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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.
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TIRED OF LOOKING
FOR GRUBS?

Relax. No maner what species vou find, when vou get Merit! you get rid of grubs

It nips every major grub type from egg-lay through second instar. And application timing
ist't critical because of its residual power. So get off vour kKnees.

Prevent chronic callbacks. Gel guaranteed, season-dong control with

the most effective grub eradicator on the market. Merit. Fear no grub

(i BACKED
Todearm more, call 1-800-331-286G7 or visilt BayerProCentral.com by BAYER.

4 3 1 Bn . business group O Bayer C mno 95 Chesimy Ridge Road, Mon
@ Hayer Environmental Science  *7* L N Y ol i ¥ A A e o
by Biyer « X 0 of Baywr. | Alwoys ros 3 follow labael directions carelully | ©




Cover image: Seth Mayer, Seth Mayer Photography

7

Features

Breakthrough Series
- Well Oiled Machines

Through experience and innovation, contractors are

finding the most efficient ways to use equipment.

Best Of Web -
One Piece of the
Business Puzzle

Marketing can generate business, but tight budgets
sometimes limit how much landscape contractors can
spend on promotional communications. Here, Lawn
& Landscape Online Message Board users discuss

how they optimize their advertising investments.

Shot Through the Bark

Manufacturers are fine tuning tree injection products
1o keep pace with increasing demand for systemic

treatments that are less invasive and more efficient.

Cover Story -
Riding the Bid Wave
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Benchmark Landscape masters the ebbs
and flows of commercial bid work

in San Diego’s endless summer.
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No more mixing. No more spraying. No

more call-backs! Simply spread right form
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calm, wet or dry - to kill a wide variety of

weeds. Get the same reliable Confront

ou have always used, ¢ sidentic 2 .
you have always used, or for residential ANew ( Wz/}‘t)nf_g /I,AJ A/'/'II/@//{,
L
turf, try one of our new formulations. Want yonr weeds will je /c"’t’/"’f town very soon/

to save even more time? Use our

New Lebanonlurf Granular Confront . Any weed, Any turf, bring it on!
Confront Team combination to control 17),1,-7;». diral Raading
clivudival I\g
. ?/! ALY U 1 ; } |
broadleaf weeds and prevent crabgrass o EURT R i Y e St [ 8- S

with a single application. Visit
your LebanonTurf Dealer, or call
I-800233-0628 to find out more. And for
a free copy of our weed ID booklet visit
www Lebanon Turfcom/promotions and

enter coupon code L13045.

Lebanenlurf

1-800-233-0628 = www.lebanonTurf.com

Confront is a registered trademark of Dow AgroSciences LLC
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Room for
Improvement

Irrigation system wpgrades are a profitable — and

aﬁc‘n overlooked — service opportunity, for contractors.

Hit the Skids

Skid-steer loaders are becoming multi-functional
tools that landscape contractors can rely on for

increased productivity.

Successful Seeding
Landscape contractors and turf seed professionals share
the keys to chaosing the best turf seed and applying it

effectively

Product Spotlight —
Tractor Factor

If you're looking to add power and versatility
to your equipment lineup, check out these tractors

and accessories,

Product Spotlight —
Thatch Take Over

Removing thatch build-up is a vital step to keeping
turf healthy. Try these dethatchers to get the job done.

Product Spotlight —
Bug Off!

If unchecked, insects can wreak havoc on turf.
Consider these insecticides to put pests in their place.
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NEW OPTIONS
Flow Control - Male x Male and Male x Barb Configurations

Rain Bird has given its
DV valve another new twist. &

Instziil Confidence: Install Rain Bird JTV Valves.

Rain Bird's JTV valve provides these competitive advantages:

= No-tools easy-access design—threaded bonnet provides quick and convenient disassembly.

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

* Value and flexibility—competitively priced and available with flow control in female x
female, slip x slip, male x male and male x barb configurations to enhance installation and
system fine-tuning.

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

personal demonstration, see your authorized Rain Bird distributor.

Install Confidence. Install Rain Bird.

RaIN I BIRD
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rom fliers and door hangers to telemarketing and the Internet, lawn and landscape
contractors have dozens of marketing options available to get the word out about their
companies. But it's not always possible to get great TV ads on a home-video budget. This
month's Best of the Web feature eavesdrops on the Lawn & Landscape Online Message
Board where business owners share their tips and tricks on getting the most out of a marketing
budget. Check out the story on page 84, then visit www.lawnandlandscape.com to offer your

ight new companies have been added to the MSDS/Labels section of
Lawn & Landscape’s Online database. The new companies are: Certis
USA, Dupont, Gro-Pro, JH Biotech, McLaughlin Gormley King Co.,
Monterey Lawn & Garden Products, Scimetrics and SePro Corp. Visitors to
Lawn & Landscape Online can now access label and safety information for 566

products from 34 different chemical companies serving the industry. To rake

advantage of this section of the Web site, click the “MSDS/Lables” button
in the lef-hand column of the homepage to access labels and Material Safety
Data Sheet (MSDS) information. Then, click the “Add to My MSDS” link

next to the product listing to add it to you're My Lawn & Landscape account.

Lawn & Landscape knows you do more than just work all day, which is why we're proud to announce
the introduction of the Lawn & Landscape Off-Topic Message Board.

Maintaining the user-friendly format of the original Message Board, participants may use the Off-
Topic Message Board to discuss everything from sports and vacations to politics and entertainment.
Stop by www.lawnandlandscape.com/messagebdOT/ to continue building the green industry network
that the original Lawn & Landscape Online Message Board successfully initiated.

president of Benchmark
the California Landscape C
« To sod or to seed? Some contra )

this decision. Visit the Online Extras se
* Interested in some of the products in:

more by visiting www.

Daily News

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

Industry Events

A comprehensive list of conferences, trade
shows and seminars throughout the industry.
www.lawnandlandscape.com/events

Business Forms

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

Message Board

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

Industry Links

A user-friendly industry index containing
categorized information about contractors,
dealers and suppliers.

www.lawnandlandscape.com/links
Associations

An casy-to-navigate directory of local, state,
national and international trade associations.
www.lawnandlandscape.com/associations

Product Directory

A growing database of industry products,
including photos and supplier contacts.

www.lawnandlandscape.com/product
Marketplaces

An interactive listing of manufacturers
and suppliers.

www.lawnandlandscape.com/marketplace
Online Store

A one-stop shop for industry-related books,
software and more.

www.lawnandlandscape.com/store

(GIE Media has decided to suppors relief efforss for the victims

of the Tunami in Asia. While we feel strongly in this cause, we
realsze your choices may not reflect ours, Upen your request, we
can contribute 10 percent of our revenue from your online book
order to Habitat for Humaniry: Asia Tiunami Response Fund. If
you wish your sales to be included with this effors, please enter
HABITAT tn the promotional code box when placing your order)

BN G ndicape
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Exmark innovation comes in a brand new Size.

0oks ean more grass in less time than

L&

be deceiving. typical 21" mowers. And its
At first glance the Metro® 26 enhanced durability will help you
may look like a commercial 21" stay productive over the long
mower. However, when you start haul. Exmark has created a whole
the engine and begin mowing, new category of walk-behind
you'll immediately feel the mower—the Metro 26.
enhanced performance. With To find an Exmark dealer
superior comfort and control, near you or to order
it delivers the balance our free Landscape
and the maneuverability Professional Mowing
Guide DVD, please call

or visit us online.

you'd expect from

smaller machines. Within
moments, you'll notice an
increase in productivity,

allowing you to cut a lot

Exmark’s innovative walk-behind mower can increase your productivity by up to 25% or more.*

*Compared to a typical 21" commercial walk-behind that is utilized as a primary production mower. Actual results may vary.

eX'm

NOBODY DOES IT BETTER

1-888-EXMARK] = www.exmark.com

Web site also available in Spanish

Best-8alling Brand of Mowing Fquipment! for the landscape Prolfessional
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Green for Project Evergreen

roject Evergreen is asking for your financial support. The organiza-

tion needs to raise $1.1 million in 2005 to “raise the awareness of

the environmental, economic and lifestyle benefits of landscapes and
promorte the significance of those who preserve and enhance green spaces
at home, work and play.” Pur simply, Project Evergreen needs money to
make sure people see the many benefits the green industry provides.

The organization has the plans and people in place to promore the
positive spin the industry deserves and needs, but doing so requires moncy.
You can help by sending a check. The goal of $1.1 million is not overly
ambitious if enough people contribute. The challenge is to take the time
to write a check. So, if you are one of those willing to invest in a better
future then please mail a check to: Project Evergreen, 120 W. Main Street,
New Prague, MN 56071.

The need to reach people with a positive message is universal. Last
September, 1 participated in the Responsible Industry for a Sound Envi-
ronment annual meeting in Washington, D.C. During a free afternoon |
decided ro check out the new World War [T Memorial. I also walked up the
National Mall to the Vietnam War Memorial to the Lincoln Monument
and on the way back visited the Korean War Memorial.

I've walked the National Mall before, but this time I could nor believe
how run down it was. The paved walkway had wide strips of bare dirt on
both sides. The turf was pockmarked with broadleaf weeds and some weed
clumps were a foot high — it had not been mowed. Even the trees lining the
path looked sorry. Broken limbs lay on the ground and all the trees were
full of suckers. The condition of the grounds detracted to what should be
one of the most important green spaces in our nation.

I had to ask about this sorry situation, so I stopped by the Park Ranger
booth located near the World War II Memorial. When I told the next
available Park Ranger that the Mall grounds looked terrible he said they
were being maintained to standards. When I mentioned weed clumps you
could trip over, he responded: “Well, we are concerned about the use of
pesticides.” Apparently this person, and others, prefer the more “natural”
look of a neglected empty lot in an inner city over the judicious use of an
herbicide. (My Ranger friend might even question the concept that an
herbicide could be used in a judicious manner.) Apparently there was equal
concern about the judicious use of fertilizer, mowers and chainsaws.

Countering the “anti” mindser is where Project Evergreen comes into
the play. Please understand, Project Evergreen is not a large fund raising
organization that seeks money primarily to sustain itself. It’s a small group
of mostly volunteers trying to improve our industry’s image and the public
perceptions about what we all do.

The Park Ranger’s comment to me was not all that extreme. Go to www.
projectevergreen.com and visit the “press room” to see some live challenges
our industry faces. While at the site you can also learn more abour Project
Evergreen’s goals and resources produced for you. w
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Dear Editor:

The article you did on Barry Morton Sr.
(January 2005 Lawn & Landscape) was great.
You were the first person to really caprure
what contractors should be doing. If more
contractors could be more innovarive, and if
they would hire consultants, they would be
more successful.

Sincerely,
Michael Monji,
Garden Guru Show and
The Garden Party Radio,
Bakersfreld, Calif.
To the Editor:

The new layout of the magazine looks great!
Here's to another 25 years! Keep up the great
work!
Rob Shauger
Advanced Applications and
Compass Systems,
Marcy, N.Y.

Dear Editor:

I recently started receiving Laum & Landscape
magazine. | have found it quite interesting

~ so much in fact that | have been going
online to check out back issues.

Thank you for doing the special report
in the February 2005 issue called What Your
Customers Really Think. It had a lot of useful
information.

I have one suggested change for the
next one you (hopefully) do. The survey asked
people, “What would you be willing to pay
per year for professional landscape services?”
The price points you used were exceedingly
low. Two (out of four) choices were $249 or
less per year. That comes to less than $20 per
month or less than $5 a week. Even in snow
country that’s less than $7 a week.

Even askingabout such low prices un-
intentionally does our industry a disservice by
undervaluing the skills and knowledge (and
insurance!) our profession requires now; and
perpetuates the image of a cheap guy in an old
pickup who competes with the kid down the
street (except, even the kid down the street
won't touch the lawn for $5).

Ask people how much they spend per
year for their cappuccino or dry-cleaning,
Would they say $500 for coffec and $1,500
for dry- dunmg? Aacck! No way! Yet they do
~ $10 2 week at Starbucks and $60 every two
weeks at the cleaners.

Here in California paying $75 to $150

amonth to a professional is common for a

front and back lawn properly cared for. Per
week it sounds even better at $17 t0 $35 a
weck — that’s a good value. But if you say
per year - $900 to $1,800, forger it.

[ would suggest that the next survey
question ask about costs per month or, even
better, per week (with price points thar
reflect where we are and where we need to
go). In addition, I would define “profes-

sional” (i.e. a well-managed business with
good people who are responsible, knowl-
edgeable, skilled, licensed and insured) for
the respondents.

Thank you,
Alan Day
DayDreams Landscape Design,
El Dorado Hills, Calif:

HOW TO TRIM MORE THAN GRASS.

INSTALL FLEETDIRECTOR
Trim overtime cost. By controlling unproductive time for “getting started”
periods and fueling, you save big.With a 6 man crew, saving just |5 minutes
per day per man equals nearly 8 hours per week in saved overtime expense!

Trim fuel and insurance* costs. You get accurate driver
and vehicle operating information.

Trim money-losing contracts. You get accurate
time-on-jobsite information for better cost estimating. -

Many FleetDirector customers also find they're able to "J
handle more work without adding equipment or manpower.
(Think what 2 extra jobs a week would do for your bottom line?)

Find out how FleetDirector can umpr ove your oper:mon ‘
Ask for your FREE Return On Investment Analysis. |

Call 1-800-835-3872. Or, go to
www.teletrac.net/ll * lawns@teletrac.net.

leletrac

a Trafficmaster

& aa wirel
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. Being around i:m: you have a question or a problem i
it matters a lot. io n.mbd. ~: front of a problem is smart too. Which is why we 7u<o
new ways to improve plant n.wﬂ:& 0L r research and training facility in Clagton, N.C., is the
think tank in the turf, ornamental m.ﬂ. est control industries. It's a production line of mo_::o:u

foo=.

at helping your business thrive. V learn more, call 1-800-331-2867 or visit mmcmq?una:”

Bayer E | Sk a busines: !o.iﬂ-@l 6o | 2 T.W. Aloxandor Drive, Resoearch Triangle Park, NC 27708 | Backed by Bayer is a tradomark of Bayer, .>.t’.-i¢»
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X : @ Bayer Environmental Science R
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Three'’'s Company

Rcccmly, a reader asked me: “What is the
most cost effective marketing program for
an entry level company like mine? My time is
valuable and I do not wish to split my efforts
between cold-calling, passing out flyers or
pestering my existing clients for referrals.”

I agree that your time is valuable and that
you need to make certain that you are spend-
ing your time on efforts that will artract new
clients. To completely understand whatr makes
someone decide to do business with you, you
must make ita habitto ask a few questions. So,
I have some homework for you to do. There
are three questions you need to go out and
ask every current clientyou have. The answers
to each of these questions will provide you
with some valuable informarion.

1. Why do you work with our firm?
Knowing the answer to this question will
help provide you with some ideas on what
message you should be communicating in
your marketing. For example, if several of your
clients say they do business with you because
they ‘trust you', then the word ‘trust’ should
be in your marketing message.

2. What changes would you make if you
owned our company? Your clients know your
business better than most and for next to
nothing you can gain some incredible ideas.
Not only could you get some great ideas,
you're showing your clients you care about
what they think. The only down side toasking
this question is that you must be willing to
make changes and improvements.

3. Would you recommend us to a friend
or family member? If your client says, ‘No,’
you better find out why not. If it is because
theyare not happy with your work in any way,
shape or form, you need to make things right
as soon as possible. Why? Studies show that
an unhappy client will tell 10 people about
their bad experience with your company

and, for obvious reasons, we don’t want that
to happen.

The answers to these three questions will
give you a good foundation of what you need
to work on. Once you have done this home-
work, | would recommend you consider the
following three marketing tips.

For starters, door hangers do work. If you
have a couple of clients in one neighborhood,
there is a good chance you can get more with
door hangers.

Secondly, do a newsletter. To see a copy of
the Grunder Landscaping Co. newsletter, visit
www.martygrunder.com — it is featured on the
home page this month. Newsletters are a ter-
rific way to communicate what your company
stands for, how you can help your customers
and prospects and share success stories with
others. Keep your newsletter simple. Have a
feature article, introduce other members of
your team and share a few testimonials from
your current clients. Mail them at least four
times a year and more if your budger allows.

Finally, call, write or visit every client you
have and try to sell them other services thatyou
offer. Other companies have done it for years.
The fast food industry does it by asking you
if you would like some fries with your cheese-
burger. The automobile dealership does it by
asking you if you want your car rust proofed.
And the shoe salesperson does it by asking
you if you need any socks. Why can't you ask
your clients if they want their beds mulched,
their leaves cleaned up, flowers planted, their
lawn aerated, their gutters cleaned, their trees
trimmed, their driveway sealed, their back yard
landscaped or theirlandscape maintained? Your
existing clients are easy to sell other things
to because they trust you, like you and want
to do business with you. And, it costs next
to nothing to make a phone call, and that’s
something every budget can handle. 8

is a speaker, consultant and author, as well as owner of Grunder

Landscaping Co., Miamisburg, Ohio. He can be reached at
866/478-6337 and via www.martygrunder.com.

RN o G landicape
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To find out how to cut more
acres of grass per gallon of gas,
Visit:
www.dixiechopper.com

Models ranging from 20HP to S0HP
and deck sizes from 36" to 72"

o 25th ANNIVERSARY <,
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Scheduling is Critical

Running your company without a basic
operations schedule isn't a good practice,
but we've all done it. My wife and | recently
spent two months in Southeast Asia and en-
countered similarstress. Whilein Vietnam, the
Dec. 26 tsunami hit Phuket, Thailand —a place
we were planning to visit in less than a week.
We obviously had to scramble to change our
schedule, dealing with non-English-speaking
individuals, foreign visas, etc. Thankfully, we
had a basic schedule to start with and were
able to review all of our options and make
adjustments to our tour.

In business you do the same thing, but it
is much harder when you don’t have a sched-
ule to begin with. To outline how company
operations should run, I strongly recommend
giving every crewan individual schedule board
to track its progress. Display these boards on
a common-room wall for everyone to review
regularly, keeping everyone organized and
accountable.

Maintenance crews work best with a two-
week schedule board, as they usually visit the
same jobs each day of the week. However, land-
scape, irrigation, lawn care and similar crews
require full five-week (one month) schedule
boards. These crews go to different jobs each
week and, therefore, must be able to see what
is scheduled even a few weeks out.

The schedule boards should be made of
dry-erase material so you can mark them up
and make changes easily. Lay out the boards
with Monday-thru-Friday schedulesand avoid
making Saturday a regular workday. Remem-
ber, overtime is a killer. If you must work on
a Saturday, it’s always possible to squeeze the
derails of those jobs into Friday's space.

Above each board, Write the crew leader
and crewmembers’ names. You may even post
pictures of each person above their schedule
boards to help everyone in the organization

put faces with names, particularly in the spring
when new employees are coming on board.

In the block for cach day, write the names of
the jobs to be serviced in the appropriate order.
Next to each job — this is the most important step
— write its total budgeted labor-hours. Also
include indirect or non-productive labor for
cach day’s jobs and the budgeted labor-hours
for each portion of the crew’s day. This lets you
schedule every function the crewsare to perform
and exactly how long you expect them to take,
creating accountability for the single highest
expense you incur. Total up the hours and write
this in the same block so the crew knows how
long they should be out that particular day.

Attheend of each day, have the crew leaders
write the total hours the crews worked next to
the budgeted hoursand pura red circle around
it. This sends crew leaders a message of the
importance to the company thar their crews
stay within allotted hours. Also, everyone who
looks at the schedule board knows if they were
on target. When the nextweek begins, superyi-
sors can erase the circled hours while the crews
work from the second week’sboard. Remember,
never schedule work without providing the
budgeted hours to the crew leader.

One giveaway that a company does not
schedule well or hold its people accountable is
to see all the maintenance crews arrive back at
the yard close to the same time each day. How
can that be with the varicty of jobs and their
sizes? When this happens, some crews could
possibly (or purposefully) be lagging behind
when coming in and others mightbe sacrificing
quality in order to be in at a certain time.

This spring, when you've created these
schedule boards you'll have developed a good
game plan. As your phone starts ringing, your
plans will change, but you'll be able to take out
your dry-erase markerand reschedule the week’s
work much more easily. Good luck! i

is a green industry consultant with Martingly Consulting. He
can be reached via e-mail at jkmattingly@comcast.net, through

his Web site www.mattinglyconsulting.com or at 770/517-9476.
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Your herbicide
shouldn’t be
one of them.
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Triplet® Low Odor’s unique formulation of 2,4-D,
Mecoprop-p and Dicamba deliversthe proven triple-
whammy you need to control dandelion, clover,
henbit, plantains and other broadleaf invaders with
deadly certainty. It's perfect for all turf uses,
including lawns and golf course fairways, roughs,
tees and aprons.

But your nose and eyes will notice the real
difference when you open the jug - less
odor and a mugh clearer liquid.The
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By The Book,

E DITOR'S NOTE: In last month’s column,

Jean Seawright outlined the importance of

having a clear, current and compliant employee
manual, aswell as three sections all manuals should
include. Here are four additional items Jean says
no employee manual should be without.

7ITEMSTOINCLUDE-CONTINUED.
Beyond the introduction, employee develop-
ment and benefits sections, all employee
manuals should include:

4. Payroll Policies. Your handbook
should include a section that addresses is-
sues related to pay, such as hours of work,
position classifications (full-time, part-time,
temporary, and/or seasonal definitions), pay
classifications (salaried, hourly, commis-
sioned, variable workweek, or piece rate and
whether each is exempt or nonexempt from
overtime) lunch and meal breaks, deductions,
expenses, overtime, pay periods and pay days,
advancesor loans, and how final pay ishandled.

5. Employment Policies & Procedures.
This section of your manual should include
all of the important policies related to your
business philosophy and applicable state or
federal employment regulations. Some items
to include in this section are: Equal employ-
ment opportunity, policy against harassment,
alcohol and drug abuse, confidential infor-
mation, outside work, conflicts of interest,
code of conduct, employment of relatives or
significant others, references, violence, open
door policy, 90-day introductory period and
grievance procedure.

6. Employee Responsibilities. Thissection
should includeall the policies related to general
employee conduct. For example, you'll likely
want to include dress standards, customer
relations, smoking in the workplace (and in
company vehicles), tardinessand absenteeism,
company property, safety rules, solicitation,

Chapter 2

company vehicles, employee search policy,
telephone use, computer use, ethical business
behavior, corrective measures, inappropriate
conduct, separation of employment, personnel
records/privacy and more.

7. Closing Words. In this final section, to
bring the handbook to a close, you'll want to
share some final thoughts about the purpose
and use of the manual. You should include an
acknowledgment receipt that the employeecan
sign and date 1o acknowledge that he or she
received the handbook, read it, hadachanceto
obrain answers to any questions and agrees to
abide by all of the policies contained within.

HAVE HANDBOOK, WILL READ. Last,
but notleast, please—for the sake of employees
everywhere—don'timplementa handbook that
nobody wants to read. Unless your business
is named “Internal Revenue Service,” don't
settle for a handbook that reads like the IRS
code — confusing jargon that's poorly worded,
threateningor punitive, and completely lacking
inany character whatsoever. It's no wonder em-
ployees don’t want to read them and managers
don’twantto use them. When it comes time to
writing or revising your employee handbook,
utilize the expertise of someone who can design
a manual thar is creative, interesting, fun-to-
read, compliant and suitable for your culture.
Make certain your policies are written in plain
English and (where appropriate) lighten it
up and use a little humor and references to
your industry.

I assure you, if you implement a well-writ-
ten, comprehensive handbook, it will save you
time, help solve your employee problems,
promote understanding among your workers,
build morale, enhance compliance, improve
theimage of your organization, and, of course,
help you meet the burden of proof. Not bad
for a few pieces of paper... @8

is president of Seawright & Associates, and she can be
reached at 407/645-2433 or jscawright@seawright.com.
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of Bio Landscape & Maintenance gets a hefty Green Fleet discount when he buys any 3 John Deere
mowers, tractors or Gators™ at one time—then on all his John Deere purchases for a full year.

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

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

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

Start saving now. Schedule a Free Demo at www.MowPro.com Nothing Runs Like A Deere”



Research ot the Ohio State University

shows that certoin vaneties of birch,
nckuding the poper buch and nver birch
prctured here, ore jess susceptible to
bronze birch borer infestation, Londscape
contractors shoukd fook for resistant
vaneties of omamentols to use on clients”
properties as msecticide use becomes
more resticted. Photos: Paper birch: Foul
Wray, lowo State Unwersity; iver birch:
Chis Evanss, The University of Georgio.
Bath irnages courtesy of www. forestryim-

ages. g

V

As Insecticides Disappear,
Consider Resistance Plants

n the past few years, landscape contractors have seen the loss

of several insecticides previously used to manage insect pests.

The challenge of minimizing insect damage to valued plants,
however, continues.

First, let’s look at other avenues of insect pest management.
Initial plant selection speaks loudly for the success of a given plant
at a site. Knowing the soil texture and pH, amount of sunlight,
average rainfall, how well water drains from the site, U.S. Depart-
ment of Agriculture Plant Hardiness Zone, expected soil-com-
pacting sources, and distance from buildings and hard surfaces
are among the factors to consider when selecting a tree species.

Ifyou take this process a step further, consider natural resistance.
In general, there are three mechanisms by which plants resist insect
attack: Tolerance, antixenosis and antibiosis. Tolerance centerson the
plant’s ability to recover from any insect damage or to replace dam-
aged plant tissues during growth phases following the insect attack.

Antixenosis (also called nonpreference) is the ability of a plant to
repel an insect. This can involve volatile chemicals given off by the
plant, which causes the insect to turn away before it contacts the tree.
Other times, defensive chemicals are picked up by the insect once

MANUFACTURER MINUTES
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Husqvarna President: ‘Business As Usual’
After Separation from Electrolux

CHARLOTTE, N.C. —Inthewake
of the announcement that Electrolux
Outdoor Products will separate from
it's parent company, The Electrolux
Group, Dallas, Texas, Husqvarna North
America President David Zerfoss
says, “There will not be any significant
changes you will see externally. it will
be pretty much business as usual.”

Almost 30 years after Electrolux
bought Husqvarna, the company intends
toseparate Electrolux Outdoor Products
by dividending it to shareholders. The
news was released in a letter from Zer-
foss to Husqvarna's dealers in February.

Electrolux Outdoor Products in-
cludes a professional products division
with brand names such as Husqvarna,
Jonsered, Partner and Dimas. Zerfoss
says each brand will retain its brand
identity and dealers and contractors

should expect all brands to “con-
tinue to operate as they have been.”

The new outdoor products-fo-
cused company is expected to be listed
on the Stockholm stock exchange no
later than mid-2006. Zerfoss says the
process of becoming an independent
company should take about | 6 months,
which includes a two- to three-month
period during which the new company
will have to report to the Stockholm
stock exchange as its own entity.

“The name of the new company will
most likely be Husqvarnaas Husqvarna
is our strongest and most well-known
worldwide brand,” Zerfoss says.

In an exclusive interview with
sister publications Commercial Dealer
and Lawn & Landscape magazines,
Zerfoss added that the new board,
once chosen, will vote on the name.
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itlands on the plant or begins feeding on
iit. In other cases, antixenosis entails hairs
onleavesor stems, surface waxes, copi-
us sap flow or toughness of the tissue.
Antibiosis is plant resistance that
directly affects the insect's survival.
These chemical or physical defenses
are either a normal part of plant growth
or are induced by the feeding of an in-
. The result is longer development,
ewer eggs laid or directinsect mortality.
Research has identified some
tree species, cultivars and variet-
ies that are pest resistant, as well as
ornamental. One example is birch
trees and the bronze birch borer.
Twenty years of research at Ohio
tate University revealed that paper
;irch (Betula papyrifera), grey birch
(B. populifolia “Whitespire’) and river
irch (B. nigra) had high survival rates
(80 percent), while neighboring Euro-
pean white birch (B. pendula), mountain

The new company is expected to have
annual sales of approximately $3.7 bil-
lionand 12,000 employees worldwide.
Zerfoss expects some of the new
company’s central staff to be carried
over from the current Electrolux staff.

Thereason for the separation s that
Electrolux wants to concentrate on its
core business of indoor products and
appliances. Zerfoss says the appliance
end of Electrolux's business is currently
facing challenges from low-cost com-
petitors, deflation and higher demand
for premium products at lower prices.
“When you're serving two different
industries, it does take away some of
that focus,” Zerfoss says. “The resultis
awin-win for our stockholdersandit’sa
win-win for us as equipment companies.
We will not be distracted by the things
going on on the appliance side of the
business and they will not be distracted
by what's happening on our side. At the
end of the day, it's going to provide us
with more focus and more investment
onaday-to-day basis.” — Kevin Brosien

birch (B. pubescens), monarch birch
(B. maximowicziana) and Asian white
birch (B. platyphylla) had been com-
pletely destroyed by this boring pest.

Another example involves cra-
bapples and the Japanese beetle.
Research from Purdue University
found the following crabapples to
have high resistance to adult feeding

keep notes on those plants that
do not seem to be bombarded by
common pests (aphids, beetles,
caterpillars). Aftera period of time,
plant selections can be modified
based on this list of apparently
pest-free species. — Mark Shou,
entomologist, lowa State Uni-
versity Extension, Ames, lowa

and to apple scab: Bob
White, Louisa, Prairifire,
Red Jewel and Sargent.
Similar studies are re-
ported in the literature
for other tree species
and this defoliating pest.

Searching the In-
ternet and current pe-
riodicals will result in
additional examples of
trees that resist insect
pests. Alternatively, land-
scape contractors can

ASIAN TSUNAM|I
A 4

GIE Media Continues its Widespread
Support for Tsunami Relief

DISASTER

CLEVELAND, OHIO - GIE Media,
parent company of Lawn & Landscape e — s
magazine, announced that its corporate-
wide initiative to aid the victims of the
recent tsunami tragedy has been met with
overwhelming enthusiasm by itsreadership. | === 0 i
The extensive TsunamiReliefplan, which | S50 e
was instituted by GIE Media in January, sup- | mamseiesse
portsthevictims of the tragedy throughspe- | s W0 = v e
cific relief organization advertising, financial
assistance and ongoing editorial coverage
urging readers to continue to lend support.
“As the leading voice in the industries
we serve, we felt we had a responsibil-
ity to support the victims of the recent
tsunami tragedy, and to show our readers
that they can make a difference in the lives

continued on page 24
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continued from page 21

of those suffering,” explains GIE Media
Chief Executive Officer Richard Foster.

GIE Media continues to appeal for
tsunami relief to its readership of more
than 220,000 professionals within the
landscaping, recycling, construction,
pestcontroland golfindustries. GIEalso
plans to donate a portion of the firm’s
pretax dollars to aid orphanages both in
Thailandand Africa. “Our commitmentis
longterm,” explains Dan Moreland, vice
president of GIE Media, "As the preemi-
nent voice within our industries, we feel
it is our obligation to lead by example.”

Specific relief organizations that GIE
Media will continue to support include
Habitat for Humanity, The Red Cross,
The Salvation Army, Save the Children,
Unicef, and World Vision. GIE Media also
has established a Tsunami Relief Web
site at http://tsunami.gie.net. Lawn &
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Snow Magazine Becomes Independent Voice

For Snow Management Professionals

CLEVELAND, OHIO - In a move to serve all professionals in the
snow and ice removal industry, GIE Media, publisher of Lawn & Land-
scape magazine, announced that the former publisher of Snow Business

magazine will now publish Snow magazine.

GIE Media's Snow magazine will contain all of the
publication’scopyrighted contentand materialsformer-
ly appearing in Snow Business, a registered trademark
of the Snow & Ice Management Association (SIMA).
Thissshift, coinciding with a less-formal association with
SIMA, is the next logical step as GIE Media strives to
provide a truly independent voice for the industry.

GIE Media’s circulation base offers unmatched
reach among industry owners and managers, who
comprise a majority of the 36,000 snow and ice re-

g

Landscape magazine readers may submit moval professionals to receive Snow magazine. Snow
Tsunami-related news by e-mailing Web will be the only snow management industry publication audited by the BPA.
Editor Lauren Spiers at Ispiers@gie.net. Subscribers will continue to receive comprehensive industry news and

continued on page 26

line is built rugged to meet the
customers' need for reliable work
site productivity. Labor savings
ideas, versatile solutions, and
local dealer support are just

the beginning of the Vermeer
commitment to the landscape
market. To us, it's simple. We've
been doing it for more than five
decades. Call 1-888-VERMEER
or visit www.vermeer.com.
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Owning the powerfully re-engineered John Deere Gator™ Traditional Series utility vehicle is your best

response to all-season efficiency. Its low cargo box makes for easy loading. Its wide stance and low
center of gravity result in best-in-class stability. Proven John Deere reliability means never second-
guessing quality or performance. Test drive the new Gator T-Series at your John Deere dealer today.

WWW.JOHNDEERE.COM/VEHICLES NOTHING RUNS LIKE A DEE

Introducing the Gator T-Series. It'll help
your business like nobody's business.
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continued from page 24 WEED & INSECT MANAGEMENT
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information in the pages of Snow maga- 2005 Seminar Dates Announced
zine. Snow magazine will feature unprec-

edented industry coverage, achieved Xﬁg?rqsecr
through the guidance of a newly hired CLEVELAND, OHIO - The Lawn & Landscape | MANAGEMENT-
Editor-in-Chief Mike Zawacki, the con- Weed & Insect Management Seminars will bring | S*E*M=I+N-A-R-S
tinuing contributions of Snow magazine's together top lawn and landscape professionals for
industry-leading editorial staff, SIMA an in-depth educational experience dedicated solely to the discussion of cur-
and other respected industry pundits. rent trends in weed and insect management for turf, trees and ornamentals.

“We're delighted to announce The geographic diversities and challenges provided when servic-
Snow magazine and its mission to ing lawn care customers will be addressed though two targeted semi-
be the consummate source of news nars: the North Seminar will take place August 3-4 in Cleveland and
and information, while presenting all the South Seminar will take place August |7-18 in New Orleans, La.
sides to every issue,” says Ron Lowy, These events will provide attendees in both regions access to the latest
publisher of Snow magazine. “We technical information and business trends specific to their market — a cus-
are committed to remaining a strong tomized educational event like no other. Highlights for the seminars include:
partner of SIMA through sponsor- » Seminar content dedicated solely to the topic of servicing and selling
ships, complimentary advertisements weed and insect management services.
and by providing a platform for their * An array of speakers and diverse topics that will provide a fresh
continued industry correspondence.” approach to business and technical issues.

Snow Business readers can « Two uniquely different seminars focused on regional interests for
now visit Snow magazine online at industry professionals in the North and South.
www.snowmagazineonline.com. continued on page 28
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Eight straight months of hand-weeding
around the Clock can take its toll on
the average Worker.

o~




Now that | have your attention, |
would like to capture your imagi-
nation. In the movie, “Finding Nev-
erland," we are reminded of the
great loss in leaving our imagination
behind when we leave our youth to
become adults, As adults facing the
challenges of business, we need our
imaginations more than ever. Train-
ing, when conducted properly, will
rekindle the flame of imagination in
the people that make up our com-
panies and will be reflected in our
service, teamwork and the indica-
tors that predict strong financials.

continued from page 26

Weed and Insect Management

« Credits toward continuing education/certification
» Opportunities to exchange ideas with speakers, industry leaders and
fellow attendees from across the country

For more information about the seminars, visit www.weedinsectseminar.com.
For attendee registration, contact Michelle Fitzpatrick at mfitzpatrick@gie.net;
for sponsorship opportunities, contact Jeff Fenner or Cindy Code at jfenner@gie.
net or ccode@gie.net; and for program information, contact Roger Stanley at
rstanley@gie.net. All of these contacts can also be reached by phone at 800/456-0707.

Influencing your company's imagi-
nation through training is possible
by following these key concepts.

e Training sessions need to be fast-
paced and thought-provoking. It's
the pace and format that awakens
their imagination, and the content
that directs their actions.

¢ Find ways that allow employees to
actively participate in training rather
than simply listening.

e There is unlimited opportunity to
laugh and have fun in training. This
unleashes a powerful energy in the
group and opens minds to the con-
cepts being presented.

¢ Be aware of opportunities to rec-
ognize participation during your
training. It's a powerful tool to fill a
session with applause and appre-
ciation. As recognition increases
participation does as well.

e Continually expect success from
your training efforts. Success or fail-
ure is influenced by the company's
attitude toward training.

Imagination for some of us may have
been lost the instant a well-mean-
ing teacher told us to “color within
the lines." Our challenge, as lead-
ers, is to ignite the spirit of our team
through a journey that rediscovers
the “Neverland” in each of us. This
will lead to training and business
success for everyone that finds it.

Jim Paluchis presidentof JPHorizons,
a group of training professionals that
have been helping green industry
companies develop a culture of
learning for over 15 years.

JP Horizons

INCORPORATED
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Toro Names Hoffman Chief Executive Officer,
Announces First Quarter Results

BLOOMINGTON, MINN. -The
Toro Co. announced that its board of
directors has elected Michael Hoffman,
49, to the position of chief executive
officer. Hoffman, a27-year veteran with
the company, was elected president
and chief operating officer on Oct. 18,
2004, and has since been responsible
for all the company's businesses and
operations. Kendrick Melrose stepped
down as chief executive officer and
assumed the role of executive chair-
man for Toro's board of directors.

Hoffman joined Toro in 1977, serv-
ing the company
in various sales,
service and mar-
keting roles for
nearly all com-
pany business in
the professional
and residential
segments. Over
the past 10 years
as a key execu-
tive, he success-
fully directed
these divisions
toward increased market share,
revenue growth and profitability.

