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The Toro Z 5 0 0 Series now 

available in gas and diesel models. 

Finally, a mower you can fine-tune to conquer 

any condition. Its new T U R B O F O R C E ' 

deck features a unique no tools adjustable 

front baffle. Open it wide to conserve power 

and increase mowing speed. Close it down 

for micro-sized particles and maximum 

discharge velocity. O r choose the perfect 

in-between setting in just seconds. Rugged? 

Z 5 0 0 Series decks have 5 . 5 " deep, high-

strength, 7-gauge steel construction top to 

bottom. Plus the industry's largest cast 

iron spindle assembly with tapered roller 

bearings. To learn more, contact your Foro 

landscape contractor equipment dealer or 

V i s i t « o ~ Z 5 0 0 . c o m . 

' ' ' r GIE Show booth number 930 

TORO Count on it. 
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Periodical Reading Room 
DO NOT CIRCULATE 

BREAKTHROUGH SERIES 

What it Takes 
to Win 
Finish first with 

these three 

Saturated With Sales 
Contractors can flood their sales department with residential 

irrigation leads through innovative marketing... 1 2 0 

FEATURES 
A Steady Stream 
In the face of watering restrictions, most irrigation 

contractors report increased sales 
in 2003 and expect the same 
in 2004 7 8 

Best of the Web -
Time is Money 
Quoting prices is often a job in itself 
which is why many landscape contractors 
charge for estimates. Lawn & Landscape 

Online Message Board users discuss 
when these fees are appropriate... 4 0 

Waterborne 
Designs 
As water features become 

increasingly popular 

in residential and commercial 

settings, designers are noticing trends toward 

more unique projects 1 3 0 

Product Spotlight -
Desperately Seeking Sprayers 
Applying pesticides would be challenging without the 

proper application equipment. Take into consideration 

these sprayer features when pondering your 

next purchase 1 5 4 

Product Trends -
Mulch Ado About Something 
Mulching mowers provide an attractive alternative 

to catching and clumps of dried out clippings... 1 6 0 

Maintaining Mower Health 
Neglecting your fleet's recommended maintenance schedule 
could be a prescription for expensive surgery down 
the road : :...: 9 6 

Technician Training Camp 
Lawn care operators share step-by-step training methods 
they use to reduce accidents, increase efficiency 
and build customer relations 1 0 6 
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SPECIAL FOCUS: HANDHELD EQUIPMENT 

Different Strokes 
Contractors have more handheld equipment options as 

manufacturers develop new engine technology.... 1 3 8 

Keeping Crews Handy 
Strategies for outfitting landscape crews with proper 

handheld equipment can reduce downtime 

and maximize profits 1 4 8 
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With methylene urea and sulfate of 

ammonia combined in each tiny 

granule, MESA works immediately to 

provide a rich green color. And by slowly 

releasing its nitrogen, MESA lasts 

considerably longer than sulfur-coated 

urea without causing unwanted flush 

growth. So protect your turf with fast 

Extended-release MESA greens faster and lasts longer than SCU . 

acting, long lasting MESA. Visit your 

LebanonTurf Dealer to check out our 

fertilizers with MESA, like our new 

ProScape 15-0-4, a 50/50 blend of 

natural organic base and MESA nitrogen. 

For a free copy of our Agronomy 

Manual visit www.LebanonTurf.com, dick 

on promotions and enter coupon 

code LL2II4. 

LebanonTurf 
1-800-233-0628 • www.LebanonTurf.com 

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


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

and more at www.lawnandlandscape.com. 

LAWN St LANDSCAPE 

ONLINE MESSAGE BOARD 
Have a question, comment or insight about the ever-growing green industry that 
you'd like to share? Visit the Lawn & Landscape Online Message Board for dynamic 

discussion on topics ranging from equipment 
choices to employee relations to how legislation 
impacts your business. Trade tips and tricks 
with other industry professionals and learn how 
different industry issues are affecting your 
colleagues around the country. And now, with 
improvements made to the " M y Preferences" 
portion of Lawn & Landscape Online, Message 
Board users can choose which portions of their 
M y Lawn & Landscape accounts they would like 

to share with other users. Join this dynamic online community today to increase 
communication and professionalism within in the industry. 
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Charging for lawn and landscape services means more than putting a price tag on 
an hour of mowing or adding a markup to materials for an installation job. Design-
ing a landscape masterpiece or walking a property to assess its difficulty level takes 
time out of a contractor's day, and many professionals believe compensation is in 
order for the time spent on a job before any installation or maintenance begins. 
Read this month's Best of the Web feature on page 9 0 to find out how Lawn & 
Landscape Onl ine users weighed in when the "time is money" topic came up on the 
Message Board. 
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Extras 
ONLINE EXTRAS 
Browse Lawn & Landscape Online 
for a collection of exclusive Web stories 
relative to this month's issue: 

This month's State of the Irrigation Industry report continues on the W e b with an 
Online Extra on irrigation sales techniques. Learn how the team at Just Sprinklers, 
Albuquerque, N . M . , uses an irrigation showroom to educate first-time buyers. 
Even the most up-and-coming water feature design will dry up if contractors aren't 
educated on proper pond-building techniques. Visit the November Online Extras 
section to stay educated on water feature installation. 
Check the Online Extras section each month at www. lawnandlandscape.com to find 
valuable information not appearing in print! Use the "Search" function at the top of 
the site to find articles on hundreds of industry topics. 

WEB TOOLS 
DAILY NEWS 

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

E 2 S Z E S Z ^ h 
A comprehensive list of confer-
ences, trade shows and seminars 
for the landscape professional. 
www.lawnandlandscape.com/ 
events 

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

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

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

A s s o a A n o N S 

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

r '•'. ' il-: i ^ l l - n V l 
A growing compilation of industry 
products, complete with photos 
and manufacturer contact 
information. 
www.lawnandlandscape.com/ 
product 

An interactive listing of industry 
manufacturers and suppliers. 
www.lawnandlandscape.com/ 
marketplace 

E Z L Z E Z m ^ M 
A one-stop shop for industry-
related books, CD-Rom training 
programs and other educational 
materials. 
www.lawnandlandscape.com/ 
store 
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Where Quality Makes the Difference 

4 0 0 Ga l lon S p a c e Saver 
Stop losing truck space! 

Call N O W to receive a FREE G N C spray 
g u n wi th your next sprayer order . 

800-462-2005 
N E W Spl i t T a n k s 

1 0 0 / 1 0 0 
& 

150/150 

*Customer Satisfaction is our Future* 
www.gncindustries.com 800-462-2005 
sales@qncindustries.com Fax 870-248-9905 

VISIT US AT GIE , BOOTH #1 1 4 8 
USE READER SERVICE # 1 3 

A M E R I C A N 
B U S I N E S S M E D I A 

VISIT US AT GIE , BOOTH # 3 3 2 
USE READER SERVICE #1 2 
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' B O X E R 
t BIG POWER FOR COMPACT SPACES t 

30+ Attachments 

800-476-9673 www.troxereauipineiiLconi 

The Boxer is the only compact loader that offers a 
track widening system, giving you the capability of 
getting through narrow openings as well as a wider 
stance for sloped areas. Now you can have what 
every contractor has on their wish list - a BOXER1 

mailto:tlowy@gie.net
mailto:rstanley@gie.net
mailto:nwisniewski@gie.net
mailto:jkatz@gie.net
mailto:acybulski@gie.net
mailto:ccode@gie.net
mailto:dblasko@gie.net
mailto:dszy@gie.net
mailto:mdifranco@gie.net
mailto:jcurrid@gie.net
mailto:adunchack@gie.net
mailto:tmaciak@gie.net
http://www.lawnandlandscape.com
http://www.gncindustries.com
mailto:sales@qncindustries.com
http://www.troxereauipineiiLconi




Install Rain Bird! 
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Change 
that Makes 
Sense 

The Associated Landscape Contractors of America (ALCA) 
and the Professional Lawn Care Association of America 
(PLCAA) will become a new association on January 1,2005. 
Following overwhelming approval - more than 90 percent 
among all who voted were for the merger - the two 
association boards held separate and joint meetings in 
Scottsdale, Ariz., at the end of September. 

I've been told the big question was how the two 
boards would get along in terms of chemistry. Working 
together during the Legislative Days in Washington, DC, 
or at the GIE Show is like dating. A merger is more like 
marriage. According to a number of sources, the big 
question turned out to be a non-issue. 

Two associations walked into the building, reports 
Kurt Kluznik, president of ALCA, and one walked out. In 
just three days the boards hammered out a mission 
statement, a 2005-2006 plan, a budget and a set of strate-
gic goals. That's an impressive amount for even an exist-
ing organization to accomplish in three days. The key 
was that as the two dug deeper into their goals there was 
more synergy than expected. 

One reason for the synergy is that legal and regulatory 
challenges and the industry's need to create a more positive 
image with the general public are unifying factors for all 
lawn and landscape companies. When both associations 
were founded the goal was to represent the specific 
needs of their members. Today, the need to represent the 
entire industry is becoming increasingly important. 

Another reason is that many companies are involved 
in a range of services. Our own readership research, done 
in August for our October State of the Industry Report, 
shows that more than 10 percent of all lawn care compa-
nies also do construction and more than 20 percent do 
mowing and maintenance. Almost 60 percent of compa-
nies that primarily do construction also mow and half do 
fertilization and weed control. 

To help assimilate the lawn care membership, the new 
association will add a lawn care group to the three that 
existed within ALCA - interior business, maintenance 
and design /build. Both associations' certification pro-

grams will be combined. And all education will reflect 
the new membership. Already the content has been modi-
fied for the ALCA Executive Forum, to be held February 
10-13 in Puerto Rico - the meeting at which the new board 
will officially be introduced. 

Two facts make the creation of a new association 
important for the green industry. 

First, anticipated budget savings due to the elimina-
tion of duplicate overhead puts more on the 2005 "to do" 
list. Both associations have had long wish lists that were 
not possible due to revenue limitations. 

Second, the new association will have a total of more 
than 4,000 members. Greater representation is important 
not only as a lobbying factor, but it also means the new 
association can speak with one clear voice. As one board 
member said, "We want to be the voice of the green 
industry." More members are needed, of course, and 
perhaps the new association will be able to fund the 
programs and make the progress to get more companies 
involved. 

One remaining need is to come up with a new name. 
To make sure that fits for the long term, an outside 
consulting firm has been hired to do the research and 
legal actions necessary for trademark protection. 

The other significant task is to find a new executive 
leader. Debra Holder, who has served ALCA for 25 years, 
announced her retirement in October. Holder will remain 
as a consultant for at least the remainder of 2004. And 
Gary Clayton, executive vice president of PLCAA, is not 
seeking the leadership position. For personal reasons, 
Clayton plans to continue living in the Atlanta area, but 
says he will remain active in the green industry and in the 
new association. 

The creation of a new association is an exciting oppor-
tunity for the green industry. And it comes at an oppor-
tune time. ID 
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The Hustler Super Z' is no ordinary mower. At 0-15 mph, the Super Z is the world's fastest production 

zero-turn-radius mower. It comes standard with a lifetime warranty on the frame and the leading 

edge of the deck. The Super Z handles slopes second to none and delivers a superior quality of cut. 

With no daily maintenence and a two year bumper to bumper warranty you spend your t ime 

mowing not servicing... It even has a spoiler. 

HUSTLER 
Turf Equipment Official supplier of Grounds Maintenance 

Equipment to Petty Enterprises 

8 0 0 - 3 9 5 - 4 7 5 7 www.hus t l e r tu r f equ ipmen t . com 

V I C T O R Y 
J U N C T I O N 

G A N G 0 

Official Corporate Partner 
with Victory Junction Gang 

http://www.hustlerturfequipment.com


Questions 
Worth 
Answering 

Marty Grander is a speaker, consultant, 

author and landscape contractor wth Grander 

Landscaping Co. He can be reached at 

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

-

In the last few months, I have been asked several market-
ing questions. Here are the five best ones that I want to 
share with you: 

1. What do you think of Yellow Pages ads? I think there are 
far better, more effective ways to market your company. 
Yellow Pages ads are not only expensive, they say to every-
one, including those looking for the best price, that you are 
everyone's landscaper. For brand new companies, Yelloio 
Pages ads are helpful, but if you have a business that is 10 
years old or more and you still get most of your work from 
the Yelloiv Pages, I'd say you need to look at your company. 
Many companies are amazed at the amount of business they 
can generate from doing more for their existing clients than 
trying to sell things to new people. Companies need to find 
ways to increase the value of their businesses by securing 
client relationships. While I understand that caring for a 
client's garden is not as exciting as installing it, maintenance 
is an excellent way to stabilize cash flow and increase the 
value of your company. 

Targeted marketing - messages directed right at the 
people who use your services - is a much more effective 
way of marketing than Yellow Pages advertising. If Yellow 
Pages advertising were very cheap, I'd recommend it, but 
it is not. Like any investment, measure the return and 
you'll know for sure if it's right for you. 

2. Hozo important is the name of your company? It is very 
important. The name of your company should be some-
thing people can easily remember. If you have a last name 
that is easy to pronounce, I strongly urge you to use your last 
name in the name of your company. If your last name is not 
easy to pronounce, consider using your first name. What 
name you pick has a lot to do with what you plan to do with 
the company. If you want to serve primarily homeowners, 
I think the more personal you can make your company, the 
better. Also, I feel a great brand to create and then reaffirm 
daily is the landscape company that is named after the 
owner and then that owner is featured as the personality of 
the company. It ties all the marketing together and people 
will remember you more easily. 

If you are in the commercial maintenance, lawn care 

or landscape business, a name like Landmasters, as an 
example, might be great for you. The most important 
thing you need to think about is your strategy, where do 
you see yourself in five, 10 or 20 years? 

Finally, I strongly urge you to have a name that stands 
alone and says what you do. A name like The Springwater 
Group might sound neat and trendy, but it does not say 
what you do, and it doesn't tell someone new to town 
who sees one of your trucks what you do. 

3. I like the technical side of landscaping more than the 
business side; In fact, I hate to sell. Is that wrong and can I be 
successful without having a passion for selling? I think that if 
you don't enjoy selling and you own the company, you're 
going to have a tough time being successful. I have met 
very few successful entrepreneurs in any line of business 
that were not excellent salespeople. Sometimes you can 
be so good at what you do that your work sells itself, but 
this is very tough to pull off and generally new compa-
nies can't do this. 

4. What has been the most effective way you have marketed 
your company? Nothing sells more work than having 
clients happy with your work. Every company's market-
ing plan should have a segment dedicated totally to 
following up and making certain their clients are happy. 

5. Should I hire a marketing consultant to help me grow my 
business? That all depends. Have you really tried to learn 
more about marketing on your own? Have you read any 
books, attended any seminars, gone to green industry 
trade shows and talked with other successful landscap-
e s ? If you have not done all of those things first, don't 
hire a consultant. You need to have a very good under-
standing of marketing for someone to come in and help 
you. If you do hire a consultant, make certain that the 
person you hire has experience with your type of busi-
ness and talk to a few of the consultant's clients to make 
sure they were happy with the work. Also, you can learn 
a lot from books. The finest marketing book I have ever 
read is titled ]ump Start Your Business Brain written by 
Doug Hall. Buy it and read it; it provides excellent 
education on marketing. ID 
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THE LEADER IN SERVICE SOFTWARE 

C I m l m S b F T W A R E 

CLIP PRODUCTS CAN HELP YOU BE THE LEADER IN YOUR INDUSTRY 

m 

qCLIP is the result of combining the 
latest technology from QuickBooks™, 
the latest mobile and GPS technology 
along with the years of experience and 
development in CLIP. 

qCLIP further enhances the capabilities of 

your favorite accounting program by adding 

customer management, routing, scheduling 

of jobs, $ per hour tracking, cell phone 

integration, GPS integration and much more. 

If your company is set up in QuickBooks™ 

and you would like to automate some of its 

operations, qCLIP is an ideal companion. All 

of your billing and business functions will still 

remain in QuickBooks,M. CLIP has its roots in 

the green industry and we understand your 

needs. 

CLIP is a proud Intuit Power Launch Member. 

Leading Today's Technology 16 Years and Counting 
Call 800-635-8485 today for a FREE Demo CD. 
www.clip.com designed for 

QuickBooks QuickBooks and the "Designed for QuickBooks" Logo are trademarks and/or registered trademarks of Intuit Inc., 
displayed with permission. The use by Sensible Software. Inc. of the Logo does not signify certification or 
endorsement of Sensible Software, Inc.'s software by Intuit, and Sensible Software, Inc. is solely responsible 
for its software and the support and maintenance of the software. See system requirements for version information 

% 

http://www.clip.com
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vis it permagreen.com for your chance to win 

an all expenses paid Hawaiian getway for two or a 

2005 Perma Green Ride-On MAGNUM Spreader Sprayer 



..welcome to paradise 
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800.346.2001 
permagreen.com 
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Where Are 
Your Dollars 
Going? 

Jack Mattingly is a green industry consultant with 

Mattingly Consulting. He can be reached via email at 

jkmattingly@comcast.net, through his Web site 

www.mattinglyconsulting.com or at 7 7 0 / 5 1 7 - 9 4 7 6 . 

This is the time of year to consider exactly how you have 
used yourbusiness's financial information for the past 11 
months. Are you an owner who struggles with or doesn't 
fully understand the financial information that your 
accountant, QuickBooks or other software provides you 
on a monthly basis? Have you used the information to 
make decisions in your business? Do you compare num-
bers from month to month? Do you know whether or not 
landscape installation is making more gross profit than 
your maintenance operation? Have you used the infor-
mation to determine your pricing and ensure recovery of 
overhead expenses? These are a few areas where finan-
cial information can help you grow your business wisely 
and improve operations and profits. 

This whole process starts with having the correct 
layout of your chart of accounts, which makes your 
monthly income statement easier to understand. Com-
pare your current listings with the sample I have item-
ized at right. You will see four categories of expenses that 
are organized in a logical manner according to our unique 
industry. Here's a quick explanation: 

Direct Costs - Expenses that are associated to a specific 
job and can be charged directly to that job. 

Equipment Overhead - Expenses that pertain to equip-
ment purchases and maintenance. 

Indirect Job Overhead - Expenses incurred while pro-
ducing work but are difficult to accurately "charge" to a 
specific job. 

Administrative Overhead - The typical expense of run-
ning your business on a day-to-day basis. 

This sample chart of accounts works well for a land-
scape contractor, though your list may include more or 
fewer items. The main concern is to format the list in a 
way that is easy to understand and lets you make com-
parisons during the year. Also, when you ask QuickBooks 
or your accountant to print this income statement, in-
clude an additional column that shows the percentage of 
income for each expense. This will help you make quick 
comparisons easily. You have until Dec. 31 to make any 
changes for next year. Here's to your profits! 

Income Statement 
Sales: 

Direct Costs: 
Direct Labor 
Labor Tax 
Labor Workers' Compensation 
Materials 
Subcontractors 
Equipment Rental 

Gross Profit: 

Equipment Overhead: 
Gas and Oil 
Tires and Tubes 
Outside Repairs 
Replacement motors 
Depreciation Equipment 
Depreciation Vehicles 
Insurance Vehicles & Equipment 
Mechanic Labor 
Mechanic Labor Taxes & Workers' Compensation 
Vehicle Registration 
Shop Tools 

Indirect Overhead: 
Supervisors' Salaries 
Supervisors' Taxes & Workers' Compensation 
Small Tools & Supplies 
Non-billable Labor 
Non-billable Labor - Taxes & Workers' Compensation 
Uniforms 
Dump fees 
Estimating / Bidding 

Administrative Overhead: 
Accountant 
Advertising 
Attorney 
Consultant 
Contributions 
Depreciation - Furniture 
Depreciation - Computers 
Dues & Subscriptions 
Education Expenses 
Interest Expense 
Insurance - Comprehensive/ 

General Liability 

Insurance - Group 
Licenses & Fees 
Office Supplies 
Salaries - Office 
Salaries - Owner/Officers 
Salaries - Taxes & 

Workers' Compensation 
Travel 
Rent 
Repairs - Office / Yard 
Utilities 

Net Profit: 

mailto:jkmattingly@comcast.net
http://www.mattinglyconsulting.com


Powerful enough to cut just about anything. 
Including your operating costs. 
This isn't jus t s o m e w i m p y 4-s t roke. This is t h e revo lu t ionary 4 - M I X ? A n d it's 
t he musc le behind a full line of landscaping equ ipmen t that's capable of slicing 
your overhead to pieces. Unlike other 4 -s t roke engines, the 4 - M I X runs on 
a 50:1 fuel mixture, and actually puts out m o r e h o r s e p o w e r and to rque than a 
convent iona l 2 -s t roke of equal size, w h i l e w e i g h i n g far less than a conven t iona l 
4-s t roke. It's a lso h ighly fue l e f f i c ien t , except iona l ly durable, and c lean e n o u g h 
t o beat 2 0 0 5 EPA e m i s s i o n s s tanda rds w i t h o u t b reak ing a s w e a t . So y o u can 
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Communication 
101, Part Two 

Jean L. Seawright is president of Seawright 

& Associates in Winter Park, Fla. 

She can be contacted at 407 /645-2433 

or ¡seawright@seawright.com. 

EDITOR'S NOTE: Last month, jean explained six different commu-
nication styles and how they can impact personnel management. This 
month, she offers tips on how to communicate more effectively. 

Many managers have never learned the art of effective com-
munication, which ultimately leads to a personal connection with 
others. The reality is that miscommunication over seemingly 
simple matters can lead to broken trust and broken relation-
ships in life and in business. Don't let this happen to you. To 
help, here are some principles of effective communication: 

• Put Yourself Last. To effectively communicate, we must 
learn some humility. Stop worrying about your own agenda and 
needs. Listen with your ears, your mind and your "heart." (My 
10-year-old daughter keeps telling me that my heart pumps 
blood and doesn't have feelings...I'm sure you get what I mean.) 

• Don't Delay Important Messages. It's human nature 
that we tend to fill a void in communication with a negative 
thought or worry that builds and overcomplicates the matter. 
What you don't say can have as great an impact as what you 
do say. Little problems become big problems and, next thing 
you know, you're dealing with Goliath and your slingshot is 
nowhere in sight. 

• Expand Your Vocabulary. If you don't have the words in 
your head that are necessary to communicate a message, work 
on your vocabulary. Each time you see a new word, stop, write it 
down, look it up in the dictionary (or the Internet) and commit 
the meaning to memory. If you add one new word each week, 
you'll see a dramatic change in your ability to communicate. 

• Don't Communicate Through Others. If you have some-
thing important to say, don't rely on someone else to deliver 
your message. The person you are trying to communicate with 
will appreciate it much more if it comes from you - good news or 
bad. And, you eliminate the potential for miscommunication. 

• Don't Burn Bridges. You never have to make a person 
feel bad in order for him or her to act properly. Stop and think 
about what you are saying. Plan communications carefully. 
Choose words that don't insult/harm another's dignity. 

Effective communication requires practice - keep working 
on it and you can become a great communicator. Ignore it and 
you will find that, eventually, all the skill in the world will not 
make up for lacking the ability to artfully communicate. ID 

Management Interview Tips 
Communication styles will differ from one manager to the next 
and the tips outlined at left can help you assess a manage-
ment candidate's communication skills. Of course, the best 
way to avoid communication difficulties is to hire managers 
who already possess the skills necessary to effectively connect 
with employees. If you follow the tips and ask the right 
interview questions, you can effectively evaluate the 
candidate's communication ability. 

1. Ask the right questions. Ask the candidate pointed, 
open-ended questions to help you discern his or her commu-
nication skills, such as, "What is the toughest idea you have 
ever had to sell? How did you go about it and what was the 
outcome?" or "What examples can you give that demonstrate 
your ability to relate well to others?" or "Tell me when you 
had a conflict with another employee or manager. What was 
the cause and how did you resolve the issue?" 

2. Look for nonverbal communication cues. Does the 
candidate project a tough, formal or "closed" demeanor? Is he or 
she relaxed and easy to converse with? Does he or she smile 
often and laugh with ease or scowl and appear unhappy? Does 
body language communicate self-confidence and professional-
ism? Is he or she dressed appropriately for the interview? 

3. Assess the candidate's listening ability. Good 
communication begins with good listening skills. Does the 
candidate listen actively? Interrupt you often? Look you in the 
eye when you are talking? Pick up on details of your questions? 

4. Consider writing skills. Good communicators can effectively 
deliver a message in person or in writing. To assess writing 
ability, provide a challenging scenario and ask him to develop 
a memo to employees. Assess ability to compose the message 
with tact and diplomacy. Evaluate grammar and punctuation. 

5. Ask questions 20 percent of the time and listen 80 
percent of the time. If you talk too much you'll never know if 
the candidate is a good communicator. Listen carefully. Can he or 
she think quickly, convince you with reasoning and respond 
intelligently? Is he or she a concise and clear communicator? 
Does he or she know when to stop talking? Effectively articulate 
his or her answers? Communicate with tact and diplomacy? 

mailto:seawright@seawright.com
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Industry News 
MERGERS & ACQUIS IT IONS 

ValleyCrest Buys 
Omni Landscape Group's Assets 

ValleyCrest Cos. Aug. 20 agreement to pur-
chase the Omni Landscape Group, South 
Plainfield, N.J., for an undisclosed amount 
is viewed by executives of the Calabasas, 
Calif.-based landscape firm as an opportu-
nity to expand its presence in new and 
existing markets by taking over Omni's 
Atlanta, Washington, D.C., Philadel-
phia, Destin, Fla., and Birming-
ham, Ala., operations. 

"We've been in Atlanta, but 
this gives us the top market 
position in the Atlanta marketplace," says 
Roger Zino, president, ValleyCrest Land-
scape Maintenance. "Washington, D.C. is a 
thriving and growing area, and we have a 
strong presence there but not as much in the 
commercial market so this balances our 
portfolio. It's a very nice compliment to our 
book of business." 

The acquisition also introduces 
ValleyCrest to the Philadelphia area 
and the East Coast, which Zino says is 
one of the last major markets the com-
pany is not fully servicing. ValleyCrest 
plans to utilize Omni's existing facili-
ties in these regions. 

The acquisition will add 600 to 700 
Omni employees to ValleyCrest's 
workforce, making the transition effort 
easier for customers. "We're going to 
take care of those customers, and we 
want the customers to know that they're 
going to get the same people at their 
doorstep and the same service that they 
had before, hopefully with some renewed 
energy and renewed vigor, and they 
should expect at least what they've seen, 
if not more, going forward," Zino says. 

To better service these new markets, 
ValleyCrest will survey its new customers 
to determine their expectations. The com-
pany is also assessing Omni's equipment 
and plans to invest millions of dollars in 
upgrades, according to Zino. 

& 
ValleyCrest 
C O M P A N I E S 

"Everyone who I have visited has told me 
what is important is the people who they 
interact with on a daily basis, and as long as 
those people stay the same and as long as the 
service is the same, they don't care what 
color the uniforms are or what names are on 

the truck," says George Morrell, Omni 
consultant and founder of the Atlanta-

based Morrell Group, which 
Omni acquired in 1999. 

ValleyCrest has never pur-
chased a company in bank-

ruptcy before. When asked how buying a 
company in bankruptcy differs from its 
previous acquisitions, ValleyCrest CEO 
Burton Sperber said: "We don't know how 
it will turn out. It's yet to be seen. It's 
certainly different. We know it's going to 
be good for the employees and customers. 
What it's going to be for us, we have yet to 

to the company's bankruptcy than the land-
scape operations, says ValleyCrest President 
Richard Sperber. "The Omni Group as a 
whole didn't go out of business because of 
the Omni Landscape Division," Richard 
Sperber says. "It went into bankruptcy for 
decisions they made in their other businesses 
that they ran. The landscape group was the 
shining star in that sinking ship." 

ValleyCrest plans to take advantage of 
The Morrell Group's reputation as a leader in 
the turf industry by learning from its success 
and transferring that into ValleyCrest's busi-
ness practices, Richard Sperber says. "Our 
whole company is very excited about it be-
cause it gives us an opportunity to learn 
about another company that did a really 
good job out there that was a competitor of 
ours for many years - how they did it and 
what they did right," Richard Sperber says. 

Roger Zino, Burton Sperber and Richard Sperber of ValleyCrest Cos. 

learn, so our fingers are crossed on that." 
After Omni filed for Chapter 11 bank-

ruptcy in June, ValleyCrest immediately 
seized the opportunity based on Omni's 
and The Morrell Group's reputation in the 
green industry. 

Omni's other divisions contributed more 

As for possible future acquisitions, 
there's currently nothing on ValleyCrest's 
radar screen, according to Richard Sperber. 
"We're on the conservative side as far as 
how many acquisitions we like to do in a 
year," he says. "We've never done more 
than one or two a year." - Jonathan Katz 
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Blower Ban Considered 
In N.C. City 
CHAPEL HILL, N.C. - Landscape contrac-
tors in Chapel Hill, N.C., might have to find 
a new way to pick up leaves, according to 
The Raleigh News & Observer. Just as autumn 
begins to thin the canopy, and contractors 
begin to think about clearing fallen leaves 
from lawns, along comes Councilman Cam 
Hill. After suggesting a ban on all leaf blow-
ers three years ago during an offbeat cam-
paign for mayor, the native Chapel Hillian 
says he now has a serious blower ban pro-
posal for his council colleagues to consider. 

According to 
Hill, it's not just the 
noise. Hill pointed to 
the noise and air pol-
lution generated by 
gas-powered leaf 
blowers as his main 
reasons for wanting 
to outlaw them 
within Chapel Hill 
town limits. He said 
that, if not an outright 
ban, then he might fa-
vor some kind of 
limit on the hours 
when blowers could 
be used. 

"A leaf blower 
doesn't do any real 
work, in my opin-
ion," he says. "People 
use them for so many 
other things, and it 
just doesn't work. All 
it does is move dust 
from my yard to your yard." 

Hill contended there were other ways to 
deal with leaves and other functions for 
which people use blowers. "If you're going 
to wait for the federal government to clean 
up the air, we're going to be waiting for a 
while," Hill says. "Everybody's got to do 

something. This could be one of the ways we 
could start." 

Eight people spoke on Hill's petition, 
including local landscapers Brad Williams 
and Ken Robinson, who were strongly op-
posed to the idea of banning blowers. Will-
iams said it would have a "drastic economic 
impact" on his business and others. 

Representatives of Mid-Atlantic Stihl and 
Outdoor Equipment Distributors also spoke 
against the idea, while residents Dan 
Coleman, Joe Herzenberg and Diana Steele 

expressed support. 
Jane Hudson also 
backed Hill's request, 
on behalf of UNC's 
Student Environmen-
tal Action Coalition. 

Sam Jordan, of 
Mid-Atlantic Stihl in 
Hillsborough, de-
scribed leaf blowers as 
versatile, thorough, 
efficient and easy to 
use, while Mason 
Farm Road resident 
Steele called them a 
"real abomination." 

The council almost 
always agrees to re-
ceive petitions and 
refer them to the town 
manager, particularly 
when the request 
comes from a council 
member. It's never a 
sure thing that a vote 

in favor would follow. In Chapel Hill, 
though, politically active environmentalists 
are encouraging Hill. They see such a move 
as part of a global responsibility. Even Envi-
ronmentalist Dan Coleman offered this sug-
gestion to landscape contractors. "The best 
solution," he says, "is a rake." 

OBITUARY 

Robert 
Snodgrass, 
Dennis' Seven 
Dees Founder, 
Dies 
PORTLAND, Ore. - Robert Snodgrass, 

founder of Portland, Ore.-based Dennis' 

Seven Dees Landscaping, died Sept. 20 at 87 

years old, The Oregotiian reported. Snodgrass 

started the company in 1956 and named it 

after his seven children - Daryle, Dennis, 

Drake, David, Dan, Drew and Dean. 

Snodgrass eventually expanded the nurs-

ery into three retail garden centers and four 

wholesale stores in the Portland area. In 

1975, Snodgrass' two oldest sons, Dennis 

and Drake, took over the business and 

formed two separate companies, Dennis' 

Seven Dees Landscaping and Drake's Seven 

Dees Landscaping, according to David 

Snodgrass. 

In 1977, David, Drew and Dean bought 

the landscape division from Dennis. 

Snodgrass was president of the Landscape 

Gardeners Association, the Oregon Land-

scape Association, the Oregon Association 

of Nurserymen and the local chapter of the 

American Association of Nurserymen. 

For more breaking news, visit 

www.lciwnandlandscape.com 

http://www.lciwnandlandscape.com
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Dr. Tattar 
Q: I have hemlock woolly adelgids 
(HWA) in some of my trees; how 
can I protect the "clean ones" and 
control the infested trees? 

A: Imidacloprid insecticide has 
shown efficacy in both eradication 
and protection against HWA 
infestation. In mature landscape 
trees, microinjection of Imicide has 
been an effective control/eradica-
tion tool. Trunk injection is the 
most environmentally friendly 
application method of imidacloprid 
delivery that results in no impact on 
soil or in surface and ground water. 

Q: What can I do for my trees after 
they have been damaged by frost? 
Can I help trees become less likely 
to be damaged by frost? 

A: Frost damage causes sudden and 
substantial loss of leaf and shoot 
tissue which is needed to produce 
energy for the tree during the 
growing season. One thing that can 
be done to quickly restore the lost 
minerals is to microinject the frost 
injured trees with a complete 
essential nutrient solution. While it 
is impossible to completely prevent 
frost injury, trees should not be 
given excessive nitrogen fertilizer 
that will stimulate abundant 
production of succulent foliage. A 
better choice is the newly devel-
oped injectable phosphorus 
fertilizers which provide mineral 
nutrition for normal growth, and 
have also been shown to help trees 
resist invasions of pathogens. 

Q: Will microinjected insecticides 
have any effect on beneficial 
insects? 

A: Most beneficial insects are 
carnivores that feed almost 
exclusively on insect pests. 
Systemic insecticides will only kill 
those insects that feed on tree 
tissues, such as foliage and sap. 
Since beneficial insects only feed on 
healthy, live insects, they usually are 
not affected by microinjected 
insecticides. 

Dr. Terry Tattar, Professor 
Emeritus, Dept. of Microbiology, 

University of Massachusetts, 
Amherst, MA 

Industry News 
HURRICANE HELP 

FNGLA Accepting Donations 
for Hurricane Relief 
FLORIDA - To offer disaster relief to af-
fected industry businesses, the Florida 
Nursery, Growers & Landscape Associa-
tion (FNGLA) is working closely with 
Florida's Commissioner of Agriculture 
Charles Bronson, Governor Jeb Bush, and 
the state's congressional delegation in 
seeking the needed federal assistance to 
Florida's $9.9 billion nursery and land-
scape industry and the 158,000 Floridians 
it employs. 

Additionally, the association is con-
tinuing to sponsor a relief fund that was 
established after Hurricane Charley rolled 
through the state several weeks ago. 

"This is a very generous industry and 
after Charley, a lot of people were calling 
to offer assistance and supplies," says 
Linda Adams, associate vice president of 
FNGLA. "People were sending supplies 
and wanted to send money, as well, so we 
set up a fund that people could donate to." 

As it stands, FNGLA is still accepting 
monetary donations, however Adams re-
quests that donations of supplies such as 
food and toiletry items, generators and 
nursery supplies like shade cloth be post-
poned until the association can assess the 
damage and get a better impression of the 
hardest-hit areas and the landscape and 
nursery businesses that will benefit most 
from those provisions. 

Currently, FNGLA has received more 
than $10,000 in donations and expects all 
of it to go toward disaster relief within the 
landscape industry and the association's 
membership. 

If you would like to donate, send checks 
made payable to FNGLA to: 

FNGLA, 1533 Park Center Drive, Or-
lando, Fla. 32835 

FNGLA will also post updates regard-
ing hurricane damage and relief efforts on 
their Web site at www.fngla.org. 

Huppert Makes 
Commercial Division 
Acquisition 
LAYTONSVILLE, Md. - Ruppert Nurser-
ies announced the acqusition of selected 
assets from landscape company A Neater 
Nature, including its commercial land-
scape management contracts, trucks and 
equipment. The commercial clients are all 

based in the Frederick, Md., area. 
"This agreement gives us more oppor-

tunity in an area that we have targeted for 
growth," said Ruppert Nurseries Presi-
dent Chris Davitt. "This acqusition puts 
us in direct contact with an important 

group of customers that might have 
taken us years to develop, and we 
look forward to being more involved 
in the Frederick area, marketing and 
servicing these clients for years to 
come." 

Ruppert also retained all of A 
Neater Nature's commercial land-
scape management employees, who 
will join the firm's Laytonsville, Md., 
landscape management branch. 

Chris Daiñtt Craig Ruppert 

http://www.fngla.org
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Industry News 
REGIONAL REPORT 

The Fury of Frances 
One hurricane after another challenges Honda landscape contractors. 

Whether they were holding it from a 
near miss with Hurricane Charley or 
trying to catch it in the rush to clean up, 
Florida contractors barely had time to 
take a breath before Hurricane Frances, 
the second storm to hit the state in less 
than a month, showed up on their door-
step, followed by Hurricanes Ivan and 
Jeanne shortly afterward. 

"Hurricane Charley hit our area and 
the Fort Myers area pretty hard, and then 
Hurricane Frances came through with 
some pretty heavy wind and high rain, 
but the damage wasn't that intense," says 
Lawrence Perillo, director of horticul-
tural management, Smallwood Land-
scape, Naples, Fla. "It has caused us to 
mobilize literally seven days a week 
working 15, 16 and 17-hour days. A 
couple of us have worked around the 
clock for more than three weeks and 
things are kind of tapering off now." 

Perillo says that everybody from 
the Smallwood office staff on up par-
ticipated in a team effort to get things 
cleaned up. They also contacted some 
affiliates from other areas of the state 
and subcontracted them to come over 
and help with the effort. 

Other contractors' staffs have also 
pitched in to keep things running. When 
Hurricane Frances destroyed the offices 
of Images of Green in Stuart, Fla., its 
secretary, Dusty MacPherson, opened up 
her home to serve as a temporary head-
quarters, as she was the only employee 
who had power. 

By the time Frances reached contrac-
tors on the west coast of Florida, it had been 
downgraded to a tropical storm, but still 
packed enough power to cause damage. 

"For the Tampa Bay area it was al-
most a pseudo wake-up call because we 
were in direct line for Charley and it 
turned," says Dean Akers, president, 
Akers Holdings, Tampa, Fla. 

He says people quickly changed their 
cavalier view of Frances once the storm 

hit them. "I think people finally saw a tropi-
cal storm as a big deal. We had a lot of trees 
down. We had a lot of landscape damage for 
sure, but we didn't have a lot of structural 
damage - other than the mobile homes -
that you would traditionally see in a full-
blown hurricane." 

The extra rainfall generated by Hurricane 
Charley pushed back Akers' construction busi-
ness, which generates 70 percent of the 
company's revenue. He says waterlogged con-
struction sites have kept building contractors 
from being able to finish their work, so his 
company can't start their jobs. To compensate, 
he's shifted some of his construction workers 
to the maintenance side of the business to help 

canes have brought extra business in the 
form of new customers. "We've actually gone 
ahead and serviced some past clients and a 
handful of new clients who were in desper-
ate need. But our main focus is and will 
always be our existing client base from a 
horticultural management standpoint." 

Some clients are even calling contrac-
tors asking them to remove trees that aren't 
damaged just because they want to pre-
vent damage to their home in case of an-
other hurricane, Akers says. 

Additionally, contractors say the price of 
renting equipment has remained stable de-
spite the high demand that came as a result of 
the hurricanes, however locating this extra 

with handling the influx of customer calls 
seeking immediate attention. "It's creating 
work for our maintenance crews and in order 
to help our client base, we've actually pulled 
off some of our contracting crews to do 
cleanup," he says. 

Contractors also say they haven't had com-
petition from fly-by-night clean-up crews. 
"Our customer base is calling us because they 
need somebody to respond immediately who 
knows their property," Akers says. 

Perillo agrees, pointing out that the hurri-

equipment has been challenging. 
According to the National Oceanic and 

Atmospheric Administration's (NOAA) Web 
site, the statistical peak of hurricane season 
falls on Sept. 10, and the 2004 Atlantic hurri-
cane season officially ends on Nov. 30. "You 
know, I've been here 10 years in this location 
in Florida and we've had some close calls and 
you just never anticipate that it's going to 
come your way," Perillo says. "This year, 
between rain and tropical storms and hurri-
canes, we're a marked target." ID 
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W E E D & INSECT M A N A G E M E N T SUMMIT SECRETS 

The Economic 
Value of Landscapes 

If you ever feel like your custom-
ers' interest in their landscapes is 
fading, just drive down a residen-
tial street on a clear Saturday 
morning to put your mind at ease. 
Whether they spend their time 
pushing mowers, spraying weeds 
or trimming shrubs, many 
homeowners take a great pride in 
their lawns and landscapes. 

"The well-mowed lawn is in-
grained in our psychology now," 
says Parwinder Grewal, associ-
ate professor in the urban ecol-
ogy program at The Ohio State 
University, Columbus, Ohio. 
"This is personally eye-opening 
for me because I was born in In-
dia and I know that many coun-
tries in that area of the world do 
not have the neighborhood style 
of landscaping with turfgrass and 
continuous planting of trees along 
roads. Visitors to the United States 
and Canada see these and say, 
'America is beautiful.' Not only 
does it look good, it gives an in-
creased sense of neighborhood 
and also improves communica-
tion among neighbors. People are 
meeting their neighbors and talk-
ing to each other when they're 
taking care of their lawns and 
will even mow neighbors lawns 
while they're away." 

As part of his presentation 
"The Economic Value of Land-
scapes" at the Lawn & Landscape Weed & 
Insect Management Summit held in Aug. 18 
to 20 in Chicago, 111., Grewal highlighted the 
psychological benefits that landscapes have 
on homeowners and the general public, but 
also brought out some of the more hidden 
benefits of landscapes that can drive interest 
in lawn care and landscaping services. 

Panvittder Grewal, associate professor, urban ecology, The Ohio State 
University, Columbus, Ohio, talks to Weed & Insect Management 
Summit attendees about "The Economic Value of Landscapes." 

INCREASED PROPERTY VALUE In 
terms of the economy, turfgrass has become 
a major component of American landscapes, 
Grewal notes, adding that the country has 
roughly 30 million acres of turf comprised of 
50 million lawns, 14,500 golf courses and 
countless parks, athletic fields, cemeteries, 
sod farms, etc. 

"In 2000, 26.4 million house-
holds spent $17.4 billion dollars 
on professional lawn care and 
landscape services," Grewal says. 
"Also, the top 100 lawn care com-
panies had a combined revenue 
of $5.05 billion dollars with 55,768 
full time employees. These are 
not small numbers and it shows 
how much this industry contrib-
utes to the economy and it also 
shows that there's a demand for 
these services and a tremendous 
amount of expansion possibility." 

For contractors working to 
increase their marketshare, this 
high level of demand is promis-
ing. Even more helpful is the fact 
that research has shown that pro-
fessional landscaping increases 
property values - an intriguing 
selling point for potential clients. 

"This is something we really 
need economists to look at more," 
Grewal explains. "Studies have 
shown that landscaping can raise 
the value of a home by 7.5 percent 
and can decrease its time on the 
market by five to six weeks. Also, 
The Wall Street Journal reported 
that, in many cases, landscaping 
costs are fully recovered in the sale 
of a home and sometimes are even 
doubled. Moreover, landscape 
values increase over time as the 
landscapes fill in and mature." 

Also, as a benefit to 
homeowners, landscaping can reduce air 
conditioning costs, Grewal notes. "The ur-
ban heat island effect shows that the air can 
be 2 to 10 degrees warmer in urban areas 
than in the surrounding suburbs. This in-
creases air conditioning costs and also re-
sults in problems like smog," he explains. 

(icontinued on page 32) 
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Market Trends 
(continued from page 30) 

"Turfgrass plants, as well as trees that pro-
vide visible shade can reduce this energy 
demand, which translates into the reduced 
production of climate-altering emissions 
such as bad ozone, in addition to air con-
ditioning costs. You're using less energy 
and giving off fewer emissions in terms of 
global warming." 

Grewal cited a study 
from the University of 
Texas showing that a green 
turfgrass lawn can reduce 
the temperature by 11 or 12 
degrees Celsius, compared 
to a brown lawn. Addition-
ally, he noted Ohio data 
indicating that a lawn's 
height of cut can influence 
the ambient temperature 
through évapotranspira-
tion. A lawn cut at 3.5 
inches, Grewal says, is 
cooler than a lawn cut at 
only 2 inches. 

COMMERCIAL PROP-
ERTY PROS. Beyond ben-
efits to homeowners, contractors who work 
with commercial properties also can tout the 
hidden value of landscaping to property man-
agers and business owners. 

"Landscaping improves worker produc-
tivity and attracts customers to business dis-
tricts," Grewal says. "There has been a study 
that indicated that well maintained land-
scapes in business areas can convey a "We 
care" message, lower per-
ceived job stress and im-
prove worker productiv-
ity. The same study indi-
cated that more custom-
ers will return to areas 
that are well landscaped, 
which can benefit area 
businesses." 

But shopping centers 
and business parks aren't 
the only commercial sites 
that can realize the benefits 
of green space. Contractors 
whose accounts include 
health care facilities can 
draw on data showing that 
landscaping enhances 

recreation and improves physical health. 
"Landscapes are therapeutic and the 

medical community has started using them 
to cure patients with long-term diseases," 
Grewal says, noting famed scientist E.O. 
Wilson's "biophilia hypothesis" that says 
humans are innately attracted to other liv-

ing organisms, which suggests that there 
should be a health benefit in landscapes. 
"Taking this theory, the medical commu-
nity has done research and confirmed that 
this is the case. In addition to the health 
benefits of engaging in landscaping, such 
as getting some exercise behind a mower or 
weeding a garden, this research shows that 
even just looking at well managed land-

scapes improves 
mental health." 

Grewal says hos-
pital research shows 
that patients with 
rooms overlooking 
vegetation required 
less pain medication 
and recovered faster 
than those without a 
view of nature. More-
over, he notes a study 
in Peoria, 111., by the 
Illinois School of 
Medicine in which 
participants were 
paid to not mow their 
lawns. The results 

were intriguing, to say the least. "For the Illi-
nois study, the doctors were trying to learn 
about the impact of lawn care on homeowners 
-how would people take it? How would neigh-
bors respond?" Grewal explains. "Many par-
ticipants actually quit the study as the unmowed 
lawns were having a psychological impact on 

them and, in many 
cases, the home-
owners' neighbors 
ended up mowing 
the lawns them-
selves or called the 
police to complain. 
The doctors con-
ducting the study 
found that the 
homeowners suf-
fered psychological 
abnormalities such 
as depression, sui-
cidal tendencies, 
child abuse, anor-
exia, bulimia, soci-
etal withdrawal, 
poor sexual func-
tion, increased ulcer 

formation, high blood pressure and increased 
susceptibility to cancer." 

With these severe physical and psycho-
logical impacts, to say that a well-mowed 
lawn is ingrained in our cultural may be an 
understatement. But landscape contractors 
don't have to go to extremes to educate 
their clients about the economic value of 
landscapes. In addition to increased prop-
erty values, lower energy bills and thera-
peutic properties, Grewal adds that land-
scapes have been found to reduce crimes 
by deterring graffiti, as well as by involv-
ing members of the community in land-
scaping projects and keeping teens and at-
risk youth out of trouble. 

"We know that landscaping can reduce 
soil erosion and help in areas like dust pre-
vention, noise abatement, glare reduction, 
air pollution control and nuisance animal 
control, but it is the hidden values of land-
scaping that can boost the industry," Grewal 
says. "There's money to be made here, and a 
lot of interest in landscaping and lawn care 
can be generated by sharing the benefits that 
aren't as obvious to homeowners and prop-
erty mangers." - Lauren Spiers 01 





TO ENSURE that your meeting 

date is published, send an announce-

ment at least 12 weeks in advance to 

Lawn & Landscape Calendar, 4012 

Bridge Ave., Cleveland, OH 44113. 

Calendar 
NOV. 10-11 Power Expo 2004, Harrisburg, Pa. Contact: 800/ 898-341 l o r www.plna.com 

NOV. 14-16 International Irrigation Conference & Show, Tampa, Fla. Contact: 703/536-7080 or www.irrigation.org 

NOV. 16-18 Turf and Grounds Exposition, Rochester, N.Y. Contact: 800/873-8873 or www.nysta.org 

NOV. 18 Ohio Landscapers Association Meeting, Broadview Hts., Ohio. Contact: 440/717-0002 or www.ohiolandscapers.org 

NOV. 3 0 - DEC. 2 California Landscape Contractors Association Leadership Summit, Newport Beach, Calif. Contact: 916/830-
2780 or www.clca.org 

DEC. 7 - 1 0 Ohio Turfgrass Conference & Trade Show, Columbus, Ohio. Contact: 888/683-3445 or www.ohioturfgrass.org 

DEC. 1 5 10th Annual Indiana Professional Lawn & Landscape Association Winter Workshop, Carmel, Ind. Contactai7/575-9010 

JAN. 9-11 WESTERN 2005 Convention & Trade Show, Kansas City, Mo. Contact: 816/233-1481 or www.wnla.com 

JAN. 1 1 - 1 3 CONGRESS 2005, Toronto, Ontario, Canada. Contact: 800/265-5656 or www.hort-trades.com 

The Service Solution is proven Software with: 
Integrated Customer and Prospect Database 
Visual Mapping of Customers and Prospects 
Barcode Scanning of Work Orders and Payments 
Automated Routing with Driving Directions 
Targeted Marketing to Streets and Neighborhoods 
Customized Proposals, Work Orders, and Invoices 
Comprehensive On-Screen Management Reports 
Drag-and-Drop Scheduling of Employees 
Payment Matching for Accounts Receivable 
Interface to Microsoft" Word, Excel, and MapPoint 

The 
Service 
Solution 

Software for the Green Industry 
since 1983 

from Practical Solutions, Inc. 
Call 614-436-9066 for more 
information or to schedule 

a Live Over-The-lnternet 
Demonstration 

Tree Care Industry Expo - Booth # 668 
Green Industry Expo - Booth # 2813 

www.TheServiceSolution.com 

Lawn Care Landscaping Tree Care Irrigation Pest Control Holiday Lighting 
VISIT US AT GIE , BOOTH # 2 8 1 3 

USE READER SERVICE # 2 3 

Enough said. 

syngenta 
• H B 

Know how to earn new laptops, equipment, or make a contribution to an industry 
association of your choice? Just enroll in the Syngenta GreenPartners" reward program 
and you'll receive awards points on every Syngenta purchase. Plus, you'll even get 
points for all previous 2004 purchases. 
Make purchasing more rewarding. Register online today at 

www.greenpartnersonline.com 

©2004 Syngenta. Syngenta Professional Products. Greensboro. NC 27419 
GreenPartners"' and the Syngenta logo are trademarks of a Syngenta Group Company. Green Partners 
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http://www.TheServiceSolution.com
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As a service that provides recurring revenue, lawn care is an 
attractive addition to any landscape business. Some people 
try to add the service themselves, but the savvy contractor will 

buy a lawn care franchise instead as a way to ease the service s learning 
curve and boost growth. 

Take Todd Reinhart of Reinhart Grounds Maintenance, 
Bloomington/Normal, 111., for example. For years, Reinhart subcon-
tracted lawn care because he didn't feel he had the expertise to enter 
the market. When he became dissatisfied with the job his competitors 
were doing, he thought about starting his own lawn care service. "We 
could see how the work needed to be done," he says, "but when it 
came to creating an operational plan and a business growth plan and 
checking our financials - these were our weak points," he says. 

As a result, Reinhart began looking into franchising and discovered 
the Weed Man organization. 

Corbin and Audrey Schlatter of Nature's Way Landscaping in 
Defiance, Ohio, also began looking into buying a lawn care franchise 
when they realized the way they were running their company was not 
going to be sustainable in the long term. Corbin explains, "I wanted to 
have a long-term relationship with somebody who could help me with 
the business side of my business vs. just the technical work." 

For the Schlatters, the appeal of join-
ing a franchise lay in the consistency 
and support a brand name offered. 

In addition to these benefits, long-
term planning is another perk of own-
ing a franchise. For instance, a fran-
chise offered Sam Morgan, Southern 
Quest Corp/Dream Green, Wilming-
ton/Lake Norman, N.C., the oppor-
tunity to get into something endur-
ing that would allow his family to 
maintain their lifestyle. A franchise 
was also something that would help 
him build equity and finance his re-
tirement. "If you have a Weed Man 

business doing $ 1.6 million, you can sell it for $ 1.6 million - the going 
rates are dollar-for-dollar when you have a good, profitable, successful 
company like Weed Man." 

Not only do contractors gain retirement advantages when they buy 
a franchise, but they also obtain instant service-improving benefits, 
adds Reinhart. "I've talked to people about franchising who say, Why 
would I pay somebody else to come in and tell me what to do?'" he 
says. "But it's not that way at all. You're basically paying for a huge 
jumpstart. You pay for 30 or 40 years of operational experience. And 
that's worth every penny." WM 

The partners in Reinhart Grounds Maintenance researched 
other lawn care franchises before they bought a Weed Man 
franchise. "The other franchises we looked at were all about 

dollars and cents," says Josh Fromme. "Weed Man was looking at 
growing a company and doing it the right way with a focus on 
customer service." 

Fromme also watched industry trends and noticed the best of the 
best were starting Weed Man franchises. He says, "We realized that 
with this kind of talent behind us, our company is going to do nothing 
but grow." 

LAWN CARE - THE SMART CHOICE. Purchasing a Weed 
Man lawn care franchise provides contractors with a service that 
secures recurring revenue - a luxury many contractors, particularly 
design/build contractors who rely only on checks that come in after 
a three- to six-month or longer job is complete, want for their 
businesses. "Lawn care is a different ballgame," explains Sam Morgan 
of Southern Quest Corp./Dream Green, Wilmington/Lake Norman, 
N.C. "You're not just a gardener with a Weed Man franchise - you get 
to become your clients' power company, like the exterminator, that 
eliminates their weeds. They need a Weed Man technician to service 
their lawn every six to eight weeks to make it green and lush - it's not 
something you can do just one time and then stop. It's repeat 
business." 

A little client education 
goes a long way in terms of 
building these repeat-busi-
ness relationships, Morgan 
adds. "Once you build the 
relationships with your cus-
tomers, and you maintain 
quality service, you will 
retain them year after year, 
giving you the opportunity 
to build and grow." 

THE TRAINING TO DO THE JOB RIGHT. The Weed Man 
system offers a mix of training, budgeting, computer systems and 
marketing. "When you get done with the initial training, you've 
basically earned your MBA," says Todd Reinhart of Reinhart Grounds 
Maintenance, Bloomington/Normal, 111. "Weed Man has financial tools, 
management tools, operational tools - they've got them all." 

New Weed Man franchise owners go through an intensive two-
week training session in Canada where they also set up their budgets. 

"The systems they provide you with can be used on your landscape 
maintenance or design/build side of the business as well," says Corbin 
Schlatter of Nature's Way Landscaping, Defiance, Ohio. "Not only are 
you going to get added benefits from a new service and a profitable 
service, you're going to be able to increase the growth in the other 
areas of your business." 

The Weed Man system includes a computer program that allows 
franchisees to make sure their businesses are on track through bud-



Creating Cpportunities f o r Crowth 

Corbin & Audrey Schlatter 

(continued from front) 
gets, tracking and scheduling - all 
right at their fingertips. 

When it comes to marketing, 
Fromme says he has gained a lot of 
customers just by driving down 
the street in his green and yellow 
Weed Man trucks. "If I'm driving 
on the highway, I can see the 
other trucks from a mile away, 

and don't think that the homeowners don't see that either," he says. 
"They know exactly who we are, even if they're not customers yet." 

A SUPPORTIVE NETWORK. Weed Man franchise owners 
often speak about their fellow franchise owners and sub-franchisors 
using their first names. This is how closely franchise owners work with 
their sub-franchisors and fellow franchisees. Weed Man franchisees sit 
down with their sub-franchisors twice a year to take an in-depth look 
at their budgets, but many speak with them on a weekly or daily basis. 

The networking opportunities that joining a Weed Man franchise 
present also give new franchise owners a sounding board to bounce ideas 
and business challenges off of and gain solutions and suggestions from 
experienced industry experts. "I use my fellow franchise owners as my 
network of contacts to learn their best practices for my Weed Man 
franchise and for my grounds maintenance business too," Reinhart says. 

For Reinhart, Weed Man's business systems attracted Reinhart 

Grounds Maintenance to the franchise. "You 
have all the numbers in front of you that show 
what can and should happen in your first two 
or three years," he says. "Now, I look back 
and think where I would be in five years by 
myself and where I can be in five years with 
the Weed Man system, and I realize that we 
made the right decision to purchase a fran-
chise. It was really a no-brainer." 

Having a Weed Man franchise proved so 
profitable for Sam Morgan that last year he sold 
his landscape company in order to open a 
second Weed Man franchise in Charlotte, N.C. 

Sam Morgan 

PROMISES KEPT. One of Weed Man's main slogans is "Prom-
ises Kept," and many franchise owners find that embracing this 
concept helps them attract new clients and get employees excited 
about the business. "I really love it and believe the homeowner does 
too," Fromme says. "When we tell clients something, we come 
through for them and they're very attracted to that. That is why I 
believe we have really good customer retention and that's why I 
believe we're expanding the way we are." 

According to Audrey Schlatter of Nature's Way Landscaping, 
Defiance, Ohio, Weed Man keeps its promises to franchise owners as 
well. "Weed Man's really been good to us and good for us," she says. 
"It's been everything they said it was going to be." WM 

Is Weed Man right for you? 
Ask yourself these questions to determine whether 
it's a good fit for you and your business. 

1. Are you interested in greater margins? 
2. Do you want more market share? 
3. Is your lawn fert i l izat ion business g row ing at a sufficient rate? 
4. Is your organ izat ion as productive as it could and should be? 
5 . Are you feel ing pressures from nat ional and regional competitors? 
6 . Is your business creat ing weal th or just pay ing you a salary? 
7. Are you t ired of g iv ing money to subcontractors that you could be 

putting in your pocket? 
8. Have you a lways wanted to offer fert i l izat ion and weed control but felt 

it was too hard to start from scratch? 
9 . Are you interested in having the benefit of nat ional buying power? 

These are the questions that many of your industry peers across the 
country asked themselves and it is the answers to these questions that have 
led them to become W e e d M a n dealers. W e e d M a n continues to be the 
fastest g row ing franchised lawn care system in Nor th Amer ica. 

The first step is to schedule an init ial consultation. This process helps you 
to determine whether or not W e e d M a n is right for you and your 
organizat ion. Ava i lab le markets are rap id ly d isappear ing so don ' t let the 
opportuni ty pass you by without first determining if this system can help you 
reach your professional goals. 

To schedule an init ial consultation to see if W e e d M a n is right for you, 
contact your local W e e d M a n sub-franchisor (right) at 8 8 8 / 3 2 1 - 9 3 3 3 or 
visit www.weed-man.com. 

Ken Heltemes 
North Caro l ina, Georg ia 

Phil Fogarty & Bob Ottley 
Oh io , Western Pennsylvania, 
Western N e w York 

Terry Kurth 
Northern Illinois, Wiscons in , 
Minnesota, Nor th Dakota, 
South Dakota 

Tom Mauer 
N e w Hampshire, Ma ine , 
Massachusetts, Rhode Island, 
Connecticut, Vermont 

Steve & Chuck Russell 
Mich igan , Indiana, Kentucky, 
Tennessee, Southern Illinois 

Jeff Kollenkark 
Nevada , Cal i forn ia 

John Sanders 
N e w Jersey, Eastern Pennsylva-
nia, Eastern N e w York 

Jon Cundiff & Joe Munie 
Texas, Arkansas, Ok lahoma 

Jon & Vicky Cundiff 
Nebraska, Iowa, Kansas, 
Missouri 

Bruce Sheppard 
Mary land , Delaware, District 
of Columbia, South Caro l ina, 
V i rg in ia , West Vi rg in ia 

David Pitchford 
Alabama, Mississippi, 
Louisiana, Northern Florida 

Jerry Merrill 
Washington , Oregon , Idaho, 
Utah, Montana , W y o m i n g 

Turf Holdings, Inc. 
N e w Mex ico , Ar izona, 
Co lo rado, Southern Florida 

Opportunities in remaining states 
are available through Turf 
Holdings, Inc. Call 888/321-9333 
for more information. 

http://www.weed-man.com


For almost 25 years, the Walker Mower has stood apait from the competition 
as a unique option for productive, high quality mowing. So, what makes the 
Walker different? This 3-part ad series takes a detailed look at the finer 
points of the one-of-a-kind Walker Mower. 

I—1 1st in a Series of 3 

dHOZ 

Compact Overall Size 
From the beginning, the Walker was designed to 
be compact in width, length and height-this 
contributes to getting the job done fast by 
allowing the mower to get into tight spaces, 
efficiently do the work and make a quick exit 
with no lost motion. Compact height also 
provides a low center of gravity resulting in 
stable operation, even on slopes. The beauty 
of Walker's compact design is that the same 
tractor using a 36" deck in tight spaces can also 
be fitted with a 74" deck to reach up and mow 
larger areas-a definitive, rare breed in zero-
turn mowing. 

Sound Engineering 
Simply put , the Walker Mower was designed 
to do a job and not just f i l l a market . No 
product studies were used and teams of 
engineers were not part of the incept ion.The 
innovative, t ime- tested design of the Walker 
is the result of years of improvement by 
listening to customers and implement ing 
various industry advancements. Key to this 
elegant design has been discipline and 
staying true to the original i d e a - t h e current 
Walker chassis is wi thin inches of the original 
overal l size, even wi th larger, more advanced 
engines. Simple, practical construction of 
the Walker has made it a distinguished 
original. 

| | Unique Steering 
Q Grass Handling System 
[ | High Quality Mowing/ 

Outfront Design 

WALKER MANUFACTURING COMPANY 
5925 IE. HARMONY ROAD • FORT COLLINS, CO 80528 • (970) 221-5614 • www.walkemiowers.com 

VISIT US AT GIE, BOOTH # 3 2 2 0 USE READER SERVICE # 2 4 

http://www.walkemiowers.com
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T h e M o n e y 

Remember in Jerry McGuire when a sports agent played by Tom Cruise has a 
moral epiphany that he outlines in a report to his boss and coworkers and then 
is immediately fired for expressing it? 

A similar thing happened to Jeff Telgenhoff when seven months after 
selling his company - Pacific Landscape, Snohomish, Wash. - and going to 
work for the buyer, he was let go after responding honestly in writing to his 
boss' request: "Give me your opinion on my company and how it's doing." 

To make matters worse, Telgenhoff says he lost out on one year and three 
months payout on the sale of his business, per the contract agreement. 

Today, Telgenhoff is back in the landscape business and talks about the 
lessons he learned from this experience and shares tips on how other entrepre-
neurs considering selling their businesses can avoid a similar fate. 

Q. In what state of mind were you in when you sold your 
business? I had run my business for 15 years and we were at $900,000 in 
revenue by February 2002 when I sold it. I'm a field guy - 1 always have been. It 
was hard for me to get out of the field and into the office. And at that stage of my 
business, I needed to get out of the field to move the company to the next level. 

So, the day I got the solicitation to buy my business via fax from this 
company, I think it really just hit me on the wrong day. I was frustrated with 
how things were going in my business and in my life, so I checked "Yes" and 
faxed back the form. Then I met with the buyer and he threw out some 
attractive business opportunities that I wanted to explore. Four months later, 
I was signing the final agreement. 

Q. How did the deal work? The 
contract said the buyer would give me 
$50,000 or $60,000 up front and then he would 
make payments to me for the next two years 
for my business as long as I remained em-
ployed at his company. The payments were 
based on the buyer continually retaining a 
certain percentage of my former clients. 

jtlL i . • * 
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I was careful when reading all of the 
paperwork - 1 had two lawyers look it over. 
They said the agreement was in order as 
long as I bought into what it said. 

There were only two things I didn't think 
about. First, the fact that in my new position 
at this company, I would have no control 
over the retention of my former clients, and 

that would affect the amount of money I got 
for my business. Second, I never thought I 
would get fired, and never realized that if I 
got fired, I wouldn't get paid fully for the 
business that I had sold. 

Q. What happened next? The owner 
gave me the title of senior manager and I was 

slated to run the new branch he was open-
ing. I had been at the main office for about 
seven months and some of my former clients 
were telling me they didn't like how their 
customer service had changed since I sold 
and became a part of this new business. This 
really started to bother me since I had built 
these client relationships. 

Then the owner of the business asked me 
to give him my opinion on his company and 
thoughts I had for improvement since I was 
about to take over the new branch office. I was 
so excited that I wrote out a letter in one hour, 
detailing how I thought we needed to spend 
more time with clients and how he needed to 
structure the branch offices so the managers 
could run them as separate businesses. 

One week later, I was fired - just two weeks 
before the opening of the new branch. Not only 
did I lose my job, but I lost one year and three 
months of payments on my business' sale. 

I can honestly say I went there with the 
intention of making the company better. So 
when he asked my opinion, I gave it to him. 
I wasn't going to lie. I've never been fired 
from a job in my life. I assumed I'd be em-
ployed there forever. 

Q. What did you do after you were 
let go? I took two weeks off just to recover, 
and then I decided that I better pick myself 
up and keep going. It gave me a lot of moti-
vation - 1 told myself, "This experience isn't 
going to keep me down." 

I had some time to recuperate since I 
signed a one-year noncompete agreement 
with the buyer. Despite the fact that I had 
lost all of my equipment and clients, in addi-
tion to all of that money that I should have 
received for the sale of my business, I de-
cided in February 2003 that I was going to 
start back up again. 

Luckily, the buyer only bought my clients 
and not my company name, so that helped. And 

(continued on page 40) 
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Lessons Learn 
(continued from page 37) 

I had developed really good banking relation-
ships running my previous business so even 
though I had no money and horrible financials, 
the banks were kind to me. They believed in 
what I could do and took a chance on me. 

To start up a company is more money 
than you think - I'm probably in debt about 
$350,000 right now compared to my past 
business when I had zero debt, but with 
such low interest rates, I decided to bite the 
bullet. I'm keeping my cash flow up and 
making payments and building equity. Even 
looking at the money I owe, I'm still way 
ahead of the game compared to my former 
business. By December 2003,1 had $258,000 
in revenue and we'll break $1.2 million this 
year. I have 15 employees and some of my 
current clients are from my former com-
pany, but 75 percent are new business. 

