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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.
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Collect them all.

Introducing DuPont Professional Products.  7a11 DN
i QUPOND

A new line of effective pest management and green industry solutions. =122~

The miracles of science”
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From the leader in the underground construction industry comes further evidence of its commitment to providing the most
innovative equipment available. The hot new Ditch Witch® XT850 excavator-tool carrier system is designed to support more
than 70 attachments, so it can do virtually anything and work virtually anywhere, thanks to its compact design and zero-radius
turning capability. The excavator features a dual-pivot system with an incredible 260° total swing angle, making offset digging
more productive than ever. The versatility of the XT850 also makes it extremely cost-effective, as does its size—the entire system,
which includes trailer and attachments, weighs in at under 10,000 Ibs GVWR. Everyone’s excited about the revolutionary
XT850—everyone but the competition, that is. We understand they're a little steamed. For more information about the XT850,
call 1-800-654-6481 or visit www.ditchwitch.com.

B DitchWiich

" UNDERGROUND AUTHORITY

WORLDWIDE

ditchwitch.com
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Find this month’s features, plus exclusive online stories, industry data-
bases and more at www.lawnandlandscape.com.

LAWN & LANDSCAPE
WEED & INSECT SUMMIT

The lawn & Llandscape Weed & Insect summit is only a few
weeks away! Make plans now to attend this educational event
o to be held in Chicago, Ill., August 18 to 20. Covering specific

Management Summit  topics like how to maximize grub control profits to more broad

subjects like lawn care marketing strategies, the summit will put
you in touch with leading green industry professionals and top researchers from universi-
ties around the country. Check out www.weedinsectsummit.com for more information or
visit the Lawn & Landscape Events link on the Lawn & Landscape Online homepage.

LAWN & LANDSCAPE E-NEWSLETTERS

Lawn & Landscape knows you're far too busy running your business to sit at the computer
all day and wait for updated industry news - so let Lawn & Landscape Online do the work
for you! Sign up for Lawn & Landscape’s weekly E-newsletters and automatically receive
news about what's going on in your industry right in your inbox. In addition to updated
information about regional and nationwide issues affecting the lawn and landscape
industry, you also can sign up for the Lawn & Landscape Product E-newsletter to find out
what new equipment is on the market to help you run your business. E-mail Ispiers@gie.net
to register for these weekly Web resources or visit www.lawnandlandscape.com and sign
up now.

. ¢ ne ywep
Check out this month’s Best of the Web feature on page 38. This Web-related article
eavesdrops on what Lawn & Landscape Online Message Board users had to say about

charging for travel time.

ONLINE EXTRAS

Browse Lawn & Landscape Online
for a collection of exclusive Web stories

) B8 ',.v oy 223
EXtraS relative to this month’s issue:

This month, visit Lawn & Landscape Online for information on charging for dethatching
services and properly maintaining dethatcher blades.

Brighten up your clients’ landscapes and your profits with tips on marketing and pricing
landscape lighting in the July Online Extras section.

Feeling the heat from fire ants? Visit the July Online Extras section for more tips on
handling these hot pests.

Summer's here, but fall is around the corner. Before fall clean-up starts. Visit our Online
Extras section for more information on purchasing blowers.

6 JuLY 2004 www.lawnandlandscape.com
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WEB TOOLS
[DAILY NEWS

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

A comprehensive list of confer-
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/
1ools

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

messageboard

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

An easy-to-navigate directory of
local, state, not?:n:l ond interna-
tional industry associations.
www.lownandlandscape.com/

associafions

A lation of indus!
T g S
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“Exmark owners will strongly recommend Exmark to YOU,

Interesting what you find out when you ask your customers.
Recent surveys* revealed that Exmark owners will
stake their reputation on our brand. Now that’s a

measure of success. We look well beyond just
gaining another MPH of transport speed or
building a deck with a little thicker steel.
At Exmark, we believe that ultimate product
performance is simply the baseline from which
to build success. To us, it's about being your
absolute best mowing equipment partner—
it's about the total experience you get from our
equipment, our programs, our dealers, our resources
and our own Customer Care Group.

We're proud to say that mowing equipment is
our only focus. And listening to our customers
to continually evolve and innovate
the Exmark Experience is what
drives us, day in and day out.

The next time you see a Pro in your city running
Exmark, we encourage you to stop and ask
about their Exmark Experience. It's time you
expect more from your mowing equipment company.

* Results based on 2004 Wiese Research Associates survey conducted with landscape professionals.

® www.exmark.com

NOBODY DOES IT BETTER

best-selling brand of mowing equipment for the landscape professional
USE READER SERVICE #13
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Reality i
Reality -

Roger Stanley is editor-in-chief /associate

publisher of Lawn & Landscape. He can be reached

at 800,/456-0707 or rstanley@gie.net.

One of the phrases I hate is the statement that “perception
is reality.” I cringe when I hear it. In our business it's often
stated as a truism that you can’t do much to change public

opinion. The green industry is sometimes accused of

pollution, wasting resources, damaging wildlife habitat
and creating a public health hazard.

Two things really bug me about the “perception is
reality” statement. First, itis not true logically. Logic says
that reality is reality. Need an extreme example: People at
one time accepted the fact that the earth was flat - that
was the perception. Enough said on that score.

Thesecond thing about the statement is that itamounts
to throwing in the towel. People often shrug a shoulder
when making the statement.

Now it is absolutely true that you can’t change some
or even many peoples’ minds. Communication studies
show that most of us filter whom we listen to and what
messages we accept based on our beliefs. It's an election
year and one poll I read said that 90 percent of the
population has already decided if they will vote Repub-
lican or Democrat. If that's true, then the candidates are
working hard on the undecided 10 percent.

[ think the same is true in our dealings with the public.
It's certainly true in my own experience. | worked for a
chemical company in the 1980s that was fighting what
was a losing battle in terms of keeping a popular pesti-
cide on the market. That's when I first started to hear the
“perception is reality” line.

It was during this time that I was responsible for
manning a toll-free line. I did this for more than a year
and I literally responded to hundreds of calls. One-third
of the callers were applicators and two-thirds were from
the public, often spurred by negative media reports.

We mailed printed materials to all callers but I also
talked to them about key points from the printed materi-

als. In the vast majority of cases I was able to effectively
get people to understand some of the facts behind the
issue and at least keep an open mind. The public does not
understand what is involved in getting a product labeled
and maintaining it. They do not understand studies used
to evaluate dermal or inhilation hazards. They do not
understand licensing or certification requirements.

By the end of this ordeal the people who had said
“perception is reality” turned out to be correct. But it was
not because of public perception. The product was re-
moved from the market when the applicators decided to
make perception reality. Without industry support, no
manufacturer can sustain defense of a product.

The process continues. There have been and are still
challenges relating to noise pollution, water quality,
pesticide use and industry reputation. I most recently
heard it stated in an industry roundtable. I asked what
the top three public obstacles were for LCOs and one
contractor replied, “They (the public) think we're all
hacks, they think we’re all the same and they think we
damage the environment.”

Some people who hold that perception of you will not
change their minds no matter what you say or do. That is
a fact. But others like our industry and the service it
provides. A third group sits between those two poles.
They have heard negative things about lawn care and
landscaping companies but are open to information from
the other perspective.

Everyone reading this should realize that you are
ambassadors for your profession and your industry.
Every day you and your employees have hundreds of
opportunities to change peoples’ perceptions. You can
do that by driving courteously, by doing the job as
promised, by showing up on time and by listening. You
can also do it by being able and willing to discuss the
benefits of your services and the facts about the products
you use. You can use reality to change perception.

=
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This Is
My Final
Offer

Successful landscape sales professionals know the value of
asking the right questions and consistently sell hundreds of
thousands of dollars worth of work as a result. The reason
for asking clients questions is very simple. You ask ques-
tions so you can deliver exactly what your clients want.

Knowing that, use some or all of my 15 best client
questions in your next sales calls to learn how to give your
clients exactly what they want.

1. Where did you hear about us? A prospect who says
he or she called because one of your best clients referred
them to you is a much better lead than someone who says
they are getting several quotes and got your name from the
phone book. Spend your time on good leads.

2. Have you had professional landscaping before?
Someone who has had professional landscaping in the past
tends to appreciate the value of what you have to offer more
than someone who has never hired a professional.

3. Are you a Democrat or Republican? Just kidding!
Never ask this question - religion and politics have no place
in the selling process.

4. Do you enjoy working in the yard? This will tell you
how interested your clients are in the work you are propos-
ing and will help you determine the amount of detail to give
your prospects. People who have some knowledge of land-
scaping like to know more details. Successful salespeople
communicate the details that are important to their clients.

5. How can I make your job easier? This is a great
question to ask a property or facility manager. You might
identify an overworked client’s problem, be able to address
possible solutions and come away with a sale.

6. How many bids are you getting? Only ask this
question if the prospect has commented on getting other
bids. These are often “low bid” jobs you don’t want or need.
Generally, competing on price is not a successful sales
strategy for most landscape contractors.

7. Whatare you looking for in a landscape contractor?
Your prospect will be impressed that you asked this ques-
tion; chances are they will tell you all the problems they had
with their previous contractor, giving you a chance to
address these issues in your proposal.

Marty Grunder is a speaker, consultant,

author and landscape contractor wth Grunder
Landscaping Co. He can be reached ot
937/847-9944 and via www.martygrunder.com.

8. How long did the prior contractor work with you?
Ilike to work with people who are loyal. In asking this question
you might find that this prospect changes landscape con-
tractors more than they change the channel on their televi-

sion. You should be looking for long-term relationships.

9. What are your favorite colors? If you had a contrac-
tor out to design a landscape for you, wouldn’t you want to
be asked this question? Also, offering a proposal that incor-
porates the corporate colors of the company you are calling
on shows your attention to details.

10. What do you do in your free time? If you find out the
homeowner likes to play golf, why not propose a putting
green or your maintenance services so your client can spend
more time golfing? If a property manager likes to fish, make
anote so you know what to get that person for the holidays.

11. How many people are in your family? If you know
how many people are in your client’s family, you can design
apatiowithenough room toaccommodate them. AtGrunder
Landscaping, we frequently draw the family on the patio
enjoying the new environment.

12. How can I impress you? Most prospects will actually
forget you asked this question when you come back with
exactly the details they said would impress them.

13. What is your budget? A tough question, but a fair
one — don’t be afraid to ask it. After all, how can you create
an accurate proposal if you don’t know the budget?

14. How long do you expect to live here? | will take a
more conservative sales approach if someone is not going to
be at their current location very long,. If they say they will be
there “forever,” I pull out all the stops. Good salespeople do
what's best for the client — not what's best for their wallet.

15. Tell me your biggest headache on this property?
The best thing you can do to get a sale is to deliver a solution
for your client’s problems. Whether their problems are big
or small, if you ask enough questions, you will find out all
you need to know and make a lot of sales in the process.

Thenexttime you goonasalescall, try some of my questions.
I think you'll find they will help you earn some more sales.
We'll talk more about asking questions next month and what
to do with that information once you obtain it.

10

JULY 2004

www.lawnandlandscape.com

LAwN & LANDSCAPE



http://www.martygrunder.com
http://www.lawnandlandscape.com

Double Trouble.

]

Granul

 §
4
i

il

Istar EZ

I 128 )

{15

alstar’ P_L

Two broad-specirum formulations. Either is trouble for all species of ants.’

Talstar® granular insecticides provide effective, long-lasting
residual control where you need it. Which means you can
apply Talstar to lawns, landscape ornamentals, and
perimeters, knocking out and keeping out even the
toughest turf, ornamental and common residential pests.

The Talstar line of granular insecticides has two unique
formulations for every situation, providing the most
convenient and broadest line of solutions for your turf pest
problems. And they’re guaranteed or your money back.**

Talstar PL granular insecticide is a sand<ore granule that
filtlers down through the grass, ground cover, and mulch to
where insects live. It's heavy and dustfree so it won't drift
off target. And it remains on the soil surface so it's effective
even after irrigation or rainfall. Plus, it's effective for
longasting control of hard4oill lawn and nuisance pests.

+NMC

£2004 FMC Corporation. FMC, the FMC |

of FMC Corporation. Always read and fo

logo, and Talstar are trademarks

w label directions

USE READER SERVICE #16

Talstar EZ granular insecticide has a larger particle size

so it's easier to calibrate and easier to see where you apply
it. Talstar EZ utilizes unique technology that allows particles
to disperse and disappear upon wetting, providing increased
coverage. Plus, it won't stain concrete or damage plants.

It's effective around perimeters, on lawns and landscape
areas for longlasting control of common residential, turf
and ornamental pests. (For use in California, FMC offers
Tolstar EZ CA and Talstar CA granular insecticides.)

For more information, contact our Customer Satisfaction Center
at 1-800-321-1FMC, or visit www.pestsolutions.fmc.com.

“Targeted by LCOs and PMPs. **See web site for guarantee details

Talstar.

INSECTICIDES /
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Maintenance
Profitability

Juck Mattingly is a green industry consultant with

Maintenance contractors must regularly review individual
projects to confirm that they are providing the proper
services and making the necessary profit. Developing a
system ensures that this information is checked often.

A usable “system” consists of computer software that
enables you to generate productivity information from
payroll dollars and man-hours. The primary information
you need as a landscape contractor is twofold: One, the
budgeted vs. actual man-hours per project, per visit; and
two, the gross profit dollars earned per project, per
month. If you have these two pieces of information
flowing to you on a regular weekly and monthly basis,
you know where you stand on each individual project.
Using that information allows you to make the necessary
decisions that ensure your company’s profitability.

Good quality systems can be obtained through stan-
dard, inexpensive software, such as QuickBooks and
Excel. Every program will have limitations and users
must take the time to develop templates for Excel, but I
have seen contractors producing $5 million with sub-
stantial profit by using this approach. Be sure to thor-
oughly research the different types of software available
to you — especially those that offer other modules for
scheduling, budgeting, etc. Obtain demo CDs if avail-
able, and test them during the mid- to late-summer. This
will allow you to make a decision and have the new
software up and running prior to the new year.

In the meantime, review your individual mainte-
nance projects and see where your company really stands
year-to-date. Here is a down-and-dirty way of putting up
a “red flag” on projects that may be costing you money.

First, determine the project’s total amount of square
footage for both turf and bed areas. This could be a chore
but the detail is necessary. Not only do you need it for this
exercise, but you also need it to develop an estimating
system to use next year. The estimating system will
require production rates and, thus, square-footage mea-
surements.

Next, take the contractual dollars you will earn this
year for a given project. Do not include the dollars you

Mattingly Consulting. He can be reached via email at

jkmattingly@comcast.net, through his Web site

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

received for any of the extras such as enhancement work,
annual color, mulching, etc. Divide the basic income
from that project by the size of the work to come up with
a cost-per-square-foot for the project.

As an example, assume you have a 12-month contract
of $350 per month, equaling a total annual income of
$4,200. By measuring the area you determine that you
have 2,050 square feet of bed area and 24,000 square feet
of turf area, equaling a total area of 26,050 square feet.
From here, divide $4,200 by 26,050 to find that you will
earn 16 cents per square foot on this project. Is this good
or bad? At this point, it is impossible to tell. However,
you can compare this square-foot cost to those of other
projects. This review will likely confirm the individual
projects that you suspected were less than profitable and
will reveal the highly profitable accounts that you do not
want to lose and to which you should pay close attention.

Because every company will have some projects with
a lot of turf area and very little bed areas and vice-versa,
I recommend grouping projects into separate work cat-
egories, such as residential, shopping centers, industrial,
etc. You may come up with a cost-per-square-foot range
for each category, which will help identify red flags the
next time you estimate a similar project. This could save
you the time and energy of submitting a bid that forces
you to lose money.

Remember, these calculations do not tell you if you
are actually making enough money to stay profitable.
The best quick guide to determine this is to regularly
compare the actual man-hours spent per week or month
and year-to-date with the actual man-hours for those
periods. A spreadsheet is all you need for this and if you
know this information you will be able to tell if you are
performing as you expected. Monthly financial state-
ments confirm all of that information by showing you the
other expenses in your business. As business owners,
you should be excited to receive financial statements.
Embrace these numbers and learn to use them as tools to
your company’s success. It will take time to fully under-
stand what you are looking at, but you must learn.
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mowers, tractors or Gators™ at one time —then on all his John Deere purchases for a full year.

“John Deere does more work for every dollar | put into it.
And with the discount they give me, my dollar buys more.

This is an $11 million company. John Deere helped us

get that way. We're a green fleet—period”

Start saving now. Schedule a Free Demo at www.MowPro.com.

JOHN DEERE

Nothing Runs Like A Deere”
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Personnel
Files: Friends
or Foes?

Jean L. Seawright is president of
Seawright & Associates in Winter Park, Fla. She
can be contacted at 407/645-2433 or

jseawright@seawright.com.

Editor's Note: This month, Jean Seawright discusses the
importance of keeping a personnel file and what should be
included in it. Next month, she will focus on keeping confiden-
tial files.

Personnel files are intended to establish a location for all of the
job-related, historical documents that a company acquires on indi-
vidual employees. By now, most employers are aware that labor
attorneys and government investigators rely heavily on person-
nel file documentation to build their cases against employers.

Because personnel files contain job-related documentation
that can be used to make employment decisions (promotions,
terminations, transfers and the like), one agency in particular
- the Equal Employment Opportunity Commission (the fed-
eral agency that regulates fair employment in the workplace,
also known as the “EEOC”) - has a vested interest in personnel
file documentation. In addition to the EEOC, there are a number
of other federal agencies with regulations that address record-
keeping. To properly position your company to defend a
discrimination claim or lawsuit, you must ensure that your
personnel files are maintained in a manner consistent with all
regulatory enforcement principles and provisions.

To reduce the liabilities associated with personnel files,
most businesses create two separate files: a “personnel file”
and a “confidential file.” The personnel files are used to make
employment-related decisions and contain documents and
information that are strictly job-related, such as the applica-
tion form, disciplinary notices, performance appraisals, dates
of pay increases, pay rates and others.

PERSONNEL FILE DOCUMENTS. Specifically, your per-
sonnel files should contain the following documents (assum-
ing these documents do not reveal information related to one
of the protected classes):

¢ Employment application

* Resume

* Pre-employment profile/test results

*» Conditional job offer letter

* Performance appraisals

¢ Historical summary of pay increases

* Employee acknowledgment of %0-day introductory period

* Attendance records
* W-4 (although this document contains martial status,

it is a generally accepted practice to maintain it in the
traditional personnel file)
* Employee coaching and disciplinary action notices
* Commendations
* Job descriptions
* Receipt for employee handbook
¢ Records of seminars and workshops attended
* Training records
* Return-to-work statements from health-care providers
¢ Payroll deduction authorizations or change notices
¢ Change in job status forms
* Termination/separation reports
* Resignation letters
* Other job-related documents

PERSONNEL FILE ACCESS. More than 12 states have
enacted laws or regulations that give private-sector em-
ployees the right to inspect their personnel records, al-
though that right is seldom absolute.

For example, employers in some states legally may
impose reasonable restrictions on employees” right of
access (e.g., time, place or frequency of the review or
review in the presence of a designated employer repre-
sentative). Some state regulations permit employees to
obtain copies of their files and some state regulations
apply only to employers with a minimum number of
employees or to employees with a minimum length of
service. Among the states with regulations, there are also
those that limit third-party disclosure and that allow for
reasonable fees to be charged to the employee for copy-
ing the file. The wording and provisions of state laws that
address access to personnel files vary.

Prior to developing a policy or practice related to
personnel file access, employers should consult a human
resource or other professional with knowledge and un-
derstanding of these employment-related regulations. In
addition, employers also should maintain a file of confi-
dential documents pertaining to their employees, which
we will discuss in depth next month.
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Brown Patch Program Can Boost
Your Bottom Line

Identify New Revenue Opportunities and Increase Your
Service Offering With Heritage® Fungicide

Looking for new ways to increase your service offering and positively impact
your bottom line? Incorporating a brown patch control program with Heritage
fungicide from Syngenta Professional Products can do just that. A Heritage
brown patch program offers you an opportunity to capitalize on an existing
problem that few of your customers recognize, while increasing your service
fees—boosting your bottom line.

With the active ingredient azoxystrobin, Heritage is a fungicide with a novel mode
of action that consistently provides exceptional disease control and improves
overall turf quality. Heritage controls a broad spectrum of diseases, including
brown patch, and also offers:

Curative activity against certain diseases, after infection occurs

» Long-lasting, broad-spectrum preventative disease management
Control of the six toughest turf diseases

Additional Syngenta resources available to you when implementing a Heritage
brown patch program include pest outlooks and the 30-year disease mapping
features on GreenCast™ (www.greencastonline.com). Utilize GreenCast to

help you sell the Heritage brown patch program by determining when brown patch

is most prevalent in your area and when to make Heritage applications.

For more information about how to increase your service offering—and bottom
line—with a brown patch control program that incorporates Heritage fungicide,
contact your local Syngenta representative.

)
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" Heritage

Paid Advertisement

How to Spot Brown Patch
The symptoms of brown patch can
vary depending on the grass cultivar,
soil, climatic and atmospheric
conditions, as
well as intensity
of the turfgrass
management.
Brown patch
typically causes
rings or patches
of blighted turfgrass that measure

5 inches to more than 10 feet in
diameter. It also causes leaf spots and
“smoke rings”—thin, brown borders
around the diseased patches that
appear most frequently in the early
morning. After the leaves die in the
blighted area, new leaves can emerge
from the surviving crowns. On wide-
bladed species, leaf lesions develop
with tan centers and dark brown to
black margins.

Brown patch favors high humidity

as well as temperatures of over

85 degrees Fahrenheit during the
day and over 60 degrees Fahrenheit
at night. Brown patch can be quite
active at cool temperatures on warm-
season grasses in the spring and fall.
It also occurs in areas that experience
more than 10 hours a day of foliar
wetness for several consecutive days.
Brown patch
infestation is
more severe
when the turf
iscuttoa
height less
than the optimum for the turfgrass
being grown.

P

FREE CD 4

Heritage product demonstrations,

disease management tips, labels, disease
identification guide...It's your own reference
library, all on one CD. Order yours today at
www.heritage-fungicide.com.

©2004 Syngenta. Syngenta Professional Products, Greensboro, NC 27419, GreenCast™ and Heritage® are trademarks of a Syngenta Group Company.
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LANDSCAPE TRENDS

Lawn & Landscape
30-Second Surveys

How long has your company been in busi-
ness? What's your most profitable mainte-
nance service? Do you charge a fee for land-
scape designs or consultations?

From company operations to employ-
ment practices to profitability, Lawn & Land-
scape wants to know how you do business
and Lawn & Landscape Online’s weekly poll
is just the place for business owners and
managers like you to share your views.

As readers, you're welcomed and en-
couraged to participate in these informal
online polls. Check Lawn & Landscape Online
on Mondays for new 30-second surveys
about business- and industry-related top-
ics. Use these weekly opportunities to iden-
tify the business challenges you're facing,
the opportunities you see in the industry and
the tasks you face on a daily basis. Moreover,
visit Lawn & Landscape Online regularly to

INSECT UPDATE

Aphid Invasion

This spring, if your clients” trees have leaves,
they probably have aphids too. Roses, colum-
bine, ash, aspen, honeysuckle, maple, spirea,
fruit trees, pines and spruce are all likely
candidates for aphid infestation.

Always less than % inch in size, opaque,
green, brown and gray aphids are found on
the under sides of leaves. In the case of coni-
fers, they are found along and at the base of the
needles.

Why are aphids so numerous this year?
Some of the possible causes are:

1. A mild winter allowed for overwinter-
ing eggs and adults to survive.

2. A warm and early spring fostered
early insect infestations.

3. April precipitation resulted in lush
and early plant foliage.

Aphids prefer plant material with succu-
lent growth and high sugar content. The early
growth, along with the April rains produced
this. A subsequent dry weather decreased the

check poll results and see how your responses
compare to those of your industry colleagues.

The Lawn & Landscape Online poll serves
as a pulse for the green industry, keeping
participants informed of how contractors
around the country tackle the same issues in
different ways. Likewise, information gath-
ered from these polls gives Lawn & Landscape
editors a sneak peek into what's important to
readers and occasionally serves as support-
ive information to in-depth Lawn & Land-
scape articles. Imagine your poll contribution
printed for more than 71,000 Lawn & Land-
scape readers to see.

To start contributing to online polls, visit
www.lawnandlandscape.com and scroll
down to the “Poll” section to answer this
week’s question. Simply select the response
that best applies to your business and click
“Vote.” After voting, scroll down again to

amount of water in the plants - concentrating
the sugars (photosynthate) in the foliage. The
result: a banquet for aphids. Normally just a
nuisance, an aphid infestation can lead to prob-
lems. If severe infestations are encountered,
loss of vigor to the plant will occur. Aphids also
can cause leaf discoloration, distortion, stunt-
ing and drop. This spring, many infestations
will require treatment.

Some telltale signs of infestation include
ants, bees, shiny foliage, sticky items or decks
underneath and around the affected plants.
Aphids secrete a sticky honeydew substance,
which attracts ants and bees. A sooty sub-
stance on the wood - aptly called sooty mold
~ notes chronic aphid infestation. This mold
grows on the honeydew.

Control options are many. Soft insecticides,
like soaps and oils, are often used. Horticultural
oils are effective in smothering the insects, but
read the label and check for plant sensitivity.

Topical insecticide sprays will work for

see the current results for that week's poll or
click “View Past Polls” to see what other infor-
mation has been gathered by Lawn & Landscape
Online. If you have poll question sugges-
tions, please e-mail or call them in to Lauren
Spiers at Ispiers@gie.net or 800/456-0707.

Most recently, readers have shared infor-
mation on their mower preferences and how
their companies handle maintenance and
repairs. Stay tuned to Lawn & Landscape
Online for more opportunities to contribute
to these informative surveys.

most infestations, except when the aphids
cause the leaves to curl. If you have to uncurl
the leaf to see the aphids, a topical insecticide
spray is often ineffective, as the spray can’t
get to the offending insects.

Systemic insecticides (those that translo-
cate in plant tissues) offer the most complete
and longest lasting control of aphids.

As the weather warms this summer, plants
should get some respite from aphid infesta-
tions. However, aphid populations generally
build beginning around Labor Day and con-
tinue into the fall. — Swingle Tree & Lawn Care
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BUSINESS COSTS

Gas Prices Generate Internal Combustion

DURHAM, N.C. - The first time it cost $80 to
fill up one of his landscaping company’s
trucks with gasoline, Clint Kels knew he was
in trouble.

While Kels and his employees use gas to
power their mowers and other lawn equip-
ment, it's the company’s trucks that con-
sume the most fuel, driving from job to job.

Kels watched skyrocketing gasoline
prices drive up his costs for nearly two
months, then he took action. Last week, he
sent letters to his 300 customers informing
them that the company would be raising
rates by $1 to $3 per job.

“When they’re forecasting [gas prices] to
possibly go up to $3 per gallon, how long were
we going to sit and absorb the cost ourselves?”
he asked. “There’s not an incredible profit
margin in the prices we charge already.”

Kels isn’t trying to make extra money, he
says. He's just making sure his profits don’t
decrease too much as his operating costs
rise. So far, he’s seen no signs that any of his
customers plan to cancel. “I think it's gone

over pretty good,” he says.

Like Kels Co., many businesses are strug-
gling to cope with the burden of escalating gas
priceson theirbudgets. While somebusinesses,
like car dealerships, are benefiting as consum-
ers downsize their vehicles, others, such as
landscape companies, are feeling the strain.

“For convenience stores, gasoline is a
loss leader for their snack and soft drink
sales,” says Michael Walden, an economist
at N.C. State University.

Gasoline retailing typically operates on a
thin margin, often tied to volume rather than
price, Walden says. According to the U.S. De-
partment of Energy, North Carolinians con-
sumed 11.4 million gallons of gas aday in 2001,
the 10th highest consumption in the nation.

