holding strong, with 57.5 per-
cent of respondents to a Lawn & Landscape
Online poll reporting that they use some
IPM principles or strict IPM guidelines in
their lawn care operations, label changes
and legislation is threatening IPM in some
areas. In 2000, Ottley expressed concern that
new requirements for 48-hour notification
of pesticide applications would increase his
operating costs to the point where IPM may
no longer be possible.

“Thankfully, my company has not had to
comply with the 48-hour notification because
our county has not opted-in to the law,” Ottley
notes. “I do know a few companies who
adopted that practice and moved away from
IPM because they can’t afford to miss some-

thing after they make a notification. Rather
than risk expensive callbacks, a lot of compa-
nies have returned to blanket spraying.”
Halm also is concerned about the notifi-
cation laws, commenting that any increase
in pest populations during that two-day
period could severely harm a landscape. “If
I found that a particularly damaging insect
like a spruce spider mite had reached a
threshold level, that population could do sig-
nificant damage before I'd be able to treat the
area,” she explains. “At that point, the insects
would be more mature and there would be
more of them, so | would end up using either
more pesticides to control it or a more toxic
pesticide because the insect is older.”
Atthesame time, Catron sees other types
of legislation as helpful for IPM in general.
“Last year the state of Maryland finally
passed a law that any property more than
10,000 square feet must be soil tested before
any kind of application or treatment is
made,” Catron says. “I think that's a good

-
lawnandlandscape.com (%

Check our January Online Extras

section to find out how legislative
changes are positively impacting the
practice of [PM.

thing. How do you expect a doctor to treat you
properly without a blood test? A legitimate soil
sample will show you where nutrient and pH
ranges are and will help define some of the
management practices you should use.”
While practicing IPM may seem like a
large task — especially with the EPA placing
restrictions on certain active ingredients -
LCOs need not have PhDs in order to imple-
ment the approach in their programs. “It’s
not a difficult switch to make when you start
using IPM in your business,” Ottley says.
“You just have to make sure all your people
are on board and that your customers have a
basic understanding that you're being a good
steward of environmental health.”

The author is assistant editor of Lawn & Land-
scape magazine and can be reached at
Ispiers@lawnandlandscape.com.
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_Nursery Know-How ________

Instead of just ordering plants from many of the
nurseries around town, contractors should build
bonds with a few local growers to boost plant

material arrival and accuracy.

Part of becoming a better landscape con-
tractor is being a better planner, and part
of this success is getting the right plant
material for installation jobs. One of the
most effective ways to do both is to work

directly with a grower.

Building a relationship with a good
grower gives contractors better planning
ability and makes it easier for them to get
exactly what they want. Contractors who
usually buy plants for jobs at the last minute
are stuck with whatever the grower, nursery
or garden center has on hand. But if they
order through a grower, it's less likely that
they’ll have to accept substitutions, and it's
much more likely they’ll get the exact color
and cultivar they want.

Working with a grower also gives con-
tractors access to additional horticultural
expertise and experience. Getting the right

by Jessie Atchison

Many growers specialize in dealing with landscape contrac-

tors. Those growers will provide the best service tailored to

meet contractors’ needs. Photo: Ball Horticultural Co.

products from the right suppliers translates
into successful plantings, which often leads
to new - and repeat - business.

SEEK THEM OUT. Finding a good grower
doesn’t have to be complicated, but it does
take a little research. Producing high-quality
live plant material is a challenging job, and
the goal is to find a grower who excels at it.

There are several ways to locate local
growers. First, join local landscape associa-
tions — many publish supplier directories,
which can be good sources of contact infor-
mation as well as networking opportunities
with other members to find out which grow-
ers they prefer. Many growers who regularly
deal with the landscape trade also are mem-
bers of landscape associations, so contrac-
tors can get to know them by joining and
attending association events.

Additionally, contractorsshould join state
growers’ associations. Membership directo-

ries give contractors lists of local grower

members, and members also get to know
area growers by attending grower-specific
meetings or trade shows.

The Internet also is a good source for
finding the dates of grower association
events, many of which are open to non-
members. State floriculture agents, exten-
sion agents or university horticulture de-
partments can often provide grower refer-
ences. Once contractors have learned about
local growers, they should whittle their lists
down to a few good prospects and make
appointments to visit their facilities. All of
this work is worth the time it takes to ensure

the best supplier choice

VISITATION RIGHTS. Visiting growers
gives contractors the bestindication of which
grower is right for them.

While visiting, evaluate the cleanliness of
the facility. Make sure the staff is familiar
with the plant material and can answer ques-

(continued on page 86)
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(continued from page 84)

tions about plant use, care and variety selec-
tion. Look at the plant material in the green-
houses — does it look healthy? Contractors
should look for growers who focus on grow-
ing the types of plants they want, whether
they’re annuals, perennials or woody plants.
Ask about minimum orders, delivery charges
and scheduling to uncover how they operate.
Finally, ask about the best time to place orders.
Growers have to be economical with space,
and some may ask for more lead time than
others in order to accommodate all orders.

Many growers specialize in dealing with
the landscape trade, and those growers will
provide the best service and information
tailored to meet contractors’ needs. Contrac-
tors should ask growers they visit if they
have literature or other information that tar-
gets landscape contractors: price lists, prod-
uct lists or other pieces are good signs that
the grower has experience working with land-
scapers and their unique needs.

Good growers also should ask contrac-

tors some questions, such as: “When do you
want to receive the material? What colors do
you want? How much lead time is there?
What type of material do you want: 4-inch
finished pots, flats, gallon containers?” A
good grower should be interested in learn-
ing exactly what contractors need and when
they need it. Remember, good growers will
distinguish themselves with good service,
and contractors should absolutely expect
good service from a grower.

BUILD A PARTNERSHIP. Once contrac-
tors select their primary grower, building a
partnership with them is crucial. Keeping
orders as consolidated as possible with one
grower allows contractors to grow the rela-
tionship over time, which usually results in
the best pricing and service. However, de-
pending on the plant volume contractors
need and their diversification, building rela-
tionships with a couple of other local grow-
ers is advisable.

A Grower Timelin

UP TO 12 MONTHS
BEFORE INSTALLATION

Keep records of the sites you've planted to
build knowledge of what works well. Exem Discus
plary service one year often leads to repeat

business the next, so invest the time to evalu

ate the site

SIX TO NINE MONTHS
BEFORE INSTALLATION
Start working with your grower

s which colors and variet-

ies you'd like to use. If you're not
sure about which variety is best

for your region, ask your grower'

Observe the light and soil conditions and opinion. Get examples of the dif

note which colors work well in the area and ferent

colors avalilable and try to

which permanent plants or structures will af see the plant material in person

fect the colors you choose. Document what

if possible. Discuss proper timing

you planted there in the past and how it per for placing your order to be sure

formed. Were you and your client pleased with you get the variety selections
J : J J J

the results? Were the plants installed at the

right stage? Did you use the right plants for

the area? If one variety doesn

t perform well

you want
Ask the grower or a sales repre

sentative to visit the site with you

for you, make sure you were using the best Talk about diseases or insects that
specific variety for the job, and remember that might affect the varieties you've
you don't have to use the same plants again chosen. Ask about plants’ mainte

Now is also the time to start visiting and se

lecting potential growers

nance requirements, spacing,

growth habits and fertilizer needs
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For instance, if contractors deal in trees
and shrubs as well as annuals and perenni-
als, having a specialized grower for each
area is a good idea. Also, if contractors need
a particularly large volume of an item, a
relationship with a second or even third
grower could provide a valuable backup
plan if one grower is unable to supply the
quantity needed. Keeping other leads in
mind is important, so continue to network
even after settling on a primary grower.

When it comes to good service, the right
grower will make this a priority. Contractors
can have their grower or someone from the
grower’s staff visit a planting site whenever
possible, Many growers have their own sales-
people whoareavailable for this purpose. By
doing this, contractors build the grower rela-
tionship as well as establish an opportunity
to talk about plant selection and make sure
the chosen plants will work well in the area.

While contractors should expect excel-
lent service from their grower, they should

Ly I Ly

also be respectful of their own responsibili-
ties to help the process flow smoothly. Es-
tablishing a final date for order changes
with the grower and sticking to it is impor-
tant. Contractors also should increase their
volume with the grower by consolidating
orders whenever possible and be sensitive
of delivery dates.

Most of all, paying bills on time and
referring new business to the grower if they
provide quality service helps boost the rela-
tionship. When referring other contractors,
make sure the grower knows who sent the
new business their way.

PLANT MATERIAL SELECTION. Once
contractors establish a relationship with a
grower, keeping tips on hand for choosing
adequate plant material is important.

Plant selection can be intimidating, buta
little planning goes a long way toward suc-
cess. Research plant varieties on the Internet,

(continued on page 90)

Follow this timeline to ensure on-time delivery of the best

Time to place your order. Have fi-
nal discussions with your grower
about variety selection, preferred

container size and color choices

cuss the stage at which you will
accept the product. Planning this
far out allows for flexibility and
makes it more likely you'll get the
delivery date you want. Ask the

grower for confirmation that your

order was placed

LAWN & LANDSCAPE

Schedule the delivery date and dis-

Confirm the delivery date
with your grower. Plan a
visit to the facility to in-
spect your crop. A good
grower will keep you in-
formed along the way, so
there will be no sur-
prises. Confirm your or-
der one last time, check
ing the quantity and
color you've ordered of

each variety

lant materials.
FOUR TO SIX MONTHS ONE MONTH BEFORE
BEFORE INSTALLATION INSTALLATION DELIVERY

Schedule your
crew and the de-
livery location
Make sure the de-
livery spot can
accommodate the
delivery truck and
the quantity of
plant maternal,
particularly if the
location is some-
where other than
the job site

- Jessie
Atchison

Six to nine months before installa-
tion, contractors should discuss
plant colors and varieties with their
growers and get recommendations.
Photo: Ball Horticultural Co.
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(continued from page 87)

review catalogs or other literature, consult
the grower and visit trials whenever pos-
sible. Many universities conduct plant trials
every summer (many also have spring and
fall trials), and attending one in the area can
give contractors a good idea of what will
work for their landscape projects.

If contractors have built great grower
relationships, they shouldn’t have to worry
about the quality of the plants they receive.
Plants should be “cracking” color at the time
of installation-about 25 percent openblooms
is best — with lots of other buds indicating

A 600D GROWER SHOULD BE INTERESTED
IN LEARNING WHAT CONTRACTORS NEED
AND WHEN THEY NEED IT. Goob
GROWERS WILL DISTINGUISH THEMSELVES
WITH GOOD SERVICE, AND CONTRACTORS
SHOULD EXPECT GOOD SERVICE FROM A
GROWER. — JESSIE ATCHISON

new flowers are on the way. At this stage,
plants can handle the stress of transplanting
and acclimatization, and will provide color
quickly. When the plantsarentin fullbloom,
they will open within just a few days. How-
ever, if there is no color on the plants, it will
take too long for a good show to develop.
Additionally, look at simple characteris-
tics: Are the roots healthy? Is the plant green
- not brown? Look for signs of disease; even
if you don’t know what disease it is specifi-
cally, you can usually tell if a plant doesnt
look healthy. Just follow this simple guide-
line: “If you wouldn’t plant it in your own
yard, don’t plant it in your clients’ yards.”
Great plants from great suppliers pro-
vide the first steps to great landscapes.

The author is public relations coordinator, Ball
Horticultural Co., West Chicago, Ill., and can be
reached at 630/588-3457 or jatchiso@ballhort.com.

lawnandlandscape.com f/
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by Lauren Spiers

Control the

-DE-SAC

Patience is a virtue when dealing with residential mowing jobs.

here’s a big difference between people
who head to the $5-a-cut barber and those
who opt for the $50 “trim” at a high-end
salon. The former wants quick service at a
good price so he or she can look decent and
get on with the rest of the day. The latter,
however, has suggestions for the stylist and
is willing to pay more for extra attention and
a perfect finished product, not to mention
the added costs of highlights and styling gel.

But this phenomenon isn’t exclusive to
hair grooming. Lawn maintenance compa-
nies notice a similar difference between their
commercial and residential clients when

maintaining their lawns.

92 JANUARY 2004

“Most residential accounts require a
higher degree of finish work,” comments
Tom Wright, owner, Homestead Landscap-
ing, Bondville, Vt. “Commercial accounts
aren’t as demanding.”

