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AS SMART AS THEY LOOK.

THE GMC™ SIERRA™ LINEUP. SOPHISTICATED. KNOWLEDGEABLE. ADVANCED.

To keep your business on top today you not only have to work hard, but smart too. The GMC Sierra family helps you
do both. The sharp lines and bold stance are just the beginning. These Sierras feature over 40 innovations, including some of
the most advanced technology you'll find in a pickup truck today. Like available QUADRASTEER™ revolutionary four-wheel
steering for enhanced maneuverability around crowded job sites—even when trailering. Technically advanced, dual-level
air bags* that inflate to the exact level necessary to help minimize risk and protect your crew on the road. And Sierra
is the only pickup' with available OnStar®—ready with information and assistance to help you reach appointments on time.
Sure, we put a lot into the design. But we also know looks aren’t everything.

*Always use safety belts and proper child restraints, even with air bags. Children are safer when properly secured in a rear seal. See the owner's manual for more safely
information. "Based on 1/2-, 3/4-, and 1-ton pickups. Excludes other GM® vehicles. $0nStar available on select GMC models. OnStar service agreement required at extra cost. Call
1-888-40NSTAR (1-888-466-7827) or visit www.onstar.com. OnStar and the OnStar logo are registered trademarks of OnStar Corporation.

i 800 « GMC - 8782 WWW.GMC.COM WE ARE PROFESSIONAL GRADE.
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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 its 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
USE READER SERVICE #10
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Find this month’s features, plus exclusive online stories, industry dato-

0]

WEB TOOLS
Green mEusrry news updales every

day. www.lawnandlondscape.com

A comprehensive list os con'er-

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

bases and more at www.lawnandlandscape.com.

LAWN & LANDSCAPE
ONLINE STORE

The Lawn & Landscape Online Store is your one-stop shop for

an assorted collection of green industry resources. Offering
various books, educational aids, software and videos, the
electronic store allows you to purchase professional products at
the convenient click of @ mouse. Check out the Lawn &

Landscape Online Store’s selection and place your order

BUSINESS FORMS
today. http://www.lawnandlandscape.com/store/ A diverse collection of forms to
help you run your green business

MWN & MNDSCAPE m.f::f\::sréndscope.com/

tool
WEED & INSECT I N
SUMMIT e agement summi

The industry’s most interactive

; ; = message board.
Check out www.weedinsectsummit.com or visit the Lawn www.lownondlandscape.com/
& Landscape Events link from messageboard

www.lawnandlandscape.com to learn more about this upcoming Chicago-based event

in August. A user- Tienaiy inEex o' !!e green

industry, containing categorized
° N LI N E PO lls g‘é:;ggz:ré ::ou;i:zvrbmctors.

Each week, Lawn & Landscape Online conducts an e-poll of industry professionals www.lownandlandscape.com/links

to determine th f opini t iety of | ape issues.
o determine the consensus of opinions about a variety of landscape issues ASSOCIATIONS
An easy-to-navigate directory ol

Check out the topic this week. Vote now and view the results.

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

http://www.lawnandlandscape.com/poll

ONLINE EXTRAS

‘ ; Browse Lawn & Landscape Online for
E t a collection of exclusive Web stories
X ras relative to this month’s issue:
* Learn more about the turf seed industry by visiting the Online Extras section with
the June issue of Lawn & Landscape.

A growing compilation of industry
ucts, complete with photos
and manufacturer confact

* Find more information about how to choose an insurance provider ot lawn &
Landscape Online, June 2004.

i |~ N -

| ONLINE STOR

e~

¢ Check our June Online Extras for insight info what goes on during a walkthrough
with a property manager and how to handle last-minute work requests. Also with
the property manager feature is an extra about how to add snow removal to a
commercial site’s service menu.
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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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Roger Stanley is editor-in-chief /associate

publisher of Lawn & Landscape. He can be reached

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

Change is a good thing for companies that see it coming
and take advantage of it. Change is unpleasant for com-
panies that want things to stay the same. Since change is
a constant, it’s smart to watch trends and think about

what they could mean for your business.

Your business can be affected by outside market
factors, such as when a product’s use is restricted or
when new noise or water-use regulations are enacted.
Change can also be driven from market factors within the
industry - a new product is introduced or a critical mass
of companies adopt a new technology that revolutionizes
the way business is done.

Usually change comes from a combination of outside
and inside factors. Smart companies watch for trends
emerging, research the market viability of the trend and,
if it makes sense, they are among the first to adapt their
business to the emerging reality.

For example, at the “Environmental Guidelines for
Responsible Lawn Care and Landscaping” conference in
Texas in March the idea of taking soil tests before rou-
tinely fertilizing a lawn came up a number of times. The
potential benefits of soil tests could include more effi-
cient use of fertilizers, healthier lawns and reduced fertil-
izer runoff into waterways.

Outside market factors could make soil testing far
more common or even a required practice, as it is in some
agricultural situations. But what about the inside factors?
Would a push to soil testing be a possible marketing
opportunity? Yes, soil testing would take more time and
add cost, but it would seem to fit within the larger trend
of offering customers increasingly specialized services.

Another interesting concept was a permanent con-
sumer demonstration of five lawns ranging from an all-
turfgrass lawn to one with zero turfgrass and a walkway
made of tumbled recycled glass. The opportunity I see in
this would be to market a set of landscaping options
based on a combination of cost, level of maintenance and
environmental beliefs. No, this would not work for the

custom client, but there are a large number of customers
who would appreciate having the basic options, features
and benefits clearly laid out for them, rather than having
to start from scratch. Offering basic options could create
a marketing platform to help a company stand out from
the local competition - similar to what homebuilders do
when they market home models based on lifestyle and
price brackets.

As mentioned in last month’s column, pesticide use
was a point of discussion throughout the meeting. Trends
in pesticide use are difficult to track. On one hand, the
hardline position by some to eliminate their use never
seems to diminish. At the same time, the public's demand
for the benefits of pesticides remains strong.

In the area of pesticide use, the internal market factors
are as important as the outside factors. It's becoming
increasingly difficult and expensive for manufacturers to
develop new pesticides or to keep some registered ones
on the market. The shift away from broad-use products to
more specialized ones is a factor. The implications are
huge in our industry. Consumer demands are strong for
healthy and great-looking lawns, yet the number of tools
available to do the job might be decreasing,.

To create some industry discussion about pesticide
use and trends, Lawn & Landscape is holding its first-ever
Weed & Insect Summit in Chicago, August 18-20. The
goal is to talk about some of the practical business aspects
of this vital industry segment, but also to talk about the
trends and their implications for lawn care companies,
suppliers and consumers. If you're interested in this
special conference, you can get more information at
www.weedinsectsummit.com or by calling Michelle
Fitzpatrick at 800/456-0707.

The green industry should take action and educate
themselves on these matters because homeowners need
and demand our industry’s services. It's smart to pay
close attention to trends since what consumers want is
what consumers will get.
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OUT-DIG, OUT-REACH AND
OUT-POWER THE REST

B Series Loader Backhoes

You simply can't beat the power and working efficiency of a
New Holland Construction B Series loader backhoe.

brgiki::gm ,S Whether you're digging, loading or trenching, the increased
the narrowest on power and torque provided by the new 4.5-liter engines

the market for a
better view into

the trench. added power with the B Series straight-arm loader design,

pays off in higher productivity. When you combine this

you get best-in-class lift capacity and breakout force.

And, you place loads exactly where you want them because
B Series loader backhoes lift the load up and away for

excellent reach at maximum dump height. Turn to the other
Slim cab pillars
and a highly
sloped hood give
you a view to
the loader bucket
that’s best in the

] business.

end of the machine, and B Series
design and increased power translates

into unmatched backhoe dig force \|/
and crowd power. §ﬁ

NEW HOLLAND

* | CONSTRUCTION!

Put B Series loader backhoe advantages to work for you.
See your New Holland Construction dealer or visit www.newhollandconstruction.com to learn more.

cﬂ H A GLOBAL LEADER IN CONSTRUCTION EQUIPMENT, AGRICULTURE EQUIPMENT AND FINANCIAL SERVICES. © 2004 CNH America LLC
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e Marty Grunder is a speaker, consultant,

@
Right

For too many years, | wasted time driving to the dry
cleaners to drop off my clothes. Always looking for ways
to save time, I had noticed a home delivery dry cleaning
service in our neighborhood. I asked my neighbor Steve
about the service. He gushed with praise about the ser-
vice and said, “You'll love Larry!” He was right; I would

love Larry,

Larry is someone all of us could learn from and a
person who understands the value of great service and,
even more importantly, a GREAT attitude.

For the past 25 years Larry has driven the delivery
truck for Gough Lamb Cleaners in Middletown, Ohio.
But driving the delivery truck is not the only thing
Larry does well.

As a very satisfied customer of Larry, let me share
with you what he does. For starters, he is very depend-
able. On every Tuesday and Friday at 7:30 p.m., Larry
knocks on our door to drop off clean clothes and pick
up the dirty ones. In comparison, I'm still waiting for
the cable guy who was supposed to be at my house
three years ago. (Seriously, this is true. They never
showed up and I never called. I just fixed the cable
myself and, to the surprise of my whole family, my
repair worked.,)

In the few years we have worked with Larry, he has
never made a mistake. No wrong clothes, no damage
done to our clothes, and no lost clothes. In comparison,
a few years ago a repair shop lost a lawn mower of
ours; they gave it to someone else.

Larry knows all my kids” names, my name and my
wife’s name. In comparison, the gate agent at the
Dayton International Airport who has taken my board-

author and Jandscape contractor wih Grunder
Landscaping Co. He can be reached at
937/847-9944 and via www.martygrunder.com.

ing pass and assisted me literally hundreds of times
has no idea what my name is.

On several occasions Larry brings us small tokens of
appreciation. Again, for comparison purposes, a vendor
we have at our landscaping company that we spend
thousands of dollars with annually has never so much as
uttered a “Thank you” to me, even though I see him in
church every Sunday. (Granted, their service is good, but
a thank you would be nice.)

Finally, Larry’s truck is always spotless. And, need-
less to say, Larry is always nicely dressed. He also
smiles, is extremely pleasant and always thanks us for
our business and wishes us a good day. Look around
today as you drive; chances are you'll find more com-
panies with dirty trucks than with clean ones.

What can we learn from this? Frankly, a whole lot.
For starters, little things make a big difference. Noth-
ing that I have told you that Larry does costs a lot of
money. He's on time, he’s dependable, he’s conscien-
tious, he pays attention, he cares, he smiles, he is clean,
he is polite, he is enthusiastic and, most importantly,
he loves his job.

And that leads to the message of this month'’s col-
umn - a great attitude is the best asset your company
can have. Not only is it contagious, but it sells your
services like crazy. Because of Larry doing all the little
things so well, many, if not all, of my neighbors have
decided to use his services. Think about what your
company could do with a whole stable full of employ-
ees with great attitudes serving your clients. Spend
some time hiring the right people - the ones with great
attitudes —and then train them how to take care of your
clients. While training, remember, the way you treat
your team will clearly show them how to treat your
clients. If you do, you'll have what Lovable Larry has
- clients who love him and his service and are happy
to find other clients for him.

JUNE 2004

www.lawnandlandscape.com

LAWN & LANDSCAPE

P



http://www.martygrunder.com
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s when they went to that 7-lron™ deck. Toughest deck I've

7-lron walk-behind. too. Think gonna : ) JC)F{N DEERE
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Juck Mattingly is  green industry consultant with

Mattingly Consulting. He can be reached via email ot

jkmattingly@comcast.net; through his Web site

www.mattinglyconsulting.comor at 770/517-9476.

Overtime can wreak havoc on your profits and also on
your employee morale. For these reasons, contractors
must keep overtime hours in check at all times. Let’s take

a look at a few considerations:

First of all, ask yourself if you actually estimate the
overtime wage scale when you compile yourjob estimates.
Are you sure you do this consistently and accurately?
Remember that overtime pay is one-and-one-half of a
given employee’s regular hourly wage. Therefore, the
halftime portion is probably an expense that you will pay
the employee that you may not have considered or bud-
geted when you compiled your estimate.

For example, if an individual’s regular hourly wage is
$12.25 for the first 40 hours worked in a week, for each hour
after 40, the wage jumps to $18.37 per hour. (Check your
state regulations, as some states require you to pay time-
and-one-half after eight hours each day.) In this situation,
you end up paying an additional $6.12 per hour plus
appropriate taxes. This can add up quickly in the course of
a year.

Using these wages, assume you have seven crew-
members who work an average of 50 hours per week for a
period of 10 months (about 43 weeks). The overtime pre-
mium you will pay for this work equals a minimum of
$18,421, Further, assume that this manpower produces a
total income for the company of $450,000. With this figure,
your overtime cost is approximately 4 percent of your
entire profit.

The moral of this exercise is to be sure that the rate at
which you sell your labor is sufficient to recover the pre-
mium pay you incur. If you are charging $32 per man-hour
but determined this amount without considering overtime
expenses, this could explain why you are still not turning
a profit even if you track indirect costs and your crews are
meeting their budgeted hours. Remember, the cost in-

curred as the halftime portion - the $6.12 as shown in the
example above - is anoverhead item and is not part of your
direct costs. You must use “guesstimates” and /or histori-
cal information to calculate an hourly rate that will recover

‘

your overhead and, of course, generate profit. This is a
detailed, disciplined process that you should go through
each year.

[ realize that many small companies do not develop a
budgetand pricing scenario, butconsider the consequences
and the dollars it takes away from your potential profits
until you do. Try to raise your hourly selling and estimat-
ing price and control and monitor your labor. A great way
to monitor overtime is to post a weekly hourly log sheet
consisting of all employees” names in the first column and
the days of the week in the remaining columns. Have crew
foremen log hours at the end of the day for each crew-
member. By Thursday, you will see who has how many
hours and can make decisions as to whether or not to give
more work to an individual who is approaching overtime.
This is a great, simple tool that will help manage overtime
through awareness.

On the employee morale side, I find that most compa-
nies do work overtime during the season. Many laborers
thrive on extra work and if we do not provide some
overtime, they may leave for a job that will allow the extra
hours. If you treat your employees with respect and have
good equipment for them to use, I find that a 45-hour
workweek is acceptable in most markets. In other areas, 50
hours is common, but if  see a company that has its hourly
employees working 60 hours per week, I almost wish |
could be their competition as my labor costs and selling
price would be appreciably less, allowing me to become the
low-cost provider in the marketplace. Consider what your
company could become if you were the low-cost provider
in your area. You would grow, provide opportunities for
youremployees and even relinquish some of your duties to
subordinates, leaving some time for yourself.
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If you want af b done right,
you’ve got to do it yourself.
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Jean L. Seawright is president of
Seawright & Assocates in Winter Park, Fla. She
can be contacted at 407/645-2433 or

jseawright@seawright.com.

Editor's Note: Last month, we discussed two of the
four components of making effective human resource
decisions: Making the right choice and using the right

words. We cover the remaining two this month.

Making the right human resources decision continues
to be one of the most difficult challenges for business
owners and managers. Last month, my column included
two of the four components for effective HR decision-
making: Making the right choice and using the right
words to convey your message.

Now, we'll provide you with the other two essential
components to help you make smart HR decisions.

THE RIGHT TIME. This one can be difficult to control
and, many times, human resource decisions are neces-
sary in response to unrelated events. Some of the HR
decisions of which we can control the timing (to some
extent) include terminations, coaching, hiring, compen-
sation changes, performance evaluations and conflict
resolution. When possible, plan to execute your decision
at the right time.

Let's say, for example, it is necessary and prudent to
reduce the commissionschedule fora positionand you've
eloquently prepared your communication. The question
is: when do you deliver the news? (And I'm not talking
about the difference between Friday and Monday.) An-
swer: Not when the employees are looking at their pay-
check stubs! The proper timing would be well in advance
of the effective date (normally, one to two months prior).
Advance timing in this example may not be “legally”
required, but failure to provide it can negatively impact
morale, leading to a series of events that could be more
costly than legal action. Choose your time wisely. There

can be a significant price to pay if you act too quickly or
if you delay essential action.

THE ABILITY TO EXECUTE. This one relates to
leadership experience and personality. Let me explain. |
once had a client - a nice guy - who often called for HR
advice. He had some tough issues on a regular basis. We
brainstormed together and reviewed all of the facts and
details. Eventually, I would carefully and specifically lay
out my recommendations for action. I knew he was the
kind of guy who needed details, so I painstakingly de-
scribed every fine point and made sure he wrote it all
down. Time after time, [ would learn that our strategy did
not play out correctly. Why? Because — and my client
would admit to this — he simply could not execute the
plan. He did not have the assertiveness, nor did he have the
follow-through desire or ability to see the decision through
to the end. It always fell apart about halfway. The reality
was that this guy was a great technician-turned-business
owner. Unfortunately, he did not have the passion or
personality to implement the HR decisions. If you cannot
or do not execute your decisions, your life as a leader will
be stressful and the success of your business at risk. If
you're one of these people, build your team with talented
people who can help you execute effectively.

CONCLUSION. There you have it — make the right
choice and then execute your HR decision using the right
words at the right time - four simple sounding, but not
always easy to implement, interwoven components to
effective HR decision-making. In my experience, I have
found that leaders with a void in any of these areas will
be limited in their ability to develop the business. [ apply
these principles to every consultation and 1 am certain
that if you do the same, you will enhance the quality and
outcome of your people decisions.
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Brown Patch Program Can Boost
Your Bottom Line

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

Looking for new ways to increase your service offerlng 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.

-
2%

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.

FREE. €D
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.

)
or
< ] 02004 Syngenta. Syngenta Professional Products, Greensboro, NC 27419, GreenCast™ and Heritage® are rademarks of a Syngenta Group Company
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LANDSCAPE TRENDS

Water Gardens Gain Popularity

GREENVILLE, Va. - Justin case you haven't
figured it out yet, water features can enrich
clients” home in a variety of ways, including
providing a spot for relaxation as well as a
haven for birds and butterflies.

“Few landscape features are so versa-
tile,” says Keith Folsom, president of
Springdale Water Gardens, Greenville, Va.
“That can mean reflecting pools or foun-
tains and waterfalls. You can put in formal
(water) gardens or use designs mimicking
and miniaturizing nature.”

Residential water gardens began grow-
ing in popularity about a decade ago.
Fountains, overflowing barrels, statuaries
and flower-fringed ponds have become
commonplace in condominium court-
yards, on suburban decks or around
ranches and farmyards.

An estimated 16 million American
households, or 15 percent, have incorpo-
rated water gardens into their landscapes,
reports the National Gardening Associa-
tion. Total water gardening retail sales for
2003 approached $1.56 billion. “The water

gardening category continues to be one of

RESEARCH REPORT

A Look At
Lawn Care

MENDHAM, N.J. - Specialty Products Con-
sultants recently released a research study

of the U.S. professional turf and ornamen-
tal pesticide market.

The results show that professional lawn
care operators are caring for about 3 million
acres of residential and commercial turf.
Nationwide, professional lawn care com-
panies recorded average revenues of $4.2
billion in 2003. TruGreen-ChemLawn,
Memphis, Tenn, has about 22.4 percent
share of this market.

Nearly $700 million (manufacturer level
dollars) was spent this past year on fungi-
cides, herbicides, insecticides and plant

16  sune 200s

the fastest growing lawn and garden cat-
egories seen over the past five years,” says
Bruce Butterfield, the association’s re-
search director.

Aside from their artistic value, water fea-
tures offer homeowners a hefty payback.
Landscaping properly done — especially a
theme garden — adds anywhere from 7 to 15
percent or more to the value of a home,
realtors say.

Many landscape contractors are even
expanding clients” water gardens to include
sculptural fountains, Folsom says. “People
are going from a relatively small pond to
1,000 gallons or larger,” he says. “That com-
pares with just a couple hundred gallons a
few years ago.”

Some landscape contractors also may be
reworking their clients” ponds because they
are in the wrong location, such as too near
some trees causing a lot of leaf debris in the
pond or too far from where the homeowners
spend the bulk of their outdoor time.

Self-sustaining gardens are in, meaning
bigger is definitely better, Folsom adds.

“Bigger requires less per-square-foot

growth regulators in the markets analyzed.

The lawn care operators in this survey
identified more than 200 different sources of
supply. However, nearly two-thirds of the
lawn care operators surveyed purchased

www.lawnandlandscape.com

Photo: Aquascpe Designs

maintenance,” he notes. “You can grow big-
ger and better kinds of beneficial bacteria.
That helps make the pond fully self-sustain-
ing. More water meansamore constant water
temperature. That helps it stay cool and
clear and that's what people are after.”
Additionally, water gardens make more
than a visual impact. The sound of run-
ning water is soothing and attracts a vari-
ety of wildlife. “Moving water is back-
ground music in a sense,” Folsom says. “It
gives people a chance to hide something
they don’t want to hear, like road noise.”

Phato: TPI

from just eight distributors, nationwide.

More than 1,000 golf course superin-
tendents, lawn care operators and orna-
mental plant producers were surveyed for
the report.
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MERGERS & ACQUISITIONS

Market Trends

Home Depot to Buy White Cap Construction

ATLANTA - The Home Depot has entered
into an agreement to acquire White Cap
Construction Supply, a distributor of spe-
cialty hardware, tools and materials target-
ing large- and medium-sized contractors.
The acquisition is part of Home Depot’s
strategy to expand its professional customer
market base.

Headquartered in Costa Mesa, Calif.,
White Cap will become part of The Home
Depot Supply division. The agreement is
anticipated to close by mid-June, and terms
were not disclosed.

“We remain committed to finding new
business opportunities for The Home De-
pot, and this acquisition adds new customer

”

channelsand productselling opportunities,

REGUIATION EDUCATION

says Frank Blake, executive vice president
of business development, The Home Depot.
“We were attracted to White Cap because of
its position in the industry, and because its
customers and product lines complement
our existing business. White Cap represents
another step in offering professional cus-
tomers products and services for the entire
construction process.”

Founded in 1976, White Cap Construc-
tion Supply, operates 70 branch locations
throughout the United States and employs
1,720 people. White Cap's estimated annual
sales are approximately $500 million.

Approximately 60 percent of White
Cap's sales are delivered to the job site,
while the remaining 40 percent are pur-

EPA Cracks Down on Diesel

WASHINGTON, D.C. - The U.S. Environ-
mental Protection Agency (EPA) issued a
new Clean Air Nonroad Diesel Rule, de-
signed to cut and clean up emissions from
the kinds of “off-road” diesel equipment
commonly used in landscape management,
such as tractors and loaders.

According to the agency, the new pro-
visions will cut emission levels from con-
struction, agricultural and industrial die-
sel-powered equipment by more than 90
percent. The new rule will also remove 99
percent of the sulfur in diesel fuel by 2010,
resultin gin dramatic reductions in soot
from all diesel engines.

The EPA estimates, however, that the
required changes to diesel-powered equip-
ment and diesel fuel will increase the cost of
both items. According to an EPA statement,
“The anticipated costs vary with the size
and complexity of the equipment but are in
the range of 1 to 3 percent of the total pur-
chase price for most equipment categories.
While the estimated added cost for low-
sulfur fuel is about seven cents per gallon,
the net cost is projected to average about

Lawn & LANDSCAPE

four cents per gallon because the
use of ultra-low sulfur fuel could
significantly reduce engine main-
tenance expenses.”

“We are going to make that
burst of black smoke that erupts
from diesels a thing of the past,”
EPA Administrator Mike Leavitt
added.

This new rule complements the
Clean Diesel Truck and Bus Rule
(announced December 21, 2000),
which was designed to cut emis-
sions from heavy-duty trucks and
buses. On-highway compliance re-
quirements take effect with the 2007
model year.

According to EPA, “The Clean Air
Nonroad Diesel Rule will result in the wide-
spread introduction of emission control sys-
tems, a move comparable to the advent of
catalytic converters for cars in the 1970s.”

The new standards will be phased in
over the next several years. Standards for
new engines will be phased in starting
with the smallest engines in 2008 until all

www.lawnandlandscape.com

chased at the branch locations. The company
offers a wide array of more than 65,000 in-
stock products including brand-name con-
struction materials, hand tools, fasteners,
safety equipment, power tools and equip-
ment, work wear and landscape lighting.

“White Cap is a leader in this highly
fragmented market, and we're pleased that
its leadership team will continue to play an
integral role in the organization,” says Jim
Stoddart, president, The Home Depot Sup-
ply. “We believe this acquisition will be
accretive to earnings, and we are most ex-
cited about the opportunity it provides for
future growth. White Cap’s expertise will
help The Home Depot Supply more fully
satisfy its customers’ needs.”

but the very largest diesel engines meet
both NOx and PM standards in 2014. Some
of the largest engines, 750+ horsepower,
will have one additional year to meet the
emissions standards.

Diesel fuel currently contains about 3,000
parts per million (ppm) sulfur. The new rule
will cut that to 500 ppm in 2007 and 15 ppm
by 2010.
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David |. Shetlar, Ph.D., Technical Content Advisor & Project Photographer

resolution photography and 3-D imaging to educate lawn and landscape
professionals on the finer points of grub identification and management.