Q . W h a t d id y o u l e a r n f rom this 
e x p e r i e n c e ? Honestly, I'm better for go-
ing through it. It's difficult to go from hav-
ing everything paid off and establishing good 
cash flow to starting from scratch again, but 
I'm a much better manager now than I was. I'm 
trusting my employees more and letting them 
take over different areas of the business in-
stead of trying to do everything myself. Not 
only does this save me from burning out like 
I did when I sold my business, it also gives 
my employees more growth opportunities. 

Q . Do y o u r e g r e t se l l ing your busi-
ness or wr i t ing that l e t t e r ? No. The 
only think I wish is that the owner of that 
company would have been more forthright 
with me. He asked me to come be a part of 
his company so I could grow in a different 
direction than I did before. And he told me 
exactly what I wanted to hear at that time -
that I needed a bit of a change, a new expe-
rience. I never expected his reaction to my 
letter. If he felt we had different business 
philosophies, I wish he would have ex-
pressed that to me vs. just letting me go. 

But I realized after going through this 
that I'm not one of those guys who can be a 
puppet. If he would have given me more 
leeway in my job, maybe it would have been 
different. But I'm an entrepreneur through 
and through. It's hard for any entrepreneur 
to sell and work for another landscaper un-
less he wants to dial down his responsibili-
ties and live by someone else's principles. 

Q. W h a t would you change , it any-
thing, about your e x p e r i e n c e ? I would 
have agreed to money up front and just got out 
of the industry. But I was just 38, so it was hard 
for me to think of retirement at that time. 

If I would have known how it would 
have turned out, I wouldn't have done it, but 
in retrospect it helped my company be better 
than we were before. 

Q . W o u l d y o u se l l your bus iness 
a g a i n ? I don't think so. I left my employ-
ees in the lurch, to be honest, and I think that 
was selfish of me as an owner. Every owner 
is a little selfish. The business is your life 
when you're the owner - it's a lot different 
than working for someone else. 

I've been in the landscape industry for 
nearly 20 years and have seen an increasing 
number of small companies being purchased 
by larger ones. Even though I'm not against 
this type of transaction, people need to real-
ize that, in many cases, false expectations are 
conveyed from the purchasing company to 
the principals of the selling company. 

You don't have to think negatively, but 
seriously ask yourself, "What happens if I'm 
not here in one year or two years - what then?" 

Q . In your op in ion , w h a t a r e some 
potent ia l p iHa l l s of se l l ing a bus i -
ness that contractors shou ld w a t c h 
out f o r ? How can they a v o i d f a l s e 
e x p e c t a t i o n s a n d promises f rom a 
b u y e r ? If someone approaches you about 
buying your business, first take two weeks 
to really think about it. Don't make a quick, 
rash decision. Go away for two weeks and 
consider all of the possibilities. Take what 
the buyer is telling you with a grain of salt. 
Question everything. 

If you proceed forward, get your money up 
front and do not assume that you'll be em-
ployed there after the deal is made. If you don't 
get all of your money up front and you agree to 
be paid over the course of a few years while you 
work for the new company, make sure the 
contract says that you have to quit in order to 
not get paid the rest of the money. I realize now 
that by signing that contract the way it was, I left 
him in control of me and the sale of my business. 

All in all, try to trust people as much as 
you can, but remember that business is 
money, and sometimes you can't trust the 
money. - Nicole Wistiiewski ID 

TIFSP RT 
Licensed Growers 

Woerner Turf 
Anniston AL 
800 541-6483 
Coosa Valley Turf Farms, Inc. 
Centre AL 
800 544-7976 
'Quail Valley Farm, Inc. 
Little Rock AR 
800 666-0007 
Turfarass America 
Parker AZ - 800 445-2602 
Camilla GA - 800 336-1371 
Rome GA - 800 498-2887 
Milburn OK - 888 639-4727 
Bay City TX -800 445-2602 
Granbury TX - 800 388-6112 
Poteet TX - 800 445-2602 
Taft TN - 800 627-8816 
West Coast Turf 
Palm Desert CA 
800 447-1840 
'South Florida Grassing, Inc. 
Hobe Sound FL 
772 546-4191 
Diamond Turf, LLC 
Cordele GA 
229 273-1474 
Millhaven Plantation 
Sylvania GA 
800 421-8043 
North Georgia Turf, Inc. 
Whitesburg GA 
800 273-8608 
•Pike Creek Turf, Inc. 
Adel GA 
800 232-7453 
Sod Atlanta 
Cartersville GA 
888 382-8873 
Super Sod 
Fort Valley GA - 800 535-1320 
Orangeburg SC - 800 255-0928 
Tifton Turf Farms 
Tifton GA 
229 386-8061 
Oak wood Sad Farm, Inc. 
Delmar MD 
800 379-8488 
Sandhill Turf, Inc. 
Candor NC 
800 688-3950 
Oakland Plantation Turf Farm, Inc. 
Council NC 
800 542-5795 
United Turf, Inc. 
Powells Point NC 
800 421-7649 
Riverview Sod Ranch 
Leonard OK 
918 366-4141 
McFall Sod & Seed Co. 
Columbia TN 
931 381-3667 
'Coastal Turf 
Bay CitvTX 
800 367-8873 
Southwest Turfgrass Farm 
Kaufman TX 
972 962-3262 
International Sales 
Twin View Turf 
Wamuran, Australia 
61 0 7 5497-4569 
Mihar Agriculture EST 
Riyadh, Saudi Arabia 
Phone: 966 1 465-5548 
STN GrassEuropa 
Malaga, Spain 
34 952 42-0640 

'Licensed to Sell Internationally 



12 Reasons Why Ifslhe New Bermudagrass 
Standard For Lawns & Landscaping 

If you're involved with the installation or day-to-day care and maintenance of home lawns, 
office parks, commercial landscaping or sports fields, you'll really appreciate how certified 

TifSport compares to Titway and the other older bermudagrass varieties in use today. 
TifSport makes a dense, luxurious dark green turf. Be sure to ask for it by name. 

Closer Mowing 
Heights 

Research conducted in Tifton GA shows 
that TifSport can tolerate closer mowing 
heights than Tifway and Midiron. With 
TifSport, mowing fanatics can mow away 
to their heart's content. 

Upright Leaf Blade 
Orientation 

TifSport's leaf blade stiffness is being touted 
by many golf course professionals. With 
TifSport your customers can get out their 
wedges for a little chipping practice right in 
their ow|i front yard. 

Turf 
TifSport has a greater density 
than Tifway - about a 
1 point difference on a 10 
point scale. And it's about 3 
points better than common 
bermudagrass. 

Good Lateral 
Growth 

TifSport is more aggressive 
than genetically pure Tifway, 
especially during the cool 
weather months. This may 
account for TifSport's rapid 
grow-in and repair time. 

Superior Sod 
Strength 

TifSport's superior sod 
strength means quicker 
installation with less waste, 
and that's got to be good 
for your bottom line. 

Excellent Traffic 
Tolerance 

TifSport's turf density, sod 
strength and good lateral 
growth rate give it a high 
ranking for traffic tolerance.. 
Your customers will be able 
to schedule their lawn parties,-
weddings and bar m i t z v a h ^ 
with no worries at all. 

Impressive Leaf 
Texture 

TifSport has a similar leaf texture to 
Tifway, and a finer leaf texture than 
most other grasses. TifSport will give 
kids excellent footing for their week-
end pickup games. 

Dark Green 
Color 

Pastel green is passé. 
TifSport's dark emerald 
green color will make 
your clients the envy of 
the neighborhood. 

Drought Tough 
All grass has to have water, 
but TifSport can help you 
make it through those 
summer water restrictions. 
It stays healthier and recovers 
faster from drought than most 
other bermudas. 

Cold Tolerant 
TifSport has expanded the 
northern limit for warm 
season bermudagrasses. 
It has survived multiple 
winters as far north as 
Stillwater OK & Lexington KY. 

Pest Resistant 
Research has shown that 
mole ceickets just plain don't 
like TifSport. That's just one 
more reason why you 
should. 

Vigorous 
Roof System 

Tfiislnside view of a typical TifSport plug 
shows TifSport's impressive root system, 
stolons and rhizomes. 

To Order Your Certified ilfSpgrt Bermudagrass Sod or Sprigs, 
Contact One of Our Licensed TifSport Growers. 

Or for More Information Go to: www.tifsport.com 

http://www.tifsport.com


Business Opportunities 

SPRAY GREEN 
MM 

Photo: Finn Corp. 

What is the method of lawn establishment 
contractors say prepares like a cake mix, 
applies like watering your lawn and looks 
like a St. Patrick's Day prank gone awry? 

The answer is hydroseeding. 
Hydroseeding is a method of establish-

ing a lawn where seeds, fertilizer, tackifier, 
tracer dye and mulch - comprised of either 
wood or paper - are mixed in a giant tank. 
This mix, or slurry, is then sprayed out on a 
prepared bed. The mix helps keep seeds 
moist and protects them from the elements, 
allowing them to germinate faster. By the 
time the water-soluble dyes begin to fade, 
the client is already seeing green. 

Landscape contractors are finding 
hydroseeding to be a cost- and labor-effec-
tive, not to mention fast, way to grow a lawn, 
both for them and for customers. Originally 
used for industrial applications, hydroseed-
ing gained popularity for residential appli-
cations in the 1980s and has grown 10 to 15 
percent each year since then, according to 
Ray Badger, President, Turbo Technologies, 
Beaver Falls, Pa. Contractors say hydroseed-
ing's growth has been fueled by Environ-
mental Protection Agency erosion control 
laws and because of the growing demand for 
the service. 

"Everybody's so environmentally-con-
scious about ground pollution, stream pol-
lution and water pollution that hydroseeding 
has stepped forward and met these chal-
lenges," says Peter Lyford, owner, Peter A. 
Lyford dba Scott's LawnService, Bangor, 
Maine. "Today, you can buy a poly tank for 
hydroseeding, and it's much more afford-
able for most landscape companies to actu-
ally own one of these machines." 

In addition to residential lawn seeding, 
hydroseeding is a versatile technology that 
can also be used for overseeding. 

"You have a lot of variety in what you can 
hydroseed, so you could do basically any 

(continued on page 44) 
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The Pre-Emergence Ä 
Ornamental Opportunity 
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crabgrass prevention for turf, 
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From a business perspective, pre-emergence control of 
weeds in established ornamental beds can be included as 
a part of your basic lawn service contracts, or sold as a 
stand-alone service. Regardless of which approach you 
take, pre-emergence weed control for ornamentals is a 
valuable service that can help build your business in three 
important ways: 

First, you can bundle 
a pre-emergence ornamen-
tal service as a part of your ^ ^ H ^ A j f l ^ ^ ^ ^ J 
existing clients'contracts ! • • • • H I U d u l 
with the goal of increasing H m | j | g p g | < 
client satisfaction, gaining 
higher customer retention 
rates, and increasing the * ^ 
number of referrals your company receives. While some 
extra time and cost will be required, the investment may 
be minor if the ornamental areas are not large and if they 
are treated at the same time as the customer's turf 

• 

receives a pre-emergence application. 
A second strategy is to use pre-emergence treat-

ments as leverage to help you get more signed contracts. 
Including pre-emergence landscaped area applications in 
your client proposals helps you stand out from the 
competition. You can do this as a special limited time 
offer, or make it a standard element in sales proposals. 

The third option is to offer pre-emergence applica-
tions as a stand-alone service. This option allows you to 
up-sell your existing clients and target new ones with a 
service that not all competitors offer. 

Whether you decide to use one or all three of these 
sales strategies, the important point is that pre-emer-
gence weed control around ornamental beds and trees is 
a valuable client service. Companies that ignore ornamen-
tal areas miss out on a natural business opportunity. They 
also leave their customers with a so-so landscape 
because the beauty of a great looking lawn is detracted 
from if the ornamental areas are weed infested. Worse, 
clients may end up trying to do their own ornamental 

... the active ingredient inhibits weed 
while not affecting established ornami 

lll'l'illi j control s impy becau 
able as a professional 

\m 
weed control simply because they didn't know it was 
available as a prpfessional service. 

0 

Season-long control 
Two proven products from BASF allow lawn care compa-
nies to confidently offer full-season pre-emergence weed 
control in ornamental beds. Both products use the proven 
active ingredient pendimethalin. 

Pendulum^ 2G granular herbicide is formulated with 
2% pendimethalin. Pendulum^ Aqua Cap™ pre-emer-
gence herbicide is a microencapsulated formulation that 
uses no solvents with 3.8 Ib./gallon pendimethanlin 
suspended in an aqueous carrier for spray applications. 
The active ingredient offers proven control of trouble: 
some crabgrass, goosegrass, oxalis, henbit, spurge and 
40 other broadleaf and grassy weeds. Additionally, both 
products offer greater control of winter annual and 
biennial weeds when applied as part of a fall program. 

Both products are labeled for weed control in 
turfgrasses, ornamentals, landscape and grounds 
maintenance areas, and other non-crop areas. Both can 
offer season-long control with a single application, 
although in some southern areas sequential applications 

BASF, 26 Davis Drive, Research Triangle Park, NC 27709. 
Call (800) 545-9525 or visit www.turffacts.com. 

http://www.turffacts.com


development 
sntals. 

may be necessary for year-round control. 
Pendulum- Aqua Cap™ and Pendulum® 2G are 

DNA herbicides, so once applied the active ingredient 
' m T " v 

remains in the top V2 inch to 1 inch of the soil (the thin 
zone where most weed seeds germinate). Once in place 
the active ingredient inhibits weed development while 
not affecting established ornamentals or transplants 
that have root systems deeper than the top 1 inch of 
soil. 

The active ingredient assures weed control without 
having to worry about possible off-target damage to 
plants and Pendulum® will not cause damage when 
applied over the top of plants in landscaped areas, unlike 
post-emergence herbicides. Used according to label 
directions, Pendulum® 2G or Pendulum® Aqua Cap™ are 
safe for ornamental beds when application is made at the 
plant base or over the top. Pendulum® is labeled for over-
the-top application of more than 335 species of ornamen-
tals, including many woody ornamentals, perennials, V 
wildflowers, ground covers and established bedding 
plants. s 

Best of all, pre-emergence treatments of ornamental 
beds are very cost-effective when priced over 120 to 160 

days of control. Few products give the length of control to 
price ratio that Pendulum® 2G or Pendulum® Aqua Cap™ 
provide. Additionally, the granular formulation offers the 
convenience of no mixing and less equipment loading and 
clean up. A Pendulum® 2G application is as easy as using 
a handheld or chest spreader. 

Gaining excellent results 
Two Pendulum® formulations offer lawn care profession-
als important application flexibility. If ornamental areas 
are to be treated at the same time as the lawn, then 
Pendulum® Aqua Cap™ allows both areas to be treated at 
the same time. The only caution is that if a tank mix is 
used all of the products must be labeled for ornamental 
areas and safe for ornamental plants. 

Once applied, Pendulum® incorporates with as little 
as V4 inch of rainfall and remains for two to four months. 
Efficacy with either formulation is the same. If desired, 
higher rates may be used in ornamental beds to extend 
the product's residual activity. 

For recommendations on application timing and 
other use directions please refer to the product label 
(www.turffacts.com). 

http://www.turffacts.com


G R E A T N E W B E N E F I T S , N I C E N E A T L I T T L E P A C K A G E 

J U S T W H A T Y O U ' V E B E E N A S K I N G F O R . 

Pendulum preemergent herbicide has always offered dient using a process patented by BASF. The result 
you unbeatable weed control and unmatched value. But in is a nice, neat little package of new benefits, including: 
response to customer demand, we've made it even better. • Water-based formulation 
BASF Professional Turf is proud to introduce new Pendulum* • Virtually no odor 
Aqua C a p . • Reduced staining potential 

• Increased ease and flexibility of 
Pendulum AquaCap encapsulates a new water-based for- handling, mixing, and clean up 

mulation of the industry's leading preemergent active ingre- • Improved storage stability 

To learn more about how you can unwrap the potential of new Pendulum A q u a C a p , visit www.turffacts.com. 
Pendulum A q u a C a p is currently labeled for commercial a n d residential lawncare a n d golf course use. 

BASF 
PROFFSSSONAL 

W E D O N ' T M A K E T H E T U R F . W E M A K E IT B E T T E R . 

BASF 

http://www.turffacts.com
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• Breaking 
Industry News 

• Conversations 
with Peers 

• Online Virtual 
Tradeshows 

• This and much 
more is available 
to you! 

All subscr ibers to Lawn & Landscape magazine have 

exclusive access to our industry-leading website. However, some 

of our subscribers have indicated that our login procedures were 

too complicated, so we have changed them to suit your needs, 

Please follow the instructions below to access the website: 

1 Visit the LAWN & LANDSCAPE login set up at 
www.lawnandlandscape.com/rsdefauit.asp 

2 Enter your name ID XXXXX (located above your name on the mailing 
label) and 5 digit zip code XXXXX (as it appears on the mailing label) 

3 Click on "CONFIRM SUBSCRIPTION" 

4 The system will ask you to confirm your information. At this 
point you may enter an email address but an email address is 
NOT required. Click "CONTINUE" and you will receive your unique 
username and password. 

Iawnandlandscape.com 

http://www.lawnandlandscape.com/rsdefauit.asp


type of grass; you could even do wildflow-
ers, crown vetch or other erosion control 
materials/' says Badger. 

"The economics of hydroseeding are ac-
tually quite good and it gives landscape 
contractors another service to offer," adds 
Marc Bowers, vice-president of marketing, 
Finn Corp., Cincinnati, Ohio. 

SODDING AND SEEDING. "The ad 
vantage of hydroseeding over sodding and / 
or seeding in general is that through 
hydroseeding you can minimize weeds, you 
can improve the quality of the health of the 
plant and you can put back into the soil 
what you need to optimize the growing 
environment," explains Bowers. "If you core 

sample hydroseeding done correctly vs. ôd 
after it has been on the ground for a month or 
two, you'll see the root structure is much, 
much deeper." 

Contractors say that hydroseeding using 
paper or wood mulch eliminates the problem 
of weed seed contamination from the hay. 
" Birds tend to eat the seed less, it's a lot neater 
application and you can do hillsides, which 
are tough to do with other seeding methods," 
Badger says. 

In addition to its aesthetic value, hydro-
seeding costs considerably less than tradi-
tional sodding, contractors say. "We can 
go out there and let's say it costs me two-
thirds of what I'm charging - right around 
$300 on a minimum tank," says Mike 
Phelps, owner and operator, Sprout's Seed-
ing Service/Hydrotech Erosion Systems, 
Baton Rouge, La. "I go out there, mixing it 
takes about 45 minutes, spraying it takes 
about 15 to 20, so in a little over an hour I've 
made my a hundred and something dol-
lars. It's a third of the cost of sod, and you 
can get just as good of results as sod, it not 
better, depending on what you spray." 

"Comparing hydroseeding to sod, one of 
the biggest advantages is cost," adds Badger. 
"You'll get probably 75 percent savings or 
more. With sod, you're bringing in grass that 
was grown in one of type soil and it might be 
placed on a different type of soil and there's 
a problem with it not taking. So you're elimi-
nating that problem. I heard one guy say that 
hydroseeding is just like sodding except 
you're eliminating the middleman." 

MIXING IT UP. When it comes to adding 
hydroseeding to the services contractors of-
fer, the machines from which the ingredients 
are mixed and sprayed are the largest invest-
ment. There are two types of machines: jet 
agitation, which uses jets to circulate and mix 
the ingredients in a plastic tank, and me-
chanical agitation, which uses paddles to mix 
the ingredients. 

"There are good sides to both," explains 
Phelps. "It would be unfair to say agitation's 
better or mechanical is better. Now, mechani-
cal has a wider range of applications and I 
can say that because there's two types of 
mulch that would be more adaptable to that." 

Bowers says that jet agitation machines 

(continued on page 46) 

SEEDING! 
BELIEVING 

The revolutionary and patented seeding system on 
the Express Blower• is unlike anything you have ever 
experienced. Seed a lawn, a slope, a berm, a rooftop 
terrace, or even a riverbank - all in one easy, calibrated 
process. Call us today and ask how an Express Blower 
truck can increase the profitability of your business. 
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www. expressblo wer. com 
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m 
have a lower threshold when it comes to 
mixing heavier mulches, such as wood. 

"You're probably going to be using a 
paper fiber, which is a lower-quality fiber," 
Bowers explains. "You're probably going to 
be pre-grinding it because the jet agitation 
won't be able to break it up. And you're not 
going to be able to put as many pounds of it 
in per application, whereas in a mechani-
cally-agitated hydroseeder, it's like taking a 
strawberry and dropping it into a blender. 
All you do is take the plastic off of the mulch 
and you drop the mulch in whole. Your 
options are automatically expanded by hav-
ing a mechanical agitation machine because 
you can do any quality level that's available 
to be provided in the marketplace. Whereas 
with a jet-agitation machine, realistically 
you're going to have limitations that are 
built in there." 

Hydroseeder manufacturers say that a 
landscape contractor can get into hydro-
seeding with an entry-level machine rang-

ing from $4,000 for a jet-agitation ma-
chine on up to about $10,000 for a me-
chanical agitation machine. 

Contractors and manufacturers say the 
time it takes to recuperate these costs de-
pends on how often the machine is being 
used. When Lyford bought his first machine 
for $15,000 used, it took him a single day to 
make back the money. 

"We had two large homes being built on 
a big hillside overlooking the countryside 
and this contractor paid us something like 
$23,000 to $24,000 to seed the two," Lyford 
explains. "Since then the machinery costs 
have gone up, so we just work away at 
getting a 20- to 40-percent return on our 
investment." 

INGREDIENTS FOR SUCCESS. There 
are several kinds of mulches one can use in 
hydroseeding. 

"Fiber mulch is a regional supply," 
explains Person. "There's either going to 

be paper fiber, which is either recycled 
newspaper or cardboard. There's wood fi-
ber, which is ground-up wood chips or 
there's blended fibers, which are part pa-
per and part wood. You've got three choices 
and they're all regionally available." 

Hydroseeding also requires a tackifier, 
which helps hold the mulch to the land-
scape in case of rain, Badger says. "There's 
basically two types of tackifiers, one's wa-
ter-based and the other's poly-acrylimide-
based," he explains. "They work like a glue, 
they also lubricate the system and make it 
mix better. There's a product called a poly-
mer gel that will help hold moisture, it will 
cut the water requirements 50 percent, so if 
you have a situation where the lawn can't 
be watered as much as it should be, that 
can help solve the problem." 

The thickness of the hydroseeding 
spray needed for an area depends on the 
climate, say many landscape contractors. 
A thicker application may be necessary in 

Create an instant roadway 

Ideal for drainage & irrigation 

Why Incur Expensive Ground 
Restoration Costs? 
specify AlturnaMATS® 
Ground Protection Mats 
During construction, it's normal to d a m a g e lawns and other landscaping with 
heavy equipment. No longer. Contractors are using Al turnaMATS. . . the original 
ground protection mats. Simply lay them down and drive your trucks and equipment 
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drier climates where the seed would otherwise dry out. 
Fertilizer also needs to be added to the mix. 
But one of the most important ingredients is water. There are 

sources that contractors can pull from and they vary from town to 
town. In some areas, landscape contractors can rent a meter from 
the fire department that allows them to pull water from fire 
hydrants and pay for it at the end of the month. Some use their 
clients' hoses. And some contractors are allowed to use natural 
sources from which to draw their water. 

"We're very fortunate that the state of Maine has just thou-
sands and thousands of lakes and streams and it is legal for us 
to go up to any lake or stream and pump the water out," Lyford 
says, adding that he leaves a 6-inch air gap between where the 
water comes out of the spout in the lake and dumps in the tank, 
so there's no potential for the water to backflow and pollute the 
source from which they are drawing. He says they also have 
hooked into hydrants, which costs him 35 cents to fill a 1,700-
gallon seeder. 

THE PRICE IS RIGHT. Contractors say that when it comes to 
setting prices, there are several factors to take into consideration. 
Lyford says he takes the costs of goods purchased, truck time and 
man time into account before adding a percentage to it. 

"The way we price ours out is if we had to go back and overseed 
as a warranty issue we don't make any money on the job but we 
cover our expenses," explains Phelps. "That's pretty much what 
the profit will cover - it's a third of what you're going to charge." 

Badger says a common pricing mistake he sees is contractors 
not taking all of their costs into effect and setting prices lower 
than they should be. 

"Your costs for hydroseeding might be a penny and a half to two 
cents a square foot but you do have equipment depreciation and 
travel time to consider as well, in addition to labor costs, and you 
need to realize that you need to get a fair price for your job," Badger 
says. "I think that's an important thing and what I find is a lot of 
people start in and price their jobs cheaply hoping just to get jobs 
and as they go they find they can get a lot more money for their 
work and still get all the jobs they need." 

Contractors say that there are still a lot of places where 
hydroseeding is not understood and they have to do a lot of 
client education. Some have been able to use hydroseeding to 
augment other aspects of their landscape business and use it as 
another angle by which to draw in customers. For example, 
when Lyford finishes a hydroseeding job, he'll leave a business 
card with his lawn service name and number to try and generate 
repeat business. 

"Most consumers probably don't know that if you hydroseed 
correctly, you're going to have a healthier yard," Bowers states. 
"Most contractors probably don't know that if they hydroseed 
correctly, they can put a guarantee of performance on the back end 
of the job because they know what their callbacks are going to be. 
They're going to be nominal, minimal. When you start doing 
things like that, you differentiate yourself in the marketplace 
not on price, but on quality. And that's always a much more 
defensible margin position." [D 
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LEAVING NO 
grub UNCURLED. 

Before Mer i t ' c a m e on t h e m a r k e t 10 
y e a r s ago, John Buechner , Lawn Doctor 's 
d i rector of techn ica l serv ices , didn't have 
a grub control product he w a s comfortable 
r e c o m m e n d i n g . 
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p e r f o r m a n c e . In fact , 9 5 percent of his 
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or s u m m e r w i t h o u t m a k i n g a n ex t ra t r ip . 
That s a v e s us t i m e , s w e a t a n d m o n e y . 
I t h i n k a lot less about grub control s ince 
I know Merit is t a k i n g care of it." 

Both Rober tson and Buechner s e e a 
bright fu tu re for Merit . "It's such a unique 
product w i th no r e s i s t a n c e issues, I t h i n k 
we ' re st i l l j us t l e a r n i n g how to use it," 
Buechner adds. 

To learn m o r e about Meri t , call Bayer 
Environmental Science at 1 - 8 0 0 - 3 3 1 - 2 8 6 ? 
or visi t BayerProCentra l .com. 
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Husqvarna is a 300-year-old company with a history of premium engineering and design 

excellence, and the most widely used full line of professional outdoor power equipment in the 

world, with good reason — our Total Source Solution can give you consistent and dependable 

speed, power, handling, and performance in every piece of equipment you own. One company, 

one source, so many solutions. Go orange. To locate a Husqvarna retailer near you call 

I-800-HUSKY62 or visit www.husqvarna.com 

A TOTAL LINE OF SUPERIOR LANDSCAPER EQUIPMENT 

B A M M O W E R S 
Available with a 27 or 34 HP 
TURBO diesel engine, in 61" 
or 72" cutting widths. 

H E D G E & P O L E T R I M M E R S 
Seven models available in blade lengths of 21.5" 
24", 28.5", 30" and 39" with reaches up to 13' 
and articulating, adjustable cutting blades. 

S M A L L , I N T E R M E D I A T E 
& L A R G E Z T H M O W E R S 
Available with Kawasaki or 
Kohler engines from 18 to 
27 HP, in 42", 48", 52", 61" 
and 72" cutting widths. 

T R I M M E R S A N D E D G E R S 
Seven pro models with powerful 
1.2 to 1.5 HP engines. Select models 
feature E-TechK high-torque engines. 

G E A R & 
H Y D R O D R I V E W A L K S 
Available with a 13 to 18 HP 
Kawasaki or Kohler engine, 
in 32" to 52" cutting widths. 

H A N D - H E L D A N D 
B A C K P A C K B L O W E R S 
Available in five models with air velocities from 
128 to 190 mph, with cylinder displacement 
cu. in. ranging from 1.5 (25.4) to 3.6 (59.2). 

A E R A T O R S 
Available with a 3.5 or 4 HP B&S 
or Honda engine, in 19", 25.5" 
or 36" aerating widths, and a 
variable aerating depth up to 3". 

THE FOREST. LAWN A GARDEN 
EQUIPMENT OF 
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C H A I N S A W S 
17 models with HP ranging from 2.1 to 
8.4, bar lengths from 12" to 72", and truly 
superior Husqvarna features and engineering. 
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Finish first with these proven business strategies. by Roger Stanley 

Getting into the lawn and landscape business can be as simple buying a mower and 
printing business cards. Staying in business is not so simple. 

Every new company is in a race that ends in success or failure. In fact, more than 
90 percent of all business startups fail within three years, and the rate may be even 
higher for lawn and landscape companies given the relative ease and low invest-
ment needed to start a company. 

Despite hard work and the best of intentions, business failure can happen 
quickly or follow years of struggle. Failure can be attributed to finances, personnel, 
competition or bad luck. 

The primary factor in success or failure, however, is the owner, agree presi-
dents of leading companies. "Low-ball" competitors, a tight labor market, foul 
weather and bad luck are problems every owner faces. Owners who cannot work 
around these problems ultimately see their companies fail, while those who beat 
the odds succeed. 

What does it take to win in the landscape business? Three company owners share 
their perspectives and advice on what it takes to overcome such challenging odds. 

Winning Strategy # 1 : Connect with smart people. 
Over the past 33 years, Kurt Kluznik has grown Yardmaster of Painesville, Ohio, 
from a high school venture into a nationally respected, full-service company with 
more than 250 full-time employees. Kluznik says the smartest thing he did as an 
owner was to seek out talented people and learn from them. The challenge for a 
young owner, he says, is to learn new things. 

"The biggest single factor in my success was hiring a consultant early on," 
Kluznik says. "When you are young, you can easily be full of yourself and your 
ideas. But when you try to sell those ideas to a consultant, he will challenge your 
assumptions. At the time, we didn't think we could afford to hire a consultant, but 
it turned out to be a very wise move." 

One of the first things the consultant did 
for Yardmaster was to set up business sys-
tems to run the company. "We still use that 
same system. Try amortizing the cost and 
benefit of that over 25 years," Kluznik says. 

The consultant also helped Kluznik learn 
the difference between revenue and profit. 
"When we started out, we would do any-
thing for a buck," Kluznik says. "We did 
spring cleanups, Christmas decorating and 
for a time we were huge in firewood sales, 
but we didn't do the math. Our consultant 
showed us that we were not making any 
money selling firewood. Sure, we had rev-
enue coming in, but when you factored in all 
the work and costs, there was no real profit. 
Just because you see someone else doing 
something, don't assume you can make 
money at it." 

A related lesson was the need to focus on 
what you do best. During the energy crisis in 



the late 1970s, Yardmaster got into the home insulation business. 
Home insulation was booming, and Yardmaster had trucks and crews 
with little to do during the winter months. It looked like a natural fit, 
so a number of trucks were converted to handle blow-in insulation 
during the off-season. Next, a manager who really knew the insulation 
business was hired to run it. The problem was that the lawn crews did 
not like doing this type of work, and the business was not profitable, 
so Yardmaster dropped it. 

"My advice to young contractors is that getting into a 'sideline 
business' means that you're now in that business," he says. "Bigger 
picture: If you are trying to be a jack of all trades, then you risk being 
a master of none. Trying to be everything confuses the marketplace 
about who you are and what you do. It also ignores the value of the 
economies of scale gained by doing a few things very well. In our first 
10 years of business, we tried adding a new service every year. In the 
past 10 years, we have worked to drop services and narrow our focus." 

Industry peers also have helped Kluznik's professional develop-
ment. Kluznik joined and got involved with a local association, but he 
says the experience was often de-motivating because many of the 
owners had worked all day, and when they came to the meeting, there 
was a tendency to sit around and complain. 

A Business Coach's 
Perspective 

Why do so many entrepreneurs fail to take the 
actions they know they need to take? 
Keith Rosen, an accredited business coach, 
says much of the challenge of owning your 

own business is in being accountable to your business, your 
staff and yourself. 

"Owners face problems on a daily basis, so there is 
always a reason why they can't do something," Rosen says. 
"Being the owner is more about taking ownership of the 
situation around you than getting everything done." 

What a professional business coach does is help the 
owner decide what he or she needs to do, develop a strategy 
and time table to accomplish it and then create the neces-
sary structure for accountability. Because the owner sets the 
goals and pays for the coach's expertise and time, there is 
plenty of incentive to follow through on commitments. 

In particular, the coach helps owners recognize their own 
diversionary tactics and excuses. 

"The coach's role is to provide owners with the tools and 
resources they need, to challenge them and hold them 
accountable for their own goals," Rosen says. 

The steps to achieving business success largely depend 
upon the owner's vision, Rosen adds. "There is a lot of talk 
about vision, but it's really a matter of knowing where you 
want the company to go and how to get there," he says. 
"Too many owners fail to plan a direction for their company. 
What complicates this is if the company is making money. If 
so, the owner has no burning need to work on the business. 
He or she might not ask the question, 'What could I be doing 
to work less and make more money?'" 

Once a vision is in place, owners then need a strategy to 
accomplish their goals and establish systems and procedures 
to make sure the necessary work is being executed. Execu-
tion is an owner's responsibility. 

"The challenge is in just paying lip service instead of 
acting," Rosen says. "It's easy for an owner to get fired up in 
a seminar and decide that on Monday he's going to start a 
training program for his people or start some other initiative. 
The problem is that on Monday morning, the phone rings 
and the owner is now off doing something else." 

While owners can get a measure of advice and account-
ability from their spouses, industry peers or friends, Rosen 
says a professional coach offers expertise, third-party 
perspective, targeted advice and a safe sounding board to 
talk about challenges regularly over the phone. 

"Experienced coaches also have heard most of the 
excuses, so we make sure the client stays focused on making 
the progress they seek," Rosen says. 

Keith Rosen is a certified business coach, owner of Profit 
Builders, Merrick, N.Y., and author of The Complete Idiot's 
Guide to Cold Calling. Rosen can be reached at 888/262-2450 
or info@ProfitBuilders.com. 

mailto:info@ProfitBuilders.com


What Kluznik dreamed of was manag-
ing a business vs. working for wages. And 
he wanted to have 10 crews - not one or two. 
When he attended an Associated Landscape 
Contractors of America (ALCA) meeting, 
Khi7nik savs the lights came on. 

"Part of my motivation was to do what 
others weren't doing," he says. "1 went to 
mv first AI CA meeting and saw all these 
people who had great companies - some 
even had full-time employees. To be ex-
posed to the professionalism and learn from 
it was huge for me and ultimately important 
for my company. 

"As an owner, you need to find people 
vou can learn from in order to make im-
provements in your business," he adds. 
"Many of the smart moves we have made 
over the years - learning to watch our debt, 
running lean and mean, being focused on 
profitable work and establishing and main-
taining a good company reputation - either 
originated from consultants or other own-

ers, or they gave us the courage to make these 
changes. Good ideas improve your company, 
and good ideas come from smart people." 

Today, Kluznik says owner education is 
easier to get than it was 30 years ago. His 
advice is to join a local association - and 
preferably, the national one. ALCA, for 
which Kluznik now serves as president, 
even has a free mentoring program designed 
specifically for younger owners. 

"A business owner need to be curious," 
Kluznik says. "You have to be hungry to 
learn and then go find the people who can 
teach you. My advice to young owners is to 
go to professional meetings and sit in on the 
roundtable discussions. Read books and 
industry trade magazines. Pick up the phone 
and call someone who wrote something 
that really interested you. Find a mentor. 
You can't think you know it all or you won't 
learn any new things." 

Kluznik also advises any owner to hire 
smart, experienced people. Too many own-

ers are afraid to hire employees who might 
be smarter than they are, he says, even though 
they can learn from these employees and the 
company will benefit significantly. 

Winning Strategy # 2 : Commit to 
learning, but also develop a balance. 
Like Kluznik, J. Landon Reeve created his 
company from scratch. Thirty-seven years 
later, Reeve is chairman of Chapel Valley 
Landscape, a $40-million diversified land-
scape business based in Woodbine, Md. About 
half of the company's revenue comes from 
residential and commercial maintenance and 
the other half from residential and commer-
cial design/build. 

With a degree in horticulture from the 
University of Maryland, Reeve began his 
career in the mid-1960s as a partner in a 
garden center. Reeve left the company after 
four years when his partner didn't show an 
equal commitment to the business to launch 

(continued on page 54) 
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a landscape company with "less than zero 
funds," but with a firm conviction that he 
wanted his own business on his own terms. 

Reeve says business success is not rocket 
science. The foundation is to do two simple 
things: Do what you said you would do for 
customers, and do it right the first time. If you 
do both, he says, customers will call you back 

the next year to do more work, and they will 
refer you to neighbors and friends. 

Sounds simple enough, but he says it 
takes a skillful owner to make this happen 
as a company grows and evolves. 

"Most companies start out wanting to 
do the right thing," Reeve says. "That was 
central in my own case. I decided right from 

the start that my business would be trust-
worthy and honest in its dealings with cus-
tomers, employees, bankers-everyone. Busi-
ness relationships are critical, and trust and 
integrity were to serve as my guiding lights. 

"The problem in some companies is that 
they eventually overcommit, which forces 
taking shortcuts, damages the customer's trust 
and then they fail," he continues. "Most failed 
companies did the right things at the start, but 
later made compromises. In some cases, fail-
ure followed success when the owner over-
reached and the company grew too fast." 

To avoid this, the owner has to master 
new business skills at every stage of the 
company's growth. Unfortunately, few own-
ers are successful at this, Reeve says. 

"In my situation, I started out with a good 
technical background in horticulture, so for 
me, difficult things to learn were finances and 
sales," he says. "I had a basic knowledge of 
finances, but needed to learn much more. And 
learning to sell was difficult because no one 
teaches you about sales. You learn to sell 
when you get into the real world. Probably 
the hardest aspect was learning to be more 
aggressive in my relationships with people. 
When you are young, the toughness is just not 
there. As you gain experience, you have the 
confidence of knowing what you're doing. 

"Now, here's the critical thing: Once you 
find out what you need to learn, then you 
must take the time and make the effort to learn 
it," Reeve adds. "Of course, the challenge is 
that you are working a lot of hours. You work 
until maybe 8 p.m. every night and then go 
home to do the paperwork. But success de-
pends upon balance. You have to find the way 
to balance your time to go get the work, to do 
the work and to track the work. And you have 
to train yourself, not just your employees. All 
this has to be tied together somehow. The key 
is deciding you will learn new things. That is 
critical to success." 

At the garden center, Reeve says he 
worked 6 a.m. to 6 p.m. seven days a week, 
from March to July, and almost every day 
during the off season. When he started Chapel 
Valley Landscape, he decided against work-
ing a solid seven days per week, but rather to 
put in long workdays. 

"To be an owner means the job will con-
sume you to an extent," he says, "but you 
can't be so busy chopping wood that you 

(continued on page 56) 
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don't have time to sharpen the axe. You need 
some balance between work and your per-
sonal life." 

Another thing many owners do not un-
derstand, Reeve says, is that businesses do 
not grow in a straight line. Rather, they 
grow and plateau, then grow again until 
they reach the next plateau. The owner 

must take a company from a plateau to the 
next growth stage. And doing this during 
the first two or three years of business is the 
most difficult - the "terror part" where you 
live hand-to-mouth. 

"In the first year, everything is new and 
exciting. In the second year, customers call 
you back to replace plants that died, which 

you failed to include in your pricing. In the 
third year, things start coming together and 
you get a rhythm going," he says. 

"My big goal was to hit $1 million," he 
adds. "That took about six years. By that 
point we had enough momentum to start 
budgeting accurately and increase every year. 
But along the way, we hit growth issues at 
the $300,000 to $400,000 range, then more 
changes at $1.5 million and again at $3 mil-
lion. Beyond the $3-million mark, you need 
real management help. A number of compa-
nies fail at that point. For some owners, it 
would have been better to stay at the $500,000 
level because growth means new problems 
and new things you have to learn." 

Owners who think they want large com-
panies should consider what that will mean 
for them personally. For some people, stay-
ing smaller is a good decision. 

"I think people can get work in our indus-
try easily," Reeve says. "It's doing the work 
that is the challenge and doing it so that you 
earn a profit. That is the essence of the owner's 
job. To do so requires learning new things. 
My perspective is that the more you learn, 
the more you realize what you do not know. 
The good news is that the more you learn, the 
easier learning becomes." 

Winning Strategy # 3 : Determine 
your role. 
An easily overlooked business pitfall is the 
owner's role, says Tom Lied, president of 
Lied's Nursery in Sussex, Wis. All owners 
launch their businesses with an exciting vi-
sion, but if that fails to happen, the feeling of 
being trapped, disillusioned and unhappy 
can contribute to business failure. 

"A business exists to serve the owner vs. 
the other way around," Lied says, "so busi-
ness success is about knowing where to go 
and where not to go. Growth in revenue and 
complexity of services is not always effec-
tive, desirable or the best way to go. My 
observation is that companies that become 
large are only successful if the owner has 
stepped back to become the manager and 
developer of people." 

Transitioning to the job of holding people 
accountable and sharing an exciting com-
pany vision can be very difficult. 

"Becoming the business manager is a 
change a lot of owners can't make," Lied 

(continued on page 58) 
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says. "I couldn't do it. To be a landscape 
architect, which is what I really want to be, 
has meant developing the necessary admin-
istrative procedures upfront. Being in the 
field doing the things I love has meant that 
we did not grow as fast as we could have, but 
we have become a nice, medium-sized com-
pany that is extraordinarily client-focused. 
As an owner, I can take personal and profes-
sional satisfaction from a well-run, modest-
sized operation." 

Unlike Kluznik and Reeve, Lied entered 
the business as a second-generation owner. 
Lied says his late father was a plant person 
and a people person who made people feel 
good about themselves. Lied's own interest 
was landscape design and construction. And 
his son, Robb, who joined the company 20 
years ago, is strong in organizational skills. 
All three were able to do what they love in 
the context of their business - grow plants, 
design and build landscapes and manage 
the company. The ability to fulfill your pas-

sion within the business is one of the best 
reasons to own a business. 

"I don't agree that an owner must even-
tually become 'hands off' when it comes to 
doing real customer work," he says. "How-
ever, an owner must recognize that the man-
agement function must be done. For some 
owners, that requires getting over the idea 
that working in the field is real work and 
sitting in the office is not. If the owner is to 
be the business manager, then he or she 
needs to back off on fieldwork and manage 
the business. If the owner does not want to 
do that, then they need to find and hire 
someone else to do it." 

What can't be compromised is serving 
the customer and earning a profit. Lied says 
that for him, the appropriate decision was 
to focus on more profit without increasing 
volume. Growth was to be in quality service 
for customers who demanded it. 

Clearly, there is a place for this strategy. 
Lied observes that some clients are in the 

market to buy Cadillacs, while others will 
always want Chevrolets. 

The competitive advantage for Lied's has 
been in design/build. Lied adds that strik-
ing a match between what you want to do 
and are good at, and clients who want that 
service, makes building a reputation and 
commanding higher prices possible. 

"Growing your business, whether in size 
or profitability, happens when you focus on 
the client or yourself," Lied says. "It begins 
by asking, 'What do your potential clients 
need and how can you satisfy them? " ' 

Growth simply for growth's sake actu-
ally produces a subtle change in the 
owner's focus, which can detract from 
client service, Lied says. 

"My advice to young owners is to be 
more interested in profit than sales volume," 
he says. "It's the owner's job to decide where 
the organization needs to go to be profitable. 
The goal is to put together a group of people 
to accomplish this." ID 
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T-Storm, a n d Touché a r e t rademarks of L E S C O Technologies, LLC. S ignature is a t rademark of Bayer Ag. Bayleton is a registered t rademark of Bayer A G , Germany . 0 4 - 4 3 6 





www.JohnDeere.com/TWENTYseries 

W a n t to brighten your profit picture? 

M e e t the new John Deere 4 0 0 0 T W E N T Y Series. With up to 

21% more horsepower 1 ,3-year powertrain protection* and 

optional quick-change ¡Match™ attachments, it's the perfect 

w a y to get more work done. And you can get started right 

n o w — w i t h a test drive at your John Deere dealer. 

J O H N D E E R E 
NOTHING RUNS LIKE A DEERE 

v i s i t u s a t g ie , b o o t h # 2 8 0 1 
use r e a d e r serv ice #121 

http://www.JohnDeere.com/TWENTYseries


Dear Landscape Contractor, 

You would think a company 170 years old would learn 
quite a bit about its customers, and John Deere has. 
Our farming and agriculture customers have taught 
us that quality equipment, excellent parts support 
and expert dealer service enable them to grow 
and prosper. We see a distinct connection between 

these farmers and landscape contractors. You also use equipment to 
produce your product. You love the land, and you work it. 

Over the past 170 years, two things remain constant - John Deere's 
four core values (quality, innovation, integrity and commitment) and 
the company's need to change and produce new products and ser-
vices for our customers. Today, we are striving to continue adapting 
to better serve you as a landscape contractor. 

If you haven't visited your John Deere dealer recently, you'll be sur-
prised by the new products and services developed with the land-
scape contractor in mind. And if you have not visited your local John 
Deere Landscapes store, we look forward to seeing you soon. If you 
have not considered John Deere in the past, we urge you to give us 
a try. We feel that if you can come in and test out our equipment 
and/or services just once, you will become a happy customer. We'l l 
help you grow your business with our superior dealer and service 
support. 

But it takes more than good equipment to run a landscape business. It 
takes business know-how, systems, people skills and recognition that the 
landscape business is diverse and largely dependent on regional influ-
ences. We know that it is important for you to benchmark your costs to 
improve your profitability. 

That's why our commitment to you doesn't stop with maintenance equip-
ment, installation equipment, irrigation systems and landscape materi-
als. It's the reason we're presenting you with this 2004 Cost of Doing 
Business Report to help you analyze your operating costs and boost 
profits. 

We aim to be your business partner and resource. As we strive to create 
value through the pursuit of continuous improvement and profitable 
growth, we know you are out in the field with the same daily goal. We 
hope this report helps you obtain your goal and we wish you the same 
that we wish for our own business - performance that endures. 

Gilbert Pena 
Brand Manager, Commercial Mowing 
John Deere 

"We hope this report helps 

you obtain your goal and 

we wish you the some os 

we wish for our own busi-

ness - performance that 

endures. " 

- Gilbert Pena 



Despite some 

challenges, the 

green industry 

is thriving. 

Focus On 
e w a r d s 

You have to spend money to make money" is an old adage. A 
discussion about the cost of doing business should focus not 
only on costs themselves, but also on positive issues, such as 
profits and growth. Owners are cognizant of gross sales figures 
and net profit and must use all information available to form 
sound judgments regarding budgeting from year to year. 

Tom Del Conte, president of Del Conte's Landscaping in Fremont, 
Calif., believes he sees a trend. "I think youre going to see more contractors 
paying closer attention to the numbers as the information becomes better 
available," he says. This added insight could allow companies to better as-
sess their clients, and even "fire" clients who may not be as profitable. 

SERVICES OFFERED. Many companies offer multiple services. On average, 
turf services are offered by 84 percent of the respondents to a recent Re-
search USA Cost of Doing Business survey conducted for John Deere. Three-
quarters indicate they provide other services, which could include fall 
cleanup, snow removal and pest control. 

Tree and ornamental services follow closely as the second most com-
monly offered service, with 73 percent of responding companies providing 
such services. The percentages are almost equal across all of the regions -
the South/Southeast, the Northeast/Midwest and the West/Southwest. 
Nearly 70 percent of the respondents offer landscape construction and 40 
percent provide irrigation services. As one might expect, the West/South-
west far exceeds this average, registering more than 63 percent, while only 
27 percent offer this service in the Northeast/Midwest. 

Owners say they consciously decide which services and client sectors 
to concentrate on — either commercial, residential or a combination - to 
maximize profitability in their region. Sometimes the focus shifts over time. 

For instance, Timothy Kilgallon, owner, CSI Landscaping, Scarsdale, 
N.Y., has deliberately moved away from commercial accounts, such as mul-
tifamily housing like condos and townhouses, to focus primarily on high-
end residential. "We have very few companies that compete with us in that 
area, so it just makes sense for us," he says. 

In Portland, Ore., David Snodgrass, president of Dennis' Seven Dees Land-
scaping, offers design/build and maintenance, including residential and com-



mercial. "Each of these areas are developed so they have 
proven themselves in the past to be profitable, so we're build-
ing on what is already a sound business system," he states. 
"We're focused on overhead recovery, so we know when we 
have recovered our overhead and then we're working on 
our profit goal." 

According to the survey, the areas of turf maintenance 
and construction generate the largest portion of a compa-
nies' sales revenue, both checking in at near 43 percent. A 
virtual flipping of percentages occurs between the compa-
nies with less than $100,000 sales revenue and those with 
more than $1 million in revenue. Turf maintenance aver-
ages are 59 percent to 20 percent, respectively, and con-
struction is 28 percent to 65 percent, respectively. For the 
breakdown between companies with $ 100,000 to $299,999 
yearly sales revenue and those with $300,000 to $999,999, 
the averages are nearly identical in both categories. The turf 
maintenance averages are 33 percent and 32 percent, re-
spectively, and the construction averages are 51 percent and 
52 percent, respectively. 

The difference in regions appears logical - the South/ 
Southeast has a higher percentage of sales revenue gener-
ated by turf maintenance (55 percent), and the West/South-
west ranks higher in construction with nearly 55 percent. 

SALES REVENUE AND GROWTH. Owners were generally 
optimistic that sales revenue for 2004 would exceed or, 
at the very least, remain unchanged from 2003 . Sixty 
percent predicted their total sales revenue would increase, 
while 12 percent predicted a decrease in revenue. 

Snodgrass looked at the trend in his business. Be-

cause of larger commercial projects, his company expe-
rienced 22 percent growth in 2002. The number of com-
mercial projects was reduced in 2003 , and his growth 
dipped to 9 percent. "We're going to blow past our 
growth goals for 2004 , " he says. "We were looking at 
about a 12-percent increase, but we're going to end up 
with 40-plus percent." His goal is to focus on relation-
ships and try to be included on the short list of projects 
on which they bid, "because only on a short list can you 
maintain any kind of margin and maintain any kind of 
quality product," Snodgrass explains, predicting a 15-
percent growth rate for 2005 . 

Another company experiencing an increase in growth 
in 2004 is Sposato Landscaping in Melton, Del. The 
president, Tony Sposato, estimates his company will grow 
about 30 percent in 2004 , up 10 percent from 2003. A 
variety of factors have contributed to this growth, ac-
cording to Sposato. "We're just becoming more efficient," 
he says. "And our systems are working better." Sposato 
estimates growth for 2005 in the 20- to 30-percent range. 

Del Conte believes in setting aggressive growth goals, 
and he admits his company will fall a little short of the 
20 percent he predicted. Even so, at this point he's lean-
ing toward the same percentage of growth next year. 

MARKETING EFFORTS. Many contractors, such as Bob 
Grover, president of Pacific Landscape Management, 
Hillsboro, Ore., believe in constantly promoting their 
companies to boost sales. Some of Grover's top market-
ing methods include the publication of a newsletter to 
existing and prospective customers to relay information 

Perception or Real i ty? 

Members of the green industry offer their perspectives on 2004, and their predictions for 2005. 

Albert Arazoza, president, Arazoza Brothers Corp., Homestead, Fla. 

2 0 0 4 Interesting. "I still see peop le b i d d i n g lower a n d lower to stockpi le wo rk . It's d r i v ing pr ice 
d o w n instead of up . " 

2 0 0 5 Hopefu l . " W e ' r e in a t ime n o w where conso l ida t ion has ended for the most pa r t and 
everybody 's just t r y ing to get back to w o r k . " 

David Chenoweth, president and CEO, Western States Reclamation, Frederick, Colo. 

2 0 0 4 Cha l leng ing . "It's been a pretty f lat year . " 
2 0 0 5 M o r e opt imist ic . " W e ' r e in a compet i t ive market . W e need to keep our name out there a n d 

push for business deve lopment a n d bu i l d ing re lat ionships w i th new cl ients." 

Mike Davidson, CFO, Gardeners' Guild, San Rafael, Calif. 

2 0 0 4 Opt imis t ic . " W e ' r e exceed ing net pro f i t a n d g row th goa ls . " 
2 0 0 5 Excited. "I see a 3 0 to 4 0 percent decrease in workers ' compensat ion costs due to our 

improvements in our safety pe r fo rmance . " 

Tom Del Conte, president, Del Conte's Landscaping, Fremont, Calif. 

2 0 0 4 Know the numbers. "We ' re in an informative aae and the only w a y to succeed is to understand 
all the figures that make your business p ro f i tab le or not prof i table." 

2 0 0 5 Greater scrutinization of clients. "I think you' l l see companies are not a f ra id to f ire clients or 
refuse to take on more clients if they don ' t f it their niche markets." , 

' (continued on page 6J 



about landscaping and provide seasonal tips and golf 
outing sponsorships for the local real estate trade asso-
ciations. His efforts have helped his company grow 50 
percent in 2003, and Grover predicts growth in 2004 
will be nearly 40 percent. 

Marketing, in the estimation of Tom Delaney, vice 
president of government affairs for the Professional Lawn 
Care Association of America (PLCAA), should not be 
an afterthought of landscape company owners. "I think 
that one of the things that people time and time again 
have erred in doing is when times have gotten tough, 
they've cut back on marketing, and that's the time when 
you almost have to increase it," he remarks. "So, if you 
can control costs, you've always got to be out there in-
creasing marketing so that your growth is there. And 
anybody who's just trying to maintain is going to end 
up going backward." 

ACCOUNT FLUCTUATION. An emphasis on marketing en-
ables companies to recruit new clients. With the economy 
performing at different levels throughout the U.S., own-
ers also worked hard to maintain their current client bases 
this year. 

Dan Foley, president o f D. Foley Landscape, 
Walpole, Mass., faced some cutbacks from his clients. 
One of the strategies Foley employed against this was 
actually implemented three years ago. "Knowing that the 
economy was slowing, we invested in a dedicated sales-
person, and we're putting more of an effort into bidding 
more volume and getting our name out there, whereas 
prior to three years ago, I was the primary lead salesper-

son for the company," Foley says. 
Another company experiencing a small percentage 

of scaled back services by its clients was Sunrise Lawn &C 
Landscaping Services in Herndon, Va. "But for every 
person who scaled back, we added three more," says 
company Owner Joe Markell. "I think that's because we 
spent time educating clients on the services we provide 
and how they are done." He expects to grow 15 to 20 
percent in 2005 . 

One company that seemed to benefit from the 
downturn in the economy, even though it seemed 
counterintuitive, was Pacific Landscape Management. 
Its strengths lie in commercial maintenance and renova-
tion construction. Grover indicates that very few of his 
clients scaled back services. "We found our customers 
who have significantly large vacancies in buildings are, 
on the maintenance side, almost hypersensitive to it 
because they want to lease out space," he says. "So we've 
found that there's actually a contrarian view: 'How can 
we make our property look a little bit better, a little bit 
sharper?' So there really hasn't been the 'Oh, vacancy is 
high so we're going to cut back on our services.' It's been 
the other way around." 

David Van Zelst, president of Van Zelst, Wadsworth, 
111., sums up his success of 2004 and his optimism for 
2005 : "To continue the positive movement, we focus 
on our main core values as a company," he says. "These 
include mainly project quality and customer service. This 
is where we outperform our competitors. Our business 
is based upon personal relationships - not just throwing 
plants in the ground or cutting grass. " 

Perception or Real i ty? (continued from page 5) 

Dan Foley, president, D. Foley Landscape, Walpole, Mass. 

2 0 0 4 Encourag ing. "I feel a lot of the things we ' ve been w o r k i n g on have been coming into p lay . " 
2 0 0 5 Awesome. "I th ink w e ' r e g o i n g to be ab le to bu i ld o f f of this year 's g r o w t h . " 

Joe Goetz, president, Goetz Landscape & Irrigation, Centerville, Minn. 

2 0 0 4 Cha l leng ing . " O u r spr ing wasn ' t the best, but w e still have an oppor tun i t y w i th the g o o d 
weather to cont inue to do wel l this year . " 

2 0 0 5 Cont inued g rowth . " W e are a lways look ing to g r o w a n d d o things better but not at the pr ice 
of j eopa rd i z i ng qua l i ty or o v e r w o r k i n g fo lks." 

Bob Grover, president, Pacific Landscape Management, Hillsboro, Ore. 

2 0 0 4 Ho ld ing on. "It has been cha l leng ing , a n d I th ink better t imes are com ing . " 
2 0 0 5 Hopefu l ly next year is " the year . " "Everybody 's pro jec t ion is, ' O h , we ' ve turned the corner 

and next year 's g o i n g to be better ' a n d I 've heard that for a coup le of years now, a n d 
hopefu l ly next year is the year . " 

David Snodgrass, president, Dennis' Seven Dees Landscaping, Portland, Ore. 

2 0 0 4 Thr iv ing. "There's a t rend that peop le care more abou t their ou tdoor l iv ing spaces - it's 
synonymous w i th qua l i ty of l i fe." 

2 0 0 5 Opt imis t ic . " W e feel g o o d a n d strong, a n d I don ' t see any stepping b a c k w a r d . " 



Employee 

retention 

provides 

cost savings 

and peace 

of mind for 

owners. 

One variable in the green industry that cannot be controlled is 
the weather. The headlines this summer revolved around the 
plethora of hurricanes that battered Florida and the Southeast. 
Certainly hurricane season arrives annually, but no one could 
have predicted the severity and number of storms that hit this 
year. 

However, the industry knows that seasonal employees are a mainstay, and own-
ers hope that previous seasonal employees will return each spring. According to a 
recent Research USA Cost of Doing Business survey conducted for John Deere, the 
higher a company's revenue, the more employees it retains. 

For instance, a company with more than $1 million in revenue retains, on aver-
age, 2.6 seasonal employees with three to four years of employment. By contrast, a 
company with $100,000 to $299,999 in yearly revenue retains an average of 0.4 
seasonal employees. 

Timothy Kilgallon, president, of CSI Landscaping, Scarsdale, N.Y., battles this 
dilemma each year. "We probably get 75 percent of our employees back each year, 
but it's that other 25 percent that's a killer," he says. His company maintains recruit-
ing year-round to anticipate the shortage in the spring. 

H-2B PROGRAM. A small percentage of respondents in the survey participate in the 
government-sponsored H-2B program. This allows Hispanic workers to receive a 
nine-month visa to accept seasonal employment in the green industry in the United 
States. 

The percentage of companies utilizing this program dipped in 2004, mostly due 
to government regulations. A cap of 66,000 workers was enforced, with earlier dead-
lines for applications. Only one region, the South/Southeast, actually increased its 
percentage of H-2B workers, from 1.7 percent in 2003 to 1.9 percent in 2004. The 
Northeast/Midwest region dropped from 3.2 percent to 2.4 percent, and the West/ 
Southwest fell from 5 percent to 3.2 percent, in the same time period. 

One company feeling the effects of the tightened guidelines is Carol King Land-
scape Maintenance of Orlando, Fla. "Normally we use 40 H-2B workers but this 
year we had zero because we were affected by the cap," states Bruce Bachand, vice 
president and C O O . "Not having those 40 employees has had a very negative effect 
on our business in terms of quality of work, productivity, cost of doing business by 
not having those folks and things of that nature." 

Sposato Landscape Co. in Melton, Del., has participated in the H-2B program 



for five years. Tony Sposato, 
president of the company, 
explains that hes located in a 
resort area. The high school 
and college students nor-
mally tapped for seasonal 
employment are instead 
working in motels, restau-
rants and other hospitality 
venues, which is why he re-
lies on H-2B workers. 

Dan Foley, president of 
D. Foley Landscape, 
Walpole, Mass., depends on 
his H-2B labor force to fill 
positions at the crewmember 
level. His philosophy encour-
ages crewmembers to climb the ladder in the company. 
However, he foresees potential problems in the future. 
" I f we fill the pool of great talent on the crewmember 
level with these awesome H-2B employees and their 
desires may not be to climb up, then we've got to look at 
filling our backbone positions, such as crew foremen 
and project managers, in other ways," he comments. 
With a yearly growth goal of 20 to 25 percent, Foley 
understands the importance of training and retaining 
employees. 

Possible solutions being investigated are recruiting 
from outside the company, attending career fairs at high 
schools and colleges, and participating in the Associ-
ated Landscape Contractors of Americas Student Ca-
reer Days. 

TURNOVER IS COSTLY. Employee turnover certainly has 
a monetary disadvantage associated with it, due to ad-
vertising and training, but other issues should also be 
considered. Customer service and interaction may not 
be performed to the standards of the company. Systems 
running efficiently with more seasoned employees may 
experience bumps in productivity with new hires. Basi-
cally, each company operates with a goal of providing 
services to clients, but each company also fosters its own 
identity and method of doing business. Therefore, it can 
take time for a new hire to understand and assimilate 
into the company culture. 

Like Foley, Mike Davidson, C F O of Gardeners' 
Guild in San Rafael, Calif., has stressed promotion from 
within to reinforce continuity. "We try to identify strong 
candidates for growth in our crewmember pool early 
and fast track them into crew leaders," Davidson re-
marks. 

In an effort to recruit hires more suitable initially, 
Davidson concentrates on optimal interviewing tech-
niques. Gardeners' Guild also implemented an incen-
tive program for referrals, which has proven to be suc-
cessful in reducing advertising costs. 

Bachand indicates his company sought to replace 
the 40 employees denied by the government through 
the H-2B program through advertising. The company 
ultimately hired people it might not have if the H-2B 
pool had been available. "It's had a dramatic effect on 
productivity, turnover and the cost of training - all the 

things that go with a lack of 
stability in your employment 
pool," he adds. 

Unemployment figures 
vary by region, and interpre-
tation of the general economy 
also varies. However, many of 
the respondents agreed that 
more people seemed to be 
available for work in the green 
industry. "I will tell you, 
though," says Foley, "that 
there are more people apply-
ing for work who don't have 
experience. They could be 
coming from other industries 
and they've only mowed their 

home lawn, so they require additional training." 

YEAR-ROUND EMPLOYEES. Retention of year-round em-
ployees, according to the Research USA survey, mirrors the 
results of the seasonal employees. For example, the compa-
nies with $1 million and more of projected revenue retain 
3.5 year-round employees, on average, with three to four 
years of employment. Using the same length of employ-
ment, a company with $100,000 to $299,999 projected 
revenue retains, on average, 0.3 employees. 

However, as length of employment rises, so does the 
average number of retained employees in both revenue 
brackets. With five to nine years of employment, 4.2 em-
ployees, on average, are retained in the higher revenue 
bracket, and 0.4 employees in the lower revenue bracket. 
In the more than 10 years of employment category, the 
averages jump to 4.5 and 0.7, respectively. 

By region, the West/Southwest retains the most year-round 
employees on average in all years of employment categories, 
but the averages are much closer than the projected revenue 
breakouts. In the three to four years of employment category, 
for instance, the West/Southwest retains an average of 0.9 
employees, while the South/Southeast averages 0.7 employ-
ees, and the Northeast/Midwest retains 0.5 employees. 

Looking at the results from the survey of the total num-
ber of employees, a logical progression occurs between pro-
jected revenue categories. Combined seasonal and year-
round employees average 3.5 at companies with less than 
$100 ,000 revenue; 6 .0 employees at the $100 ,000 to 
$299,999 level; 11.3 at the $300,000 to $999,999 level; 
and a jump to 40.2 at companies with a projected revenue 
more than $1 million. 

In the two higher revenue categories, year-round em-
ployees outnumber seasonal employees, but in the two lesser 
revenue categories, the split is nearly equal. 

The West/Southwest region also averages more total 
employees with 10.5, while the Northeast/Midwest aver-
ages 8.1 and the South/Southeast registers 7.6. 

Albert Arazoza, president of Arazoza Brothers Corp. in 
Homestead, Fla., acknowledges the difficulties that some 
owners have in attracting eligible workers to the green in-
dustry. "The industry needs to spend more on education," 
he says. "Over the years it's been known as an uneducated 
industry. We have to realize this is a multi-billion dollar 
industry and it needs to be treated as such." 



Wages and 

benefits 

combine 

tangible and 

intangible 

items to lure 

and retain 

employees. 

n the most simplistic terms, one person can ask another person to 
perform work to satisfy the request of another person. When this 
relationship is ongoing, the parties are known as employer, employee 
and customer. The employer rewards the employee with wages, 
because the customer paid the employer for the services rendered. 
However, in many industries, including the green industry, compen-

sation is not measured solely by wages. Benefits ranging from insurance 
plans to paid vacation to retirement accounts are routinely being offered 
by employers. 

WAGES. As evidenced by the chart based on survey results by Research 
USA on the Cost of Doing Business commissioned by John Deere, a com-
parison of wages from 2003 to 2004 showed an increase in base pay for all 
categories except salesperson and mechanic. In fact, the average wage of 
the salesperson decreased by nearly 5 percent. 

One of the explanations for this decrease could be a change in com-
pensation methods. Respondents indicated that, by a wide margin, they 
paid salespeople a straight salary (47.9 percent). Other options include 
salary and commission (13.5 percent), salary and bonus (16.5 percent), 
salary and commission and bonus (4.9 percent), straight commission (11.6 
percent), and draw and commission (2.1 percent). Based on projected rev-
enue, the smallest companies, with revenue of less than $ 100,000 per year, 
paid a higher percentage of straight salary, an average of 74.7 percent, 
compared to companies with more then $1 million in revenue, at 32.5 
percent straight salary. 

On average, most positions enjoyed an increase above the normal cost-
of-living allowance. Sunrise Lawn & Landscaping Services, located in 
Herndon, Va., averaged higher percentage increases than the mean average 
found in the survey. "I increased wages about 10 percent in 2003 and 
2004 , " comments Joe Markell, owner. "Here, the cost of real estate and 
the cost of living has increased considerably. In 2005 , I'll probably have to 
increase again to keep pace to some degree, but maybe not as much as in 
the past." 