Knowing this, contractors face the chal-
lenges of completing mowing jobs on time
while still meeting clients” high expecta-
tions. Wright and other contractors agree
that to do this residential mowing requires
sharper blades and stronger people skills to
maintain clean-cut accounts.

IN THE DETAILS. Because homeowners

take such pride in their lawns, residential

Oddly placed
trees and plant
beds can turn
residential
lawns into
mower obstacle
COourses.
Having crews
visit the same
sites routinely
makes handling
these tricky
areas easier
over time,
Photo: Textron
Turf Care &
Specialty
Products

www.lawnandlandscape.com

maintenance crews are obligated to focus on
the smaller clean-up jobs like edging, prun-
ing and blowing. According to Wright, this
finish work makes residential accounts more
time consuming, “On commercial sites you
can go at a greater speed and get a lot more
done per hour,” he says. “Residential clients
require you to spend more time blowing off
patios and walkways, and being particular
with the trimming.”

Other contractors attribute this to
homeowners’ strong connections to their
landscapes. “Residential accounts need a
little more hand-holding and that’s not a
negative thing,” says Chuck Carr, president,
Carr Landscaping, Northridge, Calif. “They
live there day in and day out, whereas com-
mercial property managers may only be on-
site once a month.”

Carr notes that of the 20 to 30 client
phone calls he receives weekly, almost 90
percent are in reference to residential ac-
counts. “I think that's why a lot of landscape
companies want to get away from residen-
tial jobs as they grow,” he adds. “They tend
to be lower dollar value accounts, but the
service required is much higher, which is the
opposite of what you would like.”

Still, contractors keep residential ac-
counts because homeowners eagerly buy
into landscape enhancements, comments
Mark Hutcheson, president, Hutcheson Hor-
ticultural, Woodstock, Ga. He adds that, for
companies performing maintenance in ad-
dition to landscaping, projects like seasonal
color change-outs or small hardscaping jobs
are more profitable than only mowing lawns.

However, Carrexplains thathomeowners
often have less sophisticated knowledge of

(continued on page 94)
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(continued from page 92)

landscaping, resulting in more questions
regarding the whys and hows of lawn main-
tenance. Appeasing these folks requires pa-
tience and attention to detail.

“It's really a matter of educating the cli-
ent,” Hutcheson agrees. “You have to find
out the client’s expectations up front. If they
had maintenance before, find out what they
liked about that company and why they’re
switching. Then explain the services you
offerand what you'll do to meet their needs.”

Additionally, Hutcheson notes that even
alittle effort on the part of a contractor to put
the finishing touches on a landscape pays
dividends in client satisfaction. “We try to
set ourselves apart by doing extra, little things
for the customer,” Hutcheson says. “On some
accounts we might clean out the gutters if we
happen to be there, or if the client is having
a party, we'll come out the day of or the day
before and make sure the patio is cleared off
and everything looks nice. We don’t usually

(continued on page 96)

any landscape installation companies who offer residential maintenance

services do so to increase per-account revenue and guarantee homeowners'
satisfaction. But what if the high-profit installation customer is in an inconvenient
location for maintenance crews? Chuck Carr has had just that experience,

»All our installation clients want to buy into our maintenance because they look at
it as a guarantee on their property,” says Carr, president, Carr Landscape Manage-
ment, Northridge, Calif. “But there are some accounts that may have been good jobs
to install, but are a little too far from any of our existing routes to maintain.”

Still, even if a client lives outside of Carr's 30-mile work radius, he knows he can’t
guarantee the health of the client's property if he can't be on site regularly. To solve
the problem, Carr minimizes the number of far-away accounts that he takes on, "but if
we have a job that we installed and we want to maintain, we'll start knocking on
some doors in the area.”

Carr uses door-to-door marketing techniques to turn long-distance jobs into
business-building accounts. “We'll put door hangers out in the neighborhood and try
to market up and down the street,” he says. “Usually we can pick up another account
or two to make the trip more worthwhile. Having the crew out for two or three jobs cuts
down on drive time and brings in more revenue for the company.” - Lauren Spiers

Route it Right
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p ver twenty five years ago, Max Walker ;md 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 it,
we’ll build it,” and so the Walker Mower was born. The Walker Mower still stands today as
@ better way to mow landscaped property. 1f 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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charge for things like that, but they’re things
that everyone appreciates.”

Carragrees that details and professional-
ism goa long way toward making animpres-
sion on residential accounts. “That comes
from clean trucks with logos and crews with
clean uniforms,” Carr says. “Not only do we
want our crewmembers and equipment to
be clean and in good condition, but we al-
ways make sure to leave the lawns that way,
as well - the edging is a little straighter, the

W ith the national housing market booming, "refinance” is the word on the street
and homeowners are sprucing up their formerly humble abodes

[ think since 9/11, people are trying to enjoy life a little more and they're willing
to spend some dollars to have a nice lawn and landscape,” notes Tom Wright, presi
dent, Homestead Landscaping, Bondville, Vt

Chuck Carr agrees. "Homeowners are definitely putting more money into their
lawns." says the president of Camr Landscape Management, Northridge. Calif. “That's
the biggest growth part of my business right now. [ call it ‘residential landscape reno
vation,” because there's not a lot of new home bullding going on, but a lot of people
who are buying 10- to 50-year-old homes want to upgrade their landscapes.”

pruning is a little neater, so when someone
goes by they can tell it’s well cared for. We
get a lot of referrals that way.”

Wright's crews also take pride in leaving
lawns looking crisply cut. “We try to mow in
different directions every week and provide
a different pattern,” he comments. “It's ex-
cellent for the lawn and challenging for the
crews to figure out all the patterns. But the
homeowners appreciate it and it can really
set us apart on a suburban block.”

(contimied on page 98)

stallation custome

Though Carr and other contractors note that the money homeowners saved by refi
nancing is mostly increasing requests for landscape installation, maintenance contrac-
tors are benefiting just the same

“We do mowing and maintenance in addition to landscape installation,” Wright
says, referencing a business mix common in the industry. "We don't require our in-

s to buy into maintenance, but we strongly encourage it because
we don’t just want to mow grass. We're in the business of offering full service to our
customers and one of those services happens 1o be mowing.” — Lauren Spiers

dscape, Sweet Landscape

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

A "patented” and versatile piece of equipment that attaches to any brand of
skid loader designed to:
* Aid in planting shrubs and large trees.
* Constructing retaining walls and digging in horizontal banks.
* Digging trenches for drain pipe installation and irrigation
* Move soil, compost, or mulch with the Spade’s |/2-yard bucket
that is already attached
* Move the plant from the truck to the planting site with the boom-
like design and chain attachment with greater ease

Almost no maintenance - Replace digging teeth and go!

We are proud to announce the Mini-Spade that attaches
to mini-skid loaders. Now available!
Dealers Inquiries welcomed!
We Accept Visa & MasterCard

For more information or to order call

TRIPLE D ENTERPRISES 1-800-478-7077

Or contact us at WWW.TRIPLED-ENTERPRISES.COM

USE READER SERVICE #83
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FABRISCAPE

Fabrics & Erosion Control Products

Professional Landscape The Retall
Service Needs! Garden Center!

FABRIC FOR
YOUR EVERY NEED!

Buth Rolts 3-15° Wide

Landscape Fabrics :

Weed Control « Woven Ground Covers
Filter Fabric » Paver/Patio Underliner » Soll Separators

Erosi I
Burlap * Jute » FabriJute™ Erosion Control Netting « Silt Fence

Road / Driveway / Recreation Park Underliners & Fences

CC SO

LANDSCAPE FABRICS & EROSIO! L PRODUCTS

=FABRISCAPE .-
=

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

USE READER SERVICE #84
LAWN & LANDSCAPI
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MAKE YOUR MARK ON THE LANDSCAPE.

Presenting the new Snapper Z. L and offer a great cut with 48", 52" or
Powerful, dependable, durable, with et 61" mowers. You'll tackle any size mowing
impressive features at every turn, the N < ‘ Bl challenge quickly and comfortably. As easy
Snapper Z puts you in total control. . - . as it handles each new job, you'll find the Z
This mid-mount commercial rider is equipped Y o just as easy to maintain. So make your own mark
with a rugged, 7-gauge welded steel deck and solid on the landscape
steel deck stabilizer bars. You can power up with the with the new SMPPE
19-HP, 21-HP or 25-HP Kawasaki V-Twin OHV engines Snapper Zero Turn.

www.snapper.com

USE READER SERVICE #99
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(continued from page 96)
‘ Additionally, Hutcheson notes the importance of customer ser-
‘ vice offsite as well as on the job. “Our staff is trained to always be

courteous and responsive, so that if the client calls with something
| they're upset about we can handle itimmediately,” he comments. “If

| a complaint or a request comes in, we do what we can to route it

immediately and let the supervisor on that route know what needs to
be taken care of. Our first rule is that you have to call within a 24-hour

- period to tell the client you're aware of their concern and let them

know that you'll take care of it, even if you can’t get to it that day. As

long as you do what you say you'll do, homeowners are happy

DOOR-TO-DOOR SERVICE. [ike a talented hairdresser with a
full client list, residential maintenance contractors must fit all their

clients into a master schedule

“One of our biggest challenges

is that all of our residential clients ”h/S EASY T0 BUILD GOOD

want to be mowed right before the

weekend,” says Hutcheson. “They  RELATIONSHIPS WITH

can also be very particular about

the timing. If you come on Thurs-  HOMEOWNERS. IF YOU DO A

d.\_\', they want you to come every

Thursday. Or they may request GOOD JOB FOR THEM, THEYIRE

‘
‘
‘ that you come after 10 a.m. or be-

fore3 p.m.—that's theirschedule.”  VERY LOYAL AND THEY/[_L TELL

Handling clients who equate

signing up for lawn maintenance OTHER PEOPLE ABOUT THE WORK

to scheduling a hair appointment

canbedifficult, but Hutchesonand  YOU DOI BUT YOU (ANIT LET THE

other contractors have developed

solid systems to keep residential  WORK SUDE. THEY'LL ALWAYS

mowing accounts in line and com-

plete them on time. For instance, EXPECT GOOD SERVICE IN

to accommodate his homeowners’

scheduling requests, Hutcheson RHURN" - (HU(K CARR

‘ plans his maintenance routes

around a four-day workweek. For

the most part, Hutcheson’s crews handle commercial jobs at the

beginning of the week and complete residential accounts on Wednes-

days and Thursdays - as close to the weekend as possible
‘Homeowners really like consistency,” Hutcheson says. “They

like the same crew every week and the same timing every week, and

Al‘ticle nel“‘il“ se""ice that helps us because the crews really get to know their routes and the .

different properties. If we happen to have a rain day, the four-day

lﬂWII & lﬂllllscﬂlle MIBﬂlIIIE workweek lets us reschedule a lot easier and gives us time to get in

touch with the customers so they’re aware of the situation.”
Hutcheson adds that each foreman has a folder for his or her

\
‘
Call ‘

| routes with information on special requests or challenges for each

Annemal‘ie “The folders might have client requests, such as checking that all the

gates are locked when the crews leave on accounts that have dogs, or

n“ncnack making sure that they clean up any clippings from water features at

the end of the job,” he says. “Even if we have a foreman call in sick,
we can always keep up with the consistency by looking at the folder.”
Wright also finds that consistency benefits both the company and

the homeowner.
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Compare ANY other
mower to an Encore.

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

The little guy always gets bullied by the big boys. “They can't make
a good commercial mower at that price!* the major lines jeer.
They're wrong. We can, and we back it up with a two-year parts
and labor commercial warranty. Encore's Prowler Mid Cut has the
industry's only true floating deck, a PTO drive that maintains high
blade speed, a heavy-duty frame and reinforced deck that controls
vibration, maintenance free blade spindles, a full suspension
seat and a whole lot more.

Forget the kid stuff. Take a serious look at Encore's heavy duty Mid
Cut and Front Cut Prowlers, Premier walk-behinds and compact
Z-Series riders. These mowers have guts. They'll go toe-to-toe with
any other make or model and come out on top.

You'll get More Credit from Encore, too!
encoreequipment.com

Qi 800-267-4255

O

7

ENCORE

POWER EGL-”PMENT No down payment, commercial sales of new aquipment: $2500 minimum; 9.8% APR for 24 to 36 months; avallable through 2/29/04 with approved credit.
USE READER SERVICE #86




SPECIAL FOCUS:

DINIMErC

Vil oA

(continued from page 98)

“Our mowing crews are strictly mowing
crews,” Wright says. “We dedicate an indi-
vidual to a certain area like mowing and find
that those people gain knowledge and skill
through operating that equipment and can
often operate very efficiently.” Having well-
maintained equipment also helps the com-
pany stay on schedule and provide a quality

cut, he adds.