U.S. consumption of oil has fallen by
half in proportion to gross domestic prod-
uct since the 1970s, mostly as a result of
higher efficiency, Walden says. Moreover,
contrary to often-heard pronouncements,
gasoline prices are not the highest ever, at
least when adjusted for inflation.

The American Landscape Contractors Association (ALCA) promoted Debra
Holder to chief executive officer. ALCA president Kurt Kluznik praised Holder for her
more than 24 years of dedicated service. Under her leadership, ALCA has grown to
represent approximately 2,800 members nationwide,

The Texas Nursery & Landscape Association installed three new officers to
round out its leadership for the 2004-2005 year. Newly elected were Michael Branch,
chairman; Michae! Bracken, chairman-elect; and Trey Wyatt, retail director.

The Ohio Lawn Care Association elected new officers and trustees onto its 2004
board of directors. Officers serving one-year terms will be: Dennis Imler, president; Jeff
Bisker, vice president; Dave Winter, treasurer/secretary; and Kim Kellogg, immediate
past president. New trustees serving three-year terms are Jeff Benton and Joyce Pelz.

The Institute of Certified Franchise Executives recognized US. Lawns
President Kenneth Hutcheson as a Certified Franchise Executive (CFE). Since
Hutcheson joined U.S. Lawns in 1995, he helped expand the company from 15
franchises to more than 125 franchises in 26 states. To earn the CFE designation,
candidates must complete a course of study that includes attendance at institute-
sponsored educational seminars and workshops.

But landscape contractors probably can
expect generally higher prices at the pump
for the foreseeable future. Gasoline could
ease to $1.60 to $1.70 a gallon by this fall,
Walden says, but higher-than-expected glo-
bal demand and downward revisions of oil
reserves spell a higher floor price.

The impact has been mixed for companies
and organizations that use diesel fuel, which
hasn’t risen in price as quickly as gasoline.

PEST TRENDS

Fall Army
Worm Alert

RALEIGH, N.C. - According to Rick
Brandenburg, turfgrass entomologist, North
Carolina State University, this year fall army-
worms have been found earlier than they ever
have in eastern North Carolina. As a result,
Brandenburg warns all lawn care operators to
keep an eye out for this insect since it may pose
a “real problem this year,” he says. “They do
not overwinter here in North Carolina, so this
means they are getting a big head start.”

All turf locations including golf courses,
home lawns, sod farms, newly-laid sod,
and anywhere else that includes turf is at
risk. “Remember that fall armyworms often
lay their eggs on shrubs, fence posts, signs
and other objects,” Brandenburg says. “And
their movement and/or damage often be-
gins at the edge of the turfgrass. A dry sum-
mer will make the problem more serious.”

To get ahead of the problem, lawn care
operators should inspect turf closely over the
next summer and fall. “Use a soapy water
drench to bring the worms to the surface,”
Brandenburg advises. “Larger worms feed
more early in the morning and late evening to
avoid being picked off by birds. Treating late
in the day is often beneficial.”

Overall, Brandenburg says “this is not
nearly the infestation we have seen in recent
years, but fall armyworms appearing this early
can still can be very damaging.”

For more fall army worm information,
visit www.turffiles.ncsu.edu.
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F-SERIES SUPER DUTY

The #1 Cargo Van, Chassis cab and Medium Truck for customer satisfaction with vehicle quality*

Up to 21,500 Ibs. of towing power (F-350 — F-550)

New available Power Stroke™ diesel and 5-speed automatic TorgShift ™ transmission
Highest ovailable torque and diesel horsepower in its closs™

Available in Regular. Cab, SuperCab or Crew Cab

E-SERIES

The #1 Cargo Van, Chassis cab and Medium Truck for customer satisfaction with vehicle quality”

E-Series is the full size von sales leader 25 years running

Only full-range van to offer the choice of gas or dlesel power

Widest range of hodystyles

Standard 4-wheel disk anti-lock broking system www.commiruck.ford.com

*Bosed on 2003 Commarcial Truck Quolity Study, *"On 6.0 Power Stroke™ diesal engines with outomatic ronsmission or 80030] 7430
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DROUGHT IMPACT

Landscape Industry Tries to
Keep Jobs from Drying Up

DENVER - Lush, eye-pleasing lawns are
shrinking in parts of the West. Ornamental
fountains have been restricted in Las Vegas
while gardening with outdoor pots is gain-
ing a new following.

As homes and businesses curb water use
amid a multiyear drought, the landscaping
industry has fallen on hard times, prompt-
ing some businesses to lay off workers or
close. Others are surviving by offering wa-
ter-conservation designs or expanding into
related services.

Many say they face difficult challenges
as Western communities try to find more
water to meet demand in the fast-growing
region.

“I'm very concerned for the future,” Las
Vegas landscaper Scott Walker says. “Ev-
erybody wants a spot of grass in their yard
for their kids to play onor for their dogs. It's
hard to tell your kids to go out and play on
a pile of rocks.”

Extreme drought conditions range from
Montana to Arizona and are expected to
persist, according to the Drought Monitor
at the National Drought Mitigation Center
at the University of Nebraska.

In Colorado, the drought hit hard about
two years ago, forcing many cities to restrict
water use and impose surcharges on these
who use excess amounts. Some also banned
new lawns. Many cities have imposed re-
strictions and surcharges again this year.

About 2,000 landscape-related jobs in
Colorado were lost between 2002 and 2003,
according to a Colorado State University
study of the state’s $1.67 billion industry,
which includes landscaping, nurseries, gar-
den centers and commercial florists.

Revenues dropped $60 million last year,
study author Dawn Thilmany says. Some
businesses closed while others consolidated.

When the effects of the drought became
evident, Todd Williams of American Civil
Constructors in suburban Denver decided
to boost his business in artificial turf and
change landscape designs to promote water
conservation by using drought-tolerant
plants and grouping plants by water use.

“We've seen a very positive response
from our customers. That’s been a silver
lining in the cloud of the drought,” he says.

Other landscapers added services such
as maintenance and snow removal. Many
emphasize designs that offer more efficient
irrigation systems, says Sharon Harris of
Green Industries of Colorado, a trade group.

“So many people have gotten lean and
are looking at doing things differently and
better,” she says.

AtTagawa Nursery in suburban Aurora,
customers are offered classes in drought
management, xeriscaping and reshaping gar-
dens, Sales of gardens in containers and
drought-tolerant plants like Russian sage
are soaring.

“Customers as well as ourindustry have
really tried to adjust,” manager Beth
Zwinak says. “I think it's probably hurt
parts of our industry more than others,
When there is lawn planting limits or sod
bans, that was devastating.”

It is difficult to track drought’s effect
on the industry, but landscapers across the
country have taken similar steps, says Bob
Dolibois, executive vice president of the
American Nursery and Landscape Asso-
ciation,

“For long-standing companies that are
well-capitalized, that have long-standing
customer relationships, this is less of an is-
sue,” he says. “There is no question that
startup and undercapitalized companies that
are dealing with a couple of down years are
being affected.”

Great rewards.

20  sury 2004

Enough said.

Know how to earn new laptops, equipment, or make a contribution to an industry
association of your choice? Just enroll in the Syngenta GreenPartners™ reward program
and you'll receve awards points on every Syngenta purchase. Plus, you'll even get
points for all previous 2004 purchases.

Make purchasing more rewarding. Register online today at
www.greenpartnersonline.com

2008 Syngents Syngenta Protessonad Produc, Grenshon, NC 2
GeerPartrens™ and the Syngerta ogo e trademads of @ §
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K-PAC offers the Lawn &
Garden industry a hook lift
system that provides a safe,
versatile and economical way
of delivering service to the job
site. Multiple vehicle costs
such as insurance, purchase
price, fuel, maintenance and
labor costs are eliminated with
the utilization of a single

12,000 pound capacity or
20,000 pound capacity hook

hoist. This system will handle K-PAC KP806 and KP810 offer
easily detachable dump the following advantages:
bodies, flat racks for service

vehicles, mowers, liquid * 8 point support is most stable
tanks, storage containers plus and safest system available

a host of other purposes. « CDL licenses not required

under normal applications

* Double mechanical latch is
stronger than competitive
models

* National dealer network to
provide installation and
service

* Dual pivot points maximize
dump angle

A\

12PAC

Contact K-PAC at (800) 957-2873 or our web site
www.k-pac.com to locate your nearest dealer. O —

MADE IN THE ULS.A
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A4 Dr. Tattar

Q: What additional services can |
offer my clients to increase my
profits using microinjection

IN THE FIELD

products?

A: Mauget microinjection technol-
ogy allows the applicator the
advantage of quickly treating

Think Safety
First: Follow
These 8 Basic

insects, diseases or nutritional
disorders on the clients property,
thereby increasing the number of
services for pay that are offered.
Since microinjection can be
performed at the same time other
landscape services are performed,
additional revenue from use of
microinjection will add to the profit
potential of each landscape job.

Equipment
Safety Tips

The busy landscape season is underway

and multiple reports of severe and even

anything that could be thrown by mow-

fatal on-the-job injuries have already made ing equipment

5.Keep children and pets
away from the area until
you're finished.

Never allow children to operate a

headlines. To keep more accidents from

ecur >, contracto 5 » 10b site
Q: What insecticides are approved occurring, contractors must make job site

for the control of Emerald Ash
Borer and the Asian Long-Horned
Beetle? train employees on equipment use and

safety a top priority this summer.
Though contractors should thoroughly

mower. And never carry children as

follow manufacturers’ recommendations
P.‘.\\\‘H}.',L'l'\ on a I'Idlll'.: mower

6.0perate equipment care-
fully and follow recom-
mended procedures.

Always turn off the engine and discon-

A: Imicide, from Mauget, has been
demonstrated to be effective
against the Asian Long-Horned
Beetle in large USDA multi-year
trials in New York, Chicago and in
China. It has also been demon-
strated to be effective when
microinjected against the Emerald
Ash Borer in recent trials con-
ducted in Michigan by Michigan
State University and the US Forest
Service. It is also being used
successfully in the USDA's opera-
tional Asian Long Horned Beetle
program for the past four years in
those states.

in terms of proper equipment operation,
job site safety often comes down to a few
basic steps. The following eight safety
tips, provided by the Outdoor Power

Equipment Institute (OPEI), can help con-
tractors keep themselves and their em- nect the spark plug wire before attempt-

ployees safe all year. ing to unclog or work on outdoor power

OPEI also offers a more Lik‘[.llll’d safety l‘(]lll[‘n]l‘HL W lwn ](‘.]\'ln:,: n]mpmvm
tips on specific types of equipment. Visit unattended, turn off the engine and re-

move key

7.Keep hands and feet away
from moving parts.

Never work on equipment while it is run-

www.opei.org for a PDF-format brochure
with safety information in both English

and Spanish.

1.Know how to operate
the equipment.

Read the operator’s manual before us-

ning. Never remove or tamperw ith safety

wvices and labels - they're provided
©: What is the difference between devices and labels - they're provided to

microinjection with a passive, low-
pressure system and a high
pressure system?

Pl‘t‘h‘(l you and lhl‘\(' around you

8. Always wear hearing pro-
tection.

When working with equipment that gen-

ing any power equipment. Know where
the controls are and what they do. Fol-

low safety instructions.

2.Dress properly for the job.

A: Low pressure systems, such as
Wear long pants, close-fitting clothes,

the Mauget Microinjection system,
utilize low pressure to allow the
liquid contents of capsules to
completely empty; the tree provides
the natural force to uptake the
chemicals into its’ vascular system.
Uptake speed depends on the
activity of the tree's sap stream at
the time of injection. High pressure
injection utilizes the force of
compressed gases to move the
liquids from bulk reservoirs into the
tree's vascular system,

erates increased sound levels, be sure to
sturdy shoes, and safety glasses. Don’t protect your ears. Wear hearing protec-
wear anything that could get caught in tion such as special earmuffs to prevent
moving parts (loose jewelry or cloth- potentially damaging sounds from

ing; be careful of long hair). reaching your ears without eliminating

3.Handle gas carefully.

Fill up before you start, while the en-

the sounds you’ll need to hear. Protect

vour ears from sounds that are too loud

and too close for too long,

gine is cold. Don‘t spill when you fill.

Store gas in an approved containerin a

lawnandlandscape.com | %

cool, ventilated area. Never smoke

around gasoline.

4.Clear the area before you
start.

Pick up rocks, twigs, cans, golf balls,

Visit La
every day
articles from the magazine and

Online Extras

Dr. Terry Tottar, Professor Emeritus, Dept. of

Microbiology. University of Massachusetts,

Ambherst, MA
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INSECTLCIDES

Protect valuable trees from Insects & Mites
without bothering anybody --- except the pest.

The MAUGETS MICRO-INJECTION SYSTEM ingredients are contained safely within the tree’s
vascular system. Safe for you....the Tree....the Environment ---- but Deadly too Insects and Mites.
With FULL SEASON PLUS CONTROL.

Pests never know what hit them. Customers are never bothered by spray or ground water
concerns and neighbors will never know there was a problem being solved.

For a Few Extra Minutes on the job, Landscape Professionals EQUIPMENT
can Increase Profits while better Serving their Client’s Needs.
. COST UNDER

B B _& =

The quiet, invisible systemic solution
for targeted, low impact, environmentally friendly IPM tree health care!!

IMICIDE, ABACIDE, INJECT-A-CIDE B & INJECT-A-CIDE
""THE SAFE MAUGET MICRO-INJECTION INSECT PRODUCTS "...

R
&uo REES Rx “ ’ (600-875-3779) Wvgmaugetzom IMICIDE Hp

877-TREE HLP (877-873-3457) For Liquid Loadable

Tree Injection Systems

(Toll free technical support Line)
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(continued from page22)

ACQUISITION NEWS

Briggs & Stratton
Buys Simplicity

MILWAUKEE -- Briggs & Stratton’s Power
Products of Wisconsin signed an agree-

ment to buy Simplicity Manufacturing of
Wisconsin for $227.5 million.

The cash price is subject to adjustments.

Briggs & Stratton produces air-cooled
gasoline engines for outdoor power
equipment. Simplicity Manufacturing is
a manufacturer of a broad range of out-
door power equipment used in commer-
cial lawn applications. The company had
net sales of $285 million for the 10 months
ended April 30 and anticipates net sales
of approximately $350 million for the 12
months ending June 30.

Briggs & Stratton says it expects the deal
will lead to diluted earnings by 35 to 45 cents
a share in fiscal 2005 based on preliminary
purchase price allocations.

Calendar

TO ENSURE that your meeting
date is published, send an announce-

ment at least 12 weeks in advance to

Y
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Trade Show, Washi

Lawn & Landscape Calendar, 4012

.

Bridge Ave., Cleveland, OH 44113.

AVUG. 5,6 Lawn & Landscape Growing Your Business Seminars - Managing Labor and
Improving Profits, Detroit, Mich., on Aug. 5, and Cleveland, Ohio, on Aug. 6. Contact: 800/456-
0707 or www lawnbizseminars.com

AUG. 11,13 Lawn & Landscape Growing n Managing Labor ar
Improving Profits, 1 lle, Tenn., on Aug. 11 exas, on Aug. 13. Contact.: ¢

456-0707 or www lawnbizseminars.com

AUG. 18 Ohio State University/Ohio Turfgrass Foundation Turfgrass Research Field Day
Columbus, Ohio, Contact: 888/683-3445 or www.OhioTurfgrass.org

AUG. 18-20]

wn & Landscape Weed & Insec

Contact: 800/456-0707 or www.weedandinsects

com

AUG. 27, SEPTY. 17 Lawn & Landscape Growing Your Business Seminars - Managing
Labor and Improving Profits, Milwaukee, Wis., on Aug. 27, and Kansas City, Mo., on Sept. 17
Contact: 800/456-0707 or www.lawnbizseminars.com

SEPY. 24-26 2004 Interational Lawn, Gar
Contact: 800/558-8786 or www.expo.mow.org

SEPY. 25-26 Real Green Technology Fair, Walled Lake, Mich. Contact: 800/422-7478 ot
www.realgreen.com

len & Power Equipment Expo. Louisville, Ky

:
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Call 800-635-8485 for
more information.

www.clip.com

USE READER SERVICE #23

24  Jury 2004

Z=y
powered by [ Y

Improve Your
Lawn Care Service Efficiency!

Compact Design « Operator Friendly
The Clean Look

Proven as the ultimate “Profit Maker” system...
A perfect blend of function and image.

-

Special Price

* Fiberglass 300 gal. liquid tank up front @ Fiberglass 50 gal
auxiliary tank behind » Mechanical or pressure agitation

* Diaphragm pump © Gas engine powers agitator & pump
* Mechanicals mounted on auxiliary tank to save space

Fiberglass side
boxes provide dry
starage for 25+
fertilizer bags,
and a hose reel. ‘

We build complete Systems of, we
£an supply the components and
you can build your own.
Contact us today fo
details. Or, see
at the MID AM show.
Lehman Mfg. Company, Inc.
800.348.5196
www.llc-equipment.com

additional
quipment

So
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Chuck’s crews tackle the toughest the South Florida landscape has to offer — all

day, every day. Sawqgrass, Bahia grass, even the occasional water moccasin. His
trimmer of choice? The STIHL FS 250. With its compact design, increased torque
and high power-to-weight ratio, Chuck’s crews can run longer and faster with
the FS 250 than with anything else, As Chuck says, “"When you're waist-deep in
swamp, cutting sawgrass and snakes, your trimmer better be the best there is”
1 800 GO STIHL * www.stihlusa.com
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The Chalet has built a thriving company
based on concepts used today
to secure the business’ tomorrows.

1‘
! .
" iN

~

by Nicole Wisniewski

P> '
THE CHALET
HEADQUARTERS: Wilmette, Il

LANDSCAPE DIVISION
FACILITY LOCATION:
North Chicago, ll.

FOUNDED: 1917

2003 REVENUE: $23 million
total, $13.1 million just in the
landscape division

2004 PROJECTED REVENUE:
$25 million total, $15 million just
in the landscape division

CLIENT MIX: 99 percent residen-
fial, 1 percent commercial

SERVICE MIX: 65-percent
design/build, 30-percent

maintenance, 5-percent lawn care.

NUMBER OF EMPLOYEES: 50
to 60 year-round and 200 during
peak season

EMPLOYEE RETENTION RATE:
95 percent

Nuts

dscape division management team. Photos: Todd Fedi®

—dl
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Future
First

Life’s lesson tells people they should prepare as if there were no
tomorrow - live life to its fullest today.

But, in business, each day’s work is only as good as how much the
end results secure a company’s future stability.

This philosophy is one Larry Thalmann has embraced through-
out the past decade of operations at The Chalet, Wilmette, II1.

Thalmann’s grandfather, L.]., started the landscape services busi-
ness in 1917. Much like other contractors in the industry, he was a
passionate gardener who ventured out to clients’ homes with a
pickup truck, a wheelbarrow and tools, offering his expertise to solve
their landscape problems.

During the past 10 years, Thalmann veered away from his father’s
and grandfather’s more conservative business theories, hiring a
number of consultants, joining industry-specific mentor groups and
ultimately streamlining the company’s operations.

The end result is a business full of special committee chairmen,
recruitment champions and people development specialists, where
survival systems execution is the name of the game.

TOMORROW, TOMORROW. The Chalet is made up of two
equally successful halves - a landscape division and a retail nursery
division, which feeds clients to the prior, helping to boost its growth.

Both of Chalet’s landscape and retail nursery divisions operated
out of the same facility until 1976 when the landscape business was
moved to a 40-acre farm in West Lake Forest, Ill. “We couldn’t add
new people because we were already operating on top of each other
at the old facility,” Thalmann says. “This new facility gave us more
room to add vehicles and trucks and grow this business segment.”

However, there was a downside. “We made due for a couple of
years until the suburbs started developing more and traffic got
heavier,” Thalmann explains. “We had three guys sitting in a truck
and the 45-minute to one-hour drives to and from job sites were
killing us on downtime.”

So, in 1989, the company bought 16 acres in North Chicago on
Route 41 - 18 miles closer to its main service area - the North Shore,
a 12-mile long and 6-mile wide stretch of high-end estates along Lake
Michigan. This facility houses all landscape division departments,

(continued on page 30)

LawN & LANDSCAPE

www.lawnandlandscape.com

___Cover Story

owntime - it's a scary word for many landscape
contractors, particularly when it adds up and negatively
affects bottom line profits.

Like other companies, The Chalet's downtime was becoming a
serious problem, until three years ago when it took control of the
situation by hiring a security guard to manage the crews between
3:30 and 7:30 p.m. - the bulk of time when most of the damage was
being done. “Employees would loiter here at the end of the day,"
explains Chalet's Landscape Division Manager Kevin Marko. “For
instance, if a crew came in at 5 p.m. and they were giving someone
from a different crew a ride home and that person's crew didn't come
back until 6 p.m., instead of clocking out and waiting that employee
remained on the clock talking to the other crews.”

Enter the security guard, whose main responsibility is checking
the crews as they come in. When crews return to the office, the
security guard has them sign in their name and time. From there,
crewmembers have 15 minutes to turn in their cell phones and tools,
unload their trucks and time out for the day.

Senior architects receive a daily sheet of crews' check-in times,
and they compare them to workers' individual time cards to ensure
they are respecting the 15-minute rule. If a gap wider than 15 minutes
is apparent, senior architects will discuss the extra time with the
crewmember and, if need be, adjust his or her time card accordingly.
The payroll processor only pays employees after the senior architects
approve their time cards.

Additionally, the security guard inspects returning trucks to look
for stray equipment or plants and empty alcohol containers. This
keeps theft to a minimum and enforces the company'’s strict policy
forbidding drinking on the job, Marko says.

With the evening hours taken care of, all Chalet had to do was
tweak the moming hours a bit for increased a.m. efficiency. To do
this, Chalet staggers crews' start times so they all aren’t trying to
drive out of the shop simultaneously. For instance, materials han-
dling crews start at 6 a.m., maintenance crews and two senior
architect crews start at 6:30 a.m. and the other three senior architect
crews start at 7 a.m.

To limit crew pit stops for coffee and donuts on the way to jobs,
Chalet has on-site vending machines and has a truck come by to sell
hot breakfast food in the momings. However, Chalet ensures the
breakfast truck is gone by 6:50 a.m. -~ 10 minutes before the bulk of
the crews have to leave to minimize late send-offs.

These decreased downtime ideas originated from Chalet's site
planning committee, which was formed in 1998 and constantly
researches ways to smooth the crew exit and entry systems.

Today, downtime is 7 percent less thanks to these programs,
Marko shares, adding: “We've saved more money ondowntime in the
last three years than it cost us to employ the security guard full time.”
— Nicole Wisniewski

GUARD On Duty
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Technician’s

EXCLUSIVELY FROM

= L

- Order tw&zy toll free &




TECHNICAL BOOKS & SOFTWARE
The Complete Irrigation Workbook by Larry Keesen

Destructive Turf Insects, 2nd ed. by Harry D. Niemezyk,
Ph.D. & Dr. David J. Shetlar, Ph.D.
Turf & Ornomental Insect Identification Series (D-ROM
Volume I: The Grubs
Managing Snow & Ice: A Practical Guide fo Operating
a Profitable Snow and lce Removal Business by John A. Allin
Snow Removal Business Forms on (D-ROM
C(OMBO SPECIAL - Managing Snow & Ice book plus
Snow Removal Business Forms on (D-ROM
Snow Estimating Software by John A. Allin on (D-ROM

Lown & Landscape Technician’s Handbook

SUB-TOTAL

Add appropriate shipping charges:

QUANTITY

Turfgrass Ecology & Management by T. Karl Danneberger

(Ohio residents only odd 8%) SALES TAX

PRICE

$9.95

$11.95

$49.95

§39.95

$25.00

$24.95
54295

$295.95
$14.95

ALL ITEMS

U.S. — 56.00 first item; $2.00 each additional item S&H
International - S11.00 first item; $4.00 each additional item TOTAL
www.lawnandlandscape.com | .
Company
Address ity State
FOUR EASY
WAYS TO ORDER Tip Phone E-mail

PHONE  Order toll free 800/456-0707

FAX Fax this form to 216/961-0364

ONLINE  Visit www.lownandlandscape.com/store METHOD OF PAYMENT
MAIL Lawn & Landscape Media Group, (3 Check Enclosed:

Make payable to Lawn & Landscape Media Group
(harge my:
2 Viso
2 Discover/Novus

4012 Bridge Ave, Clevelond, OH 44113

2 MasterCard
3 American Express

Name as printed on card:

1 understand my purchase will be shipped
upon receipt of payment. | also
understand that I can resurn my
producs(s) within 15 days for & 100%
refund if I am not totally satisfied.
CD-ROM products are non-returnable.

MONEY-BACK
UARA

Credit Cord number:

Expiration date:

Signature:
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(continued from page 27)

including design/build, maintenance, turf
management and plant purchasing. The site
also serves as a distribution yard for plants
and landscape materials for both the retail
nursery and landscape divisions.

Now that the company was equipped to
grow landscape sales, it had to focus on its
salespeople. Chalet had a landscape divi-

sion manager, Tony Graft, who was one of
the top sales people in the company. How-
ever, as Thalmann explains, after moving to
the new facility, it became apparent that as
experienced salespeople flourished, new
ones didn’t. “It was obvious that we were
spending too much time on sales and not
enough on employee development - there

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 Ibs 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

SELF-PROPELLED
TURF APPLICATOR
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Kevin Marko

was no cohesiveness among the group,”
Thalmann says.

To reinforce his assumptions, Thalmann
brought a consultant into the business who
advised him to conduct a full battery of
behavioral testing on 30 key staff members
and all perspective job applicants to check if
the right people were in the right positions.

The results were “earthshaking,”
Thalmann says. “For the first couple of years
we did this, I'd lay awake worrying how
employees were feeling about it - it was gut
wrenching. But when we were finally ready
to tell some people that they weren't in posi-
tions that matched their strengths and that
we'd like to see them try different positions
instead, many of them were relieved and are
now thriving in those positions.”

One such example was Graft. In 1997,
Thalmann made the decision to move Graft
into a prime selling position and make long-
time landscape architect/salesman Kevin
Marko the landscape division manager fo-
cusingstrictly onemployee management and
growth, eliminating the majority of his sales
and design responsibilities.

Almost instantly after the change, the
company saw the potential to grow new
people into strong salespeople like Graft
because there was someone — Marko - cham-
pioning employee development the major-
ity of his time. To set this up, Marko and
Thalmann formed design teams comprised
of senior architects who are responsible for
the group’s sales, design, estimating, instal-
lation, supervision and all follow-up com-
munication with their clients concerning fu-
ture maintenance on their properties.

Today, Chalet has five full teams focus-
ing on design/build customers and one team
handling the design/build needs of the
company’s existing maintenance clients.


http://www.gregsonclark.com
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Generally, teams are made up of four to
six members. On a larger team, the senior
architect (A) sells and supervises the design
work; the landscape designer/architect (B)

i an intermediary between the senior archi-
tect and the support staff and does the ma-
| jority of the designing, estimating and re-
maining supervision; and the entry-level de-
signer/draftsperson (C) measures, trouble-
shoots, obtains permits and draws the rough
design concepts for the job. Then there is a
construction supervisor who helps manage
all of the installation crews.

During a typical job, the rough drawings
are often passed on to the senior architect,
who ensures all the ideas are what the client
expects and then they go back to the Band C
team members for the final drawing and
coloring so it’s ready for presentation. From
there, the senior architect takes the work to
the client and sells the job. Once a job is sold,
he turns it in for production so the Material
Handling Division can tag and assemble the
plants and materials. “The teams run like
they are their own mini companies,” Marko
says, adding that all of the senior architects
report to him. “The sales volume for each
team determines how many support com-
ponents a team will need.”

Another thing Thalmann did in the early
to mid-1990s to reinforce these changes was
accept an invitation to join the Alexis Group,
an organization of 30 non-competing green
industry companies across the country. The
companies were broken up into three 10-
member peer groups of like-sized and simi-
larly diverse businesses. “We met four times
a year at one of our places of business for a
two-day meeting,” Thalmann explains. “It
was full disclosure - we treated these Alexis
Group members as if they were absentee
owners of our business. We shared full fi-
nancial figures, showed them around the
facility, explained the decisions we were
making and exposed our key managers to
the process as well.”

