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Introducing the Toro Z500 Series. Finally, a mower you can fine-tune to 

conquer any condition. Its new T U R B O FORCE™ deck features a unique no tools 

adjustable front baffle. Open it wide to conserve power and increase mowing speed. 

Close it down for micro-sized particles and maximum discharge velocity. Or choose the 

perfect in-between setting in just seconds. Rugged? All Z500 Series decks have 5.5" deep, 

high-strength, 7-gauge steel construction top to bottom. Plus the industry's largest 

cast iron spindle assembly with tapered roller bearings. To learn more, contact your 

Toro landscape contractor equipment dealer or visit toroZ500.com. 



Cover Your Landscape With 

AngelMist Angelonia O & 
Purple Lady Iresine > 

Easy Wave Spreading Petunia O Fiesta™ Double Impatiens * 

Fantasia Zonal Geranium O Magilla™ Perilla # O Titan™ Fi Vinca O 

Landscapes present endless possibilities and Ball offers a wide 
range of varieties to suit your needs. Our line-up is packed with 
high-performance plants to provide your customers with color 
that will make an impact throughout the season... and more 

> profits for your business. Contact 
' to find a supplier in your area. 

v denotes a ttaoemar* and 9 denotes.? registered frademeHTol Ball 
[Horticultural Qomneny ia*e US It may be tegisteretf in o'.ber countries 
EASY WAVE and TiDAL WAVE are ^aistered trademarks »1 and bredVj V 
By Kinn Brewery Co. Ltd. 
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Cover Story -
What Your Customers 
Really Think 

We asked your residential and commercial 

clients for their industry perceptions. 

Breakthrough Series — 
A Direct Hit 
Attract new clients and boost client retention with 

proven direct mail marketing techniques. 

Best Of Web — 
Standing Out 
Lawn & Landscape Online Message Board users 

discuss ways small to mid-sized lawn care companies 

can compete with larger operations for new clients. 

Play It Safe 
Even in a business where time is money; mower 

manufacturers and contractors stress the importance of 

spending some of that time on boosting field safety. 

Nip it Before the Bud 
Effective preemergent herbicide programs can raise 

customer satisfaction and reduce labor costs later in 

the season by targeting weeds early. 

The Partnership Pipeline 
Irrigation contractors can get the most out of 

dealers by forming solid relationships and 

knowing their inventory requirements. 

Small Wonders 
By using the right attachments for compact 

skid steers, a daunting task can become a dream. 

Green Side Up 
To lay sod there are a few tricks of the trade that 

allow contractors a smooth and profitable service. 
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Water. It s what keeps the world 

alive. As the world s largest manu-

facturer of irrigation products, we 

believe it is our responsibility to 

develop technologies that use 

water efficiently. Over the past 

seven decades, our pioneering 

efforts have resulted in more than 

130 patents. From central control 

systems and automatic shut off 

devices to pressure regulating 

components and low volume drip 

irrigation, Rain Bird designs 

products that use water wisely. 

And our commitment extends 

beyond products to education, 

training and services for our 

industry and our communities. 

The need to conserve water has 
never been greater. We want to 
do even more, and with your help, 
we can. Visit www.rainbird.com 
for more information about The 
Intelligent Use of Water.™ 

Rain^Bird 
© 2005 Rain Bird Corporation 

www.rainbird.com Periodical Reading Room 
DO NOT CIRCULATE 

http://www.rainbird.com
http://www.rainbird.com
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Battling Back 
Tree care companies are using newer methods to combat 

an old enemy. Here, contractors and pesticide manu-

facturers share some more recent developments in pest 

control. 

Paradise Restored 
When a hurricane ravaged Bermuda in 2003, Jeff Sousa 

and his crew picked up the pieces to restore the Fairmont 

Southampton to its full glory. 

Product Spotlight — 
On Holey Ground 
Even well-fertilized turf cannot survive if its roots are 

suffocated. Take a look at the products on these pages to 

find an aerator that will open up clients lawns and let 

the turf breathe free. 

Product Spotlight — 
Turf Boosters 
Fertilizer is a lawn care essential. Keep your clients' 

lawns dense and green with these professional fertilizer 

products. 

Product Spotlight — 
Slow & Steady 
Plant growth regulators are problem-solving products 

for unique sites, such as highway medians. Consider 

these PGRs when slower, steadier growth can make your 

maintenance work easier. 
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What does MESA look like? If you'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 

Practical Innovation available only from 

LebanonTurf. Each dark blue granule 

combines ammonium sulfate for fast 

response and great color, with our MethEx 

Extended-release MESA 

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 ammonium sulfate 

and methylene urea in a single slow release 

homogeneous granule. So, if it's not blue 

it's not 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 

code LL2025. 
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greens faster and lasts longer than SCU. 

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

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


With more lawn and landscape companies coming into the market all the time, 
how do you stand out from the competit ion? Th i s questions is especially 
important when you consider the resources that large companies can put into 
marketing and deal making, compared to small businesses often limited bud-

gets. Lawn & Landscape Onl ine Message Board users recently tackled this issue, sharing ideas o f 
how they make their companies stand out from the crowd. Check out this m o n t h s Best of the Web 
feature to find out what was discussed and then visit the Message Board to follow up with other 
questions or add your own thoughts. 

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

Industry Events 
A comprehensive list of conferences, trade shows 
and seminars for the landscape professional. 
www. lawnandlandscape. com!events 

Business Forms 
A diverse collection of forms to help you run your 
landscape business more effectively. 
www. lawnandlandscape. com!tools 

Lawn & Landscape Online Sweepstakes! 
hey say it takes money to make money, and when it comes to running a 
business, regularly shelling out for new equipment , materials, office 
supplies and more comes with the territory. 

Thankfully, there are ways to get the products and equipment you need 
without having to open your wallet. Each month, Lawn & Landscape partners 
with an industry supplier to bring you hundreds - or even thousands - o f dollars 
worth o f great prizes in our Lawn & Landscape Onl ine Sweepstakes. From new 
trimmers and other hand-held equipment to cases o f lawn a r e application 
products to hardscaping materials, great products that you use every day a n be 
yours for free just by visiting Lawn & Landscape Online! 

To enter this m o n t h s Onl ine Sweepstakes for a chance to win a light-
ing package from Frog Lights, visit Lawn & Landscape Onl ine today! S imply 
click the link on the right hand side o f the page that says Lawn & Landscape 
Sweepstakes and you'll be redirected to the quick contest entry form. O n c e the 
monthly sweepstakes is closed, Lawn & Landscape will notify the randomly 
chosen winner o f his or her prize, followed by an announcement in an article on 
Lawn & Landscape Online. If you're still thinking, MI never win anything," just 
remember that almost every Onl ine Sweepstakes winner tells us the same thing! 

Learn more about direct mail marketing tactics in our February Onl ine Extras section. 
Also be sure to visit the Lawn & Landscape Onl ine Message Board to share the experi-
ences you've had with direct mail and other forms o f marketing at your company. 

This issue o f Lawn & Landscape s h o w a s e s a renovation project by Sousa's Landscape 
Management in Bermuda. See more before-and-after photos o f the Fairmont 
Southampton resort, which they restored after Flurricane Fabian ravaged the island. 

Thi s month's Product Spotlight sections o f Lawn & Landscape magazine focused on 
fertilizers, aerators and plant growth regulators. Check the Products section o f Lawn & 
Landscape Onl ine for more products in these a t e g o r i e s and other products you can use to 
to help you grow your lawn care and l a n d s a p e business. 

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

Industry Links 
A user-friendly index of the green industry, contaii 
ing categorized information about contractors, 
dealers and suppliers. 
www. lawnandlandscape. com!links 

Associations 
An easy-to-navigate directory of local, state, nation 
and international industry associations. 
www. lawnandlandscape. com!associations 

Product Directory 
A growing compilation of industry products, com-
plete with photos and contact information 
www. lawnandlandscape. com!product 

Marketplaces 
An interactive listing of manufacturers and supplier 
www. lawnandlandscape. com!marketplace 

Online Store 
A one-stop shop for industry-related books, etc. 
www. lawnandlandscape. com!store 
(GIE Media has decided to support reliefefforts for the victims of the 
Tsunami in Asia. While we feel strongly in this cause, we realize your choit 
may not reflect ours. Upon your request, we can contribute 10% of our ref 
enue from your online book order to Habitat for Humanity's Asia Tsunam 
Response Fund If you wish your sales to be included with this effort, please 
enter HABITAT in the promotional code box when placing your order.) 



VTRIPLETlow Odor 
Now, you can control weeds and enjoy your lawn at the same time - thanks 
to Triplet0" Low Odor herbicide. 

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

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

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

l \ 
Nufarm 
Turf & Specialty 
Home of Riverdale Brands 
Phone: 800.345.3330 
www.turf.us.nufarm.com 

http://www.turf.us.nufarm.com
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Making Change 

This issue debuts a new design for Lawn & Landscape. The challenge 
in redesigning a magazine that already enjoys a strong following is to 
make improvements without screwing anything up. Readers have a 

relationship with their favorite magazines and you want to find the informa-
tion you expect in about the same place in the magazine every month. 

Our redesign goals were to make Lawn & Landscape a little easier on 
the eyes and to give you a more logical presentation of the information. 
To do this we've created some new editorial departments, such as "Lessons 
Learned" and "Business Opportunities", and split out the "Market Update" 
department from the general "Industry News" department. We have not 
made any changes just for the sake of change. 

The commitment to help you succeed in business remains. We have 
reached our 25th year of industry service mark this year. The key to our 
past success has been to focus on helping you achieve yours. That focus 
will continue and I welcome any comments, suggestions or ideas you have 
to improve the magazine at rstanley@gie.net or at (216) 961-4130. 

This issue also features a first-ever research-based report on consumer 
perceptions about maintenance of their green spaces and professional 
lawn and landscape companies. We've wanted to investigate and report in 
more depth about the market from the buyers' perspective for some time, 
so when Kohler decided to sponsor this research we contracted the job to 
a national online research firm that specializes in doing consumer studies 
for Fortune 500 companies. The research report inside this issue provides 
useful insight on what buyers and prospects are thinking today, and equally 
important it will serve as the benchmark to track future trends. 

Our consumer research supports very positive predictions for future 
industry growth. The total potential customer base is still largely untapped 
and, coupled with the aging of the Baby Boomer generation, an increasing 
number of homeowners will hire professional help in the coming years. 
Another favorable trend is the investment of homeowners and businesses 
in their properties and the continued rise in property values that helps to 
justify the investment. 

As we begin our 25th year of industry service we look for continued 
success for the magazine and the industry, but also pause to take into 
consideration others less fortunate. Last year's series of hurricanes in the 
southeastern United States, and the recent tragedy in the Pacific, underline 
the need to count our blessings and help those in need. GIE Media has 
made a corporate commitment to help survivors in the Pacific, and we 
have offered to run public service advertisements at no cost for a number 
of deserving charities in 2005. We are also reporting on the generousity 
of many contractors and industry suppliers toward the relief efforts. The 
lawn and landscape industry is a vital factor in our nation and world, and 
if the past 25 years are any indication, the best is yet to come. We look 
forward to working with you to shape that exciting future. 
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Powerful enough to cut just about anything. 
Including your operating costs. 
This isn't just some wimpy 4-stroke. This is the revolutionary 4-MIX? And it's 
the muscle behind a full line of landscaping equipment that's capable of slicing 
your overhead to pieces. Unlike other 4-stroke engines, the 4-MIX runs on 
a 50:1 fuel mixture, and actually puts out more horsepower and torque than a 
conventional 2-stroke of equal size, while weighing far less than a conventional 
4-stroke. It's also highly fuel efficient, exceptionally durable, and clean enough 
to beat 2005 EPA emissions standards without breaking a sweat. So you can 
work faster. And strengthen your bottom line. Are you ready for a STIHL? 
1 800 GO STIHL • www.stihlusa.com 
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STIHL 

http://www.stihlusa.com


can put your picture on your business cards, 
pen an article on landscaping for the local 
newspaper, serve on the board of the chamber 
of commerce, and offer lawn tips on local TV. 
The brand starts to take shape and after a few 
years of complementary marketing initiatives 
- a newsletter, direct mail postcards, job site 
signs, and, most of all, jobs well done - people 
begin to recognize you and frequently ask, 
"Are you Mrs. Donovan the landscaper?" If 
you had chosen not to use your own name, 
you'd have missed out on all of these wonderful 
opportunities to reinforce your brand. 

When you put your last name on the door, 
people take notice. In my experience, people 
who hire landscapers like to do business with 
the owner; using your last name says you stand 
behind your work. Look around at the suc-
cessful companies in your area and chances are 
you'll find that many of them are named after 
the owner. This is not a coincidence. This is 
because the owner personifies the company and 
the owner makes a company successful. 

Now let's talk about a slogan for your firm. 
Create one that leads clients and prospects 
to take notice. For example, Target's slogan 
- "Expect more. Pay Less" - manages to convey 
in four words exactly what customers get from 
shopping there. Mark Baker fromTurfmaster's 
in Fort Wayne, Ind., has an excellent slogan 
too: "Green grass, great service." It's simple, 
it communicates what the company is about, 
and the alliteration makes it memorable. Look 
at what your clients have come to expect from 
your firm and build a slogan around that. Ask 
your team for ideas. Once you come up with 
a few, send them around to other experts 
and ask them what they think. There are also 
consultants and firms that specialize in creating 
names and slogans for companies struggling to 
find an identity; you might want to consider 
seeking their help. LL 

One of the most important components 
in a company's marketing strategy is its 

name. Choose it once and choose it well. 
First, make certain you do not select a 

name that another company is using or has 
the legal rights to. Ask your attorney to do 
a search for you to make certain you are 
permitted to use the name you have chosen. 
If you are, legally register it and any slogans 
you wish to use with it to prevent anyone else 
from stealing them. 

Choose a name that clearly and succinctly 
conveys what you do and is easy to remember. 
Let's say you're considering naming your 
company The Green Co. Sounds simple 
and succinct, and maybe even suggestive 
of landscaping. But if people were to see 
this name splashed on the side of a vehicle 
parked in their neighborhood, would they 
know what services your company provides? 
Not necessarily. They might think Green is 
a family name and that The Green Co. is a 
construction or delivery or extermination 
business. And you might be missing out on 
a great marketing opportunity. 

It's true that there are remarkably success-
ful companies whose names do not convey 
what they do - Amazon, Monster.com and 
Yahoo come to mind. These companies can 
also spend enormous amounts of money on 
national advertising to communicate what 
they're about. But we're landscapers and we're 
generally competing locally. We don't have 
large advertising budgets. We need potential 
customers to see our names and immediately 
know what we do. 

Now let's say your name is Mrs. Donovan 
and you name your company Donovan's 
Landscaping Co. Your company's name is 
simple, succinct, and it communicates what 
you do. What's more, you can now build 
your brand around your own persona. You 

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. 

m a rt M r u nd e r 

http://www.martygrunder.com
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Spurge, knotweed and clover are no match for the 
ppwer of new Surged 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 gour business this gear! 

f Energized with Sulfentrazone 

f Warm Weather Weed Control 

f Reduces Call-Backs 

f Rain-Fast in Just 6 Hours 

f Designed for Residential 
and Commercial Turf 

f Low Odor 
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Spring into Action 

For parts of the country, only a few weeks 
remain before spring cleanups begin. 

Because this work can be substantial, this is 
an area that can eat up a labor budget quickly 
and you can find yourself behind the eight 
ball before you know it. 

The safest way to provide this service is to 
never give the client a contractual price but, 
instead, offer a per-labor-hour rate, including 
equipment. Using this approach, you are as-
sured to not lose money. On the other hand, 
it is often times difficult to "sell" a client on 
this approach, as he wants to be assured you 
will meet his budget. Therefore, be sure to 
estimate sufficient labor-hours for the job and 
add another 10 percent at the minimum to 
cover unforeseen circumstances. 

When planning for spring cleanups, con-
sider developing crews that are specialized in 
a particular function, such as sand removal. 
Another crew could arrive at a later date and 
perform the bed clean-ups and edging. A third 
crew would be your mulching crew. The client 
generally understands this type of organization 
and will not force you to perform the entire 
job at one time. With a routine function, 
your crews will become extremely efficient 
and equipment and vehicle management will 
be easier, as well. 

Also, take time now to consider the type 
of mulch your crews will be using during this 
process. With hardwood or pine bark, try us-
ing bagged mulch, not bulk, to lower overall 
costs and help you make more money. While 
its true that bagged mulch is generally more 
expensive than bulk, bagged mulch allows 
crews to distribute the material more easily 
in beds. With bulk mulch, crews often dump 
an unspecified amount in the bed and then 
spread it out until the next load arrives. Do-
ing this creates various thicknesses of mulch 
throughout the beds. 

With bags, one crewmember can dictate the 
mulch thickness by placing a certain number of 
bags in each bed. Another person can open bags 
and begin to spread the mulch, while a third 
crewmember can evenly spread the mulch with 
a rake. This process is more efficient and helps 
crews complete jobs quickly and accurately. It 
also eliminates much of the cleanup that bulk 
mulch requires and does not require a loader 
on the job site. Try using this bagged mulch 
system this spring and see if it saves you money, 
as it has for many other contractors. 

When edging plant beds, edger operators 
must be careful not to remove the turf while 
edging. I see some contractors hauling off large 
amounts of turf strips and soil, only because 
the edging got out of hand - a major cost. Still, 
look at turf areas before edging and see if you 
can alter the edges slightly to make maintenance 
easier. For instance, remove small strips of turf 
behind trees or beds to eliminate the need for 
a 21-inch mower in those tight areas. 

The most important recommendation I 
can make is to always give your crews the total 
budgeted labor hours for specific functions or 
jobs, and post those hour budgets in a public 
area. When the crews come in at the end of 
the day, have them write their actual hours on 
these sheets beside the budgeted hours. This 
rei nforces the importance of performing within 
the budgeted hours and helps you track labor 
- your biggest expense - more effectively. 

Finally, take a look at the equipment sitting 
in your shop right now and inventory your small 
tools, as well. Make sure each piece is ready to 
go for spring and consider taking the time to 
wax the paint on your riding mowers. Doing 
this can boost your crewmembers' morale and 
can help them learn to respect the equipment 
and care for it better this year. Plan and execute 
now, as your operations will run smoother when 
business starts booming in the spring, LL 

a c k m a 11 i n 
is a green industry consultant with Mattingly Consulting. He 
can be reached via e-mail at jkmattingly@comcast.net, through 
his Web site www.mattinglyconsulting.com or at 770/517-9476. 

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


[mark owners will strongly recommend ixmark to YOU. 

Interesting what you find nut when ynu ask ynur customers. 
Recent surveys* revealed that Exmark owners will 
stake their reputation on our brand. Now that's a 

measure of success. We look well beyond just 
gaining another MPH of transport speed or 

building a deck with a little thicker steel. 
At Exmark, we believe that ultimate product 

performance is simply the baseline from which 
to build success. To us, it's about being your 
absolute best mowing equipment partner— 

it's about the total experience you get from our 
equipment, our programs, our dealers, our resources 

and our own Customer Care Group. 

We're proud to say that mowing equipment is 
our only focus. And listening to our customers 

to continually evolve and innovate 
the Exmark Experience is what 
drives us, day in and day out. 

The next time you see a Pro in your city running 
Exmark, we encourage you to stop and ask 

about their Exmark Experience. It's time you 
expect more from your mowing equipment company. 

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

• www.exmark.com 

best-selling brand of mowing e g o i p m e nt for the landscape professional 

http://www.exmark.com


Resignation or Termination? 

to resign, then the employee is considered 
to have been constructively discharged. If 
the intolerable working conditions involve a 
protected class (race, sex, religion, age, sexual 
harassment, disability, etc.), even though the 
employee may deliver the "I resign" message, 
the separation will be treated by most courts, 
fair employment agencies and unemployment 
divisions as a discharge. Likewise, threatening 
an employee with termination if he or she 
does not resign (e.g., "You can resign now or 
be terminated.") is also considered construc-
tive discharge. 

The same legal remedies that are available 
to illegally terminated workers are available 
to constructively discharged employees. Here 
are some examples of types of actions that can 
support a claim of constructive discharge: 
1. A humiliating demotion or extreme pay cut 
2. Transfer to a position with unbearable 

working conditions or menial or degrad-
ing work 

3. Reduction in job responsibilities, particularly 
for reasons other than poor job performance 
or economic circumstances 

4. Badgering, harassment or humiliation 
5. Ignoring an employees harassment com-

plaint or failing to follow the company's 
procedure for investigating the complaint 

6. Retaliating against an employee who lodges 
a legitimate complaint of harassment 
The question of whether or not a particular 

situation or conduct is so intolerable that it 
necessitates resignation will be determined on 
a case-by-case basis and will depend upon the 
venue in which the question is being raised - the 
courts, a government agency such as the Equal 
Employment Opportunity Commission, or the 
unemployment compensation division. Re-
gardless of the venue, this new Supreme Court 
ruling reinforces an employer's obligation to 
carefully scrutinize all separations, I LL 

is president of Seawright & Associates, and she can be 
reached at 407/645-2433 or jpileggi@seawright.com. 

You're fired!" "I quit!'Two phrases that have 
been universally understood by employers 

and employees alike - until now, that is. If 
being fired is "black" and resigning is "white," 
let's call the latest form of separation that has 
re-emerged - constructive discharge -"gray." 

Generally speaking, when an employee 
quits, it is considered a "voluntary" separa-
tion of employment. The employee willfully 
decides to depart from the business, exercising 
his or her "employment at will" rights. But what 
happens when an employee feels "forced" to 
resign? In most cases, courts and government 
agencies take the position that being forced 
to resign is akin to being terminated. We call 
this "constructive discharge," and based on a 
recent U.S. Supreme Court ruling, the stakes 
are even higher when it comes to constructive 
discharge cases. 

As a result of the ruling in Pennsylvania State 
Police vs. Suders, employees who can prove 
that they were "forced" to resign (constructively 
discharged) because of sexual harassment or 
a hostile work environment can now sue 
employers under Title VII of the Civil Rights 
Act. To prove that the resignation qualifies 
under the constructive discharge doctrine, the 
employee must be able to establish that (1) he 
or she suffered harassment or discrimination 
so intolerable that a reasonable person in the 
same position would have felt compelled to 
resign, and (2) the employee's reaction to the 
workplace situation - that is, his or her decision 
to resign - was reasonable given the totality 
of the circumstances. 

A constructive discharge is typically consid-
ered to be an "involuntary" resignation. Courts 
commonly agree that an employee need not 
be told "You're fired," to prove that he or she 
was terminated. If the employee can prove that 
the working conditions were so intolerable 
that a reasonable person would be compelled 

mailto:jpileggi@seawright.com
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You can help 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


i s a s t e r 
Interested in making a donation? 

T h e following organizations are 
accepting donations for aid they or affiliates 
will provide to those affected by the 
tsunami in Asia: 

Action Against Hunger 
212/967-7800 or www.aah-usa.org 
A D R A Asia Tsunami Crisis Fund 
- 800/424-2372 or www.adra.org 
American Friends Service 
Committee 215/241 -7060 or 
www.afsc.org 

Amer ican Jewish World Service 
- 800/889-7146 or www.ajws.org 
American Red Cross International 
Response Fund - 8 O O / H E L P - N O W or 
www.redcross.org 
A m e r i C a r e s - 800/486-4357 or 
www.americares.org 
A R M D I , Israeli Red Cross Tsunami 
Emergency Fund - 866/632-2763 
Baptist World Aid 703/790-8980 or 
www.bwanet.org/bwaid 
Brother 's Brother Foundation 
-412/321-3160 or 
www.brothersbrother.org 
C A R E - 800/521 -CARE or www.care.org 
Catholic Relief Services 
877/HELP-CRS or www.catholicrelief.org 
Christ ian Children's Fund Chi ld 
Alert Fund 800/776-6767 or 
www.christianchildrensfund.org 
C h u r c h World Service 800/297-1516 
or www.churchworldservice.org 
C o n c e r n Worldwide, U.S. 
212/557-8000 or www.concemusa.org 
Direct Relief International 
805/964-4767 or www.directrelief.org 
Food for the Hungry 
800/2-HUNGERS or www.fh.org 
Episcopal Relief and Development 

- 800/334-7626 or www.er-d.org 
Habitat for Humanity International 
Asia Tsunami Response Fund 
229/924-6935 or www.habitat.org. 
Heart to Heart International 
888/800-4327 or www.hearttoheart.org 
International A id 800/968-7490 or 
www. intemationalaid .org 
International Federation of Red 
Cross and Red Crescent Societies 

41 -22-730-4222 or www.irfc.org 
International Medical Corps 
800/481 -4462 or www.imcworldwide.org 
Orthodox Christian Charit ies 
- 877/803-4622 or www.iocc.org 

Industry-Related Corporations 
Give to Tsunami Relief 

From big box companies to pesticide manufacturers 
to computer and software businesses to cell phone 
providers, many industry-related companies are of-

fering millions in cash, donations and services to help the 
victims of Dec. 26, 2004's earthquake-triggered tsunamis 
in southern Asia. These include: 

• Syngenta is donating a total of $ 100,000 to aid agencies 
in Indonesia, India, Sri Lanka and Thailand. In addition, 
the company will provide 10,000 safety kits with gloves 
and masks for the Red Cross and specific insecticides 
to reduce the risk of dengue fever spreading in affected 
regions. Syngenta says it will also work with regional and 
international agencies to contribute to additional aid initia-
tives and programs. 

• Home Depot is giving $500,000 to the American Red 
Cross International Response Fund in an effort to provide 
relief and rebuilding support to the devastated areas. 
"I know that all associates at The Home Depot share my 
feelings of sympathy and concern over the devastation that 
this tragedy has wrought," says Home Depot President, 
Chairman and Chief Executive Officer Bob Nardelli. 

A S S O C I A T I O N N E W S 

r / PLANET 
A L C A and PLCAA Unite to Form the 
Professional Landcare Network 

The Associated Landscape Con-
tractors of America (ALCA) 

and the Professional Lawn Care As-
sociation of America (PLCAA) are 
now merged and have announced 
their new name: The Professional 
Landcare Network. This new green 
industry association represents more 
than 4,000 member companies and 
their more than 100,000 employees. 

When ALCA and PLCAA began talks 
about merging more than two years 
ago, they cited the similarities of the 
two organizations - both had enthusi-
astic members, and most agreed that 
merging the two groups would result in 
one better, stronger association. They 
also agreed that the name components 
of the existing associations had their 
pros and cons, but neither name was 
a perfect fit for the new organization. 

They further agreed that the name 
and logo must be consistent with the 
values and personality of the new or-
ganization and that the name must be 
broad enough to encompass what the 
organization will become in the future, 
without being meaningless now. 

George Rogers, president of Ey-
eninety Communications in Hamilton, 
Mass., was selected to develop the 
new organizational name and logo. 
Eyeninety surveyed a broad array of 
stakeholders across the country to 
establish the name. 

Seventy-six possible organizational 
names were initially considered. Each 
name was tested on its merit of meeting 
key objectives and then ranked accord-
ing to the number of attributes that it 
met. Sixteen of the 76 names met at 
least five of the six criteria. These 16 
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"Our company has continually been a leader in helping with disaster relief and 
rebuilding efforts due to the devastating tsunami in Asia Pacific." In addition to 
the company's initial donation, The Home Depot Foundation also has created a 
fund-matching program for associates' donations between $25 and $ 1,000. 

The Home Depot encourages customers of all of its companies, including The 
Home Depot, The Home Depot Supply and The Home Depot Landscape Supply 
to join in the relief effort and make donations to the American Red Cross and 
other organizations. The company says its relief plans will continue to evolve as 
the needs of affected areas are determined. 

• Microsoft founder Bill Gates is giving money through the Bill and Melinda 
Gates Foundation, pledging an initial $3 million to nongovernmental organiza-
tions. 

• Motorola is also relieving support communication needs in the region. 
• BP gave $ I million to the Red Cross and is considering a matching fund 

program for employees. 
• Exxon-Mobil plans to give $5 million to assist relief efforts; affiliates in the 

region have donated planes and medical supplies and a matching program for 
employees. 

• Verizon Communications plans to give $ 100,000 and match employee con-
tributions 2 to I for contributions made to UNICEF or the Red Cross. 

• Additional reports on industry-related companies giving to the Tsunami relief 
efforts will continue to be reported at www.lawnandlandscape.com, as well as 
in upcoming issues of the magazine. 

names were then tested with focus 
groups. The chosen name that 
tested the strongest and received 
the most positive feedback is "Pro-
fessional Landcare Network." 

"The name conveys the many 
disciplines of our new member-
ship," says Jason Cupp, a member of 
the Professional Landcare Network 
and its board of directors, as well 
as its marketing chair. 

The services represented by the 
new organization are diverse and 
include sod and seeding, nursery, 
interiorscaping, sports turf, water 
gardening, landscape design/build 
and maintenance, natural area man-
agement, wetland management, 
lawn care, landscape restoration, 
landscape architecture, tree and 
shrub care, irrigation and snow 
removal. The new name encom-
passes these services and allows 
for organizational growth. 

The new name components 

were initially indentified under 
context guidelines developed by 
Eyeninety. Words such as "green," 
and "environment" were deemed 
confusing by consumers. "Pro-
fessional" was chosen because 
"our credibility/competency is 
promoted in everything we do," 
according to the new organization. 
Finally, "landcare" was selected 
to represent the diversity of the 
membership base, and "network" 
to identify the association. 

The Professional Landcare 
Network will continue to be 
headquartered in Herndon, Va., 
and will also have a satellite office 
in Atlanta, Ga. New employees 
have been hired at both locations 
to further serve the membership, 
and new member programs will 
be announced soon. 

"Our main goal is to be the 
voice of the green industry," Cupp 
says. 

< 
International Relief Teams 
619/284-7979 or www.irteams.org 
International Rescue Committee 
- 877/733-8433 or www.theirc.org 
Latter-Day Saints Welfare Services 
Emergency Response 801 /240-3544 
or www.lds.org/ldsfoundation 
Lutheran World Relief South Asia 
Tsunami 410/230-2700 or www.lwr.org 
M A P International 800/225-8550 or 
www.map.org 

Mercy C o r p s Southeast 
Asia Earthquake 800/B52-2100 or 

www.mercycorps.org 

Northwest Medical Teams 503/624-

1000 or www.nwmedicatteams.org 
Operation U S A - 800/678-7255 or 

www.opusa.org 
Plan U S A Asia Disaster 
800/556-7918 or www.planusa.org 
Project C o n c e r n International 
Asia Tsunamis - 858/279-9690 or 

www. projectconcern. org 
Project H O P E Asia Tsunami 
Response - 800/544-4673 or 

www.projecthope.org 
Relief International 800/573-3332 or 

www.ri.org 
Salvation A r m y - 800/SAL-ARMY or 

www. salvationarmy. org 
Save the Chi ldren As ia Earthquake/ 
Tidal Wave Relief Fund - 800/728 

3843 or www.savethechildren.org 
Salvation A r m y South Asia Relief 
Fund - 800/SAL-ARMY 
Stop H u n g e r N o w S E Asia Crisis 
-888/501-8440 or 

www.stophungemow.org 
U M C O R Advance # 2 7 4 3 0 5 , South 
As ia Emergency - 212/870-3815 or 
www.umcor.org 
United Way International 
South As ia Response Fund -
703/519-0092 or www.nationalunitedway. 

org/tsunamiresponse 
U.S. Fund for U N I C E F -
800/4-UNICEF or www.unicefusa.org 
World C o n c e r n 800/755-5022 or 
www.wortdconcern .org 

World Emergency Relief -
760/930-8001 or 
www.woridemergencyrelief.org 
World Hope International As ia Relief 
- 888/466-4673 or www.wolrdhope.org 
World Relief S E As ia 
Earthquake/Tsunamis 443/451 -1900 
or www.woridrelief.org 

World Vision 888/56-CHILD or 
www. woridvision .org 
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Spell doom for insects above and below ground with one application. 



The end is near for grubs, chinch bugs, sod webworms, billbugs and more than 70 
other turf-eating pests. Nothing on the market gives you better control of surface and 
subsurface insects. Allectus" is a revolutionary new product that provides deadly broad-
spectrum control that's both preventive and curative with a long residual effect. For insects, 
it's eternally long. To learn more, call 1-800-331-2867 or visit BayerProCentral.com. 
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REGIONAL REPORT 
• 

Minnesota 

Landscape 

Industry 

Booms 

ST. PAUL, Minn. - Minnesota's 
green industry should grow 30 
to 50 percent by 2005's end, ac-
cording to a study conducted by 
the state's Nursery & Landscape 
Association. 

The study also revealed that 
the state's nursery and landscape 
companies generate annual sales 
of more than $2.1 billion. Between 
1995 and 2000, the average gross 
sales of companies in the nursery 
and landscape industry increased 
by 97 percent. 

Minnesota green industry em-
ployees received a total annual 
payroll of $697.9 million. According 
to the study, there are more than 
10,000 full-time employees, 1,700 
part-time employees and 16,500 
seasonal employees in Minnesota. 
Most of the industry's companies 
employ fewer than 10 full-time 
workers, according to John Mick-
man, president of the Minnesota 
Nursery & Landscape Association. 
There are approximately 3,000 
family-owned companies in Minne-
sota that comprise the professional 
nursery and landscape industry. 

This economic impact study was 
the first conducted on the state's 
professional green industry. Data 
was compiled and analyzed by the 
St. Cloud State University Depart-
ment of Economics. Spearheaded 
by the Minnesota Nursery & Land-
scape Association, partners in the 
project included the Agricultural 
Utilization Research Institute, the 
Minnesota Department of Agricul-
ture, AgStar Financial Services and 
the University of Minnesota. More 
information regarding the study is 
availableatwww.mnlandscape.org/ 
mnlacharts.pdf - Jonathan Katz 

MANUFACTURED MINU 

A S V Issues 2 0 0 5 Outlook 

GRAN D RAP IDS, M i n n. - ASV an tici pates its net sales for the year end i ng 
Dec. 31 will be in the range of $210 to $230 million, an increase of 38 to 
45 percent over its anticipated sales of $ 153 to $ 158 million for 2004. 

ASV anticipates sales of its R-Series Posi-Track products will ac-
count for 45 percent of its projected 2005 net sales, with undercarriage sales 
to Caterpillar accounting for approximately 33 percent of its projected net 
sales for 2005, an increase of 27 to 28 percent over 2004. Sales from ASV's 

recently acquired subsidiary, Loegering Mfg., 
are expected to account for approximately 
12 percent of ASV's projected net sales for 
2005, with parts and used equipment ac-
counting for approximately 10 percent. 

During 2004, ASV increased its quarterly 
gross profit percentage, despite rising steel 

costs. For 2005, the company anticipates its gross profit percentage will be in the 

continued on page 29 
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The Pickseed Cos. Group Acquires Seed 
Research of Oregon TS 

Ihe Pickseed Cos. Group and Land O'Lakes, owner of 
Seed Research of Oregon (SRO), announced the sale of 
SRO to Pickseed. Land O'Lakes also has purchased Seeds 
Ohio, a regional seed distributor based in West Jefferson, 

Ohio owned by Pickseed. The transactions closed Dec. 31, 2004. 
SRO will operate as an independent business unit of the Pickseed Cos. 

Group in its existing Corvallis, Ore. facility, under the direction of the cur-
rent management team. SROwill continue its broad initiatives in research, 
technical support, quality assurance and superior customer service, in-
cluding the ongoing supply of turf and forage grass seed to Land O' Lakes. 

"Pickseed is excited about expanding its long-term strategic alliance 
with Land O'Lakes," says Robert Clark, president and chief 

l i T jjh f " f j operating officer for Pickseed. "The acquisition of Seed 
•I . . Research of Oregon represents significant market share ex-

|good things growing... ® \ m ° . 

pansion for Pickseed within U .S. and international markets . 
Dave Seehusen, vice president of the seed division for Land O'Lakes 

adds, "Seed Research will become a core asset with Pickseed Cos. Group 
and a key supplier of competitive turfgrass products to Land O'Lakes, 
Seed Solutions and CROPLAN GENETICS marketing programs." 

The Pickseed Cos. Group, is a developer, producer and dis-
tributor of turfgrass and forage seed crops. The group includes 
Pickseed West and Turf-One in Tangent and Corvallis, Ore. and 
Pickseed Canada, with locations at Lindsay, Ontario; St. Hyacinthe, 
Quebec; Winnipeg, Manitoba; Sherwood Park, Alberta; Abbots-
ford, British Columbia; and Dawson Creek, British Columbia. 
The Group has been operating since 1947 and is privately held. 

continued on page 29 
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"John Deere does more work for every dollar I put into it. 
And with the discount they give me, my dollar buys more. 

This is an $11 million company. John Deere helped us 
get that way. We're a green fleet—period." 

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

J O H N DEERE 

Nothing Runs Like A Deere 

. v s r i 

«TO® 
7/ 7 

- > 

http://www.MowPro.com


M E R G E R S & A C Q U I S I T I O N S 

Nextel and Sprint Announce Merger 

OVERLAND PARK, Kan., and RES-
TON, Va. -Sprint and Nextel Com-
munications announced that their 
boards of directors have unanimously 
approved a definitive agreement for 
a merger of equals. The combination 
will allow the companies to offer 
consumer, business and government 
customers new broadband wireless 
and integrated communications ser-
vices. The new company, which will 
be called Sprint Nextel, also intends 
to spin off to its shareholders Sprint's 
local telecommunications business 
following the merger. 

Sprint and Nextel currently have 
a combined total equity value of 
approximately $70 billion and serve 
more than 35 million wireless sub-
scribers on their networks and 5 

million additional subscribers through 
affiliates and partners. The two com-
panies, along with their affiliates and 
partners, operate networks that directly 
cover nearly 262 million people. 

The new company will have a bal-
anced mix of consumer, business and 
government customers. Sprint Nextel's 
service offerings position the new com-
pany in several fast-growing market seg-
ments including mobile data and push-
to-talk services. Additionally, Sprint's 
global Internet network will allow the 
new company to provide differenti-
ated communications solutions through 
integrated applications for business and 
government and new broadband wire-
less services for consumers. 

Total pro forma revenue for the year 
ended Sept. 30, 2004 for Sprint Nextel 

were approximately $40 billion, which 
includes approximately $6 billion in 
revenue generated by the local telecom-
munications business. Sprint and Nextel 
are being valued equally in the merger 
and their shareholders will each own 
approximately 50 percent of the new 
company after the merger. 

Sprint Nextel will have its executive 
headquarters in Reston, Va., and its 
operational headquarters in Overland 
Park, Kan. The new company's com-
mon stock will be listed on the New 
York Stock Exchange. The merger is 
expected to close in the second half of 
2005 and is subject to shareholder and 
regulatory approvals, as well as other 
customary closing conditions. 

"Together, we will be positioned to 
provide the communications solutions 
customers demand," says Gary Forsee, 
chairman and CEO, Sprint; future presi-
dent and CEO, Sprint Nextel. 

Timothy Donahue, current president 
and C E O of Nextel, will become chair-
man of the new company. 

FROG LIGHTS, LLC 
T O L L FREE C A L L 1 - 8 0 0 - 9 3 0 - 1 6 7 0 
email: info@frog-lights.com websitewww.frog-lights.com 
MANUFACTURER OF QUALITY LANDSCAPE LIGHTING FIXTURES 

SPOT LIGHTS 
PRICE - $25 
• Heavy Aluminum 
• Max. 50 Watts 12v 
• Sold with Lamp: MR 16 

and wires complete 
• Finish: Black 
• Size: top to bottom of stake ...14.5 

SH1 

HUGE SELECTION • EASY TO INSTALL 

Landscape Lighting 

PATH LIGHTS 

PRICE - $40 
• SOLID COPPER 

with brass lamp holder 
• Max. 50 Watts 12v 
• Sold with lamp: MR 16 

and wires 
• Polished Copper finish 

Or Verde (green) 
• Size: h 30" 

PRICE - $29 
• Heavy Aluminium 
• Max. 35 Watts 
• Sold with LAMP: 

JC Bi-Pin and Wires 
• Finish: Black or Verde 

HL2 

SPREADER LIGHTS 
PRICE - $29 
• Heavy Aluminum 
• Max: 50 Watts 12v 
• Sold with Lamp: 

JC-BI-PIN And wires 
• Finish: Black or Verde 
• Size: w 5.5" 

d 4.5" 
stem 8.3" 

Now BUY DIRECT 
to MAXIMIZE 

PROFITS ! 

GET OUR 
FREE C A T A L O G 

USE READER SERVICE #21 
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http://www.frog-lights.com


Taller, more powerful Tunnel Ram™ 
deck design creates more suction and 
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. 

To locate a Husqvarna retailer near you call I - 8 0 0 - H U S K Y 6 2 or visit www.husqvarna.com 
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W M M L g d X M M l 
Our Total Source Solution can give you consistent 
and dependable speed, power, handling, and performance 
in every piece of equipment you own. One company, 
one source, so many solutions. 

THE FOREST, L A W N ft G A R D E N 
EQUIPMENT OF 

lllll NASCAR 
NASCAR^ is a registered trademark of the National Association for Stock Car Auto Racing. Inc. 

(h) Husqvarna 
C 2005 Husqvarna 

http://www.husqvarna.com
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ServiceMaster Reorganizes Management Team 

TRUGREEN DOWNERS GROVE, III. - Management changes at ServiceMas-
ter continue with the announcement that TruGreen ChemLawn 
and TruGreen LandCare will now report to Ernie Mrozek, 
president and chief financial officer of ServiceMaster. This, after 

Searching for QuickBooks-integrated 
scheduling software? 

Your search is over. 

QXpress is 
a true QuickBooks add-on 

that turns your favorite accounting 
package into top-rated, industry-specific 

management software by adding scheduling, 
job costing and invoicing capabilities. So you 

don't have to learn a whole new system, you just 
add functionality to your existing QuickBooks. 

Call 1.877.529.6659 or visit fora FREE trial version 
QuickBooks I» • r69st«rad tradamar* and service mar* or Intuit toc m the United State* and other countries OXpras* ¡a a roistered trademark ot A«c*t incorporated 
QuickBooks and the Designed tor QuickBooks* Logo are trademarks andtor registered trademarks 01 totuit Inc. displayed «nth permission The use by Alocet of the LOOO 
Joes not Signity certification or endo'sement ot Aecers sott«vare by totuit and Aiocat is soley responsible tor its software and ttia support and maintenance of tie software 

Don Karnes, former TruGreen Cos. 
president, and Dave Slott, former 
president of TruGreen ChemLawn 
left the company in November 2004. 

"Our TruGreen Cos. will benefit 
from Mrozek's seasoned leadership as 
we work to align our lawn care and land 
care teams to better serve our custom-
ers," saysjonathan Ward, chairman and 
chief executive officer of ServiceMaster. 
"We look forward to improved coordi-
nation and efficiencies between the two 
sides of the business yielding improved 
operational performance and results." 

R I C E W A T C H 

What to Expect with 
Fertilizer Increases 

Throughout 2004, most landscape and 
lawn care operators (LCOs) noticed 
the rising gas prices when they paid 
at the pump to fill up their vehicles. 

And while it doesn't seem like the 
two would be related, natural gas used 
for heating and cooking also is a key 
component in the production of urea 
- the main form of synthetic nitrogen 
used in most lawn fertilizers. As such, 
LCOs reported seeing higher fertilizer 
prices in 2004 and they expect this 
to continue through 2005. According 
t o Lawn & Landscape r e p o r t s , m o s t 
fertilizer suppliers are comfortable 
when natural gas prices stay between 
$2 and $3 per MMBtu. In early 2003, 
prices hovered around $5 per MMBtu 
and with current prices nearing the $7 
mark, many companies on both the 
manufacturing and lawn care service 
sides already are feeling the pinch. 

"Fuel and natural gas are significantly 
more expensive this year, as well as 
the cost of transporting fertilizer," 
explains Bob West, director of mar-
keting for LESCO, Cleveland, Ohio. 
"On the manufacturing side, we're 
buying raw materials with a high price 
tag and ultimately, we have to pass on 
some of that cost to our customers." 

LESCO sent out a letter to their 
fertilizer customers earlier in 2004, 
outlining the price increases for raw 
materials and explaining the reasoning 
behind the higher costs. According to 
the letter, the cost of urea has increased 
45 percent from $ 165 per ton in the 

continued on page 28 
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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 50HP 
and deck sizes from 36" to 72" 

,<^0 25th ANNIVERSARY r 
r t t t f i r n u n o n ^ o 

US AIL. UIIUS i ui 
StM The World's Fastest Lawn Mower 

For 26 Tears Dixie Chopper has been building the most 
productive machines in the industry. Experienoe the 
difference today at your nearest Dixie Chopper dealer. 

http://www.dixiechopper.com


Mikey Likes It! And So Do We! ^EiuititatfÜÉ > > 

"I have found that the Mulch Mule 
has increased our productivity 

from 1 to 2.! 