ON YOUR SUMMER
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Technician’s

Handbook

A Field Guide To Turf & Ormamental
Insect Identification & Management
By Dr. Richard Kramer

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

$14.95 per copy

The Complete
Irrigation Workbook
Larry Keesen

Cindy Code, Editor

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

WORKBOOK

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

owners, sports field managers, lawn |

service operators, golf course

superintendents, students and others

involved with Turfgrass Management. "

$49.95 per copy l_awm_;{mam
L e

IDENTIFICATION SERIES

Turf & Ornamental Inséct CD-ROM
Identification Series, Volume |: The Grubs
Volame 1:

Cindy Code, Editor
Volume I The Grubs features cutting-edge CD-ROM technology, high-

$39.95 per copy

Order Your Copies Today!

Call 800/456-0707 or visit www.lawnandlandscape.com




REGIONAL NEWS

~ Market Trends

Ash Tree Destruction May Be
Only Way to Contain Borer

COLUMBUS, Ohio - Government officials
are considering cutting down ash trees in a
miles-wide swath across three states in an
attempt to contain the infestation of a tree-
killing beetle

The goal is to create a natural barrier
against the emerald ash borer that could
extend in a semicircle south from Michi-
gan into northwestern Ohio and north-
eastern Indiana, according to state and
federal officials.

T'he pesticide-resistant beetle has wiped
out millions of ash trees in southeast Michi-
gan and has been found in all three states.

In theory, the barrier would stop the
beetle from spreading from its core infesta-
tion in Detroit by denying it food. No route
has been determined.

The barrier would be three to six miles
wide because it’s believed the ash borer does
not travel farther than half a mile on its own.
U.S. Forest Service maps will be used to

s GIE Media

Ron Lowy o

determine the number of ash trees in the
zone, officials say

There were no estimates on the cost of
creating the barrier. The U.S. Department
of Agriculture plans to spend up to $43.4
million on ash borer eradication efforts
this year

The zone could take up to eight years to
plan and complete, says Bob Waltz, state
entomologist for the Indiana Department of
Natural Resources.

“The ultimate goal of all of this is to
protect the ash (tree) resources of North
America,” Waltz explains. “When the em-
erald ash borer gets in the trees, it kills
them. This insect takes no prisoners.”

A native of Asia, the ash borer was dis-
covered in the United States two yearsagoin
Michigan. Officials believe it traveled to this

country inside wood packing crates.

Lawn & Landscape wants to know who's who

at your company. People and Association News
press releases, including photos or digital images
at 300 dpi can be sent to Will Nepper

at wnepperdgie.net or 4012 Bridge Ave.,
Cleveland, Ohio, 44113

Cleveland, Ohio, as the publisher of Lawn
& Landscape, Commercial Dealer and Snow Business magazines. Lowy's
» includes having served as publisher and director of business

development for Great Lakes Publishing, Cleveland, Ohio, and previously

1e brand/marketing manager for Ameritech Advertising Services in

Mike DiFranco now serves as southeast regional manager

of L¢

Cleveland, Ohio. He previously

From top:
Ron Lowy,
Mike
DiFranco

Miramar N

worked at Penton |

wn & Landscape and Commercial Dealer magazines at GIE Media

A

Viedia's Design

JYOUpP as a regiondl saies manager

; Brands names Craig Neagle to the newly created position

t territory landscape sales manager

s promotes Debra Doyle to manager of the San

ano Commercial Landscape Center

Barry Diller is vice president of sales and marketing at Nitterhouse

Macar Byachirtea
Masonry rroaucts
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JUST THE
RIGHT PUSH
FOR YOUR
MARKETING
CAMPAIGN.

Article Reprint Service
Lawn & Landscape Magazine

Call

Annemarie
Dunchack

800-456-0707
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2005 ISUZU NPR DIESEL
16' Landscape Body, Fold Down Curbside,
Weedeater, Blower & Shovel Racks,
Receiver Hitch, Auto., AC,

Cruise Control, AM/FM CD Player

=
~

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

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

2004 ISUZU NPR DIESEL
16' Rare Pre-owned Van body,
Roll Up Door, 4' External Dovetail,
Wheel Simulators, Wind Deflector,
Auto. Trans., AC, AM/FM Cassette.

2004 ISUZU NPR DIESEL

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

$621

48 MO Lease

16' Land King Body, Fold Down Side,
Headboard Storage Compartment,
Auto., AC, AM/FM Cassette.

$499

48 MO Lease

2004 ISUZU NPR DIESEL
16' Van Body, Roll Up Door,
4' External Dovetail, Auto, Trans.,
AC, AM/FM Cassette.

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

Email: info@gatrucks.com
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NEWV PLANTS

Vivid
Varieties

Try one of these
new varieties for
summer sparkle:
Mimulus ‘Magic

Yellow Flame'
(above)
Portulaca F,
‘Sunseeker Red’
and Petunia F,
‘Limbo Violet’
(page 24).
Photos:
National

Garden Bureau

With varied colorsand textures, the new wave
of varieties for 2004 has hit the market. In the
May issue of Lawn & Landscape, we show-
cased varieties from A through L. This month,
we spotlight M to Z, including applications
from the National Garden Bureau.

M

Marigold ‘Disco Red.” Tagetes patula is a full-

sun annual featuring bright red, 1%-inch blooms with
yellow centers. The upright, 16-inch plant with a 12-inch
spread suits container, landscape and mass plantings.

Marigold ‘Marvelous Orange.” This marigold provides
fully crested blooms measuring up to 3 inches in diameter.
The 12-inch plants flower early and have a mounded habit.

Mimulus ‘Magic Yellow Flame." Mimulus hybridus pro-
duces yellow, 1%-inch blooms covered with small red spots.
At 10 inches tall with a mounded, compact habit, this plant
is suitable for containers, baskets or landscape plantings.

Morning Glory ‘Split Personality.” Ipomoea purpurea has
star-shaped, magenta, 2-inch flowers that are delicately
split. This vine will cover fences and trellises, grow as a
ground cover or hang in baskets. Provide full sun and this
7-foot annual will bloom from summer to fall frost.

N

Nicotiana ‘Tinkerbell.” This nicotiana hybrid grows 35
inches tall with a mass of %-inch, rose-colored flowers. The
unusual architectural plant is disease and weather toler-
ant. It thrives in full- or part-sun and shade landscapes.

P

Pansy ‘Atlas Raspberry Mix.” Viola x wittrockiana is a
mixture of rose, pink and white 3- to 4-inch blooms on 6-
inch plants. This full-sun annual tolerates heat, cold, frost
and wind. Use in containers or mass plantings.

Pansy F, “Fama Peach Shades.” This pansy was bred for
weather extremes of heat and bitter cold. Pastel shades
range from rosy pink to apricot on 3- to 3%-inch blooms.

This full- to part-sun biennial is 4 to 6 inches tall, and the
series offers 20 colors.

Petunia ‘Easy Wave Salmon.’ Fast-blooming plants flower
freely all season, creating a solid 8-to 10-inch mass of
salmon pink, 2%-inch blooms. The plant will spread 2%
feet in a full-sun container, basket or landscape planting.

Petunia ‘Hurrah Lavender Tie Dye." Multicolored 2% - to 3-
inch, dark lavender-purple flowers mature to silvery blue.
Early-flowering, compact, 12-inch plants resist stretching.

Petunia F, ‘Limbo Violet.” Dark violet, 3-inch blooms ap-
pear on compact plants 6 to 7 inches tall. Blooms recover
quickly from severe weather, and no deadheading is needed.

Petunia F, ‘Symphony Light Blue." Compact and free-
flowering, this petunia has excellent after-rain recovery.
Three-inch blooms appear on 12- to 15-inch plants that
spread 18 to 20 inches.

Portulaca F, ‘Sunseeker Red.” Fully double, red, 2-inch flow-
ers stay open long into the evening. Grow this heat-tolerant
annual in full-sun containers or landscape beds.

R

Rudbeckia ‘Moreno.” Rudbeckia hirta features 5- to 6-inch,
bicolored blooms that are mahogany red with orange to
gold tips. The compact, upright, 12- to 15-inch plants need
full to part sun in mass plantings or containers.

Rudbeckia ‘Toto Mix." This mix includes ‘Toto Gold,’
“Toto Lemon” and ‘Toto Rustic.” Compact, well-branched,

(continued on page 24)
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4-wheel-drive heart. 18-wheel soul.

Introducing the John Deere Gator™ High-Performance Series. The best-performing Gator
we've ever built. With its rigid, hydroformed steel frame and available all-wheel drive, it can
tackle any job, anywhere. The new John Deere Gator HPX 4x4. Tougher than the task

NOTHING RUNS LIKE A DEERE

and yellow color scheme, the leaping deer symbol, and JOHN DEERE are trademarks of Deere & Company
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{continued from page 22)
12- to 15-inch plants have 2- to 3-inch flowers.

Use for a stunning show of summer color.

S

Salvia‘Reddy.’ This dwarf, bright red salvia
stays compact. Plants will tolerate heat and
wind, and they require full to part sun.

Solanum ‘Five Minute Plant.” Solanum
atropurpurum has purple-black stems and
greenish-purple leaves. Small yellow flow-
ers followed by green and white clustered
berries contrast with the dark, 4-foot plant.

Sunflower ‘Pacino Cola.” Helianthus annuus
is perfect for pots. With contrasting golden
yellow petals and dark-eyed, 4- to 5-inch
blooms, these 12- to 16-inch plants have
smooth leaves. This sunflower tolerates heat
and drought and grows in full sun to shade.

Sweet Pea ‘Cupid Color Palette.” Lathyrus
odoratus grows8to 10inches long, withsweetly

scented flowers that bloom on softly cascad-
ing branches. Try rose, white, pink, lavender
or deep purple blossoms in containers.

T

Thunbergia ‘Spanish Eyes.” Thunbergia alata
is a vigorous annual vine with a range of
warm sunset-colored, dark-eyed flowers. Use
as a ground cover, screen or hanging basket.

VvV

Vinca ‘SunStorm Pink.” Catharanthus roseus
is well-branched and covered with 13%-inch
dark pink flowers. This heat-tolerant, full-
sun annual grows 8 inches tall with a spread
perfect for containers, landscape beds or

mass plantings and comes in nine colors.

Viola F, “Carpet Gold Eye Cream.” Viola x
williamsiana is a soft cream color with a
bright yellow eye. One-inch flowers born
on short, flowering stems create a carpet of
color that stands out even in the dark.

Viola ‘Patiola Violet with Yellow Face.” This
super-sized viola with 2-inch flowers has a
dense, compact, well-branched habit. The free-
flowering, 6-inch biennial overwinters easily.

Z

Zinnia ‘Peppermint Stick.” Dramatic 3- to 5-
inch striped flowers grow 2 to 3 feet and come
in blotched scarlet, carmine, vermillion, or-
ange and rose on cream and yellow blooms.

Zinnia ‘Swizzle Scarlet & Yellow Bicolor.’
Double, bicolored blooms are held closely to
full, upright, 10- to 12-inch plants. Plantina
sunny bed or container. - Ali Cybulski

The author is contributing editor to Lawn &
Landscape magazine and can be reached at
acybulski@gie.net.
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TrakMats-

Ground Cover Mats for Professionals

No more Heavy, Wet ,Rotten,
Broken, Slippery Plywood.

Tough, Lightweight

Power Cylinder Cleats for Traction
100% Recycled Material

UV protected

Light color prevents burnt grass
Unaffected by heat & cold

Hand cutouts for lifting

E T S S

800-762-8267

6128-F Brookshire Bivd www.trakmats.com
Charlotte, NC 282168 omail: sales@trakmats.com
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FREESTANDING WALLS

Two IDENTICAL FACES, ONE UNIQUE ADVANTAGE.

WHEN IT COMES TO FREESTANDING WALLS, Two PRODUCTS, ENDLESS POSSIBILITIES.
TWO-FACED IS A GOOD THING. With VERSA-LOK In addition to the incredibly versatile Standard
Standard, trcatmg bcaunﬁxl frecstandmg walls product, VERSA-LOK also makes Mosaic’, the

S ... rklng?r?ffionl pattern product in the
: . Our simple, three-unit system
and our splitting & : S ' notonly enables you to build strong and
' ' : ' -"béautiﬁxl walls, it handily accommodates

reinforcement  for

roduct is s = ' y thi :You can do
P o .

for freestand

provides a seamless transiti

between all e i e
MODERN MARVEL No.17

design elements FREESTANDING WALLS
for a unified, Mosaucsrandompanem
VERSA-LOK is the industry's  harmonious look. One DIRAES E P
N Y advantage to add to CREATE YOUR OWN MARVELS. For more
the long list of features that make VERSA-LOK information and everything you need to
construction- and design-friendly. start creating modern landscaping marvels,

call 800-770-4525 or visit www.versa-lok.com.

" Private Residence,
| Chisago Township,
| Minnesota, in VERSA-LOK

| Weathered Standard
| VERSA?i.OI(’"

! Retaining Wall Systems
| Solid Solutions=

Oakdale, Minnesota
\ 800-770-4525 * www.versa-lok.com

© 2004 Kiltie Corporation
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SCAPES

HEADQUARTERS: Atlanta, Ga

BUSINESSES SOLD TO TRUGREEN
LANDCARE: 1998 and 1999

BOUGHT BACK FROM TRUGREEN
LANDCARE: March 15, 2002

SERVICE MIX:
70 percent design/build, 30 percent
maintenance

CLIENT MIX:
80 percent residential, 20 percent
commercial

2002 REVENUE: $5 million
2003 REVENUE: $7.5 million

PROJECTED 2004 REVENUE:
$9 million

PERCENT OF REVENUE SPENT ON
MARKETING EACH YEAR:
3 percent

SCAPES’' CORE PURPOSE:
To improve the quality of people’s lives
through landscaping

SCAPES' VISION STATEMENT:
Scapes will become the most well-
known landscape brand in the south-
eastern U.S. The Scapes brand will
become a lifestyle statement that
projects image, success and excellence
Through the development and empow-
erment of self-managed teams, effective
branding and a commitment to the
protection of our core values, we will
create exceptional quality of life for our
clients and teams

BUSINESS MANAGERS:

Ken Thomas, managing partner; Pete
Wilkerson, partner and vice president of
design/build; Evan Rogers, partner; and
Steve Krumnaker, vice president of
landscape maintenance
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In 1998 and 1999, when Atlanta-based businesses Scapes, Lifescapes
and Landscape Techniques were sold to TruGreen LandCare, its
employees thoughtit wasadone deal. Afterall, TruGreen-ChemLawn
was expanding its residential lawn care business to cover commercial
and residential maintenance and design/build, and these companies

were a good fit.

But when TruGreen LandCare sold its entire commercial con-
struction business to ValleyCrest Cos. in October 2001 except for a
couple of its branches, specifically two Atlanta-based branches,
which were mostly residential design/build, these same employees
started to worry.

Pete Wilkerson and Evan Rogers, who had been past managers at
Lifescapes and Scapes, respectively, and became TruGreen LandCare
branch managers after the sale of their businesses, became concerned

____Cover Story

Rogers began discussing their options - the best of which was buying
their businesses back from TruGreen. “But we didn’t have the finan-
cial resources to do this by ourselves,” Rogers explains. So the duo
contacted old friend Ken Thomas, who had sold his business Land-
scape Techniques to TruGreen in December 1998 and went on to
pursue other interests after remaining with TruGreen for one year.
Thomas was interested in the opportunity and became the lead
dealmaker and negotiator of the trio. And TruGreen, knowing the
residential design/build service segment wasn’t the best fit for their
business, was willing to work with them. “The biggest challenge was
coming up with the right deal,” Thomas says, adding that anidea that
started in the fall of 2001 wasn’t completed until March 15, 2002.
Since that time, Scapes and Lifescapes merged their businesses under
the more brandable name - Scapes - and focused on their core business
- residential design/build. Though their spring start-up in March 2002
was rushed, the $5-million business managed to grow to $7.5 million in

After buying their business back from TruGreen

LandCare, Scapes revitalizes its core residential de-

sign/build business with a new systems focus.

that their service segments might also be up for sale. “If TruGreen
didn’t see a fit for commercial construction, how could they see a fit for
residential design/build?” Wilkerson wondered. “We knew there was
going to be some change - either they would shut us down because
the residential design/build business didn’t mix with their mainte-
nance or lawn care businesses, or they would try to make it work.”

But, in Wilkerson’s situation, the harder he tried to improve the
numbers, the faster his branch decreased - from $6.2 million to $5
million to $4 million due to changes in the business focus. “No matter
how hard we worked, the TruGreen model just didn’t fit our residen-
tial design/build businesses,” he says.

As their branches continued to be challenged, Wilkerson and

LawN & LANDSCAPE
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2003 and is planning to hit $9 million by the end of this year. Their key
to success: implementing a systems-focused business with self-managed
teams while still maintaining client focus and relationships.

SYSTEMS-BASED. Since Scapes and Lifescapes were operating
independently of each other, the most challenging part of the initial
transition was integrating the businesses and maintaining a smooth
workflow. “In spring 2002, we had to make sure we kept producing
the revenue we needed to pay the bills and keep cash flow going,”
Thomas says. “By August, we were determined to bring the two
administrative teams together so we moved all of them into one office

so we could operate as one entity.”
(contimied on page 30)
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Always read and follow pesticde label directions. Roundup technology includes Monsanto's glyphosate-based herbicide technologies. Roundup® refers to
Monsanto’s Roundup branded agricultural herbicides. QuikPRO®, Roundup® and Roundup PRO® are registered trademarks of Monsanto Technology LLC
(19118-1 || /04 Lawn&Landscape) ©2004 Monsanto Company.
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(contmued from page 2

This enabled the company to have a
corporate office and a production facility.
From there, the TruGreen experience came
in handy, Thomas says. “We were able to
work with and learn from a lot of landscape
companies during the TruGreen LandCare
acquisitions — we gained solid exposure to

how these successful companies managed

their businesses,” he shares. “We were able
toadoptsome of the best practices we learned
from that experience and pinpoint other ar-
eas where we could improve upon.”
Essentially being given a second chance
to start over — except with a base of resources
instead of from scratch — the company de-

cided on a systems-based operational style

to avoid any inconsistencies from service
area to service area.

One of the first structures the company
established was a lead generation system
where through the phone leads are docu-
mented and tracked so the company can
apply the earned revenue to specific leads
allowing Scapes to make smarter marketing

decisions. “For instance, if we have a garden

show in the area and it cost us $10,000 to have
a booth there, and we sold $300,000 worth of
FAMILY OWNED AND OPERATED SINCE 1933 business off of that investment, then we can
formulate a return on that investment,” Tho-
: mas explains. “We have worked to become
Hannay Reels professional marketers and monitor and
The reel leader. measure what we’re doing.”

The system starts with the office manager
answering the phone. Based on the potential

client’s question, the office manager trans-

Hit the ground running
with Hannay.

Hannay premier quality reels give you a working advantage right from the start,
outperforming and outlasting every other bra

fers that call to a sales team (if no a specific
sales person isn’t requested, then the call is
transferred to each team onarotation), which
has the obligation to qualify the lead, report
where the client heard the Scapes’ name ina
customer information database and convert
that lead into a sale. In the system, teams can

track the sales activity proposed, pending
* Available as portable units, wheeled,

or truck- or trailer-mounted
* Built to order
* Highest quality and unsurpassed service

and sold. Once a job is sold, the sales person
sets up the client in the production and deliv-
ery system to ensure he or she gets what was
promised. At the same time, budgets for plant

material, labor, etc. are generated and the

g3

Applications include:

* Watering and irrigation

* Lawn spraying

* Hydro-seeding

« Onsite electric power and tools
* Pest control

* Area washdown

* Pressure washing equipment

* Hydraulic tools and equipment

product operations manager is made aware
of the job so it can be added to the schedule

“We've created a system so that nothing
is passed down the lineby chance and there’s
a minimal chance for error,” Thomas says
“If we have four design/build teams funnel-
ing jobs to one production department than
he receives one set standard of work order
from each team. The expectation is set. Then
all of these operational procedures are de-
scribed and written out in different manuals
for each department.”

Design/build teams were set up to avoid
an assembly line approach where a project
goes from sales to the designer to the estima-
tor to the production manager. Instead, these
teams, which are made up of sales design
and product management components, work
on projects together from the beginning

Download or call for your FREE catalogs
http://go.hannay.com/H23 877-GO-REELS

Scapes has four design/build teams and
each is responsible for a certain gross mar-

gin dollar amount based on the company’s
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p ver twenty five years ago, Max Walker and his sons, Bob and Dean, had the idea that there must be
a better way to mow their homes in Loveland, Colorado. They told themselves “If we can’t buy it,
we'll build it,” and so the Walker Mower was born. The Walker Mower still stands today as
a better way to mow landscaped property. 1f you are looking for a better way, we invite you
to join the growing l.umly of W.llkcr Mowu owners and operators around the wor ld
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(continued from page 30)

annual budget. “For instance, each team has
a goal and they need to produce their ex-
pected gross margin,” Wilkerson explains.
Gross margin is a pool of dollars that is
leftover after direct expenses are paid on a job.
The company encourages its sales people
to focus on gross margin in addition to sales
because instead of having these teams worry
about fixed costs they can’t control, it keeps
them focused on the costs they can control,
such as job estimating and production.

EMPLOYEE BUY-IN. Setting up systems
was vital to Scapes developing its second goal
~ a self-managed team concept vs. the old
hierarchy where managers are at the top, mak-
ing all the decisions and earning the most
money. “We wanted to flatten out that over-
head so individual teams could earn a higher
rate of return on the work they put out and
have the opportunity to grow further than
they could have in a traditional set up where
there's a bottleneck at the manager positions,”
Thomas explains, calling it a flat, team-based
management style instead of a pyramid-based
style where the owner is on top.

The design teams (mentioned above) are a
good example. Though in each team, one per-
son is responsible for sales, another for design
and another for product management, the
whole team is aware of the project details and

has the opportunity to learn one of the other
roles and expand their knowledge or take over
for another team member when that person is
on vacation or out of the office, Wilkerson
explains. “In the past, we had estimators and
designers, and the process happened via an
assembly line approach,” he says. “Then,
people were operating as individuals who will
eventually reach the cap of what they can do
and won't be able to progress. By going to
design teams, there’s backup for each person
on the team and each team member learns
other responsibilities besides their own.”

Also, design team members are given the
opportunity to take control over their own
salaries, earning more money once their gross
margin budgets are reached. “We offera 50/
50 split on contributions above the target for
that team for the year,” Thomas explains.
“For instance, if a team has a $3-million sales
goal and a gross margin contribution of $1.2
million (which is 40 percent of their sales
goal), anything above that contribution
would be split evenly between the team and
the company. Then it becomes like they are
running their own business.”

Bonuses are also given to residential de-
sign/build crew foremen and workers. If
the company beats its budget, each worker
has the opportunity to earn 25 percent of his
or her base pay again as a bonus. ‘For instance,

if the overall company net profit goal was 7
percent, and we beat that, small bonuses
would be given out,” Thomas says. “The
more we beat that budget and add to the
bottom line, the more anemployee can earn.”
In addition to a self-managed team con-
cept and bonuses based on profit goals,
Scapes also asks each new employee to read
and sign a personal commitment pledge, stat-
ing that the employee will respect the Scapes’
visionand conduct him or herself in a respect-
ful manner to teammates, being honest, de-
pendable, quality-driven and accountable to
his or her team. “This is part of our branding
strategy,” Thomas explains. “This corporate
signature represents our commitment to qual-
ity, excellence and integrity and each em-
ployee should know that and know they are
signing on to that when they are hired here.”
Back when the TruGreen deal was done,
Wilkerson and Rogers left with seven landscape
construction crews, five landscape architects/
project managers and three administrative em-
ployees. “The hardest thing I had to do was lay
off nine people right after the deal was made,
but we had to get lean so we could start emerg-
ing back as a viable company,” Wilkerson says.
Though they ran lean in the early days,
their concepton growth has changed. “If we're
running leanand growing fast, typically people
(story continued on page 107)
(additional sidebar on page 34)

SGapes‘ goal is to win the majority of the market share
in Atlanta.

To do this, the company decided that is has to establish and
secure its brand, so it hired a group to conduct a brand architecture
study that included a survey of clients the company did and didn't
get as well as an attempt to figure out what percent of the market
the company currently holds:

Ken Thomas, Scapes” managing partner, says the survey cost the
company $15,000, but was well worth the cost for the insight the
results provided.

Also, to solidify its marketing efforts, Scapes hired an in-house
marketing manager (Daisy Watson) this year, whose first goal is to
help increase the company's referral base, which is its best new lead
generator, according to the survey. “Daisy is our customer service
liaison and is working with the outside marketing group to help build
the Scapes brand,” Thomas explains.