IF THE CREW FITS. Inadditiontorouting
and scheduling, having the proper size crew
on a job is key to retaining residential work.
For Wright, two-person crews are optimal
for residential accounts and each crew’s fore-
man decides who tackles certain aspects of a
given job.

‘Each job will have its own requirements
based on size,” Wright notes. “The crew will
generally have a larger-deck riding mower,
a smaller-deck walk-behind and then some
push rotaries, string trimmers and blowers.
On some crews, you'll only run one mower

and the second person will trim. But we try
to balance things out and divvy up the
desirable and less desirable portions of work
so the crewmembers stay interested in their
work and keep from getting bored.”

Carr agrees that two-person crews are
the most efficient for residential mainte-
nance accounts in his area. “Our lawns are
not as big as those in the Midwest,” he
comments. “Two thousand or 3,000 square
feet is a big lawn for us. One crewmember
can handle that with a 21-inch mower while
the other person does the edging, blowing
and sweeping. A third crewmember on a
job like that would end up just standing
around - it’s hard to keep him busy.”

For Hutcheson's residential accounts, the
jobs are large enough to warrant three-per-
son crews, To further ensure that crews
finish their work efficiently, Hutcheson sets
man-hour goals for each project or route
and offers bonuses to supervisors if the
crews meet their hour budgets.

“We set a goal of hours per week - usu-
ally around 40 or 45 - and if they meet or beat
that they can take part in profit sharing,”
Hutcheson says. “We do this quarterly and it
really keeps the crews on task. The bonuses
can be as much as a paycheck, and sometimes
the supervisor will share the bonus with his
crews to thank them for their hard work.”

Without a doubt, hard work is the name
of the game for residential maintenance con-
tractors. But attention to detail often is re-
warded with a loyal clientele. Carr notes that
happy clients will stick around for a while.
“It’s easy to build good relationships with
homeowners,” he says. “If you do a good job
for them, they’re very loyal and they’ll tell
other people about the work you do, but you
can’t let the work slide. They'll always ex-
pect good service in return.”

The author is assistant editor of Lawn & Land-
scape magazine and can be reached at
Ispiers@lawnandlandscape.com

Staffing Solutions with our
Mexican Workers

Specializi g in Rebrultment‘& Placement of H2B Visa forelgn wo;
We have REUABLE EXPERIENCED Pznsbnnn

Marcus Drake consultants handles the entire procedure
We deliver selected personnel to your.company

Don’t get
caught shorthanded
during your
busy season.

Marcus Drake Consultants

»

Landscape ™
Crew

1-888-544-9122

| Email: marcusdrakeh2b@yahoo.com
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Engineered for professional landscapers

“I researched the top 10 brands and chose

The Tank' for its durahility,

reliability and affordability.”

TLC Turner Lawncare depends on one commercial power
equipment brand to help grow its business. Cub Cadet
Commercial, specifically The Tank™ MMZ.

“I have to depend on the quality of my work to increase my
business. The quality of cut from The Tank is unmatched. | get
perfect, straight, clean lines—the cleanest cut I've seen.”

From the sturdy, powerful weight of the unit and cutting
deck, to the pivoting front end and full-length frame, Turner

Bagger shown
is optional

o B

To find out more about the complete lineup of Cub Cadet Commercial products,
call 1-877-835-7841, or visit www.cubcommercial.com for the location of a dealer near you.

USE READER SERVICE #88
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Harry Turner,
President, TLC Turner Lawncare
Monticello, Wisconsin

is impressed with the design of The Tank. “The performance
of this well-engineered unit speaks for itself. It handles
inclines and rough terrain as easily as it handles flat land.”

At Cub Cadet Commercial, we've designed our products, our
programs and our company around the needs of professional
landscapers. We offer a full line of MMZs, walk-behind
mowers, trimmers, hedge clippers and blowers. All
engineered for reliability, dependability and productivity.

&
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by William Lynott

Purchasin

INTERS

Need a new mower for the spring season and not sure if you should buy or lease it?
These tips might help you make a decision.

hould a contractor buy or lease equip-
ment such as walk-behind and riding mow-
ers? The debate over that question is likely to
continue as long as there are landscape con-
tractors in business.

The fact that there are so many advan-
tages and disadvantages of both leasing and
buying equipment is probably why many
financial experts take refuge in a noncom-
mittal position. Hence, contractors trying to
decide whether to lease or buy mowers will
find little guidance.

How do government agencies feel about
the lease/buy question? Does Uncle Sam
offer guidance on this subject? Not much
as it turns out. Here’s what the official
Web site of the Small Business Adminis-
tration has to say on the subject: “This is a
good question and needs to be considered
carefully. Leasing does not tie up your
cash; a disadvantage is that the item then
has no resale or salvage value since you do
not own it. Careful weighing of alterna-
tives and a cost analysis will help you
make the best decision.”

DECISIONS, DECISIONS. Reduced to
their simplest terms, the pros and cons of
leasing vs. buying place the burden of the
decision on the unique circumstances of
the business involved. Does the owner
take psychological comfort in owning vs.
leasing? Is the business well established
with a stable cash flow or is it a new busi-
ness struggling with start-up expenses?
These and a myriad of other issues place
the responsibility for making the best de-
cision squarely on the shoulders of the
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contractor and his or her tax adviser.

Whether it's the psychological comfort
of ownership or the result of cost vs. ben-
efits analyses, most contractors prefer to
buy. A recent Lawn & Landscape Online
poll found that 83 percent of respondents
always purchase their mowers. From the
sheer standpoint of majority opinion, that
figure, which is comparable to the ratio in
other small businesses, suggests meaning-
ful advantages in ownership.

CPA Carol Katz, Leonard ]. Miller &
Associates, Baltimore, Md., offers the fol-
lowing summary highlights to help contrac-
tors choose their purchasing preference.

www.lawnandlandscape.com

According to a
Lawn & Land-
scape survey, 83
percent of
contractors prefer
to buy vs. lease
their mowers, a
figure that is
comparable to the
ratios at small
businesses in
other service
industries.

Photo: Kubota

REASONS TO BUY. If youdecide tobuy the
equipment, you will have the psychological
satisfaction of owning it upon completion of
the financing. Additionally, these reasons tend
to pull contractors toward the buying option:
* The interest rate built into the lease pay-
ment is often greater than the interest on aloan

taken out for purchase of the equipment.
 Many lessees are not aware that there is
often room to negotiate the lease terms due to
built-in financing costs and the residual value
calculations, so the equipment winds up cost-
ing more (when purchased at the end of the
lease) than it would have had they bought the
(continued on page 104)
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Wenot only raisedithe
we took it up and ovig the top.

Standard throughout our Lazer Z* lineup this year is a
Rollover Protection System (ROPS). Maybe some day
other zero-turns will be wearing one, but once again,
the bar was raised here.

For 2004, we've also enhanced the look
with redesigned fuel tanks which feature
an integrated cup holder and fuel gauge.
Elevated the comfort with redesigned
drive levers. Expanded convenience
with repositioned operator
controls and a handy storage
compartment. Viewed from
the front. The side. The back.

The look is sleek. Sophisticated. IR K&
With just a hint of '
in-your-face.

Visually walk around the unit pictured here.
Acquaint yourself with many of the new features
that reaffirm the fact that Exmark zero-turn
engineering continues to run well ahead of the
pack. Then go to www.exmark.com for a
closer look at the Lazer Z lineup for 2004.

o NOBODY DOES IT BETTER

Best-selling Brand of Mowing Equipment for the Landscape Professional
USE READER SERVICE #89
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{continued from page 102)

equipment and financed it with a loan.

* New laws passed in 2003 allow most
small businesses to expense up to $100,000
for equipment in the year of purchase (un-
der IRS Section 179). Even in cases where
immediate expensing is not allowed (due to
excessive amounts of equipment purchased
or business losses), for federal tax purposes
there is now a first year special 50 percent
bonus depreciation available for new equip-
ment purchases.

REASONS TO LEASE. Leasing will usu-
ally require less cash for down payments and
monthly payments, assuming you will fi-
nance the purchase with a loan rather than
pay for it up front with cash savings. A lease
requires less cash because, in essence, the
lessee is buying only a portion of the equip-

ment - just the amount of wear and tear
during the period of the lease. Other reasons
contractors lease mowers include:

¢ The lease on new equipment can often
be extended, making it unnecessary to pur-
chase it at the expiration of the lease.

* You may write off full lease payments
each year, eliminating the need to maintain
depreciation schedules.

* It makes sense to lease if you will be
able to use the cash in your business or in
your investments to earn a better return.

e Because some states have rules that
disallow portions of special bonus deprecia-
tion and/or Section 179 expensing, there
may be significantly fewer tax compliance
concerns with a Jease.

¢ The sales tax is spread over the life of
the lease, rather than all up front, and it is

A ccording to Rental Service Corp., more landscaping contractors are renting

equipment and tools.

“More people are starting to see that it's just like renting a car, skis or a movie,”
says Jay Carlyn, regional sales manager, Rental Service Corp. “Why buy a car for a
short business trip or a DVD you'll watch once? Why buy skis if you only ski once a
year? The same thing can be said about buying equipment. People are figuring out that
they can let someone else shoulder the maintenance and other ownership costs and,
when they’re done with it, they can simply take the equipment back."

Renting instead of purchasing equipment has some advantages over short-term usage,
Carlyn says. "Most rental stores carry only the latest tools and equipment, and they keep
these items in good shape because they're cleaned and serviced after each rental,” he says,
"The general rule of thumb is that if they expect to use a piece of equipment more than 75
percent of the time, then they should consider buying the equipment. Otherwise, rental is
almost always the most cost-effective method. The most obvious advantage of renting
equipment is that contractors only pay for what they use.”

Carlyn stresses that many rental stores don't just rent equipment; they also offer
advice and consultation. Here are some tips he offers for getting the most out of a

rental transaction:

« Call your local rental store and describe the project you would like to complete
with rented equipment. When store personnel know the details of your project, they
can recommend the type and size of equipment you'll need for most projects. They will
also help you to organize any additional supplies you'll need to complete the job

effectively and efficiently.

« Before heading to the rental store, organize the site. This preparation will save you

money because the rental store charges for the time the equipment is in your possession.
= When you pick up the equipment, ask the rental employee how to use it safely and comectly.
- Make sure you understand the store's rental rates, store hours and return policy.
- Have a good idea of how long you'll need the equipment so you can pick the

appropriate rate structure, - Melanie Braden

The Renting Option
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based on a smaller portion of the total cost.
* Leasing protects the owner against
obsolescence. Since the equipment is being
leased, it usually can be exchanged and up-
graded through the leasing company.

NO PERFECT ANSWER. Obviously, there
are advantages and disadvantages in each of
the lease/buy options. Perhaps the major
disadvantage of buying is the initial capital
required for the purchase. You can mini-
mize the cash outlay by financing the pur-
chase, but this could affect other aspects of a
company’s financial situation.

While any equipment a contractor buys
will appear as an asset on the company’s
balance sheet, the loan will appear as a li-
ability. Many lenders and bonding compa-
nies become concerned when they see large
amounts of capital tied up in equipment.
Thus, substantial liabilities may adversely
affect your ability to qualify for a loan or a
line of credit.

A lease can minimize such problems, but
leasing has its own set of disadvantages. Al-
though purchasing requires a large cash out-
lay up front, alease may contain an unpleasant
surprise at expiration. Most lease terms con-
sider residual value at the end of the lease
period. The leasing company must predict
depreciation, wear-and-tear, and other con-
siderations during the time the equipment s in
a contractor’s hands. If at the end of the lease
the residual value is less than projected, you
will have to come up with the difference to
compensate for what the lessor is likely to call
“excess wear-and-tear.”

So, what s the best choice fora landscape
contractor who needs to acquire new equip-
ment? Most of the experts we consulted pre-
fer buying as the better choice, unless cash is
so tight that you are forced to lease.

CPA Wendell Waite, Las Vegas, Nev.,
makes no bones about his attitude toward
leasing: “When you lease, you are usually
leasing from a third party financing company,”
he says. “Logically, these companies have to
make money as the middleman between you
and the dealer.”

That additional profit, of course, must
come from the contractor.