The ultimate mulching machine 

3 3 0 - 8 7 5 - 0 7 6 9 

www.mulchmule.com 

Arnold's Landscaping 
Mansfield, Ohio 

Corso s Flower and Garden Center 
Sandusky, Ohio 

D.W. Burr Landscape and Design, Inc. 
Simsbury, Connecticut 

Environmental Management Services, Inc. 
Columbus, Ohio 

Fredericks Landscaping 
Cincinnati, Ohio 

Greenbrier Farms Landscaping of VA, Inc. 
Chesapeake, Virginia 

GroundMasters 
Cincinnati, Ohio 

Frate Landscape Services 
Novelty, Ohio 

Impulleti Landscaping 
Novelty, Ohio 

James Martin and Associates 
Vernon Hills, Illinois 

James River Grounds Maintenance 
Richmond, Virginia 

K&D Lawn Care Service, Inc. 
Norfolk, Virginia 

Pattie Group, Inc. 
Novelty, Ohio 

Peabody Landscape Construction 
Columbus, Ohio 

Schill Landscaping and Lawn Service, Inc. 
Sheffield Villiage, Ohio 

The Munie Company 
Caseyville, Illinois 

Turfscape, Inc 
Twinsburg, Ohio 
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i HOOK-ALI: HOOKUFTS 
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! 

800-851-8938 
COME VISIT US AT WWW AMERICANROLLOFF COM 

MANUFACTURED EXCLUSIVELY BY: 

AUTOMATED WASTE EQUIPMENT 
PO Boa .7.7, 3 Tennis Court, Tronton. HJ 08030 
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P R I C E W A T C H 
spring to $240 per ton in September. 
Additionally, potassium and phosphorus 
- two other main fertilizer components 
-also have increased in price. Phospho-
rus is up 10 percent to $210 per ton 
and potassium has seen a 33-percent in-
crease to $ 140 per ton. West references 
a strong global demand for these two 
elements as the reason for the increases. 

Other manufacturers are also notic-
ing the price jumps. Ray Buckwalter, 
Product Manager for Lebanon Turf, 
Lebanon, Pa., says his company's costs 
are up 10 percent. And Don Johnson, 
general manager, Best Turf Fertilizer, 
Pocatello, Idaho, has also experienced 
increases, saying these rising prices are 
actually a global issue. "China is a big 
consumer and a lot of other countries 
are buying, as well," Johnson says. 
"Additionally, the other element that 
plays in is sulfur, which is used in the 
reaction with phosphoric acid to make 
phosphorus fertilizer. It's a by-product of 
oil production and the cost is extremely 
high. We've seen it more than double in 
cost from last year and if you look at two 
years ago, it's almost triple the cost." 

With the resulting higher costs, 
LESCO, for one, has increased con-
tractors' materials prices 8 to 12 
percent on fertilizer products and 3 to 
7 percent for combination products. 
Other suppliers are doing the same. 

"But our customers appreciated the 
advance notice of the price increase," 
West says. "It lets them plan for their 
businesses because their costs are rising, 
too. A lot more customers are buying 
their fertilizer earlier and even if they 
cannot buy it now because of storage 
constraints, they are contacting us to 
make sure their pricing is lined up for 
when they are ready to buy." 

Indeed, contractors around the 
country are working out plans to pass 
on their increased costs to customers 
without putting too much tension on 
the contractor-client relationship. "Last 
year, I raised prices $ I per customer, 
per application," remembers Bill Culp, 
owner, The Greenskeeper, Columbia 
City, Ind. "We actually got some static 
from that, so right now I'm working on 
the best way to approach the situation 
in 2005. I've spoken with other friends 
in the industry who said they're planning 
to raise prices 5 to 10 percent. With an 
average lawn costing $30 an application, 
a $3 increase might be too much for 

Professional tools for 
Spring clean-up 

Since getting my rake, dean-ups get 
done in almost 1/2 the time. It's the 
most productive tool I have. 
Mark - Bloomfieid CT 

After spreading 180 bags. I can 
say it cut our time in half. Great 
coverage with no striping, even with 
the new guys. 
Chris - Sag Harbor NY 

Tine Rake Dethatcher Electric Broadcast Spreader 
Cal l for dea le r 800.966.8442 w w w . j r c o i n c . c o m 

http://www.mulchmule.com
http://www.jrcoinc.com


our customers. I may go across the 
board with another $1 increase or 
bite the bullet and not raise it at all." 
Culp says his business is booming - up 
70 percent - but the increased number 
of customers also adds to his cost of 
operation. He expects to pay 20 per-
cent more for fertilizer, which would 
be around $ 12 per bag. "Early on, our 
cost was only about $6 a bag, so that's a 
hefty increase over the years," he says. 
"The challenge is deciding whether 
to raise prices and take a chance 
on losing clients or not raise prices 
and take a hit on your bottom line." 
Michael Hornung, president, Valley 
Green, St. Cloud, Minn., says, "We 
are seeing a 5 to 7 percent increase for 
fertilizer and I'm assuming that soon 
it will end up being more than that." 

Beyond passing heightened costs 
onto customers, some industry profes-
sionals noted ways the contractors can 
keep their costs in line. "Contractors 
should know exactly what and how 

much material you need to put down," 
says Bob Hoeft, soil fertility specialist, 
University of Illinois Extension, Urbana, 
III. "Use soil testing to determine what 
the levels are for phosphorus and 
potassium, especially. Keeping soil pH 
where it belongs can help maximize 
the nutrients the turfgrass is receiv-
ing from the soil and the fertilizer." 
Because ideal turf health varies by re-
gion, lawn care operators can contact 
their local extension agencies to find 
out how to administer an accurate 
soil test and compensate for lost or 
excess nutrients to reinvigorate lawns. 

Additionally, West notes that lawn 
care operators may want to look into 
using combination products with weed 
control in addition to fertilizer. The popu-
larity of these products is rising, he says, 
and as prices for those products had a 
smaller increase than for fertilizer and 
they take care of two problems at once, 
they may be viable alternatives for price-
conscious contractors. - Lauren Spiers 

continued from page 22 

A S V Issues 2 0 0 5 Outlook 
range of 22 to 23 percent for the twelve months ended Dec. 31. With the acquisition 
of Loegering, selling, general and administrative expenses are expected to be in the 
range of 7 to 8 percent of net sales for 2005. Research and development expenses 
are currently expected to be in the range of 0.5 to 0.75 percent of net sales for 2005. 

Finally, ASV currently has approximately 13.3 million shares of common stock 
outstanding, with Caterpillar owing 24 percent of ASV's shares. Based upon 
the factors mentioned above, ASV anticipates its diluted earnings per share for 
2005 will be in the range of $1.50 to $1.65 per share. This represents an in-
crease of 25 to 31 percent over the estimated range of $ 1.20 to $ 1.26 for 2004. 

continued from page 22 

Pickseed Acquires Seed Research of Oregon 
Land O'Lakes is a national farmer-owned food and agricultural co-

operative with annual sales in excess of $6 billion. It does business in 
all 50 states and more than 50 countries, and provides agricultural 
training and technical assistance in more than 30 developing nations. 

Pickseed says its specialization in forage and turf, throughout North 
America and internationally will be a valuable asset in creating synergy 
from the collaboration of these two enterprises. Both of these seed com-
panies share a core belief that strong customer service and research 
based products will be strong contributors to the success of all its clients. 

Correction 
On page 74 in the December 2004 issue. Lawn & Landscape unintentionally used 
the incorrect product name with a product release. The correct product name for 
the No. 6 release in the Pesticides section of the Hottest Products of the Year is 
Chipco TopChoice Fire Ant Bait. Lawn & Landscape regrets the error. 
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Not A / / Mycorrhizal 
are created 

Demand Performance 

At Plant Health Care, Inc. All 
products are subjected to rigid 
laboratory Quality Control tests. 
PHC mycorrhizal products have 
guaranteed spore counts and 
are manufactured using tested 
processes that ensure the spores 
arrive unharmed and ready to 
effectively colonize roots. 
We add formonenetin, an exclusive 
ingredient that stimulates the rapid 
colonization of mycorrhizal fungi. 

Be assured that PHC mycorrhizal 
products are not made from non-
spore propagules, reformulated or 

iieat processed. 

perfonmnce^lriven 
produet§ is our 
promise to you. 

Quality Matters 
For additional oroduct information or distributor locations 

Call 1-800-421-9051 orgotalineto 
www.plantheatthcaré^om 



If you feel that your pre-emergent must be applied within a tight timetable, you're not using Barricade® 

herbicide. Our unique non-staining formulation allows for earlier spring applications. And low solubility means 

greater length of control. There's even flexibility in formulations — liquid, wettable granular, or on fertilizer. 

Important Always read and follow label instructions before buying or using this product 02005 Syngenta Syngenta Professional Products. Greensboro. NC 27419 Barricade* and the Syngenta logo are trademarks of a Syngenta Group Company 



Let Barricade give you the flexibility you need to run your business. 
For more information, call the Syngenta Customer Resource Center at 
1-866-SYNGENTA or visit us at www.syngentaprofessionalproducts.com. 

f* 
Barricade 

Herbicide 

fou don't have to work within a 
small window to control crabgrass. 

http://www.syngentaprofessionalproducts.com
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FOCUS O N SAFETY 

GETTING IN GEAR 

Safety gear is a must with 
any lawn care job, but 
getting technicians to wear 

the equipment is another story. 
Companies have different tactics 
they use to encourage protective 
gear use. 

Technicians at Massey Services, 
Maitland, Fla., must wear safety 
goggles during applications, but any-
one familiar with Florida weather 
knows how uncomfortable the heat 
can get. That's why supervisors at 
Massey Services fit employees with 
wrap-around, tinted side-lens safety 
glasses that are designed for more 
comfort, says Adam Jones, vice 
president and director of quality 
assurance. 

And even though gloves aren't 
necessary, some technicians insist 
on wearing them, which can cause 
skin irritation from constant mois-
ture. Massey Services supervisors 
teach technicians to avoid these 
problems by cleaning their gloves 
daily and maintaining their skin by 
using moisturizers. 

Supervisors at Senske Lawn 
& Tree Care, Kennewick, Wash., 
conduct follow-up spot checks to 
make sure employees are wear-
ing their protective gear, which 
includes eye protection, a mixing 
apron, head gear, rubber boots 
and rubber gloves - all totaling $71 
per employee, says company Vice 
President Dan Warehime. Techni-
cians must wear eye goggles when 
applying certain chemicals, but the 
company often finds employees 
leaving eye protection on trucks 
during hot days. Warehime says, "If 
they are found without the proper 
gear, they get written up with a 
warning, a safety violation goes on 
their permanent file, and if they 
have three safety violations, they're 
terminated." - Jonathan Katz 

BETTER BUSINESS SOLUTIONS 

A n Argument For Outsourcing Payroll 

w hether you process payroll 
manually or use a service, the 
outsourcing options available 

today to small businesses are better than 
ever. 

If you're like most small business 
owners, you long for the good old days. 
Remember when you first started your 
business? Everything was about growing 
your business. 

But over time you got bogged down 
with tedious, time-consuming administra-
tive work that prevents you from focusing 
on your core business. Instead of growing 
your business, you're suffocating under a 
pile of mind-numbing paperwork. 

The worst culprit? Payroll. Even expe-
rienced business owners find that payroll 
is a pain. 

For starters, you've got to keep track 
of payroll regulations and changes in with-

holding tables - a time-consuming task. 
Calculating the actual payroll amounts and 
deductions is equally tedious. It's very easy 
to make a mistake. 

Then, there's the arduous chore of 
writing checks and making all the proper 
quarterly and end-of-year filings for fed-
eral, state and local payroll taxes. It's not 
uncommon for small business owners 
to spend between two and eight hours 
processing payroll for each employee if 
they do it manually. 

Mistakes are costly. Employee morale 
dips and employees lose faith in manage-
ment when you give an employee a check 
or W-2 with errors. They may forgive but 
they don't forget. 

The Internal Revenue Service never 
forgets and is far less forgiving than employ-
ees. File late or with an incorrect amount 

continuedon page 54 

W H A T ' S N E W I N P A Y R O L L 

The Internet has greatly improved the process of outsou-
ing payroll. With SurePayroll's online payroll service, for 

example, you can enter and view payroll information from 
anywhere at anytime, as long as you have access to a Web 
browser. 

Once you enter your payroll data, the service automatically 
calculates, deducts, pays and files all federal, state and local taxes. 
Paychecks can be printed on your laser printer or can be routed 
to your employees' bank accounts via direct deposit. W-2s are 
automatically prepared at the end of the year. 

Online payroll lets small business owners save time and 
money. It only takes a few minutes to process payroll online, so 
time is freed up for more important things, like getting a new 
customer or spending time with your family. 

How do the new sen/ices save money? Because the new 
online payroll services don't have the same cost structure as 
traditional payroll services, they can charge 30 to 50 percent less. 
Moreover, many payroll services guarantee you won't incur a 
payroll penalty, which can represent a considerable savings. - The 
author is Michael Alter, president of S urePayroll, www.su repay roll, 
com. Source: Broker magazine 

http://www.su
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m ket trends 
continued from page 32 

and you'll have to pay a payroll penalty. 
Every year, four out of 10 small businesses 
pay an average fine of $845 for payroll 
errors with the Internal Revenue Service. 
When you add it all up, that's billions of 
dollars in fines. 

Plus, there are new fines in the works 
that will penalize you if you don't keep good 
payroll records. California passed a law that 
imposes a $750 fine on small businesses 

that aren't able to quickly produce accu-
rate payroll records upon an employee's 
request. Experts believe that many other 
states will follow with similar legislation. 

When you considerthese penalties and 
the value of your time, processing payroll 
internally can be a very costly proposition. 
Even if you've already outsourced payroll, 
there may be some room for improve-
ment. 

Treat Your Lawns Right! 
1-800-872-7050 
www.csturfequip.com 

USE READER SERVICE #31 

Payroll service offerings today are bet-
ter than ever, and now is the right time to 
be thinking about making a switch. 

Though the end of the year is the best 
time to sign up with a new payroll service, 
any time is a good time. It's estimated 
that 60 to 70 percent of small businesses 
that decide to outsource payroll each 
year do so effective Jan. I because they 
are starting with a clean slate and there's 
no payroll history to transfer over to the 
new provider. When you change payroll 
providers after the New Year starts, it 
requires more paperwork. 

Outsourcing payroll is a no-brainer. It 
simply doesn't make sense to waste time, 
money and resources on a tedious task 
that is ancillary to your core business. 

Getting started with payroll outsourcing 
is easy enough. You can find the payroll 
service that's right for you by searching on 
the Web or by asking your colleagues for 
a recommendation. In many cases, you 
can simply enroll online and get started 
immediately. 

The key benefit of online payroll is 
enhanced control. Traditionally, payroll 
providers require small business owners 
to call in payroll at a designated time, even 
if that means having to leave an important 
meeting with a customer or an employee 
to do it. But with an online service, payroll 
can be processed whenever it's conve-
nient. 

Control also is increased through the 
availability of reports that let you track and 
monitor your payroll. Employers have 
access to online payroll reports in real-
time after logging into a secure Web site. 
Similarly, employees can log in and access 
and print their payroll records, alleviating 
an administrative burden that frequently 
arises when employees need proof of 
payment history for loan applications and 
other purposes. 

The bottom line? Making payroll is 
something that small businesses have 
to do. But the good news is, that from 
a process perspective, it's getting much 
easier to "make" payroll. 

Switching to a new payroll service this 
year can alleviate the headaches and extra 
time and money your current situation is 
costing you and let you focus on what's 
most important - growing your business 
with focus and attention, just like you used 
to do back in the good old early days. 
- The author is Michael Alter, president of 
SurePayroll, www.surepayroll.com. Source: 
Broker magazine a 
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C & S TURF CARE EQUIPMENT 
Don't waste time on costly repairs 
of inferior equipment. 

The Turf Tractor Tima Machinas 
ara light years _ ^ 
ahead of the 
competition. 

Starting at 

$5,995.00 
SS10012 

http://www.csturfequip.com
http://www.surepayroll.com
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One hurdle in lawn care is selling more customers on 
the need to protect their turf against a potentially serious 
problem. Unfortunately, if disease strikes and decimates 
a lawn, the problem becomes explaining why the disease 
outbreak was not prevented and the cost to restore the 
lawn. 

Fungicide treatments also pose challenges on the 
technical side. Unlike golf course superintendents, who 
are on their turf every day and can monitor disease condi-
tions constantly, lawn care 
professionals may only see a InSiUlliU® Fll 
customer's lawn once every six 
weeks or fewer, depending on I U l I t H S l O l l f l " 
their current service plan. This $ 6 . 2 8 p e r 1 3 

makes residual protection an p f f i r i p n t h r 
important benefit for lawn care B I I I C I B I I I , D l 
companies. 

While on a golf course the 
superintendent can select 
the most effective fungicide for a specific disease, the 
lawn care operator requires a broad-spectrum fungicide 
that acts to control the disease and provides residual 
protection to the turfgrass that supports plant health and 
increases turf vigor. 

What has made all these considerations especially 
frustrating for turf professionals is knowing that disease 
prevention is a valuable service for customers who have 
a significant investment in their lawns and landscapes. 
Protecting that lawn investment increases customers' 
satisfaction while increasing revenue within the existing 
customer base. 

What has been missing for many lawn care profession-
als is a broad-spectrum fungicide that offers the residual 
protection necessary to fit into a lawn care service sched-
ule. 

BASF has responded to this need with a fungicide that 
finally makes disease prevention practical for lawn care 
companies. Now registered for lawn applications by the 
EPA, and by 48 states (registration pending in Hawaii 
and California) Insignia® fungicide is labeled for use on 
more than 15 turf diseases and offers up to four weeks of 
residual protection. Additionally, this fungicide can provide 
curative activity for specific turf diseases such as Pythium 
blight, brown patch and leaf spot. 

Insignia® Fungicide is labeled for use on more than 
offers long-lasting control—up to 28 days with a sir 
$6.28 per 1,000 square feet of turf, it offers lawn c< 
efficient, broad-spectrum solution to meet disease i 

"Insignia has been field tested in university trials for 
more than seven years and demos were held on golf 
courses for two years," says Kyle Miller, senior techni-
cal specialist with BASF. "In 2003, it was registered for 
use on golf courses and has now undergone significant 
real-world use in that market. What makes this fungicide 
ideal for lawn care is it has excellent residual. Lawn care 
companies need a product that offers protection for up to 
28 days, not a week or two." 

Another important benefit, Miller adds, is that Insignia 
prevents brown patch, dollar spot, Pythium blight and all 
the major diseases common to both warm- and cool-sea-
son grasses. 

"The active ingredient is pyraclostrobin, a proprietary 
BASF compound that is active on most turf diseases," he 
says. "The active ingredient acts as a respiration inhibi-
tor that is effective against the disease during all growth 
stages of the fungi. For the lawn care operator that means 
that one product is effective on a wide range of diseases. 
Insignia is safe for all warm- and cool-season turf when 
used according to label directions. All these benefits 
make Insignia a solid foundational product for a lawn care 
disease control service program." 

Miller says the active ingredient, pyraclostrobin, a 
strobilurin (Qol), is a relatively new class of fungicide. The 
other strobilurin fungicides in the same chemical class 

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

http://www.turffacts.com
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have little or no activity on dollar spot, an important turf 
disease. 

Another product advantage for lawn care profession-
als are the label options. Insignia is formulated as a 20 
percent WG (water dispersible granule) which can be 
applied at a rate of 0.5 oz. to 0.9 oz. per 1,000 square feet, 
depending upon the disease concern or the severity. 

"With a number of turf diseases, the active ingredient 
also has a curative effect," Miller says. "So, if you already 
have disease present, it can be applied to control the 
disease and prevent it from reoccurring. 

"The label rate options are also important in lawn 
care because the higher rates provide the longer residual 
needed," Miller adds. "At the same time even the higher 
label rates are low in active ingredient in comparison to a 
number of other fungicides. Using less active ingredient 
reduces concern about possible pesticide loading in the 
environment." 

Selling plant protection 
Disease prevention and control is increasing among 
lawn care companies at a double-digit rate, according to 
research done by Lawn & Landscape magazine*. Lawn 
care companies surveyed in early 2004 reported that fun-
gicide treatments increased an average of 21 percent from 
2002 to 2003, and that they were expected to increase by 

more than 15 percent in 2004. 
A number of factors explain the increasing importance 

of disease control as a service. Negative weather 
triggers disease conditions. Increasing use of irrigation on 
residential properties can create wet conditions that favor 
disease outbreaks, especially if it is misused. Ever-rising 
expectations of property owners make tolerance of dis-
ease less acceptable. And greater investment in turf makes 
it more important to protect the investment. 

Like grub control, fungicide treatments are best sold 
and applied on a preventive basis. Customer calls about 
a disease outbreak usually mean it's too late. So, selling 
the service requires educating customers on the nature of 
the problem - that the right conditions will trigger certain 
diseases - and the potential cost. In an extreme case, 
Pythium blight can devastate a lawn before a curative 
treatment can be made. 

"Unfortunately turf disease is not something that can 
be prevented with integrated pest management (IPM)," 
Miller says. "IPM can reduce the likelihood of disease, but 
is not effective at preventing disease because even the 
healthiest turfgrass is susceptible under the right condi-
tions. What fungicides do, especially preventive applica-
tions, is ensure plant health. Failure to prevent disease 
means damage costs, so it really can be a 'pay me now or 
pay me later' scenario." 

It's easier to sell fungicide treatments as an add-on ser-
vice by monitoring the conditions that can trigger disease. 
One tool is to maintain historical records in a local area or 
even on a property to see when a problem occurred and 
which disease was the culprit. With this information it is 
possible to predict disease problems and offer customers 
preventive treatments when similar conditions exist. 

Some state universities have created modeling systems 
to monitor disease risk factors, such as moisture levels 
and temperatures, to predict problem conditions, and post 
the information online. 

"Disease control is becoming a more important service 
for lawn care companies as either a component of their 
standard service program or as an add-on service," Miller 
says. "Newer fungicide tools, such as Insignia, make it 
possible to include this service on a preventive basis along 
with standard service calls." 



Insignia 
F U N G 

There's a reason superintendents who've tried new Insignia fungicide from BASF are calling it "The Outperformer" 

It's because Insignia exceeds even their highest expectations for a strobilurin-based fungicide. Insignia serves as a foundation 

D E product for reliable disease control. It controls an exceptionally broad spectrum of turf diseases—far broader than Compass~, for 

instance—offering dependable control of anthracnose, brown patch, gray leaf spot and many others. In addition, Insignia suppresses dollar spot. Best of all, Insignia 

controls key diseases for up to 28 days, reducing your labor and materials costs and enhancing your peace of mind. Contact your distributor or your BASF Professional 

Turf Sales Representative, call (800) 545-9525 or visit www.turffacts.com to learn more about how new Insignia1 fungicide can outperform on your course. 

B R O A D S P E C T R U M . L O N G L A S T I N G . S U P P R E S S E S D O L L A R S P O T . 

We don't make the turf. 
We make it better. BASF 

Always read and follow label directions Insigni« is a registered trademark of BASF. Compass is a trademark of Bayer Environmental Science. 

© 2 0 0 4 BASF Corporation. All rights reserved. APN 04-14-002-0054 
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FEB. 3-5 South Carolina Horticulture Industry Trade Show & Seminars, Myrtle Beach, S.C. Contact: 
864/592-3868 or www.scnla.com 

FEB. 6-10 Tree Care Industry Association Winter Management Conference, Los Cabos, Mexico. Contact: 
800/733-2622 or www.treecareindustry.com 

FEB. 7-8 Pennsylvania-Delaware Chapter of International Society of Arboriculture Annual Shade Tree 
Symposium and Trade Show, Lancaster, Pa. Contact: 215/795-0411 

FEB. 8 University of California - Davis Extension Soil and Water Testing in Tree and Grape Crop Manage-
ment Workshop, Davis, Calif. Contact: 800/752-0881 or 
www.extension.ucdavis.edu/agriculture 

FEB. 12 Long Island Arborcultural Association Annual Tree Conference, Farmingdale, N.Y. 
Contact: 516/454-6550 or www.liaatrees.org 

FEB. 7-12 Golf Industry Conference & Trade Show, Orlando, Fla. Contact: 800/472-7878 or www.gcsaa.org 

FEB. 10-13 Associated Landscape Contractors of America Executive Forum, 
Rio Grande, Puerto Rico. Contact: 800/395-2522 or www.alca.org 

w w w . i a w n a n d i a n d s c a p e . c o m 

FEB. 14-16 Grandy ¿(Associates' Basic Business Boot Camp, Minneapolis, Minn. Contact: 800/432-7963 

FEB. 15 Wisconsin Green Industry Day on the Hill, Madison, Wis. Contact: 414/529-4705 

FEB. 15-18 California Landscape Contractors Association 2005 Landscape Industry Show & Convention, 
Los Angeles, Calif. 916/830-2780 or www.clca.org 

FEB. 16 15th Annual Nevada Landscape Association Trade Show, Reno, Nev. 
Contact: 775/673-0404 or www.nevadanla.com 

FEB. 16-18 John Deere Landscapes University, Orlando, Fla. Contact: 248/588-2100 or 
www.johndeerelandscapes.com 

FEB. 20-23 International Erosion Control Association's Annual Environmental Conference & Expo, Dallas, 
Texas. Contact: 970/879-3010 or www.ieca.org 

FEB. 22-24 John Deere Landscapes University, Nashville, Tenn. Contact: 248/588-2100 or 
www.johndeerelandscapes.com 

FEB. 23-25 Southern California Plant Tour Days 2005, Carlsbad, Calif. Contact: 760/431-2572 or 
www.planttourdays.org 

FEB. 25-26 Associated Landscape Contractors Association Masters in Management for the Green Industry 
- 2, Columbus, Ohio. Contact: Contact: 800/395-2522 or www.alca.org 

FEB. 28 Southeast Regional Conference, Tarrytown, N.Y. Contact: 518/783-1229 orwww.nysta.com 

FEB. 28-MAR. I Fleet Management Symposium, Farmington Hills, Mich. Contact: 800/441-6832 
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m 
Top headlines from 1985-1989 

Lawn & Landscape's first 25 years 

April 1985-"Pro Pesticide 
Sales Total $1.9 billion 
in 1984" 
That represents a sharp increase from 
$1.2 billion in 1981. More than 125 
companies offer 350 formulations 
for use in landscapes, golf, education, 
rights-of-way and other markets. 

July 1985 - "Mowing Down 
Stereotypes" 

The stereotype of the grub-
by "handyman" running a 
mowing company out of 
the back seat of a pickup 
truck has long haunted the 
mowing maintenance in-
dustry. A growing number 
of businessmen are turning 
their mowing business into 
big business. 

August 1985-"How to 
Ring Up Sales" 
With the rising costs of direct mail 
promotions and personal sales calls, 
telemarketing is becoming increasingly 
popular. Once you understand proper 
telephone technique, you'll be able to 
implement a successful telemarketing 
program. 

September 1985 - "Victory 
in Wauconda" 
The Pesticide Policy Foundation (3PF) 
won a judgment striking down a 1984 
Wauconda, Illinois, pesticide ordinance 
requiring an annual permit, prohibit-
ing application with winds greater 
than 10 mph and posing for 72 hours 
following applications. 

EDITOR'S NOTE: This year, Laum ^ ^ ^ _ ,.Seasona| 

& Landscape begins its 25th year Employees" 
Part of the lawn care industry's high 

of service to the industry. To help , . .« . 

employee turnover can be attributed 
celebrate this milestone, each 2005 to its seasonal nature. It's difficult to 

keep a man for all seasons. 
issue of Lawn & Landscape will 

reflect on the people, companies March 1986 - "IPM for 
Lawn Care" 

and events that have shaped our , * /mw\ 

Integrated pest management (1PM) 
is an accepted practice in agriculture 
and a mark of professionalism in 
the structural pest control industry. 
Perhaps it is time lawn care operators 
adopt IPM practices. 

industry. 

October 1986-"Nancy 
Reagan Awards Landscapes" 
First Lady Nancy Reagan presented 18 
awards for environmental enhancement 
at the American Association of Nursery-
men awards program at the 
White House. 

January 1987 - "Interior 
Plantscapes" 
If you have a receptive market and qualified employees you 
could go far in the interiorscape field. 

March 1987 - "Posting Problems" 
Lawn care businessmen used to wonder if posting would ever 
affect their businesses. Now posting threatens to become an 
industry-wide reality. 

May 1987 - "Cracking the Commercial Market" 
The commercial market has a lot to offer the professional lawn care 
and maintenance operator. But beware, you may need to adapt your 
business to meet the needs of commercial customers. 



LESGO IS NOW OPEN 24/7 
NOW, YOU CAN ORDER 
THE PRODUCTS YOU 
WANT WHEN YOU WANT 

THEM, THANKS TO 
LESCODIRECTSM, THE 

INDUSTRY'S LARGEST 
E-COMMERCE WEB 

SITE. 

Here's how: 

^ ^ Visitwww.lesco.com. 

Q 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. 

Kawasaki® 
48.6 cc backpack 

blower 

$325 - save $95 
off MSRP! 

Item #072833 

LESCO 
Ornamental Tablets 

with Novex 

N VEX 
$40 per pail 
- save 30% 
Item #082995 

LESCO black-epoxy 
high-wheel 
spreader 

$225-save $50! 
Item #705698 

Visit www.lesco.com to take advantage of this special, Web-only pricing, which expires February 28, 2005. Then, check back in 
March for new specials. 

LESCO and NOVEX are registered trademarks, LESCO Service Center is a registered service mark and LESCODIRECT is a service 
mark of LESCO Technologies, LLC. 
Kawasaki is a registered trademark of Kawasaki Motors Co., USA 

Q 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. 

w w w . l e s c o . c o m 
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Back to 

he 
egan 

by J o n a t h a n k a t z 

Bill Leuenberger found out the 
hard way how frustrating running 
a business can be. In 1984, he 
left his job working in the garden 

center for The Chalet, a Wilmette, 111.-
based landscape company, to start a lawn 
care company called Lawngevity. With just 
$7,000 in seed money, Leuenberger was off 
and running, marketing his business in the 
Chicago suburb of Buffalo Grove. 

Lawngevity fell short of Leuenberg-
er's expectations, topping out at about 
$110,000 in revenue by 1990. The money 
situation was tight, and Leuenberger was 
mostly a one-man show. "At the height of 
my career, I had two employees," Leuen-
berger recalls. "The majority of the time it 
was just me. I'd come home to an answer-
ing machine at 7:30 p.m. and had to call 
everybody back. I always felt I had to pick 
up the phone, so even on Sunday if people 
were calling, I d pick up the phone. You 
have to have your own life when you own 
your own business or it can drive you out 
of your mind." 

By 1992, Leuenberger couldn't take 
it anymore. That year, his career came 
full circle after a chance encounter with 

his former Chalet boss, Kevin Marko, 
led to The Chalet's buyout of Lawn-
gevity. Marko then hired Leuenberger 
as the company's lawn care manager. 
Since that time, Leuenberger has been 
recognized as an industry leader, helping 
the Professional Lawn Care Association 
of America's Illinois chapter grow while 
serving as its president. Overall, he says 
starting Lawngevity helped strengthen 
his leadership and industry skills. 

Q . Why did you start your own 
company? I was working in The Chalet 
retail store in 1984 and took care of 
the lawn care needs of customers, and 
a lot of people complained that too 
many companies offered only liquid 
treatments. So I decided I was going to 
go off on my own and do granular fer-
tilization. I got a $7,000 loan from my 
father-in-law, and I already had a pickup 
truck. I got started by word-of-mouth 
and by advertising in coupon packets. 
From there, it just expanded. By the 
time I sold the company, I had 273 cus-
tomers, and that was more than 8 years 
ago. My biggest pitfall was not having 



enough money. I d interview people, 
and they had jobs where they were 
making more money and I couldn't pay 
them that amount. I had a hard time 
getting and keeping employees, so I was 
doing most of the work myself. 

Q . What were the biggest challenges 
you faced as a business owner? You 

don't realize all of the hidden costs. 
I undercharged. I believe if I wanted 
to go into business for myself again, I 
would find a way to sell myself to the 
customer on something other than 
the price. There's no way you can just 
match competitors' prices and survive 
in business. You need to sell your per-
sonality and the quality of the product 

you're using. You need to give 
clients the proper expecta-

I tions. You need to take business 
I classes. It's not just a matter of 
| money coming in and going 

out. You need to know people, 
partner with people and hire 
good help. You need funding. If 
you have funding, you can bring 
in people and continue to grow 
from there. 

Q . What type of business 
knowledge would have helped? 
1.) Finances - just having 
someone in there to do your 
bookkeeping. 2.) Forecasting 
— how to figure out what direc-
tion you're going to take. 3.) 
Advertising —I advertised in the 

city of Barrington, 111. I sent out 10,000 
brochures, but because I didn't have the 
knowledge of how to look into an area 
and decide if that's an area I should be 
going in, I spent long days measuring 
lawns and not getting much out of it 
because people in that area were very 
price conscious. Out of the 10,000 

continued on page 46 
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essons learne ^ continued from page 45 

brochures, I got about five lawns. That 
ended up costing me about $6,000, 
so it was fairly expensive, and the end 
result was not that great. 

Q . What did you learn from your 
experience about funding a business? 
I think there are two things to fund-
ing - getting the money and knowing 
how to use it. I think you have to sit 
down and write a business plan and 
know what you need. If I had to do it 
over again, I think I would try and sit 
down with some sort of business plan-
ner - get someone involved who really 
knows business. 

Q . What was the best thing about 
owning a business? The best thing is 
there's no limit to the potential. There 
is no limit if you do it the right way 
- with proper capital and proper plan-
ning and people in the right positions. 
I don't regret being in business for 
myself. I think it was a great experience. 
You get an appreciation for what your 

owner is going through. I can appreci-
ate that he's taking all of the risks. 

Q . Why did you decide to sell your 
business? I knew I wasn't getting 
anywhere with the business, and there 
were some rules and regulations coming 
in Illinois. They were requiring a rinsate 
pad for your spray equipment, and I 
had no place to put it - I was working 
out of a garage and basement. I was 
retesting for my pesticide license and 
saw Marko there, and I told him I'd had 
enough of running my own business. 
He said he wished I wouldn't have left 
The Chalet, and offered me a position. 

Q . How does working at The Chalet 
differ from being self-employed? I 
think one of the big things I noticed at 
first is that it was really great to come in 
and talk to coworkers in the morning. 
When I rejoined The Chalet, it was 
with the idea that I was going to take 
over the lawn care department right 
away, but it took two years for me to get 

to know the department and get in that 
position. At first I was not happy that it 
was taking that long, but after the first 
year, I was happy it did take that long. 
Sometimes, especially after owning 
your own company, you come in and 
want to change things right away. But 
in my own case, there were things that 
I wanted to do that probably weren't 
practical, and I realized that later on. 

Q . What other important lessons did 
you learn about running a business? 
You can't take losing a customer person-
ally. You can spend a lot of time and 
energy trying to save a customer who 
you'll never save. That happened to 
me my first year in business. Some-
times it's just not worth losing money 
for one year trying to save a customer 
because you might not be able to save 
them no matter what. I also figured out 
which type of customers are trying to 
get something for nothing and which 
ones are really trying to fix a problem. 
— Jonathan Katz LL 

YOUR BEST INVESTMENT 
DOWN THE LINE 

THE L-2 UNDERGROUND PIPE LAYER 

• Lays pipe or cable 
• Simple, efficient all 

mechanical drive 
• Rugged yet compact 

and highly 
maneuverable 

• 850 lbs. on rubber 
tracks provides for 
minimal lawn damage 

• 16 hp. Kohler 
magnum engine 

• Boring attachment 
available 
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TRENCH FASTER 
CLEAN-UP QUICKER 
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t Swingle Tree, Lawn &C 
Christmas Decor, Denver, 
Colo., the holiday season 
means more than just trim-

i ming trees. With their holiday 
lighting division, the company decks the 
halls, too - and the decks, the eaves, the 
windows and the bushes if their custom-
ers request it. Eight years ago, Swingle 
purchased a Christmas Decor franchise and 
added on the service to both supplement 
revenue and guarantee winter work for their 
employees. 

"We used to subcontract our lawn and 
plant health care technicians to a decorat-
ing company that would decorate malls 
and other properties from November to 
January," says Jeff Oxley, Swingles director 
of operations. "We called it employee leas-
ing,' but we could tell it wasn't working out 
very well. Having winter work available was 
a good way for us to retain our employees, 
but there was a lack of structure with this 
program. Instead, we saw an opportunity 
to get involved with a holiday lighting 
franchise and create a true add-on business 
for the company." 

Indeed, many green industry compa-

h i - . ii 1.1.m 

nies are "seeing the light" when it comes 
to add-on services. In a recent Lawn & 
Landscape Online poll, 27 percent of 
respondents said they currently operate a 
holiday lighting division, and an additional 
33 percent are considering the add-on op-
tion for future seasons. 

In terms of Swingle's approach to 
holiday lighting, rather than creating a 
new add-on service from scratch, Oxley 
explains that the company opted to start a 
franchise. That approach, he says, provided 
the company with systems and processes 
that were already proven effective. "We 
were given books and materials and videos, 
which saved us all the expense of trial and 
error," he says. "At the same time, they 
gave us a little more buying power and the 
ability to expand our region over time." 

The company's initial investment 
in the franchise was minimal, Oxley says 
- only about $12,000 for their original ter-
ritory. Likewise, because Swingle has a large 
tree care division, the company already 
had much of the necessary equipment on 
hand, including ladders and bucket trucks, 
needed for holiday lighting work. Because 

continued on page 50 





- é 
of this, the amount of 
start-up capital necessary 
for the division to get go-
ing was quite low, though 
Oxley notes that other 
landscape contractors may 
have to invest in extra 
equipment. "If someone 
wanted to add holiday 
lighting to a landscaping 
company, they would have 
to invest in a couple of 
orchard ladders at about 
$200 each, and they 
may have to buy a trailer 
or find another facility 
where they can store all of 
the parts and materials," Oxley notes. 
"Because of the scope of work with the 
storage and staging of materials, holiday 
lighting isn't something you can just 
start up and run out of your garage." 

Recently, Swingle dealt with its 
own space constraints. Oxley notes 
that the company's holiday light-
ing inventory currently resides in 15 

large containers on the company's lot. 
Because Swingle's holiday operation 
is turnkey, customers' decorations are 
stored by the company as part of the 
service package. As the division grows, 
the amount of space needed for this 
storage increases dramatically. Oxley 
also says that in order to accommodate 
the growth, Swingle Tree, Lawn & 

Christmas Décor will 
either add onto its own 
facility to add more 
space, or move to a new 
facility within the next 
couple of years. 

In terms of invest-
ment in stock, Oxley 
says that for a franchise 
that costs $15,000, 
a contractor should 
expect to spend another 
$15,000 in materials 
and plan a marketing 
budget on top of that. 
Thankfully, because of 
the franchise system, 

contractors aren't individually respon-
sible for working out the necessary 
budgeting formulas. Oxley says that 
when Swingle started its holiday light-
ing franchise, Christmas Décor helped 
Swingle determine its investment of 
capital, as well as the territory they 
should serve. "Different franchise com-

continued on page 52 
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Sure Thing #j: 

DIMENSION 
WON'T 
STAIN. 

® 

There are some th ings in l i fe you can count on. 
Like Dimension® herbicide. You can count on it to control all 
season long. You can count on it to provide early postemergent 
control of crabgrass. And you can count on it not to stain. 
With Dimension, there's never a doubt. 

f |p Dow AgroSciences 

Dimension 
Specialty Herbicide 

ALL YOU NEED. ALL SEASON LONG. 

For the latest university trials from your region, visit our Web site at www.DimensionHerbicide.com 

v 'Trademark of Dow AgroSciences LLC. Always read and follow label directions. 

http://www.DimensionHerbicide.com


holiday lighting services, but someone 
who makes $100,000 and owns a 
$300,000 home is my demographic 
because they're going to want to spend 
the money." 

To identify where the holiday 
lighting target demographic was lo-
cated, Swingle was provided with a list 

of the zip codes in their territory and 
worked with an advertising company 
who helped them narrow down the 
number of targeted prospects in those 
areas. "You provide them with the cri-
teria you're targeting, whether it be the 
size of the house or the homeowner's 
income and they'll tell you how many 

people in that demo-
graphic are in a par-
ticular zip code," Oxley 
explains. "In some zip 
codes there might be 
five prospects and in 
others there might be 
125. You have to make 
the decision on where 

panies work different ways, but based 
on the revenue we wanted to reach, the 
company was able to tell us what our 
initial inventory should be, as well as 
what our marketing should be like," 
Oxley says. 

Swingle's original territory includ-
ed the better part of the Denver area 
and the franchise com-
pany helped Swingle 
get its feet wet by 
marketing to the right 
areas of the city before 
trying to branch out 
too far. "You're selling 
to people who have 
disposable income and 
you obviously want 
people to buy your 
service, so you need 
to market to the right 
consumer," Oxley ad-
vises. "Someone who 
makes $50,000 and 
rents a house prob-
ably isn't interested in 

you want to concentrate 
the core of your busi-
ness." 

By focusing in on 
the right demographic 
for the company, 
Swingle has turned holi-
day lighting into a solid 

continued on page 54 

It's the Connection 
One of the only segmental retaining wall systems to 
provide a positive, mechanical connection, the new 
Mesa® Ashford™ System is a landscaping solution of 
choice for homeowners and contractors alike. Perfect 
for building structural walls to tiered gardens, units are 
available in three different sizes, giving you 
an infinite number of Ashlar, mosaic-like patterns to 
choose from. By "connecting" beauty and elegance to 
efficiency and performance, the Mesa Ashford System 
let you build natural, attractive, and reliable walls. 

For more information and local availability, please call 
888-828-5007, e-mail info(u)tensarcorp.com, or visit 
www.tensarcorp.com/m9 

Tensar Earth Technologies, Ine. 
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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. 

I—| 2nd in a Series of T^ 

WALKER 
J i 

Compact Overall Size 

^ Sound Engineering 

Unique Steering 
Walker's unique steering configuration results in 
light, precise and nearly effortless control of the 
machine. The proven Forward Speed Control 
(FSC) takes complexity out of handling a "Z" 
machine by setting the forward travel and acting 
as a cruise control. Gentle, fingertip pressure 
on the steering levers is all it takes to smoothly 
operate the Walker and achieve precision 
trimming and manuevering, detail mowing and 
beautiful mowing patterns-this is a marked 
difference from the operation of other zero-turn 
mowers. Dual hydrostatic transmissions 
matched with Walker-designed gear axles are at 
the heart of this unmatched design. In addition, 
Walker's steering configuration in tandem with a 
comfortable operator's position give the opera-
tor the "best seat in the house". When it comes 
to precise steering control and ease of 
operation, the Walker Mower is categorically 
one of a kind. 

I | Grass Handling System 

[ | High Quality Mowing/ 
Outfront Design 

M O W E R S 
WALKER MANUFACTURING COMPANY 

5925 E. HARMONY ROAD • FORE COLLINS, CO 80528 • (970) 221-5614 • www.walkermowers.com 
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profit center. Since the division began 
in 1997, revenue has steadily increased 
from $150,000 to $927,000 at a rate of 
15 to 25 percent each year. The service 
has been as small as 19 percent and as 
large as 42 percent of the company's 
business. 

Additionally, Swingle benefited ear-
ly on from some sales "gifts," according 
to Oxley. "The company to which we 
had been leasing our employees asked 
us to do all of their outdoor lighting, 
so we had an instant stream of revenue 
right there," he notes, adding that some 
tourist towns hired the company to 
decorate the entire towns for a festive 
holiday season. 

In order to keep up with that 
growth, Swingle anchored the divi-
sion with a full-time supervisor who 
handles holiday lighting all year, rather 
than just in the wintertime as had been 
the case in the past. Additionally, the 
department now employs as many as 50 
people during the peak season, operat-
ing up to 25 holiday installation crews. 

USE READER SERVICE # 40 

1 -800-786-2526 or 90 1 -527-4707 _ 
Blending Engineering Excellence with Family Pride 
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However, at the same time that the 
company was seeing its sales increase, 
Oxley notes that the percent profit that 
the company now earns on holiday 
lighting was down in recent years. "The 
profit has gone down the last couple of 
years, but the infrastructure to support 
the division and the manpower that 
we've had to feed into it has gone up," 
he says. For example, having a full-time 
supervisor for the division means pay-
ing a $50,000 annual 
salary when the posi-
tion used to require 
only four months of 
salary payment. 

In order to in-
crease productivity and 
profits, Oxley shares 
that the company 
is gleaning as much 
work as they can from 
their existing territory, which now 
extends through most of Colorado's 
Front Range and surrounding suburbs, 
before breaking into another territory 

to which the company already owns the 
rights. Additionally, cross-utilization 
of vehicles and equipment has almost 
become a science for the company. 