The goal is to increase client referrals, which the survey revealed
as the company's top client generator. The first step is thanking
clients for their referrals - for instance, this year, each client who

A BRANDING Boos
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referred someone who tumed into a customer received a $100 gift card to
a nice Atlanta restaurant, shares Pete Wilkerson, Scapes’ partner and vice
president of design/build.

Another recent client thank-you event Watson managed was a customer
appreciation day, where the company invited 300 clients to a local Smith &
Hawken store, a high-end garden product distributor. At the event, Scapes
had a garden book author do a presentation on creating small gardens, a
local chef conduct a cooking demonstration on preparing a garden dinner
party, a grill distributor cook bratwurst and giveaway a grill to entrants, and
Scapes also did a presentation on how to bring light and warmth to a garden.
The company served wine and refreshments and received media attention for
the event. The overall event only cost the company about $10,000, since they
worked with sponsors and other local companies to bring the event to high-end
clients, who are also potential prospects for these sponsors.

Watson is currently tracking any leads that come from the event, which
happened in April, to figure out if it was a worthwhile marketing effort.

“In this market, all of our competitors put pretty landscape photos in ads
in Atlanta magazines, so you don't get the same credibility and effectiveness
in doing that anymore,” Thomas says. “We want to separate ourselves and
build a presence in the market so-our brand really stands out from the rest."
- Nicole Wisniewski

LAWN & LANDSCAPE
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Two broad-spectrum formulations. Either is trouble for all species of ants.’

Talstar® granular insecticides provide effective, long-asting
residual control where you need it. Which means you can
apply Tolstar 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-core granule that
filters down through the grass, ground cover, and mulch to
where insects live. I'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
long-asting control of hard4oill lawn and nuisance pests.

FMC

22004 FMC Corporation, FMC, the FMC vd Talstar are trademarks

f FMC Corporation, Always read and follow label directions

USE READER SERVICE #25

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 welting, 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 ormamental pests. (For use in California, FMC offers
Talstar 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 guaraniee details

Talstar.
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(continued from page 32)

Atlama. Ga.-based Scapes takes design fees seriously
“After all, when you hire an architect to custom design your

house for security and to fit your tastes, they don't do it for free,” explains
Scapes' Partner and Vice President of Design/Build Pete Wilkerson
Scapes charges clients an hourly fee for designs, and most fees can
range from $500 to 82,800, depending on the difficulty of the project
To get clients to understand design fees, Wilkerson relates it to
other industries that normally charge an hourly fee, such as building
architecture or computer programming. “"You can't be afraid to talk
about money," Wilkerson stresses, sharing a recent job story. "I just
lost a project because the client didn't want to spend the money on
the design,”
$65,000: 10 $60,000 job, and they said they would do it if we could

he says. “l gave them a $900 design proposal on a
decrease the design fee to 8200. If they are going to spend that much
on the project and then have a problem with a $900 design fee for a
design that help make that project shine, that's not our type of client,

and we have to be prepared to walk away from that.”

FEE Factors

Discussing fees and overall project budgets is something Wilkerson
believes should be brought up very early in the client discussions,
adding that he usually uses a bracketing technique to get shy clients
to share their budgets. “If a client doesn't want to talk budget, I'll
either give a range of what I think the project we're discussing will
cost or say something like, ‘So, this project with these specifics can
cost up to about $100,000." If that amount is more than they wished
to spend, 1 find they immediately pipe in and say, ‘We wete only
looking to spend $30,000." And then we can move forward and design
a landscape that better fits their budget and needs.”

The company also isn't interested in just doing designs. “We try
to screen clients before we begin the process so that we know they
aren't only hiring us for a design,” Wilkerson says, adding that the
company generally closes installation work on 90 percent of the jobs
it designs. “If they say they need a design and have a person to install
it, we'll say we're not interested. We want to stick with our niche -

which 1s full-service design/build.” - Nicole Wisniewski

"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."

Legal and low wage foreign workers
with H2B or H2A visas may be the
answer to your labor needs!

EARLY SIGN UP OFFER -

1-99 H2B Visas

2,900."

THAT'S $2,500.00 IN FEES FOR ALL OF YOUR VISAS, NOT $2,500.00 PER VISAN!
(Fiat 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 recru jns
Give us the opportunity to beal any competitor's pablkbd price.
Number of potential clients is limited!
Call toll free for more information

1-800-764-3570

The Law Office Of Robert Kershaw, P.C.

3355 Bee Caves Road, Seite 307, Austin, Texas 78746 (512) 383-0007 Fax: (512) 383-0009

Licensed by the Texas Supreme Court
Not certified by the Texas Board Of Legal Specialization
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Why not buy the
BETTER MACHINE?

& Gin

QUALITY CONSTRUCTION
AFFORDABLE COST
LESS MAINTENANCE

INCREASED PRODUCTIVITY

CONSISTENT RESULTS

SATISFIED CUSTOMERS
15 —

800 638 1769
WWW.EASYLAWN.COM
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w Scapes showcases one of its

Seapes the Atlanta-based residential design/build company
that managed the job from start to finish. Here are the top
challenges of the project and how Scapes’ crews overcame them.

CHALLENGE # 1: DRAINAGE - The home has an 8,000-square

foot footprint, so the main drainage goal was to deflect water away

from the house. Also, Scapes’ crews had to install a system to
disperse the energy of the draining water prior to it reaching and
causing damage to any adjacent properties

SOLUTION - Scapes’ crews installed a combination of pipes and
catch bases around the home, as well as swales, secondary
swales and check areas to dissipate the water prior to it reaching

neighbors’' landscapes

signature design/build projects.

CHALLENGE # 2: ELEVATION ~ The 50-
foot grade change across the length of the
property presented a challenge because the
homeowners wanted to essentially eliminate
that grade change so they could walk out to their back yard from the main
floor of their home. They wanted to have a level area for the presentation
of the home's facade and also for the living area in the back without the
appearance of major retaining walls encasing the property

SOLUTION - Scapes constructed the pool and blue stone tenraces in fill
soil. The Scapes' crew had to engineer retaining walls and install piers
into the undisturbed grade to hold all of this soil and support the pool
To do this, they built the retaining walls in tiers so they blended into the

surrounding area for functionality and aesthetics. — Nicole Wisniewski

Challenges Solutions
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After building a 16,000-square-foot home in the center of two odd-
shaped lots, homeowners John and Sherry wanted to design a

landscape as livable as their new interior.
Since the Atlanta landscape has many grade changes, most
homes have exposed basements that lead to the backyard and pool

very visible to the home's living area via the French doors,” Wilkerson
shares. “We created a lot of water movement in the 18-foot-by-36-foot
pool to pull the eve back. We also installed a rounded arbor in the back
to pull the eye out and make the yard feel as big as possible.”

The plant material used was elegant, conservative and meshed

with the Georgian architectural style of the home - simple and

area, meaning a homeowner has to walk downstairs
before walking outside, But these homeowners wanted
to exit their house on the main level to access their
backyard patio and swimming pool, which posed some
challenges for Scapes, the residential design / build firm
the couple hired to work with their 2.5-acre space.

The project’s biggest challenge was manipulating
the grade changes and controlling the retaining walls,
according to Scapes’ Partner and Vice President of
Design/Build Pete Wilkerson. “Across the entire space
from the upper right property line to the lower left
property line, there was a 50-foot elevation change,”
he explains. “And the homeowners didn’t want mas-
sive retaining walls everywhere to control the grade changes - they
wanted smaller 2-, 4- and 5-foot walls that didn’t steal the show
from the main landscape areas.”

Along with the elevation challenges came drainage issues, which were
solved by the installation of pipes and catch basins around the home.

Another goal of the project was to provide a nice view of the
landscape from inside the house for the homeowners as well as provide
them with large usable spaces. “So we made the water feature and pool

LawN & LANDSCAPI
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southern, Wilkerson points out. Twolarge evergreens
(cryptomeria) were used in the front of the house to
scale down the columns, in addition to large 5-foot
boxwoods and low foundation plantings. “We didn’t
want to cover up the home, we just wanted to add a
few large pieces and then stair step it down so it
wasn’t overdone,” he says.

In the back, container plantings were essential to
bringing colortothehardscaped areas. Thehomeowners
asked Wilkerson to help them select containers for these
spaces and the Scapes’ crew installed drip irrigation into
all the pots to make them low maintenance.

Though the project totaled $600,000, the design
and management fee made up $8,000, the landscape and irrigation
portion of the bill was $180,000, and the rest was used for hardscape
and pool construction, fencing, lighting and driveway installation.
Wilkerson and his team managed seven subcontractors throughout
the project’s installation.

The author is managing editor of Lawn & Landscape magazine and can be

reached at nwisniecwski@gie.net
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If aman’s home is his castle, then property managers’ accounts are their
palatial estates throughout expansive empires. And in these realms of
homeowners’ associations and office parks, landscape contractors are
property managers’ loyal aides who use polished techniques to maintain

the grounds and keep landscapes trimmed and tidy.

But life isn’t always a fairy tale around such stately properties.
Landscape contractors often find that property managers can be very
particular about landscape maintenance. Moreover, with stringent
budgets, expertly grooming everything from turf to trees often leaves
little funding for landscape enhancements. And the challenges mul-
tiply when industry turnover becomes a problem.

Among contractors who have significant experience working
with property managers, the No. 1 piece of advice to remember that
communication is key.

THE ROYAL TREATMENT. Arguably, the biggest challenge that
landscape contractors face when working with property managers is
that they’re all different. “Every property manager has their own
opinions and viewpoints of what quality is and they’re all different
in their knowledge of landscapes,” says Tom Heaviland, owner,

38  JuNE 20048

Heaviland Enterprises, Vista, Calif. “Some are more hands-on and
some want you to handle everything for them. You have to develop
the relationship and know what their expectations are.”

For example, Heaviland says he works with some property man-
agers who like to formally walk through properties on at least a
monthly basis, while others simply ask to be updated on any chal-
lenges or new developments on the property and require little
contact. For contractors, identifying and respecting these requests is
essential to maintaining good working relationships.

“It's critical to understand what property managers want and
need,” explains George Gaumer, vice president of commercial ser-
vice, Davey Commercial Ground Management, Kent, Ohio. “We
have to understand what kind of challenges are being placed on them
by their customers and help make them successful.

To give property managers the royal treatment, many landscape
contractors build relationships by identifying property managers’ pre-
ferred methods of communication at the outset. “For the most part, our
property managers prefer to communicate via e-mail,” Heaviland says.
“From our standpoint, face-to-face communication is usually the best
because if you're stopping in and seeing that property manager on a
frequent basis, you're going to develop a stronger relationship. But e-
mail is certainly an easy and quick way to keep everyone updated.”

(continued on page 40)
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(continued from page 38)

Additionally, Heaviland Enterprises em-
ploys several account managers and a cus-
tomer relations manager who communicate
with property managers directly (see Get-
ting to Know You on page 42.) “Our account
managers have to have great communications
skills, they have tobe flexible and they have to
be very patient,” Heaviland comments.
“You're dealing with a lot of different per-
sonalities and you're not going to make ev-
eryone happy, but you have to be able to
adjust to specific situations.”

Likewise, account managers on Doug
Smellage’s Lawns of Dallas staff divvy up
commercial accounts andstrengthen relation-
ships through frequent communication.
“Our account managers try to get to their
sites and meet with their people weekly,”
says the owner of the Dallas, Texas-based
company. “And on large accounts where we
have multiple crews working, not only do
we have a representative that deals with the
property manager during the course of the

€ Vianac

week, we have another representative who
handles all of the crews.”

In the midst of this diversified method
of communication, Smellage says Lawns of
Dallas creates consistency by providing
property managers with a single point of
contact - an account manager - who then
informs crews of the property managers’
requests. “That creates a bond that moves
down through the chain of communication
so nothing gets missed,” he notes.

Frequency of communication with prop-
erty managers also is important. “We try to
meet with all of our customers on a six- to
eight-week basis,” says Bruce Bachand, chief
operating officer for Carol King Landscape
Maintenance, Orlando, Fla. In addition to
regular contact with property mangers on
that schedule, Randy Bachand, Bruce's
brother and maintenance manager for the
company explains that account managers
turn in weekly reports on any intermittent
visits they made to property managers.

“If the property manager sends an e-mail
with a request for service on the property or
just a visit, the account manager may take a
copy of that e-mail with them and visit the
property itself or go to see the property man-
ager in his or her office,” Randy explains.
“They keep track of everyone they visit and
on Mondays the account managers will turn in
a contact sheet saying who they visited and
what the problem was, and they note that it
was taken care of. Moreover, account manag-
ers are responsible for following four to six
crews on a daily basis to ensure that work
and hour goals are being met. We try to keep
the same account manager with the same
crews so they all get to know the properties
very well and the property manager can de-
pend on that consistent communication.”

KING’S RANSOM OR PAUPER’S PAY?
Though continual communication helps so-
lidify relationships with property managers,

(continued on page 42)
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Durability. It's performing beyond expectations. Its outlasting
the: others. Its the features and the henefits that separate you from
the competition. Like the Maruyama HT2300DR. A

distinetively durable machine. it's designed with an attention

Induction hardened chrome steel blades ground and polished on
every cutting edge. Truly heavy-duty gearboxes. 5-position
rotating handle. Our 2-year commercial warranty. That's

the kind of durability you need to get the job done.
Every product in Maruyama's full line of premium outdoor
power and chemical application equipment is carefully

considered and expertly engineered down to the last detail.

Demand durability. Demand Maruyama.
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(continued from page 40)

landscape contractors have another hurdle
to jump: Budget constraints.

“Many times, property managers on the
commercial building/industrial building/
shopping center side have tight budgets that
can change from year to year as occupancies
rise and fall or the economy impacts what
they're doing,” explains Bruce Bachand. “You
either have to change and adapt with them or
they’re going to find someone who will.”

Heaviland agrees. “The range of budgets
we have to work with all depends on the
economy and what’s going on there,” he com-

hat do you know about your best friend? Their middle name?

PYODE V

ments. For instance, one of Heaviland En-
terprises’ clients is the campus of a golf
manufacturer’s headquarters. Because the
golf industry was in a recession for a few
years, the company’s landscape budget was
reduced accordingly. “They were looking
to save and reduce their expenses, so we
had to be sensitive to that,” Heaviland says.
“On the other side of the industry, you're
working with homeowners’ associations,
which are great arenas for enhancement sales
because homeowners are looking to increase
the value of their properties. Depending on

Client:

GETTING TO KNOW YOU:

the situation, you could have small contracts
of $1,000 per month that will add tens of
thousands of dollars in enhancements, vs.
large accounts that are much more stringent.”
Though the amount of money allotted to
landscaping varies by property and region,
Diane Crouse notes that the budgets on prop-
erties she manages range from 20 to 25 cents
per square foot per year. This averages out to
about $8,700 per acre annually. “Each prop-
erty owner has a different financial objective
that they want to accomplish,” says the se-
(continued on page 48)

Their birthday? The password to the tree house you shared
when you were 127

Now what do you know about your best property manager clients?

According to Michelle Holmquist. customer relations manager,
Heaviland Enterprises, Vista, Calif., there are a few choice pieces of
information that contractors should leam about the property manag-
ers they work with. “What we want to do is identify our property
manager clients’ preferred method of communication and once that's
established, I try to connect with them on a level they appreciate,”
Holmquist says. “The information we collect is personal, but not so
personal that someone would hesitate to give it. It just helps us add
a personal touch when we acknowledge the property managers we
work with."

To keep track of property managers' favorites, Holmquist has
property managers fill out a simple "Getting to Know You" form
(right) and then enters that information into a database. When special
occasions like birthdays or work milestones pop up, she can put
together an inexpensive gift basket that's tailored to that particular
property manager.

“For example, one property manager had a birthday recently
and just by looking at his ‘Getting to Know You' information, I saw
that his favorite drink is Coors Light, his favorite candy is Dots and
he likes light jazz and country music,” Holmquist says. “Then I can
just go to the grocery store or Target and get some of their favorite
stuff and package it nicely for them. It's a great, fun way to connect
with our customers.”

Holmquist says she usually spends about $30 on a "Getting to
Know You" gift and also puts special seasonal gifts together for the
company's best property manager clients when holidays or other
special occasions roll around.

Title:

Contract Start Date:
Preferred Method of Communication: L
Site Visits YES/NO Phone Calls YES/NO E-mail YES/NO
Years of Service at Firm: N

Birthday:. L — -
Spouse's Name:

Wedding Anniversary:

Kids' Names: Pets:
1. 1.
v O ;
3 3. - S
Hobbies:
Movies/Theatres Attended:
Favorites:
Sports Teams: Color: o B
Beverage: Candy:
Snack: Music:
Flower: TV Show: __

Additionally, in her capacity as customer relations manager,
Holmquist regularly gets in touch with clients through phone calls,
e-mails and site visits, which helps her gain a better knowledge of
clients' needs and expectations. “My job is to establish a relationship
and get a sense of how the property managers we work with want
this partnership to play out,” she says, “We work hard to accommo-
date our customers’ requests and these personal touches are just
another way to show them that we really care about our partnership
with them.” — Lauren Spiers

Getting to Know You
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1. POLICIES — BUY ONLY WHAT YOU NEED

Strategies to reduce your insurance begin by limiting the policies to
those that are most necessary. At a minimum in most states, that would
require Workers' Compensation, auto and liability insurance. Companies
doing commercial work often need excess or umbrella liability insurance
above and beyond their state’s minimum. Health insurance, insurance againsl
theft of equipment and environmental insurance may also be necessary
depending upon your company's needs.

Deciding what insurance coverage you need means thinking about what
risks you are willing to bear. An attitude that insurance is to protect your
company from any loss or errors can be costly. A more value-driven atti-
tude is to consider insurance as protection against financial disaster. Buy-
ing an insurance policy can be thought of as effectively “renting” the insur-
ance carrier's assets in the event of a claim. The more coverage you rent,
the higher your payments.

Another strategy to reduce insurance costs is through going to higher
deductibles, the trade-off being lower premiums against higher direct costs
if there are any claims.

Regardless of what actions you take, discuss the options with your
insurance carrier.

2. PEOPLE — YOUR BIGBEST RISK

People are the most important asset for most companies, but they are
also the biggest single factor involving claims and losses. Insurance rates
are based on risk and the insured company’s claims record. For those rea-
sons, employee selection can directly impact on your rates. Increasingly,
companies are investing in drug and alcohol, and motor vehicle screening
as a normal part of the employee selection process.

In a number of states companies certified as a drug free workplace can
save significant money in Workers' Compensation insurance. In the south-
east, for example, Florida, Alabama, Tennessee and South Carolina will
reduce Workers' Compensation payments by 5 percent for companies cer-
tified as drug free. Georgia and Colorado offer even greater discounts. Be-
coming certified as drug free involves a written program, testing and man-
agement training, but the savings make the effort worthwhile.

Another way to reduce Workers' Compensation costs is to match each
employee's job description to a corresponding Workers' Compensation clas-
sification in your state. For example, maintenance work, landscape instal-
lation, irrigation work and tree work typically all have different Workers’

* BASF, 26 Davis Drive, Research Triangle Park, NC 27709.

Call (800) 545-9525 or visit www.turffacts.com.
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Compensation classifications based on the risks for each job. So, it can be
costly if the Workers' Compensation rates you pay for all of your employees
have been based on the highest risk classification for the work your com-
pany does. You do not want to pay Workers' Compensation rates for office
and sales employees based on the landscape construction work rate classi-
fication. By matching job descriptions for each employee to a correspond-
ing Workers' Compensation classification, you can save significant money.
The only caution in doing this is that each employee must be raled at the
highest premium category for the work they do. For example, if an em-
ployee does fandscape work 95 percent of the time, but sometimes works
on a tree maintenance crew, then his Workers' Compensation rate must
based on the tree work (the highest rate classification category that the
employee works in). The Industry Scopes Manual lists Workers' Compen-
sation classifications with a brief description of the work for each.

A further benefit of malching each employee's job to a corresponding
Workers' Compensation classification tends to make you more attractive as
a company to insurance carriers.

3. PERFORMANCE ~ KNOW YOUR RISKS

Major exposure risks in the Green Industry include vehicle accidents
involving liability, Workers’ Compensation and theft of equipment from ve-
hicles. Traffic accidents can involve employee negligence or simply being
hit by someone else. Slips, trips and falls are a hazard from climbing onto
trucks or working on wet grass. Muscle strains are an issue with lifting and
operating equipment. Safety violations, whether stemming from refusal to
wear safety equipment or to follow company safety procedures, often causes
losses. And for companies doing lawn care work, misapplication of materi-
als is not a frequent loss, but it can be a serious loss from a per incident
cost perspective.

While industry-wide risks are a useful guide for understanding your
potential risks, tracking your company’s performance is most useful. Track
accidents, near-accidents and types of injuries to determine problem areas.
Consider the risks involved in the type of work you do. Consider risk from
having a facility in a high crime area. What risks are involved from having

Sources/More Information:

personnel who do multiple tasks vs. specialized tasks. Does your company
have a lot of turnover? Do you have experienced managers?

Violations by DOT, EPA or OSHA are also red flags. Insurance carriers
view compliance with regulations as the bare minimum-of good perfor-
mance and any violations put you in a higher risk category. Insurance car-
riers have different rates for companies based on performance. Your perfor-
mance impacts your rate and can make you a more attractive company to
the insurer.

4. PREVENTION — THE BEST SOLUTION

Loss control is a broad term used to describe actions taken to protect
you and your company against accidents, claims and payouts due to neg-
ligence or accidents. The principle is that once you have identified risks
you want to reduce, action can be taken to reduce the incidents that lead to
real losses. Loss control includes training, use of proper equipment, main-
laining equipment, company policies, security Systems and any other means
to reduce mishaps and accidents.

One principle of loss control is that the more specific the program to
the risk the better. Some companies require training specific to each re-
sponsibility. If a laborer is going to be asked to operate a skid steer loader,
for example, that individual could be required to first watch a video and
then complete actual training on the equipment.

Because employee negligence and judgment errors can be a compo-
nent of liability, documented training is important. After an employee com-
pletes training on safety, proper procedures and company policy, have them
sign and date that they have completed the training. Better still, have each
employee take a written test to show they understood the material, and to
verify that they have passed a demonstration test or do a combination of
both.

Another loss control practice is unannounced field inspections, either
by you or an independent individual hired to do this. Training employees is
important, but so is making sure they are doing what they have been trained
to do.

5. PARTICIPATION — KNOW AND BE KNOWN

Most lawn care companies under-communicate with their insurance carrier
and the result is that they under-utilize the resources available. All insur-
ance companies offer claims help, but many also offer safety and loss con-
trol programs and advice. Talk to your insurance representative at least
once every three to six months. Make sure he or she knows you and your
business, and ask them what services they can offer to help you get the
coverage you need, reduce your costs and reduce your risk and loss.

George Jehlen is a loss control consultant with W.S. Pharr & Co., is an Atlanta, GA-based insurance firm with Mike Breedlove, Joe Mendenhall and Van Hoots
specializing in the green industry, and George Jehlen providing loss conlrol and safely services. They can be reached at 800-817-2244 or www.wspharr.com.

Michael Weisburger is president of B. & D. A. Weisburger Insurance, 2 White Plains, NY, Insurance Managing General Agent specializing in lawn care and pest
control, and offering an Internet-based loss control program, Safely Strategies. He can be reached at (800) 431-2794 or at maweis@weisburger.com.
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The shortest distance between broadleaf and grassy weed control.

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

call 1-800-545-9525 or visit www.turffacts.com. Always read and follow label directions.
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Learn How To Manage Labor
& Improve Profits

A Comprehensive Seminar For Landscape Contractors

What You Will Learn

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.

Seminar Dates & Locations

Thursday, August 5, 2004 Friday, August 13, 2004 Friday, October 1, 2004
Detroit, Michigan Houston, Texas Washington D.C.

Friday, August 6, 2004 Friday, August 27, 2004 Friday, October 8, 2004
Cleveland, Ohio Milwaukee, Wisconsin Tampa, Florida
Wednesday, August 11, 2004 Friday, September 17, 2004 Friday, October 15, 2004
Nashville, Tennessee Kansas City, Missouri Boston, Massachusefis

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 lot of questions we had about how to grow
our business. It was one of the best seminars | have attended.”

Afftendee At The 2003 Dallas, Texas Seminar

HOW TO REGISTER?

By Phone: Call 800/456-0707

On The Web: www.lawnbizseminars.com

Sponsored By o Deere
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nior property manager, Crescent Resources,
Lake Mary, Fla. “On a monthly
produce financial statements for the property

basis we

owners and from there we're absolutely tied
to budgets. We have to be able to justify any
variances, and most of those are within a 5-
percent range from the monthly budget.”
Indeed, a 5-percent margin of error isn’t
much to work with, so many contractors
find creative ways to meet property
ers’ expectations without breaking the bank.
“No. 1, you have to prioritize,” Gaumer
says. “Cost is always an issue because they
have to meet or beat bottom-line budgets.
For that reason, we have to prioritize our
recommendations and make sure we sell the

manag-

benefits. We have to show them there’s value
in adding a certain enhancement to the bid
or how we can reengineer the service on the
property to offer more bang for the buck.”
For example, Gaumer notes that recom-
mending more landscape beds for color and
curb appeal is one way a contractor can help

DDE VIanao

property managers increase interest on a
property with low occupancy.