Joe Goetz, president of Goetz Landscape & Irrigation in Centerville, 
Minn., gave his workers 3 to 5 percent cost-of-living increases in 2003 and 



Average Hourly W a g e by Posit ion 

POSITION 2003 2004 lncrease/(Decrease) 

Entry-level Laborer $ 7 . 9 3 $ 8 . 3 5 

Entry-level M o w e r $ 8 . 0 1 $ 8 . 3 5 

Entry-level I r r igat ion Crewmember $ 8 . 5 2 $ 8 . 8 3 

Entry-level Spray Technician $ 9 . 3 8 $ 10 .03 

Senior Laborer $ 1 0 . 8 6 $ 1 1 .49 

Senior M o w e r Opera to r $ 1 0 . 5 4 $ 1 0 . 7 6 

Senior I r r igat ion C r e w M e m b e r $1 2 . 3 5 $1 3 . 4 0 

Senior Spray Technician $ 1 2 . 5 9 $ 1 3 . 6 0 

C r e w Foreman $ 1 3 . 0 3 $ 1 4 . 1 6 

Salesperson $ 1 3 . 3 0 $ 1 2 . 6 5 

Mechan ic $ 1 4 . 5 7 $ 1 4 . 3 9 

Landscape Designer $1 8 . 5 8 $ 2 3 . 7 6 

Landscape Archi tect $ 2 2 . 3 6 $ 3 2 . 2 0 

2004, and expects to do the same in 2005 . His wages 
for laborers and crew leaders fall nearly in tandem 
with the averages of the survey. 

A tactic utilized by Dennis' Seven Dees Landscap-
ing in Portland, Ore., centered around an emphasis 
on promotion rather than an increase in wages across 
the board. "We're experiencing an incredibly high un-
employment rate so there's an abundance of work-
ers," says David Snodgrass, president. "We're looking 
for good people who 
are looking for work, or 
good people who aren't 
happy where they're 
working." 

This philosophy is 
shared by Albert 
Arazoza, the president 
o f Arazoza Brothers 
Corp. in Homestead, ' 
Fla. He offers an entry-
level laborer $6 .50 per 
hour, which is below 
the average of the sur-
vey for the South/ 
Southeast region o f 
$7.92 per hour. How-
ever, a foreman position 
ranges from $ 12 to $ 15 
per hour, higher than 
the average of $12.91 
for the region. 

Arazoza feels that 
employees should con-
sider the entire benefits 
package and not just 
the wage. " I f someone 

5 . 3 % ? 
wants to leave over 50 

4 . 2 4 % cents, they're welcome 
to go," he states. 

3 . 6 4 % David Chenoweth 
is the president and 

6 . 9 2 % C E O ofWestern States 
Reclamation, Frederick, 

5 . 8 % || Colo. When he started 
the company in 1983, 

2 . 0 9 % the emphasis was cen-
•• tered around reclama-

8 . 5 % t^o n a n c I revegetation 
of large surface coal 

8 . 0 2 % mines. He has since 
added traditional land-

I 8 . 6 7 % jp scaping and irrigation 
services. Project man-

(4.oo/bJ agers received a 3 .5 
percent increase in 

I1 Z J / o l 2 0 0 4 , but irrigation 
qqo/ foremen and techni-

cians and estimators 
a aw received higher per-

centage increases. 
These incentives were 

necessary for recruitment and retention, he says. 

BENEFITS. In nearly every category of benefit tracked 
in the survey, the more projected revenue earned by a 
company translates into a higher average percentage 
of that benefit being offered. For instance, paid vaca-
tion for hourly/seasonal workers averages 3.3 percent 
of these companies earning less than $100 ,000 a year. 
This is contrasted with 23.3 percent in the $100 ,000 

to $299 ,999 level; 37.8 
percent in the $300,000 
to $999 ,999 level; and 
57.2 percent in the more 
than $1 million level. 
One benefit found 
nearly equally between 
the least revenue level 
and the most is the use 
of a company car. Using 
the revenue levels from 
least to most, the aver-
ages run 6.7 percent, 
14.9 percent, 21.9 per-
cent and 7 .0 percent, 
respectively. 

Another interest-
ing fact to consider is 
the relative importance 
o f benef i ts between 
hourly/seasonal, sala-
ried and executive 

Photo: John Deere 

management catego-
ries. The benefit of a 
raise in 2 0 0 4 ranked 
first in all benefits pro-
vided to hourly/sea-



sonal employees, with an average of 33.5 percent of the 
companies surveyed providing this. For salaried, this ben-
efit ranked third, at 17.9 percent, and for executive man-
agement, a raise in 2004 ranked sixth, with an average of 
15 percent of the companies supplying this benefit. Sur-
prisingly, the No. 1 benefit for both salaried and executive 
management is the use of a company cell phone, which ranks 
fourth for hourly/seasonal. 

Markell offers benefits to full-time employees only. 
These include paid vacation, holidays, inclusion in the re-
tirement program after three years of employment, as well 
as insurance. "We've had to offer more benefits to keep 
people because that seems to be what people are looking 
for, even over salary sometimes," he states. 

Other owners view employment as a relationship. 
"Many of our employees have been with our company 10 
plus years, and some 15 plus years," says David Van Zelst, 
president of Van Zelst, Wadsworth, 111. "We take good care 
of our staff and they take good care of our company and 
our clients. The same can be said for middle and upper 
management." By treating employees fairly, providing good 
benefits and a good working environment, along with a 
decent salary, Van Zelst says he has retained a dedicated 
core of employees. 

INSURANCE. One of the cost-
liest benefits that owners may 
provide is insurance. The sur-
vey broke this category down 
further into health, dental, 
vision, life and disability. An 
interesting contrast occurs 
with both health and dental 
and the breakdown between 
hourly/seasonal and salaried 
employees. The average of 
companies supplying this 
benefit is higher for hourly/ 
seasonal than salaried. Health 
insurance registers 13.9 per-
cent for hourly/seasonal and 
13.5 percent for salaried. Like-
wise, dental is 5.0 percent and 
4.5 percent, respectively. Ex-
ecutive management levels 
rise to 22.6 percent for health 
and 6.7 percent for dental. 

However, salaried labor-
ers do receive other benefits. 
For instance, companies offer 
this employment level more 
paid personal days and paid 
sick days than their hourly/ 
seasonal labor counterparts. 
On average, 8.1 and 10.1 per-
cent of companies provide 
salaried laborers with per-
sonal and sick days, respec-
tively, whereas only 5.5 and 
6.9 percent of companies pro-
vide hourly/seasonal laborers 

with these benefits, respectively. The greatest number of 
companies offer employees at the executive management 
level personal and sick days with 11.9 and 14.5, respec-
tively. Profit sharing benefits also rise with rank. Only 
1.8 percent of companies provide hourly/seasonal em-
ployees with profit sharing, 2.7 percent provide salaried 
laborers with profit sharing and 5.6 percent provide ex-
ecutive managers with profit sharing. However, more 
companies provide hourly/seasonal workers with perfor-
mance-based bonuses and holiday/year-end bonuses than 
they do their salaried and executive-level employees. 
Nineteen percent and 31.3 percent of companies, respec-
tively, pass along these perks to hourly/seasonal work-
ers, 12.8 and 17.5 percent of companies, respectively, 
provide this benefit to salaried workers and only 10.1 
and 14.1 percent of companies, respectively, pass along 
performance-based bonuses and holiday/year-end bo-
nuses to executive managers. 

Many companies do not absorb the entire cost of health 
insurance premiums. In this case, the average percentage of 
premiums paid increases as the job level increases, per the 
survey. Hourly/seasonal employees, on average, are required 
to pay one-third of their health insurance premiums, while 
salaried will pay slightly less than one-quarter, and execu-
tive management less than one-fifth. 

Top Benefits P rov ided To Each Employment Level 

Hourly/Seasonal Workers % of Companies 
Raise in 2 0 0 4 33.5 

Year-end Bonus 31.3 

Company-supplied Uniforms 24.9 

Use of Company Cell Phone 23.6 

Paid Holidays 21.8 

Salaried Workers % of Companies 
Raise in 2 0 0 4 17.9 

Year-end Bonus 17.5 

Company-supplied Uniforms 14.7 

Use of Company Cell Phone 1 8.9 

Paid Holidays 16.8 

Executive Management % of Companies 
Raise in 2 0 0 4 15.0 

Year-end Bonus 14.1 

Company-supplied Uniforms 14.4 

Use of Company Cell Phone 25.3 

Paid Holidays 19.9 



| LOW DAILY OPERATING COSTS 
J O H N D E E R E 
Nothing runs like a Deere® 

"Pushover" 
Getting to the heart of a new John Deere 300 Series Skid Steer 
couldn't be easier Just swing open the rear door, tip up the top door lift off 
the side panels, and tilt the cab—takes only minutes for wide-open access. 
What's more, extended oil change intervals, vertical spin-on filters, 
environmental drains, and separate radiator and coolers make daily and 
periodic maintenance fast and easy. You'll spend less time getting ready to 



Operating 

costs continue 

to rise for 

landscape 

businesses in 

2004. 

Owners generally tend to enjoy some numbers that rise 
k consistently - revenue, profit and even number of 
I employees. Operating costs would not make this list, 
w however. 

The expectations of rising operating costs in 2004 as 
compared to 2003 shows clearly in the Research USA Cost of 

Doing Business survey conducted for John Deere. Each category, including 
labor, equipment, materials and overhead, as well as total operating costs, showed 
more than half the respondents expecting an increase. In the case of total oper-
ating costs, nearly three-quarters predicted an increase. 

In the labor category, the more revenue a company earns raises the prob-
ability of an increase in its labor costs. For example, 59 percent of the compa-
nies earning $100,000 to $299,999 in revenue expect their labor costs to in-
crease. In comparison, more than 77 percent of the companies earning $1 mil-
lion or more expect an increase in labor costs. 

Across the board, very few expect costs to actually decrease. The highest average 
percentage of those predicting a decrease - nearly 10 percent in the total operating 
cost category - comes from companies earning less than $ 100,000 a year. 

The owners in the Northeast/Midwest region anticipate higher costs in all 
categories when compared to the South/Southeast and West/Southwest. 
EQUIPMENT. Based on the survey results, walk-behind and riding mowers are 
kept slightly longer than five years, while tractors, skid steers and utility ve-
hicles are kept for more than seven years. In all the equipment categories, com-
panies earning more than $1 million tend to replace equipment sooner. In fact, 
mowers are replaced almost one year earlier. However, by region, the North-
east/Midwest retains its mowers longer than the average. 

For instance, Timothy Kilgallon, owner of CSI Landscaping, Scarsdale, 
N.Y., maintains a strict equipment replacement schedule. "We made a mistake 
on some of the vehicles by keeping them seven or eight years, and we were 
spending $1,000 here, $2,000 there, $4,000 there, and at the end of the year 
we could have paid a loan on a new vehicle," he explains. 

"I try to keep my trucks for five years and then turn them in and buy new 
ones, because I know if we take out at least a five-year loan on the vehicle, with 



the warranties and everything except for normal main-
tenance and diesel in the trucks, I know what my ex-
pected outcome is," Kilgallon adds. 

Taking the opposite approach is Mike Davidson, 
chief financial officer for Gardeners' Guild, San Rafael, 
Calif. "We haven't scaled back on equipment, but in-
stead of buying a new piece of equipment, we'll try to 
get another year out of an existing one." 

Two options available to owners regarding equip-
ment are leasing and buying. According to the survey, 
leasing is the less desirable option. Many factors could 
have an impact on this option. Owners may feel the 
actual cost of leasing ends up higher than buying due to 
the wear and tear on the vehicles, or insurance costs could 
be prohibitive. 

Once again, the largest companies are more likely 
to lease tractors, riding mowers, pickup trucks and other 
vehicles. 

The South/Southeast region led the other regions 
in leasing tractors, with 6 percent spending in the $1 to 
$999 range, and 5.2 percent in the $1,000 to $4,999 
range. This region also sets the pace for pickup truck 
leasing. 

In the West/Southwest region, handheld equipment 
is the only other category weighing in with more than 
10 percent of respondents saying they lease. All other 
categories yielded minimal positive responses. 

Prospects for buying equipment are definitely 
brighter. To contrast leasing vs. buying for tractors in 
the South/Southeast region, 17 percent plan to buy and 
5.3 percent plan to spend $5,000 to $9,999. In the next 
price bracket $10,000 to $24,999, 4.9 percent of own-
ers predict spending this amount. 

On an overall basis, nearly half of the respondents 
said they purchased pickup trucks in 2004, and more 
than two-thirds purchases handheld equipment. 

One company that spent $80,000 to $ 100,000 more 
in equipment in 2004 is Sunrise Lawn & Landscaping 
in Herndon, Va. Joe Markell, owner, estimates the com-
pany will grow 10 to 15 percent this year, combined 
with 10 percent growth in 2003. He is setting a realistic 
growth goal of 20 percent for 2005. The company 
needed more equipment for the growth and bought 
mowers, aerators and a skid steer. "We're also trying to 
make crews more efficient by buying trucks that are more 
efficiently set up," Markell remarks. 

Dan Foley, president of D. Foley Landscape, 
Walpole, Mass, adopted a more extreme approach. Over 
the past two years, his company has embarked on a stan-
dardization of equipment. "The unique thing that we 
did this year is that we sold every single piece of equip-
ment we owned and went to one brand and bought all 
new. It was a gutsy move," he acknowledges. 

Several benefits arise from this procedure, accord-
ing to Foley - training is more streamlined and efficient, 
the cost of stocked parts reduces with bulk buying and 
maintenance costs are also reduced. 

Many owners are buying equipment with increased 
fuel prices in mind. Bruce Bachand, vice president and 
chief operating officer of Orlando, Fla.'s Carol King 
Landscape Maintenance, indicates that his company con-
tinues to purchase the equipment it needs. However, 
"we're looking to be as fuel-efficient as possible," he says. 
"In a few cases, we've even purchased diesel equipment 
instead of gasoline." 

Kilgallon has also adopted that strategy. "I'm pretty 
much running all diesel trucks, and I actually did switch to 
cargo vans," he says, adding that the change has saved him 
about 25 percent in fuel costs. 

Nearly half of the respondents to the survey mentioned 
that another major cost is fuel. The companies with rev-
enue of less than $ 100,000 seemed to be most affected. 
Nearly two-thirds named fuel as a major cost for their com-
pany, and the Northeast/Midwest regions had the stron-
gest average percentage of respondents. 

For instance, Walpole, Mass.-based Foley remembers 
budgeting for 2004. "We thought we were smart forecast-
ing a fuel increase and when we did our budgets, I think we 
were talking $1.35 to $1.85 and the prices went right by 
that," he says. 

His company decided against any price increases or 
surcharges, but will factor increases into its 2005 budget. 
Other companies raised prices, some charged a fuel sur-
charge, some decided to leave prices alone, and some are 
building increases into their 2005 budgets to combat rising 
gas expenses. 

MAINTENANCE. Unfortunately, even the most reliable 
equipment will need parts or repairs at some point. 
Nearly one-quarter of the respondents spent in the $250 
to $499 range for riding mower parts in 2004, with an 
average of $382 spent. The Northeast/Midwest region 
averaged an expenditure of $445, which could correlate 
to the fact that companies in this region keep their mow-
ers almost a year longer than the national average deter-
mined in this survey. 

Walk-behind mower parts averaged only $266. The 
amount of revenue directly corresponds to the average 
amount spent on parts - the smallest companies spent the 
least, and the averages followed a stair-step pattern to the 
largest companies. 

Information regarding the repair of riding and walk-
behind mowers shows that 40 percent of the companies 
had no expenditures in 2004. The average cost experienced 
by companies with repairs was $361 for riding mowers and 
$248 for walk-behind mowers. 

Cost isn't the only factor related to maintenance and 
repairs. Equipment in disrepair cannot be used, which can 
adversely affect projects and deadlines. Owners' perceptions 
of dealer turnaround times for repairs average 2.3 days. That 
estimate is nearly universal across regions and company size. 

However, the turnaround time actually received aver-
ages 2.9 days. Again, the percentages are nearly the same 
for all categories. 

An option available to nearly 25 percent of the respon-
dents is a dealer mobile maintenance/service program. This 
service is more likely to be available in the West/Southwest 
region, and to companies at the highest level of revenue. 
Almost 60 percent of companies responding to the survey, 
on average, utilize this service, with nearly three-quarters 
of the largest revenue companies using it. For those who do 
not have the service, 55 percent indicate they would use 
the service if offered. 

FUTURE COSTS. The green industry cannot, unfortunately, 
access a crystal ball to assist in 2005 budgeting. Davidson 
felt frustrated with the mounting costs in 2004. He echoes 
the sentiments of many: "We want to price our work in a 
manner that plans for and covers unexpected costs and costs 
that we're aware of in an effective manner." 



Y o u ' l l S a v e T i m e W i t h 
O n e R e l i a b l e S u p p l i e r -
P l u s E a r n B i g R e w a r d s 

Y o u ' l l f i n d t h e i n d u s t r y ' s m o s t c o m p l e t e l i n e - u p o f i r r i g a t i o n , l i g h t i n g a n d 
l a n d s c a p e s u p p l i e s a t J o h n D e e r e L a n d s c a p e s - a n d c a n e a r n B i g R e w a r d s 
w h e n y o u j o i n o u r P a r t n e r s P r o g r a m . T h e b e n e f i t s a d d u p e v e r y d a y : 
s p e c i a l P r o g r a m p r i c i n g a n d d i s c o u n t s , J o h n D e e r e C r e d i t f i n a n c i n g f o r 
h o m e o w n e r s , q u a l i f i e d j o b l e a d s , p l u s P r o g r a m P o i n t s f o r m e r c h a n d i s e 
r e w a r d s , r e s o r t t r i p s a n d m o r e . 

Now You Can Pick Up Program Points With 
Purchases of John Deere Commercial Equipment 
B u i l d u p y o u r b u s i n e s s a n d ea rn Po in t s w h e n y o u j o i n t h e J o h n Deere 
L a n d s c a p e s Pa r tne rs P r o g r a m a n d p u r c h a s e J o h n Deere e q u i p m e n t . 
M o w e r s , p o w e r e q u i p m e n t , u t i l i t y veh i c l es , c o m p a c t t r a c t o r s - check 
w i t h y o u r loca l dea le r a n d see h o w t h e s e p u r c h a s e s can pay o f f in 
B ig R e w a r d s ! ^ ^ 
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www.JohnDeereLandscapes.com use r e a d e r serv ice # 1 2 3 Free Catalog: 800-347-4272 

http://www.JohnDeereLandscapes.com


N o t h i n g Runs Like A Deere 

of Sm i th Grounds Managemen t cou ldn ' t f i nd a wa lk m o w e r as g o o d as his f leet 
of J o h n Deere Z-Traks™ —unt i l he saw th is new 7H Commerc ia l Walk-Behind. 

" W e w e n t t o J o h n Deere Z's w h e n t h e y w e n t t o t h a t 7- l ron™ d e c k . T o u g h e s t deck I've 
eve r seen, a n d t h e cu t q u a l i t y is g reat . N o w t h e y ' v e 

g o t t h i s 7- l ron walk-behind, t o o . T h i n k I 'm g o n n a 
s w i t c h o v e r j u s t because o f th is? You bet I am! 

J O H N D E E R E 

S c h e d u l e a Free D e m o n o w at www.MowPro.com 

http://www.MowPro.com


Check us out @ 

iwn & Lanscape 
Online - The Industry at 
Your Fingertips 

Whether it's equipment specs or t ips 
' o n business operat ions, green industry 
? professionals need the most up-to-date 
information avai lable to help them run 
successful businesses. That 's why 
Lawn & Landscape Onl ine exists and 
why tens of thousands of industry 
professionals f rom around the country 
visit www. lawnand landscape .com 
every week. 

Since it was launched in 1997, 
Lawn & Landscape Onl ine has 
become the most advanced site 
serving the industry and is the leader 

J n contractor interest and involvement. 
With an audience of lawn and land-
scape contract ing companies, manu-»facturers and suppl iers of all sizes, the 
site includes everything f rom the top 
news affect ing the industry, to regular 

• product updates, magaz ine article 
1 archives, M S D S and product label 

details, monthly sweepstakes and an 
j £ac t i ve message board. 

i The Power of/ 

cu- á - a u i b-jl 
k i s to 
ĵ hh**39 - ' a i l 

E-Newsletter: 
Can't visit Lawn & Landscape Onl ine 
every day? Sign up for the weekly e-
Newsletter, del ivered free to your 
inbox every Monday, for a round-up 
of news stories posted dur ing the 
week, as wel l as highl ights of 
upcoming events and information on 
monthly onl ine sweepstakes. 

www.lawnandlandscape.com 
CI* I « Ym. Froto, iMh 

Ite* S*» «tot* Koro Sto* F «oto. Hfttcvy MO Cd» CWUH 

Contractors and 
suppl iers al ike can 
keep up with industry 
happenings by visit ing 
Lawn & Landscape 
Onl ine regularly. Read 
more about some of the 
popular features of the site 
and how you can part icipate 
in this dynamic onl ine 
communi ty : 

Integrated Marketing Solutions 

Product E-Newsletter: 
Hitting your e-mai l inbox every 
Thursday, s ign up for the weekly 
Product e-Newslet ter showcas ing new 
products that can help subscr ibers 
improve operat ions eff iciency and job 
quality. Visit 
www. lawnand landscape .com today 
to sign up for both e-Newslet ters. 

Message Board: 
The popular Lawn & Landscape 
Onl ine Message Board is the ideal 
place for industry professionals to 
share t ips and tricks, ask and 
answer business-related quest ions 
and network with peers to gain 
valuable business insight. 

http://www.lawnandlandscape.com
http://www.lawnandlandscape.com
http://www.lawnandlandscape.com
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2004 State of the Irrigation Indus 

Despite watering restrictions, 

most irrigation contractors report increased sales 

m 2003 and expect the same in 2004. 

by Lauren Spiers 

Steady 
Stream 

Water may be colorless, odorless and taste-
less, but don't let its simplicity fool you. H 20 
is the lifeblood of plants and animals; it's a 
cleanser and a coolant; it's an ingredient in 
everything from paint to copy paper. It's an 
essential, and it seems to be everywhere. 

However, according to Rain Bird Corp.'s 
white paper, "Irrigation for a Growing 
World," only 1 percent of all the Earth's 
water is accessible freshwater. Furthermore, 
growing water shortages could negatively 
impact health and wellness, as well as busi-
ness and industry. While the U.S. popula-
tion has doubled since 1900, water use has 
increased eightfold, and per-capita water 

consumption is up to 101 gallons per day, 
though only 20.5 gallons are necessary to 
maintain life, hygiene and food production. 

Water use and availability are especially 
important to landscape contractors. Lawn & 
Landscape research shows that 82 percent 
offer irrigation services and an additional 10 
percent of businesses subcontract irrigation. 
As a result, water availability for landscape 
purposes is a must, which is why conserva-
tion has become such a prominent topic. 

Luckily, in spite of any challenges with 
restrictions, most irrigation contractors ex-
pect to end the year on a high note, with 
increased sales over 2003. 
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A CONSERVATIVE APPROACH. For 
2004, 90.9 percent of companies offering irri-
gation are predicting growth for these ser-
vices, either installation or maintenance. Bro-
ken down further, 52.3 percent of companies 
expect installation to grow the fastest, with 
an average increase of 32.6 percent, while 
38.6 percent expect to see an average in-
crease in maintenance of 23.5 percent. This 
follows a banner 2003 year when 92.6 per-
cent of irrigation companies reported growth. 

One reason for the dynamic growth 
trend in this sector carries with it a slight 
irony: water restrictions. Manufacturers 
and contractors agree that tight restrictions 

actually influence homeowners and prop-
erty managers to hire professionals for their 
water management needs. 

"In some cases when there are water re-
strictions, it actually creates business because 
people need to become more efficient," ex-
plains Jeff Carowitz, vice president of mar-
keting, Hunter Industries, San Marcos, Calif. 

Carowitz says wet weather in the South 
and southeastern United States have damp-
ened irrigation sales a bit, but easing water-
ing bans in the West have simultaneously 
increased sales in that part of the country. 
"Most of the watering restrictions were lifted 
in most of the critical areas to where they can 
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now install and run irrigation when they need to, so that's been less 
of factor this season than two or three years ago," Carowitz says. 

Moreover, Carowitz sees contractors and municipalities collabo-
rating on positive conservation solutions. "Instead of banning water-
ing altogether, many states are requiring the installation of rain 
sensors to save water," he says. "In Florida, this type of law has 
already saved 30 billion gallons of water. Other places allow watering 
only on certain days of the week or during certain hours. There's a lot 
of positive legislation that can make for good conservation." 

Irrigation Industry Profile 
The 2 0 0 4 Irr igation Company 

Average company age 12.3 years 
Average annual company revenue $1.6 million 
Average percent of sales from irrigation 22.6 
Average number of employees 23.5 
Average number of irrigation crews 2.02 
Average number of technicians per crew 1.21 
Average client mix 56.7% residential, 
Average property size 3.2 acres 
Average percent profit for irrigation work 22.3 

Source: Lawn & Landscape Research Study, April 2004 

Other states also have enacted rain sensor legislation, opening up 
sales opportunities for many contractors. While only 3.4 percent of 
contractors reported that rain / moisture / weather sensors were among 
their top three irrigation equipment expenditures annually, manu-
facturers expect sales for this product category to increase as more 
states pass legislation and more contractors and customers become 
aware of the water savings these small $50 parts can afford. 

CONTROLLING EXPENSES. Other products promising water 
conservation and increasing sales are irriga-
tion controllers. As core irrigation compo-
nents, controllers came in as the third most 
common irrigation expenditure, with 40.6 
percent of contractors placing controllers 
within the top three products that make up 
the majority of their annual irrigation expen-
ditures. Additionally, central control systems 
are gaining popularity, especially on com-
mercial sites. These systems let controllers 

43.2% commercial monitor sites via the Internet. 
In fact, 32.3 percent of respondents said 

they use central control systems on their 
smaller commercial properties, while 10.1 

{continued on page 82) 

Over 30 
Attachments! 

Contractors Know... 

Kanga Means 
Business! , 

Contractors across the world have been relying on Compact Power to 
handle all their tough jobs Everything from moving dirt or mulch across the 
site, trenching for an irrigation system, to planting trees and shrubs - one machine can 
do it ALL! The Kanga G524 has 30+ attachments to handle a wide variety of projects. 
Whether you need an extra set of hands or to enhance _ _ _ _ _ _ n C T l 
your crew's capabilities, the Kanga is your man! O U U ~ 4 / b ~ y t ) / ü 
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PESTICIDE HOSE REELS 
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Water. It's what keeps the world 

alive. As the world s largest manu-

facturer of irrigation products, we 

believe it is our responsibility to 

develop technologies that use 

water efficiently. Over the past 

seven decades, our pioneering 

efforts have resulted in more than 

130 patents. From central control 

systems and automatic shut-off 

devices to pressure regulating 

components and low volume drip 

irrigation, Rain Bird designs 

products that use water wisely. 

And our commitment extends 

beyond products to education, 

training and services for our 

industry and our communities. 
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never been greater. We want to 

do even more, and with your help 

we can. Visit vvww.rainbird.com 

for more information about 

The Intelligent Use of Water." 
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percent prefer this approach for larger com-
mercial jobs and 7.9 percent use central con-
trol systems on every commercial account. 
While 38.2 percent of contractors said they 
do not use central control systems, 15.2 per-
cent said they are looking into it. 

Dean Akers says his company is begin-
ning to use central control-style systems. 

"We're in the process of implementing Web-
based controllers that really promote re-
sponsible water management," he says. "It's 
something that we may implement as stan-
dard equipment for accounts that are more 
than $50,000 or $60,000. These systems can 
cost $4,000 to $5,000, but when the land-
scape you're trying to grow and protect is 
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worth tens or hundreds of thousands of dol-
lars, it's something that our larger clients 
would consider buying into." 

Besides central control systems, other 
expenditures on irrigation parts, pieces and 
systems is increasing along with overall sales. 
For 2004, 38.2 percent of contractors expect 
to see increased spending on irrigation, while 
54.9 percent expect expenditures to be in line 
with last year. Only 2.4 percent expect de-
creases in expenditures. Irrigation equipment 
expenditures are expected to increase 8.1 
percent this year, resulting in the overall 
market value increasing by roughly $44 mil-
lion to $590 million. 

In addition, Lawn & Landscape research 
shows a link between the type of business 
growth irrigation contractors are seeing 
and how these contractors are spending 
their money. In 2003, 45.9 percent of con-
tractors saw installation growth, while 46.7 
percent saw maintenance business in-
creases. This even split is reflected in ex-
penditures, as 33.9 percent of contractors 
note spending less than $5,000 in 2003 and 
40.4 percent spending $10,000 or more. 
Survey data shows that the lower dollar 
expenditures were reported by a higher 
number of maintenance companies. These 
firms are spending money on less expen-
sive parts and pieces, while contractors 
busy with installation work are investing 
in higher-priced products like controllers, 
as well as a larger volume of materials 
necessary for new system installation. 

Further, growth in maintenance has 
pulled up valves to the top spot on contrac-
tors' lists of irrigation expenditures by prod-
uct category. When contractors were last 
surveyed in 2001 on specific product expen-
ditures, rotors ranked as the No. 1 expendi-
ture, while valves came in fourth. This year, 
valves top the list, with 63 percent of contrac-
tors reporting them as one of their top three 
irrigation expenditures. Rotors follow at 57 
percent. Additionally, increased installation 
work moved controller expenditures up the 
list from fifth place to third place, with 40.6 
percent of contractors naming it one of their 
top three irrigation expenditures. 

On average, contractors keep $1,342 worth 
of irrigation inventory on hand, with the ma-
jority of respondents (24 percent) reporting 
average inventory between $1,000 and $2,499. 

(continued on page 84) 
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2004 State of the Irrigation Indus: 
(continued from page 82) 

Another 19.5 percent of contractors keep less 
than $500 in inventory on hand, and 14.8 
percent manage inventory of $5,000 to $9,999. 

HOPPING HOUSING MARKET. His-
torically low interest rates and a steady in-
crease in housing starts also is helping irri-
gation contractors earn more business. 

According to CNNMoney.com, housing 
starts numbered 2 million in August, up 0.6 
percent from July and 3.6 percent higher 
than expected. Likewise, the U.S. Census 
Bureau reports that the current housing rate 
is 9 percent higher than the same month a 
year ago. Though the Fed continued to raise 
interest rates through September to 1.75 

percent, Federal Reserve Chairman Alan 
Greenspan noted that despite a soft patch 
related to rising oil prices over the summer, 
the economy is again in a position to grow. 

This is good news for the 27.3 percent of 
contractors who named the economy as their 
second biggest business challenge for 2004. 
"The economy can have a positive or nega-
tive impact on the industry and currently it's 
fairly positive," says Ken Mills, vice presi-
dent of the contractor division at Rain Bird, 
Tuscon, Ariz. "This industry tends to follow 
what goes on in the construction business 
and interest rates have been low, so home 
building and commercial construction is 
stronger than if interest rates were higher." 

Jeff Sutter says economic indicators help 
his company gauge sales for the upcoming 
year. "Each year, we look at the economy 
and the housing market and we'll make a 
projection for our sales for the next year," 
explains the managing director of the irriga-
tion division at Mickman Brothers, Ham 
Lake, Minn. "Three of the last four years, we 
have met or beat our goals for the year. This 
year, we're expecting around $1.5 million in 
sales, which exceeds our goals." 

Sutter says low interest rates have helped 
his residential business because the company 
has strong relationships with area builders. 

Brent Bottlinger sees a similar trend in the 
South. "In Texas, an irrigation system is a 
must-have, even for a starter home," says the 
vice president of operations for Choate Irri-
gation, Piano, Texas. "Also, with water re-
strictions, people don't want to worry about 
going out to water in the middle of the night. 
They want a system that will automatically 
water the right amount at the right time. 
Installing irrigation systems has become ex-
pected, so the business for the builders we 
work with has exploded." 

Though Bottlinger sees a trend toward 
more commercial work as cities require prop-
erty managers to comply with water restric-
tions, residential work stays strong. "The 
market is telling us that 70 percent of the 
people who spend $150,000 on a new home 
will install an irrigation system within the 
first year," he says. "This year has been pretty 
wet, which generally means lower sales, but 
as the weather gets better, the housing mar-
ket and conservation efforts are going to 
keep bringing us business." 

(continued on page 86) 
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2004 State of the Irriaation Industry Report 
(continued from page 84) 

Irrigation Workforce & Wages 
While 2004 sales have been strong for 
irrigation companies, finding qualified 
technicians to handle increased business 
remains a concern for 29.9 percent of re-
spondents to a Lawn & Landscape survey. 

"Finding technicians who have any 
level of experience and who are knowl-
edgeable, especially with electrical as-
pects, is a big challenge," says Paul Boling, 
sprinkler services manager, Hermes 
Landscaping, Lenexa, Kan. "We go 
through a lot of turnover and that's 
something I've encountered at other op-
erations, as well." 

To alleviate this problem, Hermes 
Landscaping and other companies have 
turned to the H-2B program for depend-
able employees who tend to return each 
year and usually require less training. 

Brent Bottlinger, vice president of op-

erations for Choate Irrigation, Piano, 
Texas, says his company has taken a simi-
lar approach. "We have several Hispanic 
workers - some are citizens and others are 
H-2B - and we really grow our own tech-
nicians from this staff," he says. "It's hard 
to find an English-speaking repair techni-
cian, but we start a lot of our employees 
out as laborers and then train them for 
higher positions-pipelayer, installer, crew 
foreman and on up." 

Adequately compensating employees 
also has helped companies retain their 
employees longer and increase their value 
to the company as they gain more experi-
ence over time. "We study labor rates in 
our area and there's quite a fluctuation," 
says Jeff Sutter, managing director of the 
irrigation division at Mickman Brothers, 
Ham Lake, Minn. Sutter adds that his 

staff earns competitive wages in his area. 
Laborers start around $9 per hour, while 
upper-level crewmembers make $13 to 
$16 per hour and foreman earn $16 to 
$22 per hour. 

According to Lawn & Landscape re-
search, wages for members of irrigation 
crews are increasing, which is contrary 
to other industry jobs, such as mower 
operators and lawn care technicians, 
both of which decreased from 2003 to 
2004. Irrigation contractors noted an in-
crease in entry-level technicians aver-
age wages from $9.86 in 2003 to $9.91 in 
2004. Technicians with five years of ex-
perience saw wages increase a full 10 
cents to $13.97 year over year, and tech-
nicians with 10 years of experience saw 
the greatest wage increase - from $18.09 
last year to $18.30 in 2004. 
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Suppl ier Select ion 
As different companies experience growth in their irrigation installation and mainte-
nance services, their needs for certain pieces of equipment change (see Controlling 
Expenses on page 80). But regardless of whether contractors need controllers and 
weather stations or rotors and sprayheads, Lawn & Landscape research shows that in 
addition to cost, impressions made by manufacturers play a significant role in 
purchasing decisions. Take a look at the top 10 factors that contractors said they 
consider before opening their wallets. 

Which THREE factors have the mast influence an your irrigation product 
purchasing decisions? 

Cost 45.1% 
Brand Name .40.4% 
Manufacturer Reputation 40% 
Supplier Location 38.8% 
Support for Product 31.1% 
Dealer Suggestion/Salesperson Recommendation 11.7% 
Delivery Schedule/Shipping 11.1% 
Payment Programs 6.1% 
Manufacturer Reward Programs 5.3% 
Colleague Suggestions 4.6% 
Source: Lawn & Landscape Research Study, April 2004 

Lawn & Landscape research shows revenue 
increases for contractors in both residential 
and commercial markets. For 2004,39 percent 
expect to see commercial revenue grow, while 
49.1 predict no change, and 1.2 percent expect 
a drop in revenue. At the same time, 48.9 
percent of contractors say residential revenue 
will grow in 2004, while 42.2 percent see resi-
dential revenue holding steady and 1.2 per-
cent expect a decrease. Overall, this translates 
to a net increase in commercial revenue of 9.2 
percent, while residential revenue will see a 
net increase of 15.2 percent. Overall revenue 
growth for irrigation is expected to be 12.6 
percent for 2004, and contractors are confi-
dent that sales will remain solid. ID 

layYnandlandscape.com 

n 
Visit the November Online Extras 

section to learn about the impor-
tance of irrigation education and other 
popular irrigation industry topics. 
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Simply the Best 

With over twenty-one years of commercial lawn mower innovation, Scag Power Equipment continues to lead 
the industry with a line of products designed and manufactured to tackle your toughest mowing conditions. 

Scag understands the needs of professional lawn care contractors, like you. We know you need productive 
equipment that stands up to daily use with a minimum of downtime. Scag mowers are designed, manufactured 
and supported to be "Simply the Best" in every way. At Scag, "Simply the Best" is not just our slogan, 
it's the way we conduct business. 

Visit our website at www.scag.com 

Scag Power Equipment Div is ion of M e t a l c r a f t of Mayv i l le , Inc. 1000 M e t a l c r a f t Drive, Mayv i l le , W l 53050 
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Time is 
Money 

Quoting prices is often a job in itself which is why many 

landscape contractors charge for estimates. Lawn & 

Landscape Online Message Board users discuss when 

these fees are appropriate. 
by Jonathan Katz 

Customers can be fickle. They often seem interested in hiring land-
scape contractors for projects only to back out in the end because of 
price or simple indecision. This creates headaches for contractors 
who spend hours figuring estimates or designs. 

A recent thread on the Lawn & Landscape Online Message Board 
questioned whether landscape contractors should charge for de-
signs, consultations or estimates. Most agree that designs and 
consultations require enough time and effort to warrant some 
type of price tag. 

"Designs involve time, creativity, experience, formal education 
and knowledge," writes Andrew Aksar, owner, Outdoor Finishes, 
Walkersville, Md. "There is no way we will offer our creativity and 
experience for free. You cannot bring back time." 

Mike Kulp, owner, Grass Roots Landscaping, Broadway, Va., 
agrees that contractors should charge design fees but notes that he 
doesn't charge for estimates. "On the smaller jobs, I don't sweat it," 
he writes. "I just make an appointment for when I'm in the area, and 
it doesn't take much of my time." 

Kulp adds that he has an effective system for weeding out price 
shoppers by asking what their budget is, which typically chases 
away the "tire kickers." 

MONEY TALKS. While most contractors agree that design and 
consultations should come at a price, opinions varied on how 
much to charge. Aksar's design fees generally start at $500 and go 
up to $1,500 for jobs in the $20,000 range. He charges $25 to $40 for 

(continued on page 95) 

^ B E S T O F T H E W E B 
The Lawn & Landscape Message Board is a 
hotbed of green industry chatter and 
professional dialogue. Playing host to a 
diverse collection of opinions and ideas, the 
online forum often bounces between 
detailed discussion and dynamic debate. 

To better educate readers, Lawn & 
Landscape will expand upon a Message 
Board discussion each month and offer 
forum-related insights from professionals in 
this "Best of the Web" section. 
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Sean F. Casey 
National Sales Manager 
Nufarm Turf & Specialty 

Change is somewhat unnerving, especially when it involves 

the unfamiliar. So when Nufarm Limited from Australia 

purchased Riverdale five years ago. our main objective was 

a seamless and transparent transition. Our customers rely 

on us for quality products and dependable service, so we 

wanted to do everything in our power to ensure they 

experienced no interruption in service while we transitioned 

into becoming Nufarm. 

Some people we meet in business ask us "Who is 

Nufarm?" The answer is that Nufarm is a major player in 

the U.S. turf and specialty market. We are proud of the 

fact that we are Nufarm Turf & Specialty and believe it is 

high time to make a big deal about it. 

Nufarm Turf & Specialty is still comprised of the people, 

products and service you depend on and have grown to trust. 

But we now have additional global resources for sourcing 

materials, formulation development and product/business 

acquisitions to allow us to improve operations and function 

more effectively. We have the resources and critical mass 

to meet the demands of the stringently regulated business 

environment we operate in. 

What does this mean for our customers? Innovative and 

industry-leading products, better service and stronger 

support than ever before. Nufarm Turf & Specialty is 

delivering Local Solutions Through Global Resources. We 

are investing in our business to help better your '$. 

Currently we are launching three new premium 

products: Escalade ™, Escalade ™ Low Odor and Triplet® Low 

Odor. All are designed to meet the demands of your 

customers for better weed control with less impact on their 

lives. Whether through the reduction of active ingredient 

loads or offensive product odor, these products are the first 

in a large pipeline of new and improved products we will be 

introducing. We know these products will make a difference. 

Nufarm Turf & Specialty. We 're still here for you. Proven, 

reliable and stronger than ever. 

Nufarm Limited was founded in the 1950s as a crop 

protection and specialty chemical manufacturer 

based near Melbourne, Australia. After decades of 

steady growth and expansion, Nufarm has emerged 

as one of the top 10 c rop and turf protection 

product manufacturers in the world. 

Being truly global requires a strong presence 

in the United States. To accomplish this, Nufarm 

needed a respected U.S. company with a solid 

manufacturing, marketing and sales presence. After 

an extensive search, Nufarm acquired Riverdale 

Chemical Company in 1999 and created Nufarm 

Turf & Specialty, which is based near Chicago, IL. 

T h e acquis i t ion gave N u f a r m instant marke t 

knowledge and presence, but also the added bonus 

of a reputation for extensive formulation expertise. 

Riverdale's innovation began as one of the first 

license holders of 2,4-D, but company growth came 

through researching and introducing new actives, 

c o m b i n a t i o n s of act ives and f o r m u l a t i o n 

improvements. Turf and golf course customers 

w a n t e d e n h a n c e d w e e d con t r o l , r e d u c e d 

environmental loads and other benefits, and the 

company responded with innovative solutions that 

i n c l uded M i l l e n n i u m Ultra®, C o o l Power®, 

Ho r s epower™ and many private label products. 

The vision of Nufarm Turf & Specialty is to 

provide customers with world-class turf protection 

products. O n e aspect of this means drawing on the 

global r e sou r ce s of Nu f a rm, wh i ch sells and 

supports specialty chemicals in more than 100 

nations, and manufactures and formulates products 

in 13 countries, including in the United States. The 

other aspect is to retain the customer relationships 

founded on a respected sales and service team and 

a nationwide distribution network. Above all else, 

N u f a r m Turf & Specia lty va lues a h a r d - w o n ^ ^ ^ ^ 

reputation for service excellence to the individual 

customer. 



Vision f o r t h e Future 
Nufarm's vision to deliver customer solutions through formulation 

excellence begins by listening carefully to customers to learn their 

needs. According to Frans Jager, C E O of Primera Turf, "Just like their 

predecessor. River dale. Nufarm Turf & Specialty is very customer focused 

and they are good listeners. That's why they are an important supply 

partner for Primera Turf" 

Nufarm responds to customers needs with new products, labeling 

and support. Nufarm product research and development always begins 

with a focus on solving the problem. Developing customer solutions 

may mean using a new active ingredient, developing a new or improved 

formulation, or finding an innovative 

combination of chemistries. Whatever 

the so lut ion, N u f a r m ' s fo rmulat ion 

expertise is put to wo rk in state of the 

art manufacturing facilities. 

A four-year, $ 12 million renovation 

of Nu fa rm ' s manufacturing facility in 

C h i c a g o He ights , IL, has e xpanded 

production capabilities to meet growing 

demand. 

Research is a Nu fa rm strength, 

says S co t t E icher, S e n i o r P r o d u c t 

Marketing Manager, Turf, Ornamental & 

Techn ica l P r o d u c t s for D o w 

A g r o S c i e n c e s : "What Nufarm 

accomplished with the rapid formulation 

development and registration of 

Escalade™and Escalade™ Low Odor was a pleasant surprise, as has been 

the fact that Nufarm has not changed what was good about Riverdale, 

like the experienced professional sales people in the field. Today. Nufarm 

is like a small family-owned quality business that is owned by a global 

company. They have already demonstrated that they will invest the capitol 

to improve manufacturing facilities in a way that will make it possible to 

handle future growth." 

Having a customer- focused phi losophy means that Nu fa rm 

addresses niche market needs faster and more thoroughly than most 

major manufacturers and distributors. Nufarm ' s central competitive 

advantage is delivering formulator innovation. The result is an ever-

expanding line of quality solutions for golf course, professional turf, 

forestry and industrial vegetation management customers. 

Trust 
The turf and specialty chemical 

business is based on trust. Turf pro-

fessionals put their reputations on 

the line every day, so selecting and 

using products from companies 

and distributors they know is es-

sential. Nufarm Turf & Specialty un-

derstands that in the final analysis 

a plant protection product can only 

be as good as the people who stand 

behind it. For this reason, Nufarm 

is dedicated to providing world-

class support for its customers. 

Innovat ion 
Professional turf protection is rap-

idly evolving business with new and 

difficult weed, disease and insect 

challenges, new regulatory re-

quirements and increasing cus-

tomer demands. Nufarm Turf & 

Specialty is responding with inno-

vative new product options, new 

labeling and new solutions to meet 

the needs of its professional turf 

management customers. 

The Tradition of Service 
Product support is ensured through a veteran sales and technical staff known and active in the turf industry, and a 

distributor network serving all 50 states. Nufarm field staff serve as consultants for distributors and end-use 

customers, and call upon the company ' s Chicago-based technical and regulatory staff whenever necessary. 

Nufarm services Lesco like a real business partner, says Dave Woznicki, Lesco product manager for herbicides 

and specialty products. "Nufarm ensures that we have the right products at the right time. With Nufarm we are able 

to buy the technical material or finished products when needed. Nufarm not only supports our sales initiatives, they also 

provide help in management and control of inventory, production and scheduling." 

Committed to the success of the industries they serve, Nufarm personnel support and are active in G C S A A , 

A L C A , RISE, P L C A A , C P D A , N R V M A and many other local and nationwide task forces and organizations. 
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Local Solutions Through Global Resources 
N u f a r m Tur f & Special ty manu fac tu res and f o r m u l a t e s leading p lant p r o t e c t i o n p r o d u c t s f o r 

w e e d and disease c o n t r o l . D e d i c a t e d t o t h e pro fess iona l t u r f m a r k e t , N u f a r m serves t h e gol f , 
res ident ia l and c o m m e r c i a l t u r f , f o res t ry , aquat ic and vege ta t i on m a n a g e m e n t marke t s . 

New! 

Another premium innovation from Nufarm Turf & 

Specialty, Escalade" is a post-emergent herbicide containing 2,4-D, dicamba and 

Spotlight" Specialty Herbicide, an advanced new active from D o w AgroSciences. 

More competitively priced than the low odor version, Escalade"still delivers some 

serious weed crushing power, especially when it comes to clover. With Escalade" 

you can devastate weeds ... and keep your customers happy. 

New! 

ESCMADE Low Odor At last, homeowners and applicators can see 

super ior broadleaf weed control and not smell it! Escalade ' "Low O d o r is a 

groundbreaking new herbicide formulation that contains Spotlight" Specialty 

Herbicide, a unique fluroxypyr active from D o w AgroSciences. In combination with 

dicamba and a highly-refined 2,4-D TIPA, customers get a premium product that is 

tough on clover and other broadleaf weeds and easy on the nose. Lay those customer 

concerns to rest — and let them enjoy a beautiful lawn and the smell of backyard 

barbeques. 

New! 

TRIPLETlow Odor Finally, a three-way herbicide that is truly low 

odor! Nufarm has taken the proven performance of M C P P - p and dicamba and 

combined it with a highly advanced, unique 2,4-D TIPA. The result is a reliably effective 

product without the customer concerns that accompany a harsh chemical smell. So, 

whether you are a homeowner, applicator, or golf course superintendent, you know 

the turf will be beautiful and weed-free ... and golf games and backyard barbeques 

can continue uninterrupted. 

New Label! 

[ U L T R A " The premium answer to weed issues in premium 

turf, Millenium UltrlFis specially formulated for use on golf courses, parks, playgrounds 

and recreational areas. This highly effective combination of clopyralid, 2,4-D and 

dicamba offers rapid response, tremendous broad-spectrum weed control and 

remarkable control of clover ... often with just one application. 
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the initial consultation, which he uses to 
attract only serious prospects, he says. 

"Today, a guy phoned about an estimate 
for a patio," Aksar writes. "I could tell he 
was serious about doing the work, but I still 
informed him that there is a $30 fee for me to 
come visit him. His reply was, 'No problem 
- I'll have the cash ready/ 

"Then, 5 minutes later, a guy called about 
a retaining wall replacement, and he said, 
'We just want an estimate,' so I informed 
him that there would be a $30 fee. His reply: 
'I'll talk to my wife and get back with you.' 
He hasn't called back." 

Other participants say design fees give 
companies credibility. "It's a perceived 
value, too," Kulp writes. "It's kind of like 
putting furniture in your yard with a 'Free' 
sign. No one wants it. Put a sign on it that 
says '$100' and someone will steal it in no 
time." 

Aksar explains that the $30 fee saved him 
40 minutes in wasted drive time, 30 minutes 
of client meeting time and 30 minutes of job-
costing and proposal-writing time and post-
age costs for that one client alone. 

Another Message Board participant says 
he charges a $125 to $150 design fee, and 
Turf & Shrub Management, Dartmouth, 
Mass., charges $45 for a 30-minute turf, tree 
or shrub consultation, says Owner Ken Reis. 
Advanced Applications, Deerfield, N.Y., 
doesn't charge design fees but does charge 
$200 per hour for consulting, says Owner 
Robert Shauger. 

But in another Message Board discussion 
on a related topic, Sal Mortilla, owner of 
Long Island, N.Y.-based Landscaping Un-
limited, says customers in his region aren't 
receptive to fees. 

"If anyone tried to charge a fee for an 
estimate in New York they would be sitting 
home all season," Mortilla writes. "The av-
erage potential customer here on Long Is-
land gets three estimates. There have been 
many times that we were the seventh, eighth 
or 10th in without knowing it and still got 
the job. 

"I think it's the presentation and what 
you can offer for the price you quote that 
matters," he adds. "Of course, personality 
plays a big role in the selling factor. The 
general rule we follow is we don't care how 
many bids or estimates a person gets, we do 
ask, however, at the time of appointment if 

they received other estimates. This gives us 
a great advantage as it tells us what the 
competition is trying to sell and for how 
much. I can then modify the presentation." 

SCRAP DESIGNS? John Palasek, owner, 
JonKar Design Group, Yaphank, N.Y., says 
some design fees seem exorbitant because 
he doesn't always need an intricate blue-
print to show clients. "I'm still trying to get 
my head around someone charging a $1,500 
design fee for a $20,000 landscape," writes 
Palasek, referring to Aksar's design fees. "I 
can, and have, come up with a design for a 
$20,000 job in my head. For the life of me, I 
can't think of a single $20,000 job that would 
require $1,500 worth of design work. But 
hey, if you can get away with it, more power 
to you." 

Aksar responds by writing that designs 
should be detailed plans that show custom-
ers exactly how the project will unfold. That 

way there's no confusion between the client 
and contractor when the project is finished, 
Aksar says. 

"Would you build a home without a 
plan?" he asks. "Would you build the foun-
dation, then decide where to put the mas-
ter bath? Then once that's done, maybe 
figure out where the baby's nursery is 
going? That may work for some, but from 
a busy-pace perspective of a landscape 
professional, we don't have the time to 
ad-lib." 

But with computer imaging today, de-
tailed designs aren't always necessary, ac-
cording to Palasek. Designs are useful for 
showing architectural designs, but decora-
tive features such as plantings, waterfalls, 
pergolas, walks, walls, ponds and patios are 
displayed better through imaging, Palasek 
says. 

"I rely a lot on imaging as a means of 
getting my point across and frankly those 

who can't see its value either don't know 
how to use it or are not artistic enough to 
make it sing," Palasek writes. 

However, Aksar explains that imaging is 
not scaled and that when planning for fea-
tures, contractors need a detailed plan. "I 
don't see many Wal-Mart stores built off of 
an image," he says. 

Once the basic measurements are deter-
mined, Palasek can develop a materials list 
without much effort. "If you've done similar 
jobs, then you already have a basic plan to 
the customer," he explains. "But what gets 
their attention in the first place is the render-
ing. Scaled plans are helpful but not always 
necessary." 

BAKED-IN BILLS. For contractors who 
are hesitant about upfront charges, some 
suggest refunding fees or including the de-
sign or consultation costs in the actual esti-
mate. 

"Those of you 
who do not want to 
refund design fees, 
why can't you just 
'refund' the fee for 
them and then bake 
a portion of the de-
sign fee into the 
price of the in-
stall?" asks Chad 
Stern, owner, Mow-

ing & More, Chevy Chase, Md. 
But Aksar cautions that by using this 

method, contractors risk getting nothing. 
"If you bake fees into the job cost, then 
how do you recover the money if you do 
not get the work?" Aksar writes. "The 
only time you can bake fees in is when a 
client gives you a deposit for the whole job 
up front on the spot." 

If contractors do "bake in" fees or do 
not offer a refund, another Message Board 
writer asks if the client owns the designs 
even if the contractor doesn't get the job. 
Aksar responds by writing: "You get what 
you pay for. If you pay for something, it's 
yours. Once our clients pay for the design, 
they can elect to do the work themselves, 
shop around with other contractors or have 
us do it 24 months later. It's tough to 
charge someone $1,250 for a design and 
then say, 'Oh, you can't keep this unless 
we do the work.'" ID 

"DES IGNS INVOLVE TIME, CREATIVITY, EXPERIENCE, FORMAL EDUCA-

TION AND KNOWLEDGE. THERE IS NO WAY WE WILL OFFER OUR 

CREATIVITY AND EXPERIENCE FOR FREE. YOU CANNOT BRING BACK 

TIME." — ANDREW AKSAR 



Mower TLC 

There are all kinds of things we should do that we don't do. Changing the batteries in 
the smoke detector, regularly rotating the tires on the family sedan and drinking eight 
glasses of water daily are the types of chores many people become accustomed to letting 
slip through the cracks. No doubt there are some contractors who could add regular 
mower maintenance to that list. And even though rotating your tires doesn't equate to 
certain death and fewer than eight glasses of water won't make you pass out from thirst, 
failure to give a mower the regular TLC that it deserves almost certainly means costly 
problems down the road. 

LIVING LONGER. In addition to being preventive, regular maintenance can extend a 
mower's life, allowing contractors to push their machine until its absolute last sputter. 

To fully understand the impact of lengthening a mower's life, it helps to know the 
machine's potential. " We target a design performance of about 5,000 hours and I think that 
would be about the same for most manufacturers," says Bob Walker, president, Walker 
Manufacturing, Fort Collins, Colo. "You could achieve about 1,000 hours per year with 
some machines, but the average is about 500 to 700 hours. That means a 5,000-hour machine 
would give you a life of about 10 or 12 years." 

(continued on page 98) 
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18.7 PTO HP, 4WD MF Garden Compact 

The incomparable Massey Ferguson G C Series gives you everything you want in a sub-compact t rac to r - and 
more. W i t h up t o 20% more displacement than compet i t ive models, the G C Series' rugged 22.5 hp l iquid-cooled 
diesel engine delivers more to rque - more grunt - t o take on the toughest jobs. Tipping the scales up t o 10% 
heavier than the compet i t ion, the G C Series is solid enough t o provide sure- footed stability. And w i th hydraulics 
that ou tpump the compet i t ion by more than 10%, the G C Series has more muscle fo r lifting, loading, digging, 
scraping - you name it. A l l of which makes the G C Series no t only more versatile, but also more product ive. 
T h r o w in the largest opera to r area in its class, and you may never want t o get off your G C Series. See what we 
mean at your Massey Ferguson dealer today. 

* Rear ballasting required w i th use of f ront -end loader 
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Mower Maintenance Dos and Don'ts 
Here's a quick list of suggestions that mower manufacturers advise you include 
in your mower maintenance schedule. 

• DON'T skip early belt adjustments, says Rod Roberts, service manager, 
Ferris, Munnsville, N.Y. "After the first hours of operation, this is critical so that 
you don't end up with a stretch in the belt or rapid wear later," he says. 

• DO take the battery out before shutting a mower down for the winter, says 
Bruce Dunning, co-owner, Creekside Shop, East Syracuse, N.Y. "Put it in a nice 
warm place, but not on a concrete floor," he says. "And if that's too much effort, 
then unhook one battery terminal and make sure it's filled up with fluid." 

• Contrary to popular belief, Bob Walker, president, Walker Manufac-
turing, Fort Collins, Colo., says DON'T handle your air filter every day. "It's 
okay to check your oil, but the air filter should not be checked every day," 
he says. "If you handle it numerous times, there's a good chance you're 
going to damage the seals or the filtration media. I see more engines ruined 
that way than any other way." 

• DO change your radiator hoses often, says Brendston Williams, assistant 
training manager, Kubota, Torrence, Calif. "It's very important to change the 
hoses on a liquid-cooled, ride-on mower about every two years," he says. "After 
awhile they get sunburnd and alternating heat and cool does damage to them." 

The gap in the life span of a riding or walk-behind 
mower isn't great, but there are some differences worth 
noting. "Comparing the two is comparing apples and 
oranges," says Brendston Williams, assistant training 
manager, Kubota, Calif. "A walk-behind typically is a 
gasoline engine and if it's well taken care of, I'd think 
you could get five or six good years out of it. With a ride-
on you may be looking at a diesel engine and, in that 
case, the engine is one of the strongest components of the 
entire mower. It could outlast the rest of the mower if it's 
well taken care of. That could get you 3,000 or 4,000 
hours easily." 

Alternately, Brendston says a neglected engine might 
last only 500 or 600 hours. 

Bruce Dunning, co-owner, Creekside Shop, East Syra-
cuse, N.Y., points out that the real difference between 
riding and walk-behinds is in the number of hours put 
on the machine in its overall life-span. "You generally 
put more hours on a riding mower in a year than you do 
on a walk-behind mower," he says. "So a 5-year-old 
walk-behind would probably have far fewer hours on it 
than a rider." 

(continued on page 100) 
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Lawn & Landscape 
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deck itself/' Walker continues. "That in-
volves the blades and the cleaning and main-
taining of the deck." 

Then maintenance can be recom-
mended daily for some parts and every 
two years for others. "There are different 
levels of maintenance and some things 
should be addressed on a less frequent 

(continued from page 98) 

SCHEDULE A CHECK-UP Many land-
scape contractors want to provide their 
mowers with four-star maintenance but 
can't find a convenient time. One way to 
make the time is to follow a strict mainte-
nance schedule that becomes a part of the 
routine rather than interrupting it. "You 
need to have a preoperational system for 
preventive maintenance," 
says Williams. "It should 
be a checklist sheet that is WINTER IS A REAL OPPORTUNITY TO COMPLETELY INSPECT 
maintained by a manager 
or fleet owner who rou- MACHINES. BOME USE THAT TIME TO DO AN ANNUAL 
tinely gathers this mate-
rial and ensures that CHECK-UP THAT IS FAIRLY EXTENSIVE. - HOB WALKER 
someone is going through 
and checking those vari-
ous things before operating the equip-
ment." 

Rod Roberts, service manager, Ferris, 
Munnsville, N.Y., says that most mainte-
nance schedules are standard because 
manufacturers usually specify mainte-
nance intervals in their owner operating 
manuals. "So most contractors do their 
own maintenance programs based on our 
guidelines." 

"Most programs are spelled out in 
hours," Roberts explains, adding that air 
filter and engine oil should be checked 
before every use. "For ex-
ample, after the first five 
hours, check the machine 
for loose hardware and 
the engine oil level. And 
at your first 25 hours you 
should adjust the PTO 
(power takeoff) clutch." 

Walker explains that 
proper maintenance 
should revolve around 
three main systems on a 
mower. "The first is lubri-
cation - both grease and 
oil," he says. "This also in-
cludes looking after your 
engine and boxes." 

The second system in-
volves the engine and re-
lated components: the cool-
ing system, air filter, air intake and crank 
case oil, Walker says. 

"The third area on a mower to be main-
tained is the cutting system - the mowing 

basis than others," Walker says. 
Dunning explains that it doesn't matter 

how you keep track of maintenance as long 
as you are keeping track. "Whenever we 
change the oil on a machine, we put the 
hours and the date right on the filter," he 
says. "The reason is a lot of people will 
change the oil every three weeks but the 
same filter has been in there since the last 
time the mower was serviced." 

SEASONAL SUPPLEMENTS. Some main-
tenance tasks won't come up on a daily/ 

Photo: Hustler Turf Equipment 

weekly /monthly schedule but are equally 
important. In climates with seasonal weather 
changes, winter means it's time to put the 
equipment away until spring, locked-down 

(continued on page 102) 
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Not A// Mycorrhizal 
created 

ance 

At Plant Health Care, Inc. All 
products are subjected to rigid 
laboratory Quality Control tests. 
PHC mycorrhizal products have 
guaranteed spore counts a n d 
are manufactured using tested 
processes that ensure the spores 
arrive unharmed and ready to 
effectively colonize roots. 
We add formonenetin, an exclusive 
ingredient that stimulates the rapid 
colonization of mycorrhizal fungi. 
Be assured that PHC mycorrhizal 
products are not made from non-
spore propagules, reformulated or 
leat processed. 

perfoi 
prodm 
promise to you. 

Mower TLC 
(continued from page 100) 

For additional product information or distributor locations 
Call 1-¿00-421-9051 orgoWineto 
www.plantheatthcarèifom 

v i s i t u s a t g i e , b o o t h # 5 2 1 
use r e a d e r s e r v i c e # 5 7 

1 0 2 N O V E M B E R 2 0 0 4 

in garages or sheds. However, just because a 
mower is not in use, one shouldn't assume 
that it would be exactly the same when it 
makes its debut in spring. While it sits dor-
mant, grass clippings, fuel in the tank, and 
even mice are doing their own unique kind 
of damage. 

"One thing you should do when you're 
shutting down a 
mower for the win-
ter is to shut the fuel 
off and run your en-
gine until you com-
pletely run it out," 
Williams says. "You 
have gas in the car-
buretor that will 
eventually run itself 
out if you do that 
and if it remains 
there through the 
off-season it will do 
damage to your 
seals, which plug the 
openings around 
the carburetor to 
prevent leaking. 
Also gas, which will stale, can do damage if 
it's sitting in your carburetor." As an alter-
native to this, Dunning suggests adding fuel 
stabilizer to the tanks and then filling them 
with gas before running the machine for five 
minutes to push it through the carburetion 
system. 

Dunning also strongly suggests thor-
oughly cleaning a mower before putting it 
away. "If you leave grass on those decks, the 

"WHEN YOU'RE SHUTTING DOWN YOUR MOWER FOR THE WINTER, 

YOU SHOULD SHUT THE FUEL OF AND RUN YOUR ENGINE UNTIL YOU 

COMPLHEIY RUN OUT TO GET RID OF GAS IN THE CARBURETOR." 

-BRENDSTON WILLIAMS 

acid is just going to eat right through them 
and it will be rusty in the spring," he says. 
"Take the deck lid off and get in there where 
the pulleys, belts and spindles are and wash 
it clean." 

"Winter is a real opportunity to com-
pletely inspect machines," Walker adds. 

"Some use that time to do an annual check-
up that is fairly extensive." 

Doing this right, Walker says, may mean 
pulling the engine out of the mower. "If it's 
an air-cooled engine, you really need to do 
that once a year and that includes pulling off 
the shrouds and the cooling system and 
really washing them out. It's almost impos-

Photo: John Deere 

sible to be that thorough without removing 
the engine." 

Dunning agrees, adding that spring is a 
good time to do this as well. "You can't 
imagine how often you'll find debris brought 
in by mice. Unless you look, you don't know 
it and that causes extensive damage and the 
repairs will not be cheap." 

Williams offers several other proce-
dures that landscape contractors should 

consider before revving 
up their mowers for the 
busy spring. "Change all 
fluids - especially in a 
walk-behind mower," 
Williams says. In addition 
to changing the oil this 
means changing the oil 
filter, air filter and fuel 
filter. "I'd also make sure 

I had a nice sharp blade." 
Roberts adds that because of moisture 

it's a good idea to grease a mower when 
bringing it out. Some contractors also 
choose to do this before the winter, Dun-
ning says. 

(continued on page 104) 



Here comes Cavalcade 

Your n e w cho ice for p r e e m e r g e n c e profit. 
Everyone should have opt ions. A n d now you do. Because Cavalcade 65WDG Preemergence 

Herbicide is the industry's first post-patent prodiamine herbicide and your new opportunity 

to save. Cavalcade contains the same active ingredient and gives you the same great benefits as 
Barricade* Herb ic ide - excellent preemergence control of annual grassy and broadleaf weeds, 
long residual fal l appl icat ion flexibility and staining is not an issue. But Cavalcade gives you 
something more. A more economical choice. 

C a v a l c a d e is m a r k e t e d through distr ibutors and in c o m b i n a t i o n 
w i t h fer t i l i zer f rom S i p c a m Agro U S A fo rmu la t ion partners. 

C a l l u s at 800-295-0733. 
v i s i t u s a t g i e , b o o t h # 8 4 6 

SIPCAM AGRO USA, INC. 

J 

Barr icade® is a registered t rademark of a Syngenta G r o u p C o m p a n y . . 
C a v a l c a d e ™ is a t rademark of S ipcam A g r o U S A , Inc. W W W . S I p C a i T i a C r O l l S a . C O I T I 
Always r e a d a n d fol low labe l instructions before a p p l y i n g a n y pesticide product. * & 



¡HOOK-ALL* HOOKLIFTS 
Increase Your Truck Utilization by Using One Truck for Mult iple Purposes. 
Units available for s ingle axle, t andem axle and tr iaxle t rucks. 

Lift, Load, 
Leave or 

Dump! 

800-851-8938 
r.nMF VISIT IIS AT WWW AMFRICANROI I OFF com d ^ t t ^ • I 

MANUFACTURED EXCLUSIVELY BY: 

COME VISIT US AT WWW.AMERICANROLLOFF.COM 

AUTOMATED WASTE EQUIPMENT 
PO Bom 5757, 3 Trom» Court, Trenton. M J 0863B 

u s e r e a d e r s e r v i c e # 6 0 

Heavy-duty Attachments 
for Commercial Mowers 

Fall Clean-up 

in 4 Ï 
WlxW^ 

Leaf Blade Plow 

Call for dealer 8 0 0 . 9 6 6 . 8 4 4 2 

Electric Broadcast Spreader 
www.jrcoinc.com 

v i s i t u s a t g i e , b o o t h # 1 8 2 8 
u s e r e a d e r s e r v i c e # 6 1 

Let us help you get the 

WORD OUT. 

Lawnòlanlscape 
Call 8 0 0 / 4 5 6 - 0 7 0 7 

to learn more. 

ARTICLE REPRINT SERVICE 
provides a cost -ef fect ive, high im-
p a c t w a y t o p r o m o t e y o u r 
company 's products and services. 
Our professional ly designed art ic le 
repr ints can be used as direct mai l 
pieces, sales l i terature, t ra in ing aids 
or t rade s h o w handouts. For even 
more targeted market ing, add your 
cus tomized adver t is ing message, 
logo, miss ion s ta tement or other 
valuable company informat ion. 