Hiring a consultant and being a part of
the Alexis Group wasn’t cheap, Thalmann
says. The consultants Chalet has used ranged
from $1,000 to $5,000 a day, and the first
consultant they worked with for three years.
And the Alexis Group had a membership fee
that covered some of the group’s full time
staff, including a marketing specialist fo-

I'CO

Heavy-duty Attachments
for Cormmercial Mowers

Blower Buggy Carrier
Call for dealer

800.966.8442

Increase Productivity
Save Time and Labor

Hooker Aerator

www.jrcoinc.com
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cused on providing new ideas to these 30

WASTING TIME

CHASING SNOW?

EARN

your WINGS.

YOUR V-PLOW FEEL THEN SUPERSIZE

LIKE A WEE PLOW?

TO A BLIZZARD.

OIMENSIONS COMPARE AN #-2° V-PLOW WITH A BLIZZARD MOOEL 810

For a dealer near you,
visit us online or call toll free

1-888-680-8600.
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companies. In addition to the fee, Chalethad
to pay travel time and expenses to and from
quarterly meetings.

When spending the extramoney on these
business-building concepts, Thalmann says

he had to keep his No. 1 goal top-of-mind to
reassure himself that they were doing the
right thing — investing in tomorrow’s suc-
cess of the business vs. today’s never-ending
to-do list. “If we want to develop and grow

people and systems as much as we do,”
Thalmann says, “then we can’t worry solely
about the sales of today and be farsighted
and not realize that the steps we take today

(continued on page 34)

M any landscape contractors across the United States are
feeling the negative impact rising gas prices are having on
their businesses’ bottom lines

For instance, Kevin Marko, landscape division manager, The
Chalet, Wilmette, Ill., says that the business’ fuel expenses are
already 30 percent higher compared to last year, and he expects that
number to reach 50 percent by the end of the summer.

To limit some of these extra expenses, the company started
charging their maintenance clients a $2 fuel surcharge per visit this
year. Though the surcharge has eased some of the rising fuel cost

burden, it doesn't cover the bulk of it. “For example, five visits at $2

1, Factor

each per month is $10," Marko explains. "Multiply that times 450
clients and you only get $4,500 a month, which barely covers half of
our monthly gas bill."

The company also has its own on-site pump, so Marko says the
company made the decision to purchase this summer’s fuel supply
in advance in March after realizing that the gas prices were going to
continue to rise. However, the fuel companies were only permitting
contractors to do this with diesel fuel - not regular or unleaded - so
it only helped control some of the costs

To alert clients to the surcharge, Chalet lists it in a separate line
item at the bottom of clients’ invoices. Most clients understand the
need for this extra minimal charge, Marko says, adding that only
three of them have shared complaints. — Nicole Wisniewski
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low weight
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demand more
performance

A Maruyamarextraordinary.

Equipment

At Maruyama we measure performance as the careful balance of

opposing factors. Power, weight. durability. noise. The best
balance. that's total performance. That's the Maruyama

BL69OOHP backpack blower.

From the precision engineered fan housing to the patented end
tube design the BL690OOHP is engineered to drive alot of air
with out alot of weight. And just try lo find a more durable
blower. Built with the finest malerials. toughest components and
protected by our two year commercial warranty. the BL69OOHP
will blow hard and it'll blow long. That's total performance.

And it's exactly the kind of total performance built into every
machine in our full line of high quality outdoor power and

chemical application tools.

Demand total performance. Demand Maruyama.
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WANTED

DEAD - NOT ALIVE

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

nutrients.

It's time for the death sentence —
Trimec* Plus Post-Emergent

Grass and

Available in quarts,
gallons and 2 1/2 gallons
- and for really BIG jobs,

Broadleaf

Herbicide.
30 gallon drums.

For control

of grassy weeds and yellow

nutsedge, there's nothing else

like it. It even packs a wallop

Trimec is a registered trademark of PBY/Gordon Corporation.

© 2003, PEI/Gordon Corporation.

and wipes out their broadleaf
buddies like clover, oxalis and
spurge. And the dandelions start
curling as soon as the spray tank

rolls into town!
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Trimec
Plus
protect your
bluegrass,
fescues,
zoysiagrass,
ryegrass and
Bermudagrass
turf from the
bad guys.

ALWAYS READ AND
FOLLOW LABEL DIRECTIONS.

e | Pl /sordon
| == | conporsitbon

An Employee-Owned Company

1-800-821-7925

trimecplus.pbigordon.com

5-2004/11865
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(continued from page 32)

could greatly benefit us in two or three years.
The mindset we have to overcome is that we
don’t have all of the answers. The minute we
realized there wasa greatwealth of resources
out there we could be taking advantage of
was the first hurdle.”

RECRUITING RITUAL. In the past, The
Chalet had trouble hiring employees. When
they had needs, they’d put advertisements
in the local newspapers and wait. Since this
concept was reactive, Thalmann decided that
the ideal would be to have a well-suited
candidate recommended to him through re-
ferrals when a position opened up vs. hiring
through advertising, wondering if the right
person would walk through the door.

So the company created a recruiting com-
mittee and went to work. The concept is to
recruit all year long whether the business
was adding employees or not to put the
focus on networking and relationship build-

(continued on page 36)

ilmette, Ill.-based Chalet employs Fleet Manager Bill Cook who oversees two
Wsmall engine mechanics, two regular mechanics and two yard men, who paint
and detail equipment, Cook himself is a truck mechanic but spends the majority of his
time managing paperwork. This is what keeps Chalet’s equipment in check throughout
the year.

But when operating equipment, reminding employees to use safety gear is always a
challenge, which is why Chalet expanded upon an existing safety program in 1999 to help
keep employees' priorities in check. Chalet Lawn Care Division Manager Bill Leuenberger
is one of the commitiee members who goes on random site checks to ensure employees
are wearing their proper safety gear while operating equipment. Employees leam the
safety equipment rules from regular safety meetings conducted by this committee
Monthly meetings usually take place 30 minutes before the start of a work day, and
employees get paid for this time. Employees caught not wearing the proper gear are
warned and reminded of their safety and the points stressed at meetings

And to further enforce various protective gear when operating various pieces of
equipment, when crews check out machines from the fleet manager, each piece comes
with a set of safety gear specific for that machine to encourage employees to follow safety
rules, Leuenberger says

“Another key to safety is that our insurance rates improve as we improve our safety,”
Leuenberger says, estimating that the company’s insurance rates are 50 percent less than
the current market's prevailing rates because it implemented this program and improved
its safety record.

Other topics the safety committee focuses on are stretching and protecting the back
while lifting. — Nicole Wisniewski

FLEET Footed

HOW TO BUILD THE
LONGEST LASTING TRAILER

IN THE GREEN INDUSTRY

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

ing. “Our goal is to become so desirable that kids coming out of
college want to come work for us - we want to attract the Michael
Jordans of the green industry,” Thalmann says.

Marko, the head of the recruiting committee, started calling up his
old University of Illinois professors and building a relationship with
the college’s alumni association. “Once we got into the mindset of
getting our name and philosophies out to schools and learning about
their programs, it totally changed our entire focus on labor,” Marko
says, adding that he now receives more resumes than he ever has via
advertisements throughout the year from applicants looking for
landscape-related work.

The discussion with local schools inspired Chalet to start a struc-
tured internship program in 1998. The company brings in two interns
each summer and pays them $8 an hour and provides them with on-
site housing or $9 an hour for local students. Applicants must be
college sophomores, juniors or seniors and in a four-year accredited
horticulture or landscape architecture program.

Internships last 12 weeks - typically mid-May to mid-August,
Marko explains. Each intern is assigned a mentor to guide them
through the whole program. The first six weeks are spent working 60
hours, and each week is dedicated to a different area of the business
—lawn care, maintenance, construction, retail, material handling, etc.
“They have specific requirements of what they learn each week and
specific people are assigned as trainers to make sure they are on
track,” Marko shares.

The next six weeks can be spent earning overtime by continuing
this schedule or cutting back a bit to five instead of six days a week,
focusing on all aspects of design/build.

This year, the company had 112 students apply for the program,
Marko enthuses. The expe-
rience has lfep-t lh§ Chalet lawnandlandscape.com | %y
name top-of-mind formany
college professors. “We get Visit the July issue online for Chalet's
landscape revenue figures and for a look
at how it runs its lawn care division

calls from professors tell-

ing us they are impressed

(continued on page 106)
Py
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SKID STEER / COMPACT
LOADER ATTACHMENTS

“Providing Affordable Quality Work Solutions” "

Down

No Payments
for 90 days

up to 60 months o

OTHER PRODUCTS...

* Snow / Light Material Buckets

» Land Leveler " 'or vo"r 'alog!
« Low Profile Buckets 03 - " ca

* Rod Bucket 0 E

« Tooth Bars

* Quick-A-tach Plates

« Bale Spear

» Material Sifting Buckets
« Pallet Forks

* Auger

COMING SOON...
* Tree Shears

* Wood Splitters

* Dozer Blade

* 4 in 1 Bucket
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Travel expenses can pile up, especially on long commutes to and

from job sites. Lawn & Landscape Online Message Board users

discuss whether travel costs should be included in customer billing.

by Jonathan Katz

> BEST OF THE WEB

The Lawn & Landscape Message Board is a
hotbed of green industry chatter and
professional dialogue. Playing host to a
diverse collection of opinions and ideas, the
online forum often bounces between
detalled 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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One recent thread on the Lawn & Landscape Online Message Board questioned whether
contractors should include travel expenses in their fees when billing customers. Issues
addressed included how to bill customers, when to bill them and how much. And while the
discussion hit on a few specifics, forum participants have more to share.

“For the most part, my jobs have fallen generally within a 10- to 15-mile radius of where
I'm located,” writes John Palasek, owner of JonKar Design Group, Yaphank, N.Y. “Conse-
quently, since I'm more toward the eastern end of Long Island, my travel time is usually
measured in minutes, so I never really thought much about it other than to add a bit to an
estimate to cover fuel.”

But Palasek may be thinking twice about the company’s traditional practice of eating
travel costs ever since his company expanded into two new markets farther west where there
is more traffic congestion. “I looked at a job today, for instance, which was 35 miles one way
through very congested roads during rush hour,” Palasek says. “I can see this trip taking an
hour to an hour and a half. So my question is: Do I bill my regular hourly rate for travel, or
do 1 bill a percentage of it?”

Palasek adds that his regular hourly rate is $42 per man for a three-man crew, which he
figures would cost him about $189 travel time each way.

TO BILL OR NOT TO BILL? Bill hourly for each way traveled per worker, suggests
Andrew Aksar, owner, Outdoor Finishes, Walkersville, Md. Outdoor Finishes charges for a
minimum of 25 minutes travel time each way, Aksar says.

“If you really want the job, bill travel time at cost,” he writes. “In other words, bill
enough to cover employee time, payroll taxes and insurance, and forget about the profit.
As far as fuel, I calculate how many gallons we will use annually, and that goes into the
indirect overhead recovery.” '

A company that pays $30 per employee for a three-man crew could lose about $22.50 per
day, $112.50 per week, $600 per month or $6,000 per year if it doesn’t charge for travel time,
according to Robert Shauger, owner, Advanced Applications, Deerfield, N.Y. Shauger also
estimates that if companies have employees working at least one hour a day of non-billable

(confinued on page 40)
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WE'RE DOING SOMETHING ABOUT IT
"
m ou want a compact excavator with big time availability, you'll choose a Deere. It's not

- Just their zero-tail-swing configuration that minimizes maintenance. Oil-impregnated
bushings help increase digging component durability and only need greasing every
500 hours. Engine and hydraulic service intervals have also been extended to 500 and
2.000 hours, so you'll spend less time maintaining a John Deere ZTS excavator — and
more time making money with it.

Zero-tail-swing design lets these compacts rotate fully
without banging their tails. So you won't be spending
money on accidental damage.

A tungsten-carbide coating on the arm
and boom-mounted auxiliary hydraulic
lines resist wear and tear.

Service doors open wide. providing quick
and easy access to daily maintenance points,
cooling system, and fuel filters
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time, they could lose approximately $90 per
day, which he calculates out to $450 per
week, $1,800 per month or $18,000 per year.

But Palesek still doesn’tseem completely
convinced that charging for travel is the
best policy. He points out that the custom-
ers shouldn’t have to bear responsibility
for heavy traffic delays. “I don’t really see

where it’s the customer’s fault if there was
an accident, and I had to wait an hour for
the road to clear,” Palasek says. “Espe-
cially since I'm looking at a work area
where that very well may happen. If I
choose to seek out this market, then it’s my
problem getting there.”

Aksar responds by saying the only thing

“IF YOU REALLY WANT THE JOB, BILL TRAVEL TIME
AT COST. IN OTHER WORDS, BILL ENOUGH TO COVER

EMPLOYEE TIME, PAYROLL TAXES AND INSURANCE,

AND FORGET ABOUT THE PROFIT. AS FAR AS FUEL,

| CALCULATE HOW MANY GALLONS WE WILL USE

ANNUALLY, AND THAT GOES INTO THE INDIRECT
OVERHEAD RECOVERY.” — ANprew Axsar

a contractor has to lose by not charging for

drive time is money. He also suggests that

(2
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%
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contractors don't tell customers that travel
time has been included in their price. Cus-
tomers will be willing to pay a higher price
for quality service, according to Aksar.

“If someone wants a competent, experi-

enced contractor who dumps his or her entire
heartinto the job, there is a price to pay for this
service,” he says. “They can take it or leave it.

You don't get this service from everyone.
Aksar adds that he tells clients Outdoor
Finishes typically charges 10 to 20 percent
more than other contractors in the area.
“The clock is ticking while you're sitting
in traffic,” Aksar says. “If you weren‘t doing
that job Helen Homeowner just had to have,
you could be working with productionahead
of schedule. You have to look out for your-

self and your wallet.”

The only time Aksar says he doesn’t in-
clude travel expenses in customer” bills is
when they live within 7 miles of his shop.

ot J oy “‘
f
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Builtrite SSG Grapple from Northshore Mfg.

For decades, landscape professionals have longed for a grapple for their
skid-steer loaders and mini-excavators that could make a real difference
in their operation. The wait is over. The new patent-pending SSG line of
grapples from Northshore Manufacturing dramatically enhances skid-steer
performance. Tasks that were once cumbersome using a bucket or fork — rock
wall construction; material movement; easy, accurate picking and placement of
oversized boulders — are suddenly do-able. Even below grade placement is a
snap. Grab a hold of productivity like never before.

Call Northshore Manufacturing today.

P.0. Box 273 Phone: (218) 834-5555 | www.builtritehandlers.com -gnuR.I-- The author is associate editor of Lawn & Land-
Two Harbors, MN SS616 | Fax: (218) 834-5556 | into@builtitehandiers.com gm&s scape magazine and can be reached at

EMPLOYEE COMPENSATION. Deciding
whether to pay employees for the drive time
is also an option to consider. One contractor

says he pays employees just to travel one way.
Others say laborers deserve better. Long Is-
land, N.Y.-based Landscape Design pays its
employees each day a flat rate of $125 to start

and $150 after a month on the job, according
to company Owner Sal Mortilla. Thatincludes
travel time for both ways. “If you want good
help, you have to pay for it,” Mortilla says.

Aksar agrees. “It's not the employee’s fault
that a company decided to take a job 20 to 120
minutes away.”

jkatz@gie.net.
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- : yeferred rubber track loaders, visit
® Rubber Track and Rubber Wheels work together : i 3 y iy
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by Lauren Spiers

No matter the industry or the type of job,
mostmembers of the workforce will find them-
selves in a rut from time to time. Job respon-
sibilities stagnate, work gets redundant and
rewards may seem few and far between

But in service industries like landscap-
ing and lawn care, employers can’t afford to
let their employees become bored at work
only to leave the company for one that suits
them better. Instead, implementing some
strategic incentive plans and even closing
up shop every once in-a while for a day off
canbe refreshing enough to pump up pro-

oy duction throughotit the company.

Knbwing this, many contractors have de-
veloped creative methods to consis-
tently motivate and retain em-
: ployees. Latvn & Landscape

\ y, .spoke with three indus-
\§ . try professionals with
o | Umieapproaches

"5, lothetopic

and found out how these employers made

their programs work

CASE STUDY No. 1 - Lifestyle Land-
scaping: Work Meets Play. All work
and no play might produce more billable
hours for a landscape company, but playing
in the dirt all day may not be an employee’s
idea of a good time.

At North
Ridgeville, Ohio, President Dave Hoffman

Lifestyle Landscaping,
would much rather give -his employees a
well-deserved day off than risk an exhausted
and irritable workforce. “It's easy during the
busy time of year to decide not to take a day
off for your crews to go golfing, especially

when you're behind schedule,” he admits.
“But at the eénd of the year, you look back at.;
events like golfing days and company pie-
nics and you forget all about the Johnson job
that was delayed one day because you went
out and had fun.”

(contimued on page 44)

Creating incentive plans that employees can relate to is essential

to boosting retention and motivation within a company.
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' Massey Feréusoh GC2300

With a powerful 22.5 hp liquid-cooled diesel engine and 18.7 PTO hp, the Massey Ferguson GC2300 tractor is
tough enough to tackle your lawn and landscape needs, yet agile enough to navigate a tight spot with ease. The
GC2300 gives you big-tractor features — like a two-speed hydrostatic transmission, hydrostatic power steering,
category | three-point hitch, 540 rpm independent rear PTO and 2000 rpm mid-PTO — for all the power, precision
and flexibility you need, so you can clear, seed, aerate, mow and more. Stop by today, and let us help you dominate
the landscape business.

* Fast loader mounting and removal with Quick-Attach System
* Spring-cushioned seat features a high back, for all-day comfort
* Levers located right at your fingertips on angled control panel
* Flat deck ensures ample legroom

hed

© 2004 AGCO Corporation * 4205 River Green Parkway, Duluth, GA 30096 * (800) 767 3221 * www.masseyfergusoncom * MFI69E04VO| MASSEY FERGUSON"
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At Lifestyle, Hoffman notes that employee retention has never
been a concern. He credits motivators like company picnics and an
occasional fun day off to building the family atmosphere that em-
ployees appreciate. “We try to keep our operation as close-knit as
possible so people enjoy coming to work,” Hoffman says.

Mandatory monthly meetings for allemployees are the company’s
first step to keeping everyone updated on company events. But the
meetings also provide opportunities to reward employees for their
hard work the previous month. “At the company meetings, we name
an employee of the month,” Hoffman says. “For thataward, all of the
peers vote for an employee who's been caught doing something
above and beyond their responsibilities.”

Also, at the end of each project, clients receive survey sheets on
which they can grade crews on their level of service and then submit
them to the company. Employees who accumulate points through
these surveys are eligible for the company’s “MVP” award, which is
also given out at the monthly meetings, Hoffman says. “Our MVPs
geta $50 gift certificate or cash and an MVP hat, and the employee of
the month gets a paid day off and a write-up in the monthly employee
newsletter that we mail to each employee,” Hoffman says. “But
beyond the recognition, the employee of the month and MVP awards
are voted on by clients and peers, which gives them a lot of impor-

(continued on page 46)

[ ike most green industry cor es, Lifestyle Land
scaping bulks up its crews in the summertime by

hiring H-2B waorkers, local folks and college students

looking for summer jobs. The company reportedly has little

trouble finding the two dozen people it regularly a

workforce during the peak season, and employees have an

added incentive to refer quality, potential new hires to the
company

“We give out referral bor to our people here if they

i'!lﬂ!l in someone new, and that's worked out really well

§

comments Dave Hoffman, president of the North Ridgeville,

Ohio-based firm. "We give the referring employee $100 if

the new person stays on for 90 days and when the new

v

person reaches 1,500 hours of work, the referring employee
gets another $200 and a point toward teammember of the
year, which is announced at our success banguet in
January.”

Hoffman says existing employees will refer about five
prospective new hires each year and the company will hire

based on level of experience and how many a¢

mbers they need. — Lauren Spiers

REFERRAL Riches
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on LESCO Zero-Turn Radius
Mowers and Hydro or Gear
Drive Walk-Behinds.

[ ESCO

www.lesco.com

% Save $450 on Z-Two with 54 deck
and 23-hp Kawasaki® engine.
Ask about savings on other models.

nmu—mw 20d applicable taxes. LESCO and Z-Twe are d
LESCO Technologes, LLE. Kiwasabi i o registared tademant of Kanasakl. Offer wxpees 12-31.04 ouu
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CALL AMERICAS #1 GMC
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TOOLS FOR

YOUR TRADE

The Attachment Authority
for Compact Tractors

* Industrial Grapple
Buckets

* 4-in-1 Buckets

* Quick Attaches

* Full Line of Buckets

* Tooth Bars

PRESEEDER

LANDSCAPING TILLER

THE FINEST
IN SEEDBED
PREPARATION
*» Carbide Teeth
* Durability &
Dependability
* 3-Year Warranty

NEw!

The better landscaping rake
* (arbide Teeth
» 2-Year Warranty
* Low-Cost Seedbed Prep

On-Grade...
Automatically
* Tractor & Skid steer
models
* Accurate to %"

New Holland, PA
1-800-342-0905

www.preseeder.com
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(continued from page 44)

tance and makes them really fun for
our employees.”

To choose the winners of these
awards, Lifestyle employees may
nominate their coworkers by submit-
ting nomination forms during the
month, which are collected by the
company’s internal rewards commit-
tee (IRC). At the monthly employee
meeting, each employee-of-the-month
nomination is read and the company
takes a group vote to determine the

most deserving candidate.
A little away from work also is a

Dave Hoffman

motivating factor for Lifestyle employees. Annual events like the
company picnic involve employees’ families, and the annual “Paper
Chase” builds friendship and teamwork among the staff.

“We've been doing the Paper Chase for about eight years,”
Hoffman says of the scavenger hunt-style game. “The team that won
the previous year gets to put it on, so they go out and put together a
packet of clues that all the other teams have to go around North
Ridgeville and try to solve.” When one of the four-member teams
solves the final clue and reaches the last location for the game, the
team often has to perform a goofy stunt — all of which is videotaped
and later shared at the company picnic.

On the more professional side of Lifestyle Landscaping’s em-
ployee recognition is the annual success banquet held at the begin-
ning of the year. “It's a black tie affair and we invite all of our
employees and their significant others to an awards dinner with a
speaker and PowerPoint presentations of jobs that the company did
during the year,” Hoffman explains. “Our guys and girls really get a
kick out of having their spouses participate in that and seeing the
quality of work that they do when they’re here. We also award the
teammember of the year at the success banquet and that person gets
an additional week's vacation in addition to other benefits.”

Similar to employee of the month, the teammember of the year is
selected by a popular vote at the company’s annual holiday card-
signing party. If there happens to be a tie, points accumulated
through nominations or other good works serve as tie-breakers. The
IRC coordinates all of Lifestyle’s activities, including the success
banquet, and tallies votes for employee of the month, MVP and
teammember of the year awards. Hoffman says an annual employee
welfare budget of $8,000 to $10,000 pays for these events.

On top of having a little fun on the job, Hoffman notes that above-
average compensation, compared to some industry surveys, also
helps the company retain and satisfy employees. “We pay above
average and when it comes down to it, that speaks volumes,” he says.
“We try to keep people year-round, which attracts people who are
going to college to be in our industry, and those people generally
stick around longer. If I can offer them year-round employment and
pay them above-average wages and [ can put them in good situations
with clients in terms of above-average design work and customer
service, that's what they’re looking for. Our secret to retention comes

from the quality of pay and work that we do.”
(continued on page 48)
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Enr Blueqras is zf/wf,z vorite choice
y‘ mix masters.

Mastering the art of growing beautiful
Kentucky Bluegrass turf means starting with
the best seed mix. And LebanonTurf seed
varieties are as good as you can get. Sonoma, an
aggressive, low growing variety, offers excellent
disease and insect resistance. Bordeaux is
known for it's dark green genetic color and
fine texture. When other varieties begin
to fade in the summer heat and drought

conditions, /count on deep rooted

That's because we offer four different varieties to ensure superior results.

Cabernet to maintain quality turf. And for
a fast establishing, aggressive variety, with
excellent winter and spring color, Champagne
Is the one to choose. These top notch
Bluegrass varieties are also available in
ProScape” preformulated blends and mixes
too. Visit wwwlebanonTurfcom for a free
copy of our Agronomy Manual and Bluegrass
Product Information Sheet. Click on
promotions and use coupon code LL5064
Call your LebanonTuif distributor or
1-800-233-0628 to find out more about the
Bluegrass varieties that are the consistent

choice of grass seed mix masters

Lebanenlur

Nothing Succeeds Like Our Seeds

1-800-233-0628  wwwlebanonTurfcom
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Employee Motivation

(continued from page 46)

Hoffman says field employees are not
salaried workers, but that account managers
generally earn between $13 and $18 per hour
depending on experience and tenure, and
crewmembers start at $8 to $9 - always
above minimum wage. The company also
shares profit with its employees at the end of
the year and practices open-book manage-
ment to keep employees apprised of the
company’s progress on that front.

“We get together biweekly and look at
just about all of the company’s numbers,”
Hoffman explains. “Different people have
certain accounts to keep track of, such as
fuel, how much a mechanic is spending or a
small-tool budget, and after looking at all of
that, we see where we're at for profit.” At the
end ofthe year,a percentage of the company’s
profitbeyond the first $150,000is divvied up
among employees. Factors such as amount
of experience help determine how much
money each individual will get. The cash

payout is provided to employees just before
the holiday season and any profit that has
yet to be calculated goes into employees’
401k plans after the first of the year.

CASE STUDY No. 2 - Western Lawns:
Pay for Production. Many greenindus-
try professionals got their starts by mowing
lawns for neighbors when they were teen-
agers. But how many of those up-and-com-
ing entrepreneurs would have spent day
after day pushing a mower in the heat of the
summer if they hadn’t been getting paid for
it? Moreover, how many of them would have
tried to pick up additional clients if they were
paid by the hour rather than by the lawn?
In 2001, Lorne Hall started to see em-
ployees at his company, Western Lawns,
revert to unproductive tactics like stretch-
ing out hours worked on a job in order to
make a little overtime without doing any
extra work. But, tempting as it may be to

take thingsa
little slower
when the
sun’s beat-
ing down,
the presi-
dent of the
Oklahoma
City-based
company

Lorne Hall

knew that profits would slip if hourly em-
ployees didn’t get back on the ball.

“As it was, working more hours was the
only incentive option they had to impact
next Friday’s paycheck,” Hall says. “We had
been using some bonus and reward systems
that were paid out monthly and based upon
the total company’s performance, but we
came to a point where we realized that the
guys who were getting paid weekly and
were behind pieces of equipment weren't
connected to or hadn’t bought into the

(continued on page 50)

“Are you having a difficult time finding
minimum or low wage legal workers?
Let us help you get the low wage labor
force that you need, just as we have for
hundreds of other companies for years."

and low
e
answer to your labor needs!
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TURBO

ITURF

HYDRO SEEDING SYSTEMS

ROWINGBEAU T AN VT AN R
BEEN EABLER,

EARLY SIGN UP OFFER -

1-99 HZ2B Visas

52,900.

THAT'S $2,500.00 IN FEES FOR ALL OF YOUR VISAS, NOT $2,500.00 PER VISAN!
(Flat rate per application, billed in 5 instaliments of $500. each)
* Does not include bus fare, INS fees, required newspaper ads,
Joreign processing and consulate fees, nor foreign recruiting fees.
Give us the opportunily lo beal any competitor's published price.
Number of potential clients is limited!
Call toll free for more information

1-800-164-3510

The Law Office Of Robert Kershaw, P.C.