Another approach may be to redistrib-
ute the amount or level of service a property
receives in order to stay within budgets.
“Sometimes we have to look at the quality of
the service and see if we need to pull it back
a little bit,”
we value-engineer their maintenance pro-

Bruce Bachand says. “How can

gram so that the property manager can ac-
complish the majority of their objectives
and then meet a budget? This can be as
simple as changing a chemical program,
less frequent mulching, fewer annual flow-
ers, less frequent irrigation maintenance -
you just find ways to pull from the more
peripheral parts of the landscape program
in order to keep the whole contract in line.”

Heaviland adds that working with strict
budgets almost always goes back to staying
on top of client communication. “We should
be in a relationship where we sit down with
the property manager and work out a bud-

/

“AS SOON AS WE HEAR THAT THERE'S BEEH A
MANAGEMENT CHANGE, WE TRY TO GET IN FRONT
OF THE NEW PROPERTY MANAGER WITHIN A DAY OR
TWO AND LET THEM KNOW THAT WE'RE THERE T0
WORK WITH THEM AND TO CHANGE OR TWEAK THE
PROGRAM TO MEET THEIR SPECIFIC NEEDS.”

— Bruce Bacranp

get scenario with them,” he says. “We havea
sheet we use for that, which breaks down our
maintenance budget, tree trimming budget,
annual color replacement and irrigation res
pair costs for January through December. By
planning out the year based on what they
have available we're always going to have
that information up front, rather than after
the year starts and we find out that they don't
have the money for any enhancements.”
{continued on page 50)

HOW TO BUILD THE
LONGEST LASTING TRAILER

IN THE GREEN INDUSTRY

(Wells Cargo's comprehensive 6-year warranty is proof positive!)

Heavy-Duty Anodized
3/8" Aluminum Roof Cove
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Plywood
Sidewalls

Rear Ramp
Door with
Dual Spring
Assist

3/4" Radius Steel
MarineTech™ PTP Corner Posts
Ramp Deck (Front & Rear)
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(20 year warranty)

(800) 348-7553

Stop/Tail/Turn
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Side Entry Door with Aluminum
“Anti-Rack” Cam Lock
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Including Tubular
Steel Main Rails
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Do You Have The Right Tools?

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

How would you like to?

» Cut down your selling time

« Increase Sales with less effort
* Make less calls

« Duplicate yourself

» Create the perfect employee

It's Time: Do It To It!

mnnia.com

Check our website at www.elandia.com

877.264.4610 Fax 858.505.9896

Email us at info@elandia.com

For a preview of our tools visit
www.emeraldiandscape.com
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The next
generation
of tough.

Forged from genuine Cat' quality comes a new line of compact machines and work tools sized for all your
landscaping, residential and general construction needs. Be part of the legacy. See your Cat dealer or

i CATERPILLAR
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CHANGING OF THE GUARD. With good
communication and workable budgets, con-
tractors can begin to bring joy to their prop-
erty managers’ manors. That is, until bor-
ders between these dominions begin to blur

“What's difficult is that you develop the
relationship, get a feel for what the property
manager's looking for and then the board

DDE fIanao

changes and wants to hire a new property
manager or this manager leaves and goes to
another firm,” Heaviland comments. “You
get things just where you want them to be
and all of a sudden you’ve gota new person
or company you're dmling with.”

Indeed, because of consolidation and

career advancement, landscape contractors

are bound to experience turnover within their
property manager clientele. Thankfully, this
type of regime (}mngc can be positive if
contractors effectively manage the situations
The Bachands take preventive steps early on
to ensure that relationships can withstand
such stresses.

“We try to communicate with a represen-
tative of a board of directors or a landscape
committee chairperson on homeowners’ as-
sociation accounts, especially, to build rela-
tionships both ways, if we can,” Bruce says.
“The property manager often serves at the
whim of the board of directors and they can
be instructed to make changes to their ven-
dor lists without warning.”

Gaumeradds that creating multiple bonds
on a property can put contractors in good
positions if turnover occurs. “If you have a
good relationship with the current property
manager and a good relationship with the
owner, an incoming property manager may

“THIS IS WHAT PROPERTY MANAGERS DO FOR A
LIVING AND WE HAVE TO UNDERSTAND WHAT KIND
OF CHALLENGES ARE BEING PLACED ON THEM BY
THEIR CUSTOMERS AND HELP MAKE THEM SUCCESS-
FUL." — GEORGE GAUMER

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

¢ : ik § be asked to keep you on as a contractor.
truck can increase the profitability of your business.

=

Enpress Jlower.

800-285-7227

www.expressblower.com
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That's the best scenario. Plus, the outgoing
property manager may take you to some of
their new sites, as well.”

Still, even with solid relationships, new
property managers may have preferences of
their own in terms of contractors they like to
work with. “You'd like to think that the
quality of your performance will speak for
itself, but if a person comes from another
property management firm, it may not mat-
ter,” Smellage says. “They usually have some-
one they like who they’ve worked with be-
fore and may persuade the ownership to
transfer because of convenience and comfort
on their part.”

To prevent problems like these, Smellage
likes to set up multiple year contracts on some
accounts like private schools and churches that
they handle. Also, the company tries to identify

1 ant naoe 37
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' WHATEVERYOUR
LAWN CARE NEEDS,

WE'VE GOT YO

When you specify and use The Andersons
Professional Turf™ products, you can rest easy.
You see, for nearly 40 years we've been
perfecting the art and science of producing
turf care products that deliver consistent, top
quality results you can count on from application
to application. Our full spectrum of proven
professional products — from fertilizers to
control products and combination formulas —
was developed to help you meet every turf
care challenge and exceed every customer

expectation. And isn't keeping customers happy

| the key to your prosperity? We know it is to ours.

L
e HE |

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

A
Andcm For a free selection guide and more information

about The Andersons complete line of Professional Turf products

call toll free, 1-800-225-2639.
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RotaDairon®

Soil Renovator™
YOUR NEXT TOOL !

TILL bury rock, level
and seed in one pass

Bot Wi, ;
SAVE up to 50% in time
& labor

PRODUCE mature turf more
rapidly than other methods

CALL NOW !
800 554 4863

ROTADAIRON EMREX, INC
950 Sathers Drive

Pittston Twp, =
PA 18640-9911
2T A
DAIROS

www.mge-dairon.com
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ost landscape contractors have been through
M the process of hiring an employee, whether for a
managerial position or to supplement a crew. At the same
time, contractors are regularly interviewed by prospective
clients who are looking for the right companies to handle
their landscapes

For work on the commercial side of the industry, this
often involves being sized up by property managers of
potentially large accounts. But what are those property
managers looking for in their landscape contractors? Though
preferences change depending on the property manager,
there are some bright line issues that are always important.

“When I'm looking to hire a landscape contractor, the most important things to me
are how the management is structured and what kind of education is there," says Diane
Crouse, senior property manger for central Florida, Crescent Resources, Lake Mary, Fla
“I want to be sure that when I have questions as to why a plant material is failing or
whether plantings are in appropriate areas, they can tell me."

Moreover, in terms of management, Crouse wants communication between herself
and the contractor to flow smoothly. “It's so important to be comfortable with your
contact and I've had vendors change contact people to the point where we didn’t have
a compatible relationship anymore,” she comments.

In some cases, Crouse, who is a member of the Building Owners and Managers
Association (BOMA), takes vendor recommendations from colleagues in that organiza-
tion, which makes having good relationships industrywide even more important for
contractors. “BOMA is a terrific organization for networking with other property
managers and knowing vendors that they use and who they're happy with or not so
happy with," Crouse comments. "For a landscaping company, poor performance is hard
to hide and clients are likely to mention that to other people.”

Crouse also says she looks for a company that will be a one-stop-shop for her
landscaping needs. "When 1 look for a landcape contractor for one of my properties, |
want the arbor care and the turf maintenance all in one place - one contractor to do it
all," she says, "However, 1 do have a situations on one property that has retention ponds
and my particular contractor doesn't handle pond cleanups. Instead, I'll work through
them and they’ll subcontract that job to another company. This still leaves me with one
contact, which is really important to me, and it reinforces the trust that I have in my
contractor to hire a qualified company to do the other work."

In many respects, Crouse explains that this element of trust is very important when
she hires a landscape contractor. “Landscaping is one of the most important issues on
a commercial property because it's your first impression,"” she says. “Even though I like
to make certain plant selections, 1 want to know that my selections are going to work
because | definitely am not the expert. | have to depend on the contractor's expertise.”

- Lauren Spiers

Just My Type
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by Jonathan Katz

Pricing postemergent herbicide applications can vary depend-
ing on which way the wind blows. For instance, in Texas where
warm winters are common, herbicide applications may be
more expensive than in the Midwest where cold winters typi-
cally halt weed growth.

“You see a big fluctuation of herbicide rates in Texas
than maybe in Ohio because you don’t have as much weed
pressure there,” says Gary LaScalea, owner of GroGreen,
Plano, Texas.

Lawn care operators (LCOs) should take several factors
into consideration when pricing postemergent applications.
Time, labor, weather conditions, grass type and customer
loyalty all come into play.

New Milford, Conn.-based YardApes typically charges
customers $5 per 1,000 square feet for its broadleaf weed
control program, which is mixed with a preemergent crabgrass
control product, points out YardApes President Shayne
Newman.

Most lawn care operators make it a general practice to
combine the two types of herbicides, says
LaScalea. “If someone’s not mixing them
together, they’re wasting a lot of labor,”
he says. “I know some people spray
preemergent, and then come out again
and spray postemergent. Why do both at
separate times when you can spray them
together? They work better as a synergis-
tic effect than they do separately.”

YardApes charges $15 per gallon if it
must return to properties for postemergent
crabgrass applications because these prod-
ucts are double the cost of their preemer-
gent counterparts, Newman says. But
YardApes will sometimes throw in spot
spraying of postemergent applications for
long-time customers who have a pre-paid
maintenance program.

Also, labor costs are a big issue when it comes to pricing,
LaScalea says. LCOs also have to factor in the type of education
these technicians require to do the job right. As a result, labor
costs for herbicide applications are nearly double in cost com-
pared to other general labor, such as mowing, because of the time
involved with record keeping, calibrating sprayers and applying
the product, Newman says. For this reason, YardApes marks up
its herbicide and pesticide treatments by about 70 percent, ac-
cording to Newman.

Rockingham Turf Care, Exeter, N.H., has a similar pricing plan.
The company charges $6 per 1,000 square feet and $14 to $16 per
1,000 square feet for postemergent crabgrass control, according
to Rockingham Owner Roger Nownes. The company uses a
postemergent product, which Nownes says costs about $480 per
gallon. Then the company factors in 25 percent chemical costs no
matter what — whether it’s a large or small-sized job - to ensure
profitability, Nownes says.

LaScalea takes a slightly different approach to pricing.
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Pricing postemergent herbicide
applications can vary depending on
weather, turf type and other factors.

www.lawnandlandscape.com

GroGreen sets a mini-
mum charge of $29.95
for up to 5,000 square
feet for its residential

post-and preemergent
applications. The com-
pany then charges ap-
proximately $6 per 1,000 square feet after the minimum price. Its
commercial prices average between $125 and $150 per acre. How-
ever, those rates can change depending on the difficulty factor
(if a particular property has many obstacles, such as steps and
walkways, for example), grass type and overall condition of the
lawn. Even weather can affect pricing. For instance, during the
winter in Texas, herbicides tend to work slower, so more product
must be used.

Proper site maintenance also comes into play when pricing
postemergent applications. If the lawn is not watered and the LCO
has tomake a return visit, prices may increase, LaScaleasays. Newman
tries to only treat lawns that YardApes cuts to ensure the lawn has
received proper care. “We do get calls from people who want us to
(only) fertilize and get rid of weeds, but we feel that to have a healthy
lawn you have to put everything together,” he says.

The author is associate editor of Lawn & Landscape magazine and can be
reached at jkatz@gie.net.
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Some turf species are running
short this year. Experts share tips
on how contractors can get

through the season.

by Lauren Spiers

From gasoline to Tickle-Me-Elmo, the world economy
operates on a supply vs. demand basis and in a perfect
world, demand is always a little bit greater than supply.
After all, would the world want more giggling Elmos

than it really needs?

At the same time, many contractors currently are BYE-BYE, RYE. In 1995, seed company AgriBioTech
being hit by dramatically increased gasoline prices as a (ABT) initiated a plan to rapidly consolidated smaller
result of decreased supplies. A leveling off in this area, seed companies, striving to reach a goal of 45 percent
would be a welcomed reprieve from paying $2 per gallon marketshare. Though the plan was to create a network
at the pump. of seed companies with strong research and develop-

But in terms of the global turf seed market, the ment resources, the ABT consolidation came to a haltin
industry seems to be caught in a tug-of-war between 2000 when the company filed for bankruptcy.
surpluses in some species and shortages in others. This After the company’s downfall, the organization was
year, perennial ryegrass supplies are on a downturn and left with 100,000 acres of turf seed in production that
contractors can expect to pay more for their stockpiles growers had no choice but to harvest. The result: a glut
than they may have planned. But this may not be a bad of turf seed that had to be sold at low prices until supply
thing, according to some industry experts. Turf seed and demand evened out a bit
producers and distributors offered their insight on how That evening out is occurring right now.
this shortage will play out and what other aspects of the “A combination of factors has led to a shortage of
seed industry might feel its effects. continued on page 58)
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To compensate for short-

ages, contractors may have
to lower the percentage of
perennial ryegrass (above)
they use in blends or mix-
tures in favor of other
turfgrass types like Ken-
tucky bluegrass or fine fes-
cue. Photo: Turfgrass Pro-

ducers International
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(contintied from page 56)

several major turfgrass species,” notes Steve
Tubbs, president, Turf Merchants, Tangent,
Ore. “Several years of overproduction,
coupled with the ABT bankruptcy in Janu-
ary of 2000, caused massive inventory prob-
lems that led to record low prices. Even the
growers who were not directly impacted by
the ABT bankruptcy bore the brunt of the
low cost of production, mostly in perennial
ryegrass and turf-type tall fescue.”

Producers knew that the ABT seed excess
would rundown eventually, but Tubbs notes
that the ever-unpredictable Mother Nature
added to that reduction in inventory.

“We entered the 2003 harvest with the
lowest production acres of perennial ryegrass
we had seen in more than 10 years — more
than 30,000 acres less than in 2000,” Tubbs
says. “But wouldn’t you know it - we had a
bad crop. Excessive, above-normal heat at the
critical time of pollination reduced yields by
25 to 35 percent in some cases.”

As a result, contractors can expect seed

prices to climb. “It is predicted that prices
will be about 10 percent higher for turf-type
perennial ryegrass in the fall of 2004 com-
pared to the fall of 2003,” says Evelyn Den-
nis, seed project manager, LESCO,
Strongsville, Ohio, adding that increased
prices may not be a bad thing. “The higher
prices do have some advantages. They will
encourage production companies and seed
growers to maximize the quality and yield
of their crops, as well as continue growing
reygrass into 2005 and beyond.”

PLAN FOR DEMAND. While these in-
creases actually bring turf seed prices back
to levels seen in the mid-1990s, producers
understand that the price spike will come as
ashock to some contractors. “When you have
aspike, particularly after two or three years
inarow of prices being flat or less expensive
than before, people get used to that,” com-
ments Bill Dunn, general manager, Seed
Research of Oregon, Corvallis, Ore. “It's

“EXCESSIVE, ABOVE-NORMAL HEAT AT THE
CRITICAL TIME OF POLLINATION REDUCED
PERENNIAL RYEGRASS YIELDS BY 25
PERCENT T0 35 PERCENT IN SOME CASES.”
— Steve Tusss

very much like the low interest rates that
homeowners are seeing now. They're rising
to 6 percent and that’s seen as a big increase
because it’s no longer 5.25 percent, even
though 6 percent is still historically low.”
Still, to take the edge off the higher
price tags in shortage situations like these,
some producers see landscape contractors
using modified seed mixtures on clients’
lawns. “Industry response to the shortage
has been formulation shifts where contrac-
tors use more of another species in blends




and mixtures,” Dunn says. “If they use a
Kentucky bluegrass/fine fescue/ perennial
ryegrass mix, for instance, they're prob-
ably going to use a higher percentage of
fine fescue in the ratio and pull back on the
ryegrass a bit."

Dennis agrees. “There are many alterna-
tives to turf-type perennial ryegrass,”she
says. “Turf-type tall fescues, Kentucky blue-
grasses and fine fescues are in good supply
and prices are stable. Seed customers should
consider these alternatives, which in today’s
market, may offer better prices and a higher
quality product.”

Also, producers recommend that con-
tractors work closely with their suppliers to
keep future shortage possibilities at bay.
“Contractors should order and purchase
their seed as soon as they know what they
need,” comments Susan Samudio, plant
breeder, Jacklin Seed/].R. Simplot Co., Post
Falls, Idaho. “Their suppliers will be able to
let them know if what they request is not

SPECIAL FOCUS: i tTgitsi= e

available and give alternative options.”

Also, “Some distributors will allow con-
tractors to book seed for a season as a way to
lock in prices so the contractor will know
their price is flat through a period,” Dunn
says. “The key is to work with your distribu-
tor and communicate.”

Though Dunn notes that more people are
paying closer attention to inventories and
buying just the seed they need, Samudio
notes that buying seed in advance is an
option in some cases. “Seed can be pur-
chased in advance and stored with little
change in seed quality for a year or two if the
purchaser’s warehouse has controlled tem-
perature and humidity,” she says. “If not,
contractors should only purchase what they
can use in a few months.”

But contractors shouldn’t have to worry
about offsetting higher seed prices for too
long, according to Dennis. She expects the
shortage of perennial ryegrass in particular
to be relieved later this year. “Major seed

producers have expanded production of turf-
tupe perennial ryegrass by about 20 percent
for the 2004 crop,” she says. “If the weather
cooperates and the harvest meets or exceeds
estimates, the shortage of turf-type peren-
nial ryegrass should end in August or Sep-
tember of 2004.”

Likewise, Dennis adds that the worst of
the shortage will come between June and
July while the industry waits for the new
crop to be harvested. This means that con-
tractors should already have on hand any
seed that they plan on using this summer,
but it also means that the industry is already
headed for greener pastures.

Samudio agrees. “Producers are trying to
get seed production more in line with de-
mand,” she says. “This summer, they should
be closer to achieving this.”

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

CHANGE

by Lauren Spiers

Breeding for color is so 1999. Find out

about the newest trends in turf seed

advancement and how they can

strengthen your clients’ lawns.

The Pacific
Northwest -
in Oregon in
particular, is
an ideal
region for
growing turf
seed due to
good rainfall
through the
winter months
and dry
summers that
provide good
pollination.
These
conditions are
advantageous
to breeders as
they develop
new turfgrass
species.
Photo: Jacklin
Seed
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Every five years, a certain species of turf
seed has its day. This year, when perennial
ryegrassis called up for its National Turfgrass
Evaluation Program (NTEP), breeders will
bring scores of new and old varieties to test-
ing sites where seedlings can sprout and
shine — and be subjected to a myriad of
stresses, such as drought conditions, winter
kill and insect and disease damage.

Though new turf seed varieties are re-
searched and developed under ideal labora-
tory conditions, the true test of a new cultivar
comes during NTEP and other national, re-
gional and university trials. If varieties get
good marks in these venues, breeders can
confidently bring their products to market
where contractors can benefit from their dem-
onstrated improvements.

“Climates change and conditions change
- there are always negative aspects to an
environment, so we're always breeding new
grasses to adapt to those things,” explains
Devish Singh, research director, Barenbrug

(continued on page 62)
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(continued from page 60)

USA, Tangent, Ore. “There are always chal-
lenges ahead of you. New diseases appear or
existing diseases change strains, the use of
recycled or reclaimed water increases - you
have to keep up with all of that, whichis why
turfgrass advancements are so important.”

As such, turfgrass breeders are continu-
ally striving to create varieties that will be

sustainable in stressful environments. Cur-
rently, salt, wear and drought tolerance are
driving the research and development for
many producers.

PASS THE SALT. A little saltis good for
turf, such as in fertilizer applications that
help lawns become fuller and better estab-
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lished. But too much salty fertilizer can burn
up turf, as well as too much salt - as in excess
deicing material, which contractors in north-
ern states know all to well. Moreover, as
water restrictions tighten uparound the coun-
try, many states and counties are turning to
reclaimed or recycled irrigation water, which
often includes residue from both fertilizer
and road salt, not to mention a plethora of
other saline scoundrels.

“Right now, one characteristic that a lot
of companies are emphasizing in their grasses
is salt tolerance because we're using more
effluent water,” says Leah Brilman, research
director, Seed Research of Oregon, Corvallis,
Ore. “It's becoming more important in the
grasses used for overseeding and in grasses
used for permanent turf because we're hav-
ing to use more marginal water sources.”

Singhnotesacoupleofdifferentapproaches

* CLIMATES CHANGE AND CONDITIONS CHANGE
— THERE ARE ALWAYS NEGATIVE ASPECTS TO
AN ENVIRONMENT, SO WE'RE ALWAYS BREED-
ING NEW GRASSES TO ADAPT TO THOSE
THINGS.” — Devish SinGH

to breeding salt-tolerant species. “We may ap-
ply a salt treatment in laboratory situations -
maybe by trving to grow grass in salty water -
and then we select it that way,” he explains.
“Or we also have a university colleague who is
working on using city water that is high in salt
and applying it to turf plots. In both of those
situations, we'll continue to cross the varieties
that do well and develop a new variety that has
both salt tolerance and good turf quality.”
Maintaining quality —as in, good density,
uniformity and texture - is key when devel-
oping a new turfgrass variety, Singh says.
“For instance, there are some grasses like salt
grass or alkali grass that are very salt toler-
ant, but don’t have a lot of turf quality,” he
explains. “But tufted hairgrass is a new turf
species that is salt tolerant, but also has very
good turf quality, so it works out quite well.”

ALL DRIED UP. Going hand-in-hand with

salt tolerance is drought tolerance for
(continued on page 64)
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turfgrass species in areas where water re-
strictions apply. “There’s a high level of
importance in this area with the scarcity of
water in several of our metropolitan areas
and the urban areas around them,” Singh
explains.

Brilman adds that some research into
drought tolerance has gone toward warm-

season grasses. “Bermudagrass has much
more salt and drought tolerance than many
of our cool-season grasses, so in areas where
drought or water usage is a real concern,
these need less water,” she says. “You may
not have them green quite as long during
the year, but you can really reduce the
amount of water used in a year and you can
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have them much further north than before.”

Singh explains that breeding for drought
tolerance is often as easy as providing the
different varieties with less water and seeing
which ones thrive. Along those lines, Brilman
adds that contractors must consider how the
turf is managed if they're looking at different
varieties at a turfgrass trial.

“If you start looking for varieties that are
developed for better drought tolerance, these
might not look as good if people are practic-
ing high maintenance in those trials and
irrigating and all of that,” Brilman explains.
“They’ll look better in trials that are really
looking at drought stress and providing less
irrigation. Overall, you have to identify the
level of management at the trial and see
which ones are performing best at that level.”
WEAR IT WELL. Speaking of performance,
when coaches and fans head to a sporting
event with their teams, it's often the athletes’
performances that are measured more than
that of the turf. However, turf varieties that
are “wear tolerant” or perform well in high
traffic areas like sports fields and parks are of
great interest to breeders right now.

“The more we examine wear, the more
we realize that it’s really complex and how
the turf will perform depends on when your
wear is going to be applied, what sport is
going on, etc.,” Brilman explains. “Little kid
soccer players will put tons of wear from
little feet over a field many times during a
day. In other areas where football is more
common and people stop playing at a certain
time of year, it may be a different sort of
wear pattern that we need to simulate on
wear machines.”

Singh agrees. “Even on high school play-
ing fields or city parks, when you have a lot
of people walking around or football players
wearing cleats and tearing up the grass, hav-
ing high-wear turf is important,” he says,
adding that maintaining quality is impor-
tant in this area, as well.

“These grasses have to maintain a good
playing surface all the time,”Singh contin-
ues. “ Sometimes people don't like to use tall
fescuebecauseit growsin clumpsand doesn’t
provide a uniform playing surface, so at the
same time that you're looking for wear toler-
ance, you're looking for something that has
to be playable.