Melrose joined The Toro Co. in
1970 as director of marketing for
the consumer products division. He
was named chief executive officer in
December 1983 and chairman of the
board in December of 1987. Melrose
currently serves as a director on the

boards of directors of SurModics, the
Center for Ethical Business Cultures,
the National Association of Manufac-
turers, the Outdoor Power Equipment
Institute, and the Guthrie Theater.
In other news, Toro reported net
earnings of $1 1.2 million, or $0.47 per
diluted share, on net sales of $346.9 mil-
lion forits fiscal 2005 first quarter ended
Jan. 28. In its fiscal 2004 first quarter,
the company reported net earnings
of $9.3 million, or $0.36 per diluted
share, on net sales of $313.6 million.
“Our strong momentum continued
into the new fiscal
yearas ourongoing
efforts to increase
sales and improve
profitability bene-
fited overall perfor-
mance,” Melrose
says, adding that
results for Toro's
first quarter, typi-
cally the seasonally
smallest sales pe-
riod, were fueledin
part by double-digit
sales growthin its professional segment.
Compared with the prior year, fiscal
2005 first quarter professional segment
sales increased 18.1 percent to $245.2
million. Volume increased in nearly all
product categories, reflecting Toro's
leadership position in professional
segment products, positive market
continued on page 30

DY o & andscape

apri| 2005

www.lcwnand|andscape.com



http://www.weedinsectseminar.com
mailto:mfitzpatrick@gie.net
mailto:ccode@gie.net
mailto:rstanley@gie.net

THE BEST IN TRAINING...
JUST GOT BETTER!

weW! 10 New H2B Topic Outlines

et Detailed Enhanced Spanish Outlines
weW! New Reference Links

weW! Train the Trainer Leadership and
New Facilitator’s Guidebook

YOU ALSO GET:

® 52 Weeks of training
(Training outlines in English and Spanish)

Jim Paluch ® Accountability that provides follow through even
in the busy season
The Training
Challenge is a @® Coaching from JP Horizons Inc. that will help
home run in the your team stay committed
ninth inning of the
seventh game of ® Affordable training delivered each week
the World Series on Increased employee retention!
national television...

it is awesome! ® Consistent, best-practice sharing weekly through
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Mike Rorie, countrywide feed-back report!
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ACCEPT THE CHALLENGE TODAY!
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continued from page 28
Manufacturer Minutes

conditions and strong retail demand.
“Our customers expressed increas-

ing optimism about the business,” says
Melrose. “Landscape contractors and
sports turf professionals were
very bullish about their business
and the outlook for this season.”
Earnings for the first quarter
totaled $38.9 million, up 36.6
percent compared with $28.4
millionin the prior year first quar-
ter resulting from higher sales volume
and improved leveraging of expenses.
For fiscal 2005, the company
continues to expect net earnings per
diluted share to grow |12 to |5 per-
cent compared with 2004, and sales
growth of 9 to | | percent for the year.
Foritsfiscal 2005 second quarter, Toro
expects toreport netearnings per diluted
share of$2.30t0$2.40. - PR Newswire

Are you
making

30%

Net Profit ,
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Deere Reports Record First-Quarter Results

MOLINE, lll - Deere & Co. said first-
quarter profits increased 30 percent
as demand for farm and construction
equipment rose.

Firstquarter net
incomeincreasedto
$222.8 million, or
89 cents per share,
compared with net
income for the same
period last year of
$170.8 million, or
68 cents per share.
Net sales and rev-
enues grew |8 percentto $4. 127 billion
compared with $3.484 billion ayearago.

Agricultural equipmentincreased 26
percent for the first quarter because of
higher shipments resulting from strong

&% / asuh

J2 1 300/0 Net Profit!

Unbelievable? NO, you can make 30% NET PROFIT in
your service based company. Our customers achieve this by using CLIP
software’s exclusive routing, scheduling and job costing. Only CLIP tracks
every minute spent on every job. You only have a few minutes each hour to
make profit, don't lose it. Only CLIP can give you a virtually paperless office
with links to PDA's, real time GPS tracking and Cell Phone technology.
BELIEVE IT, we do it everyday in our own lawn company.

Profit, Paperless, and Automatic Billing
Transfer invoices to QuickBooks™ if desired.
What NET PROFIT are you making?

Can you afford to wait?

Call 800-635-8485 for a Free Demo.
Do it NOW!

www.clip.com

TP

retail demand. Additionally, first quarter
operating profit in this division nearly
doubled to $163 million compared
with $85 million last
year. The operating-
profitimprovement
was primarily driven
by higher world-
wide sales and ef-
ficiencies related
to stronger pro-
duction volumes.

Construction
and forestry divi-
sion sales rose 33 percent for the first
quarter, reflecting strong retail sales. Op-
erating profitin this divisionimprovedto
$101 million compared with $93 million

continued on page 32
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REMNUFACTURED Dyno
Tested Truck Transmissions
UD, Isuzu, GMC, Mitsubishi,

converters, latest factory

upgrade, nationwide shipping
and 24 month warranty.

Call For a Quote (toll free):
1-866-257-3390, ext. 68

Website:

importtransmissionfactory.com
E-mail: Ralph2itf@aol.com
Fax: 321-268-3242
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TRIMEC® CLASSIC
Broadleaf Herbicide

* First product ever formulated * Low odor since 1995

for turf professionals :
profe * Premix formulated as

* The original “3-Way” a complex

* Best known brand in the history of * A favorite for over 30 years
selective broadleaf weed control

Reliable, Dependable, Predictable

| -r__, | pbil / sordor 800-821-7925
— | conporstion trimec.com

An Employee-Owned Company Trimec* Is a registered trademark afPBI/GardmCapomM r £ 10
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continued from page 30

Manufacturer Minutes

for the same period last year. Excluding
last year's $30 million pretax gain from
the sale of an equipment rental company,
operating profit improved 60 percent.
Commercial and consumer equip-
ment sales declined 8 percent for the
quarter as the
division further
aligned ship-
mentsand pro-
duction levels
with seasonal

demand. The
lower ship-
ments and

production
volumes con-
tributed to an
operating loss of $2 million for the
quarter vs. an operating profit of $20
million last year. — Jonathan Katz

(>
4

MANUFACTURER MINUTES

Ewing Expands to Pacific Northwest

PHOENIX - Ewing Irrigation,
Golf & Industrial has opened its first
location in the Pacific Northwest.
Geoffrey Simpson has been appoint-
ed manager of Ewing's premiere
Washington facility in Tacoma, Wash.

Simpson, who
previously served
as assistant manager
of Ewing's facility in
Deer Valley, Ariz.,
has | | years of dis-
tribution experience
serving the green
industry. Simpson holds a BA degree in
English from Washington State Universi-
ty, and is also a certified flight instructor.

Simpson will be assisted by Matt
Purdy and Nick Cutting. Purdy, who for-

é
GLUIL

Irrigation ¢ Golf 4 Industrial

merly served Ewing’s Ontario, Calif.,
location, has six years of distribution
experience. Cutting will handle deliv-
ery processes and assist with day-to-
day operations. Future expansion plans
include additional locations in Wash-
ington and Oregon.

Ewing offers com-
mercial and residential
irrigation supplies,
landscape and ag-
ronomic products,
water management
solutions, low-voltage lighting, ero-
sion control, water features and
industrial plastics to professionals
serving the golf, landscaping, turf and
industrial industries. Ewing offers 145
branch locations from coast to coast.

How do YOU make Landscaping Easier,

Tree Care * Landscape Design

Landscape Management

Tar Management ¢ Pond Care

The most effective mycorrhizal inoculants available
Biofertilizers for long-lasting fertility

o)
5 ..’

By Usin

Safe, environmentally friendly products

Easy to use, expert resulis

CARE, INC.

ddt
Uil

Today’s Technology for Tomorrow’s Environment™
ll: 1-800-421-9051 or g
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Fﬁlanks to the Super Surfer, what we used
to get done in five days now only takes four.” |

John Hill, owner, Hill Horticulture, San Antonio, Texas

Four years ago, John Hill took a stand against
walking. And switched to the Super Surfer stand-
on mowers from Great Dane. His six crews are
now generating more revenue per man-hour at
higher gross margins than ever before. John
attributes it all to the Super Surfer. “It’s the most

versatile machine I've ever seen. It's durable and

www.GreatDaneMowers.com

requires low maintenance. Plus it'’s easy for my
crew to mount and dismount and they are less
fatigued as well.”

With a choice of 18- to 25-hp engines and 48- to
61-inch cuts, it's easy to find a Super Surfer that’s
right for your business. Call your local Great Dane

dealer and take the Super Surfer time study.
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It's about time.
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Always read and follow label directions. ARENA, Arvesta and the Arvesta logo are registered trademarks of Arvesta Corporation. ThcArvmlogoBi




urk of Arvesta Corporation

02005 Arvesta Corporation

ARN-005

Season-long control of
grubs plus control of
chinch bugs, webworms
and other damaging
insect pests.

New ARENA® Insecticide from Arvesta may not
solve all of your pest problems, but it sure takes

care of the key ones.

Along with exceptional season-long control of
white grubs, ARENA stops chinch bugs, sod
webworms and billbugs dead in their tracks. Plus,

it offers suppression of cutworms and mole crickets

You'll also like the fact that ARENA Insecticide
features an excellent safety profile, including a
restricted entry interval (REID) of just 12 hours
And it comes in your choice ol convenient

spreadable or sprayable formulations

This year, ask your turf products supplier for the
new standard in broad-spectrum insect control —
ARENA Insecticide from Arvesta. To learn more,
visit www.arvesta.us/arena or call 1-866-761-9397
toll free

Arena

Arvesta

=T8O
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THE TOOL CHEST

nght hand tools - though
they don't get as much at-

tention as their engine-powered
counterparts — are still backbones
in a contractor's tool arsenal.

As such, Lawn & Landscape was
curious to find out exactly how much
per year contractors spend on this
type of equipment and where they
purchase these easy-to-find supplies.
According to our research, most
contractors spend less than $1,000
per year on these necessities, which
include shovels and rakes. And nearly
80 percent of contractors purchase
these tools fromtheir nearest Home
Depot, Lowe's or other retail outlet.

v

$0 to $499

$500 to $999
$1,000t0 $1,499
More than $2,000
$1,500 to $1,999

Source: Lawn & Landscape Oniine

Retail Outlet

Local Power Equipment Dealer
Distributor/Dealer

Other

Nursery or Garden Center

Source: Lawn & Landscape Online
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er\y Entrepreneurs Should De|egate

oyou need more hoursinyourday?! Do you have so muchwork you're not evensure
where todigin? If so, you're like hundreds of other entrepreneurs who say they're
overwhelmed with work. But why is that? Some of the most common excuses include:
* You're too busy to take the time to delegate or train someone else.
* You're the "best” or “only" person who can do the job night.
* No one else is available or responsible enough.
* If you delegate responsibility, you'll lose control over the project.
And here's the result: Projects get backed up, you get too busy to fulfill other impor-
tant responsibilities. Employees who are
interested in growth go unsatisfied. And,
inevitably, productivity and profitability suffer.
Delegation can be your answer, especial-
ly when employees feel they're being given
an opportunity to learm new skills, gain more
knowledge and feel more connected to the
organization — but not if they feel the boss is
simply “dumping” unwanted tasks on them.
Just how do you go about handing
over some of your tasks? First, identify
the best person for the job. The best
person is the one who's eager to leamn,
motivated and demonstrates the poten-

tial to assume greater responsibilities.

Next, clearly and logically iden-
tify the goal of the project as well
as the key steps involved. Be careful
not to ask these two useless questions:
“Did you understand me?" and “Did
you hear me?" The answers to these
questions are always “Yes," whether or
not that response is true. No one wants
their boss to know they didn't under-
stand instructions. Instead, ask: “What
part of this process will you implement
first, second, etc.?" "What part will you
need additional resources for?" “What
part will be most challenging or easiest
for you or others?” "What part seemns
unclear or needs further discussion?”

Third, establish clear milestones
and deadlines. Lay out some clearly
understood milestones and the times and
dates by which the employee will have

58 percent accomplisheda certain part ofthe task and
28 percent will report back to you on their progress.
7 percent Provide frequent feedback. A
5 percent novice needs to hear well-balanced feed-
2 percent back — both positive and negative—to un-

derstand how they 're doing and whether
they're meeting your expectations
regardingthe projectand itstime frames.

After the project is complete,
review the process with the em-
ployee. Taking this extra step allows
all the people involved in the task to
identify what they would repeat or
modify next time around. This review
process also gives you the chance to
see what was learned, who learned

79 percent it and whether or not you can as-
10 percent sign increasing levels of responsibility
5 percent and authority to the project manager.
5 percent
| percent The author is David Javitch, an organi-

zational psychologist and president of
Javitch Associates, an organizational
consulting firm in Newton, Mass. For
more information, visit www.javitch.com.
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* Online Virtual
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more is available ‘
to you!

All subscribers 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/rsdefault.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.

Through May 15th, 2005 Lawn & Landscape will donate
$1% to Habitat for Humanity’s Tsunami relief efforts for each
new web user!

lawnandlandscape.com
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APR. 11-13 Grandy & Associates’ Basic Business Boot Camp, Las Vegas, Nev.

To ensure that
your meeting
date is published,
o

at least 12 weeks
& bl
Lawn & Land-
scape Calendar.
4012 Bridge
Ave., Cleveland,
OH 44113,

-

Contact: 800/432-7963 |

APR. 17-20 American Public Works Association North American Snow Conference,
Kansas City, Mo. Contact: 816/472-6100 or www.apwa.net/meetings/snow/2005

APR. 18-20 Trees & Utilities National Conference, Omaha, Neb.
Contact: 402/464-5655 or www.arborday.org

APR. 26-28 Grandy & Associates' Basic Business Boot Camp, Dallas, Texas.
Contact: 800/432-7963

MAY 10-12 Grandy & Associates' Basic Business Boot Camp, Philadelphia, Penn.
Contact: 800/432-7963

MAY 12 University of California — Davis Extension Managing Low-Budget Sports Fields
Workshop, South Davis, Calif. Contact: 800/752-088|

MAY 17-19 Grandy & Associates’ Basic Business Boot Camp, Philadelphia, Pa.
Contact: 800/432-7963

MAY |9 Alabama Cooperative Extension Comprehensive Fire Ant Management Work-
shop, Anniston, Ala. Contact: 256/237-1621 or www.ag.auburn.edu/landscape/whats.html

JUNE 7-9, JULY 12-14, AUG. 23-25, SEPT. 20-22 Grandy & Associates’ Basic Business
Boot Camp, Owensboro, Ky. Contact: 800/432-7963

JULY 14-17 Professional Landcare Network Summer Leadership Meeting — PLANET,
Washington, D.C. Contact: 800/395-2522 or www.landcarenetwork.org

JULY 17-19 Professional Landcare Network Legislative Day on the Hill and Renewal &
Remembrance at Arlington National Cemetery, Washington, D.C. Contact: 800/395-2522
or www.landcarenetwork.org

JULY 17-24 Perennial Plant Association Symposium, Knoxville/Nashville, Ky. Contact:
614/771-8431 or www.perennialplant.org/symposium/sym05.htm

JULY 26-27 Chattanooga Association of Landscape Professionals Summer Express 2-day
Short Course, Collegedale, Tenn. Contact: 432/886-8874

AUG. 3-4 Lown & Landscape Weed & Insect Summit — North, Cleveland, Ohio. Contact:
800/456-0707 or www.weedinsectseminar.com

WWW, Iawnandland scape.com
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ALL 48" RIDERS THAT
CAN FIT THRU A 36" OPENING
RAISE YOUR HANDS.

FITS 36" ﬁ MORE
OPENINGS SPACE

Our Z-Wing~48 zero-turn rider goes places others
can't - through 36" gate openings and into tight storage a‘ b M
spaces. It can also mow 48" when the wings are lowered. c o M “ E n c | “ l.

1-877-835-7841 = www.cubcommercial.com THE SCIENCE OF COMMON SENSE.
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Top headlines from 1995-1999
Lawn & Landscape’s first 25 years

January 1995 - Entering
the Interior Market.

A number of contractors who success-
fully adapt to serving this specialized
client base are finding interior work a
natural business extension.

LT J ..T";‘

) |
"an i

June 1995 - Professional

Services Continue to Grow.

A Gallup survey shows that the num-
ber of households using a professional
lawn or landscape service increased by
300,000 from 1993 to 1994 to a total

of 17.6 million customers.

March 1996 -
Substance Abuse:
Can You Afford
Not to Test?

Employee substance
abuse is being cham-
pioned as a means to
head off employee is-
sues and reduce overall
business risk.

EDITOR'SNOTE: Thisyear, Lawn
& Landscape begins its 25* year
of service ta the industry. To help
celebrate this milestone, each 2005
issue of Lawn & Landscape will
reflect on the people, companies
and events that have shaped our

industry.

ELEBRATIN

October 1996 —

Labor Crunch is Job 1.
Finding quality employees is the

top business concern according to

a recent survey with 49 percent of
respondents calling it their top factor
limiting growth. Second was cash
flow for 19.6 percent of respondents
and regulations by 5.6 percent.

March 1997 - Computer-
ized Irrigation Controls:

The Wave of the Future?
With irrigation acreage constantly
increasing, Contractors say computer-
ized controls are beginning to prove
their value on larger-scale landscape

irrigation projects.

July 1997 - Winds of Change.
Los Angeles, Calif., has enacted a ban on use of gas-powered blowers
within 500 feet of a residence backed with a maximum $1,000 fine.

January 1998 — OPEI Predictions.

The Outdoor Power Equipment Institute (OPEI) said that 1998
shipments of commercial rotary mowers reached 53,396 units and
predicts a 4.3 percent increase in 1999.

October 1998 - Fertigation: It's for Contractors Too.
Technology used in agriculture and sports turf is now being adapted to

April 1999 -

allow “spoon feeding” of nutrients.

March 1999 - EPA Moves Forward with FQPA.
Despite challenges, the federal Food Quality Protection Act (FQPA)
is being enforced by the Environmental Protection Agency.

Landcare, TruGreen-ChemLawn Deal Closes.
Two industry giants have joined forces to form a new organization

with expected sales of $600 million per year.

BT - & landicape

apnl 2005
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LESGO IS NOW OPEN 24/7

NOW, YOU CAN ORDER THE
PRODUCTS YOU WANT WHEN
YOU WANT THEM, THANKS
TO LESCODIRECT*", THE
INDUSTRY’S LARGEST
E-COMMERCE WEB SITE.

Here's how:

o Visit www.lesco.com.

e Use your LESCO customer

©

number to log in to your
account. Or, new LESCO
customers can create an
account online.

Make your purchases via

LESCO’s product catalog.

USE READER SERVICE # 3|

o Pick up the product at the
nearest LESCO Service
Center” the next day.

Shopping is just that easy. Now,

you can make your purchases
when it's convenient for you.

[ ESCO

www.lesco.com
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usiness partners often talk abourt
the struggles they face trying to
maintain continuity, especially
when they don't agree on certain
company issues. Finding common ground
is critical for moving the business forward,
but when the partners are family members,
there’s often more art stake than just the
company’s well being.

Whether it’s a husband/wife team or
two siblings sharing ownership duties, busi-
ness partners who are related must often
overcome the emotional ties that bind them
together to make sound business decisions.
Achieving such stability can become even
more challenging when multiple family
members are all equal owners in a company.
That's the situation at Maxalea, a Balti-
more, Md. landscape design/build compa-
ny, where five members of the McWilliams
family share ownership responsibilities.

The company began in 1929 when
brothers James, Robert and George McWil-
liams began selling sod in the Baltimore
area. In 1946, James McWilliams and his
wife, Marion, opened a nursery called Mac's
Azaleas, which was eventually shortened to
Maxalea. The business was later passed on

to James and Marion McWilliams' sons,
Don and Jack, who formed a landscape-
contracting firm. In 1998, the third
generation of McWilliams purchased the
company, which at that time had grown
to approximately $3 million in revenue.
The company is now a $7.3-million
operation with more than 80 employees.
For the most part, common goals
and interests have helped keep this cur-
rent ownership team operating smooth-
ly. But there are times when disagree-
ments occur, which is why the team has
decision-making procedures in place.
The owners also do not hesitate to look
outside the company for help. In 1999,
the company hired a consultant to help
the new owners decide whether to close
Maxalea’s garden center, says Executive
Vice President Jim McWilliams. “In the
third generation, my older brother was
the last of the five current owners to
realize that the retail garden center had
to go,” Jim McWilliams recalls. “Having
an outside consultant look at our busi-
ness was really the deciding facror.”
Jim McWilliams, 41, is one of the five
current Maxalea owners and oversees the




company’s sales staff. Lawn & Land-

scape magazine spoke with McWilliams
£

about how the company has continued

to progress with multiple owners steer-

ing the ship.

What are some of the biggest chal-
lenges of working with so many
family members, and how do you
overcome them? There are five owners,
and although we all have pretty much
the same common interest, the goal is to
funnel that interest so that we are all go-
ing in the same direction. In 1999, we
brought a consultant in from Chicago
and had him assess our business. We sat
down with him and he interviewed us,
as well as key personnel who are within
the company. He thought we were beat-
ing a dead horse with the retail side of
the business and that it wasn't enabling
us to focus our attention on the land-

scape design, contracting, maintenance,
carpentry, lighting and irrigation end of
the business. We needed someone from
the outside to look in and say, ‘Hey this
is what you need to do.” He worked for
us and this allowed us to evaluate our
various positions and personnel and
helped us to reorganize as to take advan-
tage of each individual skill set we had
here. He also helped us set up a pricing
model and an operating budget. | think
that process was a turning point for us
in terms of having someone come in
and help us set up systems that we could
all agree with and follow.

Why didn't the garden center work
out? | think it didn't work ourt because
of our location. We're not on a major
thoroughfare, and customers only knew
about that part of our business by word
of mouth. When we talked to most

Photo: Maxalea

people running profitable garden centers,
they said it’s all abourt location, location,
location. They were near major traffic
arteries, and we're near residendial neigh-
borhoods. The final factor was pressure
from Home Depot, the Lowe’s and Wal-
Mart. They were branching into some of

what we were selling and raking away our

customers. In the end, closing the garden
center was the best decision for us.

Does sibling rivalry ever come
into play at your company? It’s not
a factor at all. We all have different
talents and expertise in different areas.
Thar’s what makes us unique and un-
usual. Most of us have our own clients
because we're each designing or selling a
different facet of the business, so that'’s
helped keep some separation there.

What are some of the benefits of
working in a family business? The
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TOOLS FOR

YOUR TRADE

The Attachment Authority
for Compact Tractors

* Industrial Grapple

Buckets
* 4-in-1 Buckets
* Quick Attaches
» Full Line of Buckets
* Tooth Bars
PRESEEDER”
LANDSCAPING TILLER
THE FINEST
IN SEEDBED
PREPARATION

* Carbide Teeth

* Durability &
Dependability

* 3-Year Warranty

Scape rake

s : } NEW!

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

* *

On-Grade. ..
Automatically
» Tractor & Skid steer
models
* Accurate to 4"

New Holland, PA
1-800-342-0905

www. [)l‘E‘SGGdeI‘.COIﬂ
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lessons learned > > >

biggest benefit is knowing there are trustworthy individuals to
back me up in any situation. I am able to take a vacation and
know my partners will keep things operating smoothly. If any
one of us has a personal issue to deal with, others will cover for
him — no questions asked.

How do you make decisions with five owners working togeth-
er? The majority rules on a major issue. If one does not agree, he
still has to support the others. No one is allowed to undermine
the decisions that are made. We have tides such as president and
vice president, but we have majority rule on any major issue.

What is the process for deciding on issues? Do you vote

on them? We do. We actually evaluate the pros and cons of all
major decisions. And I think the biggest decision goes back to
closing the retail part of our operation. That's probably one of
the biggest decisions we had to make together. We had someone
who had been here for more than 35 years as an owner and grew
up with that part of the business, and it was tough to push him,
in essence, over the fence. Having that outside person come in
and run the hard, true numbers showed that individual that it
doesn't make sense to continue to upgrade that part of the busi-
ness. Since then, we've had a plan that we all agree upon. It’s a
five- to 10-year plan, and we have followed it. We're now trying
to agree on the amount of growth that we should achieve each
year. We also rely upon support staff to give us their thoughts
and ideas. Other people have decision-making powers and keep
us informed of the impact of various decisions. We have three or
four individuals helping us with issues on a daily basis. We also
have professionals who support us from outside the organiza-
tion, ranging on issues from insurance to accounting. These
individuals provide expertise within particular fields and share
experiences from other companies in the same industry.

What's the purpose of your weekly Monday night meetings?
These meetings are very important to us. Every Monday the
owners convene to review minutes from the previous meet-

ing. At many of the meetings, our operations manager and our
financial officer also attend. We look through our accounts and
review where we are financially and ralk about production issues.
It is a roundrable format. Everyone participates. Major decisions
are made here. Meetings generally last one to two hours. Concise
minutes are taken and e-mailed following the meeting. We elect
one person from the group to take the minutes. These minutes
have proven valuable as a source for recording decisions and ac-
tions to be take. You would be amazed at what can be forgotten
in a short period of time. Our minutes are our record of activity.

What was your parents’ strategy behind transferring non-busi-
ness assets to children who weren't in the company? There are
two sisters in the family who are not involved in the business.
They were when they were younger but chose not to take it up as
a profession, so some insurance policies were purchased for them
to cover them from any value they would get but no ownership

of the company, so they don't have any ties to the business. It was
because advisors had told that generation that there had been and
would be problems if something wasn't written up ahead of time.
We heard about it in our own dealings with other companies
about how siblings not involved in the company all of the sudden
had an interest upon the death of an owner. But that’s no longer a
factor because we bought the business from the second generation. w

apri' 2005 www.lawnar\dlondscape.com
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Fast control of the toughest weeds.
No wonder QuickSilver is the perfect addition to your tank mix.

What makes QuickSilver™ T&O herbicide the perfect
tank mix pariner?2 Maybe it's because when
applied in a tank mixture with other post-emergent
herbicides, QuickSilver increases the speed of kill
and expands the spectrum of control of mature,
perennial broadleaf weeds. QuickSilver is tough on
weeds, like clover and thistle, but soft on grasses,
including Bermuda and St. Augustine.

Just add a litle QuickSilver to your tank. It's rainfast
in one hour and effective in 24-48 hours. And

+NIC

© 2005 FMC Corporation. FMC, the FMC logo, QuickSilver,
and the QuickSilver logo are trademarks of FMC Corporation,
Always read and follow label directions.

since QuickSilver is effective across a wide range
of temperatures, it can be used in many geographic
regions across the United States.

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

& QuickSilver

Frd @ HERBICIDE
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ince Del Vacchio says the deci
sion to start offering landscaping
lighting three years ago was an
easy one. With more customers
requesting lighting, the president of Del

Vacchio Landscapes in Edgemont, Pa.,

realized the service was a nartural fit with the

landscapes and hardscapes his company de
signs and builds. “More people were asking
us when we were going to do installations
that incorporated lighting,” he says. “We
saw a market for it.”

After first fooling around with the lower
quality lighting materials available, Del
Vacchio decided to get serious about offering
the service. When he rescarched the types of
installation and systems, as well as the equip
ment Hl\'nl\'k'\l, h\' \l'\(n\(l('(l h&' u)lll\i start a
lighting service for a fairly small investment.

Lighting doesn't really require any

special equipment, he says. Most of the
tools are the same ones used in landscap
ing work. One minor investment he made
was converting a bed edger he owned into
a trenching machine. “But other than
that, we pretty much had everything we
needed,” he says.

He and his staff then ook installation
training at seminars offered by the industry
and various manufacturers. Once armed
with the knowledge and the right equip-
ment, Del Vacchio’s lighting service was
IL'.I\I} {fo £0.

['he service accounted for only about 8
percent of the company’s total revenue last
year, but without it, Del Vacchio says he
would lose landscape jobs. “1f somebody
else came along and offered lighting with
an installation project, that could have

continued on page 5¢
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What does the future of
the power blower look like?




BR 500 ’ —

Designed for professionals who face strict
residential noise regulations but don't
want to give up professional power,
this 3 bhp machine puts out an
average air volume of 477 cfm
and an air speed of 181 mph,
at a low 65 dba rating.

|

- - S —
- N e e

/?

!

Like nothing you've ever seen.




BR 550

If you're looking for a lot of
bang for not a lot of bucks, the
BR 550 delivers. This 4 bhp
machine puts out an average
air volume of 530 c¢fm and
an air speed of 199 mph —
without blowing your budget.

o ; i \)

The first of the STIHL 4-MIX® backpack blowers are here. also combines a redesigned muffier and air induction system
And they don’t just look revolutionary. They are revolutionary. to create a smooth, pleasant sound. An improved air filter also
Every major component has been engineered to take your allows for longer running times between cleanings. And unique

productivity to a new level. The innovative 4-MIX® engine construction and ergonomic padding greatly improve user

puts out more torque and horsepower than a conventional comfort. So stop by your STIHL Dealer today. And take a
2-stroke, while consuming less fuel. It's also clean-burning, closer look at the future. 1 800 GO STIHL - www.stihlusa.com
easily meeting 2005 EPA emissions standards. The engine
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continued from page 46

\ been a reason for a customer to choose
them instead of us,” he says.

SPARKING SALES. D¢l Vacchio
markets lighting the same way he does
his other services: by sending four-
color mailers, about the size of large
postcards, to targeted areas that include
existing and potential clients. Mailers
promoting the lighting service are usu-
ally sent in late spring or early summer.
He also mentions the lighting service in
all advertising. But he says the best sell-

‘l ing tool is the on-site demonstration.

| When it comes to lighting, seeing

‘ is believing. Customers can’t visualize
the final product simply by looking at
fixtures, and it’s difficult to explain it to

‘ them. That’s why Del Vacchio started
offering free overnight demonstrations.

“People aren’t going to see much

of the fixtures because they're hidden ried untl you show them the results.

pretty well behind bushes,” he says. When customers see the house lit up,
“When people think they're not going it’s a pretty powerful rool.”

to see the fixtures, they get kind of wor- The demonstrations are offered to

FROG LIGHTS, LLC

TOLL FREE CALL1-800- 930 1670

SPOT LIGHTS g

* OPERATING VOLTAGE 12 v a/c
PRICE - $25

SRS B N

email: info@frog-lights.com  web site www.frog-lights.com
MANUFACTURER OF QUALITY LANDSCAPE LIGHTING FIXTURES

qualified customers only. During an ini-
tial consultation, Del Vacchio will make
sure the property is in his company’s
service area, is the type of property they
want to work on, and that the client’s
budget and time line are realistic. For
instance, his typical client is residential
with a 1-acre property and a home that
costs between $600,000 and $750,000.
Qualifying customers for a demonstra-
tion can prevent hours of wasted time,
says Del Vacchio.

Once a customer is qualified, the
salesperson will go out and set up the
lights. “We'll leave the lights on the
property for at least a few nights and
up to a week,” he says. “The longer the
lights are there, the more customers
miss them when they're gone.”

But that’s not to say there aren't
challenges to selling the service.
Customers want lighting, but not a
high price tag. “We decided to go with
higher end systems, and they aren't by

continued on page 57

SPREADER LIGHTS

Cln S A

* Max Watt: 2 Watts
* Stainless steel
* Lamp: LED x 18 pieces
* LED Colors: White, Green, BlueWt,
* 2 LbsSize 14" vertical
* Very special light
Use as a well light, underwaterlight,

PRICE - $29
* Heavy Aluminum N1
* Max: 50 Watts 12v
* Sold with Lamp:
JC-BI-PIN And wires
 Finish: Black or Verde

* Heavy Aluminum

* Max. 50 Watts 12v

* Sold with Lamp: MR 16
and wires complete

* Finish: Black

SH1

* Size: top to bottom of stake ...14.5" i "
o spot light comes with metalspike. N 3 Sw,(.j \;I ;‘;5
* LED lite approx. 11 Years. LED1 slev:r; 8.3

* Put many on one circuit !
HUGE SELECTION « EASY TO INSTALL

Landscape Lighting

PATH LIGHTS

Now BUY DIRECT
DISTRIBUTORS

P3 PRICE - $40 P4 PRICE - $29

s ; A HL2
* SOLID COPPER * Heavy Aluminium

with brass lamp holder * Max. 35 Watts

* Max. 50 Watts 12v * Sold with LAMP:

¢ Sold with lamp: MR 16 JC Bi-Pin and Wires WANTED
and wires ¢ Finish: Black or Verde

Call for information

FREE CATALOG

* Polished Copper finish
Or Verde (green)
* Size: h 30"
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From a history of size comes
a size that'’s making history.

CATERPILLAR







The legacy continues.

Whether you're working in a neighborhood or a nursery, there's a Cat’ Skid Steer, Multi Terrain Loader or Mini Excavator
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When it comes to landscaping johs, we have the

sized to fit your needs. All built with the same Cat quality as their big brothers. And you can extend your versatility by choosing from more



[ Buy or rent more than 60 genuine Cat Work Tools.]

et e - 8

' 6-way blades Blades Grapple buckets

e

Vibratory drum compactors Pickup brooms Landscape tillers Hammers

Angle brooms Stump grinders Irenchers

Pallet forks Buckets with thumbs Landscape rakes
\ \
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Vibratory plate compactors Snow blowers Backhoes Augers

than 60 genuine Cat Work Tools. Buy or rent, you'll get the job done with machines that have a legacy of productivity.



Buy It. Equip It. Rent It.

cat.com/legacy

Log on and see how the full line of Cat Skid Steers, Mini Excavators,
Multi Terrain Loaders and Work Tools is ready to handle all your landscaping needs.

CATERPILLAR

_Get what you need,
right when you need it

No matter what the job, The Cat Rental Store has a full line
of equipment to tackle any landscaping application. Whether you
need Cat machines and Work Tools or just some support equipment,
we'll deliver it all to your job site on time, ready to work.

= ’ﬁ-fd 1-800-RENT-CAT CAT Re?tf?l
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continued from page 50

any means cheap. People can go buy
off-the-shelf stuff for much cheaper,”
says Del Vacchio.

He is careful ro explain ro customers
the benefits of having lighting profes-
sionally installed. It costs more, but it's
also serviceable, more durable and lasts
longer. He usually finds that most cus-
tomers are all too familiar with the lower
quality lighting. “They know it breaks,
they know it doesn't last, and they know
the bulbs always burn out,” he says.

Del Vacchio says his customers
usually fall into two types. The first
are people with established landscapes,
who are looking to accent their home
or landscape, or both. Generally these
are older homes, he says, with marure
landscapes. “We find these to be our
larger sales because they aren’t spending
money on hardscaping and landscaping
along with the lighting,” he says.

On the other side are customers
with newer homes that have litde or
no mature landscaping. “These are the
properties we are creating an overall
design for, then installing hardscap-
ing, landscaping and lighting,” he says.
“The lighting sale on these properties is
generally a little lower because they are
spending more on the project overall.
But we always build the system so it’s
expandable in the future.”

In the last two years, sales in gen-
eral have been relatively level for Del

Vacchio, burt he is expecting to grow
this year. He hopes to boost sales by
offering lighting as an option on every
design/build job. “We'll be pushing it
with every job that we do — landscape
or hardscape,” he says. “We want to
make sure our entire market is aware
that we're doing it.”

The annual growth of the lighting
service has been consistent with growth
in other divisions of his company, but
“in the next two years, we project light-
ing will be one of two divisions that
will grow faster for us,” Del Vacchio
says. In fact, he projects the service will
be 10 to 12 percent of the company’s
total revenue this year.

PRICE IS RIGHT. When he started
out, Del Vacchio had no idea what
to charge for lighting. So he used
manufacturer reccommendations as a
guideline for pricing jobs and has found
it useful. “Had we priced it ourselves,
we probably would have underpriced
ourselves a little bit at first,” he says.
Some manufacturers help out
contractors by recommending a mini-
mum price per fixture thar factors in
all of the costs, including the fixture
itself, transformer, wire and labor. The
number serves as a good starting point
when contractors price lighting jobs. As
an example, Steve Parrott, direcror of
marketing, Cast Lighting, Hawthorne,

business opportunities

N.J., points to the most common
fixture they make. Contractors can buy
the fixture for $50, and they recom-
mend contractors sell it for $200, a
25-percent increase when all the costs
are added in.

There is a tendency to want to
charge a flat price, like $150 per fixture.
But Del Vacchio compares price-per-
fixture pricing to square-footage pricing
for pavers. “We don't do it because
there are too many variables on each
job,” he explains.

Once the manufacturer’s pricing is
applied, “we always check our estimate
to make sure it’s going to be a profitable
job,” he says. On average, he charges
anywhere from $150 to $250 per fix-
ture, depending on job size, difficulty,
labor and fixture type.

With an estimated gross profit of
about 15 percent, Del Vacchio says
lighting is slightly more profitable than
other services his company offers. He
contributes this to the higher markup
of lighting materials compared with the
bigger materials he uses for his land-
scaping and hardscaping work.

LIGHT LESSONS. Despite the
best-laid plans, mistakes will be made.
Beginning a lighting service may not
be overly complicated, but it does have
its challenges. One lesson Del Vacchio
learned was the value of a layout. “Ini-

or the most part, the tools required to install
landscape lights are the same as those con-
tractors already use for landscape jobs. such as
rakes and shovels. Vince Del Vacchio, president,

Del Vacchio Landscapes, Edgemont, Pa., offers

a list of the basic tools needed to start a lighting

service.

» Trenching machine — *Many bed edgers
double as trenching machines now,
eliminating the need to buy two units," says
Del Vacchio. "Just make sure it goes at least 6
inches deep."

'« Hand trenching tools

* Volt/Amp meter

» Label machine - "Thisis to wire tabel runs at

the transformer,” he says. “When you get 15 or 20
wire runs with two wires each, it can get
confusing remembering what goes where.”
Demonstration kit — “A demonstration kit has a
transformer and a sampling of fixtures with
quick-connect wiring so it can be setup and
broken down easily," he says. "One can be made
for a few hundred dollars. or you ¢an buy a
complete kit from a manufacturer for more.”
Solder pot - A portable container fllled with
solder used for dip-soldering wires in the field.
Wire snips

Wire stripper

Conduit and couplings

Cordless drill & circular saw
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tially, we didn’t do much layout before
we started a job and we found it cost us
some time,” says Del Vacchio.
Now his crew lays out jobs two

ways. They draw out where everything

will go, including fixtures, transform-

ers and hubs, which saves time on the
initial installation. This also uncovers
any potential problems, such as a client
needing a new outlet installed. In addi-
tion, the designer will use colored flags
to indicate where to install each type of

KICHLER

LANDSCAPE LIGHTING

in one

tap outputs - up to 15v
circuit

e X-10 compatible
e Lifetime warranty
30-degree tilt

fastener

£]

Lighting your path to success...

= | e TWO 300 watt transformers

e TWO separate sets of multi-

e TWO independently
controlled timers and photocells

e Angled terminal board with
e Flip-top door with magnetic

e Primary current loop

fixture, eliminating the guesswork for
the installers.

Lighting can also be a challenge
simply because it’s different than
installing landscapes or hardscapes.
“Lighting involves running lictle wires

I“IF I

somebo&y else came along
and offered |ig|'\ting with an in-
stallation project, that could have
been a reason for a customer to

choose them instead of us

I - Vince Del Vacchio I

and trying to make everything neat

and organized,” he says. “Obviously,
landscape and hardscape jobs need

that too, burt on a bigger scale. There's
more finite work involved in lighting.