The author is a former management consultant and

authored Money: How to Make the Most of What
You've Got. He can be reached at wlynott@cs.com.
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A range of heavy-duty deck sizes - up to 72" - is just
one of the many options you can choose from on your
Yazoo/Kees mower. Featuring an engine with up to
34 HP, zero turning radius, built-in comfort, and much
more, every Yazoo/Kees is built to last. Need a mower
to help your productivity take off? No problem!
Yazoo/Kees.

YAZOO K

Contact your local YAZOO/KEES dealer
or call 1-877-368-TURF

www.yazookees.com
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Commercial Mower

HUSTLER SUPER
Z MOWER

« 28-hp Kohler EFI en-
gine for increased fuel
economy

* Top speed of

15 mph

¢ High-capacity
hydraulic pumps and wheel motors for
reduced pressure and long system life

at high speeds

¢ Hydraulic air cooler

* Tough frame, front forks and deck

* 12.2-gallon fuel capacity

® 52-, 60- or 72-inch side-discharge
mulching decks

Circle 211 on reader service form

EVERRIDE WARRIOR MOWER

* 54- and 60-inch mower decks available

* Powered by a 25-hp Kawasaki engine and
designed for heavy use

* EverFlow Tunnel Deck made from
7-gauge welded construction

* EverCool Hydrostat System provides
37-degree heat reduction fro longer
service life

¢ EverEasy Control System adjusts
to any size operator

Circle 212 on reader service form

EXMARK LAZER Z CT

e Commercial mid-mount, zero-turn
riding mower

¢ Designed to provide versatility for a wide
range of applications

* Powered by 18-hp Kohler or 19-hp
Kawasaki engine

e Available with 44-, 48- or 52-inch
TriVantage full-floating deck

* New control positioning allows comfort-
able operation

* Includes standard 2-post rollover protec-
tion system

Circle 213 on reader service form
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PRODUCTS

KUBOTA
ZD PRO
DECK

* Designed
especially
for the com-
mercial cut-
ter and
landscape maintenance contractor

* Available in a 60- or 72-inch cutting
width

¢ Powered by quiet, low-vibration 3-cylin-
der liquid-cooled Kubota diesel engines

¢ ‘Cut and re-cut’ system provides smaller
grass clippings and generates a clean
appearance

* Double V-belt with heavy cast iron pul-
leys allows deck to tolerate tough mowing
conditions

Circle 214 on reader service form

DIXIE CHOPPER SUPREME
MOWER SERIES
* Includes three zero-turn mower models
* Each cuts nearly 7 acres of grass
per hour
* Features Velvet Touch
Control system to make
the drive
system run
cooler and
longer
¢ 60- and 72-
inch cutting decks available
¢ Backed by a lifetime warranty
Circle 215 on reader service form

FERRIS 1000Z MOWERS

WITH NEW ENGINES

* Feature 21-, 23- or 27-hp Kohler engine
options with 48-, 52-, or 61-inch mower
decks respectively

» Twin A-section hydro drive belts

and twin 4.25-gallon fuel tanks with
single fuel gauge

www.lawnandlandscape.com

¢ Adjustable steering control levers
* Foot-operated,
height-of-cut adjust-
ment for conve-
nient, hands-free

operation SN
. OP- -
tional
FAST-Vac
collection sys-
tem attachment with double or triple bags
¢ Optional Eliminator mulching blades
Circle 216 on reader service form

HUSQVARNA INTERMEDIATE
MOWER LINE

* Zero-turn mower line has added three
new models: iZ6123, iZ4217 and iZ4817
» Advanced Cutting System (ACS) decks
provide quality, speed and precision

¢ 17-hp Kawasaki engines power iZ4217
and iZ4817 models

* 23-hp
Kawasaki en-
gine powers
126123 model
* 42- 48-and
61-inch cut-
ting decks
available

¢ Cutting height adjustment on each unit
is within easy reach of the operator

Circle 217 on reader service form

GRAVELY EYE-Q

* Maintenance system helps make down-
time and unnecessary maintenance a thing
of the past

e A standard feature on all 100 and 200 Se-
ries Gravely riding mowers

* Does everything from assessing equip-
ment maintenance needs to analyzing time
management

* Records when and where equipment

is being operated

* GPS records job locations automatically,
monitoring average cutting speed and dis-
tance traveled for each job and operator

* Shock Sensor shows if equipment is
being used efficiently

* Time-keeping functions on the monitor
will be continuously displayed

Circle 218 on reader service form
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Our newest zero turn mower has it all.
Including a gas pedal.

Introducing the new Kubota ZG - the zero
turn mower designed especially for small
commercial operators. With its V-twin gasoline
engine, heavy-duty deck and durable shaft-
drive transmission, you can take on the
toughest turf all day long...and the next day,
and the next day and...well, you get the idea.

ZG Series

20 HP and 23 HP commerical-grade
V-twin gasoline engines
Heavy-duty deep deck design
Shaft-drive transmission

Wet, multi-disk PTO clutch
| Hydraulic deck lift
\ Foldable ROPS

Built-in mower jack

Advanced mulching system (optional)

EFAEO e
CONTACT YOUR LOCAL DEALER FOR A DEMONSTRATION.,
I FOR MORE INFORMATION OR TO LOCATE YOUR NEAREST DEALER, CALL 1-888-4-KUBOTA, EXT. 404
I J o Q OR WRITE T0 KUBOTA TRACTOR CORPORATION, 3401 DEL AMO BLVD., DEPT. LL, TORRANCE, CA 90503,
: FINANCING AVAILABLE THROUGH KUBOTA CREDIT CORPORATION. ‘

“VERYTHING Y I VALUE
EFERITHING L, VAEUL www_kubotaZG38.com USE READER SERVICE #91 SATETY,



http://wWW.kub0taZG38.C0ITl

_Product Spothght

FOCUS ON DESIGN SOFTWARE

by Will Nepper

Even technophobes are
finding that landscape
design software isn't just

Photo: Nemetschek

Landscape design software is rapidly evolving from nifty
innovation to contractor necessity. In a business where
competitive upselling is key, the accuracy, efficiency and
aesthetics of design software are quickly becoming the rule
- not the exception.

From two-dimensional blueprint-style computer-assisted
design (CAD) drawings, to three-dimensional photo-real-
istic renderings - the wide array of modules are in a constant
state of development and have become a highly-regarded
industry tool for closing sales, upselling and enhancing the
design process.

PHOTO FINISH. There are two ways design software
produces finished landscape drawings and
images - through CAD or imaging features.

Software with imaging tools creates a
completed visual design, which gives both
the designer and customer an accurate view
of what the property will look like after
installation, says Pete Lord, president, Drafix
Software, Kansas City, Mo.

“The main software modules are for im-
aging,” Lord says. “That’s where you can
take a digital picture of the customer’s house
or the commercial building and do a visual

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 on which readers need insight.
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for geeks anymore. It's on
its way to becoming a

L competitive necessity.

landscape design with plants, hardscapes, water features,
mulch - anything.”

CAD software has been around longer than digital imaging
and still is used widely to produce blueprint-style graphics.
“It's a scaled drawing that has been drawn by hand,” Lord
explains. “A lot of times, you can show that to a homeowner
and give them a birds-eye view of the entire project.”

Many manufacturers say that the primary difference
between photo-imaging and CAD-style software is that the
latter speaks more to the actual process of design, while
photo imaging — though helpful to the designer ~ is gener-
ally utilized for selling designs.

John Tilton, chief exectutive officer, Design Imaging
Group, Holtsville, N.Y., says the majority of contractors
buying imaging software don’t necessarily need CAD to get
their projects completed. “What they need is a tool that is
going to get that sale closed with the customer,” Tilton says,
explaining that imaging software is useful when working
with customers who don’t know “the difference between a
rhododendron and a plum.”

“You can take a picture of the front yard and lay it out the
way it’s going to look when it’s finished,” Tilton says. “Then
the customer will look atitand say, ‘I really like it. Here’s my
deposit check.””

“There’s a comfort factor that goes along with showing
the customer the finished design with imaging as opposed
to trying to be organized with a CAD drawing, using sym-
bols and a catalog from the manufacturer,” Lord adds,
mentioning that this doesn’t mean blueprintsoftware doesn’t
have a place in actual design.

CAD CAN. Before design software, landscape designers
drew by hand. However, the advantage of using CAD
software over hand drawings s that it automates some of the
routine tasks, points out Dan Monaghan, marketing director,
Nemetschek North America, Columbia, Md. “If you're draft-
ing by hand and a change occurs in design, itbecomes a manual
process,” he says. “On a computer, it's the click of a mouse.”

CAD software tackles such complex calculations and
couples them with assured accuracy, streamlining the de-
sign process, Monaghan says. “If I wanted to fill a complex
shape with a 3-inch depth of mulch, that type of calculation

could become difficult for the average contactor,” he says.
(continued on page 110)
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“With CAD you're also able to create a
higher quality drawing - particularly for
your planting crew when you don’t want any
ambiguity,” Monaghan adds, pointing out
that this smoothes the installation process.

Lord says that a CAD drawing is useful
for the property owner, too. “Especially on
larger projects, where you can show them the
designin conjunction with pictures,” he says.

This doesn’t mean, however, that con-
tractors hoping to combine CAD-style de-
signs with imaging necessarily need to
invest in two different software packages.
“There are overlaps,” Monaghan explains.
“If you're drawing in CAD, then you prob-
ably have some visualization tools and if
you're doing some image editing, you
probably have some basic site design
tools,” he says.

SELLING WITH SOFTWARE. Closing
sales is where many contractors believe de-
sign imaging software becomes invaluable -
whether imaging or CAD-based. One ben-
efit is that contractors, in many cases, are
able to design on site with the customer stand-
ing by. “When you're sitting down with a
customer and you're putting an actual shrub
in, they can say either ‘I like that’ or ‘I don't
like that,"" Lord explains.

This is often what sets a company apart
from a competitor bidding on the same
project, Lord says. “If they’re coming in with
a hand-drawn sketch and a hand-written
estimate, it just doesn’t look quite as cred-
ible,” he explains.

Selling jobs this way also can save time in
that a contractor can close a deal in one visit
because all visual elements of the job can be
previewed on a laptop, Tilton adds. “This
way you don’t have to drive around to nurs-
eries to show them plants and say, ‘That's the
plant I'm talking about,”” he says.

“We have a lot of customers who take the
software out on a laptop to the customer's
house and get there 10 minutes early to take
a picture of the house and download it to the
computer,” Lord says. “They sit right down
at the customer’s kitchen table and do the
design and generate the bid right there. In
one hour, they get the sale.”

This secures a job far more efficiently
than meeting with the customer, taking mea-
surements, going back to the office to draw
up a design and making a second appoint-
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ment to offer a bid, Lord adds. “You do that
three or four times and put eight hours into
it, when it could have been just one hour.”

Tilton says that 70 percent of his software
sales come from people who don’t want to
buy the software, but just lost a job to a
competitor who does have the software.
“We're across the street from a nursery and
periodically they will tell us about a new
contractor who's come in and has just got a
job, priced it and has no idea what he’s
doing,” he says. “Customers are much more
comfortable looking at a finished picture
rather than scribbles on a legal pad.”

Selling is one thing, but the upsell is
another valuable aspect that becomes much
easier with imaging software, Lord says.
“When you're designing the front of a house
and the customer says they’d like to put
black plastic edging around a bed, that is
certainly not a moneymaker for a contrac-
tor,” he says. “The contractor can say, 'l can
certainly do that, but let me just show you
what a rock wall would look like.” You drop
in a rock wall image and nine times out of 10,
the customer is going to say ‘Wow, that
looks great. That's what I want." Now you‘ve
just sold a $2,000 rock wall that more than
paid for the software.”

INNOVATION SPECIALIZATION. As
more new contractors use design software,
new innovations are called for to meet their
specific needs. Design software that inter-
faces with other computer programs to in-
crease efficiency meets one of these needs.
“Contractors are also using other software,”
Lord explains, citing software that is able to
link accounting software to a design process
that generates bids, allowing contractors to
keep track of invoicing. “They have an ac-
counting system and if they do maintenance
they probably have a system for scheduling
their crews, so the design software has to
integrate with those products.”

Estimating is another way that design soft-
ware can move beyond its primary function.
“There’s the ability to put in your prices and
your tax rate and the software automatically
creates the bid,” Lord says. “Then you print it
out with a professional looking layout by ex-
porting it to a spreadsheet program or word-
processing program to finish up.”