"

{continued on page 66)
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(contmued from page 04)

(continued on page 68)

ONILINE POLL ‘ 507
What method do you prefer for 40‘ :
installing a new lawn? 30|

ASTA ESTIMATES

According to the American Seed Trade Association, the United

tates produces an estimated 23 million metric tons of turf seed

annually. This figure encompasses

export value of $70 million. Source: www.asta.org

TURF SEED TRENDS

A recent Lawn & Landscape survey asked contractors about their

purchasing habits. Of 432 respondents, 51.2

purchased turf seed in the previous 12 months and 42 4 expected
to make turf seed purchases during the next 12 months. Among

those purchasing turf seed, the average expenditure on such

supplies was $3,122. Source: Lawn & Landscape

1,000 varieties and has an

percent said they
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Seed Statistics

Dare to Compare our aggressive pricing ané excellent service.
Landscapers Supply is the proven choice of professionals!
' Full online catalog - Lowest prices

» Outstanding service * Free shipping

on parts over $150

W
Landscapers 200-222-4303
Supply

www.landscapersupply.com
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MAXIMIZE YOUR PROFITS!
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LANDSCAPE FABRICS

are a great complimentary sale
with Decorative Stone, Mulch,
Pavers, etc.

Available in Retail
Displays or Professional
Bulk Sizes.

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

* Weed Control * Burlap
* Filter/Drain Fabric * Jute Netting
* Paver/Patio Underliner « Straw Blanket
» Soil Separator » Silt Fence
* Woven Ground Cover * Fabridrain®
and more... and more...

;FAB HISI:APE INC.

NDSCAPE FABRICS A EROS CONTROL PRODUCTS

4800 S. CENTRAL AVE., CHICAGO, IL 60638
(708) 728-7180 » 1-800-992-0550 = FAX: (708) 728-0482
www.fabriscape.com
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EV1 & RN I BIRD,

The BEST Products at the BEST Prices

Over 15 years ago RA/NRBIRD,
set the standard for small residential and commercial
controllers when they introduced the ESP. The design has been
improved steadily to add the features you want while keeping the
same Easy-To-Use program tools that have let you give your
customers Extra Simple Programming for years. The NEW
Modular ESP is the BEST Yet -Try One Today !

» Save Time & Money * 5 004
= N 4" Pop-U
ESP/ rutivor

MODULAR /
o°'S, L2

Call for a FREE Sample
Try It Yourself: 30°-50" throw
Check Out the Specs

AN ; You'llbe Glad to Save Money
“”- With the BEST Rotor in the Business

Try the NEW Modular ESP / & W VI R U R i

The TRUE ESP Standard « BEST BUY on a Turf Rotor *
Exfra Simple Programming Buy The Box

Custom Default Program
4-Station Base/Up To 13 stations Bob Marsan, owner of MTI

HOT-SWCID Modules Save Time ; and sptmkier s.uppller for over 25 years, says
Indoor & Outdoor Models 4 Ijbsellgev;jr that RainBird has{the BES[T(;%ZZleF in :
e industry. Their many years of research evelopmen
MODULAR ESP provide the best distribution and consistancy available. From
ESP-4M|$64 Indr the 1800 spray series thru the entire turf rotor line, nobody does
it better. From specialized MPR & radius nozzles to their superb
ESP-4M'"$75 Quidr RainCurtain technology, expect the best from RainBird heads.
ESP-SM3$1 7 Modul By putting the best nozzles into a Rotor that gives you ALL

. the popular features you expect AND the best watering,
Try this NEW ESP the 5004 is the BEST small turf rotor you can buy,
Get a FREE Module FREE at the BEST PRICE from MTI "

3 stations FREE

Shipping

O
Your BEST 00 (\°\° Find The Products You've

¥a\  Been Looking For And SAVE s i
A g [
Source For RAIN R BIRD, B i o nans, DO

We Stock The WHOLE Line
ALL The Rotors & SprayHeads 800-600- , UR&M

ALL The Valves & Controllers CALL US AND $AVE! 7:30 am -5 pm pacific Time

wwwSPRINKLERS 4 LESS cov
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(continued fron page 66)

Brilman notes that tall fescues, perennial
ryegrasses and bluegrasses are all subjects
of current research on wear tolerance. In

many cases, the traffic and compaction of

sports fields and the like is simulated by
pulling a machine fitted with two cleated
drums over the playing area. Many seed

Constant
monitoring and
crossbreeding of
turfgrass species
allows turf
producers to
develop new
varieties that
are resistant to
specific stresses.
Photo: Jacklin
Seed

producers work directly with universities
for sports field access.

With seed research and development
going on in'so many areas, new varieties are
becoming available all the time, though va-
rieties new to the market have been in test-
ing phases for years. “We figure that if ev-

erything goes right and we’re not starting
with something that’s not very well adapted
to a certain characteristic already, it takes
probably six to seven years to bring a variety
to market, and even longer for species like
Kentucky bluegrasses that are harder to
breed,” Brilman says, though she notes that
all that time and energy produces an impor-
tant result. “We're coming up with new va-
rieties all the time that have better density,
color and resistance than what was planted
in lawns even 10 years ago,” she explains.
Knowing that, contractors may want to
take a look at their clients’ lawns and consider
freshening up the turf with new, more resistant
species. Doing so can show clients that their
lawn and landscape professionals are well in-
formed on new turf care options and keeps the
greenest grass on their side of the fence.

The author is associate editor of Lawn & Land-

scape magazine and can be reached at

[spiers@gie.net.

for the Landscape

www.lawncafe.com
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e USE YOUR
MosT VALUABLE TOOL
FOR CUSTOMER
SATISFACTION AND
RETENTION —

CLC LABS SOIL
TESTING!

Call 614/888-1663
and Start Today!

325 Venture Drive
Westerville, OH 43081
614 888-1663

FAX 614 888-1330

Exclusive Laboratory Services for the
Turf & Omamental Professional.
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COMPAR

WHEN THERE'S A PRODUCT WE CAN COMPARE IT TO.

The revolution in engine technology has started. Where is everybody?

The Shindaiwa T2500 is in a class by itself. It meets all EPA emission
requirements for 2005, today. But rest assured, it's environmentally
friendly in a take-no-prisoners, grass-obliterating kind of way.

Shindaiwa's patented (4 Technology® delivers a power-to-weight ratio
you never thought possible in an ordinary 4-stroke. You also get true all
position operation - even when you run it upside down.

The T2500 has no oil reservoir, which means no oil to change or check.
And it’s quieter and more fuel efficient than a typical 2-stroke engine.

To find out more, see your local
‘ Save $50 on your next purchase of

| T2500 trimmers, T2500X Blade-Capable
Trimmers or M2500 www.shindaiwa.com or give us a

‘ X7l Multi-Tool Powerheads. | call toll-free at 800-521-7733.

Download a coupon at Maybe we should print our patent
d www.t2500.com

Shindaiwa dealer today, visit us at

number for our competitors to see.

Offer valid through Jone 30. 2. | Naaah. That would be rubbing it in.

Shindaiwa 72500 with C4 Technology’

Highvisibility
debris shield
with line cutter

Splined. |-plece
steel mainshaft
for strength

Walbro WYL
carburetor for all
position operation

USE READER SERVICE #51

Heavy-duty
4-bearing gearcase
with helical gears

Vibration reducing
loop handle

Chrome plated
cylinder with
2-ring piston

FIRST TO START. LAST TO QUIT.
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Contractors are in the driver’s seat when they apply a

car-shopping mentality to turf seed purchases.

Thcrc'.s more to buying a car than
just heading to a dealership and
handing over a down payment.

Smart car shoppers first identify
what they want their new vehicles
todo for them and then cruise down
the highway on test drives. Ulti-
mately, someone who thought they
wanted to take a sporty convertible
with bucket seats to the beach every
weekend may realize that theirideal
auto is actually a trendy SUV with
room for their beach chairs and a
hitch for their jet skis. ——

Though it may not seem like cars built for asphalt
have much in common with seeds tailored for turf,
contractors need to approach turf seed selection simi-
larly to the way they would buy a new car. Not only will
research help narrow down their ideal turf seed selec-
tions, but contractors will find that identifying the right
blend for jobs like overseeding will keep turf from
looking like a mismatched paint job.

The following tips from seed producers can help
contractors drive away with the best possible blends.

LICENSE TO DRIVE. Most turf seed producers agree
that the first step for contractors to find the right turf
seed is knowing what they want the turf to do - or not
do, as the case may be.

“Contractors need to be sure of what they’re looking
for and what goals they’re trying to accomplish,” says
John Walters, vice president of turf products, Barenbrug
USA, Tangent, Ore. “If they don’t tell their supplier that
the place they're going to put the seed has a limited
water supply or receives some extreme amount of wear,
then they could easily choose the wrong blend or mix-
ture,” In these cases, Walters explains that identifying
the need for drought- or wear-tolerant seed helps con-

tractors narrow down their seed options significantly.
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by Lauren Spiers

Steve Tubbs agrees, adding that even within a rela-
tively localized area, appropriate turf seed selections
can vary greatly. “Every turfgrass user needs to con-
sider the environment for the area of use,” he says.
“Water, elevation, maintenance and soil type are all
major considerations that make it difficult to prescribe
one species for any given area.”

Southern California is a good example of a region
where environmental differencesimpact turf seed choice
“You would think that Los Angeles would only use one
type of grass,” Tubbs comments. “However, if you're
coastal you would probably use turf-type tall fescue,
which has the appearance of bluegrass but the heat and

(contnued on page 72)

www.lawnandlandscape.com

LawN & LANDSCAPI




When it comes to controlling
the most surface feeders,

diess who’s on top?

Talstar® insecticides. Tough broad-spectrum control of tough surface feeders.

Whether you're using TalstarOne™ multi-insecticide, Talstar® PL
or Talstar® EZ granular insecticides, you'll gain outstanding
broad-specirum control of even the toughest surface feeder pests

Talstar insecticides are tough on cutworms, webworms, mole
crickets and black turfgrass ataenius. In fact, in field trials*
Tolstar insecticides out-performed DeltaGard® G and Scimitar®
for control of annual bluegrass weevils and black turfgrass
ataenius, in some cases, even at lower concentrations.

But Talstar insecticides don't stop at surface feeders. They
control over 75 different pests, including all species of ants
targeted by LCOs, knocking them out and keeping them out.

Unlike TopChoice] Talstar insecticides are available in a flowable
formulation and your choice of two granular formulations.

For perimefer profection; commercial; residential; and recreational
uses, choose Talstar insecticides. You'll gain longlasting, high-
performance, costeffective control of surface feeders.

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

arsity of Rhode Isiand, 2001; by Dr. Dave Shetiar, Ohio
watlar and Dr. Harry Niemczyk, Ohio State University, 1997

inducted by Dr. Steve Aim
versity, 1999, and by Dr. Dx

Talstar.

INSECTICIDES
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(continued from page 70)

drought tolerance of tall fescue. But if you're
in an inland desert, you would probably grow
Bermudagrass and overseed with ryegrass
when it goes dormant foragreen winter lawn.”

Moreover, Tubbs adds that areasat higher
elevations within that region may even be
able to sustain a bluegrass lawn because of
the colder winters. Knowing this reinforces
the need to detail an area’s environmental
factors before diving into a seed purchase.

ROAD TEST. In addition to environmental
research before purchasing seed, contrac-
tors must also do some field testing - liter-
ally. Both new and old turfgrass varieties are
field tested by organizations like the Na-
tional Turfgrass Evaluation Program
(NTEP), as well was universities and exten-
sion services. These trials help determine
seed quality and performance and can help
determine if a cultivar is well adapted to a
local area or level of turf maintenance.
“It's best to look at data from close to

where you are or from your region,” ex-
plains Leah Brilman, director of research,
Seed Research of Oregon, Corvallis, Ore.
“Also, some of that data is subdivided into
the level of management, so if the contractor
is looking for seed for a home lawn situa-
tion, they’re going to want to look at the data
for something that’s managed more like a
home lawn.” Likewise, Brilman notes that if
the seed will be planted in an area where the
turf will not be irrigated, areas in the trial
data will describe how the turf was man-
aged so contractors can specify varieties that
performed well in non-irrigated situations.

Butin the same way that crash tests don’t
tell everything about a car, contractors
shouldn’t depend on NTEP dataalone when
choosing turf seed. Field days on testing
sites are good opportunities for test driving
turf. “Contractors should use field days as
opportunities to walk over the plots them-
selves because what they think is important
for an application may be different from

what the person who's rating the trial thinks
is important.”

For instance, Brilman explains that good
color is often a key characteristic that evalu-
ators look for during turfgrass trials, and
certain varieties may get extra points and,
thus, higher ratings, if they have particu-
larly good color. However, a contractor’s
main concern may be density or disease
resistance with color as a secondary point.
In these situations, even if the contractor
chooses a variety that's a shade lighter in
color, the disease resistance is what will
limit customer callbacks.

SHOP AROUND. Sced producers also rec-
ommend that contractors get second opin-
ions from sources beyond research trials.
For instance, seed distributors are good
sources of information and can put contrac-
tors in touch with other people who have
used certain turf seed varieties. “A distribu-
tor might be likely to say that his or her

About Promoting

* Layout and Design

« Stock Color Photography
* 3'/2 x 5'/: Postcards

* 5'/; x 8'/; Postcards

* 3'/2 x 8'/; Stuffers

* 5'/; x 8'/; Stuffers

* 82 x 11 Flyers

* Custom Sizes

Custom Posting Signs
Variety of Sizes & Colors
1 or 2 Sided
Choice of 2 stakes

CALL TOBRY
FoR yoor
PRINTING ESTIMATE
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Lawn Treated
Today by
GREEN

KEEPERS
555- 21234

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

o e T
TURBO TURF

HYDRO SEEDING SYSTEMS

IR ING SZREFUL Ll ANS 5 NEYE!R
BEEINEABIER)

B

For a FREE h

Small skid type units priced from $ 1295.00 Small pull muﬂngmum

ro seeding video & info

TURBO TECHNOLOGIES, INC.

ack call:

1500 First Ave., Beaver FallS, PA 15010
1-800-822-3437 www.TurboTurf.com
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or many contractors and their clients, one of the most
important characteristics of established turf is its unifor

mity over a lawn area. But this doesn't necessarily mean contrac
tors need to install plantings using just one seed type. However,

vhen lends, having the proper amounts of each type of
I ample, “one of the mistakes contractors tend to make is

1 too much perennial ryegrass in with their Kentucky
1egrass because they get coverage much quicker,” notes Leah

Brilman, research director, Seed Research of Oregon, Corvallis
ire. “There are more bluegrass seeds per pound, so people may

1d to put in more perennial ryegrass thinking it would come out
that it shades

even, but we find that the ryegrass is so vigorous

ind overdominates the stand.” For bluegrass/ryegrass mix

Premium Blend

confmued on pag

1 no more than 15 to 20 percent

tures, Brilman recommends us

ryegrass in the blend

In established la nan adds that overseeding with a
lifferent variety of seed is also OK and even advisable. “You can
use the same turf species if you want the appearance to stay the
same, but you can also introduce new species as long as you make
sure to do it over the whole area,” she explains. “This helps you
update the varieties that are in the lawn. As long as the new
variety is better adapted to your environment and has better stress
1esistance, the old variety will start to be crowded out over time
n

Brilman notes that landscape contractors may have to seed

one or two times for this type of turf update to take hold, but
'

that an updated lawn can often be stronger than existing turf

types. — Lauren Spiers

Treat Your Lawns Right
(330) 966-4511 - 1-800-872-7050 - Fax (330) 966-0956
Building Quality Equipment....

For Professionals, By Professionals

www.csturfequip.com
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5
1 act or st -
2 rate of motion or progress;
relocity; 3 see a Dixie Chopper
dealer

Dixie Chopper mowers also define L

With models ranging from 20-50hp,
we know you'll mow faster than you ever

dreamed...
[ ——
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www.lesco.com www.nemetschek.net Www.easylawn.com www.legjet.com/ms/tesjet/

PERSONALATION | Ml GEEE  muym

: / ! k www.billmastersoftware.com
Using the power of database technology, My Lawn & Landscape W oy 20 Wi gregsonclark.com . '

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 ///E””” B DitchWiitch
: { . * UNDERGROUND AUTHOAITY

& Landscape magazine

Signing up for a My Lawn & Landscape account www.echoincorporated.com www.ditchwitch com www turfco.com

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 M T I

page. It's that easy. FF &Rcs
www.forceamerica.com Www.coxreels.com www.sprinklersiorless.com

America
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www.otterbine.com www.cutterschoice.com Www.gme.com

LAWN & LANDSCAPE ONLINE:

NEWS YOU
CAN USE... SCPWe

The Lawn & Landscape Media Group prides itself
on providing the most comprehensive news cov-
erage of the lawn and fandscape industry. In fact,
we're the only communications provider that has a
fully dedicated Internet editor that covers late-
breaking industry news as i happens. In addition, TAe Vi a 1
Lawn & Landscape Online provides "bonus” cov- m %

erage of a wide range of business and technical 7 JOHN DEERE

topics of interest to professional contractors. Just WWW.amamia.com Www.Irac-vac.com WWW.mowpro.com
look for the *For More Information™ boxes or the

“Web Buttons” throughout Lawn & Landscape

magazine featuring the site addresses of manufac-

turers, distributors and others affiliated with the AR Integrated
industry. This full-market news coverage is only % T’ LTDN \9 BioControl
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CENTRAL PARTS WAREHOUSE The Wmlm Fastes! Lawn Mower

www.centralparts.com www.dixiechopper.com www.realgreen.com ‘

available from www.lawnandlandscape.com. ;
www.liltonequipment.com www.goodbug-shop.com www.petersonpacific.com

lawnandlandscape.com |
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turfgrass species is the best, but they canalso
provide information on end-users who have
already used certain products.” Brilmansays.
“The contractor can find out who else in the
area is using this variety or blend and can
actually go look at it and get a feel for how it
will function over a large area.”

Tubbs agrees. “Contractors have many
informational sources other than just NTEP,”
he says. “One of the best sources is his or her
local sod grower. Turfgrass Producers Inter-
national has members in every major mar-
ket and these professionals depend on grow-
ing the right sod for the right area.”

SWITCHING GEARS. After learning
about the different varieties suitable to their
clients” lawns, contractors should identify
their top 10 to 20 cultivars and prepare to be
flexible among those choices.

“If the contractor selects 10 varieties that
they like, they may find that they’re owned
by eight different companies,” Brilman ex-
plains. “Some of those companies may sell to
each other to create blends and some won't.
So unless the contractor is willing to blend
the seeds himself, he may have to go with a
selection a little farther down on his list.”

Moreover, having multiple options from
which to choose can help increase a blend'’s
overall strength. “If someone’s looking for
bluegrass, they may come up with their list
by choosing the five top-performing variet-
ies from the trial,” Brilman says. “But those
top five may be almost the same genetically
and you don’t want a blend of things that are
that similar. Without some genetic variabil-
ity, they’ll have the same strengths, but they’ll

also have the same weaknesses.”

BUYER BEWARE. For many homeowners,
keeping up with the Joneses is a matter of
having the best stuff on the street - and that
includes both cars and lawns. If Mr. Smith
buys a vehicle that makes his or her neighbors
point and stare - and not in the good way -
he’s likely to hide the car in the garage with
a bruised ego or head back to the dealership
for a conversation with his salesperson.
But if the wrong type of turf seed is
chosen, not only will Mr. Smith have no-
where to conceal his gossip-inducing lawn,
but his lawn care contractor will bear the
brunt of his irritation. “If you choose the

wrong variety, it may die, it may get disease

Lawn & LANDSCAPE
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and you may have to spend more money on
herbicides, fungicides and watering,”
Brilman says. “All turf varieties will require
different levels of maintenance depending
on the environment they’re planted in. In
the cases where environmental stresses are
very high, it increases your overall costs.”
By using producers’ advice, contractors

will have better experiences in turf seed show-
rooms and can avoid unnecessary client call-
backs . It's all green lights from there.

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

(sidebars continued on page 78 and 80)
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art of choosing the right turf seed is pr
Pr)pmly reading a seed label. Every bag
of turf seed is legally required to carry aseed
analysis tag, which gives end usersinforma
tion about the ingredients. Here are expla
nations of 11 important pieces of information
listed on the sample seed lable below
1. Kind - Type or variety of seed in the bag
2. Contact Information ~ Full name and
address of the person or firm who labeled the

(continued from page 78)

seed or who sells, offers or exposes the

seed for sale within the state

3. Purity - Percent by weight of the par
ticular cultivar seed

4. Cultivar - Look for specific cultivar
names, rather than only “Kentucky blue
grass” or “tall fescue.” Named cultivars are
superior in many traits to common types
5. Germination - Percent of pure seed that
germinates: under ideal conditions. Avoid

seed with germination of less than 70 percent
6. Origin - The state or foreign country
where the seed originated

7. Inert Matter - The percent by
matenal such as chaff

corn cobs

soil. Look for a value of less than 4 |
8. Other Crop - The seed of any

commercially grown grass crop, High quality

turfgrass seed should contain no more than

1 percent of other types of seed

XYZ Lawn Mixture'

XYZ Seed Company, 123 Main Street, Anywhere, USA?
Pure Seed® Cultivar* Germination®
75% Mackinac Kentucky bluegrass 90%
23.25% Traverse City Perennial ryegrass 87%
1% Inert Matter
0.5% Other Crop®
0.25% Weed Seed’
Noxious Weeds'®: None Test Date'': 11/01

it by weight of

9. Weed Seed - The per

any seed that 1s not pure or c

Top seed. Look

for a value of less than 1 perc
Origin® 10. Noxious Weeds — W« are
Michigan ficult to control and are declared noxious by
Michigon some states. It is illegal to sell seed that

contains noxious weeds. If noxious weeds

e listed by name
11. Date Tested - The date the seed was last
tested. Look for seed that was

previous 12 months. - Lauren Spiers

are present, they mu

Source,

Read It & Reap

“Purchasing Quality Turfgrass Seed: Read the Label,” by Kevin Frank, department of crop and soil sciences, Michigan State University.
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(continued from page 78)

hrough annual trials of hundreds of turf varieties, the
National Turfgrass Evaluation Program provides ratings for turf
seed based on varieties' performances under certain conditions.

But what, exactly, are researchers looking for in those trials,
and how do they know when they find it?

As the “Guide to NTEP Turfgrass Ratings” explains, turfgrass
evaluators are trained to notice visual differences in all areas of
turfgrass quality and use a scale of 1 to 9 to rate each variety in
several categories, doing their best to eliminate the subjectivity
that can creep into the evaluations. To do this, evaluators are
asked to conduct visual evaluations on cloud-covered days when
shadows and reflections are minimal.

Here is some background on the specific characteristics
evaluators look at and how those characteristics are rated.

1. Quality. Turfgrass quality is based on a 1 to 9 rating scale
with 9 being ideal turf and 1 being poor or dead. A rating of 6 or
above is generally considered acceptable.

Within a species, quality ratings are relative; among species,
they are not. For example, an acceptable rating of 6 or above within
tall fescue cultivars is not relative to the same value among Kentucky
bluegrasses. Quality ratings are based on measures of color, density,
uniformity, texture and disease or environmental stress.

2. Color. Genetic Color. Genetic color reflects the inherent color
of the genotype and is based on a visual rating scale with 1 being
light green and 9 being dark green. Genetic color ratings are
collected while the turf is actively growing and not under stress,

Winter Color. Winter color assesses overall plot color retention
during the winter months. A rating of 1 equals straw brown or no
color retention, while a rating of 9 equals dark green.

Seasonal Color/Color Retention. Seasonal color can be used to
differentiate color based on damage caused by pests, nutrient
deficiency or environmental stress, Also, color retention reflects
the turf's ability to hold its color as seasons change. This is
especially useful in quantifying the response of warm-season
grasses 1o temperature changes or frost occurring in fall. This
cateogry also rates overall plot color as 1 being straw brown and 9
being dark green.

3. Spring Green-up. Spring green-up measures the transition
from winter dormancy to active spring growth and is based on
plot color rather than genetic color. The visual rating of spring
greenup is based on a 1-to-9 rating scale with 1 being straw
brown and 9 being completely green.

4. Leaf Texture. Turfgrass texture is a measure of leaf width.
The 1-to-9 texture rating scale holds 1 as coarse and 9 as fine.
Visual assessment of texture is difficult imprecise; however, physical
measurement is time consuming and labor intensive. Evaluators
take care to measure leaves of similar age and stage of develop-
ment while the turfgrass is actively growing and not under stress.
5. Density. Turfgrass density is a visual estimate of living plants
per unit area, excluding dead patches. On the rating scale, 9
signifies maximum density, which can be determined by counting
shoots in a specified area. This is time consuming and labor
intensive, so visual turfgrass density ratings are highly correlated

NTEP In Depth
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to counts and require much less time and labor input. Density
ratings are collected in spring, summer and fall to account for
seasonal variation, particularly with cool-season turfgrasses.