When someone sees wires running into

Starting at

$5,995.00

on each

their garage, they want them neat, not
sloppy. That's one of the things that
can really set you apart and make a big
difference on the installation.”

And all of those details, including
voltages, wire type and run lengths,
require close attention. If something
is overlooked, it can lead to major
maintenance problems down the road.
“It’s well worth spending the extra time
while you're there,” says Del Vacchio.

Del Vacchio is careful to ensure his
lighting work is of the highest qual-
ity. “We use a quality check to make
sure things are done properly on every
job,” he says. Throughout the job, crew
leaders will check that vol ages are cor-
rect. Once a job is finished, either Del
Vacchio or an operations manager will
again check the voltages and make sure
everything looks clean and neat before
doing a walk-around with the customer.
He says, “Although it's low voltage, we
are playing with electricity so we want
to make sure that everything is abso-

lutely perfect.” 8

C & S TURF CARE EQUIPMENT
Proudly Presents......
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Contact us today for a FREE information packet.
Be sure to ask about our Premiere Contractor Program
800-659-9000

www.kichler:.convlsa
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Treat Your lawné Right

(330) 966-4511 - 1-800-872-7050

Shop On-line & Save!
www.csturfequip.com
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What does MESA look like? Ifyou've used it
you know MESA slow release nitrogen
provides brilliant green color, fast response,
and lasts longer than SCU. But now
something’s different. Rip open a bag that
contains MESA. It will be easy to spot, just

look for the dark blue granules. That's right,

MESA is now dark blue! MESA is another

; : L
&b
Practical Innovation available only from n}'{()/’\) CAn ,f(7/lt€-’f/L(;’/l/f

LebanonTurf. Each dark blue granule Z{/MU,Z N(}/‘/é( JU/{/’!JZ. o //{Jf g0 /l)/i/f./?
L W/

combines ammonium sulfate for fast

response and great color, with our MethEx
Extended-release MESA greens faster and lasts longer than SCU.

methylene urea. MethEx methylene urea is
released by soil microbes ‘and provides

reliable long feeding. Patented MESA is the

only slow release nitrogen technology to
combine the benefits of ammeonium sulfate
and methylene urea in a single slow release
homogeneous granule. So, if it’s not blue
it'snot MESA. To learn more, and get a free
40 page Agronomy Manual, visit our web

site at www.LebanonTurf.com, click on

promotions and  enter  coupon
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by nicole wisniewski

Benchmark Landscape mja's_i'.ejl'g' lhe 'ebbs and flows of commercial

Photo: Seth Mayer, Seth Mayer Photography

bid work in San Diego s endless summer

urfing a wave above razor sharp
coral in dangerously shallow warer
with the whole ocean overhead
can be risky.

Navigating the wurbulent and
unpredictable waves of commercial bid work
can be just as uncertain. In the feast or fam-
ine-like ups and downs of this service, a bad

i oy year is one where the water is as still as glass
o P : f
e, 2 ~ no equipment or employees required — as
:
<

re : you wait with your longboard prepped, star-
" ing out into the sea for your chance. Butin a
W7 e good year, there are more perfect waves than
you can catch available, so the object becomes

embracing patience, choosing the right waves

and following the rules of etiquerte so you
stand out to your clients and dont collide with
your competition — or worse yet — yourself.
Nowhere does smart surf culture mesh
more seamlessly with rough-minded com-
mercial bid culture than in Poway, Calif., at
Benchmark Landscape. While many contrac-

tors become frustrated with commercial bid

work and choose to head l‘)ﬁck to.the beach
and try a new sport — namely residencial de-
sign/build work — company President John
Mohns refined his already established niche
and created a continuous sea of catchable
waves for himself in San Diego County:

PRACTICE MAKES PERFECT. There is
no wayaround it —surfing takes pracrice;
mastering even the basic surfing fundamen-
tals takes weeks. The ocean is a sometimes
chaotic environment = you have to learn
how waves behave, what your sucfboard
can'do, and the skillsof catching a wave,
standing ap, and riding and judging bulging,
tumbling water.

Gerting used to the tides of commercial
bid work:alsa rakes practice before one can
enjoy reaping the rewards of boosted reventie.
Mohns describes his start in business from
1984 to 1990 as “jumping on'the train" he
says. “Growthwas just phenomenaliin'the
building industry in San Diego. But growth

| |
www.lawnandlandsc ape.com
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HEADQUARTERS: Poway, California
FOUNDED: 1984

BRANCHES: Will open one branch in
Vista, Calif.,, by 2006 and another one in
southern San Diego County in 2007.

CLIENT MIX: 75 percent commercial
residential (condominiums, apartment
buildings, HOAs, etc.) and 25 percent
commercial (office parks, hospitals,
educational facilities, etc.)

SERVICE MIX: 55 percent installation
only (no design), 30 percent maintenance,
10 percent irrigation services and 5 percent
design/build

YEAR-ROUND EMPLOYEES:
300 (90 percent Hispanic)

GREATEST LABOR CHALLENGE:
Developing future leaders, such as field
supervisors, account managers and
project managers.

REVENUE BREAKDOWN:

2005 Expected Revenue: ... $18,000,000
2004 Revenue: ... $16,732,000
2003 Revenue: ... $12,152,000
2002 Revenue: ... $13,993,000
2001 Revenue: .................... $12,386,000
2000 Revenue: .................... $12.353,000
1999 Revenue: ... $10,966,000

MANAGEMENT TEAM:

President: John Mohns

Vice President: Craig Mohns

Installation General Manager: Bill Hoffman
Maintenance Branch Manager: Ed Drobnicki
Controller: John DeMoss
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in this business has never been consistent — we grew in spurts.”

Mastering the commercial bid arena means mastering this
up and down nature of the service, which equates to constant
estimating with no response one minute vs. gaining three new
jobs a week the next. “You try to schedule and calculate and
create consistency in this service, but that’s challenging,” Mohns
says. Instead, Benchmark tries to flow with the service tides. For
instance, when work is slow, we try to keep our people busy and
boost quality and efficiency — we probably end up overmanning
jobs a bit but it’s worth it to keep people on board. That way,
when it gets busy, we're using the lessons we learned while we
were slower to get us through those fast periods where people
have to work a little harder and be more productive.”

Employees become used to the rising and falling work levels,
and the company utilizes this same labor force for both situations.

We go through periods where work keeps coming in but we're

a little slower at increasing our overhead to handle that,” Mohns

says. "So there are years where revenue and profic margin jumps,



Photo: Seth Mayer, Seth Mayer Photography

W1en riding a wave, there are certain obstacles
one encounters — paddling against the cur-
rent, waiting patiently for the perfect moment, mov-
ing forward without hesitation to dominate rushing
gallons of water and making it back to the shore.

This is similar to the ups and downs one
deals with when building a business. Take John
Mohns, president, Benchmark Landscape, Poway,
Calif., for instance, As soon as he missed his
first chance and was denied acceptance by the
landscape architecture program at California
Palytechnic State University, San Luis Obispao,
Mohns seized his second option by enrolling In the
school’s ornamental horticulture program, which
proved to be a better fit for Mohns because it put
him in the field instead of behind a drafting table.

Once he obtained his bachelor's degree,
Mohns took a job as a laborer for a small design/
build firm in San Luis Obispo. He stayed there for
one year and then had the opportunity to move
back to San Diego and retain a project manager
position for a commercial landscape contractor,

Maohns spent half a decade with this com-
pany before he felt internal management prob-
lems compelled him to seek out a new challenge.
Subsequently, he and a coworker decided to start
their own venture — Benchmark Landscape Con-
struction —in July 1984. Mohns went from being
a manager with 80 employees, a full equipment
fleet, established customers and an overflowing
plate of work to being an owner with a partner,
two new Ford Rangers, a few hand tools. a mower
and about three months worth of cash flow.

The duo had a business plan in their heads,
which initially consisted of contacting clients they
had built relationships with at their old company
to reintroduce themselves, as well as generating
sales from new clients. Their first jobs consisted
of small residential work, such as renovating a
lawn or repairing a sprinkler head or drain.

Though informal, the plan worked. By the end
of its first year, Benchmark Landscape had $750,000
in revenue and a staff of 15 to 20 employees. By year
two, the company's revenue grew to $2 million.

In fact, the commercial bid work wave was
so great, that Mohns and his partner opened up a

second branch in the then booming Rancho Cali-
fornia, Calif., in Riverside County, 45 minutes north
of San Diego County. Mohns partner operated the
Rancho California facility while Mohns remained

in San Diego. Quickly the two branches lost their
connection. The Rancho California office was los-
ing money and the San Diego office was making
money. The partners started to compete with each
other and the work environment became unhealthy.

So, in 1990, the San Diego branch of Bench-
mark bought out the Rancho California branch.,
essentially buying out Mohns' partner, and the two
continued running separate businesses. Mohns
was able to keep the Benchmark name. That same
year, Benchmark hit the $5-million mark, and
remained there for four vears, where the recession
meant “staying alive until 1995," Mohns says, “Many
contractors went out of business, but we secured
one strong builder relationship, and the job lasted
four years and kept a third of our employees busy.”

Then in 1996, Benchmark jumped from $5 to
$8 million. By 1998, the company started dabbling
in residential design/build, but soon realized that
the overhead costs and management time associ-
ated with keeping the service alive were too high
considering the service only made up 5 to 10 per-
cent of the company's overall revenue. So Mohns
began phasing out the service.

Benchmark Landscape continued growing con-
sistently until a building boom brought in an unusu-
ally high level of competitors who were bidding low to
gain clients. "We dropped $1 to $2 million that year,
but gained many of those clients back the following
year when they realized that low price meant cutting
corners to get the job done,” Mohns says.

Today, the company has grown to more than $16
million in revenue and 300 employees. And like his
days surfing 20 years ago, Mohns remembers that
there were times when he wasn't having any fun, the
waves beating him down and the current too risky
to keep going, and there were other times when the
sun was shining and the waves were perfect, creat-
ing unlimited thrill rides. Business over the years, he
says, has been a similar experience. “It takes a lot of
hard work and commitment to build a business, and
we're proud of what we've created here."

www. law nundhndscap@ com
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but our overhead remains consistent so
we become more efficient. When we
can go a couple of years and control
our overhead, it benefits us in the long
run.”

Honing commercial bid work also
means being selective in the clients
with which a contractor does busi-
ness. “We've built relationships with a
handful of builders in the area who we

feel make up a reasonable portion of
the market share, are fairly consistent
in the work they need done and who
appreciate the high level of service and
workmanship were providing,” Mohns
says, adding that they refine these rela-
tionships by keeping in regular contact
with project managers and bidding
their work in a timely and consistent
manner.

The Tfuste'd Va/lve Box
for 37 years.

Since 1968, CARSON has been the quality
leader for Valve Boxes, and today produces
more than any other supplier in the world with
millions installed around the globe.

Our newest innovat
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SPECIFIED AND PREFERRED WORLOWIDE

1160 Nicole Court « Glendora, CA 91740 USA « Toll-Free: 1-800-735-5566
Phone: 909-592-6272 » Fax: 909-592-7971 « WWw.carsonind.com
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CROSS TRAINING. Ninety-five per-
cent of a surfer’s time is spent paddling
rather than riding waves. A surfer can'
experience the rush of the ride without
paddling out to wait for the perfect peak.

Similarly, once Benchmark mas-
tered commercial bid work, main-
tenance became an add-on to boost
business security during installation’s low
tides. Now, one feeds the other and vice-
versa. “Ultmarely, | think maintenance’s
recurring revenue is what's going to pro-
vide strength and value for this company
in the long run,” Mohns explains.

The company started offering
commercial maintenance early on
because clients continually requested
the service. At first, the company only
offered it to installation clients, but
they soon realized that ro sustain client
relationships and build this area of the
business, they would also have to take
on jobs they did not install.

In Benchmark’s maintenance
department, five account managers cach
oversee two to five crews that range
from two- to six-men per crew. There
are 18 toral crews maintaining jobs that
range from a couple of hundred dollars
to $20,000 per month. Each account
manager will manage approximately $1
million each in maintenance work and
also have g();lls of generating differ-
ent amounts from enhancement sales
based on their work portfolio and job
details, specifically landscape age. “A
newly installed job won't have as much
enhancement potential as a 25-year-old
landscape that will need updating and
renovation,” explains Benchmark’s Vice
President and John Mohns' brother
Craig Mohns. “So an account manager
who oversees older landscapes will have
to manage $1 million worth of mainte-
nance and also have a goal of 25 to 35
percent more in enhancement sales.”

One big labor challenge for Bench-
mark is securing account managers
~ key company positions because they
are the lifelines to clients. The company
has four solid account managers on staff
but filling the fifth position has been
challenging. “We've lost five account
managers in the past two years,” Craig
says, adding that they try and secure
account managers via word-of-mouth,
taking part in college student forums
and soliciting their vendors for sugges-
tions. “Above all, we look for people
who can communicare effectively with
clients in this position because that’s the

continued on page 66
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The industry’s first & only proven mole bait.

Introducing TALPIRID".

The result of more than 3 years of groundbreaking research, TALPIRID
redefines the concept of mole control. TALPIRID will allow you to
open up new revenue sources by providing the product,
program and technical support to ensure reliable,

on-going success.

Designed and developed by Bell Laboratories,
TALPIRID is backed by solid science and proven
through both lab-and-field efficacy studies.
Don't let this incredible revenue

opportunity pass you by.

Contact your Bell distributor

today for more details.

TALPIRID

Bell Laboratories, Inc.
Madison, Wi 53704 USA » www.talpirid.com
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Heavy-duty Attachments
for Commercial Mowers

Tine Rake Dethatcher

* Great Spring clean-up tool
* Remove embedded leaves and thatch

« Comb up matted turfgrass for quick green-up
« Gives lawn a "hand raked" appearance
» Flexible tines allow zero turning
= 36, 46 and 60-inch widths

Call for dealer 800.966.8442 www.jrcoinc.com
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|Hook-ALe HoOOKLIFTS

Increase Your Truck Utilization by Using One Truck for Multiple Purposes.
Units available for single axle, tandem axle and triaxle trucks.

Lift, Load,
Leave or
Dump!

MANUFACTURED EXCLUSIVELY BY

800-851-8938 #O0N |
COME VISIT US AT WWW.AMERICANROLLOFF.COM B
USE READER SERVICE # 42

ST simpLy BETTEREEAG

. 800 638 1769

N
EASY Tglﬁf’g::;gs PADDLE AGITATION UNITS
LOW MAINT ALSO AVAILABLE

HOLDS MORE MULCH CALL

FOR
2005
PRICES

OUR COLOR BROCHURES
AVAILABLE FOR VIEWING
AT WWW.EASYLAWN.COM
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snowpusherparts.com

YWBIIOIEFORIIIGIIOI.IALI‘I’YDISOOIIHTPAIITS
FOR ANY PUSHER ON THE MARKET.

BIG DISCOUNTS ON AFTER-MARKET
PARTS THAT FIT ALL BRANDS!

wear shoes. rubber & poly cutting edges, bolt kits,
chain & binder kits, cutting edge hold downs, etc.

Purchase from us

exclusively on the internet.

USE READER SERVICE # 54
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continued from page 64

most important part of their job.”

To enhance maintenance sales
from commercial installation work
four years ago, Benchmark developed
a maintenance and warranty transi-
tion team, consisting of two crews.
“We realized that regardless of whether
we're doing the maintenance after the
installation or someone else is doing it,
there are tricks to maintaining a newly
installed landscape,” Craig says. “So,
basically, every installation contract in-
cludes on average a 90-day maintenance
period after the job is finished. We get
it to the point where it's in great shape
and then turn it over to the ongoing
maintenance department.”

For Benchmark, the 90 days of
maintenance is more of a value-added
service than a revenue generator. “We
may have to adjust the hours in our bid
to meet this need or we may not make
any money on the contract maintenance
part of the job but we keep the client
happy and set ourselves up to get the
ongoing maintenance job,” Craig says.
“Plus, we ger to know the maintenance
side enough to improve our mainte-
nance estimating when it comes time
to bid that work. We know how many
hours it should take to gert certain tasks
done because we've done them for
three months. Then when we gert the
job, we can make back what we lost by
including the 90 days of maintenance in
the installation contract. Obviously we
want to bid in a way where we win both
times, but we can't bid too fat on the
installation bid or we won't get the job.”

Finally, this 90-day transition
period also helps Benchmark to keep
track of the plants it installs under
warranty. “We know how they are do-
ing and can monitor their progress for
three months,” Craig says. “This way,
there is no finger pointing by another
maintenance company if a plant dies six
months from now because we took care
of it and we know the condition it’s in.”

Though maintenance makes up
only 30 percent of the overall company
revenue, the goal is to grow this service
via commercial installation jobs and
enhancement sales to bring the balance
closer to 50 percent maintenance and
50 percent installation.

RIDE THE CURL. After a surfer gerts
the hang of riding whitewater, it’s time
to paddle out farther and ride the curl
— a spot that separates the whitewater

continued on page 68
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What Makes Walker Different?

For almost 25 years, the Walker Mower has stood apart 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.

- - ]
| 3rd in a Series of 3 |
z Compact Overall Size Z High Quality Mowing/
Z Sound Engi . Outfront Design

oun ng‘ neenng Walker's outfront design lends itself to many unique
Unique Steering o s mostlcomventet fbdbifes ko th Wit 1y deck
allowing easy access to the underside for blade and

Grass Handling System deck maintenance. The Walker design uses true

deck suspension allowing the deck to "float and

The exclusive built-in Walker Grass Handling System (GHS) flex" and deliver a smooth, even cut; the deck
is truly in a class by itself. This time-proven design moves independently from the tractor to follow
efficiently moves cut material from the deck into the ground contour and minimize scalping. The front-
catcher box without adding to the overall dimensions of mount deck has more reach and better deck
the tractor. It also offers precise trimming from both sides geometry for trimming closer than mid-mount
of the deck, powerful vacuum action, clog resistance, and decks typically used on other riding mowers. This
hgh capacity without the bulk of typical grass catcher is beneficial when working in tight areas and
attachments found on other mowers. The Walker GHS is around low-hanging trees and shrubs. The outfront
known for its superior vacuuming ability during spring and configuration is also an ideal platform for quickly
autumn cleanup when leaves, small twigs, and other mounting other highly productive attachments.
debris have accumulated, but it is also recognized for its Walker's outfront deck configuration distinctly sets
clean, manicured cut throughout the growing season. it apart from others

WALKERT=ENMOWERS

WALKER MANUFACTURING COMPANY

5925 E. HARMONY ROAD * FORT COLLINS, CO 80528 » (970) 221-5614 » www,walkermowers.com
USE READER SERVICE # 46
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The envy of the
neighborhood.

T here are few experiences more stimulating that standing up on a

stiff board and trying to steer it with your feet through a collaps-
ing gyre of water

When a surfer starts out, he tries to avoid surf spots with heavy
shore breaks. But if a surfer finds himself in the middle of a shore
break, he knows to wait for a lull, paddle to the back of a swell, keep his
eye on incoming waves and exit the water as quickly as possible.

In surfing, there are challenges — no one said it was an easy sport
to master. Commercial bid work has similar challenges. In California,
one of Benchmark's greatest challenges with this service Is the high
leve!l of risk construction defect litigation and unfair builder contracts
are generating for contractors.

Construction defect lawsuits against builders have increased so
rapidly in California that builders are forcing all contractors to sign an
indemnification clause in their contracts that says they must defend the
builder if a lawsuit should ensue, regardless of who caused the problem.

According to Craig Mohns, Benchmark vice president and John
Mohns' brother, this can be unfair to the professional contractor. “For
instance, if your home was built and the roof started leaking, you could
sue the builder," he explains. "But this clause says that the builder can
legally demand that the landscape contractor and other contractors who
worked on the job defend the builder because they signed this agreement,
even if they had nothing to do with the roof installation. It's challenging
because if you don't sign the agreement, some builders will hire someone
else despite the relationship they have with you just to protect themselves
against lawsuits. If you do sign the agreement, you can potentially be sued
for something that has nothing to do with you. And why should we defend a
contractor who may not have constructed to the standards of the industry?”

So to tackle this situation on a daily basis, Benchmark uses its
membership with California building associations to its advantage.
Some associations Benchmark belongs to that are working to help
contractors in this situation are the California Professional Association
of Specialty Contractors (CALPASC) and the Building Industry Asso-
ciation — Mohns is on a board of this association called the Specialty
Contractors Council. This council is working to encourage California
builders to let contractors sign an agreement that restricts their liability
solely to the work they do vs. to the entire building project, This agree-
ment is also known as a comparative fault agreement.

Additionally, Benchmark also remains active with CALPASC to help
educate other contractors on the situation, unite:members and work
with legislators to effect change.
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from the unbroken swells. It's what
gives surfers that true feeling of glide
— a whole new world of speed, options
and maneuverability.

Enter enhancements — a profitable
service that takes simple maintenance to
new heights. Benchmark refers to its six-
crew enhancement division (consisting
of two to four men each) as its service or
work order department, which handles
repair work, as well as color installations
and small landscape renovation projects
ranging in cost from “the high hundreds
all the way up to the low thousands,”
Craig points out, adding that though
these jobs bring in less overall revenue
when compared to commercial installa-
tion jobs they have a much higher profit
margin. “We get about a 5-percent
profit margin in maintenance. The in-
dustry in our area warrants about a 6- to
7-percent profit margin in commercial
installation work — and that’s where we
need to stay to be competitive in a bid
situation. But in enhancement work,
we can get anywhere from a 10- to 15-
percent profit margin.”

The service can also boost client
relationships, if done correctly — one
of the keys being completing a job in
a timely fashion. “There are a lot of
last-minute requests in enhancements,”
Craig says. “For instance, a business
owner is coming into town on Thurs-
day and the management team calls on
Monday to say they want to spruce up
the property with $1,200 worth of color
— can we get the job done? That's the
kind of situation we want — they don't
have the time to bid the work out so
there’s no competition. They are basi-
cally handing us the job and all we have
to do is accommodate their schedule.”

“That’s why we have crews
dedicated to this work — so they can
respond ro little emergencies and
provide service at a high level because
they aren't distracted by other regular
maintenance duties,” Mohns adds.

The one challenge in enhancements
is keeping the crews consistently busy,
which is why this division’s employee re-
sponsibilities are very broad — including
services like having a drain system put in
or fixing a backflow preventer, etc. — and
why account managers have the goal of
l)uilding this pnrlfn“() of work.

SAFETY FIRST. Though surfing can

be intimidating, safety is a must. Surf-

ers must know the beach where they
surf, know where the rocks are, how the
currents work, never paddle out farther
than they can swim back in without
their board, never go out into wave
conditions they aren't prepared for and
know their limits. A tired surfer who
has turned his back on the ocean may
suffer the consequences.

Similarly, in landscaping, unsafe
operations can mean increased work-
man’s compensation claims and higher
insurance premiums down the road.

For 15 years in business, Bench-
mark worked with a conventional in-
surance company. "1 met with their risk
person,” Mohns says. “We would spend
an hour or two together and then he
would walk out the door and | would
get back to work. If I built a good safety
program as a result of this meeting
and reduced my workman’s compensa-
tion claims, a conventional insurance
company would keep the dollars I gave
them. There is no financial incentive or
tie to reducing claims.”

Then it got to a point where two
years in a row a conventional insur-
ance company doubled Benchmark’s
insurance costs, despite improved safety
and reduced claims. So, Benchmark
Landscape escaped the traditional mar-
ket, and instead chose to partner with
the 14 original members of Artisan’s
Insurance, a group that evolved from a
newly formed organization called the
California Professional Association of
Specialty Contractors, which now has
430 members statewide and fights for
the welfare of California specialty con-
tractors. Artisan’s Insurance is under-
written by Zurich North America and
today has 65 members.

“Insurance is a funny thing — there
isn't an insurance company out there thar
will lose money for wo long,” Mohns
says. “1 also know that in conventional
situations, good companies end up
subsidizing bad companies — it’s a reality
no one wants to believe. For instance, if
I can’t control my claims and the insur-
ance company ends up paying out two
to three times the money | had saved
up for my claims, I win, but I also lose
because they have to collect that from
someone — and that could be me the
next time around. No way in the world
is anyone going to go in and pay less
with a conventional insurance company

continued on page 168
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The envy of your
competitors.

Primo MAXX* plant growth regulator
enhances grass by developing the root
system and strengthening the turf. To
discriminating customers, this can mean
the lawn looks even more lush and
beautiful. Heritage® fungicide and
Primo MAXX PGR. Better for them, added

revenue for you. It's a beautiful package

%%

To learn more, call the Syngenta Customer

Resource Center at 1-866-SYNGENTA



breakthrough series

Well-
Machines

QOiled

ThrOugh experience and innovation, contractors are

Finding the most efficient ways to use equipment.

very year lawn care
equipment manufacturers
introduce high-performing
products that are designed
to reduce labor costs for
landscape contractors.
Many contractors are
making these upgrades to save money in
the long run and to remain competitive,
despite the up-front costs involved.

And while new equipment cannot
replace quality labor, it can improve ef-
ficiency by reducing time spent on certain
jobs and freeing up workers to take on
other rasks.

Landscape contractors have unique
ways of utilizing equipment to ensure
optimum usage. That does not mean these
landscape professionals are buying the
fastest, slickest machines they can find.
Sometimes simply switching to smaller
mowers or lighter excavating tools can help

by jonathan katz

overcome certain obstacles when in the
field. Other contractors have realized that
proper machine training and renting in-
stead of buying have helped cut expenses.

Whatever strategy contractors take, it's
becoming more evident thar their equip-
ment-related decisions can significantly
impact a day’s work.

MACHINE MANAGEMENT. Riding
mowers may seem like the logical choice
for reducing mowing time. The Brickman
Group's Schenectady, N.Y. branch had
primarily been using riding mowers until
several years ago when a company con-
sultant convinced the management team
that walk-behind mowers would be more
efficient, says Branch Superintendent Rob
Panarese. At the time, the Schenectady
group was fairly successful buc thought it
could do betrer, Panarese says.

continued on page 72
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continued from page 70

So the branch managers invited the
company’s in-house consultants over to
evaluate how effectively their employees
were using equipment. The consultants
spent two days observing the group
and three days working along side the
employees to assess how they work
with equipment, Panarese says. These
production specialists, who are also

> > >

superintendents and branch managers
within the company, determined that
the Schenectady group could save time
by using walk-behind mowers instead
of riders on properties with tighter-to-
reach areas.

“The rider is good for wide-open
mowing,” Panarese says. “It’s known for
speed and being able to mow a lot of

approach your work

N EVERY §
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With many side options to choose from,
Reading’s got the right platform body for you!

Stake sides, landscape sides, contractor sides, Redi Racks. Whatever your job
calls for, Reading has the sides you need to get it done. Not only are Reading
platforms versatile, but they are tough as well. A rugged understructure com-

bined with Reading’s acrylic &-coat primer and industry exclusive pov

er coal

paint, make our platforms the most durable platform on the market. So, bring it
on. Reading platforms can handie it...from any side

I3

Stake Sides

A

grass quickly. Larger walk-behinds are
similar, but they're easier to maneuver
in tighter spaces and hills are easier to
deal with. You're getting the job done
quicker vs. with a rider where you're
turning more, so you're losing time.”

The walk-behind mowers have
reduced the amount of time employees
spend trimming and edging because
now they can reach many of those areas
with the walk-behind mowers, Panarese
says, adding that the group has saved
an estimated half hour at each job by
making the switch.

The branch’s employees eventually
bought into the equipment change,
bur it took some rime. Employces
questioned management on why they
wouldn’t want to use bigger, faster
mowers, Panarese says. “There was a
little confusion, but once they under-
stood why, they grasped it and went
with it and started changing where
mowers went to see if they could use
them differently,” he explains.

And employees should have faith
in the equipment they're using and
be comfortable with the machines if
contractors want the best returns on
their investments, That's what Tom
Heaviland, owner of Vista, Calif.-based
Heaviland Enterprises had in mind
when two years ago he switched from
belt-driven mowers to all hydraulic
mowers. The new machines mean less
physical exertion for Heaviland’s crews,
resulting in more productivity, he says.
The hydraulic mowers cost the com-
pany an additional $500 per uni, but
the up-front costs pale in comparison
to the 30 minutes or more per day that
Heaviland estimates he’s saved in man-
hours.

“With the belt-driven mowers
there’s a lor more muscling that has
to go on,” Heaviland says. “With the
hydraulic mowers they pretty much
motor themselves. When these guys are
walking for six or seven hours behind a
walk-behind, it can tire them out. But
when you don't have to do a lot of the
work, it’s certainly going to save us and
make us more efficient.”

Sometimes the little things can
make all the difference when trying to

optimize efficiency. Heaviland’s crews
have saved time by adding mulching at-
tachments to their mowers. “We try to

800-458-2226
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Ball Horticultural Co.
and Lawn & Landscape
magazine spoke with
seasonal color
professionals to learn

how they collaborate.,

Growing

Relationships

uccessful business owners know smooth-run-

ning operations require great teams. In the

green industry, this goes beyond crewmem-

bers, managers and office personnel. In many
respects, vendor relationships are highly important to
helping companies achieve their goals. For landscape
installation firms, one particular vendor is essential to
design and planting success: The commercial grower.

Recently, Ball Horticultural Co., a leading provider

and marketer of ornamental crops, worked with
Lawn & Landscape magazine to learn more about
landscape contractor-grower relationships and what
makes them succeed. In a roundtable event attended
by representatives from nine high-end design/build
firms and two professional grower operations, topics
ranging from communication to favorite annual and
perennial plant varieties came up. Here's a taste of
the most revealing areas of discussion.

COMMUNICATION & LONGEVITY. In order for
landscape contractors to bring their clients’ colorful
planting ideas to life, roundtable participants agreed
that maintaining constant contact with growers is key.

“I'm very hands-on with our grower,” noted
Melissa Scherb, seasonal color department manager
for Landscape Concepts Management, Grayslake, lll.
“| like to meet with the
grower in person and
see the product. | like
to keep on top of it so
| can tell if (the plant
material is) not where
| want it to be in terms
of growth, and then |
can ask the grower to either hold it or push it faster.
For the summer season, | visit the grower at least
twice before the time of delivery."

Purchasing Manager Ron O'Hara of Mariani Land-
scape, Lake Bluff, lll., added that his company works
with growers all winter so everything is ready in time
for spring. “The biggest issue for us in the past was
finding out that the grower shipped plant material that
wasn't up to (our) quality standards,” he says. “We
resolve problems like that by visiting every week."

Speaking for growers, Gary Granby, owner of
Granby's Greenhouse, Verona, lll., said frequent

communication is much appreciated, adding that it can
take as long as two years to truly understand contrac-
tors’ expectations and those of their clients. In-person
visits during that period are especially helpful, he said.
Contractors in attendance
agreed that the longevity of
their relationships with grow-
ers has helped them satisfy
clients and strengthen their
businesses. "Our company
has long five- to seven-year
histories with growers, so
even though I'm new to the
firm, they'll work with me,”
says Gayle Kruckenberg,
client development director
for Tecza Environmental Group, Elgin, IIl.

IMPORTANCE OF LEAD TIME, One aspect of
grower-contractor communication that attendees said
takes priority is placing orders in a timely fashion.

“The biggest issue for us is lead time,"” said Michael
Gonzales of Bella Flowers & Greenhouse, Oak Lawn,
lIl. “When we know what the landscaper wants ahead
of time, we'll bring in that seed, sign a purchase order
for it and make sure that purchase order follows the
plant material so we can find the customer at any stage
of production and let them know what'’s going on.”

Contractors like Kurt Pflederer, vice president of
design for Clarence Davids & Co., Plainfield, lll., rec-
ognize this need and work with landscape designers
to develop a master annuals order early. “Our design
team meets in December and as a group we establish
a list of about 100 annuals as our stock list and give
that to our growers early,” Pflederer says. "By May or
June we'll have good-quality plant material ready from
our growers. If orders come in late, we can use what's
still available in our stock and only have to order about
10 percent of our material on shorter notice.”

Other contractors make pre-ordering easy by
getting clients comfortable with consistent plantings or
color schemes. Drew Johnson, construction manager
for Rocco Fiore & Sons, Libertyville, lll., says he pre-
fers to stabilize customers on landscape plantings and
change up container plants instead. “With beds, you
try to get clients on the same color palate to make



it easier for the growers,” Johnson said.
“We know which clients will take the
same thing year after year and we try to
keep them steady so they don't get into
the habit of changing color every year.
Instead, pots can change annually.”

In terms of pre-ordering, Gonzales
says the more time you give the grower,
the better. Acknowledging Scherb’s com-
ment that some clients may not make
final decisions until May or June, Gonzales
said: “Fourteen to |16 weeks is our ideal
prebooking time, but that's not always
realistic. For instance, May is always a
crazy time period and we end up reacting
to orders rather than having time to plan
for them. If it's a common item, that's
okay, but it’s really about getting grow-
ers and landscapers on the same page.
Lead time affects service — our ability to
serve you and your ability to serve your
customer.”

TIPS & TRICKS. Focusing the round-
table discussion on annual and perennial
plants, participants shared some thoughts
on their favorite varieties, new varieties,
client input and other operational issues.

For both commercial and residential
jobs, attendees said they look for varieties
that offer fast fill-in, big show and long
lasting performance. Sherb and Kruck-
enberg touted Wave® petunias, lantana,
angelonia, zinnia angustafolia and blue
salvia. Johnson also noted that foliage
plants like Coleus and grasses are gaining
popularity and offer interesting color and
texture without relying strictly on blooms.

Contractors noted unique sources
of information for their plant choices. “|
look through garden design magazines
that my customers might be reading to
find out what they'll be expecting,” said
Melisa Bell, maintenance manager for ILT
Vignocchi, Wauconda, lll. Public displays
like the Chicago Botanic were mentioned
as sources of information, as well as
other landscape installations. Bell said she
tests new varieties herself before recom-
mending them to customers.

Other participants agreed that having
a trial period is an important step in using
new varieties. Johnson said monitoring
plants’ performance in different land-
scape and soil conditions is essential.
Also, Gonzales said contractors shouldn't

hesitate to ask growers for help with new
varieties as well. "It's your privilege, to
come to us with those requests,” he said.
“In those cases, I'll call the Ball technical
staff and find out about the varieties and
we can bring in new material to try it
out ourselves. Not all landscapers have
the time to do the legwork. Definitely
use us — pick our brains and if we don't
know the answer, we can do a trial run
and give you our experience.”

Tracking experience is something
Scherb does for her clients and grow-
ers, as well. “Digital photos are great to
remind clients what worked well on their
properties in the past,” she said. "Also, the
grower doesn't get to see product after it
leaves their greenhouse, so | like to work
for them and take pictures of different
plants’ habits over a few weeks. That way
| can show them what's performing well
and how it really looks in a landscape.”

Indeed, this level of communication is
what roundtable attendees agreed keeps
both contractors and the growers well
informed about each other's businesses.
Keeping that in mind can truly help con-
tractor-grower relationships bloom.

Imagine the Possibilities

pring 2005 is here and many landscape customers are enjoying their annual and perennial plant installations — and looking for-
ward to the varieties that will fill their gardens next. Take a look at these landscape and mixed container plantings developed by
Ball Horticultural Co. and imagine your clients’ reactions to these designs. Visit www.BallLandscape.com for more information
on certain varieties, and be sure to let your grower know what you're interested in for upcoming seasonal color changeouts.

BabyWing® Begonia, Kong™ Coleus and
Magilla® Perilla

In this lush landscape planting, BabyWing Pink be-
gonia (front) offers heat tolerance, continuous color
and low maintenance. It's set off by the vivid leaves
of Kong Coleus, which is available in five unique
color patterns and is great for containers or shady
mass plantings. Nestled between these two is Perilla
Magilla whose heat-loving, coleus-like foliage makes a
striking statement in garden beds and large mixed containers and is
a great combination with annuals.

dark purple as they grow in full sun, perfectly setting off
Tidal Wave petunia, also in purple. The Tidal Wave series
petunias first grow outward, then up, then in both direc-
tions, to create a beautifully full, hedge-like plant.

Easy Wave® Petunia, Luna ™ Hibiscus,
Wind Dancer Eragrostis

Wind Dancer Eragrostis shows its landscape
planting prowess here. The Native American
grass with bluish-green foliage is flanked by red
Luna Hibiscus that can grow into bushy, 2- to

Wind Dancer Eragrostis, Wave® Petunia,
Marvel Marigold

Trusted favorites fill this container with graceful
plumes of drought-tolerant Wind Dancer, perennial
Eragrostis, grounded by orange Marvel Marigolds
and popular Wave petunias with a trailing nature
that's great for container plantings and hanging baskets.

3-foot plants in the garden and don't require pinching.

In front, the Easy Wave petunia will bloom all season ‘
long in a more mounded, but controlied spread than its ‘
predecessor.

Purple Majesty Ornamental Millet,
Wave® Petunia,

Silver Shield Plectranthus

Here, the striking, cattail-like plumes of
ornamental millet in Purple Majesty is
grounded by Silver Shield Plectranthus
and softened by flowy Wave petunia.

Tidal Wave® Petunia, Purple Majesty
Ornamental Millet

Ornamental millet and Wave petunias prove to be
a great combination in landscape plantings. Here,
the Purple Majesty ornamental millet — a 2004 All-
America Selections Gold Medal winner — makes a
fantastic border. It's foliage darkens from green to
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mulch as much as we can when we cut
grass, so we use a mulching attachment
at every opportunity,” he says. “It’s a
time saver because we're not having to
empty bags of grass, and it saves us on
dump fees, as well.”

Heaviland estimates that the mulch-
ing attachments, which cost about
$100 a piece, save abour 20 percent in
grass-cutting time. Another potential
labor saver that Heaviland is consider-
ing for 2005 is an auger to dig holes
for shrubs. Rather than resorting to the
old-fashioned labor-intensive process
of digging holes with a shovel, an auger
can quickly prepare holes and backfill
for shrubs with less physical strain on
the laborer, Heaviland says, adding that
he plans to purchase two augers after

recently testing one. The machines cost
between $600 and $800, according to
Heaviland.

Lawn maintenance has been a
staple of landscape work, but many
companies are now branching into
construction and installation work and
purchasing larger equipment for those
applications, according to Bill Harley,
president, Outdoor Power Equipment
Institute, Old Town Alexandria, Va.
“Contractors are using some of the light
construction equipment to not only do
some jobs thar will save them on labor
but because their businesses are diver-
sifying a litde bit,” he says, “For some
of the light construction applications
they're using skid-steers and trenchers.”