3355 Bee Caves Road, Seite 307, Austin, Texas 78746 (512) 3830007 Fax: (512) 383-0009

Licensed by the Texas Supreme Court
Not certified by the Texas Board Of Legal Specialization

www.workvisasusa.com
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Check out Turbo Turf’s full line of hydro seeding equipment. Simple
one man operation. Faster germination. Eliminate messy straw. Our
300 gallon systems start at § 3695.00

wmmmmm‘s 1295.00 snlﬁ mmmmn«m ‘

For a FREE hydro seeding video & info pack call:

TURBO TECHNOLOGIES, INC.

1500 First Ave., Beaver FallS, PA 15010
1-800-822-3437 www.TurboTurf.com
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GET READY TO
UNLEASH
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LIGHT,

11.2 Ibs means reduced user fatigue
and easier handling

RUGGED,

Built with pure 2-cycle technology, a Heavy Duty
4 bearing gear head and the PT104 Plus trimmer
head, ensuring long lasting dependability

POWERFUL,

29.5¢c Strato-Charged™ engine generates 1.4 HP with
power transfer through a large 2.5” diameter clutch
delivering maximum power with less slippage

UNBEATABLE!

A 300 hour engine rating, 2 year commercial warranty and
EPA/CARB 2005 compliance WITHOUT A CATALYTIC CONVERTER
all underscore our ruggedness and reliability

The most powerful trimmer
in the 30cc class!
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Komatsu Zenoah America, Inc.
4344 Shackleford Road, Suite 500, Norcross, GA 30093
Phone: 800-291-8251 Fax: 770-381-5150 www.redmax.com
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Employee Motivation

(continued from page 48)

monthly bonus system because they couldn’t
see how they could impact it. Nothing was
better than just getting more hours.”

To remedy the situation, Western Lawns
implemented a “Pay for Production” sys-
tem, which uses principles of piece-work
compensation. “The point is that the crews
are assigned so many production hours a
day and they get paid for those hours that
they produce instead of being paid clock
time,” Hall explains. “If a three-person crew
has 30 production hours for the day, the
crewmembers will all be paid for 10 hours
each whether it takes them nine hours or 11
hours to finish the job.”

By tying compensation directly to the
amount of work produced, hourly employ-
ees were able to see a stronger connection
between the company’s profitability and
their own paychecks. Likewise, as workers
took advantage of being able to make the
same pay even if they finished work early,

Western Lawns became highly efficient by
allowing employees to pick up more work
once their original jobs were finished.

“Our employees began to produce more
work than they had before, and because our
labor was fixed, we benefitted from the fact
that we covered our overhead quicker,”
Hall explains.

The first year that the Pay for Production
program was in place, Western Lawns’ crews
beat the average production times for the
previous year by 7 percent. Moreover, they
beat average times by 6 percent the next
year and still consistently beat the numbers
by 3 percent annually. “We’ve been able to
take on more work because of the increased
efficiency, without adding more equipment
or more people,” he says.

In terms of numbers, Western Lawns
budgets 135 hours per week for an average
three-person maintenance crew - 45 pro-
duction hours per week, per person. And

-
lownandlandscape.com %

Visit the Lawn & Landscape Online
Message Board to chat with other
industry professionals and find out how
they retain and motivate employees.

while Hall notes that the average budgeted
wage for employees is $9.35, that number
can fluctuate quite a bit if there happens to be
poor working conditions one week or over-
time hours to handle. Still, because the com-
pany is an H-2B employer, hourly workers
are guaranteed a minimum wage of $6.48 to
comply with federal guidelines.

“We use the H-2B minimum wage that
we've been assigned as our company’s mini-
mum wage, so any time the crews have a bad
week, that's as low as their pay is going to
g0,” Hall says. “If they have 50 hours bud-
geted and they work 50 hours, you can calcu-
late overtime based on that, but if they had a
bad week and were budgeted 30 hours but

(continued on page 52)
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Where Quality Makes the Difference

400 Gallon Space Saver
Stop losing truck space!

Call NOW to receive a FREE GNC spray
gun with your next sprayer order.

800-462-2005

NEW Split Tanks
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&
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*Customer Satisfaction is our Future*

www_gncindustries.com 800-462-2005
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mtinued from page

had to work 40 for whatever reason, that
would actually make their pay per hour as
calculated by the labor department less. We
put that minimum wage floor on it so that
nobody drops below $6.48 per hour because
you can’t use a payment system to circum-
vent minimum wage or overtime laws. You

still have to know how many actual clock

_Employee Motivation

hours your employees worked and how to
compute those items.”

Once Western Lawns had a payment sys-
tem in place that motivated employees to
work more efficiently, the company's con-
cerns turned toward job quality. After all, a
program that stimulates productivity really

doesn’t work if quality suffers as a result

Growth Through Innovation!

Find out how Technology is changing the Green Industry.

Featuring the Latest
Green Industry Technology from:

Microsoft, Nextel, Real Green Systems, CDS,
Symbol, TSI, Abtek, Verdicon and many more...

* Vendor Displays
e Product Demos
* Guest Speakers
e Seminars

TECHTfair 2004 will be located in Walled Lake, Michigan
For more information on this FREE event visit:

www.realgreen.com/techfair
Or Call: 1-800-422-7478

Food & Drinks
Music

Raffles
Give-A-Ways
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“The first year we used our Pay for Pro-
duction program, we had a small quality
pay component, but the crews realized that
they could cut quality and produce more
hours and still get paid,” Hall remembers
‘What we did was change the payment struc-
ture for the crewleader because he needed to
be as responsible for quality as he was for
production.”

As it stands, crewmembers are still 100
percent production paid, but full-time
crewleaders’ compensation is split between
salary, quality and production pay. “Twenty-
five percent of the crewleaders’ pay is pay
for production, another 25 percent is quality
pay and the remaining 50 percent is a base
salary that's there vear round,” Hall says

For the quality pay component, Hall ex-
plains that Western Lawns’ account manag-
ers are required to walk each of their sites,
preferably with the property manager or

owner, at least once per month. During those

YT
ewmen
- §
n 1 i
ntrodh i thelr
Pay for Production system in 2001, the 1
I calcuiating mpe {A | €
T '
JIN¢ 1 11 th the i
nenew payn L8y v
f ] ae for the
L a chauernde i 1e paytol 1 i

1
ind cio nours are | n anda i i
the pay as the week goes on
Lome Hall, president of the Oklahoma City
Okla.-based company

In addition to calculating each employee's
pay based on their per-production-hour
wage, the spreadsheet includes an “If” state
ment that maintains an hourly wage at ti
company s minimum of 3t [ nout
should a bad week upset the pay scal

- Lauren Spiers

KEEPING UP
with Accounting
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Oregon® knows cutting. For and cut. Mulched and pul- blades are Austempered for

more than 50 years, we've verized. With Oregon® Gator long life and robotically-
been proving it with our Mulcher™ blades, you can straightened to fit your
world-class saw chain. Now mulch at bagging pace. Or machine just right. If quality,
we're also setting perform- choose to bag, and cover professional work is impor-
ance standards for lawn- more ground without dump-  tant to you, you owe it to
mower blades. ing. Plus, the Oregon® Gator yourself to use genuine
The Gator Mulcher™ blade Mulcher™ blade creates the  Oregon® lawnmower blades.
isa ﬁﬁme example. correct under-deck pressure _ :
~ Aerodynamic fins create the to pull up the grass for an
lift and turbulence necessary ~ €ven, professional cut. Fast
to keep clippings “in play” work, great finish...and more.
S0 that they are cut and cut All Oregon® lawnmower

-
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(continued from page 52)

inspections, the account manager will go
through a 100-point inspection of the prop-
erty using the company’s Quality Inspec-
tion Form. The form breaks down the prop-
ertyintolawn maintenance functions like mow-
ing and weedeating, as well as shrub and bed
area functions, lawn care, tree and shrub care,
insect control, irrigation and tree trimming;.
“If the account manager comes up with a
rating of 75 out of 100 for the property, the
crewleader will receive 75 percent of his
quality pay, which starts at $125 for 100
percent,” Hall says. “The account managers
also are supposed to give the crewleaders a
copy of the inspection form and talk over it
with them to discuss what areas were done
well and what areas need improvement.”
Additionally, Hall notes that the com-
pany gives the same rating to all crewleaders
who service the property - the mowing
crewleader, the irrigation crewleader and
the lawn care crewleader. “If the rating on

the property is 75 percent, everyone re-
ceives a 75 percent,” he explains. “The rea-
son we do this is that it helps all the
crewleaders take ownership of the prop-
erty. If you're working on an irrigation line
and you notice a few dandelions, you need
to communicate that to the lawn care
crewleader to make sure it’s taken care of.”

Though the Pay for Production system is
an overall success for Western Lawns, Hall
notes that there was some initial frustration
and turnover among employees who didn’t
buy into the system. “The first season that
we used the Pay for Production system, our
best ('mplu\‘t'\‘.\ excelled and \‘(\nsi\l(‘ntl_\‘
made more per hour than they had the
previous season,” he says. “Our average
employees made similar wages, but our
poorest-performing employees found them-
selves making less money and gradually
left for jobs at other companies.”

To alleviate some of the initial resistance

and confusion to a system like this, Hall recom-
mends being patient when first rolling out the
system and explaining it in the most simple
terms possible. “What we did was show our
employees that their schedules and what the
normal weeks hours were was what they were
getting paid for,” he says. “You just have to
keep it simple and not hold a bonus over their
heads when they don’t understand their stake
in it, This program is directly related to what
the crewmembers are doing on a daily basis

and that’s what makes it such a great tool.”

CASE STUDY No. 3 - Tecza Environ-
mental: Go for Your Goals. AtTecza
Environmental Group, Elgin, IIL, the daily fo-
cus is on more than just landscape installation
and maintenance. This company focuses on
people to create an atmosphere of teamwork
throughout the organization

“In the peak of the season, we hire ap-
proximately 90 total employees - 15 of us are

cont.
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HEAR THAT? IT’S THE
GROUND WHIMPERING.

CHEVY™ KODIAK. STRONG. TOUGH. DURABLE,

The sound of crunching dirt and gravel says it all. The Chevy Kodiak is relentless — with a choice of
powerful gas and diesel engines and a complete line of manual and automatic transmissions. And
as if that weren’t enough, Kodiak offers a range of GVWRs from 16,000 Ibs to 61,000 Ibs: From the
sounds of it, the Chevy Kodiak will be intimidating job sites for years to come.

CHEVY TRUCKS _ " LIKE A ROCK

1-800-TO-CHEVY or visit us at www.chevrolet.com

*When properly equipped; includes weight of vehicle, passengers, cargo, and body equipment.
Shown with equipment from an independent supplier. See the owner's manual for information on aiterations and warranties.


http://www.chevrolet.com
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Fire ant management is no picnic - it's war!

Lawn & Landscape gets tips from the pros on

how to tackle this complicated service without

getting stung.

il

by Will Nepper

Often fire ants create pathways along yard edges to lin
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Of all the creepy crawlies a landscape con-
tractor could encounter, there’s not much
that beats the fire ant’s sheer nastiness. Per-
sistent, resilient and downright painful, the
fire ant is backyard enemy No. 1 for most of
the southern United States.

“Fire ants are a serious problem, espe-
cially in the Southeast,” explains Richard
Patterson, professor of entomology, Uni-
versity of Florida, Gulfport, Fla. “Wherever
they are found there are serious health prob-

lems as well as possible lawn problems.”
And the problems don’t look as though

1it disturbances. Photo: ABC Pest & Lawn Services

&~

they’ll be going away anytime soon, which
means many lawn care operators (LCOs) in
the affected states must decide whether to
offer fire ant management as a service. But
different rules apply to fire ant management
than to other pest control areas. In fact, in
many regards managing fire ants requires
more patience, customer education and en-
tomological understanding than many LCOs
may be equipped to deal with. But the LCOs
up to the challenge may find themselves
treated as superheros by the customers whose
back yards they’ve won back from the beasts.

TRACKING THE BEAST. Specific signs to
look for before treating a property can give
an LCO an idea of how many colonies exist
and what parts of the property are serving as
pest pathways.

The quickest way to identify an infesta-
tion is to spot any of the many mounds the
ants have built around the property. “The
mound is like an ice cream cone shape that
goes down into the ground with the rounded
top sticking out of the ground,” explains
Bobby Jenkins, president, ABC Pest & Lawn
Services, Austin, Texas. “When you disturb
it, those ants are going to boil to the top to let
you know they’ve been disturbed.”

Patterson says that a single mound can
indicate a colony that could be made up of
several hundred thousand to one million ants.
“The mounds are quite noticeable and they’ll
be scattered across the lawns, especially
around the edges of gardens and walls and
yard perimeters,” he says. “A regularly mowed
yard will cause them to move their mounds to

(continued on page 58)
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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 5
equipment maintenance needs to
analyzing time management. It's safe
to say this ingenious device is sure to
give your bottom line a high-tech boost. > f

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-g.com. r
/
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(continued from page 56)

the edges where they won’t be disturbed.”

Jenkins explains that in some cases fire
ant mounds may turn up next to outdoor
power boxes. This is why often you'll see
mounds around a property’s power source.

Also, a freshly mowed lawn helps make
ant activity around the property more ob-

servable for a more thorough inspection,

Jenkins says. “Looking over the turf and
spotting the mounds is just the tip of the
iceberg — and that’s the easy part of fire ant
control,” he says. “The challenge becomes
moving rocks, moving timbers, looking
along sidewalks and really hunting for those
smaller mounds that are not as readily iden-

tifiable, That's where agood technician sepa-

e

ANYBODY

FIBERGLASS PRODUCTS

CAN
PUT
TANKS
ONA
TRUCK!

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

Toll-Free: 1-800-327-9005

954-785-6402
FAX: 954-785-6404

Experience
the tough-flex
difference.

We certify that this is an actual photograph and that the tanks
were not altered in any way to produce this picture.
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rates himself from an average one. He knows
you can’t just go in and treat the easy spots.”
Ihough science has provided LCOs pow-
erful new tools to manage and treat fire ants,
the sad truth is that they almost always come
back, which means that fire ant management
isan ongoing process. “Theantsalways even-
tually move back into the treated zones,”
Jenkins says. “You can kill all of the ants in
one zone, but they’ll return to that area even-
tually. We can achieve control, but | don’t
think permanent elimination is available.”

CHOOSE YOUR WEAPON. A fire ant
treatment program can have one of two ob-
jectives: a quick fix or a long-term solution.
There are reasons to employ both methods,
depending on specific customer needs.

If a property owner is preparing for a
backyard barbecue, perhaps their best course
of action would include a treatment that
could knock out a population in one or two
days before guests arrive, The ants might be
back within a few weeks, but they won’t be
terrorizing Uncle Joe while he’s attempting
to garnish his cheeseburger. On the other
hand, customers who are serious about long-
term solutions would tackle their entomo-
logical enemies with their eyes on the future
Results won’t be as expedient, but in many
cases, lhv)‘ can last an entire season.

Short-term curative methods include the
use of contact solutions that can be applied
as liquid mound injections — often applied
with guns that shoot the chemical directly into
the mound - the use of ant baits or a combina-
tion of the two.

Patterson explains that these methods
are less about knocking out the queens (the
key to long-term control) and more about
killing the forager ants, which are the one’s
that pose the most immediate threat. “If you
come in and spray with a contact applica-
tion, you can knock the visible population
down very quickly. This can be very effec-
tive if you're about to have a party on your
patio and you want to make the ants disap-
pear.”

However, because the ant population is
so quickly rendered disabled, none of the
dead foragers have a chance to make it back
to infect the colony, Patterson says. “The
queen, her reserves and all of the younger
ants are still right there beneath the surface -

(contimued on page 60)
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¢ Sound too good to be true?

Old insecticide standards are
disappearing from the market,
leaving a need for effective broad-
spectrum insect pest control. Many
new products are being introduced
to fill this gap, but most lack broad-
pectrum control and many pose the
hreat of developing resistance due
to their limited modes of action.

The complex chemical structure of
Azatrol® EC Insecticide overcomes
these concerns. Azatrol controls a
broad-spectrum of insects. How? Due
0 the complexity of the azadirachtin
molecule—the active ingredient. This
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ccontrol of insects in various phases of the
life cycle.
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Insect ID: Fire Ants

(contimued from page 58)

alive,” he explains. “This is why you use a be like spinning your

contact compound - it's very quick and you wheels, Patterson says. To

go out the next day and you don't find this end, baits are perhaps

anything. But then in a week they’re back in the most cost-efficient and

full-force because the reserves have moved effective methods of cura-

lnt(). _plf“—l‘.' ) tive ((‘mtrnl, and ‘.”(‘ ““}hn A technician makes a mound application.
This is why neglecting to control the used in combination with Photo: ABC Pest & Laton Services.

queen with longer lasting compounds can granular applications for

preventive control.

Jenkins explains that, like contact appli-
cations, baits are good for controlling fire
ants on a mound-by-mound basis. “If we
inject a mound with a contact application,
we’re going to kill that mound, but the prob-
lem is that with multiple queen colonies,

they're all interconnected,” he says. “That's

EEDING:
ELIEVIN

- s

when you really need to make sure that
you're getting a good broadcast treatment
with a bait.”

He adds that baits are good in situations
where mounds are difficult to identify be-
cause they work as ants come above ground
to forage, making a bait’s proximity to a
mound less significant. “You could go inand
inspect and not find any mounds and yet you
still have a pretty severe fire ant problem. But
baits allow you to broadcast to a wider area.”

“Baits are often preferred because they're
Ll 53 the most environmentally friendly and the

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

==

Ewpress Jlower

least expensive,” says Charles Barr, an in-
structor at Texas Cooperative Extension,
College Station , Texas. However, bait appli-
cations can be tricky if not done correctly.
“They can’t be irrigated or rained on and
they can’t be put out when it's too cold.”
Jenkins explains how timing is one of the
biggestdisadvantages of baits. “There’s more
pressure on the apphc.ltur to try and make
an effort to apply them at the optimal time,”

800-285-7227

www.expresshlower.com

he says. “It's a very short window of time in
which the ants will pick up the bait, but if
you make that window, you'll get the con-
sumption and the transportation of that bait
back to the colony.”

= - If treating fire ants were as easy as throw-
o, ing down some bait and letting nature take

Ose Sy Laws s
Just Add Wotef

L L
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its course, then even homeowners would be
able to offer the service. But the truth isit'sa
little more complicated than that.

Jenkins says that there are preferable
times of year to make .lpplimlinn\ for fire ant
programs. “Thebest time to treatisinspring,”
he says, explaining that when temperatures
create dry conditions, moisture-loving fire

ontmued on paer £2)
(COMmiTued on page oL
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not the weed control

ow, you can you control weeds and enjoy your lawn at the same time — thanks
to Triplet® Low Odor herbicide.

Triplet Low Odor provides outstanding broadleaf control without the residual
odor. Its unique formulation packs all the weed-wilting power of 2,4-D,
mecoprop-p and dicamba. And it does it all without spoiling the fun.

You'll notice the difference when you open the jug — less odor and a much
clearer liquid. Yet, it delivers the proven triple whammy that you need to
control dandelion, clover, henbit, plantains, wild onion and other broadleaf
invaders with deadly certainty.

Triplet Low Odor - for beautiful grass you can live with.
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Insect ID

{contmued from page 60)

Fire Ants

ants move further underground. “But when
the spring rains come the mounds are up,
identifiable and easy to treat. Your results
will be better because you'll get a quicker
acceptance of bait, and quicker transport the
contents of the bait back to the colony faster.”

However, a contractor wouldn’t want to
throw down baits too early in the season
because the ants will still be underground,
Jenkins adds.

Used properly, baits are very effective,
butalsotemporary, unless they areemployed
as a part of a bigger broadcast program that
includes granular applications

In the past few years, some manufactur-
ers have developed broadcast granular treat-
ments and baits with newer active ingredi-
ents that promise better management. These
applications, when applied as specified and
with careful adherence to labels, can provide
long-term control of fire ants that lasts from

one season to up to a year, by some accounts.

ick? Can they put

an they make you sic
you down for the o

unt? Can they ar nre

(gulp!) kill you? Before landscape contrac n
tors make the commitment to ada fre ant op! /NO are
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them to get to know the little buggers

Richard Patterson, professor of entomol at
ogy, Un of Florida, Gulfport, Fla exas
offers the fire ant rap sheet: "They will it
attack anything that come ) contac it verage
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(continued on page 65)
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MAXIMIZE YOUR PROFITS!

LANDSCAPE FABRICS

are a great complimentary sale

with Decorative Stone, Muich,
Pavers, etc.

Available in Retail
Displays or Professional
Bulk Sizes.

FABRISCAPE IS YOUR SINGLE SOURCE OF:
LANDSCAPE FABRICS EROSION CONTROL PRODUCTS

* Weed Control
e Filter/Drain Fabric
* Paver/Patio Underliner
* Soil Separator
* Woven Ground Cover
and more...

* Burlap
* Jute Netting
» Straw Blanket
» Silt Fence
¢ Fabridrain®
and more...

%ABHISI:AFE InC.

LANDSCAPE FABRICS & EROSION CONTROL PRODUCTS

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

USE READER SERVICE #59


http://www.dixiechopper.com
http://www.fabriscape.com

You need people who understand renovation equipment. That's why Turfco created Turfco Direct,
so we can share more than 140 years of combined experience...directly with you.

Order Direct. Buying direct from us gets you the latest
equipment at prices you can afford. We'll work with you to
help choose the right equipment for your needs.

Service Direct. Downtime costs you money. Call us right
away with service or technical problems—we'll get you up
and running. Reach us in person or access our service center
via our website.

Shipping Direct. The last thing we want is for you to wait
around for equipment or parts. Equipment orders are
shipped within 48 hours. And parts ordered by 2 pm are shipped the same
day direct to you. You can even order parts 24 hours a day online.

Turfco Direct—the Direct answer to your renovation needs.
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direct For more information or to order, call: 1.800.679.8201
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David ). Shetlar, Ph.D., Technical Content Advisor & Project Photographer Volume I:

resolution photography and 3-D imaging to educate lawn and landscape
professionals on the finer points of grub identification and management. b Bayer -
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Technician’s
Handbook

This hands-on fieldguide provides the
technician with unequaled informa-
tion on the biology, behavior and
physical characteristics of more than
60 commonly ecountered insect pests
in both turf and ornamental. Also
includes a full color photo identifica-

ti‘on-sgction. The Complete A
| ey The Complete IRRIGATION
irrigation Werkbook WORKBOOK
Larry Keesen

Cindy Code, Editor

The workbook offers a comprehensive
look at irrigation design, installation,
maintenance and water management
including practical hands-on technigues.
$9.95 per copy

Destructive Turf Insects
2" Edition
Harry D. Niemczyk, Ph.D.
‘David . Shetlar, Ph.D.
The revised, definitive, practical guide |
to destructive turf insects for turfgrass ‘
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service operators, golf course
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In addition to their powerful residual
effect, Barr attests that some of these newer
broadcast treatments work best in conjunc-
tion with baits. “Some of the new broadcast
granulars work in two to four weeks but
have a residual effect that keeps them work-
ing for months and months,” he explains.
“The primary problem is the time it takes to
show its effectiveness, which means you'll
have to educate your customers who don’t
understand why it's taking two weeks to get
rid of their mound. Treating mounds with
curative baits or injections can supplement a
treatment to give the customer what they
want while the real results are taking effect.”

Jenkins says that with some granular
applications it's preferable to make the ap-
plication even earlier than you would with
curative products. “Once that product is
down, it's ready to do its thing even earlier
and you can’t expect from baits,” he says.

Barr explains how watering a property
can have aneffect on a treatment. “About the
only thing that could go wrong with granu-
lar broadcast treatments is failure to water it
in,” he says, adding the opposite is true of
baits. “With baits, irrigation within 12 hours
would probably ruin their effect or at least
reduce it.”

Also, if it's either too hot or cold, there is
a reduced chance of ants foraging and mak-
ing it to the baits, Barr adds. But that's not all
to consider when using baits, “Baits can go
rancid,” he explains. “That can pose a prob-
lem when they are kept around in a hot
warehouse for extended periods of time,”

Jenkins advises educating the customer
as well as possible to eliminate any misun-
derstanding regarding what effects they
should be expecting after treatment. “It takes
a relationship and communication between
the technician and the homeowner for the
realistic expectation of the service to be un-
derstood,” hesays. “With fire ants, the techni-
cians ability to communicate what he found,
what he did and what expectations are reason-
able will reduce the incidence of call-backs.”

This kind of educating is also integral to
the process of selling fire ant control.

Barr says that accurately educating the
clientis a better sales practice than terrifying
them into a treatment. “A lot of contractors
use the scare tactic - “Your children are in

danger. Your pets are going to be eaten

LAawN & LANDSCAPE
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alive!

Barr says. “Some of them do go to

those extremes and to some degree those
methods work.”

However, there are more responsible
ways to sell the service, Barr says, adding
that ABC Pest & Lawn Control has a good
solution. “Their tactic is ‘“Take your yard
back,”” Barr says, adding that most every-
one who lives in a southern fire ant state is
affected. “Even if they are not causing a
homeowner a particular problem, there’s
a good chance that if they go to sit down
in their back yard they’re probably going
to get stung by a fire ant. Even if they
don‘trealize it, they’ve probably curtailed
their outdoor activity significantly be-
cause of it, and you can help them take
their yard back.”

Jenkins further explains ABC’s selling
tactics. “We sell by inspection,” he says. “If
someone calls us about a carpenter ant in-
spection, our technician will go out, inspect
for those, but he'll also inspect the entire
property thoroughly.”

Jenkins adds that his inspector will not
only look for fire ant activity but also for
conditions conducive to fire ant problems.
“Based on what he finds from that inspec-
tion, he will then recommend the type of
service that would solve their problem,” he
says. “Then it becomes an added value to
what they’ve called about - that's our most
popular type of service.”

Buechner explains that even though fire
ant control is definitely conceivable, con-
tractors should be careful about guarantee-
ing the service.

“Putting a liability statement in a con-
tract would not be something [ see as desir-
able,” he explains, adding that controlled
fire ants are not the same as permanently
absent fire ants. “A contractor would be
making a mistake to guarantee that a cus-
tomer would never be bit or bothered again.
I would rather use phrases like, ‘Suppres-
sion and control to reduce the incidence of
fire ant bites.” That way you're not guaran-
teeing that there won’t be any left, but that

(continued on page 105)
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Creative placement of landscape lights in strategic areas help contrac-

tors showcase their work and increase sales. Photo: Green Earth

While landscape lighting continues to
grow as an add-on service, landscape
contractors are finding innovative ways to
market this portion of their businesses.

by Jonathan Katz

Brian Riddle is the first to admit his Davidsonville-Md -based
Homestead Gardens is light years away from where he’d like the
company to be when selling night lighting services. Riddle, the
company’s director of facilities, says his sales team has been
restructured and that other marketing tools haven’t panned out
for this add-on service.

“Last year was an off year for us in lighting,” Riddle says.
“There’sbeenno growth, and we’ve probably been denied through
our own internal organization. We have landscape design sales
people, and their passion and their love is landscape design, so
lighting has never been something that has gotten that aggressive-
ness out of them.”

Riddle estimates 2003 lighting sales for the $20 million com-
pany at $150,000. Homestead's net profit margins for lighting are
much weaker than in other areas, according to Riddle. The com-
pany is expanding, and Riddle says he would like to grow
Homestead's lighting arm in the future. The company advertises
its lighting services through direct mail, phone directories and its
Web site. But some industry professionals say these older meth-
ods of selling don’t always work with landscape lighting. Effec-
tive marketing and pricing are keys to successful landscape
lighting sales.

A GROWING TREND. Those who have been successful
marketing landscape lighting are realizing rapid growth. Land-
scape lighting sales are increasing at a rate of 10 to 15 percent
annually while the rest of the landscape industry has remained
relatively steady, according to Chuck Hoover, vice president of
sales for landscape lighting manufacturer Rockscapes, Chatsworth,
Calif. Also, Hackensack-N.J.-based Green Earth Landscaping has
grown its night-lighting services anywhere from 10 to 30 percent
each of the last several years, according to company President
Mark Moore. “I have not seen one year where it's leveled or gone
down,” Moore says. “We've bought a dedicated enclosed trailer
just to handle all the lighting.”