THE PRICE OF MAINTENANCE* Cer-
tainly, adhering to the suggestions above 
and strictly following the recommended 
maintenance of a mower's owner's manual 
is not going to be free and easy. Quality 

"THE CONTRACTORS WHO MAINTAIN 

THEIR MOWERS RELIGIOUSLY 

DO IT BECAUSE OF THE 

DOWNTIME IT SAVES THEM." 

- BRUCE DUNNING 

maintenance costs money, but that's noth-
ing compared to what will be saved by 
keeping things in tip-top order. 

"We have a round figure for the annual 
cost of maintenance," offers Walker. "If you 
take all of your direct costs - gas, oil and 
your replaceable items like filters and so 
forth and then you add in your insurance on 
the machine and your depreciation - wrap 
that all in a bundle and your cost of owner-
ship and use of the machine is usually about 
$4 or $5 an hour." 

Walker says some may find that a high 
price, but that there's really no way around 
it. "Some contractors ignore those costs 
and they're really just fooling themselves," 
he says. 

Dunning illustrates the difference be-
tween the price of good maintenance vs. the 
cost of not maintaining by offering the ex-
ample of a mower's tire going flat on the job. 
"You have to take the time to load that 
mower onto a truck, take it to a shop and 
now suddenly you've got a crew of two 
standing around with nothing to do," he 
relates. "Add the repair cost to the truck 
time and the lost revenue of having a crew 
out of commission for the day and suddenly 
a $15 repair could be costing you $100. So 
imagine what a more serious breakdown 
would cost." 

The contractors who maintain their mow-
ers religiously "do it because of the down 
time it saves them," Dunning says. "Be-
cause, down the road, the down time always 
costs more than the repair." Q] 

RARA PRO 
* B U S I N E S S S O F T W A R E " 
L a w n Care »Landscapin 

S c h e d u l i n g E s t i m a t i n g A ^ n u n t « R * r * i u i h i * S c h e d u l i n g E s t i m a t i n g 

# R o u t i n g 

C o n t r a c t s 

I n v o i c i n g 

I n c o m e R e p o r t s 

A c c o u n t s R e c e i v a b l e 

P e s t i c i d e / H e r b i c i d e 
T r a c k i n g & R e p o r t i n g 

E x p e n s e s / C o s t s 

T i m e & 
Mater ia ls 

u s e r e a d e r s e r v i c e # 5 9 

http://WWW.AMERICANROLLOFF.COM
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© 2002 The l'oro Company 

T O R O Count on it. 

The Toro Dingo Compact Utility Loader. 
Throw us at your toughest jobs, in your hardest conditions. 

We'll come out on top every time. With the Dingo's 
ability to channel full power where it's needed, when 

it's needed, it's proven itself again and again, on every 
kind of job. In every kind of environment. 

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

v i s i t u s a t g i e , b o o t h # 9 3 0 
use r e a d e r s e r v i c e # 6 2 



Lawn Care Annlicators 

by Jonathan Katz 

Lawn care is a tough job. Not only is it physically challenging but technicians are mentally tested 
everyday in the field - from having to know mix rates to identifying plant and weed species. 

Preparing technicians for the daily grind can be even more difficult. For weeks or even 
months, lawn care operators (LCOs) must review with trainees basic mathematics that many 
haven't seen since grade school, teach proper safety procedures and educate their new 
employees on regional and federal environmental laws. 

This translates into a lot of time and money for LCOs, so having a comprehensive training 
program to get the best return out of their investment is essential. Otherwise, companies 
become strapped with employees who are unprepared for the daily hurdles. 

Photo: Massey Sen 

Lawn care operators share 

step-by-step training 

methods they use to reduce 

accidents, increase 

efficiency and build 

customer relations. 

BACK TO SCHOOL. Imagine being away from school for more than 10 years and having to 
relive those dreaded story problems that caused cold sweats before a test. Technicians in training 
must know similar calculations before taking a related exam, which can sometimes be a challenge. 

(continued on page 108) 
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PRESENTING THE FEROCIOUS NEW CHEWY™ KOtilAK™ 4x4. 
Mounta inous trai ls. B a c k w o o d s paths. Washed-ou t roads. They ' re no ma tch for the new Chevy 4x4. 
Factory bui l t w i th a ful ly in tegra ted 4x4 sys tem and a tu rn ing d iamete r tha t 's 11.5' shor ter t han the 
compet i t ion * th is beast is an of f - road warrior. Capable of punish ing just about anyth ing fool ish enough 
t o get in i ts way. The n ew Chevy Kod iak C4500 /C5500 4x4. It th r i ves in host i le w o r k env i ronmen ts . 
Call 1 - 8 0 0 - T 0 - C H E V Y or visit us at w w w . c h e v r o l e t . c o m . 

KODIAK 
* Based on compar ison of 2005 Chevy Kodiak C4500 /C5500 4 W D wi th 84" CA to 2004 Ford F-450/F-550 4 W D wi th 84" CA. 

Shown wi th equ ipment f rom an independent supplier. See the owner 's manual for in format ion on alterat ions and warrant ies. 

http://www.chevrolet.com


m m m m s m . BS 
(continued from page 106) 

'The area they have the biggest problem 
with is math - doing the calculations to 
determine application rates, determining the 
amount of active ingredient per 1,000 square 
feet or per maximum labeled rates," says 
Dan Warehime, vice president of Senske 
Lawn & Tree Care, Kennewick, Wash. "The 
small amount of math associated with those 
things can be confusing to someone without 
a lot of background in those areas." 

Some companies provide a refresher course 
on applicable math problems before state-re-
quired testing. Prior to the test, Senske Lawn & 
Tree Care trainees receive state-issued hand-
books to review possible test material. The 
classroom and field training are conducted 
by a salaried supervisor, and the trainees are 
paid $9 to $10 per hour for the two-week 
training period. They review the handbook 
for two to three hours during the first three or 
four days of training, Warehime says. 

Supervisors then administer a practice 
test at the end of each chapter. At Senske 

Lawn & Tree Care, an employee might see 
the following problem on a test: "The label 
reads, 'Apply 1.5 ounces of this product in 1 
to 10 gallons of water per 1,000 square feet. 
How much of this material will you put in a 
100-gallon tank if you are going to apply the 
product at 4 gallons per 1,000 square feet?'" 

Then, for regulations, employees may be 
asked questions like, "Which department 
enforces pesticide regulations while they 
are being transported on the road?" 
Warehime says. 

Senske Lawn & Tree Care trainees take 
three tests with 100 multiple-choice ques-
tions, which are administered by the state 
where they're located. The company has 
locations in four states, which include Wash-
ington, Oregon, Idaho and Utah, and tests 
range in cost from $60 to $120. The first test 
covers laws and safety, the second is orna-
mental and weed control and the third is 
ornamental insect and disease control. 

Senske Lawn & Tree Care covers test fees 

and study manuals and any travel costs in-
curred on the first two tries. The company 
allows technicians three chances to pass the 
test, Warehime says. Employees cover all costs 
on the third test and are terminated if they still 
cannot pass. "That either tells me they don't 
care to study or they can't mentally compre-
hend the materials to pass it," Warehime says. 

Senske's annual training costs total $5,000, 
which includes staff fees, some airline expenses, 
lodging, food and facilities. Trainees receive 
20 hours of classroom instruction and 60 
hours in the field before taking the test. 

Technicians at Denver, Colo.-based Swingle 
Tree & Lawn Care spend one week in the 
classroom where they'll learn weed and turf 
identification, proper pesticide use, pesticide 
safety and pesticide formulations before su-
pervisors administer a state-mandated test, and 
technicians with passing grades are allowed in 
the field, says Swingle Director of Operations 
John Gibson. Classroom size is usually 10 stu-

(continued on page 110) 

N o w , m o r e t h a n ever , y o u r t u r f s p r a y i n g app l ica t ions h a v e t o be precise w i t h fer t i l i zers a n d p l a n t p r o t e c t i o n 
products g o i n g w h e r e y o u n e e d t h e m a n d s t a y i n g o u t o f sensi t ive areas. That 's w h y m o s t app l ica tors choose TeeJet*, 
t h e m o s t respected n a m e in spray nozz les a n d accessories f o r o v e r 65 years . 

Tur fJet" , o u r best n o z z l e f o r t u r f sprayers , is a w i d e - a n g l e , f l a t f a n spray n o z z l e t h a t y o u can d e p e n d on . 

• Delivers uniform and effective spray distribution and produces very large droplets that resist drifting 
• Available in two tip materials - durable stainless steel and affordable polymer 
• Easy to identify the nozzle flow rate with the TeeJet VisiFlo* color-coding system — 

F o r m o r e i n f o r m a t i o n c h e c k w w w . t e e j e t . c o m • Spray ing S y s t e m s Co. , P O Box 7 9 0 0 , W h e a t o n , IL U S A 6 0 1 8 9 - 7 9 0 0 . 
TeeJet a n d VisiFlo a re registered t r a d e m a r k s of Spray ing S y s t e m s Co. O 2003 Spray ing S y s t e m s Co. 

TeeJet 
There 's no better way to spray. 

http://www.teejet.com


Blades of Steel 
F.O.E. Unveils Green Guardians 

B Y D A N T E G R E E N F I E L D 
Daily Fescue Great Plains 

Correspondent 

In an unprecedented move yesterday, the 
Federation for Overthrowing EverRide 
(F.O.E.) introduced its latest plan to 
lead the "turf management" company 
to its demise: the Green Guardians. 

Plucked from the earth at an 

early age, the Green Guardians at-
tended F.O.E. s top anti-terror schools 
to train in the arts of 
mower interrogation 
and hand-to-Z combat. 

Now they've been 
briefed on the most classi-

EverRide 

Demolish the EverRide Warrior and 
Hornet by any means necessary. 

They are sworn 
to do everything in 
their power to save 

the seedlings of the 
E v e r R i d e . c o m suburbs. They will fight 

fied mission of their short, grassy lives: tooth and blade against the evil that 
Destroy the machines sent to annihi- is EverRide. And they will do it all in 
late their brother and sister blades. five-inch heels. 



dents to one instructor, who is a staff supervi-
sor, according to Gibson. The first round of 
classroom training prepares Swingle techni-
cians to become verifiably trained technicians 
(VTT). In Colorado, technicians must receive 
at least 24 hours of classroom instruction and 
40 hours in the field before they can conduct 
applications with a supervisor present. 

Swingle Tree & Lawn Care pays employ-
ees their regular rate during training, which 
is $9 to $18 per hour and supervisors receive 
their regular salary, according to Gibson. 

After VTT certification, technicians have 
opportunities to move up in rank by obtaining 
either a certified operator's license or a quali-
fied supervisor's license - the highest-ranking 
certification. The company usually won't offer 
the certified operator's test or qualified 
supervisor's test until an employee has six to 
eight month's experience, Gibson says. With-
out the certified operator's license or qualified 
supervisor's license, technicians cannot make 
applications without supervision. 

Qualified supervisors can evaluate pest 
problems, recommend control products, sell 
application services, operate pest-control de-
vices or supervise others in any of these 
functions, according to the Colorado De-
partment of Agriculture. Certified operators 
can only apply restricted-use pesticides with-
out the presence of a qualified supervisor. 

The tests for the qualified supervisor's 
license and the certified operator's license 
cost $100 each and are administered by the 
Colorado Department of Agriculture, 
Gibson says. Swingle Tree & Lawn Care 
technicians purchase their own $40-train-
ing manuals and are reimbursed for test fees 
if they pass, Gibson says. They pay for their 
own licenses, which also cost $100, because 
they're considered the technicians' prop-
erty. Technicians receive 50-cent-per-hour 
raises for certified operator's licenses and 
$l-per-hour advances for qualified super-
visor's licenses, Gibson says. 

At Massey Services, Maitland, Fla., techni-

cians are first assigned 45 minutes to an hour of 
reading material each night during their two-
week training period, says Adam Jones, vice 
president of quality assurance. In the class-
room, new hires learn how to identify different 
grass plants, 15 to 20 most common ornamen-
tal plants, soil pH and structure, equipment 
maintenance and application procedures. 

In Florida, lawn care companies must docu-
ment that technicians have received at least 40 
hours of classroom training before they can 
obtain an identification card, according to Jones. 
Florida does not require that technicians take a 
state-administered test. The training is docu-
mented when supervisors sign off on the iden-
tification card application. 

The entire training process costs Massey 
Services at least $1,200 per day in lost rev-
enue to have supervisors teach the courses 
and to outfit trainees in uniforms and safety 
equipment, according to Jones. Trainees are 
typically paid about $65 per day during train-

(continued on page 115) 

Efficiency / Reliability 
Mixing & Dispensing Systems Large or Small 

Why are Industry Professionals 
Embracing the Weed Man Opportunity? 
• Our Industry leaders act as consultants united in a common cause — 

your growth and success. 

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

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

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

I believe the biggest asset from Weed Man is the 

dealer support we receive to help us make this opportunity a success." 

Stephen Hillenmeyer, 

Hillenmeyer Nurseries 

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

1-888-321-9333 • www.weed-man.com 

Fill t r u c k s f a s t e r 

U n i f o r m f e r t i l i z e r 
& c h e m i c a l m i x e s 

S a v e o n t h e 
c h e m i c a l u s a g e 

Sofera Sy s tems 

P u m p & M e t e r Kits 
For min i b u l k 
t a n k s & d r u m s 

# MS460 

a 
#MS 39 1 Gallon 
# MS 35 1 quart 

C H E M I C A L P O Box 1 3 0 7 
C O N T A I N E R S , INC. Lake W a l e s , F lor ida 3 3 8 5 9 

1 - 8 0 0 - 3 4 0 - 7 8 0 7 

Specialists in Liquid Handling Products & Equipment 

http://www.weed-man.com


WEISBURGER 
INSURANCE BROKERAGE 
A Division of Program Brokerage Corporation 

A Full Service Insurance Agency 

Specializing in the Pest Control and 

Green Industries. 



Dear Weisburger Clients, 

I spend well over half my time in the field, keeping in touch with customers. 1 can do that because, back in the office, 
there's a bunch of seasoned professionals I have a lot of confidence in, keeping that end of things going smoothly. 

Meanwhile, the harder I listen to what people have to say, the more this business boils down to some simple words: 
keep your promises (spoken and unspoken)...deliver value for the customers' dollar...be there when they need you. 

That's the way my family has always done things. We couldn't have lasted this long without putting muscle in our 
motto: Dependable Service Since 1915. 

We stay in business by staying close to our customers. Join the family, and we'll do the same for you. 
Ask around. 

M U J w l & L A . W e l t b ü r g e r 

Weisburger History Weisburger Insurance has been endorsed by the 
NPMA as the broker of choice for its members. 
We're a member, too, of ALCA, PLCAA and a 
number of regional and state pest management 
and green industry associations nationwide. 
Weisburger has also earned an endorsement from 
the Symbiot Business Group. As a P3 Partner 
(Purchase Power Partner), we and other partners 
strive to offer network members in the lawn, 
landscaping, interiorscaping and pest management 
industries advantages in buying products and 
services similar to those enjoyed by large companies. 

According to The Wall Street Journal, barely nine 
out of 1 0 0 family-owned businesses make 
it to the third generation. But B. & D.A. 
Weisburger, the White Plains, NY-based insurance 
broker is being run by a fourth-generation 
member of the family. 

MI don't expect our motto to ever change,'' says 
current president Michael Weisburger. 
' Delivering dependable service means satisfying 
more than 4 , 0 0 0 customers with a staff of 

In July 2004 , Weisburger was acquired by Program 
Brokerage Corporation (PBC), a division of Hub 
International Limited (NYSE. HBG), a leading 
wholesale insurance brokerage in North America. 
Joining forces with Program Brokerage 
Corporation will enable Weisburger to tap the 
many additional resources of an excellent program 
specialist that has an impressive history of growth 
and innovation. 

offering comprehensive insurance programs, 
competitive rates and prompt claims response. 

Members of the National Pest Management 
Association since its inception 7 0 years ago, 



Coverage & Services 

Wcisburgcr's general liability policy has 
an industry standard, the one competitors try 
hardest to copy. It offers a wide range of standard 
coverages - including: fungus & bacteria coverage 
(varies by state) - along with options that let you 
tailor our program to meet your company's 
individual needs. For detailed descriptions, visit 
our website at www.weisburger.com. 

When it c o m e s to servicing accounts, claims 
handling is surely the most sensitive area in the 
insurance business. We've been with Midland 
Claims for eight years, and people renewing with 
us often remark on the high quality of their work. 
That track record allows us to say we take pride 
in paying close attention to the way o u r 
customers' claims are handled - and mean it. 

Services 
jw; 

What's New? 

Here at Wcisburgcr w e arc very exci t 
our n e w relationship with Program Broke 
Corporation and Hub International Limited, 
which will enable us to offer even more 
resources to our clients. To learn m o r e about 
PBC, visit their website at 
w w w . p r o g r a m b r o k c r a g e . c o m . 

Keeping up with the times means making more 
efficient use of the Internet. Recently, we started 
posting the Weisburger newslet ter on our 
website and distributing it via e-mail . . .putt ing 
weekly news briefs on the "What 's New?" 

www. 

a g e . . . a n d planning to make available the 
o m p l c t c library of o u r "Helping Your Business 

Better" series. 

C o m e visit us at w w w . w e i s b u r g e r . c o m and see 
all w e have to offer you. 

http://www.weisburger.com
http://www.programbrokcrage.com
http://www.weisburger.com
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ing, and class sizes are usually 25 to 30 
people, Jones says. Instructors are typically 
Staff managers who receive their regular 
salary or university professors. Massey Ser-
vices pays a $200- to $400-donation to the 
professors' universities for their services, 
according to Jones. "Everyday that the ser-
vice person is not out being fully productive 
that costs us in terms of lost revenue," Jones 
explains. "We make it up with other people. 
Other technicians have to carry the load or 
management has to help carry the load." 

Jones says there's no way to offset train-
ing costs and that they're just accepted as a 
business expense. He estimates that 99 per-
cent of technicians make it through the two-
week process and that the highest turnover 
fate usually occurs after three to six months, 
adding that the physical and technical de-
mands can contribute to employee losses 
during this time. 
g 
IN THE FIELD. Seasoned lawn care opera-
tors know technicians learn best through 

Jfexperience. At Massey Services, trainees get 
hands-on practice after just three days. Dur-
ing the first three days of training, new hires 
watch a supervisor perform an entire ser-
vice stop - from routing their calls and driv-
ing safety to actually performing the appli-
cation, Jones says. 
| After the observation period, trainees 

practice applications on a 40-by-25-foot-com-
pany driveway with a supervisor at their 
side. The driveway is diagramed with start-
ing and end points and strategically placed 
dots that represent patches, which the em-

ployees cannot miss, Jones explains, 
v Field training teaches applicators proper 
•arm movement, walking pace and how to 
turn and overlap properly, Jones says. On 
liquid applications, for instance, trainees are 
timed on spraying pace. The company ap-
plies 3 gallons of product per 1,000 square 
feet, and calibrates its trucks to pump 3 
gallons of liquid per minute, meaning train-
ees must treat that area in one minute, Jones 
explains. 

"They keep doing it until their pace is 
proper, until their overlap is accurate and 
until their arm movement is accurate, and 
they're supervised through the whole pro-
cess," Jones says. "They'll probably make 20 
to 30 trips through that area before they do 
it properly. Some people do it in five, but 

Safe 
There's potential danger at every corner for lawn care applicators if they 

don't receive proper safety training. That's why most lawn care 
companies make issues such as driver safety, proper mixing procedures 

and spill response a major part of their training programs. Massey Services, 
Maitland, Fla., provides a defensive driving course as part of the company's basic 
training, which is a three-day course taught at the corporate office, says Adam 
Jones, vice president and director of quality assurance. 

Massey Services technicians review basic safety fundamentals with a service 
manager or experienced technician. Some topics include the importance of 
wearing a seat belt, how to check the vehicle before moving it and the proper 
speed limit to abide by in subdivisions. 

Also, the company tells drivers to make sure they have at least three seconds of 
reaction time between other drivers. This can be accomplished by driving slightly 
slower than the posted speed limit in residential communities, Jones says. "Even 
though the speed limit may be 25 or 30 mph, that speed seems like 100 mph to 
somebody standing on the side of a road with a child next to them, so we try to 
focus on driving no faster than 20 mph in a neighborhood," he shares. "That gives 
you plenty of reaction time in case somebody should dart out in front of you." 

Stopping distance can become an issue for employees who have never driven a truck, 
particularly one carrying 600 gallons of water, says Dan Warehime, vice president of 
Senske Lawn & Tree Care, Kennewick, Wash. 

In addition to reviewing stopping distances, Senske Lawn & Tree Care techni-
cians are trained to make sure their truckload is properly secured and that their 
signals and breaks are working, Warehime explains. They also must report any 
mechanical problems. "It is amazing how some technicians will continue to drive a 
vehicle that has a mechanical failure of some kind without reporting it," he says. 

Another challenge new technicians face is driving without a rearview mirror. Senske 
Lawn & Tree Care supervisors encourage trainees to look out their side mirrors when 
backing up. "Most accidents occur when backing up, so we need to educate people 
on putting the vehicle in a position where you don't have to back up," Warehime says. 

Pre-employment driving record checks can also help prevent accidents. Swingle Tree 
& Lawn Care, Denver, Colo., won't accept anybody with more than two moving violations 
two years prior to employment or any major offenses in the last five years, such as drunken 
driving arrests, says the company's Director of Operations John Gibson. 

During the first two days of training at Swingle Tree 8c Lawn Care, technicians 
take a driving test on standard and automatic transmission trucks, Gibson says. After 
the test, technicians take a two-hour defensive driving course and watch a video that 
discusses required stopping time for heavy loads, according to Gibson. 

When accidents do happen, employees need to know standard procedures, 
especially when there's a spill. The company's technicians are trained on spill 
response and have a page in their route books dedicated to spill procedures, Gibson 
says. Supervisors there teach technicians how to shut off valves in the truck, how to 
dam the fluid and to contact a supervisor once the situation is somewhat contained. 

Massey Services employees are instructed how to contain a spill, how to help any 
injured people and move them from the scene, how to report the incident and 
document it correctly, how to determine the amount of material lost, how to respond 
to media inquiries and what to do if emergency response teams arrive. 

As Jones explains, "The last thing we want is the fire department to show up and 
hose down a chemical spill and run it down a storm drain." 



they'll probably practice for a good hour 
and a half or two hours until they feel com-
fortable and understand the dynamics of it." 

For arm movement, trainees learn how to 
hold the spray gun at a certain angle and move 
at the right pace for optimal particle distribu-
tion. "The most common mistakes are in the 
proper arm movement and making turns/' 
Jones says. "We usually get them dialed in on 
walking pace pretty quickly, but getting them 
to turn the right distance can take longer." 

When turning, technicians learn how far 
to overlap, Jones explains. Technicians learn 
this by walking in a straight line and turning 
in a square pattern. They must also pick a 
distant target and walk directly to it without 
wandering and are instructed to keep their 
head up instead of looking at their feet. 

Senske Lawn & Tree Care technicians go 
through a similar field training procedure. 
Supervisors first train technicians on turf and 
asphalt surfaces at the company's facilities, 
Warehime says. At the facility, supervisors 

demonstrate the correct technique to the train-
ees. For instance, they'll tell the technicians 
there must be equal amounts of material de-
livered to both sides as they walk because 
right-handed people tend to be heavy on the 
left, Warehime says. "Your right wrist bends 
easily to the left but not well to the right," he 
explains. "Too much material to one side as 
you walk is the major cause of striped lawns." 

After observing, trainees take a dry run 
with an empty tank and gun to master the 
footwork and wrist movement. They then 
spray water on the asphalt so they can see 
their pattern before moving onto the lawn 
where they get a feel for the edges and 
undulations in the yard, Warehime says. 

Trainees then go to a customer's prop-
erty where they observe for several yards 
before they begin spraying actual material 
on a portion of a lawn. Once a supervisor is 
comfortable with their spraying compe-
tency, trainees will spray an entire lawn and 
be checked for application rate. 

When spraying, new technicians work 
from a truck and spray gun that are set to 
disburse 4 gallons per minute, which should 
cover 4,000 square feet, according to 
Warehime. Before the application, trainees 
will test their guns to make sure they're 
delivering the proper amount. When a lawn 
is completed, they will check the meter to see 
how many gallons they applied to the pre* 
measured turf. An instructor will then pro* 
vide the trainee with a feedback form, point1 

ing out the light and heavy application areas. 
Swingle provides trainees with field expe-

rience before any classroom training to "weed 
out" candidates having second thoughts, ac* 
cording to Gibson. Swingle Tree & Lawn 
Care supervisors take new technicians through 
a route, teach them how to set up their trucks 
and have them perform applications during 
the first two days of training. The company 
conducts field training on a customer's lawn 
where a supervisor stays by the technician's 

(continued on page US) 
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side for every step, Gibson says. 
New Swingle Tree & Lawn Care techni-

cians first observe a supervisor who gives 
them a recommended pace based on their 
height, which impacts the length of their 
stride. Trainees are then taught how to cali-
brate their spreaders to match their pace. 
The company's employees must know some 
basic math to calculate their pace. For in-
stance, technicians are supposed to use 4 
pounds of fertilizer per 1,000 square feet, 
Gibson explains. So if a technician applied 
fertilizer to 110,000 square feet that day, that 
technician should have used 440 pounds of 
fertilizer. 

"If they find out they used 390 pounds of 
product that day, then we take the differ-
ence, which is 50 pounds, divide that by 440, 
and find out they're roughly 12 percent light 
in their product usage for the day," Gibson 
says. "Then we tell them they have to be 
within 10 percent. We'd actually like them to 
be within 5 percent of their usage, but we 

know that our lawn measurements aren't 
100 percent accurate, so we give them that 
fudge factor." 

Employees at Baltimore, Md.-based Pro-
Lawn-Plus typically go through a 30-day 
field apprenticeship before taking over their 
own routes, says President Mark 
Schlossberg. Trainees there also learn how 
to calibrate spreaders, keep a constant walk-
ing speed and mix products through obser-
vation and experience. One of the more 
critical training segments occurs when tech-
nicians learn how rate ranges vary depend-
ing on weather conditions. "With some of 
the broadleaf herbicides, rates can be lower 
or higher with weather changes, so we have 
to adjust to that quickly to avoid burning 
shallow-rooted grasses," Schlossberg says. 

CUSTOMER RELATIONS. The old say-
ing that "the customer is always right" may 
not always be true, but technicians need to 
follow it anyway if they want to maintain 

business, Schlossberg says. Pro-Lawn-Plus 
instructs technicians on how to properly deal 
with neighborhood and customer complaints. 

Pro-Lawn-Plus supervisors tell new hires 
that they can't take complaints personally 
and to empathize with customers instead of 
getting defensive. The company also encour-
ages positive neighborhood relations by tell-
ing technicians to be sensitive to property 
mangers' and tenants' concerns when spray-
ing nearby. Technicians learn they should try 
to accommodate sensitive neighbors by noti-
fying them prior to applications. 

Knowledge is sometimes the best way to 
prevent such customer-service problems, 
adds Tim Doppel, owner of Atwood 
LawnCare, Sterling Heights, Mich. "A new 
trainee will typically be amazed at just how 
passionate the customers are about their 
lawns, and they have to respect that passion 
and respond to it," Doppel says. "Once they 
understand how important people's lawns 
are to them, they usually respond well." ID 
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With Sales 
What a potential customer can't see can hurt business. That's why contractors must sometimes 
put more effort into selling irrigation services than they do with more visual forms of business, 
such as lawn maintenance, construction and lighting. 

"A lot of times commercial clients don't see how necessary irrigation is until somebody 
explains it to them," says Mark Trendell, service manager for Chapel Valley Landscape Co., 
Woodbine, Md. "Also, it's not aesthetically pleasing. An irrigation system is just there to 
support the landscape." 

While standard marketing tools such as phone directories, direct mail pieces and door 
hangers are still being used, contractors today often depend more on referrals, networking 
and the Internet to generate new irrigation business. 

REFERRALS RULE. About 85 percent of Grand Rapids, Mich.-based Grapids Irrigation's 
new business is acquired through referrals, says company President Will Katerberg. The 

(continued on page 122) 
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Chapel Valley Landscape Co. obtains 90 percent of its business 
through referrals, Trendell says. Referrals are generally spread 
through good work and reputation, but there are methods contrac-
tors can utilize that sometimes increase referral rates. 

For instance, curious neighbors can present marketing opportunities 
for contractors. Grapids Irrigation workers occasionally attach door-
hanger advertisements at neighboring houses when they're on a job. 

The cardboard cutouts notify nearby residents that the company 
is working in the area and offers a chance to view the completed 
project or the work in progress. Grapids Irrigation's distributor 
provides the hangers for less than 1 cent each, according to Katerberg. 

HydroPoint Data Systems, an irrigation systems manufacturer in 
Petaluma, Calif., even provides free door hangers to contractors who 
install the company's specialized controllers, says Dale Hansen, 
HydroPoint's vice president of sales. 

Despite being a low- or no-cost marketing method, not everyone 
is convinced door hangers are worth distributing. Because of time 
constraints, Grapids Irrigation distributes only 300 to 400 door 
hangers each year, Katerberg says. "If we're busy, we get lazy and 
don't bother," he explains. "You're taking a guy away from his job. 
I think it's effective, but most of the time we haven't needed it." 

Another way to remind neighbors you're working down the street is 
with truck advertisements. Grapids Irrigation's name, logo, number and 

Web site are on the side of all the company's trucks. Katerberg estimates 
that half the customers who inquire about service say they've seen the 
trucks and that he closes 20 to 25 percent of those calls. 

Contractors should keep continuity with colors and logos so 
residents can immediately identify a company when they receive 
mailings or other advertisements, Katerberg suggests. He compares 
this marketing method to repetitive radio or television advertise-
ments, which typically convey the same message each time. 

Logos also convey credibility. "People might ask, 'Are they going 
to be here tomorrow if they can't even logo their truck?'" Katerberg 
says. "Put your name on it if you're not ashamed of who you are." 

THE INTERNET. What would any business be today without the 
Internet? More contractors are embracing the Web as a marketing 
tool to attract computer-savvy clients. 

Katerberg is investing more money into the company's Web site, 
which he says attracts younger clientele than the Yellow Pages. "We 
feel that the jobs we close quickly and easily are the ones where the 
clients have done all their research," Katerberg explains. "They know 
who we are, and they've checked out our list of customers, affilia-
tions, looked at jobs we've done and know as much about us as any 
of our employees." 

(continued on page 124) 
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The company first posted its Web site 
about five years ago and has made several 
upgrades since, including improved graph-
ics, links to the company's major manufac-
turers and faster navigating and download-
ing speed, Katerberg says, adding that he 
spent about $4,000 this year tweaking the 
company's Web page. 

About 80 to 85 percent of Grapids 
Irrigation's clients say they've viewed the 
company's Web site prior to calling, says 
Katerberg. He estimates the closure rate for 
people who have viewed the Web site at 40 to 
50 percent. Katerberg attributes higher success 
rates to Internet access because it provides 
customers with instant, detailed information 
about the company's services and history. 

"Today's younger consumer is much 
more knowledgeable and discerning," 
Katerberg explains. "They'll go to Google 
and look for lawn sprinklers, look at our 
Web page, and then they'll look to see if 

(continued on page 126) 

Commercial Appeal 
Winning commercial irrigation contracts is often based on who's offering 

the lowest price. But actually getting the bid opportunity takes a little 
effort. Contractors can network with commercial property managers by attending 
association conferences, offering ways to cut costs and forming relationships. 

"Commercial work is: Do the work, do it perfectly, do it on time, and be the 
cheapest bid," says Will Katerberg, president, Grapids Irrigation, Grand Rapids, Mich. 
"Price is the determining factor. A dollar costs you the job even if you're good." 

One way to network is through property owner associations. The management 
team at JLS Landscape & Sprinkler, Sedalia, Colo., attends regional Building 
Owners and Managers Association (BOMA) meetings once a month where they 
can meet property owners who may be looking to install irrigation systems, says 
company President John Reffel. 

BOMA, which has 99 local associations throughout North America, gives 
contractors access to what Reffel calls "class A" properties. These are upscale 
high-rise buildings or office complexes that will "dump Si5,000 to $20,000 just in 
flowers every year," says Reffel. 

BOMA also presents public relations opportunities for contractors. Every year, 
continued on page 128 
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(continued from page 124) 

you're linked with manufacturers who ap-
prove of your ability." 

DIRECT MAIL. Targeting a specific demo-
graphic through direct mail is a popular 
marketing method for irrigation contractors 
but isn't very effective, says Katerberg. 

"The returns aren't enough to make it 

worthwhile, but it's one of those things that 
if you're going to be in business, you have to 
do it," Katerberg explains. "You have to 
keep your name in front of people." 

Katerberg estimates that only 1 to 1.5 
percent of Grapids Irrigation's direct mail-
ings results in leads. Of those leads, ap-
proximately 4 to 5 percent generate busi-

ness, he says. Grapids Irrigation sends 5,000 
to 6,000 mailings four times a year to high-
scale properties and new construction areas, 
which are selected by zip code. 

"You want to market to people who aren't 
going to go to Wal-Mart, pick up two plants 
and call it landscaping," Katerberg explains, 
adding that the company spends about $3,000 
each year on direct mail, according to 
Katerberg. 

The company's irrigation distributor pro-
duces the mailings, which feature visuals 
such as a healthy lawn with sprinklers run-
ning and "Grapids Irrigation" prominently 
displayed. Katerberg signed a long-term con-
tract with the distributor, so he pays about 75 
percent less than what a one-time mailing 
would cost. 

The mailings are sent as 8V^-by-l 1 news-
paper inserts or mailed in Valpak or private-
mailing envelopes in which there are only 
five or six other advertisers in the package. 
The fewer advertisers in the package, the 
better because a company is less likely to get 
lost in the shuffle, says Katerberg. 

Katerberg also mails coupons that offer 
current customers discounts, such as free 
irrigation system winterization, for refer-
rals. But Katerberg says he only sends the 
mailings about once every three years to 
increase returns. 

When Katerberg does mail coupons, he 
sends about 2,000 to 3,000 and might gain 15 
promising leads and that if the calls result in 
sales, it's a worthwhile investment, he says. 

PHONE DIRECTORIES. Yellow Pages ad 
vertising is probably the most basic form of 
marketing any company engages in, but it 
can also yield low returns. Grapids Irriga-
tion recently downsized its Yellow Pages ad 
for the first time in 20 years because the costs 
kept rising while legitimate leads remained 
low, Katerberg says. 

Katerberg had spent about $1,000 per 
month on a Yellow Pages ad and is now pay-
ing $660 each month. The previous ad was 6-
by-2V£, and the current ad is about half that 
size, he says. Katerberg keeps the ads simple 
by just displaying the company's name and 
phone number, and telling shoppers they 
provide residential and commercial irriga-
tion work. "Otherwise, we get too many 
leads that are not good leads," Katerberg 

(continued on page 128) 
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IRRIGATION ZONE 

Innovations keep 
landscape drip contractors 
in the green. 

By SheriLynne Hansen 

Anything that can 
h e l p save t i m e , 
conserve water, trim 
costs and increase 
reliability is bound to 

_ make landscape drip 
contractors sit up and 

Mte Scheck Naturalistic Gardens take notice. 

Rain Bird*' has turned more heads than 
any other landscape drip equipment 
manufacturer, continuing the company's 
time-honored tradition of producing product 
innovations that make a contractors job 
easier and more profitable, while using 
water intelligently. In the spring of 2004, 
Rain Bird introduced Easy Fit Compression 
Fittings (coupling, elbow, tee, adapters and 
a flush cap) that produce over 160 different 
configurations and are compatible with 
any manufacturers 1/2" tubing (16-18mm 
outside diameter). 

Just a few months after the industry 
welcomed the Easy Fit Compression 
Fittings, Rain Bird presented another 
innovation: Low Flow Control Zone Kits, 
designed specifically to work in low-
volume applications. The kits feature 
Rain Bird's new Low Flow Valve, the only 
valve that always seals water-tight, 
despite particles that clog other valves. 
The Low Flow Valve not only prevents 
water waste that comes from weeping 
valves but also the loss of valuable time 
for contactors. 

Mike Scheck of Naturalistic Gardens in 
Alpharetta, Ga., was immediately interested in 
the new Rain Bird IJOw Flow Control Zone 
Kits when he first heard of them. "I'm definitely 
one of the first to try a new Rain Bird 
product," he said. "I think they have the best 
quality products on the market." 

Mike understands that the patent-pending 
double-knife diaphragm is the key to the 
Low Flow Valve. It lifts higher to let more 
debris through at lower flows, plus the 
diaphragm will seal completely, even if a 

particle is present. Tests show the PGV and 
2500 TF valves will both clog when the 
water isn't filtered, while Rain Bird's Low 
Flow Valve seals firmly every time under the 
same circumstances. This gives Mike extra 
confidence on the job. 

With the Low Flow Valve, it's proven you 
no longer need to filter the water before it 
enters the valve. You can put the filter 
downstream of the valve and no ball valve 
is needed. Mike sees this as a significant 
advantage, both in time and cost savings. 

The other advantages to these Low Flow 
Control Zone Kits are their reliability, 
simplicity and convenience. Citing the 
complex installations that he handles on 
a daily basis, Mike said, "I think this is 
something that can suit every need." 

The revolutionary Low Flow Valves are 
matched with Rain Bird filters and pressure 

regulators that contractors already use and 
trust for optimum reliability. For added 
convenience, Rain Bird offers four different 
Low Flow Control Zone Kits, so there's one 
that is just right for any given installation. 

"I'm very particular about the products I 
install, and Rain Bird is fantastic," Mike 
concluded. "If it wasn't, we wouldn't be 
using it." 

Install Confidence; Install Rain Bird Low Flow Valves. 
Now Rain Bird Control Zone Kits are available with a new Low Flow Valve 
designed specifically for landscape drip installations. With an innovative 
double-knife diaphragm, this valve handles flow rates down to 0.2 GPM 

j n ^ ^ m without filtration. Compared to the PGV and 2500 TF, only Rain Bird's 
new Low Flow Valve always seals completely, despite particles in the 
water. It won't waste water, and it won't waste your time. 

r a i n ^ b i r d 

Patent-pending double-
knife diaphragm always seals completely despite 
sand, sediment or other 
jmtidm in the water. 



explains. "Your phone will ring, but you're 
chasing for stuff where the potential client is 
calling 100 other people, too." 

Phone directories tend to attract more 
price shoppers rather than consumers search-
ing for quality and reputation, according to 
Katerberg. "When I get calls from the Yellow 
Pages, they say, 'How cheap are you?' And 
that means the cheapest guy wins," 
Katerberg says. But the ads are still neces-
sary, he explains, because it helps establish 
a company's legitimacy by showing it has a 
location and a phone number. 

Grapids Irrigation's ad generates maybe 
30 calls a month that results in about 5 per-
cent of business, Katerberg says. However, 
some irrigation contractors have more luck 
with Yellow Pages ads. Albuquerque, N.M.-
based Just Sprinklers' Yellow Pages ad results 
in about 20 percent of the company's irriga-
tion sales, according to company President 
John Seaver, who spends about $20,000 to 
$25,000 for a half-page ad. IS 

(continued from page 126) 
JLS employees volunteer their time, and the company spends 81,000 to 82,000 on 
materials to maintain a children's home in Colorado. At the volunteer work sites, 
Reffel says there may be 20 to 30 builders there who the company may never see 
any other time. The company has received awards from BOMA for their help on the 
project. "It never hurts to stand on a podium in front of 200 to 300 people who are 
seeing you receive an award," he says. "Those two volunteer days a year and a 
couple thousand dollars has brought us 20 or 30 fold in business." 

These meet-and-greet methods will get a contractor a chance to bid, but winning 
the bid is another story. Reffel describes the process as a negotiation rather than a 
bid. Knowledgeable contractors can win bids by finding ways to slash excess costs. 

Reffel will usually present two proposals when making a bid. The first offer is based 
directly off the blueprints provided by the builder. The second one shows how JLS 
Landscape & Sprinkler can save the potential client 10 to 15 percent and, in some cases, 
the company will extend its warranty an extra year as an extra incentive. 

Contractors can also find marketing opportunities at commercial maintenance 
accounts by recommending ways their current clients can become more water efficient, 
especially in areas where drought conditions have forced water restrictions, Reffel says. 
Some irrigation systems manufacturers even offer contractors a return on investment 
calculation sheet that takes into account the particulars of a customer's property, 
the water costs in that customer's area and the cost of the equipment so customers 
can see future savings on paper. 

www.gardengraphics.com 
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There's something inherently captivating about flowing water. Whether people are drawn to 
lapping waves and a crisp ocean mist, the cool currents of swiftly moving rivers or the strength 
of rushing waterfalls, everyone from honeymooners to families taking weekend vacations 
flock to destinations promising the calming influence of water. 

Lately, however, more people are forgoing long hours of drive time and the hassle of 
packing for a trip in favor of creating private oases in their own back yards. "Water features 
are very popular among our clients," says Jay Marino, landscape architect and director of 
landscape operations for Landmark Landscapes, Asheville, N.C. "We try to include water in 
any design where it fits the site, and for landscape clients the best money they can spend is on 
water. There are a lot of psychological benefits to having a water feature in a landscape - it's 
a calming, soothing, natural retreat at your own home." 

As both homeowners and commercial property managers invest in water features on 
their properties, designers report specific trends among their customers' requests. From 
new pondless waterfall styles to modern architectural looks, contractors can sample some of 
these up-and-coming concepts to boost water feature sales among prospective and existing 
landscape clients. 
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PONDLESS PREFER-
ENCES. While water fea-
tures are landscape focal 
points in and of them-
selves, clients' eyes and 
ears are instantly drawn 
to waterfalls within water 
features. Indeed, water-
falls are the lifeblood of 
well-crafted ponds, pro-
viding aeration to keep 
fish and aquatic plants 
healthy and offering the 
comforting, fluid sounds 
customers crave. 

Knowing the strong 
impression waterfalls 
make on their own, con-
tractors and suppliers re-
port that many customers 
are requesting to do away 
with the pond elements of 
water features altogether. 
Instead, they're opting to 
install less traditional 
pondless waterfalls. 

"The newest thing 
that's showing a lot of po-
tential is the pondless wa-
ter feature," says Mike 
Masterson, president, 
Masterson's Aquatic Nurs-
ery & Garden Center, East 
Aurora, N.Y. "Those will 
be very hot for a while, 
and there are a lot of 

manufacturers coming into the market with 
their takes on this style. There will be a lot of 
products available come next spring." 

Richard Walsh agrees, adding that he 
has been installing pondless waterfalls for 
three years. "The pondless waterfalls are 
really great for a couple of client groups in 
particular - commercial projects and fami-
lies with small children," says the president 
of RikRock, Northbrook, 111. "Homeowners 
like these designs because they're a lot safer 
when you have little kids running around. 
Instead of the waterfall ending in a pool that 
children could fall into, our pondless de-
signs fall into a gravel base that's much 
safer. You still get the water sound, which is 
what most people are after when they install 
water features. We also create bog pockets 

with plants and streams that maintain the 
feel of a water feature with a much more 
unique design." 

Mark Beitler, owner of Effective Enhance-
ments, White Lake, Mich., agrees that safety 
is a good selling point for pondless water-
falls, especially on commercial sites. "Prop-
erty managers also appreciate that pondless 
water features require less maintenance," he 
says. "You're creating the sound and move-
ment without the upkeep of an actual pond. 
For our pondless features, we only have to 
visit the site once a year during March or 
April to clean it out." 

Beitler and other contractors say mainte-
nance for pondless waterfalls is as easy as 
emptying the basin and refilling it with fresh 
water once a year. Occasionally, it may be 
necessary to add water to the system to com-
pensate for evaporation. A few drops of algae 
control also helps to maintain these systems. 

In terms of cost, pondless waterfall kits 
can start at $1,500. Walsh says his pondless 
designs usually carry price tags of $6,000 to 
$7,000. However, prices can vary widely, de-
pending on a project's extent. 

MODERN MYSTIQUE. Though pondless 
waterfalls often are intended to have a natu-
ral look and feel, their designs are more 
modern than the typical traditional water 
feature. This reflects another trend some con-
tractors are seeing among their high-end 
residential clients. 

"Lately, we've been designing much more 
modern, contemporary water features rather 

than the natural look that has been popu-
lar for so long," says Kathy Swehla, senior 
designer, Land Expressions, Mead, Wash. 
"We've been doing natural-looking de-
signs for so long that they're becoming 
commonplace. When someone comes to 
us asking for a water feature, we like to 
suggest something more unique than a 
natural design they may be used to." 

Swehla says her recent architectural 
water features have included more cut 
rocks and sculptural pieces, as well as metal 
accents. "Our upper-end residential cli-
ents are moving away from more natural 
looks because these are people who travel 
a lot and are influenced by other design 
styles," she explains. "They spend more 
time researching these types of projects 
when they're designing their homes, and 
they work with interior designers and ar-
chitects who also travel a lot and realize 
that most of the water features out there are 
natural-looking. These clients want some-
thing more unique." 

Additionally, Swehla says clients who 
spend less time in their homes and more 
time traveling want water features that 
are low maintenance. As a result, she says 
Land Expressions rarely incorporates fish 
or high-maintenance plants into its water 
features, which reinforces the modern feel. 

Moreover, clients requesting pricey 
water feature designs that include copper 
basins or cut granite walls also can afford 
the extra filtration these designs require. 

"When you do a non-natural system, 
your filtration has to 
be much better - more 
like a swimming pool 
or hot tub," she ex-
plains. "The copper 
and granite aren't go-
ing to hurt the water, 
but if algae starts to 
grow in the water fea-
ture, that really takes 
away from the sleek, 
contemporary de-
sign. Whenever we 
do a water feature, we 
always ask our clients 
what level of water 
quality they expect. A 

Photo: Larry Allain, USDA-NRCS Plants Database little algae might be 



OK in a natural-looking design, but custom-
ers who are looking for architectural water 
features will probably want crystal-clear wa-
ter, which requires extra filtration." 

Harry North, owner of Santa Rosa, Ca-
lif.-based Creative Environments, also sees 
some of his clients moving toward new wa-
ter feature aesthetics. "We do a lot of water-
falls with natural stone, but we also get 
requests for more ornate fountains and other 
designs," he says. "We've done some de-
signs with tile fountains and patios that are 
more trend-setting than old-looking. People 
are willing to do more artistic things outside 
with sculpture and pre-cast bronze, as well." 

NATURAL SELECTION. While requests 
for more streamlined water features are be-
coming more common, not all landscapes or 
homeowners are suited to contemporary 
designs. Eric Meyers, president, Aquapro 
Services, Rockville, 111., notes that the natu-
ral look is actually becoming more popular 
in his area. 

"The latest and most popular trend we've 
noticed is the naturalization of water fea-
tures," he says. "We're actually getting away 
from the cut wall and stone-type water fea-
ture you might see along a pool. Our cus-
tomers want the water feature to appear as 
though it's coming out of the ground, goes 
through a stream and then disappears back 
into the ground." 

Marino agrees, noting that the typical 
water feature he builds is natural-looking, 
with a stream and often a uniquely installed 
waterfall. "We're in the Appalachian Moun-
tains and a lot of our clients have steep 
terrain, so we install a lot of boulder retain-
ing walls," he explains. "One installation 
technique I've started using for water fea-
tures is to run tubes up behind the boulders 
during the retaining wall installation and 
use the wall as a backdrop for a waterfall." 

Marino says these types of water features 
have gotten rave reviews and are especially 
useful when sites are restricted on space. 

Still, these natural features require dif-
ferent types of materials. For example, to 
keep natural water features in tune with 
their surroundings, Marino uses local rock 
that fits better in the landscape. At the same 
time, however, Marino says he likes to go all 
out when it comes to aquatic and other plants 

(continued on page 134) 

Water Feature Flora 

While sleek, contemporary water feature designs may incorporate 

few, if any, plants and flowers, natural-looking ponds and 

waterfalls that are filled with foliage are still popular among most 

landscape clients. To effectively accentuate the lush look of a natural water 

feature, try incorporating some of the following ornamentals into your next water 

feature design. 

Lobelia cardinalis - Hardy through USDA Zones 3 through 10, the "cardinal 

flower" requires moist soil and can tolerate flooding, making it an excellent 

aquatic plant. The only Lobelia with red flowers, clumps can grow 1 to 3 feet tall 

and attract hummingbirds. 

Creeping phlox - With full sun, this low-growing evergreen creates a 

carpet of color around rocky stream beds and waterfalls. Generally hardy from 

zones 3 to 8, phlox can be found in a range of colors, from deep blue to pink-

and-white striped. 

Water hyacinth - While attractive with blue and yellow blooms, water 

hyacinth and water lettuce can be serious weed problems in the South. Still, 

because they are not winter hardy, there is no spreading problem in northern 

climates. With the growing popularity of water gardening, many nurseries sell 

water hyacinth, but the plant should never be introduced into natural lakes, rivers 

or streams. Also, watch this aquatic plant in man-made water features - its dense 

root system can become a breeding ground for insects and limit pond oxygen-

ation by impeding water movement. 

Lotus - Hardy to zone 4, many contractors say lotus is a favorite accent plant. 

Available in a variety of colors ranging from white to 

yellow to deep pink, lotus is one of the easiest water 

garden plants to care for, requiring 2 to 6 inches of water 

to maintain the plant's large blooms and leaves. 

Water lilies - Among the most recognizable water 

plants, water lilies are focal points for many water 

gardens, and their large, floating leaves provide cover for Photo: ^ 0 W ^ c t u r e s M e t 

fish. Generally, water lilies should be planted in 

containers submersed 12 to 24 inches deep. Dwarf varieties do best when planted 

6 to 8 inches deep in small ponds where they won't have to compete with more 

robust growers. 

Sedges - For ground cover options around water features, sedges and 

other ornamental grasses offer vertical contrast to free-flowing streams and 

ponds. Varieties like the Japanese variegated sedge (pictured) are hardy to 

zone 5 and clumps spread to about 1 foot in diameter. Divide clumps every 

two to three years. 
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d isappear ing f rom the market , 
leaving a need for ef fect ive broad-
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new products are be ing in t roduced 
to fill this gap, but most lack broad-

m control and many pose the 
threat of deve lop ing res is tance due 
to their l imited modes of act ion. 
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he uses. "\ always like to on paper and a lot of 
use lots of flowers with a Water Feature Trends times architects' creative 
good evergreen back- juices aren't hampered by 
ground," he says. "Outside What is the most prominent trend your company is seeing a b u d g e t / " h e s a y s «still, 
the pond, any kind of plant in wafer feature design and installation? we have our dients cre. 
that spreads, such as creep- ^ ^ ate a wish list and then 
ing phlox, gives a soft, RESPONSE % OF CONTRACTORS w e p u t s o m e dollars 
natural look to the water More interest in natural-looking designs 40 against it. A lot of times, 
feature, while adding a . . . . . . ^ the client will extend their 

. . , . , ° Clients spending more on large, new installations 16 
punch of color. I also use a r budget if they really love 
lot of ornamental grasses Clients expanding water features 8 a design." 
for texture, as well as dian- Interest in pondless waterfalls 4 Clients also are 
thus and irises for color spending more to get 
and interest." C l i e n t s a d d i n 8 f i s h / s n a i l s 4 what they want from the 

For aquatic plants, start instead of adding on 
Marino says he always uses to a feature later. 
. n Source: L a w n & L a n d s c a p e Online. lotus flowers if there is room, "More people are m-

. Total does not equal 100 percent because some responses were not included in this chart. r r 

as well as hardy water lilies vesting more money 
and plants that offer vertical upfront with the pond in-
interest, such as rushes and stead of coming back in a 
cattails. "When the client and I determine the look through," she says. "They can look few years because they didn't do it right the 
perennial budget, I go through some perennial through the portfolio to see the type of first time," Masterson says. "Our average 
books and make a shopping list of the plants I work we do and get a feel for what kind of sale has probably doubled for new custom-
want to include in the feature," he explains. "I design they might like, but any time a ers in the last couple of years, and if you 
don't pre-design the plantings because, just client is wavering about whether or not to stretch that overall, we've probably seen a 
like the overall look of the water feature, the install a water feature, the best sales tool 20- to 25-percent increase across the board." 
design is really site-driven. The rocks of the is letting them visit a landscape you've Some contractors even note that clients 
water feature determine what the lines will be, installed and showing the impact a strong are requesting bigger ponds and waterfalls 
and then I go back and use the plants as paint water feature can make." than in the past. "Three years ago, we were 
to fill in the canvas. The process requires a North agrees, noting that clients may selling a lot more 8-foot-by-ll-foot ponds, 
certain level of trust from the homeowners, but rework their budgets after seeing a water Now, it's uncommon for our installations to 
I sell this as art - flowing sculptures - and that feature up close. "It's inexpensive to dream (continued on page 136) 
really keeps clients interested." 

w to on ^̂ jBĴ ^ îlLâ  
though most contractors say selling these 
landscape elements is rarely difficult. 

In fact, a recent survey by lifestyle and * - ^ B 
how-to publisher Taunton Press showed that 
adding a water feature took the top slot as the 
improvement homeowners would most like 
to make to their yards. Also, water gardening ^ ^ B ^ V r 
sales have grown at a compound rate of 20 ^ ^ J B I B B B R g h 
percent since 1997, reaching $1.4 billion last * 
year. Aquascape Designs President Greg i & ^ j M B r 1 - w ' " 
Wittstock, West Chicago, 111., even estimates 

sales in the residential sector alone could be as 
high as 50 percent of owner-occupied, single-
family U.S. homes. 

Swehla confirms this market segment's 
growth. "We have water features in 50 
percent of the landscapes we install, so we 
have a wide portfolio for our clients to 



¡eouawv 'dn ai>png dioQ W9 frOOZ© dJOQ W9 am 10 SMJeiuapejj pajajsißaj aje 1 ¿2 pue opejaAns laiojAaqo siiejap pue 
suojieiiujü luajsAs jo* moa jbjsuo usía jo (Z28Z-99fr-888- l ) HVlSNOfr-888- L l|BQ á|uo siapouj n pue s i uo aiqepeAe jbjsuo sepfgaA w g jaipo sapnpxg uoijeiujoju! aAwadwoo frOOZ uo paseg. 



be smaller than ll-by-16," Meyers says. "A 
lot of our customers choose to increase the 
size from there with custom designs and 
they're adding long streams, as well." 

Because size impacts sales, Walsh adds 
that he uses visual aids to encourage cus-
tomers to increase the scale of their water 
feature designs. "Once the client is sold on 
adding a water feature to their landscape, 
the second thing we do is go in and lay out 
the area," he explains. "We paint out the 
basic area of where the water feature would 
sit and explain to the client, 'This is the size 
of water feature you'll get for $8,000.' Some-
times when it's laid out, their original idea 
starts to look a little contrived and doesn't 
quite fit in the space. From there, you can 
upsell the design by bumping up the size of 
the pond, upgrading the stone and things 
of that nature. You're accessorizing their 
water feature." 

Marino agrees that upselling during 
the design and early construction phases 

is easier and more fruitful than coming 
back a year later to amend water feature 
designs. "Our projects have mostly been 
on new construction or total renovation," 
he says. "I do all my upselling upfront to 
ensure that the client has a really nice 
package for their site that works into their 
budget. Our profit margins get smaller if 
we go back and retrofit a water feature 
because you're working in an established 
landscape and a lot of other elements can 
get in the way." 

Beitler adds that larger outdoor land-
scape elements, like gazebos, fire pits and 
pergolas, also are good upselling opportu-
nities on the front-end of water feature 
construction. "These are the features that 
allow people to use their water features 
more, so they really can be sold as exten-
sions of the client's house," he says. "We 
tell them we're decorating their largest 
room and they see the benefit of putting 
money into exterior designs. It lets them 

use the space more often and enjoy it when 
they're entertaining." 

Beitler says the majority of his clients buy 
in to additional construction projects when 
their water features are installed, and 30 
percent will come back the following year to 
upgrade the landscape. 

Marino adds that fish, plants and light-
ing are usually the elements clients choose 
to cut when faced with budget constraints. 
Though customers must be educated that a 
pond won't be ecologically balanced with-
out an appropriate number of live ele-
ments, these are easy to add later when 
homeowners are ready to expand their liq-
uid landscapes. [¡J 

lawnandlandscape.com y 

^ W Visit the November Online Extras 
/ section for additional pond-building 

education, as well as more photos of 
these designers' water features and flora. 
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E53 ial Focus: Handheld Eauinment 

Contractors today have more handheld equipment 

options as manufacturers develop new engine 

technology. 

by Jonathan Katz 

In the old days, handheld equipment was much simpler. Contractors 
didn't think much about their engine-style options because there 
really weren't any. The two-cycle engine was standard on handheld 
equipment, and landscape professionals became accustomed to mix-

ing oil with gas. 
But in recent years, federal emissions standards have forced manufactur-

ers to seek other options, including catalytic converters on two-stroke 
engines, four-stroke engines and combinations of two-stroke and four-
stroke technology, as well as stratified-charged engines. 

Two-stroke manufacturers face the challenge of meeting emissions re-
quirements without drastically increasing costs and weight and decreasing 
power. At the same time, manufacturers of other engine technologies are 
trying to convince contractors that their equipment is the future because 
emissions standards will make two-cycle engines harder to find. 

TWO-CYCLE TRADITION. Even some four-cycle engine manufacturers 
say two cycles are still the engines of choice among landscape contractors, 
mainly because of their lighter weight. 

"We talked with landscape contractors in focus groups, and the No. 1 
issue for them, without a doubt, is they do not want to add more weight to 
their products because it reduces their productivity," says Rob Stegall, 
director of emissions compliance and development, Echo, Lake Zurich, 111. 

Four-cycle engines can be a xh to 1 pound heavier than two-stroke 
engines, according to engine manufacturers. A 25-cc two-cycle engine is 
approximately 1.1 pounds lighter than an equivalent-sized four cycle, says 

(continued on page 140) 
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Bob Jensen, territory sales manager for Robin 
America, Wood Dale, 111. "Landscape con-
tractors themselves would prefer two-cycles 
because of the weight and simplicity," Jensen 
says. 

Roscoe Klausing, president of Lexington, 
Ky.-based Klausing Group, tried a four-cycle 
trimmer but said it was too heavy and not 

powerful enough. "I am looking for a four 
stroke, but so far all the ones we tested have 
not worked as well as the two cycles," he says. 

Two-cycle engines are lighter because 
they have 30 to 40 fewer moving parts than 
the standard and hybrid four-cycle engine, 
Stegall says, adding that 20 of those parts 
are moving. "That's 20 more times probabil-

ity that something can break, and moving 
parts rubbing together create friction, which 
causes more chance for overheating and 
product failure," he explains. 

Tom Dibble, supervisor of technical ser-
vices for Kawasaki, Grand Rapids, Mich., 
agrees that because two-stroke engines have 
fewer moving parts and no valves, they have 
less maintenance concerns. "With a four 
stroke, you need opening and closing valves 
and associated hardware," Dibble explains. 

Two cycles also don't require oil mainte-
nance because the intake uses mixed fuel instead 
of an oil sump like four-cycle and hybrid en-
gines, Stegall notes. Some four-cycle operators 
have complained that the engine stalls when 
turned on its side or upside down because it 
needs proper oil distribution, Stegall says. 

Klausing says he's noticed some of these 
problems with the four-cycle trimmer he tried 
two years ago. "You get in tall grass, and it bogs 
down faster than something else would," he 
says. "We've also noticed that the compres-
sion doesn't seem to be as good when you are 
flipping it upside down or sideways, and the 
power decreases by 80 percent." 

In addition to weight and performance 
concerns, four-cycle engines add at least $40 
to $50 to the retail price of a handheld prod-
uct, says Echo Vice President of Marketing 
Joe Fahey. Jensen estimates a higher number, 
saying that four-cycle engines add about 
$100 to a product's retail cost. 

"If I have to add 35 additional parts to a 
machine, that's going to increase its costs," 
Stegall adds. 

As such, two-cycle engine costs will in-
crease in retail price by $10 to $20 in the near 
future with the addition of catalysts to com-
ply with future emissions regulations, Fahey 
says. By 2005, engineers must reduce emis-
sions from this year's 74 grams per brake 
horsepower hour (g/bhp-hr) to 37 g/bhp-
hr. Two-cycle manufacturers say catalysts 
will keep their products EPA compliant with-
out significantly increasing costs. "Yes, it 
has an effect on cost because of the cata-
lyst and some manufacturing technolo-
gies, but it's probably the smallest im-
pact in cost compared to some other tech-
nologies," Stegall explains. 

Other than the catalyst, currently two-cycle 
engines require no additional parts, Stegall 
notes. "We're not talking about weight in-

(continued on page 142) 
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(continued from page 140) 

creases, and we're not talking about increased 
reliability concerns," he says. Also, increas-
ingly stringent emissions standards have not 
affected engine power, according to Stegall. 
By experimenting with different piston shapes 
and catalyst designs, two-cycle manufacturers 
have maintained or even increased power. 

"In the very beginning we, like every-

body else, suffered some performance loss," 
Stegall explains. "We have actually regained 
all that power and have more power per cc 
now than we had before the regulations." 

Decreased emissions have also improved 
fuel efficiency by 20 to 30 percent since regu-
lations first went into effect, according to Fahey, 
because less fuel escapes through the muffler. 

Teletrac 
a T r a f f i c / n a . v t e r c o m p a n y 

• S o m e insurance carriers may offer lower premiums, subject to state and local regulations. 
© 2004 Teletrac. Inc. All rights reserved. 

FOUR-CYCLE TREND. Landscape contrac-
tors may prefer the lower weight and price of 
two-cycle engines, but as regulations tighten, 
more manufacturers have been moving to-
ward four-cycle technology because they're 
able to meet emissions standards without 
significantly impacting performance. 

"Rather than invest in two cycles, we 
felt everything was eventually going to 
have to be four cycle because it was the 
most economical and environmentally 
sound thing to do," Jensen says. "If you 
look at EPA and California regulations, 
they're getting stricter, and it will get to 
the point where no two-cycle engine will 
be available. I'm sure that's what's going 
to happen." 

Two-cycle manufacturers are struggling 
with how to design a catalyst that will reduce 
emissions without becoming too hot. They're 
accomplishing this by adding sheet metal 
and guarding, making the product heavier 
and lessening its weight advantage over four 
cycles, explains Mike Braun, director of prod-
uct development for the micro-engine unit at 
Briggs & Stratton, Milwaukee, Wis. 

Power comparisons are also similar, ac-
cording to Braun. For instance, one 34-cc 
four-cycle engine currently being marketed 
has the same or more horsepower as most 34-
cc two-stroke models, Braun says. 

In addition, two cycles typically spread 
their maximum torque over a smaller rpm 
range then four-cycle engines while four 
cycles' torque spans a broader range of 
lower speeds, resulting in less wear and 
tear on the engine's moving parts, Braun 
says. It also translates into improved sound 
characteristics. 

Four cycles can also be 25 percent more 
fuel efficient than two-cycle engines because 
no fuel is used to push the exhaust gases out 
of the cylinder, Jensen says. Fuel may be four 
cycles' No. 1 selling point. Contractors top 
complaint about two-cycle engines is the 
gas/oil mixture requirement. 

"One of the things that surprised us is the 
number of people who disliked mixing fuel," 
says Ann Roche, vice president and general 
manager of Briggs & Stratton micro- engine 
business unit. Eliminating gas and oil mix-
tures may reduce some maintenance issues 
related to equipment users mixing the wrong 
grade of oil, Braun notes. 
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(continued from page 142) 

TWO-FOUR PUNCH. Some manufactur-
ers are combining two- and four-cycle tech-
nology to comply with emissions standards. 
Like a typical four stroke, a hybrid features 
an overhead intake and exhaust valve and 
performs four piston strokes for each power 
stroke. But instead of an oil reservoir, the 
hybrid uses a gas/oil mixture. 

No oil sump means less maintenance 
than typical four strokes while easily achiev-
ing the same cleaner fuel emissions identi-
fied with pure four-cycle engines, says Jay 
Larsen, product marketing and communi-
cations manager, Shindaiwa, Tualatin, Ore. 
It also reduces or eliminates the tendency 
that four strokes have for stalling during 
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multi-positioned use, according to Larsen. 
Some hybrids also contain a "supercharg-

ing" chamber that helps the engine to de-
velop more horsepower and torque com-
pared to traditional four strokes, Larsen says. 

These engines are about a half-pound 
heavier than two strokes and can cost ap-
proximately $380 for a trimmer equipped 
with a 24-cc engine, Larsen explains, adding 
that hybrids run about $20 more at retail 
than two-cycle engines. 

Another technology recently introduced 
is the stratified-charged engine. This engine 
reduces scavenging losses by introducing 
fresh air into the engine between exhaust 
gases and a fresh air/fuel mix. 

These engines can reduce emissions by 
about one-third of conventional two-cycle en-
gines, according to Tommy Tanaka, marketing 
manager, RedMax / Komatsu Zenoah America, 
Norcross, Ga. These engines require slightly 
more parts than a two-stroke engine but less 
than a traditional four stroke or hybrid. 

Stratified-charged engines also use a gas / 
oil mixture and some have larger mufflers to 
reduce noise levels. These engines are simi-
lar in price and power to two-stroke engines, 
Tanaka says. 

More contractors are showing interest in 
stratified-charged engines because they don't 
require a catalytic converter, which can over-
heat the engine, and they don't require as much 
maintenance as the hybrid and standard four-
stroke engines, Tanaka explains. 

REGULATORY IMPACT. Despite more 
alternatives to two-cycle engines, some 
manufacturers say two-stroke engines are 
still the best option and are here to stay. 

"The emissions levels, as of Jan. 1, 2005 
are going to stabilize with two strokes, and 
we feel confident that two strokes are not 
going away," Fahey explains. But two-cycle 
engines may continue to face challenges 
ahead if emissions standards increase again. 

"Some of the old favorites that have been 
used for years may not be available in the 
future because they just can't meet the emis-
sions requirements, so many contractors are 
going to end up searching for replacement 
products," Fahey says. 

Two-cycle manufacturers can currently 
meet federal requirements by adding catalysts, 
but Larsen says if emissions standards get 

(continued on page 146) 
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On a Smaller Scale 
Landscape crews perform most of their lawn maintenance tasks with large 

commercial mowers, but many crews need smaller mowers, such as 21-
inch walk-behinds, to maneuver around hard-to-reach areas. 

Similar to handheld equipment, some manufacturers of these mower engines are 
trying to sell contractors on lighter weight and power. During the last several years, 
horsepower has risen from about 4 hp to 5.5 hp on some engines, according to Rock 
Reed, power equipment product planning and marketing manager, Honda, Alpharetta, 
Ga. The additional power allows contractors to plow through taller or thicker grass 
and provides leeway for more add-on options, Reed says. Contractors can then add 
features, such as twin blades, or change the air movement inside the deck with a 
higher lift blade, which requires more torque. 