Heads Up Landscape Contractors,

> > >breal<t|'\rouﬁh series C/

Albuquerque, N.M. used to have only
five skid-steers for 10 crews bur as the
company has grown it's added skid-
steers and now has one for every crew,
says company Vice President Dave
Daniell. The company spends about
$28,000 for each skid-steer and has
purchased two or three per year during
the last three to four years. And the ad-
ditions have significantly reduced labor
time, according to Daniell, who esti-
mates that the skid-steers have earned
him a $6 to $7 per man-hour savings.
“You can certainly do a lot more
grading and you can install a lot more
gravel and mulch per man hour using
a skid-steer than you can by hand, and
the labor rates by hand are typically one
man-hour to one and a half man-hours

ontractors thinking about trading that shovel

for a trencher or skid-steer should keep in
mind that their drivers might need additional
licensing to transport the equipment. When
truckloads reach a certain capacity, drivers must
possess a commercial driver's license (CDL).
This can present a problem for companies whose
employees are reluctant to obtain a CDL,

R.M. Landscape, Hilton, N.Y, has enough
equipment for most jobs but doesn't always
have enough operators with CDLs to haul the
machines, says Eric Purdy, a company foreman.
The problem with'CDLs is that many crewmem-
bers don't want to go through the certification
process, and those who do are more likely to quit
and take higher-paying jobs, says Jim Gorsline,
maintenance manager, Scott Byron & Co., Lake
Bluff, Ill. But there are ways contractors can uti-
lize heavier equipment without needing CDL-cer-
tified drivers, says Andrew Blanchford, president,
Blanchford Landscape Contractors, Bozeman,
Mont.

Contractors should be aware of how heavy
their trailers are and how much of that weight
is really necessary, Blanchford says. So instead
of opting for a trailer that weighs 7,000 pounds

empty, a contractor may want to consider a 5,000-

T e = = S e ==

pound trailer to increase the available payload. This
way, if a truck weighs 8,000 pounds, the operator
can transport equipment up to 13,000 pounds to
stay under the 26,001-pound minimum gross vehicle
weight rating (GVWR) required for a CDL, Blanch-
ford says. For instance, Blanchford's company has
put about 400 hours on a 9,700-pound mini exca-
vator that is light enough to transport on a trailer
without a CDL.

Contractors who think their drivers may need
CDLs should know the requirements for the follow-
ing CDL classifications, according to the Federal
Mator Carrier Safety Administration:

¢ (Class A -any combination of vehicles with
a GVWR of 26,001 or more pounds, provided
the GVWR of the vehicle(s) being towed is in
excess of 10,000 pounds.

* (Class B - any single vehicle with a GVWR of
26.001 or more pounds or any such vehicle
towing a vehicle not in excess of 10,000
pounds GVWR,

* Class C - any single vehicle or combination of
vehicles that does not meet the definition of
Class A or Class B but is either designed to
transport 16 or more passengers, including
the driver, or is placarded for hazardous
materials.
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per cubic yard,” Daniell says. “With
a skid-steer, you get 3 or 4 yards per

avoid getring stuck with unwanted
equipment by renting or demonstrating  lot of rentals to start with to either get

TEST DRIVE. Many landscape labor-
ers aren't shy abour letting supervisors
know their opinions on equipment.
Their feedback can help steer contrac-

tors in the right direction when making  Jim Gorsline, maintenance manager,
Scortt Byron & Co., Lake Bluff, IlI.

equipment choices. Unfortunartely,

“We'll rent something for however long is necessary to evaluate it.
Renting is an excellent way to try something out. One of the things
we all do is use equipment in places we probably shouldn't. That's

why we do a lot of rentals to start with to either get through a short

crunch or to just try something,”

LandscapeLeads com

BID MORE PROJECTS

“Enroll online:
landscapeleads.com

888-28-LEADS

USE READER SERVICE # 50

& 1> <>

contractors often hear complaints after
they've already purchased that new
man-hour.” mower or skid-steer. Contractors can

equipment prior to purchasing.

long is necessary to evaluate it,” says

- Jim Gorsline

Enroll toll-free:

“Renting is an excellent way to try
something out. One of the things we
all do is use equipment in places we
probably shouldn’t. That's why we do a

through a short crunch or to just ury

“We'll rent something for however something.”

Heads Up Landscape Contractors
will sometimes rent skid-steers for sev-
eral months and then buy out the bal-
ance of the machines,
says Daniell, who es-
timares the company
pays about $2,400 a
month to rent a skid-
steer. Rentals provide
an opportunity to
not only try out the
equipment but to use
machines only when
they are needed.

“By renting, we
don't have to buy
the thing if we really
continued on page 78
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« Fill trucks faster
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- Save on the
chemical usage

Sotera Systems
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CONTAINERS, INC. Lake Wales, Florida 33859
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continued from page 76

don't want to or if we don'’t think our
work load in the future requires us to
buy it, but it always has,” Daniell says.
“I guess the biggest advantage we have
by renting is that we can use it for three
months, and then we can apply that to
the purchase price, and we know that
we have equipment that is good.”

Blanchford cautions that contractors
should carefully plan where they are
renting equipment from because it can
become costly. “You can eat up a lot of
money just driving back and forth to
dealers,” he says.

If renting isn't an option, some
dealers will allow contractors to try
out equipment for a day or two at
no charge before purchasing. When
Heaviland is shopping for mowers, he
always has his employees demonstrate
the equipment before making a pur-
chase. “I think the best thing you can
do is allow the people who are using
your equipment to make the choices for
you vs. you selecting the equipment.

There's no better time to buy the best —

> > P

Certainly you have to take cost into
consideration, but you want the people
in the field to have some voice in the
purchase.”

For mowers, the company will
demonstrate several different models
for two or three days before making a
decision, Heaviland says. Management
will then ask employees questions about
the products’ ease of operation or any
difficulties they noticed while operating
the equipment, according to Heaviland.

Industry trade shows can also pres-
ent opportunities o try out equipment.
The Brickman Group’s Schenectady
branch will sometimes rake advantage
of product field days during trade

shows to test products, Panarese says.

BREAKING POINT. One reality of
purchasing any type of equipment is
that they are bound to have mainte-
nance issues at some point. And while
well-trained employees mighe be experts
in operating the machines, many aren’t

skilled in repairing or maintaining
them. R.M. Landscape, Hilton, N.Y.,
has its own in-house maintenance
division to deal with repair issues, says
company Foreman Eric Purdy. "1t’s got
to be cheaper than paying a mechanic
$15 to $16 an hour,” he says.

But Panarese says he doesn't need
an in-house mechanic because the
company buys equipment with two-
year warranties and purchases new
machines when the warranties expire.
Panarese’s branch used to staff in-house
mechanics, who were paid an estimated
$36,000 annually, until the company
realized that it cost more to fAx the
machines than to buy new ones.

“Originally, when we had mechan-
ics and the machines would get to be
2 and 3 years old, they would require
a lot of work and then there was the
cost of paying the mechanics, the
mechanics’ burden and the mechanics
driving here and there,” Panarese says.

continued on page 80
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PER PRODUCT

We can build the lawn care
truck of your dreams

A perfect blend of function and image....
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Gas engine powers agitator and pump
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tank 10 save space

Diaphragm pump

Electric pumps available

Fiberglass side
boxes provide dry
storage for 24 plus
bags of fertilizer.

commercial-grade power products from Kawasaki
All Kawasaki handheld Power Products have the
critical component: a Kawasaki engine. And only
Kawasaki handheld Power Products are now
available at low Power Play prices

and the hose reel

Complete systems,
or we can supply the
components and you
can bulid your own

® String Timmers e Edgers

New for '05...
® Backpack Blowers

Tanks & spray systems
for VANS ! Call us

Lehman Mfg. Company, Inc.
800.348.5196
www.lic-equipment.com

USE READER SERVICE # 45

® Hedge Trimmers COMPONENT

Visit kawpowr.com or call 1-877-KAWPOWR to find your nearest participating dealer.

USE READER SERVICE # 53

anwn & |mu{~..’.ap‘,‘ dp”l 2005 www!i|w1\.|n(“dl‘\(§SEJV{' com



http://www.llc-equipment.com

THIS MOWER AERATES
FOUR TIMES FASTER.

In one hour, a 60-inch AERA-vator™ implement on a Grasshopper

power unit can cover more than an acre and earn more than do thal,
$500, leaving no cores. In the same time, a walk-behind covers ’
only 1/4 the area, earns 1/4 the revenue and still leaves cores to

clean up! Best of all, the AERA-vator™ costs a lot less than most

walk-behinds, and delivers better results.

www.grasshoppermower.com/LL
Phone: (620) 345-8621 * FAX: (620) 345-2301 Your Next Mower
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“We searched for years to eliminate
» frustration of managing our

business. Estimating, proposals,

job costing, purchase orders,
contact management, scheduling,
routing, and payroll were all
handled by different sprez

and programs.

Now ASSET™ handles everything!

ASSET™

operation. | can't tell you how

simplified our entire

happy we are. Our P&L statements
are practically current to tl
have never felt so in control of my

business.

Bret Achtenhagen, President
Bret Achtenhagen Seasonal Services
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“That's why we went to this two-year

lease program and, with that, we lose
that mechanic’s wage and mechanic’s
burden, which is 20 to 30 percent of
their salary.’

Panarese estimates that his branch
is saving $150,000 annually by
purchasing new mowers instead of
repairing them in house. The company
outsources repairs for larger equip
ment, Panarese says. The company
also tries to stick with one brand of
equipment to make repairs easier. “You
learn the mower and equipment by
\llkl".l”:," \\'”I] onc l”.‘.”(l. Jn\l in [h\'
event that something does happen to
it, you kind of know a quick way to fix
it if you have to in the field,” he says.
“Using the same brand also helps your
relationship with the dealer and the
manufacturer.”

Even if companies don't have their
own maintenance department, they
can I.ll-;'c th’H own \IL'P\ o IH][H‘H\'C
equipment longevity. Scott Byron &
Co. implemented a preventive mainte
nance program in which the company
evaluates equipment based on hours by
turning the machines over when they
reach a certain usage limit, Gorsline
says. R-M. Landscape asks employees
to note in a logbook when they notice
problems to prevent larger repair issues.

[f employees are hesitant about

quipment for efficiency pur

the o 4 4t 1y f \ ~
the need 10 1oad and unloaa e

wccording to Heads Up Vice President r

l\l“’l‘l”l_'_ maimnienance 1ssucs, It ”||:_"I”
be because they're causing some of the
problems. Contractors can reduce the
number of operator-related malfunc
tions through proper training. In the
past, Blanchford’s employees were not
allowed to operate heavier equipment
until they received basic training on all
aspects of the machine, including how
to check for oil and fuel the machine
and basic operations procedures. But
the company did not have a formal
training program to ensure all employ
ees were proficient in equipment use,
and the company was experiencing
higher-than-expected machine break
downs, according to Blanchford.

[o that end, Blanchford is now
in the process of setting up a formal
training program in which supervisors
will thoroughly evaluate an employee’s
skills on a particular machine before
they're allowed to operate the equip-
ment. “Basically, people were not using
the equipment effectively and were
breaking it, so we weren't getting the
productivity we were paying for in the
equipment, and we weren't getting the
|H[\ l{t)”( hx‘ k\N.I]H\,

['he company will likely train and
evaluate employees on approximarely
20 pieces of equipment and then is
sue certification to each worker who

weda on pag

ore and transport
lers eliminate

amnning and

t
Daniell beg purchasing er ed trallers at t years
100 and paid ) to $4.000 per trailer, whicl ipproximate ‘
ly $2,000 more than an open trailer, he says th the enclosed “l
tratlers, the mpany can IoOCK up Its equipment overnignt L
iNd have It ready 1or the next aay iniell say Ir | v
nloading and reloading tools on a regular basis, they re in the I
vehicle and sitting out there overnight, so there’s not a lot of
|
ndirect labor
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#F (ang Camp in Randleman, North Carolina
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at summer camp. Hustler will hold a drawing to R %] pipment to Fetty Entirprises
give away the “Petty Super Z” following
the completion of the tour.

You can register to win at any Hustler Dealer.
Donations for the Victory Junction Gang Camp may
be made online at www.mowforvictorytour.com or

- VICTORY
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continued from page 80

successfully completes the program,
Blanchford says. Employees will spend
a minimum of 100 hours with a super-
visor reviewing the different equipment
before they're allowed to operate the
machines on their own. Blanchford
estimates that developing the program
will cost about $2,500. and the actual
training will cost approximately $2,000
per employee.

Other contractors also say they ob-
serve employees on equipment before
sending them on their own. During
the winter or early spring when busi-
ness is slow, Panarese has his employ-
ces try all pieces of equipment even if
it’s not relevant to their primary jobs.
“You always have to give everybody an
opportunity to try everything because
otherwise they won't grow,” he says.
“So we give them the basics on how to
move and turn the equipment and get
a feel for it because you never know
when an operator is going to get sick
and you'll need a replacement. As a
company, we like to cross-train every-
body to do everything, so that equip-
ment will always be running regardless
of whether that main operator is there
or not.”

Cross-training employees can reduce
downtime when other operators are
out, but some contractors say it’s still
preferable to have machine specialists.
Erik Dailey, operations manager at
Kalispell, Mont.-based TLC Landscap-
ing & Irrigation, says employees often
tell him they're experienced ar tasks,
such as grading, bur can’t do the job
the way he wants. Dailey says he gets
best results on such tasks by having one
operator whose primary responsibility
is operating a skid-steer. Gorsline agrees
with Dailey, saying he has specific crews
that do grading. “Even if you pay him
a litte more it’s worth it,” he says. “It’s
operated by someone who knows how
to do it efficiently.”

Having this type of equipment
knowledge can reduce breakdowns and
downtime from injuries, Harley adds.
“Contractors need to really understand
and take the time with dealers and
manufacturers to understand the full
capabilities of equipment and the ap-
propriate use of attachments,” he says.
“If you're using a picce of equipment
for a use that it’s not intended for, your
machine can go down and there goes
your labor savings.” w

lawn & |andscape april 2005 www.'awnand'andscdpo com




Turf Installation

Get more done in a day. Bobcat® equipment offers the possibilities and the profits.

Only Bobcat offers all the machines and attachments you need for turf installation, Start with faster soil preparation

and finish by applying turf quicker than by hand. The faster you get it installed, the sooner you can get on to the next job.
Bobcat also offers attachments for land clearing, hardscaping, irrigation installation and many other landscaping tasks.
By adding the right attachments you can expand your services and grow your business.

www.bobcat.com/0498
% Bnbcat@ oo o v CO-ROM an o' G One Tough Animal

1-866-823-7898 ext. 0498
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Marl(ehng can
generate business,
but !lghl l)udgels
sometimes limit
how much land-
scape contrac-
tors can spend on

promotiona| com-

munications. Here.

Lawn & Landscape
Online Message
Board users
discuss how

Hwey optimize
their adver!ising

investments,

easoned landscape contractors
know that promoting their services
usually requires an investiment in
advertising. But how much should
contractors spend on marketing? Lawn
& Landscape Online Message Board users
shared ideas about how contractors can
determine their marketing budgets and how
to maximize their advertising returns.

The decision often depends on a num-
ber of variables, including profit goals, mar-
ket niche and company size, participants
say. Jim Meloche kicked off the discussion
by asking participants for input on his 2005
advertising budger. In 2004, his company,
Novi, Mich.-based Treasured Earth Land-
scape Design & Construction, spent more
on advertising than in previous years.

“We're a $375,000 company, and we
spent roughly 4 percent, $12,000, on ad-
vertising (Yellow Pages, direct mail, argered
pring, etc.),” he says. “As | talk with other
contractors, they are spending much less.
What do you plan on spending in 20057"

PICK YOUR PRICE. Successful contrac-
tors who are thinking about curting their
advertising budgets may want to consider
where they might be without making the
mnvestment. Todd McCabe, president of the

april 2005
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by lonathan katz

McCabe Landscape Group, Wrightsville
Beach, N.C., says his company will spend
3.5 percent of its budget on advertising in
2005. That numbermay be higher than
other companies, but McCabe says he wants
potential clients to identify Landscapes Un-
limited with anything landscape related.

“The question you should ask your-
self is, "Would you have done $375,000
if you did not spend the $12,000 on
advertising?” says McCabe in response to
Meloche’s comment.

Fairfax, Va.-based Patton Property
Maintenance spends even more than Land-
scapes Unlimited on marketing, according
to company President Todd Patton. His
company spent 8 percent of its budget on
advertising in 2004 and plans to spend an
additional 1 to 2 percent in 2005, he says.
These numbers often vary for landscape
companies depending on what type of
services they provide, and more established
companies may be able to spend less on
advertising because they're already well
known, Patton says.

Robert Shauger agrees with Patton
that company size can determine adver-
tising budgets. “Smaller companies may
be spending a higher percentage to get

continued on page 86
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continued from page 84

growth,” says Shauger, owner of Ad-
vanced Applications, Deerfield, N.Y.
McCabe also says certain landscape
services require more advertising than
others. For instance, a company that
does 100-percent commercial bid work

“Direct marketing and cheap marketing are the keys. Get a Web site.
It brings me 80 percent of my work. Combine other forms of advertis-
ing with that, and you will do well. Do not think that you have to spend

a large percentage of your earnings to get business. It’s just not true.”

will likely spend nothing on advertis-
ing while a company that is 100-per-
cent residential lawn care could spend
between 10 and 15 percent just on its
spring marketing campaign, he says.
The size of contractors’ marketing
budgets can also depend on the type of

Over 16 Stamped Curb Patterns
and 20 Residential and Commercial Mols

Start your own business or odd another profit center to your

,~ existing business with Tygar Curb Machinery

USE READER SERVICE # 61

advertising and their sales goals, says
Rich Walker, owner, Dreamscapes Un-
limited, Cincinnati, Ohio. “I have seen
some companies only budget 1 percent
for advertising, but when they have
annual sales more than $12 million that

- David Huber ==

still is $120,000, which can generate a
significant amount of new work,” he
says. “Another one that does $6 million
in annual sales is budgering 8 percent.
It depends on the individual owner and
where they are taking their company. It
also depends on the types of advertising

you do. Where [ am, you can take out
a full Yellow Pages ad and spend more
than $20,000 per year just on that.”

PROMOTIONAL PRACTICES.
Contractors can optimize their advertis-
ing dollars by learning from past experi-
ences and selecting methods thart suit
their services. Dreamscapes Unlimited
spent approximately $5,000 on advertis-
ing, which included direct mail and
flyers, in 2004 and will likely triple thar
number in 2005, Walker says. In the
past, the company advertised in phone
directories and magazines, which did not
result in high returns.

Landscape design companies often
sell their services with visually appeal-
ing marketing tools so potential clients
can see the finished product. Long
Island Dreamscapes, a Long Island,
N.Y.-based landscape design and con-
struction company, has realized high
returns from its Web site, says company

continued on page 90, sidebar on page 88
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our crew will need something to do
with all that extra time.

Vi A ;
;.'_t“'!f'f_ ",,'u_,‘,(, .
B P& oA ;

A
et x AL
e '(:[',f'

Al -

Trim your costs wi Regulator.
Now landscape professionals can rely on this easy-to-use granular flurprimidol formulation to reduce annual labor costs of maintaining
landscaped shrubs. Plants treated with Cutless Granular require less trimming and exhibit a more compact growth form. Cutless Granular
improves overall shrub shape and generates fuller, more attractive plants by stimulating branching and promoting darker, greener foliage.

As treated plants are able to re-allocate resources to defense and storage, many species
may exhibit potential disease reduction and improved tolerance to environmental
stresses.

For the landscape manager looking for ways to increase profits and

customer satisfaction, Cutless Granular Landscape Growth Regulator reduces the
cost of annual trimming and improves shrub shape and health in an easy-to-use,
long-lasting granular formulation.

For more information about Cutless Granular Landscape Growth Regulator,

call 1-800-419-7779 or visit our web *
e ot vavwsepro.com utiess Granular

1
"~ ) SePRO Corporation Carmel, IN 46032 Landscape Growth Regulator
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Con!ractors often use brochures to help clients
visualize the services they offer. Todd Patton
told fellow Lawn & Landscape Online Message
Board participants in a recent discussion that he
was thinking about designing brochures to pro-
mote his Fairfax, Va-based business Patton Prop-
erty Maintenance. But Patton says he isn't sure
what to include in the brochure because the com-
pany provides a variety of services. “Should | try to
pack all that into one brochure?" he asks. “The one
part I'd really like to push is full maintenance, but |
don't think that market would be impressed with a
fancy brochure, What do you think?"

Responses varied from including everything in
the brochure to keeping it as focused as possible.
Andrew Aksar says companies should develop a
specialty and promote it to customers. *| disagree

| visual impact imaging

thitt makes an mlp.ul'

with including as much info as you can,” says Aksar,
owner of Walkersville, Md.-based Outdoor Finishes.
“Todd, | could see you listing all those services if you
were in the West, but you're in a terrific market where
you need to separate yourself from all the others and
make a trademark for yourself by focusing on one
service. Also, you need to find a way to get your point
across without clutter and a lot of text.”

But Chris Haddock, owner of CBH Landscape
Contractors, Laconia, N.H., says Patton should
include all his services but keep it simple and em-
phasize the most important aspects of his business.
Michael Sisti agrees, “While it's important to list all
of the services you provide, be sure you maintain
focus — that's what makes you different from your
competition,” says Sisti, owner of Alpine Lawn & Tree
Care, Freehold, N.J.

One Truck,
Multiple Bodies!

www.visualimpactimaging.com
Visit our website for a free demo or call 330.665.9080
USE READER SERVICE # 64

Bucks detachable truck body system allows you to
maximize your hauling options with more than a dozen
interchangeable body styles including:

- Dump - Chipper -Vanscaper - Storage
- Platform - Landscaper - Stake And more!
- Drop Box - Hydroseeder - Salt Spreader

DETACHABLE TRUCK BODY SYSTEM
~

888-311-0867 www.bucksfab.com
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To ride hills, you have to feel
them —become part of the landscape and
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Wright's Stander and Sentar give you the same freedom dirt bikers
have —you feel the hills under you, and shift your weight to take the terrain

"/A “on the fly." You use your weight to keep traction on the higher wheels so you cross
A il slopes at speeds no other mower can handle. So you mow faster with greater control—and

without switching to a walk-behind.

S ac Power, performance, and a little excitement. That's the Wright way to mow.

THE WRIGHT WAY TO MOW.

Qright
commercial products

For more information, call
1.301.360.9810 or find our dealer

USE READER SERVICE # 66 locator at www.wrightmfg.com.
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continued from page 86

President David Huber. The company
knows this because Huber says he tracks
every service inquiry by entering each
call into a client prospect sheet. The
sheet includes a list of questions that
Huber asks callers, the most important
being, “How did you hear of us?” he
says. The $600,000 company spends
less than $1,000 a year on advertising.

“Direct marketing and cheap mar-
keting are the keys,” Huber says. “Get a
Web site. It brings me 80 percent of my
work. Combine other forms of advertis-
ing with that, and you will do well. Do
not think that you have to spend a large
percentage of your earnings to get busi-
ness. It's just not true.”

CBH Landscape Contractors, La-
conia, N.H., also monitors inquiries by
potential clients to narrow its marker-
ing focus, says company Owner Chris
Haddock. “I think it’s better to rrack
your incoming calls so you find what
advertising is working for you,” he says.

Other companies, such as Clarkes-

ville, Ga.-based B & B Landscaping &

Irrigation, don't find advertising neces-
sary at all. Referrals comprise the bulk
of B & B Landscaping’s jobs, according
to company Owner (;.lry Batho.

DISCOUNT DAYS. Contractors
who do advertise sometimes include
coupons to increase sales and referrals.
But some Message Board participants
say coupons arc (oumcrprnducti\ (4
because they can appear unprofessional
or because they can sometimes force
contractors to underbid projects.
Instead, contractors should sell their
work instead of their price, says Patrick
Johnson, owner, Reflective Gardens,
Knoxville, Tenn. For instance, coupons
that offer free gifts might be more effec-
tive than discounts because they don't
devalue the work a contractor is provid-
ing, says Steve Cissel, founder and chief
executive officer of the online green
industry directory GIYP.com. “I don't
like the idea of eroding the value of

m lawn & landscape
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Demand more. Becal
Demand Maruyama.
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products or services offered,” he says. “I
would be more inclined to offer a bonus
or a gift to a client that reaches a cerrain
spend threshold. What we're really try-
ing to accomplish with the discount is
to create a call to action, not necessarily
give away part of the farm. Coupons are
a call to action and they have been used
in the Yellow Pages for more than 100
years. They work. Coupon idea: Sign
a contract for X dollars by X date and
receive two free first-class round-trip
airline tickets anywhere in the continen-
tal U.S. or something like thar.”
Discounts can be profitable if they
lead to additional business, adds Frank
Connerney, president, Castde Landcare,
Tampa, Fla. Castle Landcare provides 3
percent discounts to each customer if the
company picks up additional business
on that street. “So far, so good,” he says.
“We've filled two neighborhoods that we

previously were only servicing two houses

in. The discount is more than made up
for by the lack of windshield time." 8

enouagh. A mmercia itdoor
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Spurge, knotweed and clover are no match for the
power of new Surge® Broadleaf Herbicide For Turf.
Energized with sulfentrazone, Surge has the power
and’'speed to knock out tough broadleaf weeds
\ fast. And it even suppresses yellow nutsedge!

\ Visual results in 48 hours — now that has a
powerful effect on call-backs.

Your customers will be pleased with the speed and
performance. You'll be pleased with the economy
of Surge’s water-based amine formulation!

Put the power of Surge to work
for your business this year!
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Photos: Arborjet, Rainbow Treecare Scientific Advancements (below)

ree injections have been around

Larger national tree service companies

for several years, but the deliv- and municipal governments are moving
ery methods continue to evolve. into a more defensive posture of applying
Manufacturers are now providing pesticides just for fear of liability of soil '
products designed for specific trees or water contamination or pesticide drift
or tree health problems. These devices can in- on cars and buildings,” says Roger Webb,
ject, or “infuse,” materials at varying pressures owner, Tree Tech Microinjection Systems,
or volumes depending on what the tree care Morriston, Fla. “That’s only going to get
technician is treating. worse, so the market for microinjections
Some newer advancements are in response to will be there and may expand.”
the perception thar tree injections can actually The majority of arborists still use foliar
damage trees by wounding them. Manufactur- treatments, but environmental regulations
ers are also providing products that can perform are expected to push tree care specialists
injections faster, so arborists can treat more trees toward more systemic approaches, such
in less time. The increase in injection oprions as injections, says Mike Ruizzo, business
provides tree care contractors with opportunities manager, neonicotinoids, Bayer Environ-
to expand their services while environmental mental Science, Montvale, N.J. “Large tree
awareness in the industry continues to grow. continued on page 94
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continued from page 92

care companies are very interested in
tree injections because they feel pressure
from environmental concerns, so this is
another avenue to get the job done with

minimal exposure,” he says.

MINIMAL IMPACT. More manufac-
turers are dcsigning injection systems
that are less invasive because of contrac-
tors' fears that drilling into a tree’s tissue

USE READER SERVICE # 70

april 2005

can cause damage. One such system
allows tree care technicians to insert a
blunt-edged needle just under the bark
without entering the xylem or drilling a
hole, says Chip Doolittle, president, Ar-
borSystems, Omaha, Neb. The needle is
attached to a device similar to a syringe
with two handles thart release the mate-
rial and an opening where a bortle of
injection material empties into a metal

Get ready
for new
products

and

innovation

2005.

We'd like to thank all of our customers
for your loyalty, support, and continuous
feedback. Our customer relationships
allow us to continue to deliver world-class
products to the industry.

We're stepping it up a notch this year to
provide even more for our customers:
* New, innovative products
* Aggressive pricing
* Available in more markets than
ever before.

Value. Quality.

Unmatched.

Unbeatable.

(888.787.4766)

wWwWw 3dwnnr.am'\d\(opv com

syringe. This system works on the prem-
ise that most of the tree’s uprake occurs
within the cambial zone slightly beneath
the bark, Doolittle says, adding that one
of the system’s main advantages is that

it requires less material than some other
injection methods, which may need 2 to
7 milliliters of product to be effective.

“Virtually all of the uptake done by a
tree is in the outer three rings of the xy-
lem and, in most trees, the outer ring of
the xylem,” Doolittle says. “If you put a
chemical into the tree past this active up-
take area, youd better pur a lot of chemi-
cal into the tree and hope it wicks out
to the xylem area. On the other hand, if
you deposit the chemical in the outer area
where 95 percent of the tree movement
happens, you won't waste anything.”

A complete start-up kit costs
$1,200, which includes all the necessary
Ju’c%xuricx .md tour hn((lc.\ Uf-(l\'k‘ care
materials, Doolittle says. Included in
the set are two needle sizes. Typically,

Y-inch needle

technicians will use the
except for trees with thick, corky bark,
such as hemlocks, eucalyptus, cotton-
woods or elms, which require a 1%2-inch
needle. Technicians can determine the
bark’s thickness by slowly inserting
the needle into a fissure of the bark
until they feel resistance. If the needle
penetrates farther than the length of
the plug, technicians should make the
injection in the fissure. If the injection
tip enters art a distance shorter than plug
length, technicians should perform the
injection in the thicker part of the bark.
When technicians don't feel any resis-
tance, they should use the longer tip.

After determining the needle size,
technicians then punch a hole into the
tree’s root flare or the base of the tree
with a type of hole-punch gun that
removes a bark core and creates an
opening that is 1/g-inch wide and %-
inch deep, according to Doolittle. The
bark core should be about the same
size as the plug thar the technician will
fit into the hole. The plug is designed
to prevent the injected material from
seeping out of the orifice and keeps air
and pests from entering the opening,
Doolittle says. Technicians leave the
plug in the tree after completing the
injection. Tree growth will eventually
force the plug out, he adds.

With a straight motion, the techni-
cian then inserts the needle through the
plug opening. The tip will automati-

continued on page 96
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Two broad-spectrum formulations. Either is trouble for all species of ants.’

Talstar® granular insecticides provide effective, long-lasting Talstar EZ granular insecticide has a larger particle size
residual control where you need it. Which means you can so it's easier to calibrate and easier to see where you apply
apply Talstor to lawns, landscape ornamentals, and it. Talstar EZ utilizes unique technology that allows particles
perimeters, knocking out and keeping out even the fo disperse and disappear upon wetting, providing increased
toughest turf, ornamental and common residential pests coverage. Plus, it won't stain concrete or damage plants.

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

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

For more information, contact our Customer Satisfaction Center

Talstar PL granular insecticide is a sand-core granule that ot 1-800:321-1FMC. or visit R ssissdllons Frae.con.

filters down through the grass, ground cover, and mulch to
where insects live. It's heavy and dustfree so it won't drift
off target. And it remains on the soil surface so it's effective
even affer irrigation or rainfall. Plus, it's effective for
longdasting control of hard+o-ill lawn and nuisance pests.

+MC Talstar.

Tl
rporation. FMC, the FMC logo, and Talstar are trademarks INSEC CIDES

of FMC Corporation. Always read and follow label directions

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

©2004 FMC Co
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continued from page 94

cally stop when it reaches the injection
point. The technician can then release
the material by squeezing both handles,
at which point a pre-measured dose of
the chemical is released into the edge
of the tree’s outer layer of wood. The
system is designed to release 1 millilicer
of material with each full stroke of the
handles, but some units can be adjusted
to release a Y2-milliliter dose. Once the
material is released, residual effects can
vary depending on the type of product
used. Insecticides can last anywhere from
45 days to two years depending on the
product’s solubility, Doolittle says.

UNDER PRESSURE. Some manufac-
turers are selling or planning to produce
higher-pressure microinjection systems
that will allow arborists to perform
multiple injections in a shorter period
of time. “We're looking art higher-pres-
sure delivery to facilitate faster move-
ment into the tree without creating cell
damage,” says Nate Dodds, president,

- I R

J.J. Mauget, Arcadia, Calif. *With that,
we're going to be able to pur larger
volumes into one individual site in a
shorter period of time.”

One system currently on the marker
is powered by compressed air and
features an injection gun equipped with
a tank that can operate at 50 to 200
pounds per square inch (psi), says Peter
Wild, president, Arborjet, Winchester,
Mass, It’s designed to treat a high
volume of deciduous trees — anywhere
from 200 to 300 trees per day — such as
oaks and maples. The pressure is higher
than passive microinjection systems,
which rypically reach a maximum of 6
psi, but not so high thar cellular dam-
age will likely occur, Wild says. A rech-
nician would need to inject material
at 900 to 1,000 psi to cause damage,
according to Wild.

With the air-pressurized system,
technicians need fewer wound sites and
can perform injections in less than one
minute per caliper inch. The hydrau-

lic device can infuse 2 milliliters to
hundreds of milliliters per injection site.
Products injected using this system can
last up ro three years with approximarely
half the number of injection sites as other
microinjection methods, Wild says.

Bur at $4,500 this device isn't priced
for start-up tree care companies or low-
er-production contractors. “It’s a high-
production device, so you wouldn't buy
it if you had a plant health care program
and treated a few trees a week,” Wild
says. “But if all of the sudden a tree care
company has to treat hundreds of trees
per week for a large plant health care
program, this device is like having a
spray rig in your back pocket.”

This requires drilling a 7/32- to 9/32-
inch hole 5/g of an inch into the xylem,
Wild says. Technicians can determine
drilling depth by test drilling until they
reach the sapwood and then adding 5/g
of an inch to the xylem. After deter-
mining how far to drill, the technician

continued on page 100, sidebar on page 98

More Effective

Less Expensive...

From Tree Tech® Microinjection Systems comes a full line of nationally labeled
insecticides, fungicides, bactericides and fertilizers in leakproof microinjection units.

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

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

e-mail: info@treetech.net
Tree Tech® Eaviroamentally Sound Tree Health Core for the 215t century ond beyond.
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Tree-anjectaon technology is rapidly changing as
manufacturers of injection devices try to keep
pace with increasing demand for quicker delivery
methods. “There's a lot of research right now that's
looking at ways to increase the ability to treat trees
more rapidly,” says Terry Tattar, a microbiologist and
director of the Shade Tree Laboratory at the University
of Massachusetts, Amherst, Mass.

In the next year, tree care contractors can expect
maore products that feature some type of pressure
assist to increase product delivery, Tattar says. These
devices will come in different shapes and sizes de-
signed to be more user friendly and 1o keep material
contained to its targeted area.

Tree care specialists can expect more systems
that utilize a Co2 cartridge or bicycle pump to deliver
additional air pressure, according to Tattar. Research-

ers are conducting evaluations on many of these
products, some of which are already available to
contractors and others should be available by the end
of the summer, Tattar says. The cost of these products
could actually decrease with these advancements as
well, Tattar adds.

Manufacturers of injection products are also
working on new product formulations to speed up
delivery time. "“Whether it's a fungicide or. insecticide,
tree injection manufacturers are checking to see
if they can meet certain solubility characteristics,”
says Mike Ruizzo, business manager, neonicotinoids,
Bayer Environmental Science, Montvale, N.J.

Newer material chemistries have raised the cost
of performing injections. but some product patents

are expiring soon, which should result in lower prices,

say Industry experts.

A TRAILER THAT WORKS AS HARD AS
YOU DO USED TO BE HARD TO FIND

ey

FIND A HARD WORKING TRAILER OR A DEALER AT:

C 2004 PACE AMERICAN, INC. CALL! BOO.R2a7.57687

USE READER SERVICE # 74




-

Landscape

W
AR

O Sorbet® Viola

O O Matrix™ Pansy - Great in the
landscape or mixed containers

Spice up the Autumn season with loads of color for your landscape with
a wide variety of cool crops from Ball. Low maintenance plants that

tolerate lower temps and frost allow for an entire season of
long-lasting color. Fast to flower...quick to turn heads!

Call your grower or Ball for more information.



S esticides/t[ertihzers

continued from page 96

would then set a plug into the opening
to prevent the product from seeping
out and insert the needle through the
plug’s septum. The technician can then
release the material into the tree.

The hydraulic system does have its
limitations on resin-based trees. Because
evergreens have a vascular system that is
20 times smaller than deciduous trees, the
trees can't accept large volumes at such
high pressures, Wild says. In this case,
technicians can use a system similar to an
intravenous drip. This method fearures
tubes connected to a pump and operates
at 45 psi, still higher than traditional
passive methods, but low enough that the
evergreens can successfully distribute the

> > >

tors. Instead, they may want to consider
more conventional passive systems that
take longer but don't carry such high
price rags.

“The advantage of a passive system
is that it’s very cheap, and you only
need a cordless drill and a mallet,”
Dodds says. “It’s for the smaller opera-
tor who doesn’t want to spend hun-
dreds and thousands of dollars, and
waiting time becomes a moot point if
you're providing other services.”

The passive system can be the
perfect add-on service for landscape
contractors because they can perform
other job functions while waiting for the
materials to distribute throughout the

product. The equipment costs $399 and By injecting fertilizers, insecticides and fungicides directly tree, Dodds says. Contractors can expect

takes 10 minutes to set up, according to  into the sap stream of the tree, microinjection utilizes the  to pay $23 to $50 for materials to treat

Wild. The tree takes five to 20 minutes
to distribure the material.
one minute per caliper inch, but you
don't need to monitor it; you can move
on to the next tree, so two people can do
a couple hundred trees a day,” he says.

tree’s own natural transport system. Photo: |.J. Mauget
It takes about

PASSING TIME. Higher-pressure
systems are fast and efficient, but their
higher price tags may not make them
economically feasible for some contrac-

a 20-inch diamerer tree using the passive
method, according to Dodds.