Elite Lawn Irrigation and Maintenance, Rochester Hills, Mich.,
achieved 15 to 20 percent growth in 2003 for its landscape lighting
business, according to Owner Joe Lendo. On a smaller scale, Stone
Oak Landscapes, Milwaukee, Wis., has grown from only one
installation every other year since it began night lighting five

(continued on page 68)
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years ago to five last year, according to com-
pany President Patrick Devereux. Stone Oak
has already matched its total from last year,
and Devereux says he expects the number to
double this year.

Landscape lighting is primarily an add-
on service that accounts for a small percent-
age of most contractors’ total revenue. It's
less than 10 percent of Elite’s revenue, Lendo
says, and 3 to 5 percent of Green Earth’s
overall jobs, according to Moore. The com-
pany completes anywhere from 20 to 60
lighting jobs per year, Moore says.

The work is often sporadic but profit-
able, which is why the three companies say
they’ve been able to manage growth with-
out drastically expanding their operations.
In fact, that’s one reason some contractors
choose night lighting as an add-on service.

“It's a perfect fit for my business because
I can handle large increases in growth within
my infrastructure,” Lendo explains.

Moore agrees, that cur-
rently, lighting doesn’t re-
quire substantial expan-
sion. Green Earth bought
a dedicated enclosed
trailer specifically for
lighting to decrease load-
ing and unloading time.
As part of its new design
center, Green Earth also is
creating a $10,000 “dark
room” that will feature
different types of lighting

“IF YOU ASK A LOT OF THE CONTRACTORS HOW THEY GET THEIR
BUSINESS, IT'S MOSTLY REFERRALS. THEY DON'T ADVERTISE IN
THE YeLLow PacEs. THEY DON'T SPEND A LOT OF MONEY THAT
WAY. THEIR BUSINESS IS COMING FROM THE PREVIOUS JOBS THAT
THEY'VE DONE IN THE AREA. | THINK IT'S A COMBINATION OF
REFERRALS AND DEMO INSTALLATIONS.” — CHuck  Hoover

and allow customers to see the lights at
various angles and in different situations,
Moore says.

The company has not increased staff be-
cause it may go two or three straight weeks
without any landscape-lighting jobs, Moore
says. “You really don’t want a full-time guy
that's geared just towards that because then
what's he going to do for three weeks when

you have nothing,” Moore explains. “We've
found it's best to cross-train our existing
employees and make sure we have the right
kind of schedule for when those types of jobs
come up.”

Stone Oak hasn't increased its workforce
and currently has one crew working on light-
ing installation in addition to its everyday
landscape projects, Devereux says.

{continued on page 70)
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s ometimes the little things make all the difference. That's why
landscape contractors often shortchange themselves when
pricing night lighting projects. It's much simpler to guote customers
a set price, such as $200 per fixture, but unexpected expenses can
add up and hurt profits.

“What 1 tell contractors is take your materials costs, put your
overhead in and your profit, and put a fudge factor in for those things
that won't work,” says Chuck Hoover, vice president of sales for
landscape lighting manufacturer Rockscapes, Chatsworth, Calif.

When Hackensack, N.J.-based Green Earth Landscaping began
installing night lighting, the company did not include the cost of
conduits used to protect exposed wires, says Green Earth President
Mark Moore. On larger jobs, that could total an extra $200 to $300,
according to Moore. The company now includes a 5- to 10-percent
error factor when pricing a job to cover these costs, Moore notes.

“You could have a tough site that's hard to work on where you
need machinery - maybe areally hilly site. The price may be one third
or higher with that site,” Moore explains. "That's why we stay away
from unit pricing. Every job is going to be different. If you've got a
hard job, you're going to lose money.”

Green Earth first looks at the overall difficulty of a site and
determines the transformer location when pricing a job, Moore says.
Hiding a transformer in a certain spot for aesthetic reasons may not
be ideal for lighting. In that case, the company may have to purchase
longer. higher-priced cable, Moore explains.

Wiring typically costs 20 cents per foot, Hoover says. Transform-
ers can range from $150 to $500 depending on size. The average 600-
watt transformer costs approximately $200, according to Hoover.

After determining the transformer location, Green Earth estab-
lishes the wire location, which includes totaling the linear footage
plus a 15 percent error factor. “That way we know we're covered in
case we hit some stumps or boulders, and now the wire's not going
the way it was originally supposed to go,” Moore says

Green Earth then adds fixture costs 1o material costs and pro-
jected man-hour time. Green Earth utilizes an estimating format for
calculating profit that focuses heavily on labor rather than unit
pricing. Using this formula, Green Earth marks up materials by 10 to
15 percent but may double or triple labor estimates depending on job
size, Moore explains. This ensures profit for jobs with few fixtures but
high labor costs. Green Earth selected this method because in the
past the company charged based on unit price and was not as

TE
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profitable, Moore says.

Green Earth's profit margins on lighting range anywhere from 10
to 30 percent, according to Moore. The only service that is more
profitable for Green Earth is snow plowing, which is 10 to 15
percent higher.

Stone Oak Landscapes, Milwaukee, Wis., uses a similar formula
for pricing, The company shoots for a 30 to 35 percent profit margin
on its lighting projects, which is slightly higher than other services
the company offers, according to company President Patrick Devereux.
There's a higher markup for lighting because Devereux says he
considers it a specialty service. “You should be able to make a better
profit on it than sodding lawns or something, " he says. “It's going to
take a little more time — you've got to work odder hours, and you have
10 go out at night to adjust the lights.”

Devereux estimates $200 to $250 per fixture for lighting projects,
which includes labor and materials, but he says that varies depend-
ing on size and difficulty level. For instance, a project that includes
uplights requires workers to mount the fixtures in trees, which can
take longer depending on the height and width of the tree, Devereux
says. When pricing a lighting job, Devereux says he measures the
wire length and adds 30 percent to the lineal foot. He also includes
labor time for burying the wire in PVC pipes.

Devereux says he's still developing standards for determining
average labor time. Stone Oak's typical project consists of approxi-
mately 40 to 50 fixtures, which the company charges anywhere from
$8,000 to $12,000 to install, Devereux says. Materials comprise about
one third of the cost with the balance being labor and profit,

Elite Lawn Irrigation and Maintenance, Rochester Hills, Mich.,
estimates labor plus overhead and profit to price a lighting job, says
Joe Lendo, president. Once a homeowner decides what he or she
wants, Elite draws a design that includes the transformer size and
number of runs.

Lendo estimates profit margins anywhere from 17 to 30 percent.
In the future, Lendo says he'd like to bundle lighting, irrigation and
landscaping irto the cost of a newly built home. Lendo says he's in
the process of collaborating with builders to include the price in the
buyer's mortgage. “Then it becomes an easy upsell,” he says. “You
add $2,000 for the price of home landscape lighting, and the
mortgage only goes up $3 to 86 for each monthly payment over 30
years, so they kind of forget how much they're spending.”
- Jonathan Katz

LAWN & LANDSCAPE
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SELL, SELL, SELL. Riddle’s use of ad-
vertisements is common but usually not ef-
fective, according to Hoover. He says land-
scape lighting clients are typically more
upscale, making them less likely to “roll the
dice” with a phone directory advertisement
and more likely to use referrals.

“If you ask a lot of the contractors how
they get their business, it's mostly referrals,”
Hoover says. “They don't advertise in the
Yellow Pages. They don’t spend a lot of money
that way. Their business is coming from the
previous jobs that they've done in the area.”

Green Earth has found success market-
ing through demonstration kits. On the last
day of a project, Moore says the company
will propose a lighting design and show the
customer pictures of work samples. With-
out telling the client, the company installs a
$1,200 demonstration kit. After three days,
Green Earth dismantles the lights. About
half the customers will call back shortly after

asking for permanent installation, accord-
ing to Moore.

‘People don't like it when you take stuff
away from them,” Moore explains. “It's hard
to sell lighting on a one-dimensional design
plan, especially to people who aren’t quite
familiar with it.”

Green Earth has experimented with di-
rect mailing, but Moore says it’s generally
not effective. “We tried it twice to see if
something would happen, and nothing
did,” he says. A lot of money was spent on
a next-to-nothing response.” Moore esti-
mates thatless than 5 percentof the company’s
revenue is spent on marketing lighting. The
marketing materials cost approximately
$2,000 to $3,000 annually, Moore says.

Lendo estimates Elite spends only about
1 percent of its revenue on marketing. The
company advertises by blind mailing cou-
pons that offer discounted rates.

Elite also gets a large percentage of busi-

ness through referrals, Lendo says. “Happy
customers talk and tell people and their
friends ‘I think I'm going to do landscape
lighting, and these guys did a greatjob,’ and
then we get a phone call,” he says.

Lendo adds that design experience and
knowing how to strategically place lights
also helps attract customers. “You have to be
creative in design,” he says. “A lot of these
guys are out there trying to land the space
shuttle. They've got so many lights that it
loses the effect. Simpler is better.”

The author is associate editor of Lawn & Land-
scape magazine and can be reached at
jkatz@gie.net.
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Operating an

aerator can
cause operator
fatigue, so
contractors
should look for
models with
better ergo-
nomic designs.
Photo: Bluebird

International

JULY 2004

What's the best treatment that landscape contrac-
tors can give to a client’s lawn? Fertilization? Pesticide
applications? Weed control? They’re all meant to create
full and healthy turf, but what good are those liquid and
granular products if they can’t reach turf roots?

Enter aeration. “Aeration is one of the few things
you can do to a lawn that isn’t stressful and actually
helps turf develop a deeper, stronger root system,” says
Richard Borland, service manager, Bluebird

Turf Renovation Equipment

Plig

Aeration is the most popular

form of turf renovation.
Make sure you have the right

machine for the job.

by Lauren Spiers

To make sure aeration is as helpful as it can be,
contractors must choose the right equipment and use it
properly on their customers’ lawns.

AERATOR INFO. Of the different types of aerators on
the market, the most popular is the core aerator, which
uses dozens of hollow tines on a drum to remove dirt
plugs from the ground. This is in comparison to other

models that punch holes

International, Beatrice, Neb. Indeed, simply ”WHEN A CONTRACTOR GETS A LAWN ON A in the ground with solid

by punching into the ground and pulling

tines. “Spike tine aerators

out plugs of dirt, aeration is one of the GOOD AERATION PROGRAM. IT REQUIRES 2re less effective because
'

easiest ways to open up compacted soil and
allow nutrients into the root zone.
“The benefits of aeration are multifold,”

says Rose Mary Becker, sales manager, STRONGER THE PLANT, THE MORE RESISTANT

Classen Mfg., Norfolk, Neb. “If you have

compaction from mowing or foot traffic, by |1 15 10 DISEASE.” — Bos BropHy

pulling these cores you’re making more

room down by the turf roots. Also, by leaving the cores
on the turf, you're bringing fresh soil to the surface,
which can help break down thatch if that's a problem.”

www.lawnandlandscape.com

they actually cause more

LESS WORK AND WORRY BECAUSE THE compaction,” Borland

says. “Core aerators are
much more effective at
opening up the soil, but
the spike tines may be
necessary on sites like
golf greens where aesthetics is an issue and the operator
can’t let cores sit on the turf.”

{contimued on page 74)
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(continued from page 72)

[n addition to tine type, contractors also
can choose between roll-style or reciprocat-
ing aerator models, though most users lean
toward the former. “The reciprocating ma-
chines tend to be a little more fatigue-induc-
ing for the operator,” Becker explains. “They
do a great job, but on the reciprocating mod-
els, the tines go into the ground straight,
rather than at an angle as they do on roll-
style aerators, and all that jolting is tiring
after a while.”

To counter fatigue, Becker says that new
steerable aerators eliminate the need for op-
erators to liftand turn the machine at the end
of every pass. “At the end of every lot line,
the operator would have tolift the 300-pound
machine and turn it around to make the next
pass,” Becker says. “That limited the num-
ber of jobs you could do in a day because of
the extra time and fatigue. With the steerable
option, the operator doesn’t have to lift the
machine at all, so productivity is up because
they can work more efficiently.”

A recent Lawn & Landscapé Online poll asked readers: What turf renovation

service is most profitable for your company? Aeration won by a landslide, mostly
owing to the frequency of aeration services, when compared with other services like
overseeding or dethatching. Moreover, readers also reported that aeration became a

popular add-on service for landscape contractors in 2003 and 2004. - Lauren Spiers

Q: Which turf renovation service is the
most profitable for your company?

Q: In your opinion, what is the most
popular add-on service for landscape
contractors in 2003 and 2004?

SERVICE % OF CONTRACTORS ~ SERVICE % OF CONTRACTORS

Aeration 58 percent Snow Removal 30 percent

Overseeding/Slitseeding 23 percent Landscape Night Lighting 28 percent

Sod replacement/Patching 11 percent Aeration 18 percent

Dethatching 8 percent Holiday Lighting 15 percent

Mosquito Control 5 percent

Perimeter Pest Control

HOLEY Grail
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Contractors also must consider the land-
scape in which they plan to aerate. “Your
environment will really dictate what kind of
equipment you buy,” says Bob Brophy, di-
rector, lawn products division, Turfco, Min-
neapolis, Minn. “If you deal with small gates,
you need small equipment. Hills require
machines that work well in those condi-
tions. There's no perfect machine for all en-
vironments, butif contractors can find some-
thing that works well on 80 percent of the
lawns they do, they've done well.”

T'o handle hilly or tight conditions, manu-
facturers have sized aerators accordingly
“On a site that might have narrow areas or
garden gates to go through, there are aera-
tors available in 17- to 19-inch widths all the
way up to 25- or 26-inch models that are better
for companies that handle larger, open areas,”
Becker says, adding that some new ride-on
aerators entering the market will be narrow
enough to fit through 36-inch gates and will
increase productivity and operator comfort.

PRICING POINTERS. For the most part,
aerators range in cost from $1,500 to $4,000
or may rent for about $50 for half a day,
according to manufacturers. While this can
be a hefty investment for a lawn mainte-
nance company, Brophy says that by selling
the value of the service, contractors can pick
up a number of customers who may require
aeration as often as twice a year.

“When a contractor gets a lawn on a
good aeration program, it requires less
work and worry because the stronger the
plant, the more resistant it is to disease,”
Brophy says. "It canbe a great money maker
and customers won't call back as often be-

cause their lawns are looking better.”

Contractor Scott Lawn can attest to the
profitability of aeration, which is the back-
bone of his lawn maintenance business. “We
have upwards of 20,000 clients and about 80
percent of the lawns we service are about
2,000 square feet,” says the president of Green
Way Lawn Aeration, San Diego, Calif. “The
smaller lot sizes put us in a unique market,
but our pricing structure allows us to stay
profitable.”

Lawn charges $35 to aerate a customer’s
front lawn and $55 to aerate both the front
and back of an average size lawn. “These
prices include the cost of doing business, and

Pulling cores allows nutrients to make their way to turf roots more easily.
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we have had to increase our prices recently
because of increases in the cost of gas and
workers’ compensation. Still, we try to reach
a profit of 20 to 25 percent.”

In terms of timing, most manufacturers
recommend aerating in the spring or fall - or
both - if heavy compaction warrants it. “If
you have kids playing in the yard or any

type of foot traffic, or if you live in an area
with clay soil, you're constantly fighting the
battle of compacted soil,” Borland says.
“April and May are good times to go in and
relieve that stress, and a lot of contractors
aerate in September, as well.”

To keep aerators in tip-top shape during
the long window of use, maintenance is key.
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Brophy notes that machines should be cleaned
daily, and Becker advises that operators keep
an eye out for debris while working.
“When you take equipment out into a
yard, you can never be sure of what's out
there,” Becker says. “You need to keep your
eyes open and watch out for plastic bags or

»”

twine that can get caught up in the tines.
Also, the tines will wear because of rocks and
other rough areas in the earth. Those tines
are the parts of the machine that get the most
use, so you have to make sure that they’re all
in place when you get started and be ready to
replace them just in case.”

Brophy agrees. “Change tines any time
they're broken or bent because the metal
can’t be restraightened,” he says. “If you try
to straighten them, they’ll break as soon as
you get started across the lawn again and the
steel will be left in the lawn. Contractors
should carry spare parts because you don't
want to have to bring the machine to a dealer
in the middle of the day. A little “tailgate
surgery” is easy and can let the operator
keep working without losing much time.”

Also, Borland adds that having custom-
ers water their lawns the night prior to ser-
vice will make aeration easier. “The soil has
to be prepared before aeration,” he says. “A
good rule of thumb is that the soil should be
penetrated easily by a screwdriver toa depth
of 3 inches. Assuming it hasn’t rained, hav-
ing the customer water the lawn the night
before is a good idea, and also putting up
flags by any sprinkler heads or other under-
ground parts like control panel boxes will
keep the operator from running over them
because the aerator will destroy them.”

Armed with these tips and the right piece
of equipment, contractors can put their aera-
tionknowledge to good use, both by strength-
ening clients’ lawns and putting a little more
profit in their pocketbooks. L

The author is associate editor of Lawn & Land-
scape magazine and can be reached at
Ispiers@gie.net.
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Visit Lawn & Landscape Online,
and use the search word “aeration”
to find more useful articles on this and
other turf renovation topics.
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Dethatching equipment makes the first
step in turf renovation quick and easy.

by Lauren Spiers

Thc golden thatched roofs on Irish country cottages
are often quite pretty in such quaint settings, but they’re
also functional. “In Ireland, thatched roofs keep rain out
of the house,” comments Bob Brophy, director, lawn
products division, Turfco, Minneapolis, Minn. “But
think about that same thatch on your lawn. It keeps out
nutrients, water, air — all the good stuff - and traps the
bad stuff like bacteria and insects.”

For these reasons, thatch removal is an important
part of keeping turf healthy. “If you mismanage turf
and allow thatch to accumulate, you create a very
shallow root network because the roots will grow to the
surface in order to get the water and nutrients they
need,” explains Richard Borland, service manager, Blue-
bird International, Beatrice, Neb. “Dethatching is the
first step in turf renovation and in encouraging roots to
grow deeper so the grass plants become more durable.”

DETHATCHER DETAILS. Rather than simply run a
hand rake across the turf to try to break up thatch
accumulation, contractors should turn to dedicated
dethatcher machines that use a series of blades to pull
up the spongy layer of offending roots stems.

“You can hire 50 day laborers with garden rakes or
10 laborers with sod cutters to strip the lawn, but the
least labor-intensive option is a power dethatcher or
power rake, that needs just one person to operate,”
Brophy says. “The vertical blades will easily tear that
thatch up for you and then it’s just a matter of going
back and raking up the debris.”

Like most turf maintenance and renovation equip-
ment, dethatchers are walk-behind units that operators
push across the turf area to allow the machines’ blades
to do their job. “If you think of it like a lawnmower, you

have a machine going across the ground with a blade
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going around in a circle to cut the lawn,” notes Rose Wik s
: . Vithout a bagging
Mary Becker, sales manager, Classen Mfg., Norfolk, i
Neb. “The only difference in a dethatcher is that the attachment,
blades are vertical and are set on a shaft so that as the
. el contractors must

shaft spins, the centrifugal force of the swinging action
helps the blades power through and rake the grass.” rake up debris
But Borland notes that dethatchers’ blades, though , _
; : % after dethatching a
sharp, are not designed to cut into the soil. “Blade height
is critical when you're working with a dethacher,” he lawn. Photo:
says. “You don't want to go too deep or you'll actually :
: : : Bluebird Interna-
end up damaging the crown of the plant and dulling the
blades. In cases of severe thatch, two light rakings may tional
even be better than trying to do it all at once.”

As a guideline, Borland suggests that dethatcher
blades should sit about % inch off of the ground when
the machine is resting on a hard surface like a driveway.

This setting will allow the machine

to work through moderate thatch lawnandlandscape.com | % 4

accumulations, which manufactur-

ersagree should notexceed % inch.

Visit our July Online Extras section
for information on pricing dethatching
and how to maintain dethatcher blades

Withthe propersettingsinplace,
contractors can safely dethatch a
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lawn without causing undue damage,
though Brophy notes that dethatching
should be considered a last-resort service in
many cases. “Some people will say that
dethatching refreshes a lawn, but that’s
not always true,” he says. “The best way
to remove thatch is to first scalp the lawn
with a mower and bag the clippings, then
use the dethatcher and follow up by bag-
ging the thatch debris. That whole pro-
cess really puts a lot of stress on a lawn.”

HOW MUCH & HOW OFTEN. Asa
turf renovation service, dethatching is
less common than aerating or overseeding.
Becker notes that annual dethatching prob-
ably isn’t necessary on most lawns and that
many lawn maintenance customers never
need to dethatch. As such, dethatching is
oftena prime candidate forequipment rental.
“To buy a $2,000 machine and have it
sitting on the books when you only end up
using the machine twice isn’t the best idea,”

Brophy says. “Deciding on whether to rent
or purchase really depends on how much
you're going to use it. If you have to rent the
machine 10 or 12 times a year, you're prob-

“BLADE HEIGHT IS CRITICAL WHEN YOU'RE WORK-
ING WITH A DETHATCHER. YOU DON'T WANT T0 G0
T00 DEEP OR YOU'LL ACTUALLY END UP DAMAGING
THE CROWN OF THE PLANT AND DULLING THE
BLADES.” — Rictarp Bortanp

ably better off buying it, but even if you only
rent a couple of times a year, you have to
remember that along with the cost of the
rental is the overhead involved in picking
up and dropping off the machine, gas mile-
age and lost labor. You have to evaluate the
hidden costs.”

In general, manufacturers report that
dethatchers generally range in cost from

$900 to $2,000, depending on special offers
from dealers and available features. For in-
stance, bagging attachments for some ma-
chines may cost an additional $200 or so,
and hydrostatic machines also will be on
the higher end of the price scale. On the
otherhand, Borland says dethatcher rent-
als can hover around $40 for half a day.
Once contractors acquire their
dethatchers, properly timing the service
also is important. “Dethatching in the
fall is usually best — around August or
September — though doing it in April or
May is possible, too,” Borland says. “The
advantage to doing it in the late season is
that there’s more moisture available and the
grass is going into a dormant stage, which
gives it the opportunity to really develop
that root network.”

The author is associate editor of Lawn & Land-
scape magazine and can be reached at
Ispiers@gie.net,
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Landscapc contractors spend countless hours every
week maintaining lawn areas for their clients. But with
turfgrass being one of the most prevalent and familiar
forms of groundmvcr in this counlry and others, there
aren’t always enough fertilizer applicators and lawn
mower operators to keep an eye on every square foot of
lawn all the time. As a result, an occasional dead or bare
lawn area makes an appearance and opens the door for
another lawn care service.

“Overseeding is the best method to use to repair
dead or bare sections of a lawn,” says
Richard Borland, service manager,
Bluebird International, Beatrice, Neb.
“Some people will overseed grasses
in the fall to give them some green
color in the winter, but it’s really the
bare or thinning spots that are the
targets of this service, which isn’t to
be confused with seeding a new lawn
— that's very different.”

Though some homeowners may
view overseeding as simply throwing down a little all-
purpose grass seed and letting Mother Nature take
over, contractors and seeder manufacturers know that
there are differences. Choosing the right piece of
equipment and using correct techniques helps contrac-
tors achieve the results that homeowners only wish
they could.

SEEDER SPECS. In the world of seeders, the terms

’

“overseeder” and “slit seeder” come up regularly.
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“(VERSEEDING IS THE BEST
METHOD TO USE TO REPAIR DEAD
OR BARE SECTIONS OF A LAWN."
— Rictaro Bortanp

Turf Renovation Equipment

seeding season starts.

by Lauren Spiers

Characters

Though many industry professionals use the terms
interchangeably, some manufacturers note that there
are differences between them.

“A slit seeder or ‘drill’ seeder has a blade that will
actually cut a little trench in the soil as the machine
moves along,” explains Rose Mary Becker, sales man-
ager, Classen Mfg., Norfolk, Neb. “There are usually
about 10 blades in a machine and off the seed box there
is an equal number of hoses positioned directly over the
slits. They’re designed for accuracy, so the machine will
drop seed down the hoses and small
injectors at the end of the hoses will
place the seed right in the trench.”

On the other hand, Becker notes
that overseeders work on the same
principle, but will drop the seed first
and then follow-up with a blade that
pushes the seed into the ground to
achieve germination. “In the case of
overseeders, you haven’t got any con-
trol over where the seed is being
placed,” Becker says. “With slit seeders, you're often
using less seed because there’s not as much wasted seed
falling in between the rows because the hose puts the
seed right where it needs to be.”

Still, Becker notes that the less complex overseeder
style is more popular in the industry and other manu-
facturers note that many overseeder models have ways
of ensuring the seed-to-soil contact necessary for proper
germination without the intricacies of a slit seeder. “The
seed basically just needs to touch the dirt and be lightly

(continued on page 82)

www.lawnandlandscape.com

Use these tips to brush up on overseeder

equipment purchases before the prime
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Certain overseeder
models known as
slit seeders have
tubes that place
turf seed directly
into trenches cut
by the machine's
blades. Photo:

Ryan
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(continued from page 80)

covered, so the dirt you bring up during
overseeding is replaced by a rubber flap
that spreads the soil back over the seed
* Borland explains.

In order to properly operate both types
of seeding machines and achieve good ger-
mination, manufacturers recommend set-
ting the blades to cut into the soil no more
than % inch. “Unlike dethatchers, the blades
on overseeders are specifically designed to

’

when you’re done,

cut into the soil, but only to about % inch,”
notes Bob Brophy, director, lawn products
division, Turfco, Minneapolis, Minn. “Cut-
ting %2 inch into the soil is too deep and will
put too much wear on the machine.”

But even through regular use, seeders’
blades will wear down, whichis why choos-
ing a machine that allows for easy blade
replacement is important, especially con-
sidering that blade replacement can take
one to three hours according to some manu-
facturers, Brophy stresses.

“When you're looking at overseeders,
you want to take into account how much
trouble it is to change the blade,” Brophy
says. “You can look at it the same way you
would for mower blades. If it's a pain to get

lawnandlandscape.com | %

Visit Lawn & Landscsape Online
for more information about
overseeding and other turf renovation
techniques.

under the machine and take the blades off to
sharpen them or replace them, you probably
won’t do it as often as you need to.”

Depending on the amount of use and the
soil in which the seeder is working, the
amount of time between blade changes will
vary, so most manufacturers suggest exam-
ining blades after every 25 hours of use to
ensure that they are still sharp or require
replacement.

TIMING & TUNE-UPS. As with any
other landscape plantings, there is an appro-
priate time of year to overseed lawns. Be-
cause of that timing, seeders are often good
candidates for equipment rental rather than
purchasing.

“Some southern grasses can be planted in
the spring, but when you get into the
ryegrasses and bluegrass mixes that are in
most of the country outside the south, you
want to overseed in the fall because soil
temperature is more important than air tem-
perature,” Borland explains. “In the fall, the
soil will still be warm from the summer, so
the seed will germinate better and then you

(continued on page 84)
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E ven if a contractor purchases the best overseeder on the market and an ideal grass
seed blend, that combination isn't necessarily enough to ensure good germination
in the area of lawn that he or she is planning to renovate, The key, according to most
overseeder manufacturers, is in the seeding technique, which involves making two passes
over the area to be seeded

“Crossing the lawn more than once, and making the second pass at a 45-degree angle
to the first is important for a good overseeding application,” says Richard Borland, service
manager, Bluebird, Beatric, Neb. “You don't want the grass to come up in nice neat rows
The more irregular the application pattern, the better-looking the finished product.”