"We don't want a vehicle that's 
only going to work nine months out of 
the year," Oxley says. "We want that ve-
hicle to be able to do holiday lighting, 
irrigation and maybe even tree trim-
ming. We specify all of our vehicles, so 
when we start building a truck, if it's a 

height, maybe that cost should be split 
with the holiday lighting department 
and not just the tree-trimming aspect." 
Spreading the cost of large equipment 
purchases across the two or three divi-
sions that will be using the vehicle is 
an effective cost control and efficiency 
measure for the company because more 
than one revenue stream is carrying 
that overhead. 

In operations and logistics areas 

"Because of the scope of work with the storage and staging of 

materials, holiday lighting isn't something you can really run out 

of your garage. It's a service that can grow very fast, and you have 

to stay on top of that.'' - Jeff Oxley 

sprayer we consider whether it's a skid-
mount sprayer where we can pull the 
skid out and make it a tree-trimming 
truck in the winter. Or, if we buy a 
bucket truck that has a 50-foot working 

like these, Oxley adds that he's grateful 
for the network created by being part 
of a franchise system. "There are dif-
ferent marketplaces for this end of the 
business and that means we have 300 

L a n d s c a p e A t t a c h m e n t s 

Unleash Your Potential 
Turn your tractor into the ultimate workhorse with the Frontier family 

of landscape attachments. Frontier rear blades, box blades, grooming 
mowers, rotary tillers, and pendular spreaders are just some of the 
tools that can help you unleash your property's potential. Each 
one is compatibility tested to maximize the performance of 
your John Deere tractor. 

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 
valuable time with the John Deere iMatch™ Quick-Attach 
Hitch System. It lets you move from one Frontier 
attachment to another in record time! 

The possibilities for your property 
are endless —and so are the tools 
from John Deere and Frontier. See 
your John Deere dealer today. 
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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 

DRESEEDER 
• LANDSCAPING TILLER 

THE FINEST 
IN SEEDBED 
PREPARATION 

• Carbide Teeth 
• Durability & 

Dependability 
• 3-Year Warranty 

NEW: 

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

level î\ Bc/t 
LASER GRADING BOX 

On-Grade... 
Automatically 

• Tractor & Skid steer 
models 

• Accurate to VS 

New Hol land, PA 
1-800-342-0905 

www. p reseed e r. co m 

other dealers we can bounce ideas off of," he says. "Through-
out the system we have an intranet that allows us to post 
questions for other dealers about products, sales or something 
as specific as how to deal with snow on roofs. I know the folks 
in Minnesota have to deal with that issue all the time. Having 
the ability to ask 'How do you do it?' and 'What do you do?' 
has been really nice." 

However, one thing that each Christmas Decor franchise 
does on its own is create a pricing structure for their service. 
"Each individual franchisee is responsible for creating a labor 
burden, so what we charge here may not be what they charge 
in Indianapolis or Kansas City," Oxley says. 

At Swingle, the pricing structure is broken down very 
specifically due to the parts-and-pieces nature of the business. 
"You have to charge for materials and you have to charge for 
labor, but then there are special add-ons or situations that you 
have to charge for," he adds. "We have different price points 
for each category and each project, so if you want large lights 
on a tree that is a certain height, and you want it done a cer-
tain way, we have a price for that. If its roof lighting on a tile 
roof that I cant access, there's a price for that. We can't just go 
look at tree after tree and say they'll all be 500 lights and the 
same price for each." 

O n average, Swingle Tree, Lawn & Christmas Decors 
customers spend around $900 to $1,100 annually for holiday 
lighting, and Oxley notes that product costs count for 10 to 
12 percent of that. "The product cost may be less for some 
people and more for others because of what we buy and how 
much we buy," he explains. "We want to make sure that, from 
year to year, if our customers add lights that they are the same 
colors and quality that we used the year before. We purchase 
through certain channels in order to keep up that professional 
look throughout." 

Also, Oxley notes that the company tries to reach about 
30 percent profit on each job, though the amount of labor and 
use of certain types of equipment can cut into this. 

Training is another business aspect that Swingle handles 
on its own. Because many technicians trade in their lawn 
sprayers and spreaders for holiday lights in the winter, the 
company holds a full day or day-and-a-half of training to 
refresh everyone's holiday lighting memories before the season 
begins. Topics covered usually include three or four high 
priorities like low-voltage wiring knowledge, power rules and 
safety training. Then, throughout the four-month season from 
October to January, the team meets every morning to discuss 
issues they've seen on different sites and how to handle them. 
Weekly hour-long training sessions also cover any additional 
safety issues that need to be addressed. 

Without a doubt, the holiday season is as bustling for 
Swingle Tree, Lawn & Christmas Decor as it is for mall 
shoppers and children who are out of school for the winter 
- they're always on the go. But a dedicated staff and conve-
nient network of dealers has helped the company quell the 
chaos and make holiday lighting a profitable add-on service 
that shows signs of continuing growth. Still, "this isn't a busi-
ness you can just jump into and make $1 million," Oxley 
notes. "You learn a lot about marketing and people's buying 
habits, but you have to be ready, willing and able to handle the 
interest in the service as it grows. When you're prepared, it can 
be very rewarding." LL 
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What are customer and prospect perceptions about 
professional lawn and landscape companies and ser-

vices? To find out, Lawn & Landscape commissioned a nation-
wide benchmark research in partnership with the Kohler Co., 
Kohler, Wis. We asked commercial and residential customers 
how many of them have a lawn and/or landscape, who does 
the outdoor work, how much they would be willing to pay 
for professional lawn and landscape services, how professional 
companies could improve their images and more. 

The survey was done in late December 2004 and early 
January 2005. A total of 800 consumers and 180 commercial 
customers or prospects responded. The results shed light on 
the lawn and landscape market size and dynamics, and create a 
benchmark to measure industry progress and trends. 



Y 

w hat an exciting time to be in the landscape industry! Homeownership is up. Consumer 
spending is on the rise. And according to Lawn & Landscape's 2004 State of the 
Industry Report, average revenue increased by nearly 20 percent! 

As the most demanded engine brand in the industry, KÖHLER" is honored to have been 
involved in your unprecedented success. You see, more people who depend on engine-powered nding 
equipment to make their living do it with a KOHLER engine under the hood. That's not a fact we take lightly... 
because what dnves you and your equipment is what dnves us to engineer the best performing engines on the 
market. Innovations like our exclusive hydraulic lifters mean KOHLER engine valves never need adjustment. Just 
one of the many ways KOHLER keeps your equipment on the job and out of the shop. 

KOHLER engineers have also responded to the barriers standing between you and a repeat of your 2004 
success. KOHLER Command PRO and Aegis engine families include models that feature the only closed-loop 
electronic fuel injection (EFI) system in the industry. What does this mean? With fuel prices being the No. I 
concern among landscape contractors, KOHLER engines with EFI an save up to $.60 on every $2.00 gallon of 
gas. That's potentially 30 percent more productivity! 

Finally, when it comes to servicing your equipment, remember KOHLER has more than 13,000 dealers 
worldwide standing by to keep your equipment in tip-top shape. That's our promise to you. When you buy 
KOHLFR-powered equipment, you can rest assured you're getting the best. 

Best of luck in 2005. 

Chad Severson 
Vice President - Marketing and Customer Service 

KOHLER 
The Power More Professionals Demand 



Residential consumer profile 
Where residential respondents reside 

Most residential survey respondents own their own 
homes (73 percent), have lived in their homes five 

or more years (50 percent) and have properties one acre 
or smaller to maintain (80 percent). More than half also 
work and live in a household with an income of less than 
$ 100,000 (88 percent). Half live with a spouse or partner, 
about half have a pet with access to the yard and one-fourth 
have children. 

Overall, the residential market is large - only I I percent 
do not have a lawn or landscape. However, one-fourth live at 
a property in which the lawn and landscape is serviced by the 
landlord, owner or housing community. This means that 75 
percent ofthose respondingto the survey must either handle 
the work themselves or hire someone directly to do it. 

^ 0/0 on god court* r*sid*nti«l community 

in privat* kom* in a mokil* kom* park 

otbar 

n a condominium or clustar kom* 

n apartment 

in privat* kom* 

in privat* kom* ir 

city aukurk 

or town 

Research conducted by Insight Express. 

How long have they resided in their present home? 

Less than year 

1-2 years 

5-9 years 

l O or more years 

L i festy le facts 

2-4 years 

Average size of private properties 

<0 

in 
K> 

o m 

4 2 % 3 8 % 1 0 % 2 % 8 % 

65% 
35% 

Work full or part t ime 

Retired or not employed 

Live with spouse or partner 

Have cat or dog with access to yard 

I Annual household income below $49,999 

Annual household income between $ 5 0 , 0 0 0 and $99,999 

Annual household income above $ 1 0 0 , 0 0 0 
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Residential consumer perceptions 

Provides pr ivacy 

Consumers have diverse feelings about 
why their lawns are important to them. 

One-fourth view their yard as an extension 
of their home and nearly as many use it for 
gardening, bird feeding or other hobbies. 

Professional companies are seen as atop 
source of information about lawn care - 14 
percent say they are the best information 
source, and only the local nursery, green-
house or garden center fared better, which 
is not surprising since more consumers visit 
these businesses than employ a professional 
lawn service company. 

Professional landscape companies have 
a generally favorable image based on 75 
percent of consumers saying that companies 
have become more professional or more 
beneficial to the environment in the past 10 
years. However, when asked if communi-
ties should be able to ban the use of all lawn 
care pesticides (which would include retail 
products), only 54 percent said "No" and 46 
percent said "Yes." 

W h a t is the single best information source about lawn care? 

W h a t one t i l ing best descr ibes your feel ing a I O 
you r lawn: 

It is an investment 

Play or 

recreat ion area 

Pr ide of < 

Extens ion of the i r home 

Place to relax 
Garden ing , b i rd feeding or 

o ther bobby 

1 0 % Retail Store 

1 7 % Books 

4 % Magazines 

3 % University Extension Service 

3 % Television 

I 2°/o Consultant 

| 1 % Newspapers 

1 % Yellow Pages 

7 % Other 

2 3 % Local Nursery, Greenhouse or Garden Center 

1 4 % Lawn Care Company 

1 3 % Neighbors and Friends 

1 2 % Internet 

In compar ison to l O years ago, do you think 

professional lawn care has become? 

i 
TWÊÊÊ T 

75% 49% 26% 25% 14% 11% 
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Who actually does the work for consumers? The survey 
shows thatthe majority ofwork is done by the homeowner 

or a family member, or that certain services are not done at all. 
When it comes to the easiest tasks - planting flowers, cleaning up 
the yard in the spring or fall, and mowing, edging and trimming 
- six out of 10 homeowners said they or another family member 
do them themselves. 

Handyman and students handle about 10 percent of mow-
ing, edging and trimming work, and serve about 5 percent of the 
market for most other services. 

The biggest message from this data is that market penetration 
by professional companies ranges from a low of 12 percent for 
snow and ice removal to a high of 27 percent for tree service 
- work that homeowners lack the equipment and expertise to 
handle. Many optional lawn care services are simply not done 
by anyone, perhaps because consumers are not aware of the 

value of the service, or that it requires special equipment and 
knowledge. 

Just under half the respondents said no one does organic 
weed and insect control on their properties, but about one-third 
said they do it themselves. Eighteen percent said a professional 
company provides this service. 

To tackle a large design and construction project, consumers 
said they would take one of two approaches. About 38 percent 
said they would go the design/build approach by hiring a con-
tractor to handle the design and construction. Conversely, 41 
percent said they would hire a landscape designer or architect 
first, then do as much of the work they could themselves and 
subcontract what they could not do. Twelve percent would hire 
a designer or architect and then go with the contractor he or she 
recommends, and nine percent would hire a landscape designer 
or architect and then select their own contractor. 

Who currently does the following lawn care work on your property? 

Professional 

Irrigation 

Lighting , 

Handyman/Student 

27% Mow/Edge/Trim 10% 

24% Spring/fall cleanup 9% 

22% Weed control 7% 

21% Snow/ice removal 6% 

21% Fertilization 6% 

20% Tree service 6% 

19% Design/renovate 5% 

19% Flowers/seasonal color ..5% 

18% Aeration 5% 

18% Lighting 5% 

16% Irrigation 5% 16% 

14% Insect control 5% 

14% Disease control 4% 

13% Organic weed/insect 
control 4% 

12% Ornamental service 4% 

Myself/Family 

Mow/edgeAnm 62% 

Spring/fall cleanup 61% 

Flowers/seasonal color 60% 

Weed control 55% 

Fertilization 46% 

Design/renovate 42% 

Snow/ice removal 42% 

Insect control 42% 

Lighting 36% 

Organic weed/insect control .. 34% 

Disease control 34% 

Tree service 32% 

Irrigation 31% 

Ornamental 30% 

Aeration 28% 

No One 

Ornamentals 52% 

Irrigation 46% 

Aeration 48% 

Lighting 45% 

Organic weed/insect control ..44% 

Disease control 41% 

Snow/ice removal 40% 

Tree service 35% 

Design/renovate 34% 

Insect control 29% 

Fertilization 26% 

Flowers/seasonal color 22% 

Weed control 17% 

Spring/Tall cleanup 14% 

Mow/edgeArim 8% 

W k o does mowing? 

professional 

handyman or 

student 

myself or 

family m e m b e r r i n 
1 professional ¿Z°A> 

handyman or 

student 

karxJyman or 1 9 % 
»tud.nt 5% 
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If you were to hire a professional lawn care service, what 
would you be willing to pay per year for the following 
services? (based on 787 responses) 

<$100 $101-$249 $250-$999 >$1,000 Not Interested 

Mowing/edging/trimming 19% 13% 1 1% 2% 55% 
Aeration 21% 5% 2% 1% 71% 

Fertilization 26% 9% 2% 1% 62% 
Insect control 22% 9% 2% 1% 66% 
Weed control 28% 10% 2% 1% 59% 
Disease control 22% 8% 1% 1% 68% 
Organic weed/insect control 21% 8% 2% 1% 68% 

Irrigation 14% 6% 3% 1% 76% 
Design/renovation 14% 7% 7% 3% 69% 
Lighting 13% 5% 2% 1% 79% 

Tree service 18% 12% 5% 1% 64% 
Ornamental service 13% 4% 1% 1% 81% 
Flowers/seasonal color 19% 7% 2% 1% 71% á 

/ 
Snow/ice removal 
Spring/fall cleanup 

14% 
23% 

5% 
8% 

2% 
1% 

1% 
1% 

78% 
67% 

Household income less than $49,999 (based on 309 responses) 
If you were to hire a professional lawn care service, what would you be willing to pay per year 
for the following services? 

<$100 $101-$249 $250-$999 >$1,000 Not Interested 

Mowing/edgingArimming 24% 12% 6% 1% 57% 
Aeration 19% 4% 1% NR 76% 

Fertilization 24% 5% 1% NR 70% 
Insect control 21% 8% 1% NR 70% 
Weed control 27% 7% 1% NR 65% 
Disease control 19% 7% 1% NR 75% 
Organic weed/insect control 21% 8% 1% NR 70% 

Irrigation 15% 5% 2% NR 78% 
Design/renovation 16% 6% 5% 1% 72% 
Lighting 15% 5% 1% NR 79% 

Tree service 20% 10% 3% 1% 66% a; 
LO 

Ornamental service 14% 4% 1% NR 81% c O 
CL 

Flowers/seasonal color 23% 6% 1% NR 71% i/) & 
O —7 

Snow/ice removal 17% 5% 2% NR 76% II 
Spring/Tall cleanup 24% 6% 1% 1% 68% cd 

Z 
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Household income $50,000 - $99,999 (based on 221 responses) 
If you were to hire a professional lawn care service, what would you be willing to pay per year 
for the following sen/ices? 

<$100 $101-$249 $250-$999 >$1,000 Not Interested 

Mowing/edging/trimming 14% 17% 12% 1% 56% 
Aeration 22% 6% 3% NR 69% 

Fertilization 29% 1 1% 3% NR 57% 
Insect control 24% 9% 3% 1% 63% 
Weed control 30% 15% 3% 1% 51% 
Disease control 25% 9% 3% 1% 62% 
Organic weed/insect control 23% 9% 3% NR 65% 

Irrigation 12% 5% 5% 1% 77% 
Design/renovation 12% 7% 9% 2% 70% 
Lighting 1 1% 3% 3% 1% 82% 

Tree service 16% 18% 6% NR 60% <V 
to 

Ornamental service 10% 4% 2% NR 84% C §. 
Flowers/seasonal color 16% 10% 2% 1% 71% 

to & 
O 
7 

Snow/ice removal 10% 6% 3% 1% 80% 4L 
il 

Spring/fall cleanup 23% 9% 2% 1% 65% CC 
z 

Household income more than $ 100,000 (based on 73 responses) 
If you were to hire a professional lawn care service, what would you be willing to pay per year 
for the following services? 

<$100 $101-$249 $250-$999 >$1,000 Not Interested 

Mowing/edging/trimming 15% 15% 28% 6% 36% 
Aeration 35% 15% 3% 1% 46% 

Fertilization 32% 24% 4% 1% 39% 
Insect control 29% 20% 3% 1% 47% 
Weed control 28% 26% 5% NR 44% 
Disease control 32% 15% 1% 1% 51% 
Organic weed/insect control 23% 13% 6% 1% 57% 

Irrigation 13% 18% 6% 3% 60% 
Design/renovation 6% 12% 20% 21% 41% 
Lighting 11% 11% 7% 4% 67% 

Tree service 13% 20% 15% 6% 46% or 
OO 

Ornamental service 14% 8% 1% 1% 76% C 
8. 

Flowers/seasonal color 20% 21% 7% 1% 51% 
to 

<2 
O 

Snow/ice removal 10% 8% 3% 1% 78% II 
Spring/fall cleanup 29% 23% 4% 1% 43% cd 

Z 



I T U R F P R O S T A L K A B O U T T H E B U S I N E S S | 

T H E E L E C T R O N I C F U E L I N J E C T 
K O H L E R , C O M M A N D P R O . 
26hp and 28hp vertical• and horizontal-shafi engines 

E D 

" W H E N WE S T A R T E D B U Y I N G EFI 
E N G I N E S F O R O U R M O W E R S T H R E E 
Y E A R S A G O , WE B O U G H T F O R 
P O W E R T O D R I V E O U R BIG D E C K S , " 
says Mike Devore, Vice President, Ed Castro 
Landscaping, Atlanta. "And we were looking for a 
quieter engine with lower emissions. But with the 
high gas prices, our savings on fuel have been 
another big plus. So if the power is there and we're 
saving gasoline at the same time, why not? We're 
clearly ahead across the board." 

Kohler Engines product manager Cam Litt says 
that KOHLER, EFI engines like the 26hp and 28hp 
KOHLER Command PRO. horizontal- and vertical-
shaft engines have changed the equipment-
purchasing terrain for turf professionals. 

"If you're mowing for a living, no question — 
electronic fuel injection engines are the way to go," 
says Litt. "The average homeowner doesn't want to 
pay more up front for his riding mower. Fuel savings 
and power aren't at the top of the list. But the real 
pros, the ones looking for productivity and up to 
30% fuel savings that end up on their bottom line 
are going with KOHLER EFI engines." 

W H E N K O H L E R I N T R O D U C E D T H E 
F I R S T C L O S E D L O O P EFI E N G I N E S 
IN T H E I N D U S T R Y IN 2 0 0 0 , fuel savings 
of about $400-5500 for each EFI engine per season 
meant that turf pros paid back higher up front costs 
in just two seasons of cutting. Or just one year for 
those who cut year-round. But with fuel prices rocket-
ing up past $2 a gallon over the last few summers, 
more and more landscape contractors are seeing even 
faster paybacks — and then savings in the operating 
expense column of their spreadsheet. 

"It depends on how you work and how many 
hours you run each season, but in virtually every 
professional setting, KOHLER EFI engines will save 
you dollars in the long run," says Litt. "When you 
save 30% — 60c on each $2 gallon of gas — over a 
carbureted engine, you're going to make out. And 
that's without even thinking about power and getting 
jobs done faster." 

fuel saver$ 



"WITH GAS AT $ 2 A G A L L O N , B U Y I N G 
EFI E N G I N E S IS REALLY A NO-BRAI N ER." 

says Mike Devore, turf professional 

T H E L A N D S C A P E C O N T R A C T O R B U S I N E S S IS A L L A B O U T 
P R O D U C T I V I T Y . I T ' S E A S Y T O B E B U S Y , B U T I T ' S H A R D 
T O BE P R O F I T A B LE. The little things add up: starting up and running 
smoother on a cold morning, less maintenance and putting more hours on 
the EFI engines. 

"We've looked at the big numbers — like gross sales — and over the last 
few years we've scaled back, invested in the tools that will make us more 
productive, and gone after higher-profit jobs," says Artie Harton of 
Yardbusters, Inc. of Marietta, Georgia. "Down here in the south, we grow 
really tough warm-weather grasses . Most of the time it's Bermuda, and every 
spring we have to go in and scalp it — cut it right down almost to the dirt. 
So we've been buying for power for almost 15 years, starting with i 6 h p 
KOHLER engines and working our way up each year as mowers and engines 
have gotten bigger and better. 

"We're sold on the letters E-F-I. We're running KOHLER EFI engines and 
they just power right through no problem. We're more productive, absolutely. 
EFI means more power — you sure won't see us going back to anything less." 

M O S T O T H E R E N G I N E M A N U F A C T U R E R S A R E N ' T E V E N 
B U I L D I N G EFI E N G I N E S . W H Y ? 
Because most want to concentrate on the higher-volume consumer market. 
They just aren't willing to invest R&D dollars that Kohler has to serve the 
smaller and more demanding turf pro market. Maybe that's why more 
professionals specify Kohler-powered equipment than any other. 

"The migration by turf pros to more powerful and more sophisticated 
EFI engines is more than a trend," says Litt. "It's happening across the board. 
Every pro is going to buy EFI. It's just a matter of time. 

"When crews are running longer on every tank of gas, the payback is pretty 
convincing. But it's more than that. It's like when cars went to fuel injection 
twenty years ago. All of a sudden, there was more horsepower under load, 
lower emiss ions and better gas mileage. What's not to like? What we're seeing 
is that when it's time to sell depreciated equipment and buy new, more and 
more pros are choosing KOHLER EFI engines." 

KOHLER 
The Power More Professionals Demand 

More power, 
lessfuel 

T H E " C L O S E D L O O P " 

A D V A N T A G E 

When an EFI engine is started, 
it operates in an "open loop" mode 

mapped by the Electronic Control Unit 
(ECU). Only KOHLER EFI engines include 

an oxygen sensor that analyzes the air/fuel 
mixture in the exhaust. If the oxygen level 
strays from the ideal air/fuel mixture, the 

sensor triggers adjustments in the ECU 
map to adjust the amount of fuel injected 

into the system. 

Only KOHLER EFI engines then "close the 
loop" between the air/fuel intake and the 

exhaust output to provide a constant 
steam of critical feedback — and optimal 

power and fuel economy. 

The closed loop advantage also means 
that only KOHLER EFI engines 

automatically adapt to air cleaner 
conditions and altitude changes. 

KohlerEngines.com 1 -800-544-2444 Ext. BJ205 



How satisfied are you with your current lawn care company? 

Not satisfied, 

looking for new company 

5% 
Not satisfied 

and will communicate 

this to them 

Somewhat Satisfied 

Very satisfied 

How often do you evaluate your professional lawn care service? 

1 2 % ^ e r e ' s a P r ice increase 

Every two years 3 

O n c e per year ^ / o/o 
N o set time 

Consumers who have a contract with a profes-
sional service company tend to be satisfied 

or very satisfied. Only 10 percent report they are 
not satisfied with their company, and 5 percent 
are now looking for a new company. 

Given the satisfaction level, consumers say they 
do not change companies very often. One-third 
(35 percent) say they have not changed companies 
in the past five years and 38 percent say they have 
only changed once in that time period. One-fourth 
of the respondents say they have hired two to 
three companies in the past five years, I percent 
have hired four to five companies, and I percent 
have hired six or more companies in that time 
period. 

Most also say they have no settime to evaluate 
their service and about one-third say it is done 
once per year, most likely when they are asked 
to sign a new contract. 

Numerous reasons are given by those who 
do change companies, with price increases and 
service expectations not being met as the leading 
issues. If there is an issue, 64 percent say they 
would contact the company owner directly, 15 
percent would contact the service technician, I I 
percent would call the office receptionist, and 3 
percent would complain to the salesperson. Seven 
percent said they would contact no one about a 
problem. 

f 



How can professional lawn service companies improve? 

Marketing is one way, consumers say. When asked about of staff (31 percent), references (31 percent) and lowest 

important factors they consider when making a hiring price (30 percent), 
decision, 94 percent of consumers said value was the most The top "very important" service improvement 
important or an important factor (value meaning "best service companies could make is to meet expectations (see chart 
forthe price"). Only 6 percent said value was not important, below). Relating closely to that are two other of the top 

Other important factors considered when hiring a four improvements - coming on time and explaining ser-
contractor are value (52 percent), services offered (33 vices better. One-fourth of all respondents also want their 
percent), recommendations from family and friends (32 landscape company to suggest ideas. Top additional service 
percent), licensing/certification (32 percent), friendliness wants include gutter cleaning and fall/spring cleanup. 

Which of the following service improvements could your lawn care company make? 

Very Important Important Not Important 

Meet expectations 60% 23% 17% 

Come on time 45% 29% 26% 

Lower prices 36% 42% 22% 

Explain services better 25% 52% 23% 

Suggest ideas to me 25% 48% 27% 

Call me back faster 26% 38% 36% 

Keep same service person longer 22% 48% 30% 

Offer payment program 20% 33% 47% 
Better uniforms and vehicles 4% 20% 76% 

If you had a complaint for your lawn care company, 

who would you contact? 

Salesperson 
3% 

1 1 % 

Off ice receptionist 

O w n e r 

15% 
S e r v i c e technician 

W h a t additional services do you wish your 

professional company would offer? 

9 % Landscape design/renovation 

9 % Irrigation installation/maintenance 

1 1 % Lighting | 

1 1 % Deck/pat io maintenance 

1 2 % Water feature installation/maintenance | 

1 2 % Snow/ice services 

1 3 % Mand pruning/trimming 

1 4 % O u t s i d e (perimeter pest control) 

1 4 % Mosquito/tick control 

1 8 % Tree/shrub services 

1 9 % Fall cleanup/leaf removal 

2 4 % Gutter cleaning 

4 4 % N o n e 



Commercial profile 

Commercial buyers surveyed were all individuals respon-
sible for overseeing grounds maintenance at their medi-

cal, educational, government, industrial, retail or hospitality 
facilities. The leading job title among the 180 respondents was 
facility/building manager (76 percent), followed by property 
manager (3 percent), builder/developer ( I percent), owner/ 
investor ( I percent), and other ( 19 percent - which included 
facility director, manager or superintendent; building and 
grounds superintendent, building maintenance superintendent 
or director of facilities maintenance). 

Sixty-four percent of respondents manage their own 

grounds maintenance crews, and 35 percent subcontract 
this work to a professional service company. One percent 
subcontracted their services through a broker. Survey 
respondents are industry veterans, with 70 percent having 
been with their companies more than five years. 

The majority of commercial businesses hire profes-
sionals for pesticide and fertilizer applications, design and 
renovation, irrigation and pond/water feature services. Most 
handle mowing, seasonal color and snow/ice management 
internally. Tree and ornamental maintenance is split between 
in-house and subcontracted work. 

- x X 

What type of property are you primarily 

responsible for? 

1 6 % M e d i c a l 

1 2 % G o v e r n m e n t 

9 % C o m m e r c i a l 

5 % Industrial 

| 3 % Hote l/mote l/hospi ta l i ty 

J 2 % Retai l 

| 2 o / o C o m m e r c i a l residential 

I 7 % O t h e r 

4 4 % E d u c a t i o n a l 
Area of property 

61% 2 0 % 1 0 % 7% 2% 

Who currently does the following maintenance work on your property? 
Professional company In house/employees No one 

Chemical lawn care/fertilization 59% 37% 4% 

Design/renovation/installation 51% 44% 5% 

Tree/ornamental maintenance 49% 49% 2% 

Irrigation installation and maintenance 46% 41% 13% 

Mowing/maintenance 37% 63% 0% 

Snow/ice management 30% 53% 17% 

Pond/water feature maintenance 29% 27% 44% 

Seasonal color 32% 45% 23% 
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The dominant motivation for com-
mercial property managers to tend 

to their greenspaces is corporate image 
(74 percent). To find the right company 
forthis work, commercial facility managers 
rely on their peers, then technical experts 
- university staff, contractors, nurseries, 
greenhouses and consultants. Impersonal 
information sources all rank lower. 

As would be expected, important 
factors in making a hiring decision include 
quality/reputation, value, relationship with 
contractor and referrals/recommenda-
tions. At the same time, practical matters 
like insurance coverage, certification and 
licensing and service offerings are major 
considerations. 

Commercial buyers rank the perfor-
mance of professional lawn care compa-
nies as having become more professional 
(72 percent) and more beneficial to the 
environment (43 percent) in contrast to 
10 years ago. Only 10 percent were of 
the opinion that lawn care companies are 
less professional and only 3 percent said 
their services were less beneficial to the 
environment. 

W h a t is the best in format ion source 

about grounds care? 

Yellow Pages 

Books 4 2 % 3 % 
O t h e r 

Consu l tan ts I O 

Local nursery or 

greenhouse 

Industry peers 

Un ivers i ty / Extension 

Serv ice 

C o n t r a c t o r 

W h a t is most important about your properties? 

2 Investment 

Security ^ O t h e r 

Attract and retain leasers 

3% 
R e c r e a t i o n / e m p l o y e e use 

mage 

How important are the following factors in selecting a professional service firm? 
Most Important Important Not Important 

Quality/reputation 65% 34% 1% 

Insurance coverage 55% 45% 0% 

Value 47% 52% 1% 

Certification/license 41% 50% 9% 

Relationship with contractor 38% 57% 5% 

Referrals/recommendations 35% 61% 4% 

Service range/options 32% 61% 7% 

Friendliness of staff 23% 72% 5% 

Lowest price 18% 66% 16% 

Better Business Bureau rating 8% 58% 34% 

Other 10% 47% 43% 



H o w m u c h d i f f e rence has t h e r e b e e n b e t w e e n 

t h e g rounds serv ice compan ies you have h i r e d ? 

49% 

2 7 % Significpnt differences in 

1 7 % Significant differences in services 

• 7 % Significant differences in cost 

Not much 
difference 
(you get whet 
you pay for) 

If you had a complaint for your grounds company, w h o m wou ld 

you contact? 

16% 

Asked how much difference there is between compa-
nies hired, survey respondents were split. About 

half said not much difference ("you get what you pay for"), 
and about half said there were significant differences in 
services, cost and total value. 

Similar to the residential survey results, most com-
mercial customers say they are very or somewhat satisfied 
with their current company. Most (42 percent) review 
and renew their contract on an annual basis. Close to that 
number (32 percent) have no set time for reviewing or 
renewing contracts, 13 percent do so every three years, 
I I percent every two years and only 2 percent say they 
will do so whenever there is a price increase. 

Not surprisingly, if there is a problem most (66 per-
cent) commercial clients will go straight to the owner of 
the company and 16 percent will contact the salesperson 
or account manager. The dominant reasons for switching 
are related to service issues. 

Asked how often they switch firms, 39 percent say 
they have had two to three firms in the past five years, 
30 percent have hired only one firm and 22 percent 
have not made a change in that time period. However, 
5 percent say they have had four to five firms in the past 
five years, and 4 percent have hired more than six firms. 

When hiring a new firm, 68 percent always check 
new references, 27 percent sometimes do and 5 percent 
never do. 

1 3 % 4 % 1% 

How satisfied are you with your current 

grounds maintenance company? 

Q_ 
E 

If you plan to/h ave recently switched professional grounds 

maintenance service companies, why? 

Do not plan to/have not 
switched 

ò°/o Wanted better service quality tban company could provide 

I 6 % Service did not match promises of sales literature, advertising or salesperson 

I 4 % Price went up/cost too much 

jj 4 % Poor communication/lack of communication 

4 % Service was not on time 

I 3 % Needed more services tban company offered 

1 % Service people/contact kept changing 

1 1 % O l U r 

65% 31% 3% 1% 
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Commercial clients were asked the maximum they would 

budget for seven service categories. The table to the right 
shows the average maximum budgets for all respondents as well 
as for three variations of grounds areas. 

The challenge in reporting this information is that facility 
budgets may vary sharply. While clearly the exception and a 
sharp deviation from the norm, the maximum annual budgets 
reported for each category by respondents were: $ 100,000 for 
mowing and maintenance; $ 125,000 for chemical lawn care and 
fertilizations; $100,000 for design, renovation and installation; 
$ 100,000 for irrigation installation and maintenance; $ 125,000 
for pond and water feature maintenance; $280,000 for tree 
and ornamental maintenance; $50,000 for seasonal color; and 
$200,000 for snow and ice removal. 

The budget averages also indicate some differences for in-
tensity of maintenance in certain service categories. For example, 
the maximum annual budget average for seasonal color is higher 
for those with 5 or fewer acres to maintain ($ 1,061 ) than for 
those with 6-19 acres ($532). Average budgets for mowing and 
maintenance show a similar pattern. What this might indicate 
is that some facilities with smaller acreages maintain them to a 
higher degree than facilities having larger areas. 

Other service categories reflect a proportional increase in 
annual budget maximums that roughly correlates to the area to 
be maintained. That is the case for design/renovation/installation, 
tree and ornamental services and snow and ice removal. 

Asked about what additional services a professional grounds 
service could provide, the survey respondents showed three 
interesting patterns. First, some respondents would like their 
grounds maintenance companies to expand their green and 
related services. Those include tree maintenance, ornamental 
maintenance, irrigation repair and maintenance, and perimeter 
pest, mosquito, tick, bird and wildlife control. Companies serv-
ing such clients should consider expanding into these specialty 
services or finding subcontractors to handle the work under 
their direction. Failing to do so may cause the commercial client 
to consider other options, which 3 percent of the respondents 
said was the reason they have recently switched companies or 
plan to do so. 

Second, half responded that there were no additional ser-
vices they desired. That would be expected because many of 
the commercial buyers surveyed are in the maintenance business 
and they have contracted for exactly the services they needed. 

Third, and a direct reversal of the second point above, 
some building and grounds maintenance clients are interested 
in services relating to the facility rather than the grounds. These 
include exterior building maintenance and entry/hardscape area 
maintenance. This indicates an interest by some commercial cli-
ents for a more turnkey services regarding their building exterior 
areas and grounds. 

What is the maximum you would be willing to budget for 
the following services? 

What additional services do you wish your | al grounds 
service would provide? 

"J 5 o / o Tree maintenance 

Q cy^ Design and renovation 

ô C / b Snow/ice service 

7 °/o Entry/hardscape area maintenance 

Ornamental maintenance 

4 % Other 

N o n e of the above 



TO MAKE IT 
ON THIS TURF, 
YOU NEED THE 
POWER MORE 
PROFESSIONALS 
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Find out why more people who cut grass for a living prefer to do it with KÖHLER. 

powered riding equipment. Visit KohlerEngines.com. or call 800-544-2444. i - k I / ^ i k i r r 
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If Your Company Offers Weed and Insect 
Management Services, Then These 
Seminars Are MUST Attend Events! 

AND INSECT 
MANAGEME 

S E M I N A R 
S C H E D U L E 

North Seminar 
August 3-4, 2005 
Cleveland, 
Ohio 

South Seminar 
August 17-18, 2005 
New Orleans, 
Louisiana 

W H Y YOU S H O U L D ATTEND 

S P O N S O R 
P A R T N E R S 

T I T L E S P O N S O R 

/ T v iik 
Environmental Science 

AFFILIATE S P O N S O R S 
Nufarm Turf & Specialty 
PBI Gordon 

• A comprehensive, targeted education program designed to cover 
current topics and issues impacting weed and insect management 
issues, practices and services. 

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

• Solutions you can use right away to enhance your company's per-
formance. 

• Convenient locations - Cleveland and New Orleans. 

• Earn CEUs credits for attending. 

TO REGISTER: 
call 800/456-0707 or visit 

www.weedinsectseminar.com 

http://www.weedinsectseminar.com


M Direct Hit 
> b y j e f f r e y d o b k i n 

irect marketing is a low cost way of reaching in with your message, piercing that gruff 
exterior customer shell and finding your way into their hearts, minds and wallets. Its also 
a non-intrusive way to thank current customers for their business. Despite the continual 
rising costs of postage, direct marketing is also still a great value. Its the lowest-cost type of 
marketing because of its precision and accuracy. With direct mail, you can send a message 
to a specific target audience without a lot of wasted expense. For example, you can mail 
just 100 letters to a list of your 100 best prospects to sell them new services, boost existing 
service sales or thank current customers for their business. And this only costs 37 cents in 
postage for each letter, plus the cost of 100 sheets of paper. With a surety of 95 percent 

or better, you can get a piece of paper with our own message and personal signature to land on the desk of almost 
anyone - now that's direct. 

A t t r a c t n e w 

c l i e n t s a n d 

b o o s t c l i e n t 

r e t e n t i o n w i t h 

p r o v e n d i r e c t 

m a i l m a r k e t i n g 

t e c h n i q u e s . T Y P E S O F D I R E C T M A R K E T I N G . The types of 
direct marketing you use can be post cards, brochures, 
or letters - all with or without envelopes. Each has its 
place in the marketing mix. 

Post Cards . Post cards have exceptionally high 
readership - by the time your recipient gets it in his or 
her hands, its already read. Other advantages: easy to 
address, cheaper to mail than letters and cheap to print. 
Post cards can be printed in four colors and purchased 
for about $400 for 5,000. Post cards can also look nice 
printed in just one or two colors with striking copy. 

Post cards work best as lead generation devices, 
especially for services that people are already familiar 
with. Cons: You can't tell a long story or offer a con-
sultative selling proposition. Also, post cards are always 
impersonal and suffer from a reader's short attention 
span - if you don't capture the reader's attention in the 

first three seconds, the card gets tossed. And in a com-
mercial client's big office, there is a danger that the card 
may be thrown away early by a mail screener. 

Use a strong headline on your post card - grab at-
tention fast. Flaunt your biggest benefit to immediately 
capture the interest of your audience. This is no place to 
be subtle. Since there is little room for long sales copy, 
write copy to generate a phone call from a qualified pros-
pect instead of trying to actually sell your service directly 
from the card. Print your phone number in a large, bold 
typeface. 

Self Mailers. These can take on any of thousands 
of forms, shapes and folds; from a simple tri-fold to a 
5-color, box-cut, pre-scored, 12-fold brochure with a 
handy self-addressed, reply card already filled out with 
the customer's name attached. Self-mailers allow you to 

continued on page 80; sidebar on page 78 



Every Glen Gate puol and 

surrounding landscape is a quiet 

yet magical record of the distinctly 

different home» that inspired our 

designs. For while other designers 

impose their "look" on every 

property, we take our cue» from the 

land itself. Preferring, always, the 

art of restraint-where what is 

not said matters as much as what us. 
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Creative direct mail market-
ing pieces like these can help 
you gain new clients, educate 
customers on landscape topics, 
and even sell additional services 
to existing clients. Bottom row, 
from left: Middleton Lawn 
& Rest Control free informa-
tion brochure: John Shorb 
Landscaping front and back of 
a post card; and a Weed Man 
customer fact sheet. Brochure 
spread, above, and on page 80: 
Glen Gate Co. 
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Looking for a good mailing list? Then you've come 

to the right place. Here are 11 places for you to 
access a mailing list to find your target customers. 

1. Magazine Subscribers' lists are targeted 
to their audiences, and most publishers are prompt 
with their name and address corrections. Magazines 
can also break out their lists by region, state, etc. Call 
a magazine publisher and ask if their subscriber list 
is for sale, then ask for the name of their list broker, 
who can help you break down the list and give you 
the price. If you're not sure what magazines would 
be best, try these periodical directories found in most 
reference libraries: Burrelle's Directory of Maga-
zines (800/USMEDIA), Bacons Magazine Directory 
(800/621-0561) and SRDS (800/851-SRDS). 

2. Catalog Houses earn a good portion of their 
revenue from list sales. Call the catalog and ask for 
their business office, then ask who handles their list 
sales. Catalog houses can be found in the Catalog of 
Catalogs from Woodbine House Publications (www. 
woodbinehouse.com; 800/843-7323), and The Direc-
tory of Mail Order Catalogs from Grey House Publish-
ing (www.greyhouse.com; 800/562-2139). 

3. Trade Associations are excellent sources of 
mailing lists. Local associations like the Chamber 
of Commerce in your area are usually good for local 
business names. You can select by business size, 
number of employees, SIC code (the government's in-
dustry classification of each business), etc. Two great 
sources for finding associations are the State and Re-
gional Associations Directory from Columbia Books 
(888/265-0600; www.columbiabooks.com, $79) and 
The National Trade and Professional Associations of 
the United States ($99). Association lists and data are 
also available in the Encyclopedia of Associations by 
The Gale Group (800/877-GALE, $505). 

3. Trade Show Lists of both attendees and 
exhibitors are also great marketing tools. Check 
out two Web sites: www.tscentral.com and www. 
tradeshowweek.com for trade show information. The 
Tradeshow Week Data Book (213/965-5300; $355) is 
a tool published by the editors of Tradeshow Week 
magazine. Another great trade show directory is the 
TradeShows and Exhibits Schedule from Bill Commu-
nications (800/266-4712, 856/619-5800) - indexed by 
industry, location, date and alphabetical order. 

4. Two directories for investigating lists at the 
library are the SRDS Direct Marketing List Source 
(800/851-SRDS) and the Oxbridge Communications 
National Directory of Mailing Lists (800/955-0231). 
These reference tools contain nothing but list data: 
who owns what list, source of names, list pricing, etc. 

5. List Brokers can be found in the phone book. 
Make sure you ask tons of questions before handing 
over any money. While you pay the broker, he actually 
works for the list owner - so take that into consider-
ation when you ask questions and negotiate price. 

6. List Managers can be found in these direct 
mail trade magazines: Catalog Age & Direct magazines, 
203/358-9900; Target Marketing, 215/238-5300; Direct 
Marketing, 516/746-6700; and DM News: 212/741-2095. 

7. Some list brokers sell through their own Cata-
log of Mailing Lists. These reference tools will give 
you an idea of just what's out there - what kind of lists 
are available and counts of how many records exist in 
the thousands of different list categories. If you need 
additional information, call any of these catalog houses 
and ask them to run a count: Hugo Dunhill at 800/223-
6454, American Business Lists at 800/555-5335, 
Best Mailing Lists at 800/692-2378, CompilersPlus at 
800/431-2914, and Edith Roman at 800/223-2194. 

8. Several companies now offer lists of every busi-
ness or every person in the U.S. on CD-ROM. Mailing 
List C D s are available from InfoUSA: 800/321-0869, 
and Global Business International: 407/568-5037. 

9. The Internet is a great research tool, if you can 
filter out the good stuff from the bad stuff. 

10. You'd be surprised how many of your Com-
petitors will sell you their customers' names. If not 
competitors, ask other businesses who serve your 
market if you can purchase their mailing lists. 

11. The best list is your own House List of current 
and past customers. These are the folks who know and 
trust you; they've experienced the service you offer and 
are now willing to buy something else from you if you 
would only let them know it's available. 

Spend some extra time on list research before you 
send your mailing. Tighten your list criteria, do your 
homework and find the best lists you can. Then test 
several. It's worth the extra time and money to target 
your audience with precision and increase the chance 
you'll come up a winner at the post office. 

http://www.greyhouse.com
http://www.columbiabooks.com
http://www.tscentral.com
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Introducing TALPIRID™. 
The industry's first & only proven mole bait* 

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-ond-field efficacy studies. 
Don't let this incredible revenue 
opportunity pass you by. 

Contact your Bell distributor 
today for more details. 
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TALPIRID 
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In Mole Control 

Bell Laboratories, Inc. 
Madison, Wl 53704 USA • www.talpirid.com 
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continued from page 74 

show the most creativity 
and personality. Cons: 
Very short runs are 
impractical for complex 
pieces of 4-color. They 
usually aren't personal. 

Use striking graph-
ics and set a unique tone. 
Ask yourself, "If my client 
receives this in the mail 
again in four months, 
will he or she remember 
receiving it before?" if you 
answer, "No," redesign 
the piece to make it more 
memorable. Make your 
piece hard-selling - re-
member if your prospects 
don't call, your piece failed. The creative 
use of one or two colors can save you 
money on printing costs. 

Letters. With a well-written and 
well-designed letter, you can generate 
a lead or make a person pick up the 
phone and call to order your service. 

You can build loyalty and convince a 
person that they are the most important 
customer in the world. Cons: If you 
can't write a tight, memorable letter, 
your mailing can sink like a stone with-
out a ripple. 