6. Living Ground Cover. Living ground cover expresses the
amount of damage caused by disease, insects, weeds or environ-
mental stress by identifying the percentage of surface area
covered by the originally planted species, This is often measured
in the spring, summer and fall, which allows evaluators to track
the turfgrass response to various stresses during the grewing
seasor,

7. Seedling Vigor/Establishment. Seedling vigor or establish-
ment is a visual estimate of the percent ground cover, plant
height, etc., that reflects the relative speed at which a variety
develops into mature sod. Seedling vigor is rated on a 1-10-9 scale
with 9 being maximum vigor, Establishment is rated by the
percent of coverage.

8. Disease or Insect Damage. Using the 1-t0-9 rating scale, 1
equals no resistance to disease and insects or 100-percent injury
and 9 equals complete resistance or no injury. Evaluators usually
identify disease and insect genus and species in their reports.

9. Drought Tolerance. Drought tolerance is assessed as
wilting, leaf firing, dormancy or recovery. A 1-to-9 visual rating
scale is used with 1 being complete wilting, 100 percent leaf firing,
complete dormancy or no plant recovery and 9 being no wilting,
no leaf firing, 100-percent green (no dormancy) or 100 percent
recovery.

10. Frost Tolerance/Winter Kill. Direct low temperature
(winter kill) and desiccation injury are generally expressed as a
visual estimate of the percent damaged ground cover. Frost injury
1s expressed on a 1 to 9 rating scale with 1 equaling 100 percent
leaf injury and 9 equaling no injury.

11. Traffic Tolerance. Traffic tolerance is a combination of
wear and compaction stress that occur whenever turf is exposed
to foot or vehicle traffic. NTEP reports traffic tolerance as a visual
estimate of turfgrass tolerance using a 1-to-9 rating scale with 1
being no tolerance or 100 percent injury and 9 being complete
tolerance or no injury.

12. Thatch Accumulation. Thatch depth is measured by
collecting four 5-centimeter plugs of turf, removing the verdure
and placing a 1-kilogram (2.2 pound) weight on the surface of the
thatch. The compressed thatch is then measured in millimeters,
13. Seedheads. Certain turfgrass species can produce significant
numbers of seedheads in turf. These are generally considered
unsightly and reduce the quality of the turf stand. Seedheads are
rated from 1 to 9 with 9 equaling no seedheads

14. Poa annua Invasion. Poa annua can either be rated as a
percentage of the total coverage of each plot or on a scale of 1 to
9 with 9 equaling no Poa annua.

15. Mowing Quality/Steminess. This rating reflects the
uniformity and cleanness of cut exhibited by some grasses. On
the rating scale, 1 equals poorest mowing quality/most steminess
and 9 equals cleanest cut/no steminess. — Lauren Spiers
Source: www.ntep.org
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a hassle-free performance guarantee. Combine that with a standard 2-b. a.i. per acre rate for all grub species and
a wide application window — clear through the second instar and without the need for immediate irrigation — and
you have one powerfully cost-effective insecticide. So now it’s easier than ever to say hasta la vista to grubs, baby.
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Product Spotlight @

By Will Nepper

Trenchers have been streamlining the irrigation installation process
for years, but many contractors are digging beneath the surface
to find that trenchers are versatile in multiple landscape applications.

Can you dig it?

In the half-century that trenching technology has existed, landscape
contractors have incrementally developed new ways to make it appli-
cable to their profession. Initially viewed as irrigation installation hard-
ware, the scope of trencher use has widened to include everything from
curbing to laying wire for invisible dog fences. Today many landscape
contractors have adopted the trencher (or a trencher attachment for a
skid-steer loader) as a fundamental tool in their equipment arsenal.

Landscape contractors may be surprised by the range of tasks a
trencher can conquer. However, landscape contractors who decide to
invest in trenching technology have many factors to consider before
reaching for their wallets. Rent or purchase? Stand-alone or attachment?
Power or price? All of these are important decisions to be made before
purchasing a trencher.
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ENTRENCHED IN HISTORY. “The first trencher with an inclined
chain and bolt-on digging teeth was designed more than 50 years ago,”
explains Brent Bolay, senior product manager of trenching products,
The Charles Machine Works, a division of Ditch Witch. “The first service
line trenchers before this time were much smaller and their design was
focused on providing a machine that could dig a utility service line toa
home,” he says, adding that the market’s growth in the 1960s and 1970s
provided the opportunity for trenchers to become the mainstay tool for
obscuring utility lines underground and out of sight.

Those early trenchers would seem monolithic and severely anti-
quated to the modern eye, but as Greg Barreto, president, Barreto
Manufacturing, LaGrande, Ore., explains, it wasn’t long before the

{ I 1 M 3
conttnued on page 86
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(continued from page 84)

trencher’s evolution began to hit its stride.
“Back then they were all mechanical drive,”
Barreto explains. “Then some of the bigger
ride-on machines started utilizing hydrau-
lic technology in the late 1980s and early
1990s and that technology kept coming
down in size.”

“Things have changed a lot,” adds Brian
Kenkel, Vermeer Manufacturing, Pella, LA.
“Now many of those belt-driven or chain-
driven machines wouldn’t be considered
reliable. The industry has gone almost ex-
clusively to hydraulically-driven machines.”
Modern trenchers can now be differenti-
ated by power and size. “We typically cat-
egorize them by horsepower (hp),” Bolay
explains. According to Bolay the general break-
down places trenchers into three classes:

» Pedestrian (or walk-behind) trenchers
-0to 20 hp

 Compact riding trenchers — 20 to 50 hp

¢ Heavy-duty riding trenchers - 50 to 130 hp

“Pedestrian units are built narrow to get in
and around confined areas but they have limi-
tations on depth, width and the soil conditions
“The land-
scape market generally goes with the walk-

"

they can handle,” Bolay explains.
behinds because they’re doing small jobs and
don’t have to go down very deep. And with
regard to speed, it’s going to be pretty fast. For
shallow trenching, they’re more maneuver-
able and can get inside gates, into backyards
and are a little handier to haul around. You can
put them in the back of a truck or trailer.”

Kenkel refers to the low-end horsepower
pedestrian units (between 4 and 8 hp) as
“ground-scratchers that cut a ditch some-
where between 4- and 12-inches deep and a
couple of inches wide. There’s generally no
ground drive in one of these machines and
your foot moves the plow.”

The next classification of pedestrian tren-
cher, according to Kenkel, generally is in the
11- to 15-hp range and will have either a

mechanical or hydrostatic ground drive.
“That machine is going to cut anywhere
from 12 to 24 inches down,” he says.

“The next class, between 18 and 20 hp, is
still in the pedestrian category but now you're
talking about being able to cut a ditch any-
where between 24- to 40-inches deep,” Kenkel
says. “You're fully hydrostatic at this point
and you usually have a steerable axle.”

Concerning compacting trenchers, Bolay
says these machines have more capabilities.
“Because they are physically larger, how-
ever, they have some space limitations.”

“The bigger ones are certainly faster,”
Barreto adds. “They use more horsepower
and require more room to maneuver, but the
advantage with the bigger machines is that
you can go deeper. In the north country
where contractors need to dig 4 feet to get
below the freeze line, they’re not going to be
able to do that with too many walk-behinds.”

(contmued on page 88
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t just doesn’t make sense for a contractor to go out and spend
$12,000 on a dedicated trencher that will only see use about once

amonth, The alternative, of course, is not buying one at all but finding

a reputable local rental dealer who can supply you with the right

Greg Barreto, president, Barreto Manufacturing, LaGrande, Ore.,

says that he believes there are more people renting trenchers than in

‘[ think a lot of people are realizing that if you're a contractor

h a pickup truck, a mower and a shovel, you can go ahead and

begin a landscape business and rent every piece of equipment you
would need to do the work, " he says. "Of course you still have the people
that have all of their own equipment, whose philosophy is. ‘Why rent
when I can own?’ But I think by and large you're seeing more people

renting trenchers today then you were 10 to 20 years ago

Part of the reason for this may be the trencher's very specific

utility as a tool. Because dedicated walk-behind trenchers are

WHY Buy?

___________________Product Spotlight

generally built for trenching exclusively, unlike skid-steer loaders
or other attachment-accepting equipment, their versatility is still
limited, primarily, to digging trenches in the ground. (However
Monty Porter, marketing and customer service, EZ Trench, Loris,
S.C. adds that there are riding trenchers on the market that also
accept attachments.) If this type of work is not a major element of
a contractor's service, renting a trencher, as needed, may be the
way to go

A factor that makes renting an attractive prospect for profession
als is generally reasonable rental prices. "A standard 13 hp walk
behind trencher will run anywhere from $120 to $200 a day, though
it varies across the country,” Barreto points out

Porter adds that he's observed machines renting for $45 to $65 a
day on smaller trenchers to larger ones that rent for $70 to $100 a day
'Many of the larger ride-ons rent for $150 to $300 a day, depending

on the machine,” he adds. — Will Nepper

Tearing Up The
Middle Ground.

When the mission requires power and finesse, now
there's a machine that provides both in equal measure.
The new Ditch Witch® RT55 combines heavy-duty power
and performance with compact styling and versatility. The
well-balanced RT55s integrated front cast weight and
heavy-duty steel frame enable it to support a wide variety
of attachments, including a backhoe, traversing trencher,
plow, combination trencher/plow, and reel carrier. And its
60-hp, 2004-compliant Deutz engine produces cleaner
emissions and minimal noise, so you can work longer hours
in congested urban areas. Designed for utility, telecom,
and landscape/irrigation projects, the new RT55 doubles
your chances for a successful underground operation. See
for yourself. Contact your local dealer, call 1-800-654-6481,
or visit www.ditchwitch.com.
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(continued from page 86)

VERSATILITY AND ABILITY. There are
plenty of tasks trenchers can accomplish.
“Primarily, the walk-behinds are used for
irrigation systems or lines going to outbuild-
ings for either electricity, water or gas,”
Barreto says, adding that some contractors
have found their own new uses for these
trenchers. “We've been told they are also
great for curbing. You can unlock either
wheel from it and it can go down a foot
deep, 6-inches wide, and travel around a
yard following the curvature of the lawn
and putting in trenches for curbs. It may not
have been designed for that, but it's cer-
tainly something it can be used for.”

In addition to these functions, pedestrian
trenchers can also be used for preparation for
a retaining wall. “They can also cut footing in
for new driveways or concrete flower beds,”
Kenkel adds. “Irrigation systems are prob-
ably the most common use for them simply
because of how labor intensive it is to cut that

much ditch, but we're also seeing them used
for any kind of remote electrical system like a
lighted flower bed or driveway lights.”

Some trencher designinnovationshaveeven
made the work easier on laborers, says Monty
Porter, marketing and customer service, EZ
Trench, Loris, S.C. “Some machines actually
cut the trench, place the wire in the bottom of
that trench and then backfill the trench - all in
one pass,” he says. “This makes it perfect for
landscape lighting and irrigation control wires.

“Another innovation is from a single-belt
drive to a dual-belt one,” Porter says. “The
single-belt drive has a pulley attached to the
engine and one belt to drive the blade, while
the dual belt allows for a better transfer
of power.”

Porter adds that new models feature
clutch drives that provide a better mechanism
for rougher terrain. “If you hit a rock - instead
of those belts slipping, the clutch is bathed in
oil and it’s a lot more durable,” he says.

CONSIDER THIS. Despite trencher inno-
vations, to the untrained eye most trenchers
may seem relatively interchangeable. This
can make shopping an intimidating process
for contractors looking to incorporate one
into their services. This is why many manu-
facturers suggest that a contractor do their
homework before making the investment.
Bolay explains that contractors should
take into consideration the job or jobs they
intend to accomplish with their new piece of
equipment. “The number one consideration
should be the depth and width of the trench
that is needed,” he says. “This will help
determine the size of trencher you need. No.
2: How intensive is the work that contractor
will be doing? Will they be trenching every
day or just once or twice a month? This will
help them determine utilization and the per-
formance requirements of the machine.”
Barreto adds that ground type should

(continued on page 109)
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Call For Our Color Catalog * Financing Available
706-9530 « 585-768-7035 * FAX 585-768-4771
www.gregsonclark.com
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Now — the best is better than ever!

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

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

. 'RM"“, 4o 2 Drive performance
" $imple controjs

J : : . )
Y fL W

920.

Rated Operating
Capacity

1n3.| 188. | 36. [120.. |

Uiquid-Cooled
Diesel Engine

- ' ¢ L Trencher shown. .,
10 3 et Fifteen.other attachments available.
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Call toll-free
1-866-823-7898 .. 0283 Bohca‘
for a FREE Video Catalog and Buyer’s Guide. ®

Visit our website
www.bobcat.com/0283 One Tough Animal

Bobeat Company « PO. Box 6000 » West Fargo, ND 58078 An (IR Ingersoll Rand business
USE READER SERVICE #41
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Product Trends

by Johnathan Katz

A Premium

Price

Without a comprehensive
plan, cheap insurance
premiums can sometimes
cost more in the end.
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This year’s Easter weekend was a tough one for the owners of
Columbus, Ohio-based Five Seasons Landscape Management. When
they returned to work the following Monday, they discovered about
$150,000 worth of equipment and supplies had been stolen from their
storage facility. Fortunately for them, within 24 hours the company’s

insurance covered most of their losses. Five Seasons Vice President
Steve Woods attributes the quick recovery to finding a provider who
knows the landscape industry and its needs rather than simply going
with the lowest bidder.

“The lowest premium wasn’t really a factor,” Woods says. “I think
it’s the relationship. It's having someone who's going to be there for
you, who's going to go to bat for you and give you the right advice.”

Although cost is always a consideration, there are other key issues
to inquire about before deciding on coverage. Does the provider
specialize in coverage for the landscape industry, or are they at least
familiar with it? What - )
otherservicesdothey pro-  THE LOWEST PREMIUM WASN'T REALLY A
vide? Are they going to
reduce total risk costrather  FACTOR. l THINK nJS THE RELATIONSHIP.
than simply offer low pre- -
miums? IT'S HAVING SOMEONE WHO'S GOING TO BE

“If you're going tolook .
ataniceberg, forexample, THERE FOR YOU, WHO S GOING T0 GO TO
what you see sticking out
of the water are the prod-  BAT FOR YOU AND GIVE YOU THE RIGHT
uctsand price,” says Mark -

Shipp, executive vice ADVICE. — STEVE WOODS

president of Ogilvy Hill

Insurance, Santa Barbara, Calif. “What you see below is everything
that we focus on.”

Below the surface is the insurance provider’s ability to act as an
advisor who is familiar with a company’s infrastructure, regulations
compliance and employee work habits, according to Shipp. Training,
such as power tool safety, responsible driving and following Occupa-
tional Safety and Health Administration guidelines can dramatically
reduce risk.

“It's the attitude of your employees that bears out in loss ratios,” Shipp
explains. “If you have poor loss ratios, there’s something wrong with your
culture because it's people who are doing it - not only from a worker’s
compensation perspective but a general liability perspective. If the em-
ployees don’t care, they’re going to get into dumb accidents. They need to

understand the global issues of the green industry as a whole.”



BIDDING WARS. When contractors seek out an insurance pro-
vider, they sometimes pit one broker against another in a bidding war
to reduce the price, according to Shipp. But that can sometimes
backfire because the contractor often settles for lower quality. Besides,
brokers today are more focused on writing business than generating
quotes, Shipp says. “There’s a saying in our business that there is no
practice quoting, and insurance carriers are looking at the same
methodology because if they’re quoting 10 different accounts and only
getting one, then 90 percent of their efforts are on things that they’re not
able to garner any results on,” he explains.

The end result can mean less coverage and greater liability for the
contractor when only price is being considered, according to Michael
Weisburger, president of B. & D.A. Weisburger Insurance, White
Plains, N.Y.

“My biggest fear is that when we speak to contractors looking for
coverage that they're only looking for the lowest price and that all
these other factors really don’t come into play,” Weisburger says. We
realize that price is important, but you should be looking for a good
and fair value. The real value is when you have quality coverage at
afair price, and when you have a claim, the claim is treated fairly and

(continued on page 94)

ver the last three years, insurance rates have
O nearly doubled, but insurance professionals say the mat-
ket is beginning to level off.

“We're seeing a little waxing in the market right now because
msurance carriers have more capital, " says Mark Shipp, execu-
tive vice president of Ogilvy Hill Insurance, Santa Barbara, Calif.
“Over the last few years they've increased pricing, so their
balance sheets are looking better.”

Since the 9/11 attacks, rates have climbed 40 to 50 percent,
according to Michael Weisburger, president of B. & D.A.
Weishurger Insurance, White Plains, N.Y. Rates are expected to
remain steady if the stock market continues to improve and if
insurance companies are profitable with their investments. In-
surance companies typically make their money from underwrnt-
ing profits, which is the difference between what they charge and
what they pay in claims, plus or minus their investment gains,
according to Weisburger. When the stock market is up, insurance
rates often go down because the companies make money from
investments, Weisburger says. During a weaker market, insur-
ance companies focus more on earning underwriting profits,

After 9/11, insurance companies made most of their money on
underwriting instead of investment gains, Weisburger says, “The
insurance market has gone in cycles and will continue to go in
cycles,” he says. — Jonathan Katz

RISING Costs
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i Brian Crenshaw

Weisburger
Insurance?

5 s St =
- BCLawnCare,!m <

he staff at Weisburger Insurance is wonderful to

work with. I ams the owner of BC Lawn Care Inc.
and @ Symbiot member. When we were in need of a
new carvier for our worker’s compensation insurance
we contacted Wetsbmger Insurance. They put us in
touch with a company, who immediately gave us a
rate for ourworker’s conxpens)hon insurance that was -
half of what wé were currently paying. What a tre-
mendous savings for a small business! We are very
grateful to Wexs!unger far alH:hey have donefor us.

s > : ' - = Brian Crenshaw, Owner
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REGISTER TODAY!

Lainé-Lanisea

Weed & Insect :
Management Summit

®
"

: August 18-20, 2004
FOkee Courtyard Marriott Downtown
AR Chicago, Illinois

What Makes This Conference Unique? |

* The industry’s most comprehensive educational event focused solely on
weed and insect management strategies.

* A speaker faculty of leading researchers, consultants and industry
professionals ready to share their knowledge with you.

» Solutions you can take back to the office and use right away.

» Convenient location — Chicago.

» Earn CEUs credits for attending.

Registration Fees

$295 per person
$245 per person group registration rate
(two or more from the same company)

How to Register

Phone: Call 800/456-0707
On The Web: Go to www.weedinsectsummit.com

!

|

TITLE SPONSOR ASSOCIATE SPONSORS AFFILIATE SPONSORS s

!

FMC |

Bayer J.J. MAUGET \

Envitonmental Science SYNGENTA NUFARM TURF & SPECIALTY f

LS Ll i VERDICON PBI GORDON |
WEED MAN

DON’T MISS THIS OPPORTUNITY
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www.weedinsectsummit.com

Wednesday, August 18, 2004

1:00 - 6:00 p.m. Registration
2:00 - 3:30 p.m. Trends and Impact of Weed & Insect Management
Moderator: Roger Stanley, Lawn & Landscape
Panelists: John Buechner, Lawn Doctor
Jim Campanella, The Lawn Dawg
Barry Troutman, Valley Crest
3:30 - 4:30 p.m. The Economic Value of Landscapes
Speaker: Dr. Parwinder Grewal, The Ohio State University
4:30 - 5:30 p.m. Iinvasive Insect Pests In Trees and Ornamentals
Speaker: Dr. Deb McCullough, Michigan State University
5:30 - 6:30 p.m. Welcome Reception
Thursday, August 19, 2004
7:30 a.m. Registration
7:30 - 8:00 a.m. Continental Breakfast
8:00 - 8:30 a.m. Market Report: Lawn Care By The Numbers
Speaker: Gary Curl, Specialty Products Consultants
8:30 - 9:45 a.m. What'’s New In Research
Speakers: Dr. Rick Brandenburg, North Carolina State University
Dr. Karl Danneberger, The Ohio State University
Dr. Dave Shetlar, The Ohio State University
9:45-10:15a.m. Break

10:15-11:15a.m.

11:15-12:00 noon

Teaching Proper Insect Identification To Field Staff
Speaker: Dr. Richard Kramer, American Pest Management
Tips For Subcontracting Tree Work

Speaker: Chris Klimas, The Davey Tree Expert Co.
12:00 - 1:00 p.m. Group Lunch
1:15 - 2:00 p.m. Effective Pre- and Post-Emergent Treatment Strategies
Speaker: Dr. Karl Danneberger, The Ohio State University
2:00 - 3:00 p.m. Delivering Effective Perimeter Insect Treatments
Speaker: Joe Welch, Middleton Lawn & Pest Control
3:00 - 3:15 p.m. Break
3:15 - 4:00 p.m. How To Maximize Grub Control Profits
Speaker: Jack Robertson, Robertson Lawn Care
4:00 - 5:00 p.m. Packaging Lawn Care Programs For Maximum Profit
Moderator: Roger Stanely, Lawn & Landscape
Panelists: Terry Kurth, Weed Man
Lee Schaber, Scotts Lawn Care
5:00 - 6:00 p.m. Networking Reception
Friday, August 20, 2004
7:30 a.m. Registration
7:30 - 8:00 a.m. Continental Breakfast
8:00 - 9:00 a.m. Generic Products: Pros and Cons
Moderator: Roger Stanley, Lawn & Landscape
Panelists: Leading Product Distributors

9:00 - 10:00 a.m.

Target Marketing Strategies Of Lawn Care Services
Speaker: Bill Leuenberger, Chalet

Break
Keeping Up With Safety & Pesticide Compliance
Speaker: Dr. Fred Whitford, Purdue University

CALL 800/456-0707 TO REGISTER

10:00 - 10:15 a.m.
10:15-11:30 a.m.
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I t's been labeled in the media as the “next asbestos.” The
recent frenzy over health risks associated with black mold has
resulted in increased litigation against construction and landscape
contractors. Whether warranted or not, landscape contractors
must decide whether to insure themselves against mold lawsuits.
However, most insurance companies do not provide coverage for
mold claims, according to Michael Weisburger, president of B. &
D.A. Weisburger, White Plains, N.Y.

"Allegations against contractors concerning their responsibility
for mold conditions have skyrocketed, and while we believe that
more often than not our policy holders have no responsibility for
these situations, there is a possibility that they can be brought into
lawsuits, and most insurance companies have excluded coverage

for these types of claims entirely, or at a minimum, reduced the limit

-
lawnandlandscape.com | %

Visit the June issue online for
more tips on choosing the right
insurance provider for your company.

of coverage to a very
small amount,” Weisburger says. “Many people think the lawyers
have found a new friend in mold. There was asbestos, then there's
radon, and now there's mold."

Allegations typically arise when a client believes the mold growth
was caused by a contractor's negligence to moisture conditions

Weisburger suggests that landscape contractors ask insurance
agents if they provide limited coverage for mold claims. Contractors
may also consider buying separate coverage for mold-related claims,
but that can add approximately $5,000 to a company's premium

“If they can get the coverage at a reasonable price without
having to buy a separate policy,” Weisburger advises, “then they
should do it because the customers they're working with may

request it.” — Jonathan Katz

I

you have open access to your agent, the
company and the claims people to be sure
that they’re holding up their end of the bar-
gain. I would recommend that you consider
paying more for your coverage if the cover-
age itself is better and it’s backed by a more
financially strong carrier.”

When premiums are a concern, there are
steps companies can take to reduce their
current rates. Five Seasons invites its insur-
ance agents to training sessions to show they
are taking steps to make a safer workplace,
and every Tuesday the company sends a
copy of its training agenda to its insurance
provider, Woods says.

A company can also ask a provider if it can
reduce premiums by accepting more risk. But
keep in mind that claim payments will in-
crease in this situation, Weisburger points out.

PLAY DETECTIVE. Contractors should
ask questions and do a little of their own
investigative work before choosing an in-
surance provider. Check out a company’s
rating through rating services, such as A.M.
Best, Weisburger advises. A.M. Best assigns
“financial strength ratings” of A++ to S.
Weisburger suggests contractors look past
the agent and select a carrier with an A
rating or better. Once a plan is selected,
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contractors need to accurately tell the agent
the scope of their work. The agent needs to
know the type of work contractors are per-
forming to evaluate risk and to determine
the proper coverage, explains Weisburger.

“For instance, on workers’ compensa-
tion the contractor needs to give the in-
surance company correct payroll infor-
mation because if they don't, they’re apt
to get socked with a large additional pre-
mium when they’re audited if they haven’t
provided their payroll accurately,”
Weisburger explains.

Contractors also should ask potential
insurance providers what they see as pos-
sible pitfalls in the risk management area,
Shipp suggests. “Ask what the company’s
focus should be, and where it should start,”
he says.

When Five Seasons wanted to switch
from a provider that specialized primarily
in homeowner’s insurance to one more fa-
miliar with landscaping, Woods says he con-
tacted his current provider’s references. He
also made sure the company understood
liability issues for his industry, including
chemicals, vehicles and machinery.