Bob Brophy agrees, adding that paying attention to the amount of seed being used on
each pass also is important. “If you know it's going to take 60 pounds of seed for the area
you're doing, you're going to want to split that between the two passes,” says the lawn
products division director of Turfco, Minneapolis, Minn. “First, adjust your seeder as best
you can to spread the first 30 pounds and when you finigh the first pass, if you've only
spread 20 pounds, re-adjust the spreader to put down the remaining 40 pounds when you
make the second pass.” This method, Brophy explains, is highly preferable to making
adjustments in the middle of a pass over a lawn area and risking the application being too

thin on one end and to heavy on the other. - Lauren Spiers

DOUBLE Crossed
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(continued from page 82)

can use a preemergent in the spring. If you
try to overseed in the spring, you won't be
able to use a crabgrass preemergent because
you'll kill all the seed.”

With a small seeding window of only
about six weeks in late August and Septem-
ber, Borland explains that a $45 half-day
rental may be a better investment than pur-
chasing a $1,500 piece of equipment that
might not get much use. “You really have to
consider how often you're going to be
overseeding,” he comments. “Unless you're
a large landscaping firm, it might be better to
just coordinate who needs overseeding
equipment and then rent a machine for half
aday oraday. Overseeders really lend them-
selves well to the rental market.”

Still, there are some advantages to pur-
chasing overseeders, especially for compa-
nies that do a good deal of renovation work.
For instance, some manufacturers offer ma-
chines with interchangeable parts that allow
them to operate as seeders when a seed box
attachment is used or as dethatchers if the
seed box is removed.

“If a contractor already owns the power
unit for the dethatcher, they can easily con-
vert it to a seeder, and there are verticutter
attachments, as well,” Becker comments, re-
ferring to verticutting - another form of turf
renovation. “A seed box assembly can run
about $250 and blade assemblies are about
$300. So, for just a few hundred dollars vs,
the minimum cost of buying another piece of
equipment, the contractor can have two
machines in one.”

For contractors who would rather pur-
chase dedicated equipment or only need one
machine, seeders generally range from $2,000
to $5,000, with higher-end machines offering
features like hydrostatic transmission or
speed controls for easier handling on hills
and other rough terrain.

In order to make such large investments
worthwhile, manufacturers advise contrac-
tors to properly maintain their machines by
lubricating any bearings or steel-to-steel con-
tact points and keeping debris out of the
blade area. With proper use and mainte-
nance, renovation machines like seeders can
be expected to last 10 to 15 years.

The author is associate editor of Lawn & Land-
scape magazine and can be reached at

Ispiers@gie.net
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Whether it’s environmental regulations or demand for more power-
ful yet lighter machines, power blower manufacturers find themselves
entangled in a costly balancing act, resulting in evolving products.

Finding the most effective blower depends on affordability, re-
gional laws and personal preference. The most common types of
blowers landscape contractors use today are the backpack, handheld
and walk behind model, with backpacks being the most popular with
contractors, according to Mark Michaels, product marketing man-
ager of handheld products, Husqvarna, Charlotte, N.C.

Power blowers have come a long way since they first hit the
market in the early 1970s. They were originally designed to spread
fertilizers and pesticides on crops and fruit trees.

Use of power blowers continues to increase, with the average
landscape contractor spending $952 annually on backpack and
handheld blowers and 47.2 percent purchasing backpack or
handheld blowers in the past 12 months, according to Lawn &

86  suLy 2004

Buying the right power blower has never been more
complicated. New models and noise regulations
mean contractors need to do their homework.

by Jonathan Katz

Landscape research. Manufacturers also continue to report sales
growth despite rising costs associated with emissions regulations
and power blower bans in some regions, forcing companies to
increase prices.

For these reasons, contractors need to do adequate research before
they buy their blowers.

NOISY NUISANCE? By the late 1990s, about 20 cities in Califor-
nia had adopted bans or regulations on power blowers on grounds
that the noise caused a public nuisance. And, in September 2003, the
City of Portland, Ore.. extended leaf-blower bans from nine hours
(10 p.m. to 7 a.m.) to 12 hours (7 p.m. to 7 a.m.) in residential zones,
according to the City of Portland Auditor’s Office. But blower
regulations aren’t limited to the West Coast. “In the Northeast,
there are a lot of communities that if they haven’t passed blower
regulations, they're considering it, so if it isn’t already an issue it

(continued on page 88)
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— Coleman Burnett, V.P, Contemporary Landscapes, Charlotte, NC

“My clients don’t care how 4-MIX technology works.
But they sure like the results.”

“The owners of these multimillion-dollar estates expect nothing but the best. That's

why they hire me. And that's why | use the 4-MIX line of products from STIHL.

They're more powerful and better balanced than my old 2-cycle equipment, which

makes it easier to handle the extreme detail work my customers demand. They're

also more fuel-efficient, so my guys can work longer before having to refuel. Plus, /
4-MIX products use interchangeable parts, so there's less downtime. And the ?ﬁ

one-on-one service | get from my STIHL Dealer keeps my equipment, and ultimately /
my business, running strong. Hey, not even | know exactly how 4-MIX technolegy P
works. But it sure works for me.” 1800 GO STIHL * www.stihlusa.com k
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probably will be in the very near future,”
says Jeff Marcinowski, manager of engi-
neering and product development for Little
Wonder, Southampton, Pa.

However, the bans haven’t stopped
product sales growth. In 2003, the Outdoor
Power Equipment Institute (OPEI) reported

that backpack blowers increased19.6 per-
cent in product shipments. And some
manufacturers are even reporting 20- to
30-percent increases, despite the fact that
they limited the number of blowers they
sell to California because of the regula-
tions, according to Michaels.

Manufacturers attribute the in-
creased sales toengineering advance-
ments in the products and more
awarenessamong landscape contrac-
tors regarding noise levels. Many
manufacturers are now providing
blowers that meet the 65 to 70 decibles
on the A-weighted scale (dBA) stan-
dard set by many communities. For
instance, most companies changed
the design of the fan blade to elimi-
nate the “whining” sound typically
produced by blowers.

Since the bans haven’t decreased
the need for blowers, landscape

contractors can take steps to lower noise
levels. San Rafael, Calif.-based Gardeners’
Guild even uses lower-powered electric
blowers on occasion when its crews work in
areas where there are gas-powered blower
bans, according to Paul Swanson, opera-
tions manager for the company’s exterior
division. But Swanson says employees need
to take a proactive approach toward reduc-
ing blower noise.

“There’s a big cost associated with not
using the gas blowers,” Swanson says. “But
it really doesn’t affect us as much as it does
the customer. They're the ones who have to
pay for the labor.”

Gardeners’ Guild trains new employees
onevery piece ofequipment, including power
blowers, Swansonsays. A company mechanic
must confirm in writing that the new em-
ployee has received formal training and is
proficient at operating each piece of machin-
ery. Even after the initial training, the com-
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or years, power blower manufacturers have scrambled to meet

F California’s tough emissions standards for products marketed
in that state. But now, this constant product renovation is increasing
the price end users will pay for their handheld equipment

Environmental Protection Agency standards require small-en-
gine manufacturers to cut emissions from 180 grams per brake
horsepower hour (g/bhp-hr) to 37 g/bhp-hr by 2007. The new exhaust
emission levels imposed by the EPA represent an approximate 80
percent reduction over the original California limits. As a result,
manufacturers must redesign the exhaust systems of their products
at a costly price

“It has seriously impacted the cost of our products,” says Larry
Will, consultant and former vice president of engineering, Echo, Lake
Zurich, Ill. “We have had to spend millions of dollars in development.
We have maybe 50 products, and each one had to be redesigned. It's
been very expensive, and we're not done yet."

Within the last year, some manufacturers have invested more

COSTLY Emissions

= USE YOUR
MosT VALUABLE TOOL
FOR CUSTOMER
SATISFACTION AND
RETENTION —

d33

CLC LABS SOIL
TESTING!

Call 614/888-1663
and Start Today!

CLC LABS

325 Venture Drive
Westerville, OH 43081
614 888-1663

FAX 614 888-1330

4N O A

SH3IWOLSND

Exclusive Laboratory Services for the
Turf & Ornamental Professional.

USE READER SERVICE #84
Lawn & LANDSCAPE

.
0 s

{continued on page 92)
than $10 million on their product lines to meet EPA standards, Will
estimates.

In the past, regulations did not affect retail price, but manufactur-
ers say those days are over. Will says costs may rise by 10 percent this
year. Some blowers may rise by $10 per machine, according to
Tommy Tanaka, marketing manager, Red Max, Norcross, Ga.

"Every product requires a new manual - a new operator's manual,
a new parts manual - people on the phones need to be trained to
answer questions, and much of that cost is absorbed as a part of
doing business,” Will says. “It's cost us a lot more than we have
passed along - otherwise prices would be much higher.”

Will adds that there are ways contractors can offset price hikes
“They can buy a smaller blower, which would reduce the cost,” he
says. “Contractors should use a smaller blower in areas where it's
important to use them and to use the larger blowers in industrial
areas and so forth. You also increase the life of the blower by

switching products like that.” - Jonathan Katz

Why are Industry Professionals
Embracing the Weed Man Opportunity?

« 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.

“After researching several lawn care franchises, it
was obvious Weed Man was the best choice for
Hillenmeyers. We made our decision based on
their products that are superior to what we were
able to provide to our customers. Their
management systems are very easy to use in
addition to providing excellent information.

| believe the biggest asset from Weed Man is the
dealer support we receive to help us make this opportunity a success.”

Stephen Hillenmeyer,
Hillenmeyer Nurseries

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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9:00 - 10:00 a.m. Target Marketing Strategies Of Lawn Care Services
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Speaker: Dr. Fred Whitford, Purdue University
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pany spends $4,000 to $6,000 on an annual
“jamboree” where employees review proper
handling procedures for all equipment.
When reviewing blower usage, the com-
pany encourages employees to be conscious
of pedestrian traffic and to be aware of open
windows and wind direction, Swanson says.
Employees are advised to not use a full
throttle and to avoid using blowers in beds
to avoid dust emissions.

“We firmly believe that it's a matter of
working with city and state officials and
these manufacturers to continue to reduce
the noise levels, and it’s also the operator,”
Swanson explains. “One of the core prob-
lems is actual blower use and knowing how
to use a blower properly.”

THE BIGGER THE BETTER. One possible
solution to the noise issue is using smaller
models. But most landscape contractors use
commercial-sized backpack blowers for the

maijority of their work be-
cause they're more pow-
erful than handheld
blowers and are easier to
maneuver than walk-be-
hind blowers.

Handheld blower en-
gines are typically much
smaller and less power-
ful because they must be
light enough to carry.
These usually sell for $200 to $250. They
typically have an engine displacement of 20
to 30 cubic centimeters (cc). “The market is
leaning heavily toward power, but there is
still a large market for light weight,”
Michaels says. “The lighter-weight blowers
are still the largest seller because of their
quickness and convenience.”

Handheld blowers save time for quick
jobs, such as blowing dry grass clippings,
bark dust and sand from driveways and

Photo: Husquarna

sidewalks and are typically quieter than back-
pack blowers, according to Jay Larsen, prod-
uct marketing and communications man-
ager, Shindaiwa, Tualatin, Ore. But they can-
not compare to the blowing performance of
the backpack tools, he says.

Many contractors who still use handheld
blowers are switching to “mini-backpack”
blowers, which manufacturers recently in-
troduced to the market, according to
Michaels. These are backpack blowers that

fconimued on page 7¢)
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use the lighter handheld engines. These blow-
ers generally cost around $230. “It's more of
an entry point for a contractor,” Michaels
says. “We don’t have commercial landscap-
ers moving down to it. They’re replacing the
handheld blower with the mini backpack.”

A 40- to 50-cc backpack blower generally
ranges from $300 to $330, according to
Tommy Tanaka, marketing manager,
RedMax, Norcross, Ga. Start-up landscape
companies typically use these mid-sized
models because of their affordability. In the
$400 to $500 price range is the 48- to 58-cc
engine, Tanaka says. Blowers that are 60 cc
and above usually cost more than $500. These
are for commercial landscapers who are in-
volved in heavy leaf pickup.

The only downside to the backpack
blower is the fact that they can get heavy,
especially after a long day on the job, Larsen
says. But some manufacturers have im-
proved lumbar support and incorporated

more convenient release points for back-
pack straps, says Andy Kuczmar, director
of national service, Echo, Lake Zurich, 11l

Gardeners’ Guild usesa majority of back-
pack blowers and some handheld blowers,
Swansonsays. The company uses more back-
pack blowers because they're generally more
effective, according to Swanson. Gardners’
Guild spends approximately $2,500 to $3,000
annually on new blowers.

MAINTENANCE MATTERS. Withall this
power comes dust, and air filtration sys-
tems on backpack and handheld power
blowers must be large enough to handle the
amount of dust that can enter the blower’s
system, according to Kuczmar.

For these reasons, when shopping for a
backpack or handheld blower, Kuczmar rec-
ommends contractors look for blowers with
large air filtration systems or systems that

are paper pleated These m'nnrdmm.\lmpvd

lawnandlandscape.com (¢

Visit our July Online Extras
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yperating power blows

professionals and blowe

mantiacty

filters can triple or quadruple the surface
area of air filtration, Kuczmar explains

Once the blower is in use, the air filter
should be cleaned regularly or replaced, in-
dustry experts say.

Also, make sure the air-intake vent is
clear from leaves and debris, which can cause
the engine to overheat.

“When vou build that blower, that air
filtration system better not leak, that air box
better feel tight because if it doesn't, you're
going to be taking in dirt at 141 times per

second,” Kuczmar says m

The author is associate editor of Lawn & Land-

Scape magazine and can be reached atl

tkatz@gie.net
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Tuesday, September 7, 2004

* Sharpen your financial management practices Indianapolis, Indiana
and add more to your bottom line.

Thursday, September 9, 2004

* |dentify strategies for improving your marketing Chicago, lllinois
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snow management to your existing service offerings. Saturday, September | |, 2004

Detroit, Michigan
* Network with fellow snow management professionals Y
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Hartford, Connecticut
* Return to work ready to apply what you have learned
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snow management services. Ottawa, Canada
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Toronto, Canada -
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“The forms and procedures we learned about made our snow removal
process 50% more efficient. | would recommend that anyone who is

involved with snow removal attend one of the 4 oo 2
snow & ice management seminars.” Seminar Reg'Strat'on Is only
Mr. Brian Hunt $145 Per Attendee!
President/Owner
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While not for every application, wide-area mowers are the last

word in mowing vast expanses efficiently and professionally.

by Will Nepper

A soccer field might seem like a good mowing gig for a landscape
contractor. It's a pretty basic job with few obstacles and even
fewer trimming and edging opportunities. It's a lazy day of
minimal steering and lots of tanning potential. Even with a speedy
zero-turning radius riding mower, a technician could have a nice
afternoon of leisurely passes up and down and back again ... and
again ... and again. But what else can he do? It takes a lot of passes
to mow a soccer field. And sure, that's great for the man in field,
but what about the contractor who needs that manpower on other
jobs?

Enter the wide-area mower (WAM). These mowing monsters can
take a large job ~ such as a soccer field - and turn it into nothing more
than a quick pit stop on the way to another property. Wide-area
mower manufacturers share details about these magical machines,
what sets them apart from typical mowers and how a contractor can
tell if it’s a valid investment for his or her company.
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BIGGER IS BETTER. How does the industry define wide-area
mowers? Wes Freeman, brand manager, commercial mowing, John
Deere, Cary, N.C,, offers a simple definition: “A wide-area mower is
typically one with more than one mower deck or any mower with a
width of cut greater than 72 inches,” he says, adding the majority of
these machines have an 11-foot cutting width, but some can go as
wide as 16 feet

Wide-area mowers also come in as many different configurations
as they do mowing widths, Freeman adds. “There are some mowers
that have decks out in front of the mower rather than off to the side
and some with rotary decks that are independent in that they float out
in front of the machine. However, the majority of machines being
used by landscape contractors are set up with mowing decks on the
side in a wing-like configuration.”

But a greater cutting width isn't all that separates a WAM from its
narrower-bodied brethren. For one, the majority of wide-area mow-

mimued on page 98

LawN & LANDSCAPI


http://www.lawnandlandscape.com

adant”
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A Comprehensive Seminar For Landscape Contractors

What labor should cost your company and how it impacts your bottom line.

How to track labor costs for each job and manage labor for quality and accountability.

To improve your estimating skills and how to generate reports to provide accurate estimates.
How to sharpen your financial management practices with QuickBooks.

To save labor hours by buying the proper equipment.

How to develop an overall system to manage and schedule labor.
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Defroit, Michigan Houston, Texas Washington D.C.
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Wednesday, August 11, 2004 Friday, September 17, 2004 Friday, October 15, 2004
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Seminar Registration Is Only $145 Per Attendee!
A Great Value For A Seminar With So Much To Offer Your Business

Why | Attended This Lawn & Landscape Event

“Jack Mattingly has been there in the field and done it. The information
presented was very valuable and will help improve our existing systems
immediately, He answered a ot of guestions we had about how to grow
our business. It was one of the best seminars | have attended.”

Attendee At The 2003 Dallas, Texas Seminar
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(continued from page 96)
ers run on diesel fuel, giving the machines M aintenance on any high-priced piece of machinery is important. Naturally this
reputations for longevity, according to Ken applies to wide-area mowers (WAMs) as well, though contractors may find that
Raney, advertising manager, Hustler Turf oy s ) ' —_
SR 3 WAMs require little more in the way of maintenance than their standard-sized
Equipment, Heston, Kan. “These mowers
cancostquitea bit more than standard mow- counterparts. Wide-area mower manufacturers give us a run-down of mamntenance
ers so you want tl“‘f“ to last as long as they musts that will ensure the long life of any wide-area mower
can,” he says. “Often municipalities use

: X . : ; - Before using ¢ e-area mower, be sure to sharpen all the blades on all the decks. This
wide-area mowers for their properties and Before using a wide-area mower, be sure to sharpen all the bla ma CKS. 11
because much of their equipment already will be considerably more time-consuming than with a standard 72-inch deck mower
runs on diesel fuel, that makes filling up : .

MRS : t.“ L e & UF because of the significantly greater number of blades
convenient.”

Diesel is also known for power, Freeman « Also be sure to remove the belt shields and be sure that all belts are free of debris
points out. “You get more torque out of a - Low tires can have an adverse affect on any mower's cut. Gauge the pressure of the
diesel engine,” he says. “And there is typi- ‘ -

; ; A WAM's tires before taking it out in the field
cally less maintenance with a diesel engine
as well.” « Grease all applicable moving parts and be sure to check the oil level of a WAM before

Beyond differences insize and fuel, wide- pulling out of the garage
area mowers and standard mowers are es-

. : . « Finally, cap off each WAM's day by cleaning the underside of its mowing decks to
sentially alike in terms of maintenance, ac- Finally, cap off each WAM'’s day by cleaning the underside of its mowing d
cording to Freeman. prevent large grass clumps from compromising the cut of its next job. — Will Nepper

Joe Zvanut, advertising and promotions
specialist, Jacobson, Charlotte, N.C., says ‘ 70l I |§ {l l 'SI I ] M - t -

(continued on page 100) m am
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The premier networking and educational

event for the landscape professional.

Early bird deadline: September 15, 2004 CONTRACTORS OF AMERICA

USE READER SERVICE #90




THE POWER OF
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Using the power of database technology, My Lawn & Landscape
allows lawn and landscape professionals to personalize their
Lawn & Landscape Online experience. Customize stocks, local
weather, news, your daily schedule, business cards and more.
Even bookmark your favorite articles that have appeared in
Lawn & Landscape magazine.

Signing up for a My Lawn & Landscape account is easy and
free of charge. Simply go to www.lawnandlandscape.com. In the
top right-hand corner, you'll see the My Lawn & Landscape
login area. Simply click on the icon, register for an account and
you're ready to customize your page. It's that easy.
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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 in-
dustry. In fact, we're the only communications
provider that has a fully dedicated Internet
editor that covers late-breaking industry news
as it happens. In addition, Lawn & Landscape
Online provides “bonus” coverage of a wide
range of business and technical topics of in-
terest to professional contractors. Just look
for the “For More Information™ boxes or the
“Web Buttons” throughout Lawn & Landscape
magazine featuring the site addresses of
manufacturers, distributors and others affili-
ated with the industry. This full-market news
coverage is only available from
www.lawnandlandscape.com.
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that a properly maintained WAM should be able to run all day long.
“Typically these mowers receive four to seven hours of actual use a
day,” he says. “But in that workday you're going to be cutting a lot
more grass than you're going to get with a regular mower over the
same time. One model even claims to mow 60 acres in an eight-hour
workday.”

On that same note, some wide-area mowers can mow 8.5 acres an
hour at 6 miles per hour, Freeman adds.

In terms of lifespan, Raney says: “We've always thought you
could get about 500 hours a year of usage on these mowers. We figure
that over five years that's about 2,500 hours. Many operators can get
much more out of them though when they’re properly cared for. For
instance, I know we’ve got some wide-area mowers that have been
going for 40 years and still mow. So if they’re taken care of, I would
think you should get at least up to 10 years out of one.”

NOT FOR EVERYONE. All this extra horsepower and size should
sound great to any contractor who has at least one gargantuan
property to service. But there’s quite a bit more to look at before a
contractor falls too deeply in love.

Wide-area mowers are not for all applications. Zvanut notes that
there are factors to consider that might reveal why investing in a
WAM requires an accurate assessment of the types of properties a
contractor services most. “It’s definitely an investment,” he says.
“You really need to be in a specific mode of operation to be able to
justify buying one.”

And, according to Zvanut, one oversized property is not suffi-
cient justification. “If you're not mowing a lot of acreage or you don't
have room on many properties, it's probably best to use the zero-turn
and front-mount models,” he says, adding that it depends on what
you want your machine to accomplish. “You can cut large acreage
with the zero-turning radius mowers but it's not nearly as efficient as
it would be with a wide-area mower.”

Dan Andres, supervisor, The Brickman Group, Bethlehem, Pa.,
says that his company mows 90 acres of wide open terrain at a local
university’s athletic center and that this is a good example of the
perfectjob for a wide-area mower. “We do most of it with our 10-foot-
wide-deck mower and then we use a standard 60-inch-deck mower
and a trimmer to get around all of the obstacles.” Andres adds that
a contractor with five or six similarly sized properties of 50 to 90 acres
or more — might consider investing in a wide-area mower.

“They’re definitely not for properties where there is a lot of trim
work to be done,” Freeman says, explaining that lots of trees, hedges
or other obstacles can automatically disqualify a property from the
use of a wide-area mower. “So then consider how many properties
you have that they’d be applicable for. If you have a lot of properties
like that then maybe you can look at replacing people with a wide-
area mower. If you've got three people who mow a property on three
different machines, you
could buy one wide-area
mower and send the
other two people to an-
other job.”

Zvanut also advises
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Visit the July issue online to learn
more about appropriate applications
for wide-area mowers.

contractors to closely ex-
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amine cost before purchasing a WAM. “Ask
yourself, ‘'How much is it costing me now
with zero-turnriding and walk-behind mow-
ers vs. what it would cost me if I had one of
these machines? Could I get by with fewer
people and fewer small machines if  bought
a wide-area mower and still make money

with it?"”

PRICING PARTICULARS. Understand-
ing the commitment you’re making with a
wide-area mower means understanding the
equipment costs. While, like most power
equipment, wide-area mowers offer a wide
cost range between their high-end and low-
end products, WAMs are still significantly
more expensive than standard
riding mowers. Andres says in
his experience the average cost
of a wide-area mower can be
between $25,000 and $30,000,
making them about 30 percent
murcv\pcnsn'cth.ma.xt.mdard
72-inch deck mower that would
cost between $8,000 and
$10,000.

Zvanutsays the range of cost
within the WAM arena falls
between $48,000 at the low end
and $77,000 at the high end.
Similarly, Raney says thatsome
wide-area mowers may cost as
much as $60,000 for high-end
machines. “A high-end vehicle
usually has much more horse-
power, and the more horse-
power, the more the engine is
going to cost.”

Raney says thatin most cases
a contractor can expect to add
$200 to a mower’s price for ev-
ery incremental step up in horsepower,

Freeman explains that how the deck is
driven also has an impact on price. “Hydrau-
lically-driven decks are more expensive than
mechanically-driven decks because they in-
corporate more expensive moving parts that
require additional maintenance,” he says.

Hydraulically-driven decks are about 50
percent more expensive, Zvanut says.

Different manufacturers and models of
wide-area mowers come equipped with
varying extras that can also kick up price.
Freeman cites the example of a shock-ab-
sorbing breakaway deck design. “If the
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operator is running the machine and hits a
tree or some kind of obstacle with the side
deck, a breakaway deck will give because it
has a spring mechanism that allows it to
slide past the object and then spring back
into position vs. getting banged up by the
object,” he explains.

“Also, some of the wide-area mowers
outon the market now are four-wheel drive,
so hilly terrain is not a problem for them,”
Raney adds. “And there are others with
zero-turn capabilities. This is an improve-
ment because it takes a country mile to turn
the non-zero-turning mowers around.”

Zvanut mentions that many wide-area

mowers are equipped with optional roll-

For tight areas, some wide-area mowers have spring-loaded side

breakaway decks that will allow them to maneuver around trees or

other obstacles and then spring back into place. Photo: John Deere

over protection for the very purpose of
mowing on hilly terrain. “And because of
the width, these machines have a lower
center of gravity - so rolling them is pretty
difficult to do.”

Somesophisticated wide-areamowersalso
are equipped with two gears—“a road gear for
going about 20 miles per hour and a lower
gear for mowing,” Raney explains, adding
that one reason that makes a driving gear a
commodity on a wide-area mower is that
transportation of wide-area mowers is con-
sidered one of their greater disadvantages.

To transport these machines, flat trailers

www.lawnandlandscape.com

ends

are typically employed, Freeman says. “Ob-
viously it would have to be wide enough that
the wings aren’t hanging off of the sides,” he
says. “Sometimes landscape contactors run
into problems with trailers with rails on the
sides to keep equipment from falling off.”

But width isn't the only transportation
problem, according to Freeman. “The real
problem is the weight of the machine,” he
explains. “You have to have a trailer that's
rated to carry the type of weight you'd ex-
pect from a wide-area mower, which is gen-
erally just under two tons or 4,000 pounds.”

Considering price and liability, many
contractors may be wondering if there is a
way to modify a standard mower so that it
can be an on-call, wide-area mower.
Raney says no. “It used to be you could
add a wing, but it’s a huge hassle and
a lot of labor so it isnt very time-
efficient.”

But, as Raney explains, efficiency is
the whole point of wide-area mowers
and if a contractor finds himself with
enough suitable contracts to justify
purchasing one, they may find that it
has a significant impact on labor costs.
“It can cut down on those labor costs
which is the most expensive aspect of
mowing,” he says. “You'll be able to
get more work done with the bigger
equipmentand that will putyou ahead,
provided you have enough work to
pay for the equipment.”

Andres says that his crew prob-
ably saves at least a day or two with
their wide-area mower. “We have
one guy that mows all week long on
one 90-acre property with that mower
and if we didn’t have it, we would
probably need three or four more
guys to get it done in a week,” he says.
“And after six to eight jobs or about half a
season, the machine has paid for itself.”