Take your time when writing. It 

may take you a 
few weeks to write 
a great one-page 
letter, but that's 
OK. It takes more 
than 30 minutes 
- put in a full 
eight hours to 
write a tight, one-
page letter. Spend 
some time writing, 
refining and edit-
ing your letter. A 
good campaign is 
a series of letters, 
each sent about 
one month apart 
to a list of your 

best tightly-qualified prospects. 
Letter and Brochure Com-

binations. An envelope containing a 
letter and a brochure is the workhorse 
of the direct mail industry. There is a 
reason: This format works well for a 

continued on page 82 
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<ä t h e 9 b e s t l i n e s in d i r e c t m a i l m a r k e t i n g 

This arsenal of words should be center points in 
your direct mail marketing campaigns. 

1. "Gift certificate enclosed." Gift certificates are 
inexpensive to print at one-third or one-quarter of a 
sheet of paper; ship fat and add little weight to your 
package; are more upscale than coupons; may be 
targeted to specific services; and are easy to track. 
2. "Free offer inside" or "See what's new inside..." 
These work great on envelopes with a couple of bul-
let points listed to get the reader inside. 
3. "Open Immediately." Tell the recipient exactly what 
you want him or her to do. 
4. "Call us TOLL FREE" or "Just call and get..." Ask 
customers to call you at least three or four times. 
5. "Dear colleague" or "Dear friend" and "Kindest 
regards." If the potential customer is in your neigh-
borhood, say "Dear neighbor and friend" or if it's 

relating to a specific service, try "Dear garden lover 
and friend." 
6. "Thank you." You can never say "thank you" enough 
to your customers. Other ways to say it: "Thank you 
for your business and your trust," "Thank you for your 
kind referral," "Thank you for the opportunity and the 
privilege to be of service." 
7. "New service offers benefit." Benefits sell the service 
and increase the response. 
8. "Free booklet offers how-to information." This at-
tracts readers with a free offer, but limits the attraction 
to the specific market segment. An example: "Free 
booklet shows you how to water your lawn properly." 
9. "Satisfaction always guaranteed." You're going to get 
stuck dealing with customer complaints if they come 
in anyway, so why not be a nice business owner and 
say this right up front. It will increase your sales. 

LAWN AND LANDSCAPE 
COMPANIES HAVE 
GENERATED O V E R 

IN S A L E S F R O M 
C L C L A B S S O I L 

T E S T I N G ! 

LET US SHOW YOU HOW! 

Call 614/888-1663 Today for your 
Soil Testing & Marketing Information 

CLC LABS 
325 Venture Drive 
Westerville, OH 43081 
614 888-1663 
FAX 614 888-1330 

Exclusive laboratory services for the 
Turf & Ornamental Professional. 
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We've Covered All The Bases 
When it needs to be 

Loaded, Hauled, or Dumped 

Presenting 
The Always Reliable 
Hooklift Shuttle 
• Over 40 models available 
• One truck supports 

numerous bodies 
• Exchange bodies to save time 
• Load level from the ground 
• Economical 
• Low maintenance 
• Unlimited uses 

Just One Call Can Make 
Your Business More 
Efficient Call Today 
or Visit our Website! 

800.321.3741 
www.hooklift.com 

USE READER SERVICE # 49 

http://www.hooklift.com


multitude of offers. The letter sells and 
the brochure tells. Design the letter to 
sell the benefits and generate the phone 
call. Design the brochure to add cred-
ibility to the letter. Its one thing to say 
in a letter what you do, but its quite 
another to show it in a 12-inch by 18-
inch photo pull-out. Cons: This format 
is overused, making it difficult to leave 
a unique impression. 

S U C C E S S F U L MAILINGS STEP-
BY-STEP. First, design each piece to a 
specific objective. What are you actually 
trying to do with this piece? If the piece 
works perfectly as planned, what exactly 
will happen in the next step? Will you 
generate a sale, generate a lead, generate 
a phone call, make someone feel good 
about you and your firm, create an 
impression the recipient wont forget? 

ANYBODY 
CAN 
PUT 
TANKS 
ON A 
TRUCK! 

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

Toil-Free: 1-800-327-9005 
954-785-6402 
FAX: 954-785-6404 

Experience 
the tough-flex 
difference. 

-

We certify that this is an actual photograph and that the tanks 
| were not altered in any way to produce this picture. 

USE READER SERVICE # 46 

Whatever it is, write it down first, then 
draft each word, each piece of your 
mailing package to fulfill your objec-
tive. This gives you additional clarity 
when writing. 

When writing a letter, first create 
a striking opening sentence. The objec-
tive of this first line is to arouse interest. 
Use the 100-to-1 rule - write 100 first 
sentences, then go back and pick out 
your best one. 

Still stuck? Throw your biggest few 
benefits into the headline. Try this for-
mula: "New service offers benefit, ben-
efit, benefit!" Example: "New irrigation 
installation service provides a system 
that waters your lawn more thoroughly 
yet saves water, reaches a larger area and 
turns itself off when finished!" 

Another formula for creating a 
great headline is to offer something 
for free, preferably free information. 
For example: "Free booklet lists lawn 
care tips, including how to repair your 
weed-ridden turf, stop weeds from 
germinating and produce a lush, envy-
of-the-neighborhood lawn." Design tip: 
Whenever you use the word FREE in a 
letter or brochure, make sure its in all 
capital letters. 

Don't wait until the sixth page to 
show the free service or lawn checkup 
that comes with every signed contract 
- your readers will be long gone by 
page two. One overly long sales letter 
gets thrown out, but three short letters 
saying the same thing all get read. 

Let readers express early interest by 
calling you and asking for your booklet. 
When the phone rings, first strike up a 
dialog and qualify them as a prospect. 
Then, ask for their name and address 
to send the booklet. When the phone 
rings, the letter or mailer worked. 

When designing your letter, create 
a bullet list of benefits and place that 
list in the middle of your page. Bullet 
lists have high readership and act to 
break up the copy and make the letter 
visually attractive and easy to read. 

Ask for a phone call several times 
in a letter. And place your phone num-
ber in the last paragraph in the body 
copy, even though it's in the letterhead. 
It's a subtle suggestion to call again. 

Make sure you sign your letter leg-
ibly. Your signature becomes a graphic 
hook - make sure they can read it. 

Finally, restate your most powerful 
argument for calling in the "P.S." and 
list your phone number one more time, 



even though you have it in other places. 
When designing your brochure, 

you need to think differently than 
in your letter. Brochures need to be 
designed to be stand-alone pieces, so 
they can be mailed, left at a prospects 
office or handed out. Never stick a 
brochure in an envelope and call it a 
direct mail campaign. Always include a 
letter. For the additional cent and a half 
for the sheet of paper that your letter 
costs to include, it can double, triple or 
quadruple the response you receive. 

When designing your envelope, 
design everything in my mailing 
package for one fold (5!/2 inches by 
8V2 inches), which can be mailed in a 
6-inch-by-9-inch envelope. More tra-
ditionally letters and brochures are de-
signed to be folded in thirds to fit into 
more standard number 10 envelopes (9 
inches by 4 inches). 

Include a teaser on the envelope, 
such as "Gift Certificate Enclosed." 
Another trick is to type your name and 
business address (no business name) in 
the upper left hand envelope corner, 
then hand write the prospects name 
and address directly on the envelope (no 
labels). This way, people will think its a 
personal letter from you, so you'll enjoy 
higher than normal opening rates. 

C O V E R I N G C O S T S . First, find out 
what percent of people need to pur-
chase your service to cover the cost of 
the mailing. For example, let's say your 
mailing costs 50 cents per package. If 
you mail it to 1,000 people, you'll need 
to cover $500 in mailing expenses, then 
your cost of fulfillment (product cost 
plus shipping), plus some profit left 
over. If you need more than a Wi- to 
2-percent response to cover your costs 
- and profit - to produce a success-
ful mailing, you better rethink your 
mailing. If your service sells for $25 
and your profit is $ 10 per customer, 
you need to sell 50 people to cover the 
cost of postage and break even. That's 
a 5-percent response rate, which is 
unrealistically high. 

Most direct response rates for 
direct sales are less than 2 percent. But 
by giving away something free, your 
response can be as high as 25 percent. 
But your hard selling secondary pack-
age to this more qualified list must be 
able to draw enough response to cover 
all costs. Looking at these figures you 
can see why services that sell for less 

than about $50 don't work in solo 
direct mailings. Even at $50, with a 
profit of $25 per sale, you need to sell 
20 services per thousand to break even 
- a 2 percent order rate. 

These numbers show you why 
your list selection is so important. If 
you can find a highly focused group of 
people or market segment that all want 
your service and are most likely and are 

wiling to order your service from your 
direct mailer, you will find success l l 

The author is a marketing specialist, Dani-
elle Adams Publishing Co., Merion, Pa. 

www.lawnandlan dscape.c 
Check our February Onl ine Extras for more informa-

tion on how to test your direct mail campaign before 

sending it out. 

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 15 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 v / i I 
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 improve your operation. 
A s k for your FREE Return O n Investment Analysis. 

Cal l 1 -800-835-3872 . O r , go t o 
www. te le t rac .ne t / l l • lawns@teletrac.net . 

Teletrac 
a Traffic master 

*Some insurance carriers may offer lower premiums, subject to state and local regulations. 
© 2004 Teletrac. Inc. All rights reserved. 

USE READER SERVICE #47 

http://www.lawnandlan
http://www.teletrac.net/ll
mailto:lawns@teletrac.net
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n lawn care, everyone knows about the 
big boys. They're the massive operations 
with household names that everyone 
immediately recognizes when their 

trucks pass through the neighborhood. So 
what can smaller companies do to separate 
themselves from all the others? Robert 
Shauget, owner of Deerfield, N.Y.-based 
Advanced Applications, posed this question 
to fellow Lawn*& Landscape Online Mes-

sage Board participants. 
Participant suggestions varied from 

advertising more to targeting more full-ser-
vice clients. Others recommended offering 
personalized services that larger companies 
are unable to provide. Smaller lawn care 
companies should emphasize to their cur-
rent customers the added value they can 
realize by purchasing lawn care services 
from their operations, says Ken Reis, owner, 
Turf & Shrub Management, "Dartmouth, 
Mass. "Chances are your best source of new 
business is your existing accounts, so with 
that in mind what are the biggest com-
plaints you hear folks telling you about the 
larger companies?" Reis says. 

Reis points out that his clients say 
higher-revenue companies often don't re-
turnlall phone calls in a timely fashion and 
that they tend to he less personable in writ-

ten and vocal communications. "Return all 
calls ASAP," he recommends. "Personalize 
- this could be as simple as a note on your 
invoice that says something specific to that 
property. For example, T really like that 
new planting bed you installed. Good Job!' 
People love being noticed. I believe those 
simple things will get you more referrals 
and help you keep existing customers for a 
long time." 

M A R K E T I N G M A N I A It's tough to find 
work in lawn care if existing or potential 
new clients don't know you provide the 
service. An aggressive advertising campaign 
and .competitive pricing can help smaller 
companies compete with the larger ones, 
says James Cormier, owner, Old Stone 
Lawn Care, Weft Boylston, Mass. "Let's 
face it, people usually go with the larger 
companies because they're cheaper or 
they get hammered with their postcards, 
mailérs and phone calls," Cormier says. 
"So to stand out and separate yourself 
from the big-boy approach. I think the 
simple answer is just to advertise more than 
your competition and be price competi-
tive. Now smaller companies like you and 
me can charge more because there is a 

continued on page <> 



CLIP Propelled My Business Into The Top 10% 
Tony Bass, President Bass Custom Landscapes Bonaire, GA 

" I firmly believe time is the single greatest asset we possess. 
Good stewardship of our time on this earth enables us to 
make profit and prosper. When I started my business I was 
full of energy and ideas, but I knew in order to succeed I had 
to maximize the use of my time. I knew I needed systems that 
would run independently of me. I wanted a system that was 
so simple and easy to learn that Bass Custom Landscapes 
could change personnel without missing a beat. Thats where 
CLIP Software in. 

In March of 1992 I purchased a computer to run my new 
CLIP program. I knew nothing about computers. My annual 
sales were $300,000. CLIP saved me over $13,000 in office 
personnel that first year. Today with $3 million in sales we 
still use CLIP daily with only two office employees maintain-
ing client history, scheduling, routing, and billing in CLIP. 

CLIPs steadfast system requires very little maintenance. Its a 
tool that tells you exactly where you are and gives you the 
ability to monitor and plan for future growth. I track job 
profitability with CLIP. Its not good enough for me to track 
labor by the hour. I prefer to track it by the minute. CLIP 
gives me the ability to track my profitability on every job 
easily, quickly, and efficiently-by the minute! I learned years 
ago that just six minutes was standing between profitability 
and breaking even. 

CLIP allows me to spend time focusing on long-term solu-
tions. In January 1993 I went to my banker with a business 
plan requesting financing for what was to become my 
patented Super Lawn Truck system. The primary focus of my 
business plan was building efficiency' with systems and CLIP 
Software. Today, thanks to CLIPy I have branched out from 
maintenance to include irrigation, landscaping, design, and 
installation services. 

But, its not just the software. As much as I love CLIPy the 
real value is the team behind the software. The team at CLIP 
Software were the "first kids on the block". They were there 
when nothing else was and they'll be there when nothing else 
is. I know they'll be there because they have their ears open. 
With so many changes resulting from the growth of my 
business, from technology and from the industry itself, CLIP 
has been there for me every step of the way, often anticipat-
ing enhancements to CLIP even before I asked! 

I've come a long way since 1992 when I purchased CLIP. 
Without CLIPy growth would not have been so easy. I'm now 
at the top 10% of my industry. In CLIP I've got a user-
friendly system that runs without me and helps ensure my 
profit. With CLIP I can honestly say, "All Systems Go!" 

Call 800-635-8485 today for a Fl 
Go to www.dip.com to learn more about 
Bass Custom Landscapes 

FREE Demo CD. 
cur. Service 

Software 

http://www.dip.com


FERRIS Ferris - the innovation leader - introduces four new models 
for 2005. Standards will be surpassed. Ferris will bring you the 
latest in suspension technology and the most complete line of 
commercial mowers in the industry. 

I S ® 45DDZ I S ® 3 D D D Z L 

P U R E M O W I N G P E R F O R M A N C E 

Featuring front-wheel IS* Independent Suspension 
and rear-wheel Active Performance Suspension (APS"), 
the IS* 4500Z provides the ultimate in increased comfort, 
speed and productivity. This mower delivers a consistent 
cut with unmatched performance. 

Engine 28-hp Car diesel / 
35-hp Vanguard" 
Big Block LC gasoline 

Cutting Width 61" 

E X T R E M E P E R F O R M A N C E 

Ferris' most popular series of zero-turn mowers 
now includes a 26-horsepower Kawasaki Liquid-cooled 
V-twin engine to give you the increased power and torque 
you need with improved fuel efficiency and quieter opera-
tion. Available in a 61" cutting width, this model also 
features Ferris' exclusive Hercules Spindles. 

Engine 26-hp Kawasaki* LC 
V-twin 

Cutting Width 61" 

w w w • F e r r i s l n d u s t r i e s • c o m 
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FERRIS 

D E C L A R A T I O N O F 

I N N O V A T I O N 
Learn more about our new mowers for 2005. 
Call 1-800-933-6175 or logon to www.Ferrislndustries.com 

I S ® 1 5 D D Z HYDROCUT™ 3b 

,....— / a J :.F1 

C O M P A C T P E R F O R M A N C E 

The IS" 1500Z is a serious commercial mower, 
capable of tackling big jobs, small jobs and tight 
budgets as well. This compact mower features Ferris' 
exclusive front and rear-wheel Active Performance 
Suspension (APS") which provides a comfortable 
ride, speed, consistency of cut, extended mower life 
and increased productivity. 

Engine 19, 21, 25-hp 
Kawasaki40 V-twin 

Cutting Width 44, 48, 52 

S E T T I N G A N E W S T A N D A R D ! 

The HydroCut" is in a class by itself. Features 
include a single hydrostatic transmission, 
integrated comfort controls, a quick-adjust 
height-of-cut handle, and Torque Tuned Blades". 
The HydroCut" is the mower that should be on 
every landscaper's trailer. 

Engine 13-hp Kawasaki V-twin 
w/ electric start 

Cutting Width 36M 

flDD-IBB-bWS 

http://www.Ferrislndustries.com
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"With the independent 

suspension, there's less wear 

and tear on the mowers, so 

my parts bill is down and the 

machines are able to stay in 

the field longer. That's where 

we want them to be - out 

on jobs making money." 

- Robert Brake, Owner, Brake 

Landscaping, St. Louis, Mo. 

IN A DAY'S 
What does "all in a day's work" mean to you? 

Do you sit back in your office chair waiting 
for something to do? Or, do you spend your 

days busy with clients, working with your employees, 
managing your business and wishing there were more 
hours in the day? 

Chances are, you fall into the second category 
- working hard to build a successful, efficient company 
while keeping clients and employees satisfied. And even 
with a sea of busienss services and consultants available 
to you, you have yet to find the one product that will 
help push your business into high gear. Until now. 

Ferris Industries has a keen understanding of what 
contractors need to make their businesses run smoothly. 
With a line of high-performance mowers that reinforces 
the Ferris's Declaration of Innovation, Ferris products 
provide the efficiency, quality of cut and operator com-
fort that directly influence contractors' opportunities to 
be profitable. With the debut of the new line of IS mow-
ers, including the IS 4500Z, IS 3000ZL and IS 1500Z, 
you'll soon be able to redefine "all in a day's work" to 
say: "MORE in a day's work" for your company. 
CHANGE FROM THE ORDINARY. When it comes to land-
scape maintenance, time is money. The more efficiently 

a mower operator can complete a job, the sooner they 
can move onto the next, creating the ability for their 
companies to sell additional work. By using high-perfor-
mance IS mowers, Ferris owners are able to take better 
advantage of that than their competitors. 

"We've only been running Ferrises for about a year, 
but our productivity is up tremendously," says Kirk 
Waters, who tested a Ferris and instantly experienced 
a difference from the mowers already in his fleet. The 
owner of Waters Construction, Manhattan, Kan., says 
90 percent of the company's work is mowing wide-open 
properties for government and municipal clients. "Our 
per-hour productivity has jumped 60 percent to six acres 
per hour, even on the properties where the grass is as 
high as 6 inches." 

Roy "Dusty" Dust, product specialist for Ferris, says 
high ground speed is something all contractors look for in 
a mower, but the key is finding a machine that maintains 
a consistently high quality of cut, even at high speeds. 
"The biggest misnomer is asking how fast a machine 
is," Dusty says. "What you really want to ask is, 'How 
fast can the machine go and still leave the lawn looking 
good?' That's what keeps customers satisfied. On a 
Ferris, you can achieve a minimum 10-percent increase 

Maintenance Miracle 
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Robert Brake learned about Ferris mowers through an inside 
tip from the staff at Scott's Power Equipment, St. Louis, Mo., 
where he traditionally bought his machines and brought 

them in for repairs. 
^ The tip turned out great for 

. # v, ^ Brake, owner of St. Louis-based 
~ J L ^ ^ to Brake Landscaping, though the 

" ,„ folks at Scott's Power Equipment 
I m Qy r e9 r e t the advice. "My 
' 'MMV' mechanic said, 'You have to 

^ * demo a Ferris - I guarantee 
— f - . - you'll love it,'" Brake says. "FHe 

* U i was right. I went out, took a test 
drive; came back to the shop 
and said Til take two.'" 

I l i a Brake now has 20 Fer-
ris mowers in his fleet and 

because their superior Independent Suspension (IS) - an 
industry innovation unique to Ferris - Brake says he and his 
mechanic are losing touch. "They don't see us in the shop 
as much anymore," Brake says with a laugh. "With the 

jiimif 
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independent suspension, there's less wear and tear on 
the mowers, so my parts bill is down and the machines 
are able to stay out in the field longer. That's where we 
want them to be - out on jobs making money." 

Roy "Dusty" Dust, Ferris product specialist, explains 
why IS mowers are able to stay on the job and out of 
the shop. "The suspension dramatically reduces the 
amount of vibration and impact the operator experiences 
while he's mowing," Dusty says. "Because the opera-
tor is more comfortable, he can take advantage of the 
higher ground speed offered by the IS models. With 
that, you can effectively increase productivity by at least 
10 percent. But even though you're producing more, IS 
protects the machine from extra wear and tear. Even a 
good lawn has some rough areas, so we've developed 
the suspension to absorb the bumps and undulations over 
a lawn." 

With all operator considerations accounted for, 
contractors can capitalize on the benefits of Ferris IS 
mowers - and make visits to their mechanics few and 
far between. 

http://www.Ferrislndustries.com/calculator.php


WORK 
in ground speed, which can equate directly to your bot-
tom line. For every 10 lawns your current machine and 
operator are producing, you can get an 11th for free with 
a Ferris." 

INNOVATIVE INDEPENDENT SUSPENSION. The secret to this 
heightened productivity is one of Ferris's key innovations: 
Independent Suspension, or IS. To fine-tune its IS concept, 
Ferris teamed up with a company that handles racing 
suspensions to create suspensions that are suited to each 
mower in the IS line. In creating the ideal suspension, 
operators will notice that the shocks on IS machines vary 
from mower to mower. Ultimately, the result is a smoother 
ride and improved mowing experience across the board. 

"The four-wheel independent suspension is excellent," 
Waters says. "The ride becomes much smoother compared 
to some of the other mowers we've used. Everyone's 
been on a machine that shakes you to death while you're 
mowing, but with Ferris, it's like you're driving a pick-up 
truck down the highway." With the amount of mowing 
his company performs - more than 640 acres per week 
- Walters says the improved ride increases operator com-
fort for his employees. "You're on the mower for eight to 
10 hours a day, and the Ferrises really save your back," 
he says. "None of my operators want to get on a machine 
that's not a Ferris because the ride is so much better and 
they're actually enjoying the work." 

Robert Brake agrees. "Our mowing crews really like 
these machines a lot," says the owner of Brake Landscap-
ing, St. Louis, Mo. "Before we bought the Ferris mowers, 
we looked at other machines that were cheaper, but we 
had to listen to our employees. They wanted to Ferrises 
and it's really paid off. Every day, we're doing better." 

After running several other mower brands, Brake now 
runs Ferris mowers exclusively and has 20 in his fleet. 
"Our productivity is up 20 percent between the better ride 
with the IS, as well as with operator comfort. The ease of 
handling with Ferris mowers overall is fantastic." 

Brake and Waters have already discovered what so 
many other contractors can benefit from with Ferris IS 
mowers. With more comfortable and, therefore, more 
efficient operators, both are able to take advatange of 
their newfound productivity to help them boost their 
bottom lines. 

"The four-wheel independent suspension is 

excellent," Waters says. "The ride becomes much 

smoother compared to some of the other mowers 

we've used. Everyone's been on a machine that 

just shakes you to death while you're mowing, but 

with Ferris, it's like you're driving a pick-up truck 

down the highway. " - Kirk Waters, owner, Waters 

Construction, Manhattan, Kan. 

FERRIS F E R R I S INDUSTRIES 
5375 N. Main St. 

• • • I Munnsville, N.Y. 13409 
| PH: 800/933-6175 

315/495-0100 (outside the U.S.) 
www.Ferrislndustries.com 

http://www.Ferrislndustries.com
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Brochure 
Request your FREE Ferris brochure and locate 

your closest authorized Ferris dealer by calling 

1-800-933-6175 or by visiting our website at 

www.Ferrislndustries.com 

Finding out which Ferris mower is right for you 

is only a call or cl ick away! Andf don't forget to 

ask your authorized Ferris dealer about current 

finance specials. 

Uin a 
Ferris Jacket 

Do you have a success story to 
tell involving your Ferris mower? 
Would you like to share your 
story with other Ferris users and 
receive a FREE jacket? Of course 
you would. 

Visit www.Ferrislndustries.com 
and enter your story in our 
"Landscape Success Contest." If 
selected, your business will be 
featured for an entire month on 
our website and you'll receive a 
FREE Ferris water proof jacket! 

Be sure to enter and view a 
complete set of rules at 
www.Ferrislndustries.com 

Every month there's a NEW 
winner. And, next month 
it could be you! 

FERRIS 
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P E R F O R M A N C E + L O N G E V I T Y = P R O F I T A B I L I T Y 

I N D E P E N D E N T S U S P E N S I O N 

THERE IS NO S U B S T I T U T E ! 

I S ® 4 5 D O Z 

i . ^ 
W -

I S ® 3 D D D Z L 

3 
-

NO I N T E R E S T UNTIE S E P T E M B E R 
NO PAYMENTS UNTIL O C T O B E R 

* T h r o u g h S h e f f i e l d F i n a n c e for q u a l i f i e d b u y e r s . 

I S ® 1 5 D D Z H Y D R O C U T ™ 3 b 
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T O L O C A T E Y O U R N E A R E S T D E A L E R C A L L 1 - 8 0 0 - 6 8 6 - 3 1 2 8 

O R V I S I T W W W . P A C E L I N K . C O M 

D Q P A C E The Midwest's Distributor 
^ ^ tf^J I N C . f° r Outdoor Power Equipment 

http://WWW.PACELINK.COM


TO LOCATE YOUR NEAREST DEALER CALL 1 - 8 0 0 - 6 8 6 - 3 1 2 8 
OR VISIT W W W . P A C E L I N K . C O M 

I L L I N O I S 
ARLINGTON POWER EQUIP. 
ARLINGTON HEIGHTS. IL 
847-253-5727 

CHRISTENSEN POWER EQUIP. 
FRANKFORT, IL 
815-469-5898 

COLEMAN LAWN EQUIP. 
STEELEVILLE. IL 
618-965-3903 

COLEMAN LAWN INC 
CARBONDALE. IL 
618-529-0181 

CONSERV FS 
ROCKFORD. IL 
815-332-5666 

DON S SHARPENING CENTRE 
BATAVIA, IL 
630-879-7577 

FERRARO SMALL ENGINE 
NORTHBROOK. IL 
847-272-1840 

LEROY'S LAWN EQUIPMENT 
CRYSTAL LAKE, IL 
815-459-8873 

MIDWEST EQUIPMENT 
PEORIA. IL 
309-676-5855 

MIDWEST EQUIPMENT II 
NORMAL. IL 
309-454-6800 

NEVARR INC. 
ELK GROVE VILLAGE. IL 
847-228-1515 

PEABUDYS INC. 
STERLING. IL 
815-626-4600 

PEABUDY S NORTH 
PECATONIA, IL 
815-239-2600 

PRAIRIE LAND POWER 
JERSEYVILLE. IL 
618-498-2197 

PRAIRIELAND POWER 
WAVERLY. IL 
217-435-7706 

RAMSOUR FARM SUPPLY 
CENTRALIA, IL 
618-533-4497 

SUPERIOR SMALL ENGINE 
H O M E R GLEN. IL 
708-645-0127 

TESKE PET & GARDEN CENTER 
MOLINE. IL 
309-762-7575 

WHITE HOUSE EQUIPMENT 
ROSCOE. IL 
815-389-8303 

I N D I A N A 
BENDLE LAWN EQUIPMENT 
ANDERSON. IN 
765-642-0657 

BOONVILLE LAWN & GARDEN 
BOONVILLE. IN 
812-897-4483 

DANNEMILLER HARDWARE 
GREENWOOD. IN 
317-887-6565 

DIRT N' TURF SALES & RENTAL 
SHARPSVILLE. IN 
765-963-3800 

GARDNERS OUTDOOR 
POWER EQ. GOSHEN. IN 
574-533-8668 

HARRINGTON POWER 
EQUIPMENTSTANFORD, IN 
812-825-2151 

HEINOLD & FELLER 
VALPARAISO. IN 
219-462-5191 

HEINOLD & FELLER 
LACROSSE. IN 
219-754-2411 

HENDREN'S INC. 
FRANKLIN. IN 
317-738-2250 

HENDREN'S INC. 
MOORESVILLE. IN 
317-831-1450 

LYNDHURST LAWNMOWER 
INDIANAPOLIS. IN 
317-244-2795 

NEW ALBANY TRACTOR 
NEW ALBANY. IN 
812-945-7730 

OAKLANDON LAWN & GARDEN 
INDIANAPOLIS. IN 
317-823-0088 

POWER EQUIPMENT PLUS 
EVANSVILLE. IN 
812-425-0119 

RICKS SMALL ENGINE INC. 
MARTINSVILLE. IN 
765-342-4118 

ROBINSON'S TOW & TURF 
NEW HAVEN. IN 
260-749-1612 

WAVELAND OUTDOOR POWER 
WAVELAND. IN 
765-435-2806 

K E N T U C K Y 
FAXON'S OUTDOOR POWER 
BOWLING GREEN. KY 
270-781-0232 

HEARTLANO OUTDOOR EQINP. 
WEST PADUCAH. KY 
270-442-9797 

HOMELAND EQUIPMENT LLC 
DANVILLE. KY 
859-936-9661 

HOPKINSVILLE OUTDOOR 
HOPKINSVILLE, KY 
270-886-4302 

LEXINGTON OUTDOOR 
EQUIPMENT LEXINGTON KY 
859-246-0051 

MASTERS EQUIPMENT INC. 
WADDY. KY 
502-829-5293 

MAYNARD ACE HARDWARE 
GREENUP. KY 
606-473-6287 

MURRAY HOME & AUTO STORE 
MURRAY. KY 
270-753-2571 

THE MOWER SHOP 
LOUISVILLE KY 
502-969-6433 

M I C H I G A N 
ADVANCED LANDSCAPING 
WHITE PIGEON. Ml 
269-483-7359 

AIM COUNTRY SUPPLY LLC 
LEONIDAS.MI 
269-496-7589 

BADER BROTHERS INC. 
BIRCH RUN Ml 
989-624-9356 

BADER BROTHERS INC. 
REESE. Ml 
989-868-4165 

BADER BROTHERS INC. 
SAGINAW. Ml 
989-791-1234 

BILLINGS LAWN EQUIPMENT 
ROYAL OAK, Ml 
248-541-0138 

BILL'S SERVICE INC. 
BLISSFIELD Ml 
517-486-3104 

CORNER SALES 
BYRON CENTER. Ml 
616-878-5700 

D A G EQUIPMENT 
CORUNNA Ml 
989-743-8844 

D A G EQUIPMENT INC. 
MASON. Ml 
517-676-9588 

D A G EQUIPMENT INC. 
HOWELL. Ml 
517-540-6141 

DIUBLE EQUIPMENT INC. 
ANN ARBORMI 
734-994-1313 

DOBOS LAWNMOWER SALES 
BATTLE CREEK. Ml 
269-962-5749 

H A B EQUIPMENT INC. 
SAGINAW. Ml 
989-781-2337 

HOLLY'S SHOWCASE A MOWER 
ONSTED, Ml 
517-467-9029 

HOLLYWOOO SMALL ENGINE 
ST. JOSEPH. Ml 
269-556-1052 

HYDE EQUIPMENT CO. 
PETOSKEY. Ml 
800-678-4933 

JONES EQUIPMENT RENTAL 
FORT GRATIOT. Ml 
810-385-6000 

JONES EQUIPMENT RENTAL 
MARYSVILLE. Ml 
810-364-6400 

LEBLANC'S 
FLAT ROCK. Ml 
734-782-3977 

MILLER'S GENERAL REPAIR 
CLARE. Ml 
989-386-7564 

ROCHESTER LAWN EQUIP. 
ROCHESTER HILLS. Ml 
248-852-5171 

SAXTON-S GARDEN CENTER 
PLYMOUTH. Ml 
734-453-6250 

SPARTA FARM A LAWN EQUIP. 
SPARTA. Ml 
616887-1010 

STEENSMA LAWN A POWER 
KALAMAZOO. Ml 
269-375-6476 

STRIKER'S OUTDOOR EQUIP. 
TRAVERSE CITY. Ml 
231-943-3709 

WILLIAMS FARM MACHINERY 
CHARLOTTE. Ml 
517-543-4770 

WORK N' PLAY SHOP 
ELLSWORTH. Ml 
231-599-2822 

O H I O 
AGNEW FARM EQUIPMENT 
YOUNGSTOWN. O H 
3367562114 

AKRON LANDSCAPE SUPPLY 
AKRON. O H 
336867-5344 

ALL POWER EQUIPMENT 
ATHENS. O H 
7465963279 

ALL POWER EQUIPMENT 
LANCASTER. O H 
7466562827 

AMERICAN EQUIPMENT 
SABINA. OH 
937-4863101 

BEST TRUCK EQUIPMENT 
WILLOUGHBY. O H 
446951-0500 

BOONE S POWER EQUIP. 
BROOKVILLE. O H 
937-854-2396 

CHASETOWN TRACTOR 
FAYETTE VILLE. O H 
5168762300 

DOEBLER BROTHERS INC. 
MIDDLETOWN. O H 
516422-3633 

FOWLER AND HADDING 
LIMA. O H 
416224-8711 

HAUETER'S LAWN & SPORT 
MIDDLEFIELD. O H 
446632-5997 

HAUETER'S LAWN & SPORT 
C H A R D O N , O H 
4462861041 

HILUARD LAWN & GARDEN 
HILLIARD. O H 
614-8764045 

HOLMES RENTAL STATION MC. 
SUGARCREEK. O H 
336852-3600 

HOMIER & SONS 
PAYNE. O H 
419-2662317 

HOMIER AND SONS INC. 
CONTINENTAL. OH 
419-596-3965 

J & K MATERIALS LLC 
STOW. OH 
330-923-1845 

J D EQUIPMENT 
LONDON. O H 
614-879-6620 

JIVIDENS POWER EQUIP. 
GALLIPOLIS, OH 
740-446-6700 

JIVIDENS POWER EQUIP. 
PROCTORVILLE. O H 
740-886-0493 

KLEI MOWER 
CINCINNATI. O H 
513-385-8525 

KOENIG EQUIPMENT 
GREENVILLE. O H 
937-548-1151 

KOENIG EQUIPMENT 
URBANA. O H 
937-653-5281 

KOENIG EQUIPMENT 
OXFORD. O H 
513-523-4169 

KOENIG EQUIPMENT 
GERMANTOWN. O H 
937-855-6536 

KOENIG EQUIPMENT INC. 
BOTKINS, O H 
937-855-6536 

LARRY'S MOWER REPAIR 
MAPLE HEIGHTS. O H 
216-581-3995 

MAST-LEPLEY SILO INC. 
APPLE CREEK. OH 
330-264-9292 

MEDINA TRACTOR SALES 
MEDINA. O H 
330-725-4951 

PAUL'S LAWN & GARDEN 
MASSILLON. O H 
336837-3189 

STAKER SALES & SERVICE 
PORTSMOUTH. O H 
740-353-6965 

STEVENS HARDWARE 
GREENFIELD. O H 
937-981-3237 

T A T SERVICE CENTER 
GROVE CITY. OH 
614-875-8997 

TUFFMAN EQUIPMENT A SUP. 
NORWALK. O H 
419-6668245 

VreSTERVLLE LAWN A GARDEN 
WESTERVILLE, O H 
614-891-4004 

WIFORD RENTAL 
MT VERNON. O H 
740-397-7368 

WRIGHT BROTHERS POWER 
NEWARK. O H 
740-344-1444 

P A C E The Midwest's Distributor 
I N C . f°r Outdoor Power Equipment 

http://WWW.PACELINK.COM
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customer base out there willing to do 
this for better results. But I think this 
way limits your growth. This is where 
its harder to separate yourself from the 
competition simply because there really 
isn't much that separates the two." 

But Reis says advertising can 
only do so much to increase revenue. 
"Sure you can add to your customer 
base that way," he says. "But as far as 
I'm concerned advertising is another 
word for gambling. You have no idea 
what return you will get. You also don't 
know how qualified the leads you get 
will be. Who has the time to waste 
on tire kickers? The large companies, 
well that's different. They have larger 
budgets and more manpower. They 
try to dominate a market, which helps 
us smaller guys. They do a pretty fine 
job of marketing, and they know they 
have to because they don't hold on to a 
customer for too long." 

But Cormier points out that the 

percent growth over the last season. 
We don't do much advertising. We did 
hire an outside telemarketing agency in 
spring 2004, which did very little for us 
except add to the cancellation rate. If 
you want to stand out from your com-
petition, go the extra yard for existing 
customers. They will work as salespeo-
ple for you and send you referrals." 

Larger companies have actually 
helped Danville, 111.-based Emerald 
Landscape Management generate new 
business, according to company Owner 
Matthew Morgan. When a larger 
company's performance falls short of 
expectations, that's when Morgan steps 
in. "I am there to pick them up with 
personalized, quality service at a slightly 
higher price," he says. "My referrals 
justify the higher price, and after poor 
service from others, they start to get the 
feeling that they get what they pay for, 
so the higher price is of no concern to 
them. Once they instill the T want a 

" Personalize - this could he as simple as a note on your invoice that 

says something specific to that property. People love being noticed. 

I believe those simple things will get you more referrals and help you 

keep existing customers for a long time." - Ken Reis 

market leaders realize that if they mail 
thousands of brochures, they're bound 
to snag some profitable accounts. "I 
think in our business you can plan on a 
certain percentage sold by the number 
of pieces mailed or houses called or 
whatever advertising you're doing," he 
says. "I do think those numbers are 
true across the country." 

But Reis stresses that quality 
service can act as an advertising avenue 
by developing referrals. "I run my 
business old school - free service calls, 
every phone call gets returned before 
anybody goes home for the night, 
follow-up phone calls for service calls 
performed seven to 10 days ago, per-
sonalized notes handwritten on every 
invoice," he says, adding that he used 
to work for a nationally recognized 
company that did the same thing. 

"Hey, I'm not the king of lawn 
care," he continues. "As a matter of 
fact we currently have a 15.5 percent 
cancellation rate, but we still have 12.5 

green, weed-free lawn into the client' 
and then fall short, you should be there 
to pick up the pieces." 

Morgan adds that smaller lawn 
care companies should find out where 
the larger companies are doing high 
volumes of work and then target those 
clients with specific mailers. "With 
this service, half the battle is creating a 
client," he says. "Let someone else with 
a large war chest do that. You just need 
to be able to provide the quality service 
that they deserve." 

T H E F U L L D E A L . If increased 
marketing isn't cutting it, companies 
specialized in only lawn care may want 
to consider expanding their services, 
several Message Board participants 
recommend. "If you want to stand out, 
I suggest you expand your horizons 
to complete full-service, high-end 
residential and commercial grounds 
maintenance work," says Lawrence 
Stone, owner, Lawrence Stone, Wilkes 
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L A N D S C A P E R 

• 96" Wide x 50" High 
• Available in 9' through 16' Lengths 
• 16-gauge Corrugate Steel sides and front 
• 2-piece Perforated Upper Rear Doors 
• Lever Activated Dual Action Gate 
• 48" Curb Side Access Door 
• 12-gauge Smooth Steel Floor 
• Knocked Down and Prime Painted 
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TAFCO Equipment Co. 
Hwy 16 West 
Blue Earth, MN 56013 
(507) 526-3247 
www.tafcoequip.com 

SIMPLY BETTER 
UP TO 85 PSI 
EASY TO OPERATE 
LOW MAINTENANCE 
HOLDS MORE MULCH 
ROBIN SUBARU ENGINi 
350 - 1200 GALLON UNITS 

WE HAVE JET & MECHANICAL AGITATION UNITS f t ^ 0 ^ * ^ ^ L 

8 0 0 6 3 8 1 7 6 9 ó»rS 
VISIT OUR WEBSITE - WWW.EASYLAWN.COM X "* 

USE READER SERVICE # 56 

PATENTED AUTOMATIC GATE OPENING!! 
»Stainless Steel Construction 
' Sealed Motor • Debns Shield 
' One buttonAoot operation 
' Quick detach on & off. 

¡ ^ • f * 4 i 
odels for Dlfff Chopper, EX Mark, Ferris,Walker 3 

Great Dane, Ransomes, Toro, Buntonj Lesco & MTD. 

Receiver Tube Mounting 
•800-847-8958-

COMBINED MFG. INC. 
www. 4mowerproducts. com 

best of web ^ * 
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Barre, Pa. "Fertilization customers are 
just too low end and will cancel just to 
save $ l. You will have very little, if any, 
turnover with estate maintenance, and 
great referrals and very low advertising 
costs with direct mail." 

Shauger has actually considered 
changing to full service to increase busi-
ness but he thinks most of his clients 
already hire maintenance companies. 
Stone responds by suggesting that 
Shauger submit a full-service proposal 
to his current clients. He also offers 
Shauger advice on how to get started. 
Contractors should have one truck 
set up for lawn care applications and 
an enclosed trailer for maintenance 
equipment so they can mow and make 
applications at the same time, Stone 
says. "A four-wheel drive pickup with 
a plow and dump insert makes a good 
crew truck for mowing and light land-
scaping," he says. "Try to build enough 
work over winter to add one employee 
next April to run the mowing route. 
So instead of making $500 a year per 
customer you will make $5,000." 

But Cormier disagrees, saying he 
also considered offering full-service 
landscape and lawn care but thinks 
lawn care alone is more profitable. 
"Stone, you say it's better to make 
$5,000 per customer than $500, but 
you can only do so many $5,000 cus-
tomers in a year," he says. "Right now, I 
average $542 per year for my custom-
ers. I have 348 customers. Now that's 
one guy doing $180,000 a year with 
a pickup truck, trailer and a ride-on 
spreader." 

Another Message Board partici-
pant suggested that Shauger connect 
with maintenance contractors who 
would subcontract lawn care services 
to his company. But some mainte-
nance operations don't pay in a timely 
fashion and will request that lawn care 
companies perform the services at a 
discounted rate, Cormier says. "I really 
think there are far too many people 
out there who just want a fertilization 
company," he says. "Plus, it's how you 
sell yourself. When I meet with a new 
client who's thinking of hiring one 
company to do it all, I always point out 
that most companies out there mowing 
either don't have a license to apply and 
do it anyways or sub out someone like 
me to do it. And why have a middle-
man? Just hire me; its all I do." LL 

http://www.tafcoequip.com
http://WWW.EASYLAWN.COM


Make Turf Installation Easier 
Bobcat equipment takes you from start to finish. 

Toolcat™ 5600 Utility Work Machine with Bobcat Seeder T180 Compact Track Loader with Bobcat Pallet Fork 

One Tough Animal 

Bobcat Company West Fargo, ND 58078 

USE READER SERVICE # 20 

Rake and collect surface debris 
to form a perfect seedbed. 

Separate rock and unwanted 
vegetation while leveling topsoil. 

w m m m a m m m m m m 

Accurately place grass seed 
for optimum germination. 

Lift and transport pallets 
of sod for installation. 

Our website: 
www.bobcat.com/0441 
Toll-free for all-new CD-ROM 
and Buyer's Guide: 
1-866-823-7898 ext. 0441 

An ( I f f ) IngersolItiand business 

http://www.bobcat.com/0441


E v e n i n a b u s i n e s s w h e r e t i m e i s m o n e y , m o w e r m a n -

u f a c t u r e r s a n d c o n t r a c t o r s s t r e s s t h e i m p o r t a n c e o f 

s p e n d i n g s o m e o f t h a t t i m e o n b o o s t i n g f i e l d s a f e t y . 

Safe machine exit strategies 
are a vital part of a contractor's 
safety program. 

It was a disabled operator presence control 
switch that nearly caused an employee to 
lose a hand several years ago, says David 
Schafer, president, Landscape Enterprises, 

Wilsonville, Ore. "It was a wet, rainy day and 
he got tired of starting the mower every time 
he went to dump the bag, so he disabled the 
dead man switch," recalls Schafer. "He reached 
down in the grass chute to unplug it while the 
mower was running and managed to catch his 
fingertips." 

Schafer says the injuries were minor, but 
that incident got the young mans attention 
and made him a better employee for the expe-
rience - he now leads the company's training 
on safe walk-behind mower operation. 

Most landscape contractors say safety is 
one of the top considerations when they're 
buying mowers. "Price is also a consideration, 
but if the equipment won't do the job or the 
operator can't operate it or operate it safely, 

then it's of no use to us," Schafer explains. 
Even when built-in mower safety 

devices are kept intact, things can still go 
wrong. William Wright, president and 
chief executive officer, Wright Manufactur-
ing Co., Frederick, Md., was reminded 
of this fact several years ago when he was 
mowing and the machine launched a ten-
nis ball-sized rock through the wall of a 
client's house and onto their living room 
sofa. 

"The mower had a chute deflector, 
but it was pointing uphill, so when it 
hit the rock, it flung it straight into the 
house." Luckily, he says, nobody was home 
at the time. 

The saying goes that "an ounce of pre-
vention is worth a pound of cure." In the 
rush to get the job done it can seem tough 
to squeeze in time to foster safe operations, 

continued on page lOO; sidebar on page 98 
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To handle obstacles, you have to react 
quickly—move fast, think faster, and deal 

with changes before they deal with you. 