But some manufacturers are capping engine size off at 160 cc to keep mower 
weight down and avoid turf tracking and tearing, Reed says. 

When shopping for these engines, Reed suggests asking the dealer what the life 
expectancy is, if the parts are easy to obtain, if there's a servicing dealer in the area 
for repairs and if the engine is a sleeved, which is a steel sleeve placed inside the 
cylinder wall that increases durability. "When you're buying a product, determine the 
return on investment for you," Reed explains. "You might pay more for something 
because you know it will last twice as long or require less maintenance." 

tighter, two-cycle manufacturers will have to 
search for more solutions. One way two-cycle 
manufacturers can combat increasing costs is 
by earning credits from the EPA for meeting 
standards on other equipment they manufac-
ture, which can then be applied toward non-
compliant engines, Dibble says. 

"Certainly, two stroke is not dead, but 
two stroke as we know it today is changing 
dramatically and, someday, may die off com-
pletely," Larsen says. "The simple straight-
forward two-stroke engines from yesterday 
are gone. Replacing them are leaner-burning 
two strokes, which register much higher ex-
haust gas temperatures and are less forgiv-
ing to engine failure." 

Environmentally conscious contractors, 
such as Klausing, may also impact the de-
mand for more four-cycle products. "I want 
to see manufacturers move toward things 
that aren't polluting," he says. "But I know 
it's going to take a while because two cycles 
have been perfected for 20 years." I D 
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Special Focus: Handheld Equipment 
Ifn-f 

Every landscape contractor uses handheld equipment for a variety of tasks, but companies 
differ in how they select and outfit crews with handheld machinery. 

Contractors typically make these decisions based on crew size, projected growth and 
personal preference. For instance, when handheld equipment is necessary, Kurt Kluznik, 
president, Yardmaster, Painesville, Ohio, suggests having enough to keep all crewmembers 
productive. Yardmaster runs between two- and three-man crews and equips them with one 
stick edger, at least two string trimmers and two backpack blowers. This way, more than one 
crewmember can trim or cleanup while the other is still mowing. 

Work-A-Holics Landscape Management, Naples, Fla., tries to avoid downtime from broken 
equipment by outfitting crews with backup tools, says company President Cullen Walker. For two 
and three-man crews, Cullen supplies his employees with two stick edgers, two string trimmers, two 
blowers and two hedge trimmers. Cullen outfits crews larger than three with at least three of 
everything, he says. 
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Special Focus: Handheld Eauinment 
(continued from page 148) 

Similarly, Lexington, Ky .-based Klausing Group makes sure crews 
have enough handheld machines to keep all employees busy, says 
company President Roscoe Klausing. The company runs three-man 
crews and supplies its trucks with two backpack blowers, one stick 
edger and two string trimmers, Klausing says. 

But unlike other companies that may have several large walk-
behind, riding and push mowers, Klausing only supplies crews with 
one of each to maximize the company's investments. "If you look at 
the amount of time of mowing vs. trimming or blower use, the three 
handheld units take 60 to 70 percent of your time on a property even 
though the perception is you're mowing grass all the time," Klausing 
says, adding that he'd rather have a $300 or $400 trimmer sitting in 
the truck than a $1,200 mower. "Our goal is for the mowers to be 
operating 100 percent of the time when we're on a property, and then 
everybody kind of works around the mower," says Klausing. 

WHAT TO BUDGET. Once contractors decide how much equipment 
their jobs require, they can determine how much they'll spend each year 
on handheld products. Yardmaster spends about $30,000 to $40,000 each 
year to buy new handheld equipment for its 40-plus crews, Kluznik says, 
adding that he generally replaces equipment every two years. Walker 
buys a new piece of handheld equipment every year for his two- and 

three-man crews and two new handheld machines for his five- and six-
man crews, he says. He budgets about $2,800 for his two- and three-man 
crews and approximately $5,700 for five- or six-man crews. 

Tom Heaviland, president, Heaviland Enterprises, budgets approxi-
mately $15,000 each year for handheld equipment. The company deter-
mines its handheld equipment by taking into account its expected 
growth and equipment age, Heaviland explains. The company replaces 
handheld equipment every two to three years, but some items may be 
turned over sooner if it requires too much maintenance. 

The company determines this by tracking every piece of handheld 
equipment with an identification number, so if the company has a 
trimmer that's already required $200 in repairs, they know it's time for 
a replacement, Heaviland says. They do this by sticking a numbered tab 
on each handheld machine and then entering that number into a 
computer database, which shows when and where that equipment was 
purchased and can then be updated to show any maintenance or repairs. 

Klausing spends $4,000 annually on new equipment. He replaces 25 
percent of his four crews' handheld stock annually. "We've kept track of 
our small tools and expenses and we know on any given year we're 
going to be replacing 'X' percentage of equipment, and if we're expand-
ing we know we have to add to that budget," Klausing explains. 

(continued on page 152) 
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Special Focus: Handheld Eauinment 
(continued from page 150) 

BUYING TIME. When shopping for 
handheld equipment, contractors should ask 
dealers about weight, fuel consumption, power 
and, of course, price, says Jim Herbert, owner, 
Bud Herbert Motors, Cincinnati, Ohio. Con-
tractors may also want to inform the dealer 
about usage frequency and consider buying 
one brand for all handheld equipment. 

Contractors who have detail crews who 
use trimmers for prolonged periods at prop-
erties such as cemeteries might want to con-
sider four-cycle trimmers for fuel efficiency, 
Herbert suggests. Some of the newer four-
cycle or hybrid trimmers can run twice as 
long on the same-sized fuel tank as tradi-
tional two cycles, according to Herbert. 

Contractors could save up to $1,000 in 
fuel annually if they're running trimmers all 
day, Herbert says. Another important con-
sideration is weight. Backpack blowers 
weigh and cost more than handheld blow-
ers, but the operator doesn't have to carry 
them, making the task less cumbersome dur-

ing extended use, Herbert explains. They're 
also more powerful - backpack blowers usu-
ally cost about double its handheld counter-
part, and they're approximately 25 percent 
more powerful, Herbert says. 

"The biggest mistake contractors make 
when buying handheld equipment is not 
spending the money initially to buy a high-
quality piece of equipment," Herbert says. 
"Instead, they go to a box store and find a 
trimmer for $100 - they're just not going to 
hold up, and it becomes a waste of money." 

Cullen says he equips his crews with only 
backpack blowers because they're more pow-
erful and easier to operate. Klausing also 
says weight and speed are his top concerns 
when shopping for handheld equipment. 
Klausing determines whether a handheld 
item is too heavy simply by lifting it. 

Klausing also buys all his handheld 
equipment from the same manufacturer to 
speed up repair time. "If a manufacturer has 
a weak shrub and hedge trimmer, we're 

l a w n a n d l a n d s c a p e . c o m y 

Visit the November issue of Lawn 
& Landscape Online to learn about 

how contractors train their crewmembers 
on proper handheld equipment usage. 

probably not going to buy all of their hedge 
trimmers, so we really look for a good prod-
uct across all the different types of equip-
ment they manufacture," Klausing says. 

This makes equipment maintenance 
easier by familiarizing the company me-
chanic with just one handheld product line. 
Some parts also are interchangeable, which 
can save time and money by not having to 
order replacements, Klausing explains. 

Kluznik agrees that sticking to one brand 
can reduce maintenance time. "Having a con-
sistent brand of equipment makes a lot of sense 
even if you're paying a little bit more for some 
of the pieces than you would by mixing brands," 
he says. "A lot of those parts are interchange-
able, the fuel mix is going to be consistent, and 
you're going to save on downtime, repairs, 
maintenance, parts and inventory. ID 
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Desperately SeekingTSprayers 
Applying pesticides would be challenging without the proper application equipment. 

Take into consideration these sprayer features when pondering your next purchase. 

• Grasshopper maneuverability is maintained, even in tight 
spaces. 
• The spray attachment provides the operator with quick and 
easy mounting, removal, and storage. 
• Compatible with Grass-hopper's full line of zero-turn, front-
mount, and mid-mount mowers. 
Circle 227 on reader service form 

JRCO Zero-Turn Sprayer 
• Features three-section breakaway boom 

• Zone control valves offer 5-, 8- and 
11-foot valves 
• 30-gallon poly tank comes standard 
• 3V£-hp Briggs & Stratton engine 
• Equipped with spray-gun with 
10-foot hose 
Circle 226 on reader service form 

ProLawn Shielded Sprayer for Grasshopper 
Zero-Turn Mowers 
• The 52- and 132-inch aerodynamically designed shielded 
sprayers deliver an even spray every time. 

• The sprayer 
applies a con-
stant accurate 
balance of 
small droplets 
that "stick" to 
v e g e t a t i o n , 
a c h i e v i n g 
greater cover-
age with fewer 
chemicals. 
• The most ef-
ficient and cost 
effective way 
to apply liquid 
fertilizers, pes-

ticides, herbicides and adjuvants. 
• Independent floating chambers follow the ground contours 
for precise application. 

SHURflo ProPack Back Pack Sprayer 
• Eliminates the need 
to "pump up" the 
sprayer to maintain a f 
constant and steady 
stream 
• High-performance 
chemical resistant 
SHURflo pump 
• Advanced micropro-
cessor pump control 
• Variable speed and 
adjustable nozzle for 
light or heavy-duty 
spraying 
• Ultra comfortable er-
gonomic design, full 
back pad and thickly-
padded adjustable 
shoulder straps 
• Computer engineered design perfectly 
matches the body's contours 
• Powered by a 12-volt rechargeable battery 
Circle 228 on reader service form 

(continued on page 156) 
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(continued from page 154) 

Pro-Line Backpack Sprayers 
• Professional-grade backpack sprayers 
made to last under professional, daily us-
age with varying chemicals and climates 
• Feature chemical tanks marked in both 
liters and 
gallons 
• Brass ad-
j u s t a b 1 e % 

nozzle and 
brass hose 
barbs come 
standard 
• Piston pump system limits the contact of 
corrosive chemicals with the pump mecha-
nism, extending usage 
• Feature standard brass spray valve with a 
4-inch steel mesh strainer in the handle 
• Come with quick adjust straps 
• Designed with a stainless steel base 
• Accessories include: a 6-foot extension 
wand, spray shield, spray boom and con-

à? V a : 
iBkl 

stant flow valve 
Circle 229 on reader service form 

Actisol Delivery System 
• Retains the capacity of a refillable hand 
sprayer 
• Has the treatment capabilities of misters 
and foggers 
and the con-
venience of 
prepackaged 
aerosols 
• Designed 

with "total 
control fea-
tures" 
• Treats with 
less insecti-
cide and less toxic insecticide 
• Insecticide particles capable of getting 
into tiny crevices and openings in: electrical 
receptacles, ceiling and wall voids, cabi-

nets, baseboards and decorative trim 
Circle 230 on reader service form 

Ford's & Gantt 50-gallon Gas Unit 
• 50-gallon Raven tank with 6-roller Delavan 
pump 
• Summit hose reel 

• 300-pound glycerin 
gauge 
• Inline strainer 
• 3.5-hp IC B&S engine 
• 300-foot of Vi-inch hose 
•Brass regulator valve 
• Air-gap separator 
•Heavy-duty steel frame 
Circle 231 on reader service 
form 

Echo SHR-210 
Backpack Sprayer 
• Gas-powered sprayer covers more ground 
with commercial-duty power and perfor-
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mance in an easy-to-carry sprayer unit 
• Equipped with a powerful commercial-
grade, dual-ring piston, two-stroke, 21.2-cc 
engine 
• Large-capacity fuel tank allows for ex-
tended run times between fuel refills 
• 5-gallon capacity tank is equipped with a 
recirculating pump, ensuring contents in 
the tank remain mixed without building 
excess pressure 
• Covers ground at a rate of 1.9 gallons per 
minute in a controlled, precise stream 
Circle 232 on reader service form 

Low-Profile Commercial 
Treating Systems 
• 360-degree driving visibility with no blind 
spots or high truck caps 
• Compact, all-inclusive system that enables 
an applicator to apply liquids, on demand 
wet or dry foam at the treating handle, bo-
rates and a 12-volt perimeter defense system 

all in one vehicle 
• Lower insurance premiums due to liabil-
ity risks 
• Substantial 
savings in op-1 
eration costs 
• Helps elimi-
nate large I 
chemical fills, 
for less waste of 
unused product at the end of the day 
• Reduced exposure of handling pesticides 
for applicators 
Circle 233 on reader service form 

• Features stainless steel spray bars 
• Features extra high strength U.V. stabi-
lized tanks 
• Ideal for parking lot, sidewalk, bridge and 
intersection deicing and anti-icing applications 
• Adaptable for herbicide spray applications 
Circle 234 on reader service form 

Maruyama Power Sprayer 
• Features 22.5-cc "AE" commercial engine 
• Weighs 18.2 pounds 
• Features Duplex piston pump 
• Offers a positive displacement and excel-
lent tank agitation for wettable powders and 
liquids in suspension 
Circle 235 on reader service form 

LESCO Space Saver Sprayer 
• Features side-saddle mounting that slips 
easily into the rear of pickup trucks 
• 200-gallon tank is rotationally molded poly-
ethylene with integral gallonage markings 
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Force America Critical 
Spot Sprayer 
• For light-
to 
medium-
duty truck 
applications 

http://www.cat.com


• Pressurized triple-jet agitator keeps solutions 
evenly mixed for consis-
tent application rates 
• Top-mounted agita-
tor eliminates leakage 
• Includes 16-inch fill 
well and clear strainer 
bowl with 30-mesh 
stainless steel screen 

• Features curbside-mounted hose, pump 
and engine 
• V -̂inch by 300-foot urethane inner core 
spray hose rated to 800 PSI 
• Kawasaki 5.5-hp FE Series engine 
• Corrosion-resistant manifold assembly 
• Hypro 403 Series three-piston 
diaphragm pump 
Circle 236 on reader service form 

USE READER SERVICE #105 

w w w . ! 

Gregson-Clark Hy-Lander 
• Places the weight of the operator, the dry 
fertilizer and liquid spray material directly 
over the drive wheels for maximum traction 
and stability, especially on slopes 
• This design also allows the operator 
to easily handle controls 
and have a clear* 
view of the area 
around the 
machine 
• Unlike conventional 
slide-plate spreaders, this 
incorporates a mechanical system that meters 
out fertilizer to the impellers based on ground 
speed; when the unit stops, the fertilizer 
stops automatically 
• Can carry 240 pounds of dry fertilizer and 
36 gallons of liquid material, allowing 
the operator to treat 2 acres or more with 
one fill-up 
• Equipped with a 10-foot, three-section spray 
boom with a foam market for easy visual indi-
cation of where the machine has been on the 
property, eliminating skips and overlaps 
• Spring break-aways, protected outside 
nozzles and power folding allow for easy 
application in tight areas 
Circle 237 on reader service form 

Perma-Green Supreme Ride-On 
Ultra Spreader/Sprayer 
• Stand-on machine features articulating 
steering for a comfort-
able ride 
• LESCO Mark II, 
100-pound hopper has 
a 14-foot spread pattern 
and machine has 
a left and right | 
pattern adjuster 
• Has a pressure 
relief valve for easy ac-
cess to plumbing system 
• Made with 100-percent, heavy-gauge, 
300 series, stainless-steel frame 
Circle 238 on reader service form 

Shindaiwa Sprayers 
•SP518 backpack sprayer holds 4.75 gallons 
and features a durable metal base and 
chrome-plated chamber, trigger and wand, 
and offers an operating pressure of 90 psi 
•SP210 is a 2-gallon handheld sprayer, featuring 
an angled, quick-fill lid and offering 45 psi 
Circle 239 on reader service form B! 
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THE GLOVES ARE OFF. 
Because of activists, extremists and misinformed politicians, 

consumers are questioning whether the products and resources (such 

as water) used to care for their lawns, landscapes and other green 

spaces are a waste—or a harm to the environment. Yes, legislation 

and regulations have been throwing the green industry some rough 

punches. And we're about to start fighting back. 

Project EverGreen is an alliance of green industry associations, 

companies and professionals dedicated to educate the public, 

protect the green industry and grow our business. It was created 

in response to unfavorable regulations in many parts of the 

United States and Canada. If the services our industry professionals 

offer are restricted, regulated or made illegal, everyone will lose 

revenue and customers. 

Help Project EverGreen educate 

consumers on the environmental, 

economic and lifestyle benefits 

of green spaces. To make a 

contribution, volunteer your time 

or find out more information, 

call 1 - 8 7 7 - 7 5 8 - 4 8 3 5 or visit 

www. project evergreen, com. 

4 
EverGreen 

Ad developed courtesy of Swanson Russell Associates. Ad space donated by this publication. 
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Mulch Ado 
About Something 

Mulching mowers provide 

an attractive and cost-

effective alternative to 

catching but how can 

landscape contractors tell if 

mulching is right for them7. 

by Will Nepper 

Mowers cut grass. But mulching mowers really cut grass. That's the primary distinction in a nutshell. But 
there's much more worth knowing about this particular client-pleasing powerhouse. 

As parts of the country begin to pass legislation to keep grass clippings out of landfills, and 
environmentally conscious contractors look for cost-effective ways to fertilize, mulching mowers are 
beginning to take a more prominent place in the landscape market. Apart from the aesthetic appeal of the 
finer turf clippings they discharge, mulching mowers have also proven themselves to be a time-efficient 
alternative to catching, hauling and disposing. 

WHY MULCH? The first patent on a mulching mower design was filed in 1961, according to Ruthanne 
Stucky, marketing director, Grasshopper, Moundridge, Kan. "When this patent expired in 1978, a couple 
of other companies came out with mulching models, but it wasn't until the early 1990s that mulching 
experienced a major resurgence," she says, pointing out that one reason for the resurgence was the 
dilemma of turf clipping disposal. "When landfills began increasing their tipping fees and eventually 
closing to landscape debris, contractors discovered the advantages of mulching. By returning clippings to 
the soil, they can reduce fertilizer inputs and improve the health of the turf while reducing disposal costs 
and the quantity of yard waste." 

"Catching used to be the big thing," explains Ken Raney, advertising manager, Hustler Turf Equipment, 
Hesston, Kan. "People would say, Ti l just pick it up. It looks better.' But that was before the environmental 
issues really began surfacing," he says. "People became more aware of the fact that when you haul that stuff 
away, it's just being piled into a landfill. 

"Mulching leaves a better finished appearance than regular side discharge, while it's returning most of 
the nutrients to the soil," Raney adds. 

Another related benefit of mulching turf is that it reduces thatch buildup. As Stucky explains: 
"Microorganisms that thrive while decomposing mulch clippings also break down adjacent thatch," she 



says. "This combination of microbial activ-
ity and decomposition improves the texture 
and nutrient contents of the soil." 

"Catching will always look better be-
cause it leaves nothing behind, but it's also a 
lot more labor intensive and it also removes 
all the nutrients in the clipped grass blade," 
Raney points out, adding that he's heard 
many contractors complain that when they 
catch, they also have to fertilize more often. 
"So there's a lot of value right there. We all 
want our grass to look nice, and if you don't 
want to catch, mulching is about the only 
other thing you can do." 

HOW IT'S DONE. But what exactly does 
a mulching mower do that leaves a yard 
looking cosmetically better than it would if 
cut by a standard mower? Raney explains 
that a mulching unit chops the grass more 
times than a regular blade on a typical 
mower. "With a regular mower you could 
have 2-inch blades lying on the grass and the 

problem with long blades is that they don't 
filter down between growing blades to the 
soil," he says. "They sit on top, dry out in the 
sun and look bad." 

Stucky explains that discharging clip-
pings to the side distributes longer clippings 
on the surface of the lawn. "However, a 
mower with a mulching deck cuts and re-
cuts clippings and directs these smaller clip-
pings downward, deep into the grass bed." 

The difference between a mulching 
mower and a standard mower is that a mulch-
ing mower is equipped with a deck that 
provides that second thorough chop to the 
turf blades. Raney explains that most mulch-
ing decks are just a traditional deck with a 
pan (or restriction plate) underneath it. "It 
isolates each mower blade so that they are 
essentially like an independent mower," he 
says, adding that the pans deflect the grass 
back up into the blades to get chopped up a 
few more times. 

Stucky explains that mulching decks are 

generally purchased in the form of kits that 
can easily be installed on a standard mower. 
"They usually include shrouding, blades 
and a restriction plate, which are designed 
to work together creating the air flow that 
suspends clippings for repeated cutting and 
then discharges them down into the grass 
bed," she clarifies. 

"There are three pans under a typical 
mulching deck, so to install you'd have to 
take the blades off, bolt the pans in there and 
put the blades back on," Raney describes. 
"And most are mid-mount machines, which 
means they'd have to be hoisted up to do 
this. So there's a lot that can go into installa-
tion and removal with the non-dedicated 
mulching kits but most decks can be in-
stalled fairly quickly. It might take up to two 
hours, but after a few times most contractors 
can get that installation time down to a half-
hour or so." 

Raney adds that some manufacturers now 
offer dedicated mulching decks. "There are 
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also catching decks that can be switched out 
to side discharge decks/' he says. 

According to Stucky, an optional mulch-
ing package costs about $200 to $250, depen-
dent on deck size. Raney esti-
mates their cost at a comparable 
$150 to $350, dependent on the 
manufacturer. "That's the cost 
of mulching components - about 
$100 - plus blades," he says. 

However, even after a mulch-
ing deck is purchased and in-
stalled, there are still a few things 
to consider before hitting the turf. 

TIPS FOR SUCCESS. While 
mulching is overall less labor in-
tensive than bagging, taking a 
mulching deck out onto a customer's prop-
erty requires some forethought and knowl-
edge of the most appropriate conditions for 
mulching. For example, Stucky explains that 
the best results for mulching occur with 

regular mowing so that not more than one-
third of the length of the grass blade will be 
removed. "Also, sharp blades are essential, 
and mulching blades may require more fre-

quent sharpening since clippings are cut 
finer and recut several times," she says. 

"Mowing grass about V -̂inch taller than 
normal will aid in hiding the clippings and, 
incidentally, help to conserve moisture and 

allow grass plants to develop a good canopy 
and stronger root system," Stucky instructs. 
She also points out that, depending on the 
material and the ground speed of the mower, 

clippings will be reduced to about 
3/s-inch in length before being dis-
charged down into the grass bed. 
At this size, the clippings tend to 
disappear into the turf. "Many 
people say they can't tell whether 
the clippings have been mulched 
or collected," Stucky shares. "When 
mulching leaves, most leaves are 
reduced to disappearing fragments 
on the first pass, but if leaves are 
tougher varieties or leaf cover is 
especially deep, they may require 
two passes." 

Stucky also points out that mulching and 
collecting can be accomplished at about the 
same mowing speed, depending on turf con-
ditions. 

However, Raney explains that moving 

'THERE'S ALSO TIME SAVED WHEN MULCHING BECAUSE YOU DON'T 

HAVE TO EMPTY A COLLECTOR PERIODICALLY. ALSO, FEWER INPUTS 

ARE REQUIRED TO MAINTAIN THE HEALTH OF THE LAWN WHEN USING 

A MULCHING MOWER BECAUSE MOISTURE, NITROGEN AND ORGANIC 

MATTER THAT MIGHT HAVE BEEN REMOVED BY BAGGING ARE INSTEAD 

RETURNED TO THE TURF." - RlJlMNNE SlUCKY 

O B004 PACE AMERICAN, INC. CALL.: a O O . e 4 7 . B 7 8 7 



slower than one would with a side-discharg-
ing mower may be beneficial when using a 
mulching mower. "A mulcher uses more 
horsepower and, depending on the turf, you 
might have to slow down a little because it's 
holding the grass up with suction under-
neath the deck," he says, adding that with a 
mulching deck, blades have more to do and 
moving slower provides them the time they 
need. "But if you move too fast with a 
catcher you can get clogged up and that's 
no good either." 

Raney also points out that this is not to 
say that mulching decks are clump-free. 
"If you are mowing straight ahead, you'll 
be do fine, but when you stop, they have 
a tendency to drop a big green donut," he 
says, adding that one more pass with the 
mower is usually enough to break up the 
clump and redistribute the clippings with 
less density. 

Raney estimates mulching to be about 
10 to 20 percent faster than bagging. 

"There's also time saved when mulch-
ing because you don't have to empty a 
collector periodically," Stucky says. "Also, 
fewer inputs are required to maintain the 
health of the lawn when using a mulching 
mower because moisture, nitrogen and 
organic matter that might have been re-
moved by bagging are instead returned to 
the turf." 

THE FINE PRINT. However, mulching is 
not always the most appropriate way to 
mow. The decision to mulch often hinges on 
climate, location and customer preference. 
For instance, Stucky reports that damp con-
ditions require a much slower ground speed, 
hence mulching in wet conditions is gener-
ally a bad idea. "It's best to mow later in the 
day so that dew has dried," she says. 

In fact, in some regions mulching is sig-
nificantly more difficult during the spring. 
"In April or May, you'd have to be mowing 
every three days to keep up with mulching," 
Raney explains. "But in hotter conditions, 
like in June and July, when the grass doesn't 
grow as fast, mulching is great." 

"What the customer expects is important 
too," Raney continues. "If you're doing a 
really nice pristine property - for example, a 
million dollar home whose owner wants the 
yard to look immaculate - mulching might 
be a risk. Personally I'd catch in a situation 
like that rather than have them be upset 
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because there were little clumps in places 
where I turned or little sticks and leaves that 
get by without being completely mulched." 

Raney believes that the popularity of mulch-
ing technology has leveled out over the past 
few years. "About five years ago, there was 
kind of a surge towards mulching and there 
was a lot of activity among manufacturers to 
have dedicated mulching decks available." He 
points to sporadic use across the U.S. map as 
one reason ^ ^ that mulching popularity 
has pla- M M , teaued so auicklv. 
"Here in 

Mulching 

blades have 

teeth to redirect 

airflow and push 

clippings repeatedly 

over the cutting edge. 

Photo: Frederick Mfg. 

still do a lot of catching be-
cause we don't have a prob-
lem getting rid of the clip-
pings," he explains. "Cer-
tain other parts of the 
county have problems with 
that and have to pay to 
dump clippings. And there 
are some contractors who have their own land 
where they dump their clippings and then 
turn it over and into top soil." 

He also points 
out that there are 

some regions of 
the country 
where manu-
facturers sim-
ply cannot sell 
a mower with-

out a catcher. "There 
is a lot of catching in the 

northeast. We rarely sell a 
lawnmower in Connecticut without a 

"ABOUT FIVE YEARS AGO, THERE WAS A KIND OF SURGE 

TOWARD MULCHING AND THERE WAS A LOT OF ACTIVITY 

AMONG MOWER MANUFACTURERS TO HAVE DEDICATED 

MULCHING DECKS AVAILABLE." - KEN RANEY 

catcher," he asserts. "Florida on the other hand 
doesn't seem to do much catching at all. They 
have different kinds of grasses and tend to cut 
their grass higher - sometimes at up to 4 inches 
tall. Mulching in those conditions is not diffi-
cult because there is a lot of area for that grass 
to fall between the blades." 

Raney points out the cold hard fact that 
catching will always look cleaner and more 
aesthetically pleasing than mulching, but that 
mulching is, cosmetically, the next best thing. 
"That's the whole point of the mulching mower 
- to get a finished appearance that resembles 
catching without the labor and without strip-
ping the turf of extra nutrients." 03 

I n c r e a s e O f f i c e 
P roduc t iv i t y b y . . . 
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faster w i th the use of handhe lds 
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• Improv ing cash f low a n d col lec-
t ion times using Lawn & Pest 
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Gravely Zero-Turn PM44Z 
• Broad 44-inch deck 
• Wider "monster" tires in front and back for smooth, stable ride 
• 17-hp Kawasaki engine 
• Features Air-Flo Deck standard 
• Includes maintenance-free XL Spindles 
• Features Marbain steel blades and quick-releasing spring assist 
foot lift 
Circle 201 on reader service form 

Rain Bird Lake 
Management Aerators 
• Features surface spray units to help maintain ecological balance 
• Available with Vi-, xh-, 1-, 2-, 3- and 5-hp pumps with three dif-
ferent spray patterns for each 
• Corrosion-resistant, stainless steel | 
unit 
• Custom-built, electric motor en-
cased in stainless steel housing 
• Fine mesh water intake screen to 
prevent clogging 
• Polyphenylene oxide modified im-
pellers / propellers, corrosion-resistant J 
to most water and salt solutions 
Circle 202 on reader service form 

Superior Signals 2200 Series 
Safe-T-Alert Back Up Alarm 
• Provides safer reverse movement for any contractor's 
truck 
• Operates from 12-24 VDC 
• Has a decibel rating of 107dB 
• Available with wire leads only 
• Conforms to SAE J994 Type B 
• Applications range from light in-
dustrial to heavy construction 
Circle 203 on reader service form 

Tanaka TBL-
7600 Large Displacement 
Blower 
• Comes standard with large, contoured assist handle and a three-
position throttle lever on frame 
• Weighs just 20.6 pounds (w/pipes) 
• Contains heavy-duty padded shoulder straps, extra thick back 
padding, a four-point anti-vibration system and a fiberglass-en-
hanced polypropylene fan housing 

• 4.2-hp engine delivers 615 cfm (at the housing) and 215 mph 
air velocity 
• Reduces engine noise with its heavy-duty air filter 
• Primer for quick start 
Circle 204 on reader service form 

Kawasaki FJ400D 
• One of new series of engines designed for golf and utility ve-
hicles 
• Air-cooled, single-cylinder, horizontal shaft engine 
• Features overhead valve design, pressure lubrication with a 
spin-on filter, counter-rotational balance system, hemispherical 
combustion chamber, electronic spark ignition and starter, cast-
iron cylinder liner and a 12v, 13amp charging system 
• Manufactured in U.S., resulting in shorter lead times, return-
able packaging and fixed-dollar-based pricing for dealerships 
Circle 205 on reader service form 

Grassroots Technology 
MulchPRO 
• Designed to fluff up and rejuvenate faded and compressed 
mulch 
• Standard-size MulchPRO tills a path about 14-inches wide 
• Heavy-duty design intended to quickly cultivate dead spots in 
turf 
• Optional short extensions are avail-
able for working in tightly-planted 
flower beds and long extensions for 
use in larger open areas 
Circle 206 on reader service form 

Bear Cat 6-inch Engine-
Driven Towable Chipper 
• Model 74624 features Honda 24-hp OHV twin-cylinder gas 
engine 
• Model 74628 features Kubota 28-hp, 3-cylinder diesel liquid-
cooled engine 
• Live hydraulic-feed system with "try again" feature 
• Four reversible, 
heat-treated chip-
per blades 
• Triple-banded 
belt drive for bet-
ter transfer of 
power 
Circle 207 on 
reader service 
form 
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Shindaiwa T2500/T2500X 
Grass Trimmers 
• Features 24.5-cc displacement 
• High-torque engine delivers 1.1 hp at 8,000 rpm 
• Large fuel tank holds 20.3 ounces 
• Features Walbro WYL barrel valve carburetor for all position use 
• Chrome-plated cylinder with 2-ring piston design 
• T2500X can be equipped with barrier bar front handle, blade hold-
ers, combination debris shield and strap 
Circle 208 on reader service form 

Turfco Mete-R-Matic 
Overseeder Attachment 
• Designed as attachment for Turfco self-propelled top dresser 
• Blends seed and top dressing to enhance germination 
• Handles all grass types 
• Combines overseeding and top dressing in just one application 
• Mounts easily with just a few mechanical adjustments 
Circle 209 on reader service form 

Add-It Fertilizer Injectors 
• Fits into any drip, sub-surface or conventional sprinkler irrigation 
system 
• Operates under constant line pressures up to 100 psi 
• Injector also accepts any totally water soluble fertilizer 
• Conserves water by utilizing drip technology while fertilizing at 
the same time 
Circle 210 on reader service form 

Tiger Line Side Dump 
No-Hp Dump Trailer 
• Adjusts to many different positions for loading 
and unloading 
• Made from sturdy 12-gauge, hot-rolled steel 
• Balanced at center of gravity 
• Can be used alone or in a train 
• Various sizes, including flat bed, are available 
Circle 211 on reader service form 

Debris Blower for Grasshop-
per 700/900 Series Mower 
• The Turbine Blower easily mounts on Grasshopper 700 & 900 Se-
ries True ZeroTurn FrontMount mowers for maximum maneuver-
ability 
• 360-degree nozzle rotation remotely controlled from the 

operator's station, making it easy to precisely direct airflow for 
faster clean-up 
• Blower produces up to 9500 cfm at 150-plus mph, reducing 
high-volume clean-up time 
• Can be used for a wide variety of applications to move leaves, 
grass clippings, aeration plugs and debris. 
Circle 212 on reader service form 

Allmand 8435 and 8435 HST 
Four-Wheel Drive Compact 
Utility Tractors 
• Both models feature diesel engines, two power train model op-
tions and mechanical four-wheel drive 
• Designed for applications including landscape, agriculture, con-
struction and rental 
• 8435 is powered by a 35-hp Mitsubishi S4L2 diesel engine with 
synchro-shuttle shift transmission 
• 8435 HST features a hydrostatic transmission and cruise control 
in addition to a 36-hp Mitsubishi S4L2 diesel engine 
Circle 213 on reader service form 

Robin Subaru 
Centrifugal Pumps 
• Self-priming pumps available in 2-, 3- and 4-inch models 

• Each model is 
powered by Robin 
Subaru EX Series 
overhead-cam engine 
• An abrasion-resis-
tant, cast-iron 
three-blade impeller 
designed for long life 
• Pumps feature 
a durable, heavy-duty 
strainer to protect the 
pump from large solids 

Circle 214 on reader service form 

Honda GC190 
Engine 
• Designed specifically for residential power equipment applica-
tions 
• Intended for use on such high-volume applications as pressure 
washers and mowers 
• Features internal timing belt and uniblock construction 
• Fewer moving parts contribute to quieter operation 
Circle 215 on reader service form 



Caterpillar CS-533E Vibra-
tory SoQ Compactors 
• Designed for good operator visibility and comfort 
• Two pumps provide required pressure and flow to the drum 
drive motor and wheel drive motor independently for maximum 
torque and full-time tractive power to drive motors 
• Features dual 
pumps for increased 
machine control on a 
grade in forward or 
reverse 
• Features smooth 
drum style used to 
compact granular 
and semi-cohesive 
soils 
• Has an operating 
weight of 23,120 
pounds 
Circle 216 on reader service form 

Hobo Wind 
Monitoring 
Station 
• A data logger system for measuring and recording wind speed 
and direction 
• Features plug-and-play op-
eration that eliminates compli-
cated wiring, programming or 
calibration requirements 
• Runs for up to one year on 
four AA batteries 
• Optional 900MHz wireless 
radio modem allows users 
to quickly and conveniently 
retrieve and analyze 
wind data from stations 
deployed up 
to 5 miles away 
Grcle 217 on reader service form 

d V g 
I R R I G A T I O N P R O D U C T S 

LEIT Irrigation Controllers 
The preferred power irrigation solution 

~\l* «Cf m i fk; Jjr* 
i J B I M • • X//W/M 

NO AC Power 
NO Solar Panels 
NO Lightning Risk 

• C o m m o n areas 
• Slopes 
• Median strips 
• Parks 
• H ighways 
• Mitigation sites 

H i 

Cernete 

Powered by an internal, ultrahigh 
efficiency photovoltaic module and a' 
microelectronic energy management system 
fueled by ambient light. 
The LEIT controller can automate your irr igation system in any 
region, under any weather condit ions, day or n ignt , using only 
ambient l ight as the source of energy. 



Bandit Megabyte 
• Excavator attachment specifically designed to break down 
stumps and oversized logs into manageable pieces that can be 
more efficiently processed 
through waste reduction 
equipment 
• Also acts as a stump puller 
that splits stumps while still 
in the ground 
• Pivoting shear applies equal 
and full pressure directly op-
posite the shear and claw 
• Opening is more than 9 feet 
wide enabling the machine to 
split logs of almost any 
length both horizontally and 
perpendicularly 
•Universal mounting system 
enables easy attachment 
Circle 218 on reader service 
form 

BOSS Snowplow 
SmartHitch 
1100 Mini Tailgate 
Spreader 
• Designed with smaller deicing jobs and mid-size project work 
in mind 
• Spreads dry, free-flowing materials such as salt and 
other deicers 
• SmartHitch power on/off allows attachment by backing 
vehicle up to it, aligning the undercarriage with the spreader, 
stepping out of the cab and flipping a switch 
• Features variable speed control 
• Has a blast feature 
• Poly deflector allows operator to adjust the pattern of material 
discharge 
• Includes built-in class #4 trailer hitch receiver so that a trailer 
can be attached after detaching 
Circle 219 on reader service form 

W H Y S E T T L E FOR S E C O N D BEST! 

AERA-VATOR 
BY FIRST PRODUCTS INC 

® 

THE FIRST PRODUCTS AERA-VATOR USES A "PATENTED" VIBRATING 
ACTION TO LOOSEN AND BREAK UP HARD AND COMPACTED SOILS 
IN THE ROOT ZONE, WITHOUT DESTROYING EXISTING TURF ON THE 
SURFACE. THE AERA-VATOR HAS A UNIQUE SWING HITCH THAT 
ALLOWS THE OPERATOR TO TURN AROUND OBJECTS WITHOUT 
TEARING THE TURF. THE UNIT ALSO HAS AN OPTIONAL SEED BOX 
ATTACHMENT. 

C A L L F O R A F R E E V I D E O T O D A Y 
800-363-8780 

WWW.lSTPRODUaS.COM • SALES@lSTPRODUaS.COM 

Why not buy the 
BETTER MACHINE? 

QUALITY CONSTRUCTION 
AFFORDABLE COST 
LESS MAINTENANCE 

INCREASED PRODUCTIVITY 
CONSISTENT RESULTS 

SATISFIED CUSTOMERS 

800 638 1769 
WWW.EASYLAWN.COM 

GIE BOOTH 2631 CHARLOTTI 
NYSTA BOOTH 279/280 ROCHESTER 

http://WWW.lSTPRODUaS.COM
mailto:SALES@lSTPRODUaS.COM
http://WWW.EASYLAWN.COM


Sidewinder Broom 
• Self-propelled to complement SideWinder product line 
• Brush pressure, speed and left/right pivot angle can be adjusted 
easily 
• Unit features a 13-hp Honda engine and hydrostatic transmission 
• Allows the base unit to be converted into a walk-behind bed 
edger/mini trencher 
Circle 220 on reader service form 

Toro Dingo TX 425 
Wide Track 
• Designed to handle a variety of landscapes and difficult-
to-navigate terrain 
• Appropriate for tree planting, material hauling, demo-
lition, fence installation and irrigation system installation 
• Powered by a 25-hp air-cooled Kohler Command Pro 
Series engine 
• Offers more than 35 quick-change attachments includ- n 
ing auger, trencher, vibratory plow, hydraulic breaker, 
backhoe, leveler, tiller, cultivator, hydraulic blade, adjustable 

forks, snowthrower and several sizes of buckets 
• Attachments are added and removed by turning two locking 
pins and for hydraulic attachments, connecting two hydraulic 
lines 
Circle 221 on reader service form 

Wain Works 1700 DC 
• All metal gear housing and gear train 
• Easy-to-use heavy-duty rotary control switch for power-in or 
power-out 
• Control switch can be mounted on the motor or remotely 
• Multi-directional clutch is a lever-actuated spring with a cam-
over pin that is easy to engage from any angle 

• Self-locking gear train break holds 
> * full-rated load 

- • j ^ A • W ire rope attach-
ment allows for 
motor operation 

on the right or left 
side 

Circle 222 on reader service form 

We've changed ©ur spets! 
Now offering wholesale pricing on 

commercial Christmas lights and supplies! 

Poinsettia T r e e ™ r a c k s -
full a n d h a l f - r o u n d styles 
for ho l idays or e v e r y d a y 

C o m m e r c i a l - g r a d e light 
strings in i n t e r m e d i a t e - a n d 

c a n d e l a b r a - b a s e styles 

Bulbs in d o z e n s of styles G r o u n d - m o u n t e d displays 

CREA' 

(800) 733-9617 
Everything you need to 
light up the holidays! 

www.creativedisplays.com • paul@creativedisplays.com 

iurbwQrld .com 
The World of Concrete Curbing Machinery 

• Curbing 
Machines 

• Ground Prep 
Machines 

• Lighting Kits 

• Training & 
Support 

• Custom 
Trailers 

Curbworld s p e c i a l i z e s in h e l p i n g y o u to d e s i g n y o u r o w n 
c u r b i n g s y s t e m f r o m t h e g r o u n d u p w i t h t h e h e l p o f o u r 
h i gh l y e x p e r i e n c e d c u r b i n g p r o f e s s i o n a l s . 

Call us for F R E E Informat ion Package! 

866-287-2953 • www.curbworld.com 

http://www.creativedisplays.com
mailto:paul@creativedisplays.com
http://www.curbworld.com


Better Buflt Tree Anchor Kits DuPont Advion Fire Ant Bait 
• For the previously released Better Bilt Earth Anchors 
• Comes complete with anchors 
• Includes factory-attached galvanized aircraft cable, turnbuckles, 
hose and nose clamps 
• Three sizes of kits available 
• For trees up to 10 inches 
in caliper 
Circle 223 on reader ser-
vice form 

• Developed to combat the red imported fire ant 
• Provides control of fire ants within 24 to 72 hours after applica-
tion 
• Contains the active ingredient Indoxacarb that belongs to a new 
class of insecticide chemistry 

• Fast-action results from the metabolic activation of 
Indoxacarb by developing larvae within the colony 

y • Activated metabolite is distributed to other members 
of the colony, including the queen 

Circle 224 on reader service form 

Do you have a new product you'd like to see in this section? 

If so, send your company name, product name, a list of the product's key features, your contact name, e-mail, Web site and address, in 

addition to a high-resolution color image of the product to Nicole Wisniewski, 4012 Bridge Ave., Cleveland, Ohio 44113, or e-mail this 

information to nwisniewski@gie.net. 

EASY & FAST BACKFILLING WESTERN 2005 January 9-11 

A n n u a l M e e t i n g a n d T r a d e S h o w * 

[ ^ O v e r l a n d Park Convention Center^] 
O v e r l a n d P a r k , K S 

I * 

, o u f r> e w I OC Of ,o n 

« 

becouS« Hi i * w f c 1 

doooving! 

V 
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K t ' \ T 

P h o n e 8 1 6 . 2 3 3 . 1 4 8 1 « E m a i l i n f o a w n l a . o r g • W e b w w w . w n l a . o r g 

W E S T E R N P a r t i c i p a t i n g A s s o c i a t i o n s : 

Iowa N u r s e r y A L a n d s c a p e A s s o c i a t i o n K a n s a s N u r s e r y A L a n d s c a p e A s s o c i a t i o n 
M i s s o u r i L a n d s c a p e A N u r s e r y A s s o c i a t i o n N e b r a s k a N u r s e r y A L a n d s c a p e A s s o c i a t i o n 
O k l a h o m a N u r s e r y A L a n d s c a p e A s s o c i a t i o n K a n s a s G r e e n h o u s e G r o w e r s A s s o c i a t i o n 

With the McCullough Coverup 2000 

Ideal to use w i t h 
a sk id s teer . 

Covers up to 6 0 
f e e t of t r e n c h i n g 
in 1 m i n u t e . 

The 2000 Series was developed to handle the larger jobs 
of backfilling that are associated wi th the medium sized 

trenchers. The 2000 can be adapted to most trenchers 
and skid steer loaders, as shown. 

P a t e n t # ' s 5 3 5 3 5 2 9 & 6 4 3 4 8 6 1 

1-800-250-5688 
www.mcculloughcoverup.com 

mailto:nwisniewski@gie.net
http://www.wnla.org
http://www.mcculloughcoverup.com


RMATION 
GO TO 
lawnandlandscape.com 

CHECK OFF 
the reader service numbers that you're interested in. 
It's fast and convenient or mail in this card. 

Name_ 

Title 

Company_ 

Address 

City State - Z i p -

Phone 

Fax E-mail Address 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 
21 22 23 24 25 26 27 28 29 30 31 32 33 34 35 36 37 38 39 40 
41 42 43 44 45 46 47 48 49 50 51 52 53 54 55 56 57 58 59 60 
61 62 63 64 65 66 67 68 69 70 71 72 73 74 75 76 77 78 79 80 
81 82 83 84 85 86 87 88 89 90 91 92 93 94 95 96 97 98 99 100 
101 102 103 104 105 106 107 108 109 110 111 112 113 114 115 116 117 118 119 120 
121 122 123 124 125 126 127 128 129 130 131 132 133 134 135 136 137 138 139 140 
141 142 143 144 145 146 147 148 149 150 151 152 153 154 155 156 157 158 159 160 
161 162 163 164 165 166 167 168 169 170 171 172 173 174 175 176 177 178 179 180 
181 182 183 184 185 186 187 188 189 190 191 192 193 194 195 196 197 198 199 200 
201 202 203 204 205 206 207 208 209 210 211 212 213 214 215 216 217 218 219 220 
221 222 223 224 225 226 227 228 229 230 231 232 233 234 235 236 237 238 239 240 
241 242 243 244 245 246 247 248 249 250 251 252 253 254 255 256 257 258 259 260 
261 262 263 264 265 266 267 268 269 270 271 272 273 274 275 276 277 278 279 280 
281 282 283 284 285 286 287 288 289 290 291 292 293 294 295 296 297 298 299 300 

NOVEMBER 2004 

Lawn&Landscape 
Date 

[ ^ J Y E S , I w o u l d l i k e t o r e c e i v e / c o n t i n u e t o r e c e i v e Lawn & Landscape f r e e o f c h a r g e . 

N o , I w o u l d n o t l i k e t o r e n e w . 

Signature 
Name 
Company 
Address 
State 
Title 
Phone 
E-mail 

City 
Zip. 

Fax 

G I E M e d i a w i l l o n l y u s e y o u r e - m a i l a d d r e s s t o c o n t a c t y o u w i t h r e l e v e n t i n d u s t r y 
o r s u b s c r i p t i o n i n f o r m a t i o n . 
If y o u d o n o t w a n t t o r e c e i v e e - m a i l f r o m t r u s t e d 3 r d p a r t i e s , p l e a s e c h e c k h e r e . U l 
W h a t is t h e b e s t w a y t o c o n t a c t y o u f o r f u t u r e r e n e w a l s ? 

E m a i l F a x T e l e p h o n e 

1. W h a t is y o u r p r i m a r y business 
a t this locat ion? (choos• only o n e ) 

I. CONTRACTOR or SERVICES 
• 1. Landscape Contractor 
Q 2 . Chemical Lawn Care Company 

(excluding mowing maintenance service) 
• 3. Lawn Maintenance Contractor 
• 4. Ornamental Shrub & Tree Service 
G 5. Irrigation Contractor 
• 6. Landscape Architect 
• 7. Other Contract Services 
(please describe) 

II. IN-HOUSE LAWN/CARE 
MAINTENANCE 

• 8. In-House Maintenance including: 
Educational Facilities, Health Care 
Facilities, Government Grounds, Parks & 
Mi l i tary Installations, Condominium 
Complexes, Housing Developments, 
Private Estates, Commercial & Industrial 
Parks 

III. DISTRIBUTOR/MANUFACTURER 
• 9. Dealer 
Q l O . Distributor 
• 11. Formulator 
• 12. Manufacturer 

IV. OTHERS ALLIED TO THE FIELD: 
• 13. Extension Agent (Federal, State, 

County, City, Regulatory Agency) 
• 14. School, College, University 
• 15. Trade Association, Library 
• Others (please describe) 

2. Wha t services does you business offer? 
• 1. Landscape Design 

Landscape Installation 
• 2 Seeding or Sodding 
• 3. Turf & Ornamental Installation 
• 4 Bedding Plants & Color Installation 
• 5. Irrigation Installation 

• ô. Landscape Lighting 
• 7. Hardscape Installation 
• 8. Water Features 

Landscape Maintenance 
• 9. Landscape Renovation 
• 10. Turf Fertilization 
• 11. Turf Aeration 
• 12. Tree & Ornamental Care 
• 13. Tree & Stump Removal 
• 14. Irrigation Maintenance 
• 15. Erosion Control 

Pesticide Appl icat ion 
• 16. Turf Disease Control 
• 17. Turf Insect Control 
• 18 . Turf Weed Control 
• 19. Tree & Ornamental Pesticide Appl icat ion 

Other 
• 20. Mow ing 
• 21 . Hydroseeding 
• 22. Snow Removal 
• 23 . Interior Landscape Services 
• 24 . Structural Pest Control 
• 25 . Hol iday Lighting 
• 26. Other 

3 . H o w m a n y fu l l - t ime ( y e a r - r o u n d ) 
e m p l o y e e s d o y o u e m p l o y ? 

4 . W h a t a r e y o u r c o m p a n y ' s 
a p p r o x i m a t e a n n u a l gross revenues? 

l .Less than $ 5 0 , 0 0 0 
2 . $ 5 0 , 0 0 0 to $ 9 9 , 9 9 9 
3 $ 1 0 0 , 0 0 0 to $ 1 9 9 , 9 9 9 
4. $ 2 0 0 , 0 0 0 to $ 2 9 9 , 9 9 9 
5 . $ 3 0 0 , 0 0 0 to $ 4 9 9 , 9 9 9 
6 . $ 5 0 0 , 0 0 0 to $ 6 9 9 , 9 9 9 
7 . $ 7 0 0 , 0 0 0 to $ 9 9 9 , 9 9 9 
8 . $ 1 , 0 0 0 , 0 0 0 to $ 1 , 9 9 9 , 9 9 9 _ i 
9 . $ 2 , 0 0 0 , 0 0 0 to $ 3 , 9 9 9 , 9 9 9 d 
10. $ 4 , 0 0 0 , 0 0 0 to $ 6 , 9 9 9 , 9 9 9 % 
11 $ 7 , 0 0 0 , 0 0 0 or more ° 
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TO INQUIRE ABOUT OUR ADVERTISERS' PRODUCTS, PLEASE 
SEE THE READER SERVICE CARD IN THIS ISSUE. 

COMPANY NAME WEB ADDRESS PG# RS# COMPANY NAME WEB ADDRESS PG# RS# 

Adkad Technologies www.adkad.com 104 59 
Massey Ferguson www.masseyferguson.com ... 97 51 
Alturnamats www.alturnamats.com 46 30 
American Honda www.honda.com 117.. 68 
American Isuzu Motors www.isuzucv.com 85 45 
American Roll-Off www.americanrolloff.com 104 « 60 
A riens/Gravely www.gravely.com 123 74 
Ball Horticultural www.ballhort.com 87 48 
BASF www.turffacts.com 43 27 
Bayer Environmental Science www.bayerprocentral.com.... 5,47,121 
Blizzard Corp www.bIizzardplows.com 158 
Bobcat www.bobcat.com 83 
Briggs & Stratton Corp www.commercialpower.com.. 151 
Brite Ideas www.sayitwithlights.com 116 
C&S Turf Care www.csturfequip.com 54 
Carl Black GMC www.carlblack.com 99* 
Carson Industries www.hosenclose.com 56 
Cascade Lighting www.cascadelighting.com 86 
Caterpillar www.cat.com 139,157 84,104 
CDS John Blue www.johnblue.com 161 107 
Chemical Containers 110.. 
Compact Power/Boxer www.boxerequipment.com..... 9 . 
Compact Power/Kanga www.kangaequipment.com .. 80.... 
Coxreels www.coxreels.com 80.... 
Creative Displays www.creativedisplays.com 169 116 
Curbworld www.curbworld.com 169 115 
Cutter's Choice www.cutterschoice.com 146 93 
DIG Corp www.digcorp.com 167 112 
Dixie Chopper www.dixiechopper.com 150 % 
Dow AgroSciences www.dowagro.com/turf 29,31,33,125 
Drafix.com www.drafix.com 45 29 
DuPont www.proproducts.dupont.com. 38-39 25 

..105 

..43 

..98 

..67 

..34 

..54 

..36 

..46 

..66 

..12 

..39 

..40 

Easy Lawn www.easylawn.com. 
Echo www.echo-usa.com. 

. 168.. 

.179.. 
.113 
.119 

EverRide Mowers www.everridemowers.com ... 109 64 
Express Blower www.expressblower.com 44 . . . .H 
Fabriscape www.fabriscape.com 152.. 
Ferris Industries www.ferrisindustries.com 55.... 
First Products 

..28 

..100 

..35 
. www.lstproducts.com 168 114 

..37 

..82 
FMC Corp www.pestsolutions.fmc.com ... 57 
Force America www.forceamerica.com 136 
Ford Motor Co www.ford.com 76-77 
Frog Lights www.frog-lights.com 149 127 
Garden Graphics www.gardengraphics.com .... 128 79 
Glenmac www.glenmac.com 140 85 
GMC www.gmc.com 107,135 
GNC Industries www.gncindustries.com 9 13 
Grasshopper www.grasshoppermower.com.. 147 94 
Gregson-Clark www.gregsonclark.com 126 77 
Hannay Reels www.hannay.com 82 42 
Hunter Industries www.hunterindustries.com .. 180 120 
Husqvarna Forest & Garden www.husqvarna.com 48-49 31 
Hustler Turf Equipment www.excelhustler.com 13 15 
J.J. Mauget www.mauget.com 26-27 21 
JRCO www.jrcoinc.com 104 61 
Kelley Commercial Truck Center www.isuzutruckcenter.com .. 141* 87 
Kohler Co www.kohler.com 21 19 
Kubota Tractor Corp www.kubota.com 129 80 

Lebanon Turf Products www.lebanonturf.com 7 11 
Lehman Mfg www.llc-equipment.com 122 73 
LESCO www.lesco.com 58 38 
Line-Ward Corp www.lineward.com 98 53 
Marcus Drake Consultants www.marcusdrakcconsultants.com . 149 95 
McCullough Innovations www.mcculloughcoverup.com . 170 118 
MTD Pro www.mtdproducts.com 143 89 
New England Grows www.negrows.org 141* 86 
NGK Spark Plugs www.ngksparkplugs.com 145 91 
Novozymes Biologicals www.novozymes.com 101 56 
Nufarm Turf & Specialty www.us.nufarm.com 91-94,137 .. 125,83 
Ohio Turfgrass Foundation www.ohioturfgrass.org 155.. 
Oldham Chemicals Co www.oldhamchem.com 150.. 
Otterbine Barebo www.otterbine.com 122.. 
Pace American www.paceamerican.com 162.. 
PBI Gordon Corp www.weedalert.com 133.. 

.101 
..97 
..72 
..108 
..81 

Perma Green Supreme www.ride-onspreader.com ... 16-17 17 
Pioneer Cover-All www.pioneercoverall.com .... 124 75 
Plant Health Care www.planthealthcare.com .... 102 57 
Practical Solutions www.theservicesolution.com 34 23 
Project Evergreen www.projectevergreen.com .. 159 I l l 
Pro-Tech www.snopusher.com 84 44 
QCM International 156 103 
Rain Bird www.rainbird.com 10-11,81,127 .14,41,78 
Real Green Systems www.realgreen.com 164 110 
RND Signs www.rndsigns.com 152 99 
RotaDairon Emrex www.mge-dairon.com 100 55 
SavaLawn www.savalawn.com 86 47 
Scag Power Equipment www.scag.com ... 89 50 
Sensible Software www.clip.com 15 16 
Simplicity Mfg./Snapper www.simplicitymfg.com 105 62 
Sipcam Agro USA www.sipcamagrousa.com 103 58 
Software Republic www.raincad.com 118 70 
Spraying Systems Co 108 63 
Stellar Industries www.stellar-industries.com .. 118 69 
Stihl www.stihlusa.com 19 18 
Symbiot Business Group www.symbiot.biz 88 49 
Syngenta Professional Products www.syngentaprofessionalproducts.com 

24-25,34 ....20,22 
Teletrac www.teletrac.net 142 88 
Tifsport Growers Association www.tifsport.com 40-41 26 
Tilton Equipment Co www.tiltonequipment.com ... 52 32 
Toro www.toro.com 2-3,105 10,62 
Tree Tech Microinjection www.treetech.net 163 109 
Tuflex Mfg www.tuflexmfg.com 144 90 
Turbo Technologies www.turboturf.com 124 76 
ValleyCrest Cos www.valleycrest.com 119 106 
Visual Impact Imaging www.visualimpactimaging.com 98 52 
Walker Mfg. Co www.walkermowers.com 35 24 
Walla Walla Sprinkler www.mprotator.com 53 33 
Weed Man www.weed-man.com 110 65 
Wells Cargo www.wellscargo.com 146 92 
Weisburger Insurance Brokerage www.weisbuger.com I l l 126 
Western Nursery & Landscape Assn. www.wnla.org 170 117 
Westheffer Co www.westheffer.com 156 102 

*Denotes regional advertising. This listing provided as a service to Lawn & Landscape 
advertisers. 

The Cost off Doing Business Report Ad Index 

COMPANY NAME WEB ADDRESS 

John Deere CUTS www.mowpro.com 

John Deere Construction www.skidsteer.com 

John Deere Landscapes www.johndeerelandscapes.com. 

John Deere Commercial www.mowpro.com 

PG# RS# 

. 2 121 

. 12 122 

.15 123 

.16 124 

http://www.bayerprocentral.com
http://www.bIizzardplows.com
http://www.bobcat.com
http://www.commercialpower.com
http://www.sayitwithlights.com
http://www.csturfequip.com
http://www.carlblack.com
http://www.hosenclose.com
http://www.cascadelighting.com
http://www.cat.com
http://www.boxerequipment.com
http://www.kangaequipment.com
http://www.coxreels.com
http://www.dowagro.com/turf
http://www.easylawn.com
http://www.echo-usa.com
http://www.everridemowers.com
http://www.expressblower.com
http://www.fabriscape.com
http://www.ferrisindustries.com
http://www.pestsolutions.fmc.com
http://www.gmc.com
http://www.us.nufarm.com
http://www.rainbird.com
http://www.syngentaprofessionalproducts.com
http://www.mowpro.com
http://www.skidsteer.com
http://www.johndeerelandscapes.com
http://www.mowpro.com


Advertise Today! 
Classified Advertisement Pricing is as 
follows: 

Text only: $l/word with a $30 mini-
mum. 
Classified Display: $115/column inch. 
Column width is 2.25". 

For box numbers, add $1.50 plus six 
words. 

All classified ads must be received 
seven weeks before the date of publi-
cation. We accept Visa, MasterCard, 
American Express and Discover. Pay-
ment must be received by the classified 
closing date. 

Please contact Jennifer Halas at 
800/456-0707 or e-mail jhalas@gie.net 

Business Forms 
L A W N MAINTENANCE A N D 
LANDSCAPING FORMS 

Order online and save. Invoice, proposal, work 
order, door hangers and more. Low minimum. 
Go to landscaping.4WorkOrders.com. Shorty's 
Place in Cyberspace. 800/746-7897. 

Business Opportunities 
SELLING YOUR BUSINESS? 

BUSINESS OPPORTUNITY 

FREE 
APPRAISAL 

N O B R O K E R 
FEES 

Professional Business Consultants 
vfcusi n e S s ^ 

Gv 

i P I 
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: 708/252-4447 

CONKLIN PRODUCTS 
OPPORTUNITY! 

Use/market, new technology liquid slow-release 
fertilizer and micro-nutrients 

BUY DIRECT FROM MANUFACTURER 
FREE Catalog - 800/832-9635 
Email: kmfranke@hutchel.net 

www.frankemarketing.com 

PUTTING GREENS 

Reasons to call us: 
* Huge Profit Center - 65% 

* Easy Installation Process 

* Carry NO Inventory 

* Utilize Existing Equipment 

* Excellent Add-On Service 

* Manv Extras 

Back-Yard Putting Greens 
Buy Manufacturer Direct - Save 70% 

Synthetic putting greens are 
the fastest growing segment of 

the $25 Billion a yr golf industry 

FREE VIDEO 

mailto:jhalas@gie.net
mailto:kmfranke@hutchel.net
http://www.frankemarketing.com


BIDDING FOR PROFIT 
PROFITS UNLIMITED 
Seminars & Consulting 

"Your Key to Success" 

BIDDING & CONTRACTS ($47.95) 
CONTRACTS & GOALS ($39.95) 

MARKETING & ADVERTISING ($39.95) 
LETTERS FOR SUCCESS ($29.95) 

DE-ICING & SNOW REMOVAL ($39.95) 
ESTIMATING GUIDE ($34.95) 

SELLING & REFERRALS ($44.95) 
TELEPHONE TECHNIQUES ($24.95) 

BUY FOUR OR MORE AND SAVE 

You can see a full explanation of these manuals on 
our Web site. The techniques shared in these manu-
als are being used by hundreds of your peers 
throughout the United States and Canada. 
Wayne's Lawn Service was recently rated one of 
the top 10 lawn companies in the United States. 

Profits Unlimited 
800/845-0499 

www.profitsareus.com 
Visa, MasterCard, 

Discover, American Express 

BUSINESS OPPORTUNITIES 

Residential Finance 
Program 

Give your residential customers 
greater purchasing power with this 

exclusive financing program for landscape 
installations from ALCA and Wells Fargo 

Financial Retail Services. 

ALGA 
ASSOCIATED LANDSCAPE 

CONTRACTORS OF AMERICA 

www.alca.org or 800/395-2522 

BUSINESS OPPORTUNITIES 

GROW WITH US! 
» D i v e r s i f y y o u r b u s i n e s s 
» A d d i r r i g a t i o n t o y o u r c o r e b u s i n e s s 
• M a r k e t i n g a n d t r a i n i n g p r o g r a m s 
• S e c u r e d f r a n c h i s e t e r r i t o r y 

é ServiceFirst 
Irrigation 

For information contact us: 

1-877-353-4533 
or 

www.servicefirstirrigation.com 

Businesses for Sale 
LANDSCAPE 
CONSTRUCTION COMPANY 

Well Established 20-year Landscape Company 
Boston, Massachusetts Area. 
Annual volume $3.5 - $4.0 MILLION 
Company breakdown: 

• 75% Construction 
•10% Maintenance 
•15% Snow Operations 

Highly recognized, well-managed and orga-
nized operation with a meticulous fleet of over 
50 pieces of equipment. Will sell with or with-
out the real estate, which has all the necessary 
provisions for repairs and parking. 

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

Fax: 508/428-9586 

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 
$25,000. Call Joe or Terry at 719/578-9475. 

BUSINESS FOR SALE 
GREAT POTENTIAL!!! 
Maryland Commercial and Residential Opera-
tions 

• Maintenance 
• Landscape 
• Turf, ornamental and tree spraying 
• Sweeping 
• Snow 

Well-established with great reputation 
Sales approaching $1M 

Call 410/546-9510 for details. 

LANDSCAPE COMPANY FOR SALE 
Construction 60% Maintenance 40%. Excellent 
reputation with 17+ years in South Bay area of 
Los Angeles. Asking $300,000 including equip-
ment and trucks. Annual sales of $700,000 - 1 
million. Upside potential. Call Rick at 310/698-
2139 or e-mail at hilwdl@aol.com. 

Educational Training 
EDUCATIONAL TRAINING 

LawnLore™ 
Interactive training S I 
that 's easy, ef fect ive a n d fun ! / Cn 

Become an expert in weeds, 
fertil izing, aerating, lawn 
diseases, and insects. 

L e a r n o n l i n e at l a w n l o r e . c o m o r 
p h o n e for c d v e r s i o n 8 0 0 - 3 2 8 - 4 0 0 9 

Lighting 
LIGHTING 

For Sale 
FOR SALE 

W M B E cer t i f i ed 

TIME is MOMEY 
WEED 

FASTER 

tanks-a-lot* 

WATER 
FASTER 

1-800-948-2657 
w w w . t a n k s - a - l o t . n e t 

LANDSCAPE DESIGN KIT 3 

LANDSCAPE DESIGN KIT 3 
4 8 rubber s t a m p symbols of t rees, 
shrubs, plants & m o r e . 1/8" sca le . 

S t a m p s izes f rom 1/4" to 1 3 /4" . 
$ 9 7 • $ 6 . 7 5 s/h. V I S A , M a s t e r C a r d . & 
M O ' s sh ipped next day. C h e c k de lays 
[shipment 3 w e e k s . C A a d d 7 . 7 5 % t a x . 

, A M E R I C A N S T A M P CO. 
FREE BROCHURE ' 2 2 9 0 Rising Rd. LL04. Wilton. CA 9 5 6 9 3 

i i W Local 9i6-687 7102 TOLL FREE 877-687-7102 

FOR SALE 
Stop guessing square footage! Measure area 
quickly and accurately. Just wheel the DG-1 
around any perimeter and instantly know the 
area ins ide . $399 + $7 ship. CA add tax. 
www.measurearea.com 760/743-2006. 

http://www.profitsareus.com
http://www.alca.org
http://www.servicefirstirrigation.com
mailto:hilwdl@aol.com
http://www.tanks-a-lot.net
http://www.measurearea.com


DEALER LIQUIDATION 
Save $$$$$. New C&S Turf Tracker Jr 's - Only 
$3,995. Spread & Spray 4,000 S.F./Minute. Hy-
drostatic Zero-turn, stainless steel frame & tank. 
Free Video. 610/361-2847. 

FOR SALE 
EngineerSupply.com 

The trusted favorite when supplying the engi-
neering community with the supplies it needs 
to get the job done. Shop Online for your AEC 
Office Equipment, Large Document Storage So-
lutions, Specialty Calculators, Surveying Equip-
ment and more. 

Visit http:/ / www.EngineerSupply.com 

FOR SALE 

FOR SALE 

Kubotaparts.com 

DELIVERY ON 
KUB0TA P A R T S 

$5.00 Shipping Per Order 
O r d e r P a r t s a t k u b o t a p a r t s . c o m o r c a l l t o l l f r e e at... 

1-877-4KUBOTA 
T h i s w e b s i t e " k u b o t a p a r t s . c o m " is o p e r a t e d 

b y K e l l e r B r o s . T r a c t o r C o m p a n y , a n a u t h o r i z e d 
d e a l e r o f K u b o t a T r a c t o r C o r p o r a t i o n s i n c e 1 9 7 2 

FOR SALE 

COVER It! I N S T A N T G A R A G E S 
A L L W E A T H E R S H E L T E R S 

S A N D / S A L T B I N S • W O R K S H O P S 
E Q U I P M E N T S T O R A G E 

Authorized Dealer 
SHELTERS OF NEW ENGLAND INC. 