A SECOND GLANCE. Evaulating your
insurance program annually is also a good

www.lawnandlandscape.com

idea. For instance, Five Seasons meets once a
year with its provider prior to the policy’s
expiration. At the meeting, they review the
entire policy from vehicles to liability issues.
The company then makes adjustments, de-
pending on its needs.

“There's something to be said for main-
taining a long-term relationship with y our
provider, but it's still probably appropri-
ate to reevaluate coverage on an annual
basis,” Weisburger stresses.

Companies thatare growing dramatically
may want to conduct quarterly reviews of
their policies, according to Shipp. Compa-
nies thatare fairly staticshould examine their
contracts every six months to a year.

“What you want to review are consis-
tency of equipment values,” Shipp says.
“Does it make sense? Where does it make
sense for me to carry some of my own risk?
Because the more risk you carry, the lower
your premiums are going to be. Gone are the
days when you can use your insurance pro-
gram as an HMO type of vehicle. It's not
something for maintenance. It's meant for
that type of catastrophic loss that you're not
able to withstand yourself.”

The author is associate editor of Lawn & Land-
scape magazine and can be reached at jkatz@gie.net.
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Scag mowers are engineered and manufactured to the absolute highest standards in the industry.
Compare the quality of our components, the strength of our cutter decks and frames and our
precision workmanship. You'll quickly realize that adding Scag mowers to your operation will
increase productivity, enhance customer satisfaction and ultimately improve your bottom line.
Whether it’s our dependable walk-behinds, our time-proven three-wheel riders or our sure-footed
zero-turn riders, we have the mower that’s right for you. Take a field demo today and see for
yourself. For a list of Scag dealers in your area, visit our website at www.scag.com.

8CAG Power Equipment ¢ All Rights Reserved. A Division of Metalcraft of Mayville, Inc. 1000 Metalcraft Drive P.0. Box 152 Mayville Wi 53050
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* Line of hy-
draulically el-
evating trailers

F36008, F37008
and F37010

o Steel-welded
assembly with stake pockets

 Hydraulic pump is hand operated,
double-acting with 5,000 psi capacity

* 3,000-pound load capacity for all

three models

¢ 13-inch high, heavy steel plate tailgate/
loading ramp, full 60- and 70-inch hinge
* Two interconnected, pivot-mounted hy-
draulic cylinders with chrome-plated cyl-
inder rods and external rod seals

Circle 200 on reader service form

in three models:

Professional
Work Wear

ity ANSI-107-compli-
ant jackets, pants,
vests and foul
weather gear

* NFPA-70E-compli-
ant flame/arc-proof
jackets, pants, bibs,
coveralls, vests,
shirts, socks and winter or summer
undergarments

¢ Available in high-visibility orange

or yellow

* Features built-in cell phone pocket and
kneepad pockets

Circle 201 on reader service form

¢ Line of high-visibil-

Bear Cat
Towable Chipper

* Handles
branches up to

6-inches in di-
ameter

¢ Features
74624 Honda 24
hp OHV twin-
cylinder gas

engine
* 74628 Kubota 28 hp, 3-cylinder diesel lig-
uid-cooled engine

e Live hydraulic feed system

¢ 26-inch by 1-inch thick, dynamically bal-
anced disc, cantilever design

¢ Fully-enclosed engine compartment
Circle 202 on reader service form

Efficiency / Reliability

Mixing & Dispensing Systems Large or Small

« Fill trucks faster

« Uniform fertilizer
& chemical mixes

- Save on the
chemical usage

Sotera Systems

For mini bulk

Pump & Meter Kits tanks & drums

# MS460

#MS 39 1 Gallon
# MS 35 1 quart

(ur CHEMICAL P.O Box 1307
CONTAINERS, INC. Loke Wales, Florida 33859

1-800-346-7867

Specialists in Liquid Handling Products & Equipment

USE READER SERVICE #80
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SPREADER-MATE™

Self-contained “Drop-In” sprayer
for commercial broadcast spreaders.

%= |DEAL FOR...

* Commercial Lawn Care
» Special Applications

* Ornamental Spraying

Up to 30,000 sq. ft. per fill up
Deep cycle gel battery

Diaphragm pump with pressure
regulator and gauge

Totally self-contained, easily
removed and stored

Installs in under a minute

80" quick attach boom with spring

break away

Specially molded
polyethelyne tank (9 gallon)
Fits in most commercial

broadcast spreaders
Fegion ., SPRAYING
c lark EQUIPMENT

7594 Selden Road * PO Box 8 » Le Roy, NY 14482
800-706-9530 » (585) 768-7035 » Fax (585) 768-4771
email: rhett@ gregsonclark.com * www.gregsonclark.com

 One year warranty
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Rockscapes Mini
Underwater
Lighting Line

* Collection of miniaturized, low-voltage

submersible lighting fixtures for commer-
cial water features

* UW30P is a bullet-shaped dual-purpose

fixture with a lighthead depth of 6-inches
and a lens aperture of 3 inches

* UW32P is a compact, rotatable disc-
shaped fixture with a U-shaped weighted
magnetic base mounting

» UW31S has a 1.5-inch wide by 1-inch
deep puck-shaped housing that is remote
plugable with clear lens illumination pro-
vided by 10-watt T3 lamp.

Circle 203 on reader service form

Komatsu KomStat
I Dozer Line

¢ Line includes D31EX/PX-21, D37EX/
PX-21 and D39EX/PX-21

¢ Designed for grading work, forestry and
landscaping applications

* Each model features Tier 2 compliant
SAA4D102E-2 engines

* Equipped with Komatsu’s KomStat [I
Electronic Control Hydrostatic
Transmission

¢ Includes Palm Command Control Sys-
tem (PCCS) for advanced grading ability
and superior operator control

* Variable speed selection provides
operator with 20 increments of speed
adjustment

Circle 204 on reader service form

* Epoxy encapsulation allows the trans-
former to run cooler and more quietly

* In-line secondary magnetic breaker for
protection against hort circuit.

* Flip-top door with magnetic fastener re-
quires no tools to open.

* Primary current loop allows measure-
ment of the primary amperage to prevent
overload.

* 100-amp terminal board with 30-degree
tilt for easy installation.

* Auto resettable in-line primary overload
protection

¢ Lifetime warranty

Circle 205 on reader service form

More Effective

I.ESS EXxXxpensive...

From Tree Tech® Microinjection Systems comes a full line of nationally labeled

950 SE 215th Ave.
Morriston, FL 32668
1-800-622-2831

e-mail: info@treetech.net
Tree Tech® Environmentally Sound Tree Health Care for the 215! century and beyond.

insecticides, fungicides, bactericides and fertilizers in leakproof microinjection units.

Insecticides - Acephate, Vivid®ll, and MetaSystox®R
Fungicides - Bayleton®, Aliette® and Alamo®
Fertilizers - Our proprietary Nutriject™ formulations
Bactericides - Oxytetracycline anfibiotic
Herbicide - Dicomba
Deflowering Agent- Snipper®

Tree Tech®
microinjection lyﬂtm‘l

Labels, MSDS Sheets and Other Information Available at www.treetech.net

LAawN & LANDSCAPE
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Hunter Industries’
Cellular and UHF
Radio IMNMS
Control System

* Operates with Hunter ICC, Pro-C

and SRC controllers

¢ New cellular and UHF radio
communication capabilities designed

to reduce overall system expense

* Makes field communications instanta-

neous and more reliable

¢ Diminished chance of lightning damage

due to no underground wiring

* Communicates over great distances

* Wireless cellular communications de-
signed to overcome obstacle interference
from nearby buildings or hills

* Operates within a ¥- to 2-mile

| range, depending on local terrain
5 5

s >

and antenna pl.\u'mcnt.
* FCC band license is required for use
Circle 206 on reader service form

Gravely EYE-Q
Productivity
System

¢ Electronic data system designed to as-
sist in equipment maintenance, mower
performance evaluation and operator
productivity

* Tracks
maintenance
needs

¢ RPM Sensor
detects trends
in degrada-
tion of perfor-
mance

¢ Detects failing components

* Solid Stat switching on electrical
components allows for overload and
thermal protection

¢ Offers customizable maintenance
schedule

* Tracks fuel usage

Circle 207 on reader service form

Honeywell
Honeywell

Sulfate

and soluble grades

green-up

¢ Resists environmental nitrogen loss from

volatilization, leaching and denitrification

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...

TECHfair 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

the bugs out.

“Call a Mouse to your
House,” be the “Home
Town Exterminator,”
become a Truly Nolen
Franchisee and say;

“Nite, Nite Termite!”® and
“Adios Cucaracha!”®

Offer Tru-Guard®, Truly Care®, Moni-
tored Defense System?®; Join the
friendliest system and say, “We get

URT

| Residential/Commercial Pest and Termite

New and established protected
franchise territories 800-458-3664
lawn2pest@truly.com

Employment 800-282-4062

National Accounts 877-568-3868

3636 E. Speedway * Tucson, AZ 85716
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Sulf-N Ammonium

* Now available in granular, mini, micro

* Readily available for root up-take for fast



mailto:Iawn2pest@truly.com

¢ Nitrogen in prmhu’t is 100 percent am-
monium

* Helps reduce turf diseases, including
summer patch, take-all patch, dollar spot
and spring dead spot.

* Increases the solubility of key micronu-
trients like iron and manganese

Circle 208 on reader service form

Planter
Tournesol
Siteworks

* New business unit focuses on light-

weight site furnishings in a variety of ma-

terials especially for use on roof decks, ter-

races, balconies and parking garages
* Line includes lightweight FRP fiberglass
planters and ash/trash receptacles.

* Designed for heavy-duty exterior use

* Scratch-resistant UV-stable finishes

* Manufactured to appear and age like
heavier metal

¢ Designed to accommodate Planter
Technology’s line of reservoir-based con-
tainer irrigation systems.

Circle 209 on reader service form

Remington’s
Branch Wizard

Electric Pruning
Chainsaw

e Six-inch bar length

* Low kickback chain
and guide bar

e Limb-gripping teeth for
removal of branches

* Machine has an in-line powerhead for

cutting between branches

* Powerful 6.0 amp motor easily cuts
through branches

* Non-slip grip

* Trigger lockout prevents accidental
starting

Circle 210 on reader service form

Jacobsen HR-6010
Rotary Mower

* Features a 60-horsepower, tier Il
Perkins diesel engine

* Meets compliance requirements of

the California Air Resource Board

* Includes parallel series hydraulic 4X4
drive with four-wheel locking differential
* Features a 10-foot, 7-inch-wide

cutting path

* Mower folds up to just 61-inches wide

for storage and portability

® Illuminated Holiday

Decorating

e High Quality - Low Startup

® 2 Days of Training -
Ongoing Support

® The Perfect Add-On Business

LAawN & LANDSCAPE

decorating

USE READER SERVICE #78

¢ Distributorships Available

® Secure Your Area Today

® Retain Key Employees
During Winter Months

® Increase Off Season Sales
and Profits
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¢ Two front-wheel motors feature internal Ram Blrd m.l x+

:‘:;\t;{ai{::‘:":rdl\v\ for hills and other difficult 2 Irrigaﬁon B_ r_gs = r
Circle 211 on reader service form

: Controller Web-
Burlingham SeedS phased Tutorial
Daymna m * Designed as a tool contractors provide

Tall F to homeowners to help them with basic
escue programming and controller operation

* Features
four models -
2328, 2428,
2528, 262B -

with vertical

* Rich, dark green color * Tutorial features “virtual” controller de- lift linkage
* Drought tolerant signed to reduce contractor callbacks with ¢ 252B has
* Disease step-by-step answers to common ques- 2,500-pound capacity and 70 hp
/w'"‘\ & resistant tions * 262B offers 2,700-pound capacity and
\%/ . (] e Thrives in sun » Provides clear overview of controller 78 hp
B:mﬁgh-.un . | orshade scheduling and irrigation system basics * All four machines share B-series
Seeds f * Wide genetic * Glossary included hydraulic system design and a 5-micron
base allows Circle 213 on reader service form spin-on filter
for adaptability in hot and humid U.S. ¢ Hydraulic system provides power
locations to drive the wheels
Circle 212 on reader service form * 252B and 262B offer a two-speed option

CHEMICALS COMPANY, INC.
OVER 37 YEARS OF RELIABILITY

OLDHAM ]r CO) g

Electric
Broadcast Spreader

200 GALLON LAWN RIG Increase Productivity
« 200 GALLON OLDHAM TANK WITH BAFFLE. Save Time and Labor

« HYPRO D30 TWIN DIAPHRAGM PUMP.
* 5.5 HP HONDA ENGINE.
* HANNAY ELECTRIC REEL WITH 300" 1/2" HOSE.

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

E 1-800 888-5502

- PO BOX 18358
[@ 3701 NEW GETWELL ROAD v
= MEMPHIS, TN 38118 @

Call for dealer 800.966.8442  www.jrcoinc.com

USE READER SERVICE #73 USE READER SERVICE #72
100 JUNE 2004 LawN & LANDSCAPE
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* Series employs anti-stall system and
pilot hydraulic joystick controls
Circle 214 on reader service form

Agrisolutions

Complex Non-
Ionic Spreader
Sticker

* Spreader sticker
and non-ionic sur-
factant designed to
enhance the effec-

tiveness of a variety of plant protection
products
* Increased spray droplet size for

reduced off-target spray drift and spray

evaporation
* Reduced surface tension for greater
spreading over plant surface

EYOOUCLS

* Increased adhesion to plant surfaces and
penetration of leaf wax

¢ Packaged in 1-gallon jug or cases of four
1-gallon jugs

Circle 215 on reader service form

Dixie Chopper
Supreme Series

¢ All three mower models designed to cut
nearly seven acres in an hour
* Features exclu-

sive Velvet Touch
Control (VTC)

¢ Models SP2800-
60 and SP2800-72
includes Kohler 28-

hp engine and a

60-inch cutting deck and 72-inch cutting
deck, respectively

* Model SP3200-72 features a Generac 32-

hp OHV unit and a 72-inch cutting deck

* All models include lifetime warranty on
all-welded tube frame and front caster
bearings

¢ Offers Five-year engine warranty

Circle 216 on reader service form

New Holland
Boomer Utility
Tractors

* Line includes TC48DA and TC55DA
models, at 48 hp and 55 hp, respectively

* Gear pump provides 12.03 gallons per
minute (gpm) on TC48DA and 11.60 gpm
on TC55DA

* Both models have wide-open platform
with padded, anti-skid deck

* Steering wheel on both models offers tilt
and telescoping capabilities

Circle 217 on reader service form.

Setting the New Standard...

Critical Spot Sprayer for light and medium duty jwess= =
anteicing and vegetation spraying systems.

» Tdrn-key S\ystem Z00/and 400 gallon systems

. Hitch-style Motnting - Ready for use in seconds

* Integrated I.l;quid dransfer - No additional systems needed

= In-cab Controls - Pressure and ground based, electronic controls

LAwWN & LANDSCAPI

USE READER SERVICE #74

rAaE.

Ultra-compact design fits
all standard pickup bodies
and flatbeds!

5

Ft)RCE

America

\
888-99FORC

P
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Advemse Today'

All classified advertising is $1.00 per word
with a $30.00 minimum. For box numbers,
add $1.50 plus six words. All classified ads
must be received seven weeks before the
date of publication. We accept Visa,
MasterCard, American Express and Dis-
cover. Payment must be received by the
classified closing date.

SELLING YOUR IUSINESS?
FREE NO BROKER
APPRAISAL FEES

Professional Business Consultants

Merger & Acquisition Specialists
Professional Business Consultants can obtain
purchase offers from qualified buyers without
disclosing their identities. Consultants’ fees
are paid by the buyer,
CALL:

708/744-6715

FAX: 508/252-4447

Reasons to call us:

* Huge Profit Center - 65%
* Easy Installation Process

* Carry NO Inventory

* Utilize Existing Equipment
* Excellent Add-On Service
* Many Extras

CONKLIN PRODUCTS

OPPORTUNITY!
Use/market, new technology liquid slow-release
fertilizer and micro-nutrients
BUY DIRECT FROM MANUFACTURER
FREE Catalog - 800/832-9635
Email: kmfranke@hutchel.net
www.frankemarketing.com

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

PUTTING GREENS

Back-Yard

Putting Greens

800-334-9005

www.allprogreens.com

IUSINISS OPPORTUNITY

ooking

for a job?
Great, We'll start
you at CEO.

Iired of struggling m the
landsc ape mdustry: \We'll give
you a promotion. Call us
today and learn how to start

'
vour very own francinse

] éﬁfrénbﬁsle
U8 LAWNB/or.
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BUSINESS OPPORTUNITIES

Ovtstanding Business Opportunity
High volume national franchise lawn care busi-
ness for sale in Florida, Established 20+ years, 7
figure sales, 6 figure income. Owner financing
available.

$1,400,000.00. Please call 732/290-8495.

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 Rertail Services.

ASSOCIATED LANDSCAPE
CONTRACTORS OF AMERICA

www.alca.org or 800/395-2522

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
High recognized, well-managed and organized
operation with a meticulous fleet of over 50
pieces of equipment. Will sell with or without
the real estate, which has all the necessary pro-
visions for repairs and parking.

Nash & Company
Contact Mr. Kurt Lawson 508/428-1201
Fax: 508 / 428-9586

FOR SALE
Services the Washington/
Baltimore Metropolitan Area.
Maintenance, Installation and Snow.
Sales approaching $3M
301/639-4763
bill@bilishreve.com

LAWN DOCTOR

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.

LAWN COMPANY FOR SALE

Lawn maintenance company. Well established
for four years in Colorado Springs, Colorado.
99% Residential with excellent growth potential.
Established good customer base. Asking price
$30,000. Call Joe or Terry at 719/578-9475.

EDUCATIONAL TRAINING

’Beoome;;expé

TIME is MONEY

WEED
FASTER

1-800-948-2657
www.tanks-a-lot.net

Wiz L7 LANDSCAPE DESIGN KIT 3
:}“V 303 O] 48 rubber symbols of trees,
1 N"\-l uhmu.phm-x more, 1/8° scale.

g Stamp sizes from 174" 1o 1 34°.
‘ _._L._;! +S6.75 wh VISA, MasierCard. &
'o";:,'i"" mem:ﬂ S weoks. CA add 7. 75%tax.
S35 @ AMERICAN STAMP CO.

BROGURE 12290 Rising Rd. LLO4, Wiiton, CA 95633

sotice Locai 916-687-7102 TOLL FREE 877-687-7102

x
M

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.

@
—_— s

S8k

Kubotaparts.com

“FAST

DELIVERY ON
KUBOTA PARTS
$5.00 Shipping Per Order

botapai

-877-4KUBOTA

This website *kubotaparts.com” Is operated
by Keller Bros Tractor Company, an authorized
dealer of Kubota Tractor Corporation since 1972

Dog created brown spots in the lawn can be rem-
edied with Nature’s Select Green Grass Formula.
This chewable dog supplement adjusts the Ph
of the dog’s urine to promote a “spotless” lawn.
800/875-5707.

Prope 25/ 50ER

B&B ball handler like none other!
Free demo CD. Fits standard and
mini skid-steers.
317/984-2323. heritageookfarm.com

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 DEPOT

Discount Sagayer Parts

REPLACEMENT PARTS & PUMPS FOR:

» FMC (John Bean) « Hypro «
» F.E Myers « Udor -

« Comet and General Pumps -
Also Spraying Systems Tee-Jet
and Albuz spray nozzles.
We have a complete line of
sprayer accessories such as
spray guns, hose & hose reels.

Call TOLL FREE 888/SPRAYER
for a free catalog.
E-mail: sprayerpts@bellsouth.net
Web site: SprayerPartsDepot.com

LAwN & LANDSCAPE

www.lawnandlandscape.com
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ALL WEATHER SHELTERS
COVERIMR s
SAND/SALT BINS » WORKSHOPS
EQUIPMENT STORAGE
Authorized Dealer
SHELTERS OF NEW ENGLAND INC.
251 West Hollis St. » Nashua, N.H. 03060
1-800-663-2701 - (603) 886-2701
www.sheltersofnewengland.com

REEL-MAN

PIPE INSTALLATION IS NOW
A ONE MAN JOB

Reduce labor
cost - Increase
Profits

Portable -
Collapsible -
Lightweight

Dealers wanted -
Video Available

5

p. -

XTREME ENGINEERING
218-847-5813

Two « 2000 EB-80 Exprass Blower 50 Cubic Yard Capacity
Fraightiiner FL112 Mileage 87,620 & 51,454 Excellent Condition.
Wil Maintained. Seed Injection & Colorant Option
| $200,000 sach Call 800-731-0008

Two - 2000 Rexius EB-40
Hours 4,454 & 5,154
Milsage 33 676 & 42 835
Seed Injection Option.
FLBO Fraightiiner. Second
Unit Has New Blower and
Transmission $159,000 each

614.481.7645

Turf Tracker Fertilization Spray System
Original Owner
20-hp Kohler Engine
Mint Condition
Increase Your Daily Production
$4,500.00 603 /424-7817

Got S-N-G Equipment we can help!!! Parts, 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.

L 635 100s
325522109 ¢

~al)
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(2) Internationals (1) Isuzu spray trucks with
Tuflex tanks. Excellent condition, well main-
tained. Ready for work. Please call for details
412/445-8066.

GPS VEHICLE TRACKING

No Monthly Fees
Call 800/779-1905
www.mobiletimeclock.com

KEY EMPLOYEE SEARCHES

Florapersonnel, Inc. in our third decade of per-
forming confidential key employee searches for
the landscape industry and allied trades world-
wide. Retained basis only. Candidate contact
welcome, confidential and always free.
Florapersonnel Inc., 1740 Lake Markham Road,
Sanford, FL 32771. Phone 407/320-8177, Fax
407 /320-8083. Email: Hortsearch@aol.com
Website: http/ / www.florapersonnel.com

GREENSEARCH

GreenSearch is recognized as the premier provider
of professional executive search, human resource
consulting and specialized employment 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.

Grypming

Dt ( 1€

COME GROW BETTER WITH US!
Take advantage of this opportunity to join one
of the most dynamic landscope companies in
the beautiful southwest. Our exciting and vi-
brant company has career opportunities in the
following positions:

Salese Design® Mid-Management Field
Crew Leaders - Install & Maintenance
We offer outstanding compensation and ben-
efits packoge, relocation allowance, ond an ex-
cellent family-working environment. If you ore
interested in a career opportunity please send,

fax, or email resume to:
HEADS UP LANDSCAPE
PO Box 10597 Albuquerque NM 87184.
Email jdelarosa@hulc.com
Phone 505/898-5510 Fax 505/898-2105

To find out more information about
Heads Up Londscape please
visit our website at
www.headsuplandscape.com

LANDSCAPE MANAGEMENT
THE BRICKMAN GROUP, LTD.
Careers in landscape management available in:

California, Colorado, Connecticut, Delaware,
Florida, Georgia, Illinois, Indiana, Maryland,
Massachusetts, Minnesota, Missouri, New Jer-
sey, New York, North Carolina, Ohio, Pennsyl-
vania, South Carolina, Tennessee, Texas, Vir-
ginia, Wisconsin. Fax: 301 /987-1565.

Email: jobs@brickmangroup.com
Web site: www.brickmangroup.com

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

[ ESCO

SALES AND SERVICE
POSITIONS

Virginia, New York, Massachusefts,
Connecticut, and Rhode Island
LESCO, Inc., the nation’s leading manufac:
turer ond distributor of lawn core and golf
course products, is rapidly expanding opera-
tions in Virginia, New York, Massachusetts,
Connecticut, and Rhode Island. We are look-
ing for individuals with o strong background in
the professional green industry for our Service

Center locations. Sales experience a plus.

LESCO offers competitive salaries and an

excellent benefit package. Fox resumes to

440/783-3909 oremail usof Imahl@lesco.com
EOE/AA/H/V

LawN & LANDSCAPE
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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
* Advancement opportunities
* 401(k) and profit sharing
* Excellent salaries
* Great work environment
For confidential consideration, please mail,
fax or email your resume.
WHEAT’S LAWN & CUSTOM LANDSCAPE, INC.
8620 Park St.
Vienna, VA 22180
Fax: 703/641-4792
Email: wheats@wheats.com
Web Site: www.wheats.com

WWW.JOBELEMENT.COM

jobelements...

Jobelement.com is the industries leading job
site specializing in the Pest Control, Lawn

Care, and Agricultural markets. Visit our
website today at www.jobelement.com to see
what all the buzz is about. Whether you're
looking for a job or recruiting for employees,
Jobelement.com is equipped to handle all
your job search needs.
WWW_JOBELEMENT.COM

Career Opportunity
Nashville, 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.

SALES REPRESENTIVE POSITION
Sales Representative position for the South East-
ern United States. Experience in the Turf & Or-
namental Industry with an emphasis in the Tree
Care Market. Five years prior experience re-
quired. Multi state travel, focused on managing
distributor accounts, end user sales includes
comprehensive marketing responsibilities. Ben-
efit package includes — health care benefits, re-
tirement program, company car, expenses, and
profit sharing program & competitive compen-
sation package commensurate with experience.