Wright's Stander and Sentar mowers over-
come landscaping challenges with handling 
no other mower can match. Their unique 
design uses less steel in construction 

without sacrificing strength, making them 
up to 200-300 pounds lighter than the 

competition. And the smaller footprint 
and lower center of gravity of every 

Wright riding mower makes them more 
agile and more stable than any other 

comparable mower in the industry. 

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

L OUC^-

éS 

C^/tr of 
A.///J 

WITH WRIGHT'S UNMATCHED 
AGILITY, THE LANDSCAPE NEVER 

SLOWS YOU DOWN. THAT'S WHAT 
IT MEANS TO RIDE WRIGHT. 

\ 

J o t * 

THE WRIGHT WAY TO MOW. 

f r i g h t 
^ ^ ^ ^ o m m e r c i a l products 

For more information, call 
1.301.360.9810 or find our dealer 
locator at www.wrightmfg.com. 

http://www.wrightmfg.com


"ASSET software is a 
powerful tool giving us a 
daily heartbeat. We know 
where we stand financially 
as a company down to 
each division, job, 
salesperson, and even to 
each crew. 

From AP, AR, estimating, 
scheduling, and payroll, 
A S S E T has all the bases 
covered in one system." 

"We are ecstatic!" 

Bill Akeburst, President 
Akehurst Landscape Services 
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www.include.com 
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s a f e t y t i p s 

W hen it comes to mowing, safety needs to be a constant 

companion, from before the blades start spinning to when 

the mower is parked at the end of the day. 
Mowing safety goes beyond merely making sure the 

safety manuals have been read and the manufacturer-installed 
safety guards are intact. Debris is dangerous when mowing, 
and William Wright, president and chief executive officer, Wright 
Manufacturing, Frederick, Md., suggests that if it's your first time 
on the property, you should walk around and look for hazards that 
might not be visible from up on the mower. "If you hit something, 
it could be thrown pretty far, maybe 50 to 100 feet and you never 
know what it might hit or break," he says. 

Morin's Landscaping has found bagging grass clippings on 
95 percent of their properties to be an effective way to cut down 
on debris, says Marty Goguen, operations manager of the Hollis, 
N.H.-based operation. "The bagger attachment prevents debris 
from flying all over the place and causing accidents," he explains. 

After identifying and/or eliminating debris hazards, the next 
step is to make sure you've got the right machine for the job, says 
Gilbert Pena, brand marketing manager, commercial mowing, 
John Deere, Moline, III. He also warns that a lawn is not a race-
track. If you're using a walk-behind mower, you need to make sure 
your speed is appropriate for the terrain, Pena adds. "You need 
to operate at a speed at which you're comfortable maintaining 
control, whether you're walking or riding," he stresses. 

Manufacturers and contractors agree that slopes are one of 
the major danger zones for mowing crews and should be tack-
led with caution. Roy Dust, product specialist, Ferris Industries, 
Munnsville, N.Y., says when mowing on slopes, it is best to start 
from the bottom up and concentrate on being smooth. However, 
operators need to make sure that while they're concentrating on 
the job that they need to stay alert to the rest of their surround-
ings. "I've seen injuries where crewmembers have banged their 
heads on trees or open casement windows because they were so 
focused on the ground," Wright says. 

It's important not to get burned once the job is done. Wright 
says crews need to make sure they're not parking a hot mower on 
a pile of leaves or other debris where it could start a fire. He also 
stresses the key needs to be removed, because an unattended 
mower can draw a child like a moth to a flame. "Operators of 
lawn mowers also ought to keep a constant eye out for potential 
fuel leaks coming from hoses, carburetors or fuel tanks," he adds. 
"And never put gasoline into a hot lawn mower." 

USE READER SERVICE # 63 
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On second thought, "Too Much 
Information" 
Hey, Chowderhead. What's with all the Green 
Guardian articles? Are you nuts, giving away 
all that information on our covert operatives? 
Do you know what EverRide could do 
knowing that Bermudas favorite color is 
green? And what's with all the scare tactics 
on EverRide anyway? If everyone knows 
about its awesome cutting ability, its bagging 
system, and the fact that there are two — 
two! _ options of the EverRide, there will be 
mass hysteria. Think before you go to print 
next time. But thanks for that great picture of 
Zoysia on the Hornet. 
Simon Ryegrass 
293 Lamar Avenue, in the old flowerbed 

L E T T E R S T O T H E E D I T O R 

Download screensavers 
at EverRide.com 



^ Lumière 
L i g h t I N G, I N C . VISTA Lighting 

The World 's Finest Decorat ive ^ ^ k i c h l e r 

Outdoor and Landscape Light ing k i m l i g h t i n g 
^ ^ I ^ ^ ^ 

V Please (ail for a complete list 

| I 1-800-758-6359 
^ i j Phone: 330 253 6765 

FAX: 330 2536764 
474 Locust St. 

Akion, OH 44307 
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I 
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Email: 
lights@cascadelighting.com 

We have the world's most 
popular fixtures from leading 

manufacturers in 
stock for immediate 
shipment anywhere 
in the United States. 

visit our web site at www.cascadelighting.com 
HADCO NIGHTLIFE 
NIGH1SCAPING 
KIM LIGHTING 
LUMIERE 
COPPERMOON. INC. 
KCHLER 
LIGHTFARE BY ROCK SCAPES 
HINKLEY LIGHTING 
STONE MANOR LIGHTING 
ESCORT 

DINICO 
DESIGNERS FOUNTAIN 
MAXIM 
FOCUS LANDSCAPE LIGHTING 
B-K LIGHTING 
X -10 PRO 
FLEXILIGHT - ROPE LIGHTING 
VISTA LANDSCAPE LIGHTING 
TAHOE 
OASE 

DABMAR 
AL S GARDEN ART 
LUMITECH 
LIGHT CRAFT 
ARROYO CRAFTSMAN 
HANOVER 
HUNZA 
PROGRESS LIGHTING 
GREENLEE 
VILIAGE LIGHIING 
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continued from page 96 

but its a small investment compared to 
lost time, money and, sometimes, life 
when accidents occur. 

BUILDING A SAFER 
G R A S S T R A R When Wright got into 
the manufacturing business, he says the 
15 years he spent running a lawn ser-
vice company gave him a big respect for 
what mowers and those operating them 
go through out in the field. "With a 
blade spinning at a tip speed of about 
200 miles per hour, there's a lot going 
on under that mower, and you're riding 
on it," he says. 

There are three steps engineers 
go through in trying to design a safer 
machine, Wright explains. "The first 
one is to design a risk out of the prod-
uct or design danger completely out of 
the product itself," he says. "If that is 
impossible, then you guard the risk and 
put on a roll bar, for example. There are 
shields and guards to cover up the risky 
thing, like the hood on your car covers 
the spinning fan. Then if you can't 
guard it, the third thing you can do is 
warn against it. And that would be the 
least powerful way to boost safety on 
the field, but it is the last one you can 
use, and it is certainly worth it." 

Despite a manufacturer's best 
intentions, there's no guarantee that the 
safety features will be kept intact once 
the mower is out in the field. "There's 
a continuous battle between suppliers 
and what they do to make the machine 
safe and how contractors will support 
the supplier and insist to their operators 
that they maintain these safety fea-
tures," says Gilbert Peña, brand market-
ing manager, commercial mowing, John 
Deere, Moline, 111. 

"The biggest challenge is to offer 
features that will be looked at as an ad-
vantage rather than a liability in actual 
use," points out Roy Dust, product 
specialist, Ferris Industries, Munnsville, 
N.Y. 

CDS-
JOHN BLUE 

J^pMPANY 

R O P S A N D R O L L In addition 
to standard safety features, such as 
warning decals and deflector chutes, 
some mowers come with a Roll Over 
Protection System or ROPS. "The two 
features of the system are the roll bar 
itself and the second one that's not 
often noticed by laymen is the seat 

continued on page 102 

If it's Not a 
CDS-John Blue 
Spray Pump... 
It's Just a Pump! 

CDS-John Blue Company Is the only company 
to offer a complete line of polypropylene pumps. 
Our patented Poly Millennium Series pumps will handle acid and other highly 
corrosive products. The patented thick poly walls will also withstand abrasive 
products, which causes pump failure In other product lines. 

Plus we have a complete line of diaphragm and piston spray pumps to fit your every turf, 
lawn and landscape need. With pressures available up to 725 psl and flow rates from 
4.3 to 67 gpm, these are some of the most versatile spray pumps on the market today. 

When the time comes for you to buy a spray pump - Buy More Than Just a Pump. 
Take a closer look at the CDS-John Blue Diaphragm Spray Pumps. 

CDS-John Blue Company 
Division of Advanced Systems Technology 

800-253-2583 • 256-721-9090 • Fax: 256-721-9091, 
www.cds-johnblue.com 
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BEAST RECYCLERS' 
Choose from four models 
from 275-1 OOOhp for 
converting green waste 
into valuable mulch. 
Available towable or 
self-propelled. 

HAND-FED CHIPPERS 
BRUSH BANDIT® 

Our complete line of -
hand-fed chippers - r ^ 
consists of twelve 
models (»"-18" in 
diameter. Available ^ ^ ^ J f ^ ^ B k 

STUMP GRINDERS 
HIGH QUALITY, PRODUCTIVE, INNOVATIVE 

Bandit's complete 
line of towable and 
self-propelled stump 
grinders are a cut above 
the rest. Choose from six 
models from 19-80hp. ^ 1 ( f ^ 

SEE US A T THE CON EXPO 
BOOTH #C5405 NORTH H A L L 

M O D E L 1 8 9 0 B R U S H B A N D I T ® 

M O D E L 2 8 0 0 S T U M P G R I N D E R 

BANDIT I N D U S T R I E S , I N C , 
6750 Millbrook Road • Remus, Ml 49340 
Phone: (800) 952-0178 or (989) 561-2270 
Fax: (989) 561-2273 
E-Mail: sales@banditchippers.com 
Website: www.banditchippers.com 

SUPPORTED BY 80 DEALERS 
CALL TODAY FOR MORE 

INFORMATION OR TO 
ARRANGE A DEMONSTRATION. 
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belt, and they always should be used 
together," Wright says. "The seat belt 
keeps the operator suspended inside the 
protected area of the roll bar if the lawn 
mower were to flip over. But without 
the seat belt, the bar could make the 
injury worse." 

American National Standards 
Institute (ANSI) regulations require 
ROPS to be on all mowers weighing 
more than 1,200 pounds, but as of Sep-
tember 2003, some mower manufactur-
ers began voluntarily putting them on 
mowers that weigh less, according to 
Wright. A ROPS structure adds about 
$350 to the cost of a mower, according 
to Dust. 

However, there are drawbacks to 
ROPS. A mower with a low center of 
gravity is more stable, and the ROPS 
roll bar raises the center of gravity, 
Wright says. 

"Its not a perfect world where you 
put your roll bar on and now all of your 

troubles are gone," Wright says. 
"ROPS can actually create 

a hazard if the operator is mow-
ing around wires, low branches 
or anything else that could 
catch the roll bar and create an 
unstable situation," Dust adds. 
For this reason, many opera-
tors will take off the structure, 
which defeats its purpose. 

Also, some manufactur-
ers have designed roll bars that 
can be folded to accommodate 
mowing around obstacles on 
which it might otherwise snag. 
"Foldable ROPS are desirable 
because it gives them more 
reason to leave it on as opposed 
to trying to take it off," Pena 
says. However, these features 
are built into machines to 
provide maximum protection 
against injuries in a situation 

continued on page 104 
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Over 16 Stamped Curb Patterns 
and 20 Residential and Commercial Molds 
Start your own businoss or add another profit center to your 
existing business with Tygar Curb Machinery 
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CHEMICALS COMPANY, INC. 
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200 GALLON LAWN RIG 
• 200 GALLON OLDHAM TANK WITH BAFFLE. 
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• 5.5 HP HONDA ENGINE. 
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Snapper Pro is the official mower of Gaylord OprylancT Resort & Convention Center in Nashville. With a full line 
of top-quality commercial products, Snapper Pro proudly presents our ever-expanding selection of zero-turn 
FastBack™ models. FastBack™ features include an all-new design with 7-gauge steel construction throughout, 
field-replaceable spindles and fan-cooled pumps. Choose from our twin-lever or exclusive joystick models. 
It's the kind of hand-clapping, foot-stomping performance you'd 
expect from a legendary performer, www.snapperpro.com S N A P * E R P R O 
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where the operator has taken it upon 
himself to go beyond the capabilities of 
the machine or his own skill level, Dust 
says. 

Another common mower safety 
feature is an operator presence control 
switch. This is a series of controls on 
ride-on or walk-behind mowers that 
sense, through pressure on handles or 
the seat, whether an operator is present. 
If an operator lets go or gets off of the 
machine, the blades immediately stop 
and on some units the engine cuts off, 
Peña explains, adding that many con-
tractors find such features a nuisance. 
"A contractor would prefer that every-
thing would stay on so he doesn't have 
to re-do the functions when he stops to 
pick up trash," Peña says. 

D A N G E R Z O N E S . When a crew got 
too close to the edge of a pond and slid 
a mower in earlier this year, it was be-
cause they were in a hurry, says Stepha-

nie Hale, maintenance manager, The 
Lawn Maintenance Co., Boise, Idaho. 
"A lot of them say 'I know I shouldn't 
have done that'," she says. "We train 
them, but they learn a lot from experi-
ence, even a bad experience." 

Hale says she took pictures of 
the scene and reminds the crews of it 
frequently during safety meetings. "I 
guarantee you the employee and crew 
that went into the pond have not come 
close again," she says. 

Hale's crew fell victim to what 
Dust calls the biggest danger zone when 
mowing - a slope with no run out 
area. "Slopes are an accident waiting to 
happen, and the worst case is one that 
leads to a drop-off, highway or body of 
water," he says. 

The routine nature of mowing can 
foster a lax attitude toward safety, which 
is why safety reminders are important, 
Peña says. He says the most common 
safety device he sees overridden is the 

mower deck chute, which can have 
serious consequences when mowing 
in populated places. "It's assumed that 
there's never going to be anybody in the 
direction of the thrown object, but you 
never know who's going to be walking 
by if you're mowing residential areas," 
he says. He also says public places, such 
as restaurant parking lots are danger-
ous because of the debris dropped from 
people's cars that the mower might 
throw. 

T A I L G A T E T R A I N I N G . A great 
training program will cut down on ac-
cidents, worker's compensation claims 
and will save the owner from lots of 
headaches," Hale says. 

Schafer says his company conducts 
training days as well as about 18 tailgate 
safety meetings per year. He says he 
thinks the 15- to 20-minute meet-
ings during the busy season are most 

continued on page 106 
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THE FREESTANDING COLUMN 
I T ' S N O T I M P O S S I B L E . . . IN FACT, I T ' S N O T E V E N D I F F I C U L T . 

W I T H V E R S A - L O K , I T D O E S N ' T 

T A K E A M I R A C L E T O C R E A T E 

A MARVEL. VERSA-LOK del ivers 

astonishing design versatility 

without complicated installation. 

Our unique, solid-unit, top-pinning 

retaining wall system is without 

equal. And with VERSA-LOK, 

there are no specialty 

pieces to worry about. 

With only a few field 

modifications, you can 

build just about anything 

you can conceive. 

T H E FREESTANDING COLUMN is a great example 

of what can be achieved using VERSA-LOK. 

Columns add a stately sense of drama to retaining 

wall projects. And with VERSA-LOK, they're a cinch. 

The same Standard unit used to build retaining 

walls is used to create columns. 

T w o P R O D U C T S , E N D L E S S 

POSSIBILITIES. In addition to 

the incredibly versatile Standard 

product, VERSA-LOK also makes 

Mosaic,* the hardest-working 

| random-pattern product in the 

industry. Our simple, three-

unit system not only 

enables you to build 

J B t p ^ i j l ^ ^ strong and beautiful 

walls, it easily 
VERSA-LOK is the ' J 

industry's only accommodates soil 
solid, top-pinning 

system. reinforcement for 

random-pattern 

walls of 

eight. It all boils down to this: 

You can do more, and do it 

easily-with VERSA-LOK. 

Mosaic's random pattern 
creates visual interest. 

^ \ Skyline Medical Center, 
Nashville, Tennessee, 
in VERSA-LOK Standard 

C R E A T E YOUR OWN M A R V E L S . F o r m o r e 

information and everything you need to 

start creating modern landscaping marvels, 

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

VERSA-LOK' 
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800-770-4525 • www.versa-lok.com 
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effective because the boss is present, its 
during the busy season and its fresh 
in their minds as they're headed out 
the door. They also make employees 
watch bilingual videos from mower 
manufacturers, industry associations 
and in-house produced ones illustrating 
unsafe situations crews have encoun-
tered. "Most of those are four or five 

minutes long, but from there we can 
discuss the fact that it's important to get 
the job done, but its also important to 
recognize how can we make our opera-
tion safer?" Schafer says. 

Wednesday morning 30-minute 
safety and training meetings are practi-
cally a religion for Morins Landscaping, 
says Marty Goguen, operations man-

Are you ready to grow your 
blower truck business with a 
wider range of applications? 

Is your current blower truck limiting 
your opportunities? With Peterson's 
line of blower trucks, you can take 
on the tough jobs that conventional 
trucks can't handle. Peterson Blower 
Trucks offer many specially designed 
features, meaning you can deliver a 
variety of materials in less time so 
you can increase your profits. 

A Peterson Blower Truck is your best 
choice to grow your business. Talk 
with a Peterson sales representative 
who can assess your requirements 
and recommend the best model for 
your needs. 

With a live llotr. 

powerfal blower and 

large diameter hose, 

the Petersoo Blower 

Track really delivers. 

O 

Peterson. 
Solid. 

Peterson Pacific Corp. 
1-800-269-6520 
www.petersoncorp.com 

ager, Hollis, N.H. At the end of each 
meeting, the crews are reminded not to 
forget their safety glasses and hearing 
protection. Reminders are posted every-
where, including on truck maintenance 
logs. If operators are caught without 
their safety glasses, they are sent home. 
Every payday, the company's employees 
also receive inserts in their paychecks 
educating them on safety issues. 

Many companies also stress letting 
mechanics service equipment instead 
of crews trying to do tailgate surgery 
as a way to boost safety. Schafer says 
he encourages crews to notify him 
immediately of a problem mower and 
recognizes them at the safety meetings 
for this. "We recognize them for any-
thing they do that helps the safety and 
efficiency of the crew," he says. 

Other contractors choose equip-
ment that they feel is safer to operate 
for the type of work they perform daily. 
Goguen says his company uses strictly 
walk-behind mowers, both for their ver-
satility and to streamline training. He 
says when a new crewmember comes 
on board, they start him out on small 
power equipment and gradually work 
him up to the larger walk-behinds. 

Contractors agree that when they 
see unsafe mower operation, it needs to 
be brought to the employee s atten-
tion immediately. "We ask them why 
they are doing this when they know its 
not safe," says Hale. Contractors say 
their disciplinary measures range from 
verbal to written warnings, which then 
go into the record and can affect raises 
and eligibility for safety awards, says 
Schafer. "If we have an operator who 
isn't operating equipment safely after 
about three warnings, he's invited not 
to return to work," he says. 

Landscape Enterprises, has an 
incentive program where if the com-
panies go one year without a lost time 
or expensive accident, they receive 2 
percent of their payroll back. "We give 
all of that to employees through credit 
cards that they can take to the video 
store or buy groceries with," Schafer 
says. The average amount on each gift 
card is $25 and every employee without 
a lost time accident receives one. There 
are also drawings to give out additional 
gift cards during the year, Schafer says. 
Other company safety incentives 
include t-shirt giveaways and special 
recognition at safety meetings, (LL 
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Boomer™ Compact and Utility Tractors 
The ultimate power tool. 
• Uncluttered operator platform with best-in-class 

visibility 
• Sharp-turning, turf-friendly SuperSteer™ FWD 

axle option 
• Change quickly between front blade, broom, or 

snow blower 

Loader Backhoes 
Out-push, out-dig, and out-power the rest. 
• Industry-leading breakout force, dig force, and 

crowd force combine to deliver maximum power 
• Best visibility into the trench 
• Fast backhoe swing and excellent loader reach 
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The landscaping jobs on your schedule are diverse, some 
requiring brute power and hydraulic capacity, and others 
requiring a soft touch and agility. New Holland equipment 
delivers exactly what you need. 

As a division of CNH, a worldwide leader in construction and agricultural 

equipment, New Holland draws upon an unparalleled wealth of resources for: 

• Product design and engineering 

• State-of-the-art manufacturing 

• Competitive retail financing options 

• After sales parts and service support 

Our continuing goal is to provide the products and services that deliver more 

value to every customer. 



Commercial Mowers 
High-production mowing machines. 
• Easy, no-clutch forward/reverse hydrostatic 

pedals 
• Mower flips to vertical position without tools for 

fast cleaning and maintenance 
• Largest fuel tank in the industry - 13 gallons 

Compact Wheel Loaders 
Highly maneuverable with big payloads. 
• Superior breakout force 
• Extra hydraulic capacity shortens cycle times 
• Huge operator platform with low-effort controls 

TN-A Series Utility Tractors 
Saves your most valuable possession...time! 
• Visibility that's best on the market - day or night 
• Natural controls and the easiest shuttling in the business 
• More lugging power and three-point hitch lift capacity to 

handle your biggest jobs 
• Save time and turf at every turn with the SuperSteer™ 

FWD option 
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NEW! Compact Excavators 
Provide digging power and precision in the 
most confined areas. 
• Zero tail swing for worry-free 360° operation 
• Increased horsepower and hydraulic flow 
• Reduced cycle times 
• Large, comfortable operator platform 
• Easy service access 

Telehandlers 
Reach places other machines can't. 
• Reach and place loads up to 29.5 feet high 
• Up to 8900 lb. breakout force to dig in hard materials 
• Push, scrape, and level in slippery conditions with 

full-time 4WD 
• Rear engine placement with mid-position boom 

delivers superior stability and traction 

Tractor Loader 
Class-leading power at both bucket and hitch. 
• Superior lifting and loading performance 
• Durable three-point hitch with controllable down 

pressure 
• Added comfort features and outstanding visibility 
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Make a bottom line difference for your operation. 

Your New Holland Landscape/Utility dealer has everything you need at 
one location. Equipment that's productive, versatile, and easy to operate. 
Outstanding service and parts support. Finance and lease options that 
meet your needs. 

For more information or to find your nearest dealer 
visit www.landscapeutility.com & 
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Super Boom ™ Skid Steers 
Reach farther. Lift more. Do it faster. 
• Longer wheelbase and low center of gravity deliver 

unmatched stability 
• Faster cycle times and ground speeds 
• Smooth ride, great all-around visibility 
• The favorite of landscapers for over 30 years 

MTT%m NEW HOLLAND AND NEW HOLLAND CONSTRUCTION ARE BRANDS OF CNH. 
f * A GLOBAL LEADER IN AGRICULTURAL AND CONSTRUCTION EQUIPMENT AND FINANCIAL SERVICES. 
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Weeds don't always have to be seen before they're eliminated. 
A comprehensive preemergent herbicide program can 
destroy crabgrass and some broadleaf weeds before they 
meet the customer's eye. Lawn care operators (LCOs) 
usually develop these programs based on regional climate, 

experience and customer demand. 
And by being attuned to weather patterns, product developments and 

application procedures, many LCOs are discovering high success rates with 
their programs, resulting in less use of postemergent controls later in the year 
and happier customers. "To me, going with a postemergent service means 
you have to spray something when it's 100 degrees outside, so you can't spray 
a lot," says Todd Graus, president, Green Turf Lawnscapes, Worland, Wyo. 
The opportunity to make money on a postemergent service isn't there, and 
any company worth their weight isn't going to allow their company to have 
these problems in the first place." 

P E R F E C T T I M I N G . Green Turf Lawnscapes usually applies its preemergent 
herbicides in the spring but exactly when can vary depending on soil tem-
peratures. When controlling crabgrass, Graus tries to hit the seeds before the 
soil temperature reaches 50 degrees, which in Wyoming is usually mid-March 
or April, to prevent the seeds from germinating, Graus says. Crabgrass typi-
cally germinates in a 60- to 65-degree soil range, according to Kyle Miller, 
senior technical specialist for BASF's Turf and Ornamental Products Group, 
Research Triangle Park, N.C. LCOs can check soil temperatures through 
weather, agriculture and university extension Web sites. They can also find 
soil temperatures by checking with product distributors or by using a soil 
temperature probe, Miller says. 

But knowing the proper soil temperature isn't the only timing factor 
LCOs must take into consideration. LCOs have the option of applying pre-



emergent herbicides at different times 
of the year. Green Turf Lawnscapes pro-
vides customers with two application 
options. The first is a one-time applica-
tion spread at a normal rate and the 
other is a split application at a higher 
rate. The split-rate application allows 
Green Turf to spread two applications 
six weeks apart for longer control. 
Weed Man, Lees Summit, Mo., also 

provides split-rate programs, with the 
first occurring in February or March 
and the second one six to seven weeks 
later, according to company President 
Jon Cundiff. 

Green Turf Lawnscapes conducts 
fall applications only as a last resort 
because they can be more difficult to 
market. "Its kind of a hard sell to get 
somebody to buy something in the 
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fall that's not going to be utilized in 
the spring, so I think some people just 
don't want to invest the money until 
the next year," Graus says. "There have 
been occasions where we have had a 
particular lawn that was just infested 
when we took it over, so we went ahead 
and put a late fall application of pre-
emergent down and then did it again in 
the spring, and that was to make sure 
we didn't miss any windows on the soil 
temperatures." 

Different parts of a property can 
vary in soil temperature, so a fall ap-
plication can sometimes be beneficial 
for areas where in the spring the tem-
perature was too high for preemergents 
to be effective. But, in general, fall 
applications are made less frequently, 
according to Miller. "I think lawn care 
operators are a little hesitant to do that 
because they want to do it more in real 
time and charge the customer for what 
they're doing at that time and not from 
what they're going to benefit from next 
year," Miller says. "The other thing you 
have to consider is that in cool-season 
parts of the country they're trying to 
sell overseeding services in the fall, so 
obviously you don't want to use pre-
emergent on a juvenile lawn, and that's 
a fairly common treatment through the 
middle part of the country." 

But in warmer climates fall ap-
plications are more common. "In the 
south, we're putting preemergents 
down in the spring and the fall because 
it stays warmer, and all the winter seeds 
come up here," says Gary LaScalea, 
owner, GroGreen, Piano, Texas. Gro-
Green applies preemergents to its resi-
dential accounts eight times per year. 
For its commercial accounts, GroGreen 
conducts one application in the spring 
and another in the fall. Commercial 
accounts typically get fewer treatments 
because they have lower budgets, LaS-
calea says. 

Birmingham, Ala.-based Classic 
Gardens applies preemergent herbicides 
throughout the growing season because 
outbreaks can continue year-round in 
warmer climates, says Classic Gardens 
Owner Mike Pender. Classic Gardens 
begins the first of its six preemergent 
applications in January and follows up 
with another application every other 
month for the year, Pender says. "There 
are times when people say that when 

continued on page 118; sidebar on page 116 
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Tank mix with Quicksilver. Get fast control of broadleaf weeds. 

QuickSilver v T&O herbicide provides fast, 

broad-spectrum control of post-emergent broadleaf 

weeds, including tough-to-control weeds such as 

clover and thistle. 

Just add a little QuickSilver to your tank mixture. It's 

rainfast in one hour and effective in 24-48 hours. 

And since QuickSilver is effective across a wide 
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p i c k i n g p r e e m e r g e n t s 

Manufacturer patents are beginning to expire 
on preemergent herbicides, meaning lawn 

care operators (LCOs) can expect more product op-
tions in the near future. With such a variety avail-
able, LCOs will have more factors to consider when 
purchasing preemergents. Generic products are 
expected to lower product price but may also result 
in less customer-service support, says Ben Cicora, 
business manager, herbicides, Bayer Environmen-
tal Science, Montvale, N.J. "If there is a break-
through come July or August, it's going to be hard 
to contact somebody whereas if you're going with 
the original-branded manufacturer you're more apt 
to get some service and support - with your busi-
ness and the products you use," Cicora says. 

Jon Cundiff, president of Lee's Summit, Mo.-
based Weed Man, agrees that LCOs need to look 
at quality in addition to price when considering 
preemergent products. "We want a product that 
does the best job, and that's when you have to tap 
into suppliers and go to universities and do your 
homework," Cundiff says. 

Cundiff suggests LCOs consider application 
timing, days of control, leeching potential, efficacy 
rates and necessary irrigation levels when shop-
ping for preemergent products. "Do you need 150 
days of control?" Cundiff says. "If so, what product 
gives you the best opportunity to do that? And, if it 
does, what's the cost? Then you can weigh that out 
with the bottom line." 

I 
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Todd Graus, president of Worland, Wyo.-based 
Green Turf Lawnscapes, says when judging product 
quality he considers several factors before making 
a switch. Ml think one of the biggest challenges is 
being tempted to move to different preemergents 
because the marketing looks nice," he says. "I have 
essentially used the same preemergent for 20 years, 
and some years I see better results than others." 

Variations in efficacy from one year to the next 
often result from environmental changes rather 
than product failures, Graus says. "It could have 
been the applicator or how people watered - there's 
a lot of things that come into play." 

Green Turf Lawnscapes has been achieving 
98 percent control with one of the lowest-priced 

preemergent products on the market, according to 
Graus. "It's not worth paying extra money for the extra 
2 percent," Graus says. "If I have 2 percent break-
through, that means I have 20 lawns that I have a 
problem with, and they're probably lawns we knew we 
were going to have problems with in the first place, 
so the client was informed. Otherwise, we can go 
in there and do a postemergent control of those 20 
lawns, and the client won't even know we were there." 

Even if preemergent prices lower or remain 
constant, LCOs who combine their preemergents with 
fertilizer could still be forced to raise prices because 
of rising fertilizer costs, according to Gary LaScalea, 
owner, GroGreen, Piano, Texas. "Some of our fertilizer 
costs have doubled in the last few years," he says. 
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For added protection when you need it 
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to $25 million dollars more in umbrella 
coverage to keep safe what means the 
most to you. 
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the soil temperature reaches 65 degrees, crabgrass germinates," 
Pender says. "Well sure it does, but it continues to germinate 
all summer long. We don't like people getting weeds in their 
yard and having to come back to spray a postemergent. Cus-
tomers find crabgrass very unacceptable, they find poa annua 
very unacceptable, they find any weed very unacceptable." 

P R I C I N G P R O C E D U R E S . Experience plays a large role in 
determining the ideal time to use a preemergent herbicide. 
Pricing formulations often work the same way. Green Turf 
Lawnscapes doesn't have an exact science for setting its rates. 
Instead, the company looks at trends and after each season 
considers any changes that need to be made in its pricing 
structure, Graus says. 

Graus figures his charge per 1,000 square feet by using 
a basic formula that includes product and labor costs plus a 
markup. Graus estimates the industry pricing range for pre-

continued on page 120 

Lawn care operators (LCOs) often combine 
preemergent herbicides with fertilizer to avoid 

making two separate applications. Some companies 
purchase these products premixed, but Worland, 
Wyo.-based Green Turf Lawnscapes has realized 
savings by developing its own preemergent/fertilizer 
formula, says company President Todd Graus. 

When Graus began experimenting with the com-
bination, he realized that by using a fertilizer with a 
lower nitrogen content, he could mix more of the dry 
product with the liquid to avoid over-saturation. 

For instance, if a LCO wants to spread 1 ton of 
fertilizer that contains 1 pound of nitrogen over 10 
acres, the application rate for the preemergent may 
be so high that it saturates the dry product. In such 
a case, the LCO would need to use a fertilizer with a 
lower nitrogen rate, according to Graus. "Let's say 
you use urea, which is 46 percent nitrogen vs. ammo 
nium sulfate, which is 21 percent," he says. "It takes 
twice as much ammonium sulfate to give you the 
same nitrogen as urea, so you have twice as much 
fertilizer to absorb the 10 gallons of preemergent." 

Other times, a drying agent, such as cat litter 
or talcum powder, can be pored on top of the wet 
fertilizer to dry the product. The fertilizer that Graus 
purchases costs $40 for a 2,000-pound bulk bag, and 
he says he's saved 30 to 40 percent in costs by com-
bining the two products. "If you buy a bag of fertilizer 
or preemergent, each costs you $40," he says. "But if 
you buy the two combined, it costs you only $40." 
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Customers typically aren't very receptive to things 
they don't understand. If clients don't know what 

a preemergent herbicide is, they're probably less likely 
to ask for the service. That's why part of marketing any 
lawn care service is communicating to clients the de-
tails of the professional products used in each applica-
tion and how they'll benefit from them. 

Mike Pender, owner of Birmingham, Ala.-based 
Classic Gardens, employs a variety of marketing tactics 
to educate potential customers about his services. One 
of the more effective methods has been a two-hour 
radio program that airs every Saturday morning at 7 
a.m. on Birmingham's 960 AM WERC. The company 
used to pay approximately $400 per hour to air the 
show but no longer has to pay because of its contin-
ued success, according to Pender. "The radio show is 
helpful," Pender says. "When I'm talking on the radio I 
don't want to sound like a Harvard law professor. I try to 

sound very down to earth. I don't want answer ques-
tions too technical because that doesn't do anybody 
any good." 

Pender estimates that half of Classic Gardens' 
business comes from the radio show and radio 
advertising. The company advertises on its own radio 
show and other radio stations, Pender says. The com-
pany tracks the success of each marketing method 
by asking customers how they heard about Classic 
Gardens and then entering that information into a 
database. 

The company also invests in direct marketing, 
newspaper ads and the Yellow Pages. The Yellow 
Pages ads produce the smallest number of sales, 
according to Pender. "I think most people who look 
in the Yellow Pages are price shoppers," Pender says. 
"I like people who know our name without having to 
look in the Yellow Pages." 

continued from page tlQ 

emergent applications at $8 to $14 per 
1,000 square feet depending on lawn 
size. Green Turf tries to keep labor costs 
down to between 17 and 21 percent 
for the year, according to Graus. "Were 
always trying to cut back on labor to 
get more efficient, so there's more profit 
spread out across everybody," he says. 

In the winter, Graus meets with his 
managers, and they determine whether 
any changes need to be made in the 
company's programs. For instance, the 
company may not need to treat a cer-
tain weed that it addressed the previous 
year because there wasn't an outbreak, 
he says. When deciding a markup 
amount, each factor, such as product or 
labor costs, is marked up differently. 

Markup can also vary depending 
on lawn size. Smaller lawns can actually 
cost more to manage than larger lawns, 
according to Graus. Ten 5,000-square-
foot properties could be less profitable 
than one 100,000-square-foot property 
because the technician can complete 
the larger property in less than a day 
compared with the smaller jobs that re-
quire more driving time and fuel costs. 

In such a case, the LCO may consider 
slightly raising prices for the smaller 
properties, Graus says. 

Most LCOs don't price preemer-
gent applications separately from other 
services. The applications are usually 
part of a more comprehensive program 
that may include fertilization, insect 
control and postemergent applications. 
Typically each total bill will remain 
the same even if a preemergent wasn't 
applied that particular month as part of 
an annual contract, Graus says. 

Classic Gardens charges $43 per 
month for 5,000 square feet, plus $2 
for each additional 500 square feet for 
its treatments, according to Pender. The 
company applies 12 annual treatments, 
six of which include preemergent 
herbicides. Even though each treatment 
can vary in cost, Pender averages them 
out and comes up with a fixed monthly 
rate. "Like other lawn care companies, 
we charge the same rate every time we 
come out - we don't fluctuate the price, 
despite whether or not preemergents 
cost more," Pender says. "The custom-
ers wouldn't want that - that would just 

be too confusing for them." 
Lawn care companies, especially 

startups, are lucky to break even at 
the beginning of the year because the 
monthly charge may not cover all the 
costs of applying multiple treatments 
that could include a combination of 
fertilizers, preemergents, postemergents 
and insect and disease controls, Graus 
says. But as the season winds down, 
LCOs should realize some profits 
because most of the weed, insect and 
disease problems should be gone. As a 
result, they're applying less treatments 
while receiving the same monthly rate. 

If customers cancel their contracts 
early, LCOs can require that the client 
pay a prorated amount. For instance, 
a customer may have received $200 
worth of lawn care services, but the 
contract requires a $ 120 monthly 
payment. In this instance, Graus says 
he would bill the client for an addi-
tional $80. "We put a lot of effort and 
expense up front for that client to stay 
with us through the year," he says, "but 
there are ways to recover any losses in a 
written contract." ll 
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In todays business world, manufac-
turers and distributors are con-
tinually forging relationships with 
suppliers that help streamline their 
supply chains, resulting in faster 
service and lower prices. 

But these partnerships aren't 
limited to just high-volume industries. 
Irrigation contractors can also realize the 
benefits of partnering with their equipment 
dealers. Irrigation dealers can significantly 
impact a contractor's profits - for better or 
worse, according to industry professionals. 
"You've got to buy right from your suppli-
ers because if you look at it industrywide, 
the material cost of most businesses is 
about 33 percent of your company dollar 
- so if you think about it, your supplier is 
about one-third owner of your business," 
says Gus Collier, president, Collier Cos., 
Powhatan, Va. 

Forming these relationships requires 
work on both sides. Dealers must supply 
the right inventory types and quantities 
along with technical support and timely 
service so contractors can remain produc-

tive. At the same time, contractors are 
responsible for communicating to dealers 
what their needs are and should provide 
reasonable lead times for service requests. 

Dealers and contractors agree there 
are steps they both can take to foster effec-
tive relationships. "Sometimes the vendor/ 
contractor relationship is viewed as us vs. 
them," says David Scattergood, opera-
tions manager for the landscape division of 
Signature Landscape Services, Redmond, 
Wash. "When we can act as a team with 
the goal of servicing the end customer, it 
becomes much more workable. The way 
we achieve that is to grant importance to 
anyone who we're working with at the sup-
plier level, even the person working at the 
desk. Then that person is going to want to 
give you much better service in the future." 

T H E O N E A N D O N L Y . Everyone wants 
to feel like they're No. 1 - especially when 
there's money involved. Irrigation dealers 
are no exception. Many contractors say 
they get the best value for their service 

continued on page 124 
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when sticking with one primary dealer. 
Dwight Elliott, president of Bir-

mingham, Ala.-based Elliott Irrigation, 
knows firsthand the benefits of having 
a main dealer. Elliott estimates that he 
saved $28,000 in 2004 after switching 
to a new dealer because the dealer of-
fered Elliott discounts for maintaining a 
high volume of business, which Elliott 
says is about $300,000 a year. "When 
I go there, these people jump through 
hoops for me, and I get better pric-
ing," he says. "If they know I'm going 
to do $300,000 worth of business, it 
helps the bottom line. They'll give me 
something they won't give somebody 
else because they know the volume of 
business we're going to do." 

Collier uses two dealers but does 
90 percent of his business with one, 
and the difference is noticeable, he says. 
When Collier was searching for fertiga-
tors, he bought 100 from his second-
ary supplier because he thought they 
had a better product than his primary 

dealer, he says. Collier then asked this 
dealer for a price on a bulk shipment 
and didn't hear back until several weeks 
later. The delay put Collier two weeks 
behind on mass mailings he was send-
ing to customers promoting his new 
fertigation service. "These things cost 
me $19,000 to buy, and I'm telling this 
other guy we need support, and it's just 
not happening," Collier says. "So I feel 
like they should have jumped all over 
that, and they didn't." 

Irrigation contractors should 
consider the long-term benefits of hav-
ing a primary dealer, says Johnny Sims, 
president, Sims Irrigation, Tampa, 
Fla. A dealer might be slightly more 
expensive on some one-time purchases 
but may offer better prices if he knows 
a contractor will buy in high volumes. 
Sims says he spends approximately 
$500,000 to $750,000 annually at his 
dealer. "When I first started in the busi-
ness, we struggled - not only because 
we were small, but because I didn't have 

the ability to buy in high volumes until 
I got a little bigger," Sims says. "But the 
reason I got a little bigger is because I 
started using one dealer. That relation-
ship with that partner gives me the best 
prices over a longer period of time." 

Some dealers will offer loyal 
contractors "program pricing," which is 
when dealers set prices for certain items 
for an entire year, says Tom Childers, 
director of marketing, John Deere 
Landscapes, Alpharetta, Ga. This can 
help irrigation contractors, particularly 
on volatile products such as pipe and 
wire. Buying from just one dealer also 
consolidates paperwork for contrac-
tors because they'll be receiving only 
one billing statement and writing one 
check every month, which can help save 
contractors administrative time. 

Jeff Partridge, president of Carroll-
ton, Texas-based Wickham Supply/Wa-
ter Zone agrees that buying from one 
dealer can benefit contractors. "I think 

continued on page 126 
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there's an advantage to having a prima-
ry distributor," he says. "And the reason 
that becomes important is because both 
come to know one another's needs, and 
a store manager is an extension of that 
contractors crew. It ensures that we will 
have the products they need on hand." 

But there are some advantages to 
utilizing multiple dealers. Scattergood 
buys from several dealers based on their 
proximity to job sites, he says. Signa-
ture Landscape Services' crews stop at 
dealers who are closest to where they're 
working. The company also purchases 
from these dealers because they treat its 
employees the same as higher-volume 
customers, Scattergood says. "When 
I walk in the door, my suppliers call 
me by name, they know who I am and 
they treat me well," he explains. "I may 
be picking up three pop-up heads and 
a dozen nozzles - and it may not be 
worth writing up the invoice for - but 
I'm treated the same as the guy who's 
buying 1,000 heads." 

Smaller companies like Scatter-
good's can still realize the benefits of 
a primary-dealer relationship even 
though they're purchasing much 
less than larger contractors by sign-
ing a program-pricing agreement 
with their dealers, Childers says. But 
when contractors like Scattergood do 
use multiple dealers, they may lose 
some perks associated with one-on-
one relationships. "Obviously having 
multiple dealers affects them from the 
standpoint that they're not always going 
to get the best program opportunities," 
Childers says. "They're not going to get 
the best program rewards, so they are 
hurting themselves. And from a purely 
business standpoint as a distributor 
with a formal program, it hurts. 

JUST IN TIME. Irrigation contractors 
are always looking for ways to reduce 
downtime. Procuring the right supplies 
in a timely fashion sustains productivity 
and boosts profits. But contractors and 

dealers know without clear communi-
cation contractors won't get the right 
parts when they need them. 

Contractors should first outline 
for their dealers their expectations and 
needs. When Elliott starts working with 
dealers, he invites them to his facility 
and shows them his trucks and how 
they're outfitted so the dealers can offer 
suggestions on how Elliott can better 
stock inventory, he says. "I want them 
to have a finger on our pulse because 
when I talk to them about things or 
ask them a question or their advice 
on something, I expect them to be 
knowledgeable about their end, but also 
I don't want to be just another voice on 
the other end of the line," he says. 

By familiarizing dealers with his 
company, Elliott says not only are 
they more knowledgeable about his 
inventory requirements, but the dealers 
also refer potential irrigation clients to 
him. "If they know I don't do commer-

continued on page 155; sidebar on page 128 
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When irrigation contractors need parts or 
supplies, typically the dealer will retrieve 

the items from a warehouse that isn't accessible 
to the contractor. "Most dealers don't want con-
tractors' hands on most products," says Dwight 
Elliott, president, Elliott Irrigation, Birmingham, 
Ala. "They like to bring it out to the contractor." 

But Elliott says one of his dealers has taken 
an innovative approach to marketing its prod-
ucts. This particular dealer stocks its parts on 
open shelves inside the store, which provides 
contractors with opportunities to replenish their 
inventory while they wait. "They've got aisles of 
stuff that you can check out while you're waiting 
on your order," Elliott says. "I don't know any 
other dealer that does it. They've tried to make it 

a hands-on operation." 
Contractors should also be mindful of add-on 

products their dealers may offer, says Gus Collier, 
president, Collier Cos., Powhatan, Va. More irriga-
tion dealers are now selling landscape lighting 
and water features, such as ponds and waterfalls, 
which irrigation professionals can use to expand 
their businesses. Some dealers will even offer 
training sessions for contractors who are branch-
ing out into these areas. 

"Landscape lighting is an up-and-coming 
thing, and suppliers will bring in the manufactur-
ers and representatives and hold classes," Collier 
says. "Sometimes they charge a nominal fee, but 
they want to make sure you have a good working 
knowledge of the products they have." 
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Sell better, plan better, and bid better is the premise behind PRO Landscape soft-

ware. Our landscape design software provides photo-realistic imaging along with 

night and holiday lighting that makes selling landscape jobs easy. Our computer-

aided design (CAD) tools allow you to quickly create accurate plans. Our estimating 

module makes it a snap to create accurate bids. All of this comes in one integrated 

and easy-to-use software package. 

Since the early 1990's, PRO Landscape software has been a crucial tool for 

landscape contractors, designers, and architects across the country and around 

the globe, helping them save time and make more money. 