Unlike high-pressure systems, which
force the material into the tree’s vascular
system, passive systems depend on the

continued on page 102

Save Time and Money with
Every Mulch Application!
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Call us to learn more about the Bark Blower Family and we will show you

how quickly Finn equipment will pay for itself and increase your profits!
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The Most Complete Soil Inoculant Ever Created For Turf

Bringing S()Ils to Life

3 Acre Turf Kits Contain:
& Billions of Living Beneficial Bacteria (over 90 species)
@ Millions of Living Beneficial Fungi (over 65 species)
@ Thousands of Endo Mycorrhizae Spores (40,000 propagules/ib)
@ Billions of Ecto Mycorrhizae Spores (1.5 billion propagules/lb)
@ Millions of Living Nutrient Cycling Protozoa (over 30 species)
@ Thousands of Living Beneficial Nutrient Cycling Nematodes

(over 30 species)

@ Liquid Humus and Sea Kelp Biostimulants

Tank mix these ingredients for turf applications
to create sustainable living soils

IE For More Information Call 1-866-ROOT-GRO Or Visit
Finn Corparation 9281 LeSaint Drive, Fairfield, OH 450145457 Code: 04011 .
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As the old organophosphates fade from

the scene the new kids on the block are

ready to fill the gap. Most, however, lack
broad spectrum control. Many, with single
modes of action, pose the threat of
developing resistance.

Azatrol® EC Insecticide has many modes of
activity which prevent the build-up of resistance.
And the many modes of activity also provide a

very broad spectrum of control.

Azatrol can also broaden the spectrum of other
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continued from page 100

tree’s sap flow to suck the material up
through the tree, Dodds says. “This
is truly a systemic approach because
it becomes part of the tree’s system in
a more natural form,” he says. “With
high-pressure systems, you force the
chemical in and you risk causing
damage.”

As a result, uptake can range
from minutes to hours, according
to Dodds. This method works by
drilling an 11/g4-inch-wide hole
downward at a 45-degree angle 6 to
12 inches from the base of the tree %
to /g of an inch into the xylem. The
technician would then insert into the
drill site a pl;l.\[ik llllu‘ L(mncuul o

a capsule filled with material, Webb
says. To secure the injection unit, the
technician must gently tap the cap
with a rubber or plastic-faced mal-
let. The technician can pressurize the
unit by pushing in the cap end. When
finished, the unit should be removed
within 72 hours of installation.

One of the most.common mistakes tree care technicians make
is underpricing tree injections, says Chip Doolittle, president,
ArborSystems, Omaha, Neb, “| see a lot of guys that go from spray-
ing a tree three times a year for $60 to injecting and saying 'l can't
get awhole $150," so they underprice their injection. They'll still
make money, but not as much as they could have."

Contractors need to communicate to their clients that injec-
tions can often achieve in one application what may take other
methods several visits and multiple charges, Doolittle says, adding:
“If you do that in one application a year, aren't you bringing value to
the homeowner?"

BIG MAC. Microinjection is effective
against most insect-related problems,

but diseases sometimes need a lictle ex-
tra punch before they're under control.
I'hat’s when macroinjection comes into

play. Macroinjection involves distribut-
ing 30 to 60 gallons of material into

a tree at pressures more than 40 psi.
Macroinjection also requires drilling a

continued on page 104
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CHEMICALS COMPANY, INC.
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200 GALLON LAWN RIG

* 200 GALLON OLDHAM TANK WITH BAFFLE.

* HYPRO D30 TWIN DIAPHRAGM PUMP.

* 5,5 HP HONDA ENGINE.

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

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

E 1-800 888-5502

PO BOX 18358
3701 NEW GETWELL ROAD
MEMPHIS, TN 38118

FREE SAMPLE PACKAGE

www.PromoPrintingGroup.com/green.htm

TOLL FREE: 1-866-831-9902
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Take the Guesswork Out | 70 WSP Insecticide While Tr}Star is tough on pests, it's easy on
of Effective Insect cOntrol ' c"-ﬁ:'j" benefma!sAand your bUdget. as well. That's
B 4 : ' 4 because its insect-specific rate range puts
ow you don’t have to waste time an you in control of how much you
money on insect control you don’'t need. \ L;SG You apply the rate that'é
TriStar™ insecticide eliminates the guesswork & = appropriate for the pests and level of
by letting you identify the specific pgst. its location and mfesratlon that you have. Precise foliar applications
level of pressure before you apply. Simply stated, save you time and money in the greenhouse, field,
TriStar puts you in control of achieving effective, nursery and landscape.

economical insect control. )
Count on Cleary — and TriStar
Go with the name you trust, Cleary Chemical, with over

Foliar applied TriStar is at the head of the class. 65 years of commitment and experience, provides pest
With contact, systemic and translaminar activity, TriStar and disease solutions vou can count on.

works in minutes and lasts for weeks. In addition to
nymphs and adults, TriStar also provides ovicidal and
insecticidal activity. So, you have control through the

You’'ll Love the Freedom of Control

TriStar - Finally, You're in Control!

entire life cycle - from egg to adult. TriStar is tough on a For more information about TriStar, CLEARY
broad range of insects including sharpshooters, mealybugs,  visit our web site at - /
and resistant whiteflies and aphids® www.clearychemical.com Count on Cleary

“
o

*Read ang foliow all label girections The Cleary i0go Is 3 trademark eary Chemical Corpor TriStar Is a trademark of Nippon Soda Company, L

USE READER SERVICE # 8I

©2005 Cleary Chemical Corporation, C1-234


http://www.clearychemical.com

esticides/{ertihzers
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hole more than 3/g inch in diameter.
The holes are drilled into the root fares
abour 1 inch past the bark, according
to Rainbow Treecare Scientific Ad-
vancements, St. Louis Park, Minn. The
technician would then insert the tees by
hand and lightly tap them with a small
hammer. The tees are then connected
to tubing that is feeding from a solution
reservoir. T he technician should then
turn the pump on and adjust the air
pressure at 15 to 30 psi.

This is most commonly used as a
preventative measure against Dutch elm
discase, oak wilt, sycamore anthracnose
and chlorosis, which is a condition
caused by trees that don’t produce
enough chlorophyll; says Tom Prosser,
president, Rainbow Treecare Scientific
Advancements.

A full set of macroinjection equip-
ment, which includes needles thar are
attached to a harness and a pump, costs

Tree injections should work smoothly if the all the proper procedures are followed. But

nobody is perfect, and sometimes complications occur. Rainbow Treecare Scientific Ad-

vancements, St. Louis Park, Minn. offers the following troubleshooting tips for macroinjection:
* PROBLEM: Tee will not stop leaking. SOLUTION: Turn off the system and re-drill a

" 2l s

$285, Prosser says. A technician will
spend approximately $100 for most

materials to treat an average size tree,
which is approximately 27 inches in

diameter. The process typically rakes
about one hour to complete.

The two major advantages that
macroinjection has over microinjec-
tion are lower application frequency
and higher efficacy against some major
diseases, Prosser says. “The other issue
with microinjectors is that you have to
wound the tree every single year, and
that has some pretty negative conse-
quences, whereas with this you only do
it every three years.”

In fact, Prosser says noninvasive treat-
ments, such as soil drenches, are prefer-
able over trunk or root-flare injections
when treating certain tree conditions.
Contractors should be aware of each in-
jection system’s limitations. For instance,
foliar sprays usually work better against

new hole above the old hole.

* PROBLEM: Excessive amounts of material leaked out. SOLUTION: Replace the

material.

« PROBLEM: Solution not going into the tree. SOLUTION: Make sure pump is
working properly. Adjust pump pressure. Do not pound tees in further.

* PROBLEM: Tree taking up solution very slowly. SOLUTION: The drill bit may have
been dull. The tees may be plugged. The matérial may have fallen out of solution. The
elm may have Duich elm disease. Some trees just go slowly. Smaller trees are more
prone tothis than larger trees. Mornings tend to be faster than afternoons. Very hot
days and drought conditions will slow the uptake. Watering the lawn around the tree
the night before will increase uptake and is essential during drought periods.

* PROBLEM: Tree took up solution fast then suddenly slowed or stopped. SOLUTION:
Make sure the dosage was accurate for the size and condition of the tree. Small trees
usually need less material per diameter inch than larger trees. If the material is still go-
ing Into the tree, it is necessary to wait. It is possible to turn off the pump, raise the
bucket higher than the tees, and allow the solution to seep in slowly; this usually takes

10 to 12 hours.

www lawnandlandsc ape.com

diseases such as apple scab and bacte-
rial leaf scorch, Doolittle says. And trees
with poor-functioning vascular systems
or trees showing signs of stress may not
respond well o injections, Dodds says.
“Sometimes we're the last-ditch effort,
and there are some trees like the Ameri-
can beech thart are very sensitive to injec-
tions,” Dodds says. “If the tree is weeping
and hasn't put a good effort into healing,
then you may want to think twice about
drilling into the tree and injecting.”
Doolittle agrees, saying that contrac-
tors need to have realistic expectations
when dealing with tree injections,
especially when communicating with
customers. “If you have a vascular system
that is so destroyed that you can’t do
anything, | think that’s something the
contractor has to watch,” he says. “They
need to know the liabilities of that
particular tree and can't go to a heavily

damaged tree and promise the moon.”
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But your nose and eyes will notice the real difference
when you open the jug — less odor and a much
clearer liquid. The reason is the addition of 2,4-D
TIPA, a highly refined ingrédient available only

from Nufarm. =

Make everyone - especially their noses — happy.
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Room for
Improvement

hen it comes to ir-

rigation services, most

contractors think of

installation and main-

tenance, but upgrades
are made to irrigation systems all the time.
With the talk of water conservation bring-
ing irrigation under the microscope, now
is an opportune time to make upgrades a
regular service.

Better components will improve system
efficiency and save on water and energy
bills, and the irrigation industry has seen
a number of technological advancements
within the last 10 years. “The biggest change
to the irrigation industry is the knowledge
we've gained as far as how efficient a system
can be,” says Rick Hall, rechnical service
manager, K-Rain, Rivieria Beach, Fla. Asa
result, there are many existing systems that
could benefit from an upgrade.

The fact is that every irrigation system

By kathleen Franzinger

will need an upgrade at some point, and
that’s not a bad thing. “Every upgrade is
an opportunity to help your customer
make their system more cfficient,” says
Jeff Carowitz, vice-president of marketing,
Hunter Industries, San Marcos, Calif. “It’s
also an opportunity to make a sale.”

TIME TO CHANGE. In the 1950s,
irrigation systems used galvanized or cop-
per pipe. But that material, underground
for years, quickly corroded. When Meyer
Landscape and Design in Moline, IIL,
began offering upgrades in 1989, these old
systems were a huge part of the company’s
business. “As soon as the word got out we
were doing irrigation maintenance, we
started getting calls from people who had
some older systems,” says Larry McMullin,
irrigation division manager. “Back then,
there were still a lot of systems out there
continued on page 108
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continued from page 106

that had been installed 20 to 30
years prior — when the technology
wasn't there to install plastic pipe.”
I'he old pipes were too corroded
to repair, and upgrading the system
turned out to be less expensive than
trying to mix the old components
with new. McMullin says in the
beginning they would do two to
three of these upgrades per year. The
jobs were equivalent to putting in
a new system, with prices ranging
anywhere from $1,000 to $7,000,
depending on system size. Although
not many of these irrigation sys-
tems are around today, there is no
shortage of old, leaky or worn-out
components waiting for an upgrade.
Landscape changes are another

opposed to using the large rotors.”
Another issue with sprinkler heads
is spacing. Greg Parker, marketing
and product manager, Toro Irrigation,
Riverside, Calif., says every manufac-
turer recommends spacing require-
ments based on the sprinkler type and
amount of pressure. “If those param-
eters are violated, then you have o
overirrigate to keep thar area green,”
he says. “If you have proper spacing
and you apply water at the right pres-
sure with the right nozzles, then you
can increase efficiency considerably.”
Expanding an irrigation system may
also necessitate upgrades. For example,
if a system was installed to irrigate the
Photo: Hunter Industries  front yard, but now the homeowner
wants to irrigate the back yard as well,

opportunity for upgrades, particularly bushes were planted where there used to  pipe size and controller size have to be
when it comes to sprinkler heads. Dif- be only turf, then the spray heads need able to support the added zones, says
ferent plant materials have different wa- o be modified. “You don't want to water ~ Hall. If they can't, an upgrade is in order.
tering needs and, therefore, require dif- different kinds of landscaping with the “Controllers are sized based on the num-
ferent sprinklers. Rotors are designed to same type of head,” says Hall. “If you ber of zones,” he explains. “If you had
water large turf areas, and pop-up spray  didn’t have bushes, and now you do, you  only four zones in front of your property
heads target beds, shrubs and bushes. If  should be putting in pop-up sprays, as continued on page N0

espite the benefits of upgrades, contractors

may have trouble getting customers to buy
into an irrigation system renovation, “Usually,
someone won't replace a system unless it has
reached a point of failure or they want more con-
trol," says Greg Parker, marketing and product
manager, Toro Irrigation, Riverside, Calif. But if
contractors take the time, they can show custom-
ers how an upgrade may be more efficient or
provide them with additional control.

If price is an issue, Rick Hall, technical
service manager, K-Rain, Rivieria Beach, Fla.,
suggests capitalizing on the fact that water
conservation is a hot topic right now. “Customers
may not realize how much an irrigation system
can actually save them as opposed to how much
it's costing them," he says. “Contractors need
to find a way of reaching out to the homeowner
and letting them know that spending a little bit of
money is going to save them a lot of money.”

Talking to and educating customers about

upgrades can and should be done throughout the
year, but a great time to do it is when business is
slow. “That's a good time to go back to the customer
and, maybe through a mailing or coupon, send out
a little message letting them know it's a great time
to add a rain sensor or remote control.” says Jeff
Carowitz, vice-president of marketing, Hunter Indus-
tries, San Marcos, Calif.

A solid customer relationship can also be built
by offering maintenance contracts, which will help
when it comes to selling an upgrade. “Part of main-
taining a customer base is:doing repeat business
every year and gaining the trust of the customer right
from the installation forward." says Mike Todd, owner,
Milwaukee Lawn Sprinkler Corp., Menomonee Falls,
Wis. “Customers hired you because they trust you
will recommend only those upgrades that would be
beneficial and practical. The key is to be honest with
the presentation and spell out the advantages and
the costs so that the customer can make the deci-
sion with all the pros and cons spelled out for them."
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Trying to save a few bucks on what looks like a good deal can often leave a sour
taste in your mouth. Why not choose a brand where the odds are in your favor?
With a full line of heads designed to handle the particular needs of virtually every

size and scope of landscape, Hunter rotors have a customer satisfaction and

performance track record that has set the standard for the irrigation industry.

The Rotor Family

Make every system you install a winner and go with a sure thing. Hunter.

< ®
www.HunterIndustries.com “ l 'Iltel.

The Irrigation Innovators
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continued from page 108

and you have a four-zone controller, and
now you increased to eight or 12 zones,
that original controller would no longer

be adequate.”

SOMETHING FOR EVERYONE.
The types of upgrades are as varied
as the reasons for needing them, and
manufacturers are constantly develop-
ing new products. “There’s always
new technology being developed,
so | think it's important, as well as
potentially profitable, for contractors
to know what'’s available and to be
ready and able to suggest that to their
clients,” says Michael Rivers, director
of the commercial division, Rain Bird,
Tucson, Ariz. He recommends frequent
trips to manufacturers’ Web sires, read-
ing trade publications and contacting a
manufacturer’s local sales representative
to learn about new products.

One common upgrade is a rain
shut-off device. These sensors prevent

water waste by turning an irrigation

system oft during rainfall
and keeping it off for a
certain period of time ro
compensate for natural
maoisture.

Rain sensors can be
added to any system
and offer a good sales
opportunity for contrac-
tors because of their low
cost and the water savings
they provide, Carowitz

says. He estimares that
one can be added for
about $150, including the contractor’s
cost of labor. On the savings side, Bryan
Robinson, sales/manager, Midwest Turf
& Irrigation, Lincoln, Neb. says, “We've
seen water savings of 40 percent with
a rain sensor. On average, you can save
about 2,000 gallons of water per rain-
fall.”

According to Carowitz, rain sensors
are so effective, some states have man-
dated they be retrofitted onto existing

irrigation systems and installed on
new ones. For example, Dallas recently
implemented a law requiring all irriga-
tion systems within city limits have a
rain sensor and freeze sensor. The latter
turns a system off in freezing weather to
reduce the possibility that water will fall
on a walkway and create an icy patch.
Another upgrade is a remote control,
which gives property owners the ability

continued on page 114, sidebar on page 112

€ Matched Precipitation
any ARC any RADIUS

AN INDUSTRY FIRST

When the arc of an MP Rotator” is adjusted, the flow
rate automatically changes to maintain a matched
precipitation rate. This eliminates the labor and
uncertainty associated with rotor nozzle installation
— as well as the waste of throwaway, plastic nozzle
trees — assuring that the flow rates specified on the
design will be the flow rates after installation. And
when the radius is adjusted, the flow rate automatically
changes in order to maintain high-uniformity and
matched precipitation. MP Rotators — an industry
first — assuring true matched precipitation,
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recipitation rates, or how much water a sys-
tem puts down in a certain amount of time,
help ensure efficient watering schedules. *We can
tell you a certain head with a certain nozzle will put
down this much water in a certain period of time;
but that can change,” says Rick Hall, technical ser-
vice manager, K-Rain, Rivieria Beach, Fla. “If you
run your irrigation system at noon, you're going to
need to water more because you're losing roughly
25 to 35 percent of that water to evaporation.”
That's why ET-based controllers are generat-
ing big buzz in the irrigation industry. ET stands for
evapotranspiration, defined as the water lost from
an area through the combined effects of evapora-
tion from the ground surface and transpiration
from vegetation. By monitoring climatic conditions.
such as humidity, wind speed and air temperature,
ET-based controllers can measure how much wa-

ter is lost to evaporation daily and generate autormated
watering schedules based on the real-time data.

ET-based watering has been used for years on
golf courses and large municipalities, but their high
cost has kept them out the residential market. But
the more affordable the technology becomes; the
more of a reality it is for contractors to sell to clients.

Bryan Robinson, sales, Midwest Turf & Irriga-
tion, Lincoln, Neb., estimates ET-based controllers to
be about three times more expensive than average
controllers, but he says homeowners will gain the
money back in water savings. “The average expec-
tancy of a sprinkler system is 15 to 20 years, so
homeowners will have years of usage where they're
going to gain that money back.” he says.

But the technology still has a ways to go until it's
affordable enough for the residential market. Hall says,
“It's up and coming, but it's going to be slow coming."

Series TOP 12-outlet PC drip emitters:
Retrofit 1/2" riser, below or above grade with our
self-cleaning 0.5, 1, 2 or 3 GPH for a wide range
of applications.

Series 500 battery operated controllers: No
wiring, waterproof solution to a power problem
using our one, four or six station controllers.
Series 4000 & X LEIT Ambient Powered
controller: Four to 28 station water
management. Controls your irrigation system in
any region, under any weather conditions, day
or night using ambient light as the energy

source.

DIG CORPORATION « 1210 ACTIVITY DR. » VISTA, CA 92081-8510
760-727-0914

¢ 1-800-322-9146 » FAX 760-727-0282 » www.digcorp.com

Article Reprint Service
For more information contact
FosteReprints @ 1-866-879-9144
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Taller, more powerful Tunnel Ram™
i » \ deck design creates more suction and
13 } , wind force than any mower in its class.

Husqvarna's Zero Turn mowers with our Tunnel Ram™ deck design is the first industry-significant improvement in cutting
technology in more than a decade — and our competitors are playing catch up. A Tunnel Ram deck is a full seven inches tall
and has a built-in wind tunnel in its forward chamber that creates hurricane strength blowing force and tornado strength
suction. Add in the angled leading edge that allows grass more time to stand up straight and you've got a superior
productivity machine that reduces choking and clogging and provides greenskeeper cut quality. You can only find

Tunnel Ram tucked beneath our new, full featured zero turn mowers — extended wheel bases and super-wide rear

tires, foldable ROPs, externally greaseable heavy duty spindles backed with a three year warranty.
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Must request offer at time of purchase, Offer is subject to credit approval by GE Money Bank. Applies to new
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continued from page 110

to control specific zones of their system
without constantly reprogramming the
controller. “Upgrading the controller

to remote control makes the system
easier to check for proper operation,
trouble shoor and service,” says Brian
Vinchesi, president, Irrigation Consult-
ing, Pepperell, Mass. The upgrade is
especially beneficial on large commercial
properties, he says, because it eliminates
the need to walk back and forth to the

controller, allowing one person to per-
form service. But remote controls can
benefit residential properties as well.
Say a homeowner decides their roses
need more water, the remote control
lets them turn on only those sprinklers.
“Remore controls are well liked by
people who have a lot of interaction
with their yard,” adds Carowitz. He
estimates one can be added, including
labor, for about $300 on residential
properties and about $1,000
on commercial sites.

There are also upgrades
aimed at more uniformly de-
livering water to landscapes,
including pressure regulating
devices, nozzle improvements
and higher pop-up sprays.
Nozzle improvements have
enhanced a sprinkler’s ability

operated at the right pressure,
says Vinchesi. Pressure regula-
tion is important, he explains,

to uniformly apply water when

because sprinklers working at the proper
pressure provide a droplet size mix that
lays out a uniform pattern of water.

Improper pressure provides droplets of
a similar size, resulting in uneven cover-
age. And when plant marerial grows and
blocks the spray, causing uneven cover-
continued on page 169

e

.

USE READER SERVICE # 88

Jonsered Dealers Get

All Of This...

= Consumer brand marketing
®/75/25 Coop

= Open account and/or floor plan
= [egendary product quality

= |ive order entry

And None Of This...
= No contracts

= No big boxes

® No demands

® No minimums

= No ordering schedules

Jonsered

RED MEANS MORE GREEN™
877-693-7729

imported and distributed in the Eastern US exdusively by
Tilton Equipment Company

tiltonequipment.com

B . G andicape

apn| 2005

WWW, awnandlandscapevcom




When it's time to retro-fit

up Hunter PGPs

“'il/lu‘

f

upgrade with Rain Bird 1

2 2 %) 9 7‘1'
" Y.

Install Con

Rain Bird makes it simple
Rain Bird 5000 Series Rot«
the competition, this tech

* Lasts 3.8 times longer in
* Lasts 1.7 times longer in

* Performs more efficientl

) 'y
S r:'\ Ly

chnology

A}, :‘.\ ."‘ i1
-_‘-"‘ :

o

h

fidence: Install Rain

to take full advantage of advanced
r technology. Going head-to-head against
nology:

Accelerated Life Cycle Testing®
Grit Cycle Testing®

y with exclusive Rain Curtain™ and

award-winning MPR nozzles.

For the entire inside story, visit www.rainbird.com. For a personal,

hands-on demonstration,

* Based on tests conducted at Rair

>0 P dat : : : . ’ . : y
see your Rain Bird distributor. Only Rain Bird rotors feature Rain Curtain™ Nozzle Technology

1 Bird'’s Product Research Center in Glendora, CA

RaIN I BIRD

USE READER SERVICE # 89



http://www.rainbird.com

Skid

tools

steer l(){l-;.l!'l': are

!‘l.,t I;,r\.'!'g_: ape cont

| |
Increased productivity

fa landscape contractor could instan-

taneously morph into a giant, muscle-

bound monster like the Incredible Hulk,

he could probably do without large equip-
ment purchasc.\. Of course, contractors aren't
comic-book characters with super-human
strength and must sometimes work in rugged
conditions that require a litde help.

For years, contractors have relied on skid-
steer loaders to perform functions like trans-
porting sod pallets, digging holes or smoothing
surfaces. These machines have always helped
contractors increase productivity, but the
newer skid-steer loaders are even more versatile
and user-friendly than previous models.

Today’s skid-steer loaders are being
built for comfort with more ergonomically
friendly features. They also come equipped
with more attachments so contractors can
complete more tasks in less time. And the
added versatility does not mean skid-steer

dpﬂl 2005
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secoming multi-tunctiona

tors can rely on tor

by jonakhan katz

loaders are more likely ro cause turf damage
from increased weight. Manufacturers are

building more machines with rubber tracks
instead of wheels to reduce ground pressure.

SMOOTH OPERATORS. Skid-steer
loaders are becoming more like cars every
year. Contractors can now choose from op-
tions that include heat and air conditioning,
low-effort controls and keyless startup. The
most significant change on skid-steer loaders
in the last three years has been technological
advancements in operation and comfort, says
Rob Otterson, marketing manager, Bobcar,
West Fargo, N.D.

Air conditioning and heat are becoming
more common in skid-steer cabs today com-
pared with several years ago when very few
manufacturers offered climate control as an
option, says Larry Foster, product marketing
manager, John Deere Construction & For-
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Case Construction Equipment (page 116, left)
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estry Division, Moline, Ill. Enclosed cabs
with heat and air conditioning can lower
operator fatigue and are popular options
for contractors who work in various
weather conditions, Ortterson says. An
enclosed cab with heat and air condition-
ing can raise the skid-steer loader’s retail
price $2,500 to $4,100 without instal-
lation, points out Otterson, adding that
the heat-only option can add $1,600 to
$2,500 not including installation.

Some instrument panels now
feature a multilingual reporting func-

tion that can be beneficial for service
notifications or attachment operation,
Orterson says. “For instance, a Spanish-
speaking operator can read information
on the display panel in his or her own
language without needing additional
assistance from the owner,” he explains.
These deluxe instrument panels,
featuring the multilingual reporting
and keyless startup, cost approximately
$545, Otterson says. Several manufac-
turers are also offering joystick controls

continued on page 120
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Game over, grubs. MACH 2* specialty insecticide is the proven season-long force against grubs, cutworms, sod
webworms and armyworms. And it costs up to 10% less per acre than the other leading brand. Plus, it comes with
a hassle-free performance guarantee. Combine that with a standard 2-Ib. a.i. per acre rate for all grub species and
a wide application window — clear through the second instar and without the need for immediate irrigation — and
you have one powerfully cost-effective insecticide. So now it's easier than ever to say hasta la vista to grubs, baby.

"Guarantee applies only to professional use. Other limitations and conditions apply. Guarantee payment is limited to the cost of the MACH 2 component
of the formulation used. For complete details see www.dowagro.com/turf or your supplier.
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thar allow the operator to steer and
advance the machine with one hand
and operate boom and bucket functions
with the other hand, says Jorge De-
Hoyos, brand marketing manager, New
Holland Construction, Carol Stream,
Ill. Joystick controls can add $1,500

to $2,000 to the machine’s base price,
according to DeHoyos.

Some of these joysticks feature
speed-reduction buttons that provide
contractors with more control when
using different attachments by reducing
the skid-steer loader’s speed while main-
taining full engine power. This built-in
“inching” button allows the operator to
select speeds, in 1 percent increments,
from 3 to 99 percent of the loader’s
standard travel speed, Otterson says.

Operators will also have the abil-
ity to switch berween hand and foor
controls on some machines. In the past,
skid-steer loaders featured either hand

or foor controls, but newer machines

130

)0 Dozer Blade
* Hydraulic angle & tilt

« Blade angles 30 deg.

« Blade tilts 10 deg.

« Blade widths - 6" , 7', 8

« Adjustable skid shoes

New!F..-Ser(les Bar Tracks

now come equipped with both controls,

which operators can acrivate by flipping
a switch, DeHoyos says. Contractors
will pay an additional $1,000 for this
function, according to DeHoyos.
Attachments are becoming easier to
connect and remove with quick-attach
buttons. The quick-attach feature is
typically an option on skid-steer loaders
and adds $700 to $800 ro the machine’s
price, according to Foster. With the
quick-attach feature, operators can drive
up to an attachment, connect it and
push a button to lock in the attach-
ment, Foster says. “This way, you don'
have to climb in and out, you don't have
to exert effort or force like you would
with a manual quick-artach system, so
it takes seconds vs. maybe minutes to
change an attachment,” he explains,
In addition to ease of operation,
manufacturers are making skid-steer
loaders easier to maintain. Contrac-

tors can purchase skid-steer loaders

that contain small ports in the engine
compartment where they can take oil
samples and send them to a dealer to
test the oil quality, says Eric Man-
gum, marketing project engineer for
skid-steer loaders, Caterpillar, Peoria,
lll. “You can find out if there’s trash or
other types of particles in the oil that
you can get taken care of before you
have a major failure,” he says.

More skid-steer engines are also
being designed to last longer between
oil changes. Contractors can now find
engines that can run 500 hours before

an oil change is necessary, Foster says.

GENTLE GIANTS. One option that’s
becoming more popular with landscape
contractors every year is a type of loader
similar to skid-steers that moves on rub-
berized tracks rather than wheels. These
machines have grown industrywide in

sales from $10 million in the late 1990s

continued on page 122
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Ground speeds
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Buckle up and grab hold. This monster is not for the meek. With a 31-hp Air-Cooled BIG BLOCK V-Twin
at its heart, you'll notice a difference from the moment you turn the ignition. Drive it off the trailer.
Engage the deck. Large capacity pumps, high-torque wheel motors and the 60- or 72-inch UltraCut™
deck work together to power this beast through anything you put in front of it. And left behind, you'll
see the precise quality of cut only Exmark can deliver. Yes, we've created a monster—the Lazer Z* XS.
Experience its power firsthand. For @ FREE BVD and the name of the Exmark Dealer nearest you, contact us today.
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to $300 million presently, according to
Jay Lemke, director of product develop-
ment, ASV, Grand Rapids, Minn.
Rubber-track units cost an esti-
mated 25 percent more than tradi-

tional skid-steer loaders, DeHoyos says,

explaining that a $32,000 skid-steer
loader would cost approximartely
$40,000 with the rubber track. Lemke

Wheel and track
models availahle

More than 60 attachments

RAMROD ===~

says the units can range from $22,000
to $50,000 for the largest model, bur
the extra cost should be offset by the

additional rasks contractors can accom-

plish with these machines.

These machines are ideal for the
green industry because they can mini-
mize ground damage when working in
sensitive, soft-soil areas, DeHoyos says.

Ramrod Mmlsﬁl smt lnaﬂu:

m ﬂmml.“lll
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“You can work in more applications and
on more surfaces than you could with a
wheeled vehicle, so the amount of rain
delays are minimized and the amount
of applications extended,” he explains.
“And you don't need to cover up the
tracks that a normal wheeled skid-steer
loader would leave.”

These vehicles also are reportedly
more stable than traditional skid-steer
loaders because they're about 30 percent
heavier and the weight is distributed
over a larger area, DeHoyos says. A
wheeled unic applies 25 to 28 pounds
of ground pressure per square inch
whereas a rubber-track unit applies less
than 5 pounds per square inch, he adds.
Some tracks contain small wheels inside
that help spread the vehicle weight
over a larger area, providing even more
stability, Lemke says.

“The contractor is going to notice
it’s heavier than the wheeled skid-steer
loader,” DeHoyos says. “The wheeled
skid-steer loaders are traditionally
known as being rough on the operator
because it does jiggle and move you |
around as you work. The rubber-track |
machines are going to be a litdde more t
stable because of their weight. There-
fore, you can expect the operator to get
tossed around a lor less.”

The added traction also means that .
some of these units can operate at a 3-1
The undercar-
riage has a suspension that gives a

slope, Mangum says.

smoother ride than a skid-steer loader
and also gives you better traction, espe-
cially when there are wet, soft condi-
tions,” he explains. “It’s also a lot more
stable for slope work.”

Achieving this extra traction does
mean more maintenance. Operators
must keep the undercarriage clean just
as they would with a track-type tractor
or a bulldozer, Mangum says, adding
that contractors typically accomplish
this with a pressure washer.

GO WITH THE FLOW. Landscape
contractors obviously have more design
options than ever before on skid-steer
loaders. And as skid-steer loaders
become more diverse, engine power

is increasing to provide the extra push
needed for the added functionality.
Each manufacturer offers skid-steer
loaders with a wide range of horsepower.
But contractors should take more into

continued on page 124
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Shindaiwa Inc.
11975 SW Herman Road
Tualatin, OR 97062

Instant savings!

Quality. It’s what we're made of.

...and save

$50

on all other

Shindaiwa

C4 products

including:

* Hedge
trimmers

* Articulated
hedge
trimmers
Multi-tool
Edgers

Save %me* on the purchase
of a Shindaiwa T2510

Trimmer.
*$75 in Canada

Offer valid now through July 13, 2005

Present this card to your participating
Shindaiwa Dealer for instant savings!

For your nearest Shindaiwa Dealer, call 800.521.7733
or check our dealer locator at www.shindaiwa.com.
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account than simply engine horsepower.
Hydraulic performance is critical, espe-
cially when adding attachments.

To determine the optimum hy-
draulic horsepower, contractors should
consider hydraulic low and pressure.
“People tend to look ar gallons per min-
ute (gpm), and they don't understand
that it’s gallons per minute times pres-
sure,” Foster says. “You can have a lot
of flow but no pressure behind it, and
it’s not going to do any work for you.
You can have a lot of pressure and no
flow, and the attachment is not going to
work.”

Skid-steer loaders typically range
in hydraulic pressure from 2,500 to
3,500 psi, DeHoyos says. The higher
the hydraulic low and pressure, the
more attachments the skid-steer loader
can accommodate. High-fow skid-steer
loaders typically run between 35 and
40 gpm, says Neil Rosenbaum, service
training coordinator, Case Construction
Equipment, Racine, Wis. High-flow
machines are $1,500 to $2,000 more
expensive than standard-flow skid-
steer loaders, according to DeHoyos.

A standard-flow skid-steer loader will
operate basic attachments, such as
augers, hammers, sweepers and brooms.
Standard-flow skid-steer loaders operate
between 12 and 22 gpm, Rosenbaum
says. A high-flow, high-pressure skid-
steer loader is ideal for more rugged
attachments such as cold planers, augers
with higher diameters and dual-func-
tion or six-way buckets, DeHoyos says.

“The standard flow is adequarte flow
to run the loader attachments, and then
if you want to run certain hydraulic
attachments that don't need a lot of
horsepower, then that's a very good
system for that,” says Rusty Schaefer,
marketing manager, Case Construction.
“But let’s say you have an attachment
that has the capability to take all of the
engine horsepower, then you need a
higher flow system.”

The best way to determine the
necessary amount of hydraulic power
needed is by asking the dealer, Otterson
says. “The dealership should help the
customer determine how much auxil-
iary hydraulic flow is needed to power
the attachments the customer will be
operating,” he says. Matching the skid-
steer loader’s auxiliary hydraulic How
to an attachment is important because
if there’s too much flow, the owner can

hat would a skid-steer loader be without an attachment?
Landscape contractors depend on a variety of attachments {t
complete different tasks, The most popular attachments landsca
contractors are purchasing include augers, trenchers, landscape
rakes, sweeper buckets and soil conditioners, says Rob Otterson,
marketing manager, Bobcat, West Fargo, N.D.

Soil conditioners are ideal for clearing rocks, weeds, existing
turf and creating a final grade for preparing landscapes, planting
seeds or laying sod, Otterson says, Trencher attachments are use-
ful for contractors who are installing irrigation lines and drain tile.
Augers can efficiently dig holes for planting trees and shrubs and
installing fence posts. Landscape rakes are effective for removing
small rocks or stone for sail preparation.

As most landscape contractors know, jobsites can get messy.
That's when a sweeper attachment can come in handy. Typical
sweepers feature a powered, enclosed broom combined witha
bucket to scrape and collect material, eliminating a time-consum-
ing task normally done by hand and keeping landscape contractors
within the clean jobsite guidelines of a city or development, Otter-
SOn says.

There are several other attachments that Otterson says many
landscape contractors don't seem to know about, *Manufacturers
are constantly adding new madels to fill customer requests; many
of which can be used on different types and brands of carriers,
further increasing their utilization,” Otterson says. "Stump grind-
ers, rotary cutters, combination buckets, sod layers, snow-removal
attachments and many others can quickly and easily increase their
business, The landscape contractors who research and are aware
of these additions will be presented with more opportunities to
grow their businesses.”

Price ranges for landscape-related attachments vary depend-
ing on the manufacturer, but most attachments with a primary or
single hydraulic function, such as an auger or box blade, typically
start-at $1,200, according to Otterson. Attachments with multiple
hydraulic functions, such as soil conditioners or landscape rakes,
can start at $4.000, he says.

experience problems long rerm with the
attachment’s durabilicy.”

In addition to power, contractors
should consider lift capacity. Skid-steer
loaders can range in operating capaci-
ties from 700 pounds to 3,000 pounds,
according to Orterson. Most landscape
contractors will need lift capacities
between 1,750 to 2,200 pounds, De-

Hoyos says. At this range, contractors
can operate buckets, forks, landscape
rakes and augurs, Schaefer says. Skid-
steer loaders with a lift capacity less
than 1,000 pounds will range in price
from $12,000 to $16,000, according to
DeHoyos. Lift capacities between 1,001
pounds and 2,000 pounds generally

continued on page 126
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MF 1500 Series

With their productive power, versatile performance and exceptional comfort, the new MF 1500 Series compact
tractors can take on an endless variety of jobs. Two models — MF 1533 (33 engine hp) and MF 1540 (40 engine hp)

— deliver the features you need for the challenges you face, whether you're an estate owner, contractor, landscaper,
nursery owner or grounds crew.

8 x 8 SynchroShuttle transmission lets you shift forward or back without stopping - great for
loader work

Independent PTO allows rear and optional mid PTO to operate independently or simultaneously.

Cat. | 3-point hitch with position control lets you operate a wide variety of implements
with precision.

Full range of implements includes custom-matched loaders and backhoes.

Roomy, isolated mount platform, tilt steering, logically configured controls & automotive style dash
enhance operator comfort, productivity.

Take a test drive today, and see how much you can do with an MF 1500 Series tractor.
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continued from page 124

cost $16,000 to $25,000, and heavy-
lift machines with operating capacities
more than 2,000 pounds can cost up to
$40,000, DeHoyos adds.

Overall, lift capacity, horsepower

kid-steer loaders can be major investments for landscape con-
tractors, That's why it's critical that contractors know exactly
what applications the equipment will perform and to communicate
that to their dealers. Rob Otterson, marketing manager, Bobcat,
West Fargo, N.D. says to get the best use out of skid-steer loaders,
contractors should ask their dealers the following questions:
* What is the machine's rated operating capacity?
* What is the auxiliary hydraulic flow?
* How much auxiliary hydraulic flow do | need for the
attachment | want to use?
What attachments are approved for the skid-steer loader?
What options are available?
* What safety features are included?
* What is the ground pressure (for a track machine)?
¢ What training opportunities are available?
What is the recommended service/maintenance schedule?
What are the innovations and concepts in the market?

and hydraulic power should be exam-
ined closely when shopping for a skid-
steer loader. Foster recommends testing
skid-steer loaders before purchasing
them. Many dealers will provide free
one- to two-day trials, he says. “Con-
tractors should try the machine out in
their applications, and if possible, try it
at the same time or same day as other
machines so you get a side-by-side
comparison in the same conditions,”
Foster says. “Make sure the salesman .
gives you a professional walk around, =
driving home the benefits they feel
would be good arttributes to consider
when running a machine. Those things
can be breakout forces on the motor,
tractive effort, visibility, the variety of .
attachments it’s capable of running and .

serviceability.” 8

Easy On, Easy Off
This bolt-on, bolt-off rubber tracked undercar-

The new Versatile Track System™ allows
you to fully optimize your skid steer with tire and

track. Now you can operate your skid steer with
tires or as a full rubber track undercarriage
system depending on your application with the
Loegering Versatile Track System (VTS™).