Monaghan says that as customers be-
come more tech-savvy, the visualization side

www.lawnandlandscape.com

of design software becomes sharper. “Al-
though the technology has existed for land-
scape designers for 10 or 15 years now, it
really hasn’t been until the advent of HDTV
(high definition television) that customers
have begun to expect this kind of output,”
Monaghan says.

“Now we have the ability to remove old
landscaping from a design or remove ob-
jects from the original photograph,” adds
Tom Riccardi, president, Visual Impact Im-
aging, Akron, Ohio, citing tools that texture
surfaces, adding grass and mulch to a de-
sign. “When the first programs came out, the
imaging looked like cartoons. Now we have
the ability to bring very high-resolution im-
ages into adesign. You can actually paint the
textures on after you've placed other objects
in the design.”

Tilton says that some packages even in-
clude features that allow landscapers to cre-
ate their own personalized image libraries.
“They can take pictures of hardscapes or
plant groupings that they've done and the
software will let them add that to their li-
braries,” he explains.

Even without a contractor’s own contri-
butions, software packages are continually
packing their discs with more images that
can reproduce just about any type of design,
plant or hardscape a customer can imagine.
Beyond this are some products’ Web capa-
bilities, which encourage contractors to con-
tinually add to their libraries by dipping
into the software companies' ever-expand-
ing online databases.

Monaghan also believes that in addition
to raised expectations among customers,
there is an unstoppable force driving the
software revolution. “The new generation
comes and takes the place of the old genera-
tion and to them the technology is not as
daunting or special. They expect things to be
done this way.”

The author is a staff writer for Lawn & Land-
scape magazine and can be reached at
wnepper@lawnandlandscape.com
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Check our January Online Extras
for information on software innovations
and a list of design software manufacturers;
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Product Trends

by Will Nepper

FOCUS ON SPRAYERS & SPREADERS

EDUCATIO

Investing in pesticide application equipment is a big deal for

any lawn care operator.

In addition to choosing the right equipment to suit a
company’s specific needs (sprayer, spreader or combina-
tion of the two), there also are the considerations of walk-
behind, self-propelled walk-behind and ride-on models.
Adding size and price to this list further complicates the
challenge facing LCOs who battle lawn pests.

ENERGY CONSERVATION. To ride or not to ride? That
may very well be the first question an LCO should ask
before picking up a
manufacturer’s catalog.
Walk-behind spreaders
have been around since the
dawn of pesticide applica-
tion but are finally being
givenarun for their money by
ride-on technology, which
often combines spreading
and spraying capabilities.

Left, a ride-on, combina-
tion spreader/sprayer in
use on a slope. Above, a
self-propelled, combination
spreader/sprayer with
boom spray valves in
action. Photos: Perma
Green Supreme (left),
Gregson-Clark Spraying
Equipment (above)

Ride or walk? Sit, stand or push? Spread,
spray or both? There’s an awful lot to ask
before picking out sprayers and spreaders.
Lawn & Landscape guides you toward

N

the continued demand for walk-behind models. “There's

your answers.

Despite the popularity
of riding models, Tom
Jessen, president, Perma
Green Supreme, Val-
paraiso, Ind. acknowledges
factors that contribute to

always going to be a place for push-type equipment because
there are lawns that are just too small or areas where you just
can’t get motorized equipment in because of the constraints
of something like a narrow gate,” he says. “It’s just not worth
it to use motorized equipment if you're servicing a little
postage stamp-sized yard in the city.”

Ted Shackleford, president, C&S Turfcare, North Can-
ton, Ohio, agrees that the size of the properties LCOs service
playsabig role in the type of equipment LCOs choose to best
suit their needs. “If you buy a piece of equipment that is so
big that you can only use it on 20 percent of your properties,
what is the value of that piece of equipment?” he asks,
asserting that equipment should be sized to service 90
percent of a company’s properties.

Shackelford says that riding equipment has more to offer
than push-behinds or standard self-propelled equipment on
larger commercial properties because it levels the playing
field with regard to labor. “With riding equipment, age isn’t
really a limitation anymore when hiring,” he comments.
“You're not limited to the young man who still has a lot of
energy and stamina and can push a machine all day.”

Shackleford believes riding equipment neutralizes the
issue of general operator fatigue and strengthens a
technician’s ability to provide a more consistent application.
“Everyone is equal on a riding machine and you're able to
maintain a constant application speed,” he adds.

P> PRODUCT TRENDS

Lawn & Landscape constantly collects details about the latest product

“Riding equipment eliminates the variables that human
beings are subject to that result in poor applications,” Jessen

trends. In this monthly, in-depth section, we highlight these developments adds. “If you're walking a little too fast in the morning, you

to bring you up-to-date on emerging issues concerning your third greatest might be und‘cr-dosing the lawn.”

] . r The sales for motorized equipment have consistently gone

asset behind your employees and clients — equipment. . :
(continued on page 114)
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up, Jessen explains. Over the past six or seven
years, demand has grown in the turf industry
for self-propelled application equipment,
agrees Rhett Clark, Gregson-Clark Spraying
Equipment, LeRoy, N.Y. “This has been driven
by the need to increase efficiency and also to
make the job of the lawn care technician less
physically demanding,” he says.

Jessen explains that the growth in the mar-
ket probably stems, in part, from the drought
of qualified labor. “As people started hitting
the wall with labor issues, these machines
started hitting the market and it has probably
been the main driving force behind sales,” he
says. “LCOs are trying to protect their experi-
enced labor, increase productivity and remain
profitable. It's all about keeping the quality
people and keeping that production pace up.”

Jessen concedes that when riding equip-
ment is not appropriate for a job, self-pro-
pelled, motorized walk-behinds can still have
a positive effect on labor and boost efficiency.
“Anything you can do to take the stress and
strain off of the operator, the better off you'll be
in the long run at retaining that employee and
improving application consistency,” he says.

PRICED TO MOVE. The benefits of self-
propelled orridingequipmentare clearenough

Ride-on application
equipment can cost a lawn
care operator anywhere
between $6,500 to $9,000,
depending on its features
and capabilities.

Photo: Gregson-Clark
Spraying Equipment

that it may make one wonder what place a
standard push-style walk-behind has in the
marketplace. The fact that walk-behinds are
considerably cheaper is the easy answer.

“Unfortunately a lot of lawn care operators
are used to just paying $300 for a spreader,”
Shackleford says. “So riding equipment pro-
vides a little bit of sticker shock for them.”

Shackleford says thatcombinationspreader-
sprayers can run from $4,500 to as high as
$16,000, while a basic spreader runs between
$250 and $350.

“A sprayer could cost anywhere between
$199 up to a $50,000- or $60,000- tanker
truck,” Shackleford says, explaining that the
range in sprayers is significantly wider.
“Typically, however, the technicians who
are spreading granular fertilizer are not buy-
ing tanker trucks so when they buy a sprayer
they typically spend an average of $2,000.”

For more information on pesticide application equipment, contact these companies:

SPRAYERS

C&S Turf Care
www.csturfequip.com
800-872-7050

765-482-2040

Sprayer Parts Depot

LT Rich Products
WWW.Z-spray.com

SPRAYERS &
SPREADERS
Brandtek Inc.
www.brandtekus.com
407-656-1088

Durand Wayland www sprayerpartsdepot.com
www.durand- 305-235-0967 Gregson Clark
wayland.com www.gregsonclark.com
800-241-2308 Tuflex Mfg. 800-706-9530
www.tuflexmfg.com
GNC Industries 954-785-6402 Lesco
www.gncindustries.com www . lesco.com
870-248-9901 SPREADERS 440-783-9250
Earthway
Graham Lawn www.earthway.com Perma Green Supreme
Equipment 574-848-7491 www.ride-onspreader.com

www.grahamlawn

equipment.net

770-942-7026
800-972-6130

Spyker Spreader
www.spyker.com

800-346-2001

Turbo Technologies
www.turboturf.com
B00-822-3437

Supplier Stats
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For a standard, commercial-quality,
walk-behind spreader, Jessen says LCOs can
expect to pay between $350 and $400.

“Some power spreaders costin the $1,200
to $1,400 range,” Shackleford says of the
motorized walk-behinds. Ride-on equipment
ismore expensive, he points out, with “stand-
on” riders ranging from $5,000 to $7,000.

“When you get to sit-down riding spray-
ers or spreaders, you're in the $6,500 to
$8,000 or $9,000 range,” Shackleford says.
“It can go higher than that when you get into
auxiliary equipment. When you have a big
machine you have to have some way to
transport it. With a high-priced machine
and a trailer, you might end up spending in
excess of $12,000.”

NARROWING THE SCOPE. Like other
types of equipment, spreaders and sprayers
are constantly evolving to iron-out kinks in
design and increase durability. Some newer
innovations can even increase productivity by
saving time and encouraging accuracy.

Chuck McKuen, Golf Green Lawn Care,
Pekin, Ill., offers that some newer model
sprayers he uses are computerized. “We can
plug in how many gallons we want per acre
and no matter how fast we're going, the
computer regulates it so that we're still put-
ting down the same amount.”

But sometimes new innovations are as
simple as bigger hoppers on spreaders that
save time by requiring fewer fertilizer refills.

Clarke also points to the introduction of
the hydrostatic drive, which uses fluid un-
der pressure to transmit engine power, as an
important improvement in ride-on equip-
ment. “Until recently most of the ride-on
type units have been converted lawn mower
designs, which have some limitations, par-
ticularly in weight distribution and traction,”
he says, adding that this is the reason the
speed and maneuverability of the hydro-
static drive is catching on.

“Ifit's hydrostatically driven,” Shackleford

LAawN & LANDSCAPE
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says, “it isn’t affected by terrain changes or
hills. It still maintains a constant speed, which
is hard for an individual to do when walking.”

Some new models also feature ground
speed-sensitive fertilizer metering and
spray-rate control, both of which increase
application accuracy during changes in
ground speed, Clarke adds.

Shackleford also mentions that some
newer models of ride-ons carry their appli-
cator booms in the rear of the equipment to
“Weed
controls are compact herbicides and have to

aid in proper herbicide application.

stick to the leaf of a weed to control it,” he
explains. “If you drive over what you just
treated, you disrupt some of the control.”
In addition to this, he says that some of
the rear-boom models prevent “blow-back”
of applications, which can fly into an
operator’s face when the wind picks up
Also, Jessen believes that the advent of
the sprayer-spreader combination unit has
only just begun to compete with other forms of

application equipment. “There’s no reason to
not look at a more cost-effective way to
provide a service to the customer,” he says.
Shackelford says that there always hasbeen
some form of spreader-sprayer machine
around. “But now they're maneuverable
enough to fit on small properties,” he says.
“Before then we were taking farm equipment
or golf course equipment and trying to adapt
itto the lawn careindustry, but that equipment
is best suited to crops, fields and golf courses.
For a long time, there wasn’t anything that
would fit in around a residential property.”
Jessen believes that the appeal for LCOs
is that spreader-sprayers cut the time spent
on a job in half. “It allows you to get the
weeds at the same time that you're spread-

"

ing fertilizer,” he says. “Why go over the
same lawn twice?”

The element of competition is con-
stantly boosting the appeal and necessity
of the dual-purpose equipment, Jessen

adds. “It allows you to bid on properties

that you just can’t do manually,” he says.

McKuen says that his company uses many
different types of application equipment, but
generally employs spreader-sprayers for his
mid-sized commercial properties. “If you just
went in and sprayed with liquid by hand it
would take so much longer,” he says. “But
with one pass of a ride-on sprayer-spreader,
you get two applications.”

Whichever type of application equipment
is best for an LCO, new innovations are con-
tinually being added to the arsenal of features
designed to push productivity and save labor.
“The technology is being improved all the
time,” Jessen says. “We're now into the heart of
development when it comes to these machines.
It's a growth trend that I can’t see stopping in
the foreseeable future — not until the majority
of the fertilizer is being applied by machines
rather than people.”