As we release our 11th version, there are a number of new features and func-

tions in PRO Landscape that have us all very excited. New features such as sea-

sonal changing, time lapse views, automatic edging tools, symbol shadowing and 

new bid presentation options are just a few of the features and functions added to 

the newest version of PRO Landscape design software. These new features affirm 

our commitment to our existing customer base as well as to new customers by 

constantly improving the product and providing the innovative functionality that 

our customers require. 

It has always been our mission to provide the best landscape design package 

possible, and to integrate that with the finest technical support and training tools in 

the industry. We will continue to provide our customers with the landscape design 

tools they need to take their businesses to the next level. Your success is our num-

ber one goal! 

Sincerely, 

Peter H. Lord 

President, Drafix Software 
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Seeing is 
Believin 
Would you buy a car without 

taking a test drive? Go on 
vacation without perusing 

a few travel brochures? Probably not. 
But how many of your landscape de-
sign/build clients invest in your services 
without getting a full picture of how their 
finished landscapes will look? 

"We used to hand-draw designs with 
circles representing different plants," 
says Chris Walter, owner, Computer-
ized Landscape Design, Kansas City, 
Mo. "If I told the customer These circles 
represent burning bushes,' I'd still have 
to go through a horticulture book or vis-
it a nursery with the client to show them 
exactly what a burning bush is. Even 
then, the customer still might not have 
a solid concept of how their landscape 
would look. The PRO Landscape soft-
ware takes away all of that guesswork." 

Walter has been using PRO Land-
scape from Drafix Software, Kansas 
City, Mo., since it debuted in 1992. 
Though he used other design software 
before that, Walter says PRO Landscape 
sent his business through the roof. 'That 
year, I doubled my sales," he says. "We 
added $100,000 worth of business in 

one year and it's all in 
the pictures - people 
love to see what they're 
buying." 

Drafix Software Pres-
ident Pete Lord agrees. 
"There is an old cliché 
that a picture is worth 
a thousand words," he 
says. "When you can 
show someone what 
their landscape design 
will look like, the new 
cliché is, 'A picture is 
worth a thousand dol-
lars,' - at least!" 

Mike McQuay, landscape manager, 
Stark Brothers Nursery & Orchards, 
Louisiana, Mo., says his company used 
to close 50 percent of its jobs before us-
ing PRO Landscape. "Once we learned 
about this software, started using it our 
business and implemented our own 
photos in addition to what Drafix al-
ready offers, we started making more 
sales," he says. "The last two years, 
we closed 95 percent of our jobs and 
I credit that to customers being able to 
visualize the project." 

e w F e a t u r e s 
Beyond the ability to import design symbols and plant images, the 
11th version of PRO Landscape offers new features that will make 
designers' jobs even more impressive. Here are a few exciting addi-
tions to the program: 
• Dashboard: A single launch point for PRO Landscape makes it 

even easier to use 
• Slope Tool: Automatically curve the bottom of a wall to fit on 

a slope 
• Time Lapse Views: View time-lapse growth of entire project 

or layer by layer 
Picture Callouts: Add real plant photos to your CAD drawings 

• Symbol Shadowing: Enhance the look of your CAD symbols 
with shadowing 

• Automatic Edging: Automatically draw any color edging 
around a landscape bed 

With tools refined over the last 10 editions, 
PRO Landscape's 11th and newest version 
is easier to use than ever before. Simply up-
load a digital image of a client's house or 
building and use fully customizable image 
libraries to place realistic images of trees, 
shrubs, annuals and perennials in the virtu-
al landscape. Image libraries and software 
features also allow designers to incorporate 
everything from groundcovers to hardscap-
ing to night and holiday lighting. In a fraction 
of the time it takes to hand-draw a design, 
PRO Landscape users can design and sell 
landscapes before clients' very eyes. 

"I'm much more productive with this soft-
ware," says Brett Seltz, chief landscape de-
signer, Grasshopper Landscape, Franklin, 
Tenn. 'Typically, it would take me twice as 
long to hand-draw one of these CAD designs 
if I weren't using PRO Landscape. With a 
hand drawing, if you decide to change part 
of the design, you either have to erase and 
redraw or completely start over. This soft-
ware eliminates all that and it frees up my 
time to do more designs." 

Seltz also says PRO Landscape's CAD 
and design imaging tools are easy to per-
sonalize. "I love the flexibility the program of-
fers," he says. "I've customized the symbol li-
braries and also imported a number of plant 
images for the design imaging side. When 
we print a proposal or show the client our 
finished CAD design, those plant images 
become a really good visual feature and a 
great selling point for our customers." 
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^omputers...they're only hu-
man. Or, at least they're sub-
ject to human error. Whether 

an operator clicks too fast and makes 
the wrong selection or has trouble 
importing an image, the tech support 
team at Kansas City, Mo.-based Dra-
fix Software has answers for all of its 
PRO Landscape customers' technical 
questions. 

"Just like any soft-
ware, it takes some time 
to learn how the bells and 
whistles of PRO Land-
scape's design imaging 
and computer-aided de-
sign (CAD) tools work 
and how you can get the 
most out of them," says 
Brett Seltz, chief land-
scape designer, Grass-
hopper Landscape, Frank-
lin, Tenn. "I've been using 
the software for 10 years 
and I'm very comfortable 
with it now, but there are 
still times when I have 
questions. One of the 
things Drafix has going 
for it is that the company 
has unbelievable technical support." 

Drafix President Pete Lord notes 
that PRO Landscape includes video 
tutorials, and a comprehensive user 
manual to help customers learn the 
software. "If for some reason those 
tools don't get them where they need 
to be, we offer free lifetime technical 
support," he adds. "That's rare since 
many software companies have gone 

to charging $25 to $100 just to talk to a 
real person." 

Seltz says he's given the Drafix 
tech support team a call when working 
on collaborative projects with builders 
and architects. "I'll sometimes work 
with building contractors who are re-
quired to submit a full set of plans for 
a proposed property to a neighbor-

Using PRO Landscape, a designer can spend just one hour on a typical 

job site and end up with a signed contract, while the traditional approach 

might require multiple meetings and a few hours at the drawing table. 

hood architectural review committee," 
Seltz explains. "There have been in-
stances where I've been asked to have 
landscape designs for these projects 
turned around in one day. If I get to a 
sticking point, I can email the plan I'm 
working on to the tech support team at 
Drafix and they'll either physically call 
me on the phone and walk me through 
the mistake I'm making or they'll instant 

message me and we'll clear it up over 
the Internet." 

Even with a tight timeframe, Seltz 
says the Drafix tech support team has 
never let him down. "I've never had a 
experience where they weren't able 
to get back to me on time or were un-
able to fix the problem," he says. "It's 
really unbelievable." 

Mike McQuay agrees. "The 
whole Drafix staff has 
bent over backwards to 
make sure we're happy 
and make things easy for 
us," says the landscape 
manager for Stark Broth-
ers Nursery & Orchards, 
Louisiana, Mo. "They have 
a great deal of product 
knowledge and make ev-
ery effort to help us get to 
know our software better. 
Plus, they use customers' 
problems and suggestions 
to incorporate updates and 
better tools in subsequent 
editions of the software." 

Lord says features 
in PRO Landscape's 11th 
edition, such as seasonal 

changes and shadows on CAD sym-
bols, have come from user suggestions. 
"We pride ourselves on having inno-
vative features in every new version 
of PRO Landscape," he says. "The 
majority of those new feature ideas 
come directly from our customers or 
the questions they ask that spawn an 
idea on how we can make the soft-
ware even more useful to them." 

t r y i t t o d 

Drafix Software is happy to provide new customers with a free demo CD of 
PRO Landscape software. Visit www.lawnandlandscape.com/prolandscape 
or call 800/23I-8574 today for a demo CD and remember that Drafix offers a 
60-day money back guarantee for risk-free purchasing! 

http://www.lawnandlandscape.com/prolandscape
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Landscape designers who have 

invested in PRO Landscape 

regularly share stories about their in-

creased productivity and impressive 

number of closed sales as a result of 

using the versatile software. But imag-

ine the success a company could see 

by combining PRO Landscape's ease 

of use and seeing-is-believing char-

acteristics. Landscape designer Chris 

Walter has done just that. 

DESIGN ON-THE-FLY. The design 
imaging, the computer-aided design 
feature, the landscape lighting - all 
of the PRO Landscape features help 
me close deals and design more 
landscapes,' says Walter, the owner 
of Computerized Landscape Design, 
Kansas City, Mo. "But I've taken that 
one step further." Walter explains that 
before PRO Landscape, his sales pro-
cess included several steps: 
1. Take a call from a potential client 
and set up a time to meet. 
2. Visit the property. 
3. Go back to the office and hand draw 
a design - a multiple-hour process. 
4. Set up another appointment to dis-
cuss the design. 
5. Meet with the client again to -
hopefully - sell the design. 

Needless to say, it's a lengthy pro-
cess. And, Walter adds that many of 
his Midwestern clients don't install their 
landscapes all at once, which calls for 
him to go through those steps again 
and again for multi-phase projects. 

Now, Walter says he's eliminated 
many of the scheduling hassles and 
the time-consuming design process 
simply by loading his PRO Landscape 
software onto a laptop computer. "In 
the preliminary phone call, I let the 

By loading PRO 

Landscape software 

onto laptop com-

puters, landscape 

designers can make 

their work mobile, 

allowing them to 

flesh out potential 

designs while stand-

ing with the client 

on a job site. Plus, 

additional services, 

such as night or 

holiday lighting, can 

be added to the plan 

and sold in minutes. 

client know that I want them to be 
truly involved in the design process 
and I find out where the they want to 
put their main emphasis for the proj-
ect - probably the front of house with 
some trees, shrubs and annuals or pe-
rennials," he explains. "I set up an ap-
pointment to meet with the client and I 
make sure to arrive a little early. Then 
I just snap two or three digital pictures 
of the front of the house and load them 
onto my laptop. When the appointment 
time rolls around, the clients and I sit 
on their front porch and design their 
landscape together right on the spot." 

With the software's features, Wal-
ter says he can easily work with the 
client to change the types of plants 
used in the design, their placement, 
etc. When clients see their landscapes 
- and their ideas - come to life right on 
the screen, "I don't even have to sell 
the job," Walter says. "They sell it to 
themselves." 

E A S Y A C C E S S . So, by designing 
landscapes with clients on the spot, 
Walter has taking his productivity and 
percent of closed sales to even higher 
levels, noting that he doubled his sales 

the year he began using PRO Land-
scape software. He credits this suc-
cess partly to the seeing-is-believing 
aspect, but also notes the impression 
of professionalism this process pro-
vides. "When someone's going to in-
vest thousands of dollars in anything, 
they're going to do a little research," 
he explains. "If I'm one of three con-
tractors a customer calls and the other 
two say, 'We'll be out in a week to see 
your property,'That could be fine - until 
I show up within a few days and de-
sign their landscape on the spot. Who 
would you go with?" 

But Walter's success with mobile 
design doesn't end there. He notes that 
if a client is late for a design appoint-
ment, he can use that time to develop 
preliminary designs or work on other 
design projects without ever having to 
be at his desk or a drafting table. And 
his ability to multitask on the road goes 
even further. "I've had instances where 
a client has called my cell phone while 
I was driving down the road and said, 
'You did some landscaping for me last 
spring and I have a question,' or 'I'd like 
you to create a design for another part 
of my property,'" he says. "A designer 
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would have to go all the 
way back to the office, 
look up the design and 
delay getting back to the 
client, whereas I can pull 
over to the side of the 
road for a minute, bring 
up their file on my laptop 
and answer their ques-
tions as soon as they 
call: 

When landscape 
clients know that their 
designers and crew are 
easily accessible, Walter 
says their level of cus-
tomer satisfaction rises. 

HIT THE GROUND RUNNING. Com-
pared to the number of landscape de-
signs Walters says he used to be able to 
hand draw over the course of a year, he 
now completes hundreds annually using 
the PRO Landscape software. And some 
of his designs aren't even requested. 

"In late fall or early spring when busi-
ness is usually slower, I use the PRO 
Landscape software on my laptop to 
generate new business," Walter says. 
"For instance, I'll go to a new subdivi-
sion and shoot some digital pictures of 
different houses on the block. I keep a 
printer in my van, so I'll create a quick 
landscape design for these houses, print 
them out and leave the design and our 
company's contact information on their 
doors." 

Using this technique, Walter says he 
usually gets three or four calls for new 
work, which helps him get a head start 
for the season. "Not only has the PRO 
Landscape software helped me build my 
business by becoming more productive, 
but it's a great tool to get your foot in the 
door," he says. "I'm an excitable guy and 
if I can use my skills and these tools to 
get my potential clients, it's great - peo-
ple just love to see what they're buying." 

Shine a Light 
on Upselling 

For contractors using PRO Land-
scape, brightening up a sale is 
as easy as turning off the lights. 

In addition to creating upselling oppor-
tunities with features like the ability to 
add hardscaping, many users report 
earning thousands of dollars more 
on individual landscape design sales 
with the addition of a landscape light-
ing package. 

"A lot of lighting sales have histori-
cally been made with generators and 
test lights at night after a full day in the 
field." says Pete Lord, president, Drafix 
Software, Kansas City, Mo. "The PRO 
Landscape software lets you create 
the lighting design simultaneously as 
you prepare the landscape design." 

Brett Seltz, chief landscape de-
signer, Grasshopper Landscape, 
Franklin, Tenn., says he creates night 
lighting packages for the majority of 
landscapes he designs. "Because 
our designs are very custom, we use 
the computer-aided design (CAD) 
program more often than the design 
imaging," Seltz says. "But lighting is 
something a blueprint can't portray 
and that part of the program is unsur-
passable when it comes to showing 
the customer the possibilities." 

Though Seltz focuses on PRO 
Landscape's CAD features, for each 
design he'll also use the imaging tools 
to create a realistic rendering of the 
client's future landscaping by incor-
porating a digital image of the client's 
house and importing images of the 
plants and trees the crews will be 
installing. When all that's done, Seltz 
says he adds the lighting fixtures and 
then turns out the lights. 

"We add the lamps and light fix-
tures in last and then essentially turn 
the lights out on the PRO Landscape 
program itself," he says. "You can por-
tray night in the program, which illu-
minates the lighting features so the 
client can see exactly what their prop-

erty will look like when it's all lit up. You 
can manipulate the angle of the light 
and the flood to make sure it's cover-
ing the area it needs to, not to mention 
representing different levels of dark-
ness - evening lighting or dark night, 
for instance - to enhance the effect" 

Chris Walter, owner of Kansas 
City, Mo.-based Computerized Land-
scape Design says that even clients 
who hadn't originally considered land-
scape lighting end up adding several 
thousand dollars worth of value to 
their properties after viewing their op-
tions. "Most people don't ask me about 
lighting, but if I create a design for a 
property, I always show them light-
ing options," he says. "That can add 
$2,000 to $3,000 to the job and it's a 
great tool to close a deal." 

Walter says 50 percent of his cli-
ents buy into night lighting after see-
ing his PRO Landscape presentations. 
"Landscaping is a lucrative business 
and the visual aspect of the PRO 
Landscape software has allowed us to 
take advantage of that," Walter notes. 
"Whether it's landscape lighting, or 
adding boulder or a perennial border, 
or any of the other upselling tools I 
have at my disposal with the program, 
we can bring in a lot of additional sales. 
Some customers may think they know 
exactly what they want, but I can show 
them a picture of their house with a 
border of blooming coreopsis, or a few 
light fixtures and create a landscape 
that they'll really love." 
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continued from page 128 

cial work they won't bother sending 
commercial people my way," Elliott 
says. "But if they know I have the best ' 
repair service in town, they will say, 
'Call Elliott first because I've seen their 
operations, and they're really geared 
up to do service work.' And they don't 
know that unless they come in here 
and actually see what we do." 

Childers agrees that dealers can 
respond to contractors more efficiently 
if they know contractors' needs. 
"Anytime an issue arises typically it's 
because there's been an unmatched 
expectation, so let the dealer know up 
front what you expect and quantify it 
whenever possible," he says. "I f you 
need a 100-percent fill rate or same-
day delivery, tell them up front." 

Through these initial consulta-
tions, dealers can help contractors 
optimize their inventory levels. When 
contractors purchase new trucks or 
add crews, Partridge will review with 
them their inventory requirements 
and help them stock their trucks 
with necessary equipment. But when 
contractors don't initially outline their 
inventory requirements, that's when 
the dealer's job becomes more chal-
lenging, Partridge says. 

Contractors should also provide 
reasonable lead time when requesting 
supplies, especially on commercial 
projects that require larger-sized 
equipment, such as 8-inch diameter 
pipe. Ideally, contractors should give 
dealers seven to 10 days notice on 
these larger-sized jobs, Partridge says. 
"Dealers usually will have everyday 
residential products, such as heads 
or valves in stock," he explains. "But 
central control jobs, for instance, often 
require some advanced notice because 
dealers don't stock large volumes of 
central control packages." 

Another way contractors can 
decrease order time is by faxing supply 
requests. Elliott has discovered too 
often that phone orders often result 
in mistakes. Now, when Elliott places 
an order he faxes it by 7 a.m., and his 
dealer will usually have it ready no 
later than 8:30 a.m. 

Elliott estimates that 20 percent 
of phone orders result in errors. Faxes 
also offer an opportunity to make 
notes about special preferences, such 
as expected delivery time, Elliott says. 

continued on page 138 

s t o c k i n g up 

Whether it's sprinkler heads, valves, pipe or wire, irrigation 
contractors have a long list of inventory to track. By keep-

ing a close eye on their supply levels and selecting the right deal-
ers, irrigation contractors can ensure they have the right parts at 
the right time. 

Elliott Irrigation, Birmingham, Ala., has its own supply ware-
house where the company stocks its parts and keeps a detailed 
inventory of everything that is coming and going from its supply 
house. The company tries to maintain two-weeks worth of stock 
so it's adequately prepared for upcoming jobs, says company 
President Dwight Elliott. 

Elliott Irrigation's warehouse contains a fenced-in area 
where the company stocks all its supplies on shelving units. 
The company provides crew chiefs with sheets they must fill out 
each time they remove any items, according to Elliott. On the 
sheet is a line where the employees can write down the date and 
time they took the item and what part they removed - plus a line 
for suggestions on any inventory needs. 

For maintenance jobs. Elliott keeps a little of everything in 
stock and for installation work, the company posts a bulletin 
board with all the installation jobs and a list of everything the 
company will need on each site, Elliott says. 

"Ninety-Nine percent of the time each installation job uses 
the same equipment, just in different numbers, so I know most 
of the time what I need on those shelves," Elliott says. "With 
service work you can't keep everything you need - you can keep 
a lot of it - but things change. Dealers need to stock that for us. 
It's too much to have in inventory." 

But ideally contractors shouldn't have to keep inventory 
on hand, says Tom Childers, director of marketing. John Deere 
Landscapes, Alpharetta, Ga. "There's absolutely no reason an 
irrigation contractor should incur the cost of carrying inventory," 
he says. "In irrigation, distributors must be able to perform, and 
the contractors should demand it because when a contractor 
carries product on the back of his truck, it eats into his profits 
and impedes his cash flow. 

"If your supplier is encouraging you to buy loads of product 
at a time and is using anything along the lines of 'you better get 
them while we have them,' you are not dealing with the right 
supplier," Childers says. "Because irrigation is such a predictable 
supply pattern, the distributor needs to be held up to a higher 
standard." 
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Noting expected delivery time helps 
reduce downtime for crews. "A lot of 
times you have a crew chief that makes 
$55,000 or $60,000 a year and he's got 
four guys in the truck with him," he 
says. "If supplies aren't sitting out for 
him to just throw in the truck and sign 
and they have to wait 30 or 45 minutes 
for it - and you do that 20 times a year 
- that's a lot of money." 

SUPPORTING CAST. Once a part-
nership is established, some irrigation 
contractors expect dealers to provide 
technical assistance and training for 
high-tech systems and at the very least, 
some input on designs. Sims says his 
dealer will draw an irrigation design free 
of charge that details what supplies are 
needed and where they must go. 

Collier's dealer also provides free de-
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signs, which allows him to pursue larger 
accounts because his staff is too small to 
handle design work, he says. "Without 
the support of my supplier, I wouldn't 
be going after this big job," Collier says. 
"But because my supplier has some ex-
pertise and he's supplying support, we've 
got enough confidence to do the job." 

Collier also depends on his dealer 
for technical training. His dealer will 
travel to job sites with a computer 
technician who will make sure Collier's 
employees are coding decoders properly 
for two-wire systems, he says. 

Contractors should expect their 
dealers to provide technical and design 
support, Childers says. "If the contrac-
tor needs that, the distributor, without 
a doubt, is the best place to start," he 
says. "Distributors today will be able to 
help contractors, not just technically, 
but also from a business management 
standpoint, and contractors should be 
looking for that because that's a cost 
they don't necessarily want to incur." 

In addition to technical support, 
some dealers will provide classes that 
educate contractors on job bidding, 
estimating and collection. With these 
programs, dealers can help contractors 
pinpoint their actual costs so they don't 
underbid projects, Partridge says. 

Locally held courses are typically 
free while contractors may have to pay 
for some more in-depth nationally 
held seminars, which cost about $300 
per session, says Childers, adding that 
about 25 percent of his contractor 
clients take advantage of these classes. 
Some dealers also will provide their 
clients who have a contractual relation-
ship with them points for purchases 
that may be used to pay for the nation-
ally held courses, Childers says. 

And while dealers are providing 
contractors with more classroom and 
technical assistance, Scattergood says 
dealers could help even more if they 
would provide brief on-site training 
modules in Spanish. 

"It would also help if they had a 
mock-up - a machine where you can 
see how a product works and guys can 
practice on it," Scattergood says, adding 
that he would be willing to pay up to 
$200 for a 45-minute demonstration. M-

dscape.c www.lawnandlan 

Check our February Online Extras for more information 
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A Field Guide to Turf & Ornamental 
Insect Identification & Manager&nt 

BY DR. RICHARD KRAMER , . 

This field guide to turf & ornamental insect identification & 

management provides lawn and landscape technicians with 

unequaled information on the biology, behavior and physi-
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Sometimes it takes a small guy 
to save the day. In the world of 
movies, this is often illustrated 
in a scene where the scrawny 
underdog is the only fellow 
nimble enough to extricate 
his cohorts from a jam. In the 

world of mini skid steers and compact utility 
loaders, the growing popularity of pint-sized 
versions proves they're powerful enough to 
compete with their big brothers while still 
being small enough to maneuver around the 
limitations imposed by modern landscapes. 
But in order to save the day, it's crucial to have 
the right attachments for the job. By buying 
the right attachments, contractors can ensure 
they get the most out of what their compact 
skid-steer or loader can offer. 

H O N E Y , I S H R U N K T H E S K I D STEER. 
As houses have grown closer together, the 
demand for equipment that can fit through 
existing gates and lawns has increased, says 
Rob Otterson, marketing manager, Bobcat, 
West Fargo, N . D . 

While full-size skid steers have been stan-
Photos: Bobcat, Toro (above) d a r ( i landscape equipment for years, smaller 

versions are relatively new tools for contractors. 

Andy McMurry, president, Southern 
Shade Tree Co. , Charlotte, N . C . , says 
when he began using compact load-
ers 10 years ago, he was impressed with 
how much strength and versatility was 
contained in such a small package. "It 
has made landscaping a whole lot easier 
logistically because you don't have to use 
much bigger trailers to haul around the 
equipment," he says. "It's kind of a win all 
the way around." 

With each successive generation, 
compact skid steers and loaders continue 
to shrink in size without sacrificing power. 
"The exciting part of that is that we're able 
to make them smaller without giving up 
the hydraulic power, so we're able to de-
ploy small stand-on machines that provide 
as much hydraulic power to the attach-
ment and sometimes more hydraulic power 
to the attachment than the larger sit-in 
machines have traditionally done," explains 
Roger Braswell, chief executive officer, 
Compact Power, Charlotte, N . C . 

The fact that machines are getting 
smaller reflects just one end of the growing 
spectrum of size options in the skid-steer 

continued on page 142 
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construction site that you might typi-
cally do either by hand or with a larger 
machine that would damage the terrain 
or damage the fixtures like the curbs 
and sidewalks and irrigation systems," 
Braswell explains. 

V A R I E T Y IS T H E 
SPICE OF LIFE. Braswell says when it 
comes to compact equipment attach-
ments, it helps to think of the drive 
unit as a ratchet and the attachments 
as different sockets. "The tools allow 
you to perform various functions on a 

For contractors 
using manual labor 
on the job, having 
the right attachment 
can save time and 
money. "You alleviate 
the worry of hav-
ing to find three or 
four more workers 
for a project with an 
attachment doing 
the work instead of 
a shovel," Otterson 
says. 

The amount of time 
a contractor can save 
by using the right at-
tachment on compact 

Photo: Bobcat i • i i j 
skid-steers or loaders 

varies dramatically depending on the 
task. For example, digging a hole with 
a posthole auger vs. an auger attach-
ment could result in "astronomical" 
timesavings, says Brad Lemke, director 

continued on page 146; sidebar on page 144 
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market, says Sarah 
Bemowski, sales and 
marketing specialist, 
C E Attachments, Ce-
darburg, Wis. "Smaller 
machines have become 
smaller and large 
machines have become 
larger - up to 100 
horsepower," she says. 
With such power inside 
a small package, there's 
a veritable plethora of 
specialized attachments 
contractors can choose 
from to get the job 
done. 

Tough jobs requ i re tough tools! 
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r e n t or o w n ? 

With the cost of a compact skid-steer or loader 
ranging from $12,000 to $20,000 and attach-

ments from $300 to $8,000 each, many contractors 
choose to try out a potential purchase by renting the 
equipment first to make sure it will meet their needs. 

Manufacturers estimate that renting an attach-
ment for a compact machine can range from $10 
to $100 per day depending on whether the part is 
hydraulic or non-hydraulic and if it has wearable 
parts. "If you're renting a grapple bucket, it might 
be an extra $10 to $20 per day, but if you're renting a 
$6,000 backhoe then of course it's going to be more 
expensive," says Brad Lemke, director of product 
development, ASV, Grand Rapids, Minn. "There are 
some attachments that require more maintenance, 
so the rental store has to charge more." 

Roger Braswell, chief executive officer, Com-

pact Power, Charlotte, N.C., says that if contractors 
find they are renting a particular attachment once 
per week, they might want to look into purchasing 
it. "If I'm renting it once a week, then I could own it 
through a finance or lease since one month's pay-
ment would be equal to about one day's rental," he 
says, adding that it takes just one incidence of the 
attachment not being in stock at the rental house to 
cost a company extra money in the additional labor 
needed to complete the job by hand. 

When contractors do decide to purchase a com-
pact equipment attachment, they need to realize that 
with an increase in the complexity of the part comes 
an increase on the price tag. Braswell says a non-
hydraulic attachment like a bucket can range from 
$300 to $1,000, and a hydraulic attachment, such as 
an auger, is typically in the $1,500 to $5,000 range. 
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of product development, ASV, Grand 
Rapids, Minn. 

POPULARITY CONTEST. So 
what are the best attachments for mini 
skid-steers and compact loaders? Well, 
Bemowski says that depends on what 
business the contractor is in. "For 
instance, a landscape contractor may 
be smart to purchase a stump grinder, 

brush mower and power landscape 
rake," she explains. "A building or util-
ity contractor s smart attachments may 
be completely different - a trencher, 
backhoe and breaker, for example." 

Manufacturers say their five top-
selling attachments are buckets, augers, 
forks, trenchers and breakers. In the last 
few years, compact backhoes have also 
been gaining popularity, says Lemke. 

Terraseeding™ is Believing. 
Blow soil blends and inject with seed using this unique 
and efficient one-step process. Call today and discover 
your possibilities. 

1-800-285-7227 
expressblower.com 

Express Bio wer, I n C. Express Blowerw and Terraseedingw are trademarks, and the Express 
Blower design logo is a registered trademark of Express Blower. Inc. 
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"I think people are finding that a lot 
of time you can do just as much with a 
small backhoe as you could by owning 
or renting a mini-excavator and its a 
lot cheaper to have just a backhoe at-
tachment if you don't need a real mini 
excavator," he explains. 

Otterson stresses that contractors 
need to keep in mind that the top five 
sellers in compact equipment attach-
ments aren't necessarily indicative of the 
best choices for an individual contrac-
tor's needs. "These mini loaders are re-
ally getting a lot of their own dedicated 
attachments now that weren't there five 
or six years ago," he says. 

McMurry says the first two attach-
ments he bought were a simple bucket 
and a trencher for installing irrigation 
systems. Bruce Moore, owner, Eastern 
Land Management, Stamford, Conn., 
says he purchased a trailer full of attach-
ments for his compact skid steer, but 
says his company relies most often on 
attachments, including a broom, blade 
and v-plow for winter snow removal. 
"The rest of the year we use the auger 
most often, but we also use the trencher 
for drainage work," he says. 

SMART SHOPPING. So what is the 
best route to ensure the perfect match 
between equipment and attachment? 
Two words: Buy smart. "You need to 
evaluate your needs and what you're 
going to be using the machine for," 
Moore advises. 

Though it may seem like common 
sense, making sure the attachment is 
compatible with the compact skid steer 
or loader is essential. Lemke says he 
often sees contractors try to use attach-
ments designed for use with large skid 
steers on compact skid steers. Not only 
does this result in decreased perfor-
mance, he warns, but it also can pose a 
safety hazard. "If you put on a bucket 
that's too big for a small machine, it's 
going to be tippy when you load it," he 
says. "You need to look at the manufac-
turer's recommendations for what size 
attachments go on the machine." 

It's also a good idea to watch for 
which services are becoming popular in 
contractors' specific markets that, with 
the addition of a particular attach-
ment, could become profitable to add 
to the mix. "Smart attachment buying 
is choosing something that you can do 

continued on page 148 
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continued from page 146 

more than one task with or be able to 
bid more than one job and also keep 
your eyes out for the jobs that are in-
creasing or growing so you can capture 
some of that growth just by adding an 
attachment," Otterson advises. 

Bemowski says to check with 
dealers to find out what's available as 
well as researching attachments on the 
Internet. "There are probably a lot of 
attachments out there that even the 
dealers don't know about," she says. 

For contractors who want to get 
the most versatility for their dollar, 
manufacturers suggest looking for an 
attachment that will serve more than 
one purpose, such as a four-in-one 
bucket, which can also be used as a 
blade, a backdragger or to grab items 
such as rocks and logs. "If I could only 
get one attachment, that's the one I'd get," 
Lemke says. 

Once a contractor thinks he 
has found the right attachment, it's 
important to ask a few final questions 

before making the purchase. Bemowski 
advises going back to the dealer and 
asking about attachment setup and 
maintenance, which need to be taken 
into the cost consideration of the at-
tachment. Otterson adds that buying 
from a reputable company is important, 
as well. "In terms of smart purchasing, 
your warranty, dealer support and the 
product's performance are going to be 
a lot stronger with a more reputable 
company," he says. "You could buy 
something that works well from some-
one, but if it falls apart, then you end 
up buying it all over again." 

THE FUTURE. Manufacturers say the 
future of compact equipment attach-
ments involves a wider variety of tools 
targeted to meet landscape contractors' 
specific needs. 

"What we see in the future is just 
a broader range," Otterson says. "An 
attachment's main goal is to be good 
at one thing, whereas the reason a 

machine is good at a ton of different 
things is because it can take attach-
ments. So the attachments are where 
the dedicated performance comes 
from." 

Lemke estimates that 70 to 80 
percent of the attachments available 
for full-size loaders and skid-steers are 
available for their compact counter-
parts, and he imagines that number will 
continue to increase over the next few 
years. "It may never be 100 percent be-
cause there are some attachments that 
need lots of power to run, like a coal 
planer, which is for grinding asphalt," 
he explains. "You're not going to put 
that on a tiny machine. But there may 
be more attachments that are only use-
ful on small machines that aren't useful 
on big machines." 

Otterson says that ultimately it's 
the contractor who drives what new 
attachments appear on the market. He 
says, "If the contractor has a request, we 
will build it." ll 
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S o d i n s t a l l a t i o n s o u n d s e a s y e n o u g h , 

r i g h t ? B u t t o l a y s o d t h e r e a r e a f e w 

t r i c k s o f t h e t r a d e t h a t a l l o w a n y 

c o n t r a c t o r a s m o o t h a n d p r o f i t a b l e 

s e r v i c e . 

It s no wonder sod installation is on the rise. 
Its been compared to getting somewhere 
by bus where seeding is the equivalent of 
walking. You will eventually get to the 

same destination but it's simply a matter of 
how quickly you want to get there and if you 
can pay the extra money up front for the fast-
est option. 

This form of an instant lawn is beneficial 
for all parties involved. It cuts down on call-
back problems for the contractor and is much 
easier to maintain for the homeowner. 

"I have a saying: 'Sod is now and seed is 
later,'" says Ben Copeland Sr., president, Pat-
ten Seed/Super Sod, Lakeland, Ga. "They will 
both get you to the same place but it depends 
on how fast you need to get there. It's a matter 
of economics and time. Sodding will get you a 
lawn instantly." 

O f course the quick solution is usually 
the more costly and in this situation that is no 

different. However, looking at the whole 
picture is necessary before determining if 
sod is too expensive. 

"The initial cost of sodding is three to 
four times greater than seeding," says Tom 
Keeven Jr., manager of sales and market-
ing, Emerald View Turf Farms, Columbia, 
111. "Remember that is the initial cost, and 
seeding takes more money to grow it in. 
In the end, those who seed will seed two 
or three times to get the lawn full. A lot of 
times the cost may actually even out in the 
end." 

Other industry experts agree with 
the idea of paying now and saving later by 
having fewer headaches. In general, if there 
is a failure and the contractor needs to seed 
it twice, that could equal out to the cost 
of sod. Sodding from the start would have 
saved the work involved in multiple seed-

continued on page 154; sidebar on page 152 
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K 
nowing what not to do can often be the most helpful advice. Here are the most common mistakes 
made during a sod installation: 

1. Poor soil preparation is often the biggest mistake that comes back to haunt contractors. 
"I compare it to making up a bed. If you don't straighten the sheets, when you're finished it 
looks lumpy and bumpy," says Ben Copeland Sr., president, Patten Seed/Super Sod, 
Lakeland, Ga. 

2. Inadequate watering is often a source of dead grass down the road. 

3. Stretching pieces to make them fit and not having good seams will show up as 
problem areas. 

4. Not installing the sod quickly enough and leaving it on the pallet will cause it to dry and 
turn yellow. 

5. Having to diagnose problems later can lead to trouble. Knowing the acidity of the soil up front 
is beneficial in the long run. 
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continued from page 752 

ings, according to Doug Barberry, vice 
president, Aldino Sod Farms, Church-
ville, Md. 

Other than multiple seedings, 
there is also the issue of establishing the 
grass if seed is used. Additional costs 
include watering, fertilizer and even 
repair of erosion damage. 

With these benefits i ts not a sur-
prise that customer demand is driving 
the sod industry upward. According to 
Doug Fender, the past executive direc-
tor ofTurfgrass Producers International, 
who resides in Inverness, 111., customers 
want the immediate solution. Contrac-
tors are close behind in the popularity 
push for sod as the method allows for 
an easier installation. 

T H E V A L U E OF SIMPLICITY. 
Although the main benefit to sod 
seems to be its instant effect, there 
are a myriad of other advantages 
to the homeowner, contractor and 
even the environment. 

The greatest advantage of 
sod is its simplicity. "There are no 
problems. That is the prime sales 
point of sod," Fender points out. "It 
takes any questions and worries out 
of play." 

Copeland agrees that the major 
benefit of sod is the ability to jump 
over installation steps and save time 
on the job. "With sodding you have 
a ready-made product and its just 
a matter of transplanting that from 
the field to the lawn." 

This immediate form of lawn 
offers a host of other features as well 
that catch the attention of many 
homeowners checking into this op-
tion. 

"It stops erosion, and you wont 
have a weed problem," Fender says. 
"You don't worry about germina-
tion; you don't worry about a big 
rain washout because it's good for 
the sod." 

Erosion control is such an im-
portant benefit that some ordinanc-
es are now requiring front lawns of 
homes to be sodded. Recently it has 
become more of a standard feature 
in new home building. 

"Erosion control is almost a 
non-issue with sod. Contractors 
lay is across the slope and it doesn't 
allow any channels for water to eat 

continued on page 156 

Adequate soil preparation is the first step in proper sod installation. 

Q p r i c i n g p a r t i c u l a r s 

The benefits of sod are apparent and the installation is 
straightforward. But the contractor needs to know how to 

make a profit on the job. 
Conrad Gagnon, construction division manager, Ivy Hill Nurs-

ery, Hartford County, Md., discusses his pricing strategies. "The 
key is knowing what your overhead costs are and what produc-
tion capabilities are. Then hopefully you can determine what your 
price per square foot is depending on what the market will bear." 

Gagnon uses a square foot pricing method by first determin-
ing the type of job and then looking at the amount of time spent. 
He deduces his costs - in terms of materials - per hour and then 
adds in the profit he plans to make. Through experience he deter-
mines how much sod a crew could lay in a day, then using those 
numbers he figures how many square feet can be completed in a 
day. After that, he adds in labor, overhead and profit per day and 
creates a square foot price. 

Just having some previous experience can be a factor in de-
termining the price as well. A contractor may want to look at site 
conditions or accessibility and adjust the price accordingly. "For 
example, if it's flat with good access, we can bid more competi-
tively and possibly go below our normal price," Gagnon says. "It 
can go the other way as well if there is a hill and rocky soil on the 
site, then pricing might be higher because of the nature of the 
job." 

These pricing strategies are the same concepts used in any 
type of landscape construction. Gagnon stressed to simply know 
the costs involved and the capabilities. Then the job can be suc-
cessfully based on a unit price. 
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out the soil. It holds and roots down in 
a couple of weeks. After that everything 
is held in place," Keeven adds. 

PROPER P R O C E D U R E S . In order 
to take advantage of these features, the 
sod has to first be installed correctly. A 
good installation starts far before the 
contractor steps foot on the clients 
property. It actually begins the moment 

they go to the turf farm. 
Industry experts were unanimous 

in stressing the importance of contrac-
tors knowing their sod provider. Cope-
land says that it is imperative to know 
the supplier and their reputation for 
quality. Secondly, know their reputation 
for service. 

A couple key questions for the 
supplier can go a long way in knowing 
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the type of product the contractor is 
receiving. Be sure to ask: "When and 
how it will be delivered? What issues 
could the farmer see coming up such as 
weather that could delay a delivery or 
change product quality? When was the 
sod last fertilized? What is being used 
for weed control and when was it last 
treated?" 

Also, let the farmer know the 
conditions that the contractor will be 
working in, such as shade, sun or water 
restrictions. Often the farm has more 
than one type of grass available and 
they can help find one that will be a 
good fit for the specific project. 

Fender agrees, the "No. 1 priority 
should be to visit the farm and see the 
product. Contractors need to look for 
uniformity in the field. Also, make sure 
there is consistent quality and spend 
time with the producer to talk about 
their service." 

When looking at the product, 
notice color, density and then confirm 
an absence of weeds. Another point to 
check is the construction of the sod. It 
should hold together well and be able 
to be handled easily. Lastly, look for a 
slight thatch layer to the sod because 
too much can make the grass spongy 
and hard to handle. An abundance of 
thatch can also mean there might not 
be enough soil. 

Quality of the sod is obviously 
the major factor for the turf farmer, 
but where does it rank for contractors? 
According to Fender and surveys done 
by TPI, quality is the No. 1 issue for 
contractors and he adds that is where is 
should be. 

With sod, like any other product, 
the buyer gets what they pay for. "My 
advice is to rank price further down the 
list," Copeland notes. "If you expect 
high quality sod and service then expect 
to pay a reasonable price for it." 

Once the contractor has done all 
of this homework and now has the 
quality material in hand, the job is far 
from finished. Before pulling anything 
off the pallet, experts agree that the first 
step is good soil preparation. Barberry 
says that knowing the soil fertility 
analysis is extremely important and is 
often missed. 

"Know how acidic the soil is," he 
says. "We look for a pH of 6.5 to 7.0. 
Those are the optimal growing condi-

continued on page 158 
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tions for cool season grasses." 
Smooth soil ranked next, which 

includes making sure the ground is free 
of debris and rock. Also, if there are a 
lot of pockets and divots, the contractor 
will leave the sod with air pockets in it 
as well, which leaves dead spots in the 
grass. 

Fender recommends that contrac-
tors water the area they are going to 

sod very well two days in advance of 
the installation. This allows there to be 
moisture in the ground but the surface 
will be dry enough to walk on. 

Now the contractor is ready for the 
product. "You should insist on prompt 
delivery, and then lay it within eight 
hours of delivery," stresses Copeland. 

Keeven agrees that it should be put 
down the same day the sod arrives and 
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begin watering during the installation. 
Watering during and after installation 
is often quoted as the most important 
element to a successful sod installation. 
Barberry recommends up to 4 inches of 
deep watering each day during the first 
week. 

"You are dealing with a transplant-
ed plant without a root system so you 
have to have immediate and adequate 
water," Copeland says. "Pick up a piece 
and look to make sure the ground 
underneath is wet." 

ROLL OUT. With few or no tools 
required and a straightforward instal-
lation process, there have not been a 
great deal of changes in the industry. 
However, one innovation is making a 
dent in labor issues. "The biggest de-
velopment is the advent of the big roll 
because it is less labor intense and easier 
on the workers," Keeven says. 

The standard sod size varies but, 
in general, palletized sod is 9 square 
feet or rolls are available, which are 1 
square foot. Fender explains that the 
size changes depending on the area of 
the country it is grown and used. For 
example, the southeast portion of the 
United States deals in slabs that are usu-
ally 18 inches wide and 18 to 24 inches 
long, whereas the rest of the country 
deals in rolls. 

According to Barberry, the new big 
roll can come in sizes up to 400 square 
feet. These might be used for athletic 
fields or a larger jobs where labor could 
be reduced. 

It may make for a nicer looking 
outcome because of the lack of seams 
with one large piece. It also allows for 
less stretching and less potential for 
weed infestation. 

Contractors trying out big rolls 
will discover that a mechanism to trans-
port the material is needed. Most farms 
will rent out a motor-driven installer 
for contractors looking to try out this 
newer method. 

The sod farms are seeing an 
increase in big roll purchases because of 
it benefits to labor reduction. "It only 
takes about 30 to 40 seconds to lay out 
300 square feet using the equipment," 
Barberry says. 

In the end a strong back and a 
willingness to do the work is all that is 
needed for successful installation with 
satisfied customers, ll 
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T r e e c a r e c o m p a n i e s a r e u s i n g n e w e r m e t h o d s 

t o c o m b a t a n o l d e n e m y . H e r e , c o n t r a c t o r s a n d 

p e s t i c i d e m a n u f a c t u r e r s s h a r e s o m e m o r e r e c e n t 

d e v e l o p m e n t s i n p e s t c o n t r o l . 

Mr. and Mrs. Homeowner are 
in a state of panic. They just 
watched the evening news and 
are convinced that the pesticides 

the tree care technician is spraying nearby 
will kill them. Their reaction may be unwar-
ranted, but perception means everything in 
the tree care business. Environmental con-
cerns have changed the way tree care special-
ists treat insect problems. Some traditional 
application procedures and products are 
now giving way to more targeted treatments, 
including trunk injections, soil applications 
and horticultural oils. 

Of course, traditional treatments are 
still necessary for many insect infestations, 
but pressure from regulators and consumers 
have tree care specialists rethinking their ap-
proaches. For instance, Bartlett Tree Expert s 
Midwest division in Northbrook, 111. has cut 
back its use of traditional treatments by 70 

to 80 percent, according to division Manager 
Michael Robinson. 

SOIL SOAKER. The sight of a technician 
spraying pesticides toward an infested tree 
can cause concerns about spray drift in some 
neighborhoods. Systemic treatments have 
proved effective in controlling certain insect 
problems without using spray tanks. Sys-
temics work by traveling through the trees 
vascular system and into the plant tissue. 
The two main types of systemic treatments 
are soil injections and trunk injections. 

Soil injections are performed using a 
pressurized hose with a 3-inch soil probe or 
nozzle, which appears similar to a hypoder-
mic needle, connected to a 250- to 300-psi 
pressurized pump. The nozzle has four holes 
that spray four streams of water to the north, 
south, east and west. Tree care technicians 
insert the nozzle 4 to 8 inches into the trees 
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1 
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root zone and inject 1 quart to 1.5 
gallons of fluid into the soil, accord-
ing to Douglas Airhart, professor of 
horticulture at Tennessee Technological 
University's School of Agriculture. 

The water then fills the pores of 
the soil until it overflows to the surface. 
The process is repeated every 2.5 feet 
around the base of the tree. Technicians 
will usually use an insecticide treatment 
for soil injections to control sap-suck-
ing insects such as soft scales, leafhop-
pers, aphids, adelgids or certain types of 
boring insects. Many arborists' clients 
view soil injection as an environmen-
tally sound approach, and its residual 
effect can be much longer than foliar 
sprays, sometimes lasting one to three 
seasons, says Rex Bastian, vice president 
of field education and development for 
The Care of Trees' Chicago branch. 