Maximum Performance

With VTS installed, a skid steer loader will have
significantly more drive torque, traction and
stability. At the same time, ground pressure
under the 18-inch wide tracks is reduced to less
than 5 PSI so it's ideal for work on loose, wet or
unstable ground conditions.

riage system for skid steers bolts directly to the
hubs of the machine and requires no machine
modifications for most models.

Call now or visit the Loegering web site
for a Dealer near you.

l LOEGERING

800-373-5441
www.loegering.com

N
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Pure 2-Stroke Technology Durable 4-Bearing Gear Case
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Free Flow™ System 2 Year Commercial Warranty

Light, Weighs Just 11.2 Ibs. Fixed Line Head Ready
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PRO GRADE BRUSHCUTTER / TRIMMER

Komatsu Zenoah America, Inc.
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l)y lauren spiers

n many respects, turfgrass is what makes

the green industry run. Homeown-

ers and property managers take pride

in great-looking lawns, and sports turf

managers ask a lot of their green spaces,

To care for these expanses of tough turf,
contractors have developed extensive mainte-
nance regimens. Using arsenals of equipment,
they mow turf, feed it, water it, patch it, aerate
it, weed it and spray it, and then start all over
again.

Of course, maintenance programs have
little purpose without established turfgrass to
work with. Lawn & Landscape research shows
that 58.4 percent of contractors offer sodding
services, while 66.4 percent offer seeding and
17.4 percent hydroseed. Because many compa-
nies offer all of these services, providing them
based on the situation and their clients” needs,
even contractors who prefer to lay sod must
understand the keys behind proper seeding.

CHOOSING WISELY. Whether a company’s
primary seeding service is new lawn establish-
ment or annual slit seeding, most contractors
and seed suppliers agree that identifying the
right type of seed to use is step No. 1 in a suc-
cessful applicarion.

“Geographic location is critical to seed

selection,” notes Evelyn Dennis, seed
product manager, LESCO, Cleveland,
Ohio. “Warm-season grasses, including
Bermuda, St. Augustine, bahia, paspalum,
zoysia, centipede and several native grasses,
are normally planted in the spring and are
more suited for warmer climates. Cool-sca-
son grasses, including bluegrass, fescue and
ryegrass, are usually planted in late summer
or fall and are more suited for cooler areas.”

Moreover, Dennis says seed suppliers
are knowledgeable about which species are
suitable to cerrain climates and can provide
information on the characreristics of the
seed, including its shade or drought toler-
ance.

Doug Brede, research director and
operating officer of Simplot/Jacklin Seed,
Post Falls, Idaho, agrees that knowing
turf species’ differences is a good idea, as
that knowledge allows contractors to truly
understand the products they're being sold.
“When you're selecting seed for a project
or investigating a new variety, knowing a
bit about the different species allows you
to give a little pushback when someone’s
trying to sell you something you don't really
need,” he says. “Turfgrasses can tend to

continued on page 130
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become trendy and move away from the
mainstream, so sometimes it’s best o
stick with what you know. By understand-
ing the basic use of a species, you can stay
away from any hype that mighr steer you
away from the tried and true varieties.”
Contractors have a number of

informative sources at their disposal
“We

usually look in industry magazines for

when investigating seed varieties.

some of the seed surveys that come
out every year,” says Bill Akehurst, vice
president and director of the landscape
department at Akehurst Landscape
Services, Joppa, Md. “Some of what
we're looking for has to do with supply
and demand — what's available in our
area — and the price is important, too.
We look at those seed surveys annually
and make our determinations.”

While seed surveys are a concise
tool that can help seasoned seeding
companies narrow their choices on the
best varieties to use, contractors that

are looking for more up-close-and-per-

Un[eash Yaur

A

sonal information can take advantage
of seed trials conducted by the National
Turfgrass Evaluation Program (NTEP)
or university extension agencies. For
the annual trials, turfgrass varieties are
grown into stands with specific levels of
maintenance. This allows contractors
to see how well varieties grow in certain
conditions, looking specifically at turf
color, texture and resistance qualities.

IT'S ALL IN THE MIX. So the
experts say that understanding the basic
turf types and specific varieties’ positive
and negative characreristics and mainte-
nance requirements can help contractors
narrow the field to the one seed variety
that will perform best in his or her area,
right? Nort exactly. While these tips
will help identify the best — or worst
- performers, contractors shouldn’t be
looking for a silver-bullet turf seed.

On the contrary, most contrac-
tors prefer to use turf seed blends thar

address a range of conditions on their

clients’ properties. Brede says having di-
versity is essential for successful seeding.
“The biggest mistake a contractor can
make is to use 100 percent of anything,”
he explains. “Lawns do not have all one
makeup to them and seed shouldn’
cither. Mixing species gives you a
diversity that'’s especially important if a
disease or insect comes along and kills
off one variety in the blend. Rather than
a completely dead lawn, you've still gor
some living color there to work with.”

Brede says stock blends available
from seed suppliers generally contain
the most advanced seed varieties in
terms of pest and stress resistance.
However, another way to ensure con-
fidence in how a blend will perform is
to work with a seed supplier to develop
a custom blend with specific amounts
of certain seed varieties. Akehurst takes
full advantage of this option.

“Here in the transition zone, we use
a blend of 50-percent wurf-type rall fes-

continued on page 134; sidebar on page 132
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Together...

The American Red Cross works tirelessly

with its worldwide partners to relieve

human suffering and empower the most

vulnerable to better help themselves + American

Red Cross

in the future. - .
International

Services

You can help those affected by the earthquake and tsunami emergency in southern Asia and eastern Africa and
countless other crises around the world each year by making a financial gift to the American Red Cross International
Response Fund, which will provide immediate and long-term support through supplies, technical assistance and
other support to those in need. Call 1-800-HELP NOW or 1-800-257-7575 (Spanish). Donations can also be mailed to
your local Red Cross chapter or to the American Red Cross, P.0. Box 37243, Washington, DC 20013. Internet users
can make secure online credit card donations by visiting www.redcross.org.


http://www.redcross.org
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CALL
TODAY

hile some U.S. cities are grappling with pesti-

cide bans, many Canadian companies already
use pesticide-free lawn care programs. At Heritage
Green, Ancaster, Ontario, Canada, the challenge of
limited pesticide use has actually been a boon to the
company's seeding program.

“For the last six years, I've been developing new
methods that our company can use as more pes-
ticides get restricted,” explains Turf Specialist Jeff
Lowartz. “What we've come up with is a weed control
method that's really nothing but overseeding. If you
can continually make the turf denser with regular

overseeding, weeds won't be able to compete with it."

Lowartz says he looks for turf seed varieties that
produce dense lawns and are high in endophytes,
which offer natural insect resistance. Additionally,

Lowariz says he likes to use compost as a soil amend-

2005 ISUZU NQR DIESEL
Auto., AC, Cruise, Pwr. Windows & Doors
CD Player, 17950 GVW, 14' Dump Body

2005 ISUZU NPR DIESEL
Auto., AC, Cruise, Pwr. Windows & Doors
CD Player, 18' Landscape Body

> > >

ment, which can decrease turf's susceptibility to
drought stress dramatically.

All clients on Heritage Green's pest-free program
are overseeded annually in the fall, To promote a
diverse turf area, Lowartz uses a blend of 35 percent
Kentucky bluegrass, 35 percent perennial ryegrass
and 30 percent creeping red fescue. The pricing for
the company's overseeding services starts at $159 for
3,000 square feet and the company’s 100-percent pest-
free program begins at $310 for the same size area.

*As an industry, | think we've gotten turned around
and started growing an unhealthy plant that just looks
healthy,” Lowartz says. “I'm a licensed pesticide applica-
tor, but now that a lot of pesticides are being removed,
it gives us an opportunity to get back to growing
healthy lawns by creating a biodiverse situation and
overseeding is one of the easiest ways to do that.”

-

866-308-4601 B -

2005 ISUZU NPR GAS
Auto., AC, Cruise, Pwr. Windows & Doors
CD Player, 18' Landscape Body

42" Sides, Rear Barn Doors, Tarp Roller.

Fold Down Curbside, Weedeater & Tool Racks.

Fold Down Curbside, Weedeater & Tool Racks.

[For mere fnfe vis

2005 ISUZU NPR DIESEL
Auto., AC, Cruise, Pwr. Windows & Doors
CD Player, 14' to 18' Van Bodies Avallable

4' External Dovetail, Roll Up Door.

W GarUalkSComm

or email us

fmftoegairucks.com

2005 ISUZU CREW CAB DIESEL
Auto., AC, Cruise, Pwr. Windows & Doors
CD Player, 18' Landscape Body
Fold Down Curbside, Weedeater & Tool Racks,
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Engineered Turf System

BLUEYELLOW™ Engineered Turf System is your all-in-one
/ turf establishment solution, With precisely calibrated and uniformly
distributed blends of premium seed and fertilizer, contained within a
cellulose substrate, BLUEYELLOW delivers unparalleled uniformity, natural
weed suppression, and faster turf establishment. BLUEYELLOW can be
customized o meet your seed and fertilizer requirements, and it
biodegrades completely, leaving nothing to remove.
Your seed, your fertilizer, your reputation.

BLUE }
The Smartest Way to Make Green . A

7 ’
\ - ’
N — :
% } ‘ W l - ! ;"\ o
Roll Rain Relax 4

www.blueyellowpro.com ;
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continued from page 130
cue and 50-percent perennial ryegrass,”
Akehurst says. “In our area, a lot of
people only want to see the fescue and
will strictly utilize that. But because our
blend includes both warm- and cool-
season grasses, it really gives a mulrisea-
sonal mix that works well throughout
the year.”

Akehurst’s blend includes 25 per-
cent each of two turf-type tall fescues
and 25 percent each of two peren-
nial ryegrass varieties. Going through
roughly 100,000 pounds of “The
Akehurst Mix” annually, the company
contracts with a local seed supplier to
handle the blending.

Similarly, Lowartz says Heritage
Green’s “Elite Mix” is a custom blend of
35-percent Kentucky bluegrass, 35-per-
cent perennial ryegrass and 30-percent
creeping red fescue. “We've found that
the Kentucky bluegrass grows well in
irrigated, sunny conditions, while the
ryegrass and fescue grow well in shady
conditions,” he explains. “On most

Programs

image collection

nurser materia|s/tur{ rasses

Customized Printing

> > >

properties, you'll have a blend of shade
and sun, and the residential lawns we
work on are usually watered. Using this
blend for the entire lawn, as certain
areas start to get shadier and the sun-
loving varieties fade out, you get a nice
transition from sun to shade.”

When creating a custom blend,
Russ Nicholson, national sales manager
for Pennington Seed, Madison, Ga.,
notes that contractors should expect
prices to be a few dollars per pound
higher than if they ordered a stock
blend. “This is especially true if you're
doing a much smaller batch, such as
2,000 pounds or so, because it requires
cleaning out the blender, which takes
time, and you also have the cost of ad-
ditional labor to cover,” he says.

Nicholson says turf seed prices can
range from $1 to $25 per pound, with
ryegrasses and turf-type tall fescues
around $1 or $1.25 per pound, blue-
grasses at $3 per pound and Bermu-
dagrasses from $5 to $25. He adds that

Mists automatically

« Select your photography from our « Programable times

- « Kills mosquitoes & biting insects

» Customized text and layouts made
by our talented graphic designers

« Use our "sample print collection”
for layout and promotional ideas

* Proven effective

Insect Control System

Areas of Use

Yards
Patios
Decks

Recreational Areas

k Housing

Commercial Areas

Al Lic
Ee——— maq-ih Control
Today By

Everyons agrees_biting insects are 3
ey RICK'S nuisance! Bring back the pleasure of

back yard surmmer enjoyment How?
Automist sysiems!

Our system controls biting insects 24/7 \
which leave more time for recreation

Posting Signs ,
Call today for a « Promote with up o 4 colors
FREE catalog « Variety of sizes available
& price sheet!  « Printone or two sides
Two different stakes

United Spray Systems, Inc. www.automist.com
POBox 86 loSueur MN 56058

800-850-4883
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Breeders and seed suppliers
closely monitor turfgrass stands
[0 ensure that contractors pet

quaiity products for clients’ lowns

RaN I BIRD,
SALE

5004 4" Pop-Up

Complete Turf Rotor
Top-Adjusts with
Just A ScrewDriver
Call NOW for FREE Sample

BESTBUY \y $7 75

For A
Buy The Box

Turf Rotor

Call Us For ALL 5004s
Order By 1 p.m. g

e SHIPS SAME DAY

800-600-TURE..

CALL US AND SAVE! 7:30 am - 5 pm "gcie

Time

www. SPRINKLERS 4 LESS .com
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there can be ranges of prices for each
species depending on the seed’s quality.
“One mistake | see contractors make

is choosing their seed based on price,”
he notes. “Keep in mind when you're
making your purchases that a lower
price could mean poorer quality. A lot
of times, sced is the last thing ro go
down on a site, but it’s always the most
visible. Even if it costs a penny or 10
cents more per pound, make sure you're
getting a good quality seed because that
will reflect on the company making the
application.”

Photo: Pennington Seed

LAY DOWN THE LAWN. Once
chosen, contractors can apply their seed
blends effectively by remembering a few
key points.

“The first step for a good application
is definitely bed preparation,” Akehurst
says. “Rake it out and get the soil loose
s0 the seed can penetrate the soil and get
better contact. This also helps the roots
get started.”

Efficient. Practical. Durable;
b \I"“ "!'na, S

!}l"“’li‘,{hl\ n 4 \|”‘,'.1L Passs

blend soil amendments

eliminates costly
work;

av JI]J}\l\,

* Offser design
touch-up
. \!:n?tl\
\I.nl steers

TOor tractors,

and mini skid steers

I'he RotaDairon® Soil Renovator™. Choose the origina

single-pass machine for all your soil renovation projects.
To enroll in RotaDairon’s dealer evaluation program,
call 800/554.4863, fax 570/602.3053
or email rotadaironemrex@aol.com.
www.mge-dairon.com
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B G landscope

portant on commercial sites or for con-
tractors who work with home builders
on new house lots. “On those sites, you
might have to bring out a rake to prepare
the soil because builders have compacted
the site and stripped the topsoil,” Ake-
hurst says. “We also add a slow-release
fertilizer to make sure there are enough
nutrients available to help

lhc \l'(‘d rhri\\:"
Bob Franey agrees,
noting that his company

uses a starter fertilizer on

xn'cding jobs and prcﬁ'r\

to use a slit seeder, racher

than an overseeder, to ap-

ply seed. “Slit seeding is

pn;fn able to overseedi ng

ln'(;mw rhc \Ii( \(‘L‘dcl'\
blades cut into the soil
and provide greater

seed-to-soil contact,”

says the president of Toral
Landscape, St. Louis, Mo.

v /i

“Cleared and Graded in Just Two

o511 2005

Preparing beds can be especially im-

.

»

Iy
v -7:.\‘ L) ;} Fg -
Quick Passes | |

rasses

Additionally, many contracrors sug-

B SHEQUIRED

> > >

gest using higher-than-recommended
application rates when sceding new
lawns. Lowartz says manufacturers’
recommendations are often based on
how the seed will grow on a sod farm
when it has a year or more to establish.

On home lawns, doubling the rate will
bring up a new stand of turf much

based Hemntoge Green overseedk

faster. Akehurst agrees. “Growers may

tell you to put down 6 to 8 pounds per

1,000 square feet, but we almost double

that,” he says. “On a new lawn we

put down 12 to 15 pounds per 1,000

square feet. In our area, we get a lot of

thunderstorms that will take away some

of the seed. You'll also lose seedlings to

birds who will feed on the seeds and for

other reasons, so a higher

rate helps offset that.”
Franey notes another

key to effective seeding:

Timing. "As with the

establishment of any

turf, the time of year is ‘

critical,” he says. “Seeding

projects are ideal in the |

fall when there are three

seasons of establishment )

— fall, winter and spring,

Qur clients are informed

about the value of aerating

1 this kawr ir and slit seeding in the fall

continued on page 138
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The Barenbrug Advantage

If You Want Better. Turf,
Use Better Seed.

Helping ourcustomers be more successful is
the foundation of the BarenbrugAdvantage.
We offer winning combinations of world class

turf seed that reflect years of advanced research

and dedication to'a professional industry.

800-547-4101
BARENBRUG USA

www.barusa.com e info@barusa.com
USE READER SERVICE # 108

Being great in grass = it’s the Barenbrug Advantage.

=BARENBRUG

Turf Saver® with RTF®
Tall Fescue Blend

RTF is a modern turf miracle. Unlike any other tall
fescue, RTF does not grow in clumps and has the
ability to self-repair. So advanced, it is covered by

a US patent*, so remember... if it has rhizomes,
it must be RTF.

Panterra

Overseeding Ryegrass
High quality overseeding annual ryegrass that
is economical and allows for easy transition.
Panterra displays excellent turf quality on

golf courses, sports fields and can cut your
overseeding costs dramatically.

S Turf Star®
B8 Perennial Ryegrass Blend

A blend of top rated turf-type perennial ryegrass
varieties. High density, quick establishing and
dark green.

Turf Blue™
Kentucky Bluegrass Blend

This Kentucky Bluegrass blend can withstand
frequent mowing and intensive wear, and is

widely used for sports fields, fairways, lowns
and turf production.

*US Patent 8,677 507

Great in Grass”
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help even out the fine fescue's rough texture, Brede
tions. Selecting the right type of turfgrass says. Grasses that thrive in shady conditions from
depends on a number of factors, including best to worst are:

the lawn's intended use, whether an irrigation 1. Fine fescue
system will be included and the amount of shade 2. ldaho bentgrass
available, according to Doug Brede, research 3. Rough bluegrass
director and operating officer, Simplot/Jacklin 4. Tall fescue

Seed, Post Falls, Idaho. Here are his lists of the
top-performing species in certain situations:

Dufferent turfgrasses thrive in various condi-

5. Creeping bentgrass
6. Kentucky bluegrass
7. Perennial ryegrass

Drought: Some grasses are ideal for flooding
or drought conditions. Canada bluegrass, Idaho
bentgrass or redtop, though not as aesthetically
pleasing, can work well in areas where there's poor
drainage or standing water, Brede says. For dry con-
ditions, try these top performing turf types:

1. Sheep fescue 5. Red fescue

2. Hard fescue 6. Perennial ryegrass

3. Tall fescue 7. Creeping bentgrass

4, Kentucky bluegrass 8. Rough bluegrass

Heavy Traffic: Brede says turfgrass species
that will sustain heavy wear typically display stiff
leaves, creeping stems, broad blades and top
growth. Wear-tolerant species from best to worst,
according to Brede, include:

1. Bermuda, zoysia 5. Fine fescue

2. Tall fescue 6. Bentgrass

3. Perennial ryegrass 7. Rough bluegrass

4. Kentucky bluegrass
Salt: Salt tolerance is key for grasses that are ex-
posed to deicing salts along roadways or sidewalks.
They're also ideal for coping with high-sodium‘irriga-
tion water, recycled water and naturally salty soils.
Fults alkaligrass is considered the most salt-tolerant

Shade: Shade often dictates what grasses can
be planted where. Oftentimes, a mixture of four
or five turfgrass types can produce the best re-

sults in these situations. Fine fescue grows best

138

in shady conditions, but a blend of bluegrass can

continued from page 136

and how this helps throughout the year.”
Franey says Total Landscape markets
seeding services in August for Seprem-
ber and October applications. Lowartz
also ensures that Heritage Green's
seeding applications are made during
the fall. “We get calls throughout the
year, especially in the summer when
the lawns turn brown,” he says. “We'll
have the customer change their nutrient
practice so they have a healthier summer
lawn and then get them on a program
where they're overseeded every fall.”
One thing most companies’ market-
ing information doesn't include is a
price list. Rather than a flat rate, most
companies price seeding by the job in
order to cover their costs on different
sized properties, “We price our seeding
services by the job in order to determine
labor cost, materials cost and our mark-
up goal,” Franey says. “Our seeding
charges average 7 cents per square foot.”
Lowartz uses a similar technique,

referring to wage grids provided by a
national landscaping association in
Canada. “Landscape Ontario provides
some standard wage grids thar we try to
follow,” he says. “The basic rates up here
are around $40 ro $50 per labor-hour,
plus the cost of the material, plus prod-
uct. That covers the tax and handling
costs that we have to pay in Canada.”
Beginning with a 3,000-square-foot
minimum, Heritage Green charges $159
for overseeding. It's pest-free program,
including annual overseeding, acration,
fertilization and other cultural practices
starts at $310 for 3,000 square feet and
goes up to $410 for 4,000 square feet.
The cost per 1,000 square feet goes
down as the lawn size increases.
Akehurst says his company has used
different pricing strategies in certain
situations when working with builders.
“We did 700 lots for one builder and
took the rotal price for all the seeding
and divided it by the number of lots,”

grass, according to Brede. — Jonathan Katz

he explains. “Whether the lot was
5,000 square fect or 25,000, it was the
same price. This strategy worked well
for the builder, and because of the law
of averages, we still ended up getting
paid for all of the work, even though
the money came in a little differendly.”
When contractors take the time
to prep beds and recover their costs,
Lowartz says growing grass isn't difficult.
“Grass is probably one of the casiest
things in the world to grow,” he says.
“As you have moisture and good soil
contact along with heat, which comes
from proper timing of the application,
you can get seeds to germinate.”

Check our April Online Extras sec-

tion for four more stories related

to proper seed-ng_ from choosing the
nght species and l)lendlng ratios to

argumen(s ‘Ol' sodd-ng Vs, see&-ng
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IECHO

THE NEW SRM-261T FEATURING 50% MORE TORQUE. Ask Any Pro!”
oE=

1-800-432-ECHO
© 2005 ECHO, Inc www.echo-usa.com
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Tractor Factor

If you're looking to add power and versatility to your equipment lineup, check out these tractors

and accessories.,

John Deere
3000 Twenty Series
Tractors

« Four tractor models available,
including 3120, 3320, 3520
and 3720

* Performance tracking lets
operators monitor all functions

with the touch of a

button
« Standard options include dual Kubota B Series Tractors
selective control valves, loader
joystick and 4-wheel drive * B3030 features factory-installed,
e Ranges from 29.5 to 44 gross hp all-season cab and four-cylinder,
o Feature Yanmar, Tier |l liquid-cooled diesel engine that
compliant diesel engines; the 3520 generates 23 PTO hp
and 3720 have turbocharged o B2630 includes three-cylinder,
engines liquid-cooled diesel engine that
e Transmission options include > generates 19.5 PTO hp
12F/12R PowrReverser, which lets » Equipped with

operators quickly change
directions through a lever and

hydrostatic transmission
* Include hydrostatic
eHydro hydrostatic power steering, easy-to-
transmission read instrument panel,
» Attachments include quick-attach multi-reflective headlights

loader and bucket, mid-mower and and tilt steering wheel

backhoe « Kubota Tractor Corp. —
¢ John Deere — 800/537-8233, 888/458-2682,

www.johndeere.com www.kubota.com
Circle 201 on reader service card Circle 202 on reader service card

continued on page 142
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MOVING HEAVEN AND EARTH.

the beginning there was the SK500,

In

Ditch Witch compact utility line. This family of highly versatile, extraordinarily reliable
machines now includes a complete range of mini skid steers, mini excavators, and the ‘1 Ditch w"tch
revolutionary Ditch Witch XT850 excavator-tool carrier. Limited space is no match for the

unlimited imagination of Ditch Witch engineering. GROUNDBREAKING

the original workhorse that launched the

USE READER SERVICE # 110



Massey Ferguson
GC2310 TLB Tractor

Equipped with loader and backhoe;
other attachments available

Less than 8-feet turning radius
Liquid-cooled, three-cylinder diesel
engine delivers 22.5 engine hp and
18.7 PTO hp

Hydrostatic transmission with low
and high range in forward and
reverse

Power steering, 4-wheel drive
Category 1, three-point hitch with
1,190-pounds lifting power, 1,205-
pounds loader breakout force and
678-pounds full height lift capacity
Massey Ferguson - 770/813-9200,
www.masseyferguson.com

Circle 203 on reader service card

continued on page 144

e
Jnleash Your

Turn your tractor into the ultimate workhorse with the valuable time with the John Deere iMatch™ Quick-Attach
Frontier family of landscape attachments. Frontier rear blades,  Hitch System. It lets you move from one Frontier attachment

Rugged., Reliable. Ready.

> > ¥ continued from page 140

<

Landscape Attachments

So, whether you're grading a driveway, seeding your
grounds, mowing grass or tilling your fields, Frontier helps

you get the job done quickly and easily. You'll also save

box blades, grooming mowers, rotary tillers, and pendular to another in record time!

spreaders are just some of the tools that can help you unleash The possibilities for your property are endless —and so are
your property’s potential. Each one is compatibility tested to the tools from John Deere and Frontier. See your John Deere
maximize the performance of your John Deere tractor. dealer today.
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We. Stock A Larg riety, Of OQuality, Work. 1
ror e I m f!,swyuu Indi ustryli
- Isuzu NPR HD w/12' Dump Body,\

Gas or Diesel, A/C, Radio,
Receiver Hitch

i Brake Control,
' Thru-Box & Roll Tarp,
14,500 Ib. GVW,

Isuzu NPR w/19" Dovetail Landscaper Body
Gas or Diesel, 12,000 Ib. or 14,500 Ib. GVW, A/C, Radio

Isuzu NPR HD 4 Door w/19' Dovetail Landscaper Body,
Diesel, 14,500 Ib. GVW A/C, Radio, Seating for 7

S Isuzu NPR w/18'Van And

‘ Dovetail Ramp,

Gas or Diesel,

12,000 Ib. GVW,

i/ Interior Shelving,

With Roll-Up
\z-—'b ~» Side & Rear Door,
A/C, Radio

3

(New & Used Landscaper Inventory Online: www.neelycoble.com )

N -

318 Fesslers Ln.
(B15) 244-8900 Nashville, TN (800) 367-7712

www.neelycoble.com

Call Our Mid Range Truck Specialist, Matt Ikard or Myles Baldwin, Today!
USE READER SERVICE # 112

Isuzu NPR w/16’ Dovetail Economy Landscaper Body,
Gas, 12,000 Ib. GVW, A/C, Radio W
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» continued from page 142

SISIS RotoRake
TM1000 4
Tractor Attachment

« Tractor-mounted, PTO-driven
combination dethatcher/linear
aerator

» Attachment has a working width
of 39 inches

« Features floating unit to follow
ground contours

e Works to a depth of 1 inch with
collector box and 2 inches without

collection

+ Easy depth setting feature
is standard

« Range of blades available

« SISIS - 864/843-5972,
www.sisis.com

Circle 204 on reader service card

continued on page 146

Eco-505 Injection System
* Spot-spray pesticides on demand
* Reduce pesticide costs by 50% or more

* Mixes instantaneously at the dual-trigger gun

* Lightweight, coaxial tube-within-hose
* Easily installed on your existing system

G regson SPRAYING Call For Our Color Catalog
800.706.9530 « 585.768.7035 * FAX 585.768.4771
CM EQUIP MENT e-mail: Sales@GregsonClark.com * www.gregsonclark.com

USE READER SERVICE # 113
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DEAL WITH CLOVER LIKE NEVER BEFORE.

Make clover and other hard-to-control weeds fold with Spotlight™ specialty herbicide. @ Dow AgroSciences

It works fast on established turf and does a consistent job every time. Tank-mix = *
Spotlight for an even wider spectrum of control. It works well with all primary broadleaf spmllght
Specialty Herbicide

herbicides and its liquid formulation is easy to mix. Or get Spotlight in the powerful
formulations of new Escalade and Escalade Low Odor herbicides from Nufarm.

www.dowagro.comfurf  1-800-255-3726 ™*Trademark of Dow AgroSciences LLC Always read and follow label directions



http://www.dowagro.com/turf

> > » continued from page 144

RotaDairon drainage and eliminate

Soil Renovator panning

Tractor Attachment « Offset design covers one tire

track

¢ Cultivates, grades, seeds and rolls e Attachment recycles existing turf
in a single pass and topsoil while burying stone

¢ V-body blades dig with the and debris
point of the blade to increase « Available in various sizes

¢ RotaDairon — 888/382-4468,
www.rotadairon.com

Circle 205 on reader service card

FIBERGLASS PRODUCTS

Ditch Witch

A RT36 Tractor
TUFLEX MANUFACTURING CO.
B 1406 S.W. 8th Street e The RT36 is a 4-wheel-drive,
Pompano Beach, Florida 33060 engine emissions-compliant
Toll-Free: 1-800-327-9005 gt
o « Engine rated at 35 net hp
/\ 954-785-6402 . :
> 7 « Features integrated manifold
FAX: 954-785-6404
muffler
. A * Available center-mount utility back

E X, per ie”ce hoe and either four- or six-way

backfill blades
Standard features include an easy-
- the tough-flex | - :
to-use instrument panel, an easily
d 'ff accessible throttle, grab handles
l erence. and extra legroom

« Digging and ground drives adjust

T independently
¢ Ditch Witch — 800/654-6481,
www.ditchwitch.com
Circle 206 on reader service card
'@,
-
e ™
< e L3
Loy —
e nwi»- y 0 ; -

We certify that this is an actual photograph and that the tanks
were not altered in any way 1o produce this picture
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MULTI-ANGLE CORNERS

You'LL DEFINITELY WANT VERSA-LLOK IN YOUR CORNER.

IF YOU ASPIRE TO DESIGN “OUT OF THE BOX,”
\'()l"l.l, HAVE TO GET BEYOND ()0“ CORNERS.
And with VERSA-LOK,
you've got all the angles
covered. While other
retaining wall systems
require specialty pieces,
our VERSA-LOK Standard
is the only unit you'll

—

= o N
——
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VERSA-LOK Is the industry's
only solid, top-pinning system.

8

need to create everything from super-sharp
outside corners to any inside angle you can
imagine. VERSA-LOK's solid construction enables
unlimited field modifications to meet any design

challenge. With VERSA-LOK, you'll never be

stuck in a corner.

Two PRODUCTS, ENDLESS POSSIBILITIES.

In addition to the incredibly versatile Standard

P
it

(&

W pmduct. VERSA-LOK also makes

l'.‘,
Mosaic's random pattern
creates visual appeal,

B Our simple, three-unit system

B not only enables you to build

MODERN MARVEL No.11 strong and beautiful  walls,

MULTI-ANGLE CORNERS

it handily accommodates soil
reinforcement for random-pattern walls of any
height. It all boils down to this: You can do more,

and do it easily—with VERSA-LOK.

CREATE YOUR OWN MARVELS. For more
information and everything you need to
start creating modern landscaping marvels,

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

Lane Stadium - Virginia Tech,
Blacksburg, Virginia, in

VERSA-LOK Weathered Mosaic il

VERSA-LOK"

Retaining Wall Systems
Solid Solutions’

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

O 2004 Kiltie Corporation

USE READER SERVICE # 115
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AGCO MT200B
Compact Tractors

« More than 40 improvements,
including front axles with
higher load capacities and
new piston and fuel injection
technology

* Independent PTO system
allows control of engagement
rate

o AutoPower IV transmission enables
powershift capability

» Large operator platform

« Controls positioned for easy use

* Models range from 23 to 53 gross
engine hp

¢ Challenger — 770/813-9200,
www.challenger.agcocorp.com

Circle 207 on reader service card

USE READER SERVICE # 116

1-800-237-0225

TrynEx SweepEx
Mega 600 Broom
Tractor Attachment

* Mounts to tractors, forklifts, skid
steers and utility vehicles

o Built with 60-inch-long
mainframe

« Sweeps up dirt, leaves, snow,
material spills, standing water,
steel shavings and gravel

« No moving parts

« By detaching the rugged end
protectors, the broom's brush
sections are easily replaced,
rotated or removed

* TrynEx International -
800/725-8377,
WWW.sweepex.com

Circle 208 on reader service card

TURBO TURF

H YDRO SEEDING S YS TEHS

E Grow great lawns in half the tlme.
* Fast and easy one man operation.
* Great power & precise trimming.

Call us for a FREE video & info pack!

TURBO TECHNOLOGIES, INC.

1500 FIRST AVE, BEAVER FALLS, PA 15010
800-822-3437 www. TurboTurf.com

USE READER SERVICE # 117

m lawn & landscape apn| 2005 www.awnandlandscape.com



http://www.challenger.agcocorp.com
http://www.sweepex.com

Reuters/Yusu! Ahmad, courtesy www. alertnet org

YO u Can h e I p those affected by the earthquake and tsunami emergency

in Southern Asia and Eastern Africa with a financial gift to the American Red Cross International
Response Fund. Your gift allows the Red Cross to provide immediate relief supplies, food and safe

water, health care and other support to those in need. Visit Redcross.org or call 1-800-HELP NOW

to make your donation to the American Red Cross International Response Fund today.

American
Red Cross



http://www.alertnet.org
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) Tl‘lat CI'I Tal(e Over

Removing thatch build-up is a vital step to keeping turf healthy. Try these detachers to get

1=

the job done.

> compiled by kathleen franzinger

Gandy Dethatcher/Overseeder

e 2-inch seed spacing, 24 outlet seeding
¢ 48 inch wide machine
« Self-leveling three-point hitch
« Features 8-inch saw-tooth blades
on 2-inch centers <
» Turnbuckle easily adjusts depth
e Includes 540-rpm PTO shaft for
tractors 18-hp and higher
» Rides on four pneumatic tires

o Gandy Co. - 800/443-2476, universal mount bar with clevis pins

www.gandy.net » JRCO - 800/966-8442, www.jrcoinc.com
Circle 209 on reader service card Circle 210 on reader service card
JRCO Tine Rake Turfco Direct Dethatcher 20
Dethatcher

* 10-gauge welded steel body

» Removes embedded thatch and leaves » Features 52 heavy-duty flail blades
e Combs up matted turfgrass to easily handle thick, heavy thatch

while mowing » Easy-to-use micro-screw depth

+ Flexible tines allow zero- adjustment
e Available with 5-hp Briggs &

Stratton or 5.5-hp Honda engine

turning while
raking

* Available in » V-belt drive with idler-type clutch

36-, 46- and controlled from operator’s position
60-inch * Up to 10,000-square feet per hour
widths capacity

¢ Quickly » Turfco Direct — 800/679-8201,
attaches to www.turfco.com
company's Circle 211 on reader service card

(’ continued on page 152
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If Your Company Offers Weed and Insect
lawma“dsca Management Services, Then These
b Seminars Are MUST Attend Events!

WEED @
AND INSECT 3
MANAGEMENT

SeE*Mes|leN*A+*R*S

SEMINAR
SCHEDULE

North Seminar

August 3-4, 2005 WHY YOU SHOULD ATTEND
Cleveland, -

Ohio

* Acomprehensive, targeted education program designed to cover
current topics and issues impacting weed and insect management

South Seminar issues, practices and services.

August 17-18, 2005

|
New Orleans, « Aspeaker faculty of leading researchers, consultants and industry 1
Louisiana professionals ready to share their knowledge with you. |

* Solutions you can use right away to enhance your company's per-

SPONSOR formance.
PARTNERS
= : * Convenient locations — Cleveland and New Orleans.
TITLE SPONSOR
« Earn CEUs credits for attending.
ASSOCIATE SPONSOR

{ﬁ Dow .\2['()5('8(‘]1(‘('\ To REG'STER,

AFFILIATE SPONSORS call 800/456-0707 or visit

| Nufarm Turf & Specialty www.weedinsectseminar.com
PBI Gordon o R |
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http://www.weedinsectseminar.com

> » continued from page 150

BIGHT PUSH Husqvarna DT22 <«
Dethatcher

Fo H Yo u H * Unibody welded 10
MAR KETI N G gauge, powder-coat

painted platform
e Handle-mounted
o control with automatic

« 5.5-hp Honda engine
declutching

« Spring-loaded belt tightener
and idler pulley for a clutch
mechanism

s 22-inch raking and seeding
width with unilever
adjustable depth control

« Can also be used as a seeder
or bagger

e Husqvarna — 800/HUSKY 62,
www.husgvarna.com

Circle 212 on reader service card

MacKissic Mighty <
Mac Rolleez

o Kwik Thatch
nylon tine system
offers low

maintenance, easy
replacement and
smooth operation
with less wear and
tear

« Seven height
positions

-
Article ) B

construction

By
“enl‘lnt » Choice of 18-inch Compact model

with semipneumatic tires or

22-inch Pro Model with pneumatic

service

lires
: o Both units offered with 6-hp Briggs
Lawn & Lan Magarzin
& uscane aum & & Stratton or 5.5-hp Honda engine
o MacKissic - 800/348-1117,

ca" FOS‘ERBDI’““S www.mackissic.com
@ 865.879.91 l‘a Circle 213 on reader service card

continued on page 154
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Together...

We Send Hope and Help Around the World

i =il

The American Red Cross works tirelessly
with its worldwide partners to relieve

human suffering and empower the most

vulnerable to better help themselves + American

Red Cross

in the future. E :
International

Services

You can help those affected by the earthquake and tsunami emergency in southern Asia and eastern Africa and
countless other crises around the world each year by making a financial gift to the American Red Cross International
Response Fund, which will provide immediate and long-term support through supplies, technical assistance and
other support to those in need. Call 1-800-HELP NOW or 1-800-257-7575 (Spanish). Donations can also be mailed to
your local Red Cross chapter or to the American Red Cross, P.0. Box 37243, Washington, DC 20013. Internet users
can make secure online credit card donations by visiting www.redcross.org.


http://www.redcross.org

Call Us First For All Your Spraying Equipment & Parts Needs!

Largest North
American
Distributor
of Many

M Westheffer Co., Inc.
Recognized 800-362-3110

Name Brands. www.westheffer.com

When you need
hose, reels, guns,
fittings, tanks,
pumps, or repair
kits, look no
farther than
Westheffer.

—

HANNAY HYPRO

HONDA GREEN GARDE

USE READER SERVICE # 119

\ e

CLASSEN

Built to Use
Designed to Last »

v . ]
Classen gave you the i

.
popular "Split-Drive’
perator, now we take it one
step further with the

revolutionary "Stand-Aer"”.