251 West Hollis St. • Nashua, N.H. 03060 
1 - 8 0 0 - 6 6 3 - 2 7 0 1 • ( 6 0 3 ) 8 8 6 - 2 7 0 1 
w w w . s h e l t e r s o f n e w e n g l a n d . c o m 

FOR SALE 
Lawn and Tree spray trucks for sale - (2) 
Internationals with newer Tuflex spray bodies, 
excellent working condition. Please call for de-
tails 412/445-8066. 

FOR SALE 
WHOLESALE COLORADO 

BLUE & GREEN SPRUCE 
Feet 12-14 14-16 16-18 
Priced to sell $60.00 $70.00 $95.00 

Tree Farm In Michigan 
Call for pricing details: 

856/582-6890 or 856/534-4340 
Email: linkup2000@aol.com 

FOR SALE 

18-20 
$120.00 

D i s c o u n t Sprayer Parts 
REPLACEMENT PARTS & PUMPS FOR: 

• F M C (John Bean) • H y p r o • 
• F.E. M y e r s • U d o r • 

• C o m e t a n d Gene ra l Pumps • 
A lso Spray ing Systems Tee-Jet 

a n d A l b u z spray nozz les. 
W e have a c o m p l e t e l ine o f 
sprayer accessor ies such as 

spray guns, hose & hose reels. 

Call TOLL FREE 888/SPRAYER 
for a free catalog. 

E-mail: spraypts@bellsouth.net 
Web site: SprayerPartsDepot.com 

GPS Vehicle Tracking 
GPS VEHICLE TRACKING 

No Monthly Fees 
Call 800/779-1905 

www.mobiletimeclock.comHelp Wanted 

Help Wanted 
KEY EMPLOYEE SEARCHES 

Florapersonnel, Inc. in our third decade of per-
forming confidential key employee searches for 
the landscape industry and allied trades world-
wide. Retained basis only. Candidate contact 
w e l c o m e , conf ident ia l and a l w a y s free. 
Florapersonnel, Inc., 1740 Lake Markham Road, 
Sanford, FL 32771. Phone 407/320-8177, Fax 
407/320-8083. E-mail : Hortsearch@aol .com 
Web site: http / / www.florapersonneI.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. 

HELP WANTED 
A leading residential and commercial construc-
tion and development company, doing business 
in Southwestern Michigan for over 35 years, has 
an immediate opening for a fully licensed land-
scape architect. The qualified candidate will 
have at least 3 years experience. Pay will com-
mensurate with experience. Please email re-
sume to sherrydueweke@hotmail.com. 

HELP WANTED 
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, 
including the supervision of field personnel. Busi-
ness/Horticultural degree desired with a mini-
mum of 2 years experience working in the green 
industry. Qualified applicants must have proven 
leadership abilities, strong customer relations 
and interpersonal skills. We offer an excellent 
salary, bonus and benefits packages, including 
401 (k) and company paid medical coverage. 

For career opportunity and confidential consider-
ation, send or fax resume, including geographic pref-
erences and willingness to relocate to: DeAngelo 
Brothers, Inc., Attention: Paul D. DeAngelo, 100 
North Conahan Drive, Hazleton, PA 18201. Phone: 
800/360-9333. Fax: 570/459-2690 

EOE/AAP M/F/D/DV 

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 Jersey, 
New York, North Carolina, Ohio, Pennsylvania, 
South Carolina, Tennessee, Texas, Virginia, Wis-
consin. Fax: 301/987-1565. 

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

HELP WANTED 

H ^ g P 
LANDSCAPE CONTRACTORS 

COME GROW BETTER WITH US! 
Take a d v a n t a g e of this oppor tun i t y to jo in one 
of the most d y n a m i c landscape compan ies in 
the beaut i fu l southwest. O u r exc i t ing a n d vi-
b ran t c o m p a n y has career oppor tun i t ies in the 
f o l l o w i n g posi t ions: 

Sa les* Des ign * M i d - M a n a g e m e n t Field 
C r e w Leaders - Install & Ma in tenance 

W e of fer ou ts tand ing compensa t ion a n d ben-
efits package , re locat ion a l l owance , a n d an ex-
cel lent fami l y -work ing env i ronment . If you a re 
interested in a career oppor tun i t y p lease send, 
fax , or ema i l resume to: 

HEADS UP LANDSCAPE 
PO Box 1 0 5 9 7 A lbuque rque N M 8 7 1 8 4 . 

Emai l jde larosa@hulc .com 
Phone 5 0 5 / 8 9 8 - 5 5 1 0 Fax 5 0 5 / 8 9 8 - 2 1 0 5 

To f ind out more in fo rmat ion abou t 
Heads U p Landscape please 

visit our webs i te at 
w w w . h e a d s u p l a n d s c a p e . c o m 

http://www.EngineerSupply.com
http://www.sheltersofnewengland.com
mailto:linkup2000@aol.com
mailto:spraypts@bellsouth.net
http://www.mobiletimeclock.comHelp
mailto:Hortsearch@aol.com
http://www.florapersonneI.com
http://www.greensearch.com
mailto:info@greensearch.com
mailto:sherrydueweke@hotmail.com
mailto:jobs@brickmangroup.com
http://www.brickmangroup.com
mailto:jdelarosa@hulc.com
http://www.headsuplandscape.com


HELP WANTED 
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 expec-
tations 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 

HELP WANTED 

Fed up? Would you like to put your many years 
of horticultural experience to good use? We 
need you for more than just your strong back. 
We value your knowledge, particularly your 
ability to ID trees and shrubs. To discuss how 
you might help us provide state-of-the-art plant 
health care programs for our clients, contact us. 
We're on the web at www.keystonetree.com or 
call Bob McMullin at 215/348-4444 to find out 
more about this unique position in Bucks Co., PA. 

LANDSCAPERS, DON'T WAIT! 
Want legal, reliable workers on the job every 
day? Bring them from Mexico (and other coun-
tries) with visas. We do all the paperwork. We 
can select great workers too!! We care about 
your success and lead the way in FAST, 
FRIENDLY, AFFORDABLE service. FREE in-
formation & booklet. USAMEX Ltd. 501/724-
8844, DavidDonaldson@USAMEX.ORG. 

ESTIMATORS (Los Angeles) 
Requires a minimum of one to three years of 
hands-on experience in commercial landscape 
estimating and a college-level education. Strong 
computer (Excel/Lotus) and communication 
skills are a must. This is an excellent opportu-
nity for a well-organized, ambitious self-starter. 
Will consider internship for right person with en-
gineering background. This is a salaried posi-
tion, with room for advancement. Benefits. 
Contact: Linda Reid, fax 818/999-2056. 

HELP WANTED 

GroundMasters, Inc 
Exciting Career Opportunities 

in Landscape Management 

G r o u n d M a s t e r s , I n c . is c u r r e n t l y 
s e e k i n g q u a l i f i e d g r e e n i n d u s t r y 
p r o f e s s i o n a l s t o j o i n o u r t e a m ! 
O u r s ta f f is a m o n g t h e best in t h e 
i n d u s t r y , o u r e q u i p m e n t is s ta te -
o f - t h e a r t , a n d w e a r e a d r u g - f r e e 
w o r k p l a c e . I f y o u w o u l d l i ke t o 
w o r k in a f r i e n d l y , c h a l l e n g i n g , 
a n d d i v e r s e e n v i r o n m e n t , a p p l y 
t o d a y ! Spanish ski l ls a p lus! 

Fax r e s u m e s t o Chris Hayes a t 
5 1 3 / 7 7 4 - 7 4 5 9 o r e - m a i l 

c h a y e s @ g r o u n d m a s t e r s . c o m 

HELP WANTED 
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: 661/257-1266x204 

Fax: 661/257-7749 

Lighting 
LIGHTING 

LIGHTING 

Huge Off-Season PROFITS! 
Make great money hanging 

Christmas lights. 
Call 1-866-426-4544 today for free 
info on how you can turn fall into 
your most profitable time of year. 

www.WeHangChnstmasLights.com 

LESCO 
SALES AND SERVICE 

POSITIONS 
Virginia, New York, Massachusetts, 

Connecticut, and Rhode Island 
LESCO, Inc., the na t ion ' s l e a d i n g manu fac -
turer a n d d is t r ibu tor o f l a w n c a r e a n d go l f 
course produc ts , is r a p i d l y e x p a n d i n g ope ra -
t ions in V i r g i n i a , N e w York , Massachuset ts , 
Connec t i cu t , a n d Rhode Is land. W e a re look-
ing for indiv iduals w i th a strong b a c k g r o u n d in 
the professional g reen industry for our Service 
Center locat ions. Sales exper ience a plus. 

LESCO of fers compe t i t i ve sa lar ies a n d a n 
exce l lent benef i t p a c k a g e . Fax resumes to 
4 4 0 / 7 8 3 - 3 9 0 9 or e-mail us at lmahl@lesco.com. 

E O E / A A / H / V 

GREEN INDUSTRY BLUES? 

mailto:wheats@wheats.com
http://www.wheats.com
http://www.keystonetree.com
mailto:DavidDonaldson@USAMEX.ORG
mailto:chayes@groundmasters.com
mailto:estimson@gothiclandscape.com
http://www.WeHangChnstmasLights.com
mailto:lmahl@lesco.com


HELP WANTED HELP WANTED 

MOW THAT We HAVE YOU* 
ATTENTION... 

The wait continues for the 
solution to October's riddle 
Stay tuned for the New Year, 

and the RA.R. 

If you have what it takes, and you like a challenge, 

Join us as we conquer the next level! 

Foreman • Designers • Laborers 
Account Managers • Tree Experts 

Commercial Maintenance Sales Person 

Baltimore, Maryland 

FAX Resume 410-602-0688 EOE 
Email: palomae@rarlandscaping.com 

HELP WANTED 
Cleveland Ohio: Great opportunit ies l ike 
these don't grow on trees. Interested in Branch 
management or selling maintenance? How 
about design build sales? We offer excellent 
compensation and benefits with ample room 
for advancement. 

Contact us at info@yardmaster.com or fax 
your resume to 440/357-1624. 

THE BEST PLACE FOR THE 
BEST PEOPLE TO WORK! 

Dynamic career opportunities for landscape in-
dustry professionals motivated by personal and 
team achievement! Acres is an exciting, growth 
oriented industry leader looking for account 
reps & customer service specialists. 

Contact Char Cobb today! 
Tel: 630/671-4971; Fax: 630-307-0739 

E-mail: char.cobb@acresgroup.com. 

HELP WANTED 
COME G R O W WITH US! 

The Premier Wholesale Distributor in the South-
east is seeking professional Branch and Irriga-
tion Managers for a multi-line business. Nurs-
ery, Golf, Turf Irrigation, etc. We also have op-
portunities for Professional Drivers/Counter 
Sales and Outside Sales Reps. Great pay, ben-
efits and abundant opportunities to move up 
with the corporation! Fax resumes to 678/835-
1951, Attn: Director of Irrigation. 

HELP WANTED 
SALES POSITION: Must have strong ties to in-
dustry and affluent commercial clientele. Sal-
ary, commissions and benefits. Greenscape Inc. 
provides landscape maintenance, site develop-
ment, tree services, irrigation and snow removal 
throughout the tri-state area. Fax resume to 
856/321-0105 Phone 856-667-5296. 

C a ( ; \ v i n & D o k w a r d 

CAREF:R O P P O R T U N I T I E S , SAN 
FRANCISCO/BAY A R E A : 

We are accepting applications for 
experienced, highly motivated people for 
the following positions in our Landscape 
Maintenance department: 

Salesperson 
Irrigation Specialist 
Irrigation Manager 

Account Field Managers 

Please call 800-891-7710 for applications 

or on-line at www.cagwin.com 

HELP WANTED 

Masters Green, Inc. The new leader in Lawn 
and Tree Care, is rapidly expanding in De-
troit, Chicago and Columbus, Ohio. We are 
looking for individuals with a strong back-
ground in the green industry. We are an 
established company with over 16 years in 
business. 

We are seeking the following: 
• Branch Managers 
• Service Managers 
• Sales Managers 
• Manager Trainees 
• Lawn and Tree Applicators 
• Certified Arborist 

We offer generous salary, 401k, company 
vehicle, full health benefits. 

Fax resumes to 248-669-5451 or email to 
paul @ mastersgreen.com 

HELP WANTED 

Are you looking for a job or 
Looking for qualified employees to: 

Climb it 
Design it 
Plant it 
Grow it 

Landscape it 
Sell it? 

J O B S In Horticulture, Ine 
Employment Advertising 

In Print and Online 
800/428-2474 

www.hortjobs.com 

LANDSCAPE MANAGER 
Award winning Landscape Design /Build firm 
in Vail, Colorado, is seeking a professional indi-
vidual to manage our growing Landscape Main-
tenance Division. 

The Maintenance Manager is responsible for 
maximizing department profitability through 
landscape quality control, ensuring client satis-
faction, creating and executing budgets, control-
ling expenditures, improving efficiency, and 
planning for future growth. This person over-
sees all aspects of the department, as well as 
working closely with the Design & Construction 
departments to guarantee a positive experience 
for every client. This individual communicates 
expectations to staff, and provides training and 
support to ensure that company and department 
objectives are met. 

Successful candidates should possess: 
• At least 5 years experience in business/per 

sonnel management, preferably in landscape. 
• Proven success managing over $1 million in 

revenue. 
• Excellent written and verbal communication 

skills. 
• Computer literacy in MS Office. 
• Ability to problem solve and manage multiple 

priorities. 
• Ability to challenge and motivate staff to meet 

goals. 

Interested candidates should submit a resume 
to Lawn & Landscape, 4012 Bridge Ave., Box 417, 
Cleveland, OH 44113. We offer a competitive 
salary and benefits package. 

HELP WANTED 
SALES & MARKETING MANAGER 
Tomlinson Bomberger Lawn Care & Landscape, 
Inc. in Lancaster, PA is a full-service firm that 
has been in business since 1981 and provides 
services to 5,000+ clients. Our newly acquired 
11-acre facility has room for growth! We are 
seeking a dynamic professional to help direct 
our growth beyond our $6+ million in revenue. 

This is a new position and career opportunity 
for a proven leader with the ability to excite vet-
eran account managers and hire/train addi-
tional sales staff. Qualified candidates will be 
growth-oriented and have 5+ years of success-
ful green industry experience. Excellent com-
munication and organizational skills with the 
ability to implement accountability systems is 
necessary. Develops, coordinates and imple-
ments year round marketing and advertising 
efforts. Experience with Real Green's LA3 soft-
ware is desired but good facility with comput-
ers is a must. Compensation negotiable. 

Check out our website at www.tbll.com then 
contact Clark Tomlinson 717/399-1991 for con-
fidential handling of your inquiry. 

mailto:palomae@rarlandscaping.com
mailto:info@yardmaster.com
mailto:char.cobb@acresgroup.com
http://www.cagwin.com
http://www.hortjobs.com
http://www.tbll.com


HELP WANTED Insurance 
C h a p e l 
Valley 

loodicopf Company 

Fiants afe ouf business, 

people afe the key to 

ouf success. 

CX\ape\ Valley Landscape C o m p a n y , an 

award winning, full sefvice, independently 

operated firm serving the Washington, B a l -

timore, Alofthefn V;A and Richmond metfo 

afeas, seeks professional individuals fof the 

following positions: 

•.Account Ata^aqer 

•Field Supervisor 

•«irrigation Sefvice Technician 

•Salesperson /Designer 

(ZhapeI Valley pfovides high-quality exte-

fiof commercial and fesidential landscape 

services, which include: design, installation, 

ma'mter\aiyce, water management and tfee 

pfeservation. W e offer excellent compen-

sation, benefits and tfaining. Please con-

iaci the -HR dept at 301 -854-6390 ~ 
jennb@chapelvalley.com. 

SOS. Substance-f fee workplace. 

H-2B 
H-2B VISA USERS 

Let the Southwest's Premier Processing Com-
pany help you avoid getting CAPPED next sea-
son. Call now and get on our short list! Call 
Todd Miller's Head Honchos @ 210-695-1648, 
or visit www.head-honchos.com. 

Landscape Equipment 
Doweled Lodgepole Pine 

CCA Pressure Treated 
2" Diameter, Various Lengths 

Economical, Strong and Attractive 
Phone: 800/238-6540 

Fax: 509/238-4695 
JASPER ENTERPRISES, INC. 

We ship nationwide. 
Website: www.jasper-inc.com 

LANDSCAPE EQUIPMENT 

1 

v ' 
• L L I K V T 

P I N C H E R S 
• Load a n d Un load 
• Fastest 2 " a n d up 

Tree Planter Ever! 

leL. I 

SKI LANDSCAPE 
EQUIPMENT 

317-897-5885 

Industry Web Sites 
INDUSTRY WEB SITES 

Largest and Original Industry Forum 
LawnSite.com 

Largest and Original Industry Search Engine 
EverythingGreen.com 

Free Information, Newsletter, Books and More 
LawnCareSuccess.com 

Largest and Original Snow Industry Forum 
PlowSite.com 

Call Us 412/766-7326 

COMMERCIAL INSURANCE 
FOR GREEN INDUSTRY 
Competitive rates, comprehensive coverage 

and payment plans designed for your 
specific business needs. 

If you provide any of the following services 
we can design a program for your company: 
Installation Snow Removal 
Renovation Right of Way 
Fertilization Holiday Lighting 
Herb./Pest. App. Irrig. Install./Serv. 
Tree & Shrub Serv. Mowing & Maint. 

Spill Clean Up 
Contact one of our Green Industry 

Specialists for a quote at 
800/886-2398 or by fax at 

614/221-2203 
M.F.P. INSURANCE AGENCY, INC. 

rick@mfpinsure.com • www.mfpinsure.com 

Software 
SOFTWARE 

GR0UNDSKEEPERN8 
BUSINESS 
SOFTWARE 
Invoicing 
Scheduli 
Routing 
Estimatin 

SOFTWARE 
Phone Center Software 

Never foiget to call a customer back or lose another 
phone message! Works with Caller ID to track all in-
coming phone calls into a database. Schedule ap-
pointments with easy-to-use drag and drop calen-
dar. Route appointments with MS MapPoint. Syn-
chronize customer information to QuickBooks! View 
demo at www.PhoneCenterSoftware.com or call Tree 
Management Systems, Inc at 800/933-1955. 

SOFTWARE 

SOFTWARE 
SCHEDULING A 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 

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 of-
fering your east coast customers same day service. 
404/344-4187 or KDIIncorporated@aol.com. 

Web Designers 
WEB DESIGNERS 

Web Design, Brochures, Logos, Lettering and Print-
ing Services for Landscapers. Your single source 
for marketing your landscape business. Samples 
online: www.landscapermarketing.com or call 
888/28-DSIGN. 

Worker For Hire 
WORKER FOR HIRE 

Need LEGAL Workers? No more fear of INS raids 
and false social security investigations. The 
Southwest's largest provider and recruiter of le-
gal seasonal workers from Mexico. We wade 
through the paperwork for you to provide work-
ers to your door. 90 day guarantee. Call 210/695-
1648 or www.head-honchos.com. 

CALL 

JENNIFER HALAS 

AT 800/456-0707 
TO ADVERTISE TODAY. 

The #1 best-selling 
all-in-one software for 

specialty trades 

Download a free demo of 
the software everyone is 

talking about! 

www.wintac.net 
O r ca l l 2 4 h o u r s f o r a f r e e d e m o C D : 

1-800-724-7899 ext.2 

• Unlimited Customers & Locations 

* Automatic Scheduling, Routing 

* Automatic Invoicing, Job Costing 

• Service History & Profit Tracking 

• Labor and Productivity Tracking 

• Material & Chemicals Tracking 

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

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

• Full Accounting G/LA/R, AJP, 
Payroll, Checking, Inventory, 
Financial Reports and Graphs 

* Built-in links to QuickBooks® 
Peach treeMS OfficeStreet 
Mapping, Emailing, and more! 

mailto:jennb@chapelvalley.com
http://www.head-honchos.com
http://www.jasper-inc.com
mailto:rick@mfpinsure.com
http://www.mfpinsure.com
http://www.PhoneCenterSoftware.com
http://www.BrokenLegSoftware.com
http://www.LandscapersForum.com
mailto:KDIIncorporated@aol.com
http://www.landscapermarketing.com
http://www.head-honchos.com
http://www.wintac.net


Working with the 
Local News at The Chalet 

in the green industry, many of us are viewed as experts 
in lawn care and landscaping. At Chalet in Wilmette, 111., 
we've expanded that trust to a wider area of potential 
customers by working with our local television news. 

Every two weeks, our company is featured in a 
gardening segment on a local news channel's morning 
show. Once a month, an anchor from the station's morn-
ing team comes to our facility and we broadcast live 
from our nursery, greenhouse or retail center. Two weeks 
later, our horticultural information specialist visits the 
station to do the morning segment live from the studio. 

The news affiliate we work with broadcasts their 
morning show from 5 to 7 a.m. everyday. Chalet's gar-
den segment is featured every other Tuesday and is 
coordinated with the weather segments because weather 
and landscaping are so closely connected. Our three 
segments are usually at 5:45, 6:20 and 6:55 a.m. How-
ever, on days when we broadcast from our facility, our 
horticulture information specialist meets the camera 
crew at 4 a.m. to unlock the facility and let them set up 
the cameras and satellite feed. Because the segments 
start so early, we always prepare the plants, materials or 
equipment we need for the broadcast the night before. 

Depending on the season, we share information on a 
number of different aspects of horticulture, lawn care 
and landscaping. In the fall, we'll discuss topics like 
planting bulbs, or we may talk about core aeration and 
have a member of our lawn care staff demonstrate how 
to use an aerator. 

ti Ne 
Develop a relationship with a local news affiliate by 
contacting a producer at the station and offering your 
services and expertise. 

Create a list of seasonal topic options and prepare to 
change plans in case weather moves an outdoor 
segment inside. Stay in touch with producers to ensure 
that everything remains on schedule. 
Prepare all necessary props the night before a morning 
broadcast to ensure that everything is ready on time 
and to eliminate rushing early in the morning. 

Conduct on-air interviews as if you're speaking to a 
client. This will keep you relaxed and also show your 
personality while letting your expertise come through. 

Survey clients in all aspects of your business to deter-
mine the effectiveness of your on-air presentations. 

After working with the news station for six years, the 
anchors and producers respect our topic choices for the 
segments. To keep everyone informed, we provide them 
with a 12-month calendar every January that lists appro-
priate topic ideas for each month, including indoor and 
outdoor topics. Broadcasting from outside can be re-
freshing and looks good on camera, but if the weather 
doesn't cooperate, we always make sure to have an 
indoor alternative in place about a week in advance. 

For each show, the gardening segments have nine 
minutes of airtime, which we split into three-minute 
interviews. For a discussion on bulbs, we'll spend the 
first three minutes on bulb selection, the second three 
minutes on proper planting and the final three minutes 
on details like bloom time, fertilization and mulching. 
Splitting up the topics allows us to cover each aspect in 
sufficient detail and keeps viewers tuned in. 

As a result of our work with the local news, our 
company has become more recognized in and around 
the Chicago area, and business has increased in all 
divisions. Customers regularly tell us they saw us on the 
news and want to find out more about how we can help 
them with their landscapes. Also, during our weekly 
education seminars, we survey attendees to find out 
how they heard about us. We have an 85-percent return 
rate on those surveys and 30 percent of the people who 
respond say they heard about us through the local news. 

While we do not get paid for the garden segments we 
host, they also don't cost us anything. In fact, we've 
looked at different advertising rates for our area and 
determined that the nine minutes of airtime we receive 
every two weeks would cost us $80,000 to $120,000 each 
year if we purchased television advertising space. 

Though our horticulture information specialist had 
existing relationships with local news organizations, 
these relationships are easy to create by contacting shows' 
producers with topic ideas that you are knowledgable 
about and comfortable with. And while "stage fright" 
might be an objection to doing live, on-air segments, we 
have found that being interviewed by a television an-
chor is much like having a one-on-one conversation with 
a customer. However, through the local news, we are 
able to reach numerous potential customers at once and 
maintain our status as experts and professionals in the 
green industry for our area. - Jennifer Brennan ID 

The author is horticulture information specialist for The Chalet, 
Wilmette, III., and can be reached at 847/256-0561, ext. 225. 



You may have heard that all 2-stroke engines are going away. You've heard wrong. 
Ask Any Pro! 
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The Pro-C Can Expand to Handle Any Job 
You're already famil iar w i t h one size fits all. A l low Hunter t o in t roduce one fits all sizes. Thanks to its 
modu lar design, the Pro-C is the control ler you can "bu i ld" t o suit your needs. Every Pro-C starts w i t h 
a 3-stat ion base unit , t o wh ich you add addi t ional 3- or 9-stat ion Easy-Lock™ modules to create a 
control ler as large as 15 stations. Choose just the size you need. . .and have the abi l i ty to expand later. 
Plus, inventory is a breeze. All you need to stock are indoor and ou tdoor base units, and the t w o di f ferent 
sizes of modules. 

• Homeowner- f r iendly design—self-
diagnostics, visual water budget , non-volat i le 
memory reduce homeowner callbacks 

• Opt ional remote control—works w i th Hunter 
2-mi le range ICR service remote 

Hinder 
T h e I r r iga t ion Innovators 

Call 1 -800-733-2823 for a 2005 catalog or visit us at www.Hunterlndustries.com 

Lower cost—pay for only the number of 
stations a j o b requires 
Lower inventor ies—no need to stock 
control lers in each size 
Faster installation—easy p rog ramming 
al lows for fast set-up 

http://www.Hunterlndustries.com
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This year's 
winners represent 

the key foundations 
of leadership and 
keep the industry 
targeted toward 

continued growth. 
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TIRED OF 
LOOKING 

FOR 
GRUBS? 
Relax. No matter what species 
you find, when you get Merit 
you get rid of grubs. It n ips 
every major grub type from 
egg-lay through second instar. 
And application timing isn't 
critical because of its residual 
power. So get off your knees. 
Prevent chronic callbacks. 
Get guaranteed, season-long 
control with the most effective 
grub eradicator on the market. 
Merit. Fear no grub. To learn 
more, call 1-800-331-2867 or 
vis it BayerProCentral.com. 

BACKED 
by BAYER 

Bayer Environmental Science 

Bayer Environmental Science, a business group of Bayer CropScience 
95 Chestnut Ridge Road. Montvale. NJ 07645 I Backed by Bayer and 
Merit are trademarks of Bayer. I Always read and follow label directions 
carefully. I ©2004 Bayer CropScience 



DEPARTMENTS 
Welcome Letter 

An introductory letter from Dan Carrothers, vice 

president, Chipco Professional Products, Bayer 

Environmental Science, North America. 

FEATURE ARTICLES 
8 Skil ls for Success 
These essentials are vital to leadership victory. 

The Communication Cycle 
True company leaders master the art of employee 
communication. These tips can help any business 
owner become a flawless communicator. 

2 0 Balancing Basics 
Keeping a balance between work and home life 

can help business leaders stay on solid ground. 

The Importance of Mentoring 
Programs 
Being a mentor or mentee can be a rewarding step 
on the path toward leadership. 

3 0 Leading in Style 
These past Leadership Award winners share their 

leadership styles. 

Leaders' Little Black Books 
Past Leadership Award winners talk about the 
books that inspired them. 



SERIALS 
NOV 2 4 2004 

MICHIGAN STATE UNIVERSITY 
LIBRARIES 

CLASS OF 2 0 0 4 LEADERSHIP PROFILES 
3 4 Leadership Honor Roll 
A complete listing of all the winners and an introduction 
to the 2004 winners of the Lawn & Landscape and Bayer 
Environmental Science Leadership Awards. 

4 0 Scott Brickman 
As a third-generation CEO, Scott Brickman effectively 

grows a family business in an age of competition. 

4 6 Maria Candler 
Maria Candler is only 33 and has only been in the industry 

for 12 years, but she has a story to tell and she encourages the 

rest of the green industry to tell its story as well. 

Kirk Hurto 
Sometimes serious and always inspired, Kirk Hurto 

views leadership the same way he approaches science -

with a blend of structure and creativity. 

Lou Kobus 
Your friendly Virginia dirt farmer shares stories about 
how his 'date with fate' a la Casablanca got him into the 
green industry and how time in the military taught him 
the essence of true leadership. 

6 4 Jack Robertson 
Superior customer service and marketing know-how is 

the name of the leadership game for Jack Robertson. 

David Snodgrass 
The industry's leading safety advisor has transformed a 
family business into a multi-million dollar operation. 

o Contents 
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Part of being a leader is delivering on what you promise. Last year, I talked about 

how Bayer changed the structure of its sales division in order to better serve the 

lawn and landscape/grounds maintenance industry. When I wrote that letter we 

had three sales representatives in place with plans to add a key accounts manager 

as well as seven additional representatives. Well, we've delivered on that promise. 

All 10 sales representative positions are filled and Marc McNulty is locked in as 

our key accounts manager. 

The reason we made such a concerted effort to put these experienced represen-

tatives in place was to better listen to our customers and address their needs. We're 

delivering on this initiative as well. Thus far, our representatives have personally 

sat down with more than 600 lawn and landscape professionals. 

Connecting one-on-one provides tremendous in-

sight into how we can best support lawn care profes-

sionals. We're learning how we fit into your business 

in a way that is relevant, and at the same time allows 

us to grow. We're partnering with distributors in this 

grass roots strategy so that lawn care professionals 

view us as a resource for growing their businesses. 

Although we'd like to think otherwise, the chemical 

decision is not first and foremost on your mind. 

Other concerns, such as staffing, regulatory issues, 

and new business, take precedence. Armed with that 

knowledge, Bayer is working directly with lawn care 

professionals to develop business plans for their par-

ticular needs and objectives. Our reps are helping to 

identify profit opportunities, train business owners in 

marketing and sales strategies, and develop add-on 

services, like fungicide treatments and tree care. 

Dan Carrothers 



PROMISE 
On a broader scale, we continue to build demand for product and create new 

opportunities for your business. One of those areas where we are creating 

demand is preventive fire ant treatment. By growing awareness for the fire ant 

health threat and increasing demand for preventative treatment, Bayer has 

created a unique niche in the fire ant 

market with TopChoice1M. We'll also be 

launching several new products next year 

that will help you better satisfy customer 

demands. And we'll continue reaching 

out to lawn care professionals who move 

this industry forward day in and day out. 

The 2004 Lawn & Landscape Leadership 

Award winners profiled in this issue have 

also achieved success by delivering on 

their promises. While continuing to sat-

isfy their customers' needs, they've raised 

the bar in terms of integrated pest man-

agement, ethical business administration 

and community contributions. All of us 

at Bayer congratulate each of you on a job 

well done. 

"We're learning how we fit into your 

business in a way that is relevant, and at 

the same time allows us to grow. We're 

partnering with distributors in this 

grassroots strategy so that lawn care 

professionals view us as a resource for 

growing their businesses/' 

Best wishes for a successful year, 

Dan Carrothers 

Vice President 
Chipco Professional Products, Bayer Environmental Science 
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It goes without saying that good leadership is crucial to 
any successful business. But, what makes a good leader 
and how can someone develop him or herself into one if 
he or she is not one to begin with? Fortunately, there are 
many factors that contribute to fair leadership, and 
whether a person is a natural good leader or not, anyone 
can become one with a little study. Follow these tips to 
achieve superior leadership status. 

HAVE A FAITH. I'm not promoting a religion of any 
kind, but if you have a faith, practice it. Some of the 
greatest leaders the world has ever known have said that 
what sustained them, more than anything else, in their 
greatest times of stress and danger was their faith. 

GIVE BACK. As the years roll along you'll start to 
accumulate assets, and the daily struggle to make it to 
payroll will begin to lessen. Some people respond to this 
by working harder to accumulate more. Others will start 
to take occasional time off, take up a hobby, spend more 
time with family and friends and enjoy the fruits of their 
labor. Yet for others, a need to help people in less 
fortunate circumstances will arise. 

They have a desire to give back to the community 
some of their good fortune. It's not a matter of throwing 
an extra $5 in the collection plate on a Sunday. In fact, 
giving back isn't always about money as much as it is 
about sharing your time and your life experiences - your 
basic desire - to help someone. Some examples of this 
could include helping a needy family man find a job, 
helping a Salvation Army food kitchen feed the home-
less, mentoring a young man or woman who has promise 
but doesn't have the life experience to succeed or volun-

teering your time to a worth-
while cause. 

There is something you 
By Ted Tate 

should know however. If you are looking for people to make 
a big deal out of your kindness and generosity, you may be 
disappointed. Sometimes all you get is a mumbled "Thanks" 
or maybe nothing. If you can accept that many people in this 
world, even if they are very appreciative, don't know how to 
show their appreciation, then allow the very act of your 
kindness to be its own reward. 

You won't know how you'll feel until on some cold, 
miserable night, you crawl into your warm bed and know that 
somewhere, some person in this world is better off because 
they crossed your path. 

BE CREDITABLE. This is very simple - as a leader, you 
must be a man or woman of your word. Never go back on 
promises to either employees or customers. Don't vacillate on 
making decisions. If you are one of those people who fear 
making a decision because you might be wrong, get over it. 
Consider all possibilities and make your best guess as to the 
right course of action promptly. Otherwise to those around 
you your indecision will look to be a weakness and you will 
quickly lose their respect. 

COMMUNICATE PROPERLY. To effectively become a 
good leader or manager, you must be a good communicator. 
When communication occurs, as a leader you should be able 
to accurately convey your ideas and thoughts to those who 
work for you. In fact, simply being able to convey these things 
in the first place, much less accurately, puts you in the right 
direction for leadership. If employees have no idea what is on 
your mind, your leadership is going to falter. Employees 
typically are not mind readers. 

If there is a problem a certain employee is experiencing, 
good communication can filter the problem out. You, as a 
leader, can dissect the problem and offer solutions in various 
ways. Ideas that are given to employees work both ways, as 
well. Employees can give helpful feedback and generate new 

Skills^* 



These essentials are vital 

to leadership victory. 



ideas to you that help the company when 
good communication is present. 

MOTIVATE OTHERS. Motivation is 
another variable that plays into good 

leadership. Employees tend to stagnate 
when motivation decreases - and it will 
decrease if ignored. Many leaders try to 
motivate the old-fashioned way, which 
is through fear (i.e. "Do what I say or 

We have to discipline ourselves, and as we do, 

well find that we become more motivated. If we 

don't discipline ourselves, well feel defeated and 

fall into a downward spiral of despair. 

something bad will happen."). This is 
not advisable, since it tends to only de-
liver short-term results and cause even 
less competent work in the long run, due 
to resentment resulting from the fear 
tactics. Instead, try adding challenges 
for employees. A fresh challenge always 
adds excitement and spawns creativity. 
Challenge your employees with tasks that 
may be slightly out of their normal range, 
and don't micromanage them. This in-
creases motivation. 

If they run into a snag, guide them 
towards a solution but don't offer the 
actual solution outright. Coach them into 
discovering the solution themselves. Once 
they have done that, their self-esteem will 
rise, thereby raising their motivation level. 

If you want to stay motivated yourself 
so you can continue to motivate others, try 
these basic tips: 

• Read good books and trade maga-
zines, especially those pertaining to your 
business. 

• Listen to good information. Get your-
self some good educational or motiva-
tional tapes or CDs and listen to them as 
you drive to work. Instead of arriving at 
the office all aggravated from rush hour 
traffic, you'll be energized by good ideas to 
make it through the day. 

• I believe winners hang out with 
winners and losers hang out with losers. 
Maintain a positive group of friends and 
colleagues. One of the best things you 
can do is to surround yourself with posi-
tive people who will build you up and 
encourage you to pursue your dreams. 
Hanging out with people who see life in 
negative terms - people who are always 
complaining and whining - will bring 
you down. 

• Join a business organization - not a 
bunch of them - just one that reflects 
success. I suggest that you join only one 
because unless you can attend the meetings 
on a regular basis and get involved, there is 
no point. Seek a place where the members 
are now successful. A place where there is 
enthusiasm and people who are always 
looking forward. It may be a trade associa-
tion or a chamber of commerce. You could 
even join an association that your best 
customers join. That way you'll be meet-



ing prospective customers every time you 
attend a meeting. 

For instance, a friend of mine sells 
commercial burglar and fire alarm sys-
tems. My friend could have joined his local 
trade association, but there he would only 
be among competitors. Instead, he opted 
to join a local chapter for a national asso-
ciation of security directors - most being 
from large corporations. He said at first it 
was slow going, but he persevered, got 
involved in a couple of committees and 
started to make friends at the monthly 
luncheons. He often found himself mak-
ing small talk with corporate leaders of 
numerous big corporations. Knowing what 
he did for a living, they'd sometime ask his 
advice. Often it would lead to an invitation 
to stop by their office and discuss this in 
greater detail. He reported he had sold 
thousands of dollars in new business to 
these corporate giants. These, he said, were 
the same executives he could never even 
get a call through to, let alone an appoint-
ment. 

TWO HEADS ARE BETTER THAN 
ONE. Teamwork is always something to 
consider when striving to become a good 
leader. This means not only teaching your 
employees to work together but to become 
part of the team yourself. Use others po-
tential. Many times, employees potential 
is wasted. A good leader recognizes that his 
or her employees are more than just em-
ployees - they are people too. These people 
have lives outside of work where they have 
to make decisions on a daily basis, from 
how to deal with house and car payments, 
to raising children to countless everyday 
tasks. Yet, at work, their decision making 
skills are not trusted enough to choose 
what type of toner needs to be ordered for 
a set of printers. 

The point here is that employees need 
to be trusted to do more. A good leader 
doesn't manage every single detail. Use 
others' potential to your benefit. You will 
find that you have become a better leader 
for it. 

BACK TO SCHOOL. As always, increas-
ing your education is definitely a good 
thing when trying to improve leadership, 

Leadership Rules 
o Live By 

Rule No. 1 - The wor ld is full of leaders who say one thing, and do 
another. Do what you say you will do - every time and in every instance. 

Rule No. 2 - Begin and end meetings on time. Let s say you're a leader, 
and you have 30 people come to a weekly meeting. If you start that meeting 15 
minutes late and end 15 minutes late, you've just wasted 15 man-hours of work. 
Sure, maybe you've got time to burn - but some of those people may actually be 
doing something. Meetings are a necessary evil, but they really shouldn't be too 
evil. 

Rule No. 3 - Be worthy of your team. If you hire great people, they de-
serve a great leader to motivate them. If you're not good enough, have the de-
cency to either make yourself better or get out of the way for someone who can. 
Be as great a person as you are capable of. Be worthy of the team of individu-
als who follow you. You will never be able to do everything - and you shouldn't 
try to be all things to all people - but you should be the best person you are ca-
pable of becoming. 

Rule No. 4 - Set grand goals and then shoot for them. People expect 
their leaders to set goals - mainly because they don't set goals themselves. Set a 
target to hit, and then shoot for the target. 

Rule No. 5 - Give credit where credit is due. Some leaders take all the 
credit when things go well - and place all the blame on their associates. Truly 
effective leaders give praise where it's due - and although they may share the 
blame, they do it in an effective, positive way. 

Rule No. 6 - Lead. Seems stupid to say it, but it's a common mistake. I like 
the line that's attributed to Chester Nimitz: "When you're in command, com-
mand." Too many would-be leaders never get down to the business of leading. 
Start out toward your destination, and expect people to follow you. If they re-
spect you, they'll follow. If they don't follow, you either haven't explained the 
destination clearly enough or they don't consider you worthy of being a leader. 

Rule No. 7 - Take control of your time and your life. One of the best 
ways to motivate yourself is take a time management course. You'll learn how to 
get more done every day. You'll also learn how to control interruptions, avoid 
time-wasting habits and people and reducing the daily stress of always rushing 
to keep up. 
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but the school that really needs to be 
brought at attention here is the kind of 
school that you don't get a degree for. 

Take the time to learn as much about 
your position of being a leader as possible. 
Do some reading at the nearest bookstore 
or library. Talk to other leaders and see 
how they do things; trade notes. The more 
you continually evaluate yourself and your 
practices and search for as much informa-
tion on leadership as possible, the more 
you will be able to keep up with the chang-
ing times and the better leader you will be 
for it. 

FOCUS CLEARLY ON YOUR GOALS. 
Be able to say, "I know where I am going and 
what I want to accomplish. My goals are 
firmly rooted in my mind and heart. Because 
of this, my mind and heart are in an attitude 
of motivation all of the time. I want to hit my 
goals and since they are present in my heart 
and mind, I put my energies into them." 

Have you actually put your goals in 
writing, along with an action plan and 
timetable for achieving them? Only about 
10 percent of us do that. The rest will tell 
you they have some vague idea in their 
head, but for the most part their goals are 
really daydreams. Unless you can put it in 
writing, it's really not a serious or achiev-
able goal. 

DISCIPLINE YOURSELF. We have to 
discipline ourselves, and as we do we'll 
find that we become more motivated. If 
we discipline ourselves, it gives us wins 
and victories, which make us feel good 
and motivate us for further action. If we 
don't discipline ourselves, we'll feel de-
feated and fall into a downward spiral of 
despair. 

The author is a sales training expert. He 
o f f e r s additional free sales and time manage-
ment tips at www.trainingexpert.com. 

Leadership 
Follow these 1 1 key principles, to become a solid, secure leader. 
1. Seek self-improvement. This means continually strengthening your best at-
tributes through reading, self-study, classes, etc. 
2. Be technically proficient. As a leader, you must know your job and have a 
solid familiarity with your employees' jobs. 
3. Take responsibility for your actions. Search for ways to guide your orga-
nization to new heights. And when things go wrong, do not blame others. Analyze 
the situation, take corrective action and move on to the next challenge. 
4. Make sound and timely decisions. Use good problem-solving, decision-
making and planning tools. 
5. Set the example. Be a good role model for your employees. 
6. Know your people and look out for their well-being. 
7. Keep your people informed. Know how to communicate with your employ-
ees, seniors and other key people within the organization. 
8. Develop a sense of responsibility in your people. Develop good charac-
ter traits within your people that will help them carry out their professional responsibilities. 
9. Ensure that tasks are understood, supervised and accomplished. 
10. Train your people as a team. Although many socalled leaders call their 
organization a team, they are not really teams - they are just a group of people do-
ing their jobs. 
11. Use your organization's full capabilities. By developing a team spirit, 
you will be able to employ your organization to its fullest capabilities. - Donald Clark 
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The COMMUNICATION 
Cycle 

True company leaders 

master the art of employee 

communication. These tips 

can help any business 

owner become a flawless 

communicator. 

How important is it to keep the lines of communication 
open between you and your employees? It's imperative -
if you want them to support the company's mission and 
goals and to perform to your expectations. 

Regular and relevant communication from the top 
down - and vice versa - results in employees feeling a 
strong sense of identification with and a connection to the 
company. This is the very foundation of employee loyalty 
and team spirit. A lack of connection, on the other hand, 
can breed uncertainty, distrust and alienation that fre-
quently results in costly turnover. Today, with techno-
logical advances, such as e-mail, voice mail and telecon-
ferencing, you have more means than ever before to keep 

in regular touch with employ-
ees. But technology also can 
be a barrier to communica-
tion, ifyou rely on it too much. 
When necessary, use it as a 

fast, efficient way to connect. Never forget the value of 
more personal - including face-to-face - communication. 

You might think you have great communication within 

NOVEMBER 2004 I 3 



2 0 0 4 
J i j z issue 

your company, but would your employees 
agree? If you want to know how to improve 
communication, ask them. Chances are 
they're just waiting for the opportunity to 
tell you. 

You might discover that employees feel 
they need more of the kind of information 
that allows them to do their jobs well. 
They may want clearer instructions for 

handling certain tasks or deeper insight 
into how the work they do contributes to 
company goals. 

Most employees would appreciate 
knowing: "How is my company doing? 
What are management's short- and long-
range plans? Are we in good financial 
health?" If your employees indicate they 
want this information, share it, unless you 

have a very good reason not to. Putting 
them in the picture will pay off in goodwill 
and productivity. 

Many employees have great ideas for 
solving problems or improving processes 
that could boost your business. But you 
won't hear about those ideas if people 
think you aren't interested. They might 
also be afraid they'll be penalized for over-

i 



stepping their bounds if they pass their 
ideas on to management. 

Employees need to feel it's safe to speak 
up. They need to know that their ideas will 
be welcomed and valued. This communi-
cative culture must be cultivated. Simply 
inviting employee feedback isn't enough. 
What you do with it will determine whether 
that flow of information continues. You 

must respond promptly and positively. 
Otherwise, the feedback will stop as em-
ployees realize you don't really mean it 
when you say, "We want to hear your 
ideas!" 

Don't be offended when employees 
challenge the way things are done in the 
company. Trust that they're speaking out 
in good faith. If an employee says, "Every 
second customer complains that this form 
is too complicated and takes too long to fill 
out," don't respond with, "Tell them that's 
just the way we do it here." Instead say, 
"I'm glad you brought this up; we obvi-
ously need to make some changes. I'd like 
to hear your ideas." 

SPEAKING SOLUTIONS. Effective 
speaking is a plus in the business world. 
The higher you progress in a company, the 
more crucial this skill becomes. In today's 
business environment, the ability to speak 
in public is the norm for senior executives. 
Even if you are not a senior executive 
explaining a crisis to a group of managers 
or investors, you often will find yourself 
speaking before peers in your day-to-day 
responsibilities. 

As a small business owner, you may 
speak for a living - in the sense that you 
may talk to customers and clients daily to 
sell your products or services. Your speak-

ing success relates directly to your bottom-
line. 

We all know that it is not necessarily 
the brightest or most capable who get 
ahead. Often it is those who make a strong 
impact on people who end up in positions 
to buy from them. People who speak well 
generally are considered more intelligent, 
forceful and respectable than their quieter 
counterparts. 

Outside the business world, you will 
find chances to put your speaking skills to 
use at club fund-raisers, on political issues, 
at farewell gatherings for departing col-
leagues and friends, and on behalf of non-
profit organizations and causes. 

Speaking well is a must for the success-
ful individual and particularly for the suc-
cessful business owner. There are a couple 
of books by Dale Carnegie, that will vastly 
improve your communication skills. These 
two books were written in the 1930s and 
have been in print continuously since. 
Most local bookstores as well as 
www.amazon.com carry these. 

• How to Win Friends and Influence 
People by Dale Carnegie - This book 
alone has sold more than 15 million copies 
and is still a best seller. I read it when I took 
the Dale Carnegie Course many years ago 
and I must tell you I often find myself 
applying the principles from this book 

Communication 
When communicating person-to-person, remember these basics: 
• Listen attentively. Don't multitask or let your mind wander. They'll see 
your inattention for what it really is - a sign that, "I don't have time for you." 
• Offer praise. When employees do a great job, tell them so - and thank 
them for their contribution to the company. 
• Know when to say you' re sor ry . Admit when you're wrong or 
make a mistake. Nothing is more effective in winning your employees' trust 
and respect. 
• Stay cool, calm and collected under pressure. Never be drawn into 
emotional conflicts. If your company already is very good at communicating 
through one medium - say, e-mail - using an additional (different) medium for 
an especially important message will ensure that it is heard. 
• Ask your employees, " H o w would you improve communication 
within our company?" Then listen carefully to the responses and seriously 
consider putting the most viable into action. 

http://www.amazon.com
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today. I have never encountered anyone 
who read it and didn't praise it to high 
heaven - anyone in sales, any manager, any 
business executive or business owner, any-
one who deals in any way with the public 
will benefit from these books. The book is 
in paperback from Pocket Books, and its 
ISBN number is 0671723650. 

• The Quick and Easy Way to Effective 
Speaking by Dale Carnegie - This is one 
the finest books ever written on the topic. 
It is easy reading and it shows you how to 
make your speaking simple and highly ef-
fective. This book is in paperback from 
Pocket Books, and its ISBN number is 
0671724002. 

Another way to learn effective speaking 

skills is to check out Toastmasters in your 
community, which is a national organiza-
tion with chapters all over the country of 
people who want to improve their public 
speaking and communication skills. Not 
only is it fun, it gives you the chance to 
practice your communication skills in a 
positive and learning atmosphere. Their 
Web site, www.toastmasters.org, will give 
you the locations of their various chapters. 

LISTENING LOGIC. The secret to be-
ing a good listener is to focus on what is 
being said. Too many people only listen to 
the first few words, then tune out as they 
think up a rebuttal of some sort. Big mis-
take. 

Employees' Communication 

Make sure that employees clearly understand: 
• What is expected of them. What kind of job standards and accomplishments 
they will be measured by. 
• How free they are to make decisions without checking with a higher authority. 
• It is equally important for managers to be good listeners. Listen with an open 
mind - and say, "Thanks" - when employees pass along complaints from cus-
tomers or clients. Welcome this feedback as an opportunity to make changes 
that could help your business grow. 
• Relationship building helps employees to communicate more freely with each 
other and helps them feel more comfortable in communicating with supervisors 
and managers. Connect personally with all of your employees. Don't be the dis-
tant boss everyone is too intimidated to approach. Don't make the, "You're 
fired" meeting be the only face-to face meeting you ever have. 
• Make direct eye contact and acknowledge people when you're walking down 
the hall or sharing the elevator. Learn something about their personal back-
ground so you can ask, "How's that grandson of yours?" or "How's your team 
doing in the league this year?" 
• Contribute a regular column to the company newsletter. Remind readers of the 
company's mission and goals, and draw attention to how individual or team 
projects are "making it happen." Share success stories. Let everyone know the 
company had record sales this month or won an industry award. Post the good 
news on bulletin boards or announce it at staff meetings. Send personal letters 
of praise and appreciation to employees for special achievements, contributions 
to the company or outstanding work on a project. 

Listening means the difference between 
making or losing a sale, gaining or losing a 
client, motivating or discouraging a team, 
mending or destroying an employee rela-
tionship, etc. Not a passive state of mind, 
listening is the beginning to all successful 
business activity. 

Listen to others as you try to under-
stand where the other person is coming 
from, stay focused on the issue without 
being defensive or making excuses. Keep 
an open mind. It's amazing how many 
problems are created in business and our 
home lives because we fail to see someone 
else's side. 

WRITE IT DOWN. Everything official 
sooner or later gets written down. Unfor-
tunately, to the small business owner most 
of the difficult writing or at least reviewing 
of others drafts ends up on your desk -
large customer proposals, important sup-
plier agreements, strategic partnerships, 
policy statements, press releases to the pub-
lic, letters to investors, etc. What you say is 
what you get. It has to be clear, concise and 
correct. 

One of the most common forms of 
business communication is e-mail. Some 
people think because it's fast it's not very 
important how well it's written. In the 
business world today, some folks just type 
as they think, often using all lower case 
letters and including badly misspelled words 
- even the common ones, as well as poor 
paragraph skills or just running paragraphs 
all together. 

In business, many of your clients or 
prospective clients will expect to hear from 
you by e-mail. And how well or how poorly 
you communicate may well determine how 
much business you do. If your letter writ-
ing skills are poor, there are many high 
schools and colleges that have inexpensive 
evening and weekend continuing educa-
tion classes for adults. Remember that 
many people will never see you or your 
facility, so they will be forced to make a 
decision to do business with you based 
upon what you write. Consequently, you 
must learn to write well. 

LEAD A MEETING. Meetings can kill 
many hours a week for even the best time 

http://www.toastmasters.org


manager. Business owners meet with cli-
ents to sign the big contract, meet with 
suppliers to negotiate better terms, brain-
storm with their own teams to set up 
strategies for the next quarter or year, and 
lead staff meetings to tackle day-to-day 
issues. How well they lead determines who 
follows and what they achieve - either time 
wasted or valuable outcomes. 

Some of the time wasted at meetings is 
caused by poor or no specific agendas. 
Whoever is in charge should create an 
agenda in writing and send it out in ad-
vance so those attending can be prepared. 

To facilitate meetings for effective re-
sults: 

• Set a time limit for meetings and stick 
to it no matter what. People will love you 
for that and you'll find if your meetings 
really end when you say they will, people 
will be more enthusiastic about attending 
and precipitating. 

• End the practice of people getting 
pages and phone calls during a meeting, 

especially if they return them. Make a rule 
that these items must be left outside or 
turned off. Nobody, no call is so important 
that it can't wait until the meeting ends. 
Also, stop people from going in and out of 
the meeting constantly except for bath-
room breaks. 

• Keep anyone who doesn't belong out. 
You are not in the entertainment business. 

• Have a written agenda distributed in 
advance to attendees. 

• When people speak on topics other 
than the agenda ask them to hold their 
comments until the end of the meeting or 
another meeting more appropriate. Don't 
allow people to drag out meetings with all 
kinds of extraneous material. 

• Don't rehash old items over and over 
unless there is something new. 

• Don't procrastinate on coming to a 
decision at another meeting - get the busi-
ness finished now. 

• Ask people to turn off pagers and 
phones and certainly not to conduct busi-

ness on a phone call during a meeting. 
• Don't allow people to hog the floor 

while others sit silently - everyone should 
have an opportunity to speak. 

• Don't hold meetings at all if issues can 
be dealt with by e-mails or phone calls. 
Some people become insecure in their job 
and want the reassurance of a group deci-
sion when they should simply make a 
decision on their own. 

• When someone from the meeting is 
given an assignment, give them a specific 
deadline to complete the task and confirm 
that they really have the time. The person 
who facilitates the meeting should check 
on the progress of the assignment about 
half way to the due date. Sometimes people 
will accept assignments to feel important 
even if they are taking on more than they 
can accomplish. 

The author is a sales training expert. He 
o f f e r s additional free sales and time manage-
ment tips at www.trainingexpert.com. 

Barriers to Communication 
Anything that prevents message understanding is a communication barrier. Many physical and psychological barriers exist, such as: 
Culture, background and bias - We allow our past experiences to change the meaning of the message. Our culture, back-
ground and bias can be good as they allow us to use our past experiences to understand something new; it is when they change 
the meaning of the message that they interfere with the communication process. 
Noise - Equipment or environmental noise impedes clear communication. The sender and the receiver must both be able to con-
centrate on the messages being sent to each other. 
Ourselves - Focusing on ourselves, rather than the other person can lead to confusion and conflict. The "Me Generation" is out 
when it comes to effective communication. Some of the factors that cause this are defensiveness (we feel someone is attacking us), 
superiority (we feel we know more than others), and ego (we feel we are the center of the activity). 
Perception - If we feel the person is talking too fast, not fluently, does not articulate clearly, etc., we may dismiss the person. Our 
preconceived attitudes can affect our ability to listen - we listen uncritically to persons of high status and dismiss those of low status. 
Message - Distractions happen when we focus on the facts rather than the idea. Our educational institutions reinforce this with 
tests and questions. Semantic distractions occur when a word is used differently than you prefer. For example, the word chairman 
instead of chairperson, may cause you to focus on the word and not the message. 
Environmental - Bright lights, an attractive person, unusual sights or any other stimulus can provide a potential distraction. 
Smothering - We take it for granted that the impulse to send useful information is automatic. Not true! Too often we believe that 
certain information has no value to others or they are already aware of the facts. 
Stress - People do not see things the same way when under stress. What we see and believe at a given moment is influenced by 
our psychological frames of reference - our beliefs, values, knowledge, experiences and goals. 

These barriers can be thought of as filters, that is, the message leaves the sender, goes through the above filters and is then 
heard by the receiver. These filters muffle the message. And the way to overcome filters is through active listening and feedback. -
Donald Clark 

http://www.trainingexpert.com
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Keeping a balance 

between work and 

home l i f e can help 

business leaders stay 

on solid ground. 

Are you a small business owner? Do you work for a large 
organization? Or perhaps you work for a medium-sized 
company? No matter, in all areas of business today, the 
workload seems to keep increasing and the days seem to 
continue shrinking for many working Americans. 

In the high pressure of our busy, fast-paced society, it 
is often easy to lose one's perspective. Too often, we are 
controlled by our jobs and careers instead of controlling 
them. We somehow come to believe that there is some-
thing noble about working too many long, hard hours 
while ignoring our personal and recreational lives. That's 
a bad trap to fall into. 

It is important to remember that the distinction 
between our personal and professional lives is only in our 
minds. We have one life with a limited number of years, 
weeks, days and minutes. How we invest this precious 
time can make all the difference. Most of us have intense 
schedules with lists or day planners that budget every 
moment throughout the day. We have tasks that demand 
our attention that we struggle to find time to deal with. 
In this environment, our recreational time or personal 
time often gets relegated to whatever is left over. Unfor-
tunately, too often there is no time left over, and we find 

ourselves getting rundown and 
burned out. 

What is even worse is that By Ted Tate 

Balancing 
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some employers will encourage employees 
to stay late and come in early, making 
comments, such as, "You are not keeping 
pace with others" or "We have to get these 
items completed and we need your help to 
be more of a team player." Somehow they 
indicate that work isn't getting done and 
that it's your responsibility to make it 
happen. But this is a big lie. 

Many companies are cutting back their 
work forces to make more money and then 
squeezing employees to work harder. If you 
go to your work every day and allow the job 
to control your time instead of you control-
ling your time, you may find that your work 
will take every bit of time, effort and energy 

you have - and maybe a little bit more. In any 
job, there is always more to do and some-
thing awaiting your attention. 

You have got to ask yourself these criti-
cal questions: 

1. What if I don't do this now? 
2. What if I don't do this at all? 
3. Is this my project or priority or is it 

someone else's? 
4. Is this activity critical to get me from 

where I am to where I want to be? 
5. Can anyone accomplish this task 

other than me? 
The truth is that we need to apply at 

least as much focus and energy to our 
personal and recreational time as we do to 

Think of a positive reward 

you can give yourself for 

finishing a big project. The 

reward can be taking a 

nature walk, leaving work 

15 minutes early or taking 

a weekend getaway. 

our business and professional lives. Hope-
fully, you have a maintenance schedule for 
your car, your home appliances, etc. 

These are important because they help 
us take care of valuable, expensive equip-
ment; however, your most valuable equip-
ment is you. Recreation, vacation and per-
sonal time are critical to your success. You 
may find that you can get more done in less 
time if you took care of your own mental 
and physical health than if you continu-
ously worked overtime and didn't main-
tain your own equipment. 

As you go through your day today, be 
sure to enjoy your work and plan your fun. 

ALL WORK AND NO PLAY. People 
who can't do anything but work will never 
find what they want the most - a happy 
life. They substitute work at all hours for 
relationships with people because they fear 
failure except at work, where they feel 
successful. I know a guy who is a million-
aire many times over, and owns several 
office buildings and other properties. He's 
been divorced for more than 20 years, his 
grown children live thousands of miles 
away and he constantly refuses opportuni-
ties to date. He never accepts invitations to 
spend holidays with people. He's com-
pletely alone and all he has is his business. 
He goes to his office to work seven days a 
week, holidays included. 

So there he sits, alone in a huge, empty 
office building on holidays, working hard 
at making money he doesn't need and 
could never spend. If this isn't sad, even 
pathetic, I'm not sure what would be. 



To avoid this man's fate, take breaks at 
work as often as possible, even if it's just for 
five minutes. Listen to some music you 
enjoy. Get up from your desk and stretch 
a little. If you work under artificial light, go 
outside in the sunshine for some Vitamin 
D therapy. At lunch time, even if you bring 
your lunch, don't eat inside. Instead, go to 
a park or open area in good weather. In bad 
weather, just sit in your car and enjoy the 
radio as you eat. 

Schedule a vacation well in advance so 
you are sure to take it and don't use the 
excuse that you're just too busy to get 
away. When you do take your vacation, 
consider leaving your cell phone and laptop 
at home and check in with the office only 
periodically if necessary. If you can't relax, 
what's the point of a vacation? 

CREATE SYNERGY BY PARTNERING. 
Partnering means working with others to-
ward a mutual goal. Look within your 
organization for people with whom you 
can align and from whom you can learn. If 
you can't identify anyone in your organi-
zation, look outside to mentoring groups, 
professional organizations and business 
development groups. 

When partnering, you discuss 
everyone's assignments, understand the role 
of the process, challenge each other, re-
spect each other and get ideas from each 
other. Since each person has both strengths 
and weakness, look for supportive partners 
who have different skills and talents from 
yours so you can generate new and better 
ideas than you would have alone. Allow 
other people's good ideas to motivate you; 
it can be invigorating. 

DON'T ALLOW PEOPLE TO SABOTAGE 
YOUR LIFE. Do you know anyone in life 
who sees the negative side consistently? 
Even if you get a promotion or close a big 
deal, tell them and they'll be happy for you 
for a few minutes, then they will slowly 
start to point out the negative side and all 
of the things that might go wrong. On and 
on they'll speak, draining the joy and hap-
piness you feel until you began to wonder 
if your news is really any good at all. 

It's tough when these people are close 
to you, maybe your mother or father, 

brother or sister, husband or wife, etc. It's 
difficult to challenge them and, of course, 
it's easy to get into a fight with people so 
close to you which of course makes you feel 
even worse. 

What you are doing is seeking affir-
mation of your skills and talents from 
others, and these people, even your fam-
ily members, may never let you have the 
satisfaction. It's their way of controlling 
you. Many people spend their entire life 
seeking acceptance and never getting it. 
In these situations, you have to force 
yourself not to share everything and not 
to let these people get to you with their 
negative opinions. Instead, settle for ac-
ceptance from others who recognize you 

for the great person that you are. 
Identify the saboteurs in your life and 

avoid them. Saboteurs may be friends who 
drain you with their negativity or they 
could be family members who are too 
demanding of your time and energy. You 
may not be able to totally avoid your 
saboteurs, but you can set limits with them 
so they don't zap your resilience. 

If you can't identify any saboteurs 
around you, ask yourself if you are your 
own worst saboteur. Do you have negative 
messages playing in your head? Do you 
manage your time poorly? Do you procras-
tinate? Do you busy yourself with menial 
tasks at work rather than with productive 
ones? If so, the first step is to become aware 
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of your behaviors. Then, get some support 
to help you. Pay for the help if you need to, 
whether it's a therapist, a business advisor, 
a coach or even an assistant who can help 
with routine tasks so you can focus on your 
long-range goals. 

REWARD YOURSELF AFTER A 
CHALLENGE. Keep a positive goal in 
mind as you tackle those tasks you dislike. 
For example, if you say, "I hate writing 
reports - I'm just not good at it," then you 
are going to hate the project. Every minute 
you struggle with the report, your resil-
ience will decline. 

Instead, think of a positive goal or a 
reward you can give yourself for finishing 
the project and focus on that. Depending 
on the project, the reward can be taking a 
nature walk, leaving work 15 minutes early 
or even taking a weekend getaway. What-
ever you decide, make sure the reward 
equals the effort and that the reward isn't 
really a negative in disguise, such as a 
supersized hot fudge sundae or a six-pack 
of beer. 

Laughing is great medicine (or stress, so laugh often. 

The best laugh is when you laugh at yourself. Before 

bed each night, ask yourself if you did anything silly or 

funny today, and then allow yourself to laugh at it. 

YOU'RE ALLOWED TO SAY 'NO.' 
While you certainly want to do your best 
and make a good impression on clients, 
coworkers and supervisors, realize that 
you're not a super human being and 
cannot do everything that's asked of you. 
So if you can't possibly take on any more 
work, then politely say "No" to the 
project. Remember, if you say "Yes" to 
everything, you're not going to have the 
time or the energy to do your best on 
anything. 

If you feel that you can't say "No" to 
your supervisor, then politely say, "I need 
your help. I have all these other projects 
that are also due by the end of the week. 
Help me determine which one is priority 

No. 1." It is very likely that 
when you say that, your boss 
will realize you're overloaded 
and push back the due date 
on a project or reassign it to 
a coworker. 

Another problem in some 
companies is coworkers will 
ask for help in doing what 
should be their job. Some-
times it's someone you like 
and would prefer not to of-
fend so you reluctantly agree 
only to wind up immersed 
in someone else's problem 
and find your own work not 
getting done. 

Have the courage to say 
"No." If you really want to 
help, explain that you have 
certain things you need to 
complete first and if you 
have time you'll try to help. 
Also suggest alternate ways 
they can get help if you 
know of any. Don't allow 
others to trap you into 
projects or work you can't 
or don't want to do. 

EAT SMART. Often when we're under 
pressure, we don't eat right. We either 
forget to eat regularly and then overeat 
when we finally do or we exercise poor 
judgment by stopping for a burger and 
fries on the way home from work instead 
of fixing a healthy dinner. But the times 
when we are the most stressed are precisely 
when we need proper nutrition. So make 
the time for healthy food choices. 

REGULAR EXERCISE. It helps keep 
stress levels down. If you find an exercise 
you enjoy, you are likely to stick with it. 
Think back to your younger days and 
identify which sports you liked. If you 
were on the basketball team, consider join-
ing an adult league. If you used to love 
spending the summer at the pool, take a 
water aerobics class or swim laps. Realize 
that exercise doesn't mean you have to go 
to a gym or join an organized activity; you 
can take a walk around the block, play ball 
with your kids or do anything you enjoy 
that's physically active. Of course, before 
changing your diet or starting any exercise 
program, consult with your physician. 

LAUGHTER IS A GREAT STRESS RE-
MOVER. Laughing is great medicine for 
stress, so laugh often. Watch a funny movie 
or go to see a comedy act. Get together 
with your old friends and rehash the funny 
stories from your youth. Have a tickle fight 
with your kids. Do whatever makes you 
smile and feel good. 

The best laugh is when you laugh at 
yourself. Looking inward at your life and 
actions can provide great material. Before 
you go to bed each night, ask yourself if 
you did anything silly or funny today, and 
then allow yourself to laugh at it. 

The author is a sales training expert. He 
o f f e r s additional free sales and time manage-
ment tips at www.trainingexpert.com. 
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By Ted Tate 

The Importance of 
Mentoring 
PROGRAMS 
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"The best way to get what you 

want in life is to help other people 

get what they want." - Zig Ziglar 

Why should you take the time to mentor an employee? Why 
should you bother asking someone to mentor you? You'd be 
astonished at how easy and rewarding it can be. 

Mentoring your promising employees can benefit them - and 
your company. Mentoring means taking personal interest in 
seeing that a mentee develops the talent and knowledge needed to 
succeed - to have a successful career and contribute as much as 
possible to the company and society. Mentoring differs from 
coaching and advising in its emphasis on developing a personal 
relationship and advancing the career of the mentee. 

It's not just giving advice on how to work more effectively or 
handle a specific problem. Once you've hired the best and the 
brightest, you want to retain them long past the training period. 
You can earn their loyalty by putting them on the fast track under 
senior executive guidance. Some companies have formal mentoring 
programs, with senior executives establishing counseling relation-
ships with junior executives, and old hands assigned to mentor new 
hires. Some mentoring connections develop when senior and 
junior staff members are drawn together by common interests and 
one or the other decides to pursue a mentor-mentee relationship. 