"The soil injection is more thorough 
because it's a system that after you've 
got an annual treatment, by the second 
round you have a good supply of the 
material in the plant's sap stream," 
says George Markarian, special services 
manager, Tree Tech, Foxboro, Mass. 

But technicians must know the 
type of insects they're trying to control 
or the treatment won't work. "We used 
to just go out and spray anything that 
had leaves on it," Robinson says. "Now 
we're more cognizant of the plant mate-
rial we're looking at and the insects that 
bother that plant. Soil injection is very 
targeted to certain pests, so if you go 
out and apply it and don't know what 
you're applying it for, that's not very 
environmentally friendly either." 

Bastian agrees that technicians 
must familiarize themselves with how 

the material works and what insects it 
attacks. "You have to, as with any pest 
application, know what your target is 
and how that target responds to differ-
ent materials as well as what it's biology 
is and how it attacks the tree because 
the systemic materials only move in 
certain plant tissues, so not all parts of 
the tree are vulnerable," he says. 

Technicians should also note that 
pine trees don't always absorb certain 
insecticides, according to Bastian. In 
this case, spraying may be the only 
viable option if it is permitted in that 
area, Bastian says. If not, technicians 
may have no other choice to offer 
customers, Bastian says. "People keep 
thinking there's always another option, 
but sooner or later you're going to run 
out of options," Bastian says. 

Another factor to consider is cost. 
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Soil injections can be two to three times 
more expensive to apply than tradi-
tional methods, Robinson says. Tree 
Tech pays $2,300 for an 8.8-pound 
mini-drum of its soil injection product, 
Markarian says. Equipment costs can 
range from $2,700 to $4,500 to haul 
a 300-gallon tank, a pump with an 
engine and a hose, Airhart says. Once 
Tree Tech factors in all these costs plus 

profit it charges $7 per diameter inch of 
the tree for the service, Markarian says. 

S H O O T 'EM UP. Trunk injections 
work in a similar fashion to soil injec-
tions but involve actually drilling a hole 
into the root flares of the tree. Most 
microinjection applications require 
drilling an "/^-inch hole into the ridges 
of the trunk flare about halfway up 
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from the soil line to where the straight 
portion of the trunk is located, Airhart 
says. A technician treating trees with 
microinjection will first drill through 
the outer bark, which is usually a 
dark-brown, puffy material, and then 
the inner bark, which may change 
and become more moist and dense. At 
that point, the technician will reach 
the cambium where there's typically a 
change in color from dark brown to 
light brown then to a yellowish or white 
shade before entering the xylem. Tree 
care workers should then drill one-
quarter to three-eighths of an inch past 
the xylem, according to Airhart. 

Technicians can tell how close they 
are to the cambium by gradually insert-
ing and removing the drill bit. The in-
jection tube is beveled on the injection 
end so it fits into this hole and makes 
a tight seal. The tube has a flange with 
a notch that should be vertical. "If you 
look at the injection end of the tube, 
the opening is slightly beveled at about 
a 45-degree angle that allows the fluid 
to be injected from the side rather than 
directly from the top, and it increases 
the flow rate slightly," Airhart says. 

Airhart then attaches the capsule 
to the injection tube. There are two 
types of capsules available - an older 
version that is shaped like the piston of 
an engine and a newer model that has 
a slightly flattened outer side, which 
makes it easier to tap in with a ham-
mer. "The newer capsule also fits on the 
injection tube more securely by its con-
struction, so I normally turn the capsule 
upside down and place it," he says. 

But technicians don't always need 
to place the newer capsules upside 
down. This is more critical with the 
older, rounder capsules so the applica-
tor can ensure the capsule is securely 
attached to the tube, Airhart says. 
Technicians can pressurize the capsule 
by pushing it down, and then turn it up-
right and tap it into place. Technicians 
should space one capsule for every 5 or 6 
circumference inches, Airhart says. 

Capsules cost $3 to $5 each and 
tree care specialists can purchase them 
in packages of 25 or 100. Arborists will 
typically double or triple that cost for 
their application price depending on 
the amount they're using and what their 
supplier is offering, Airhart says. 

Tree care companies will some-

continued on page 166; sidebar on page 164 
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If customers don't know their trees appear 
sickly because of an insect problem, they may 

not do anything about it. Last season, Foxboro, 
Mass.-based Tree Tech began publishing a 
newsletter to inform customers about industry 
developments, including information about tree 
insect infestations in the area. 

Tree Tech Special Services Manager George 
Markarian is the author of Tree Tech News, which 
the company delivers to about 15,000 custom-
ers each season. Tree Tech pays $6,500 for each 
distribution round, according to Markarian, who 
says he spends six to eight hours writing each 
issue. For example, a customer who read the fall 

2004 issue would know that caterpillars ravaged 
many trees in Massachusetts and that another 
infestation is likely in 2005. The story concludes 
by telling customers to Tet us know if you have 
any questions or would like any of your plant 
material evaluated." 

These types of suggestions have helped cre-
ate additional business opportunities from the 
company's existing clients. "We know for sure 
that there were not so many leads but interest 
generated and the ball was in our court to follow 
up and make recommendations and follow up 
with people based on their interest," Markarian 
explains. 
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times opt for trunk injections rather 
than soil treatments because not all 
pesticides can be absorbed by the tree 
through the soil, Airhart says. But some 
contractors prefer to use soil injections 
first. "I only look at trunk injections 
if other treatments are not available," 
Bastian says. "You do cause a wound to 
the trees, and repeated treatments can 

be counterproductive. We use injection 
technology, but you have to temper it 
with the idea that you are causing some 
damage. Its like a side effect of a me-
dicinal drug - sometimes the disadvan-
tages outweigh the advantages." 

OIL SLICK. Some insects just wont go 
down without a fight. Armored scales 

Increase transplant survival 

Improve plant health 
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can shrug off many pesticide sprays 
because of their protective covering. 
During the 2004 season in Northeast 
Ohio, the oystershell scale made its 
presence known, feeding on a variety 
of host plants including ash, lilac, 
beech, maple and birch trees, accord-
ing to Anand Persad, regional technical 
advisor, The Davey Institute, Kent, 
Ohio. To combat these tough creatures, 
contractors can apply horticultural oils, 
which work by suffocating the insects. 
Horticultural oils generally have a 60 
to 70 percent efficacy rate, according to 
Persad. Contractors can use dormant 
or summer oils depending on the time 
of year. In northern regions, dormant 
oils should be applied after there has 
been at least 48 hours of accumulated 
freezing, which would be late fall or 
early spring in northern regions, so the 
oil doesn't damage the tree, Persad says. 
To calculate accumulated freezing time, 
a contractor would add up all of the 
hours after the temperature first hits the 
freezing mark until it hits between 24 
and 48 hours. 

Technicians can further reduce 
scale populations that have survived 
the dormant oil treatment by apply-
ing a contact pesticide shortly after the 
egg hatch, Persad says. At this stage, 
the scales are known as "crawlers" and 
have not yet developed their protec-

r I We used to just go out and just 

spray anything that had leaves 

on it. Now were more cognizant 

of the plant material that were 

looking at and the insects that 

bother that plant. Soil injection 

is very targeted to certain pests, 

so if you go out and apply it and 

don t know what you re applying 

it for, thats not very environmen-

tally friendly either. -

| Mich ael Robinson I 
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E m a i l F a x T e l e p h o n e 

1. What is your primary business 
at this location? (choose only one) 

I. CONTRACTOR or SERVICES 
• 1. Landscape Contractor 
• 2. Chemical Lawn Care Company 

(excluding mowing maintenance service) 
>2 3. Lawn Maintenance Contractor 
• 4. Ornamental Shrub & Tree Service 
• 5. Irrigation Contractor 
• 6. Landscape Architect 
G 7. Other Contract Services 
(please describe) 

II. IN-HOUSE LAWN/CARE 
MAINTENANCE 

• 8. In-House Maintenance including: 
Educational Facilities, Health Care 
Facilities, Government Grounds, Parks & 
Military Installations, Condominium 
Complexes, Housing Developments, 
Private Estates, Commercial & Industrial 
Parks 

III. DISTRIBUTOR/MANUFACTURER 
• 9. Dealer 
• 10. Distributor 
G i l . Formulator 
• 12. Manufacturer 

IV. OTHERS AIDED TO THE FIELD: 
• 13. Extension Agent (Federal, State, 

County, City, Regulatory Agency) 
• 14. School, College, University 
• 15. Trade Association, Library 
• Others (please describe) 

2. What services does you business offer? 
G 1. Landscape Design 

Landscape Installation 
G 2. Seeding or Sodding 
G 3. Turf & Ornamental Installation 
G 4 Bedding Plants & Color Installation 
G 5 . Irrigation Installation 

G 6. Landscape Lighting 
G 7 Hardscape Installation 
G 8. Water Features 

Landscape Maintenance 
G 9. Landscape Renovation 
G 10. Turf Fertilization 
G i l . Turf Aeration 
G 12. Tree & Ornamental Care 
G 13. Tree & Stump Removal 
G 14. Irrigation Maintenance 
G 15. Erosion Control 

Pesticide Application 
J 16. Turf Disease Control 
G 17. Turf Insect Control 
Q 18 . Turf Weed Control 
G 19. Tree & Ornamental Pesticide Application 

Other 
G 20. Mowing 
G 21. Hydroseeding 
G 22. Snow Removal 
G 23. Interior Landscape Services 
G 24. Structural Pest Control 
G 25. Holiday Lighting 
Q 26. Other 

3. How many full-time (year-round) 
employees do you employ? 

4. What are your company's 
approximate annual gross revenues? 

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 J 
9.$2,000,000 to $3,999,999 X 
10 $4,000,000 to $6,999,999 3 
11. $7,000,000 or more 
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tive coating, making them vulnerable 
to traditional pesticides. When the 
temperature heats up, contractors can 
turn to summer oils. These pesticides 
are thinner oils or solutions mixed at 
lower rates to prevent phytotoxicity or 
burning of the plants. 

Summer oils, which are thinner 
than dormant oils, can be effective in 
controlling spider mites, hemlock bee-
tles and scale insects, Persad says. Davey 
Tree uses thinner oil for its summer 
treatment and mixes it at the same rate 
as the dormant treatments. Summer oils 
can be used in dormant periods or in 
summer, but they are more effective in 
summer, Persad says, adding that these 
oils should not be used when the tem-
perature reaches 85 degrees or higher or 
when there is low soil moisture. 

Davey Tree mixes 2.5 ounces of 
solution per gallon of water. "You have 
to make sure the solution is mixed well 
because its oil and oil settles, so make 
sure its mixed well enough to get those 
little globules out to the plant," Persad 
says. "If you let it stand without agita-
tion its going to surface and if you spray 
it, you're going to get only oil on one 
part of the plant and only water on the 
other part, and that may cause a burn." 

Tree Tech applies its dormant oil 
at 2 percent solution and the summer 
application at a 1 percent solution, 
Markarian says, adding that the sum-
mer solution rate is still effective against 
a number of insects, including the 
hemlock woolly adelgid. 

The company pays $8 per 100 
gallons of the oil. Tree Tech prices 
all its spray solutions the same way. 
The minimum charge is $75 for five 
minutes, and the price increases from 
there in five-minute increments. The 
rate is measured from the time the 
technician starts spraying to when the 
hose is reeled up. The price decreases 
as the length of the job increases. After 
20 to 30 minutes, Markarian starts 
backing off in price from that $75 per 
five minutes. For example, 30 minutes 
would be $450 if it were charged at $75 
per five minutes, but Markarian charges 
closer to $350 for a job that takes that 
long. Markarian says, "I do this to be 
competitive and because its only fair 
to the client since I'm making more 
money off of a larger job." ^ll 

o m i g h t y m i t e s 
Not all bugs are bad. Some can help control destructive insect in-
festations. The BartlettTree Research Laboratories, Charlotte, N.C., 
has been experimenting with predatory mites that the company 
uses to combat spider mite problems on conifers, according to Don-
ald Booth, an entomologist with the company's research division. 

The company began exploring the use of predatory mites about 
10 years ago as an alternative to traditional pesticides. The results 
have been mixed but promising, Booth says. "It's been all over the 
board," he says. "We've had spectacular successes and failures, 
which depends on everything from what you're using the mites 
against to what sort of conditions you have." 

The mites are usually shipped in a small bottle, similar to a 
saltshaker, and mixed with shredded corncob, according to Booth. 
The typical application rate is 25 mites for a small- to medium-sized 
shrub and 50 mites for bigger shrubs or small trees, Booth says. 
Tree care technicians apply the mites by shaking them out of the 
container and onto the plant. The mites should then migrate to 
the infested areas and consume the destructive pests, Booth says. 
"These mites are highly mobile," he explains. "If you put them at the 
bottom of a redwood tree - if there's food waiting for them, within a 
few days they'll be at the top of the tree." 

However, there are drawbacks to using predatory mites. The 
mites cost about $14 per 1,000, which translates into less than $1 
for a 25-mite application, according to Booth. But the labor cost 
can be double a traditional application. "The problems come from 
the intensive handling involved and the difficulties resulting from 
the fact that they're not always going to work, and the client is not 
always understanding of that," he shares. 

Bartlett Tree uses a mite species called Neosei/us fallacies, 
which needs to be released immediately upon receipt because 
they have a lifespan of about 48 hours, Booth says. They also don't 
respond well to high temperatures and low humidity, so ideally 
technicians should apply the mites in temperatures between 60 and 
70 degrees and when humidity is above 50 percent, he explains. 

After releasing the mites, Bartlett Tree technicians tie a tag to 
one of the plant's branches to let customers know what biological 
control has been released and where it was applied, Booth says 
(see photo on page 160). This also reminds technicians not to spray 
pesticides at the location so they don't kill the living organism. 

Contractors shouldn't worry about the predatory mites becom-
ing a nuisance because they only attack certain spider mite species 
and are so small that most people are not aware of their existence, 
Booth says. "If you were walking through a garden where there are a 
lot of these, you might get some on your bare legs if you were wear-
ing shorts, but you wouldn't be aware of them because they don't 
bite and have no desire to come into your house and be a pest." 
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A 28-year veteran of the green 
industry, Jeff Sousa takes 
enormous pride in both his 
company and his country. 
That's why the owner of 
Sousa's Landscape Manage-
ment, Southampton, Ber-

muda, personally invested in rebuilding efforts 
following the island's catastrophic run-in with 
Hurricane Fabian in September 2003. 

"For someone like me who's been in the 
industry for so long, going around the island 
and removing trees that you've admired since 
they were planted is horrible," Sousa says. "It 
was depressing to see my homeland devastated 
like that. But if you come to Bermuda today, 
you wouldn't know we had the worst hurricane 
in 50 years here less than two years ago." 

In addition to the rebuilding throughout 
the island, current visitors to Bermuda's largest 
resort, the Fairmont Southampton, are likely 

to notice a fresh look to the landscaping on 
the property. After sustaining a reported 
$10 million worth of damage as a result of 
the storm, the Fairmont saw the after-
math as an opportunity to reconstruct its 
grounds. Sousa's Landscape Management 
took on the job, which proved to be a 
logistical challenge albeit highly rewarding. 

D A M A G E C O N T R O L . At the island's 
highest point — about Vi mile above sea 
level - the Fairmont Southampton had 
little protection against Hurricane Fabian's 
Category 3 torrents. To properly and safely 
manage the resulting wreckage, including 
roof and guest room damage, flooding 
and landscaping torn to shreds, the resort 
closed its doors for six months. Ordinarily, 
having so much work time uninterrupted 
by hotel-guest traffic would be a blessing 
for a maintenance crew. Unfortunately, pa-



perwork delays gave Sousas team only 
about half the time they anticipated to 
renovate the site. 

"Right after Fabian, we started 
talking with the hotel about how they 
wanted to approach the redesign of 
their landscaping," says Vice President 
of Operations Mohammad Farooqui 
who supervised the Fairmont project. 
"During the clean-up process, another 
designer and I prepared a design for 
the new landscape in just two weeks. 
Usually, big commercial contracts take 
a while to finalize, but because of third 
parties involved in the aftermath, such 
as the insurance agency, there were 
delays in the paperwork and we ended 
up with just six weeks for the job." 

To offset a challenging work sched-
ule, Farooqui and his ream worked with 

the hotel to set priorities and proactive-
ly manage the project. "During the de-
sign phase, we had identified 18 specific 
areas where the resort wanted to focus 
on redesigning the landscape," Farooqui 
says. "Before we started the project, 
we sat down with the resort managers 
and mapped out the areas that were of 
the highest priority to them. On our 
design, we numbered the areas in order 
of importance so our crews were able 
to follow the map and complete each 
section in the proper order." 

The Fairmonts priorities began 
with the front entrance of the hotel, 
followed by the indoor and outdoor 
pool areas and the beachside area, 
which is farther down on the property. 
Moreover, because hurricane-size storm 
clouds bring an equally large silver 

Site Size: 18 individual landscape 
areas around the Fairmont's 100-
acre property 

Plants Installed: Croton, daylilies, 
Cordyline, Umbrella Tree, Coconut 
Palm, Washingtonian Palm, Sago 
palm, viburnum trees, bottlebrush, 
albizia, ferns, common and giant 
bird of paradise, fountaingrass, Fiji 
palm 

Goals: Refresh landscaping to a 
lush, subtropical paradise; install an 
irrigation system; install landscape 
lighting 

Total Project Cost: $475,000 

Project Cost Breakdown: 
Plant Materials: $225,000 
Irrigation: $100,000 
Labor: $150,000 



lining, the resort used the rebuilding 
opportunity to refresh its outdated 
Mediterranean-style landscaping with 
lush subtropical foliage and a new ir-
rigation system. With these grand goals, 
however, came significant hurdles for 
the Sousa team to jump. 

NURSERY S T U C K . Rebuilding the 
Fairmont into the picturesque, subtrop-
ical haven visitors crave required lush 
broad-leaved foliage plants like croton, 
bird of paradise and Viburnum trees, as 
well as more delicate textures from trees 
like Albizia and bottlebrush, along with 
ornamental grasses like fountaingrass. 

With their vivid colors and dense 
growing habits, the plants called for in 
Farooqui's design were sure to create 
the tropical rainforest feeling the resort 
desired. However, both Farooqui and 
Sousa note that acquiring these plants 
was a major challenge. "Because this 
was a very bad hurricane, a lot of the 
goods that we would have on the island 
were out of stock," Sousa explains. 
"Plant material was especially difficult 
to find because it wasn't just this hotel 

that was damaged - it was properties 
island-wide, so we were competing 
with about 60 other landscapers on the 
island who were also doing clean-up 
and new landscape design/build." 

Farooqui adds that severe damage 
to much of the island s nursery stock 
further hampered the team's plant-ac-
quisition efforts. "We were buying a lot 
of plants that were only in 1 -gallon pots 
or smaller, and the largest plant we can 
import from nurseries in the United 
States or elsewhere is a 4-inch pot," he 
says. "A lot of the plant material we 
were using was very small, but we had 
to have something in the ground to 
complete the design." 

Again, being proactive helped the 
company meet the resort's needs for 
plant material. While the installation 
team waited approval from the Fair-
mont to begin work, Sousa obtained 
management approval to purchase 
plant material pending finalization of 
the hotel's insurance claim. "We knew 
the resort wanted to go ahead with the 
project, but we had to be careful," he 
says. "They gave us the go-ahead to se-

cure the plant material, which we did. If 
we had waited any longer, we wouldn't 
have had anything to work with." 

Sousa purchased some of the plant 
material from nurseries in Florida, 
California and elsewhere, and also 
tried to acquire as much as possible 
from sources on the island. Though 
much of Bermuda's nursery stock was 
damaged, Farooqui placed a newspaper 
ad requesting mature plant material 
from other island properties that could 
salvage it, and also utilized a company 
database of island residents who would 
allow the company to cultivate mature 
plants from their properties. Farooqui 
says some of the residents who offered 
their plant material were compensated 
in cash, while others traded the plants 
for services or equipment. 

Another plant procurement issue 
the company faced involved dozens of 
palms required to complete the land-
scape design. Because Bermuda cannot 
import palms at all, Sousa and his team 
tried to salvage as many as possible on 
the property and relocated some to 

continued on page 172 
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s t o c k i n g u p & b a t t e n i n g d o w n 

When Hurricane Emily crashed into Bermuda in 1987, Sousa's Landscape Manage-
ment Owner Jeff Sousa says he was caught unprepared. So, when Hurricane Fa-

bian made its way to the small island from the west coast of Africa 17 years later, he used 
the advanced warning to his advantage and stocked up on necessary supplies. 

"I monitor the weather on my computer and once I knew the hurricane was heading 
this way and felt it was going to be a direct hit, I advised the staff to get ready," Sousa 
says. "When a storm like this threatens your area, you have to get organized ahead of it so 
you're ready to move into action for yourself and your customers as soon as possible after 
the storm passes." 

With a five-day head start on the Category 3 hurricane, Sousa and his staff ensured 
that all of the company's trucks and applicable equipment were gassed up, key tools like 
chainsaws and chippers were in good condition for the cleanup work ahead, and genera-
tors were in place to handle power outages. Additionally, the staff took stock of safety 
equipment and contacted equipment suppliers to stock up on essential tools. 

"We're a Stihl agent for the island, so we placed significant orders with Stihl South-
east for chainsaws and other equipment and had them rushed in," Sousa says. "We were 
able to make sure our own employees had the proper equipment for the cleanup effort, 
and also ended up making sales to the Bermuda regiment and government, as well." 
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areas where they were better suited to 
the landscape. 

"There were cases where large 
palms would have to come down, 
and I had to use my experience to 
decide whether it was worthwhile to 
save them," Sousa says. "If the head 
of the palm wasn't damaged and 50 
percent of the roots remained in the 
ground, we would make an effort to 
brace up the palm and save it. There 
were some areas down by the beach 
where the amount of damage to the 
structures required that we move 
some palms. We were able to salvage 
some of the coconut and Washingto-
nian palms and use them by the front 
lobby of the hotel and in other areas 
on the property." 

To handle the removal and 
replacement of these palms - 20 to 
40 feet tall in some cases - Sousas 
team rented a crane for $150 per 
hour from the general contractor on 
the site. The rental company provided 
a crane operator who was guided by 
Sousas crewmembers as the large palms 
were transported to their new homes. 

P U T T I N G T H E R A I N I N R A I N -
FOREST. After Hurricane Fabian 
brought as much as 10 inches of rainfall 
and 10 feet of storm surge flooding 
in some areas, there was no shortage 

of water around Bermuda. Still, the 
Fairmonts landscape redesign included 
installing an irrigation system - a rarity 
on the island. 

continued on page 174 
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Perched atop Bermuda's highest point, approximately V2 mile above sea level, The 

Fairmont Southampton took the brunt of Hurricane Fabian's wrath (see hurricane 
damage in photo above). Unlike its sister property the Fairmont Hamilton Princess, 
which operated at limited capacity following the storm, the Fairmont Southampton's 539 
guest rooms were closed for six months to accommodate the clean-up and renovation. 
Though costly for the hotel, the closure provided Sousa's crew with a workforce able to 
power through the initial clean-up around the grounds. 

"Under most circumstances, the entire staff of the resort would have been let go 
until they opened for business again, but because the Fairmont had such a fantastic 
insurance package, they could keep most of their staff on at reduced hours," Sousa 
explains. "Because there weren't any guests to serve, we were able to benefit from these 
extra pairs of hands during the cleanup phase. There were probably close to 200 people 
who assisted in the initial cleanup. They purchased grass rakes and chainsaws from us 
for the meticulous tasks like cleaning up debris from the grounds, and they offered the 
brawn we needed for larger jobs like pulling damaged plant material through the chip-
pers. On our own, our company would not have had enough personnel to deal with a 
task that large, so they helped us out a lot." 



Install Confidence: Install Rain Bird JTV Valves. 
Rain Bird's JTV valve provides these competi t ive advantages : 

• Threaded bonnet des ign—no-tools access is easy and convenient. 

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

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

For more details about Rain Bird's new JTV valve, visit www.rainbird.com. For a personal 
demonstration, see your authorized Rain Bird distributor. Install Confidence. Install Rain Bird. 

RA/M&B/RD 
USE READER SERVICE # 118 

http://www.rainbird.com


TEST mm 
WEED ¡Q! 
WEEKLY CONTEST-

Correct ID 
can win you this 

ROBOTIC 
CALCULATOR 

The Turf Professional's 
Free On-line Source for 

Weed ID and IPM Control 
Recommendations 

Weed ID 

Control Options 

Regional Alerts 

Turf School Links 

And More! 

An Industry Service From 

11 p b d / ' G C i P / d a n 

j ^EjfifjEjj^JHun 
An Employee-Owned, Company 

USE READER SERVICE* 119 

continued from page 172 

"Irrigation is almost nonexistent 
in Bermuda because we have such 
consistent rain," Farooqui says, noting 
the 50 to 60 inches of annual rainfall 
the island receives. "Also, we don't have 
the same type of city water system as 
in the United States, so freshwater for 
irrigation can be scarce. However, Ber-
muda does get dry spells of two to three 
weeks, which can put a lot of 
stress on the plant material - es-
pecially the turf areas. In order to 
protect the new landscape from 
that stress, the Fairmont chose to 
install an irrigation system." 

To install the irrigation 
system as well as the necessary 
plant material on the property, 
Farooqui says the team trenched 
for the irrigation lines and 
installed laterals, mainline and 
cabling first, and then began in-
stalling plants before the full ir-
rigation system was operational. 
"The important part was to get 
the plant material in," he says. 
"Once that was finished we went back 
and installed the proper sprayheads." 

Overall, the irrigation system ac-
counted for $100,000 of the company's 
$475,000 landscaping budget for the 
Fairmont Southampton project. The 
remaining funds went toward plant ma-
terial, softscaping and labor. Farooqui 
points out that because of the high 
cost of plant material on the island, 60 
percent of the remaining budget went 
toward plant costs, while 40 percent 
went toward labor. "A 25-gallon palm, 
for instance, can cost $400 or $500, or 
up to $750 to $1,000 for a 45-gallon 
palm," he says. "On the East Coast, a 
palm may only cost $200 or $300," he 
says. Thankfully, Farooqui says plant 
prices did not increase due to the low 
supply and high demand Fabian caused. 

Overall, Sousa's Landscape 
Management maintained a 24-percent 
profit margin on the Fairmont project, 
though high labor hours kept the profit 
from being higher. "Because we had a 
shorter window for the installation than 
we anticipated, our crews really pushed 
to complete the project," Sousa says. 
"We had 10 crewmembers working 
12- and sometimes 16-hour days, six 
or seven days a week, and toward the 
end of the project we still outsourced 
some of the work to another company 
because we didn't think we'd be able to 
finish on time." 

Farooqui says Sousa hired six 
crewmembers from another company 
on the island for the last two weeks of 
the project, noting that the 15-percent 
premium they paid for the extra crew 
was worth it. "If we didn't have those 
extra hands, we probably wouldn't have 
finished the job on time," he says. "We 
had groups of three or four crewmem-

bers working on different areas of the 
property throughout the project. When 
the subcontracted crew joined us, they 
continued with the same work we were 
doing and our site supervisor directed 
them on how to get the job done." 

Though the project was stressful 
and challenging, when the six-week 
timeframe came to an end, both Fa-
rooqui and Sousa say they were proud 
of the project and their crews, and also 
note a strengthened relationship with 
the resort. "The day after the hurricane, 
I went up to the Fairmont and the place 
was just demolished," Sousa remem-
bers. "I told the management staff, T 
know you have your hands full, but 
don't worry about the exterior - we've 
got it.' They were sincerely thankful 
and that helps a lot when it comes time 
to sign contracts and work with the 
property on future jobs." 

Farooqui agrees. "We were really 
proud that our team could live up to its 
reputation and deliver the design the 
hotel wanted in such a short period of 
time," he says. "The Fairmont man-
agement is very happy with how the 
project turned out and now they're talk-
ing about incorporating more areas and 
more upgrades every year for the next 
five years. They see the value of their 
landscaping now that it's been restored 
and we're happy to be partners with 
them on these projects.' LL 
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Isuzu NPR w/19' Dovetail Landscaper Body 
Gas or Diesel, 12,000 lb. or 14,500 Ib. GVW, A/C, Radio 

Isuzu NPR HD 4 Door w/19' Dovetail Landscaper Body, 
Diesel, 14,500 lb. GVW A/C, Radio, Seating for 7 

Isuzu NPR w/16' Dovetail Economy Landscaper Body, 
Gas, 12,000 lb. GVW, A/C, Radio 

V 
Isuzu NPR HD w/12' Dump Body, 

Gas or Diesel, A/C, Radio, 
Receiver Hitch 
Brake Control, 

Thru-Box & Roll Tarp, 
14,500 lb. GVW, 

I « « « a r o 
C ' l J l I 

Isuzu NPR w/18'Van And 
Dovetail Ramp, 

Gas or Diesel, 
12,000 lb. GVW, 
Interior Shelving, 

With Roll-Up 
Side & Rear Door, 

A/C, Radio 

New & Used Landscaper Inventory Online: www.neelycoble.com 

m J Ù s l y ^ C o m p a n y 
O 3 1 3 F e s s i e r s Ln. ' ( J 

[615] S44-8900 Nashvi i ie ,tn (BOO) 367-771 
w w w . n e e l y c o b l e . c o m 

Call Our Mid Range Truck Specialist, Matt Ikard or Myles Baldwin, Today! 

http://www.neelycoble.com
http://www.neelycoble.com


On Hole y 
Even well-fertilized turf can't survive if its roots are suffocated. Take a look at the products on these 

pages to find an aerator that will open up clients' lawns and let the turf breathe free. 

compiled by lauren spiers 

First Products 

AERAVATOR 

AE-40E ^ 

• Lowers equipment 

costs by perform-

ing the work of 

several pieces of 

equipment 

• Can fracture hard 

ground, renovate 

the soil and prepare a seedbed 

• AE-40E will also aerate lawns without 

tearing the established turf 

• Free demonstration video available 

• First Products - 800/363-8780, 

www. 1 stproducts.com 

Circle 2 0 6 on reader service card 

Grasshopper 

AERA-vator 

• Oscillating, forged steel 

tines penetrate and 

fracture soil, encourag-

ing root development 

• Regular aeration with 

this machine can 

improve permeability 

and drainage 

• Relieves compaction and 

aerates turf without prior 

irrigation 

• Vibrates tines in an oscillating 

motion to penetrate soil, while 

heavy-duty construction al-

lows use on packed paths and 

areas containing small rocks 

• Turf is available for use imme-

diately after aeration 

• Leaves no cores to clean up 

• PTO-driven 40- and 60-inch 

models available 

• Compatible with Grasshopper 

Model 618, and all 700 and 

900 Series True ZeroTurn 

FrontMount power units 

• Grasshopper - 620/345-

8621, www.grasshopper-

mower.com 

Circle 2 0 7 on reader ser-

vice card 

Power Track Plug-

ger/Core Aerator 

• Power Trac Plugger/Core 

Aerator front-mounted 

attachment utilizes a 

hydraulically powered 

continued on page 178 



Here comes Cavalcade™ 

Your new choice for preemergence profit. 
Everyone should have options. And now you do. Because Cavalcade 65WDG Preemergence 

Herbic ide is the industry's f irst post-patent p rod iamine herb ic ide and your new o p p o r t u n i t y 

to save. Cavalcade contains the same active ingredient and gives you the same great benefits as 

Barricade® Herbicide - excellent preemergence control of annual grassy and broadleaf weeds, 

long residual, fall application flexibility and staining is not an issue. But Cavalcade gives you 

something more. A more economica l choice. 

Cavalcade is marketed through distributors and in combination 
with fertilizer from Sipcam Agro USA formulation partners. 

Call us at 800-295-0733. 

SIPCAM AGRO USA, INC. 
Barricade® is a registered trademark of a Syngenta Group Company. 
Cavalcade™ is a trademark of Sipcam Agro USA, Inc. ^ V W 
Always read and follow label instructions before applying any pesticide product. 

www.sipcamagrousa.com 

http://www.sipcamagrousa.com


drum to plug quickly, allowing 

oxygen to penetrate the 

ground 

• Using the float position, the 

Plugger is able to follow the 

contour of the ground to 

aerate evenly and effectively 

• Constructed of a 

heavy-duty steel 

plate for durability 

and comes standard 

with a quick-attach 

receiver plate 

• Available in 48-, 60-, 

and 72-inch widths 

to fit any Power Trac 

commercial model 

• Power Trac - 800/843-9273, 

www.power-trac.com 

Circle 208 on reader service card 

Redexim Charterhouse 
VERTI-QUAKE 

• A rotary aerator that decompacts soil 

at depths up to 22 inches with a set 

of rotating steel blades 

• Equipped with four working widths: 

59, 63, 83 and 

99 inches 

• Features easily 

adjustable depth 

control 

• Applications for 35-

to 120-hp tractors 

• Comes standard 

with a rear smooth roller 

Has fewer moving parts 

Operates using a unique wave action 

Doesn't disrupt sports field or golf 

course traffic 

• Coulter knives are optional 

• Redexim - 800/597-5664, 

www.redexim.com 

Circle 209 on reader service card 

Ventrac EA-600 AERA-vator 

• Designed to stir and loosen soil 

beneath the sod without destroying 

^^ continued on page lQo 

Call Us First For All Your Spraying Equipment & Parts Needs! 

Largest North 
American 

Distr ibutor 
of Many 

Nationally 
Recognized 

N a m e Brands. 

Westheffer Co., Inc. 
800-362-3110 

www.westhefifer.com 

When you need 
hose, reels, guns, 

fittings, tanks, 
p u m p s , or repair 

kits, look no 
farther than 
Westheffer. 

100,150,200, or 300 Gallon Tanks 185 Gallon & 90 Gallon Tanks 

Custom Built Sprayers to Fit Your Needs. 

600 Gallon Fiberglass 750 Gallon Stainless Steel 
HANNAY HYPRO SOLO TEE JET 

HONDA GREEN GARDE TUFLEX UDOR 

USE READER SERVICE # 122 

Planning < 
Meeting? 
Talk to Us.. 

media 
i ncorporated 

G I E Medias Conference & Seminar 
Division offers turnkey meeting 

and event management services that 
allow you the flexibility to trust us 
to take care of the details 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 G I E 
Media, please contact: 

Jeff Fenner or Maria Miller 
at 800/456-0707 

http://www.power-trac.com
http://www.redexim.com
http://www.westhefifer.com


No more mixing. No more spraying. No 

more call-backs! Simply spread right form 

the bag - whether conditions are windy or 

calm, wet or dry - to kill a wide variety of 

weeds. Get the same reliable Confront 

you have always used, or for residential 

turf, try one of our new formulations. Want 

^FlhAÍLjf A gtäfrlAlAy 

k&thUiÂ& íkdí ¿ic<íiAdtttj NVt-ks* 

to save even more time? Use our 

New L e b a n o n T u r f G r a n u l a 

Confront Team combination to control 

broadleaf weeds and prevent crabgrass 

with a single application. Visit 

your LebanonTurf Dealer, or call 

1-800-233-0628 to find out more. And for 

a free copy of our weed ID booklet visit 

www.LebanonTurf.com/promotions and 

enter coupon code LL3025. 

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

Confront is a registered trademark of Dow AgroSciences LLC 

USE READER SERVI 

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


m 
duct spotlight ^ continued from page 178 

the turf on the surface 

• Turf is ready immediately after 

treatment - a must for golf courses 

or sports fields 

• Surface disruption in established turf 

is minimal, enabling the EA-600 

AERA-vator to aerate dry and com-

pact soil without prior irrigation 

• Optional seed box available 

to overseed and aerate 

simultaneously 

• Connects to the Ventrac 

4000 series in about 

one minute with no 

tools or heavy lifting 

• Provides an aeration 

density of six holes 

per square foot 

• Ventrac -

866/836-8722, 

www.ventrac.com 

Circle 210 on reader service card 

Classen SA-25 

Stand-Aer Aerator 

• Steers right or left while aerating; 

hydrostatically tire and tine driven 

Aerates 50,000-plus square 

per hour and has 36, 

inch, heat-treated tines; 

offers a coring depth of 

up to 3 inches 

24-inch aerating 

turning radius 

(zero-turning 

radius non-

aerating) 

• Powered 

by a 13-hp 

OHV Honda engine 

• 880-pound, 36-inch wide machine 

• Classen-888/252-7710, 

www.classen-mfg.com 

Circle 211 on reader 

service card 

Ryan Lawnaire IV Plus 

and V Plus Aerators 

• Self-propelled, core-type aerators 
continued on page 182 

More Effective 

4 f l 
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1 

Tree Tech* 

m 

From Tree Tech9 Microinjection Systems comes a full line of nationally labeled 
insecticides, fungicides, bactericides and fertilizers in leakproof microinjection units. 

Insecticides - Acephate, Vividll, and MetaSystox®R 
Fungicides - Bayleton®, Aliette and Alamo® 

Fertilizers - Our proprietary Nutrijecf formulations 
Bactericides - Oxytetracydine antibiotic 

Herbicide - Dicamba 
Deflowering Agent- Snipper® 

Tree Tech• 
microinjection systems 

^ m 
950 SE 215th Ave. 

Morriston, FL 32668 
1 - 8 0 0 - 6 2 2 - 2 8 3 1 

e-mail: info@treetech.net 
tIM Tedi' EnHMMirtdly Sound tIM HeoMi (aie loi the litt centwy ond beyoad 

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

USE READER SERVICE # 124 

http://www.ventrac.com
http://www.classen-mfg.com
mailto:info@treetech.net
http://www.treetech.net


"My clients don't care how 4-MIX technology works. 
But they sure like the results." 
"The owners of these multimillion-dollar estates expect nothing but the best. That's 
why they hire me. And that's why I use the 4-MIX line of products from STIHL. 
They're more powerful and better balanced than my old 2-cycle equipment, which 
makes it easier to handle the extreme detail work my customers demand. They're 
also more fuel-efficient, so my guys can work longer before having to refuel. Plus, 
4-MIX products use interchangeable parts, so there's less downtime. And the 
one-on-one service I get from my STIHL Dealer keeps my equipment, and ultimately 
my business, running strong. Hey, not even I know exactly how 4-MIX technology 
works. But it sure works for me." 1 800 GO STIHL • www.stihlusa.com 

7 f r y 
i I f / 

f ' 
¿r * • 

STIHL 

http://www.stihlusa.com


^ ^ ^ y ^ d u c t s p o t l i g h t ^ continued from page 1ÔO 

Handle-mounted throttle and side-

mounted lift grips 

Powered by a 4-hp Honda or 3.5-hp 

Briggs & Stratton engine 

Improved drive train that uses a 

single, heavy-duty, nickel-plated 

drive chain and solid-steel axle with 

construction-grade ball bearings for 

easy servicing 

Dual-weight system that increases 

ground pressure by 25 percent 

Coring tines penetrate soil down to 

2.75 inches with the added weight of 

the filled water drum 

Lawnaire IV features a folding 

handle that lowers the height for 

easy transport and storage 

Lawnaire IV Plus has a 19-inch 

aeration width that can cover up to 

28,975 square feet or two-thirds of 

an acre per hour 

• Lawnaire V Plus has a 26.5-inch 

aeration width, allowing it to aerate 

more than 40,400 square feet or 

nine-tenths of an acre per hour 

• Ryan - 888/922-8873, 

www.jacobsen .com 

Circ le 2 1 2 on reader service card 

JRCO Hooker Aerator 

• This front-mounted aerator attached 

to the JRCO universal mount bar 

with two clevis pins and aerates with 

the mower deck attached 

• Model 700 Series aerator has zero-

turn maneuverability; Model 751 has 

an electric actuator for lifting the 

aerator heads 

• Aerates 66,000 square feet per hour 

m & 

m i r f s 
¿ > ñtcr"/^ 

rm 

LANDSCAPE DESIGN 
a n d 

B U S I N E S S MANAGEMENT 

S O F T W A R E 

G A R D E N 

1 » 8 0 0 . 7 1 0 . 1 9 0 0 

Payment Terms 
Avai lab le 

www.gardengraphics.com 

USE READER SERVICE # 126 

at 5 mph in open areas 

• Attachment is 38 inches wide and 

punctures up to six holes per square 

foot with each hold approximately 
1/2 inch wide by 1.25 inches long and 

up to 3 inches deep 

• Tines stab deep into the soil, hooking 

and lifting a soft plug; loose soil 

plugs disperse quickly 

• The three casters each have two 

floating tine heads and are de-

signed to caster 360 degrees while 

aerating, tracking the mower's every 

move 

• The six independent floating heads 

lift over tree roots and rocks while 

the other heads keep working 

• JRCO - 800/966-8442, 

www.jrcoinc.com 

Circ le 2 1 3 on reader service card 

http://www.jacobsen
http://www.gardengraphics.com
http://www.jrcoinc.com


THE GLOVES ARE OFF. 
Because of activists, extremists and misinformed politicians, Help Project EverGreen educate 

consumers are questioning whether the products and resources (such consumers on the environmental, 
as water) used to care for their lawns, landscapes and other green economic and lifestyle benefits 

spaces are a waste—or a harm to the environment. Yes, legislation of green spaces. To make a 
and regulations have been throwing the green industry some rough contribution, volunteer your time 
punches. And we're about to start fighting back. or find out more information, 

call 1 - 8 7 7 - 7 5 8 - 4 8 3 5 or visit 
Project EverGreen is an alliance of green industry associations, www.projectevergreen.com. 

companies and professionals dedicated to educate the public, 
protect the green industry and grow our business. It was created # 
in response to unfavorable regulations in many parts of the 

United States and Canada. If the services our industry professionals w 
offer are restricted, regulated or made illegal, everyone will lose 

revenue and customers. EverGreen 
V J 

A d developed courtesy of Swanson Russell Associates. A d space donated by this publication. 

USE READER SERVICE # 128 

http://www.projectevergreen.com


S D O t h g t l k h t 

Turf Boosters 

4, 

Fertilizer is a lawn care essential. Keep your clients' lawns dense and green with these professional 

fertilizer products. 

^ compiled by lauren spiers 

BEST Turf Fertilizer 

BEST Turf Supreme 

< 
• Fertilizer is a 16-6-8 formula 

• The 100-percent homogeneous pellets 

provide uniform nutrient coverage 

• Contains non-staining iron 

• Available through more than 360 

Western distributors 

• BEST Turf Fertlizer - 800/992-6066, 

www.simplot.com/turf/best 

Circ le 2 1 5 on reader service card 

Helena Chemical Co. CoRoN 

• Controlled-release, liquid fertilizer 

releases nitrogen over a multi-week 

period in foliar or soil applications 

• Provides extended controlled release 

of nitrogen and fewer turf clippings 

due to consistent, uniform growth 

• Offers turf a low salt index, increased 

root mass and more retrievable 

nitrogen 

Compat-

ible with 

most 

other pesticides on the market 

• Has a low potential for phytotoxicity 

• Helena Chemical Co. -

www.helenachemical.com 

Circ le 2 1 6 on reader service card 

crai 
Control I ed-Re I ease Nitrogen 

e Turf -
Supreme 

twt. 50 LB (22.68kg) 

Turf Supreme 

P R O F E S S I O N A L 

Turf 
Fertilizer 

18-24-12 

Lebanon MESA Patented 

Slow Release Nitrogen 

• Offers quick green-up 

• Gives turf a brilliant color 

• Provides long response 

• Lebanon - 800-233-0628, 

www.lebturf.com 

Circ le 2 1 7 on reader service 

LESCO Fertilizer Products 

• Feature PolyPlus technology 

• Available in a range of package sizing 

• Consistent sizing for easy application 

• Varying analyses of 

fertilizer available 

• Ranges of products 

stocked in more than 270 

U.S. locations 

• LESCO-800/321-5325, 

www.lesco.com 

Circ le 2 1 8 on reader 

service card 

Novozymes Biologi-

cals LawnPlex 4-4-5 r 

LongGreen 0-4-7 

Designed to supplement all fertilizer-

programs with the most effective iron 

continued on page 186 

http://www.simplot.com/turf/best
http://www.helenachemical.com
http://www.lebturf.com
http://www.lesco.com


absoluteinnovations.net 

Will the 

RIGHT 
TOOL 

save TEME 
& M O N E Y ? 

WL • r C 

if ' - v " v * / % - -

m't' 
V 

Quick Sweeping Passes 
Sift Rocks Only 

Pick-Up Windrows & Trashpiles 
Minimal Dust 

Low Maintenance J 
No Breakdowns 

Stabilizing Wheels Give You: 
• Controlled Soil Penetration 
• Easy Operation 
• No Soil Gouging 
• Easy Leveling 

USE READER SERVICE # 129 

No other sifting tool offers 
the flexibility of the 

RockKing™ Rock Bucket. 
Grate sizes range from 1-3"— 

3" grates make removing 
large rocks a snap. 

Smaller grates drop in 
easily to clean up rocks 

as small as 1" in diameter! 