Classen's "Stand-Aer”
® technology allows total
control with casy operation,
N increased productivity and
virtwally no fatigue on the
J operator.

T
v ’

For more information on CLASSERN products
e-mail us at classen@lwmantis.com or write CLASSERN Information
1028 Street Road, #422, Southampton, PA 18966

2005 Classen Div. of Schiller-Pleiffer, Inc

USE READER SERVICE # 120

continued from page 152

Grasshopper
Tine-Rake
Dethatchers

¢ Front-mounted dethatchers
come in 48- and 60-inch
widths

» Designed for Grasshopper’s
True ZeroTurn Front
Mount power units

* Equipped with spring steel,
double-looped tines
that remove thatch and
surface aerate soil

¢ Machine vacuums debris at
the same time using a
PowerVac collection
system

* Dethatcher connects to mower
via permanent-mounting brackets
that install in minutes
to ease the attachment and
removal process

¢ The Grasshopper Co. -
620/345-8621,
www.grasshoppermower.com

Circle 214 on reader service card

;prll 2005
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Landscape

The Standard In Landscape Design Software!
drafix software, inc.
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Cleary TriStar 70 WSP

Bug O

If unchecked, insects can wreak havoc on turf. Consider these insecticides to put pests in their place.

Controls a variety of insects, including
whiteflies, aphids, thrips, mealybugs,
leafhoppers and other greenhouse and
field-grown ornamental pests

Belongs to the neonicotinoid family
Fast-acting, broad spectrum systemic
insecticide with long residual control
Water soluble packets come sealed in a
protective outer bag

Compatible with many commonly used
surfactants, miticides and insecticides
Cleary Chemical Corp. — 800/524-1662,
www.clearychemical.com

Circle 215 on reader service card

Controls all major surface-feeding and
subsurface insects

Works on white grubs, billbug larvae,
mole crickets, chinch bugs, cutworms,
fire ants, sod webworms and more
Available in liquid and granular formula-
tions and on fertilizer

One application provides eight to 12
weeks of residual control

Minimal personal protective equipment
required

Bayer Environmental Science —
800/331-2867, www.bayerprocentral.com

Circle 216 on reader service card

N ITRISTAR

Bayer Allectus F a‘l lec-ru S

‘-‘-'B -
v ) -

Azatrol
-

> compiled by kathleen franzinger
Arvesta Arena

« Controls grubs, chinch bugs and web
worms, as well as cutworms and mole
crickets

« |mmediately stops pests through contact or
ingestion

=« Works systemically providing season-long
re n a residual control of some insects
’ .

Available as a 0,5-percent granular or as a
50-percent water dispersible granule

« Restricted entry interval of 12 hours

* Arvesta — 866/761-9397,
www.arvesta.com

Circle 217 on reader service card

PBI/Gordon Azatrol EC

Controls insects on turf, as well
as ornamental shrubs, trees and
flowers

o Formulated with the active ingredient
azadirachtin to control pests and
mites, including anti-feedant, growth
regulation, anti-ovipositioning and
repellent

« Applied with conventional equipment

» Non-toxic to honeybees and other
beneficial insects

¢ Low toxicity to mammals

s PBI/Gordon — 800/821-7925,
http://azatrol.pbigordon.com

Circle 218 on reader service card

continued on page 158
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“Showoff"

Need a skid steer that's not afraid to strut with your stuff? Get a new
300 Series Skid Steer. Its optimal 60/40-weight distribution, low center of gravity.
long wheelbase. and high ground clearance deliver unsurpassed balance and
agility. But getting there is only half the battle. Deere skid steers also excel at

putting material in its place with a patented vertical-lift boom that delivers
exceptional lift height and reach. And numerous Worksite Pro™ attachments put a
wide variety of material-handling tasks easily within your grasp. Stop by today and
check out all five Deere skid steers. We'll be glad to show you what they can do.

www.deere.com
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Dow AgroSciences
MACH 2
Specialty Insecticide

* Provides grub prevention for
season-long control

« Controls a broad spectrum

of grubs at a 2-pound active

Tragoman of Dow AgroScisnces LLC

DuPont Advion
For Fire Ants

o Controls red imported fire
ants 24 to 72 hours after
application

» Active ingredient Indoxacarb
provides fast results through

ingredient per acre rate

« Available in a granular formulation
for use on home lawns and
commercial sites

« Controls lepidoptera larvae

¢ No need for immediate
watering

+ No photodegradation

* Provides residual control

» Dow AgroSciences — 317/337-
3000, www.dowagro.com

Circle 219 on reader service card

R
. LESSWEIGHT _
FEEL GREAT

.

A THT-210S

21cc, 1.1 hp.
Two-Stroke Engine
26" Double-Sided Blades

If you're tired of using heavy, poorly balanced hedgers, try Tanaka's
new THT-210S - the lightest in its class! At 11.0 lbs., the THT-210S
reduces fatigue so you can increase productivity and profits.

5-POSITION
LOCKING REAR
HANDLE SYSTEM
improves operator

safety.

NEW! IMPROVED
HEAVY-DUTY ANTI-
VIBRATION SYSTEM

reduces fatigue.

reduces pull-force
by 60 percent.

CALL US TODAY FOR A FREE DEMO. | o b sy -
1-888-4TANAKA Enaka

SR

USE READER SERVICE # 123

metabolic activation
> e Primary entry is through ingestion,
but product is also absorbed
through the cuticle
e Can be used as broadcast
applications or mound treatments

’)HPUH' '\.?\;uyw

¢ Available in 25-pound bags and
2-pound jugs

¢ DuPont Professional Products —
888/6DuPont,
www.proproducts.dupont.com

Circle 220 on reader service card

continued on page 160

Grubs Eating Your Profits?
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GrubStake’

GrubStake® contains the best Beneficial Nematode for your
location. You can use GrubStake® to control many soil pests,
including the Japanese beetle, Masked chaffer, May/June beetle,
Black vine weevil, Asiatic beetle and fleas.

EASY TO APPLY

GrubStake® is applied using conventional spray equipment,
hose-end sprayers, watering cans, or distributed through
pressurized irrigation systems.

BioControl  pO. Box 96

Systems Aurora, IN 47001
1-888-793-4227

Shop on-line at
www.nematodary.com

USE READER SERVICE # 124
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WIN FREE PRODUCTS!

LawnézLanascapecor
swEEPsAKEs

WIN A FULL YEAR OF TRAINING IN
JP HORIZONS’ ENHANCED TRAINING CHAI.LENGE!

The Enhanced Training Challenge is a company to company competition to train
for 52 straight weeks. Nearly 400 professional lawn and landscape firms across the
country are participating and experiencing the benefits of weekly training.

The Enhanced Training Challenge offers:

52 weeks of training ready to go. Available in both English and Spanish.
Accountability that provides follow through even in the busy season.

Online “chat rooms” that allow your trainers to network nationwide.

Train the trainer facilitator’s guidebook.

Topics include people skills, strategic planning, business practices, customer service,
equipment maintenance, fertilization and more.

Visit www.jphorizons.com for more information. Package Value: $2,000

. Questi0n57 '
CaII 800/456 0707

‘,-._.

;’%uﬁy ﬁews oy
o Archived Maguzine Arﬂdes Z R
v Message Boards e

2 Sign Up for Your Personuhzed My l.awn&l.andseape Accounf

‘\ - '\‘_
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FMC Talstar EZ
Insecticide

» Product controls ants, chinch Ialstar Ez

bugs, mole crickets, sod
webworms and other insect
pests

o Granular insecticide with an easy-
to-spread formulation

» Particles disperse and disappear
upon wetting

o Larger particle size won't stain
concrete or damage plants

* Comes in a resealable plastic
package

¢ Labeled for lawns, landscape areas
and perimeters

« FMC - 800/321-1FMC,
www.pestsolutions.fmc.com

Circle 221 on reader service card

> > » continued from page 158

UP-Star

Don’t Gambie on

Your Diamond Blades |

INVENTORY BLOWOUT
ALL 12” $79 ALL 14” $89

All blades have 10 mm segments
All orders freight delivered - NO SHIPPING - UPS ground only

Choice of FREE T-shirt or Deck of Cards with every order

Quality.__
¥ Diamond

Tools

United Phosphorous
UP-Star SC

Generic product developed for turf
and ornamental pest control and
other non-crop markets

* Active ingredient is bifenthrin

o Granted section 3 EPA approval

* Restricted use pesticide

¢ United Phosphorous —
800/247-1557, www.upi-usa.com

Circle 222 on reader service card

!PEN 7 DAY! A WEE!

CALL FOR A FREE CATALOG
www.qualitydiamondtools.com

USE READER SERVICE # 125
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BioControl Systems

Grubstake

Contains one of two beneficial

insect parasitic nematodes:
heterorhabditis indica for southern
climates or heterorhabditis marelatus
for northern climates

Nematodes are worm-like organisms
found living naturally in soil

Infects and kills pest insects, such
as black vine weevil larvae,
Japanese beetle grubs, masked
chafer grubs, May/June beetle
grubs, Asiatic beetle grubs and other
white grub species

Easy application, no rotations
needed, no re-entry interval

Safe for environment, pets and children
BioControl Systems — 888/793-4227,
www.nematodary.com

Circle 223 on reader service card

. Grubs Eating Your Profits?

Syngenta Scimitar CS
Insecticide

Controls turf and ornamental insects,
including chinch bugs, sod webworms,
cutworms and bluegrass billbugs
Advanced pyrethroid technology
Fast-acting; provides long residual

Active ingredient lambda-cyhalothrin 4

Syngenta - .
800395

8873, ¥ SCInN
WWW.Syn-

gentaprofessionalproducts.com

Circle 224 on reader service card

Mlkev llI(es It' And So Do We!

Arnold s Landscapmg

& i A U AT T et 2

i

-]

www.mu

Curso s Flower and Garden Center

D. W Burr Landscape and Design, Inc.

Envrronmenlal Managemem Services, Inc.

Fredericks Landscaping

Greenbrrer Farms Landscaping of VA, Inc.

GroundMasters

Frate Landscape Services

YOverly

Impulleti Landscaping

James Martin and Associates

n Hills

James River Grounds Maintenance

K&D Lawn Care Service, Inc.

Pame Group Inc.

Peabody Landscape Construction

Sr:hill Landscapmg and Lawn Service, Inc.

The Mume Company

Turiscape lnc

USE READER SERVICE # 127

WHY SETTLE FOR SECOND BEST!

AERA-VATOR®

BY FIRST PRODUCTS INC

AE-40E (TOW BEHIND)

THE ESTABLISHED TURF.

NOVATIVE TURS §QUIRMENT

AE-40L (3 PT LIFT)

THE AERA-VATOR WILL LOWER EQUIPMENT COST BY PERFORMING THE
WORK OF SEVERAL PIECES OF EQUIPMENT. THE AERA-VATOR CAN FRACTURE
THE HARDEST GROUND, RENOVATE THE SOIL, AND PREPARE THE PERFECT
SEEDBED. THE AERA-VATOR WILL ALSO AERATE LAWNS WITHOUT TEARING

First)\ ) CALL FOR A FREE VIDEO TODAY
Products 800-363-8780

WWW.1STPRODUCTS.COM - SALES@1STPRODUCTS.COM

USE READER SERVICE # 126

WWW, dwndnf“.ind'.(ap\) com
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101018 ions e For Fire Ants

* Long-term solution for fire ant
control 4

+ Contains the
active ingredi-
ent hydra- 4
methylon

« Offers flexible
dose and
application

options !
for entire \
yards and
R single mounds
Em‘"ﬂ { landscape equif ! * Kills queen and
irrigation ¢ Goll & Industrial .. R eliminates both visible and
Seop by yor ‘ day, wi hidden fire ant mounds

800.343.9464 | www.ewingl.com e A Wl « Eliminates queen and colony
within three to seven days of

USE READER SERVICE # 129 mound treatment
+ Rids entire area of fire ants

Go the extra m i le. :vs;iir;::snweeks of broadcast
Introaucing the €2 Pro Xtra! |
www.turffacts.com

Circle 225 on reader service card

LESCO CrossCheck Plus

Molsture
Control

'L]‘;:" » New insecticide with active ingredi-
ent bifenthrin

e 7.9 percent
flowable

. s > Semver formulation

8701 Sensor ¥ Cantral Bo e Labeled for

use on residential and commercial

« Easily adapts to any time-based controller! lawns as well as ornamentals
* Measures the absolute water content of the soil by taking 3 independent » Packaged in 1-pint containers as

readings— soil moisture, soil temperature & soil conductivity! well as .75-gallon jugs
* Quick & easy installation!

Controls chinch bugs, armyworms,
* Results in water savings up to 30%! sod webworms, cutworms, mole

L.R. Nelson Corporation

NELS&N TURF el e i
o Peoria, Il. 61615

e LESCO -800/321-5325,

www.lesco.com
USE READER SERVICE # 128 Circle 226 on reader service card

m[-a»~'= & landscape april 2005 www.lawnandlandscape.com

Quality. Service. Guaranteed! w Acclima (658)Neison-8 < LRNelson.com
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visit us at

lawnandlandscape.com

Name

Title

Company

Address

City State

Zip

Phone

Fax E-mail Address

LawnG-Landscape

D YES, | would like to receive/continue to receive Lawn & Landscape free of charge.

APRIL

2005

PRODUCT INFORMATI

CHECK OFF

the reader service numbers that you're interested in.

It's fast and convenient or

mail in this card.
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1. What is your primary business
at this location? (choose only one)
|. CONTRACTOR or SERVICES
(1. Londscape Contractor
(J 2. Chemical Lawn Care Company
(excluding mowing maintenance service)
(J 3. Lawn Maintenance Contractor
(J 4. Ornamental Shrub & Tree Service
(5. Irrigation Contractor
(J 6. Landscape Architect

Signafure (J7. Other Contract Services
(please describe)
Name Date
Company Il. INHOUSE LAWN/CARE
. MAINTENANCE
Address CI"Y (J 8. InHouse Maintenance including
» Educational Facilities, Health Care
State ZIP Facilities, Government Grounds, Parks &
Military Installations, Condominium
Title Complexes, Housing Developments,
Private Estates, Commercial & Industrial
Phone Fax Parks
E-mail Il DISTRIBUTOR/MANUFACTURER

GIE Media will only use your e-mail address to contact you with relevent industry

or subscription information.

If you do not want to receive e-mail from trusted 3rd parties, please check here. Q

What is the best way to contact you for future renewals?

____Email Fax

Telephone

9. Dealer
(J10. Distributor
J11. Formulator
12, Manufacturer

IV. OTHERS ALLIED TO THE FIELD
(213, Extension Agent (Federal, State,
__ County, City, Regulatory Agency)
Q14 Schoo'( C:ﬁege, University
(J15. Trade Association, Library

(J Others (please describe)

2. What services does you business offer?
(1. Landscape Design

Landscape Installation

(2. Seeding or Sodding

(J 3. Turf & Ornamental Installation

(J 4. Bedding Plants & Color Installation
(5. Irrigation Installation
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6. Landscape Lighting
(J 7. Hardscape Installation
(J 8. Water Features

Landscape Maintenance

(J9. Landscape Renovation
(J10. Torf Fertilization

Q11 Turf Aeration

(J 12, Tree & Ornamental Care
(13, Tree & Stump Removal
(J 14. Irrigation Maintenance
(J15. Erosion Control

Pesticide Application

(J16. Turf Disease Control

(J17. Turf Insect Control

(J18. Turf Weed Control

(J19. Tree & Ornamental Pesticide Application

Other

(320. Mowing

(J21. Hydroseeding

(J22. Snow Removal

(J23. Interior Landscape Services
(J24. Structural Pest Control

(J 25. Holiday Lighting

(J26. Other

3. How full-time (year-round)
employess do you smploy?

A.Mmunywr:omgcnrl

app o
1.Less than $50,000
2.$50,000 to $99,999
3.$100,000 to $199,999
4.$200,000 to $299,999
5.$300,000 to $499,999
6.$500,000 to $699,999
7.$700,000 to $999,999
8.$1,000,000 to $1,999,999
9.$2,000,000 to $3,999,999
10.$4,000,000 to $6,999,999
11.$7,000,000 or more
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Exmark Metro 21 Commercial
Walk-behind

o Updates include a reduced drive handle diameter
and a flartened top bail lever surface

o New lever fits flush against the primary handle
when engaged, creating a slimmer, more
comfortable grasping surface

o Rubber discs have also been added to the handle
mount to better isolate the handle from engine
and deck vibration

® Redesigned lower drive engagement bail lever
features a 50-percent reduction in engagement
travel as well as a refined shape

o Standard three-position height adjustment system
allows the handle height to be optimized for
operators of varying stature

® Speed selector lever has been moved to the upper
right-hand side of the handle

* Redesigned control cables minimize protrusion
below the main handle

® Extended front bumper protects the height
adjustment levers from contact-related damage

® Features a 21-inch TriVantage deck that offers
the ability to bag, mulch or side discharge with
the addition of the optional side discharge chute

¢ Choice of 5.5-hp Honda or 6-hp Kawasaki
engines

© Heavy-duty gusseted steel wheels with sealed ball
bearings

@ Three drive styles available: hand-push, self-
propelled and self-propelled with a blade brake
clutch

o Exmark - 402/223-6300, www.exmark.com

Circle 227 on reader service card

Gizmow Zero Turn Mid-Z Rider

* Equipped with a steering system that links the
angle of the front wheels to the power of the rear
wheels; the machine has two steerable caster
wheels on front

® Steering system has sprockets on each front wheel
that allow the casters to turn perpendicular to the
frame

o A pair of cams are attached to the steering shaft
so when you turn the steering wheel, one cam acts
against a roller that mechanically pushes the
pump arm backwards to slow down the hydraulic
motor for that wheel

® The front wheels have enough traction to steer
the machine in the direction the operator wants
to go; as a result, the weight is transferred to the
rear wheels improving performance on hillsides

¢ Extra-heavy welded mower deck and reinforced
frame

o Unit is undercoated with an automotive E-coat
primer

¢ Comfortable padded steering wheel and thick-
back suspension seat

® Electric actuator lets you raise or lower the cutting
duk on (hc £0

o Two models available - 2 52-inch deck with a
25- or 27-hp engine or a 61-inch deck with a
27-hp engine

¢ Gizmow — 866/463-2628, www.gizmow.com

Circle 228 on reader service card
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Drafix PRO Landscape
Version 11

Offers three integrated modules to help
landscape contractors and designers with
all aspects of any landscaping project: The
PRO Landscape Image Editor that provides
customers with a photo realistic presenta-
tion of the proposed project, the PRO
Landscape Planner that creates a 2D-site
plan and the PRO Landscape Proposal that
generates an accurate bid for the client
directly from the design
* Incorporates a new function that allows
designers to change the seasons of their
projects, creating multiple looks for plant
material to reflect the changes from season to
scason
# Includes an expanded image library with
more than 4,000 images of plant materials,
hardscapes, water features, etc.

New image adjustment tools allow the user
to adjust images by changing color, grouping
objects or altering object contrast,
brightness, etc.

o Time lapse viewing options allow designer to
show client views of the landscape from the
initial planting to 10 years growth projection

o Other features include 2 dashboard interface,
new picture annotations, updated AutoCAD
filters, improved retaining wall tools, symbol
shadowing options and a new sloping tool

¢ Drafix Software — 800/231-8574,
www.prolandscape.com

Circle 229 on reader service card

Walla Walla Sprinkler
MP Rotator

* A multi-stream rotor the size of a spray
nozzle

¢ Fits on any conventional spray head body
or shrub adapter, transforming it into a
high uniformity, low application rate
sprinkler with matched precipitation even
after arc and radius adjustment

* Low application rate reduces runoff on
slopes and tight soils

o Patented “double-pop” flushes on start-up
and shut-down without increasing spray
head flow-by

¢ One moving part

THE IDEAL 16-30

SOLUTION

. =
. YN Waila Watla

o Easy arc adjustment; easy radius adjustment up
to 25 percent
o Removable inlet filter for easy cleaning
o Fills the gap between 16 to 30 foot spacings
o Walla Walla Sprinkler Co. (a subsidiary of
Nelson Irrigation Corp.) - www.mprotator.com
Circle 230 on reader service card

Quick Attach Quick
Snow-Away Snow Blower

» A snow blower attachment for a skid-steer
loader

® Throws snow up to 40 feet while clearing paths
down to the ground

* Features a No-Freeze-Up design

* Optional hydraulic chute rotation and deflector
that eliminates metal-to-metal contact between
blower and rotating chute base preventing
frecze-up

o No chains, sprockets or PTO shafts

* Quick Attach Attachments — 866/428-8224

Circle 231 on reader service card

m lawn & landscape apnl 2005 www.lawnand'undscape.com
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Encore X-treme Mower 4

o Mower has a 52-inch deck

¢ Powered by a 23-hp air-
cooled Kawasaki engine

o Can mow at speeds up
to 10 mph

o This machine’s cut-
ting height adjusts
from 1 to 4%
inches with a
foot pedal lift for
easy changing

® Other features include a height-of-cut
indicator and auto deck lock

o Operator comforts include a high back
cushioned seat, arm rests and responsive
controls

® 24-inch rear tres also define the X-treme
with heavy-duty larger wheel motors
for maximum performance and traction
on all surfaces and inclines

* Have positive locking drum-style
brakes with a gentle hand lever

Meeting?
Talk to Us.......

media

incorporated

GIE Media’s Conference & Seminar
Division offers turnkey meeting
and event management services that
allow you the fexibility to trust us
to take care of the derails while you
focus on your goals.

For more information on how your
company can take advantage of
the professional meeting and event
management services offered by
GIE Media, please contact:

Jeff Fenner or Maria Miller
at 800/456-0707

Kichler Mythological Lighted
Fish 1538002

o Serving not only as a garden or pond
sculpture, this 24-inch-by-15%-inch
mythological fish can also act as a functional
spitter/fountain when vinyl tbing and
pump are added (equipment not included),
while creating a subtle light for its surroundings
Constructed for durability in premium grade
solid brass

Equipped with a 10,000-hour, 16.25-watt
xenon lamp

Can be installed in any garden using the
14-inch mounting stake or can be submersed
in a pond as an edition to any water feature
Circle 233 on reader service card

brake activation

o Covered by Encore’s 10-year deck
shell and two-year parts and labor
warranty

¢ Encore - 800/267-4255

SINCE 1938

PERFORMANCE | GTZXUTAT | CUSTOMIZING | SERVICE

AtWELLS CARGO we've
always preferred to push the

i envelope, continually searching
: to make better

"J o)

Trailer ":E'

KICHLER

LANDSCAPE LIGHTING

www.encoreequipment.com
Circle 232 on reader service card

plywo
flooring with 20 year limited
B warranty. Everything about the
LS Series means business. And
remember, "With a Wells Cargo
Behind ....You Never Look Back!”

(800) 348-7553

Ll L LS
>

WELLS

CARGO

www.wellscargo.com

USE READER SERVICE # 131
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ramn
leletrac
All GPS Tracking Systems
ire Not Created Equal

-

Collects key vehicle operating data which is captured and

transmitted through the FleetDirector onboard unit

o Teletrac proprietary software produces a detailed vehicle
performance report

o Report provides fleet managers and owners with both live
and historical flect operating information that can be used
to chart trends, spot and correct problem areas and make
better informed management decisions based on drivers
and equipment

¢ Provides number of miles logged by each vehicle, hours
engine was running, total in-motion time, total idling time
and fuel consumption

o Teletrac - 800/835-3872, www.teletrac.net

Circle 234 on reader service card

Vehicle tracking and fleet
management system

Rittenhouse Eco-Lawn

Top Dresser 4

o Sclf-propelled, 34-inch wide top
dressing machine

® Can also be used for spreading organic
fertilizers

 Holds % yard of soil mix

» Rittenhouse - 800/461-1041,
www.rittenhouse.ca

Circle 235 on reader service card

Bell Laboratories Talpirid Mole Bait

# Contains the active ingredient bromethalin

® The product’s size, shape and feel allow a mole to
consume it in the same manner as its primary food
source — the earthworm; one worm contains a lethal
dose and can kill in 24 hours

* Comes in a tray of 10 worms that release freely from
the tray

® Each box of Talpirid contains two trays; Talpirid is also
available in cases containing 10 typical treatments

o Bell Laborarories — 800/323-6628,
www.talprid.com

Circle 236 on reader service card

Turfco TurnAer 26 Chariot
Ride-on Aerator System

<

® Chariot pull-behind sulky reduces operator farigue

® Brake-assisted turning

» Features heavy-duty, low-profile steel frame with wide-set
pneumatic tires

o Chariot easily disconnects from the TurnAer 26 so it can
function as a walk-behind

® Includes 4-hp Honda engine, 359-feet-per-minute transport
speed, spring-assist lift and 2.75-inch coring depth

* Turfco - 800/679-8201,
l l

www.turfco.com
Circle 237 on reader service card
@ 82.5 percent spray-dried chlorothalonil fungicide
® Dry granular formulation that disperses in the
spray tank
» Formulation is re-suspensible in water &8
® Packaged in a resealable 5-pound, |
acre-increment container
e Controls more than 75 turf and
ornamental diseases
including dollar spot, brown patch, algal
scum, gray leaf spor, gray snow mold and
several others in turf
* Used on ornamentals, Echo is a preventive for many
diseases including rust, anthracnose, leaf blotch, scab,
leaf spot, powdery mildew and black spot
* Sipcam Agro USA - www.sipcamagrousa.com
Circle 238 on reader service card

Sipcam Echo Ultimate

Kohler Aegis Engines

® Liquid-cooled engine line with up to 31 hp available

® Acgis engines relaunched as a result of compliance
with SAE 1940 standards

* Acgis horizontal models will not be available as
LH640 (24 hp), LH690 (26 hp), LH755 (28 hp),
LH 775 with electronic fuel injection (31 hp)

* Of the two Aegis vertical models, LV625 (20 hp) and
LV675 (23 hp), the LV680 (24 hp) will replace the
current 23 hp model

o Air cleaner’s ejector valve continuously collects and
discards trapped dust; overhead valve rechnology

o Full pressure lubrication and a full-flow, spin-on oil
filter for even oil distribution and extended
maintenance intervals

® 12-volt, solenoid-shift starter; cast-iron cylinder liners

o Hydraulic valve lifters for minimal operation noise,
no lash adjustment, no power loss and low
maintenance

® Three-year limited warranty

» Kohler Engines — 800/544-2444, www.kohlerengines.com

Circle 239 on reader service card
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Why do you buy what you buy?

L 3o
3SR

Do you shop only for the best...or always for the lowest price?
Most of us likely wind up somewhere in the middle, depending
Y f ' $

what we're in the market for

price, features, quality,
igh in, too: What a friend
How an ad, TV
nal
ount

Lots of factors shape the decision to buy

service. But feelings and impressions

or neighbor says about the product or service

commercial or mall display strikes you. Any good or bad pers

experience you've had or heard about. What the intangibles

for, like how the seller stands behind his name
To put us in the comfort zone, to make us pull out our wallets, it's
no surprise that gut feeling counts as much as comparison shop
ping - sometimes more

In this highly competitive world of ours, | find myself shopping more
and more for value, the best buy for the long haul. And there's

usually something more than dollars involved

2ans or a summer shirt

[)? When brand-name

A trendy label adds to the cost of a pair of
but does it add value (beyond the snob appe

office computers become commodities, like soap or shampoo

what do you base your decision on then/

5 Waller Avenue * White Plains, NY 10601
Phone: 800-431-2794 « Fax: 914-428-0943

www.weisburger.com

jacket in the back of the closet or that piece of gear gathering dust
in the corner. They tell us the decision we made was wrong, for

whatever reason. And we feel better when those things are gone

from sight

for

Maybe Value is when you feel you got more than you paid for

When you feel as good (or better) about your purc > today (or

from now

) as the day you bought it

In any business transaction, both sides are usually very much aware
of what they want and what they're getting (or giving up) for the
price that's paid

So next time you're calculating what you're about to get for your

dollar, ask yourself this guestion

Why do your customers buy what they buy?

AWEISBURGER INSURANCE BROKERAGE

A Division of Program Brokerage Corporation

USE READER SERVICE # 101
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continued from page 69

because they're safety conscious, while

a bad company pays more — the rates
wouldnt be competitive. So, for us, we
thought partial self-insurance in a safety
conscious group was the way to go.”

Basically, cach member of the
group must work to improve safety in
their company — businesses cannot join
unless they agree to this pledge. And
Artisan’s Insurance has staff dedicated
to risk control, risk assessment and
accident investigation, so they conduct
annual reviews of each of the 65 mem-
bers to look at their safety programs
and verify that the companies are not
slipping in their duties.

“The insurance premium is broken
into two pieces — fees on one side and
dollars dedicated to claims on the other
side,” Mohns explains. “1 still have to
pay the fees but if I don't have claims,
those dollars are mine. I can recoup up
to 35 percent of my premiums down

the road. But if I can't control my
claims, I'm subject to an assessment
of up to 35 percent of the funds. My
premium stands on my loss history only
— not on the state fund average. So if 1
build a good safety program, I see the
results not only on the premium but in
future I know I'll have dividends com-
ing back to me, especially if others in
the group follow the same safery rules
and can control their losses.”
Benchmark’s safety program is one
where everyone knows that safety is
important from the top down, which is
why Mohns takes on the responsibility
of running it and then ensures that each
of his managers are enforcing it with
their employees. Mohns conducts safety
meetings with his management team six
times a year and the managers conduct
safety site inspections on every foreman
once a month. The foremen conduct
safety railgate meetings once a week.
“For us, this is the most effective way to

let everyone in the company know that
we're serious about safety,” Mohns says.
“If we entrusted this job to a safety di-
rector, then | think we'd have problems.
A lot of employees would look at that
person and say, ‘He's not my boss — he's
just a guy who comes around every
once in awhile to tell me that the job
I'm doing is unsafe.’ But if the company
ownership and the project managers are
in charge of it, then we are sending lead-
ers and mentors into the ficld and they
are the example for others to follow.”
Quarterly safety incentive pro-
grams keep safety top-of-mind for all
employees, who receive rewards or gifts
each quarter as a result of continued
safety practices and reduced injuries. For
example, the first quarter reward is a col-
lared shirt affixed with the company logo,
and the third quarter reward is a jacket.
When an injury does occur,
managers meet with the employee to

“Insurance is a funny thing - there isn't an insurance company out
there that will lose money for too long. In conventional situations,
good companies end up subsidizing bad companies - it's a reality no
one wants to believe. So, for us, we thought partial self-insurance in
a safety conscious group was the way to go.” - John Mohns

file an accident report and discuss what
happened and how it's not going to
happen again. When true accidents
occur, the employee is reminded of the
safety standards and sent on his or her
way — “But I won't hold back in giving
that person a shirt — how does that
improve someone’s safety?” says Mohns,
adding tha after he set up the initial
safety system, he only needs to commit
abour four hours a month to keep it
running smoothly. “I definitely don't
want to create a company where people
are afraid to report injuries. That's what
we found happening — someone wanted
a shirt so he didn’t report an accident.
So, instead of holding back a reward,
we will make sure we have talked to
that person about the accident or safety
hazard and discuss ways to prevent it
from happening again.”

However, if an employee is caught
regularly violating simple safety stan-
dards, such as not using a spotter when

he's climbing up a ladder or standing
on the top rung of a ladder where it
clearly says not to step, then more seri-
ous action can result, such as discharg-
ing that employee.

Since foremen have the charge of
conducting weekly safety railgate meet-
ings with their crews, they are also given
an end-of-the-year cash bonus, ranging
from $50 to $300, during successful
safety years, depending on the size of their
crew. For instance, a foreman with two or
three people on his crew may get $50 to
$100, while a foreman with six or eight
people on his crew will get $200 to $300.

STOKED FOR SUCCESS. When a
wave starts to steepen, inclining like a
small stepladder, it becomes catchable. A
surfer can also ride a wave after it breaks
into an on-rush of white water. Essen-
tially, there are as many possibilities for a
surfer to catch a wave as there are for him
to avoid the wrong type
of wave — he just has to
know which waves are
right. And sometimes
that means catching

the wrong wave first

in order to understand
why he should avoid
that same swell in the
future.

In business, decisions
are made in a similar
fashion. Sometimes it
takes knowing what you do best, which
in this case for Benchmark was com-
mercial bid work — and sticking with
it, despite the challenges involved and
the other tempting services a business
can venture into instead. Other times, it
takes understanding a business situation
and how to improve upon it to reap
the rewards, such as improving a safety
program, reducing claims and benefiting
from a return on investment. And, many
times, it just takes guts — knowing when
to jump into a service like maintenance
or enhancements that will help grow the
company and advance it forward.

Surfer culture exudes youthful en-
ergy, vibrant individualism and a taste of
risk and speed — all experiences similar to
a landscape company’s day-to-day trials.
When you go on to make your next busi-
ness decision, remember what the Bench-
mark team has done. Getting “stoked” on
the longboard just might help you catch

your next wave into business nirvana. @
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continued from page 114

age, higher pop-up sprays are needed.
The cost for adding nozzle improve-
ments varies depending on system size,
says Carowitz. The upgrades themselves
aren’t expensive, but labor time could
add up, depending on the number of
sprinkler heads.

AT YOUR SERVICE. Offering a
service agreement that includes regular
system evaluations gives contractors the
opportunity to look for and recommend
upgrades. Carowitz sees contractors
making upgrades a regular service by
offering annual service contracts, which
include turning on the system in the
spring and, in colder climates, winter-
ization. “In some parts of the country,
they also offer a mid-summer checkup
where they go out and fine tune the
system to make sure the landscape stays
green, but also that the right amount of
water is being applied,” he says.

Rivers agrees that contractors are hay-
ing success selling maintenance contracts,
especially in areas of the country where
systems require startup and shurdown
services. "And when you also include a
maintenance check, that's an opportunity
to offer an upgrade,” he says.

Mike Todd, owner, Milwaukee
Lawn Sprinkler Corp., Menomonee
Falls, Wis., says service agreements have
worked for him. “Every year we send a
service proposal and cover letter to all of
our customers,” he says. “We ask them
to renew their agreement with us for
spring startups and fall winterizing. We
get those written authorizations back in
late February or early March, and then
we schedule turn-on services. That is
clearly an opportunity to offer a rain
sensor.” Todd establishes customer trust
by doing quality work on the installa-
tion, and once clients see the high level
of work, they want him to perform turn-
on and shut-off services each year. With
an estimated customer retention rate of
95 percent, it seems to be working.

In addition, his service crew is
trained to look for upgrade opportuni-
ties during routine maintenance check-
ups. Because his company has been
around for more than 30 years, they still
maintain systems they installed back
then, and some of them have mechani-
cal controllers that have seen their day.
“Before they fail in the middle of the
season, our service men might suggest
it’s time to replace the controller,” he

says. “It’s done on an informal basis, but

our service guys are trained to point out

things that perhaps are still working but

are close to the end of their useful life.”
According to Carowitz, service

agreements benefic the contractor

and the property owner. “By offer-

ing a service agreement, the contrac-
tor can create a revenue npp()ﬂlllli()‘
and a revenue stream for himself, and
the property owner gets their system
working in tip-top condition,” he says,
adding thar service agreements are a
great way to make sure systems are well
maintained. “There are many systems
out there that have had 30 or more
years of solid operation due to regular
good maintenance practices. Of course,
as the components wear out, they're
replaced, burt the system itself, because
it’s so well maintained each season, can
last the lifetime of a home.”

Audits go one step further than
periodic checks, offering a more spe-
cific system evaluation that examines
efficiency and uniformity. Primarily
used for commercial irrigation systems,
audits are required in some parts of the
country, and if a system fails to meet
certain criteria, an upgrade is required.

“There are a lot of people out there
with very inefficient systems, but they

Photo: Hunter Industries

don’t know the difference between one
that runs efficiently and one that doesn't,”
says Greg Parker, marketing and product
manager, Toro Irrigation, Riverside,
Calif. “The best way to tell is through

the amount of water you use. The best
demonstrative way to communicate that
to a customer is through an audit.”

Contractors can receive auditor
certification through the Irrigation As-
sociation (IA). Becoming a professional
audiror requires investing about rwo-
days time and $300 to $400, depending
on IA membership, but once you gain
this accreditation, clients will recognize
and seek you out for your higher level
of professionalism, says Hall.

When recommending upgrades, keep
in mind they aren't solely for existing sys-
tems, Carowitz says. They can work just
as well on new systems. He compares
it to buying a new car: A person can
buy a car with all the standard features,
or they can upgrade to heated seats or
a sunroof. Irrigation installations can
work in a similar manner. “Contracrors
can say ‘Here's my price for the standard
system, but I do have some options I can
make available to you',” he says. That’s a
good time for contractors to offer a more
advanced timer, more durable sprinkler
heads or even a remorte control, S
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Multi-Media Classified Marketing!

Maximize your advertising dollars by reaching:

* The Industry's Largest Print Audience.
+ The Industry’s Largest Media Web Audience.
* The Industry's Lowest Costs.

Be seen in Lawn & Landscape Magazine and lawnandlandscape.com for
just one price.

All classified ads must be received seven weeks before the date of publication.
We accept Visa, MasterCard, American Express and Discover. Payment must
be received by the Classified closing date.

Please contact Jennifer Halas at 800/456-0707 or e-mail jhalas@gie.net.

—

Business Opportunities

Bidding For Profit

LAWN PROFESSIONALS TAKE NOTICE
Are you earning what you deserve? *
-Manuals Available- -Templates on CD'’s-

Bidding & Contracts.. . 947.95 Service Agreements & More ...........$34.95
Marketing & Aavemsmn .......... . $39.95 Seryice Agreements R— 4 X
Estimating Guide $34.95 -Snow & lce Ramoval Forms $34.95
Contracts & Goals $39.95 :Sample Flyers & Marketing Info $29.95
De-lcing & Snow Removal .. $39.95 Employee Policy & Procedures .........$24.95
Selting & Referrals $44.95 .Bid Specification & Cover Letter .......$24.95
20 Letters For Success $29.95 3
Telephone Technigues $24.95 Iﬁm;%ﬁg?ggﬁ':;;oz:ﬁﬂg?;fi'&igzis.