Forward resumes to;
].J. Mauget Co.
¢/o Paul Brown, National Sales Manager
voice 916/645-2779  fax 916/ 645-7531
email: paul@mauget.comHELP WANTED

WAN >

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 U.S.

We have immediate openings in Various
Providences in Canada:

ONTARIO/QUEBEC

Responsible for managing day to day operations, in-
cluding the supervision of field personnel. Business/
Horticultural degree desired with a minimum of 2
years experience working in the green industry.
Qualified applicants must have proven leadership
abilities, strong customer relations and interper-
sonal skills. We offer an excellent salary, bonus
and benefits packages, including 401(k) and com-
pany paid medical coverage.

For career opportunity and confidential consider-
ation, send or fax resume, including geographic prefer-
ences and willingness to relocate to: DeAngelo Broth-
ers, 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

WANT PRIDE OF OWNERSHIP and CHANCE TO
LEAD? Run your own team as our Construction
Division Manager! This position has bottom line
responsibility that includes decision-making, staff-
ing, budgeting, and end results.

This is an outstanding opportunity for the right
person to lead a team to production, sales and prof-
itability success. Assume profit and loss responsi-
bility for a turnkey operation, which includes a ten-
ured, well-trained staff, an impressive backlog of
signed contracts, and a great reputation in the mar-
ketplace. If you have been in a senior project man-
ager position and are looking for the next great op-
portunity without the travel this is the job for you!

HERMES, one of the top 100 firms in our industry,
is located in Lenexa, KS. The areas” award-winning
schools and outdoor recreation make it a great place
to raise a family, and Lenexa is only minutes away
from the exciting variety offered by Kansas City,
one of the best kept secrets in the nation. Reloca-
tion assistance is available.

We are KC's largest provider of commercial land-
scape installation services and we are anxious to
hear from experienced professionals who have in-
dustry knowledge and 5+ years mgmt exp. Degree
and PC skills preferred. Generous salary and incen-
tives. EOE
HERMES LANDSCAPING
12421 Santa Fe Trail Dr.
Lenexa, KS 66215
913/888-1581 fax
jobs@hermeslandscaping.com

MAINTENANCE SALES
The Bruce Company has an immediate open-

ing in our growing Racine location for o
person who will sell landscape maintenance
services to commercial and multi-family prop-
erfies. The job requires knowledge of plant
identification, pathology and turfgrass man-
agement. Exceﬁ:m customer interaction skills
required. This is a full time, year round, sala-
ried position with competitive benefits and a
company vehicle.
Send resume to Mike Michalski at address
below or fox to 262/639-7471

LANDSCAPE MAINTENANCE
ASSISTANT SUPERVISOR

Full time, year round position ot our Racine
location. Help with routine operations includ-
ing mowing, pruning, mulching, lawn care,
snow removal, efc. Assist with work schedul-
ing, employee training, quality control and
customer service. MUST be bilingual (Span-
ish/English). Horficulture knowledge and a
Wisconsin pesticide license a plus. Salary and
benefit package commensurate with ability.

Call Don Jensen at 262/939-0012,
send resume to the address below or fax to

262/639-7471.

.the

.bruce
company

4950 memco lane
racine, wi 53404
www.thebrucecompany.com

MANAGER: LEADERSHIP
OPPORTUNITY!

Bring your industry knowledge, your ability to
relate to clients and lead people, to the Hermes
Companies. Play a pivotal role with one of the
country’s premier Landscape Maintenance di-
visions. Hermes is a dynamic, team-focused
company with a 35-year history of success. We
have a vision for the future that includes an in-
dividual with proven profit center management
ability and a hands-on approach to execution to
lead and grow our Landscape Maintenance di-
vision.

From mowing and irrigation, to horticulture ser-
vices and snow removal our complete LM pro-
gram keeps the most prestigious properties in
the area looking beautiful.

You will enjoy full benefits and liberal compen-
sation and bonus opportunities. Enjoy it all in
Johnson County, a suburb of Kansas City. It'sa
great place to raise a family with award winning
schools, access to quality fine arts, and unlim-
ited outdoor recreation. Position requires indus-
try knowledge and significant management ex-
perience. Take your next step and send your
resume today.

HERMES LANDSCAPING
12421 Santa Fe Trail Drive
Lenexa, KS 66215
Fax 913/888-1581
jobs@hermeslandscaping.com

LawN & LANDSCAPE
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Manager, NY: seeking a dynamicindividual to lead
a service team to excellence by exceeding client
expectations & industry standards. Ideal can-
didate will possess exceptional leadership skills
& have a passion for caring for clients & em-
ployees. 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 ex-
perience in the green industry will round out
the successful candidate. This employee-owned
company will provide the framework, structure
& on-going training for your success. Benefit
package includes 401K with company match,
profit sharing, medical, dental & more.

Sales Arborist: secking 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
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.

your success.

Contact: Brian Nadriczny
Phone: 203/840-8323, fax: 203/840-8328, or
bnadriczny@thecareoftrees.com

CALL
JENNIFER
HALAS AT
800/456-0707

TO
ADVERTISE
TODA
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Landscape Construction Crew
Leaders and Crew Members
Heads Up Landscape Contractors has
immediate openings for experienced crew
leaders and crew members for our
construction 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 resumes 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 outdoors,
Landscape experience a must. To apply, fax
resumes to 505/898-2105, or e-mail to
slavigne@hulc.com. EOE/Drug Free.

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.comIndustry Web
Sites

[SOFTWARE |
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

GROUNDSKEEPER PRO

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,

Download a free demo of
the software everyone is
talking about!

www.wintac.net

o8
» Unlimited Customers & Locations e Print
« Automatic Scheduling, Routing
« Automatic Invoicing, Job Costing
« Sarvice History & Profit Tracking
« Labor and Productivity Tracking

» Material & Chemicals Tracking

« Letter Writer w/ auto Mail-Merge:
Send Sales and Service Notices

The #1 best-sellin
all-in-one software ?or
specialty trades

als, Invoices, Work
Orders, Statements, Purchase
Orders, Reports, Labels. Even
design your own forms in Word

« Full Accounting: G/L. AR, AP,
Payroﬂ Checking, Inventory,

Financial Reports and Graphs

« Built-in links to QuickBoaoks ",
Peachtree ™, MS Office™, Street
Mapping, Emailing, and more!
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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

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.

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
Renovation

Snow Removal
Right of Way
Holiday Lighting
Herb./Pest. App Irrig. Install. /Serv
Tree & Shrub Serv. Mowing & Maint
Spill Clean Up

Contact one of our Green Industry

Fertilization

Specialists for a quote at
800/886-2398 or by fax at
614/221-2203
M.F.P. INSURANCE AGENCY, INC.
m‘lu.'fmrpmx'un’,\‘nm
www.mfpinsure.com

WAREHOUSING

Third party warehousing company located in

Atlanta, GA specializing in the Green Industry.
Let K.D.I help lower your warehousing and
shipping cost while offering your east coast cus-
tomers same day service. 404/344-4187 or

KDlIIncorporated@aol.com.

Web Design, Brochures, Logos, Lettering and
Printing Services for Landscapers. Your single
source for marketing your landscape business
Samples online: www.landscapermarketing.com

or call 888/28-DSICN

Largest & fastest Growing
Pioneer in fhe Industry

-

-
Landscape Lighting
Offer High-Margin Services
Iraining Marketing
Supplies Support

g Joo 47
arions in 4/

www.thedecorgroup.com

1-800-687-9551

JENNIFER
HALAS AT
800/456-0707

TO
ADVERTISE
TODAY.

(continued from page 32)

"

will get burnt out quicker,” Thomas shares.
“We decided we couldn’t sustain that kind of
pace and expect people to be content. After
seeing how TruGreen worked, we decided to
take the risk and hire good, quality people when
we can get them, taking on the additional over-
head, and then as we reach our growth goals,
we have the people necessary to do the job.”

ADDING MAINTENANCE. Scapes’ focus
this year is tobe a $2-million commercial main-
tenance company, a $1-million residential
maintenance company and then have design/
build still be the core business at $6 million.

Maintenance is a growing focus of the
company’s three-year strategic plan. The com-
pany wants to grow the division at about 20
percent a year, according to Steve Krumnaker,
the company’s vice president of maintenance.

“On the residential side, we are doing
this by giving current design/build clients
incentives to refer customers,” Krumnaker
says. “On the commercial side, we are brand-
ing the company and network within the
commercial building industry.”

For instance, one of Scapes’ commercial
sales representatives is a member of the Allied
Committee of the local Building Owners and
Managers Association, as well as a Community
Service Committee member of the local Cleve-
land Real Estate Women association. He at-
tends monthly luncheons, committee meetings
and fundraisers for these groups to network
and spread the Scapes name to their members.

Overall, the company’s five-year goal is
to be a $20-million business by 2008. Scapes
plans to do this by focusing on building
strong relationships with its referral base,
adding more self-managed teams and main-
taining a systems-based business.

“We've covered a lot of ground in last two
years,” Thomas shares. “This year will be a
benchmark for us, depending on how the bud-
gets to actuals turn out and how we perform
from a gross margin standpoint and how the
team structure works out. We really want to
pull off this new kind of business model. Until
we really feel that it's happening then we are
still in transition, but I feel we're close to
getting over that hump.”

The author is managing editor of Lawn & Land-
scape magazine and can be reached at
mwisniewski@gie.net.
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TO INQUIRE ABOUT OUR ADVERTISERS’ PRODUCTS, PLEASE
RVICE CARD IN THIS ISSUE.

COMPANY NAME WEB ADDRESS _PG#  RS#  COMPANY NAME WEB ADDRESS G Rs¢

www.adkad.com 151 30 Kelley Commercial Truck

www.alocet.com 98 65 OB e oot

www.andersonsgolfproducts.com ....... 51 ... 36 Landscapers Supply ........ w
Ariens/Gravely ... www.gravely.com 112 76 Lebanon ..o ..www lebanonturf.com 5 10
ATLCOMP. e www.preseeder.com 7 1 Marsan Turf .., www.sprinklersless.com ........... 67,75,86. 48,60,64
B. & D.A. Weisburger ... www.weisburger.com 91 69 Maruyama ... WWW.maruyama-us.com 40 29
B e s www.turffacts.com 43-46 31 Middle Georgia Isuzu...... www.gatrucks.com 20 16
Bayer Environmental MORSanto ......cmissmmssives www.monsanto.com 28-29 2

SOIBMOR: tosiisiiesamimisanin www.bayerprocentral.com ... 18-19%, 58-59 New Holland ..o www.newholland.com 9 2
BObCar A www.bobcat.com 89 41 NGK Sparkplugs ....cc...... Www.ngksparkplugs.com ... 5 b e 75
Brite Ideas www.sayitwithlights.com ... L T— 78 Oldham Chemical Co. ..... www.oldhamchem.com 100 73
C&S Turf Care ..o www.csturfequip.com 73 57 .. WWW.0pei.org 61 68
(G114 ——— www.carlblack.com 53 38 Perma Green Supreme ... Www.ride-OnSpreader.com .............. 2 DU 17
Carson Industries ............. www.hosenclose.com 62 42 Power Expo (PNLA) ....... www.pnla.com 79* 62
Caterpillar ........ccererrreeee www.cat.com 49 34 Quick Attach 41 30
Chemical Containers 9% 80 Rain Bird .......occoreomesnsionee www.rainbird.com 65 45
CLC Labs 68 50 Real Green Systems ......... WWW.TRAIGIeeN.com .....cvomewmemmmsiree IB srnrcs 7
Dimex Corp. ..cimicmsiece www.edgepro.com 78 59 L) T www.rndsigns.com 72 54
Ditch Witch ......c.ovsmmuinnee www.ditchwitch.com 87 66 | e A e R www.rootsinc.com 55 39
Dixie Chopper .... .www.dixiechopper.com 73 56 RotaDairon ... www.mgedairon.com 52 37
Dow AgroSciences WWW.dowagro.com/turf .......ccmmmmenrississ 39....82-83" T ARARASE SO WWW.scag.com 107 7
DRI e teas s www.drafix.com 64 44 Sensible Software............. www.clip.com 24 19
Easy Lawn .....oocouummsssmnn www.easylawn.com 34 27 Shindaiwa......... ... www.shindaiwa.com 69 51
[IETTER L —— www.elandia.com 48 B SVE Sales ot www.mudtracks.com %4 20
Express Blower ... www.expressblower.com 50 35 Syngenta Professional
Fabriscape ... www.fabriscape.com 66 47 iy e www.syngentaprofessionalproducts.com 15 .......... 15
M ittt www.pestsolutions.fmc.com ........... 33,71 25,52/53 Tree Tech Microinjection www.treetech.net 97 70
Force America ... www.forceamerica.com 101 74 Truly Nolen ..o www.trulynolen.com 98 '
MG s s s WWW.gmc.com 2-3 T www.tuflex.com 77 58
Gregson Clark .......ccc.ccu..e www.gregsonclark.com ... 88,9.......67,81 Turbo TUrf oo www.turboturf.com 72 55
Hannay Reels....... 30 3 Turfstuff.com ... www.turfstuff.com 68 49
Hunter Industries ........... www.hunterindustries.com ... 57 cmeniis 40 Versa-Lok www.versa-lok.com 25 2
JACODSER i cisisiiivecsimtonns www.jacobsen.com 81 63 Volvo Construction
John Deere Gator ......... www johndeere.com 23 18 EqQUipment ... www.volvoce.com 35 28
John Deere Commercial .. www.mowpro.com 11 13 Walkers .o s WWW. Walkermowers.com ... Sl s 24
| {8 S s e O WWW.jrcoinc.com 100 2 Warn Industries ............... www.warnworks.com 13 14
Robert Kershaw, {0 Y €T — www.wellscargo.com 48 3
Attorney at Law .............. www.workvisasusa.com 34 26
*Denotes regional advertising. This listing is provided as a courtesy to Lawn &
Landscape advertisers.
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{contrued from page 52)
loyal property managers before taking on an
account. “We try to find customers who will give
us the opportunity to help them,” he comments.
“Once you find people who are willing to let you
work with them, it's a great situation.”
Smellage says that property managers who
have been with their firms for a while are
usually loyal to their vendors as well, and that
his company stays away from accounts like
apartment complexes because of less prop-
erty manager loyalty and lower-dollar returns.
In cases where contractors are confronted
with a property manager switch, Randy
Bachand notes that contractors must be pro-
active in meetings with the new manager.
“When we hear that there’s been a manage-
ment change, we try to get in front of the new
property manager within a day or two and
let them know that we're there to work with
them and to change or tweak the program to
meet their specific needs,” he says. “Each
individual may have different hot-button
areas, so we let them know that we're going
to be accessible to them and do whatever is

\ oy W

necessary to start building a relationship.”

Crouse agrees that contractors must pay
attention to those “hot-button issues” in order
to start off on the right foot. “All property
managers look at different things on a site,”
she says. “For instance, [ want rounded shrub-
bery, so | always look for that. But if there
hasn’t been as much attention paid to other
areas, | try to be fair to the situation. Poor
performance is obvious, but you need to look at
the reasons — were there budget constraints?
Who's responsible for that level of performance
and how can we bring it up to our standards?”

To meet this challenge, Heaviland recom-
mends documenting every maintenance task
performed on a property and the reasons be-
hind their execution. “You may have a prop-
erty manager who says, ‘As long as the grass is
green and there’s no weeds, that’s fine,” but
that may not be acceptable to an incoming
property manager,” he notes. “They’re going
to want to know what's been going on and you
really need to communicate and document -
with notes and with photographs — that these

(continued from page 88)

should also be an important factor when de-
ciding on the right trencher for their purpose.
“I'd ask myself, ‘What s the ground like where
I'll be working?" he says. “If you are on rocky
ground, I'd goall hydraulicbecause that would
lower your maintenance costs considerably.”

Manufacturers also consider durability,
as a top priority. However, if you've had
limited exposure to this particular type of
hardware, gauging durability may be diffi-
cult. Kenkel offers these tips: “Look for a
good quality weld and look closely for thick-
ness of steel,” he advises. “Examine how
things are bolted together.”

But if you don’t know how to recognize a
quality weld or other elements of durable
structure, Porter suggests going to the real
expert. “The way I'd gauge durability is by
going to the local rental store and asking the
owner which small trencher he feels holds up
the best,” he suggests, “They see a tremendous
amount of use and abuse in that market so they
should know which trenchers are the tough-
est. And naturally | recommend that the ma-
chine they choose offer the applications they
need while being cost effective too. Contrac-
tors should make sure that they are getting
what they are paying for.”

LAwWN & LANDSCAPE

PENNY PINCHING. According to Bolay,
prices for trenchers depend on the options
selected at the time of purchase, but he
offers these general ranges:

e Pedestrian trencher - $4,000 to $12,000

* Compactriding trencher-$20,000t0$35,000

Kenkel says that approximately 80 per-
cent of the trenchers Vermeer sells to irriga-
tion and landscape contractors have either
an 11- to 15-hp mechanical drive or a hydro-
static drive. “Those machines will range
between $7,500 and $12,000.”

Any number of issues can influence a
trencher’s price but the fundamental factor
according to most manufacturers is power. “If
you go up in horsepower, you're going to go
up in price,” Barreto says. “And with more
power, the machine has to be more durable to
handle the horsepower as the machine goes
deeper into the ground. And if you go up in
horsepower, you'll get into the range of the
steerable-type trenchers. You pay extra for the
machines that will power steer themselves,
but you'll also get greater depth out of those
machines in most cases.”

After evaluating the work that needs
done, a contractor may find that it's simply
not worth the extra cost to purchase a dedi-

www.lawnandlandscape.com

lawnandlandscape.com "

Visit the June issue online for insight
into property walk-throughs and
handling last-minute work requests.

were the expectations of the previous property
manager. That way, you can show that this
level of service was acceptable then, and if it’s
not acceptable now, then together you need to
make some adjustments either in price or man-
hours to bring it up to the next level.”

To create strong relationships that extend
over multiple properties and withstand frus-
trating budget constraints, contractors simply
must communicate with property managers,
either face-to-face or electronically. Working
closely with property managers can help cre-
ate peace throughout commercial lands.

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

L Product Spotlight |

cated trencher for his company. If the tren-
cher is not being used daily, or at least sev-
eral times a week, one might find it more
cost-efficient to rent the equipment from a
local rental dealer (see Why Buy? on page 87).
Another alternative for contractors who
have limited use for trenchers are trencher
attachments for their skid-steer loaders.
Bolay estimates most trencher attach-
ments prices range from $3,000 to $11,000,
depending on their size and capabilities.
Bolay says that he has seen an upswing in
trenching attachments this year over last
year. Sales of stand-alone trenchers are also
up from last year, according to many manu-
facturers. “Overall, our trencher sales are up
approximately 30 percent,” Bolay says.
Kenkel also reports growth in trencher sales
—a20-percentincrease over last year. “Many of
our trenchers have become very popular with
the less-than-five -man crews this year. Some of
thelargerlandscape companiesacross the coun-
try have been buying multiple units this year as
well-asign that the economy is getting better.”

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

wnepper@gie.net.
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My landscaping company of 10 years, Just Gardens Land-
scaping, does commercial and residential landscape de-

sign and installation. We don't offer snowplowing, so |
spend my winters thinking about new and better ways to
market my business. Some of my favorite marketing
approaches include landscape seminars, home shows,
display gardens in malls and, this year, our first ever
“Landscape Makeover” contest. All of these projects gen-
erate significant word-of-mouth marketing for the com-
pany. Another approach that has been highly successful
is marketing with placemats.

While reading an issue of Lawn & Landscape a few years
ago, | came across theidea of creating restaurant placemats
as a type of advertising. I had placed an ad on a placemat
the year before. The ad was the size of a small business
card, poorly done and surrounded by 20 other small,
poorly done ads. The idea of doing my own placemat
intrigued me.

My first step to try the full-scale placemat approach
was to find a printer. [ knew [ wanted high-quality graphic
art and a color scheme that used my logo color of bur-
gundy, as well as something catchy and attractive to look
at. I shopped around a bit but ultimately chose a printer
based on a rare service he provided. He would come tome
for meetings and delivery of the finished placemats rather
than leaving me with all the legwork.

Based on my objectives for the placemat marketing my

. Find a printer who you trust and who will work with the
ideas you have in mind. Remember that good service
may be worth higher printing costs.

. To cover the costs, offer advertising space on your
placemats to loyal clients and suppliers for a fraction of
the printing costs.

. Collect artwork, copy and payment early to keep the
printing process timely. Work with your printer via
e-mail to avoid scheduling time-consuming meetings.

. Secure venues to distribute your placemats by contact-
ing local restaurants early on. Ensure that the restau-
rants you use cover your suppliers’ areas as well.

. Deliver placemats yourself to keep distribution costs
down.

Placemat Marketing
at Just Gardens Landscaping

printerand I decided to go with one run 0f 25,000 placemats
the first year, which turned out beautifully. The cost to me
was only $800, though this price can vary depending on
the type and size of paper used, as well as the number of
colors used in the design. To help pay for the placemats,
[ went to some of my better commercial clients and
suppliers and offered them one quarter of the placemat to
advertise their own businesses for a quarter of the print-
ing cost (approximately $200). For the most part, that was
the same price that they would pay for a small business-
card-sized ad on a less professional-looking placemat.

All of the clients and suppliers | approached jumped
at the opportunity when they saw the quality of the
finished product. The ads ended up being good, inexpen-
sive marketing methods foreveryone involved, and many
of the companies I've cooperated with still request space
on my placemats well inadvance, Most of my clients want
ads on both runs and I request payment up front, which
makes my printer happy and willing to take care of my
needs quickly because he gets paid right away.

By charging suppliers to “rent” space onmy placemats,
the only cost to me is the time it takes to come up with a
design and acquire digital pictures of my clients places of
business for the placemat. I also distribute the placemats
myself, which takes less than a week before the season
starts, usually in late February or early March. When the
printer delivers the placemats to me — about two weeks
after placing the order - 1 deliver them to five or six
preselected restaurants thathave agreed to work withme.
I try to choose sit-down family type restaurants where
people will actually have the time to look at the placemats.
The restaurants pay nothing for the placemats and are
eager to get them. | now have restaurants that wait on my
placemats and ask for as many as I can give them. |
distribute them throughout the county to target all the
areas of the businesses on the placemats.

Placemat marketing has been a highly successful
method of getting my company’s name out. The work
to create them requires my time and effort, but no cash
output when my season is slow. [ have received several
new clients with this form of advertising, and my
suppliers have been happy with the responses they get
from their ads. With such a good response, we are
considering increasing to a run of 75,000 placemats in
2005. — Julie Cole

The author is owner, Just Gardens Landscaping, [efferson,
Ohio and can be reached at 440/576-7711
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1. What is your primary business Q6. Landscape Lighting
at this location? (choose only one) (7. Hardscape Installation
A |. CONTRACTOR or SERVICES 018. Water Features

J1. Landscape Contractor

J2. Chemical Lawn Care Company E:ndscupo Maintenance
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Na 4 Pues’icide :pplico'ion '
Il. INHOUSE LAWN/CARE 16. Turf Disease Control
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Private Estates, Commercial & Industrial 82IA Hydrouodingl
Parks 22. Snow Removal
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2. What services does you business offer?
Q1. Landscape Design

oo

Landscape Installation

Q2. Seeding or Sodding

Q3. Turf & Ornamental Installation

J 4. Bedding Plants & Color Installation
Q5. Irrigation Installation
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THERE'S A NEW CHAMPION IN
SMALL ENGINE SPARK PLUGS.

Introducing Commercial Series spark plugs from NGK.
Commercial Quality - Commercial Price - Uncompromising Performance!

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

l NGK's new Commercial Series spark plugs come in a handy
. glGl'élAYTEPLlJRSG AL%“S:QNA 2-pack for convenience and savings. A unique tray-style holder
,o',f e ,?N,‘,J;& B protects the plugs until used. Conversion numbers are right on
the package, and just five part numbers cover the most popular
—# TRIPLE GASKET SEALING h y "
PROCESS - eliminates small engine applications.
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oy Try NGK's new Commercial Series spark plugs and see for yourself
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how we won the title of new champion. For more information
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waatan visit us on the Web at ngksparkplugs.com, call toll-free
» LONGER INSULATOR 1-877-473-6767 or contact your
NOSE - prevents fouling local NGK distributor.
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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-GQ™ Productivity System

does everything from assessing »~
equipment maintenance needs to
analyzing time management. It's safe
to say this ingenious device is sure to T
give your bottom line a high-tech boost. S l

Think of the EYE-Q™ Productivity System as
your personal, profit-generating assistant. /

(And it’s only available from Gravely.)

For more information on how the Gravely EYE-Q™ /
Productivity System will help you grow your
business, call your local Gravely dealer or
visit us online at www.gravelyeye-q.com.

*Patent poanding 2003 Arwens Company Made in the U S A
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