Aggressive bevel-cut 
scarifying teeth mounted 

to the front of the bucket tear up 
hard pan soil popping rocks onto 

the sifting blade. 

o i n n o v a t i o n s ! 

10880 MCKINLEY HWY • OSCEOLA, IN 46561 • 877.788.7253(TOLL FREE) • 574.674.5902(FAX) 



^^^ ^^^duct spotlight ^ continued from page 184 

treatment for better color 

• Non-staining when used as 

directed 

• Formulated for soil or foliar 

applications 

• Buffers tank mix to neutral pH 

• Low cost per 1,000 square feet 

• Tank mix compatible with most 

soluble fertilizers, herbicides, 

insecticides and fungicides 

• Ideal for lawns, parks, sport 

fields, as well as trees and 

shrubs 

• Novozymes Biologicals -

800/324-6173, 

www.novozymes.com/roots 

Circle 2 1 9 on reader service 

card 

novozymes 

Scotts Co. Turf Builder 

wi th Halts Crabgrass 

Preventer 

• Provides essential 

nutrients to help wake 

up lawns after winter 

• Deep feeds to make 

grass thicker and 

greener 

• Prevents crabgrass 

for up to four months 

- guaranteed 

• All-in-one formula 

provides crabgrass 

protection without 

burning the lawn 

• For best results, 

® apply between February 

and April 

Turf Builder 
HALTS CRABGRASS PREVEFFLTR 

• Scotts Co.-888/270-3714, 

www.scotts.com 

Circle 2 2 0 on reader service card 

Spring Valley Greens Grade 

• Ultra fine SGN 90 fertilizers 

are designed to quickly settle 

with minimal irrigation 

through the turf canopy 

• Ultra fine granules 

• Spring Valley has a blend-

ing facility dedicated solely 

to the production of micro 

and mini fertilizers, prevent-

ing the contamination of off-

sized granules 

• Spring Valley - 800/635-

2123, www.springvalleyusa.com 

Circle 2 2 1 on reader service card 

A TRAILER THAT WORKS AS HARD AS 

USE READER SERVICE # 130 

http://www.novozymes.com/roots
http://www.scotts.com
http://www.springvalleyusa.com


in New Products 

• Message Beards 
• Sign lip for Your Personalized My Lawn&Landscape Account 

mm 
. W Cal l I 

fSm^AtKm 
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Call 800/456-0707 

• Archived Magazine 

Choose from a number of color options for the four 
lights. Visit www.frog-lights.com for more product 
information. PACKAGE VALUE: $549! 

THIS MONTH, WIN AN OUTDOOR LIGHTING PACKAGE FROM FROG LIGHTS 
The package includes: 
• The FP 1000 Transformer: Four circuits and 15 volts, built-

in timer, remote photo cell to turn lights on at dusk, 6-foot 
outdoor linecord and wall-mounted cabinet, hinged lockable 
door, rain-tight stainless steel finish. 

• LED 3 Stainless Steel LED Light: Max. 1.5 watts, 18 LED 
pieces 

• SG 1 Aluminum Spotl ight: Max. 50 watts, 14 inches high, 
complete with MR 16 lamp and wires 

• P3 Solid Copper Path Light: Max 50 watts, 30 inches high, 
complete with MR 16 lamp and wires 

• P4 Copper Verdi Path Light: Max 50 watts, 30 inches high, 
complete with MR 16 lamp and wires 

http://www.frog-lights.com


Slow & Steady 
Plant growth regulators are problem-solving products for unique sites, such as highway medians. 

Consider these PGRs when slower, steadier growth can make your maintenance work easier. 

^ compiled by lauren spiers 

Agrisel Agriplex 

• Plant growth regu-

lator extracted from 

specially selected 

marine plants, 

which simulates 

plant growth and 

development 

• Promotes increased 

yields and earlier 

maturity 

• Increased fruit set, improved 

crop quality, improved resistance 

to environmental stress 

• For use on all major crops and turf 

and ornamental uses 

• Non phytotoxic to plants when 

used as directed 

• Compatible with most insecticides 

and fungicides 

• Agrisel - 877/480-0880, 

www.agrisel.com 

Circle 2 2 2 on reader service card 

PBI Gordon Embark T&O 

• Slows growth of turf for mowing 

reduction 

• Eliminates seedhead development 

agrìSJS^ 

syngenta • 

with properly timed applications 

• Labeled for growth regulation of 

more than 25 groundcovers, 

ornamentals and shrubs 

• PBI Gordon - 800/821-7925, 

www.pbigordon.com 

Circle 2 2 3 on reader service card 

Syngenta Professional 

Products Primo MAXX 

• Enhances turf with a richer color 

• Inhibits vertical growth 

• Increases tillering and 

root mass development 

• Provides a healthy, more 

durable turf surface 

• Reduces clippings by 50 percent so 

less green waste is generated 

• Decreases the amount of time 

needed to maintain treated areas, 

freeing up time for crews to focus on 

weeding, and leaf or debris removal 

• Provides pre-stress conditioning 

against heat, drought, disease and 

traffic 

• Lowers water consumption 

• Syngenta - 866/796-4368, www. 

syngentaprofessionalproducts.com 

Circle 2 2 4 on reader service card 

http://www.agrisel.com
http://www.pbigordon.com


BOB-CAT LEO Plus Mower 

Hydro-Gear transaxles feature built-in charge 
pumps that provide handling and a smooth, 
quiet ride 
Maximum ground speed of up to 7.5 mph, 
which enables it to cut up to 3 acres per hour 
Offers PowerLink, a built-in mobile genera-
tor that produces up to 1,000 watts of contin-
uous AC electric power (on 25-hp model 
only); PowerLink allows operators to hook up 
to their mower instead of running extension 
cords or hauling an additional generator to run 
electrical tools, such as hedge trimmers, blow-
ers, power drills and saws; PowerLink can also 
work as a back-up generator in emergency 
situations 
Can handle a tow-behind trailer for transport-
ing equipment like trimmers and edgers, along 
with an optional 5-bushel-capacity grass 
catcher and a mulching kit 
Has fully-dampened forward and reverse 
controls, plus a push-pull PTO switch for the 
electric clutch 
Meets ANSI standards for braking and stability 
Offers three Briggs and Stratton engine options 
ranging from a single cylinder 17.5-hp to the 
25-hp V-twin; all three engines feature full 
pressure lubrication, high-capacity filters and 
chrome-plated exhaust valves 
Comes with Jacobsen's standard two-year or 
250-hour CustomerOne parts and labor 
warranty 
BOB-CAT-888/922-8873, 
www.jacobsen.com 
Circle 201 on reader service card 

Shindaiwa Speed-Feed 
Trimmer Head 

• Can be reloaded without dismantling 
• Line up the eyelets, thread the line through the 

trimmer head until it exits the opposite eyelet 
and pull a couple of arms lengths of line; the 
line is quickly loaded on the spool by turning 
the large knob on top of the trimmer head 

• Spool holds about 25 feet of .095-inch line 
• Maximum line size is .105-inch of any shape 
• Inner wall reduces amount of dirt inside head 
• Large, durable eyelets enhance line life 
• Line tensioning system with split spool 

reduces head vibration 
• Bottom cover taps on ground to advance the 

line and allows head to glide while trimming 
• Fits all straightshaft Shindaiwa trimmers and 

brushcutters; adapter hardware available to fit 
with most major competitive models 

• Shindaiwa - www.shindaiwa.com 
Circle 202 on reader service card 

press 
Scheduling Software Designed for OuickBooks 

• 

Alocet QXpress 
Version 5.0 

• Business software featuring 
enhanced Quick Books 
integration and industry-
specific scheduling options 

• Turns user's current soft-
ware package into 
industry-specific manage-
ment software 

• Features scheduling, job 
costing and invoicing 
capabilities 

• Has Template Designer 
Version 2.0 and an en-
hanced Generate Invoices 
screen 

• Alocet-877/529-6659, 
www.alocet.com 
Circle 203 on reader 
service card 

John Deere 997 Diesel 
Z-Trak Mower 

Powered by a 31-hp, 3-cylinder, liquid-
cooled Yanmar engine 
Has a 7-Iron deck 
Fully enclosed engine 
compartment reduces 
overall engine noise 
Choose from a 
60- or 72-inch side-
discharge or a 60-inch 
rear-discharge deck 
Full-floating deck 
provides vacuuming 
action to lift grass before cutting 
Cutting positions range from 1.5 to 5 
inches in .25 increments 
Hydraulically adjustable deck lift is 
optional 
12-gallon fuel tank 
Has transport speeds up to 11.5 miles 
per hour 
Features a folding two-post ROPS 
John Deere-800/537-8233, 
www.johndeere.com 
Circle 204 on reader service card 

Jacobsen Z-Fast Cat Plus ES 

• Features PowerLink, a mobile power generator 
capable of supplying up to 1,000 watts of contin-
uous 120 AC power that eliminates the stringing 

of extension cords to power blowers, etc. 
^ — • Can be used as an alternate power source 
^ ^ • Has transaxles by Hydro-Gear with built-in charge pumps 

• Has a maximum speed of 7.5 mph and cuts up to 3 acres per hour 
• Jacobsen - 888/922-8873, www.jacobsen.com 

Circle 205 on reader service card 

http://www.jacobsen.com
http://www.shindaiwa.com
http://www.alocet.com
http://www.johndeere.com
http://www.jacobsen.com


Advertise Today! 
Classif ied Adver t isement Pricing is as 
follows: 

Text only: $1/word with a $30 minimum. 
Classi f ied Display: $115/co lumn inch. 
Column width is 2.25". 

For box numbers , add $1.50 plus six 
words. 

All classified ads must be received seven 
weeks before the date of publ icat ion. 
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 
S E L L I N G Y O U R B U S I N E S S ! 

B U S I N E S S O P P O R T U N I T Y 

FREE 
APPRAISAL 

N O BROKER 
FEES 

P r o f e s s i o n a l B u s i n e s s C o n s u l t a n t s 
vfcusi neSs 

cs*l 

/ m 
Merger & Acquisition Specialists 

Professional Business Consultants can obtain purchase 
offers from qualified buyers without disclosing their 

identities. Consultants' fees are paid by the buyer. 
CALL: 

708/744-6715 
FAX: 708/252-4447 

Bidding For Profit 

LAWN PROFESSIONALS TAKE NOTICE 
Are you earning what you deserve? 

-Manuals Available-
Bidding & Contracts $47.95 
Marketing & Advertising $39.95 

•Estimating Guide $34.95 
•Contracts & Goals $39.95 
•De-Icing & Snow Removal ... $39.95 
•Selling & Referrals $44.95 
20 Letters For Success $29.95 
Telephone Techniques $24.95 

j w 

-Templates on CD's-
•Service Agreements & More . $34.95 
•Service Agreements $29.95 
•Snow & Ice Removal Forms $34.95 
•Sample Flyers & Marketing Info $29.95 
•Employee Policy & Procedures.. $24.95 
Bid Specification & Cover Letter $24.95 

Take advantage of our 24 years experience 
and improve your opportunities for s u c c e s s . 

. packages 
. available 

Call: 800-845-0499 

PROFITS UNLIMITED 
Since 1979 

www.profitsareus.com 

Putting Greens 

C O N K L I N P R O D U C T S 
O P P O R T U N I T Y ! 

Let us help you start your own business. No franchise 
fee, No territories, work from home, Use and market 
new technology products. 

BUY DIRECT FROM MANUFACTURER 
FREE Catalog - 800/832-9635 

www.frankemarketing.com 

Business Forms 
L A W N M A I N T E N A N C E A N D 
L A N D S C A P I N G F O R M S 
Order online and save. Invoice, proposal, work 
order, door hangers and more. Low minimum. Go 
to landscaping.4WorkOrders.com. Shorty's Place in 
Cyberspace. 800/746-7897. 

B U S I N E S S O P P O R T U N I T I E S 

GROW WITH US! 
• Diversify your bus iness 
• Add irrigation to your core bus iness 
• Marketing and training programs 
• Secured franchise territory 

i S e r v i c e F i r s t 
' I r r i g a t i o n 

FoTinformation contact us: 

1-877-353-4533 
www.servicefirstirrigation.com 

mailto:jhalas@gie.net
http://www.profitsareus.com
http://www.frankemarketing.com
http://www.servicefirstirrigation.com


Businesses for Sale 
L A N D S C A P E 
C O N S T R U C T I O N C O M P A N Y 

Well Established 20-year Landscape Company Boston, 
Massachusetts Area. 
Annual volume $3.5 - $4.0 M I L L I O N 
Company breakdown: 

• 75% Construction 
• 10% Maintenance 
• 15% Snow Operations 

Highly recognized, well-managed and organized opera-
tion with a meticulous fleet of over 50 pieces 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. Kurt Lawson 508/428-1201 

Fax: 508/428-9586 

BUSINESS FOR SALE 
18 years. Established tree landscaping company 
- Lower WestChester 20 minutes New York City. 
Will sell with or without the real estate which is in 
commercial industrial busy road. Back parking top 3 
apartments on first floor 2 stores, www.felixtree.com. 
Contact Felix or Martha 914/949-1214, 
cell 914/447-1492 or fax 603/314-5386. 

Florida Commercia l 
Lawn Maintenance 

Companies For Sale 

Sarasota Area S O L D $225,000 
Miami Gross $400,000 
North Tampa Area Gross $800,000 
FL East Coast 

(lawn spray) Gross $ 1,600,000 
For more information on the above companies, other 
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, C P Rand Hollon, C P O 

Licensed Broker Licensed Agent 
352/629-7908 • 800/633-5153 

Fax: 352 /629-2359 

BUSINESS FOR SALE 
Tree/Lawn Care Co. Long Island, N.Y. 
Well-established spray co. 20 yrs with large residential/ 
commercial customer base and state of the art spray 
fleet. Annual sales approx. $2 million. Principle only! 
Contact Wade Associates: 516/527-5334. 

BUSINESS FOR SALE 
25-year-old lawn maintenance business in Pinehurst, 
N.C. $200,000.00 in contracts, $65,000.00 in equip-
ment. Asking $90,000.00, Call 910/215-7396 or 
910/944-3129 or fax 910/235-9116. 

BUSINESS FOR SALE 
Lawn maintenance business for sale. Mowing grosses 
$150,000.00. Includes all mowing equipment and 2 
trucks. Medina/Brunswick Ohio area. $75,000.00. 
330/571-5904. 

Educational Training FOR SALE 

E D U C A T I O N A L T R A I N I N G 

L a w n L ore™ 

Interactive training M L 
that's easy, effective and fun! ¿HMo 

Save Time.. .Save Money. . . 
Improve results wi th 

personal ized, interact ive t ra in ing 

P h o n e Mark at 8 0 0 - 3 2 8 - 4 0 0 9 

Financing 
F INANCING 
L E T G O V E R N M E N T G R A N T S / L O A N S finance 

your business, to $2,200,000.00. 
Over 300 sources. 

(www.usgovernmentinformation.comL 
Free information 707/448-0270. (NK8) 

For Sale 

L A N D S C A P E DESIGN K I T 3 

LANDSCAPE DESIGN KIT 3 
48 rubber stamp symbols of trees, 
shrubs, plants & more. 1/8" scale. 

Stamp sizes from 1/4" to 1 3/4". 
$97 • $6.75 s/h. V ISA MasterCard. & 
MO's shipped next day. Check delays 
shipment 3 weeks. CA add 7.75%tax. 
A M E R I C A N S T A M P C O . 

FREE BROCHURE '2290 Rising Rd. LL04. Wilton. CA 95693 

" '»tic. Local 916-687-7102 TOLL FREE 877-687-7102 

FOR SALE 

WMBE certified 

TIME is MOMEY 

WEED 
FASTER 

Kubotaparts.com 

D E L I V E R Y O N 

K " J b o t o . P A R T S 

$5.00 Shipping Per Order 
Order Parts at kubotaparts.com or call toll free at. 

1 - 8 7 7 - 4 K U B O T A 

This website "kubotaparts.com" is operated 
by Keller Bros. Tractor Company, an authorized dealer 

of Kubota Tractor Corporation since 1972. 

FOR SALE 

s / m 

INSTANT GARAGES 
ALL WEATHER SHELTERS COVERÎÎà 

SAND/SALT BINS • WORKSHOPS 
EQUIPMENT STORAGE 

Authorized Dealer 
SHELTERS OF NEW ENGLAND INC. 

251 West Hollis St. • Nashua, N.H. 03060 
1 - 8 0 0 - 6 6 3 - 2 7 0 1 • ( 603 ) 8 8 6 - 2 7 0 1 
www.shel tersofnewengland.com 

FOR SALE 

C O M P L E T E BEE SUITS 
Full Suits, Jackets 

(free tote bag & nitrile gloves) 
800/550-2990 

www.omegapestcontrol.com 
order online in "The Store" 

FOR SALE 

WATER 
FASTER 

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

D E A L E R L IQUIDATION 
Save $$$$$. New CScS TurfTracker Jr s - Only $3,995. 
Spread &c Spray 4 , 0 0 0 S .F . /Minutc . Hydrostat ic 
Zero-turn, stainless steel frame & tank. Free Video. 
610/361-2847. 

FOR SALE 
Lawn and Tree spray trucks for sale - (2) internationals 
with newer Tuflex spray bodies, excellent working condi-
tion. Please call for details 412/445-8066. 

w w w . l a w n a n d l a n d s c a p e . c o m 

Ideal For: 
• Shops • Garages 
• RV Storage 
• Boat Storage 
• All Your Hunting 

s/t Global Steel 
Cell Now For A Free Brochure' 1 -800-526- 1 1 1 o 

FOR SALE 

Turf Tracker Riding Fertilizer spreader and sprayer. 
One year old. Made by C & S Turf Equipment. Spread 
and spray at the same time, while you are sitting down! 
$7,500.00. 330/721-8873. 

http://www.felixtree.com
http://www.preferredbusinessbrokers.com
http://www.usgovernmentinformation.comL
http://www.sheltersofnewengland.com
http://www.omegapestcontrol.com
http://www.lawnandlandscape.com


FOR SALE 

turftracker.com 
info@richwayind. com 

Prices starting 
at $49 

S RICHWAY 
Foam Markers 

( 8 0 0 ) 5 5 3 - 2 4 0 4 
Janesville. IA USA 

FOR SALE 

Spreader-Mate™ 
This self-contained "drop-in" sprayer 

converts your commercial broadcast spreader 
to a fully functional sprayer in minutes. 

SPRAYING 
EQUIPMENT 

Toll tree - 800.706.9530 
Phone - 585.768.7035 

Fax - 585.768.4771 
Sales@GregsonClark.com 

www.GregsonClark.com 

GPS Vehicle Tracking 
GPS VEHICLE TRACKING 

No monthly fees 
Call 800/779-1905 

www.mobilctimeclocks.com 

Help Wanted 
KEY EMPLOYEE SEARCHES 

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: 
http//www.florapersonnel.com 

GREENSEARCH 
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 http:// 
www.greensearch.com or call toll free at 888/375-
7787 or via e-mail info@greensearch.com. 

HELP WANTED 

HELP WANTED 

GroundMasters, Inc 

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 

HELP WANTED 

m e . ' 

LANDSCAPE CONTRACTORS 

COME GROW BETTER WITH US! 
Take advantage of this opportunity to join one of 
the most dynamic landscape companies in the 
beautiful southwest. Our exciting and 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 
package, relocation allowance, and an excellent 
family-working environment. If you are interested 
in a career opportunity please send, fax, or email 
resume to: 

HEADS UP LANDSCAPE 
PO Box 10597 Albuquerque N M 87184. 

Email idelarosa@hulc.com 
Phone 5 0 5 / 8 9 8 - 5 5 1 0 Fax 505 /898 -2105 

To find out more information about 
Heads Up Landscape please 

visit our website at www.headsuplandscape.com 

JJESCO 
SALES AND SERVICE 

POSITIONS 
Virginia, New York, Massachusetts, 

Connecticut, and Rhode Island 
LESCO, Inc., the nation's leading manufacturer 

and distributor of lawn care and golf course 

products, is rapidly expanding operations in 

Virginia, New York, Massachusetts, Connecticut, 

and Rhode Island. We are looking for individu-

als with a strong background in the professional 

green industry for our Service Center locations. 

Sales experience a plus. 

LESCO offers competitive salaries and an 

excellent benefit package. Fax resumes to 

440/783-3909 or e-mail us at 

lmahl@lesco.com. 

E O E / A A / H / V 

HELP WANTED 
SALES P O S I T I O N : Must have strong ties to industry 
and affluent commercial clientele. Salary, commis-
sions and benefits. Greenscape Inc. provides landscape 
maintenance, site development, tree services, irrigation 
and snow removal throughout the PA, NJ , D E area. 
Fax resume to 856/321-0105 Phone: 856/667-5296. 

HELP WANTED 
A leading residential and commercial construction and 
development company, doing business in Southwestern 
Michigan for over 35 years, has an immediate opening 
for a fully licensed landscape architect. The qualified 
candidate will have at least 3 years experience. Pay will 
commensurate with experience. Please e-mail resume to 
sdueweke@avbinc.com. 

HELP WANTED 

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 
• C A D Designers 
• Estimators 
• Irrigation Tech 
• Project Managers 
• Sales Personnel 
• Senior Foreman 
• Spray Technicians (QAC, Q A L ) 
• Supervisors 
For more information contact: 

Elisabeth Stimson, Human Resources Director 
Email: hr@gothiclandscape.com 

Ph: 6 6 1 / 2 5 7 - 1 2 6 6 x 2 0 4 
Fax: 661/257-7749 

mailto:Sales@GregsonClark.com
http://www.GregsonClark.com
http://www.mobilctimeclocks.com
mailto:Hortsearch@aol.com
http://www.florapersonnel.com
http://www.greensearch.com
mailto:info@greensearch.com
mailto:chayes@groundmasters.com
mailto:idelarosa@hulc.com
http://www.headsuplandscape.com
mailto:lmahl@lesco.com
mailto:sdueweke@avbinc.com
mailto:hr@gothiclandscape.com


LANDSCAPE MANAGMENT HELP WANTED HELP WANTED 

T H E B R I C K M A N GROUP, LTD. 
Careers in landscape management available in: Califor-
nia, Colorado, Connecticut, Delaware, 
Florida, Georgia, Illinois, Indiana, Maryland, Mas-
sachusetts, 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 

HELP WANTED 

DAVEY 
Commercial Grounds Management 

Rewarding career opportunities 
are available with our growing 
commercial division. 

If you are a proven manager 
with a passion for landscape 
management, come join the 
2,600 employee-owners of Davey. 

Visit www.davey.com 
E-mail: george.gaumer@davey.com 
Fax: 330-673-0702 

HELP WANTED 

Product Management 
JOIN A LEADER. Hunter Industries is seeking 
friendly, resourceful, trustworthy professional 
individuals with a commitment to excellence to 
join our product development department in San 
Diego, California to assist in meeting the chal-
lenges of an increasingly competitive professional 
irrigation product market. A strong background 
in Marketing and/or Product Management and 
good communication skills are essential. An op-
portunity for these candidates include a competi-
tive salary and comprehensive benefits program 
that includes eductional assistance and a corporate 
fitness center. 

Please submit your resume and salary 
requirements to: 

Hunter Industries, 
Attn: Human Resources -

1940 Diamond Street, 
San Marcos, CA 92069 or 

hr@hunterindustries.com. EOE 

Hunter 
The Irrigation Innovators 

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 United States and Canada creat-
ing 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 field personnel. Business/ 
Horticultural degree desired with a minimum of 2 years 
experience working in the green industry. Qualified 
applicants must have proven leadership abilities, strong 
customer relations and interpersonal skills. We offer 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/F/D/DV 

HELP WANTED 

LMI Landscapes, Inc. 
Only the best landscape professionals 

need apply. 
• Account Managers 
• Project Managers 
• Nurserymen 
• General Manager 
• Irrigation/Landscape Foreman 
Dallas/Jacksonville, FL/Denver 

Fax 972/446-0028 
Email: resume@lmilandscapes.com 

HELP WANTED 

PITTSBURGH, PA 
SENIOR FOREMAN POSITION 

Pittsburgh, Pa., Senior Foreman Position. Isbir Construc-
tion & Landscape Corp. is seeking an experienced, career 
minded hardscape foreman. Responsibilities include 
labor and site management, quality landscape installa-
tion practices, equipment upkeep, and job productivity. 
Degree preferred, good math and organizational skills 
required. 

Isbir is a growing company specializing in retaining walls, 
pavers, light construction, and general contracting. Isbir 
provides excellent wages, paid training, uniforms, vaca-
tion, health insurance reimbursement, retirement, and a 
professional atmosphere. Details & application available 
at: www.isbirconstruction.com or fax 412/751-8033. 

LANDSCAPERS, DON'T WAIT! 
Want legal, reliable workers on the job every day? 
Bring them from Mexico (and other countries) with 
visas. We do all the paperwork. We can select great 
workers too!! We care about your success and lead the 
way in FAST, FRIENDLY, AFFORDABLE service. 
FREE information & booklet. 

USAMEX Ltd. 501/724-8844, 
DavidDonaldscon@USAMEX.ORG. 

HELP WANTED 
Columbus, Ohio based Benchmark Landscape 
Construction Inc. is now hiring experienced, quality 
oriented foreman for our installation/construction 
division for the 2005 season. Benchmark is seeking 
qualified candidates with leadership, motivating 
skills and a team mentality. Candidates must have 
experience running high-end residential hardscape 
construction and installation projects. Competitive 
pay and full benefit packages offered. Positions are 
immediately available. Please call 614/462-8080 or 
fax resume to 614/873-8060. 

HELP WANTED 
The BEST Place for the BEST People to Work! 
Acres Group, one of Northern Illinois' 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 
Looking for successful candidates to help us grow our 
Design/Build division! Must be highly organized, self-
motivated, have at least 3 to 5 years of design/build 
sales experience: strong design skills required & re-
lated degree in landscape architecture or horticulture 
is preferred. Ideal condidates must also have strong 
interpersonal & communications skills and he able to 
work in a team environment. We have opportunities 
available in our Wauconda, Roselle & Plainfield facili-
ties. Excellent compensation & benefit opportunities 
to help our team members to achieve their goals and be 
successful. We are also looking for a bilingual design/ 
build landscape installation foreman for our Wauconda 
& Roselle locations experienced in paving, stonework, 
planting & grading. 
For Roselle, contact Sean Stroub at 630/307-0700, 

fax 630/839-4250, 
e-mail: sean.stroub@acresgroup.com. 
For Wauconda, contact Jeff Dumas at 

847/487-3005, fax 847/487-4841, 
e-mail: jeff.dumas@acresgroup.com 

For Plainfield, contact Jeff Kelly at 815/439-2420, 
fax 815/609-3643, e-mail: jeff.kelly@acresgroup.com 

HELP WANTED 

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 Irrigation, Land-
scape Maintenance, and Arborists with experience in 
palm and tree epidemiology and trimming. Interested 
parties please contact us 305/634-0717. 

mailto:jobs@brickmangroup.com
http://www.brickmangroup.com
http://www.davey.com
mailto:george.gaumer@davey.com
mailto:hr@hunterindustries.com
mailto:resume@lmilandscapes.com
http://www.isbirconstruction.com
mailto:DavidDonaldscon@USAMEX.ORG
mailto:sean.stroub@acresgroup.com
mailto:jeff.dumas@acresgroup.com
mailto:jeff.kelly@acresgroup.com
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HELP WANTED 

LANDSCAPE EMPLOYMENT OPPORTUNITIES. 
Wheat's Lawn and Custom Landscape, premiere 
residential landscape firm in Northern Virginia since 
1978, has positions available for Sales and Landscape 
Managers. Interested parties should have strong leader-
ship skills, industry knowledge and a desire to make a 
difference. Wheat's offers: 

• Health insurance 
• Advancement opportunities 
• 40 l(k) and profit sharing 
• Competitive salary 
• Great work environment 

For confidential consideration, please mail, fax or email 
your resume to: 

Wheat's Lawn & Custom Landscape, Inc. 
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 enthusiastic green industry experienced 
people to represent its tree staking line in CA, AZ 
and NV. I f 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. 

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, MD, PA, NJ) 
INSTALL & AREA MG RS (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 

HELP WANTED 
WESTERN STATES RECLAMATION, INC. 

WSFI is a 22 year old environmental contracting com-
pany located in the north Denver Metro Area. We are 
involved in commercial landscaping, irrigation, land-

scape maintenance, site construction, revegetation, 
and erosion control projects. The following positions 

are to be filled between January and March 2005. 
• Irrigation Superintendent 
• Landscape Maintenance Superintendent 
• Landscape Superintendent 
• Revegetation Foreman 
• Sales/Marketing director 
• Sr. Estimator or Chief Estimator 
• Sr. Project Manager or Division Manager 

Please refer to our website at www.wsreclamation.com 
for more details on each position. We offer excellent 
benefits and profit sharing. Please send your resume 

with salary history to: WSRI, 3756 Imperial St., Fred-
erick, Colo. 80516, or fax to 303/833-4447 or e-mail 
to lchenoweth@wsreclamation.com. EOE by choice. 

HELP WANTED 

DESIGN/BUILD/MAINTENANCE 
Company located on the isle of Palms, a barrier island of 
Charleston, South Carolina. Looking for a well educated 
and experienced person to work in the upper manage-
ment with high-end residential clientele. 
Horticulture or design degree required. Other duties 
include; meeting w/customers, up selling existing 
customers, auto cad, problem identification/solving, 
training, and company development. 

Also, NSPI, Geniuses 3, Kinman assoc., or 
state certification a plus. Fax Resume to 843/886-4918 

or email jparker815@aol.com. 

HELP WANTED 

NURSERY MANAGER 
Spillane's Nursery is a well-established Wholesale Nurs-
ery located in Southwestern Massachusetts and is seeking 
an aggressive, self-motivated and experienced individual 
to run the every day operation of our 50-acre farm and 
wholes distribution location. Major responsibilites 
include managing our growing wholesale yard and in-
house sales. 5 years experience and knowledge of all types 
plant material is a must. Experience with equipment is 
preferred as well as excellent communication skills. We 
offer an excellent compensation package and a competi-
tive salary. Please send resume in confidence to: Spillane's 
Nursery & Landscape Co. Inc., 230 Bedford Street, 
Middleboro, Mass. 023456 or fax to 508/946-4907 or 
email to spillanesnursery@msn.com. 

HELP WANTED 

GREEN HOUSE GROWER 
Spillane's Nursery is looking for an experienced grower 
for our growing greenhouse production. Seeking a self-
starter with extensive knowledge on plants, soils, insects 
and disease. Responsibilities will include production of 
annuals, perennials & ground cover throughout the year. 
Pay commensurates with experience, motivated individu-
al for this position. Please send resume in confidence to: 
Spillane's Nursery & Landscape Co. Inc., 230 Bedford 
Street, Middleboro, Mass. 02346 or fax to 508/946-4907 
or email to spillanesnursery@msn.com. 

HELP WANTED 

LANDSCAPE DESIGN & SALES 
Spillane's Nursery & Landscape Co. Inc., is seeking a 
talented individual to fill the position of Designer/Esti-
mator for our well-established landscape division. Must 
be experienced in plant material, landscape design and 
estimating. Must have excellent client communication 
skills and the ability to supervise the installation of the 
finished product. We offer an excellent compensation 
package and a competitive salary. Please send resume in 
confidence to: Spillane's Nursery & Landscape Co. Inc., 
230 Bedford Street, Middleboro, Mass. 02346 or fax 
to 508/946-4907 or e-mail to: spillanesnursery@msn. 

HELP WANTED 

MAINTENANCE SUPERVISOR 
Spillane's Nursery Landscape Co. Inc., is seeking a 
responsible individual to fill the position of Main-
tenance Supervisor to manage a number of crews at 
various locations. Five years experience in business and 
personal year maintenance. A good knowledge of plant 
material and yard equipment is required. Excellent 
communication skills with both client and employee 
are expected in this position. We can offer a competi-
tive salary to the experienced, motivated individual 
for this position. Please send resume in confidence to: 
Spillane's Nursery & Landscape Co. Inc., 230 Bedford 
Street, Middleboro, Mass. 02346 or fax to 508/946-
4907 or e-mail to: spillanesnursery@msn.com. 

HELP WANTED 

Professionals needed for established Baltimore area 
landscaping company. Seeking experienced chemical 
applicator and licensed tree expert. Call 410/764-6303 
or fax resume to 410/764-1845. 

HELP WANTED 
S C H O E N B R U N N LANDSCAPING, INC., a hill 
service northeast and central Ohio for over 30 years 
has opportunities in the following areas: 
Garden center sales and management 

• Landscape designer 
• Maintenance sales and supervision 
• Irrigation sales, maintenance and installation 
• Commercial landscape sales and supervision 
• Landscape installation foreman 

Great benefits and opportunities!! 
Fax resume to 330/343-0647 or e-mail to 

slirandy@adelphia.net. 

Industry Web Sites 

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 states. 

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 

mailto:wheats@wheats.com
http://www.wheats.com
http://www.treestaking.com
mailto:epivnik@pacbell.net
mailto:Ron_Anduray@landcare.com
http://www.wsreclamation.com
mailto:lchenoweth@wsreclamation.com
mailto:jparker815@aol.com
mailto:spillanesnursery@msn.com
mailto:spillanesnursery@msn.com
mailto:spillanesnursery@msn.com
mailto:slirandy@adelphia.net
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Insurance Software 

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: 
Installation 
Renovation 
Fertilization 
Herb./Pest. App. 
Tree & Shrub Serv. 

Snow Removal 
Right of Way 
Holiday Lighting 
Irrig. Install./Serv. 
Mowing & Maint. 

Spill Clean Up 
Contact one of our Green Industry 

Specialists for a quote at 
1-800/886-2398 or by fax at 

1-614/221-2203 
M.F.P. INSURANCE AGENCY, I N C 

rick@mipinsure.com 
www.mfpinsure.com 

Web Designers 

WEB DESIGNERS 

Web Design, Brochures, Logos, Lettering and Printing 
Services for Landscapes. Your single source for mar-
keting your landscape business. Samples online: www. 
Iandscapermarketing.com or call 888/28-DSIGN. 

WEB DESIGNERS 
w w w . b i g c r e e k d e s i g n s . c o m 

Professional web sites strategically customized to git 
your specific Green Industry needs. 

Increase your visibility today.... 

sales@bigcreekdesigns.com 
216/310-2789 

Worker For Hire 

W O R K E R 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. 

Warehousing 

WAREHOUSING 

Third party warehousing company located in Atlanta, 
GA specializing in the Green Industry. Let K.D.L help 
lower your warehousing and shipping cost while offering 
your east coast customers same day service. 404/344-
4187 or KDIIncorporated@aol.com. 

SOFTWARE 

The #1 best-selling 
all-in-one software for 

specialty trades 

Download a free demo of 
the software everyone is 

talking about! 
www.wintac.net 

Or call 24 hours for a free demo CD: 

1-800-724-7899 ext.2 

SOFTWARE 

Scheduling & Landscape Maintenance 
Estimating Software 

Unlimited customer accounts 
Quality Software at affordable prices 

Starting at $199.00 
WHY PAY T O O MUCH? 

www.BrokenLegSofirware.com 
www.LandscapersForum.com 

919/732-6791 

• Unlimited Customers & Locations 

• Automatic Scheduling, Routing 

< Automatic Invoicing, Job Costing 

• Service History & Profit Tracking 

> Labor and Productivity Tracking 

• Material & Chemicals Tracking 

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

> Print Proposals, Invoices, Work 
Orders. Statements. Purchase 
Orders, Reports, Labels. Even m 
design vour own forms in Word 

» Full Accounting G/L, A/R, AJP, 
Payroll. Checking, Inventory, 
Financial Reports and Graphs 

> Built-in links to Quick Books®, 
Peachtree MS Office • Street 
Mapping. Emailing, and more! 

Lighting 
LIGHTING 

SOFTWARE 

P h o n e C e n t e r S o f t w a r e 
Never forget to call a customer back or lose another 
phone message! Works with Caller ID to track all 

incoming phone calls into a database. Schedule ap-
pointments with easy-to-use drag and drop calendar. 

Route appointments with MS MapPoint. Synchronize 
customer information to QuickBooks! View demo at 
www.PhoneCenterSoftware.com or call Tree Manage-

ment Systems, Inc at 
800/933-1955. 

Landscape Equipment 

L A N D S C A P E E Q U I P M E N T 

T R E E S T A K E S 
Doweled Lodgepole Pine 

CCA Pressure Treated 
2" Diameter, Various Lengths 

Economical, Strong and Attractive 
Phone: 800/238-6540 

Fax: 509/238-4695 
JASPER ENTERPRISES, INC. 

We ship nationwide. 
Web site: www.jasper-inc.com 

J ^ Jennifer Halas 
At 800/456-0707 
To Advertise Today! 

Holiday Lighling 
Keep Employees Year Rounds 

I I T IIf 

f i r . r i " 

Landscape Lighling 
Offer High-Margin Services 

Iraining Markeling 
Supplies Supporl 

Over 400 Localions in 47 Slales & Canada 

N I T E T I M E 
TV 

www. Ihedecorgroup. com 

1-800-687-9551 

mailto:rick@mipinsure.com
http://www.mfpinsure.com
http://www.bigcreekdesigns.com
mailto:sales@bigcreekdesigns.com
http://www.head-honchos.com
mailto:KDIIncorporated@aol.com
http://www.wintac.net
http://www.BrokenLegSofirware.com
http://www.LandscapersForum.com
http://www.PhoneCenterSoftware.com
http://www.jasper-inc.com
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i o w we 

Property Patrol at 
Belknap Landscape Co. 

© At Belknap Landscape Co., Gilford, 
N.H., we've developed an add-on 
service that fits our client niche and 

helps us strengthen client relationships with-
out creating an undue burden on our staff 
- Property Patrol. 

Just as you may ask a neighbor to bring in 
the mail while you're on vacation, our Property 
Patrol clients trust us to keep an eye on their 
homes while they're away. Because 90 percent 
of our clients are second- or vacation-home 
owners who are often only in the area on 
weekends, this service is valuable. 

Our work on a Property Patrol visit varies 
depending on the property. A visit to a con-
dominium unit may take 15 minutes as we go 
through a 5-point checklist, including: thermo-
stat settings, water pipes, windows (panes and 
locks), doors (locks) and lights and appliances. 
However, our high-end, single-family residen-
tial customers may have a long checklist for us 
to go through, requiring as long as two hours 
to complete, including travel time. 

We inspect both the interior and exterior 
areas of our clients' properties during Property 
Patrol visits. Outside the home, we look for 
downed limbs, water or heat loss, cracks or 
breaks in the windows and doors, and during 
the winter we look for ice dams and danger-
ous or structurally harmful icicles. Inside the 
house, we run water pumps, flush toilets, check 
thermostat settings and open and close garage 
doors to keep them from sticking. 

Many clients also ask us to turn lights on 
and off in certain areas of the house, and some 
clients request specific details, such as monitor-
ing the levels of the propane tanks that heat 
their indoor swimming pools. As each item 
is checked off, the individual conducting the 
property patrol makes notes of any details. 
In this case, he or she would write down the 
propane levels and may also take note of the 
thermostat setting, any lights that may not be 
working properly, etc. 

The goal for a Property Patrol visit is to 
make the house look "lived in" while the client 

2. 

Create a checklist of items your staff will be able to oversee while clients are 
away from home. Offer the service to all existing clients and include it as an 
option on contract forms. 

Offer pricing structures that appeal to homeowners who take long vacations or 
those who frequently return to their properties. Per-visit and seasonal pricing 
are two options. 

3. Have members of the management staff perform property patrol services to 
build trusting relationships between clients and the company. 

4. Stagger visits to clients' homes to eliminate any patterns that burglars may 
follow. Ensure that individuals performing property patrols schedule enough 
time each week to make the necessary visits. 

5. Document all details of a property visit, including any changes that are made, 
such as thermostat settings, lights turned on or off and problems that are found. 



how we do it > 

be a regular day and time; however, some 
customers request visits at different times of 
day or on different days of the week so as not to 
create a set pattern that a potential burglar may 
follow. In these instances, a division manager 
may visit a property on Monday, Wednesday 
and Friday one week, and Monday, Tuesday 
and Thursday the following week. As such, 
accurate routing becomes difficult and the 
division managers generally add the visits into 
their own schedules as time permits. 

We added Property Patrol 
to our service menu in 1997 
after a request from one of 
our clients. Several Belknap 
Landscape Co. divisions have 
acquired new business as a 
result of the service. Our snow 
removal, site lighting and irri-
gation divisions, for instance, 
all have benefitted from new 
work earned as a result of sug-
gestions made during Property 
Patrol visits. Additionally, upon 
signing a Property Patrol con-
tract, we ask clients to provide 
us with contact information for 
other vendors they currently 
use or that were involved in the 
building of the house, such as 
plumbers, electricians, window 
suppliers, gas companies, etc. 
If we find a problem at the 
house during a visit, such as a 
burst pipe or broken window, 
our division managers can 
contact the appropriate vendor 
and have the problem solved 
before the client returns. In 
these situations, the division 
manager would advise the 
client of the problem first and 
receive their OK to supervise 

another contractors work on 
their property. These services would then 
be billed to our company and the client will 
receive a bill from us, including an added 
charge to manage the work. 

Overall, the Property Patrol service 
strengthens our relationships with our clients 
by showing them that our company is as safe 
and secure as they want their homes to be while 
they're away. From trusting us with their house 
keys and security codes to knowing that we'll 
be able to rectify any problems that may arise 
while they're gone, our clients recognize that 
we are a trustworthy company with their best 
interests in mind. - A n d r e w M o r s e Ll-

is away. Though we won't feed pets or take 
out the garbage, we may bring in the mail or 
newspaper so those items don't serve as telltale 
signs that the homeowners are away. Some 
visits have had unique outcomes, such as the 
discovery of rats or bats in the house, or even 
finding the homeowner has returned. Because 
of that, we make sure to stay in touch with our 
clients if any strange activity is found on the 
property or if the homeowners plan to return 
early and need to reschedule a visit. 

Currently, 2 to 3 percent of our clientele 
buys into Property Patrol. We offer the service 
to everyone, though many clients already have 
full-time caretakers or are outside the 45-min-
ute radius we prefer for this service. 

Routing for Property Patrol visits is less 
structured than our regular maintenance 
schedules. The service is most popular dur-
ing the winter months and our five divisional 
managers are responsible for visiting Property 
Patrol sites on a rotating basis. When we work 
out the Property Patrol contract with the cli-
ent, they will specify the number of times per 
week they would like us to visit. This could 
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Walla Walla Sprinkler www.mprotator.com 126 85 

Weisburger Insurance 

Brokerage www.weisburger.com 118 78 

Wells Cargo www.wellscargo.com 162 112 

Westheffer www.westheffer.com 178 122 

Wright Mfg www.wrightmfjg.com 97 59 

Zum Wilkins www.zum.com 138 92 
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advertisers. 

http://www.absoluteinnovations.net
http://www.adkak.com
http://www.alocet.com
http://www.isuzucv.com
http://www.americanlubricating.com
http://www.redcross.com
http://www.americanrolloff.com
http://www.arborjet.com
http://www.gravely.com
http://www.preseeder.oom
http://www.ballhort.com
http://www.banditchippers.com
http://www.turffacts.com
http://www.bayerprocentral.com
http://www.dowagro.comAurf
http://www.lebturf.com
http://www.paceamerkan.com
http://www.pbigordon.com
http://www.rainbird.com
http://www.stihlusa.com




IT'S BACK AND BETTER THAN EVER. 
"Definitely a benefit. I've only been in business for a year; 
and participating in the seminar gave me a better direction 
for where my business needs to be going" - DAN T., FIONDA 

Find out why landscape contractors from coast to coast are 
singing the praises of this annual event. Industry consultant Kevin Kehoe and 
Gravely® dealers will be coming to help bolster your lawn care business in 

a town near you. For more information on a Gravely on Tour event, 
visit gravely.com or kehoe.biz. 

This FREE hands-on workshop is designed 
to help you learn how to: 

Set the right price for your sen/ices 
Increase your profit margin 
Find and retain the right customers 

Pay yourself the right amount of money 
Motivate and pay your employees 

Find the Gravely on Tour 2005 date near you! 
1/19/05 Lafayette, La. 
1 /20/05 Dallas, Texas 

2/22/05 Lynchburg, Va. 
2/23/05 Gainsville, Fla. 
2/24/05 Fort Meyers, Fla. 

Dates and locations subject to change. 

3/01/05 Frankenmuth, Mich. 
3/02/05 Quakertown, Penn. 
3/03/05 Pewaukee, Wis. 

www.gravely.com 
Printed in U.S.A. 
©2005 Ariens Company. 
©Registered trademark of Ariens Company. 
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WE KEEP YOU CUTTING " 

www.kehoe.biz 

AN A R I E N S ® C O M P A N Y 

http://www.gravely.com
http://www.kehoe.biz