Theauthor isastaffwriter for Lawn & Landscape and
can be reached at wnepper@laonandlandscape.com.
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Profile Products
-
Jet Spray with
L
FiberMax
* Reformulated Jet Spray includes wood/

cellulose hydraulic mulch
* Reduces loading times and increases

yields for greater productivity

* Specifically designed for smaller tank
openings of jet-agitated hydraulic
machines

* Available in 40-pound heavy-duty
plastic bags

* Provides uniform ground coverage and
reliable erosion control

* New flocculating tackifier enchances
seed germination and gives mulch matrix a
stronger bond

Circle 200 on reader service form

Hunter DS
Decoder <& >
Controller

* New high-capacity,

two-wire decoder con-
troller for commercial
installations

¢ Unit housed in all-
weather, stainless steel
or plastic pedestal for
vandal-resistant industrial applications
¢ Offers advanced programming
capabilities with long-term equipment
and labor savings

* Optional utility software for easy
program setup from laptop computer
is available

Circle 201 on reader service form

Rayco RG 1631
Stump Cutter

* Self-pro-
pelled, gas-
powered stump
cutter

* Powered by
31-hp engine

* Features fin-
gertip controls
and variable travel speeds

* Includes Rayco’s “Quick Stop” cutter
wheel brake for maximum safety
Circle 202 on reader service form

Ball Seed’s Silver
Falls Dichondria

* High-impact, long-performance com-

ponent plants for mixed plantings in
containers and beds

* Distinguished by its rounded, fan-
shaped silver foliage on silver stems
¢ Heat- and drought-tolerant species

o Thrive best in full sun to partial shade

Circle 203 on reader service form

PermaGreen
Supreme Ride-On
ULTRA Spreader/

Sprayer

¢ Stand-on machine features articulating
steering for a comfortable ride and hill-
hugging stability

* LESCO Mark I, 100-pound hopper has a
14-foot spread pattern and machine has a
left and right pattern adjuster

* Has a pressure relief valve for easy ac-
cess to plumbing system for quick cleanup
* Features a remote-operated LESCO
deflector that directs the fertilizer pattern
to the left side for edging

Circle 204 on reader service form

Wisconsin Metal
Fab Multi-Task
Power Bucket

¢ Allows operators to change from a scari-
fier to a finish grading bucket with the flip
of a switch

* Has a scarifier bar of teeth that extend
or retract
hydraulically

* Designed for
easy and safe
operation

* Constructed of
high-tinsile steel
Circle 205 on reader service form
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Perhacs Design Rope Cincher

* One-of-a-kind tie-down and bundling system for safely securing and transporting

tools and materials

* Can be applied anywhere on a single line already tied in place

* Can join two loose ends of rope

* Sturdy, one-piece unit designed for use with solid braided rope

¢ Made of glass-filled nylon for strength and durability

Circle 206 on reader service form

C&S Turf Tracker
Time Machine

¢ Model SS8012 is the newest addition
to C&S's line of Turf Trackers
* Zero-turning radius maneuverability

with full hydrostatic drive

* Rear-mounted boom, front-mounted
spreader

* Can spread and spray a 12-foot-wide
pass simultaneously at a rate of more than
4,200-square-feet-per minute

* Optional seat allows operator to sit

or stand

Circle 207 on reader service form

Aquatrols
Radiance
Algaecide

* Prevents algae growth in lakes, ponds
and fountains

* Disperses itself from a single application
point and remains in suspension to pre-
vent recurring algae blooms

* Requires no agitation, special equipment
or special labor

* Safe for use in fish-bearing ponds

Circle 208 on reader service form

TrynEx
Vee Pro 8000

* Polyethylene bulk spreader holds up to

1.5 cubic yards of material

* Designed for use in standard pickup
boxes

* Primarily intended to spread salt and
salt/sand mixtures

* Hopper size ideal for maintaining roads,

bridge decks, large parking lots and inter-

sections

* Comes standard with a top screen
and fitted tarp for effective material
retention

Circle 209 on reader service form

Ditch Witch
Trench Depth
Meter

* Designed to increase productivity
by eliminating manual measurements
of trench depth

* Delivers depth measurements remotely

via sensors mounted to the tractor and
digging attachment

» Gathered information can be stored in
the unit’s memory for future use

Circle 210 on reader service form

LAwWN & LANDSCAPE

The Nation's Most Dynamic

Landscape Management Company

If you're looking to increase
the size of your lawn
maintenance service, shoot
for the stars and look at a
U.S. Lawns franchise.

U.S. Lawns has become a
shining example of what a
professional landscape
maintenance service should
be. With the guidance of
U.S. Lawns professionals,
we'll show you, step-by-step,
how to:

+ Grow Your Business

- Maximize Efficiency

+ Cut Costs

- Get the Job Done Right,
the First Time

For more information
on becoming a U.S. Lawns
franchisee, call us at

1-800-US LAWNS.

Over 100 franchised locations
operating in 24 states.

www.uslawns.com

USE READER SERVICE #51
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www.lawnandlandscape.com

THE POWER OF PERSONALIZATION

Using the power of database technology, My Lawn & Landscape allows
lawn and landscape professionals to personalize their Lawn & Land-

scape Online experience. Customize stocks, local weather, news, your

daily schedule, business cards and more. Even bookmark your favorite

articles that have appeared in Lawn & Landscape magazine.

Signing up for a My Lawn & Landscape
account is easy and free of charge. Simply
go to www.lawnandlandscape.com. In the
top right-hand corner, you'll see the My
Lawn & Landscape login area. Simply
click on the icon, register for an account
and you're ready to customize your page.
It's that easy.

com

LAWN & LANDSCAPE
ONLINE:

NEWS YOU
CAN USE...

The Lawn & Landscape Media Group
prides itself on providing the most
comprehensive news coverage of the
lawn and landscape industry. In fact,
we're the only communications pro-
vider that has a fully dedicated
Internet editor that covers late-break-
ing industry news as it happens. In ad-
dition, Lawn & Landscape Online pro-
vides “bonus” coverage of a wide
range of business and technical topics
of interest to professional contractors.
Just look for the “For More Informa-
tion" boxes or the “Web Buttons"
throughout Lawn & Landscape maga-
zine featur-

- ing the site
lawnandlandscape.com | % it S o
of manufac-

turers, distributors and others affiliated
with the industry. This full-market
news coverage is only available from

:ﬁu]
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Advemse 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

\gusmessc
le‘o l )
DL

P, rofes

“,
<%
)
%
w

Merger & Acquisttion Specialists
Professional Business Consultants can obtain
purchase offers from qualified buyers without
disclosing their identities. Consultants’ fees
are paid by the buyer.
CALL:

708/744-6715

FAX: 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

BUSINESS OPPORTUNITY

Looking

for a job?
Great. We'll start
you at CEO.

Tired of struggling in the
landscape industry? We'll give
you a promotion. Call us
today and learn how to start

your very own franchise.

NG GREENS
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KEEPING LAWNS HEALTHY FOR LIFE.
ADDRESS

LAWNDOCTOR.COM

The cure for
the common job.

PHYSICZ‘#&/”MCTDﬁ

FOR FREE FRANCHIS

1.866 . LAWNDOC

- Tremendous growth potential
Proven support systems

Affordable opportunity
Spend time outdoors

No experience necessary

E INFORMATION CALL TOLL FREE

(1.866.529.6362)

AUTOMATED ICING SYSTEMS
HIATTENTION!!!
Irrigation Contractors
Expand your business with Automated Anti-lc-
ing Systems for residential & commercial appli-
cations such as: sidewalks, driveways, parking lots,
etc. For more information call Meltdown Technol-
ogy, Inc. (subsidiary of Water Works, Inc.)
Phone: 815/385-5599 e Fax: §15/385-5699

BUSINESS OPPORTUNITY

« Diversify your business

* Add irrigation to your core business
* Marketing and training programs

» Secured franchise territory

ServiceFirst
Irrigation

For information contact us:

1-877-353-4533

or
www.servicefirstirrigation.com

Businesses for Sale

Lawn Doctor #1 lawn care franchise in the world!
Existing, successful, Lawn Doctor franchise in
Chicago Suburbs now for sale. Fully-equipped.
Turn key. Six Figure gross sales. Huge growth
potential. Call Joe Farber, at Lawn Doctor’s na-
tional headquarters: 800/631-5660 ext. 228.
LAWN DOCTOR.COM

CONSTRUCTION COMPANY
Well Established 20-year Landscape Company
Boston, Massachusetts Area.
Annual volume $3.5 million PLUS!
Company breakdown:
* 70% Construction
* 20% Maintenance
* 10% Snow Operations
Well managed and organized operation with a
meticulous fleet. Will sell with or without the
real estate, which has all the necessary provisions
for repairs and parking.
The 2003 backlog to date is over $1.5 Million!
Contact Global Business Exchange
Mr. John Doyle 781/380-1420
Fax: 781/380-1420

BUSINESS FOR SALE

Commercial and Residential Landscape business
in Oklahoma City Area. Selling property, busi-
ness and inventory or will split. Established 13
years, $628,000 gross annual sales. 2.5 acres with
2,181 office space. Call Robin/agent, 405/840-
0600.

BUSINESS FOR SALE

Beautiful Colorado
Well-established ORGANIC LAWN CARE Com-

pany. Sevices include: organic lawn fertiliza-
tion, weed, insect, and disease control, inte-
grated pest management, humate soil condition-
ers, core aeration and organic tree & shrub deep
root feeding. This company has its own propri-
etary brand organic soil conditioner which has
huge potential to be distributed both retail and
wholesale. Solid assets, $55,000+ profit. Only
asking $127,500. Opportunities abound with
this company! Contact Rick Pike at 970/498-
0800 or rick@proformawest.com.

LANDSCAPE

COMPANY FOR SALE
Landscape, maintenance & install company,
Atlanta’s prestigious Buckhead accounts. All
equipment & trucks included. $600,000 per year
gross sales. Unlimited potential. Serious in-

quires only. 2 acres land available for rent. 770/
781-8464.

BUSINESS FOR SALE

Lawn Irrigation Company
12 years suburban Philadelphia
Equipment/excellent condition
Training Available
Unlimited Growth area
Call 215/393-9251
Equipment:
* 2000 Chevy Express Van w/bin package
17,000 miles /excellent condition.
* 1999 Case Maxi-Sneaker C less than 300
hrs/excellent condition.

BUSINESS FOR SALE

Live & work less than an hour from the nation’s
oldest, most breathtaking national park!!

A great place to own a well-established irriga-
tion company in a quiet, scenic area full of rec-
reation in the rocky mountain front range. We
have been in operation for 25 years with a grow-
ing, loyal client base. Excellent equipment and
plenty of potential to expand. The area is tax
friendly and growing steadily.

e Approximate annual gross $325,000.00
* Commercial and residential.

* New construction and existing,.

* Installation and maintenance.

We have half of our 2004 season already booked!
The perfect opportunity for the right person
looking for a change. Owner willing to train
and /or aid in transition. Financials available to
qualified buyer. Please reply to Lawn & Land-
scape, P.O. Box 416, 4012 Bridge Ave., Cleveland,
Ohio 44113.

For Sale

Machines £

tq}%s-afl‘ot 4
1. 3009052657

www.tanks-a-lot.net

SV LANDSCAPE DESIGN KIT 3
&fﬂ(o Oijh\ 48 rubber ymbols of
Pf L] shrubs, plants & more, 1/8* soe,

Stamp sizes from 1/4" to 1 34°,
& ¥ X ﬂ,-;ﬂ +$6.75 s/h. VISA, MasterCavd, &

X MO's shipped next day. Check delays
BAshipment 3 weeks. CA add 7.75%!ax,

o, FREE BROGHLAE 12290 Fising R, LLO4, Witan, CA 95693

Loca 916-687-7102 TOLL FREE 877-687-7102
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EQUIPMENT FOR SALE
S ) PINCHERS

¢ Lload and Unload
¢ Fastest 2 and up
Tree Planter Ever!
SKI LANDSCAPE
EQUIPMENT

COVERm INSTANT GARAGES
ALL WEATHER SHELTERS
SAND/SALT BINS « WORKSHOPS
EQUIPMENT STORAGE

Authorized Dealer
SHELTERS OF NEW ENGLAND INC.
251 West Hollis St. » Nashua, N.H. 03060

1-800-663-2701 « (603) 886-2701

www.sheltersofnewengland.com

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.

AerWay-

Simplify Your Turf Management
with AerWay® Turf Harrrows

* Break up and Scatter
Aerifier Cores
* Loosen Thatch Build up
* Work in Seed and Fertilizer
* Stimulate Early Turf Green Up
* Smooth and Dry Base Paths
* Prepare Fine Seed Beds
* Starting at $286 ¢/w drawbar

Ei%?a
Sy
“‘—&

Jor more informanon comact us ai:
1-800-457-8310

Advanced Aeration Systems

Tine Action

www.aerway.com
aerway (

aerway.com

18 used Professional Spray Trucks,
totally equipped, excellent condition! Also
Tuflex tanks, beds, hose reels, aerators, more.
REDUCED MUST SELL!
www.getgreenthumb.com/ trucks.html
Or call Russell 214 /733-8700, Dallas, TX
FREE delivery available!