PROFITS UNLIMITED

Bt Since 179 & TiEEed
Call: 800-845-0499 www.profitsareus.com v -

Putting Greens

Synthetic Bagk-Yard Putting Greens:
* Huge Profits - Up 10'65%

* Year Round Installations

* Carry NO Inventory

* Utilize Existing Equipment
* Buy Manufacturer Direct

*Mdny Extras,
N

“ Synthetic greens are one of the fastest
growing segments of the $50 Billion a
year golf industry.”

i mu'limmm
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VIDEO www.allprogreensicom™

Business Opportunities

SELLING YOUR BUSINESS!?

FREE NO BROKER
APPRAISAI FEES
Professional Business Consultants
\g,usmessc
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Merger & Acquisition Specialists

Professional Business Consultants can obtain purchase
offers from qualified buyers without disclosing their
idenrities. Consultants’ fees are paid by the buyer

CALL

708/744-6715

FAX: 508/252-4447

U.S.LAWNS

NO ONE KNOWS THE
LANDSCAPE MAINTENANCE
X INDUSTRY LIKE WE DO.

To find out more about
us and the opportunity
U.S. Lawns can olfer, call
1-800-USLAWNS or visit
us at www.uslawns.com

CONKLIN PRODUCTS

OPPORTUNITY!
Let us help you start your own business, No franchise |
fee, No territonies, work from home, Use and market \
new technology products |
BUY DIRECT FROM MANUFACTURER
FREE Catalog - 800/832-9635

www.frankemarketing.com

e e s S,
CALL Jennifer Halas

At 800/456-0707
To Advertise Today!

april 2005 www.lawnandlandscape.com
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Businesses for Sale

LANDSCAPE
CONSTRUCTION COMPANY

Well Established 20-year Landscape Company Boston,

Massachusetts Arca.
Annual volume $3.5 - $4.0 MILLION
Company breakdown:

* 75% Construction

*10% Maintenance

*15% Snow Operations
Highly recognized, well-managed and organized opera-
tion with a meticulous fleet of over 50 picces of equip
ment, Will sell with or without the real estate, which has

all the necessary provisions for repairs and parking.

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

BUSINESS FOR SALE

Beauriful Northwest Montana, 10-year-old lawn &
landscaping company: LIBBY LAWNS Demograph-
ics show lots of rerirees moving here. Ripe for expan
sion! 30+ accounts, Commercial/Residential High
quality, well maintained equipment $38,000.00 takes
all! PO Box 37, Libby, MT 59923.

406/293-1729 cell.

Florida Commercial

Lawn Maintenance
Companies For Sale

..$800,000.00

For more information on the above companies, other

North Tampa Area ........ Gross ...

data, or companies that are not listed, call our office. At
your request, we will send a complete list of companies
for sale in other states.
For your convenience, see our web site.
www.preferredbusinessbrokers.com
All Conversations Are Confidential
Preferred Business Brokers
Jay Hollon, CP Rand Hollon, CPO
Licensed Broker Licensed Agent
352/629-7908 = 800/633-5153
Fax: 352/629-2359

BUSINESS FOR SALE

CALIFORNIA
San Luis Obispo County’s Premiere Landscape Construction
Company of over 10 years will be sold at auction on ebay, April 21,
2005 through Apnl 30, 2005, This successful Landscape Com-
pany has steady revenues of S00K and has turned more than 20%
prokic for years. The company also comes in with growth plan 10
casily double annual revenues to over | million. Business includes
all key personnel and management, Owner to stay on during
the 90 day transition period, Over 150K in equipment & parts
Already signed contracts and all forms, marketing, advertisements
and points of sale. Business is 100% debe free, financials and
mote info will be available online at the time of the ehay auction

Preview work at reslandscape.com

L
visit us at www.lawnandlandscape.com

BUSINESS FOR SALE

Successful design/build landscape company with an
excellent reputation in the heart of horse country,
Lexingron, Kentucky. Fully equipped with zero debr
Sales over 2 million netting owner near 100K
Asking $325.000. Call 859/351-9927

BUSINESS FOR SALE

GET YOUR FOOT IN THE DOOR of the fastest
growing area in the nation, Loudoun, VA with an
established business, equipment and clientele;
$200,000+ average sales, sell for $150,000. Easy
transition this year. 540/338-9100

saxbury@anent.com.

Educational Training

EDUCATIONAL TRAINING

LawnL-ore"

Interactive training
that's easy, effective and fun!

Phone Mark at 800-328-4009

Financing

LET GOVERNMENT GRANTS/LOANS finance
your business, to $2,200,000.00.

Owver 300 sources.

{(www.usgovernmentinformation.com),
Free information 707/448-0270. (NKS)

For Sale

LANDSCAPE DESIGN KIT 3

(72 27 LANDSCAPE DESIGN KIT 3
o] shrubs, plants & more, 1/8° scale.
Stamp sizes from 1/4* 10 1 34",
L = 7+ 30
e YA MO's shipped next day. Check delays
R aeshipment 3 weoks. CA add 7.75%tax,

oo =5
3¢ %M 48 rubber stamp symbols of 1rees,
£\ B
$97 + $6.75 s/h. VISA, MasterCavd, &

Kubotaparts.com

FAST

ELIVERY ON
'('1150 7). PARTS

$5.00 Shipping Per Order

1-877-4KUBOTA

This website “kKubotaparts.com” is operatod
by Keller Br

Tractor Company, an authonzed dealgr

ol Kubota Tractor Corporation since 1972

IKyhota,

COVERITR L5505 rens
SAND/SALT BINS « WORKSHOPS
EQUIPMENT STORAGE
Authorized Dealer
SHELTERS OF NEW ENGLAND INC.
251 West Hollis St. » Nashua, N.H. 03060
1-800-663-2701 - (603) 886-2701

www.sheltersofnewengland.com

TIME is MONEY

WEED
FASTER

Stop guessing square foorage! Measure area quickly and
accurately. Just wheel the DG-1 around any perimeter
and instantly know the area inside. $399 + $7 ship. CA
add rax. www.measurcarea.com 760/743-2006,

COMPLETE BEE SUITS
Full Suits, Jackets
(free tote bag & nitrile gloves)
800/550-2990
www.omegapestcontrol.com

order online in “The Store’

Spread & Spray 4.000 S.F./Minute. Hydrostatic
Zero-tumn, stainless steel frame & tank. Free Video.
610/361-2847

www.!awnandlandscapt\com

april 2005 lawn & landscape
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Spreader-Mate™

This self-contained "drop-in" sprayer
converts your commercial broadcast spreader
to a fully functional sprayer in minutes.

Toll free - 800.706.9530

SPRAYING Phone - 585.768.7035
EQUIPMENT Fax - 585.768.4771
Sales@ GregsonClark.com
www.GregsonClark.com

Turf Tracker Riding Fertilizer spreader and sprayer.
One year old. Made by C&S Turf Equipment, Spread
and spray at the same rime, while you are sitting down!
$7,500.00. 330/721-8873.

FMC tree sprayer, 1000 gals., stainless, 50 gpm, 800 psi,
37 hp Wisconsin (VGD 40) electric reel. skid mount,
excellent, asking $9,900,00, make offer. Tel 450/454-
2837, Fax: 450/454-2836, c-mail: fpdp450&aol.com.

WHOLESALE COLORADO BLUE & GREEN SPRUCE

Feet 12-14 14-16 16-18 18-20
Priced to sell  $60.00 $70.00  $95.00 $120.00

Tree Farm In Michigan
Call for pricing details: 856/582-6890 or §56/534-4340
Email: linkup2000@30l.com

Measuring wheels, surveying equipment, blue
print storage. Shop Online for your AEC Office
Equipment, Large Document Storage Solutions,
Specialey Calculators, Surveying Equipment and
more. www.EngincerSupply.com.

Tuurf Tracker For Sale By Original Owner
* Save time and money while applying both granular and
liquid applications to turf.
* Front mounted spreader and rear mounted 12 ft boom.
* Save on labor costs and reduce operator frigue,
* Increase profits.
* Machine is in great shape with 443 hours of use
* Asking $4900,00 or best offer.
Call 603/424-7817 or 603/765-4444

GPS Vehicle Tracking

No monthly fees
Call 800/779-1905
www.mobiletimeclock.com

If you are looking to take your company to the next
level, let GreenMark Consulting Group prepare your
business for the present and the future.

To learn more about GreenMark Consulting Group, Inc.
contact us at...

Phone (814) 833-3108  Fax (814) 833-3158

om

Help Wanted

Florapersonnel, Inc. in our third decade of performing
confidential key employee searches for the landscape

industry and allied trades worldwide, Retained basis
only. Candidate contact welcome, confidential and
always free. Florapersonnel Inc., 1740 Lake Markham
Road, Sanford, Fla. 32771. Phone 407/320-8177, Fax
407/320-8083. E-mail: Hortsearch@aol.com Website:
hup//www.florapersonnel.com

Salesperson for marketing snowplows and equipment
for Machinability Ltd, On commission, to promote
sales to existing clients, identify and solicit potential
new clients, after sales to provide ongoing sup-
Phone 905/332-8088 Fax 905/332-8331
Email: info@machinabilitysnowplows.com.

p\)fl.

HELP WANTED

Lypiomimd

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

Sales® Design® Mid-Management Field

Crew Leaders ~ Install & Maintenance

We offer outstanding compensation and benefits
E,ockoge, relocation allowance, and an excellent

mily-working environment. If you are interested
in a career opportunity please send, fox, or email
resume fo;

HEADS UP LANDSCAPE
PO Box 10597 Albuquerque NM 87184
Email jdelarosa@hulc.com
Phone 505/898-5510 Fax 505/898-2105

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

GOTHIC LANDSCAPE, INC.

Since 1984, we have been creating long-term relation-
ships with clients through outstanding personalized
service and problem solving. We are one of the largest
landscape contractors in the southwestern U.S. operating
in the greater Los Angeles, San Diego, Phoenix and Las
Vegas markets. The Company specializes in landscape
construction and maintenance for residential master-
planned community developers, and industrial com-
mercial developers. We offer an excellent salary, bonus
and benefits package. Outstanding career opportunities
exist in each of our fast growing branches for:

* Account Managers

» CAD Designers

* Estimators

* lrrigation Tech

* Project Managers

* Sales Personnel

* Senior Foreman

* Spray Technicians (QAC, QAL)

* Supervisors

For more information contact:

Elisabeth Stimson, Human Resources Director
Email: hr@gothiclandscape.com
Ph: 661/257-1266 x 204
Fax: 661/257-7749

HELP WANTED

LMI Landscapes, Inc.
Only the best landscape professionals
need apply.

* Account Managers

* Project Managers

* Nurserymen

* General Manager

* Irmigation/Landscape Foreman
Dallas/Jacksonville, FL/Denver

Fax 972/446-0028
Email: resume@lmilandscapes.com

— lawn & |andscape
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GreenSearch is recognized as the premier provider of
professional executive search, human resource con-
sulting and specialized employment solutions exclu-
sively for interior and exterior landscape companies
and allied horticultural trades throughout North
America. Companies and career-mined candidates
are invited to check us out on the Web at heep://
www.greensearch.com or call toll free at 888/375-
7787 or via e-mail info@greensearch.com.

Exciting Career Opportunities in
Landscape Management

GroundMasters, Inc. is currently
seeking qualified green industry
professionals to join our team!
Our staff is among the best in
the industry, our equipment

is state-of-the art, and we are

a drug-free workplace. If you
would like to work in a friendly,
challenging, and diverse envi-
ronment, apply today! Spanish
skills a plus!

Fax resumes to Chris Hayes at
513/774-7459 or e-mail

chayes@groundmasters.com

NEXUS ASSOCIATES
Our mission is to seek out, attract and place op
talent, nation-wide sources and contacts. Potential
condidates/clients please visit our website at
WWW.nexus-recruiting.com.

E-mail address: starwicz@nexus-recruiting.com.

SUPERIOR LANDSCAPING & LAWN
SERVICE, INC.

We are a leading Landscape Contractor in the South
Florida Region. We are looking for individuals with a
strong Management background in Imgation, Land-
scape Maintenance, and Arborists with experience in
palm and tree epidemiology and trimming. Interested
parties please contact us 305/634-0717.

HELP WANTED

Ace Tree Movers, Inc., a growing Mid-Adantic com-
pany is seeking a self motivated sales rep for high-end
residential and corporate sales. Horticultural
background and knowledge of trees preferred. Excel-
lent written and verbal skills and computer literacy
required. Competitive compensation and benefit
package with growth and ownership opportuniry, If
you have what it takes to close sales and be part of

a winning team, fax resume or call for an interview.
301/519-0008, 301/216-0099 fax.

EXCITING CAREER
OPPORTUNITIES FOR SERVICE
INDUSTRY MANAGERS
Come join one of the largest Vegetation
Management Companies in North America
DeAngelo Brothers, Inc., is experiencing tremendous
growth throughout the Unired States and Canada

creating the following openings:

DIVISION MANAGERS
BRANCH MANAGERS
We have immediate openings throughout
the U.S.

We have immediate openings in
WA, OR, CA, MA, Conn, MO
We have immediate openings in Various Providences
in Canada:

Responsible for managing day to day operations,
including the supervision of ficld personnel. Business/
Horticultural degree desired with a minimum of 2 years
experience working in the green industry. Qualified
applicants must have proven leadership abiliries, strong
customer relations and interpersonal skills. We ofter an
excellent salary, bonus and benefits packages, including
401(k) and company paid medical coverage.

For career opportunity and confidential consideration,
send or fax resume, including geographic preferences
and willingness to relocate to: DeAngelo Brothers, Inc.,
Attention: Paul D. DeAngelo, 100 North Conahan
Drive, Hazleton, PA 18201. Phone: 800/360-9333.
Fax: 570/459-2690

EOE/AAP M/FID/DV

HELP WANTED

TRUGREEN LANDCARE
Seeking Highly Qualified Landscape Professionals
We're Expanding Operations in 2005!
Excellent Management Opportunities
Throughout the entire East Coast
REGIONAL MANAGER
BRANCH MANAGERS (VA, PA, NJ, NY)
INSTALL & AREA MGRS (VA, MD, PA, NJ)
SALES REPRESENTATIVE (VA, MD)
MANAGER TRAINEES (VA, MD, DE, PA, NJ)
Excellent compensation, rewarding bonuses &
incentives, Company vehicle, complete benefits
package & much more!
E-mail Ron_Anduray@landcare.com or
fax 310/924-7782. EOE

Visit us at www.lawnandlandscape.com

HELP WANTED

The BEST Place for the BEST People 1o Work!
Acres Group, one of Northern Hlinois largest inde-
pendent landscape companies, growing at 15-25%,
has opportunities available in our North, Central and
South divisions for the following positions:

DESIGN/BUILD SALES & FOREMAN;
CONSTRUCTION ESTIMATORS

Looking for successful candidates to help grow our
Construction and Design/Build divisions! Design/
build candidates must be highly organized, self-mo-
tivated, have at least 2 1o 5 years of design/build sales
experience; strong design skills required & a relared
degree in landscape architecture or horticulture is
preferred; strong interpersonal & communication
skills & ability to work in a team environment a
must. We have opportunities available in our Wau-
conda, Roselle & Plainfield facilities. Excellent com-
pensation & benefit opportunitics to help our ream
members to achieve their goals and be successful. We
also have dynamic carcer opportunities for Landscape
Construction Estimators motivated by personal and
team achievement! In addition;, we need bilingual
design/build landscape installation foremen for our
Wauconda & Roselle locations experienced in pav-
ing, stonework, planting & grading.

For Design/Build positions in Roselle &
Plainfield, contact Sean Stroub at 630/307-0700; fax
630/839-4250 c-mail: sull.ﬂmul)(-";urcsgmup.u)m
For Design/Build positions in Wauconda, contact
Jeff Dumas at 847/487-3005; fax 847/487-4841;
email: jeff.dumas@acresgroup.com
For Estimator positions, contact Kristin Mickan at
B47/487-3245: fax 847/526-4841;
email: keistin.lyons@acresgroup.com

LANDSCAPE EMPLOYMENT
OPPORTUNITIES
Wheart's Lawn and Custom Landscape, a premicre
residential landscape firm in Northern Virginia since
1978, has positions available for Sales and Landscape
Managers. Interested candidates should have strong
leadership skills, industry knowledge and a desire to
make a difference.
Wheat's offers:
* Health insurance
* Advancement opportunities
= 401(k) and profit sharing
* Compertitive salary

* Great \V(ll"k environment

For confidential consideration, please mail, fax or email
_Vl)ll’ resume to:
8620 Park St., Vienna, VA 22180
Fax: 703/641-4792
Email: wheats@wheats.com

www.wheats.com

SALES REPS NEEDED

Arborbrace West (www.treestaking.com) is look-
ing for enth ic green i y experienced
people to rep its tree staking line in CA, AZ
and NV. If you are looking to earn extra income
with this commission only opportunity, please fax
or email your resume to 415/454-8849 or e-mail
epivnik@pacbell.net.

wwaawnandhndscape.com

april 2005
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HELP WANTED

EXCITING OPPORTUNITIES
GENERAL/OPERATIONS MANAGER
LANDSCAPE DESIGNER
Neave Landscaping is a growing full service firm
in Wappingers Falls, New York, We have been
providing quality landscape design/build construc-
tion, Property Management, Commercial Snow and
I Management, Holiday Decorating & Irrigation
services in the Hudson Valley & surrounding
counties since 1973,

We're looking for an extraordinary individual 10
manage a 3.5-4 million dollar Production opera-
tion. Interested, qualified candidates should have a
minimum of 10 years management experience in a
landscape or construction related field. The success-
ful candidare should be innovative and organized,
with excellent ¢ ication, team building, and
people skills. We offer competitive salary and benefit
package, along with performance-based bonuses.

Please send resumes to
kneave@ncavelandscaping.com

HELP WANTED

Looking For Someplace To
Plant Your Roots?
Our Family owned quality focus Full Service Landscape
visionary company has a 40+ year track record of
increasing growth, visibility, opportunity, and profis.
We have a strong culture rooted in trust, integrity,
professionalism and excellence. As a Co., we make it
a point to use good judgement, fairness, and common
sense to meet our challenges.

Michael Bellantoni Inc. is a 40-year-old company
experiencing strong growth, creating the need for:

* Hardscape Division Managers

* Landscape/Maintenance Project Managers

* Commercial Applicators

* lrrigation Project Manager

= Landscape/Maintenance Forepersons

We are secking a Landscape Professional who enjoys
hands on problem solving, a high-energy work environ-
ment, and pleasing customers. The ideal candidate hasa
solid work ethic, proven leadership abilities, productive
years of industry experience and technical competency,
strong communication ability and a service mind set.

If you've got what it takes, we'll provide the rest:
* Medical
* Simple IRA
* Vacation
* Family Atmosphere
* Awcsome Learning Porential

If you're committed, dependable, and want o join
an organization you can be proud of, wed like to
alk to you.

Fax or send resume:

Michael Bellantoni Inc.

121 Lafayette Ave.

White Plains, NY 10603
Fax: 914/948-6473

At MBI, Equal talent will always get
equal opportunity
DFWP

HELP WANTED

Philadelphia Area — Sales position: full service land-
scape company secking Salesperson 1o sell all services,
focus on Lawn Care. Salary, commission, benefits,
Call or fax resume: David Brothers Landscape Services
610/584-1550, fax 610/584-8815.

HELP WANTED

SALES POSITION: Must have strong ties to industry
and afffuent commercial clientele. Salary, commissions
and benefits. Greenscape Inc. provides landscape main-
tenance, site development, tree services, irrigation and
snow removal throughout the tri-state area. Fax resume
to 856/321-0105 Phone 856/667-5296.

HELP WANTED

Regional Manager Position
Nawralawn of America is seeking qualified professionals
for the position of Regional Manager. We currently have
71 franchise locations across the Unired States, and will
be expanding our operations in 2005. This is an excel-
lent management opportunity for a highly motivated
professional with a strong management background.
We offer an excellent compensation package, bonus
incentives, company vehicle and a complete benefits
package. Relocation ro the corporate offices, located in
beautiful Frederick, MD), is required, Email your resume
to resume@nl-amer.com.

LANDSCAPE MANAGEMENT

THE BRICKMAN GROUP, LTD.
Carcers in landscape management available in: Califor-
nia, Colorado, Connecticut, Delaware, Florida, Georgia,
inois, Indiana, Maryland, Massachusetts, Minnesota,
Missouri, New Jersey, New York, North Carolina,
Ohio, Pennsylvania, South Carolina, Tennessee, Texas,
Virginia, Wisconsin. Fax: 240/683-2030.

E-mail: jobs@brickmangroup.com

Web site: www.brickmangroup.com

Insurance

COMMERCIAL INSURANCE
FOR THE 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:

Snow Removal

Right of Way

Holiday Lighting

lerig. Install./Serv.

Mowing & Maint.

Installation
Renovation
Fertilization
Herb./Pest, App.
Tree & Shrub Serv.
Spill Clean Up
Contact one of our Green Industry
Specialists for a quote at
1-800/886-2398 or hy fax at
1-614/221-2203
M.EP. INSURANCE AGENCY, INC.
rick@mipinsure.com
www.mfpinsure.com

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

INDUSTRY WEB SITES

PlantSearchOnline.com

Where professionals search for plants. The largest di-
rectory of wholesale plants and nurseries in the USA.
Over 19,000 varieties, at over 1,900 nurseries in over
45 stares.

Landscape Equipment

TREE STAKES
Doweled Lodgepole Pine
CCA Pressure Treated

2" Diameter, Various Lengths
Economical, Strong and Arrractive
Phone: 800/238-6540
Fax: 509/238-4695
JASPER ENTERPRISES, INC,
We ship nationwide.

Web site: wwwi jasper-inc.com

Web Designers

eb Design, Brochures, Logos, Lettering and Printing
Services for Landscapers. Your single source for mar-
keting your landscape business. Samples online: www.
landscapermarketing.com or call 888/28-DSIGN.

www.bigcreekdesigns.com

Professional web sites strategically customized to fit
your specific Green Industry needs.

Increase your visibility today....

sales@higereckdesigns.com
216/310-2789

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 legal seasonal workers
from Mexico. We wade through the paperwork for you
to provide workers to your door. 90 day guarantee. Call
210/695-1648 or www.head-honchos.com.

lawn & landscape apri| 2005
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Blower Truck Stuck?

Save thousands of dollars on new
and rebuilt Series 3, 4 and 5 feeders,
auxiliary feeders, screw augers .md
parts direct from the OEM!

Call or email Robert Breaux at PMM.
robertb@premach.com
800-722-9841
Or visit us at: ww\v.prvmnch.ann

Precision Machine and Manufacturing, Inc

Lighting

ngtwa[e

Download a free demo of
the software everyone is
talking about!
www.wintac.net

Or call 24 hours for a free demo CD

1-800-724-7899 ext

TRC

 Unlimited Customers & Locations e Print Proposals, Invoices, Work
« 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

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

Orders, Statements, Purchase

Orders, Reports, Labels. Even

design your own forms in Word
« Full Accounting: G/L, AR, AP,

Payroll, Checking, Inventory,
Financial Reports and Graphs

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

JOIN THE FASTEST
GROWING INDUSTRY!

:NIU)

DISTRIBURTORSHIPS AVAILABLE!

1-888-200-5131

Largest & Fastest Growing
Pioneer /'nﬁfhe /ndusfry

.z ‘;;gg-

¥

Holiday Lighting
Keep £Employees Year Round,
¥ 1w Wy

-

Landscape Lighting
Offer High-Margin Services

Iraining Marketing

Supplies  Support

Over 40 States & Conada

m T\'ml’a\n
DECOR

www.thedecorgroup.com

1-800-687-9551

0 locations in 47

Phone Center Software

.\\'\'('l '4‘[!:(‘[ 1o L<l“ 4 customer l\.ll ‘ or I“‘v(' J”(‘(hl'f
aller ID o track all

incoming phone calls into a database. Schedule ap

phum‘ message! Works with €

pointments with easy-to-use drag and drop calendar
Route appointments with MS MapPoint. Synchronize
customer information o QuickBooks! View demo at

www. PhoneCenterSoftware.com or call

Tree Management Systems, Inc ar 800/933-1955

Scheduling & Landscape Maintenance
Estimating Software
Unlimited customer accounts
Quality Software ar affordable prices
Starting at $199.00
WHY PAY TOO MUCH?
www.BrokenLegSoftware.com
www. LandscapersForum.com
919/732-6791

GROUNDSKEEPER PRO

Warehousing

Thisd party warchousing company located in Adanta,

GA specializing in the Green Industry. Lec KDL help
lower your warchousing and shipping cost while offering
your east coast customers same day service, 404/344

4187 or KDlIncorporated@aol.com

WWW. .’;wnan(“anascap(‘ com
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mailto:robertb@premach.com
http://www.premach.com
http://www.wintac.net
http://www.PhoneCenterSoftware.com
http://www.BrokenLegSoftware.com
http://www.LandscapersForum.com
http://www.ihedecorgroup.com
mailto:KDIIncorporated@aol.com

= The Payroll Evolution at

176

Nature Scapes

ature Scapes, a full-service landscape
company, recently began its 22 year
in the metropolitan /\ll.mm market.

We employ just over 150 people during the
peak season and most of our work, including
landscape design and installation, irrigation
and drainage, horticultural and arbor services
is related to landscape maintenance in multi-
family residential and commercial markets.

With alarge staffofboth full-time and part-
time employees, Nature Scapes has managed
payroll in-house for more than 20 years. Most
of the advantages in doing so were perceived
ones: Closer handling of cash-flow, better job
costing, more flexibility in processing — if you
made errors, you had more time to go back
and correct them.

In 2003, with a three-person administra-
tive staff (one of which was facing maternity
leave) and several challenges associated with
processing W-2 forms, our company decided
it was a good time to outsource payroll begin-
ning in early 2004, Our Accounting Manager

Susan Brown explained that, although payroll
was never a full-time job for any one person,
facing that personnel shortage provided ample
motivation to look at payroll companies.
Additionally, Susan and the rest of the
management staff recognized payroll out-
sourcing as a way to relieve stress associated
with the company payday, which comes every
other Thursday. Everything from softwareand
check-printing failures to check and rax-filing
errors and their accompanying penalties had
come up in the past, and having a professional
company handle payroll could alleviate that.
Inoursearch foratrustworthy company, we
interviewed the two largest payroll handlersin
the countryand selected the one thatseemed to
be the most service-oriented. Susan notes that
part of our search involved finding a firm that
could handle the size of our company and also
checking references of companies the payroll
firm already works with. Representarives from
the company came to the Nature Scapes of-
fices for about half a day to train Susan and

1. Evaluate the status of your in-house payroll system to identify inefficiencies and
stressful management details.

2. Interview multiple payroll companies to find one that offers services best suited to
your company.

3. Work one-on-one with representatives from the payroll company for a day or so to
train necessary staff on new payroll software.

4. Purchase a new time clock, if necessary, that ties into the software provided by the

payroll firm. Ensure that all employees know how to use the time clock correctly so
payroll is accurate.

5. Avoid errors by reviewing and verifying wages and deductions before transmitting
data to the payroll company for processing.
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Narncy Allen, director of

business developme

another member of our administrative staffon
how to use the new software and process the
payroll information. Prior to this meeting, we

had provided the payroll company with all of

ouremployees’ information, including names,
addresses and pay rates, which they entered
into the system for us. Because the software

AR

was easy to use and already included all of our
employees’ information, the learning curve for
the new program was small,

The changeover process from in-house to
out-of-house payroll was relatively simple, but

took some adjustmentsover the firstcouple of

pay periods. Initially, we provided the payroll
service with a report showing each employee’s
year-to-date balance. The new pay-period
information was put in and the checks were
run. While Susan remembers dealing with
differences in how withholdings were calcu-
lated, by the second pay-period, everything
was worked out. For most employees, she

said, the change-over was a non-event and
paychecks arrived on time.

When Nature Scapes handled its own
payroll, the accounting process started on
Monday with all the time information for
the pay period entered into the computer
from paper time sheets. Checks usually were
ready to be run by Wednesday,
which didn’t account for time
spent reloading information if
the computer crashed, having
to replace ink cartridges in the
printer or stuffing envelopes.
Come tax time, it also took
several weeks to properly sort
out W-2 information.

Now, we have a new time
clock linked to the payroll soft-
ware. Qur crew supervisors still
keep time sheets for their crews,
which we use as a check against
the computerized system. This
helps us sport errors and track
information, such as vacation
time, sick days or days when an
employee forgets to clock out.
Once the payroll calculations
are made, one withdrawal is
made from the payroll account
to cover all costs for that pay
period, including tax deposits.
Payroll checks are delivered to
the office the next day with
the checks already signed, in
envelopes and ready for dis-
tribution.

Our payroll company as-
sesses a per-check fee for their
services. For Nature Scapes,
the cost is about $250 per
pay period. The fee includes
everything from processing the
checks to handling tax deposits

and W-2 forms. Susan notes
that when you consider the cost of missing
a federal tax deposit or making other errors,
the monthly cost to outsource payroll is well
worth it. Likewise, even over just one year,
outsourcing has resulted in more accurate
payroll and W-2 reporting, eliminared late
filing of payroll tax deposits, provided em-
ployees with additional benefits like direct
deposit, hasn't interfered with job costing
and resulted in less activity in the payroll
account. With the reduced stress in the office,
our administrative staff has become more
productive and employees are even more

satisfied come payday. - Rick Barnes .

WWW. awnandiand'.cape com
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Web Address

Company Name

Web Address

Absolute Innovations
Amencan Isuzu
American Lubricating
The Amencan Red Cross
American Roll-Off
Anens/Gravely

Arvesta Comp.

ATl Corp

Ball Horticuliural Co.
Barenbrug USA

Bayer Ervronmental Scoence
Bell Laboratories

Blue Yellow

Bobcat

Briges & Stratton

Bucks Fabric atng

C8S Turd Care

Carl Black GMC

Carson Industnes
Caterpillar

Chemical Containers
Cleary Chermcal

DIG Corp

Ditch Witch

Dixie Chopper

Dixon Industries

Dow AgroSciences
Drafix

Dupont

Earthway Products

Easy Lawn...

Echo.

Ewing Irrigation ..
Exmark

EZ Trench

Ferris Industries

Fnn Comp

First Products

Flail Master

FMC

Ford A

Frog Lights

Frontier Equipment
Grasshopper

Great Dane ..

Gregson Clark

Grouser Products
Hunter industries
Husqvarma

Hustler Turf Equipment
Import Transmisson Factory
include Software
Integrated BioControl Systerms
}J. Mauget

john Deere Construction
John Deere Commercal
John Deere Gator

P Horizons

[RCO.

Kawasalki Motors

www.absolutemnnovabons. net
WWWLISLIZUCY.COMmM
www.americaniubricating.com

WWW.IedCross.org

Kelley Commerdaal Truck Centerwwaw. stzutruckcenter.com

Kichler Lighting

www amencanroliof .com 66
waww.gravely.com 180
www.arvesta.com
WWW. preseederncom 44
www.ballhort.com 73-74.99...
wwav barusa.com. 137...
www bayerprocentral.com . 3,12-13,152.153*
www,belllabs com .65,
wvew blueyeliowpro.com, 133
www.bobcat.com 83
v commercialpower.com 121
www.bucksfab.com 88
www.csturfequip.com 58
www.cariblack.com, 149
www.carsonind.com o4
www.cat.com «51-56
76
www.clearychemical.com 103
waww.digcorp.com .. 112
weww.ditchwitch.com 141
vaww.dixiechopper.com .. IS
www. dixon- ZAncom 130
www, dowagro.comtur 27.118-119%,145
www, drafiy com ., 155
www, proproducts.dupont.com ¥ g
waww. earthway.oom .. 26
WAWW.EaSYlawn.Com 66
vwww.echo-usi.com 139
www.ewing | .com 162
W exrnark.com 9
www.eztrench.com 82
www ferrsindustnes.com 97
wwwifinncorp com .. 100
www. | stproducts.com 161
www flalimaster.com. .82
v, pestsolutions fme.com. 45,95
www.ford.com 22-23
www.frog-lights.com 50
voww. buyfrontier.com 142
WWW,2rasshOpPerTmOwWer,com 79
WA Sreatdanemowers.com 33
v gregsonclar.com 144
W.Brouser.com 120
www. hunterindustries.com 109
veww husQuarma.com 13
voaw hustierturfequipment . com 81
wwawvimportiransmissionfactory.com 30
wwwiinclude com 80
www.goodbug-shop.com 158
WWW.Mauet.com 93
www skidsteer.com 57
WAWW.ITIOWDIO .COmM 19
wwwi.deere.com 25
www.jphorizons.com 28-29
VAWW, Jr COMNC.COMm 66
WAV KWDOWT.Com 78
131
www. kichler.com S8

136
I

86

131%,149%,153*

34350

w107
85
62

42
133
28
32
49.75
. 108

41
102
59
9
65

118
40

51
8l
86
410
15

3
21

20
A3
109
129
13
57
73
76
126

Landscapeleads.com
Lebanon Turd
Lehman Mg
LESCO

Line-Ward

Uittle Wonder
Loegenng Mig...

LR Nelson

Marsan Turf Irmigation
Maruyama

Massey Ferguson

Monsanto ,

MTD Pro

Mulch Mule.........
Neely Coble......
Nufarm Turf & Specialty
Okdham Chemical Co
Pace American

PBI Gordon

Perrma Green,...
Poneer Cover-All

Plant Health Care
Pro-Tech

Prolawn.....

Proma Prnting ...
Quality Damond Tools
Rain Bird

Ramrod Equipment.....
Reading Truck Body........
Red Max

RND Sigrs

Rota Dairon Emrex
SePRO

Sensible Software.......,
Shindaiwa
SnowpusherParts, com
Stihi , -
Syngenta Professional Products
Tanaka .........

THM Scentific,

Tilton Equipment

Toro

Tree Tech Microinjection
Tuflex Mfg.

Turbo Tt

Tygar Mig

United Spray Systemns
Vermeer Mfg,
Versa-Lok

Visual Impact imaging
Walker Mig

Walla Walla Sprinkler
Wells Cargo

Weisburger Insurance Brok

Westheffer
Whright Mig.

Yazoo/Kees

- www.loegening.com..,

www landscapeleads.com
www.lebturf. com

www, lic-equipment.com
www.lesco.com

www ineward . com

www littlewonder.com

www.imelson.com
wwawsprinklersdless.com

o WAWWITRIUYSME-Us.Ccom
« Www.masseylerguson,com.
Middle Georga Freightliner ......

www, gatrucks,com
WWW.MONSato.com

www. mitdproducts.com

. www.mulchmule com

L wwwoneelycoble.com

www.turfus.nufarm.com
www.oldhamchem.com

WWW, paceamencan.com

. www pbigordon.com

www.nde-onspreader.com

. www ploneercoverall.com ..

vww.planthealthcare.com

wWw snopusher.com

. www prolawnsprayshields.com

WWW. DIOMOPINtINERroup.com
www.qualitydiamondtools.com
www.rinbird. com

WWW.EAMIOdeguIp.com...

< www readingbody, com

« WWwW redmax, com

www.RINDsigne.com
www.mge-dairon.com

WWW.SEErO.com

< www.dlip.com,,

www.shindaiwa. com

VAW SNOWPUShErDRrS.COM. viiiiinriins
. wwwstihiusa.com
www syngentaprofessionalproducts.com

Wy tiinaka-ism.com

- www teietrac net

www.thmsoentific.com
www.titonequipment.com.
WWW.TOrQ, O oiioies
www.treetech net

v tuflexmig.com

www. turboturt.com
www.tygarmig.com
WWAW.DUgpage.com

VAW VEITIEST.CoMm

W versa-ok. com

wwaw, visualimpactimaging.com
www, walkermowers.com
VANWMDIOTAtON.Com

voww wellscargo . com
www weshurger.com
www, westheffer.com
wwawvwrightmip.com

WAWW. YATOOKEES com

6 50
559 11.39
7 45
41 3
26
154
126
162
135.. 106
Lo S 7 4
125 w94
1320130
B T
39 30
161 127
143* w12
17,105 16,82
102 80
98 74
319,101,129 25687898
—ry g (IRREER,
. 148 116
v AR /-
94. 70
120 |
102 79
160... 125
7,115 12,89
22 93
..... 7 ey 98
127.. 97
134........103
135. 105
87,63
30 e dD
X PN
b6 .54
47-49 34
68.69
w E58L e 123
[ INGosvne L |
{0 o Rwmey 7 4
114............88
y SRR 11 )
9% 72
196 14
148 "7
86. 61
134 104
24 8
147 15
26,88 20.64
&7 46
110 .84
165 131
167 101
154 119
89 66
179 132

¢ Denotes regional advertising. This listing prowided as a courtesy to Lawn & Landscape advertisers
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http://www.redcross.org
http://www.bayerprocentral.com
http://www.dowagro.comAurf
http://www.pbigordon.com
http://www.syngentaprofessionalproducts.com

IT’S TIME TO SWITCH

TO BLUEBIRD’S NEW LANDSCAPE EDGER OR CABLE LAYER.

VERSATILE AND PROFITABLE
FOR YOUR LANDSCAPING BUSINESS.

That's right, get two for one! The BedBug is the only tool you'll
need to design beautiful landscapes. Add the optional
CableLayer kit and switch to a new function in a matter of
minutes! The Landscape Edger creates attractive curved or
straight edged landscape beds while the CableLayer trenches,
buries and backfills pet fence or landscape lighting wire in one
fast easy operation. The BedBug is powerful, comfortable,
transportable, stable, easy to use and simple to maintain.

It's Time To Switch!
Bsci}g_gg

SUPERIOR STABILITY
AND AMAZING
MANEUVERABILITY

POWERFUL

PERFORMANCE

CONVENIENT
CONTROLS

SIMPLE EASY
MAINTENANCE TRANSPORT

Watch a video demonstration of the BedBug at

www.bluebirdintl.com or call 1-800-808-BIRD. e BLUEB.RD

USE READER SERVICE # 132


http://www.bluebirdintl.com

What Kind of People
Own a Gravely?

’

§ Semi -
s 2607 features: s, °
14-galion fuel tank
Hydrostatic drive system
60" culting width
Powerful 27 HP engine

Maintenance-free
Gravely XL Spindles™
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t's the kind of folks who aren't afraid to get their hands dirty
and thrive on an honest, hard day’s work. The kind who settle
for nothing less than rock-solid machines that handle the
harshest of jobs without a hitch. The kind who appreciate a
hard-working partner willing to sweat it out with-them — a
partner like Gravely — who will better their business savvy,
slash downtime, help hoist their business to a higher level
and hike up their bottom line.

www.gravely.com « 1-800-472-8359

USE READER SERVICE # 133 \



http://www.gravely.com