A mentored employee is likely to form a strong bond with you 
and your company and to be someone you can count on in tough 
times. You'll find ways to channel the energies of terrific employees 

who may be feeling bored or underutilized. You can help them 
renew their enthusiasm and become more productive. You can 
reduce costly turnover by developing employees and increasing 
their productivity and job satisfaction. 

MENTORING PROGRAM SETUP. When structuring a 
mentoring program, remember the following key essentials. 

• Recruit mentors who are committed to the process. Even the 
most accomplished executive who has been with your company for 
years may not be enthusiastic or qualified for one-on-one mentoring. 



easy as possible. They may find it helpful, for 
instance, to receive a list of useful suggestions 
for dealing with certain personal and profes-
sional issues that arise with the mentee. 

• Provide a "shadow mentor." Provide a 
"shadow mentor." Mentoring relationships 
may suffer from misunderstandings or per-
sonality differences. The shadow mentor -
perhaps your mentoring trainer - can help 
coach both parties back together. 

• Allow enough relief time for mentors. 
They shouldn't feel so squeezed by other 
responsibilities that mentoring becomes just a 
nuisance or an added source of stress. When 
setting up a mentoring program, encourage 
your company mentors to: 

1.) Listen at least as much as they talk. With 
encouragement, mentees will ask lots of ques-
tions. Make sure the mentors don't interpret 
a question as a challenge. Instead, encourage 
them to answer as openly and honestly as 
possible. Share information generously. Of 
course you'll want them to keep certain infor-
mation confidential; but the more trust they 
are able to place in mentees, the stronger the 
relationship can be. 

2.) Stay focused on helping their mentees 
grow. The goal should be to provide guidance 
- not to impress by displaying knowledge or 
expertise. Have your company mentors treat 
mentees as equals. Be flexible. Encourage 
mentors to set regular times to meet or talk on 
the phone, yet be ready also to give spur-of-
the-moment assistance. Mentees might occa-
sionally ask for a last-minute breakfast or 
lunch meeting to discuss an urgent matter. 

MENTOR TRAITS. So, what does it take to 
be a mentor? First, you do NOT need to be a 
teacher nor have a senior position in a large 
company. What you DO need is enthusiasm, 
commitment and a desire to see your mentee 
achieve their goals. Mentors essentially have 
the following characteristics: 

• They are good listeners. That means active listening. In other 
words, paying attention to the words they use as well as the other 
things they are saying with their body language. It also means 
ensuring you have understood what they mean. This is especially 
important when your mentee comes from a different background 
than yours. 

• They ask questions. This is probably the biggest trap that 
mentors fall into - expecting to know all the answers and feeling 
deflated when they don't. Your role is to ask questions to help the 
mentee figure it out for themselves. If you keep answering their 

• Set criteria for selecting mentee candidates. How will you 
choose the "best and brightest" for fast-track mentoring? Or you 
may want mentoring for all employees at a certain level in the 
company. 

• Allow mentees to have a say in selecting their mentors. The 
mentoring process won't work if the two parties are mismatched. 
Set up a training program. Few people are "natural" mentors. Have 
an HR staff member or outside consultant help managers develop 
the necessary skills. 

• Give mentors guidelines to follow. Aim to make the process as 
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questions, not only will they not develop 
the ability to successfully answer their own 
questions, but you may be wrong and this 
could damage your relationship and their 
career. 

• They share knowledge and experience. 
You have a lifetime's worth of experience 
(whether you're 20 or 80) and this experi-
ence is invaluable. Life is too short to make 
all the mistakes yourself, which is why it is 
so vital to learn from other people's mis-
takes and successes. Just remember to share 
your knowledge and experience as an alter-
native, not the suggested nor preferred way 
ahead for your mentee. Let them make up 
their own minds. 

• They encourage the mentee to fail. 
You may think this is a 'typo' but it is very 
true. There is a saying that the man who 
fails to make a mistake usually fails to make 
anything. We learn more from our mis-
takes than from our successes. When your 
mentee is reluctant to take a course of 
action because he or she may not succeed, 
encourage them to take the course they 
believe best, regardless of the chance of 
failure. Nothing is certain. Nothing is guar-
anteed. Only by 'doing' (whether we suc-
ceed or not), will we go forward and learn. 

• They open doors. 'It's not what you 
know but who you know that makes all the 
difference' - how true that is. As a mentor, 
you have the opportunity to open doors 
for your mentee. This includes inviting 
them to certain functions where they can 
meet people, and directly putting them in 
touch with people who can assist in their 
career development. Remember that your 
role is to open the door - not push them 
through it. 

• They are honest. There are times 
when you may feel let down but be 
honest with your mentee. Only in an 
open relationship can your mentee de-
velop. Being empathetic or even sympa-
thetic does not mean being soft. Some 
mentees need and want a hard taskmas-
ter. But, whatever course the two of you 
take, honesty needs to underpin the en-
tire relationship. 

• Walk the talk. Make sure mentors 
model the behavior you want to see en-
couraged in the company. Let's say a men-
tor urges a mentee to show respect to 

people at all levels of the organization. The 
lesson would be lost if the mentor treats 
subordinates rudely. 

• Be ready to learn. Mentees can teach, 
too. By listening carefully, the mentor 
could get fresh and helpful perspectives on 
your company. 

MENTEE ADVICE. Pass these tips on to 
your mentees to ensure a successful dia-
logue: 

• Don V be shy. Successful people are 
generally pleased to be asked to share their 
knowledge and expertise. Encourage the 
mentee to seek mentors. 

• Feel free to look outside the company 
for mentors. The person who will be able to 
help most may not be inside the organiza-
tion. The important thing is to find some-
one who can provide perspective and guid-
ance. 

• Contact prospective mentors by letter 
or by e-mail. A phone call puts the other 
person on the spot. In your letter, explain 
what kind of advice you're looking for and 
ask if the entrepreneur would be willing to 
share information with you. Cultivate 
multiple mentors. Networking with peers 
at industry and community functions can 
lead to many productive and mutual 
mentoring relationships. Trade associations 
are very good. 

• Be receptive. Listen to your mentor's 
responses to your questions. Don't argue. 
A mentoring session isn't a showdown to 
prove who's right. 

• Be willing to share in return. Mentor 
others who may want to learn from or draw 
on your expertise. 

• Be realistic. Don't promise too much 
time to mentees. If you're too busy to 
deliver, you'll feel pressured and the mentee 
will resent being shortchanged. 

AVOID MENTORING MISTAKES. 
Steer clear of these common mentoring 
blunders: 

• Intervening too quickly with advice. 
Mentees need to learn by trial-and-error. 

• Taking sides when a mentee is in 
conflict with a colleague. Encourage the 
mentee to work through the problem. Ask: 
"How would you like this to turn out?" 
and "How do you think that could be 

achieved at this point?" 
• Expecting mentees to stroke your ego. 

Don't look for frequent praise and compli-
ments. 

• Offering advice on personal prob-
lems. Stick to how those problems may 
impact the mentees' work lives. If neces-
sary, provide referrals to a qualified pro-
fessional. 

• Know when to let go. At some point, 
you'll need to move on and mentor others. 
Your mentees' priorities will also shift, and 
they may need to seek guidance from other 
people. 

• Keep an open door. Let your mentees 
know that you're always available for fur-
ther occasional consultation. 

• Risk management. Although there are 
relatively few 'risks' associated with 
mentoring, it is worth noting the possible 
risks and putting into place some risk 
management practices. 

MISMATCHES. This is where it becomes 
obvious that the mentor and mentee are 
not suited to each other. Please note, no 
one is at fault in this situation - sometimes 
this just happens, your personal styles may 
clash or you may not be able to find 
mutually agreeable times/places to meet. 
There are many reasons why mismatches 
occur. 

If you put sufficient time into the 
relationship in the early stages a mis-
match will usually appear during this 
time. Whenever the mismatch reveals 
itself, it is up to the two of you do decide 
whether the relationship is worth saving 
and working through your differences or 
whether terminating the relationship and 
finding other partners would serve both 
interests. 

COMPETITION OR RIVALRY? It may 
sound childish, however rivalry between 
mentor and mentee can ruin a relation-
ship. Be on the lookout for any actions 
taken by your mentee that may signal they 
are feeling a level of competition with you. 
This may be particularly evident if you 
work within the same organization or in-
dustry. 

If rivalry is a problem, rarely can this 
effectively be dealt with so that it does not 



negatively impact the relationship. Remem-
ber though, most mentoring relationships 
occur for a purpose and rarely do they last 
a lifetime. If you feel that rivalry has devel-
oped, speak with your mentee and discuss 
whether the best option may be to wind up 
the relationship. 

WHAT IF I FAIL AS A MENTOR? First, 
there is no such thing as failure, unless you 
don't give something a go in the first place. 
When you elect to mentor someone, you 
have considered the role ahead of you and 
have given your commitment to assist this 
person with their development. Whether 
they actually develop and grow within 
their career/business is basically up to them. 
You can't do it for them. All you can do is 
help them find the right questions and 

"[Those] who try to do 

something and fail are 

infinitely better than those 

who try to do nothing and 

succeed." - Lloyd James 

I NO LONGER HAVE TIME. When 
you took on the mentoring commitment 
you had different circumstances - you had 
time available to work with your mentee -
but now that the responsibility is upon 
you, things have changed. That's life. Ex-
plain your changed circumstances to your 
mentee and maybe the two of you can 
work around it. 

If not, speak with your mentee as to 
whether he or she would like you to do 
what you can to find a replacement men-
tor or ask him or her about alternate 
plans. (The mentee may even be willing 
to wait until your circumstances change 
again). Either way, this is a common 
occurrence and should not be looked 
upon as a failure. 

The author is a sales training expert. He 
o f f e r s additional free sales and time manage-
ment tips at www.trainingexpert.com. 

Leader's 
Goal-Setting Secrets 

Although finding a vision can be quite a creative challenge, the process of getting 
that vision implemented can be quite easy if you follow these six key steps. 

Step 1 - Vision. The first step in setting goals and priorities is to personally de-
velop what the organization should look like at some future point, i.e. the vision. 
While the senior leaders set the vision for the entire organization, supervisors and/or 
managers should set the visions for their specific teams. And those visions need to 
support the organization's goals. 

Your vision needs to coincide with the "big picture." The term "vision" suggests a 
mental picture of what the future organization will look like. The concept also implies 
a later time horizon. This time horizon tends to be mid to long term in nature, focusing 
on as much as 10, 20 or even 50 years in the future for visions affecting the entire or-
ganization. Manager or supervisor level visions should be on much shorter time hori-
zons, such as 6 months to one year. 

The vision you want, should be a picture of where you want your department to be 
at a future date. For example, try to picture what your department would look like if it 
was perfect, or what the most efficient way to produce your product would look like, 
or perhaps if your budget was reduced by 10 percent, how you could still achieve 
the same quality product. 

Once you have your vision, it needs to be framed in general, unmeasurable terms 
and communicated to your team. Your team then develops the ends (objectives), 
ways (concepts), and means (resources) to achieve the vision. 

Step 2 - Goals. The second step involves establishing goals, with the active par-
ticipation of the team. Goals are also stated in unmeasurable terms, but they are 
more focused. For example, "The organization must reduce overtime costs." This es-
tablishes the framework of the your vision. 

Step 3 - Objectives. Now you establish objectives, again with the active par-
ticipation of your team. Definable objectives provide a way of measuring the evaluat-
ing movement toward vision achievement. This is the strategy of turning visions into 
reality. It is the crossover mechanism between your forecast of the future and the envi-
sioned, desired future. Objectives should be stated in precise, measurable terms. The 
aim is to get general ownership by the entire team. 

Step 4 - Tasks. The fourth step is to determine tasks. Through tasks, objectives 
are accomplished. Tasks are concrete, measurable events that must occur. 

Step 5 - Time Lines. Now it is time to establish a priority for the tasks. Since 
time is precious and many tasks must be accomplished before others can begin, es-
tablishing priorities helps your team to determine the order in which the tasks must be 
accomplished and by what date. 

Step 6 - Follow-up. The final step is to follow up, measure and check to see if 
the team is doing what is required. This kind of leader involvement validates that the 
stated priorities are worthy of action. For the leader, it demonstrates his or her com-
mitment to see the matter through to a successful conclusion. - Donald Clark 

http://www.trainingexpert.com


LEADING 
What does leadership mean? How does one know it when they see it? And how can we get our hands on some? Take heart - there are 
answers below. However, it would be naive for a reader to believe that after setting this article aside they'll have all the secrets to success. 
There's no better resource to tap for leadership guidance and inspiration than the industry leaders who've appeared here in the past. 
Despite their own different styles, beliefs and motivations, they're all leaders worth learning from. Their various perspectives could be 
that little extra nudge a potential leader is looking for before moving to the head of the pack. Whether one's leadership style is that of 
a motivator or a communicator, there's something to be learned from each industry voice below. 

SAM LANG 
Operation: Fairway Green, 
Raleigh, N.C. 

THE DO-AS-I-DOER 
"My style is lead by example -
get as many people to follow 
you as you can/' 
Sam Lang has seen many companies manage 
with fear and intimidation. That's not his 
style. 

"This isn't a depression and you can't 
say, 'You're lucky to have this job' any-
more," Lang explains. "If you try to lead 
people like that, it's never going to be effec-

Lang has tweaked his leadership style 
over the years but the basics have remained 

the same. He says the best he can offer his employees is the example 
he sets on the job on a day-to-day basis. "I'm dressed appropriately. I 
treat everyone the way that I would want to be treated," he says. "I also 
exhibit a good work ethic and treat everybody fairly because they 
respond to that." 

Lang believes that leadership is genetic, and he tries to recognize 
that in his employees. "I personally believe leadership is a trait that 
you're born with," he says. "I think it's something that can be refined 
and honed, but it's something you're either born with or you're not." 

Finding leadership among employees and peers is less daunting to 
someone like Lang who believes he knows what to look for. "You have 
to identify those people with leadership traits," he explains. "I often 
identify those people as the people who get in the most trouble. They 
can lead." 

He offers for example the fraternity brother who throws the biggest 
party. "Just channeling that into something positive could make him a 
leader. They might not be headed in the right direction, but they can lead." 

THE MOTIVATOR 
"Responsibility is a motivator 

to the type of people I work with." 

"I think leadership starts with giving 
people opportunity and then letting 
them make mistakes along the way, 
hoping that they learn from them," 
John Buechner says. 

"My job is diverse and I see lead-
ership defined as seeing a task, deter-
mining what needs to be done and 
then doing it," he shares. "And that's 
a multifaceted process that involves 
selecting the right people to work 
with you and setting an example of 
what needs to be done." 

Buechner explains that sometimes 
delegating work as a leader means 
having an open mind with regard to 
technique. "Often there's more than one way to do something to 
get the outcome you desire, so you have to give people the freedom 
to make their own choices and a certain amount of latitude in 
decision making," he says. 

Motivation and freedom come first, according to Buechner, 
but the follow-up should always include recognition. "Recogni-
tion is as important as motivating. You have to recognize and thank 
people for doing a good job." Buechner adds that positive reviews 
accomplish this, as do pay increases - though one should never 
underestimate the power of a pat on the back and an "Attaboy!" 

JOHN BUECHNER 
Operation: Lawn Doctor, 
Holmdel, NJ . 



LAURIE BROCCOLO 
Operation: Broccolo Tree & Lawn Care, 
Rochester, N.Y. 

These past Leadership Award winners 

share their leadership styles. 

THE STUDENT 
"Leadership comes from 

that personal sense of 

wanting to learn all the 

time, and looking to learn 

from other leaders/' 
"Leadership is definitely something 
that can be developed," says Laurie 
Broccolo, Broccolo Tree & Lawn 
Care, Rochester, N.Y. But develop-
ing leadership doesn't come without 
effort, she says - it's a continual edu-
cational process. "You have to work 

at it. My goal is to keep meeting more people and learning from them 
and developing my own skills." 

One of the best ways Broccolo has found to gain knowledge is 
through networking. "I tend to look to other businesses outside of my 
industry," she explains. "Whether it's a large construction company or 
a printing company - I've forced myself to network with other small 
companies and they all have the same kinds of problems with growth 
and development." 

"That's why we hire people who have a real interest in learning, 
growth opportunities and chance," she asserts. This is why her company 
supports continuing education among employees and multiple certifi-
cations within the industry. "That gives them a vested interest and 
opens the door for them to participate in different ways." 

"I never look at leadership in terms of me, personally being the 
leaderBroccolo says. "That's why my leadership style is somewhat 
open. I don't want to be the one taking the credit for the business 
growth. It all comes back to the people working out in the field every 
single day, whether it's the foreman or the summer helper." 

Instead, Broccolo sees her job as being the one to set quality control 
and set the standard for work ethic. "And I want to be around other 
people like that because it creates an excitement within the culture of 
our business," Broccolo says. "They're excited about the job that they're 
doing." 

THE COMMUNICATOR 
"How can you lose when you're 

upfront and letting 

every one know what's 

going on?" 

"I try to build trust in all of our 
employees and leaders at the com-
pany. How can you lose when you're 
upfront and letting everyone know 
what's going on?" Senske asks. His 
foundations of leadership reflect 
combinations of leadership style he's 
gleaned from numerous people that 
he's looked up to and respected. 

"I think leadership is something 
you learn a little bit about every 
day," Senske says, rationalizing that 
leaders need not be born when you 
can definitely teach leadership. "And 
I don't think you need to necessarily 
be charismatic to be a leader. But there are qualities you need to 
have - most importantly being honest, upfront and developing 
trust in your employees, suppliers and advisors." 

Senske says that communicating allows him to extract from 
individuals their individual path for leadership - "To help them 
find a way to shine on their own." He says he is able to gauge how 
he's doing as a leader by looking at the successes that people have 
created for themselves with his guidance. "Whether it's what 
they're doing at work or on the hockey team they coach or with 
the other things they do in the community - it's all a reflection 
of how they've developed as individuals. Good leaders spawn 
other leaders." 

CHRIS SENSKE 
Senske Tree & Lawn Care, 
Kennewick, Wash. 



Leaders 
Every time you turn a page of a good book and absorb the information it provides, something magical happens - but what happens 
depends on which stage of your life you're currently in. A child, for instance, might be enlightened by the lesson given in a fairytale's 
far-off land, while a young adult might learn how to better handle a friendship falling out from a great adventure novel. 

When it comes to landscape contractors, their lessons come from books that improve their relationships with their employees and 
customers. These books give basic and advanced business lessons. To get an idea of some of Lawn & Landscape readers favorite titles, 
we tapped a few past Leadership Award winners, and asked them about their favorite leadership-inspiring books. Browse their book 
shelves and discover what makes these books influential in their thinking and their careers. 

TIM DOPPEL 
Atwood Lawn Care, 
Sterling Hts., Mich. 

THE 21 IRREFUTABLE LAWS 
OF LEADERSHIP by John C. 
Maxwell 
You can't argue with a leadership book with the word 
"leadership" in the title. Tim Doppel, Atwood Lawn 
Care, Sterling Hts., Mich., recommends The 21 
Irrefutable Laws of Leadership because it has helped 
him "quantify his strengths and weaknesses so I can 
hire the appropriate people to balance out my abilities 
and inabilities." 

"It's exactly what the title says it is - 21 laws," 
Doppel explains. "If you understand these laws and 
apply them to your management style you can be a 
much better leader." 

Doppel says that, as the owner of a company, he's saddled with the 
responsibility of bringing both customers, as well as his employees, the best 
that a large company could offer. "But you don't want to lose focus on the 
individual," he says. "As the owner of the company I need to stay connected 
with all of my employees. I need to know their dreams and aspirations and 
I need to stay in touch with their personal and family situations." Doppel adds 
that this becomes more of a challenge as his company continues to grow and 
21 Laws still gives him good advice on how to do this successfully. 

Doppel also credits the book for helping him identify weaknesses that 
might prevent him from hiring and promoting employees who are strong in 
the areas that he's weakest. "In that way, we create a management structure 
that is well-balanced and strong, even if I'm personally weak in a given area. 
I try not to portray myself as anything I am not and I think my employees 
appreciate that honesty and, in return, are open with me." 

Finally Doppel adds that the book influenced leadership in other facets 
of his life. "Being a good dad or mom requires the use of lots of leadership 
skills," he says. "It's not for me to say if I've done a good or bad job raising 
my son, but I'm very proud of the fine young man he is." 

GOOD TO GREAT: WHY SOME 
COMPANIES MAKE THE 
LEAP...AND OTHERS 
DON'T by Jim Collins 

"Good companies become great compa-
nies by improving a lot of things over an 
extended period of time," says Russ Frith, 
Lawn Doctor, Holmdel, NJ. It's a lesson 
he learned from Good to Great by Jim 
Collins. 

In addition to a lot of "neat stories," 
the book compares publicly traded com-
panies and their stock over time, Frith 
says. "There's analysis of what companies 
and CEOs did to make those companies 
what they've become and set a culture in those companies to 
achieve success," he explains, adding that the book argues that 
it is many changes over time that impact a business vs. what are 
sometimes referred to as "fad changes." 

Frith says that Good to Great helped him learn that you can 
really only grow a successful business through people. "Identi-
fying and achieving their goals as part of your goals is impor-
tant," he says. "You have to try to match people's own individual 
needs with the needs of your organization. I think most people 
want to be treated and compensated fairly but they want to 
make a contribution too. If you can create opportunities for 
individuals to make contributions that they feel good about, 
then it's a win-win situation." 

f 
RUSS FRITH 
Lawn Doctor, 
Holmdel, NJ . 



Little Black Books 
Past Leadership Award winners 

talk about the books that in-

spired them. 

By Jennifer Lash, \\ ill Nepper 

& Nicole Wisniewski 

PSYCHO-CYBERNETICS 
by Maxwell Maltz 

It's all about attitude. That's what 
Terry Kurth, Weed Man, Middleton, 
Wis. learned about leadership from 

TERRY KURTH Psycho-Cybernetics. It also taught him 

Weed Man, a thing or two about reaching goals 
Middleton, Wis. and defeating stress - the monster that 

lurks around the corner for many lead-
ers. One way to deal with this menace is by envisioning what 
you want, Kurth says. "It's using the strength of your mind and 
controlling the way it most enables you to be successful, both 
personally and in business," Kurth explains. "For instance, 
instead of saying I'm at point A and how do I get to point B, you 
should imagine yourself at point B and work backwards. It helps 
you understand that if people took the stress and the energy 
they burn with stress and use it to fix the problems causing them 
stress, they'd be much further ahead." 

Kurth says that the book has taught him how to put stress aside 
when he's being looked to as a leader. "Just having that self-
assuredness helps," he says. "People don't like uncertainty and the 
book helps enable you to lessen that uncertainty in terms of making 
decisions." 

Whether he's setting up new franchises or dealing with changes 
in the dynamics of the lawn care business, Kurth says this book has 
helped. "It provides the ability to envision positive changes or 
solutions to perceived problems so we can make sure we stay on the 
forefront and run our companies as efficiently as possible with 
successful results." 

FIRST BREAK ALL THE RULES: WHAT 
THE WORLDS GREATEST MANAGERS 
DO DIFFERENTLY by Marcus Buckingham 
and Curt Coffman 
THE E-MYTH by Michael Gerber 
WAY OF THE PEACEFUL WARRIOR by 
Dan Millman 

Some landscape contractors, like Phil 
Fogarty, Crowley's/Weed Man, 
Cleveland, Ohio, are avid readers and 
instead of sharing just one book rec-
ommendation, he shared three. 

First Break All the Rules helped 
him realize what he could and couldn't 
change about people. "It helped me 
see more clearly how I could help 
others succeed," Fogarty explains. 
"For instance, you can't make a good 
salesperson or technician a manager 
and then have them not be a good 
manager and also lose your good sales-
person." 

Michael Gerber's The E-Myth 
taught Fogarty how to systemize his 
business so he didn't have to continue doing everything himself. 
"You have to realize that you can't do everything, and this book helps 
entrepreneurs do that," Fogarty points out. "You have to pretend 
that your business is a franchise that will be duplicated by a million 
people and everything has to be systemized in order to do anything 
with it." 

Finally, The Way of the Peaceful Warrior by Dan Millman is a 
novel about a man who won a gold medal in the Olympics. As 
Fogarty shares, "This is a great book for realizing how much more 
we're all capable of in life." 

PHIL FOGARTY, 
Crowleys/Weed Man, 

Cleveland, Ohio 



LEADERSHIP 
MARTY ERBAUGH 
LESCO 
Strongsville, Ohio 

GERALD GROSSI 
Arborlawn 
Lansing, Mich. 

TOM HOFER 
Spring-Green Lawn Care 
Plainfield, III. 

CHRIS LEMCKE 
Weed Man 
Scarborough, 
Ontario 

BILL LEUENBERGER 
The Chalet 
Wilmette, III. 

CHUCK MCINTIRE 
Scotts LawnService 
Norcross, Ga. 

The Class of 2 0 0 3 



HONOR ROLL 
JOHN BUECHNER 
Lawn Doctor 
Holmdel, NJ. 

TOM DELANEY 
PLCAA 
Marietta, Ga. 

SAM FARISON 
Farison Lawn 
Care 
Louisville, Ky. 

TERRY KURTH 
Weed Man 
Middleton, Wis. 

JOE REYNOLDS 
Black Diamond 
Lawn Care 
Toledo, Ohio 

BARRY 
TROUTMAN 
ValleyCrest Cos. 
Calabasas, Calif. 

The Class of E 0 0 2 
LAWN & LANDSCAPE LEADERSHIP NOVEMBER 2004 35 



2 0 0 4 
issue 

DALE AMSTUTZ 
Northern Lawns Corp. 
Omaha, Neb. 

TOM BLAND 
Bland Landscaping 
Co. 
Cary, N.C. 

BILL HOOPES 
Scotts LawnService 
Marysville, Ohio 

BRUCE HUNT 
The Brickman Group 
Long Grove, III. 

ADAM JONES 
Massey Services 
Maitland, Fla. 

KURT KLUZNIK 
Yardmaster 
Painesville, Ohio 

SAM LANG 
Fairway Green 
Lawn Care 
Raleigh, N.C. 

GARY LASCALEA 
GroGreen Lawn, Tree & 
Shrub Care 
Piano, Texas 

BETH SEME 
Elizabeth A. Seme 
Latham, N.Y. 

JOSEPH VARGAS, Ph.D. 
Michigan State University 
East Lansing, Mich. 

The Class of 200 I 



BOB ANDREWS 
The Greenskeeper 
Carmel, Ind. 

GARY CLAYTON 
PLCAA 
Marietta, Ga. 

RUSSELL FRITH 
Lawn Doctor 
Holmdel, NJ. 

RON KUJAWA 
Kujawa Enterprises 
Cudhay, Wis. 

TOM LIED 
Lied's Landscape Design 
& Development 
Sussex, Wis. 

GEORGE MORRELL 
The Morrell Group 
Atlanta, Ga. 

LINDA NOVY 
Gardeners' Guild 
San Rafael, Calif. 

J. LANDON REEVE 
Chapel Valley 
Landscape 
Woodbine, Md. 

WAYNE RICHARDS 
Cagwin & Dorward 
Novato, Calif. 

The Class of 2 0 0 0 
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LAURIE BROCCOLO 
Broccolo Tree & 
Lawn Care 
Rochester, N.Y. 

DAVEY 
TREE INSTITUTE 
Kent, Ohio 

TIM DOPPEL 
Atwood Lawn Care 
Sterling Heights, Mich. 

PHIL FOGARTY 
Weed Man/ 
Crowley's Vegetation 
Management 
Cleveland, Ohio 

NORMAN 
GOLDENBERG 
TruGreen-ChemLawn 
Memphis, Tenn. 

\ 

DAVE HANSON 
ValleyCrest Cos. 
Calabasas, Calif. 

MICHAEL KERNAGHAN 
Weed Man 
Mississauga, Ontario 

MARK SCHLOSSBERG 
Pro-Lawns-Plus 
Baltimore, Md. 

CHRIS SENSKE 
Senske Tree & 
Lawn Care 
Kennewick, Wash. 

TOM TOLKACZ 
Swingle Tree & 
Lawn Care 
Denver, Colo. 

The Class of 1999 



INTRODUCING... 
Lawn & Landscape magazine and Bayer Environmental Science are proud to announce the winners of the sixth annual Leadership 
Awards. These individuals embody the essence of leadership, whether it's in their tireless industry involvement, pioneering spirit, 
dedication to education, commitment to personal improvement or environmental stewardship. We congratulate and thank them for 
their outstanding contributions to the lawn and landscape industry. 

SCOTT BRICKMAN 
The Brickman Group 
Gaithersburg, Md. 

MARIA CANDLER 
James River Grounds 
Management 
Glen Allen, Va. 

LOU KOBUS 
Village Turf 
Mount Vernon, Va. 

KIRK HURTO 
TruGreen-ChemLawn 
Delaware, Ohio 

4k WB-«.-|Wf 

JACK ROBERTSON 
Jack Robertson Lawn 
Care 
Springfield, III. 

DAVID SNODGRASS 
Dennis' Seven Dees 
Landscaping and Nurseries 
Portland, Ore. 

The Class of S 0 0 4 
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As a third-generation CEO\ 

Scott Brickman effectively 

grows a family business in an 

age of competition. 

Name: SCOTT BRICKMAN 
Company: The Brickman Group 
Location: Gaithersburg, Md. 
Career Highlights: 
•Bachelor's degree, landscape architecture, Penn State 
University 
• Member, Young Presidents' Organization 
• Board Member, Landscape Architecture Foundation 
• Member, American Landscape Contractors Association 
• Member, American Nursery & Landscape Association 
• Member, American Society of Landscape Architects 
• Took over CEO responsibilities at The Brickman Group 
from his father Dick Brickman in 1998 

Landscape crewmembers depend on each other. As teams 
simultaneously tackle mowing, trimming, edging, prun-
ing and more, ensuring that jobs are completed on time, 
on budget and to the client's satisfaction. If one 
crewmember falls behind, others can jump in to bring the 
team up to speed. When improvements need to be made, 
all team members push for progress. And when work is 
done well, everyone joins in the success. 

Often behind these teams' efforts is a single company 
owner or manager - a leader inspiring employee dedica-
tion, but one who rarely gets behind the wheel of a 
mower. These individuals have paid their dues and worked 
hard to create quality, growing businesses. The teams 
work for them now, rather than the other way around. 

With these two operations models, combining the 
concepts of teamwork and leadership is difficult. Leaders 
stand out from a crowd and make definitive decisions, 
while team members work collaboratively to reach a 
consensus. When a group of people comes together to 
work on a project, should any team member choose to go 
his or her own direction on an issue, that teamwork can 
be disrupted. 

As an organization of nearly 6,000 people, employees 
of The Brickman Group, Gaithersburg, Md., tread the 
fine line between working as a team and singling out 
individuals as branch, regional and corporate leaders. As 
chief executive officer, Scott Brickman is a leader among 
leaders and just one collaborator among many as he heads 
the 65-year-old company where leadership and teamwork 
collide. 

TEAM MEMBER IN TRAINING. Part of the reason 
Brickman is able to steer his company with a unique combi-
nation of leadership and teamwork is because he grew up 
working alongside other Brickman employees, some of whom 
are still with the company. "My grandfather started the 
company in 1939 and my father joined him as a 50/50 partner 
after receiving his landscape architecture degree," Brickman 
explains. "I really grew up in the business. I worked every 
summer in the nursery starting when I was 8 years old." 

By age 12, Brickman was allowed to work on job sites with 
other crewmembers and, starting when he was 14 years old, 
teamed up with a driver's license-bearing intern and became 
a crew leader on a handful of accounts. "At that time, my dad 
told me that if I was going to work with them, I had to be 
willing to work harder than the next guy because my name 
was on the work," he remembers. "In reality, can a 12-year-
old work as hard as a man? Probably not, but I tried." 

Needless to say, Brickman continued to follow in the 
horticultural footsteps of his father and grandfather. After 
receiving a landscape architecture degree in 1985 from Penn 
State University, he promptly went to back to work - for Fort 
Lauderdale, Fla.-based EDSA. 

"I didn't go back to work with my dad right away because 
I wanted a little different experience," Brickman says. "Being 
at EDSA allowed me to work for a company that was an allied 
business but not a competitor. Plus, my starting salary was 
$14,000 - I was at the bottom of the totem pole." 

THE BUSINESS OF FAMILY. Two years later, in 1987, 
Brickman returned to The Brickman Group and began to 

By Lauren Spiers SCOTT 
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"When making leadership decisions, my father taught 

me to keep two things in mind. The first is the golden 

rule - treat others as you would like to be treated 

yourself - and the second is that the overall health of 

the team is more important than any one individual/' 

- Scott Brickman 

Scott's father, Dick Brickman. 
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focus on sales and marketing rather than 
field work. Specifically, he took over leader-
ship of the Baltimore/Washington region. 
All the while, a close father-son relationship 
reinforced Brickman's focus on building 
and preserving company integrity. 

"My father has, far and away, had the 
greatest impact on my career," he says. 
"Since I was a kid, he's been teaching me 
about leadership, service and values. He's 
been a great role model and he still gives 
me advice, mostly about staying focused 
on what has made us successful - provid-
ing great quality service while nurturing an 
environment of trust, honesty and respect." 

After 65 years, The Brickman Group 
remains very much a family business. 
Brickman credits this feat to two guiding 
principles he learned from his dad. "When 
making leadership decisions, my father 
taught me to keep two things in mind," he 
says. "The first is the Golden Rule - treat 
others as you would like to be treated 
yourself - and the second is that the overall 
health of the team is more important than 
any one individual." These values were key 
to certain business decisions in the late 
1990s that could have led the company 
down a different corporate path. 

When Brickman took over for his 
father in 1998, he sold roughly two-
thirds of the company to private equity 
firms that were keen on seeing the com-
pany grow. "We ended up making some 
acquisitions that weren't as good as oth-
ers that we have done and that reminded 
me that we had to slow down and focus 
on the fundamentals the company was 
built on," Brickman says. 

This meant looking for individuals and 
companies that share the same values as The 
Brickman Group. As a result, Brickman's 
longtime belief has proven true: Honesty, 
trust and respect will appeal to the types of 
people the company needs and when those 
people join the organization, profits and 
growth will follow. In the last four years, The 
Brickman Group has doubled in size and 
continues to grow by fostering the company's 
culture where teamwork and leadership are 
often one and the same. 

"We've got around 6,000 employees, 
so events like our annual managers confer-
ence are important to keep people con-



nected to our organization, to our values 
and to unders tanding our v is ion," 
Brickman says. "Even though we do have 
a hierarchy, it isn't so formal that people 
are afraid to share ideas. We don't have 
that kind of whisper-down-the-lane lead-
ership where what I say goes and our 
employees are trying to play "telephone" 
to decipher the message. We give people a 
lot of autonomy so there are hundreds of 
leaders within our big family." 

Indeed, getting a group of Brickman 
employees together is a lot like a family 
reunion where catching up with old friends 
outplays business and financial talk. 
Brickman notes how proud he is that The 
Brickman Group has been able to grow 
dramatical ly without disrupting the 
company's culture. "My No. 1 goal as the 
company's leader is to protect and grow 
our culture of trust, honesty and respect 
for one another and our dedication to pro-
viding outstanding quality, service and value 
to our customers, as well as our commit-
ment to be a learning organization that 
strives to constantly improve," he says. 

How will Brickman find time to guide 
such a dynamic vision? With the love and 
understanding from his own family. "My 
wife, Patrice, is a huge support and she very 
much keeps me grounded," he says. "She 
has a marketing background, so she's a 
great sounding board, but more impor-
tantly she does a fabulous job of taking care 
of our 8-, 6-, and 2-year-old daughters and 
our newborn son - and an incredibly busy 
house. As soon as I think my job is tough, 
I look at what she accomplishes in a day 
and I realize it's not so tough." 

Brickman says he cherishes the time he 
spends with his family and tries to instill in 
his children the same values he learned 
growing up. "The world is a lot different 
now than it was when I was going to work 
with my dad, but we're teaching our kids the 
same values," he says. "My 8-year-old is in 4-
H and shows pigs. She takes care of the 
animals, cleans out the barn and does all of 
the work associated with the organization. 
We know she's learning about hard work and 
responsibility. My daughters aren't con-
cerned with playing in the dirt like I was 
when I was their age, but my wife and I know 
they're gaining a lot from the experience." 

Scott Brickman 
1. What is your favorite book on leadership and why? 
My favorite book on leadership is Good to Great by Jim Collins. It does a great 
job describing how great leaders lead and gives compelling examples. It also 
spells out how to create a great organization. We've studied this book exten-
sively and work hard to apply what we have learned within our company. Mon-
day Morning Leadership is another book that gets passed around the company 
and is really part of our culture. We have book clubs in different regions and it 
started with my dad who was always passing out books. If you're not learning, 
you're not growing. 

2. Who has been the greatest influence on your leadership style 
and what did he or she teach you? 
My father has had the greatest impact on my leadership style. Since I was a kid, 
he has been teaching me about leadership, service and values. He's been a 
great role model for me and continues to give me advice. 

I also had the opportunity in the mid-1980s to attend quite a few seminars led 
by Dr. W.E. Deming and to work extensively with some of the top total quality 
management consultants in the world. Dr. Deming's philosophies (see sidebar on 
page 48) have had a great deal of influence on our organization and on me in-
dividually. As a result of Dr. Deming's influence on our organization, we've 
worked to eliminate internal competition and work as one team. 

3. How do you develop leadership skil ls in your employees? 
We start by looking for people who have a passion for doing great work and 
provide outstanding customer service. We look for people who have proven they 
can follow through, get things done and earn their team's respect. We look for 
leaders who are team players and have the ability to grow other leaders. 

4. What has been your biggest leadership challenge and how did 
you overcome that challenge? 
The biggest leadership challenge I've faced came when I took over as CEO from 
my dad. I realized at that point that the most important thing for me to do was to 
create stability by focusing the team on quality and service - the areas we've al-
ways focused on. There were a lot of changes going on and I think people were 
wondering what would happen with me in a new position and with new financial 
partners coming on board. It was my responsibility to make sure everyone knew 
that we would be sticking to our core values and that, even though a lot of orga-
nizational changes were being made around the company, the values that we 
stood for as a group would remain intact. 

5. In your opinion, what are the top five foundations of being a 
leader and why are they important? 
1. High integrity, trusted, walks the talk 
2. Energy, strong bias for action 
3. Energizer - ability to motivate and energize others, infectious enthusiasm to 
maximize organization potential, team builder 
4. Competitive spirit, instinctive drive for speed/impact, strong convictions, self-confidence 
5. Execution - gets results 
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INSPIRING OPPORTUNITIES. With 
a supportive family and a hardworking 
staff, Brickman successfully implements 
his own definition of leadership on a daily 
basis. "I would define leadership as having 
a vision of what you want to achieve and 
the ability to get people to follow that 
vision and take the necessary action to 
achieve it," he explains. "I believe a great 
leader sticks to his values and is there to 
serve and inspires the people he leads." 

But Brickman says that inspiring leader-
ship is a reciprocal endeavor. "Other lead-
ers in this company and other companies 
inspire me," he says. "You can look at this 
group and say, 'What a big business,' but I 
read Fortune magazine and think that we're 
hardly a speck compared to other compa-
nies. There are companies out there that 
make me wonder how people manage the 
work when there are 50,000 employees or 
$ 10 billion in revenue. Seeing how they do 
it reminds me that we can do it ourselves." 

With a background in electrical engineering, mathematics and physics, Dr. W. Edwards Deming, has had a profound impact on thousands of 
businesses and individuals with his philosophies on quality control. Though Deming passed away in 1993, Scott Brickman, chief executive of-
ficer of The Brickman Group, Gaithersburg, Md., still refers to the management expert's 14 Points in both his business and personal lives. 

Moreover, Brickman reminds his staff 
that business mistakes also can inspire great 
work. "We're fortunate to have a success-
ful company and a great culture and people 
who stay with the company for a long time, 
but we also make a lot of mistakes," he says. 
"We make business mistakes and people 
mistakes, but what makes this company 
what it is is that we always see opportuni-
ties where things didn't go how we had 
planned and we focus on those - we have 
the opportunity to continually improve." 

For the future of the industry, Brickman 
sees the need for professionals to band 
together to promote service, quality and 
industry improvement. "The biggest chal-
lenge we will face will be regulatory with 
immigration policy being at the top of the 
list," he says. "The challenges many people 
faced this year with the H-2B program 
underscores this. We need to work to-
gether to influence these policies through 
an effective lobbying effort." 

Also, Brickman says customer expecta-
tions also are more sophisticated now. "We 
have become more service-oriented as an 
industry and this is the area where we are 
going to see the greatest change in expecta-
tions and where technology will play a 
greater role," he says. "It will be an exciting 
challenge for us to keep up with these 
expectations, but I believe this is also the 
best way to grow our industry." 

True to form, Brickman calls on the 
leadership of his colleagues to help boost 
the industry's image. As a group, these 
leaders can inspire awareness and achieve-
ment while realizing individual success 
within their own organizations. Brickman 
agrees that teamwork and leadership go 
hand-in-hand. "I am by no means an expert 
on leadership, but one thing I know is that 
successful leaders all have great people around 
them who make them successful," he says. 
"That's one thing I have going for me. I am 
very fortunate to have an incredible team." 

DR. DEMING'S 14 POINT 
1. Create constancy of purpose toward improvement of product and service with the aim to become competitive, stay in business and provide jobs. 
2. Adopt the new philosophy. We are in a new economic age. Western management must awaken to the challenge, must learn their respon-
sibilities and take on leadership for change. 
3. Cease dependence on inspection to achieve quality. Eliminate the need for inspection on a mass basis by building quality into the product. 
4. End the practice of awarding business on the basis of price tag. Instead, minimize total cost. Move toward a single supplier for any one 
item on a long-term relationship of loyalty and trust. 
5* Constantly improve the system of production and service to improve quality and productivity, and thus constantly decrease costs. 
6. Institute training on the job. 
7. Institute leadership. The aim of supervision should be to help people and machines and gadgets do a better job. 
8. Drive out fear, so that everyone may work effectively for the company. 
9. Break down barriers between departments. People must work as a team to foresee problems that may be encountered. 
10. Eliminate slogans, exhortations and targets for the workforce asking for zero defects and new levels of productivity. Such exhortations cre-
ate adversarial relationships. Eliminate quotas on the factory floor and management by objective. Substitute leadership. 
11. Remove barriers that rob the hourly worker of his right to pride of workmanship. Supervisors' responsibilities must changed from numbers to quality. 
12. Remove barriers that rob people in management and in engineering of their right to pride of workmanship. 
13. Institute a vigorous program of education and self-improvement. 
14. Put everybody in the company to work to accomplish the transformation. The transformation is everybody's job. 



BAYGR Takes Leadership Position on 
Public Health Threats 

WEST NILE. In recent summers, throughout much of the United 
States, the West Nile virus has become a hot topic and raised concern. 
In a new survey by the Professional Pest Management Alliance, half of 
surveyed homeowners believe mosquitoes pose the greatest health risk 
to themselves and/or their families. 

Bayer's answer is Tempo® Ultra or Suspend® SC, advanced genera-
tion pyrethroids that control mosquitoes for more than 60 days. Both 
can be applied in a residual barrier treatment around structures and in 
places where mosquitos like to gather. LCOs can also turn to an 
improved formulation of DeltaGard® G insecticide to treat for mosqui-
toes. Containing the same active ingredient found in Suspend, DeltaGard 
uses a new water-dispersible carrier to provide quick knockdown and 
lasting control. 

LYME DISEASE. Health officals estimate that more than 75 percent of 
Lyme disease cases are contracted within 100 feet of the home, making 
Lyme a true "backyard disease." Today, homeowners have a new tool in 
the fight against Lyme disease. Developed by Bayer in conjunction with 
the CDC, Maxforce® Tick Management System reduces tick popula-
tions by 96 percent. The product works where the ticks themselves 
contract the Lyme bacteria - field mice and rodents. 

FIRE ANTS. Meanwhile in southern states, consumers and businesses 
spend $2 billion annually fighting fire ants. More than 50 percent of 
people in infested areas are stung each year. Few long-term solutions are 
available. Bayer's TopChoice™, a professionally applied broadcast 
granular treatment, takes the battle directly to fire ant homes. Within 
four to six weeks, ants unknowingly come in contact with the product, 
which contaminates and eliminates the rest of the mound. Unlike 
temporary fixes, TopChoice is both a curative and a preventative 
method for destroying the entire ant colony, not just surface ants. 

For lawn care professionals, integrated pest management 
(IPM) has been essential for delivering healthier lawns to 
customers. But pest management also positively affects the 
health of customers. Common insects carry dangerous dis-
eases and cause allergic reactions that threaten the health of 
millions of Americans. 

Bayer Environmental Science has a vested interest in 
actively addressing these health threats. Bayer's Lawn & 
Landscape division is working hand-in-hand with the Pro-
fessional Pest Management division to provide the most 
effective and profitable solutions to these key pests - solu-
tions that both serve the public and provide business oppor-
tunities for LCOs. 

ROACHES. One of the most common health issues directly linked to 
pest infestation are cockroach allergens and asthma. Studies show that 
children allergic to cockroaches are more likely to miss school and even 
be hospitalized. Especially prevalent in urban environments, concern 
about this problem has heightened over the past few years due to the bait 
aversion problem. 

To help address this issue, Bayer developed Maxforce® FC Select gel 
bait, which has been proven to effectively control cockroach popula-
tions. This news is especially relevant, as recent university research 
found that baits alone can effectively reduce cockroach allergens. 

LEADING THE WAY. The threat of disease and allergic reactions 
from ever-present insects will never truly cease to exist. But Bayer will 
continue its efforts to provide new solutions that will help control the 
public health threat. 



• Joined James River Grounds Management in 1992 
• Legislative chair, Associated Landscape Contractors of America 
(ALCA) 
• Board member, ALCA 
• Secretary/treasurer, ALCA 
• Regularly travels to Washington, D.C. to represent the green in-
dustry as an advocate for H-2B and other green industry issues 
• CLP, vice president of James River Grounds Management 

Maria Candler is only 33 and has 

only been in the industry for 12 

yearsj but she has a story to tell and 

she encourages the rest of the green 

industry to tell its story as well. 

Maria Candler hesitates when asked about being a leader. Not 
because her mind is occupied with too much work and not 
because of false modesty. Candler hesitates because she knows 
that leadership is an abstract concept, and that there's no 
guaranteed path to finding it, creating it or becoming it. But 
whether leaders are born or made, Candler has proven her gift 
for it. With the winning combination of experience, tenacity, 
hope and passion, she has catapulted herself to great heights 
in the green industry. 

After entering the fray of a generally male-dominated indus-
try at 21 she now finds herself, at a mere 33, a respected leader in 
her field, a leader in her work place, a leading political advocate 
for the green industry and an inspirational leader to professional 

women. But how did she get 
here? Candler can define lead-
ership, recognize its power and 
see it in the faces of potential 
leaders of the future, but as far as 

By Will Nepper 

she's concerned, her recipe for success amounts to simply 
believing in her own decisions and in herself and never giving up. 

ACCIDENTAL CAREER. Despite the fact that her entire 
career trajectory has taken place at one company, and despite the 
fact that she has risen to the top as one of the industry's leaders, 
Maria Candler did not choose the landscape industry from the 
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get-go. "My background was in destination 
marketing, which is basically travel and tour-
ism," Candler explains. "I wasn't ready for a 
real job yet. I was 21 and without a clue." 

It was her roommate, a property man-
ager, who pointed Candler in the direction 
of a small landscape company she had 
worked with. "I was still just trying to 
figure it all out and my roommate told me 
she had developed a good relationship 
with the salesman for this company and 
that I should go and check that opportu-
nity out. At the time it just sounded kind 
of fun to me and since I was still trying to 
decide on my life strategy, I looked into it." 

This would be as good a time as any to add 
"and the rest is history." Maria never left James 
River Grounds Management and she's still 
there today having climbed the ranks of the 
business from the lowly job-hungry college 
student to an undeniable leader in the com-
pany. "It was the diversity of the company, 
the clients and the employees that I liked," 
she says. "And it didn't take long before I fell 
in love with the industry." 

In the beginning of her career with 
James River she was "just doing whatever," 
but that didn't last. "I think the wonderful 
thing about this company and the owners 
of James River is that they really allowed a 
lot of freedom from the beginning - to 
make my own decisions and mistakes and 
create my own environment and path in 
the company," Candler says. 

Plotting her own course would become 
a theme in Candler's professional life soon 
after her introduction to the industry and 
the management style of James River. "At 
that young age, I hadn't yet realized that 
freedom to fail or succeed was something 
that I not only needed, but enjoyed." 

Candler is a self-described "control per-
son" and says that being employed by a 
company that allowed her to be in charge 
of her own fate and navigate her career was 
one of the main compelling reasons for 
sticking with the company. "I saw an op-
portunity to create my own way," she says. 

Creating her way involved several fac-
tors not limited to what's done between 9 
a.m. and 5 p.m. Her 12 years in the green 
industry has seen her active in ALCA at the 
committee level and traveling to Washing-
ton, D.C. to represent the green industry 

as an advocate for H-2B. "It was something 
that began developing about eight years ago 
when we started using the H-2B program," 
she relates. Many have since looked to her 
as an inspirational example of how to orga-
nize green industry advocacy and fight for 
legislation on Capitol Hill. 

Candler's association with ALCA was 
established after about a year of working 
with the H-2B program. It wasn't long 
before Candler was involved with ALCA at 
the committee level with employee re-
cruiting, ALCA publications and educa-
tion. She was making a name for herself— 

or at the very least a nickname. "We call 
her "The Doer," says Dan Foley, presi-
dent, D. Foley Landscape, Walpole, Mass. 
Candler serves with Foley on the ALCA 
board of directors. "I'm fortunate that 
she's an officer for ALCA with me right 
now because you can count on her to get 
things done." This year, Candler became 
ALCA's secretary/treasurer at 32. 

INDEPENDENT SPIRIT. One might 
wonder how someone like Candler, who 
never expected or sought a career in the green 
industry, could end up as one of its most 
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I've read several of the top sellers, like Good to Great and Execution. But I have to say that one of my favorites was called 
Listen Up Leader. It's one of those 20-minute reads that you get unsolicited in the mail, asking you to buy them in bulk, which 
I did and distributed to all of my employees. I liked this book because it was from the perspective of the employee craving to 
be led. It was insightful and it really got me thinking about my leadership style and how I was likely perceived by my em-
ployees and the assumptions that I made as a leader about my team and where we were headed. 

2. W h o has been the greatest influence on your leadership style and what did he or she teach you? 
I've been fortunate enough to work with so many amazing people through my involvements with ALCA, but I would have to 
give most of the credit to the owner of my company, Ray Lazarchic. I've worked for Ray for almost 12 years now and I feel 
as though he's "raised" me as a leader. He and I have completely different management styles, but we usually come to the 
same conclusions about things in the end. He's taught me so much that it's impossible to list. Most importantly, I think it was 
his faith in me and his general support of the decisions that I made - whether he agreed or disagreed - that created an 
amazing environment for testing my wings. I really owe him a great deal. 

3. How do you develop leadership ski l ls in your employees? 
We've definitely created a culture here at James River Grounds Management of allowing people the freedoms within their 
jobs to make their own decisions and solve their own problems. The unwritten gospel in the management hierarchy is "Don't 
ever bring me a problem unless you bring three solutions with you." It's amazing how this concept empowers and develops 
middle managers into leaders. 

4. What has been your biggest challenge of being a leader and how did you overcome that challenge? 
My biggest leadership challenge has probably been continuing to believe in myself and having confidence in my leadership 
abilities. I came into my role as a leader pretty much by default. We had a serious leadership void for many years because 
no one really wanted the job. Basically sheer frustration led me to take on the job and learn as I went. I had many years of 
self-doubt as I tried to figure out what path was best for our company and who the right people were to be on the team to 
get us there. ALCA (Associated Landscape Contractors of America) really helped with my confidence in leadership. In the or-
ganization, I had great opportunities to network with other contractors. Many times I would leave ALCA events thinking -
"Wow, we're not as screwed up as I thought we were." After having a conversation with a business owner whose company 
is three times the size of yours and you realize they share your same problems just on a larger scale or maybe they have 
even more problems, it can inspire you. I also learned that size doesn't matter so much when it comes to running a successful 
business. I've learned just as much from small companies as I have from larger ones. 

5. In your opinion, what are the top five foundations of being a leader and w h y are they important? 
1. Be a good listener. 
2. Learn how to administer the proper blend of support and direction. Too much or too little of either can be detrimental, de-
pending upon the situation. 
3. Know and enjoy the fact that every person you lead is a completely different human being with their own personality, 
style and motivators. 
4. Never hesitate to make a decision. The decision to not make a decision is the worst decision to make. 
5. Never assume that your team knows the path that you have created. You have to constantly look back to make sure they 
are following you down the same road. There are just too many detours and roadblocks along the way. 
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important advocates and leaders. Because 
she's been with one company for her entire 
career, playing connect the dots along her 
career path would only lead to two stops: the 
beginning and now. There's little doubt that 
Candler knows how to navigate her career, 
but there is evidently more to it than hard 
work and luck. Influences also play a role. 

Like any successful person, Candler's 
background before James River shaped 
who she has become. And though other 
role models would come later, in the be-
ginning, it was Candler's single mother 
who inspired her to work for the life she 
wanted. Candler, who describes her mother 
as very hard working, says she was taught at 
an early age to take control of her destiny. 

"She'd say, 'Whatever you get in life, 
you have because you got it for yourself,'" 
Candler remembers. "'We don't just take. 
We're not here for a handout. You're not 
a victim.' That was my whole message 
growing up: 'It's up to me. It's up to me!'" 

Candler is surprisingly thankful that 
her mother didn't pay her way through 
college. "She'd tell me, 'If you want this 
you're going to appreciate it more if you 
work for it,'" she relates. "I appreciate her 
forcing me to be very independent at a very 
young age. That was very helpful." 

It's this kind of independence that Can-
dler seems to inspire in those who watch 
her closely as an example, whether they be 
green industry peers or fellow ALCA mem-
bers. Coworkers who operate under Can-
dler at James River also get a pretty potent 
dose of independence in a work environ-
ment where it's encouraged. 

It's telling that Candler cites her great-
est career accomplishment as creating op-
portunities for other people and enabling 
them to find their own paths. In other 
words, it's not what she's done for herself 
that she's most proud of, it's what she's 
been able to do for others. Many recognize 
this as a clear sign of selfless leadership. 

"There were 12 employees at our peak 
time when I started with the company and 
now at the peak time of year we're at about 
107 employees. And looking at all the oppor-
tunities that we've been able to create for our 
employees - I'm very proud of that." 

"For me, leadership isn't solving problems 
or making decisions for people," she explains. 
"I'm there to offer support and to keep people 
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on the right path and to create a path that 
everyone feels good about as a team. My job is 
to keep people wantingto be on the same path. 
I'm not here to drive them, but I am here to 
make sure they want to be in the car - which 
is easier said than done a lot of days." 

Candler says the corporate atmosphere 
and diversity of people at James River has 
helped her learn how to lead, but also chal-
lenged her to find creative ways to motivate. "I 
think the No. 1 thing that I've learned is that 
everyone is so different that you almost have to 
manage each personality separate from the 
one before it," she says. "What works for one 
employee doesn't work for the other and what 
motivates one employee may not motivate 
another. You can't make assumptions." 

LIVING AS A LEADER. Another chal-
lenge of leadership, according to Candler, 
is knowing how to embrace it when it finds 
you. Part of this, may mean letting go of 
some responsibilities as newer more im-
portant ones begin to come around. 

"It was never easy for me to let go of the 
day to day things," she explains. "It's difficult 
being OK with the fact that you don't know 
every single thing that's going on in your 
organization. That is such an amazing shift 
for someone that's a doer and who's been in 
lots of different roles in a company." She 
reduces the philosophy to that old standard: 
Working on your business, not in it. 

However, getting things done and know-
ing when to let other people take the reigns 
was difficult at one time for Candler. She 
expresses that it's easy to get locked into a 
mindset that fools you in to thinking that 
because you know how to do a job, you should 
do that job. "You have to learn to let go of 
things and trust your staff to make it hap-
pen," she says. "It's one of the biggest chal-
lenges - just managing the growth and really 
personally letting go and moving myself into 
a higher level of thinking." 

In Candler's case, some of that higher 
level of thinking probably pertains to legisla-
tive issues, educating the industry and advo-
cating for immigrant workers. That's a lot to 
contribute to one industry by her early 30s 
and impressive by practically anyone's defi-
nition of the word. Still, Candler says she's 
unsure how her peers in the industry view 
her. "There are the two things that stand out 
- that I'm younger and that I'm a woman." 

But neither of these considerations has seemed 
to pose much of a problem for Candler who's 
never resisted rolling up her sleeves and get-
ting involved. 

"Legislatively, I contribute a lot and 
often about what I consider to be the value 
of our industry," she says. It's a theme that 
pops up often with Candler, who believes 
that one of the most important things the 
green industry can do is to speak up for 
itself. It's something that Candler, as a 
leader in the industry, works very hard at. 

"I think we need to tell our story more," 
she says. "I think we need to take every 
opportunity to let our clients and the pub-
lic know that what we do is technical in 
nature," she says. "It's very business ori-
ented. Running a successful landscape or 
lawn care company involves a lot of the 
same skills it takes to run a bank. We have 
to teach people that this is not just a job. 
This is not just a guy with a couple of 
mowers in the back of his truck - though 
there is some of that - But this is a big 
business and it's important and necessary." 

But Candler knows that it's all just empty 
hyperbole without leadership to set an example. 
"We have to be the part too," she says. "Con-
tractors have to believe they are professional." 

Because Candler has accepted the call of 
leadership, she views it as her responsibility to 
get the green industry recognized as an essen-
tial service and an important business. "I 
think every time you do something for the 
community, you need to talk to the newspa-
pers and send out a press release," she says, 
citing one way that the industry can run it's 
own public relations. "I think you can also do 
this by joining professional groups in your 
market, whether it's the chamber of com-
merce or any professional group in you area." 
She explains that these are ways to network 
the industry and spread the word about its 
positive contributions. 

Candler will continue in her many lead-
ership roles adding "mother" to that list this 
summer with the arrival of her first born. 
Naturally motherhood is more than just 
another challenge she's taken on; it's a major 
life change. But don't expect it to slow her 
down. Being a leader is clearly in Candler's 
blood and there is little doubt that she will 
continue to be one of the industry's most 
valuable assets - an advocate, an inspiration, 
a leader and, now, a mom. 
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money. 
Modeled after a fungicide that 

mushrooms produce naturally, 
Compass has a mode of action 

Use Compass™ and Bayleton® 

to fight brown patch and dollar 

spot in tall fescue. 

Most of Kevin Cooper's lawn care customers in the Virginia Beach 
area have tall fescue. This differs from warm-season grass like 
Bermudagrass and St. Augustinegrass because it doesn't need 
fertilizing in the summer months. Cooper's team does make 
preventive fungicide treatments to protect the plant through the 
heat of the summer, though. They also use biostimulants to 
promote an emerald green color, make stronger plants and fortify 
cell walls. "We give the lawns all the good stuff - kind of like a 
multivitamin," he says. "And it always changes, depending on the 
weather and the season." One thing he has learned is, "You can't 
fight Mother Nature. She always wins." 

To work harmoniously with 
Mother Nature, Cooper's crew fol-
lows an integrated pest manage-
ment (IPM) program. "Our IPM 
program consists of scouting for 
the problem before trying to con-
trol it," he says. "In our business we 
call it plant healthcare when you're 
dealing with nutrition, and disease, 
insect and weed management." 

In addition to insects and 
weeds, Cooper's crews scout for 
symptoms of common, local dis-
ease problems, especially brown 
patch and dollar spot. When they 
find these diseases, Cooper's crews 
use a tank mix of Compass™ and 
Bayleton® fungicides to control 
them. He knows what to expect 
from these products and feels they 
provide excellent value for the 

•m 

that allows it to securely lock into the plant surface. This mesostemic 
action permits it to be absorbed into the waxy layer of a plant, 
resulting in a protective reservoir for long-lasting disease control. 
After application, Compass remains as a barrier to disease infec-
tion for up to 28 days. Bayleton was the first fungicide in the sterol 
inhibitor class, also known as the DMI's (demethylase inhibitors). 
The product moves systemically in the plant, providing longer 
residual than the older contact materials, such as chlorothalonil. 



Sometimes serious and always 

inspired Kirk Hurto views 

leadership the same way he 

approaches science - with a 

blend of structure and creativity. 

Name: KIRK HURTO 
Company: TruGreen-ChemLawn 
Location: Delaware, Ohio 
Career Highlights: 
• Received BS and MS from Southern Illinois University 
• Received PhD from the University of Illinois, Urbana-Champaign 
• Assistant professor of turfgrass science at University of Massa-
chusetts, 1978-1981 
• Joined TruGreen-ChemLawn in 1981 (Research scientist from 
1981 to 1989, director technical services from 1989 to 1995, 
vice president of technical services from 1995 to present) 
• Former Member, EPA Advisory Board 
• Member, Ohio Pesticide Applicators for Responsible Regulations 
• Member, Lawns & Environment Coalition 

The lawn care industry revolves around science and research. 
Pesticide manufacturers spend months and years testing 
active ingredients for EPA approval. Lawn care operators use 
soil samples to balance lawns' pH levels, and most companies 
take a few application seasons to fine-tune lawn care programs 
with trial-and-error-style investigation. 

Science and research go hand in hand, but once all the data 
is collected and the products and application methods are 
perfected, it's back to the drawing board to make things work. 
For 23 years, Kirk Hurto has been guiding and coaching 
researchers at TruGreen-ChemLawn in endeavors just like these. 

"On the scientific side of 
what we do, we use established 
principles to develop new strat-
egies and approaches to exam-
ine work practices and prod-

By Lauren Spiers 

ucts we use to meet our cus-
tomers' needs," says the vice president of technical services for 
TruGreen, Delaware, Ohio. "While science and research help 
identify possible solutions, the real challenge is to find what 
will work in the field." 

In particular, Hurto and his team have worked to bring 
new products to market and, in terms of technical support, 
delve into the precarious world of consumer perception to 
keep TruGreen at the leading edge of the industry. 

POPULAR SCIENTIST. As a child, Hurto says he remem-
bers watching and helping his grandmother in the garden, but 
didn't imagine that he would receive a PhD in plant sciences. 
While in high school, his initial professional aspirations were 

geared toward structures more solid than leaf tissues and 
slightly higher off the ground. "I always thought I would 
study architecture," he says. "It's a field that's creative and yet 
requires knowledge of structure. " Thankfully, Hurto didn't 
have to sacrifice the always-intriguing balance between form 
and function when he entered the green industry. 

"I've been reminded throughout my career that successful 
scientists must have a creative bent," Hurto says. "Science and 
research are very structured and organized - it has to be so that 
the data we develop is valid and considers all factors critical to 
the project's outcome. At the same time, you have to be 
innovative in asking the right questions about the products 
you're testing and determining what resources you have to 
develop solutions to your clients' problems." 

When Hurto first started with TruGreen in 1981, his 
focus was on weed science, which put him in the thick of the 
company's technical research. Surrounded by other talented 
scientists, Hurto says this environment taught him a great 
deal about leadership as he took on more responsibility and 
began to assign projects to others on his staff. 

"One notion we used in developing our young scientists 
was to be willing to take calculated risks," he says. "One 
phrase we would use to convey this was the rope story. A rope 
can be useful if you learn to use it as a lifeline. Taking on more 
rope - or risk - than you can handle can turn that rope into 
a noose around your neck. I think the message there is that 
when opportunities arise in your work, you need to take a 
look at what's in front of you. Act upon the opportunities, but 
be aware of your limitations and ask for help when it is 
needed. Our function as research leaders is to take the basics 





"Good researchers and technical man-
agers should be asking additional ques-
tions before they can fully answer the ques-
tion asked of them," he says. "When I first 
started studying plant and soil science, I 
never thought I would enter academia, but 
I always wanted to understand more about 
the basic problem at hand. Now that I've 
had the experience of being an educator, 
I'm glad I did it. What I'm most im-
pressed with by today's students is how 
creative many of them are. Newer scien-
tists are a lot smarter - they use their 
knowledge to solve more complex issues 
confronting our industry today." 

TEAM PLAYER, TEAM COACH. Hav-
ing spent much of his career collaborating 
on everything from research teams to tech-
nical writings to in-house committees at 
TruGreen, Hurto's leadership skills are a 
combination of partnership and manage-
ment experience. His participation in or-
ganizations outside of the office have in-
fluenced his leadership style, as well. 

"In my earlier days, I coached youth 
soccer," he says, remembering how his 
green industry background caused him to 
look at the fields he was coaching on with 
a bit of consternation. "These fields were 
not in good shape and I mentioned that to 
someone, and the next thing you know I 
was nominated to our parks board." 

As a board member, Hurto worked on 
projects including land use planning and 
greenspace management. Through his 
work, Hurto says one of the best lessons he 
learned was the importance of reaching a 
consensus. "When you get involved in 
these types of projects and community 
groups, you meet people from all different 
walks of life," he says. "When those people's 
points of view are different from yours, it 
becomes important to really understand 
where they're coming from. Sometimes 
you have to agree to disagree, but an 
effective team sticks to the issues at hand, 
regardless of the personalities behind the 
issues. As a team, members work to reach 
a reasonable compromise and recommend 
a solution that best meets the common 
good for our community." 

Hurto acknowledges that effectively 
communicating issues and goals in a team 

of what we know and creatively turn new 
concepts into practical applications our 
field staff can use." 

As vice president of technical services, 
Hurto oversees a field staff of 17 region 
technical managers who support 205 

TruGreen-ChemLawn branch locations 
when they have questions on operations, 
applications and customer concerns. Hurto 
continues to use advice given to him early 
on to encourage younger technical manag-
ers on leadership and responsibility. 



setting is a challenge leaders have to face 
head on. "Sometimes, leaders' awareness 
of an issue because of their background can 
impede them if they fail to consider that 
others may not have their experience," he 
notes. "You may be so close to the topic 
that you forget what it took for you to get 
to that level of understanding and accep-
tance of new ideas. It's important to realize 
your team's level of understanding of an 
issue and not assume they are on par with 
your understanding." 

To keep everyone on his large staff of 
technical managers on the same page, Hurto 
says he stays in contact with his team in the 
field and frequently travels to meet with 
those managers to coach them on current 
company initiatives. Hurto's colleague of 
23 years, Bobby Joyner, director of re-
search for TruGreen, explains how chal-
lenging this arrangement can be. "Kirk 
and I interact with the regional staff and 
technical managers almost on a day-to-day 
basis - those are really our customers," he 
says. "It's difficult because you don't have 
a direct responsibility over these individu-
als, so as leadership goes, it's really a matter 
of attaining these individuals' respect first 
and then guiding them through the project." 