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.

Lawn Spray equipment for sale - numerous
tanks, pumps, hose reels, spray equipment, com-
plete spray trucks and Steiner tractor. Call for
details 412/445-8066.

GPS Vehicle Tracking

GPS VEHICLE TRACKING
No Monthly Fees
Call 800/779-1905
www.mobiletimeclock.com

Help Wanted

KEY EMPLOYEE SEARCHES
Florapersonnel, Inc. in our third decade of per-
forming confidential key employee searches for
the landscape industry and allied trades world-
wide. Retained basis only. Candidate contact
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

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.

Environmental Designs an award winning com-
pany in Denver, Colorado is currently hiring
Commercial Irrigation Techs, an Account Man-
ager and Construction Foreman. We offer top
pay and full benefits. Please fax resume to 303/
287-0340.

HELP WANTED

Greenscape Inc provides landscape design/
build, tree, irrigation, hardscape, site work, snow
removal throughout the PA, NJ, DE region.
Avail Positions:

* Commercial maintenance sales person with
strong affluent ties to commercial clientele in the
tri state area.

* Landscape designers, arborist, hardscape,
irrigation techs, equip operators, lawn & land-
scape foremen, CDL drivers.

Full time, excellent salary, benefits avail - Call
856/677-5296 or Fax Resume to 856/321-0105.

EXCITING CAREER

OPPORTUNITIES FOR SERVICE
INDUSTRY MANAGERS

Come join one of the largest Vegetation Manage-
ment Companies in North America

DeAngelo Brothers, Inc,, is experiencing tremen-
dous growth throughout the United States and
Canada creating the following openings:

DIVISION MANAGERS
BRANCH MANAGERS

We have immediate openings in the US.:
MO, GA, FL

We have immediate openings in Various
Providences in Canada:

BRITISH COLUMBIA, ALBERTA &
SASKATCHEWAN

Responsible for managing day to day opera-
tions, including the supervision of field person-
nel. Business/Horticultural degree desired with
aminimum of 2 years experience working in the
green industry. Qualified applicants must have
proven leadership abilities, strong customer re-
lations and interpersonal skills. We offer an ex-
cellent salary, bonus and benefits packages, in-
cluding 401(k) and company paid medical cov-
erage.

For career opportunity and confidential consid-
eration, send or fax resume, including geo-
graphic preferences and willingness to relocate
to: DeAngelo Brothers, Inc., Attention: Paul D,
DeAngelo, 100 North Conahan Drive, Hazleton,
PA 18201. Phone: 800/360-9333. Fax: 570/459-
2690.

EOE/AAPM/F/D/DV

Industry-leading sales and distribution com-
pany that is growth oriented is looking for quali-
fied individuals as it expands and positions for
immediate growth. Openings will be available
in sales, customer service, operations and ware-
house. Competitive salary and comprehensive
benefits are available.

Submit resume to careers@uhsonline.com.
All inquiries will be considered confidential.
EOQE
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Weed Man

The Nations 2™ Largest Lawn Care
Company is seeking a dynamic self-
starter who is motivated to succeed
for branch manager in Northern Indi-
ana. This is an exciting opportunity
for an ambitious, aggressive indi-
vidual. Candidate musthavea proven
track record in managing a mid to
large size operation including all fac-
ets of sales & operations. Only career
minded individuals with long-term
goals need apply.

Please send resume to: Tony Young,
H&L Lawn Care Services, 52975 Paul
Dr., Elkhart, IN 46514.

Or e-mail me at Arabpest@msn.com.

CAREER OPPORTUNITIES
NEW JERSEY

DuBrow’s a TOP-50 Industry leader since 1958
seeks experienced competent Individuals to be-
come part of our growing team of profession-
als,
Current positions available

* Irrigation Manager

* Maintenance Area Managers

* Turf/Ornamental Division Manager

® Lawn Care Applicators

¢ Maintenance Production Supervisors

® Tree Climbers

* Landscape Construction Supervisors

Email Resumes to: mbranch@dubrows.com

or fax: 973/992-6050 attn: Personnel Dept.

Landscapes USA is expanding in the San Diego
area. Sales position currently open. Excellent
opportunity to grow with experienced profes-
sionals. You will be representing our partners
to the property management and real estate com-
munity. Responsibilities will include cold call-
ing and working with current clients to promote
our company. Landscapes sales experience a
must. History of professional and personal ex-
cellence essential. Must be proficient in MS Ex-
cel, Word and PowerPoint. Compensation com-
mensurate with experience. Please send resume
and salary history to dennis@landscapeusa.com.

LAND ARCHITECTS, INC.

An expanding 20-year-old design/build com-
pany which develops artistic and creative de-
sign solutions for high-end, private, commercial
and public gardens is looking for talented staff for
the 2004 season to work with our Ann Arbour,
Michigan office. Please review available positions
at www.landarcs.com.

Largest Horticultural Firm in the Midwest is
seeking an aggressive Director of Field Opera-
tions.

The following qualifications are required:
7-10 years horticultural and operations experi-
ence. Ability to develop plans and meet rigor-
ous deadlines, Bachelors Degree - Horticultural
Science - preferred salary negotiable.

Job Duties Include:

* Managing the day-to-day operations of the
company.

* Ensure maximum efficiency and timely
response in the following categories:
Construction; Horticultural Services; Golf
Management; Irrigation; Special Services
and Snow Program.

* Oversee Operation’s budget and direct
management of all Operations personnel.

* Develop and manage the operation’s busi-
ness plan.

* Coordinate and oversee all points of field
execution.

* Direct operations quality control.

Please send response to Lawn & Landscape, P.O.
Box 415, 4012 Bridge Ave., Cleveland, Ohio 44113.

SKINNER
NURSERIES

Plant Purchasing Simplified

BRANCH MANAGER -
HOUSTON, TX; AUSTIN, TX;
MYRTLE BEACH, SC

Skinner Nurseries, one of the largest grow-
ers and distributors of quality nursery prod-
ucts in the U.S. is currently seeking strong
leaders for Distribution Centers located in
Houston and Austin, Texas; as well as
Myrtle Beach, SC. Requires four-year col-
lege degree in a horticulture or related field,
with background in sales and plant knowl-
edge. Must have strong leadership skills
and thorough knowledge of plant material
toinclude idenfificafion, growth habits, prun-
ing requirements, etc. Must have a general
knowledge of plant pests and their control.
A thorough knowledge of irrigation systems
is required. We offer an aggressive
compensation and benefits package in-
cluding health, dental and life insurance,
401 (k), ond bonus progroms. Please email
letter of interest, resume and salary history
to: amiddleton@skinnernurseries.com; fax
to: 386-741-2020; or mail to: HR Director,
Skinner Nurseries, 13000 State Road 11,
Bunnell, Fla. 32110. EOE. We are a Drug-
Free Workplace.

HORTICULTURALIST/ESTATE GARDEN
MANAGER TRAINEE
Gibbs Landscape in Atlanta Georgia is seeking
a full time Manager Trainee for our 300+ acre
garden. Arbor Crest will be opened to the pub-
lic in 2005 or 2006. Candidate must posses strong
organization & communication skills, must be
able to organize & administer turf program, in-
sect and disease program. Will supervise a crew
of 5 to 8 people year around.
* Minimum of 5 years experience
¢ Irrigation, installation and repair
* Strong people management skills
* Maintenance
* Bilingual preferred
* Relocation assistance possible
Contact: Laura A. Gardner at 770/432-7761
Fax 770/333-0621 or e-mail to
Igardner@gibbslandscape.com.

LANDSCAPE CONSTRUCTION PROJECT MANAGER
Wheeler Landscaping is seeking an individual
with strong leadership skills and technical
knowledge to manage multiple crews in all as-
pects of landscape installation.

* Involves on site project management and
training.

¢ Need to have strong organizational and
scheduling skills.

* Be involved in snow removal operations.

Please send resume to:
Human Resources
WHEELER LANDSCAPING, INC.
PO Box 23068
Chagrin Falls, Ohio 44023
e-mail: hr@wheelerlandscaping.com
Fax: 440/543-1970

MOON LANDSCAPING CAREER OPPORTUNITIES
Moon Landscaping, one of the East Coast's lead-
ing commercial and residential landscape de-
sign, build, and maintenance companies. Due
to recent expansion we have several openings.
Moon Landscaping is an employee owned and
operated company serving commercial and resi-
dential clients in Pennsylvania, New Jersey and
Delaware. We are a quality oriented, progressive
company looking for enthusiastic, self-motivated
individuals to join our management team.

* Estate Maintenance Foreman - Yardley, PA

* Residential Installation Foreman - Yardley, PA

* Residential/Design Sales ~ Yardley, PA

¢ Commercial Sales - serves Southeast PA,
Northern DE and Southern NJ

* Commercial Installation Foreman - Yardley, PA

* Superintendent - 3 positions: Yardley, PA,
Valley Forge, PA and Mt. Laurel, NJ

* Irrigation Technician - serves Southeast
PA, Northern DE and Southern NJ

* Turf Care Technician - serves Southeast PA,
Northern DE and Southern NJ
Moon offers aggressive compensation, includ-
ing health and dental insurance, 401k and profit
sharing. Moon Landscaping is an Equal Oppor-
tunity Employer. For immediate consideration,
forward your resume to:

MOON LANDSCAPING
1955 Quarry Road
Yardley, PA 19067
Phone: 215/968-5071 * Fax: 215/579-0147
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Scheduling & Landscape Maintenance Estimating
Unlimited customer accounts.
Starting at $199
Quality software at affordable prices

AR > .
. ot ob 4t Croth
EMPLOYMENT Lar gest & .hzste t Growing e BrckaoUksofwihe 6o
OPPORTUNITIES Pioneer in the Industry 919/732-6791
Jr s

PHONE CENTER SOFTWARE

Never forget to call a customer back or lose an-
other phone message! Works with Caller ID to
track all incoming phone calls into a database.

Sposato Landscape Inc. is a full service
company. Our services include: Irrigation,
Design build, Integrated Pest Manage-
ment, Turf Management, Landscape Archi-

Schedule appointments with easy-to-use drag
tecture and Property Landscape Mainte-

and drop calendar. Route appointments with

nance. . : . MS MapPoint. Sync ize cus T i a-
Holiday l,lghllng ! ap mnt. ynchronize Luflumu informa
Keep Em /,-) Yeii Rosonid tion to QuickBooks! View demo at
. o o > HOYEES (¥ " o £ R o
We are located in the heart of the Dela- Py y www.PhoneCenterSoftware.com or call Tree
ware and Maryland beach resorts. 0 JUTW Management Systems, Inc at 800/933-1955.

We are looking for professional, hard
working, self motivated individuals. Our
company is continually expanding and we
are looking for individuals who are seek-
ing advancement as the company grows.

iy

N

GROUNDSKEEPERPRO

* FOREMAN F..
* LANDSCAPE ARCHITECHT e s 0 f'l'“lﬂ E 5
(DESIGNERS) Landscape Lighting . 4
e PEST / NUTRIENT MANAGEMENT Offer Ill;'\l/’ Margin Services

TECHNICIANS

Training * Marketing * Supplies
y Over 400 Locations in 47 States & Canada
Discover the Sposato odvantage

Fax resume to

302/645-5109

800-687-9551

www.TheDecorGroup.com

Third party warehousing company located in

2 ’
semces Atlanta, GA specializing in the Green Industry.

Industry Web Sites

Visit helpful and informative Let K.D.L help lower your warehousing and
Web sites specifically designed for NEED A COACH? shipping cost while offering your east coast cus-
: r

Lawn and Landscape business owners. Get the answers you're looking for... tomers same day service. 404/344-4187 o
LawnCareSuccess.com Jeffrey W. Zindel, Business Consultant KDIIncorporated@aol.com.
Free advice, Links, Newsletter 20 years experience in the green industry
EverythingGreen.com Exterior/Interior. 888/425-0421
Search Engine jzbusinessconsultants.com

. it Web Design, Brochures, Logos, Lettering and Print-

w.lawnsite.com oA 2 3 g

e R e s ing Services for Landscapers. Your single source
ee S5 / IC . 3 o .