“It used to be that when you built a high-
way there’d be 500 guys out there doing the
job,” Raney adds. “Now they have these
huge machines and about 50 guys accom-
plishing the same thing, but better and faster
because of the technology. That's what a
wide-area mower can do for you.” m

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

wnepper@gie.net.
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Vermeer SC60TX
Stump Cutter

» 60 hp Caterpillar 3024 diesel engine

* Patented cutter wheel drive system

* Narrow profile for tight conditions

* 27-inch gear-driven cutter wheel

¢ Can cut 16 inches deep and 69 inches wide
* Equipped with Vermeer AutoSweep system
Circle 201 on reader service form

Aqua Series Fractional
Aerator

¢ Multi-purpose %- and %-
hp aerator foutain

* Each unit comes with
two spray patterns

* Two-year warranty

* Designed with recessed
snap-in light pockets for
the easy addition of a

light set

* Features air-cooled motor to limit hydraulic loss
* Out-of-box installation

* Primarily for ponds less than 1 acre in size
Circle 202 on reader service form

SweepEx
ValuSweep
Push
Broom Line

¢ Available in two models

T~
-

* VSB-48 weighs 40 pounds and offers a 48-inch cleaning width
* VSB-60 weighs 50 pounds and offers a 60-inch cleaning width
¢ Both models include five rows of replaceable polypropylene
brush sections

¢ Intended for most forklifts

* Comes standard with 5-inch wide Quick Tite fork pockets
Circle 203 on reader service form

Onset HOBO U12 Outdoor/
Industrial Data Logger

* High-accuracy, four-channel logger for monitoring
temperature and other parameters in outdoor
environments

* 12-bit resolution enables high-accuracy measure-

offload

ment Circle 208 on reader service form
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* Flexible software support and compatible with
either Windows or Mac OS X software
* Direct USB interface enables high-speed data

www.lawnandlandscape.com

Komatsu WA320-5
Wheel Loader

¢ Qutfitted with electronically controlled Advanced Technology

Hydrostatic Transmission

¢ Powered by turbocharged Komatsu SAA6D102E-2-A air-to-air
aftercooled engine

* Net output of 166 hp

* Fully complies with Tier II regulations

* Incorporates a variable shift control system

* Traction control system designed to reduce tire slippage

Circle 204 on reader service form

Shadow Tracker TM Pro
Mapping Software V4.0

¢ Displays one of the most current U.S. maps

* Provides additional reporting

* Includes graphing capabilities for analysis of vehicle activity
* Easily updated through internet download

Circle 205 on reader service form

ml k a

inter Insecticide

* For systemic insect control on landscape ornamentals and inte-
rior plantscapes

* Provides season-long control of adelgids, borers, beetles and
other tree pests

* For use with Wedgle Direct-Inject Tree Treatment System

» Control achieved in as few as five days

* Application takes less than five minutes on average tree

¢ Contains active ingredient Imidacloprid

Circle 206 on reader service form

Kichler Landscape Lighting'’s
2004 Catalog

* Includes new coordinating families of lighting

* More high-style, low-voltage designs

* Offers Cast Brass lighting for harsh environments
* [nformation on new 1200W Multi-Tap Transformer
* Complete with new deck and porch light designs
Circle 207 on reader service form
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* Features a choice of 16-, 18- or 20-hp Honda en- Bl &
ower Ra

* 44-inch or 52-inch side-discharge decks
* Optional mulching kits and side-mount catcher
available

* Mounts to open or enclosed trailers
and utility vehicles

* Secures backpack with steel securing
* Automatic park-break built into steering system bar and lock to deter theft

* Foot-operated, spring-assisted deck-lift system
¢ 12.2-gallon fuel capacity

Circle 209 on reader service form

* Racks are made of steel and coated
with thick layer of vinyl

¢ Bolts directly to trailer, mounting
screws included
Circle 213 on reader service form

White Hydraulics TDS Allscape Scanlite AA-105
Hvdraulic mp Line . Applicati.ons include walkways, building entrances, parking

lots, shopping malls

* [deal for use on commercial lawnmowers * Features either pole or wall mount

¢ Uses a variable displacement, axial piston design * Constructed of heavy wall-cast aluminum and spun aluminum
* Available in three displacement sizes: 10, 13 and 18cc/rev * Impact resistant clear or opal acrylic lens

* Rated for input speeds from 600 rpm to 3,600 rpm * Fixture externally slipfits a 2%/ tenon

* Die-cast aluminum housing Circle 214 on reader service form

* Incorporates a cylindrical roller bearing for thrust loads

Gircle 210 on reader service form Kaf-ﬂex Blad{
Rain Bird Wireless lPS Hose
Rain Sensor

* Prevents unnecessary watering without wiring that runs to the * Pond landscapx appluations
controller * Designed from proprietary compounds of rigid and flexible PVC
* Operates at a line-of-sight range of up to 500 feet * Available in diameters of % to 3 inches

* Features continuous status monitoring Circle x2150n reader service form

¢ Comes with easy-mounting kit
* Covered by 3-vear warranty

* WRS components available separately or as pre-programmed M & Stainl St%l
transmitter-receiver pair c ess

Circle 211 on reader service form Body
Power Edgers o

stainless steel front,

¢ Pro-torque gear case sides and rear

* Open-face shield * Quick-drop tail-

* 22 8 cc PE-230 and 25.4¢cc PE-260 models feature Power Boost gate

Tornado engine ¢ Dump-thru

¢ All models are equipped with vibration-reducing engine mount driver’s side gate

* All models feature diaphragm carburetor ¢ Fold down passenger side

* Each features a large-capacity, see-through fuel tank * Double acting hoist

Circle 212 on reader service form Circle 216 on reader service form
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* Offer a low amp draw

* Rated at 100,000 hours of life

e Available in 6.5-inch oval or 4-inch
round grommet mounted housing or in
Par 36 rubber housing

* Warning lights are multi-voltage at
12-24VDC

Circle 217 on reader service form

LWL andscape

(44
PRODUCT
INFORMATION

You can now request product information
online and receive a response immediately!
Just visit www.lawnandlandscape.com and
click on the “free product information” logoe
on the front page. There, you can submit your
product information requests directly to
manufacturers. Or, simply circle the numbers
on the reader service card in this month’s
issue and fax the form to 216/961-0594.

Terex Mortar
Mixer —

* Heavy duty f v
construction LTEner
including tu- TOM o
bular steel \ -~ ~
frame, front . v

pedestal,

flanged drum ends,

grid design and engine

base

* Long lasting poly drum shell

* Louvered engine cover provides better
ventilation, eliminates water introduction
* Double belt drive system eliminates
slippage

Circle 218 on reader service form

Honda Full-Sized
HS928 Snow-
blower

* Powered by a high-torque 8.5-hp Honda
overhead valve engine

¢ Intended for aggressive snow clearing in
demanding environments

* Available in either wheel self-pro-
pelled or dual-track models
* 28-inch clearing width

¢ Discharge distance of up to
49 feet

Circle 219 on
reader service
form

Debris Blower for
Grasshopper 700/
900 Series Mower

¢ The Turbine Blower easily mounts on
Grasshopper 700 & 900 Series True
ZeroTurn FrontMount mowers for maxi-
mum maneuverability.

* 360-degree nozzle rotation remotely con-
trolled by from the operator’s station,
makes it easy to precisely direct airflow for
faster clean-up.

* Blower produces up to 9500 cfm at 150-
plus mph, reducing high-volume clean-up
time.

* Unique design and power makes clean-
up a breeze,

¢ Powerful PTO-driven unit is signifi-
cantly quieter than most debris

Circle 220 on reader service form

Pressure-Pro
Horizontal Super
Skid Models

* New Super Skid models feature a hori-
zontal design that

gives a lower, space-
saving profile to
allow for use in
environments
where overhead
clearance can be a
problem.

* Units can be configured to flow up to 8
gallons per minute with pressures up to
4000 psi.

Circle 221 on reader service form

Robin Subaru EH035
Mini Four-Cycle Engine

* Ideal for a variety of handheld equipment

* Horizontally mounted-PTO

* Designed for easy operator handling

* Compact oil tank and crankcase-base design

* Resin-construction cam gear blower housing and
rocker covers

Circle 222 on reader service form
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(continued from page 65)

you're greatly reducing population and
risk.”

THE PRICE OF WAR. Selling the service
is one thing but knowing how to price it is
something else.

Barr suggests pricing by property size
within a range. “It's not going to take much
longer to treat %-acre yard than itis an'/-acre
yard, but when you get up into places that are
anwholeacre, you need to goup in price,” he
says, adding that the cost should incorpo-
rate the time it takes to get to the property,
the product costs and on-site labor costs.

Mike Leto, lawn supervisor, McCall Ser-
vices, Jacksonville, Fla., explains that his
pricing is based on a per-thousand-square-
foot charge combined with additional ex-
penses, such as labor, pesticides and equip-
ment costs. “I charge $8 to $10 per 1,000
square feet on a residential property,” he
says. “For anything up to 300 square feet

there’s a minimum of about $48 per service.
After that, I charge the $8 to $10 per 1,000
square feet.”

“If you're using one of the newer broad-
cast treatment applications, there will be a
significant difference in price than if you're
using baits — which usually run about $10 an
acre,” Barr adds. “The broadcast treatments
might go as high as about $175 an acre.”

Because of the price discrepancy, Barr
advocates making sure the difference in
product is clear to the client. “You should
explain thatin addition to providing fire ant
control, the new broadcast treatments also
provide a protective layer to the soil so that
just about any other pest coming into the
yard is going to get killed. Also, it has a very
long residual that baits don't.”

Jenkins says that his pricing is simple
and based primarily on material and labor
costs. “We're looking for a 50-percent profit
on material and labor. I need to be in the 50-

percent direct material, direct labor range
because we're pricing on square foot of
treated area,” he says, adding that treated area
means more than just grass. “It's the entire
landscaped area and the severity of the infes-
tation. We do a physical count of mounds to
see what areas need to be treated and then the

size and severity dictates the pricing program
we're going to put it under.”

Fire ants also represent a great opportu-
nity to solve a problem for the customer,
according to Jenkins. “It can be a valuable
addition to other services a businesses might
perform, but it's not a cheap service to supply
and it can’t be treated as a thrown-in added
value,” he says. “Contractors must under-
stand that they need to charge appropriately
for it or they’ll lose money.”

The author is assistant editor of Lawn & Land-
scape magazine and can be reached at
wnepper@gie.net.

Accolades’ has
your business needs pegged.

The new Accolades catalog is compiled with the green professional
in mind. Office and field tools, employee rewards - you'll find just
what you need to make your job easier. Check out the catalog at
AccoladesRewards.com. It was built for you.

Bayer Environmental Science
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with our program and that they want to pro-
mote our company to their students by inviting
us to come and talk with them,” Marko says.

In addition to the internship program, the
company sends recruiting team employees
to school career days where they seek out
schools that are turning out the type of stu-
dents that Chalet wants, which are those
who understand a team concept and like to
get involved in all aspects of landscaping.
Chalet picked two of these schools four years
ago - the Universities of llinois and Wiscon-
sin — and started by offering four scholar-
ships at these schools — two in landscape
architecture, one in lawn care and one in
horticulture. Scholarship winners receive
$500, a plaque and are recognized at their
senior awards dinner by The Chalet.

The horticulture scholarship is given to a
student who shows excellence in his or her
woody ornamentals course. For the turfschol-
arship, professors help Lawn Care Division
Manager Bill Leuenberger choose a winner
based on a combination of need and a dem-
onstration of good work in lawn care-related
courses. The landscape architecture scholar-
ships are awarded as a part of a senior’s
design class, which is a graduation require-
ment. The students visit Chalet in January or
February of the last semester of their senior
year. They are sent out with Chalet's land-
scape architects to tour a project and conduct
site surveys, property analyses, etc. Then
they take thatinformation back to their school
studios and have to design, estimate and sell
the project to Chalet, which acts as the client.
Three times during the semester, Chalet's
architects go to the school and critique the
students’ work and ask them questions about
their design plans. “It's a great role reversal,”
Marko says. “The students become the de-
signers and our landscape architects become
the customers. We especially like to involve
new designers in this process so they get a
chance to see what it feels like to be the client
and, in turn, perfect their selling skills.”

At the end of the year when the projects
are due, two Chalet employees go to the Uni-
versity of Illinois and choose three or four
student’s designs they feel stand out and are
deserving of the scholarship. From there, the
course professor makes the final decision.

Though the prizes and the time away
from the office cost money, Marko says it's
all worth the effort in achieving the
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company’s long-term goal of being able to
fill open positions with people met during
the scholarship and internship processes or
other students recommended from these
colleges by their professors. “We started
this in 1994 and it’s still a work in progress,
but we're getting there,” Thalmann says.
“The good news is that we haven’t had to
run an advertisement to fill an open posi-
tion since 1996."

SUBSTITUTING SUBS. Chalet's No. 1
future goal is to start incorporating more of
the work it subcontracts in-house. One ex-
ample of such a service is masonry work,
Thalmann says. “Our of our 45 crews, we
have five or six crews accomplished in
masonry and they can do flat work and
mortar work,” he explains. “If we could
broaden that, we wouldn’t have to subcon-
tract it and we could be more profitable.”

For subcontracted work, The Chalet
shoots for a markup of 17 percent. At the
end of last year, the company was only at
approximately 12.7 percent profit margin
on subcontracted work ($1,670,000 sales on
subcontracted work from $13,106,000 in
landscape sales) but in-house work was
much more profitable at 20 percent.

“We work hard on our subcontractor rela-
tionships ~ we sub out irrigation, fencing and
deck work,” Thalmann says, explaining that
the company invites subcontractors to attend
sales meetings on a periodic basis to keep
good open lines of communication.

“Our biggest challenge is being able to
control quality — obviously we could con-
trol it better if we were responsible for it,”
Thalmann adds. “We've tried to forge close
relationships with subcontractors so qual-
ity would improve naturally since they
know our expectations better, but there are
still elements that will always be beyond
our control, so our best bet is to move away
from this as much as we can and offer these
services in house.”

Another challenge for the company has
been the interdepartmental harmony be-
tween the very different and equally size-
able retail and landscape divisions, which
inspired an eight-memberemployee-rancom-
mittee focused on this concept.

“One distinct benefit of the retail store is
that it provides us with a great public pres-
ence - people see the store and it gives us

www.lawnandlandscape.com

the reputation of a well-established company,”
Thalmann says, adding that the key is for
these two distinct companies to act as one.
“My biggest concern, however, is that these
two departments are thinking as two compa-
nies instead of one where the customer is
concerned. When the customer calls, he or she
doesn’t want to be told, ‘I don’t do that.” Each
division must think with one company phi-
losophy so that doesn’t happen.”

To smooth division relations, the interde-
partmental harmony committee’s first task
was to identify areas that needed attention
and set up a code of ethics for interdepart-
mental interaction.

Constant communication also helps. For
instance, every year before the landscape sea-
son starts, Marko meets with the retail nurs-
ery employees and explains to them what the
landscape division does - for example, land-
scape design/build, maintenance and lawn
care —and what the division doesn’t do, such
as seeding or sodding as separate services,
“This way, when clients come in to talk to the
retail store about a project and maybe decide
they want to hire someone to do it instead of
do it themselves, then they can be referred to
the landscape division for follow-up discus-
sions to see if there’s a match,” Marko says.

Additionally, the creation of the material
handling division in 1998 helped keep plant
material purchasing and selecting on a neu-
tral ground. However, if a landscape designer
wants to broaden their pallet and use some-
thing that's not on the bread-and-butter list
for the landscape division, he can select plants
from the retail nursery’s materials as well as
his own area. A purchase order computer
system keeps the inventory up to date.

Each and every one of these concepts is
something the company does today to better
its tomorrows, and this is what Thalmann
credits as the reason for its growth over the
years. “I'm not concerned about being bigger
- I only want to be better,” he says. “If we
wanted to increase sales today, we could add
more sales people and do it. But what control
over quality would I have? I would rather
become better and more profitable and then,
in turn, sell more and grow - that's a concept
with a little more quality guarantee.”

The author is managing editor of Lawn & Land-

scape magazine and can be reached at
nwisniewski@gie.net.
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(continued from page 54)

full-time and 75 are part-time,” says Ed Reier,
vice president of the company’s maintenance
operations, “The retention rate among our
returning workforce is very high and I think
one real reason for that is because we treat
our seasonal and returning employees as a
team and as members of a team that's here to
accomplish a goal, as opposed to just per-
form a few tasks.”

In addition to a seasonal workforce with
a retention rate around 90 percent, Reier
comments that most of the company’s full-
time employees have been with Tecza for
eight to 12 years, creating a core of experi-
enced employees throughout all levels of
the company. Reier credits this success to
the company’s efforts to take an interest in
and be sensitive to employees’ personal and
professional goals. “We ask employees to sit
down and jot down some short and long
term goals twice a year and talk about their
personal and professional goals,” he ex-
plains. “We like to help them reach those
goals either by allowing them to do some-
thing they have a passion for or by being
sensitive to a schedule of some sort.”

For example, family is an important fo-
cus at Tecza, and Reier recalls one employ-
ees’ personal goal of taking part in his
childrens’ sporting and scouting events. “We
were very much aware of his inclination to
be involved with his kids,” Reier explains.
“He didn’t try to hide that goal and we
didn’t want him to hide it, so we knew that
every weekend at a certain time he took the

scout troop on a camp out. By knowing that
up front, we were sensitive to that.”

Reierexplains thatemployees review and
revise their goals in the winter and again in
the heat of the summer, noting if they were
able to achieve what they set out to do six
months earlier, how they did it, and how
they might modify their goals from their
experience. Each employee tracks their short-
and long-term goals in a workbook that
Reier developed containing inspirational
phrases. “The exercise regarding goals goes
a long way toward motivation, even if there
aren’t any dollars attached to it,” he says.
“There’s a sense of accomplishment and a
sense of feeling that there’s more to this job
than just day-to-day tasks.”

Because of their personal nature, reviews
of employees’ aspirations are kept separate
from annual employee reviews, which deal
more with professional goals and employ-
ees” upward mobility within the company.
“For the labor force, which includes laborers
and foremen, we have multileveled job de-
scriptions and these are what we use in
performance reviewsevery year,” Reiersays.
“For instance, a foreman position may have
levels of foreman apprentice, and foreman
Jevels 1, 2 and 3. Each level has additional
responsibilities or levels of performance that
we measure our employees against, but we
also talk about how they can move to the
next level.”

Reier explains that the multileveled job
descriptions promote attitudes of growth,

Elgin. 1l -based Tecza Environmental Group has a high percentage of Hispanic employ-
ees, "I could safely say that the actual labor force is 100-percent Hispanic, though we have
bilingual and non-Hispanic individuals in foreman and supervisory levels,” comments Ed
Reier, vice president of maintenance operations for the company. Moreover, Reier notes that
many of these employees are related - cousins, brothers, uncles, etc.

As such, Tecza works hard to be sensitive to its Hispanic employees' interests and their
relationships - both familial and professional. For example, to boost morale and a sense of
community one year, the company hosted a “futbol fiesta,” of sorts.

“A couple of years ago, the championship match of the soccer World Cup was televised

during the workday," Reier remembers. “It was a Wednesday moming from 6 to 9 a.m. and as

a treat for our Hispanic employees and our whole staff, we shut down the company, rented a
couple of big screen televisions and watched the game together.” — Lauren Spiers

Goooaaaaal!
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Employee Motivation

learning and quality within the company,
which gives employees an incentive to strive
for hard work and quality within their cur-
rent positions. Also, each new level comes
with new rewards and compensation. “Each
level has additional benefits, such as an ad-
ditional $50 or $100 toward uniform allow-
ance,” Reier says. “We also have looked into
health insurance for some seasonal workers
and we found that as long as we're classify-
ing our employees in these different levels,
we can make insurance available to them.”
Moreover, employees’ positions and lev-
els of experience tie into the company’s
profit-sharing program, which has replaced
departmentalized reward systems. “We al-
ways thought that departmentalized bo-
nuses put into question the effectiveness of
our team approach,” Reier comments. “We
see that the primary pitfall there is that you
can end up dividing the company by offer-
ing different bonuses that aren’t compatible
across departments. Most landscape con-
tractors do have multiple departments and a
maintenance incentive plan would be differ-
ent than construction, but because the de-
partments can overlap and depend on each
other, you can create tension there.”
Instead of risking conflict, Reier explains
that Tecza implemented a company-wide
bonus plan more than 15 years ago whereby
employees receive a certain percentage of
profit, though that percentage can change
from year to year. “We try to shoot for shar-
ing between 10 and 15 percent of net profit
and the amount you earn is dependent upon
your tenure and level of pay,” Reier explains.
He adds that there is aminimum $100 payout,
so that lower-level employees don’t get the
short end of the stick in a low-profit year.
“Someone could come into the company as
an account manager, but get a much lower
payout because they only have one year of
experience, whereasalow-level laborer who's
been with the company for 12 years could
net anywhere from $500 to $700,” he notes.
Altogether, the company-wide bonus
plan and goal workbooks give Tecza em-
ployees both personal and professional
motivation throughout the work season.

The author is associate editor of Lawn & Land-
scape magazine and can be reached at
Ispiers@gie.net.
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AdvernseToda!

All classified advertising is $1.00 per word
with a $30.00 minimum, For box numbers,
add $1.50 plus six words. All classified ads
must be received seven weeks before the
date of publication. We accept Visa,
MasterCard, American Express and Dis-
cover. Payment must be received by the
classified closing date,

Business Opportunities

FREE NO BROKER
APPRAISAL FEES

Professional Business Consultants
\gusmess G
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Merger & Acquisibion 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: 708/252-4447

CONKLIN PRODUCTS

OPPORTUNITY!

Use / market, new technology liquid slow-release

fertilizer and micro-nutrients
BUY DIRECT FROM MANUFACTURER
FREE Catalog - 800 /832-9635
Email: kmfranke@hutchel.net
www.frankemarketing.com

BIDDING FOR PROFIT

PROFITS UNLIMITED
Seminars & Consulting
“Your Key to Success

BIDDING & CONTRACTS ($47.95)
CONTRACTS & GOALS ($39.95)
MARKETING & ADVERTISING ($39.95)
LETTERS FOR SUCCESS ($29.95)
DE-ICING & SNOW REMOVAL ($39.95)
ESTIMATING GUIDE ($34.95)
SELLING & REFERRALS ($44.95)
TELEPHONE TECHNIQUES ($24.95)

BUY FOUR OR MORE AND SAVE

You can see a full explanation of these manuals on
our Web site. The techniques shared in these manu-
als are being used by hundreds of your peers
throughout the United States and Canada,
Wayne’s Lawn Service was recently rated one of
the top 10 lawn companies in the United States.

Profits Unlimited

800/845-0499

www.profitsareus.com

Visa, MasterCard,
Discover, American Express

800-334 9005

www.allprogreens.com

BUSINESS OPPORTUNITY

I[,J ooking

for a job?

Great. We'll start
you at CEQ.

lired of struggling mn the
landscape industry? We'll give

you a promotion. ( all us
today and learn how to start

your very own ’Lll‘.\}ll\\.
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BUSINESS OPPORTUNITIES

Residential Finance
Program

Give your residential customers
greater purchasing power with this
exclusive financing program for landscape
installations from ALCA and Wells Fargo
Financial Retail Services.

ASSOCIATED LANDSCAPE
CONTRACTORS OF AMERICA

www.alca.org or 800/395-2522

Businesses for Sale

LANDSCAPE
CONSTRUCTION COMPANY
Well Established 20-year Landscape Company
Boston, Massachusetts Area.
Annual volume $3.5 - $4.0 MILLION
Company breakdown:
® 75% Construction
*10% Maintenance
*15% Snow Operations
Highly recognized, well-managed and orga-
nized operation with a meticulous fleet of over
50 pieces of equipment. Will sell with or with-
out the real estate, which has all the necessary
provisions for repairs and parking,

Nash & Company
Contact Mr. Kurt Lawson 508/428-1201
Fax: 508/428-9586

The cure for the common job. Existing, success-
ful Lawn Doctor Franchise In Chicago suburbs,
now for sale. Fully-Equipped, Turn-key. Excel-
lent demographic area. Six figure gross sales
Huge growth potential. Asking $260,000. Rea-
sonable offers considered. Please call Joe
Farber, at Lawn Doctor s national Headquarters:
800/631-5660, ext. 228,

LANDSCAPE COMPANY
FOR SALE
Services the Washington
Baltimore Metropolitan Area.
Maintenance, Installation and Snow.
Sales approaching $3M
301/639-4763
bill@billshreve.com

LANDSCAPE, LAWN

MAINTENANCE & IRRIGATION
COMPANY FOR SALE

Established 30 yrs and located in sunny
Florida, revenues over $3 million,
substantial cash flow.

GIBSON AND ASSOCIATES, REALTORS
850/432-0808
www.gibsonandassociatesinc.com

Educational Training

EDUCATIONAL

Learn online at lawnlore.com or
phone for cd version 800-328-4009

For Sale

tanks-a-lot* §

TIME is MONEY
WEED
FASTER

1-800-948-2657
www.tanks-a-lot.net

LANDSCAPE DESIGN KIT 3
72 LANDSCAPE DESIGN KIT 3

48 rubber stamp symbols of trees,
shrubs, plants & more. 1/8° scale.
% Stamp sizes from 1/4" 10 1 34",
1597 + $6.75 wh. VISA MasterCavd, &
MO's shipped next day, Check delays
WRshipment 3 weeks. CA add 7.75%tax.

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.

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,

Sold business to Scotts Lawn Care
Must Sell 10 used Professional Spray Trucks
totally equipped, excellent condition.
Also Tuflex tanks, beds, hose reels, more.
www.getgreenthumb.com/trucks.html
Or call Russell 214 /458-7780, Dallas, TX

SPRAYER PARTS DEPOTY

FAST

DELIVERY ON
KUBOTA PARTS
$5.00 Shipping Per Order

r Parts at kubotaparts.c

1-877-4KUBOTA

This website "kubotaparts.com” is operated
by Keller Bros. Tractor Company, an authorized
dealer of Kubota Tractor Corporation since 1972

T ——
(AerWay)

Simplify Your Turf Management
with AerWay® Turf Harrrows

* Break up and Scatter
Acrifier 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

“‘J?%é;&
“:x:::‘:_‘-ti
N«.,y

N
Pes. = - Amweeate

Jor more information contact us a
1-800-457-8310

Advanced Aeration Systems

Wwww.aerway.com

aerway@aerway.com

INSTANT GARAGES
ALL WEATHER SHELTERS

SAND/SALT BINS * WORKSHOPS
EQUIPMENT STORAGE

COVER

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
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Two - 2000 EB-60 Express Blower 50 Cubic Yard Capactty
Fvoofnnu FLH)WG‘&O& 51,454 Excalient Condition
Well Maintained Seed Injection & Colorant Option
$200.000 each Call 800-731-0008

Two - 2000 Rexiss EB40
Hours 4 454 8 5,154
Mioage 33,570 8 42,835
Seed Injection Option
FLBO Freightiiner. Secand
Unit Has New Blower and
Teansmission $159,000 each

$14-431.7645

!ot Ea-g Euipmem we can !elp!!l !!arts, ser-

vice, or new custom spread and or spray units,
for trucks, mowers, trailers, ect. Mikes Custom
Equipment, 8200 B Memorial Drive, Plain City,
OH 43064. 614/578-1027 John Newman or Mike
Abbott,

GPS Vehicle Tracking

No Monthly Fees
Call 800/779-1905
www.mobiletimeclock.com

Help Wanted

Florapersonnel, Inc. in our third decade of per-
forming confidential key employee searches for
the landscape industry and allied trades world-
wide. Retained basis only. Candidate contact
welcome, confidential and always free.
Florapersonnel Inc., 1740 Lake Markham Road,
Sanford, FL 32771. Phone 407/320-8177, Fax
407 /320-8083, Email: Hortsearch@aol.com
Website: http/ / www.florapersonnel.com

CALL
JENNIFER
HALAS AT

800/456-0707

TO
ADVERTISE
TODAY.

GreenSearch is recognized as the premier provider
of professional executive search, human resource
consulting and specialized employment solu-
tions exclusively for interior and exterior land-
scape 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.

EXCITING CAREER
OPPORTUNITIES FOR SERVICE
INDUSTRY MANAGERS
Come join one of the largest Vegetation
Management 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 throughout the
UsS.

We have immediate openings in Various
Providences in Canada:

ONTARIO/QUEBEC

Responsible for managing day to day operations,
including the supervision of field personnel. Busi-
ness/Horticultural degree desired with a mini-
mum of 2 years experience working in the green
industry. Qualified applicants must have proven
leadership abilities, strong customer relations
and interpersonal skills. We offer an excellent
salary, bonus and benefits packages, including
401(k) and company paid medical coverage.