Joyner adds that he can attest to Hurto's 
strength as a leader in these situations. 
"From a technical standpoint, Kirk really 
has an incredible amount of knowledge 
and experience," he says. "It's always 
amazed me because he's obviously a weed 
and herbicide specialist, but it goes beyond 
that. He's a great go-between with the 
technical side and the operations side and 
keeps our clients' best interests in mind." 

The trust and rapport that Hurto built 
on both the technical and operations sides 
of the business was tested when TruGreen 
disbanded its research division in Septem-
ber 2003. "The company did a restructur-
ing of its business units and decided to 
phase out internal research, which left a lot 
of people wondering what was going to 
happen next," he says. "My role then turned 
to helping several members of our team find 
new positions within the company and en-
couraging everyone through the situation." 

During this tough transition, Joyner 
adds that Hurto exemplified the faith and 
commitment leaders make to their teams. 

Kirk Hurt 
1. What is your favorite book on leadership and why? 

Two books that speak to personal strength and leadership come to mind: Lance 

Armstrong's It's Not About the Bike and Tom Brokaw's America's Greatest Gen-

eration. Both speak to the power of the human spirit and its role in developing 

an individual's character and ability to achieve their goals even when faced 

with hardship and situations they may not directly control. What I found most 

interesting was the common leadership traits of courage and vision exhibited 

by Lance's battle with cancer and American soldiers' sense of duty in World 

War II. 

2. Who has been the greatest influence on your leadership style 
and what did he or she teach you? 

There are many positive role models that I try to emulate, but leadership is not 

something one can mimic. More importantly, the exposure to these leaders and 

understanding what makes them effective helps you become a better leader. 

Their personal style of interaction with others and their ability to influence oth-

ers to achieve common goals is worthy to note. I try to learn from others whom I 

admire by examining their strengths and how I may apply select elements of 

their style in my interactions with others. 

3. How do you develop leadership skil ls in your employees? 
Lead by example. I don't ask someone to perform a task that I would not do 

myself. Allow for mistakes, but make sure they learn from the experience. It's 

important to allow employees to develop their own management styles, rather 

than always directing their decisions. Make suggestions and challenge them to 

be better performers at their work and influence others they lead. 

4. What has been your biggest leadership challenge and how did 

you overcome that challenge? 

Communicating shared visions is a challenge that all leaders have to overcome. 

Leaders accomplish little if they work alone. To be effective, it's important that 

others believe in and understand your goals. Communication is key to influenc-

ing others' actions, so leaders must encourage input from those who they lead, 

set clear objectives that people will understand and then allow them to act. I 

find that coaching rather than directing people's actions builds support and 

positive actions to achieve shared goals. 
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"As a group, we were in a position to make 
a big impact in the company and the 
industry. Instead, the company went a 
different route and our department was 
gone," Joyner says. "Kirk was very sympa-
thetic and really went to bat for all of us and 
struggled to help everyone out. It took several 
months to reassign everyone, but that shows 
the loyalty that Kirk has to the people he 
works with and to his company." 

FUTURE FOCUS. With a new structure 
in place for the division, Hurto recently 
began focusing on the consumer percep-
tion of pesticides - a challenge many com-
panies are facing in terms of customers' 
concerns regarding exposure. 

"The science is starting to get lost, espe-
cially in the face of ongoing controversy in 

Toronto," Hurto says. "We used to feel 
confident that the science would win our 
argument for responsible use, but advo-
cacy groups against lawn pesticide use have 
become better organized and are appealing 
to consumer concerns about chemical risks. 
We use to assume the facts would favor our 
position, but some groups have distorted 
the facts and people are getting confused." 

Hurto says the industry is now dealing 
with consumers' emotions, which makes 
pesticide use a much more delicate topic. 
Additionally, the information age has made 
masses of information available to the public, 
though not all of that information is accu-
rate. "It's not enough for us to tell people 
what we know to be true," Hurto explains. 
"There are groups who believe lawn care 
poses an unacceptable risk. It's virtually im-

Inspiration 
Kirk Hurto spends a lot of time on the road. With a team of 17 region technical 
managers who look after 205 branch offices, the vice president of technical services 
for TruGreen-ChemLawn, Delaware, Ohio, racks up frequent flier miles as he keeps 
in touch with more than 70 to 80 colleagues each year. 

With a schedule like this, you would think Hurto would have a hard time keeping 
thoughts, ideas and projects organized. But on the other hand, Hurto's background 
as a research scientist implies that organization and tracking data are among his 
management strengths. So which is it? 

"I wouldn't say I'm overly organized," Hurto says with a laugh in response to friend 
and coworker Bobby Joyner's comment that Hurto's desk is "way too neat and clean." 
However, Hurto does note that having a busy schedule of field time and office time 
is actually beneficial to the type of work that the TruGreen technical staff handles. 

"I think you need a good mix of time in and out of the office," he says. "If you're 
out in the field, you need time to collect your thoughts and transfer what you learn from 
one field visit and apply it to other locations. There's so many good ideas that 
originate in the field and a lot of times we get so busy that we really don't make time 
to collect the good ones and share with others." 

That's when office time works wonders. "Time in the office allows me to collect the 
data as well as catch up on activities I missed while on the road," Hurto says. "It's 
amazing how dominant e-mail has become as a conduit for information exchange. 
It's not unusual to spend several hours responding to e-mails received while on the 
road. I also use the office time to collect my thoughts on new ideas I observe while 
in the field and polish them into a format that can be shared with others." 

possible to prove a negative; therefore prov-
ing something is risk-free is a challenge. 
Because of that, scientists need to put the 
data into context. What are the benefits of 
the products and services we offer? What 
approaches can we take to show our custom-
ers that the products can be used responsibly 
and provide benefits with acceptable risk." 

This challenge is something Hurto says 
he hasn't seen since the 1980s, another time 
of public outcry against pesticides. A push to 
counteract this, he says, must involve profes-
sionals in the field, the corporate offices and 
the laboratories. "Today, the assumption is 
that lawns don't provide value and that 
inputs we use to care for lawns and land-
scapes pose too much risk," he explains. 
"What makes this theory palpable to civic 
leaders is it that makes people feel good when 
they act out against lawns in their communi-
ties. It's as if they feel like they're doing 
something positive for the environment but 
those 'feel goods' are based on misinforma-
tion. Current industry and academic leaders, 
as well as the leaders of the future have to get 
more engaged in public dialogues to chal-
lenge these assumptions." 

Despite public pressures, Hurto main-
tains a positive outlook and believes that, 
as a group, the industry can increase pro-
fessionalism and positive public percep-
tion. "The backyard lawn and garden is 
alive and well, but today's consumers are 
more savvy about their lawns' needs and 
have concerns about the inputs we use and 
their possible effects on our communities. 
To earn the right to service customers, we 
need to address their concerns. We're be-
ing challenged to provide cost-effective 
services that incorporate low-impact strat-
egies to control problems and enhance the 
lawn's utilization of resources applied." 

A changing workforce will also impact 
the customer service, Hurto adds, giving a 
glimpse into how the industry will change 
over the next five to 10 years. "We'll need to 
offer better training on communicating with 
customers about the service we provide, its 
benefits and our responsible management of 
the perceived risks," he says. "These are issues 
that the next generation of leaders will need 
to deal with. As an industry group we need 
to ensure the service experience we provide 
customers meets their lawn and personal 
needs in a responsible manner." 
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Bayer Educating Public on 
Fire Ant Threat 

Bayer donates TopChoice M to 

high-profile parksy schools and 

historic sites to turn the publics 

attention to local companies 

battling fire ants. 

In 2004, hundreds of acres 
of well-traveled turf - from 
Dallas' Southfork Ranch to 
the Miami Baptist Hospital 
to the grounds surrounding 
the USS Battleship North 
Carolina - were treated with 
TopChoice™ preventative 
fire ant technology, donated 
by Bayer Environmental Sci-
ence. At each donation event, 
lawn care and pest control professionals spoke to the media about 
the importance of fire ant control, and how professionally-applied 
products like TopChoice are a property owner's best approach to 
fire ant control. 

"We wanted to get the word out that there is a better way to 
control fire ants," says Larry McKinney, president of Ft. Myers-
based Lan Mac Pest Control, which donated more than 30 acres of 
TopChoice to McGregor Baptist Church and School on May 26, 
2004. "This donation will protect the families who visit this 
property every day. Plus, it gives us a chance to let local residents 
know about the year-long benefits of TopChoice." A news story on 
the donation ran twice that night on the local NBC station, 
reaching more than 800,000 viewers. 

Also on May 26, Freedom Lawns USA of Wilmington, N.C. 
donated 5 acres of TopChoice to the riverside park surrounding 
the USS Battleship North Carolina, Wilmington's most popular 
tourist attraction. Reporters from the local FOX, NBC and ABC 
affiliates interviewed company representatives about the donation. 

"Fire ants have become a bigger and bigger problem here, with 
the entire southeastern part of the state now infested," explains 
Mark Tamn, president of Freedom Lawns. "We provided the 

• • • • • • • 1 
Roger Miller, assistant director of Battleship North Carolina, is interviewed on the 
grounds treated with TopChoice fire ant technology. Freedom Lawns donated their 
time for the application; Bayer Environmental Science donated the product. 

reporters with tips for people worried about fire ants as well as 
explanations on how TopChoice works. We hope it will lead to 
a better awareness of the problem in the Cape Fear area." 

The donation events are pan of a Bayer national outreach 
program aimed at educating families and homeowners of the danger 
fire ants pose, especially to children and pets. To help increase the 
chance of media coverage, high-profile and well-trafficked sites were 
chosen. Other TopChoice donation events include: 

•Southfork Ranch and the YMCA, Piano, Texas, GroGreen 
•Beauvoir, The Jefferson Davis Historic Home and 
Presidential Library, Biloxi, Miss., Redd Pest Control 
•Miami Baptist Hospital grounds, Miami, Fla., TruGreen-
ChemLawn 
•Murray Park, Little Rock, Ark., Command Pest Control & 
Fairway Lawn Services 
•Saluda Shoals Park, Seven Oaks Park and Crooked Creek 
Park, Columbia, S.C., Clarks' Lawn and Pest Control 
•Space Coast Stadium, Melbourne, Fla., Slug-A-Bug Pest 
Control 
•Rio Cibolo Ranch, San Antonio, Tex., Custom Pest and 
Lawn Service 
•And more! 
TopChoice from Bayer is a low-dose, granular insecticide that is 

spread over lawns and beds like fertilizer. It is unique in that it both 
cures and prevents fire ants for a full year with just one application. 
TopChoice is labeled for use on home and commercial lawns, golf 
courses, sports fields, cemeteries, parks, school grounds and other 
recreational areas. For more information, visit www.topchoice 
tools.com or contact your local field sales representative. 

http://www.topchoice


By Nicole Wisniewski KOBUS 
Your friendly Virginia 
dirt farmer shares stories 
about how his \date with 
fate a la Casablanca got 
him into the green indus-
try and how time in the 
military taught him the 
essence of true leadership. 

The life of Lou Kobus, Jr. - president, Village Turf, Mount Vernon, Va. -
reads like the pages of an epic novel chock full of good, old-fashioned moral 
obligation, yet alive with the comedic dance and wisecracking dialogue of 
Casablanca. 

In fact, Kobus, 56, can reminisce about how when he was a youth and traveled 
with his parents, Lou, Sr., and Eleanor, they would dress for the occasion - in a 
suit and tie and a nice skirt and blouse - vs. today's travelers in sloppy shorts-and-
t-shirts in one moment, and then share the story of a dance competition at a recent 
Mid-Atlantic Nursery Trade Show in Baltimore, Md., where the music of Big 
Willie and the Hubcaps guided him toward victory during the next. "I'm not a 
wallflower, and I'm not a follower," Kobus maintains proudly, "but I'll admit that 
I can get drunk, obnoxious and loud." 



• Master's degree, civil engineering, Rutgers 
• Master's degree, agronomy, Virginia Tech 
• Director, Professional Lawn Care Association of America 
• Member, Associated Landscape Contractors of America 
• Member, Sports Turf Managers' Association 
• Member, American Nursery & Landscape Association 
• Member, Southern Nursery Association 
• Director, Virginia Agribusiness Council 
• Director, Virginia Turfgrass Council 
• Legislative Chairman, Virginia Green Industry Council 
• Member, Virginia Tech Landscape Contracting Advisory Council 
• Member, Virginia Tech Turfgrass Advisory Council 
• Director, Virginia Nursery & Landscape Association 
• Legislative Chairman, Virginia Sports Turf Managers' Association 
• Member, Northern Virginia Nursery & Landscape Association 
• President, Mount Vernon Citizen's Coalition 
• Member of the following fraternal organizations: Knights of 
Columbus; Master Mason; Shriner, Kena Temple; Scottish Rite; 
York Rite; Benevolent and Protective Order of Elks; Fraternal 
Order of Eagles; International Order of Odd Fellows; Veterans 
of Foreign Wars; American Legion 

Then it's back to recent traveling tales, one in particular where 
he used his intimidating 6-foot-5-inch, 270-pound frame to hold 
an overanxious man back, so a "little old lady" could take her seat 
on a Southwest Airlines flight. 

From comedian to nice guy to agronomist, Kobus freely 
admits he's an opportunist, seizing most of the chances with 
which he has been presented - even those others may have shied 
away from - and the result is a rich life woven with stories that 
have not only shaped him into the leader he is today, but that no 
one expects to hear being told from a man known to his industry 
peers as "your friendly Virginia dirt farmer." 

'WELCOME TO THE FIGHT.' Lou Kobus was born on May 
24,1948 in St. Michael's Hospital on High Street in North New 
Jersey at 11:52 a.m. - "just in time for lunch," he says. 

In 1959, his family moved from Newark to Union, N.J., 
where Kobus went to Livingston Elementary and then Union 
High School, graduating in 1966. Growing up, Lou was close to 
his Grandfather Kobus, a falconer and naturalist who kept birds 
and grew perfect roses with tender care. "My true appreciation of 
outdoor life and growing things came from him," Kobus says. 

Other big influences for Kobus as a child were his Uncle Stosh 

and Aunt Lottie Iwineski. Uncle Stosh was a baker who worked for 
Wagner's Pies, and an outdoorsman like Grandfather Kobus. "My 
Uncle Stosh and Grandfather Kobus were the ones I fished and 
crabbed with, and who taught me early on how to cook, clean and 
sew with the help of Aunt Lottie," Kobus says. 

Kobus' brother, Jimmy, who is currently the Dean of Students 
for five schools in Council Bluff, Iowa, is just shy of two years 
younger than Kobus, and would accompany the crew on these 
outdoor adventures. 

Jimmy joined the Marine Corp. in 1967, and Kobus joined 
shortly thereafter in 1969 after receiving his bachelor's degree in 
agricultural engineering from the University of Wisconsin, "be-
cause the country was calling and that was the thing we felt we had 
to do," Kobus says, reminiscing about how his Uncle Stosh didn't 
say much about World War II specifics but would often talk about 
the whole experience in glowing generalities, sharing stories of 
being the lead scout for Gen. George Patton's tanks, earning two 
silver stars and one bronze star during combat, and how it was 
important for a person to have strong Americanism. 

However, the Vietnam War wasn't easy on Jimmy or Lou. 
"Jimmy lost some high school buddies and I lost two college 
friends - one during the first week I was there," Kobus says. 
"Jimmy also got shot up a bit and had Malaria, and I'm about 30 
percent disabled from my military operations." 

But the ever-optimistic Kobus moves on. After serving as an 
enlisted marine for seven years, Kobus was commissioned as a 
Second Lieutenant in 1975. During his Marine Corps, career, 
Kobus became the facilities maintenance officer of several 
major commands and the facilities engineer at Marine Corp. 
Headquarters. For a decade of this time, Kobus was stationed 
in Japan, where he learned to speak fluent Japanese. For the 
U.S. Marine Corp., Kobus also played four years of interna-
tional rugby, which took him to South Africa, Australia, New 
Zealand, China, Germany, France and England for games. 
Kobus calls himself a "halfway decent player," and he continues 
to play the sport now in Virginia for what he calls "the old man's 
league." 

'OF ALL THE GIN JOINTS IN THE WORLD.. . ' Some could 
say that Lou Kobus' future in the green industry was predicted long 
before he really knew what he wanted to do with his life. For 
instance, next to his high school yearbook photo, one can see that 
when Kobus grew up he wanted to be a "good agriculturist." And 
despite the fact that the nickname for his Union High School 
sports team was "The Farmers," Lou didn't get into the green 
industry until the early 1990s. 

On Nov. 1,1992, when he was 42 years old, Kobus retired from 
the Marines. "I did my 23 years and quit," he says. "I could have 
continued to work for the government, but I grew bored to tears 
of the endless stream of paperwork. I felt that I had more to give 
and offer. I was tired of traveling. You get to a point where you 
want to put down roots." 

That year, on Thanksgiving Day, opportunity knocked. Kobus 
was having dinner with his family when his Uncle John and Aunt 
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Joyce Brown from Virginia announced that they were retiring 
from their $70,000-landscape business, which they called Brown's 
Landscaping. The business was originally established on the East-
ern Shore of Virginia in 1647 by Johannes Wise. As the family 
business grew, the operation was moved to Prince William County 
in 1856. 

Kobus immediately offered to buy the business. He moved it to 
Fairfax County, renamed it Village Turf and incorporated the 
company in May of 1993. "I realized that I wanted to get back out 
there and grow things and this just seemed like the best way to do 
it," Kobus says. 

As in each chapter of his life, Kobus didn't take the job of 
running a landscape business lightly. He jumped in with both feet 
without fear, first taking courses at Virginia Tech, earning his 
master's degree in agronomy in 1993, where he credits his success 
to two professors — Rajandra Waghray and John Shoulders, an 
entomologist and agronomist, respectively, "who took care of me," 
Kobus explains. Then he joined every major local and national 
landscape association, becoming a truly active member. 

For instance, in 1998, as legislative affairs chairperson for the 
Virginia Turfgrass Council, Kobus played a key role in gaining 
monetary support from the state to do a Virginia Turfgrass 
Industry Economic Impact Survey, shares Erik Ervin, turf special-
ist and assistant professor, Virginia Tech, Blacksburg, Va., adding 
that Kobus even helped to gain continued funding for a follow-up 
survey in 2005. 

"Lou has made sure that the landscape and 
turf industry has a voice with the governor and 
state legislature when policy that directly affects 
the landscape industry is being considered," Ervin 
says. "He's really kept us on the forefront of 
being proactive rather than reactive when drought 
or nutrient management regulations have come 
through. He's also funded a couple of research 
projects with me, looking at taking landfill soils 
and turning them into beneficial topsoils. Over-
all, Lou has had a huge impact on our industry 
and our state." 

Today, Village Turf is a $5-million business, 
offering installation, maintenance, lawn care, tree 
and shrub care and other services, such as drought 
management and revegetation, to 50 percent gov-
ernment, 30 percent commercial and 20 percent 
residential clients. 

In addition to Village Turf, Kobus also started 
Southern States, a retail store with a full-service 
nursery that caters to farm and home and garden 
customers, as well as Clay Outdoor Power Equip-
ment, a sales and service dealer offering a com-
plete line of outdoor equipment, including re-
pair and replacement services. As Ervin explains, 
"Lou is quite the entrepreneur - he's always look-
ing at new products and new ways to make old 
products useful again." 

'PLAY IT AGAIN.' Though Kobus' tall, initially intimidating 
frame can give passersby a Humphrey Bogart-esque, "I stick my 
neck out for nobody," impression, once Kobus smiles and shakes 
your hand, you realize he's there to help. 

Conventional wisdom says that military units are most likely to 
succeed in the field when they follow strict command-and-control 
procedures - when they operate within a rigid, top-down hierar-
chical organization where officers issue orders and the grunts on 
the ground swiftly and unquestioningly obey and execute those 
orders. 

But according to Kobus, that's an outdated leadership model. 
The leaders who will wage successful campaigns of any kind will be 
those who marshal "creative solutions in ambiguous circum-
stances," he says. "Everybody's got to know how to be a leader." 

In Kobus' opinion, the best way to be a leader is to be a good 
example and embrace the "work hard, play hard" philosophy. 

For instance, if an owner is tardy to work everyday and his 
clothes are wrinkled and covered with dirt and coffee stains and his 
paperwork is illegible, sooner or later he ll find that his employees' 
work quality also will decrease. "How can you inspect and lead the 
troops if you always come in late looking like a soup sandwich -
unshaven and unprofessionally dressed?" Kobus asks. "How can 
you instill professionalism this way or establish a business identity? 
You can't make your employees work 12- to 14-hour days if you 
leave early everyday to play golf. That doesn't motivate or inspire 
people. You have to set the standard." 



Lou Kobus 
1. What is your favorite book on leadership and w h y is it your favorite? 

My favorite book is tee's Lieutenants by Douglas Southall Freeman. It is an in-depth study of the officers of the Army of 

Northern Virginia. As a general, Robert Edward Lee was a very broad-brushed, big picture guy and Jackson Stonewall was 

his Chief of Staff, so it was actually Stonewall putting the orders together to the brigade commanders and then down to the 

lieutenants who implemented the plan. To me, it's idealistic and romantic that Lee had this grand plan and the details went 

down to each level and the plan was carried out. It's the same for a CEO in a large company. The leader has an objective 

and it doesn't mean anything to anyone until someone goes back and says, 'This is what the boss wants and this is how 

we're going to do it.' That's a specific leadership style that works. 

2. Who has been the greatest influence on your leadership style and what did he or she teach you? 

My leadership style comes from my Grandfather Kobus and was honed by my military influences. Grandfather Kobus was a 

naturalist who grew award-winning roses. My brother and I spent a lot of time with him and he taught us how to treat 

people and how to work hard and play hard. The military taught me the importance of leadership by example. 

3. How do you develop leadership ski l ls in your employees? 

I believe in leadership by example. I can't expect my employees to be on time if I'm not there 30 to 45 minutes early watch-

ing them punch in. Of course, employees are going to make mistakes. We go over these mistakes together in an action re-

port and talk about what they could have done better. This is the best way for them to learn. 

4. What has been your biggest challenge of being a leader and how did you overcome that challenge? 

My biggest challenge has been recognizing the difference between leadership and management. Leadership is thinking cre-

atively to permanently solve a problem, while management is quickly taking care of the problem at hand without fixing the 

big picture issues. For instance, if you need to get more employees, the manager would go see if they could get some tem-

porary employees from a temp agency while a leader might have his supervisors check the local high schools or get a list of 

people getting out of the military or check with the unemployment commission and go from there. 

Leaders are also creative - they talk to the school board, they teach classes, they do some plant remediation. They plan 

for the future every day. 

5. In your opinion, what are the top five foundations of leadership? 

1. Practice leadership by example. 

2. Never lose your cool. 

3. Do your homework. Learn as much as you can about your industry. 

4. Know your numbers. Learn how to use a computer and have all the areas of your business available from a PC anytime, 

anywhere so you always know the status of your business. 

5. Remember why you're doing the job. 
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Kobus' theory is that employees will be motivated if they feel 
their leader is a part of the team. Kobus shares a story from his 
military days to make his point. "When I was an officer for the 
Marine Corp., I was always the last to eat because I stood on the 
serving line making sure my team got the right servings," he says. 
"Respect is a two-way street. If your employees see that you will go 
out there and dig holes alongside them, then they will dig in their 
heels and work hard too." 

Kobus doesn't deny that "leadership is a lonely position," but 
he maintains that this is the price of achieving true business 
success. "You have to worry about your mission and the welfare of 
your men and equipment," he explains. "As a leader, you make 
decisions that aren't popular and that don't make people happy, 
but once the mission and its objectives are defined, that is your 
No. 1 goal." 

And when seeking out future leaders among his 60 employees, 
Kobus looks to a lesson his Grandfather Kobus taught him. "My 
Grandfather Kobus used to say, 'You'll dig up a lot of coal before 
you'll find a diamond, " Kobus explains. "People are either on your 
team or off your team. The bad guys surface real quick. I'm 
impressed when I notice people looking ahead - further down the 
road than their 5 p.m. beer, like when they get the trucks ready for 
an oil change when its due without being told first. That impresses 
me. Seeking out the true leaders in your organization can take 
some time, but many times they surface just as quickly as the bad 
ones." 

'HERE'S LOOKING AT YOU.' Other than a brief 13-month 
stint at marriage, Kobus remains a bachelor, referring to his two 
loyal companions - Turf the Wonder Dog, a 5-year-old, shaggy, 
blonde Briard, and his buddy J.D., a 3-year-old black Labrador 
Retriever, whose initials stand for "not Jack Daniels, not John 
Deere, but Just Dog," Kobus explains - as his immediate family. 
These dogs, particularly Turf, can be seen trotting at Kobus' heels 
when he's on jobs "checking to make sure that when we're 
installing turf the brown side is down and the green side is up," 
Kobus jokes, calling Turf his company's security guard. 

Today, Kobus says he still works in the field with his employees 
at least two or three days a week. "I work a lot of hours and Turf 
doesn't mind if I'm a little late coming home," he says, laughing. 

In the spare time that Kobus does create for himself, he seems 
to be checking specific tasks off of a long list of most-wanted 
experiences. He has a passionate interest in history and architec-
ture. He's also a big fan of attending professional sports games as 
well as visiting sports fields, such as Camden Yards and Jacobs 
Field, to experience their architecture and design. 

And don't expect to conduct mindless small talk with Kobus. 
Not only does he challenge you with historical questions about 
your youth and hometown, but he also openly shares intriguing 
stories about his own history that slowly unveil what seems like an 
endless treasure chest into his personality. In one breathe, he'll tell 
you how it was an honor to be in charge of the marines along 
Pennsylvania Avenue during President Ronald Reagan's second 
inauguration and then reveal that he spent last Saturday, with the 

permission of the local school board and the Fairfax County 
Health Department, alongside the 60 doctors he recruited to 
admit physicals to 160 children whose families couldn't afford to 
send them to medical professionals for their school checkups. "He 
is a great mentor to students and to young people coming into the 
industry," Ervin shares. 

Kobus has an office but doesn't truly operate out of one. He is 
always reachable from a mobile phone at a job site, where he'll tell 
you he's overlooking turf fields, as Turf and J.D. inspect his work. 
"My happiest times are when I'm on the job or on a tractor and 
taking an ugly site and turning it into an aesthetic beauty," he says. 

Kobus would rather form a partnership with Mother Nature vs. 
constantly challenging her to achieve his goals. His current project 
is seeking out land to build a turf center at Virginia Tech. "I'd like 
to create a place where landscape contractors can get the most up-
to-date research available," he says. "I am an environmentalist. I 
believe if we work with Mother Nature instead of against her, a lot 
of our environmental problems will go away. The turf center is a 
lofty goal, but wouldn't it be great to be able to give contractors all 
the information they need to keep the grass growing?" 

A reviewer of Casablanca was once quoted saying, "It's not 
much of a stretch to say that Hollywood doesn't make movies like 
this any more, because the bittersweet ending has gone the way of 
black-and-white cinematography. One of the things that makes 
Casablanca unique is that it stays true to itself without giving in to 
commonly held perceptions of crowd-pleasing tactics. And be-
cause of this, not despite it, Casablanca has become known as one 
of the greatest movies ever made." 

Similarly, old-fashioned leaders like Kobus, who form partner-
ships and sign contracts with handshakes and call even the young-
est, newest person in his employment "boss" to make them feel 
special, are around for the long haul to aid the industry through 
good and bad times, proudly sharing his motto: "The mark of a 
man can be measured by what concerns him." 

And what concerns Kobus? When asked the question, "What 
are your future goals?" Kobus replies, "You mean before I close my 
eyes to God? I'm living life now. How many people do you know 
who have swam out of a submarine 25 feet below the ocean, flew 
planes on and off aircraft carriers, fired gun shots in anger, learned 
to speak fluent Japanese and have been around the world two and 
one-half times? I'm very proud of my time in the military -it 's part 
of the fabric of my life. I'm very blessed and very humble to God." 

And yet his initial goals are further away from personal gain 
than one would expect. "I would like to see the industry have a 
strong national organization," he says. "I would like to see the lawn 
care industry become a professional industry. There is room for 
everyone - there is nothing wrong with the guy who has one truck 
and is trying to make it. My goal is to try to help those people. A 
lot of people say I'm an opportunist, and they're right. I take a look 
at the opportunities before me and I move on them." 

While some people would say Kobus has taken some risky 
chances in life, most would agree that, despite these ventures, his 
mark on the industry is immeasurable - "the beginning of a 
beautiful friendship." 
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Revolver Tackles RYEGRASS 
The Charlotte Christian Academy needed to mount a strong 
offense against the ryegrass, bluegrass and Poa annua that had been 
gaining yards on their football field. Luckily, Revolver™ herbicide 
is now registered for use on sports fields, and it "worked like a 
champ," according to Jason Crenshaw of Fairway Green in Char-
lotte, NC. 

The field was in bad shape - beat up and lacking the proper 
chemical treatments needed for regular upkeep. There were weeds 
and clumps of unwanted grasses covering what long ago used to be 
a manicured field of Bermudagrass. As is typical with any cus-
tomer, David Houseton, athletic facilities coordinator at the 
Academy, was looking for fast results. 

Crenshaw had recently begun using Revolver on his other 
accounts and knew the herbicide effectively removed cool-season 
grasses without damaging the Bermudagrass turf. "I had used 
Revolver mostly on residential properties up until this point in 

areas where ryegrass, Poa annua and fescue clumps were present, and 
I was more than pleased with the results," says Crenshaw. 

Revolver was applied to the entire 6 acres in the early summer at 
the 0.4 ounce rate - a rate recommended by Bayer. Within just two 
weeks following application, the 6 acres turned into a whole new 
playing field. The ryegrass, bluegrass and Poa annua that had been 
plaguing the field were all but gone. 

"I was really impressed at the speed and efficacy at which 
Revolver worked. I was shocked at the complete difference in the 
field within such a short amount of time," remarked Houseton. "It 
worked so well that Fairway Green went on to apply it to all of our 
other sports fields - and I have to say so far, so good." 

Fairway Green has yet to be back for any type of reapplication -
saving both time and money for both parties involved. Crenshaw 
adds: "Saving labor and increasing customer satisfaction - you can't 
beat that!" 

Now Available for Accolades Program 
Bayer recently launched Paperless Points™ for its Accolades® Program, and earning rewards has never been 
so easy. 

"Customers no longer have to submit invoices to receive Accolades points," remarked Jeff Weld, programs man-
ager. "All you have to do is choose the rewards you want." 

The new method for collecting points eliminates the paperwork and hassles. When you buy Bayer products 
through a participating distributor, Accolades points are deposited into your account automatically. Points are de-
posited into your Accolades account within four to six weeks after your purchase. 

The only situation where you'll need to submit an invoice are: 
1. When you pay cash for your purchases. 
2. When you buy through a non-participating distributor. 

In all other scenarios, Accolades paperwork is a thing of the past. 
If you're new to Accolades, the program allows users to earn points toward rewards by purchasing products. Re-

wards include turf equipment, electronic items, fishing and hunting gear, sports equipment, trips and donations to 
turfgrass associations. And Accolades points have a long life - four years - so you can save them up for the re-
wards you want. 

Last year, Bayer established different membership levels that customers can attain within the program. Each 
ascending level increases the earning power of each point. 

• Standard Accolades Membership (less than 10,000 points earned per year) 
• Accolades Preferred Membership (between 10,000 and 24,999 points earned per year) 

- Earn 10 percent bonus points on all Bayer product purchases 
• Accolades Elite Membership (25,000 points or more per year) 

- Earn 25 percent bonus points on all Bayer product purchases 
For more information on the Accolades Program, call 1-888-456-6464 or visit us online at 

www.AccoladesRewards.com. 

http://www.AccoladesRewards.com
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Superior customer service and marketing 

know-how is the name of the leadership 

game for Jack Robertson. 

While passing through Springfield, 111., a customer might get 
the urge to stop by the inviting office of Jack Robertson Lawn 
Care, which is complete with hunting trophies on the walls 
and a fireplace. Depending on who has control of the radio, 
the customer might hear some oldies-but-goodies wafting 
through the air or sports talk radio. However, whether cus-
tomers are dropping by for a free rain gauge or looking for the 
man behind the business - casually clad in a polo shirt and 
shorts - they best arrive before the clock strikes 5 p.m. 

"I come in and troubleshoot whatever I need to trouble-
shoot from about 9 a.m. until 5 in the afternoon," says Jack 
Robertson, owner of his self-titled lawn care company. "A 
typical day for everyone here - we're out of the office by 5 
p.m., even in spring when it's busiest. I want to make sure 
everyone's got a life and we're not doing this until 8 p.m." 

To Robertson, there is no better place than Springfield, 
111., to live life. He grew up there and earned his agronomy 
degree at Western Illinois University, Macomb, 111. His older 
brother and sister, Joe and Judy, also both still live in the area 

Name: JACK ROBERTSON 
Company: Jack Robertson Lawn Care 
Location: Springfield, III. 
Career Highlights: 
• Bought Lawn Medic franchise in 1977 from brother-in-law 
• Dropped the franchise 10 years later in 1988 and began 
working as Jack Robertson Lawn Care 
• Has been a member of the Professional Lawn Care Associa-
tion of America for more than 20 years and has served on its 
board of directors 
• Earned an agronomy degree from Western Illinois University 

and they see each other often. Robertson describes his hometown 
"as Midwest as Midwest gets," and says he feels fortunate to work 
in an environment that he has grown up in. All these years later, 
with the majority of his business being conducted within 5 miles 
of the office, Robertson continues to provide the community 
with top-notch lawn care and extraordinary customer service. 

FATHER FIGURE. Robertson is both a father at home and at the 
workplace - although he might not be aware of his "double duty." 

"His nickname around here is 'Dad,'" admits Debbie Reid, 
office manager at Jack Robertson Lawn Care. "He doesn't know 
that. I'm sure he'd get a kick out of it though." 

Robertson's lawn care staff is small, with around 10 employees. 
Senior Service Managers Brian Cox and Mike Harris have been with 
the company for more than 20 years, and Reid is approaching 10 
years. Robertson says finding good labor is never easy and having a 
staff he is able to work with is a blessing. But he really gives his 
employees no reason to leave, because taking care of his employees 
is just as important to him as taking care of his customers. 

"It's really a fun office to work in," Reid says. "After nine years, 
you really get to know somebody, so we're all pretty relaxed together. 
We're a family. I've had some bad jobs in the past, but you just can't 
beat a good working relationship and a good personal relationship 
combination - you just don't find that anymore." 

Something else that might be hard to come by these days is a 
manager who will tell an employee to take off early to make it to their 
daughter's dance recital or their son's baseball game. But family is the 
No. 1 priority in Robertson's book, and he exercises that philosophy 
at the workplace. "He is extremely family oriented," Reid declares. 
"He very much believes that if your kids have a ball game, then that's 
where you need to be. He would never tell anybody they can't have 
time off to be with their family." 

Robertson sometimes even makes the decision to take time off for 
his employees. Reid says, on occasion, Robertson will come into the 
office and "be in a mood" where he'll say, "We're going to lock the 
doors today and go have some fun." Robertson, who owns a couple 



of family farms in the area, will take his 
employees out to do anything from fishing to 
snowmobile racing. Reid recalls the time she 
caught the biggest fish while out with all of 
the guys and, even though she is a self-
proclaimed "farm girl," Robertson has shown 
her a new skill. "He taught me how to shoot 
a gun," Reid admits. "It scared the tar out of 
me, but it was fun." 

Fun is what Robertson is all about. He 
and his wife, Debbie, of 25 years and their 
two children, Andy and Samantha, utilize 
the farms to hunt and fish together. Robertson 
says they are an "outdoor family" and that it's 
a love for the outdoors that has him traveling 
around the country to turkey hunt in the 
spring or pheasant hunt in the fall. His son 
and daughter were exposed to the outdoors 
from an early age, but only Andy continues 
to be "an avid outdoorsman." 

"Today Samantha probably prefers the 
mall to the woods, but the outdoor environ-
ment was brought to her early on," Robertson 
says with a chuckle. "At some point we might 
get her back from the mall again." 

COMMON SENSE SUCCESS. When 
asked if he knew much about business when 
he first started in 1977, Robertson immedi-
ately fires back, "Heck no!" As he started to 
realize college might end someday, he re-
members that he began to pay closer atten-
tion to what his father was doing and he "has 
been learning since Day 1." Robertson bought 
the Lawn Medic franchise from his brother-
in-law before graduating from Western Illi-
nois in 1978. At that time, lawn care was a 
"fledgling industry" and he credits both 
Western Illinois and the University of Mis-
souri as influences for him embracing the 
opportunity to get into the industry. 

"I studied fisheries and wildlife at Mis-
souri, but the opportunities in that field 
didn't exist the way I wanted them to," 
Robertson recalls. "So I went back and pur-
sued agronomy and agriculture at Illinois. In 
the late 1970s that was a big boom, and that's 
how I ended up getting into lawn care. I 
wasn't sure what I was going to do with 
agriculture but it really fit with lawn care." 

When Robertson first started out, he 
learned an invaluable lesson from his father-
his most influential mentor. Robertson was 
living at home and the phone for the business 

rang into the house because, as he says, 
"that's how you started out, right?" He came 
home one day after selling a few accounts and 
was flying high. "I told my dad, 'Things are 
pretty good today,' and he said, They are?' 
and I said, 'Yes, sir.' He said, 'If things are 
going so well, you need to go back out there.' 
It took me a second to realize what he was 
telling me, but what are you doing home if 
things are going so well? So if things are going 
well, stay at it. That was really important to 
me - it made a lot of sense." 

Robertson stuck with it, although he 
admits he made a lot of mistakes the first 
several years. But those mistakes allowed him 
to see what he wanted to do differently in the 
future. In 1988, he dropped the franchise 
and went with Jack Robertson Lawn Care. It 
was a growing company, as he had purchased 
two or three smaller companies by then, and 
today he considers his company a home-
grown medium-sized business. 

For 28 years, Robertson says he and his 
employees have done the best job they 
could, and with 28 years of consistent 
growth, they apparently have done a lot 
right. "Knock on wood, we've never had a 
down year," Robertson says. Perhaps one 
of the most important things to keep in 
mind when running a successful business 
is to use common sense, and Robertson 
learned that early on. "Common sense 
applies to most everything that we do," 
Robertson explains. "In our industry, this 
isn't microsurgery. What we do, the ho-
meowner can generally do on their own. 
Do the kind of job that you would want 
done for you. Respect the customer and do 
the job in a timely fashion." 

This seemingly simple strategy might 
come from the fact that Robertson expects 
good customer service himself. Jennifer 
Remsberg, lawn care and landscape market 
specialist at Bayer Environmental Science, 
Montvale, N.J., says one of Robertson's pet 
peeves is how technology has, in some ways, 
removed the intimacy of customer service. 

"It's about his relationship with the 
customers - technology just gets in the way 
of that for him," Remsberg explains. "Why 
would he send a customer to a Web site or 
voicemail when he can talk to that cus-
tomer himself? Jack is not an old fogey, a 
stick in the mud or a 'technology-is-bad-

I'm-not-going-to-progress' kind of guy. 
He's just so incredibly protective of the 
value of the relationship that he has with 
his customers. If there's a perception in 
Jack's mind that technology could come 
between him and his customers, you'll 
have to fight hard to convince him that 
ultimately it will be a good thing." 

Fighting Robertson is just what Reid 
has done over the years. As for introducing 
technology into the company, Reid says, 
"He doesn't, I do. He fights me tooth and 
nail on that issue. Very slowly, we're get-
ting there - he's come a long way." 

In the past few years, Robertson has 
added such technology as voicemail, e-mail 
and a Web site, but "customer contact is still 
what we're always trying to create." He and 
his crew encourage customers to stop by 
the office, which customers often do to pick 
up the free rain gauges Robertson distrib-
utes as a token of appreciation. 

"We get to say, 'Thank you' in person," 
Robertson says. "Many times they're not 
home while we're doing the work. If a 
customer stops in the office, A) they know 
we're here when they have questions and 
B) we're able to say, 'Thank you' and that 
we appreciate their business." 

Realizing the importance of customers 
is perhaps why Robertson "jumps when a 
customer says, 'Jump,'" Reid explains. She 
says Robertson likes to show off the office 
when customers come in. He will take 
them around and talk about things, trying 
to find out a little bit about them. While 
customers more than likely remain with 
Robertson for more reasons than a free rain 
gauge, the extra effort on Robertson's part 
gets them into the office. 

"We're giving them no reason to change 
to someone else. In this very competitive 
business, I see we have an advantage to doing 
this," Robertson says. "It would be like going 
to the doctor's office, never seeing the 
doctor and only talking to the nurse. It'd 
be real easy to change doctors then. But 
when you see the doctor, you'll stay." 

SERVICE WITH A SMILE. Although 
Robertson has a "tough exterior," Reid 
says they joke around a lot and he's a real 
sweetheart. Robertson's easygoing, caring 
demeanor helps him serve his customers to 



Jack Robertson 

1. What is your favorite book on leadership and w h y is it your favorite? 
Good to Great: Why Some Companies Make the Leap... And Others Don't, by Jim Collins. It says a lot about leadership. It rein-
forces many of the things that I thought I was doing. There are a lot of new, innovative ideas, like making sure the people under-
neath you feel like they're leaders also - which in our case, they are. To me, this business is successful because we've all worked 
together as a team. We all have our own certain thing that we do and that's how we get things done. 

2. W h o has been the greatest influence on your leadership style and what did he or she teach you? 
My biggest mentor was my father, just in growing up and watching him. He was self-employed, so as a child I observed him on a 
daily basis. I knew what I saw him doing was probably going to be what I would do when I got older. He passed away several 
years ago, but learning some of the subtle lessons he taught me - those are things that have lasted a lifetime for me. One lesson 
my dad showed me early on is when it comes to managing money, make sure you've always got money to manage. It's easier 
said than done. I've always saved and understood why I was saving. That's carried over into the business. 

3. How do you develop leadership ski l ls in your employees? 
One way is you give them opportunity. A leader will give employees opportunities to make decisions themselves. I think it's impor-
tant that they have the feeling that they can make a decision. And I'm going to stand by that decision because I've entrusted them 
to do that. We can always talk about things and make adjustments if need be, but it's an important thing to do. You need to, as a 
leader, go ahead and do things the best way you know how, and you have to encourage others to do that, too. 

4. What has been your biggest challenge of being a leader and how did you overcome that challenge? 
I think being a leader is nothing more than being a director. Certainly, a leader leads by example, but I think a leader is a direc-
tor within the organization, sharing with his people how he wants things to go. A leader tries to grow and improve daily. 

5. In your opinion, what are the top five foundations of being a leader and w h y are they important? 
1. Have goals and objectives. Here we work to make the lawn look its very best with the products we have and to make custom-
ers happy at the same time. 
2. Give people opportunity and authority. I think I'm a leader because every team needs a leader. But I also think I'm a partner 
and a teammate as much as anything. I'm working with them. They're not doing the same thing I am and I'm not doing the same 
thing they are, but we make the team work. We try to make all the pieces fit together as best as we can, and I think you need a 
leader to make that happen. 
3. Take chances. I think, as a leader, you do need to step outside the box and take chances every once in a while. Sometimes 
you might fall on your face but at least you tried. There are things we've tried to sell here that I thought would be good and 
they've just flopped. But the bottom line is that you took the chance and went outside the box a little bit. 
4. Know when to lead and when to follow. When I was on the PLCAA board of directors, I think I was a good listener because I 
was interested in what other leaders had to say. At that point, I'm a follower. They certainly led other operations differently than 
mine, so I was just listening and following. 
5. Start with good people. That's not always the easiest thing to do, but we've tried our best. We don't work to the point of burnout, and 
because of that, people tend to stay with the job for a longer period of time. Good people will find ways to get work done. 
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Only TopChoiceM controls fire ants for a full year with just one application. As unbelievable 
as that sounds, it's true. And university studies prove it. No return treatments. No treating 
mounds again and again. Just one broadcast application of the ultra-low-dose granule can 
achieve 95% (or better) control in 4 to 6 weeks. And TopChoice has the residual power to 
control and prevent fire ants, including new queen cells, for an entire year. It also controls mole 
crickets, fleas, ticks and nuisance ants. Help homeowners venture back to their lawns. 

To learn more, call us at 1-800-331-2867 or go online to BayerProCentral.com. 
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Fire ant control. Once. And for all. 
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"Sure, I was 
skeptical, too. 

"Here in southeast Texas, you 

couldn't get rid of fire ants. 

We'd just move them around 

all summer long. Then I tried 

TopChoice— and no more fire 

ants. Now I'm a believer and 

so are my customers." 

Frank Gennuso 
Lone Star Chem Pro 
Livingston, Texas 
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University studies show that after one 
broadcast application, the residual control of 
TopChoice kicked in after four to six weeks 
and lasted for an entire year. 

Find the university nearest you and 
you'll have proof that TopChoice 
is just as effective where you 
live—controlling and preventing 
fire ants for a full year. 

To learn more, call us at 
1-800-331-2867 or go online 
to BayerProCentral.com 
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the best of his ability, and even after all 
these years, he still is perfectly satisfied 
with what he does. 

"I really don't get bored because of the 
people," Robertson admits. "On a daily 
basis, I enjoy dealing with the customers, 
lawns and people in general. I think I'd be 
bored if I didn't do it. I know I'd be bored 
if I didn't do it." 

Obviously he has been doing it right 
from the beginning, because a handful of 
original customers are still utilizing his 
lawn care services almost three decades 
later. Robertson's company has a retention 
rate well over 90 percent, which he proudly 
declares as one of the best in the industry. 
Retaining customers is no easy task, but, as 
Robertson points out, "without them, 
nothing else happens." 

The fact that customers are necessary 
for there to be a business is a valuable lesson 
that Robertson has taught Remsberg. She 
is impressed by how Robertson, an "astute 
businessman," gives his customers his ut-
most attention and does not take them for 
granted. "Even before the marketing 
buzzword of 'customer retention' came 
about, Jack was retaining his customers," 
Remsberg recalls. "And his customers are 
incredibly devoted to him." 

Remsberg said she is willing to bet the 
percentage of customers who have been with 
Robertson since the beginning is the highest 
in the industry. His "open door policy" at the 
office in Springfield, 111., allows a somewhat 
more intimate relationship with his custom-
ers, and Remsberg says there's probably not 
one of them who he doesn't know. 

"He recognizes they are more than just 
customers - they are people, with their 
own likes, dislikes and things going on in 
their own lives," Remsberg says. "He has 
taken all of that and has created this in-
credibly successful lawn care business." 

Part of that success comes from how 
Robertson interacts with his employees. He 
says he is more understanding thanks to all 
the situations he has encountered in his 28 
years ofbusiness, and if he has a job to do, he's 
going to do it - period. He tries to get that 
philosophy to carry over to his employees, 
and Robertson says it does not matter if he 
has worked with someone for 24 days or 24 
years - customer service is always the top 
priority. "You don't put the customer off 

until next Friday if you're going to be in the 
area," Robertson explains. "I think everyone 
on the team understands that you take care of 
the problem - you don't let the problem go 
on. To me that's just basic business. It doesn't 
mean you'll please everybody, but it sure 
means you're going to try." 

SMARTER IS BETTER. After 28 suc-
cessful years, Robertson knows a thing or 
two about the industry. While he says he 
thinks the industry is more intelligent than 
it used to be and will continue to gain in 
the future, he admits that it really hasn't 
changed much. 

"We're still applying fertilizer the same as 
we did 28 years ago," Robertson says. "We're 
just smarter about what we do. Just fertil-
izer isn't the fix today as it was years ago. 
But the way we do business - I don't know 
that we'll really be doing it any different. 
It's still a matter of getting down to the 
basics and taking care of the customers." 

Robertson says an improvement in the 
industry over the years has been customer 
education. Oneway Robertson tries to keep 
his customers educated is through his in-
house monthly publication, Turf Times. 
He and his staff evaluate the newsletter 
weekly to see what information needs to be 
added and updated. Robertson says the 
point of the publication is to tell customers 
about potential problems before they occur, 
which keeps the customers in the know. 

The continued education of himself 
and his staff also is important. "If I have a 
question about what database system to go 
with or whatnot, I'll pick up the phone and 
call people I know," Robertson says. "A 
leader is able to do that, they have that 
network available to them. I'm not shy. I 
can pick up the phone and get the informa-
tion I need, and that helps me manage and 
lead my team." 

Robertson says he runs his business a 
bit different than many others, but it has 
been successful for him. He does not ex-
pect a 70-hour work week from his em-
ployees because he feels that is too big of a 
demand. As long as they get things done 
and get it done in the "proper fashion," 
Robertson says that is all he can ask. "We 
don't work to the point of burnout," he 
explains. "Just give good people opportu-
nity and they'll make things happen." 



business into a multi-million 

dollar operation. 

NAME: DAVID SNODGRASS 

LOCATION: Portland, Ore 
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Chairman of the Associated Landscape Contractors of 
America's (ALCA) Safety/Insurance Committee 
• Member of ALCA's Board of Directors 
• In 1977 bought landscape division of Dennis' Seven Dees 
Landscaping along with brothers Dean and Drew from older 
brother Dennis 
• In 1994, president of the Oregon Landscape Contractors Association 
• In 2001, moved into 19,000-squa re-foot office and warehouse space 
• Reached $ 10-million revenue mark in 2002 
• In 2004, David, Drew and Dean bought Dennis' Seven Dees 
Nurseries, which comprises three garden centers, from Dennis 
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Never one to take the easy way out, David Snodgrass strategically 
positioned himself behind the starting line of the 2002 Portland Mara-
thon with the eight-mile-minute runners. Snodgrass, who was making 
his first marathon appearance, had never run any faster than a nine-
minute per-mile pace during the previous six months of training. 

Snodgrass, 50, philosophized that the faster runners would motivate 
him to move quicker. The plan must have worked because Snodgrass 

shaved 20 minutes off his four-hour target and finished in three hours and 41 minutes. That 
same drive and intensity has helped Snodgrass grow his Portland, Ore.-based Dennis' Seven 
Dees Landscaping and Nurseries into a $20-million enterprise. 

"I learned two things: anybody can run a marathon, and I can do anything I set my mind 
to do, and I really do believe that," Snodgrass says. "The only obstacles in life or in business 
are the ones you place in front of yourself. If somebody else places it in front of you and 

you're determined and enthusiastic, the obstacle goes away because you focus on what you want to do." 

And keeping focused isn't always easy when you're working with your two younger brothers. Dennis' Seven Dees Landscaping and 

By Jonathan Katz 

2 0 0 4 
issue 

The industry s leading safety 

advisor has transformed a family 
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Nurseries is a family business that is an 
offshoot of a one-man maintenance opera-
tion that Snodgrass' grandfather started in 
1927. Snodgrass' father, Robert, eventually 
took over the business in 1956 and expanded 
it into several different retail garden centers 
throughout the Portland area. By the late 
1950s, Robert and his wife, Meryle, had 
seven children - six boys and one girl -whose 
names all begin with the letter "D," hence the 
name Seven Dees. 

In 1975, the two oldest brothers, Dennis 
and Drake, took over the business and formed 
two separate companies, Dennis' Seven Dees 
Landscaping and Drake's Seven Dees Land-
scaping. Two years later, after graduating 
from Oregon State University with a degree 
in business administration, Snodgrass and 
his two younger brothers, Drew and Dean, 
bought the landscape division from Dennis. 
At the time, the company had nine employ-
ees and $70,000 in revenue, according to 
Snodgrass, who is the company's president. 

The company now has 170 employees, 
and Snodgrass projects 2004 revenue at $20 
million. In May, the three brothers pur-
chased the garden center from Dennis and 
now control the company's landscape opera-
tions and nursery. 

Dennis' Seven Dees has grown exponen-
tially since its inception in 1977, and Snodgrass 
says he sees that trend continuing with the 
addition of the garden center, which is ex-
pected to add $4 million in revenue this year. 
The company's services include residential 
design/build, commercial construction, land-
scape maintenance, irrigation and lighting, 
and Snodgrass says he may soon add interior 
landscaping to the company's service resume. 

Just three years ago, Snodgrass says the 
company made its most important move in 
its 48-year history. For years, the company 
operated out of a 1,000-square-foot "shack" 
that was used as a shop and modular office 
trailers in an industrial zone. The facility was 
so primitive there wasn't even a bathroom. 
Employees had to use an outhouse, Snodgrass 
recalls. After 10 years of discussions, the 
company finally moved into a 19,000-square-
foot office and warehouse complex. 

"Now it has that consistent message - we 
are who we are outside the gate and'ms\de the 
gate," Snodgrass says. "We have a sense of 
permanence - we're not here temporarily." 

GRANDMA'S GARDEN. From the time 
he was a child, Snodgrass knew he had a 
green thumb. Snodgrass credits his grand-
mother, Florence Esch, for teaching him 
the basic fundamentals that led him to a 
successful landscape career. Grandma 
showed Snodgrass how to properly hoe 
weeds and how to have fun doing it, he 
says. 

"As a kid, you're just churning up weeds, 
and there's no pattern to it," Snodgrass ex-
plains. "She stopped me and said, 'No, here's 
how you do it. You hoe your way forward, 
and you take every weed as you go.' What 
that taught me is there's a right way to do 
everything, so throughout my career I've 
stopped and done a little bit of planning 
before I jump in and do it." 

Another valuable lesson Snodgrass learned 
from his grandmother was to whistle while 
he worked, he shares. "She was always happy 
working and whistling or singing, and she 
taught me that work can be fun and should 
be fun, so we were always whistling while we 
worked," Snodgrass recalls. 

Grandma also taught Snodgrass about 
fairness, he says. When Snodgrass' parents 
were busy trying to run the business, Esch 
helped raise the seven children and never 
showed favoritism toward any of the siblings. 
"If she gave one of us 6 cents, she gave all of 
us 6 cents," Snodgrass says. "She did not treat 
any one of us differently. I look at all of those 

three lessons, and they're all parts of my 
business philosophy." 

Snodgrass' father says his son is a "true 
leader" because of the way he treats people. 
"He treats everybody fairly, and he's forth-
right, and he looks for the good side in 
everybody," says Robert Snodgrass. 

If Snodgrass wasn't pulling weeds with 
his grandmother, he was often doing it for his 
father. By the time he was 8, Snodgrass was 
working for his father for 5 cents per hour 
(though his father says he paid his son 10 
cents an hour), which Snodgrass says taught 
him responsibility and started his career. 

"I've tried to teach the boys the impor-
tance of hard work," Robert Snodgrass says. 
"You work hard and you play hard, but you 
must work hard first - they've all had that 
same attitude toward life. Whatever David 
sets out to do he finishes, and he does it to 
perfection." 

BROTHERLY LOVE. Working in a fam-
ily business can be a challenge, especially 
when sibling rivalry comes into play. When 
Robert Snodgrass, 84, turned the com-
pany over to Dennis and Drake, the two 
oldest brothers split the company into two 
separate businesses. "I guess that's the com-
petitive part of it," Snodgrass says. "They 
each took a store and went their own 
direction." 

Despite this natural tendency to outdo 
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David Snodgrass 

1. What is your favorite book on leadership? 
I'm not so much a reader. I'm more hands on and learn from experience. Though I guess I really have enjoyed Dale 
Carnegie's book How to Win Friends and Influence People. I think every one of those principles are great principles, and 
there are some real secrets to success in there. I also read Steven Covey's Seven Habits of Highly Effective People. They help 
to substantiate what you believe in or what you think is good business practice, and it's good to hear it from an authority or 
somebody else in an organized way. 

2. W h o has been the greatest influence on your leadership style and what did he or she teach you? 
There are a lot of heroes in my world. My dad has taught me a whole bunch about being optimistic and loving the industry 
and dealing with people. My leadership style is really team management and working through people, and I don't know 
where I got that. I think I always knew from the start that I wanted to play big, and I knew that my formula for playing big 
meant that I needed to work through people so I've always had several sales people. I've always had a sales staff rather 
than most companies that start off as the owner and the sales person. 

3. How do you develop leadership ski l ls in your employees? 
A lot of our managers and sales people have been through Dale Carnegie's leadership class and that offers some good 
training. I think leadership is a big part of our company, and we let people play at the top of their game and that forces 
them to be leaders because that's where leaders operate. People are responsible for career development for others under 
them and that kind of forces them into a leadership role. 

4. What has been your biggest challenge of being a leader and how did you overcome that challenge? 
Growing up I really was uncomfortable in the public or being the center of attention, so I knew that in order to be a leader 
in a strong, successful company you needed to be visible, you needed to be able to stand up and speak like a leader and 
you needed to be able to inspire people. There are things you just have to do in order to be effective, so I guess I was just 
driven or committed to have a successful company and to play big I had to figure that out and overcome it. So that's the rea-
son I went to my first Dale Carnegie leadership and public speaking class because I said, 'Hey, I need to work on myself 
and to gain comfort,' and that class really made a huge difference in my life. 

5. In your opinion, what are the top five foundations of being a leader and w h y are they important? 
1. You have to be optimistic. I think that brings energy to the cause and to the group and you can bring people up or you 
can bring people down. You can build a company up or you can build a company down. If you're negative, then you're go-
ing to have a negative impact on people. 
2. I think a leader needs to be concerned but not worried because worrying will kill you. 
3. I think you need to believe in people and believe that they come to work for the right reasons. You need to believe that 
they want to grow, that they want to do well. And most importantly, believe that they have incredible potential to do great 
things and you have to see that in others because they don't see it themselves. I think a good leader can shake that out of 
them and show them they have the potential to do great things. 
4. I think you need to be passionate. This means you have to throw yourself at serving the client and being efficient com-
pletely without holding back. 
5. Have pride because that is what motivates and really inspires people. 
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each other, Snodgrass says, working with his 
brothers has been a positive experience. "I 
like my brothers, and our relationships are 
good on a personal level. I think business 
with brothers has those challenges." 

All of Robert Snodgrass' grown children 
still go on family vacations together and 
maintain close relationships. "They all have 
their own businesses, and each has a mutual 
respect for one another," he says. "They just 
seem to get along beautifully, and each one 
respects each other's success." 

Snodgrass characterizes himself as opti-
mistic and aggressive, while Drew is more 
cautious and Dean is more conservative. But 
Snodgrass says these differences can be an 
asset to the business. "In one sense, that could 
hold back the aggressive person, but in an-
other sense, that offers a good balance so 
everybody contributes, and out of the mix, 
you then plot a balanced course." 

In recent years, when the economy fal-
tered and business wasn't as strong, the three 
brothers began playing the blame game, ac-
cording to Snodgrass. "When things go south 
and you're looking at losing money - that's 
something we faced during that period and it 
tested our relationship for sure, but really, 
when I look back at it, it could have been 
avoided," Snodgrass says. "We needed to 
have more regular communication." 

Dean Snodgrass, who is vice president 
and a business partner with David, agrees 
that communication is key. "It's really not 
much different than a marriage," he says. 
"You have to commit and care enough and 
take time to talk." 

Working with family sometimes makes it 
easier to express opinions and feelings that 
you normally wouldn't with those unrelated 
to you, which can work in positive and 
negative ways, Snodgrass says. The three 
brothers improved communications by hold-
ing weekly meetings and laying out each 
person's roles and responsibilities, according 
to Snodgrass. The executive team then dis-
cussed the company's goals and made sure 
they were all on the same page. 

SAFETY FIRST. At work, Snodgrass' fam-
ily extends beyond his brothers to the 
entire staff, he says. Keeping 170 employ-
ees happy requires a great deal of trust, 
according to Snodgrass. WI believe people 

will do the right thing if you give them 
freedom," Snodgrass explains. "I believe in 
people, and I believe they're capable of 
doing great things." 

Snodgrass has discovered that leading 
such a large staff is easier when employing a 
team-management philosophy because more 
input equals better decisions, he says. "If you 
have a team of five, that's like five times the 
potential that you could do if you were just 
sitting at the top," he says. 

His management style differs in some 
ways from his father's, according to Robert 
Snodgrass. Snodgrass is more skilled at del-
egating authority than his father, Robert 
Snodgrass concedes. "He could see my short-
comings, and he wasn't going to be that 
way," Robert Snodgrass says. "He is very 
good at delegating." 

Snodgrass has faith in his entire workforce, 
which is 70 percent Hispanic, he says. The 
company's field laborers are 90 percent His-
panic, the foreman positions are 60 percent 
Hispanic and the office staff is only 5 percent 
Hispanic. But Snodgrass says one of his goals 
is to move more Hispanic employees into 
management positions. 

The company offers English courses in-
structed by bilingual staff members to its 
Spanish-speaking employees. This opens up 
more opportunities by removing the lan-
guage barrier that often prevents Hispanic 
workers from moving up, Snodgrass explains. 
The company also involves Hispanic em-
ployees in company operations by having 
them lead meetings. "We want them to 
participate at a management level in our 
company, and there's some resistance to 
that," Snodgrass says. "It's part of their cul-
ture. They don't want to reprimand or con-
trol their fellow Hispanic workers, but they 
get past that, and you just have to keep 
working to move them up." 

In addition to advancing employees 
within the company, Snodgrass adds safety 
to his priorities list. As the chairman of the 
Associated Landscape Contractors of 
America's (ALCA) Safety/Insurance Com-
mittee, Snodgrass' job is to help create greater 
awareness in the industry about safety mea-
sures and procedures. 

Snodgrass is considered the "minister of 
safety" within the landscape industry, says 
ALCA President Kurt Kluznik. "If there's 

any one thing David is known for it's his 
passion for safety," Kluznik says. "He was 
just a natural fit, and we were really looking 
for somebody to take our safety program to 
a higher level, and David's done just that." 

Snodgrass developed the STARS Safe 
Company Program, which is a safety training 
and awareness program that asks ALCA 
members to sign a "Pledge of Honor" to 
move the profession toward safety excel-
lence. Participants are asked to comply with 
all Occupational Safety and Health Admin-
istration standards, to investigate and docu-
ment all accidents, to encourage other com-
panies to become ALCA STARS members, 
and to share best practices with fellow STARS 
members. Safety consciousness not only pro-
tects employees but it's cost effective, accord-
ing to Snodgrass. 

Fewer workplace injuries translate into 
higher efficiency by having reducing sick 
days and lower insurance premiums, 
Snodgrass explains. The company's record 
for consecutive days without a time-loss ac-
cident is 1,876 days, according to Snodgrass. 
The company issues verbal and written safety 
instructions in English and Spanish for all 
employees. 

INDUSTRY GURU. Snodgrass isn't con-
sidered just a leader for his team at Dennis' 
Seven Dees Landscaping and Nurseries 
but for the entire green industry. Whether 
via his Web newsletter or through his 
efforts with ALCA, Snodgrass offers opin-
ions and advice on critical issues facing 
most landscape contractors today. 

Keeping up with industry trends is criti-
cal for any contractor seeking the type of 
success Snodgrass has accomplished. 
Snodgrass suggests contractors step out of 
their companies and see the "big picture" and 
manage their companies with that overall 
vision in mind. 

He recommends contractors read trade 
publications and Web sites, such as OSHA's, 
join industry organizations and attend con-
ferences to stay informed on the latest issues. 

"If you're not reading, if you're not out 
there in touch with the bigger industry and 
the trends," Snodgrass says, "then you're 
going to be working in isolation and your 
competition is going to have an easy one up 
on you because it's so readily available." 
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Follow the Leader Fire ants a problem at your school? 

Bayer aims to make school 

grounds safer. 

This past July, Bayer launched its Fire Ant-Free Schools Program, 
which offered qualified public and private schools a nonprofit rate 
of 50 percent off of all purchases for early fall applications. 

"At Bayer, we believe the best way to treat fire ants is to prevent 
them in the first place. Realizing that budgets are tight, we are 
offering a nonprofit rate to ensure that more schools can treat more 
acres, which can help protect millions of children from the threat 
of fire ants stings," says Bryan Gooch, business manager, insecti-
cides, Bayer Environmental Science. "We hope all schools battling 
fire ants will apply TopChoice™ to become fire ant-free zones." 

School grounds directors received a packet introducing the Fire 
Ant-Free Schools Program in mid-July. The packet contained a letter 
describing the program as well as informational material on how 
TopChoice works, where it can be applied, and who they can contact. 

Arthur Carrosco, maintenance director for the Pflugerville 
Independent School District in Austin, Texas, contacted his local 
LESCO dealer when he heard about the program. Kevin Wilhite, 
manager of the Austin North LESCO Service Center®, was happy 
to oblige. "Arthur told me he was going to buy enough product to 
fulfill his budget this year, but use the offer to obtain even more 
free product to show his school board how it works in other areas," 
explains Wilhite. 

Wilhite took Arthur Carrosco's idea and ran with it. He 
convinced all the school districts in the area to take advantage of 

the Bayer program. 
Since school districts 
account for roughly 
10 percent of the 
North Austin service 
center sales, Wilhite 
knew he was assur-
ing higher sales for 
2005. Not to men-
tion, it was a great 
deal for the school 
districts, as well. "It 
was a win-win situ-
ation," he notes. 

Since 2001, lawn care professionals have successfully treated tens 
of thousands of acres across the southern United States with 
TopChoice. It has already been used commercially in parks, play-
grounds and schools. 

TopChoice is a low-dose, non-bait granular insecticide that 
requires just one annual application by a licensed professional. It 
provides unsurpassed control of fire ants for one year, eliminating 
existing mounds and preventing new mounds from forming. 

TopChoice takes advantage of the natural behavior of fire ants. 
"Within the first four to six weeks of a TopChoice application, ants 
unknowingly come in contact with the product and bring it back to 
contaminate and eliminate the rest of the mound in what is known 
as the Domino Effect™," explains Gooch. "Unlike temporary fixes 
like baits, the Domino Effect means the entire ant colony is 
destroyed, not just surface ants. The product remains in the soil to 
prevent new colonies from forming." 

Bayer's LCP Magazine Delivers the Basics 
A free, quarterly publication sponsored by Bayer; 
Lawn Care Professional brings you the basics you 
need to help improve your business. 

By reading Lawn Care Professional magazine, you can learn how other lawn care professionals 
develop successful businesses; implement smarter sales and marketing strategies; help your 
technicians to better identify weeds, diseases or insects; and get the latest information on hot 
topics in the industry. 

Working with the editorial staff at Lawn & Landscape, Lawn Care Professional is one of the 
many ways Bayer is helping lawn care professionals grow their businesses. 

To receive a free subscription, contact Roger Stanley at 800/456-0707. 
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