& : for marketing your landscape business. Samples

412/734-4528 - ; s :
f sottware online: www.landscapermarketing.com or call
888/28-DSIGN.
WWW.LANDSCAPERSFORUM.COM /

New Forum For Landscapers
Free Registration
Be Among The First
WWW.LANDSCAPERSFORUM.COM

Landscape Equipment

The #1 best-sellin§

1 ™
TR‘ , all-in-one software for

specialty trades

r « Unlimited Customers & Locations -« Print Progosals Invo;'(’:es, Work
g : > Orders, Statements, a
Doweled Lodgepole Pine * Automatic Scheduling, Routing Orders, Repoﬂ:,n Labe;lsr.cgv:ﬁ
CCA Pressure Treated B X d *© Automatic Invoicing, Job Costing  design your own forms in Word
, B ["'fmT“q";' \‘"“'“”i 't‘l’l‘b’v”‘l’f UER IR IR« Service History & Profit Tracking  « Full Accounting: G/L, AR, AP,
Economical, Strong and Attractive talkina about! o . Payroll, Checking, Inventory,
Phone: 800/238-6540 v * Labor and Productivity Tracking Fin)gncial nepé?é’ and Grgg’hs
Fax: 509/238-4695 LALATLIEIRUTIO « aterial & Chemicals Tracking , guit-in links fo QuickBooks™®
JASPER ENTERPRISES, INC. SESIP AL LENELEEUCINR | offer Writer w/ auto Mail-Merge:  Peachtree™ MS Office™ S&eé(
We ship nationwide. 1-800-724-7899 ext 2 Send Sales and Service Notices Mapping, Emailing, and more!

Website: www.jasper-inc.com
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TO INQUIRE ABOUT OUR ADVERTISERS” PRODUCTS,

PLEASE SEE READER SERVICE CARD ON PAGE 126.

COMPANY NAME WEB ADDRESS PG# RS#
www.alamia.com 80 70
www.alocet.com 26 19
WWw.isuzucv.com 51 43
www.americanrolloff.com 28 20
Ariens/Gravely . www.gravely.com . 13,44
B. & D.A. Weisburger ......... www.weisburger.com 9 12
DT e o e www.ballseed.com 13 14
BASREa s apsoasssisiroiods www.turffacts.com 5 10
Bayer Environmental
Science ... . www.bayerprocentral.com.......... 2-23
www.bobcat.com 67 56
C&eS Turf Carers., cldu et www.csturfequip.com 59 49
Carl Black GMC ....covcoivnieene www.carlblack.com 63 74
Carson Industries ... www.carsonind.com 40 31
Caterpillar .omwermmesismsrmsesss www.cat.com 7T 68
(DS John Blue 72 60
Central Parts Warehouse...... www.centralparts.com 62 96
Corona Clipper......cumu www.coronaclipper.com 77 65
Cub Cadet Commercial ...... www.cubcadet.com 101 88
Customized Business
Software/Billmaster 82 72
Cutter’s Choice ......courvuvsree www.cutterschoice.com 62 95
Dimex COrp. wuvummsumremissenss www.edgepro.com 62 100
Dixie Chopper ... wwuw.dixiechopper.com 29 25
Dow AgroSciences.............. www.dowagro.com/turf ....... 69,71,73
Drafix . www.drafix.com 75 62
Easy Lawn ... www.easylawn.com 48 39
www.echo-usa.com 127 97
www elandia.com 58 48
... WWW.encoreequipment.com .............. T 86
Excel/Hustler . www.excelhustler.com 45 36
Exmark www.exmark.com 103 89
Express BlOwer ... www.expressblower.com 68 57
FabriScape ucpsccmiaimss www.fabriscape.com 96 84
Ferris Industries www.ferrisindustries.com 91 79
Garden Graphics . www.gardengraphics.com 30 24
Glenmac www.glenmac.com 56 45
(R0 [QT 653115 ¢ b bbb bt T Ml oy ettt 2-3
GNC Industries ... www.gnecindustries.com 82 73
Grasshopper www.grasshoppermower.com ........ B ety 34
Gregson Clark. www.gregsonclark.com 66 55
Hannay Reels ....... www.hannay.com 38 29
e e www.hunterindustries,com ............ VP 98
Husqvama ...sismssiess www.husqvarna.com 60-61 50
J M anget S www.mauget.com 113 101
John Deere Commercial ...... www.mowpro.com 83 53
JREO i i WWW.jreoinc.com 28 21
Kawasaki .usisssmumsmnsissnn www.kawpower.com 49 40

COMPANY NAME WEB ADDRESS PG# RS#
Kelley Commercial
Truck:Center ...t www.isuzutruckcenter.com .......... ot B M 67
Kubota Tractor ... www.kubota.com 107 91
Landscaper Pro www.landscaperpro.com 42 3
Lebanon ....... . www.lebanonturf.com 11,92,75
Lehman Mfg. ... www.llc-equipment.com 62 52
Little Wonder Bedshaper ... www.littlewonder.com 31 26
LT Rich Products ... WWW.z-spray.com 50 41
Marcus Drake 100 87
Middle Georgia Isuzu .......... www gatrucks.com 90 78
Mulch Mule ... Www.mulchmule.com 72 61
New Jersey Nursery &
Landscape Association 98* 85
New Jersey Landscape
Show 115 93
Oldham Chemical .......c..cocc www.oldhamchem.com 70 59
Pace American ... WWW.paceamerican.com 78 66
Perma Green Supreme ......... www.ride-onspreader.com .......... JOBT s arommpicineion 28
Plant Health Care ............... www.planthealthcare.com 87 77
Porter Ferguson ... . www.lowellcorp.com 86 76
Rain Bird www.rainbird.com 33,47 27,37
Ramrod Equipment ............. www.ramrodequip.com 44 35
Real Green Systems ..........c.. www.realgreen.com 94 81
Riverdale & ivimiiin www.riverdalecc.com 39,81 30,71
www.rndsigns.com 76 63
WWW.5¢ag.com 15 15
www.clip.com 17 16
)15/ T (O JO— WWWw.snapper.com 97 9
Software Republic.............. www.raincad.com 115 9%
Spyker Spreader ...... www.spyker.com 28 2
www.stihlusa.com 27 23
www.toro.com 4 32
www.tripledenterprises.com ............ N 83
www.tuflexmfg.com 24 18
www.turboturf.com 76 64
www.uhsonline.com 65 54
U.S. LaWNS ..oovmvvccrrnnssnecsnn: WWW.USIAWDS.COM 117 51
Visual Impact Imaging ........ www.visualimpactimaging.com .. 19-20,70 .........ccc.. 17,58
Weed Man i www.weed-man.com 48 38
VectorWorks by Nemetschek www.nemetschek.net 57 46
Wells Cargo ......mcummmiscaiss www.wellscargo.com 58 47
Westheffer .......uumumnn www.westheffer.com 80 69
A S e e www.walkermowers.com 95 82
Wright Mfg. ... www.wrightmfg.com 93 80
Yazoo-Kees....... .. Www.yazookees.com 105 90

*Denotes regional advertising. This listing is provided as a courtesy to Lawn &

Landscape advertisers.
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Landscape Architect Lunch
Seminars at CoCal Landscape

At CoCal Landscape, Denver, Colo., we really focus on
our efficiency during the winter months, including hon-

ing our sales and marketing plans.

As part of our marketing plan, we focus on our
relationships with landscape architects (LAs), whom we
view as our clients. They may not execute the contract or
send us a check directly, but often LAs have the power
to influence property owners. Frequently, the owner
will rely on the LA’s opinion or past experiences with a
contractor for guidance when awarding a contract.

In 1998, we began looking for ways to improve our
relationships with local LAs and contacted them directly
to find out what they needed from landscape contrac-
tors. The consensus was that they needed help interpret-
ing seed, sod and soil amendment specifications, occa-
sional budget pricing advice, knowledge of mainte-
nance issues related to design, how change orders work
and suggestions on snow design issues.

With this feedback in hand, we created CoCal
Landscape’s LA Lunch Box Seminars. About twice a
month during the winter, we visit one of the 15 land-
scape architecture firms with which we do business and
discuss many of the above topics and any other points
where they have questions.

To get the initial scheduling ball rolling for a seminar,
our sales and marketing director contacts the principle,
owner or senior associate at the landscape architecture
firm to outline a meeting agenda and set a date. After this
meeting, the principle generally delegates other organi-

LYUASCOLTD:

Ask the landscape architects yon work with what specific
questions they have about your design process and job site
specifications.

Create a PowerPoint presentation based on this information
and back-up the files on a disk or with transparencies,

Have a contact person at the landscape architecture firm publicize
the meeting and develop a final attendance tally to identify how
much food will be needed for lunch.

Find a meeting location with enough space for all the participants,
aswell as access to appropriate technical systems, such as projectors
and a computer for the presentation.

Limit presentation topics to a few minutes each in order to keep
the meeting on schedule and save time for questions.

zational responsibilities like RSVPs to another staff mem-
ber who becomes our main contact person.

Once we have an idea of what the firm wants to
discuss during the seminar, we will tailor our previ-
ously designed PowerPoint presentation to that particu-
lar meeting. When we began holding the seminars, we
developed a group of PowerPoint slides to answer LAs
questions on how CoCal handles everything from soil
amendments to estimating. We update the slides as
company operations change and because PowerPoint is
easy to work with, adding or removing slides to custom-
ize a presentation takes minutes.

Most of the firms we visit have an LCD projector and
screen to display the presentation. However, technol-
ogy can be finicky, so we always back-up our CD-ROM
presentation on a floppy disk and also bring the slides
on transparencies, along with an overhead projector.

We structure the presentation to last about an hour.
Depending on the topics at hand, our owner or chief
estimator may also attend the meeting to answer specific
questions in thier areas of expertise.

In addition to providing attendees with information on
CoCal's operations, we treat the LAs to lunch. A day or two
before the presentation, we ask our contact person for a
final attendance tally so we know how much food - usually
pizza — to order. With 12 to 18 attendees per seminar, the
cost for lunch is usually under $100.

Managing the amount of discussion time spent on a
given topic is important. We try to limit the discussion to
three to five topics to use everyone's time effectively.

In terms of space, until CoCal builta new facility in 2002,
we had no room for these large LA seminars at our own
office. Instead, we ask the landscape architecture firms to
host the events in their larger conference or presentation
areas. We currently are getting LAs’ opinions on having the
seminars at the CoCal office and are curious to see how that
change will impact attendance.

These meetings allow CoCal to be in front of several
firms’ employees and principles, all of whom appreciate
our contribution to their employees’ education. The
seminars also create loyalty toward CoCal and make it
easier for the landscape architects to call us when they
need assistance. Loyalty translates into better dialogue
during the bidding process. — Blake Williams

The author is director of sales and marketing, CoCal Land-

-—o

scape, Denver, Colo., and can be reached at 303/399-7877.
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So forget about the reduced
power, increased weight and
high maintenance requirements
of other engine technologies.

We hear you. Loud and clear.
Echo’s new Power Boost
Tornado™ two-stroke engine
technology will satisfy emissions
standards through 2005, with Our emissions solution actually
superior power and reliability. - makes your life easier. Echo
And with our Variable Slope ’ Power Boost Tornado™ Available

Timing (VST), you get smooth, quick at professional lawn care equipment
acceleration and easy engine starts. dealers nationwide. More power to yal!

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

VECHO

Ask Any Pro!”

© 2004 Echo, Inc For Echo literature: 1-866-704-1406

USE READER SERVICE #97
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Looking For Benefits You
Can Take To The Bank?

Here’s How Hunter Modular Controllers Pay Off

Less Inventory You're ready for any job with Hunter Homeowner-Friendly Spend less time on callbacks.

modular controllers. Just carry a base unit, plus a supply Non-volatile memory retains the program in all power

of modules for all projects from 3 to 48 stations. outages. Self-diagnostics pinpoint zone problems.

No need for multiple models and sizes! Just replace individual modules, not the controller.

Lower Costs Why install a controller that’s too big Remote Control Compatible Run system checks,

for the job? Simply slide in the modules and expand winterize or flush lines without making trips to the

the controller to the exact number of stations needed. controller. ICR remote with two-mile range is a major
Speed-Up Installations time-saver and works with all

A Fhunites modulas Hunter modular controllers.

controllers work the same Add Up the Advantages

way — and with easy dial Learn more about Hunter control-

programming, crew lers at your local distributor —and ~ Hunter Pro-C now expands
S ) from 3 to 15 stations with new

training is a breeze. ensure a more successful season. Easy Lock™ module system.

Hunfer

The Irrigation Innovators

Call for a copy of the Controller
Comparison Kit: 800-733-2823.
www.HunterIndustries.com

USE READER SERVICE #98
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