For career opportunity and confidential consider-
ation, send or fax resume, including geographic pref-
erences 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/AAP M/F/D/DV

THE BRICKMAN GROUP, LTD.
Careers in landscape management available in:
California, Colorado, Connecticut, Delaware,
Florida, Georgia, Illinois, Indiana, Maryland,
Massachusetts, Minnesota, Missouri, New Jer-
sey, New York, North Carolina, Ohio, Pennsyl-
vania, South Carolina, Tennessee, Texas, Vir-
ginia, Wisconsin. Fax: 301 /987-1565.

Email: jobs@brickmangroup.com

Web site: www.brickmangroup.com

Career Opportunity
Nashuville, Tennessee
IRRIGATION SERVICE TECHNICIAN

Puryear Farms a landscape, irrigation and out-
door lighting company is looking for an experi-
enced irrigation service technician. Minimum 3
years experience. Benefits: health insurance,
401-k, paid vacation. 615/452-8948.

LANDSCAPE MANAGEMENT
Wheat's Lawn & Custom Landscape, a $9 mil-
lion residential landscape firm in Northern
Virginia since 1978, has positions available for
management and sales. Interested candidates
should want to surpass own personal expecta-
tions and have a desire to work with a moti-
vated and successful team. Wheat's offers:

* Health insurance
* Advancemenl opportunities
* 401(k) and profit sharing
* Excellent salaries
* Great work environment
For confidential consideration, please mail,
fax or email your resume.
WHEAT'S LAWN & CUSTOM LANDSCAPE, INC.
8620 Park St.
Vienna, VA 22180
Fax: 703/641-4792
Email: wheats@wheats.com
Web Site: www.wheats.com

GOTHIC LANDSCAPE, INC.

An established landscaping firm is dedicated to
creating long-term relationships with clients by
providing the best possible service. We are one
of the largest landscape contractors in the south-
western US operating in CA, AZ and NV. The
Company specializes in landscape construction
and maintenance for residential master-planned
community developers, public works and indus-
trial commercial developers. We offer excellent
salary, bonus and benefits package. Outstand-
ing career opportunities exist in each of our fast
growing branches for:

* Sales

* Estimators

¢ Account Managers
* Supervisor

* Senior Foremen

For more information contact:
Elisabeth Stimson, Human Resources Director
Email: estimson@gothiclandscape.com
Ph: 661/257-1266 x 204
Fax: 661/257-7749

Are you looking for a job or
Looking for qualified employees to:
Climb it
Design it
Plant it
Grow it
Landscape it
Sell it?

JOBS In Horticulture, Inc
Employment Advertising
In Print and Online
800/428-2474
www.hortjobs.com
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Manager, NY: seeking a dynamic individual to lead
a service team to excellence by exceeding client
expectations & industry standards. Ideal candi-
date will possess exceptional leadership skills &
have a passion for caring for clients & employ-
ees. A positive, can-do attitude combined with
excellent organizational skills & the desire to
work in a fast paced work environment is a must.
Minimum 2 years prior management experience
in the green industry will round out the success-
ful candidate. This employee-owned company
will provide the framework, structure & on-go-
ing training for your success. Benefit package
includes 401K with company match, profit shar-
ing, medical, dental & more.

Sales Arborist: seeking qualified Sales profession-
als to grow & maintain an established sales ter-
ritory in Westchester County, NY or Bergen
County, NJ. Ideal candidate will have a passion
for caring for clients & their trees, & possess a 2
or 4-year business or green industry related de-
gree. A minimum of 2 years sales experience
with established skills. A desire to network and
prospect for new business. Candidate must be
highly motivated, well organized & enjoy a fast
paced work environment. Excellent people/
communication skills combined with a positive
“can do attitude” a must. We will provide the
framework, structure & on-going training for
your success. Comprehensive compensation
package including: 401K with company match,
profit sharing, medical, dental & more.

Plant Health Care Coordinator, NY & CT: Looking for a
client focused individual to partner with a dis-
trict management team to support their local
plant health care operations. Responsibilities
include: diagnosis & application work, interac-
tion with clients, scheduling, routing, inventory
& training. Successful candidate must possess:
good leadership, communication & organiza-
tional skills. Focus on client service a must. Prior
PHC experience or related degree necessary as
well as appropriate professional licenses. CDL
required, with air brakes preferred.

Contact: Brian Nadriczny
Phone: 203/840-8323, fax: 203 /840-8328, or
bnadriczny@thecareoftrees.com

DENTCO?® - talented individuals needed to man-
age regional commercial landscaping service
quality throughout the US.A.

Qualifications: ability to take ownership of re-
gional territory; commercial landscape experi-
ence including snow removal; contractor man-
agement; college degree or equivalent; excellent
inter-personal and pc skills; valid driver’s li-
cense.

E-mail resumes to
dentcohr@theoutsideguys.com
or fax to 517/668-3801.
Salary: commensurate with experience
including benefits. www.theoutsideguys.com.
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COME GROW BETTER WITH US!
Take advantage of this opportunity to join one
of the most dynamic landscape companies in
the beautiful southwest. Our exciting and vi-
brant company has career opportunities in the
following positions:

Sales® Design® Mid-Management Field
Crew Lleaders - Install & Maintenance
We offer outstanding compensation and ben-
efits package, relocation allowance, and an ex-
cellent family-working environment. If you are
interested in a career opportunity please send,

fax, or email resume to:
HEADS UP LANDSCAPE
PO Box 10597 Albuquerque NM 87184,
Email j[delaroso@hulc.com
Phone 505/898-5510 Fax 505/898-2105

To find out more information about
Heads Up Landscape please
visit our website at
www.headsuplandscape.com

[ ESCO
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SALES AND SERVICE
POSITIONS

Virginia, New York, Massachusetts,
Connecticut, and Rhode Island
LESCO, Inc., the nation's leading manufac-
turer ond distributor of lawn care and golf
course products, is ropidly expanding opera-
tions in Virginia, New York, Massachusetts,
Connecticut, and Rhode Island. We are look-
ing for individuals with a strong background in
the professional green industry for our Service

Center locations. Sales experience a plus.

|

LESCO offers competitive salaries and an

excellent benefit packoge. Fax resumes to

440/783-3909 or email us atImahl@lesco.com.
EQE/AA/H/NV

ValleyCrest
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NEED RELIABLE WORKERS?

AMIGOS LABOR SOLUTIONS, INC. is the
H-2B Specialist, placing over 30,000 workers in
the past 16 years. With us, it's easy to hire de-
pendable, productive workers from Mexico for
up to 10 months annually. Call Amigos today,
toll free at 877/3AMIGOS (326-4467)
WWw.amigos-inc.com.
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LANDSCAPE CONTRACTORS
Landscape Construction Crew Leaders
and Crew Members
Heads Up Landscape Contractors has
immediate openings for experienced crew
leaders and crew members for our construc-
tion division. Ability to operate equipment,
communicate with customers, and landscape
installation experience a must. Valid driver's
license required. We offer the best pay and
benefits. To apply, fax resume to 505/898-
2105, or e-mail to slavigne@hulc.com,
EOE/Drug Free.

Landscape Maintenance Crew Leaders
and Crew Members

Are you tired of having no money during
the winter months? We offer outstanding
salaries to our experienced Crew Leaders,

including excellent benefits: medical, dental,
vision, 401K, vacation, holiday pay, and

personal days! Applicants must be willing to

work with a progressive company and enjoy
working ourdoors. Landscape experience a
must. To apply, fax resume to 505/898-

2105, or e-mail to slavigne@hulc.com,
EOE/Drug Free.

A FEW GOOD PEOPLE WANTED !

LAawnN & LANDSCAPE

Equal opportunity employer by choice.

ValleyCrest Companies, a leading landscape and horticultural services contractor
with a record backlog of multi-million dollar projects, has immediate openings in
its landscape construction division for team players who want to work on the big
jobs. Seeking experienced and highly motivated people for Project Managers,
Superintendents, Branch Managers, and Operations Managers nationwide. Ideal
candidates are team leaders with strong inter-personal skills and excellent oral/
written communication skills. Must have solid ability to build landscape projects
on multiple locations and understand site construction work. Background in
construction management, landscape architecture, or engineering desired. Prior
construction experience on large commercial/industrial projects or equivalent
required. Bilingual a plus. Competitive salary, benefits. To learn more, visit
www.valleycrest.com. Candidates meeting or exceeding these requirements,
should send cover letter, references and resume to: CEO Burton Sperber, Fax
818-223-8202. Or send to ValleyCrest HR Dept., Attn: VCLD, Fax 818-225-
2334. ValleyCrest Companies, 24151 Ventura Bivd, Calabasas, CA 91302.

www.lawnandiandscape.com
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Weed Man, North America’s Largest Franchised
Lawn Care Company offers great opportunities
for advancement.

RESPONSIBILITIES

As a sales manager, you will supervise a staff of
8-10 persons in a fast paced sales environment.
You will ensure that your sales staff meets and
exceeds our high standards for excellent selling
skills and customer services.

QUALIFICATIONS

The successful candidate is a team player with
excellent communication skills, solid experience
in managing sales staff and has the ability to mo-
tivate employees. Superior organizational skills
and computer skills which include experience
with Microsoft Office, especially Excel and Word
are also required.

Hiring salary range: $35,000 - $40,000, vehicle
and great benefits. Please forward your resume
and a detailed cover letter in confidence to Judy
Praskavich, 1343 E. 260" St., Euclid, Ohio 44132.
Or e-mail it to crowleysweedman@sbcglobal.net.

PLANT HEALTH CARE MANAGER
Wood Acres Tree Specialists, a residential tree
and shrub care firm, located in the Washington,
D.C. areasince 1983, has positions available for
management and IPM techs. These positions
could lead to a sales career track. Interested can-
didates should want to surpass own personal
expectations and have a desire to work with a
motivated and successful team. Wood Acres
offers:
- Health insurance
- Advancement opportunities
- 401(k) and profit sharing
- Excellent salaries
- Great work environment
- Training Programs
For confidential consideration, please mail, fax
or email your resume,
Wood Acres Tree Specialists
10315 Kensington Parkway
Kensington, MD 20895
Fax: 301/933-6215
Email: jim@woodacrestree.com
Web Site: www.woodacrestree.com

Web Sites

INDUSTRY WEB SITES

Visit helpful and informative
Web sites specifically designed for
Lawn and Landscape business owners.
LawnCareSuccess.com
Free advice, Links, Newsletter
EverythingGreen.com
Search Engine
www.lawnsite.com
green industry forum

412/734-4528
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PLANTSEARCHONLINE.COM

Where professionals search for plants. The larg-
est directory of wholesale plants and nurseries
in the USA. Over 16,000 varieties, at over 1,800
nurseries in over 45 states.

Insurance

COMMERCIAL INSURANCE
FOR GREEN INDUST
Competitive rates, comprehensive coverage

and payment plans designed for your
specific business needs.

If you provide any of the following services we
can design a program for your company:

Installation Snow Removal
Renovation Right of Way
Fertilization Holiday Lighting

Herb./Pest. App. Irrig. Install. /Serv.
Tree & Shrub Serv. Mowing & Maint.
Spill Clean Up

Contact one of our Green Industry
Specialists for a quote at
800/886-2398 or by fax at
614/221-2203
M.F.P. INSURANCE AGENCY, INC.
rick@mfpinsure.com
www.mfpinsure.com

Landscape Equipment
| TREE STAKES |

Doweled Lodgepole Pine

CCA Pressure Treated

2" Diameter, Various Lengths
Economical, Strong and Attractive
Phone: 800/238-6540
Fax: 509/238-4695

JASPER ENTERPRISES, INC.

We ship nationwide.
Website: www.jasper-inc.com

Software

GROUNDSKEEPERPRO

SCHEDULING & LANDSCAPE
MAINTENANCE
ESTIMATING SOFTWARE
Unlimited customer accounts
Quality Software at affordable prices
Starting at $199.00
WHY PAY TOO MUCH?
www.BrokenLegSoftware.com
www.LandscapersForum.com
919/732-6791

SOFTWARE

Phone Center Software

Never forget to call a customer back or lose
another phone message! Works with Caller ID
to track all incoming phone calls into a data-
base. Schedule appointments with easy-to-use
drag and drop calendar. Route appointments
with MS MapPoint. Synchronize customer in-
formation to QuickBooks! View demo at
www.PhoneCenterSoftware.com or call Tree
Management Systems, Inc at 800/933-1955,

SOFTWARE

free demo of
5 e everyone is
talking about!

Downloz

WWW. wmtac net
all 24 mo « Letter Writer w/ auto Mail-Merge:

1 800 724 /899

« Unlimited Customers & Locations e Print Proposals, Invoices, Work
« Automatic Scheduling, Routing
« Automatic Invoicing, Job Costing
« Service History & Profit Tracking
« Labor and Productivity Tracking
» Matenal & Chemicals Tracking

Send Sales and Service Nolices

The #1 best-sellin
all-in-one software for
specialty trades

Orders, Statements, Purchase
Orders, Reports, Labels. Even
design your own forms in Word

« Full Accounﬂny G/ AR AP,
Payroll, Checking, Inventory,
Financial Reports and Graphs

« Built-in links to QuickBooks ",
Peachtree®, MS Office®, Street
Mapping, Emailing, and more!
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AT 800/456-0707 TO ADVERTISE TODAY
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COMPANY NAME WEB ADDRESS RS#
Li htin AGCO Corp 39
g g Alocet www.alocet.com 82
Alturnamats www.altumamats.com 69
u‘"‘“o American Landscape Contractors Association www.alca.org 90
American Isuzu WWw.isuzucv.com .35 33
] Ariens / Gravely A www.gravely.com esesri oD
Largest & Fastest Growing IES wwwasvicom : 38
ATICorp www, preseeder.com e 46 s 32
P' y fh / d f B. & D.A. Weisburger www.weisburger.com 36 34
roneer In 4 e /naus ry | | Ballard Equipment www.ez-gate.com 52
o | | Bayer Environmental Science www.bayerprocentral.com
Blizzard Corp www.blizzardplows.com 27
‘ Brite ldeas www sayitwithlights.com 70
‘ C&S Turf Care www.csturtequip.com .98 89
Carl Black GM(C www.carlblack.com 45 41
‘ Cascade Lighting www.cascadelighting.com 65
‘ Chemical Containers 63
Classen Mig www.classen-mfg.com 73
H /d [ hf I CLC Labs 84
/ ay ,g Ing Creative Displays www.creative displays.com .98 94
/ d ‘ Ditch Witch www.ditchwitch.com 5 12
Keep Emp oyee$ yea, ROUH 2 | | Dupont www.proproducts.dupont.com 3 11
: o || Drafix www.drafix.com 76 71
: | Easy Lawn www.easylawn.com 94 88
Echo www.echo-usa.com 115 92
Elandia www.elandia.com 71 66
| | Exmark Mfg www.exmark.com 7 13
| | Express Blower www.expressblower.com 56
| | Fabriscape www fabriscape.com 59
I FMC www.pestsolutions.fmc.com 16,67 /68
‘ Ford Motor Co www.ford.com
GMC WWW.2Imc.com )
‘ GNC Industries www.encindustries.com 50 48
. . Gregson Clark www.gregsonclark.com 30 26
landffap(? llgh}’ng Hunter Industries www.hunterindustries.com 116 93
| ‘ J.J. Mau www.mauget.com 22,23
0{{0/ ngh'mafg/n SC’(VI(C’S | | John Deere Commercial WWW.INOWPro.com 13
' John Deere Construction www.johndeere.com 39
| John Deere Landscapes www johndecrelandscapes.com 77 72
[ . % M / f N | | JRCO www.jrco.com 31 28
ralnlng ar <e Ing | 1 K-Pac Equipment www . k-pac.com 21 20
3 l | Kelley Commercial Truck Center www.isuzutruckcenter.com 81 75
SUpp/leS Suppor} Kichler Lighting e Www kichler.com 68 62
Robert Kershaw, Attorney at Law www.workvisasusa.com s 44
N » | ’ Lebanon Turt www lebanonturf.com 47 3
Lehman Mfg www.llcequipment.com 24 24
LESCO www.lesco.com : 44 40
m Ql TE T MI LT Rich Products WWW.Z-spray.com 94 87
DECOR Magic Circle Corp www.solid-edge.com 62 58
Maruyama . WWW.IAruyama-us.com 32 29
Marsan Turtf www.sprinklersdless.com 992 15,85
WWW. }hede(o,-group(om ' Middle Georgia Isuzu WWW ;;.llllu.k\\um 84 :'L'
Northshore Mig www.builtritehandlers.com 40 37
NuFarm Turf & Specialties www.riverdalecc.com e 61 T 4
] 8 O O 6 8 7 9 5 5 .I Oldham Chemical Co www.oldhamchem.com * . 92 86
= = P OPEIl www.opel.org 85 80
| | Oregon Outdoor Power Equipment WWW.OTEgonope.com 53 51
PBI Gordon www.pbigordon.com 33,59 .. 30,55
warehousing | | Pennsylvania Landscape & Nursery Association . www.plna.com . ol e
Perma Green Supreme www.ride-onspreader.com 51 49
Pioneer Coverall www. pioneercoverall.com - ) 47
[mm- ‘ { Project Evergreen www.projectevergreen.com - 83 78
Third party warehousing company located in (| Quick Attach . RO g SVTR. 7 [FCIIRINIR .
Atlanta, GA specializing in the Green Industry | | Real Green Systems www.realgreen.com 2R, v S 50
Let K.D.L help lower your warehousing and ‘ ‘ Red Max - www.redmax.com - o B et O
shipping cost while offering your east coast cus | “:\“"‘l\‘.”\ www.rndsigns.com . q _li
tomers same day service -;‘)" :;l ‘l\: o1 ‘ l\"!<||’.‘|lll‘|| . . . www “‘\.\:l'lin“r('lllUﬂ‘ 1«‘
KDIIncorporated@aol.com | Sensible Software www.ciip.com - _\.\
' | Stihl www.stihl-usa.com 25,81
- | SVE Sales www.mudtracks.com 32
web Deslgners ‘ | Syngenta Professional Products www.syngentaprofessionalproducts.com ..... 1520 ... 18,19
| ‘ Texas Nursery & Landscape Association www.txnla.org 69 . 64
[I‘ li'] {1[’}:[]7— H Toro www.toro.com ’Z 10
- . Tuflex : www.tuflex.com S 58 ... 4
Web Design, Brochures, Logos, Lettering and | ‘ Turbo Turf www.turboturf.com - 48 ... 45
Printing Services for Landscapers. Your single ‘ Turfco 3 www.turfco.com : 63 0
source for marketing your landscape business Walker www.walkermowers.com 67 61
Samples line: www l.m\\‘-‘.J)wxm,.rk. ting.com ‘ Walla Walla Sprinkler 4 www.mprotator.com : Bl ee 74
or call 888/28-DSICN | | Weed Man www.weedman,.com ‘ O et ier B
| | Wells Cargo ; s www.wellscargo.com idarors re 34 .31

TO INQUIRE ABOUT OUR ADVERTISERS’ PRODUCTS, PLEASE SEE THE READER SERVICE CARD IN THIS ISSUE.
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Gardeners' Guild is an employee-owned, full-service landscape
contractor in Northern California. Though the company started
30 years ago - before the technology boom - our Silicon Valley-
area location has helped our company grow into the digital age.

Five years ago, we began using digital cameras and have
since incorporated CD burners and handheld computers. Be-
cause many of our customers” offices are not located near the
properties they own or manage, or near our office, we find that
these forms of technology allow us to keep in touch with clients
more easily. By e-mailing images or burning them onto CDs to
send to our clients, we can easily and quickly document
existing site conditions and areas for improvement.

We initially purchased two digital cameras and have added
five more. Our staff members share the cameras, though the
maintenance, construction and sales divisions have dedicated
cameras. Primarily, we use digital images for sales presentations
to propose alternative color rotations or display examples of
installations we have performed for other customers.

In other areas, our maintenance division uses the cameras
to document existing conditions and communicate unusual
events, such as storm damage, to the property owners and
managers. Digital technology also lets us readily solicit a third-
party opinion on site conditions. For example, to consult with
an arborist regarding an unusual circumstance, we can e-mail
a photo and discuss the situation via telephone to determine
the next steps. Also, our construction division uses the cam-
eras to chronicle unusual site access conditions and variations
on on-site material, such as types of stone or paving materials.

. Purchase equipment that is cost effective for your

company and uses software that will communicate with
existing computer operating systems.

. Assign the equipment to specific company departments

(maintenance, irrigation, sales, etc.) and have employees
share and sign out equipment when it is in use.

. Familiarize employees with new equipment on an as-

needed basis, or develop a formal training program.

. Use digital images to highlight problems or potential

upgrades on job sites, E-mail photos to the client or burn
the image onto CDs for the clients’ use. Remember to
regularly communicate with clients face-to-face, as well.

. Develop a storage system for images and other forms of
digital communication and be prepared to handle an
increase in the necessary amount of storage space.

JULY 2004 wWww.

Digital Communication
at Gardeners' Guild

Internally, one of our best uses of digital photos is in
crew communication. Supervisors can visit sites, photo-
graph specific areas that need attention, and then provide
captions for the photos noting the necessary work. This
greatly improves communication, and because many of
our crew leaders are Spanish-speaking, the digital images
are terrific aids in crossing the communication barrier.

We also have begun using handheld computers to
speed up data collection and proposal preparation for
irrigation work. From the field, technicians can enter exist-
ing site data into an Excel spreadsheet that has many pre-
entered unit repair costs. At the office, the technician can
download the information and create a proposal for the
customer regarding necessary repairs and possible up-
grades. This process can take just 30 minutes or 5o - which
includes writing an explanatory cover letter - as opposed
to the four to six hours that were required in the past.

We have purchased cameras at different levels of
quality, primarily noted by the resolution available.
Initially, we spent about $500 per unit, though more
recently we have spent only $300 and we’ve found that
cameras with at least 128 megabytes of memory are
ideal. Also, our handheld computers cost about $350
each, and CD burners are only $60 to $80 per unit.
Because most of the equipment is user friendly, training
has been on an informal, as-needed basis.

One technology challenge we ran into was creating a
place to easily store all of our digital images. To handle
this, we store the image files on a shared server that all
administrative and management personnel can access
through our local area network. The server has 34 gigabytes
of storage and as we get low on server space, we burn
related images, such as those belonging to a single client
or site, onto a CD and file the disk away for future use.

For our company, digital technology has been a
fantastic aid in serving our customers efficiently and
allowing us to be more productive. Still, there is no
substitute for physically sitting down with a client and
discussing their needs. As such, we still find that more
complex site issues or larger proposals are best deliv-
ered to the client by hand rather than digitally. Then, as
our relationships with clients progress, digital commu-
nication helps us develop complete and timely solutions
for our customers on an ongoing basis. - John Ossa

The author is president of Gardeners’ Guild, San Rafael, Calif.,
and can be reached at 415/457-0400.
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GO TO CHECK OFF

lawnandlandscape.com the reader service numbers that you're interested in.
It's fast and convenient or mail in this card.

Name N e R e S RO B i SR B DR S ae G5 oRS S R0 A g

4 2 8 % %5 % 02 3% 3 3% 2 8 ¥ 5 ¥I % I N

Title 40 8 K G404 90 5 SRR 58 8B 9 8

' 6l 6 6 o 6 6 & 66 & 0 N on B WB BN BDN Y

| l 2 8 M & & & 8 & N N N B W K % T B N W0
Company.

101 102 103 104 105 106 107 108 109 10 1M N2 N3 14 N5 N6 N7 Ng N9 10

12 8 124 125 126 17 128 129 130 131 132 133 134 135 136 137 138 139 40

Address W12 13 14 145 146 147 48 49 150 151 152 1S3 1S4 155 156 157 158 159 160

161 162 163 164 165 166 167 168 169 10 1N 72 W3 W4 W5 W6 18 119 180

: City, State Zip 181 182 183 184 185 186 187 188 189 190 191 192 193 194 195 19% 197 198 19 200

01 202 03 204 205 206 207 08 209 20 21 212 N3 4 15 26 A7 1 29 W

Phone m m m m N n W MM N OBV W OB BB B W BB W

Ml M2 U3 M4 OMS M6 W1 Me M B0 2/ 2/ M3 B4 OBS 26 BT B 29 W0

Fax E-mail Address 1 262 263 24 25 26 27 28 29 W0 W w2 W3 WA uWS W6 W W W 20

W MW MW WA WS W6 W W W) M0 W MM M W N ¥ ¥ M M W

1. What is your primary business Q6. Landscape Lighting
at this location? (choose only one) 7. Hardscape Installation
K |. CONTRACTOR or SERVICES (8. Water Features

1. Landscape Contractor

Q2. Che(nical Lawn Care Company Landscape Maintenance
D YES, | would like to receive/continue to receive Lawn & Landscape free of charge. fexcluding mowing maintenance service) 9. Landscape Renovation
Cl3. Lawn Maintenance Contractor E 10. Tug Fertilization
- 4. Ornamental Shrub & Tree Service 11. Turf Aeration
D No, | would not like to renew. 85 Inig;ﬁon Conn:c'or E 12. Tree & Ornamental Ctlm
6. Landscape Architect 13. Tree & Stump Remova
Signmn (7. Other Contract Services 14, Irrigation Maintenance
(please describe) Q15. Erosion Control
Na o ssﬁcido r?pplicoﬁon :
Compcny Il. INHOUSE LAWN/CARE 16. Turf Disease Control
MAINTENANCE Q17. Turf Insect Control
2 (8. InHouse Maintenance including: 18. Turf Weed Control
Address c"y Educational Facilities, Health Care 19. Tree & Or | Pesticide Appli
Facilities, Government Grounds, Parks &
m ZiP Military Installations, Com%ominium 8'hor
'"‘ Comp Housing D p 20. Mowing
Ti Pri:kuh Estates, Commercial & Industrial 821, Hydroseeding
Parks 22. Snow Removal
Phone Fax Q23. Interior Landscape Services
E il lll. DISTRIBUTOR/MANUFACTURER Q124. Structural Pest Control

9. Dealer 0125, Holiday Lighting
26. Other

J10. Distributor
Q11. Formulator
J12. Manufacturer

Q26

GIE Media will only use your e-mail address to contact you with relevent industry
or subscription information.

IV.OTHERS ALLIED TO THE FIELD:

Ifyou do not want to receive e-mail from trusted 3rd parties, please check here. D {13. Extension Agent (Federal, State,
County, City, Regulatory Agency)
What is the best way to contact you for future renewals? Q14. School, College, University

s J15. Trade Association, Library
___Email Fax Telephone C) Others (ploase describe)

2. What services does you business offer?
Q1. Landscape Design

Landscape Installation

2. Seeding or Sodding

Q3. Turf & Ornamental Installation

J 4. Bedding Plants & Color Installation
Q5. Irrigation Installation

4,000,000 to $6,999,999
.$7,000,000 or more
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ICTION

You may have heard that all 2-stroke engines are going away. You've heard wrong. ///E”!
Ask Any Pro!”
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Looking For Benefits You
Can Take To The Bank?

Here’s How Hunter Modular Controllers Pay Off

Less Inventory You're ready for any job with Hunter
modular controllers. Just carry a base unit, plus a supply
of modules for all projects from 3 to 48 stations.

No need for multiple models and sizes!

Lower Costs Why install a controller that’s too big
for the job? Simply slide in the modules and expand
the controller to the exact number of stations needed.

Speed-Up Installations
All Hunter modular
controllers work the same
way — and with easy dial

programming, crew

training is a breeze.

USE READER SERVICE #93

Homeowner-Friendly Spend less time on callbacks.
Non-volatile memory retains the program in all power
outages. Self-diagnostics pinpoint zone problems.

Just replace individual modules, not the controller.
Remote Control Compatible Run system checks,

winterize or flush lines without making trips to the

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

time-saver and works with all

Hunter modular controllers.

Add Up the Advantages

Learn more about Hunter control-

- {
Hunter Pro-C now expands
from 3 to 15 stations with ne
Easy Lock™ module system,

lers at your local distributor — and

ensure a more successful season.

Hunfer

The Irrigation Innovators

Call for a copy of the Controller
Comparison Kit: 800-733-2823.
www.Hunterindustries.com
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http://www.Hunterlndustries.com

